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Abstract

Snowsports resorts are an essential part of the economy of South East Australia. They make a
significant contribution to the Australian tourism industry and provide benefits to individuals
and businesses within the resort boundaries and also in the surrounding gateway towns and
communities. As a result, many people have come to rely quite heavily on the snowsports
industry for employment and local business activity yet little academic research has been
undertaken into the preferences and perceptions of guests to Australian resorts. This has
diminished our understanding of the Australian snowsports user.

Given the existence of this gap in the research literature, this thesis uses a mixed methods
approach where data that resulted from unstructured discussion groups was translated into
quantitative variables and used in a customer survey to over 3500 visitors to an Australian
snowsports resort. Utilising the understanding that a destination’s attributes (the push) help to
facilitate consumers specific desired benefits e.g. pleasure, recreation, excitement, family time
etc. (the pull), managerial actions are discussed within the context of appropriate strategies to
influence the overall satisfaction, revisitation and recommendation of the guests. The analysis
suggests that whilst the core attributes of snow quality, number of lifts, and queue wait time
etc. are amongst the important attributes identified by users, satisfaction is influenced more by
combinations of personal experience, snowsports school, ticketing and hire attributes.
Snowsports guests’ personal, situational, product (some of which are often referred to as End
User History) and destination related characteristics are also shown to influence which
attributes are more important, and the degree of satisfaction with these.

With the ever increasing array of tourism products being provided to the consumer, to be
successful, managers need to have a greater understanding of the attributes that are important
to guests’ and how they influence their decision making. To this end, using Importance
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Satisfaction Analysis as a tool for prioritising management and marketing decisions, the need
to shift resort management focus from satisfaction alone, to identifying those attributes that
are most highly valued by customers from the various segments is demonstrated. The findings
indicated that Australian snowsport resort managers cannot treat customers the same and are
best not to strive to improve mean levels of customer satisfaction without first understanding
the points of difference in what is important amongst their own guests. If such differences are
not considered, managers may inadvertently identify that some attributes are not relevant or
miss others that are important to the customer.

As this is the first time that such an approach has been applied to visitors to an Australian
snowsports resort, the comparison of results to other Australian resorts is difficult. This thesis
therefore serves as a benchmark in Australian snowsports research and provides an original
contribution to the understanding of snowsports in Australia.

Keywords:
attributes, Australian, benchmark, experiences, heterogeneity, ISA, loyalty, management,
prioritise, recommendation, revisit, satisfaction, segments, snowsports, value.
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Chapter 1

1

1.1

The Nature of the Research

Introduction

Several aspects of choice have been examined in the literature on tourism, leisure and
marketing, with links shown to exist between destination and travellers’ age, income and
education, market origin (amongst others), and the individuals’ personal decision making
process (Section 1.2). However, “no one factor has been shown to act in isolation, ascendant
or relevant to all types of holidays and their markets” (Godfrey, 1999, p. 19). The decision
behind the taking of a holiday, whether it be sun, sand and sea; [the snow and mountains];
culture; touring; [or nature], can be and is often very different (Godfrey, 1999).

Amongst various holiday offerings available, choice differences have been investigated and
“tangible elements such as facilities, cost, previous experience, and age and travel time are
often combined with intangible needs and benefits such as fun, excitement and social
atmosphere, challenge and personal achievement” (Godfrey, 1999, p. 19). This thesis will
investigate and analyse these tangible elements alongside the guest’s intangible needs
(together referred to as attributes in this thesis) within the context of an Australian Snowsports
Resort. In so doing, an understanding of what attributes are important to the Australian
snowsports guest will hope to be gained and whether or not the satisfaction of these will
influence the intention to make a return visit and to recommend the resort to others in the
future.
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This thesis will also investigate the influence of personal, situational and product/destination
characteristics on the ranking of the attributes important to the Australian snowsport
customer; their overall satisfaction of their snowsports holiday; willingness to recommend the
resort to others and intention to revisit. The importance for this understanding is original, in
that such studies do not exist in the Australian context. Furthermore, it adds to the study of
snowsports in general and is important for the future sustainability of Australian snowsports
which have been suffering from limited growth in skier days (as illustrated in Figure 1) and
declining participation numbers over the past decade) (Australian Sports Commission, 20012010).

Australian Skier Days 2000-2011
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Linear Trend y = 2.0909x - 2180.8

Figure 1: Australian Skier Days 2000-2011
(National Institute of Economic and Industry Research, 2012).

1.2

Background

Winter tourism is of great economic importance to the Australian alpine regions both for the
businesses and individuals that rely on the snowsports industry, and for the continued
prosperity and sustainability of the surrounding rural economies (National Institute of
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Economic and Industry Research, 2012). However, internationally the snowsports industry is
facing several challenges; for example snowsports resorts both in Australia and internationally
it could be argued to have entered what is termed a stagnation phase in Butler’s Hypothetical
Evolution of a Tourism Area (Butler, 1980; Deloitte Touche Tohmatsu, 2011; National
Institute of Economic and Industry Research, 2012; Snowsports Industries America, 2012;
The Finnish Ski Area Association, 2011). Additionally, in some countries it is reported that
the number of snowsports participants has declined (Jacobsen, Denstadli, & Rideng, 2009;
Matzler, Fuller, Renzl, Herting, Spath, 2008), possibly including Australia (Australian Sports
Commission, 2001-2010; National Institute of Economic and Industry Research, 2012).
According to the Australian Ski Areas Association and the Ski Industries Association of
Australia (ASAA, 2009; National Institute of Economic and Industry Research, 2012), the
period 2000-2011 showed only a slight growth in skier days and then a decline (Figure 1).
The Exercise, Recreation and Sport Survey, ERASS (2001-2010), referred to in Section 2.2,
indicated a decline in actual participants over the same period, providing reasons for concern
to those individuals, businesses and economies reliant on the snowsports resorts.

This apparent trend towards visitor stagnation, or decline, highlights the need to provide for
sustainable growth in visitors to alpine regions. With my substantial winter resort experience
of over 30 years in snowsports resorts on four continents across a variety of roles (patrol, ski
school, marketing and sales, hotel) including 15 years in senior management roles both in
Australia and overseas, an interest was fuelled in the issue of what is important to guests and
why some people choose to revisit a resort, or not. While an investigation into what would
attract new entrants to Australian snowsports was both interesting and needed, it was the issue
of what influences the decision to revisit that provided the focus for this study. In other words,
what is it that the resort could better provide or do to prevent the participant exiting the
activity or switching to an alternative holiday choice?
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Having an understanding of how customers rank the effect of price, quality and value at their
holiday destination and their decision whether to revisit the destination or not, could provide
“a sound basis for formulating operations and communications strategies” (Kashyap and
Bojanic 2000, p. 46). Research has examined the relationship between tourist satisfaction,
motivation and the interaction between satisfaction and destination attributes in tourism
settings (e.g. Alexandris, Kouthouris, Funk and Chatzigianni, 2008; Burns Graefe, Absher,
2003; Faullant, Matzler, & Fuller, 2008; Ferrand & Vecchiatini, 2002; Godfrey, 1999;
Ormiston, Gilbert, & Manning, 1998; Petrick & Backman, 2002b; Richards & Friend, 1995;
Tian-Cole & Crompton, 2003). However, as identified by Matzler et al. (2008), there has been
limited international research on the mitigating/influencing effects of various segments such
as,
·

personal characteristics (demographics) (age, gender, family status etc.) (Anderson,
Klein, Widener, 2008), or

·

situational characteristics (type of activity, ability level, length of stay, type of ticket
purchased etc.), or

·

destination related factors (snowmaking coverage, depth of snow, amount of terrain
and availability of on-snow accommodation etc.).

Exceptions to this limited study include Dolnicar (2002), Dolnicar & Leisch (2003),
Kouthouris (2009b), Matzler et al. (2008), Petrick (2002), and Williams & Basford (1992).
Further discussion of these additional studies is provided in Chapter 3. What is of interest in
this research is how these various characteristics affect the perception of the attribute
importance relative to its perceived satisfaction, and their influence on the intention to revisit
or recommend the resort. This then provides an appropriate platform for resort management to
develop strategies for marketing/communications and operations (Kashyap et al. 2000). The
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importance of these ‘intentions’ and appropriate management actions will be addressed later
in this paper.

Research on Australian alpine tourism has focussed on the economic effects (e.g. Cross &
Beilby, 1983; Dickson, 2004; Dickson & Faulks, 2007; Dickson & Huyton, 2008; Mules,
Stoeckl, & Cegielski, 2005; Pickering & Castley, 2009), the effects of climate change on
snowsports (e.g. Pickering & Castley, 2009; Turton, Dickson, Wade, Jorgensen, Pham,
Simmons, Tremblay, Wilson, 2010), and snow-related injuries (e.g. Dickson, Gray, &
Downey, 2008; Finch & Kelsall, 2010; Siu, Pik, Chandron, Newcombe, & Fuller, 2004).
There are no studies as recommended by Matzler et al. (2008), on the influence of the various
segments on Australian domestic snowsports tourism. Thus, there is a need to better identify
those attributes important to guests that can influence and grow re-visitation to Australian
snowsports resorts, and provide a better understanding of the effects of the various differing
guest characteristics.

This thesis is based on the belief that customer satisfaction is a key driver of growing loyalty
and the desire to revisit. Previous research has shown that customer satisfaction in tourism is
related to positive word of mouth, cross selling or upgrading and repurchases, as well as
reduced price sensitivity (e.g. Baker & Crompton, 2000; Reichheld & Sasser, 1990). Matzler
et al. (2008, p. 403) also suggested “the measurement and management of customer
satisfaction is thus crucial”. Thus, with the threat of declining demand, snowsport resort
managers need to investigate and understand what the drivers of customer satisfaction are;
measure these; and then develop the right strategies to increase overall satisfaction of the
resort experience (Fuchs, 2004). This may help influence repeat business and have positive
effects on the prosperity and employment opportunities for the regional economies,
businesses and individuals that rely on the snowsports industry.
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1.3

Snowsports Tourism Research

"Tourism comprises the activities of persons travelling to and staying in places outside their
usual environment for not more than one consecutive year for leisure, business and other
purposes" (World Tourism Organisation, 1995, p. 10). A sports tourist is one “whose leisure
activities are to participate in physical activities” (Gibson, 1998, p. 49), attend as an event
spectator, or visit sports heritage attractions (Hinch & Higham, 2001). Gibson (1998)
considered snowsports to be part of sport tourism, whilst to Hudson (2000) it was part of
adventure tourism and to Mercer (1994) it was included in outdoor recreation (Dickson &
Faulks, 2007). Traditionally sports tourism has been defined according to whether the
emphasis is placed on the traveller, the product or the activity (Gibson, 1998). Sports tourism
has been described as being one of the fastest growing and most profitable tourism niche
markets in the world (Bull & Weed, 1999; Funk & Brunn, 2007; Gratton & Taylor, 2000;
Jago, Chalip, Brown, Mules, & Ali, 2003).

Snowsports tourism includes snowboarding, alpine skiing, cross-country skiing, telemark,
snowshoe, tobogganing, snow tubing and even snow play. As in Dickson and Faulk’s (2007)
study, the term snowsports tourism will be used in this thesis to encompass the travel to and
from the resort, as well as the snowsports activities and use of hospitality services in and
around the snowsport resort. Snowsports is a term that has been in use in Australia since at
least 1900 where it first appeared in a copy of the Sydney Morning Herald (Sydney Morning
Herald, 1900).

To ensure snowsports in its Australian context is sustainable in the long term, it is important
to understand what motivates participants to travel to, and pursue those recreational and social
activities found in a snowsports resort (Funk & Brunn, 2007). Whilst, internationally,
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academic research in sports tourism has concentrated on determining the motivations involved
in the participation of sport (e.g. Alexandris, Tsorbatzoudis, & Grouios, 2002; Carrol &
Alexandris, 1997; Kolt, Driver, & Giles, 2004; Lindner & Kerr, 2001; Longhurst & Spink,
1987; Robinson & Gammon, 2004), and the motivations involved with tourism (e.g. Bansal &
Eiselt, 2004; Chan & Baum, 2007; Chon, 1989; Crompton, 1979b; Hill, McDonald, & Uysal,
1990; Josiam, Smeaton, & Clements, 1999; Mackellar, 2006; Mansfield, 1992; Uysal &
Hagan, 1993), there appears to have been a deficit of studies into the Australian snowsports
tourism industry. Given the economic importance of the Australian snowsport industry to
many regional areas (see section 2.4), and its recent apparent lack of significant growth
(Mules et al., 2005; National Institute of Economic and Industry Research, 2006, 2012), or
even decline in participation (Australian Sports Commission, 2001-2010), there is a need for
research into the Australian snowsports resorts’ customers and the attributes that are
important and motivate them to revisit, in order to better inform relevant visitation and growth
strategies.

Research in the tourism literature, including that related to snowsports, has shown that
satisfaction is an important predictor of the intention to revisit (Alegre & Cladera, 2006; Clark
& Maher, 2007; Reisinger & Turner, 2000; Rust & Zahornik, 1993; Yuksel, 2001). In
comparison, relatively little is known about the determinants that affect the Australian
snowsports guests’ satisfaction. There is increasing competition for an Australian snowsport
participant’s leisure time. This includes overseas snow resorts in Japan and New Zealand
(ASAA, 2007), consumables such as large screen TV’s, alternate warm holiday destinations
like Fiji and Bali, and increasing advertising to travel within Australia (Steidl, 2010; Alpine
Resorts Coordinating Council, 2010), thus it is important for snowsports resort managers to
identify the attributes that assist in the retention of their visitors. By increasing understanding
of what is important to the Australian snowsports consumer (from a retention and repeat visit
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perspective), managers and marketers will be better able to appeal to the needs of existing
customers by identifying and providing the facilities and services which are required to satisfy
them, and thereby supplying a reason to remain loyal and revisit.

In summary, a review of the literature reveals that no research exists on how individual
Australian snowsports customers moderate “and respond to attribute performance and
satisfaction” (Matzler et al., 2008, p. 404). Furthermore, no study has addressed how
customer’s willingness or intention to revisit may be influenced by the many possible
personal, situational and product/destination related characteristics that can exist. This study
will utilise these characteristic categories and investigate whether attribute importance and
satisfaction ranking varies on the basis of these moderating variables (Matzler et al., 2008)
and how these are correlated with overall satisfaction, intention to revisit and to recommend.
This begins to address for the first time for Australian snowsports, the concern expressed by
Matzler et al. (2008) and supported by others (e.g. Cook, Goh, & Chung, 1999; Huan &
Beaman, 2005; Huan, Beaman, & Shelby, 2002 and Wade & Eagles, 2003), that if attribute
importance measures do not consider such differences, managers may incorrectly identify that
some attributes are not relevant at all, or others may be missed that are of central importance
to the customer (Matzler et al., 2008).

From an Australian tourism destination development and marketing perspective, findings of
this study could possibly address the nature of any differences brought about by these three
moderators. From this, management policies and actions, infrastructure development and
effective marketing strategies can be reformulated, prioritised and implemented with the aim
to influence revisitation to the Australian snowsports resorts. This will be developed through
an understanding of what is important to the individual snowsports guest.
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1.4

The Question and Objectives

Short blacks or flat whites: Australian snowsports; what do customers
want? A study into the Australian snowsport guest’s heterogeneity,
satisfaction, and intention to revisit and recommend.

Australian resorts are characterised by some with shorter runs and others with longer runs but
less vertical height than their overseas counterparts, resulting in the metaphor short blacks and
flat whites being used. As a result resorts have tended to compete against one another
highlighting these characteristics that they believe guests may find more attractive. The
primary aim of this research is to address the question of how, resort administrators may
better prioritise the management and marketing of those other attributes more important to
their guests, in order to improve overall satisfaction, likelihood of revisiting and
recommendation to others. The question of whether heterogeneity of the Australian
Snowsports guest exists is to be investigated, through examination of the influence of selected
personal, situational and product characteristics on the importance and satisfaction measures
of the attributes, the overall satisfaction and the intention to revisit and their willingness to
recommend the resort.

To achieve this, the following objectives will be addressed:
1. Examine the attributes that have been identified that shape loyalty and repeat visitation
amongst snow sport tourists (Chapter 3);
2. Identify the heterogeneity of the guests through differences in what they perceive as
being important in a snowsports resort (Chapter 6);
3. Identify whether the satisfaction of those attributes rated as important to the guest
influences their overall satisfaction (Chapter 7);
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4. Identify the relationship between overall satisfaction and intention to revisit and any
variations in the strength of the correlation as a result of guest’s selected personal,
situational and product/destination related characteristics (Chapter 8).
5. Identify variations in overall satisfaction with the ski resort holiday as a consequence
of differences in the guest’s selected personal, situational and product/destination
related characteristics (Chapter 9);
6. Identify variations in the guests’ intention to revisit the resort as a result of differences
in their selected personal, situational and product/destination related characteristics
(Chapter 10);
7. Identify the relationship between overall satisfaction and the likelihood of the guest
recommending the snowsports resort to others; and identify any variations within the
likelihood of recommending due to differences in the guest’s personal, situational or
destination related characteristics (Chapter 11).
8. Investigate how to prioritise the management of identified attributes important to
Australian snow sports to improve overall satisfaction and likelihood of revisiting and
recommendation to others (Chapter 12).

1.5

Contribution, and Scope of the study

When truly behavioural issues are addressed, such as the individual
tourist’s behaviour and experience during, and their satisfaction, with his
or her holiday, the focus of the research is on the observation of actual
(revealed) behaviour (Haider & Ewing, 1990, p. 34).

Research findings are dependent upon a clearly defined and relevant set of objectives or
questions, “a valid choice of research methodology, the reliability of the data gathered and the
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applicability of the statistical tools used” (Walker, 1997, p. 157), as will be discussed in
chapters 4 and 5. This study builds on previous research on the relationship between
snowsports related attributes, overall satisfaction and an intention to revisit and to recommend
a snowsports resort, by being undertaken for the first time in an Australian snowsports resort.
In addition, following the recommendations of Matzler et al. (2008), by segmenting the guests
by their personal, situational and product related characteristics, any variations will be
identified. This approach will highlight the areas where satisfaction could be improved, or
where possibly too many resources are being allocated. From this management priorities for
action can be suggested.

The practical contribution of this study is that the results will provide insight into a
snowsports destination market in Australia, and the attributes that are important to its guests.
This will include an analysis of the satisfaction of these attributes and the part they play in the
guests’ intention to revisit, and to recommend the resort. This will extend the understanding
of Australian Snowsports customers (and possible management actions) through the
application of findings from previous studies, mainly based in North American context on
satisfaction and loyalty.

As similar research is lacking for snowsports in Australia, this thesis, it is hoped, will provide
a significant addition to local knowledge. These findings will be of benefit to Australian
snowsports area managers and destination marketers charged with developing infrastructure
and improving marketing for existing snowsports areas. Examples include snowsports
package development, capital works or even new snowsports destinations. Findings will also
be useful for government policy makers when planning and evaluating snowsports area and
gateway community development and policies.
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The scope of the study focuses on tourists who have visited a snowsports resort in Australia,
whether or not the holiday was the primary reason for their visit. For the purposes of this
study a snowsports holiday is defined as a trip taken in the year the survey was undertaken
(i.e. 2010) involving a travel distance of at least 40 kilometres (Hall, 2003; Harris & Howard,
1996; Murphy & Murphy, 2005). It encompasses those who stayed in the resort itself and in
the gateway communities of Jindabyne, Cooma and Berridale and who travelled to the resort
to partake in snowsports activities, as defined earlier.

In order to differentiate the snowsports tourists’ participation and attribute preferences, this
study utilises selected personal characteristics (e.g. age, sex), situation specific characteristics
(e.g. type and level of user) and product/destination related factors (e.g. depth of snow,
number of lifts, staying on or off-snow etc.). Despite a belief that segmentation of the market
in tourism has a long history, Cook, Goh and Chung (1999) identify in their study that most
service typologies ignore customer characteristics and treat customers as identical. According
to Cook et al. (1999), it is possible that once the guest has arrived at the resort, any
segmentation ceases. However, customers are integral to the relationship with the snowsports
resort and need to be treated at all times as a “unique, endogenous contributor” (Cook et al.,
1999, p. 366). By incorporating customer characteristics into this study, any variations in the
attribute rankings and satisfaction levels derived by different guests throughout the
snowsports journey can be reviewed (Dolnicar, 2002; Dolnicar & Leisch, 2003, 2004).

In summary, by answering the research questions in Section 1.4, this thesis will;
a) extend existing research by identifying those attributes that are important to the
guests in the assessment of their overall satisfaction with the snowsports resort,
in a different context to that done previously;
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b) contribute to the existing international research by identifying for the first time
those attributes that are important to guests attending an Australian Snowsports
resort;
c) contribute to the understanding of the moderating influence of personal
characteristics, situational characteristics and product/destination related
characteristics on those attributes that are important to the guests, and on their
measure of satisfaction with these. This includes their individual attribute
satisfaction, overall satisfaction, willingness to recommend and intention to
return;
d) finally the thesis illustrates to management an effective tool to improve
products and services, provide effective communication to their market,
encourage revisitation and re-capture those Australian customers who have
ceased to participate (lapsed customers), or switched their holiday choice.

It is believed that the results of this study will provide value to Australian snowsport
resort managers by demonstrating that overall satisfaction can be effectively managed
through attribute satisfaction. This is similar to previous studies of golf resorts by Petrick
(2002) using the model of Oliver (1980), river rafting (Schreyer, Lime &Williams, 1984),
and rock climbing (McIntyre, 1991). By having a greater understanding of what is
important to the Australian snowsports guest, resort managers can make informed
decisions regarding the snowsport experience (e.g. benefits sought). This includes
resource allocation (e.g. staffing and maintenance), new product development, pricing
policies and facility operations (e.g. hours of operation, reservation systems, expanded
snow making, online sales systems, and iPhone applications). By understanding
snowsports visitors’ satisfaction determinants it may also help tour designers, marketers

Page 13

and snowsport resort management, improve products and services to both maintain and recapture their market.

1.6

Structure of Thesis

This thesis has 13 chapters. Chapter 1 has provided the background to the research question,
its aims and objectives and introduces its scope and contribution to the study of Australian
snowsports tourism, both academic and practical. To address the research aims and objectives
this thesis is divided into another 12 chapters identified as:
·

Chapter 2, which explores Australian snowsports, their growth and current situation,
and the need for Australian research. The location of the study and the history of the
resorts development are reviewed, as well as the value of snowsports to the regional
economies of New South Wales.

·

Chapter 3 explores concepts and issues relevant to participation and revisitation in
snowsports activities. In this context, research and theories on attributes, choice,
satisfaction, segmentation and loyalty are discussed. In particular the literature reveals
the importance of the contribution of individual attribute satisfaction to overall
satisfaction. It provides an overview of the literature and, in turn, discusses the
relationship between satisfaction and revisitation. The concept of the Importance
Satisfaction Analysis is introduced.

·

Chapter 4 identifies the research paradigm, describes the research methodology used
for this study and outlines the research strategy. The sampling procedures, mixed
method approach for data collection, as well as the survey tools are presented and
discussed. Finally, in this chapter the means of analysing the data are presented and
some ethical issues are considered.
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·

Chapters 5 - 12 present the results of the primary data collection and provide an
analysis of some of the findings using various statistical techniques. In this context
the findings that are outlined and analysed relate to those snowsports guests involved
in this research. The Importance Satisfaction Analysis is presented and discussions on
the findings particular to prioritising the management and promotion of the
snowsports resort are presented.

·

Chapter 13 discusses the research findings of this study by comparing these to
previous studies identified in the literature review, and offering an explanation for the
findings of this study in relation to these. Limitations of this study are also presented,
as are recommendations for further research into snowsports in Australia, and
elsewhere.

1.7

Chapter 1 Summary

This chapter has presented an overview of this thesis, describing the purpose, scope,
perspectives and its contribution both academic and practical. The research objectives
required to answer the thesis question have been detailed. The following chapter will explore
Australian snowsports, the history, growth and current issues, the value to Australia and to the
regional economies of New South Wales, and the need for Australian snowsports research.
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Chapter 2

2

2.1

Australian Snowsports

Introduction

This chapter explores the current state of Australian snowsports, highlighting the contribution
of international research (dominantly for Northern Hemisphere) and the need for Australian
research. The location of the study, its scope and the history of the resorts development are
reviewed, and importantly the value of snowsports to the regional economies of New South
Wales is discussed. The Australian snowsports industry is located in three adjacent Australian
states; New South Wales, Victoria and Tasmania, and formerly the Australian Capital
Territory (Figure 2). The snowsports season runs from June through to October and
incorporates alpine skiing, snowboarding, cross-country, snowshoe, telemark, tobogganing
and snowplay in general.

Figure 2: Locations of the Australian Snowsports Resorts.
Source: Economic Significance of the Australian Alpine Resorts (2006, p. 10).
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According to Gee (2010, p. 34), the purpose of a resort is to “create pleasurable and enriching
experiences for its users…and to offer opportunities for discovery and personal renewal”, and
a snowsports resort is an area that has been developed for snowsports activities for sports
tourists. A snowsports resort “may include diverse supporting infrastructure such as
accommodation, ski lifts, ski and snowboard hire, restaurants and other businesses;
alternatively it may simply comprise snow sports areas with little or no other supporting
infrastructure” (National Institute of Economic and Industry Research, 2006, p. 4).

As in all industries, the Australian snowsports resorts are subject to their own inherent
strengths and weaknesses. Some of these were identified by a SWOT analysis (Table 2),
prepared by the researcher for Perisher Blue Pty Limited in 2007 for the NSW Ski Resorts
(Snow NSW) promotional campaign (from a State of the Industry paper presented to the
NSW Minister for Tourism). It is with these strengths, opportunities, threats and weaknesses
in mind, and in part due to the lack of substantial rigorous studies in the Australian
snowsports context, that this study was formulated. In addition, there was a need to illustrate
to the snowsports resorts the need to look to themselves to ensure they maintain their current
customers, as well as trying to attract new participants as they are through their recent Snow
NSW and Snow Australia campaigns (Steidl, 2010).

Table 2: SWOT analysis of the current position of the NSW Snowsports Industry. Source
(Perisher Blue Marketing Department, 2007)
Strengths
·

·

Good selection of facilities at all

Weaknesses
·

Relatively expensive to

mountains, excellent at major

participate compared to overseas

resorts

resorts

Varied terrain for skiers, snow

·

boarders and cross country
enthusiasts

Snow depth varies from year to
year

·

Distance to drive from capital
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·

Loyal customer base

·

Easy access to resorts with on-

cities
·

Length of season varies due to
snow cover

mountain parking

Long distance from Europe and

·

Sealed roads to all major resorts

·

On mountain accommodation

North America in order to attract

·

Good average snow falls

the international market

·

Plenty of on-mountain activities

·

·

Lack of promotion around the

outside of skiing

world of the Australian ski fields

·

Quality snowsports schools

as an Australian destination

·

Terrain parks at major resorts

·

Snow making facilities

·

Quality lifts and groomed runs

·

Quality medical facilities

·

Unique vegetation and terrain

·

Friendly and helpful staff

·

Reasonable on-mountain food

·

available for overseas visitors
·

Customer focused

·

Quality communications

Opportunities

Lift ticket and parking prices
perceived to be high

·

Quality of snow perceived to be
not as good as overseas resorts

·

Lack of other winter related
activities e.g. snowmobiles, dog

costs
·

Low level of information

sledding, sleigh rides, ice skating
·

Events are low key

·

No ‘winter wonderland’ feel

Threats

Capitalise on the worldwide

·

Lose more skiers to New Zealand

renewal in skiing and

·

No growth

snowboarding

·

Downturn in visitors

·

Compete with New Zealand

·

Losing skiers to other sports

·

Attract skiers from overseas

·

Devaluation of assets

·

Add Australia to New Zealand

·

Poor return on investment

visitor itinerary

·

Less investment in infrastructure

Develop an identity for skiing in

·

Reputation diminishing

Australia

·

Cheap New Zealand flights draw

·

·

·

Create own skiing related
communications space

·

from customer base
·

Perception of better value for

Attract growing interest from

money in New Zealand and other

emerging Asian markets (who are

overseas destinations
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expressing an interest in

·

Snowsports)

Development of mountain
facilities in South America,
China, Korea

·

Opening up of dormant overseas
snowsports industries e.g. Japan

·

2.2

Global warming

Snow Sports Tourism in Australia – The Current Situation

Skiing commenced in Australia in the 1860’s with its introduction by Scandinavian gold
miners during the Kiandra gold rush period (Walkom, 1991). This led to the establishment of
what is considered to be the first ski club in the world (Dickson & Faulks, 2007). However,
despite this longevity, access to data to estimate the current size of the snowsports industry in
Australia is difficult, with only two sources of data available to the researcher. One is the
official data from the Australian Ski Areas Association (ASAA); the body representing the
snowsports resorts of Australia. ASAA uses ‘skier days’, which is an estimate based on the
number of ‘ticket sales’ by each of the participating resorts. The second source is the
Australian Sports Commission’s Exercise, Recreation and Sport Survey (ERASS) (Australian
Sports Commission, 2001-2010).

The ERASS uses the banner of Ice/Snow Sports and

includes blade-skating, ice hockey, ice-skating, snowboarding, skeleton, snow skiing and any
other snow and ice sports, but excludes wheelchair ice hockey. The ASAA figures are simply
based on tickets sold for whatever lifting activity (ski lift, tubing lift etc.) the resort has and
ignores visitors that do not purchase lift tickets for activities such as cross-country skiing and
snowplay.

Neither of these sources takes account of the many non-ticketed activities such as snowplay
(toboggan, snowshoe etc.), sightseeing (Hinch & Higham, 2001) and cross-country ski
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participants, that add to the number of visitors and economic contribution to snowsports
resorts and their related regions.

According to the data supplied by the ASAA (National Institute of Economic and Industry
Research, 2012) (Figure 3), skier-day numbers for the snow season at Australian resorts did
increase over the years 1981-2011 but have been relatively stable for the period 2000-2010
(Figure 1, Section 1.2). Subsequently, 2011 saw a decline in skier days (National Institute of
Economic and Industry Research, 2012).

Australian Skier Days 1981 - 2011
Skier Days '000

2500
2000
1500
1000

Skier No.
Linear (Skier No.)
y = 22.44x - 43005

500
0
1981

1986

1991

1996

2001

2006

2011

Year

Figure 3: Australian Skier Days 1981-2011.
Source ASAA; http://www.snow-australia.com/asaa/KeyDocumentsAndStatistics 2009;
National Institute of Economic and Industry Research, 2012).

Occasional good years, such as 2004, have been interspersed with average and poor years,
such as 2001, 2006 and 2011 (National Institute of Economic and Industry Research, 2012;
National Institute of Economic and Industry Research, 2006), as well as fairly stable skier day
numbers over the year 2007- 2010 (Figure 3). The figures for 2012 have not been publicly
released.
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Table 3 presents the ASAA data for the 12 seasons 2000-2011 (http://www.snowaustralia.com/asaa/KeyDocumentsAndStatistics 2009, National Institute of Economic and
Industry Research, 2012) whilst Table 4 is the data collected for the Australian Sports
Commission’s annual Exercise Recreation and Sport Survey, referred to as ERASS
(Australian Sports Commission, 2001-2010).

Table 3: Australian Skier days.
Source: http://www.snow-australia.com/asaa/KeyDocumentsAndStatistics 2009; National
Institute of Economic and Industry Research, 2012; Brain (2012).
2000

2001

2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

‘000

‘000

‘000

‘000

‘000

‘000

‘000

‘000

‘000

‘000

‘000

‘000

NSW

1155

987

1176

1298

1184

1058

1146

1146

1148

1149

n/a

n/a

Vic

955

620

763

886

982

847

682

887

891

865

n/a

n/a

Tas

n/a

n/a

n/a

n/a

13,000

5

n/a

1

n/a

3

n/a

n/a

Total

2110

1607

1939

2122

2293

2034

1740

2034

2039

2017

2033

1879

Table 4: ERASS Snow and Ice Sports Participation 2001-2010 (Australian Sports
Commission, 2001-2010)

Total
Participation
Female %
Male %

2001 2002
2003 2004 2005
2006 2007 2008 2009 2010
196,200 240,800 199,800 277,000 228,000 172,700 137,400 227,900 219,700 226,000

32.0
68.0

27.6
72.4

37.5
62.5

30.8
71.0

36.0
64.0

36.1
63.8

34.7
65.2

35.3
64.6

43.5
56.4

31.7
68.3

15-24 %
25-34 %

25.8
31.6

22.6
28.1

23.3
31.5

27.2
25.5

22.8
30.4

24.6
23.5

22.7
26.5

23.8
19.6

22.8
23.5

20.1
20.6

35-44 %
45-54 %
55-64 %
65+ years %

19.8
9.1
5.5
3.6

19.6
20.1
6.5
2.8

18.8
17.0
9.1
0.0

26.7
14.3
5.6
2.3

19.3
18.2
5.6
3.6

26.5
19.8
4.2
1.1

16.8
21.3
9.2
3.2

21.3
21.0
10.0
4.0

15.9
18.5
8.0
4.0

15.0
24.6
6.0
6.4

Age Range
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Annual
Participation
1-6 times per
year %
7-12 times %

47.7

55.0

55.5

40.3

47.0

43.9

43.5

45.1

40.3

48.0

17.5

20.4

19.4

19.6

20.2

21.7

22.9

21.5

24.0

17.0

13-26 times % 15.0

14.0

9.0

18.0

18.2

14.0

20.1

17.5

12.5

11.6

27+ times %

8.2

15.8

12.0

14.6

20.2

13.2

15.7

15.6

17.0

19.8

The difference between the figures in Table 4 and Table 3, reflect the different collection and
sampling methods mentioned earlier. ERASS (Table 4) is based on participation numbers and
the ASAA (Table 3) uses what is referred to as skier days. The trend and scale varies, with the
ASAA indicating a decline in skier numbers between 2005 and 2009 of 0.8% whereas the
ERASS indicated a 3.6% total decline in participation numbers in the same period. Between
2001 and 2005 the ASAA indicated an increase of 26% in skier days being ticket sales, whilst
ERASS indicated a 16% increase in participation numbers. This disparity in the data
highlights the difficulty and need for further study (Dickson & Faulks, 2007).

It also appears, from the ERASS data that the snowsports population is both aging and
showing a decline in the number of times people revisit a resort in a given year. However, this
is difficult to confirm given the wide range in the scale used. Overall, between the years 2001
and 2011, observing the trend only, the ASAA shows a slightly upward trend (Figure 4)
whilst the ERASS data displays a downward slide in participation for the period 2001-2010
(Figure 5).
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Skier Days

ASAA Skier Days
2,500,000
2,000,000
1,500,000
1,000,000
500,000
0

y = 8300x + 2E+06
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2

3

4

5

6

7

8

9
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11

Skier Days 1,607, 1,939, 2,122, 2,293, 2,034, 1,740, 2,034, 2,039, 2,017, 2,033, 1,879,
Year
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2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

Figure 4: Australian Skier Days 2001-2011.
Source: http://www.snowaustralia.com/asaa/KeyDocumentsAndStatistics 2009,
National Institute of Economic and Industry Research, 2012)

Participant Numbers

ERASS Snowsports Participation Numbers
300,000
250,000
200,000
150,000
100,000
50,000
0

y = -1291.5x + 219653

1

2

3

4

5

6

7

8

9

10

Participation 196,200 240,800 199,800 277,000 228,000 172,700 137,400 227,900 219,700 226,000
Year

2001

2002

2003

2004

2005

2006

2007

2008

2009

2010

Figure 5: ERASS Snow and Ice Sports Participation 2001-2010
(Australian Sports Commission, 2001-2010)

With this slowing in skier numbers and alleged decline in participation numbers there is a
need to look at how to grow visitor numbers and skier days. Increased re-visitation is a
possible method, and the focus of this study.
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Compounding this current decline is the ongoing threat of climate change to the Australian
snowsports tourism industry (Hennessy et al., 2003; Pickering & Castley, 2009). Figure 6
demonstrates changes in snow reliability from 1954 to 2009 (see also Appendix A). The effect
of climate change on Australian snowsports resorts needs to be given consideration in the
sense of determining what guests are looking for in their visit. Previous studies by Swan and
Combs (1976), Lieber and Fesenmaier (1985), Connelly (1987) and Burns, Graefe and
Absher (2003) have all identified that ‘expressive attributes’ contributed more to visitor
satisfaction than ‘instrumental’ attributes (such as size of the resort and number of trails, snow
conditions, length of runs etc.). Therefore, decreasing snow reliability may be less crucial to
visitor satisfaction than other attributes. These expressive and instrumental attributes and their
implications for re-visitation strategies will be reviewed in Chapter 3 and later chapters.

Figure 6: Snow Depths and Temperature (Snowy Hydro Limited, 2011)

2.3

The Need for Australian Research

After many years of significant academic research on the North American and European
snowsports industries, and despite the importance of snowsports and snow tourism to local
Australian communities, the travel interests, perceptions and feelings of satisfaction in
Australia are “not much researched in academic contexts” (Jacobsen, Denstadli, Rideng 2009,
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p. 605). Some key academic studies undertaken in the Northern Hemisphere are shown in
Table 5. These studies provide a guide to how ski and non-ski attributes are believed to be of
importance to snowsports guests, and are also able to be predictive of their satisfaction. They
also identify how variations on the concepts of personal, situational and product/destination
characteristics can influence what is important to the guest and their choice of a destination,
be it for the first time or for a revisit.

The USA snowsports industry, in conjunction with some of the studies in Table 5, developed
a Model for Growth (NSAA, 2003) that grew out of efforts to develop a method for critically
analysing the future of its ski/snowboard industry. A significant part of the USA analysis
involved identifying the attributes of the snowsport experience that guests were seeking, and
also the market constraints (or inhibitors) that needed to be overcome (Kay & Jackson, 1991;
Um & Crompton, 1992a), in order to grow total skier numbers over the 15 years from 2003.

Table 5: Selected Northern Hemisphere Academic Studies reviewed
Author(s)
Walsh and Davitt
(1983)
Kottke (1990)
Uysal et al.
(1991)

Title
A Demand Function for Length of Stay on
Ski Trips to Aspen
Growth trends: Going both ways at once
An application of Importance-Performance
Analysis to a ski resort: A case study in North
Carolina
Stokowski (1993) Undesirable Lag Effects in Tourist
Destination Development: A Colorado Case
Study
Klenoski et al.
Understanding the Factors Influencing Ski
(1993)
Destination Choice: A Means-End Analytical
Approach
Williams and
Skiing Constraints for Women
Lattey (1994)
Perdue (1996)
Target Market Selection and Marketing
Strategy: The Colorado Downhill Skiing
Industry
Carmichael
Conjoint Analysis Of Downhill Skiers to

Study Location
U.S.A.
U.S.A.
North Carolina,
U.S.A.
Colorado,
U.S.A.
Ottawa, Canada

Canada
Colorado,
U.S.A.
British
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(1996)
Ormiston et al.
(1998)
Hudson (1998)
Godfrey (1999)
Heino (2000)
Ismert and
Petrick (2004)
Pullman and
Thompson
(2002)
Perdue (2002)

Ferrand and
Vecchiatini
(2002)
Major (2005)
Tsiotsou (2006)

Alexandris et al.
(2006)
Clark and Maher
(2007)
Andronikidis,
Vassiliadis,
Masmanidus.
(2007)
Matzler et al.
(2008)

Improve Data collection for Marketing
Segmentation
Indicators and Standards of Quality for Ski
Resort Management
There's no business like snow business!
Marketing skiing into the 21st century
Attributes of destination choice: British skiing
in Canada
New Sports: What is So Punk about
Snowboarding?
Indicators and Standards of Quality Related to
Seasonal Employment in the Ski Industry
Evaluating Capacity- and DemandManagement Decisions at a Ski Resort

Columbia,
Canada
Vermont, U.S.A.

Perishability, Yield Management, and CrossProduct Elasticity: A Case Study of Deep
Discount Season Passes in the Colorado Ski
Industry
The effect of service performance and ski
resort image on skiers satisfaction

Colorado,
U.S.A.

The ski chalet party: An under-researched and
highly successful industry sector
Using visit frequency to segment ski resort
customers. Journal of Vacation Marketing,
12(1), 15-26.
Increasing customers loyalty in a ski resort:
The contribution of place attachment and
service quality
If you have their minds, will their bodies
follow? Factors effecting customer loyalty in
a ski resort setting
Evaluation of the compatibility degree of
constraint variables for the demand of ski
centre services

Austria, France,
U.K.
Greece

Customer Satisfaction with Alpine Ski Areas:
The Moderating Effects of Personal,
Situational, and Product Factors

Austria,
Germany, Italy,
and Switzerland

U.K.
U.K.
U.S.A.
Colorado,
U.S.A.
Utah, U.S.A.

Italy

Greece

North East
U.S.A.
Greece
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As can be seen in Figure 7, the USA growth trend in skier days continues to rise, but still has
yet to meet the growth objectives of the model. The USA Model quantified the impact of
constraints such as changing demographic trends and increasing population, ‘time poverty’,
and ongoing climate change. It also identified attributes of the experience that were desired by
the guests, including better hire equipment, a focus on boot fit, personal attention and
feedback from the snowsports school, better on mountain signage and areas suitable for the
various ability levels. These identified attributes helped form the need for similar research in
Australia. In the Australian industry, anecdotally (Steidl, 2010) it appears to be a well held
belief that it is only the depth of the snow and the length of the runs that influences guests’
measure of the quality of their stay and their intention to revisit an Australian snowsports
resort.

United States Skier days
Skier Days (million)

80
60
Skier days

40

Linear (Skier days)
20
0

y = 0.4433x + 46.264
Year 1999/00 -2010/11

Figure 7: Skier Days USA. Source NSAA (2011)

Another growth challenge identified by the US snowsports industry, is that USA snowsports
resorts only converted about 15 per cent of first-timers into long-term participants (NSAA,
2003). The Australian snowsports industry has no such model or measurement and there tends
to be a reliance on adopting or copying ideas that have been formulated elsewhere (Steidl,
2010). From this researcher’s observation and industry experience, snowsports in Australia
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has become a reflection of the North American paradigm in snowsports resort marketing and
management. Given the importance of the Australian snowsport industry, and in particular its
role in supporting local, regional and state economies, copying the USA’s strategies and
actions seemed inappropriate without first identifying whether the Australian customers held
similar beliefs and desires, hence making it an important candidate for study. This view was
supported in studies by Chang (2008) and Tsang (2007) where it was shown that culture has a
demonstrated influence on consumers’ perception of service quality, problem attribution and
perceived equity.

2.4

Value of Snowsports in Australia.

Snowsports resorts make a significant contribution to the Australian tourism industry and
provide benefits to individuals and businesses within the resort boundaries and also in the
surrounding gateway towns and communities (Mules, 2005; Mules et al., 2005; National
Institute of Economic and Industry Research, 2006; National Institute of Economic and
Industry Research, 2012). As a result, many people “have come to rely quite heavily on the
snowsports industry for employment and local business activity” (National Institute of
Economic and Industry Research, 2006, p. 1). The snowsports industry provides employment
and supports specialist businesses associated with snowsports activities as well as specialist
services (e.g. medical services) not always available in non-resort regional towns (National
Institute of Economic and Industry Research, 2006).

The Economic Significance of the Australian Alpine Resorts Report (National Institute of
Economic and Industry Research, 2012; National Institute of Economic and Industry
Research, 2006), is a study commissioned by the ASSA, SIA and State Governments of NSW
and Victoria in 2005 and 2011. It indicated that the economic benefits of the snowsports
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resorts areas to Australia are significant and identifies the national net economic value to be
$A1517 million (National Institute of Economic and Industry Research, 2012) in 2011.
Identified economic benefits include:
• Casual employment for youth;
• Increased health services (hospitals, medical clinics) for the surrounding
communities;
• Well developed construction industry in the gateway towns;
• Increased access to entertainment (cafes, restaurants, bars etc.);
• Increased levels of investment and the flow on effects to all sectors; and
• Attraction of professionals and new business and employment opportunities (e.g.
part time residents/ holiday home owners).

The Snowy River Shire, in which the study resort resides, is part of the Snowy Mountains
Tourism Region, and is identified as the 4th most tourism dependent region in Australia
(Tourism Research Australia, 2011). As shown in Table 6, it had a gross regional product
generated from Snowsports Area operations of $290 million, or almost half of the New South
Wales total.

Table 6: Distribution of economic activity in regions with alpine resorts – Snowy River Shire.
Source (National Institute of Economic and Industry Research, 2006, p. 87)
Category

Perisher
Village
Charlotte
Pass
Thredbo
Village
Adaminaby

Employment NSW Gross
(Number)
regional
Product%
926.8
28.1%

Employment%

Resort

Regional
Product
(2002 $m)
81.5

Resort

10.1

9.5

3.5%

2.8%

Resort

48.6

510.1

16.8%

15.6%

Town

7.4

80.9

2.6%

2.5%

28.4%
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Berridale
Jindabyne
Other
Shire

Town
Town
Balance of
Shire
Total Region

12.9
113.7
15.4

142.3
1342
171.2

4.5%
39.2%
5.3%

4.4%
41.1%
5.2%

289.6

3263.8

100.0%

100.0%

Total annual equivalent employment opportunities generated in the Shire were 3,264, which is
a significant 41% of the New South Wales regional total and 57% of the Snowy River Shire
total (National Institute of Economic and Industry Research, 2012). Within the Snowy River
Shire, 48.5% of gross regional product was generated by the NSW resorts of Perisher,
Charlotte Pass Village and Thredbo (Table 6). This is reported to have increased to 57% in
2011 (National Institute of Economic and Industry Research, 2012). The remainder was
generated by the town of Jindabyne (National Institute of Economic and Industry Research,
2006; Tourism Australia, 2008). These figures demonstrate a regional dependency on the
snowsports resorts, it is therefore prudent to look at ways in which visitor numbers and stays
can be increased through new visitors or through re-visitation strategies, the latter being an
aim of this thesis.

2.5

Location of this study

This study is focussed upon snowsports users of the Perisher Ski Resort, in NSW (Figure 8).
This resort is the largest in Australia and the Southern Hemisphere, with an average 60%
share of the NSW market and over 30% of the national market (ASSA, 2008). With its long
history originating at Smiggin Holes in 1939 (Perisher Blue Pty Limited, 2011), and being a
home to all Snowsports disciplines, including Nordic (Cross Country), Telemark, Alpine
skiing, Snowboarding and organised snowplay activities including tobogganing and snow
tubing (see Table 7), it makes an ideal candidate for studying snowsports consumer
behaviour.

Page 31

Figure 8: Location of Perisher Snowsports Resort (Google)

2.6

The History of Perisher

The four alpine skiing areas in the Perisher Range (Perisher, Smiggin Holes, Guthega and
Blue Cow) were established initially as separate resorts, but have been progressively
integrated over the years to form the Perisher Ski Resort. This integration, coupled with the
impact of the Skitube Alpine Railway facilitating access to Perisher Valley, has significantly
changed the operation of the original resorts with respect to both the village centres and the
ski slopes (Perisher Blue Ski Resort Pty Ltd, 2000).

Three of the original resorts, Perisher Valley, Smiggin Holes and Guthega, were established
in the 1950s when improved access to the mountains was achieved in association with the
Snowy Mountains Hydro-electric Scheme. This, coupled with the influx of European
migrants with skiing experience to work on this scheme, stimulated the growth of skiing in
New South Wales. Smiggin Holes and Perisher Valley both lay on the route between the
Hotel Kosciuszko and the Charlotte Pass Chalet, while Guthega was established on the site of
the Snowy Mountains Hydro-electric Authority work camp for Guthega Dam (Cross &
Beilby, 1983; Perisher Blue Ski Resort Pty Ltd, 2000).
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In the mid 1980s two major new, but related developments, significantly changed the pattern
of skiing on the Perisher Range. One was the construction of the Skitube in 1984 (Figure 9),
which was initially conceived as a means of overcoming the growing access problem to
Perisher Valley. The other was the development of the Blue Cow Ski Resort in 1987, which
became feasible because of the opportunity to extend the Skitube to Blue Cow, thus
integrating these two developments (Perisher Blue Resort Pty Limited, 2008; Perisher Blue
Pty Limited, 2011).

Figure 9: Skitube Alpine Railway source (Perisher Blue Pty Limited, 2011)

A significant step in the integration of the Perisher Range resorts took place in 1995 with the
merger of the Perisher – Smiggin Holes and Blue Cow – Guthega resorts. This merger had
major benefits for alpine skiing, with the creation of an integrated ski circuit covering all four
resorts, as reported in the NSW National Parks and Wildlife Service (NPWS) Plan of
Management as early as 1974 (Department of Environment and Conservation, 2006). As well
as being very popular with skiers, the integrated resorts substantially increased the slope area
accessible to skiers and also indirectly increased the ski slope capacity because skiers spend a
higher proportion of their time circulating between different parts of the resort, as opposed to
repeat skiing using the lifts (Cross & Beilby, 1983; Perisher Blue Ski Resort Pty Ltd, 2000).
As of 2012, Perisher has an area of 1245 hectares (Perisher Blue Pty Limited, 2012), being
significantly more area and lifts than both its domestic competitors and major overseas resorts
in New Zealand (Table 7). Combining this with Perisher’s ownership of approximately 3035% of the Australian and 60% of the NSW Snowsports market (ASSA, 2008; Perisher Blue
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Marketing Department, 2007; Perisher Blue Ski Resort Pty Ltd, 2000) and flattening rate of
growth in skier days (Figure 10), Perisher is an ideal location to begin an investigation into
the Australian snowsports guests.
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Table 7: Comparison of selected resort statistics. Source: Internet and brochure search

Coronet Peak

5

6

24

3

3

0

0

2

1

1

0

0

0

1

0

10

5

1

1

13

7

9

2

0

3

2

7

37

8

11

4

12

8

3

3

6

2

3

14

45

50

263

450

245

10

37

220

280

550

1,245 480

Whakapapa

Remarkables

6

Mt Baw Baw

5

Mt Buffalo

13

Mt Hotham

12

Falls Creek

25

Mt Buller

5

Selwyn
12

Thredbo
15

2,054 2,071 1,614 2,030 1,804 1,842 1,861 1,695 1,584 1,967 1,649 2,322
2,034 2,037 1,602 1,954 1,790 1,780 1,845 1,610 1,562 1,943 1,649 2,322
1,720 1,365 1,550 1,800 1,600 1,600 1,750 1,490 1,470 1,620 1,168 1,600
355

672
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158

405

280

395
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357

420
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5.9

.8
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3

2.5
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.75
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4.5
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6
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6
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1

9
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-

-

-

2,850

2,000

1,500

320

850
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15

42
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30
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50
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2,000

-

610

1,000

30

Club

2

-

-

-

-

-

-

1

700

1

-

290

1

1

7,000

2

-

4,500

1

-

1,800

1

1

4,200

3

1

3,577

3

2,480
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Figure 10: Perisher Skier Days 1995-2009. Source ASAA.
(Note: Official data unavailable pre 1995 or post 2009)

2.7

Chapter 2 Summary

The data presented in this chapter gives an overview of the Australian snowsports industry, its
growth, current state and value to the regional economies of Australia. A review of available
data and literature has highlighted the absence of, and need for research into snowsports
within the Australian context. The history and location of the study area has been given
emphasising its substantive share of the Australian snowsports market and its current situation
with respect to declining growth and increased competition.

Having an understanding of how customers rank the effect of price, quality and value on their
intention to revisit the destination, can provide a platform for operational, marketing and
communications strategies (Kashyap et al., 2000). To date, this has not been done for
Australian snowsports resorts. As a result, decision making by management has not been
based on what the customers see as being important to their experience. A review of literature
pertaining to this approach is presented in the next chapter and explores key concepts and
issues driving the study’s spotlight on attributes, repeat visits and word of mouth
recommendation for Australian snowsports resorts.
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Chapter 3

3

3.1

Literature Review

Introduction

In this chapter, previous work relevant to the research question and thesis objectives of
participation in snowsports and revisitation and recommendation to snowsports resorts is
discussed. Definitions and theories on attributes, choice, satisfaction, loyalty and
segmentation are introduced. A review of the literature reveals the positive contribution of
individual attribute satisfaction to overall satisfaction. More specifically, the literature assists
in identifying the ‘pull’ attributes that attract travellers to a particular destination as well as
how these destination’s attributes will help to facilitate that individuals specific desired
benefits (the push) e.g. pleasure, recreation, excitement, family time etc. (Klenosky, 2002).
The discussion then explores the relationship to revisitation and recommendation. The
concept of Importance Satisfaction Analysis is also introduced and identified to be a tool that
can assist management decision making and action prioritisation.

3.2

Attributes

The decisions to travel, where to travel to, or the decision to revisit a destination are discussed
in the literature as being influenced by various attributes. There are many variations within the
definition of the term attribute itself. These attributes include concrete and/or tangible
attributes of the destination (Hudson and Shephard, 1998; Klenosky, Gengler and Melvey
1993). Concrete attributes include the number of lifts, skiable area, transport facilities, hire
facilities etc. (Godfrey, 1999; Goodrich, 1978; Matzler, Fuller, Renzl, Herling, Spath, 2008),
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while abstract or intangible benefits (needs, motivations, or personal values travellers seek to
satisfy) include having fun, gaining excitement, enjoyment with the children etc. (Crompton,
1979b; Crompton & Ankomah, 1993; Dann, 1981; Pitts & Woodside, 1986). Researchers
have treated these two end members of these, the concrete and intangible attributes, as
independent of one another or have seen a relationship between them (Pitts & Woodside,
1986) and integrated them into one perspective. This latter is explained by the means-end
approach (Gutman, 1982) discussed later in this chapter. Examples of some of these attributes
studies were included in Table 5 in chapter 2.

Anderson, Klein and Pearo (2008) believed there are two fundamental types of service
attributes; those that are delivered (core attributes), and those involved with the delivery
method, the peripheral attributes. These peripheral attributes are further divided into physical
and interactional. “Physical attributes include environmental, mechanical and inanimate
components of the service delivery and the interactional attributes include all of the
interpersonal encounters involved in the service delivery” (Anderson et al., 2008, p. 367).

Other research, including Butcher, Sparks, & O'Callaghan (2003) and Iacobucci & Ostrom
(1993) has demonstrated the positive association of both core and peripheral attributes with
overall customer satisfaction and service quality. Meng et al. (2008) demonstrated that the
relationship between tourist satisfaction and destination attribute importance and performance
and attribute factors, such as attractiveness of facilities and quality of services have been
found to influence the tourist contentment.

Other tourism studies into satisfaction of consumers (e.g. Jurowski, Cumbow, & Uyrsal,
1996; Neal, Sirgy, & Uysal, 1999; Swan & Combs, 1976) have distinguished between
instrumental and expressive attributes. Expressive attributes involve the major intent of an act
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(e.g. getting a thrill, enjoyment with the children, get away from work, enjoying nature etc.).
Expressive attributes are applied to exhibits or recreational activities, interpretation of
programs, snowsports school lessons etc. Instrumental attributes, however, serve as actions or
behaviours towards facilitating the desired end, such as rental services, toilet facilities,
parking, snow grooming etc. (Meng, Tepanon, Uysal 2008). Expressive attributes mainly deal
with the emotive aspects and experiences and contribute to satisfaction. Instrumental
attributes are more cognitively motivated and the lack of these could lead to dissatisfaction.

Others studies relating to tourism, recreation and outdoor activities have preferred to maintain
a broader range of attribute categories (Appendix B). From Brey (2008) these include those
relating to
·

activity and recreation options (including indoor and outdoor recreation options),

·

family activities, quality of the lodging amenities, food and beverage services,

·

customer service,

·

ambience or feel of the resort,

·

physical characteristics /condition of the resort property,

·

cost of staying at the resort,

·

availability of information about the resort,

·

reputation of the resort,

·

geographic location,

·

surrounding gateway communities,

·

technological resources,

·

business services available.

A summary of these attributes and domain names found in relevant studies are listed in
Appendix B and C.
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Satisfaction “is formed by three types of factors” according to Jacobsen et al., (2009, p 612).
These are basic, excitement or performance attributes. Basic attributes result in dissatisfaction
if not offered, but add little to satisfaction when provided. Excitement attributes, however, are
likely to lead to satisfaction when offered, but will not bring dissatisfaction when not
available, while performance attributes are those related to desires and will result in
satisfaction when provided and dissatisfaction when not (Jacobsen et al., 2009).

Matzler et al. (2008), in their study of 51 snowsports resorts in Europe, identified eighteen
attributes. They used tourism experts to test the attributed importance to customers in
organised workshops. The attributes were then grouped into five factors by utilising a
principal components analysis. The results are shown in Table 8.
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Table 8: Attributes and Themes/Domains Identified by Matzler et al. (2008)
Author(s)

Domain/Component

Attribute

Matzler et al.

Quality and Safety on the Quality of slopes

(2008)

Slopes

Conditions of Snow
Safety of slopes

Restaurant and bar

Seating capacity
Atmosphere
Variety of food and drinks

Variety of slopes and sports Permanent race slopes
facilities

Entertainment in area
Additional sports facilities
Mogul slopes
Late night activities (night skiing etc.)

Ski Lifts

Waiting time at cash desk
Waiting time at ski lift

Employees

Appearance of employees
Friendliness of employees
Competence of employees
Helpfulness

In contrast, Lehto, O’Leary and Morrison (2002), in their study of British travellers to North
America identified travel benefits and travel philosophies. Many of these have been identified
as being important in the discussion groups for this study (see Chapter 5). These travel
benefits from Lehto et al. (2002) included:
1. Seeking escape, relaxation and entertainment (e.g. getting away from a busy job,
finding thrills and excitement, having fun and being entertained).
2. Experiencing different lifestyles and people.
3. Seeking novelty and status (e.g. indulging in luxury, visiting places I can talk about
when I get home).
4. Strengthening family or kinship ties (e.g. being together as a family).
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The travel philosophies included;
1. Travel arrangement preferences (e.g. prefer escorted tours).
2. Price and value for money (e.g. getting value for my holiday money is important).
3. Attitudes towards travel (e.g. long haul travel is more of a hassle than a holiday).

These benefits and travel philosophies together introduced the concept of the journey,
discussed later in this section, as being an important part of assessing one’s satisfaction with
their holiday. The Lehto et al. (2002) destination attribute preferences are identified in Table
9. By combining these personal, environmental and value attributes with Matzler’s et al.
(2008) product related and destination level attributes, the divergent nature of research into
snowsports attributes in the Northern Hemisphere emerges.
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Table 9: Destination attributes preferences. Lehto et al. (2002)
Factor

Attribute

History Heritage and

Historical buildings and places

knowledge

Visits to appreciate natural ecological sites
Interesting rural countryside
Opportunities to increase knowledge

Environmental quality

Personal safety

and infrastructure

Environmental quality, air, water and soil
Standards of hygiene and cleanliness
Public transportation including airlines
Shopping

Culture and People

Arts and cultural attractions
Trying new foods
See people from a number of ethnic backgrounds
Unique or different aboriginal or indigenous people

Value for Money and

Destination provides value for money

convenience

The best deal I can get
Ease of driving on my own
Availability of pre trip and in country tourist information

Outdoor and family

Outdoor activities

activities

Primitive outdoor camping
Activities for the entire family

Scenery and exotic

Outstanding scenery

atmosphere

Nice weather
Exotic atmosphere

Knowing which attributes are important to the guest is the first step in gaining a better
understanding of the visitors to the snowsports resort. Defining the key attributes for
Australian snowsports guests in particular and understanding the linkage between satisfaction
of these attributes and revisitation is the core of this thesis. Studies of the attributes have been
well established in the Northern Hemisphere and some have been introduced here. These will
be discussed in more detail in the following sections.
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3.3

International Snowsports Attribute Research

Attributes such as cost, value for money, hospitality, image, access, previous experience,
relative familiarity, and personal characteristics (demographics) have all been identified as
having impact on skier destination choice within Australia (ASAA, 2007). However, despite
the significance of the actual and potential economic impact to the regional economies of
NSW (National Institute of Economic and Industry Research, 2006, 2012), Australian
snowsports has received only limited academic attention.

English language research into snowsports has been mainly on the domestic North American
market (e.g. Boon, 1984; Godfrey, 1999; Mills, Couturier, & Snepenger, 1978; Perdue, 2000;
Stynes & Mahoney, 1980; Stynes, Mahoney , & Spotts, 1980; Williams & Basford, 1992;
Williams & Dossa, 1998), and more recently including the European and Greek markets (e.g.
Andronikidis et al., 2007; Carrol & Alexandris, 1997; Fuller & Matzler, 2008; Masmanidis,
Vassiliadis, & Mylonakis, 2006; Matzler et al., 2008; Richards & Friend, 1995). Each has
shown attributes including safety issues, packaging, hire facilities, value, and fun, as being
significant to skiers in determining where to ski. The study by Mills, Couturier and Snepenger
(1986) added the skier’s home location, family size and income, whilst Walsh and Davitt
(1983) included, travel distance and skiing ability. Klenosky et al. (1993) also believed a
sense of fun was a core value in skier destination choice. Carmichael (1996) examined cost
and accessibility as well as value for money, resort hospitality, snow conditions and local
terrain. Godfrey (1999) and Mintel (1996) suggested overall holiday cost, snow conditions,
the range and type of runs, accessibility and convenience, and previous experiences are all
significant to the (British) skiers’ choice of a snowsports destination. Matzler et al. (2008), in
their study of European skiers, identified the attributes of quality and safety, restaurants and
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bars, slopes and facilities, lifts and employees, as being the critical areas for the destination
choice by snowsports participants (Table 8).

Academic researchers and those within the tourism and snowsports industries have
demonstrated an interest in better understanding the attributes that might affect visitors’
destination and product choice. Research by academics and the industry itself has been both
qualitative and quantitative. Much of this work, as in Matzler et al. (2008) has been the search
for those characteristics and attributes that suppliers could use to help better define, describe
and target current and potential new visitor markets.

International research, however, has been inconclusive, as different authors have identified
different outcomes in their research. For example, Richards (1996) and Richards and Friend
(1995) found in researching British snowsports participants that snow condition was the key
factor in destination choice for 60% of skiers. The second place attribute was terrain diversity
at 15%, whereas in Godfrey’s (1999) study using a sample of British winter sports holiday
takers who had booked a Canada ski holiday with a tour operator, found that 60% of those
interviewed stated reliability of snow and 40% stated terrain diversity and piste quality as
being most important. Godfrey identified his attributes via an analysis of readily available ski
brochures.

An important factor in the Godfrey (1999) study was the individual skill level or skiing ability
of the participants. Intermediate skiers were most concerned about snow quality or snow
sureness and less interested in diversity of terrain. Advanced skiers, however, noted variety
and quantity of terrain more frequently than snow cover. Other features, such as access to ski
slopes, proximity of accommodation, off hill facilities such as shops or resort village, were
also mentioned by 5-8% of the respondents.
Page 45

Mintel (1996), suggested marketers need to include more features to help differentiate the
brands, such as child discounts, organised après ski activities, entertainment and additional
winter sport activities such as snowmobile, snowshoe and ice skating. With the recent
explosion of the internet and social media sites, this differentiation may be much easier for
respondents to identify and may actually lead to more homogenisation of the resort’s non-ski
attributes.

However, the Godfrey (1999) study did not support this notion of adding additional attributes.
Rather he suggested from his findings that snow conditions and terrain variety were most
important and that more emphasis be placed on these. This included snow sureness and
diversity of terrain and the quality and extent of the skiing experience as a key attributes of
the holiday which was in contrast to Mintel who emphasised après ski and other winter sport
activities. It would be interesting to identify how the increases in snowmaking across many of
the world resorts over the last decade would affect these attribute perceptions today.

In contrast, Ormiston et al. (1998), using a panel of U.S. snowsports industry experts, (2 ski
managers and 2 academics) identified 14 potential attributes, similar to those utilised by
Matzler et al. (2008) (Table 10).
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Table 10: Personal Attributes identified by Ormiston et al. (1998)
(1) daily lift ticket cost

(8)

percentage

of

terrain

covered

by

snowmaking
(2) driving time from skier’s residence to the (9) extent of snow grooming services
snowsports resort
(3) walking time from the parking lot to the (10) extent of condominium development
base lodge
(4) type of day care services provided

(11) type of food service provided

(5) number ski trails

(12) attitudes of snowsports resort employees

(6) number of ski lifts

(13) type of accommodations provided

(7) maximum waiting time in lift lines

(14) adequacy of base lodge facilities

Whilst Ormiston et al. (1998) defined which indicators were most meaningful, they also
found significant differences amongst the five skier levels identified (beginner, novice,
intermediate, advanced intermediate and expert), similar to Godfrey (1999). Through cluster
analysis, Ormiston et al. (1998) identified four clusters, based upon socio-economic
characteristics. They suggested that certain segments of the skier market, as well as subgroups within these segments (based on ability), may place more or less importance on
selected attributes. They suggested there is a need to ensure facilities and services meet the
required standard expected by the guests. From this, Ormiston et al. (1998) suggested that
knowledge of these attributes should not only be the focus for targeted marketing programs
but should also provide a focus for snowsports resort planning and management. User
differentiation has also been recommended by other authors, including Godfrey (1999), Wade
(2009), Matzler et al. (2008) and Jacobsen et al. (2003). This notion will be reviewed further
in the section on segmentation and forms an important part of this thesis, i.e. the identification
of differences between snowsports users based upon selected characteristics.

In Godfrey’s (1999) study, advanced skiers were more interested in the skiing itself than the
extra activities that may be available. Godfrey (1999) notes however that the availability of
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such activities and facilities has a strong relative importance, depending in part on skill level
of the participants. Whilst cost was a factor to be considered, given the socio-economic
position of many of the respondents (a small sample with relatively high income), “price was
not the most important attribute in their destination choice” (Godfrey, 1999, p. 21).

Earlier, in Moscardo, Morrison, Pearce, Lang, and O'Leary’s (1996) study of Australian
snowsports visitors to Canada, the attribute focus was on the activity. They believed that
activities were a critical link between tourist motivation and destination choice. They
recommended, for the advanced skier in particular, marketers should place a greater emphasis
on identifying previous snow records, natural snow quality (vs. man made), length of the
snowsport season, diversity of terrain, total piste length, and the vertical drop. Additionally,
they suggested that because of the general interest in shopping and fine dining, the
opportunities to participate in these activities as extra bonus or added value should be
emphasised.

In summary, there is considerable research into the many types of attributes that can be found
in tourism destinations. Whilst less for snowsports resorts, research does exist in the advanced
economies of the Northern Hemisphere. Although some studies look at what is important to
guests, only a few researchers have considered this from the guests’ perspective. Most studies
have focussed on attributes selected by the authors themselves or others. Even fewer looked at
variations in these due to personal, situational and product characteristics, which will be
discussed further in the section on segmentation. In contrast, this study addresses the
attributes that are important to guests, how these elements are being satisfied and how the
choice to revisit and the intention to recommend is being influenced.
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Whilst some studies have looked at first time visits and others at return visits, in each case it
is the consumer who is making the choice. This choice is based upon some internal decision
making process, influenced by the attributes of the destinations themselves and other external
forces (e.g. marketing literature, past experiences and word of mouth). This, to the consumer,
is choosing a destination. A study on the attributes influencing this choice has not previously
been done for Australian snowsports.

3.4

Choice

Several influencers of choice have been examined in the literature, with links shown to exist
between destination and travellers’ age, income, education, market origin and the individual’s
personal decision-making process (Crompton, 1979a; Godfrey, 1999). However, “no one
factor has been shown to act in isolation, ascendant or relevant to all types of holidays and
their markets” (Godfrey, 1999, p. 19). The decision “behind the sun, sand and seas, [versus
the snow and mountains], versus the culture, versus touring versus activity, [versus nature],
can be, and are often, very different” (Godfrey, 1999, p. 19). Investigation into choice
differences reveals that “tangible elements such as cost, previous experience, and age and
travel time are often combined with intangible [attributes] including needs and benefits such
as fun, excitement and social atmosphere, challenge and personal achievement” (Godfrey,
1999, p. 19). Identifying those elements that are applicable to the Australian Snowsports
should help fill a gap in the current knowledge of consumer decision-making in this country.

From a behavioural perspective, a destination is the activity space of the tourist (Haider &
Ewing, 1990). The attributes that influenced the tourist’s choice to go there are considered to
be input factors that produce utility to the visitor. In order to facilitate a desire to visit and
revisit, the objective is to maximise utility amongst all alternatives (Um & Crompton, 1990,
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1992a, 1992b). Brown and Ross (1982) suggested that different desired experiences are
relevant in formulating preferences for recreation destinations.

A destination choice emerges from an individual’s belief that a destination’s attributes (the
push) will help to facilitate that individuals specific desired benefits e.g. pleasure, recreation,
excitement, family time etc. (the pull). Those beliefs about a destination’s attributes that help
to satisfy a potential traveller’s motives constitute image (sometimes referred to as
facilitators). Attributes that are not congruent with the traveller’s motives are viewed as
constraints (also referred to as inhibitors) (Um & Crompton, 1992b). Perceived inhibitors and
facilitators consist of two components:
1. the extent to which prospective destinations are believed to possess certain attributes,
and;
2. the relative strength or intensity of beliefs about each attribute, whether as inhibitor or
facilitator, in evaluating each place as a possible destination (Um & Crompton, 1992b,
p. 19).

Thus the choice of a particular destination, whether it is a first visit or a revisit, may be
expressed as “a function of the interaction of perceived facilitators and perceived inhibitors”
(Um & Crompton, 1992b, p. 19). Whilst the study by Um and Crompton (1992b) was
hypothetical and based on a sample of 359 and did not differentiate first or repeat visits, it was
seminal in bringing together destination attributes with guests’ perceptions of inhibitors and
facilitators.

Crouch and Ritchie (1999) derived a model that expanded on the concept of the facilitator
attribute proposed by Um and Crompton (1992b). This model describes competitiveness as
being determined by four major components:
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1. Core resources and attractors; these include the primary elements of destination
appeal and it is these that are the "fundamental reasons that prospective visitors
choose one destination over another” (Crouch & Ritchie, 1999, p. 146). They
include physiography (landscape, climate), culture and history, market ties (links
with the tourists’ region origin), activities, special events, and tourism
superstructure (accommodation facilities, food services, transportation facilities,
and major attractions).
2. Supporting attributes and resources; including accessibility, entrepreneurship,
communications infrastructure, local transportation infrastructure and other inputs
provided by public services, institutions.
3. Destination management; including destination promotion, service levels,
information systems, the organisation of the destination management activities,
and resources stewardship.
4. Qualifying determinants; which include safety, location, interdependencies within
and between destinations, and cost.

The definition of these four components encompasses both what is available and what
happens at the destination. This model therefore provides a broader base of attributes to
consider when choosing a snowsports resort for the first time, or to re-visit. The provision of
information about the destination’s accessibility, including the available transport
infrastructure, hence includes not only attributes at the destination but also those that are part
of the tourism journey.

Other approaches to understanding the individual choice process include pre and postpurchase decision-making. These may include preference structure formation, information
search and post-purchase evaluation (Hwang, Gretzel, Xiang, & Fesenmaier, 2006). The
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choice model of Hwang et al. (2006) postulates that the structure of the decision-making is
hierarchical and that decisions made later in the process are dependent upon those made
earlier. In this construct the travel decision is complex and involves a number of decisions
including the destination, who is going, attractions to visit, timing and travel route. The final
choice is based around the relationships each of these have with one-another (Dellaert,
Bogers, & Timmermans, 1997; Fessenmaier & Jeng, 2000).

Understanding the choice strategy for revisitation used by guests will allow snowsports
providers to explore and fulfil those attributes most important to guests, leading to further
visits in the future. What appears common across much of the choice research is that
destination attributes play an important part in the choice process and because of this, they
themselves are worthy of ongoing investigation.

3.5

Attributes and the Decision Process

Customers make trade-offs of one attribute for another to balance their
feeling of satisfaction. However, each tourist has different value
judgements towards individual attributes, critical or neutral and their
overall level of dissatisfaction or satisfaction might be influenced by a
single factor that they consider much more critical than others (Chang,
2008, p. 129).

In some studies in the tourism literature, the word ‘attribute’ and ‘attraction’ have been used
interchangeably and sometimes they have different connotations. For a tourist destination,
such as a snowsports resort, all its attractions are necessarily its attributes (Zhou, 2005).
According to Walsh-Heron and Stevens (1990, cited by Prideaux (2002, pp. 381-382)), a
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tourism attraction is a “place, venue or focus of activities and does the following: sets out to
attract visitors, is a fun and pleasurable experience, is developed to realize this potential, is
managed as an attraction to provide satisfaction to its customers, provides appropriate
facilities and may or may not charge an admission fee”.

From this perspective, tourism attractions are highly related to tourism sites or activities in a
destination. However, when considering the benefits that visitors expect when choosing a
snowsports destination, the resort’s attributes such as price, customer service, entertainment,
and facilities, are also the destination’s attractions (Swarbrooke, 1999, p. 12). A destination’s
attraction has its own attributes as shown in Figure 11 (e.g. snowsports school, hire,
restaurants), and all the attributes are an important source of the resorts attractiveness to the
guest.

Snowsports Resort

Attribute 1

Price

Attribute 2

Attraction
Restaurants

Attraction
Snowsports School

Attribute 3

.....

Customer Service Resort Size
Attribute 1

Attribute 2

Attribute 3

Attribute 1

Attribute 2

Attribute 3

To feel you Personal Number of Bars Variety of The apres
Competent
Instructors learnt something Feedback
restaurants experience
and attention

Figure 11: Relationship between a snowsports resort’s attractions and attributes

Attracting the right tourists for the destination and having them revisit and/or recommend the
destination to others is crucial for the success of tourist destinations. It is important for
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tourism marketers to understand the various potential influences on how tourists evaluate
destinations (Anderson et al., 2008; Matzler et al., 2008). Tourist destinations, such as
snowsports resorts, are extremely complex products and there are a variety of characteristics
of both the trip and the tourists themselves that can affect evaluation. Indeed, the holiday
journey is affected by a myriad of factors (Lane, 2007). These include the initial desire for a
holiday (the push factors), planning, travelling to the snow, the arrival experience, the
experience of being there, the amount and quality of the snow, the facilities, the crowds, one’s
companions and eventually the memories (or perception) of the experience (the pull factors)
(Clawson & Knetsch, 1971; Neal, Uysal, & Sirgy, 2007). This concept of a journey will be
investigated later in this chapter.

Over 75 years ago Lazerfeld (1935) indicated that consumer behaviour involved interplay
among three broad sets of variables - predisposition, influences and product attributes. In
combination these led tourists to mentally categorise destinations (Woodside & Lysonski,
1989). This categorisation grouped possible tourist destinations according to three
consideration sets; evoked, inert and inept (Asli & Kozac, 2006). The consideration (evoked)
set includes all destinations that the tourist is aware of and may be likely to visit. The inert set
represents all the destinations the tourist was aware of and had “no intention of visiting in the
short term” (Asli & Kozac, 2006, p. 299). Those destinations known but not intended to be
visited within a specific time period were categorized as the inept set.

According to Um and Crompton (1990) and Crompton (1992), tourists were expected to
select a destination from a set of alternatives in the consideration set. In this concept, tourists
would first develop an initial (early) set of destinations and finally selects a destination once
the inert and inept destinations were eliminated (Crompton, 1992). The ‘choice set’ model
defines destination choice as a sorting out process. In this framework the consumers’
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evaluation criteria includes the decision maker’s demographic and psychological
characteristics, situational characteristics, constraints on the destinations and journey
(Crawford, Jackson, & Goodbey, 1991; Jackson, 1994), and destination stimuli (Hwang et al.,
2006).

As destinations effectively compete with one another for a place in this consideration set, a
brand name emerging from a greater level of satisfaction, past visits and word of mouth
recommendation could be a significant factor in the choice of a destination. This results in an
increased effectiveness of marketing investments in existing customers and lower marketing
costs for obtaining new customers, due to improved positive publicity, and the maintenance of
a better relationship with customers (Fornel, 1992; Meng et al., 2008).

Studies indicated that destination attributes, together with generic industry level attributes
(e.g. Human Resources, infrastructure and capital), contribute to the overall competitiveness
of a destination. These assist in placing the destination in the consumer’s ‘consideration set’.
Some researchers suggested that destination attractiveness also depends upon both destination
specific attributes (e.g. snow quality and depth, number of lifts, car parking, number of
restaurants etc.), and the competitiveness of tourism products and services, such as price of
lift tickets and the availability of on-snow accommodation (Crouch & Ritchie, 1999; Meng et
al., 2008).

This (destination) choice set model allows marketers to segment the potential market based on
the choice set of the target population (Sirakaya & Woodside, 2005). However, while such a
model works for a single destination holiday such as a ski resort, it may not be the best choice
for multi-destination trips (Stewart & Vogt, 1997). For example, a holiday in a snowsports
resort where more activities than skiing or snowboarding are made available and are desired,
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such as tubing parks, ice skating, restaurants, live entertainment, swimming spa and wellness
facilities etc. Also arising is the issue that the choice model represents an individual’s choice
process, whereas it has been argued that other people can also be involved in the decision
making (Stewart & Vogt, 1997).

3.6

Constraining Attributes

Constraints, as already mentioned, are both personal and interpersonal, and structural and are
considered important predictors of recreation behaviour (Jackson, 1994). Psychological and
time constraints are internal and experienced intra-personally since they relate to an
individual’s priorities in their leisure choices (Alexandris et al., 2002).

According to Iwasaki (2004), skill level, motivation, social support and social norms are all
predictors of involvement, and conceptually these are similar to intra-personal constraints
(e.g. perceived skill level and lack of motivation). Psychologically these items are related to
self-perceptions about skill levels, physical fitness, self-esteem, motivation and injury
concerns. These constraints can determine the developmental progression of a recreational
activity in terms of its participants (Funk & James, 2006).

Individuals are more likely to overcome activity related psychological constraints if they
perceive themselves to be skilled, fit and with good self-esteem (Alexandris et al., 2008). It
may be that to influence revisitation and engender loyalty, resort managers should attempt to
address those psychological constraints that occur intrapersonally. For instance, if such
constraints are skill and safety related, the provision of adequate facilities such as a
Snowsports School and a visible ski patrol might help overcome those constraints inhibiting
the desire to revisit in future.
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Alternatively, Krump and McLaughlin (1982) proposed that the recreation choice process
could be conceptualised as a constraint-driven conditional and sequential model. Constraints
are classified as
·

either intra-personal; (perceived skill level, perceived fitness, stress, anxiety),

·

interpersonal; (inability to find partners to participate with, social isolation, social
disapproval) and,

·

structural; (lack of money, problems with facilities and accessibility issues (Crawford
& Godbey, 1987).

In reality, constraints such as travel distance, available time, and value are also considered in
the selection of any destination (Jackson, 1994).

Krump and McLaughlin (1982) illustrated how constraining attributes associated with various
recreation sites facilitated the choice process of reaching a reduced set of alternative
destinations. This constraints approach is somewhat similar to those inhibitors and facilitators
identified by Um and Crompton (1992b). Krump and MacLaughlin (1982) also described the
choice process as an alternative reducing process leading to the sequential selection of a final
choice from the remaining options. According to them, constraining attributes were valued
either negatively (inhibitor) or positively (facilitator), depending upon the situation. In the
end, the alternative that had the least number of constraining attributes was chosen (Crawford
et al., 1991; Jackson, 1994). The destination choice process in the outdoor recreation
literature, of which snowsports has been considered to be part (Dickson & Faulks, 2007), has
been characterised as a result of the individual cognitive evaluations of both social and
physical alternatives (Crawford et al., 1991; Fesenmaier, 1985; Hinch & Jackson, 2000; IsoAhola, 1982). By following these sequential selection methods, individuals integrate their
evaluations of each alternative so as to determine distinct preferences for available
destinations (Um & Crompton, 1992a).
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Similarly, Harris, Driver and Bergesen (1985) suggested the chosen recreation destination
represents a decision maker’s preferences for site attributes that are constrained by personal
situational factors. They found that most decisions are strongly influenced by “limited time
and other personal resources and capabilities” (Harris et al., 1985, p. 46). The choices, in their
case for fishing sites, were influenced both by the facilities constraints, and by the location
setting that they viewed as facilitating attributes.

Crompton and Ankomah (1993, p. 469) also stated that “the criteria used to evaluate
alternatives in the early considerations set primarily focus on the relative merits of the
destination’s attributes, while the criteria used to evaluate alternatives in the late consideration
set will primarily focus on the constraints associated with each of the alternative
destinations”. By identifying these facilitating (Um & Crompton, 1992b), supporting (Crouch
& Ritchie, 1999) and constraining attributes (Krump & McLaughlin, 1982), it is possible to
gain a better indication of what is important to a guest. Ormiston et al. (1998) referred to these
attributes as Indicators of Quality (Table 11). These “indicators help define the quality of the
recreation experience” (Ormiston et al., 1998, p. 35) and the associated standards of quality
define the minimum acceptable conditions linked to each indicator.

Table 11: Potential Indicators of quality (attributes), for Vermont USA snowsports
enthusiasts, Ormiston et al. (1998, p. 38)
Daily lift ticket cost
Waiting time in lift queue
Driving time from skiers residence to ski Percentage of terrain covered by snowmaking
resort
Walking time from car park to ski lifts
Extent of snow grooming services
Type of day care facilities offered
Extent of condo development
Number of ski trails
Type of food services provided
Number of ski lifts
Attitude of resort employees
Type of accommodation provided
Adequacy of the base lodge
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According to Ormiston et al. (1998) by defining these indicators and standards of quality
(attributes), destination services and infrastructure “can be effectively planned, monitored and
managed” (Ormiston et al., 1998, p. 35). Identification of these attributes allows them to be
monitored over time and managed appropriately ensuring maximum satisfaction to guests.
This will allow the implementation of policies and strategies to assist in increasing market
share and/or positively influencing guests’ intention to revisit (Decrop & Kozak, 2009) and
recommend to others. Knowing the relevant attributes for Australian snowsports will
hopefully help fill a gap and add to the knowledge that now exists.

In terms of an Australian snowsports experience, indicators of quality are the attributes that
skiers, and snowboarders and other visitors consider most important in influencing the overall
satisfaction of their holiday at the resort. It is a question that this study seeks to answer.
Whether these are the same or even similar in the Australian context to those found in
overseas studies, will be a by-product of this research. However, in those earlier studies the
industry experts, management and/or the author mostly defined the attributes. The objective in
this study is to identify the key attributes, as chosen by the guests themselves through
unstructured discussion groups, and validated through a subsequent survey.

3.7

Motivation

Service quality has been increasingly identified as a key factor in
differentiating service products and building a competitive advantage
in tourism. The process by which customers evaluate a purchase,
thereby determining satisfaction and likelihood of repurchase is
important to all marketers, but especially to service marketers because
unlike their manufacturing counterparts, they have fewer objective
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measures of quality by which to judge their production (Hudson &
Shephard, 1998, p. 61).

Motivation, in tourism contexts, is related to the reasons why people travel (Jafari, 2000, p.
393). The selection of a certain holiday destination implies a desire for some kind of benefit
and because of this, motivations play a role in destination choice. Desires constitute those
internal thoughts that lead tourists to identify attributes (ends) within a destination that will
help fulfil this ‘benefit’ (Nahab, 1975). These benefits are the reasons why people take a
holiday (Santos, 1983).

Motivation is related to the decision making process and to what happens before and during a
holiday. An “individual’s motivations reflect their inner need and push them to seek out
holiday experiences that will bring them satisfaction. People are intrinsically motivated to
enjoy holidays and other forms of leisure for many divergent reasons, including relaxation,
prestige, socialising, personal development, a desire for something different, excitement,
adventure, experiencing different cultures/ways of life, meeting people with similar interests
and intellectual enrichment” (Swarbrooke, Beard, Leckie, & Pomfret, 2003, p. 66). McIntosh
and Goeldner (1984) classified these tourism motivations according to the following
typology:
(i) physical, such as relaxation;
(ii) cultural, such as discovering new geographical areas;
(iii) interpersonal, such as socialising and meeting new people; and
(iv) prestige, such as self-esteem and self actualisation.

When studying rock climbing, McIntyre, (1991), found that motivations were ranked
differently depending upon the level of skill and involvement of the individual. Examples of
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the motivations were the physical setting (enjoyment of the wilderness, being close to nature
etc.), followed by those related to competence (experience some excitement, test yourself,
develop skills etc.), and stress relief and slowing down. Similar motivations were found
amongst mountain climbers and scuba divers (Ditton & Baker, 1999; Howard, 1999).

While researchers from many fields have examined motivation for travel these studies assume
independence between tourist motivations and attributes of the destination. Little attention has
been given to the impact of tourist motivations on the selection of destinations, though
exceptions include Fesenmaier (1988) and Eymann and Ronning (1997). Meng et al. (2008,
p. 42) said “only limited research has addressed the interrelationship between tourist
motivation and attribute satisfaction”. They conclude that tourist motivation and satisfaction
are related to destination attributes, including the attractiveness of a destination itself and the
supporting industry level attributes.

It has been hypothesised that tourist satisfaction is a function of travel motivation, attribute
importance (Crouch & Ritchie, 1999) and performance (Meng et al., 2008). In other words,
people want to get away from a busy job, enjoy nature, experience a thrill or have time with
their children. In the increasingly competitive and saturated tourist market, tourist satisfaction,
which will be discussed in the next section, is a very important factor to gain better
destination image. This is vital to attract more consumption and, importantly for this thesis,
generate repeat business and a willingness to recommend the resort to others (Meng et al.,
2008; Swarbrooke et al., 2003).
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3.8

Satisfaction

Consumer satisfaction is a variable that has been shown to be related
to purchase intentions and repeat purchase behaviour (Petrick &
Backman, 2002b).

This section will investigate the concept of satisfaction, its relationship to loyalty and
revisitation, and its association to a snowsports destination’s attributes. Additionally, the
need to measure satisfaction and the need to be cautious when assessing the impacts of
satisfaction will be introduced and discussed.

The fulfilment of attribute requirements is crucial to customer satisfaction (Matzler &
Sauerwein, 2002). “In the increasingly competitive and saturated tourist market, tourist
satisfaction is a very important factor to gain better destination image, attract more
consumption and generate repeat business and loyalty” (Meng et al., 2008, p. 41). Previous
research on golf resorts (Petrick & Backman, 2002b), novelty seeking travellers (Jang and
Feng 2007) and New Zealand Tourists (Oppermann, 2000) has shown that satisfaction is an
important predictor of intention to revisit. In each, satisfaction was a significant direct
factor influencing short-term re-visit intention. This is consistent with other research that
emphasised the importance of satisfaction in customer repeat travel behaviour (including
Baker & Crompton, 2000; Ekinci & Hosany, 2006; Yuksel, 2001). The link between
satisfaction and revisitation was also identified for skiers in Fuller and Matzler (2008) and
Jacobsen et al. (2009) in their investigation of winter holiday attributes. However, Jang and
Feng (2007) said that satisfaction had no direct impact on mid-term and long-term revisit
intention, only short-term. Thus, satisfaction has to be continuously given to maintain the
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revisit intention. Management can influence repeat visitation in the short-term by
maximising visitor satisfaction. Hence, it is important to ensure customers are satisfied, as
they will express the willingness to come back to experience this satisfaction again within a
short period (Jang & Feng, 2007; Kruger, Saayman & Ellis, 2010).

Following the proposition that long-term commitment (loyalty) depends upon accumulated
satisfaction (Jang & Feng, 2007; Oppermann, 2000), it is essential to know how to satisfy
repeat customers. Yuksel (2001) argued that repeat and first time visitors develop satisfaction
based on different components of the destination’s facilitating attributes. These may be both
tangible and intangible, instrumental and expressive etc., such as number of lifts, car parking
facilities, quality of food, quality of accommodation, customer service attitude etc.

Satisfaction in the tourism research however, has been measured either at the global (overall
satisfaction) or at the attribute (attribute satisfaction) level. Overall satisfaction is based on the
total experience not just the individual attributes (Spreng, Mackenzie & Olshavsky, 1996).
Attribute satisfaction has been defined as “the consumer’s subjective satisfaction judgement
resulting from observation of attribute performance” (Oliver, 1993, p. 421) and attribute
specific satisfaction has been recognised as being “not the only antecedent of overall
satisfaction” (Petrick & Backman, 2002b, p. 253). Clark (2007, p. 62) compared a ski resort
to a theatre and suggested that the resort requires “an approach that allows the measurement
of overall customer satisfaction with the experience of visiting the resort”. This is what
Clifford (2002, p. 51) called “entertainment retail”. Conditions of the slopes, accessibility to
lifts, and cleanliness of the rest rooms, hotel accommodation and so forth, all contribute to a
customer’s general level of satisfaction. This evaluation is cumulative, taking into account
both intangible attributes of the service encounter as well as tangible attributes as discussed
earlier in this section.
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Because satisfaction or dissatisfaction with one attribute may lead to varying assessments of
destinations in general, there has been a long history of studies, pointing to the importance of
identifying and measuring consumer satisfaction with individual destination attributes (e.g.
Chon & Olsen, 1991; Fick & Ritchie, 1991; Hughes, 1991; Pizam & Milman, 1993; Pizam,
Neumann, & Reichel, 1978; Weber, 1997). Furthermore these studies have also explored the
impact of individual responses to attributes on overall tourist satisfaction within destinations.
Spreng, Mackenzie, and Olshavsky (1996), in their examination of consumer satisfaction, also
asserted the importance of distinguishing between overall satisfaction and satisfaction with
individual components (a concept to be followed in this research). They implied that a holistic
impression exists after the purchase. Whilst Spreng et al. (1996) using a product (camera) as
the basis of their study, and similar to tourism studies, indicated that this relationship also
exists in which overall satisfaction is not the sum of individual assessments for each attribute.
Rather, attribute specific satisfaction is not the only precursor of overall satisfaction (Bigne,
Sanchez, & Sanchez, 2001; Chi & Qu, 2008). As such, this requires managers to take stock of
both the guest’s overall assessment and their responses to individual attributes during their
stay. Furthermore, the relative importance of individual attributes differs between different
groups according to various situation or personal characteristics (Matzler et al., 2008). This
will be further discussed in section 3.8 on segmentation later in this chapter.

In the tourist’s destination selection, Um and Crompton’s (1992b) investigation of student
vacationers noted that choice itself is a satisfying behaviour that even according to Simon
(1957) is constraints driven. As discussed previously these constraints were defined by Kay
and Jackson (1991) as being factors perceived by individuals that limit or prohibit
participation in leisure activities, rather than optimising behaviour. Um and Crompton
(1992a) also stated that the selection of a destination is made under conditions of uncertainty
since "knowledge of a destination's ability to meet their needs is likely to be based on
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symbolic or social information" (Um & Crompton, 1992b, p. 24). In contrast, Ormiston,
Gilbert, & Manning (1998), in their study of USA ski areas, believed in the importance of
facilitators at the resort, i.e. the attributes that the skiers "consider most important in
influencing the quality of their experience" (Ormiston et al., 1998, p. 36). This is an important
point to consider in marketing programs that aim to communicate a resort’s essential qualities
(Ormiston et al., 1998). Knowledge of attributes that can be managed by the snowsports resort
and contribute (or detract) from the quality of the guest’s experience is essential. These
attributes play an important role in destination marketing by influencing participation (on site
experience), evaluation (satisfaction) and future behavioural intentions (intentions to revisit
and willingness to recommend).

Bigne, Sanchez and Sanchez (2001), in their study on Spanish Tourism Towns, and Lee, Lee
and Lee (2005), in their study of the World Cup soccer, found that the higher the service
quality of these attributes important to the guests, the higher the satisfaction and more positive
the future behavioural intentions. Satisfaction, however, is not solely determined by the recent
experience of purchase but also by “an appraisal of that satisfaction within an assessment of
past satisfactions” (Ryan & Cessford, 2003, p. 464). The gap between expectation and
perception is both a measure of perception of service quality and a determinant of future visit
decisions. This is similar to an earlier view taken by Bolton and Drew (1991) and Boulding et
al. (1993). They argued that both service quality and customer behaviour (including the
decision to revisit or not) have as their determinants customer satisfaction with service
attributes. This link between attributes expectation, satisfaction and revisitation (Objective 4)
will be discussed in later sections of this thesis.
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3.8.1 Definitions and Theories of Satisfaction
In the 20 years, from 1970 to 1990, Peterson and Wilson (1992) noted there had been over
15000 academic and trade articles on the subject of client satisfaction, with many more having
been published since then. According to Meng et al. (2008), there were at least 11 different
definitions of satisfaction between 1981 and 1996 alone. Thus, it is important to review the
literature to identify some of the “nuances, especially if in doing so it raises questions about
whether the apparent ease of measurement makes us blind to the real nature of the experience
visitors seek and often find” (Ryan & Cessford, 2003, p. 458).

According to Meng et al. (2008, p. 44), “nine theories on customer satisfaction have been
introduced into the literature”. These are Expectancy-Disconfirmation, Assimilation or
Cognitive Dissonance, Contrast, Assimilation Contrast, Equity, Attribution, Comparison
level, Generalised Negativity and Value Precept. Of these, the Expectancy-Disconfirmation
model has received wide acceptance (Wong & Law, 2003). Authors across a range of tourism
related areas from hotels, service and shopping through to destinations in numerous countries
have all commented on the Expectancy-Disconfirmation model (Barksy, 1992; Hill, 1986;
Oliver, 1980; Pizam & Milman, 1993; Weber, 1997; Wong & Law, 2003). Of these, some
have argued that it is consumers’ evaluation of the product attributes themselves that account
for more of the variability in satisfaction than would the disconfirmation or confirmation of
expectations about those attributes. This is discussed further in the Importance-Satisfaction
Analysis section later in this chapter (Section 3.12). The Importance-Satisfaction model
proposes that satisfaction is the comparison between the expected and actual performance of
the product. For the tourism industry this is the goodness of fit between expectation about a
destination and its attributes (destination image) and the perceived evaluative experience in
the destination (what guests see and feel) (Anderson & Fornell, 1994; Bitner, 1990; Bitner,
Booms & Tetreault, 1990; Burns et al., 2003; Chon, 1989; Oliver, 1980).
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Another approach identified by Spreng et al. (1996) has suggested the comparison between
desires and performance should be used in conjunction with the measure of disconfirmation of
expectations. Desires are defined as “the attributes, levels of attributes, and benefits that
consumers believe will lead to or are connected with higher level values” (Spreng &
Olshavsky, 1993, p. 171). This is similar to a means-end analysis, as discussed later in this
chapter. Spreng et al. (1996) also used a model in which satisfaction is based on the
perceptions of product performance. This use of perceptions “produces not only feelings of
satisfaction with the product or service, but also feelings of satisfaction with the information
(often supplied by marketers in such forms as advertising, package information, and
salesperson communications) on which their expectations are based” (Spreng et al., 1996, p.
15).

Destination attributes play an important role in the tourist’s evaluation of the attractiveness,
image, and satisfaction of a particular destination. Importance Performance Analysis (IPA)
was introduced in 1977 by Martilla and James (discussed in Section 3.11) as a useful tool to
evaluate various elements of marketing performance. Following this Sethna (1982)
successfully tested the hypothesis “that the greater the discrepancy between the importance of
an attribute and the performance of a product of that attribute, the greater is the consumer’s
dissatisfaction with the product (and therefore the greater the need for remedial action)”
(Hudson & Shephard, 1998, p. 64).

Later studies have suggested that consumer satisfaction is a function of both the expectations
related to important attributes and judgements of attribute performance (Guadagnolo, 1985;
Meng et al., 2008). Burton (2003) also found that perceived performance was a major
predictor of satisfaction, but suggested that measures of actual performance can further
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improve the prediction of satisfaction as they found actual performance was significantly
associated with satisfaction.

Burton (2003) and Bolton and Drew (1991) also suggested that experience may affect
satisfaction and the customers’ willingness to reuse a service (Figure 12). “This has
implications for management who may benefit from developing different retention strategies
for different groups of customers” (Burton et al., 2003, p. 299). This concept will be discussed
further in Section 3.9 on segmentation. This belief of Burton et al. (2003) is an underlying
foundation of this thesis both in regards to the Importance Performance Analysis, and the
segmentation of customers based on selected personal, situational and product related
characteristics (Objective 8).

Figure 12: Actual and perceived Performance and Satisfaction.
Adapted from Burton, Sheather and Roberts (2003), and Bolton and Drew (1991)
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3.8.2 Information Satisfaction

Another antecedent of overall satisfaction is information satisfaction. This has been defined
by Spreng et al. (1996) as a subjective satisfaction judgement of the pre-purchase information
used in choosing a service. While consumers form expectations about destinations from many
sources, of particular interest to managers, and this researcher, “are those expectations
controlled through marketing” (Petrick & Backman, 2002b, p. 253). By identifying tangible
antecedents to satisfaction, management can make the necessary changes to alter the
experience of the guest, in order to maximise the potential for satisfaction. Hence, “it is
important to identify how both the attributes of the destination and the information provided
contribute to a consumer’s overall satisfaction” (Petrick & Backman, 2002b, p. 253).

According to Gardial, Clemons, Schumann and Burns (1994), in their study of pre and postpurchase evaluations of car purchases, eighteen per cent of respondents attributed satisfaction
or dissatisfaction with their experience as being related to pre-purchase marketer supplied
information. Petrick and Backman (2002a; 2002b), in their studies of golf travellers, similar to
the Spreng et al. (1996) consumer study, identified similar results. If the resorts market
themselves with inaccurate information, the traveller will be dissatisfied with the information
used to select the resort and inevitably this will “affect the consumers’ perception of
satisfaction with the entire experience” (Petrick & Backman, 2002b, p. 253).

When a consumer uses information in choosing a destination, the information forms
expectations about the experience. When this information is disconfirmed, the consumer can
be either satisfied or dissatisfied with their experience at the destination as well as the
information itself (Oliver, 1980; Serenko & Stach, 2009). To know whether the satisfaction
has been disconfirmed or not implies a need for some method for measuring satisfaction.
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3.8.3 The Need to Measure Satisfaction

While satisfaction is considered a crucial element to sustaining competitive business in the
tourism industry, “being able to measure tourist satisfaction is important to successful
destination marketing since it is said to be directly related to destination choice, consumption
of products and services and repeat business” (Meng et al., 2008, p. 44). By measuring
satisfaction, a business or destination is gaining information on “how well they are meeting
the tourists’ needs. In doing so marketers are able to adjust their efforts on improving the
quality of the products and/or services on offer” (Meng et al., 2008, p. 44). Management can
use this to assist in planning, infrastructure, staffing and marketing decisions.

In the theory and practice of customer satisfaction measurement, multi-attribute models have
been widely used as customers are more likely to evaluate products and services at an
attribute level rather than an overall product level (Weiermair & Fuchs, 1999). Complex
destinations, such as snowsports resorts, contain many attributes that can fall into one of the
categories as mentioned earlier in this chapter. The categories included mainstream, core,
peripheral, expressive, and instrumental.

When a customer is dissatisfied or satisfied with a product or service, they often refer to one
or more specific attributes (Matzler et al., 2008), such as friendliness of an employee or
quality or speed of food service. Customers can be satisfied with one attribute and dissatisfied
with one or more others. Flanagan’s (1954) ‘critical incident’, as discussed in Bitner (1990),
still has the potential to make or break the holiday experience. Most tourism experiences are a
journey, made up of many encounters, each with their own unique attribute and satisfaction
levels.
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Care thus needs to be taken if using an overall measure of satisfaction, because the differences
at the attribute level cannot be reflected. Therefore, it is the belief of some that an attributebased measure of satisfaction is more informative as it affords researchers and managers a
higher level of specificity and diagnostic value (Mittal, Ross, & Baldasare, 1998; Zhou,
2005). In doing so it provides the managers with attributes they can focus on to increase
satisfaction, through combination of the importance and performance of the attribute. This is a
premise of an Importance-Satisfaction Analysis. A suggestion from this thesis is that it would
be best to focus improvement efforts on attributes that are important to the customer and have
a low performance and show a link to repeat visitation and/or loyalty. It is also to be
considered that satisfaction will not be the same for the same person in all situations, and not
the same for all people. There will be differences in personal characteristics and one’s
situation specific characteristics that will have an influence on one’s assessment of
satisfaction.

Ryan and Cessford (2003, p. 471), summarise a number of salient points about satisfaction:
what it is; how it is affected; and how it is measured. This is not an exhaustive list, but the
following points illustrate that satisfaction monitoring is a complex matter.
·

Satisfaction may be a holistic concept as it measures a series of sequential encounters
or multiple phases of a trip rather than just one phase (Neal and Gursoy, 2008).

·

Expectation about and evaluation of the importance of site attributes contribute to
satisfaction, the expectation-disconfirmation model. Consumers develop expectations
about products before their consumption and only after consuming the product do they
compare actual performance with those expectations (Oliver, 1980).

·

Encounters with others contribute either positively or negatively to satisfaction.
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·

Past satisfaction is a contributor to current satisfaction, either with the same
destination or with similar or alternative destinations (Yoon & Yuysal, 2005), using
the past experience to assist in evaluating their new experience.

·

Initial disappointment may be mitigated by service recovery.

·

Initial disappointment may be mitigated by behavioural change in the participant.

·

Initial disappointment does not necessarily lead to unsatisfactory experiences.

·

Personality is a determinant of satisfaction, affected by the degree of tolerance one is
willing to accept.

·

Organisational structure in the context of the visitor experience is a determinant of
satisfaction.

·

Intrinsic motivation is a determinant of satisfaction.

·

Flow considerations (what makes an experience genuinely satisfying) impact upon
satisfaction (Csikszentmihalyi & Csikszentmihalyi, 1988).

·

Perceived competence and performance pressures etc. impact upon exhibited
behaviours.

·

Modelling satisfaction requires re-iterative, hierarchical conditions.

·

The tourism experience takes place in phases (Neal and Gursoy, 2008) and as such
satisfaction is context bound.

·

Satisfaction is partly evaluated by contribution to self-image and ego.

·

Satisfaction is determined in part by degree of involvement in the activity, similar to
the Perceived Performance model (Tse and Wilton, 1988), where satisfaction or
dissatisfaction with a product is assessed after evaluating the actual performance.

·

Corporate image of the promoter/site operator may generate a ‘halo’ effect.

These concepts form the fundamental framework of this research. Satisfaction with a
snowsports destination is a complex matter comprising the evaluation of many variables, not
Page 72

just the skiing or snowboarding experience itself. The satisfaction of individual attributes and
the benefits that can be realised through their consumption are vital components of overall
satisfaction.
The satisfaction attributes identified in this chapter (and in this study) are specific to the
snowsports resort and are what is important to the consumer. The significance of each of these
attributes to the guest will vary depending upon the degree of involvement one has in the
activities, the level of ability, how often one has experienced the resort and other personal and
situation characteristics (discussed in the later section 3.8 on segmentation). It is also believed
that individual personalities, the degree one experiences ‘flow’ (a state of concentration or
complete

absorption

with

the

activity

being

undertaken

(Csikszentmihalyi

&

Csikszentmihalyi, 1988), and the importance of individual attributes to the guest can all
influence the measure of satisfaction.

In summary, this study, similar to the findings of Herbelein and Vaske (1977), recognises that
satisfaction is a dynamic and complex matter brought about by many sources, and not easily
measured. Additionally, with multiple sources of satisfaction within an activity, people will
bring into play their own social and adaptive skills (Ryan, 1999) to source that which is
optimal to them.

3.8.4 Influences on Satisfaction

According to Chang (2008), attribute and overall satisfaction can be influenced by emotion,
equity and attribution. Each is addressed below. Emotions “contain three components –
physiological, behavioural, and cognitive, which can be pre-existing and can influence how
customers feel about the services they experience” (Chang, 2008, p. 113). As an example, a
customer in a relatively bad mood may respond in a negative manner to a problem that may
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have had a neutral or even positive influence should their mood have been more positive.
Chang (2008) also refers to Consumption Emotions, which are “elicited during the
consumption experience as described either by the emotional experience and expression such
as

joy,

anger,

sadness,

guilt

and

fear

or

by emotional

categories

such

as

pleasantness/unpleasantness, relaxation/action, or calmness/excitement” (Chang, 2008, p.
113). Consumers may also feel certain emotions brought about by the consumption
experience such as “blame and gratitude” (Chang, 2008, p. 113). They may also direct their
emotions to the service providers if they believe the product is defective, or they may feel
guilt because they themselves made a bad decision.

Equity

Theory

is

mentioned

as

being

“crucial

when

considering

customer

satisfaction/dissatisfaction” (Chang, 2008, p. 114). However, according to Oliver (1997), the
perception of inequity usually occurs after the consumption process. This inequity “occurs
when the individual feels that the ratio of outcomes to inputs is not the same in comparison
with others” (Chang, 2008, p. 114). To Wheeler (2002), this is when unfairness exists and the
individual feels discomfort and will try to find ways to obtain equity. According to Chang
(2008, p. 114), “equitable treatment during the process of consumption among consumers
needs to be paid more attention”, however “the judgement of fairness is very individualistic
and varies by personal value judgements and cultural background”.

Caution thus needs to be observed when assessing influences on satisfaction. Davis,
Lockwood and Stone (1998) believed that satisfaction is not a universal phenomenon. To
them, people derived different responses out of the same hospitality or destination experience
as customers have different needs, objectives and cultural backgrounds. Each of these “can
affect their perceptions of satisfaction” (Chang, 2008, p. 109). This will be further discussed
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in Section 3.9 on Segmentation and in Chapters 7-12, as part of this thesis’ inquiry into guest
satisfaction and heterogeneity within the Australian snowsports resorts.

Ryan et al. (2003, p. 494) indicated “that visitor satisfaction is determined by a number of
variables that include past experience, perceived crowding and levels of tolerance as well as
the actual attributes of the place being visited”. For the tourist, satisfaction incorporates a set
of beliefs about a destination that include novelty, challenge, relaxation, learning and
curiosity, social agreement and travelability (the journey) (Crompton, 1979b), which a
potential tourist will seek to fulfil though their interaction with the destination’s attributes.
This fits with Godfrey’s (1999) belief that no factor acts in isolation, and it is an objective of
this study to investigate within the Australian snowsports context.

The literature implies satisfaction measurement might occur on two levels – the micro and the
macro. At the macro level visitors construct a holistic assessment of entire visitor experience
(overall satisfaction). Within this holistic measure the perceived disadvantages of a less than
satisfactory aspect (at the attribute level) may be either forgotten or deemed to be of less
importance. Never-the-less, the literature of services and tourism marketing does show that
even within the sequence of events that make up a visit (Figure 13), from the home region,
through the transit route, the destination region to the last element being the travel and
tourism industry itself (Neal and Gursoy, 2008), most may be of a satisfactory nature.
However, as stated in Ryan et al. (2003, p. 494) there continually “exists the potential critical
moment of truth, that can either make or break the visitors experience”. Finally, the process
by which customers evaluate a purchase and thereby determine their level of satisfaction and
likelihood of repurchase is important to all academia, managers and marketers (Bitner et al.,
1990; Flanagan, 1954; Hudson & Shephard, 1998). To date, this line of study is missing
within the context of Australian Snowsports destinations.
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3.9

The whole Journey

It is notable according to Ryan and Cessford (2003) that most attempts to apply services
marketing theory in the field of tourism and recreation have been directed towards specific
components of the industry, such as “the service provided by travel agencies and the
hospitality sector and/or sites and not the totality of the visitor experience” (2003, p. 466). As
illustrated in Figure 13, tourism activities and especially snowsports tourism include many
services. These can begin with planning and booking using either an internet or travel agent
inquiry, followed by touch points at ski shops, ski hire stores, transport companies
(bus/train/car hire or plane etc.), service stations en-route, restaurants and fast food chains,
road conditions, police, National Parks service personnel at entry stations, and finally the
destination itself. The destination influences may include the Snowsports School, booking
agents, accommodation management and staff, as well as the lifting facilities, weather
(Williams, Dossa, and Hunt, 1997), and snow conditions and more. This sequence may then
all be repeated in reverse on the way home, adding to the overall experience. The concluding
influence is the recollection of experiences gained throughout the entire journey (Figure 14).
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Figure 13: The Journey Adapted from Neal and Gursoy (2008)
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Figure 14: The Visitor’s Journey. Adapted from Lane (2007).

A key question is to what extent does a failure at one link of the chain, create dissatisfaction
with the totality of a tourism experience? This can also be considered an opportunity for resort
management to consider creating partnerships with each of the touch points along the journey.
This would enable some control over important external attributes and thus enhance the
overall satisfaction of the guest’s journey.
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3.10 Segmentation

Ski resorts need to segment their customers in order to offer products
and offerings that will satisfy these customers (Tsiotsou, 2006, p. 16).

With the strong Australian dollar, Australian ski destinations are
finding it hard to compete with overseas ones. It is important to
understand the demographic, attitudinal and behavioural profile of
people who go snow skiing or snowboarding on holidays and to tailor
an appropriate communication message. (Roy Morgan Online
Research, 2012).

Each destination has a unique mix of attractions and amenities, but is constrained in different
ways in what it can offer to the traveller (Lehto et al., 2002). However, it is desirable for
destinations to be able to identify the attributes that are most valued by travellers from their
key target markets, and select the most productive traveller segments. These segments consist
of people who place the greatest value on the benefits that the destination is best able to offer
(Anderson et al., 2008; Baker & Crompton, 2000; Faullant et al., 2008; Ferrand &
Vecchiatini, 2002; Godfrey, 1999; Hudson & Shephard, 1998; Josiam et al., 1999; Matzler et
al., 2008; Yang, 2003; Yoon & Yuysal, 2005).

Market segmentation came about from the understanding that “not all customers are alike and
by understanding customer heterogeneity, marketing mix resource allocation decisions could
be optimised” (Dillon & Mukherjee, 2006, p. 1). Traditionally segmentation studies were used
to respond to two fundamental questions;
1. Who are my customers ?; and
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2. What product or service do they want and need? (Dillon & Mukherjee, 2006).

Whilst answers to these two questions are of benefit, segmentation, target market selection
and the allocation of efforts across alternative markets are key long term strategic concerns of
destination marketing organisations (Dolnicar, 2004; Woodside & Carr, 1988). With limited
promotional resources, increasing costs and increasing accountability demands, tourism
marketers must allocate promotional efforts across alternative markets to achieve two goals:
1. Maintenance of important existing markets, which includes revisitation, and
2. Penetration of markets with high incremental sales potential (Hawes, Taylor, &
Hampe, 1991; Perdue, 1996).

More often than not the concept of tourism markets refers to geographic origin areas, i.e. the
tourism market is a set of all existing and potential tourists from a specified geographic origin,
to a destination given a specified market environment (Kotler, 1986). However, even within
these geographic areas, market segments generally differ further based on various
demographic, psychographic or behavioural variables (Bojanic & Warnick, 1995; Dillon &
Mukherjee, 2006; Gibson, 1997; Hudson, 2000; Kouthouris, 2009b; Loker & Perdue, 1992;
McQueen & Miller, 1985; Tsiotsou, 2006).

Market segmentation is thus the process of dividing a market into groups of consumers who
share similar characteristics. In the studies reviewed it appears clear that participants are not
all the same with respect to interest attitudes and needs. By considering a wider range of
alternatives that are available for market segmentation, management can gain a deeper insight
into the market structure from different perspectives (Dolnicar & Leisch, 2004).
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As discussed previously, individuals may travel for similar reasons (push), whilst choosing
destinations with different attributes (pull). The benefits from the destination attributes
expected by one segment might not be the same as the expectations of another segment (Yuan
& McDonald, 1990). “Research has [sic] demonstrated the popularity and effectiveness of
socio-demographic factors in segmenting and differentiating travellers” (Brey et al., 2008, p.
248).

Families travelling with children shift the importance placed on different attributes (Hill et al.,
1990). Similarly such factors as gender, age, employment status, educational level,
nationality, travel party composition, time of visit, purpose of trip, characteristics specific to
the trip (such as length of stay) and product characteristics (level of difficulty of a ski area),
have all been shown to affect travellers and their behaviour (Brey et al., 2008; Matzler et al.,
2008). From a managerial perspective, the better the understanding tourism marketers have of
potential market segments, the more effective their marketing strategy and expenditures
(Weaver, Weber, & McCleary, 2007).

Lehto et al. (2002), in their study on the influence of psychographics, concluded that
destination areas should identify the benefits and attributes that are most highly valued by
travellers from various target markets. They acknowledged that demographic and socioeconomic attributes are by themselves not enough to understand vacation destination choices.
Psychographic variables (e.g. social class, lifestyle, personality characteristics) are more
predictive and can be used to support decisions such as the development of tourism
destinations and supporting services, product positioning, advertising, promotions and
packaging.
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Appropriate customer satisfaction management decisions can only be made if the drivers of
satisfaction are known. As these differ amongst customer segments, it is crucial to know what
determines the importance of the single satisfaction drivers to the individual consumers. In
drawing upon previous studies, Matzler et al (2008) focussed on three types of moderators
that had specific relevance as market segmentation variables in destination marketing:
1. The role of personal characteristics e.g. gender, age, family status.
2. Situation specific characteristics e.g. one day vs. multi day ticket purchases.
3. Product/destination related factors e.g. amount of snowmaking, level of difficulty of
runs.

Matzler et al. (2008) also referred to studies by Saad and Gill (2000) in evolutionary
psychology that identify gender differences. Men and women, it is postulated, differ in their
concern for things such as destination attractiveness, financial resources, risk seeking and
response to sexual stimuli. Women “are more interested in quality than quantity, appreciate
learning, and give high priority to supporting others and that children are still their number
one priority” (Hudson, 2000, p. 367). Women are also more influenced by their evaluation of
the personal interaction process and take a much greater part in the purchasing activity
(Bryant & Jaesung, 1996) and decision making, as will be shown in the later analysis sections.
However, this is not congruent with findings by Bronner and de Hoog (2008, p. 977),who
indicated “decision making is very much a joint decision, in which family members discuss,
seek out information to use in the discussion, employ disagreement-resolution strategies and
come finally to a joint choice”. In general, however, and in the results of this thesis, women
have been found to be more satisfied than men across a range of product and service
categories (Bryant & Jaesung, 1996; Mittal & Kamakura, 2001).
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Age is another expected moderator variable, and there are several reasons attributed with this.
One is that customer needs change with age, hence there is a variation between what older
customers see as important compared to those things the younger customers’ value. In
addition, older customers have more consumption experience, which may affect how they
compare like attributes i.e. they may have different standards for comparing like with like
(Holbrook & Schindler, 1996; Moschis, 1984). Age was a demographic used by Hsu (2000)
in their study of motor coach tourists, along with, gender, retirement status, marital status,
education, income, perception of health, and perceived income.

Income is an important moderator variable (Dolnicar and Leisch, 2004) because some tourist
segments differ in their income. Income is particularly pertinent to snowsports resorts’
“because such destinations are characterised by high marginal cost, frequent visitors would
have a high disposable income in order to take vacations there” (Tsiotsou, 2006, p. 18).
Richards (1996), in his study of UK tourists, found the choice of the destination was affected
by the price of the product. However, one of the limitations placed on the research for this
thesis by the resort studied, was that the question of income could not be asked. The ERASS
studies (Australian Sports Commission, 2001-2010) provide access to information on income
levels. However, the addition of income would be an ideal supplement to a future version of
this study, in order to appropriately match income with the selected attributes that are
important to the guests.

Garbarino and Johnson (1999), in their research on theatre ticket buyers, showed that the
importance of satisfaction, trust and commitment, as predictors of future intentions, may also
vary depending upon the nature of the relationship (individual ticket buyers vs. multiple ticket
buyers). This was supported by Petrick (2004), who studied the differences in the antecedents
of repurchase intentions for first timers and repeaters on cruise ship holidays. This concept is
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also investigated in this thesis, in terms of the variety of ticket options made available to
guests in snowsports resorts and the number of previous visits.

It has also been noted that when consumption occurs over a period of time, attribute
importance can shift (Mittal, Kumar, & Tsiros, 1999). As such one may assume that one day
or first timer visitors to snowsports resorts have different priorities to those of repeat
customers of the resort (including season pass holders). Oppermann (1997) has also suggested
it is important to understand the differences between first time and repeat visitors to provide
destination management with more specific direction. Fakeye & Crompton (1991) revealed in
their study of first-time, and repeat long-stay winter visitors to the lower Rio Grande Valley in
Texas that first time visitors are more likely to be younger, less likely to visit family and
friends, and more likely to have more complex and differentiated images of a destination than
repeat visitors.

Additionally, product and destination related factors can moderate the relationship between
satisfaction of the attributes and overall customer satisfaction. In the case of ski areas, Matzler
et al. (2008) identified central characteristics of landscape, altitude, steepness, length of slopes
and required skill levels (e.g. easy, more or most difficult) as having significance. In earlier
studies it has been shown that the choice of a ski area appears to be linked to the guest’s skill
level, and that advanced skiers select their ski area on the basis of ski-related factors such as
more challenging terrain and greater terrain diversity (Richards, 1996).

Researchers, such as Lehto et al., (2002), have also acknowledged that demographic and
socio-economic attributes alone are not enough in understanding vacation destination choices.
They argue that people with the same demographics may choose different destinations that
focus on psychological factors (the thoughts, feelings, attitudes and other characteristics of an
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individual that influence his or her behaviour) and their contribution to destination choice may
be more revealing. Adding psychological factors may assist in determining whether people
will travel to a destination, how they get there, what they do once there (Lehto et al., 2002)
and whether they are likely to revisit in the future.

It has thus been argued (Lehto et al., 2002), that psychographic variables (which include
personality, values, attitudes, interests, or lifestyles), are more predictive and can be used to
support tourism decisions such as the development of the destination and development of
supporting

services,

product

positioning,

advertising,

promotions

and

packaging.

“Psychographics seeks to describe the human characteristics of consumers that may have a
bearing on their responses to products packaging and advertising” (Lehto et al., 2002, p. 110).

The studies reviewed have highlighted the importance of moderating factors which can
strongly influence the importance of single determinants of satisfaction i.e. single attributes.
“In order to make the best use of organisational resources it has been suggested that tourism
providers concentrate their marketing efforts on specific groups” (Petrick, 2002, p. 333).
According to Kotler, Bowen and Mankens (1996), market segments must be measurable,
substantial, actionable, and accessible if they are to be successfully utilised by management.
Further it is “believed that if loyalty and attachment are antecedents to behaviour” then a more
“applicable type of segmentation for managers is one that uses actual behaviour” (Petrick,
2002, p. 333).

Experience Use History (EUH) is a tool that has been shown to use actual behaviour and
Kotler et al.’s (1996) four required determinants. This was defined by Virden (1992) as an
accumulation of one’s life experiences with a particular recreational activity and goes
“beyond simply asking what is the ‘level of participation’. EUH segments users by frequency
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of participation, type of participation and place of participation, specifically categorizing
participants into homogeneous segments” (Petrick, 2002, p. 334). EUH is utilised in this
research and includes some of the items referred to as Personal and Situation specific
attributes.

It is suggested by Petrick (2002) that segmenting recreation client groups by experience level
can be a useful method of increasing the effectiveness of current market planning. There is a
body of research that identifies differences in the types of experiences and settings sought by
novice versus experienced leisure seekers and recreationsists (e.g. Boon, 1984; Jacobsen et
al., 2009; Petrick, 2002; Petrick, Backman, Bixler, & Norman, 2001; Richards, 1996;
Schreyer, Lime, & Williams, 1984; Williams, Schreyer, & Knopf, 1990). However, “many
leisure service providers fail to consider the importance of EUH of the consumer” (Petrick,
2002, p. 333).

In Schreyer and Beaulieu’s (1986, p. 234) study of river users, respondents with “varying
levels of experience and commitment did not appear to differ significantly in the types of
attributes they feel are important in selecting their wild land recreation environment”. What
was different was the way the respondents structured the information about the various
attributes. The more experienced “were likely to be more specific about the attributes they
identified” (Petrick, 2002, p. 334). The suggestion from these results is that such visitors are
more likely to be persuaded to revisit with specific attribute related marketing messages. In
order to have an impact, the informational attributes being supplied by the marketers need to
match the resort/experience attributes identified as important by the guest.

This is dissimilar to the findings in Jacobsen, Denstadli and Rideng’s (2009) study of
snowsports holiday makers in Norway, who identified that with increasing experience there
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comes a need to seek out more challenging experiences. Yet Jacobsen et al. (2004) also
suggested that the use of information should be specific to the intended group. Part of this
study will look for differences in importance, and satisfaction and intent to revisit between the
various self rated skills levels of the participants, and the number of previous snow holidays
undertaken.

Tsiotsou (2006), in her study of two Greek ski resorts, Pigadia and Vora-Kaimaktsalan, also
identified Bettman and Parks’ (1980) research showing that prior experience with a product
has been related to information processing and product evaluation. In this she discussed
research where ”consumers with the most experience use brand processing whereas
consumers with less experience use attribute based processing” (Tsiotsou, 2006, p. 18).
Tsiotsou (2006) also found, similar to Lehto, O'Leary, & Morrison (2004), that prior
experience is an important factor in participation expenditure patterns and destination choice,
as well as being “a good predictor of participation frequency and location” (Tsiotsou , 2006,
p. 19). This is supported by Cooil, Keiningham, Aksoy, and Hsu (2007), who identified that
customer characteristics comprise both demographic and situational factors (EUH), and
argued that it is important to investigate both types since they each influence customer
satisfaction.

Clark and Maher (2007) studied situational characteristics in the context of loyalty factors in a
ski resort. They also included skier ability level and number of visits, as well as demographic
variables such as age, gender, marital status and socio-economic status that were specific to
the customer. Jacobsen et al. (2009), similarly identified that a snowsports holiday maker’s
skill level “can have considerable influence on how they organise their holiday” (p. 606). This
ranges from the search for, through to the use of the destinations products. Jacobsen et al.’s
(2009), study of self-drive international visitors (from the surrounding countries) to Norway’s
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snowsports resorts, concurred with Petrick and Backman (2002) in that experienced visitors
tend to have a “more analytic, attribute based impression” (Jacobsen et al., 2009, p. 607) of
the destination. This differed from first timers and beginners who tend to have a more holistic
impression (similar to Echtner & Ritchie, 1991).

Therefore, a number of studies have clearly demonstrated that advanced (snowsports)
participants will differ from those of beginner standards in the attributes they choose as being
important in the snowsports holiday decision making. Petrick and Backman’s (2002a) golfers,
Oppermann’s (2000) study of New Zealand tourists and Yuksel’s (2001) study of tourists in
Turkey), similar to Richards (1996), argued that advanced skiers would emphasise mainly the
destination and facility attributes, whereas those with a lower skill level would put more
emphasis on price attributes. Jacobsen et al. (2009) do not fully agree with this. They
suggested advanced skiers and snowboarders will “put more weight on facility and ski
attributes” (Jacobsen et al., 2009, p. 611) especially variety of runs, grooming etc. but do not
agree that intermediate skiers put more value on price attributes.

This study will look at EUH in terms of the number of times such a holiday had been
undertaken, the length of stay and the level of expertise (advanced, intermediate, beginner).
This is not as detailed as the six EUH segments used for golfers in the study of Petrick,
Backman, Bixler and Norman (2001) (see Table 12). The degree to which snowsports users
can be segmented into a similar six category typology and the potential value of this on the
snowsports industry is something for future research to determine.

Page 88

Table 12: End User Segments, Petrick, Backman, Bixler and Norman (2001)
1.
2.
3.
4.
5.

Infrequent (low experience on few courses)
Loyal infrequent (low experience but a majority on the study course)
Collectors (played on many course but will little experience on any one)
Locals (high experience on the study course)
Visitors (high total experience but little experience on any one course)
6. Veterans (high total experience on any one course)

Additionally in a tourism context, Chang (2008) and Tsang (2007) found that tourist
perceptions of a destination can vary according to the guests’ culture and country of origin,
adding to the justification of the contribution of this study into Australian snowsports guests.
Matzler et al. (2008) added the differences in lifestyle segments on importance of attributes of
ski areas in Austria, as well as the effect of nationality. In addition, Faullant et al. (2008, p.
174) suggested that future research should investigate “moderators of the relationships”, such
as travel purpose and Chang (2008) proposed that effects of culture should be added as culture
has “an impact on the perception of service quality, problem attribution and perceived equity”
(Chang, 2008, p. 129). As an example in Changs’s (2008) study, dissatisfaction with specific
attributes by Taiwanese tourists, did not result in dissatisfaction with the entire tour and
suggested similar to Tsang (2007) attributes important to Asians may be completely different
than those sought by Europeans. Similarly the attributes desired by Australians in a
snowsports destination may vary from those found to be important in European and North
American snowsports studies.

3.10.1 Segmentation Summary

Travellers differ in many important ways, apart from just demographics. The targeting of any
market segment “characterised by expectations or preferences that mirror the destinations
strengths leads to a competitive advantage” (Dolnicar, 2002, p. 2). Understanding these
differences may have a considerable impact on tourism marketing and planning (Lehto et al.,
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2002). There is, therefore, a practical value in examining the influence of personal, situation
specific and product related characteristics on travellers’ destination decision making
processes, specifically travel philosophies, desired travel benefits, destination attribute
preferences, and revisitation likelihood.

As mentioned in Section 2.5, because snowsports’ tourism is very important to the regional
economies of South East Australia (Mules et al., 2005; National Institute of Economic and
Industry Research, 2006; National Institute of Economic and Industry Research, 2012) it is
desirable to study and understand both this market and the snowsport resort customers.
However, according to Tsiotsou (2006, p. 16) “tourists do not respond homogeneously to
marketing activities”. Managers therefore “cannot treat customers the same and expect to
obtain similar satisfaction evaluations” (Anderson et al., 2008, p. 378) and companies who do
more research and segmentation may benefit in four ways (Tsiotsou, 2006, p16);
1. marketing becomes more targeted
2. more effective marketing mixes can be developed allowing greater satisfaction with
the needs of specific segments
3. product differentiation is facilitated, and
4. easier identification of market opportunities and threats is provided for.

A major objective of this thesis is to facilitate a better understanding of the snowsports
segments in Australia and identify the attributes important to each group, specifically those
which influence loyalty (reviewed in the next section). This is achieved by following the work
of Anderson et al. (2008), Matzler et al. (2008) and Tsiotsou (2006), to segment snowsports
resort customers by
1. personal (demographic) characteristics, e.g. gender,
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2. situation specific characteristics (EUH), e.g. visit frequency, experience level, one day
vs. repeat visitors etc. and
3. product/destination related factors, e.g. amount of snowmaking and après facilities,
accommodation, level of difficulty of runs etc.

3.11 Loyalty

Loyalty is a deeply held commitment to re-buy or re-patronise a
preferred product or service consistently in the future…despite
situational influences and marketing efforts having the potential to
cause switching behaviour (Oliver, 1999, p. 34).

Research undertaken by Alexandris, Kouthouris, Funk, & Chatzigianni (2008), Alexandris,
Kouthouris, & Meligdis, (2006) and Williams & Lattey, (1994) has found that snowsports
visitor loyalty is a function of the perceived importance that an individual places on
snowsports’ intangible attributes. Examples are that it is a pleasurable experience, and an
opportunity to spend time with friends and significant others. Findings by Alexandris et al.
(2008) highlight the role of attraction and centrality in developing skiing loyalty. Centrality
refers to the role an activity holds in an individual’s life, in relation to their social
environment, and how the participation in a specific activity is viewed by others (Iwasaki &
Havitz, 2004). Attraction relates to the feelings of pleasure, fun and excitement that an
individual experiences from participating in an activity (McIntryre & Pigram, 1992).
According to Alexandris et al. (2008), if revisitation is a desired outcome with loyalty
developed to facilitate this, snowsports resort managers should develop strategies designed to
facilitate attraction and centrality dimensions.
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The role of experience in tourism, as mentioned in the previous section, has been well
documented and thought to be influenced heavily by consumers’ knowledge or familiarity of
the resorts’ attributes (Tsiotsou, 2006). Collecting information on skiing, reading snowsports
related books and magazines, watching snowsports DVD’s and playing snowsports computer
games, are all simple indicators of centrality in an individual’s everyday life. Involvement in
blogs and other conversations about snowsports and related issues are also examples.
“Educating resort visitors on a variety of issues related to snowsports, natural environment
and outdoor life could enhance centrality” (Alexandris et al., 2008, p. 258). To assist this,
“resort managers could communicate information about the resort, its facilities and activities,
in the forms of leaflets, seminars, teaching sessions and exhibitions, email newsletters,
Facebook pages and twitter posts with weather forecast, road information, ski slope
conditions and the identification of cultural and sport event dates” (Kouthouris, 2009a, p. 14).

Another way of developing the centrality dimension to develop loyalty is to promote group
snowsports participation amongst friends and partners (Kouthouris, 2009a). Tsiotsou (2006)
proposed that experiences have a hedonic element related to aesthetic aspects of the product.
These include the actual activity of snowsports itself as well as entertainment. Investing in the
service capability, elements of the resorts’ service and entertainment quality can also improve
visitors’ experiences (Tsiotsou, 2006). Such “investment programs should focus on
investments of intangible and particularistic (degree to which the value of the attributes
depends on who gives it) attributes” (Morais, Dorsch, & Backman, 2004, p. 241). These
investments will result in a “desire for retribution by the customers” (Morais et al., 2004, p.
241). As explained by Dorsch (1996), the tourism provider and the customer will begin to
accumulate equity as they invest in “status and information” (centrality) (Morais et al., 2004,
p. 241) and will feel compelled to protect their investment. Some intangible and particularistic
attributes that would go towards meeting this, include the sharing of information, personalised
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attention by staff, information newsletters, iPhone apps and Facebook interactions. Rusbult’s
(1980) Investment Model adds to this concept by maintaining that a customers’ commitment
to a destination, (their loyalty), is strengthened by the level of satisfaction that the customer
derives from the relationship. This is fuelled by their investments in the relationship, and
weakened by the quality of alternatives to the relationship (Li & Petrick, 2008).

The implication of this, mentioned by Li and Petrick (2008) in their study of cruise
passengers, is that investment size (both switching costs and sunk costs) is an important
predictor of loyalty. They suggested that managers should attempt to ‘tangibilise’ customer
investments through a variety of different means such as customer clubs, database marketing
techniques, and service upgrades. Most importantly, they stressed the concept of the quality of
the alternatives and suggested destinations be “innovative and offering unique experiences”
(Li & Petrick, 2008, p. 32). A destination should provide, where possible, benefits not
substitutable by others, or improve “performance on specific service attributes” (Li & Petrick,
2008, p. 32) such as food and entertainment. Li and Petrick (2008) reminded managers to be
aware that the quality of alternatives may go beyond their current products. Current
competitors (in the case of ski resorts), may not only be competing against other ski resorts
but a much wider range of alternative destinations and products. This can include 3D TV’s
and Nintendo, PlayStation, overseas holidays, rising mortgage levels, children’s future study
needs and more. All of these are competitors for potential visitor’s disposable income (Steidl,
2010).
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3.11.1 Loyalty and Repeat visitation

A variable that has been shown to be related to purchase intentions
and repeat purchase behaviour is consumer satisfaction
(Petrick & Backman, 2002b, p. 252).

Repeat visitation is mainly viewed within the theoretical context of destination loyalty
(Alegre & Cladera, 2006). As previously suggested, there is much literature on the subject of
loyalty in consumer behaviour, as well as the analysis of the factors that determine revisitation
to a destination (e.g. Alegre & Cladera, 2006; Baker & Crompton, 2000; Bigne et al., 2001;
Fakeye & Crompton, 1991; Mazanec, Wober, & Zins, 2007; Oppermann, 2000).

A tourist’s characteristics, perception of the destination’s quality, satisfaction level, and
destination image, all play an important part in future revisit decisions. Alegre and Cladera
(2006), in their study of the attributes of sand and beach holidays, showed that “suitable
quality levels must be offered for what … holiday makers regard to be the basic components
of a holiday product. Consequently management strategies … must focus on guaranteeing the
quality of essential (and controllable) aspects of a holiday setting” (Alegre & Cladera, 2006,
p. 296). Their study focussed on the attributes of spring breaks, but is no less topical for a
winter snowsports holiday. Allegre and Cladera (1998) stated that “the key to rejuvenation of
mature sun and sand destinations” (and the context of this study, the mature snowsports
holiday) “lies in updating products by taking into account the new demands of today’s tourists
but without replacing the essential components of this kind of holiday product” (Alegre &
Cladera, 2006, p. 296). This multivariate customer loyalty has been defined as a “deeply held
commitment to re-buy or re-patronise a preferred product or service consistently in the future,
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despite situational influences and others marketing efforts having the potential to cause
switching behaviour” (Sivadas & Baker-Prewitt, 2000).

Petrick and Backman (2002b) identified numerous studies (Table 13) that have examined the
relationship between tourists’ satisfaction levels and their intentions to revisit a destination or
repurchase a tourism product. The “underlying assumption of these studies is that if an
experience has a positive effect on an individual, he or she is more likely to repeat the activity
enjoyed” (Petrick & Backman, 2002b, p. 252). Repeat visitors “are more likely to purchase a
product or service in the future than first time visitors” (Petrick, 2004, p. 29).

Repeat purchases have been accepted as one of the most important subjects in contemporary
marketing. In numerous studies the benefits of repeat purchase are often noted (e.g. Jang &
Feng, 2007; Reichheld & Sasser, 1990; Shoemaker & Lewis, 1999). These benefits include:

1. Attracting previous customers is more cost effective than gaining new ones
2. 5% increase in customer retention could increase profit by 25%-85% and
3. Customer retention tends to yield positive word of mouth referrals (Jang & Feng, 2007,
p. 580).

Repeat visitors are desirable because they require less persuasion to make a future purchase
than do first time visitors. Reid and Reid (1993) reported that repeat visitors are more than
just a stable source of income, they act also as information conduits “that link networks of
friends and relatives and other potential travellers to a destination” (Reid & Reid, 1993, p. 3).
Thus, repeat visitors are important as they provide “free advertising (word of mouth) and are
less expensive to maintain” (Petrick, 2002, p. 335).
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The assumption that retained customers bring financial benefits to a company is based on the
premises (Payne, Christopher, Clark, & Peck, 1995) that,
·

repeated buying leads to increased buying,

·

marketing costs are amortised over a longer period,

·

that repeat customers cost less to service,

·

repeat customers lead to positive referrals, and

·

repeat customers are prepared in the long run to pay a premium.
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Table 13: Examples of research into repeat visitation
Author

Title

Gitelson & Crompton, (1984)

Insights into the repeat Vacation Phenomena

Fakeye & Crompton, (1991)

Image Differences between Prospective, First Time and
Repeat Visitors to the Lower Rio Grande Valley

Reid & Reid, (1993)

Communicating tourism supplier services: Building
repeat visitor relationships

Alegre & Cladera, (2006)

Repeat Visitation in Mature Sun and Sand Holiday
Destinations

Oppermann, (1998)

Destination Threshold Potential and the Law of Repeat
Visitation

Baker & Crompton, (2000)

Quality, satisfaction and behavioural intention

Oppermann, (2000)

Tourism Destination Loyalty

Bigne Sanchez and Sanchez, Tourism image, evaluation variables and after purchase
(2001)

behaviour: inter-relationship

Petrick, (2004)

First Timers and Repeaters perceived Value

Lau & McKercher, (2004)

Exploration Versus Acquisition: A Comparison of FirstTime and Repeat Visitors

McKercher & Wong, (2004)

Understanding Tourism Behaviour: Examining the
Combined Effects of Prior Visitation History and
Destination Status

Mazanec, Wober and Zins, Tourism Destination Competitiveness: From Definition
(2007)

to Explanation?

Clark & Maher, (2007)

If you have their minds, will their bodies follow? Factors
effecting customer loyalty in a ski resort setting

Huang and Hsu, (2009)

Effects of Travel Motivation, Past Experience, Perceived
Constraint, and Attitude on Revisit Intention

Oppermann (1999), highlights that whilst first timers are homogeneous, in the sense that they
have never visited before, a repeat visitor varies from someone who has visited once, many
times, many years ago or only last year. Oppermann (1999) has also suggested a typology of
seven different types of consumers of tourism products. This allows marketing efforts to be
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maximised, as each of the typologies have a different likelihood of visiting in the future. The
categories in the typology are described below.
1. Non Purchasers - a worthwhile group to target but can consist of many
sub groups, depending upon the reason why they have not visited,
(unaware of the destination; may not be able to afford it; or have an
unfavourable perception of it).
2. Disillusioned - one time visitors who did not have a satisfactory
experience, and will never return.
3. Unstable - people who are always visiting different destinations for the
novelty and new experience. Even if their experience has been very
positive they will not return. But if they can be identified as never
having visited they are worth targeting as they often are the opinion
leaders within their circle of friends.
4. Disloyal - those that have a lesser desire for novelty than the unstable
group and may return in the future, but the longer the time between
their visits the less likely this will occur.
5. Somewhat loyal - a good group to target for future visits as they have
already visited on at least two occasions.
6.

Loyal - will return every few years, but wants to try other destinations.

7. Very loyal - are regulars and need no influencing.

In the snowsports literature, users are often broken into similar categories with different
names, such as the never-ever, first-time, lapsed, beginner, intermediate and advanced (e.g.
Godfrey, 1999; Matzler et al., 2008; Ormiston et al., 1998; Steidl, 2010). These typologies are
determined by both frequency of visit and ability (skill) level. Whereas Oppermann’s (1999)
typology is based on frequency of visit and novelty seeking, there is opportunity to utilize this
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break-up of the market and analyse the results by similarly segmenting customers as
discussed in Section 3.9. This process is to be undertaken for this thesis. By identifying the
characteristics associated with the different categories it allows the focusing of management,
marketing efforts, and resources, to where they are most applicable without wasting resources.
For example, spending too much on the ‘unstable group’, when they have revisited, may be a
waste of resources as they are subject to switching behaviour and will be more likely to move
on regardless of any efforts directed towards them.

Given the “differences between first timers and repeat visitors, we must delve deeper into
what is the real cause of these differences”, (Opperman 1997, pp. 179-180). Destination
managers, who wish to both retain and attract visitors, must understand the differences and
the “causal antecedents of both perceived value and repurchase intentions.” (Petrick, 2004, p.
29). To this end, a study of how visitation history affects the snowsports guests’ attribute
satisfaction and intentions to repurchase, may provide insight in to how to make services
more accessible and how current participants can be maintained. This will be further
discussed in the chapter on data analysis.

Policy makers need to know what determines repeat visits to tourist attractions. It is worth
noting that the gap between expectation and performance perception is not only a measure of
service quality, but is in itself a determinant of future visit decisions (Ryan & Cessford,
2003). In the research on the interrelationship between quality, satisfaction and behavioural
intentions (Baker & Crompton, 2000; Dube, Enz, Reneghan, & Siguaw, 1999) it is held that
successful firms are set apart by their ability to exceed fair market share, deliver more value to
the customer and produce that value at a lower cost.
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According to the conventional customer-profitability model, the financial impact of a decision
to dis-adopt, is the lost profit from potential product upgrades, lift tickets, lessons,
accessories, food and beverage sales that a person might buy in the future. Such an approach
significantly underestimates the customers’ value to the business. Had the customer continued
to use the resort, they could have influenced other potential guests (recommendation) to
switch from their current resort or alternate holiday destination to the customer’s ski
destination (Hogan & Lemon, 2003). By having a focus only on the direct effects associated
with profits from a customer’s future purchases, the indirect effects of future sales from the
customers’ word of mouth, imitation and other social effects (Hogan & Lemon, 2003; Kumar,
2004) are overlooked. These are referred to as a customer’s engagement value (CEV) (Gupta
et al., 2006; Kumar et al., 2010). Kumar et al’s. (2010, p. 297) CEV includes the four
components of;
1. customer lifetime value (the customer’s purchase behaviour),
2. customer referral value (as it relates to incentivised referral of new
customers),
3. customer influencer value (includes the customer’s behaviour to
influence other customers; that is increasing acquisition, retention, and
share of wallet through word of mouth, and
4. customer knowledge value (the value added to the firm by feedback
from the customer).
Failure to include these social effects could lead to misallocation of scarce marketing
resources.

It is also important to distinguish between dis-adoption and defection (Hogan & Lemon,
2003), with the latter being when a customer leaves the product category altogether.
According to Hogan and Lemon (2003, p. 201), “the earlier a customer dis-adopts the more
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money the company loses”. The affect of dis-adoption is greater earlier in the company life
cycle, where there are only a few customers (adopters), than later when the business has a
larger pool of customers to influence future adopters. When consumers are disaffected
however, the social effects (the CEV), can be that they influence potential adopters not to
purchase, through the spread of negative word of mouth. Again the earlier in the product life
cycle this occurs the greater the effect of a lost customer is to the firm.

Reichheld (1996) suggested that the average (lifetime) value of a customer increases over
time. He believes that loyal customers are worth more to the business due to factors such as
the ability to cross sell, lower service costs with time, and their lower price elasticity
(Reichheld & Sasser, 1990). According to Hogan and Lemon (2003), the long term value of a
customer may also go down when indirect social effects are also added to the equation. “It is
argued that increasing retention rates secure future revenues and reduce the cost of future
customer transactions” (Faullant et al., 2008, p. 163). However, high numbers of repeat
visitors might also be a reflection of a destination’s lack of appeal and inability to attract new
visitors. Or it may reflect a strong sense of loyalty to the destination, indicating that it satisfies
tourists’ expectations (Alegre & Cladera, 2006). In the studies that have examined the
relationship between tourists’ satisfaction levels and their intentions to revisit or repurchase
(e.g. Barsky, 1992; Barsky & Labagh, 1992; Dube, Reneghan, & Miller, 1994; Petrick &
Backman, 2002b) a recurring theme, is that “if an experience has a positive effect on an
individual, he or she is more likely to repeat the activity enjoyed” (Petrick & Backman,
2002b, p. 252). Therefore, if managers know which and how the attributes of a product or
service affect consumers satisfaction, the challenge of planning for future consumers “may be
limited almost exclusively to adapting current products and services to match the current
customer satisfaction forecast” (Petrick & Backman, 2002b, p. 252).
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Objective 4 of this study is to determine whether there is a relationship between the guests
overall satisfaction and their intention to revisit the Australian snowsports resort. It is also an
objective to identify if there are variations to be found amongst different market segments,
and whether these are significant enough to be considered in both management and marketing
actions.

In reviewing the literature, three further areas require mentioning. One is the relationship
between brand and loyalty, and the other two are means-end analysis and ImportanceSatisfaction/Performance Analysis (ISA/IPA). It is not the intent of this research to undertake
a means-end analysis. However, during the discussion groups that formed part of the study
method, the participants themselves offered up personal values that were deep in personal
meaning. These concepts were similar to what the outcomes could be, should a means-end
analysis be undertaken. These were desirable outcomes that the participants wanted fulfilled
and as such were amongst the intangible, particularistic and expressive attributes and benefits
mentioned earlier in this paper. As such, the means-end analysis is worthy of mention here
and again in Section 3.11. ISA, however, is an important part of this study, being “a tool that
can provide management the best path forward to increased overall satisfaction” (Anderson et
al., 2008, p. 378) in a manner that can be readily put into action and a format more easily
understood by snowsports management.
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3.11.2 Loyalty, Image, and Recommendation

Image and brand are considered as interrelated concepts. Image is an important building block
in developing destination brands, and brand image is defined as the set of beliefs that
consumers hold about a particular brand (Jensen & Korneliussen, 2002).

As with many destinations and industries, the intention to repurchase, is a critical objective of
snowsports resort marketing (Section 3.10.1), because it may reflect brand loyalty and
encourage word of mouth (WOM) or other recommendation as shown in Figure 15
(Anderson, 1998). Mansfield (1992) identified that WOM recommendation has a significant
bearing on travellers’ destination choice stages and a strong effect on first time visit intention.
This is supported by studies showing that the majority of snowsports guests received their
information and incentive to travel from friends and relatives and only a minority from other
media (ASAA, 2007; Klenosky & Gitelson, 1998; Steidl, 2010). Recommendation, and its
effects on future sales, is particularly important in the service industry. Services are quite
difficult for customers to evaluate in advance of the purchasing experience, particularly for
the first time tourist, and service quality directly affects their actual experiences (Tasci &
Kozac, 2006).

As Figure 15 illustrates, a brand name, the destination itself and its attributes will all influence
the level of satisfaction and loyalty felt by visitors, thus influencing repeat visitation through
the provision of ongoing positive experiences. Hankinson (2004) viewed destination brands as
a relationship, between the destination image and the visitor’s self-image, where consumers’
needs and the brand’s symbolic values and functional attributes match. Therefore, destination
brand loyalty refers to the ability of a destination to provide visitors with an experience that
corresponds to their needs and matches the image that they hold of the destination itself
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(Joppe, Martin, & Waalen, 2001). This is achieved by providing or delivering on those
attributes the visitor deems to be important.

Word of mouth
promotion

New
Customers

Yes

Attributes/Brand
Name

Customer
Satisfaction

Yes

Loyalty

Yes

Interntion to
revisit

No
Yes

Loss of
Customer

Figure 15: Word of Mouth (or other) recommendation adapted from Anderson (1998)

Considered vital to acquiring and enhancing a strategic market position, destination branding
of a snowsports area, or other tourism destination is about making an emotional link between
the destination and the market being targeted (Williams, Gill, & Chura, 2004). Destination
branding involves capturing a market position that appeals to snowsports visitors by
identifying, simplifying, and focussing on the core values and attributes that are unique and
appealing, at the destination (Williams et al., 2004).

Morgan, Pritchard, and Piggott (2002), in their study on the branding of New Zealand, added
an intangible element to the debate. They put forward that that strong destination brands are
rich in emotional meaning, provide great conversation value and have high anticipation for
potential visitors. Thus destination image can be influenced by several factors, including
destination attributes, promotional information from the destination itself, external sources
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media and WOM. The success of any destination image would then be how well the fit
between the projected image and the perceived image is received. The closer the fit, the
greater the degree of satisfaction upon visitation. Expressed in another way, the higher a
brand’s position in a consumer’s mind, the higher the intent to repurchase (Wilson, 1981), the
greater the willingness to recommend the resort to others and possibly the greater the loyalty
to the destination (Objective 7).

3.12 Means-End Theory

Means-end theory, and the associated technique laddering, has been widely used to study
decision-making in tourism and service settings (Rosen, 2001; Gutman and Haley, 1982;
1997; Nunkoo and Ramkisoon, 2009; Pike, 2007; and Matilla, 1999). Similarly, Klenosky
(1993) used means-end theory to gain a better understanding of the factors used in selecting a
snowsports destination.

“In research the means-end approach is used to examine the factors involved in selecting
amongst alternative vacation destinations. More specifically, the approach is used to identify
the ‘pull’ attributes that attract travellers to a particular destination and examine the links
between these destination attributes and the higher motivational forces” (Klenosky, 2002, p.
385). With the ever increasing array of tourism products, there is a need to have a greater
understanding “of the factors which affect a tourist destination or product choice” (Godfrey,
1999, p. 18). As previously mentioned, “no one factor has been shown to act in isolation,
ascendant or relevant to all types of holidays and their markets” (Godfrey, 1999, p. 19).

Means-end theory is based on the idea that products, and the attributes they possess, represent
the means by which consumers obtain important consequences or benefits and reinforce
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important personal values or ends (Gutman, 1982). The ‘ends’ represent the higher-level
motivational attributes, forces or personal values important to the individual traveller. The
‘means’ are the pull attributes of a destination (Klenosky, 2002). Ends are related to the needs
and wants of the traveller (e.g. desire to escape, need for relaxation, get away from a stressful
job, spend time with the children, and experience nature). Means have been characterised in
terms of the features of the attraction, or the attributes of the destination itself, such as ski
lifts, steepness of slopes, on-hill restaurants, car parking facilities, snow making facilities, and
friendliness of staff.

“Means-end theory is based on the view that product features or attributes themselves have no
inherent meaning to consumers. Rather they gain their importance through the consequences
they are perceived to provide (or help one avoid)” (Klenosky, 2002, p. 388; Olsen, 1998).
Similarly, consequences obtain their importance from the personal values that they help the
consumer reinforce through their purchase and consumption behaviour.

Taken together, this sequence from attributes to consequences and on to values represents a
‘means–end’ chain of related meanings that can be used to help explain how products obtain
their meaning or relevance to consumers (Gutman, 1982). This theory, which has been
applied in a snowsport context, provides a framework for relating the attributes of tourism
products to the important factors that motivate and influence tourist decision making and
travel behaviour (Klenosky et al., 1993).

Klenosky et al. (1993) studied 90 skiers attending a ski show in Ottawa, Canada. They
identified 6 clusters of 13 attributes (Table 14) that can assist “snowsports marketers in
segmenting the market and positioning their product and for researchers to better understand
how descriptions of destinations influence choice” (Dickson & Faulks, 2007, p. 9).
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Table 14: Clusters and associated attributes. Adapted from Klenosky et al. (1993)
Cluster
Challenge

Attributes
Hills and Trails
Difficulty

Snow Conditions and
Grooming
Social Atmosphere

Grooming
Snow Conditions
Friendly people
Entertainment
Close to home
Crowding
Ski Packages
Lodging
Resort services
Familiarity
Local Character

Convenience and
maximum participation
Broader experience

Novelty

Consequences
Ski variety
Choice
Challenging
Nil

Personal values
Achievement
Fun and excitement

Social Atmosphere

Belonging

Save time
Ski more
Save money

Nil

Nil

Nil

Safety

Nil

Klenosky et al. (1998) argued in favour of using the means-end approach as an initial step in
the survey research process. They suggested that a series of (laddering) interviews (Gutman
& Reynolds, 1998) be conducted to identify the less obvious or unique factors consequences,
benefits and values (i.e. the attributes) relevant to the particular research. In this study
(detailed in Chapter 5), unstructured discussion groups with experienced snowsports
enthusiasts was undertaken, asking them to discuss what is important to them and what
influences their level of satisfaction and desire to return to a particular resort. From these
were elicited both the tangible attributes (means, pull factors) and the intangible motives and
desired benefits behind the choice of a particular snowsports destination.

The research by Klenosky (2002) provides interesting evidence that single pull factors can
serve different and possibly multiple ends for travellers (Figure 11, Section 3.4.1). Besides
the implications for developing segmentation, positioning and promotional strategies,
Klenosky’s (2002) results suggested that the pull of a particular destination feature or
attribute can be driven by multiple motivational forces. In addition to shedding light on the
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destination attributes, Klenosky’s (2002) study provides useful information about the
consequences associated with these attributes.

It is for future research to take each of the tangible attributes identified in this thesis and seek
the values associated with them. In doing so the loop closes from identifying what attributes
are important to the guest, through to the values the guest associates with these. Thus
providing even better information to the resort marketers in developing advertising themes
and targeting particular mindsets.

3.13 Importance-Satisfaction Analysis (ISA)

Pre-dating ISA, the Importance Performance Analysis (IPA) was introduced by Martilla and
James (1977) as an “analytical tool to capture drivers of customer satisfaction” (Tafesse,
Korneliussen, & Skallerud, 2010, p. 318). It was designed as a means to gain insight into
which products and/or services a company should devote more attention to, and those that
required less investment of time and resources.

Importance Performance Analysis identifies “strengths and weaknesses of brands, brand
products and services … by comparing the two criteria that consumers use in making a
choice: the relative importance of attributes and the consumers evaluation of the offering in
terms of those attributes” (Kitcharoen, 2004, p. 21). Importance represents the relative value
of the attributes in question and the greater the importance score, the more critical the
attribute is in determining the customers’ satisfaction (Kitcharoen, 2004). Thus IPA may be
an important management tool when it comes to identifying and directing resources to where
they will have the greater effect on customer service levels.
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Despite some “researchers having made various attempts to modify or develop the technique”
(Hudson & Shephard, 1998, p. 63), since its inception the IPA has been used in a variety of
studies and has been applied as a measure of customer satisfaction across a wide range of
fields. This has included service quality (Matzler, Bailom, Hinterhuber, Renzl & Pichler,
2004), information systems (Skok, Kophamel, & Richardson, 2001), hospitality (Deng, Kuo
and Chen, 2008), and health care (Abalo, Varela, & Manzano, 2007). It has also been used in
tourism and hospitality across a range of contexts including conventions, tours (Duke &
Persia, 1996), and studies of national parks (Dickson, 2008). In addition to these have been
many studies across a variety of industries, examples of which are shown in Table 15.

Table 15: IPA/ISA Areas of Study
Author(s)

Area of Investigation

Martilla & James (1977)

Automobile Industry

Crompton & Duray (1985)

An investigation of the relative efficacy of four
alternate approaches to importanceperformance analysis

Guadagnolo (1985)

The IPA as an evaluation and marketing tool.

Dolinsky & Caputo (1991)

Health Services and Systems

Uysal, Howard, & Jamrozy (1991)

Ski Resorts

Hollenhorst, Olsen, & Fortney (1992)

State park cabins: The case of the West
Virginia state park system

Hammitt, Bixler, & Noe (1996)

Going beyond importance-performance
analysis to analyse the observance-influence of
park impacts

Duke & Persia (1996)

Tourism and Escorted Tours

Sampson & Showalter (1999)

Customer evaluation
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Ford & Joseph (1999)

Marketing Strategy

Weber (2000)

Hotels

Skok, Kophamel, & Richardson (2001)

Health

Skok, Kophamel, Richardson (2001)

IT and End user satisfaction

Matzler & Pechlaner (2001)

Guest Satisfaction

Shaw, Delone, & Niederman (2002)

End user IT support

Yeo (2003)

Banking Performance

Burns (2003)

Recreation

Matzler, Sauerwein, Heischmidt (2003)

Banking

Zhang and Chow (2003)

Chinese tourists in Hong Kong

Wade (2003)

National Parks in Tanzania

Matzler, Sauerwein, & Heischmidt

Guest Satisfaction

(2003)
Kitcharoen (2004)

Universities in Thailand

Joseph, Albright, Stone, Sekhon, &

Banking

Tinson (2005)
Magel & Levenburg (2005)

Small businesses and e-business strategies

Eskildsen & Kristensen (2006)

Operations Strategy

Tonge and Moore (2007)

Marine Park Hinterland

Deng, Kuo, Chen (2008)

Hot Springs Hotel

Burns et al. (2003, p. 364), stated that “measuring expectations and perceptions of quality is
not enough in determining satisfaction, but the importance of individual attributes must be
identified so that management resources can be properly allocated”. Earlier Hamilton,
Crompton, & More (1991) wrote that desires rather than expectations of the user, should be
measured against performance, and that client input is essential to know “what the patrons
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expect and the aspects they feel are important” (Wade & Eagles, 2003, p. 197). IPA has since
evolved into an Importance-Satisfaction-Analysis (ISA) where the performance criteria have
been replaced with that of satisfaction (Tonge & Moore, 2007). ISA now also reflects the
respondents’ motivations for visiting, important for this thesis, thus providing an original
contribution to the knowledge of Australian snowsports customers.

In the literature importance and expectation have been used interchangeably. To some, what
should be measured in any given situation remains unclear (Burns et al., 2003). Importance
differs from expectation in that the former represents a desired outcome while the latter may
be a tolerated outcome (Ryan, 1999). In this thesis importance is used as the interest is in
what people desire on their snowsports holiday, rather than what they are prepared to tolerate.
This research will utilise importance and satisfaction scores in examining perceptions of
customer satisfaction in the ski resort setting, and the desired level of importance the customer
places on the attributes identified.

Likewise, confusion over performance and satisfaction has received little attention (Baker &
Crompton, 2000; Oh, 2001) and has tended “to be used interchangeably” (Tonge & Moore,
2007, p. 770). To assist in overcoming this, Baker and Crompton (2000) defined performance
as a measure of provider output, whereas satisfaction is a measure of visitor outcome. These
definitions have been be followed throughout this thesis as snowsports resorts are concerned
with providing outcomes for guests that are on the whole, strongly experiential in nature.
Following from the earlier comments from Kitcharoen (2004), satisfaction can then provide
essential information for judging a resort’s “outcome based performance” (Kitcharoen, 2004,
p. 770). However, when analysed individually, importance and satisfaction data may not be as
meaningful as when both data sets are studied together (Graf, Hemmassi, & Nielsen, 1992).
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In addition, whilst many IPA/ISA studies have concentrated on services, they are but one
element of a holiday experience. Items such as natural beauty, snow conditions and quality,
and weather (Williams et al., 1997) need to be analysed. Basing the study on satisfaction
allows “visitors’ responses to elements such as these, additional to service provision, to be
accessed and analysed” (Tonge & Moore, 2007, p. 770).

Then, by comparing importance and satisfaction of this broader definition of attributes, allows
the provision of “much needed information on where limited resources can be directed or
saved” (Tonge & Moore, 207, p. 770). This includes helping to identify those attributes that
are:
(i) very important to the customer and have a significant effect on customer
satisfaction and,
(ii) those that have a low level of satisfaction and need to be improved.

ISA assists in understanding customer satisfaction as a function of both expectations
concerning the significant attributes, and judgements about their performance. When there are
differences between what one receives and what he or she wanted to receive in an experience,
disconfirmation occurs (Bitner, 1990). “Disconfirmation is typically measured as a gap or
difference between expectations and performance/satisfaction” (Burns et al., 2003, p. 364).
Disconfirmation may also occur between importance and performance (as measured by
satisfaction).

Simply put, when performance or satisfaction is less than the expectation or importance
measure that a person places on a service or experience (attribute), then there exists a negative
disconfirmation. Positive disconfirmation occurs when there is the opposite of this, i.e.
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satisfaction, in reference to an ISA, is greater than the level of importance placed upon the
attribute.

In this study the importance of individual attributes is identified, both tangible and intangible,
and also the gap between the importance/satisfaction scores. These gaps focus on perceptions
of performance across a range of indicators. The satisfaction a consumer perceives in a
service is “a function of the magnitude and direction of the gap between expected service and
perceived service” Parasuraman (1985, p. 46). Similar studies utilising the gap
importance/satisfaction (performance) scores can be found in Table 16.

Table 16: Gap/ISA Studies. Adapted from Burns (2003)
Author
MacKay & Crompton (1990)
Hamilton Crompton, More (1991)
Crompton, MacKay, &
Fessenmaier (1991)
Wright, Durray, & Goodale (1992)
Backman & Veldcamp (1995)
Howat, Crilley, Milne (1996)
MacKay & Crompton (1988)

Research focus utilising Gap Analysis
Service quality and consumer satisfaction in
recreation and park management
Service quality in parks
Service quality in parks
Perceptions of recreation centre management
Relationship between service quality and loyalty in a
recreation centre
Recreation centre management
Service quality and consumer satisfaction in
recreation and park management

There is, however, some debate about the use of gap only scores and performance only
measures. Researchers have argued “whether disconfirmation should be inferred from the
mathematical difference between perceived quality and expectations or whether individual’s
subjective disconfirmation should be measured directly” (Anderson & Fornell, 1994, p. 247).
Some of the authors in this debate and a summary of their viewpoint are shown in Table 17.
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Table 17: Gap Score Analysis
Author

Disconfirmation and Gap Analysis Research findings

Churchill & Suprenant

Performance only measures directly affect overall

(1982)

satisfaction more often

Parasuraman (1985)

Quality is the difference between expectations and
performance

Parasuraman, Zeithaml, &

Quality is the difference between expectations and

Berry (1985)

performance

Oliver & DeSarbo (1988)

Performance only measures directly affect overall
satisfaction more often

Parasuraman, Zeithaml, &

Quality is the difference between expectations and

Berry (1988)

performance

Zeithaml, Berry, &

Quality is the difference between expectations and

Parasuraman (1988)

performance

Carmen (Carmen, 1990)

Babakus & Boller (1992)

Cronin & Taylor (1992)

Expectation score is not necessary in determining
satisfaction
Expectation score is not necessary in determining
satisfaction and does not contribute to difference scores
Not enough empirical evidence to identify gap analysis as
a basis for measuring service quality

It is not the intention in this thesis to enter into this debate. It is enough to be aware of the
issues and that they are not by any means resolved. It is considered, however, that each has
their merit and, “performance only measures have been better predictors of satisfaction whilst
the gap scores provide understanding and are useful in tracking trend data regarding visitor
expectations over time” (Burns et al., 2003, p. 365). An ISA involves the collection of
importance and satisfaction scores gained from the consumption of a particular attribute, as in
this research, and determining the resultant gap (S-I). The resultant satisfaction value is a
measure of the guest’s personal perception of performance of the relative attribute.
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According to Oh (2001), the use of the IPA (or ISA) is subject to many of the same
methodological and conceptual issues as gap analysis. Although not the purpose of this study,
among snow based recreationists “the results of the gap analysis are contrasted with those of
the ISA to allow for a better understanding of the determinants of satisfaction” Burns (2003,
p. 366), (See Appendix BBB).

For an ISA, the data is presented on a two dimensional grid with importance on the y-axis and
satisfaction on the x-axis (Figure 16). Each attribute is plotted according to their perceived
importance and satisfaction. By graphing the data this way, the attributes fall into one of the
four quadrants of: concentrate here; keep up the good work; low priority; and possible
overkill.

Importance Satisfaction Analysis

Importance

5
4

Quadrant 1
Concentrate Here

Quadrant 2
Keep up the Good Work

3
2

Quadrant 3
Low Priority

Quadrant 4
Possible Overkill

1
1

2

3

4

5

Satisfaction

Figure 16: Importance Satisfaction Analysis quadrants.
Adapted from Mantilla and James (1977, p. 78).

Attributes in Quadrant 2 are identified as being high in both relative satisfaction and relative
importance and represent opportunities for gaining or maintaining a competitive advantage.
This is referred to as the ‘keep up the good work’ quadrant and management should aim for as
many items as possible being in this segment. In contrast, low relative satisfaction on
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relatively important attributes calls for immediate action (Quadrant 1). The attributes in
quadrant one and two are key drivers of customer satisfaction and it should be the role of
management to ensure it works to move all attributes into the ‘keep up the good work’
quadrant. In order to enhance overall satisfaction, the resort should concentrate on these
attributes. Ignored attributes, could pose a threat to any competitive advantage the resort has
or is seeking.

Quadrant 3 contains attributes that are low in both relative importance and satisfaction. These
are attributes of low priority and may be areas of tolerance. Those attributes that are located in
Quadrant 4 are rated high in satisfaction but low in importance. These are the attributes
management needs to review and see if resources can be better employed elsewhere.
“Different strategies may be undertaken for those aspects of service that fall into this segment
including where marketing messages might have to be developed to encourage visitors to
attach more importance to the service; or management switch funding from some of these
items to address more important issues” (Ryan & Cessford, 2003, p. 476).

This matrix should be used for different segments, such as overseas visitors, snowboarders,
males and females, and may also be compared to other segments. It provides a visual
representation of any differences and items requiring action. It is normal practice to define the
cross over points between the two dimensions not as the mid-point of the scales used in the
questionnaire, but as the mean of the scores of all importance and satisfaction items. This
makes allowance for the skew normally found in responses to such scales. “While useful it
must be emphasised that the method does not present a full picture” (Ryan & Cessford, 2003,
p. 477). For example, issues of tolerance and the reiterative nature of perception of
importance and satisfaction of an item. Put more simply, “many things that are not of
overwhelming importance to people are in their zone of tolerance between that which they
Page 116

consider ideal and that which is of an acceptable standard to them” (Ryan & Cessford, 2003,
p. 477). The ISA is a valuable tool in defining improvement priorities and minimising the gap
between importance and satisfaction. The four quadrants used in this tool allow for managers
to be able to clearly identify those attributes that may be in need of attention. To this end, it
has been suggested that the cross-over points be subject to management consultation in order
to reflect management goals for the destination in question (Huan & Beaman, 2005, Hudson
& Shephard, 1998). This will discussed further in Section 12.2.4.

When interpreting the ISA it is always important to be aware that the grid shows relative
rather than absolute levels of importance and satisfaction. An attribute in the bottom half of
the grid is less important than other attributes, however it is not necessarily irrelevant to all
people in all situations. Low performing attributes with high importance scores deserve
attention but all low importance attributes should not be ignored.

An example could be the low performance of baby change-rooms. The low importance can be
because those respondents may not have families and the results may have been realised
outside of the periods more common to family visitation. There is also the possibility that the
lack of baby change rooms may actually deter potential future visitors. A further example is a
Snowsports School. The registration process for signing up for lessons may be less important
to the customers than is the number of pupils in a class and not at all important to those not
undertaking lessons. With some of the attributes it may be obvious what needs to be done, or
changed, whilst with others “it may not be so apparent” (Hudson & Shephard, 1998, p. 75)
and further study/analysis will often be needed in order to reach the desired/suitable outcome.

Investigation and analysis of the ISA, both in the literature and for this study, will be
undertaken in Chapter 12. It is enough for now to indicate that ISA becomes a tool that can
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‘make sense’ to many managers, being both resource and time deficient, and unfamiliar with
the analysis that goes into academic studies of this nature. Furthermore, ISA offers a way of
using research results to assist in making meaningful development and marketing decisions
that have some grounding in the real world of the consumer.

3.14 Chapter 3 Summary

In summary, this chapter has discussed research issues and concepts relevant to participation
in snowsports in terms of the attributes that are important in understanding choice,
satisfaction, loyalty through recommendation and repeat visitation. These concepts were
investigated within the context of both the consumer goods, tourism and leisure literature and
it was found that within these the definition of attributes provided for a range of different
terms. In this thesis, a broad definition of attributes has been used, taking into account the
many adaptations of the term in the literature (Wade & Eagles, 2003). These include tangible
attributes, such as number of lifts, skiable area etc., and the intangible (or expressive as
referred to by Meng et al. (2008)), including having fun, enjoying time with the family and
getting thrills and excitement.

Concepts and theories about the motivation of snowsports guests, the issues affecting
snowsports destination choice and participation, constraints to participation and motivation in
the tourism context have all been reviewed. It was also suggested to segment snowsports
guests according to their differing personal (demographic), situational (EUH including
experience and skill level), destination and product related characteristics (where staying etc.)
to more appropriately recognise the heterogeneity of the Australian snowsports guest.
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Whilst the terminology has differed, what is important is that these attributes are desired by
the guests in their travel to and their stay at the snowsports resort. The satisfaction of these,
according to the literature, has an influence on overall satisfaction and intention to revisit the
destination at a future time. The analysis of how well these attributes can be measured has
been discussed with reference to the use of an Importance Satisfaction Analysis, which will be
used in this study to help prioritise the management of those attributes that are important to
the Australian snowsports guest.

In this review of the literature, it was revealed that there exists a connection between
destination attributes and the behaviour of tourists. There is also consensus with Godfrey
(1999, p. 19) that in determining what is important in the satisfaction of a holiday “no one
factor has been shown to act in isolation, ascendant or relevant to all types of holidays and
their markets”. As the majority of snowsports research has been undertaken in the Northern
Hemisphere, a gap exists in the literature on Australian Snowsports guests’ desired
destination attributes and satisfaction. Given the multi-cultural nature of the Australian
population and with many visitors identifying themselves as originating from overseas, this is
an area for research. It is the intention of this thesis to reduce this deficit by providing an
original contribution to the understanding of the Australian snowsports visitor in a different
geographical and cultural context (Chang, 2008; Kozac, 2001; Tsang, 2007).

The following chapter will describe the research methodology employed in this study,
including the search for a research paradigm and the research strategy used. The sampling
procedures, mixed method approach for the collection of data as well as the survey tools and
some results are presented and discussed. Finally, the means of analysing the data are
presented and some ethical issues are considered.

Page 119

Chapter 4

4

4.1

Research Methodology and Methods

Introduction

This chapter describes the methodology used to rationalize and shape the research paradigm,
questionnaire design, sampling process, data collection and management processes. The
analysis strategies for the objectives used to answer the question guiding the study (proposed
in Section 1.4) are also introduced. A description of measures taken to address issues related
to the research is also given, including data collection, privacy, informed consent and
confidentiality.

4.2

Justification of research paradigm and methodology

A research paradigm is used to guide the choice of a research methodology (Kassim, 2001). It
reflects the overriding philosophy of how knowledge is produced. In contrast, a research
methodology focuses on the practicalities of how we come to know (Trochim, 2006). In this
study a limited constructivist paradigm dominated by a positivist analysis regime has been
employed.

Constructivism is defined as being “the meaning making activity of the individual mind”
(Crotty 1998, p. 58) where the individual human subject is engaging with objects in the world
and making sense of them. In constructivism, there is no objective truth waiting to be
discovered. According to Crotty (1998, p. 9) “truth, or meaning, comes into existence in and
out of engagement with worldly realities. Meaning is not discovered, but constructed. In this
Page 121

paradigm it is clear that different people may construct meaning in different ways, even in
relation to the same phenomenon”. Constructivism claims that meanings are constructed by
human beings as they engage in the world they are interpreting. Social constructivists
emphasise that society is actively and creatively involved in the production of knowledge
(Weber, 1978). According to Weber (1978) understanding (or ‘verstehen’) is achieved when,
through sympathetic participation, one can adequately grasp the emotional context in which
the action took place (Denzin & Lincoln, 1994).

The adoption of this paradigm means that there are multiple explanations or realities to
explain a phenomenon. Research has often been subjective rather than objective; qualitative
methods are most often used to collect data from an insider’s, rather than an outsider’s
perspective. The collection process, as in this thesis, occurs under real world circumstances
rather than under experimental conditions (Crotty, 1998). Much constructivist research is
based on the belief that people personally involved in a particular leisure or tourism situation,
as in this study, are best placed to analyse and describe their experiences and feelings in their
own words. Veal (1997) also argued that qualitative rather than quantitative techniques are
better at providing an understanding of people’s needs and aspirations. Hudson and Ritchie
(2002) added that the sensitive use of a qualitative methodology can contribute immeasurably
to better understanding of consumer motivations in vacation selection. Additionally, to Shelby
& Shindler (1992), multi-stakeholder input is important because the normative standards of
visitors, resort management and others can vary.

In the research literature reviewed, it was common for destination factors “to be evaluated by
practitioners suggesting that their views do constitute accurate measures of the attractors”
(Enright & Newton, 2005, p. 343). Some researchers (e.g. Evans & Chon, 1989; Faulkner,
Oppermann, & Fredline, 1999) have argued the case for using respondents who were widely
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experienced in dealing with tourists rather than dealing with the tourists themselves. They
suggested that such experts should be able to speak for the tourists, and that their expert
opinion would be representative of a large group of tourists. Practitioners, who are
experienced in dealing with tourists and have been observing their actual behaviour, might be
in a better position to identify those attributes that provide for positive experiences. This “may
produce a more accurate picture of preferences” (Enright & Newton, 2005, p. 343). It has
been a common practice in tourism research for the population survey to be managers, staff
and other industry practitioners, as this population seemed to be the most knowledgeable
about management and competitiveness (Enright & Newton, 2005). Discussions with tourism
industry practitioners (travel agents, wholesalers, ski shop managers etc.) has revealed them to
be generally aware of the overall conditions in both business features and tourism attractors,
as they see and hear what does and does not work on a daily basis (Enright & Newton, 2005).
Consequently, such practitioners are viewed as an appropriate population to respond to
questions on destination attributes (Enright & Newton, 2005).

However, it should also be noted that there may be “differences between the opinions
expressed by tourists and their actual behaviour” (Enright & Newton, 2005, p. 343).
Additionally, visitors to snowsports resorts themselves vary, from first timer, infrequent,
frequent, and whether they are local, long haul, club members or commercial accommodation
guests. They may all have different normative standards due to the varying characteristics and
philosophies of the various groups (Needham & Rollins, 2005). Hence, whilst aggregation of
the thesis survey results is important, so too is the ability to break these results into
appropriate categories. These include the various psychographic, demographic and end user
segments (personal, situation and product characteristics) that help to make up the
snowsports’ population. In other words, each group has different filters through which they
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view the world (Glasser, 1999). It is important that these differences and similarities be
identified.

Accordingly, Dann (1996) has strongly supported the call for researchers to bring the tourist
back into their investigations. This is what this thesis does. An amalgam of a qualitative study
of industry personnel and experienced guests who had been involved in snowsports for many
years, and a quantitative investigation of a large sample of snowsports resort visitors was
undertaken.

Objective 2 (Section 1.4) of this research is to gauge the relative importance of attributes
within the snowsports resort. Therefore, as in Enright and Newton (2005), the comments of
those engaged in snowsports activity in a variety of ways were sought. This engagement was
as guests, some of whom were also industry practitioners, across a range of ages and gender.
These findings will form the basis of the second part of the study; surveying a sample of the
guests.

4.2.1 Limitations of a Constructivist paradigm

When using the Constructivist paradigm, the specific findings of the research may have
limited generalisability as the respondents and study setting may not be representative of the
wider population. It has also been said that as there are many ways to structure the world there
can be many meanings or perspectives for any event or concept. As such constructivism is
said to deny the existence of an objective knowledge (Duffy & Jonassen, 1992). It is this
rejection of what has been referred to as absolutism (Duffy et al. 1992) that is sometimes
referred to as a limitation of a constructivist approach. By using the limited constructivist
paradigm dominated by a positivist analysis regime via a mixed method the researcher can
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acquire knowledge of the participants’ particular tourism experience. This knowledge is
grounded in the empirical world where there are multiple realities, rather than one grounded
truth to explain tourism phenomena. This form of analysis helps to identify the understanding
of what is important for the tourist visiting a snowsports resort.

This benefit of the addition of a mixed method approach in overcoming this limitation is
explained in the next section.

4.3

Methodology and Methods

The methods are the specific techniques or procedures used to gather and analyse the data
whilst the methodology is the design behind the use of particular methods (Crotty, 1998).
While some authors (e.g. Braud & Anderson, 1998; Crotty, 1998; Glesne & Peshkin, 1992;
Grbich, 1999) may focus upon “a divide between qualitative and quantitative research”
(Denzin & Lincoln, 2000, p. 3), others (e.g. Glesne & Peshkin, 1992) suggested that “research
can be qualitative or quantitative, or both qualitative or quantitative, without this being any
way problematic” (Crotty, 1998, p. 15).

Denzin and Lincoln, (2000, p. 3) provided a broad definition of qualitative research,
applicable to the unstructured discussion groups utilised in the first part of this study:

Qualitative research is a situated activity that locates the observer in the
world. It consists of a set of interpretive, material practices that make
the world visible. These practices transform the world. They turn the
world into a series of representations including field notes, interviews,
conversations, photographs, recordings, and memos to the self. At this
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level, qualitative research involves an interpretive, naturalistic approach
to the world. This means that qualitative researchers study things in
their natural settings, attempting to make sense of, or to interpret
phenomena in terms of the meanings people bring to them.

Quantitative Research, being the second component of the mixed method approach utilised
however, is:
a formal, objective, systematic process in which numerical data are
utilised to obtain information about the world that allows us to measure
reactions of a great number of people, allowing comparison and
aggregation of the data providing a broad generalisable set of findings
in order to find information about the world that can be presented
succinctly and parsimoniously (Patton, 2002, p. 14).

Researchers supporting both the quantitative and the qualitative paradigms stress “the
importance of not being restricted to stereotypes in their thinking” (Mehmetoglu, 2004, p.
183). Hence, in this study of a mixed methods approach has been adopted. This adoption
helps to satisfy on two levels. The first is the researcher’s desire for understanding the
meaning people place on the snowsports experience and what is important to them. The
second is the desire to provide industry with a quantitative set of findings that can assist in
future planning, marketing and management.

A mixed method approach involves combining of at least one quantitative method and one
qualitative method (Creswell, 2007; Jick, 1979; Maxwell, 2003). Historically, researchers
were unwilling to combine these as each method was dominated by very different paradigms
regarding the nature of knowledge. Whereas quantitative purists held to a positivist paradigm,
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qualitative theorists were of a constructivist paradigm (Rudd & Johnson, 2010). To the
methodological traditionalist, combining these two methods meant bringing together two
totally different paradigms for obtaining knowledge and truth (Guba & Lincoln, 1988; Smith,
1986; Tashakkori & Teddlie, 1998). The emergence of the two schools of philosophical
thought, post-positivism and constructivist have helped to overcome this. Post-positivism
holds that a study’s results can be partially explained by multiple theories, and that subjective
reality is in part individually constructed. This is somewhat similar to the constructivist view
that includes multiple types of realities, fallibility of knowledge and use of multiple theories
(Tashakkori & Teddlie, 1998).

In this study, the differences between the two research methods have been “combined
advantageously” (Rudd & Johnson, 2010, p. 17). The qualitative data (unstructured discussion
groups) have been used to gain a deeper understanding of the views of Australian snowsports
participants. The discussion groups focussed on which attributes of the activity or location are
important to the guests, and which of these influence their decision to return and encourage
others to take part in snowsports. The quantitative data is the sampling of these attributes over
a greater population, allowing for a broad, generalisable set of aggregated findings.

The mixed method approach adopted here is shaped by time-order and status dimensions
(Johnson & Onwuegbuzie, 2004; Rudd & Johnson, 2010). Time-order refers to the timing
sequence in which the quantitative and qualitative phases are carried out. Time-order can be
sequential or concurrent. Status refers to the emphasis the researcher gives to each of these
methods during reporting and interpretation of the results. Status is based on either the time or
effort allocated to each method. At an epistemological level, it refers “to whether qualitative
[as in this thesis] or quantitative paradigmatic assumptions are more dominant” (Rudd &
Johnson, 2010, p. 18).
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Bryman (1988) identified ways quantitative and qualitative research can be combined, these
include:
a) quantitative research can be extrapolated from qualitative research;
b) quantitative and qualitative approaches can be combined in order to provide a more
complete picture;
c) the researcher of informants for a qualitative approach can be assisted by a
quantitative approach;
d) findings from one approach can be compared to the findings of the other;
e) the strength of quantitative research in laying bare the structural features of social life
can be combined with its counterpart’s strength in discovering processual aspects;
f) researchers’ (i.e. quantitative) and respondents’ (qualitative) views can be combined;
g) different stages of the study can be approached by either method;
h) the addition of quantitative evidence may contribute to lessening the critique of
qualitative findings not able to be generalised; and
i) qualitative research can be constructed within a quasi-experimental research design.

The research in this thesis utilised Bryman’s (1988) points (a), (d), (f), (g), and (h). This study
also adopts Johnson and Onwuegbuzie’s (2004) time-order, dominant-status sequential design
(i.e. qual-QUAN), to translate data from the discussion groups into quantitative variables.
These were then used in the later survey and statistical analysis.

It is anticipated that the results of the quantitative analysis may correlate with the outcomes of
the discussion groups, as suggested earlier by authors such as Evans and Chon (1989),
Faulkner (1999), and Oppermann and Fredline (1999). These authors indicated that industry
experts may be able to provide the information required, thus validating for the snowsports
industry the use of qualitative studies in future extensions to this thesis.
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Since the evaluation of a customer’s satisfaction at both the attribute level and the macro level
is important, some tools used by industry to evaluate customers’ satisfaction include (Babar,
1992):
a) Sample survey techniques including mail surveys
b) Focus group methods
c) Evaluation and suggestion slips
d) Delphi or nominal group methods
e) Complaints analysis.

Of these tools, “the survey by questionnaire (a) and the complaints tool (e) are more popular
than others” (Yang, 2003, p. 921), with the survey being the most employed, and is utilised
for this study. The questionnaire for this research will be seeking both importance assessment
and satisfaction assessment for a number of quality attributes. It is important that the question
items in the questionnaire be designed from the point of view of customers (Berry, 1990;
Deming, 1986; Yang, 2003). In order to accomplish this, unstructured discussion groups were
undertaken.

4.3.1 The discussion groups/unstructured interviews

The participants in the unstructured discussion groups were chosen by the researcher for
having had involvement in different aspects of the ski industry over a period of time. This
selective sampling allows one to “learn a great deal about the issues of central importance to
the purpose of the inquiry” (Patton, 2002, p. 230). It also allows the flexibility, if desired, to
bring in more interviewees as the investigation unfolds, broadening the depth of the research.
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The intention of the unstructured discussion groups was to expose the researcher to
unanticipated themes and to develop a better understanding of what is important to the
interviewees’ social reality in reference to an Australian snowsports resort (Zhang &
Wildemuth, 2006). This enables confirmation or disconfirmation of what has been cited in the
literature. Importantly, the discussion groups also assisted in building the quantitative
questionnaire items. This approach is similar to Matzler et al. (2008), but different to other
studies where the attributes were chosen by the authors from their own experience (e.g. Uysal,
Howard, & Jamrozy (1991).

4.3.2 The Participants

In order to identify the participants a purposive sampling approach to identify the discussion
groups was conducted comprising both skiers/snowboarders and service providers, internal
and external to the resort. Five individuals known to the researcher were approached and
asked to participate and to bring along a friend with similar skiing interests. In all twelve
participants, in two groups of 3 participants and 3 groups of 2 people were interviewed in this
study. The participants included resort staff, resort guests of varying ages, a local community
member with a family involved in the sport for many years, a local community business
operator, a snowsports wholesaler and a retailer (Table 18). All had been involved in
snowsports for over ten years; with four having over 30 years in the snowsports industry. The
discussion groups were conducted during the winter 2009 season.
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Activity**

sports Travel

Group

Overseas snow

Sector

Brett

Male

50

25

Retired Instructor (guest)

1

Ski/SB

Yes

Jane

Female

45

30

Guest

1

Ski

Yes

Kate

Female

20

20

Ski Racer/Guest

2

Ski

Yes

Megan

Female

19

19

Guest

2

SB

Yes

Robert

Male

42

15

Guest

3

Ski

Yes

Mary

Female

39

15

3

Ski

Yes

Randal

Male

29

10

Ex Volunteer Ski Patrol/
guest
Hospitality Manager

3

SB

Yes

John

Male

50

40

Ski Industry
Wholesaler/guest

3

Ski/SB

Yes

Annie

Female

45

45

Ski Industry Retailer/guest
(born overseas)

3

Ski

Yes

Jane

Female

36

25

Medical Practitioner/guest

4

Ski/SB

Yes

Michael Male

52

32

Ski Hire Operator

3

Ski

Yes

Susie

48

15

4

Ski

Yes

Female

sports

Age

Years in snow

Gender

Pseudonym*

Table 18: Discussion Group Participants and Categorisation

Travel/Accommodation
Industry /guest
* Note: the names of the participants have been changed
** Ski=Skier; SB= Snowboarder

Unstructured interviews cannot be started without detailed knowledge and preparation if one
hopes to achieve deep insights into people’s experiences (Patton, 2002). In the unstructured
interview the researcher’s control over the conversation in the discussion group is intended to
be minimal. No hypothesis should be made beforehand and the purpose of inquiry is theory
development rather than theory testing. The interviewees were encouraged to relate their own
experiences and perspectives that were relevant to the areas of interest to the researcher
(Burgess, 1982), in their own terms (Denzin, 1989; Robertson & Boyle, 1984). The researcher
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attempted to keep the conversation flowing in the direction of the issues that aided the study
(Fife, 2005).

The purpose of the discussion groups was to gain an understanding of the attributes that are
important to an Australian snowsports enthusiast and what encourages them to revisit and
recommend the resort (similar to studies by Evans and Chon (1989) and Hudson & Shephard,
(1998)). The unstructured discussion group outcomes were used to:
·

develop the quantitative research tool (the survey),

·

help fill a gap in the knowledge of the heterogeneity of the Australian snowsports
customer,

·

identify attributes that influence the participants to revisit and recommend and,

·

how well they are satisfied with the delivery of those attributes.

Five unstructured discussion groups were held. At all times there was the need to be wary of
the ‘known issues’ of qualitative research, as identified by Patton (2002). These include:
a) Being too close, i.e. my involvement in the snowsports industry for over three decades
in many parts of the world gives an insight into resorts not common to many people. It
required me to ensure I did not close my mind to other’s viewpoints.
b) A lack of apriori design, i.e. anything goes versus questions being predetermined. This
was overcome by having a standard introduction being asked to each group, prior to
starting, which set the scene for the discussion that followed. The questions asked to
the participants were;
i.

What are the important things (call them attributes) you look for when
choosing a ski resort for your own holiday purposes?

ii.

Of these, which are the attributes that you use to judge your level of
satisfaction with a particular resort?
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iii.

From these, which are the attributes that are most important to you that
keeps you wanting to return to the resort and recommend it to your friends?

c) Reactivity – where the researcher influences the participant. No attempt was made
during the interviews to include the researcher’s personal opinion or to correct some
erroneous perspectives put forward by the participants. The participants were stating
the truth as they saw it; this was their view of the world. At the end of the discussion
process, which varied in length between 2 and 3 hours, there was a wrap up period.
During this time findings were summarised and reported back to the participants,
points were clarified and any questions put forward by the participants were answered.

Similar also to the work done by Hudson and Shephard (1998), unstructured discussion
groups were undertaken with both skiers/snowboarders and service providers, internal and
external to the resort, selected as detailed earlier. The five groups of varying numbers were
held over a two week period during the 2009 winter season. Discussion lasted between 2 and
3 hours and were held in the groups. Each group’s comments were recorded and notes were
taken. This was done using a Livescribe pen and accompanying notebook to allow for
recording, information retrieval and book marking. This allowed the flow of the discussion to
continue as much as possible without interruption. Even with the variety of experiences and
individual life stages there emerged a commonality in themes between the groups (Figure 17).

The outcomes from the discussion groups were analysed and summarised (see Appendix D)
to produce 13 attribute categories, referred to as domains, (Figure 17 and Appendix F). These
became the foundation for the final questionnaire (Appendix E). The domains were groups of
attributes, with names based on the business unit or service area that provided the attribute.
This was to assist in the preparation of the questionnaire and to provide clarity to those
responding to the survey. The domains (Appendix G) were similar to and patterned from
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Absher, Howat, Crilley, & Milne, (1996). As noted by Burns et al. (2003, p. 368), there is
little agreement in the literature “regarding the dimensions of satisfaction within the realm of
recreation management”.

Final Attribute Domains Utilised in the Questionnaire

4
Number of lifts and their operators

8
1

Snow Conditions and Trails

Terrain parks

14
Snow
Experiences

1
Mountain Hosts

13
3
4

Restaurants

Parking

5

7
SSS

Hire

Overall Vacation
3

2
Ski Patrol
Transportation

5
Ticketing

Figure 17: Final Attribute Domains
(with numbers of questions circled) utilised in the questionnaire)

Absher et al. (1996), and Howat et al. (1996), focussed on the tangible items at a destination
(facilities sufficiency, facilities operations, services and information). However, another
dimension was raised in the discussion groups which are referred to as intangible attributes in
the literature (e.g. Godfrey, 1999; Matzler et al., 2008; Morais et al., 2004; Morgan et al.,
2002). Burns et al. (2003) described the intangible attributes as the recreation experience
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domain. Therefore, an extra attribute domain was added and named the Snow Experiences
domain in this thesis.

Crompton and MacKay (1989) consider recreation experience as an important concept
impacting the overall quality of a trip. This was confirmed in the discussion groups’ responses
to include important attributes that needed fulfilling. In total 14 experience attributes were
identified and investigated in the post survey analysis for this thesis. A comparison of these
selected attributes (and their associated domain/themes) with those identified by others shows
a similarity to the attributes identified in the literature (Tables 8 and 9, Section 3.2 and
Appendix F and G) (Ferrand, 2002; Godfrey, 1999; Hudson and Shephard, 1998; Matzler et
al., 2008, Richards, 1995; and others). Attributes such as price and value, knowledgeable and
friendly staff, a range of activities/services, speed of lifts and information made available
were common across all studies. These same authors have been highlighted by industry
experts, experienced guests and, in some cases, by the authors themselves, at different times
and in different locations to that of the current study.

4.3.3 Questionnaire Design

In order to rate the importance and satisfaction of resort attributes identified in the discussion
groups and review of the literature, a 171-item questionnaire was developed (Appendix E)
(Figure 18). Within this were questions aimed at identifying salient personal and situation
specific characteristics and importantly, capturing the guests intention to revisit the resort and
their willingness to recommend it to others.
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Literature
Review

Unstructured
Discusion
Groups

Determine
Survey Method

Develop Questionnaire
Measurement Scale
Content and wording
Select Data Collection Tool
Response Format
Layout of Questionnaire

Modify Questionnaire
based on Feedback

Pre -Test
15 People

Yes

No

No

Pre Test 2
Discusion
Group/Supervisors

Yes

Final Draft

Distribute
Questionnaire and
Administer Data

Test reliability and
validity of questionnaire

Figure 18: Thesis Questionnaire Design Process developed for this thesis. Adapted from
Hamid (2006).
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To facilitate the development of the questionnaire, a review of the research literature was
undertaken. The review included guest satisfaction surveys and studies undertaken in ski and
golf resorts. Ski resorts included Jackson Hole, Wyoming; Sun Valley Idaho; Whistler,
Canada; Thredbo, Hotham and Falls Creek. Literature for other adventure activities such as
rafting, mountain climbing and SCUBA diving, was also reviewed.

The context of the survey questions were developed using a combination of staff, guests, and
industry personnel in the unstructured discussion groups (Section 4.3.2) as in Martilla and
James (1977) and Wade and Eagles (2003). It is suggested that this selection of people, are
likely “to view the quality of the service provision from an independent viewpoint” (Hudson
& Shephard, 1998, p. 64). This will most likely provide for differences in perception of the
service (Saleh & Ryan, 1991).

The attributes derived as the outcome of the discussion groups were grouped, as mentioned in
the previous section, according to their similarities based on the resort’s functional units e.g.
Snowsports School, Ticketing, and Hire. Where similar concepts were identified, attributes
were morphed into a common statement e.g. ‘the presence/visibility of ski patrol?’ This was
done across all attributes in order to consolidate, where possible, like concepts into one
question.

The pilot test of the questionnaire was conducted at the resort during early winter in June
2010. This was prior to the resort officially opening, using staff from the various Licensee
Businesses e.g. newsagent, cafés and restaurants, post office, and known resort staff who had
not yet begun work for the season. The surveys were systematically distributed over three
different days and in all 25 people were approached and 15 questionnaires were completed
and returned.
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The aim of pre-testing was to ensure that the questions were understood by the reviewers and
to uncover ambiguous wording or errors and to measure response times before the survey was
launched (Burns & Bush, 2002; Wade & Eagles, 2003). The purpose of the pilot was to allow
for modification of those items that were difficult to interpret or misleading to those being
surveyed. There was also a concern over the length of the survey, in that it was attempting to
include many of the items identified by the unstructured group discussions. The researcher
was unsure if the time required to complete the survey would be acceptable or not to the
participants.

Results were analysed, as was feedback from those completing the pilot questionnaire. These
were incorporated into three versions until the final form was realised. A review group,
including 3 persons from the unstructured discussion groups and the thesis Supervisors,
examined and commented on the draft versions and feedback of the questionnaire until a final
version was approved. None of those who piloted the survey indicated any major problems
with the understanding of the Likert type scales, however to ensure all future respondents
adequately comprehended the scale, a more detailed description of each of the 5 ratings of the
scale was provided, similar to Hsu (2000).

It is possible that the inclusion of other attributes or domains may have provided a different
insight or improved the internal reliability of the variables studied. However, the addition of
even more questions to allow for this would have increased the time needed to complete the
questionnaire. The final length of the survey questionnaire was found to be satisfactory to
those undertaking the pilot study (twelve to fifteen minutes). In the actual completion of the
questionnaire only a few complaints were received from final participants, including two
about the time it took, one referring to the number of questions, and two with the complaint
that the questions were duplicated. These questions were duplicated, but they were asking for
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satisfaction scores in one section and importance score for the attribute in the other. The latter
two responses were removed from the analysis as there was concern over the participant not
understanding the intent of the survey and possibly answering incorrectly. Another 15
responses were removed due to being incomplete. It is unknown why surveys were not
completed and impossible to comment on without being able to discuss with the interviewee.

It is also important to note the concerns raised by Millan and Esteban (2007) and Babakus and
Boller (1992), regarding the questioning of both importance and satisfaction in one survey
tool. Both researchers have indicated a problem where the score for satisfaction may influence
the score for importance or vice-versa. However, to approach the sample population on two
occasions was deemed inappropriate as access to the resort and its database was limited. A
decision was made to continue with the survey tool as designed. It is, however, a suggestion
to be considered for future research using a smaller number of attributes with smaller sample
groups across a number of resorts and seasons.

Overall, the response to the study was positive (see section 4.3.8, The Sample), with few
complaints (as detailed earlier). There were also a number of complimentary comments in the
final open ended question of the survey indicating some participants at least were thankful for
the chance to be listened to and these included;
·

Thank you for the survey

·

Thank you for giving us the chance to tell you what is important to us.

The survey concluded with questions addressing the respondents’ personal attributes,
situational characteristics and a number of holistic filter questions. These questions are
summarised in Table 19. The personal attribute questions related to gender, age, family status,
nationality and post code. The situational questions covered the specifics of the snowsports
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holiday (situational characteristics) e.g. how many times on a snow holiday, main activity,
level of skiing or boarding, where staying, type of ticket purchased, how many days on this
trip, month of visit, use of the Ski Patrol, and degree of involvement in the holiday decision
making). The holistic questions focussed on overall satisfaction with the holiday, the
likelihood of the guest returning for another visit, and the likelihood of recommending the
resort to others There were also two open ended questions; being, if there was anything in
particular that pleased or displeased them on this trip and one final question, anything else
you would like to share?

Table 19: Structure and Content of the Questionnaire.
Attribute

Domain

Importance/satisfaction

Snow conditions, trails and Communications
Lifts/Lift operators
Mountain Hosts
Ticketing
Terrain parks
Parking
Transportation
On mountain restaurants
Snowsports School
Snowsports Hire
Overall Vacation
Experiences
Ski Patrol

Overall satisfaction
Likelihood of revisiting
Role in decision making
Willingness to
recommend the resort
Demographics
Situational and
destination
characteristics

Filter questions

Number of
Questions
8
4
1
5
1
4
2
3
7
5
13
14
3
1
1
1
1

Recommending the resort to others.
Net Promoter Score
Gender, age, family status, post code, Ethnicity
5
Activity undertaken, length of stay, ticket type 9
purchased, location of accommodation, times on a
snow holiday, level of ability, month of visit
length of stay, involvement in the decision
making.
Skitube/Ski Patrol/Hire/Snowsports Lesson

3
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4.3.4 Process

Similar to previous studies of this nature (e.g. Evans & Chon, 1989; Hudson & Shephard,
1998), guests were first asked to rate, via a five point Likert type scale (see questionnaire
Appendix E), how important each of the seventy attributes was to them whilst visiting the
resort. This scale was anchored between unimportant and very important.

Some close-ended situational characteristics questions were then asked. Then the guests were
asked to rate their level of satisfaction with these same seventy attributes, again using a five
point Likert scale (anchored between very dissatisfied and very satisfied). Finally, the five
personal characteristic (demographic), and 9 situational/destination characteristic questions
were asked. The respondents were also given the option of a ‘Not Applicable’ to allow for
those who did not undertake a particular activity or experience the relevant service.

In all, responses measured by the questionnaire/survey provided for:
·

A rating of importance and satisfaction for seventy attributes.

·

Separate ratings of satisfaction for each domain area, calculated as an average of the
means of each attribute within that domain.

·

An overall holiday satisfaction rating, holiday value rating, intention to revisit and
likelihood of recommending rating.

·

Selected demographic details of the participant.

It had been noted in the literature (e.g. Huan & Beaman, 2005; Hudson & Shephard, 1998;
Shelby, Vaske, & Heberlein, 1989), and highlighted within the discussion groups, that the
opinions of skiers and boarders can vary depending upon the time they visit. An example
given in the discussion groups was those who visit during school holiday periods, such as
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those in July, place a strong emphasis on snowsports school activities and those that visit in
the peak season, being August, focused more on the number of runs that are open. To
accommodate this, the sample selection process was undertaken over the months of June 2010
to September 2010. However, it should be noted that 2010 was a late snow year, with the first
significant snow falls not occurring till towards the end of July (Figure 19). The resort
reported visitor numbers (skier days) being lower in July than recorded in previous years.

The snowfalls over the past forty years are shown in Appendix A, where it can be seen that
both June and July experienced less snowfall than has been the case in many of the prior years
as measured independently at Spencers Creek by Snowy Hydro Pty Ltd. Figure 19 illustrates
the difference between 2009 and 2010.

Figure 19: Snow Depths at Spencer’s Creek Snowy Hydro Pty Ltd.
Source: http://www.snowyhydro.com.au
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4.3.5 Overall Satisfaction

The measurement of customer satisfaction “has received considerable attention in the
literature” (Faullant et al., 2008, p. 168) and there appears agreement that the measurement of
overall satisfaction differs from that at the attribute level (refer to Section 3.7). According to
Boulding (1993), attribute satisfaction reflects quality with single aspects of a destination and
in turn influences overall satisfaction. Following on from Fornel (1992), who expected overall
satisfaction to influence the overall evaluation of a stay, a question on overall satisfaction was
included in the survey. This was: ‘Please rate your overall satisfaction with this holiday’
which was measured on a five point Likert type scale ranging from very dissatisfied to very
satisfied.

4.3.6 Loyalty, recommendation and intention to revisit

Embedded towards the end of the survey were two additional questions pertaining to resort
loyalty. The first question, ‘If it were possible, how likely are you to return to the resort for a
holiday in the next three years?’ used a five point Likert type scale, anchored between
definitely will not and definitely would.

The second question on recommendation utilised the concept of the Net Promoter Score. A
net promoter score (NPS) is the result from when customers are asked, ‘how likely are you to
recommend this snowsports resort to a friend or colleague?’ It used an 11-point scale
anchored between never (zero) and extremely likely (10) as recommended by Reichheld
(2006). The NPS concept (Reichheld (2006) is based on research concerning links between
customer satisfaction, customer loyalty and profitability. It has become one of the most
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frequently used questions in Australian snowsports resort surveys over the past six years
(National Institute of Economic and Industry Research, 2012).

Objective 7 (Section 1.4) of this thesis is to investigate the heterogeneous relationship
between overall satisfaction and the guest’s likelihood to recommend the resort to others. It
has been said by Mansfield (1992) that WOM recommendation (broadly defined), has a
significant bearing on traveller’s destination choice stages, and a strong effect on first time
visit intention. It is supported by studies showing that the majority of snowsports guests
received their information and incentive to travel from friends and relatives, and only a
minority from other media (ASAA, 2007; Klenosky & Gitelson, 1998; Steidl, 2010). When
consumers are disaffected, however, the social effects, the CEV, can be that they influence
potential adopters not to purchase through the spread of negative word of mouth.

From the question asked, ‘how likely are you to recommend the resort to other people as a
place to visit?’ we can break the results into three types: detractors, passively satisfied and
promoters. Detractors (D) are those who will actively speak against visiting the resort and
generally defect at higher rates than promoters. They have been found to have shorter and less
profitable relationships with a company. Detractors account for more than 80% of negative
word of mouth (Reichheld, 2006).

The second group, the passively satisfied (S), are those who will say nothing and their
purchase rate and referrals are significantly lower than the final group, the promoter (P).
These are the guests that will speak positively and actively promote the resort and are most
likely to revisit themselves (Reichheld, 2006). The Net Promoter Score is calculated by the
formula NPS = P - D where;
P = Promoters (9-10)
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S = Passively satisfied (7-8)
D = Detractors (0-6) (Reichheld, 2006)

The understanding behind the net promoter scores is that they are an indicator of how the
customers feel towards the resort. Inclusion of the NPS allows for the added investigation of
the relationship between attributes and overall satisfaction, and the correlation of overall
satisfaction with both the likelihood to revisit and recommend. Employing the understanding
behind the NPS, and utilising a cross-tabulation between overall satisfaction and
recommendation (Appendix H, i.e. very dissatisfied through to very satisfied), the snowsports
resorts want their guests to be in the 4/5 categories of the satisfaction scale. In doing so they
attract significantly more guests (> 45%) in the Promoter category, thus maximising the
potential for appropriate word of mouth promotion. According to Matzler and Pechlaner
(2001), such guests are also more likely to revisit. This approach allows for further
investigation into the heterogeneity of the resort customers in respect to this concept of
recommendation. When included with the intention to revisit, knowing whether the customer
is willing to recommend may give another indication of loyalty to the resort (Anderson,
1998).

4.3.7 Measures of Materials and Scale Reliability

Labelled Likert type scales were utilised in this research to measure responses. Apart from the
simplicity to administer and code in further statistical analysis (Burns & Bush, 2000; Luck &
Rubin, 1987), a labelled scale response format is appropriate for marketing research as it
allows the respondent to consider attitudinal questions in varying degrees (Aaker, Kumar, &
George, 2000; Kinnear & Taylor, 1993). This scale was adopted based on the following
reasons:
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• It yields higher reliability coefficients with fewer items than the scales developed
using other methods (Hayes, 1998);
• This scale is widely used in market research and has been extensively tested in both
marketing and social science (Garland, 1991);
• It offers a high likelihood of responses that accurately reflect respondent opinion
under study (Burns & Bush, 2002; Wong, 1999); and
• It helps to increase the spread of variance in responses, which in turn provides
stronger measures of association (Aaker et al., 2000; Wong, 1999).

In relation to the number of scale points, there is no clear rule indicating an ideal number.
However, many researchers have acknowledged that opinions can be captured best with a
five to seven point scale (Aaker et al., 2000; Sekaran, 2000). In fact, researchers have
indicated that a five-point scale is just as good as one of a higher number (Aaker et al., 2000;
Parasuraman, 1991; Sekaran, 2000). That is, an increase in scale does not improve the
reliability of the ratings (Elmore & Beggs, 1975) and may cause confusion to the
respondents (Aaker et al., 2000). A five-point Likert type scale was used in this research as
shown in Table 20.

Table 20: Importance and Satisfaction Likert type Scales
Importance

Satisfaction

5 = very important

5 = very satisfied

4 = important

4 = fairly satisfied

3 = neither important or unimportant

3 = neither satisfied or dissatisfied

2 = is of little importance

2 = fairly dissatisfied

1 = unimportant

1 = very dissatisfied
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When selecting a scale for use in a study it is important that it be reliable. “The reliability of a
scale indicates how free it is from random error” (Pallant, 2011, p. 6). The internal
consistency of a scale “is the degree to which the items that make up the scale are measuring
the same underlying attribute” (Pallant, 2011, p. 6). “Internal consistency can be measured in
a number of ways and the most common is the Cronbach’s coefficient alpha” (Pallant, 2011,
p. 6). Using Cronbach’s alpha to measure internal consistency, a minimum of 0.7 is expected
(Pallant, 2011). In this study of Importance and Satisfaction, the scales have a Cronbach’s
Alpha Coefficient of 0.954 for Importance and 0.980 for Satisfaction, indicating good internal
consistency for both.

The items, importance of snow conditions and quality, size of the resort and number of trails,
length of runs, uncrowded slopes and lift queue wait time all returned a Corrected Item Total
Correlation of less than 0.3. The results in the ‘Alpha if Deleted’ results for each were not
greater than the original Cronbach’s Alpha Coefficient. Because of this they have been
included for the purpose of this research. Three items were not included for the purposes of
this measurement as they were filtering questions, as highlighted earlier, to assist in later
analysis.

4.3.8 The Sample

To establish the required sample, it was necessary to start with a target population that was
impossible to quantify by means of existing statistics. The final sample (n=3714) was selected
by two processes, first a convenience sample of guests attending the resort. Second, a
(convenience) random selection from the resort’s various guest databases targeting people
who had attended the resort during the 2010 snow season. The original thought was to sample
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solely from the database, however, to allow for those who may not be included in this
selection the additional convenience sampling in the resort was undertaken.

Just fewer than 1000 responses were obtained through a convenience sample via initial face to
face contact. The purpose of the survey was explained and respondents were asked if they
would be prepared to participate in an online survey after their stay at the resort. Results from
this approach were excellent (see Response Rate, Section 3.4.9). Guests were pleased to be
asked to participate, and pleased their input was valued. Examples of their comments include:
·

I was going to say no, but now you seem to consider that my time is important to me, why
not!

·

Gladly, just happy you realise my time here is important.

·

Thank you for doing it this way, wish other researchers would do the same.

The survey process was undertaken by the researcher and assistants consisting of family and
friends who used guidelines and sampling instructions provided by the researcher. The
guidelines included instructions for selecting respondents at the designated sampling
locations. Selection was the 7th person after each ‘interview’ was completed at the various
entry portals to the resort on selected days. If the person was under the age of 18, the person
was excluded and no-one was interviewed more than once. This was verified by deduplicating the names and email addresses provided. In total 1,550 resort visitors agreed to
take part in the survey and were provided the questionnaire via a hyperlink that was emailed
to the email address they provided. Of the resort intercept method sample, 950 questionnaires
were completed and returned.

An additional 2,873 suitable responses were obtained via contact with guests who were
included in the resorts booking database for the 2010 season. A random selection of guests
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was made for each month from those who had booked a holiday or activities (e.g. Snowsports
School or Hire) or purchased a lift ticket. Guests included those staying either in the resort or
in one of the gateway communities of Jindabyne, Berridale, Adaminaby or Cooma. These
people were emailed, inviting them to take part in an online survey. The purpose of the study
and its confidentiality were explained in writing (Appendix J, K, and L). Similar to the
intercept method, no-one identified as being under the age of 18 was approached and again no
person was interviewed more than once by ensuring only one email was sent to each email
address provided.

Selection from the database, (while the database itself was a convenience sample), was
random utilising a random selection generator built into Microsoft Access. This was after the
database was de-duplicated against those who had agreed to take part in the resort intercept
approach using an algorithm built into the software WinPure Clean and Match Version 2007
(http://www.winpure.com ). Seven thousand five hundred (7500) emails were sent in intervals
throughout the season, with individual emails being sent two weeks after the guest’s
confirmed arrival date. It was expected that a second, and possibly a third round of emails
would need to be undertaken. However, with almost three thousand responses returned, for
the purposes of this thesis, additional rounds were deemed unnecessary.

Overall, 108 surveys were excluded for various reasons, including a few that were obvious
random or unrealistic responses (similar to that found in the study by Faullant et al. (2008, p.
167). The excluded responses included, as an example, those in which attributes were
consistently marked 1,2,3,4,5 throughout the survey, some who just ticked the ‘Not
Applicable’ box for all responses and a few whose responses to the open ended questions
suggested the survey had not been taken in the spirit intended. There were also four entries
removed because of what appeared to be possible corrupted data.
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Table 21 (Section 5.2.1) provides a summary of the guests’ personal and situational
characteristics used in this study. A review of the resort’s demographic studies over the past
ten years was undertaken with the assistance of the resort’s marketing coordinator and
compared to the guests’ characteristics from this study. In this review it was concluded that
the sample largely reflects the population of visitors to the resort, with the exception of gender
and main activity.

4.3.9 Response Rate

The intercept approach had a response rate of 61%. For the database approach it was 38%.
Both are considered to be within the range of an average response for an email/online survey
(Pan, 2010; The University of Texas at Austin, 2011).

It is important to note that the 2010 winter season started as one of the worst on record for the
months of June and July. Significant snowfalls did not occur until late July (see Figure 19 and
Appendix A for snowfall data provided by Snowy Hydro Limited), resulting in a reduction in
total skier days and a skew in the visitation patterns towards the latter part of the season.
Traditionally the visitation has been spread from June through September (Perisher Blue
Marketing Department, 2007). Depending upon where July and September school holidays
fall, the majority of visitors are usually in the second half of July and August (note this is
based on skier days, not actual persons). However, according to anecdotal comments from
resort management and accommodation operators this has been fluctuating and changing over
the past decade, especially with the growth of visitors in the July school holidays and as
people move into the lower priced shoulder periods.
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4.3.10 Normality

In choosing the right statistical tool for the analysis, the options of parametric or
nonparametric tests were explored. The sample of the resort population used for this study is
drawn from an unknown population. Despite the best intentions of the resort operators they
were unable to provide consistent data on their population, market size and demographics.
However, Motuslky (1995) writes that with a large data set (n>100) it doesn't really matter
which test type is chosen because the nonparametric tests are so powerful and the parametric
tests are so robust. Additionally, Pallant (2011) indicated that when using parametric testing
with a large non-normal (non-Gaussian) population the central limit theorem will ensure the
parametric tests will work well.

When analysing the data derived from the survey, given an almost 4000 person sample and
undertaking the tests for normality (skewness and kurtosis, Kolmogorov-Smirnov test,
Shapiro-Wilk test and Q-Q plots), the results were inconsistent. The Kolmogorov-Smirnov
and Shapiro-Wilk tests indicated the population did violate the assumption of normality
(Appendix P). However, this is said to be “quite common in large samples” (Pallant, 2011, p.
63). Normally, a sample size greater than 200 is considered large enough to generate
significant results in such tests (Australian Sports Commission, 2001-2010; Kline, 1998;
Motulsky, 1995). However, observation of the actual shapes of the distribution for the various
groups, via their histograms as well as an inspection of the normal probability plots (Normal
Q-Q) created within SPSS (Appendix P) both indicate a reasonably normal distribution
(Pallant, 2011).

Another way to test normality is to utilise the skewness and kurtosis measurements. Skewness
refers to the symmetry of a distribution (Tabachnik & Fidell, 2001), indicating that a variable
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whose mean is not in the centre of the distribution is referred to as a skewed variable. Kurtosis
relates to the peakedness of a distribution. When the values of skewness and kurtosis are
equal to zero a distribution is said to be normal (Tabachnik & Fidell, 2001). However, there
are few guidelines on how much non-normality becomes a problem in statistical analysis.
Some authors suggested that absolute values of univariate skewness indices greater than 3.0
seem to describe extremely skewed data sets (e.g. Chou & Bentler, 1995; Hu, Bentler, &
Kano, 1992; West, Finch, & Curran, 1995). Similarly absolute values of the kurtosis index
greater than 10.0 may indicate a problem (Hoyle, 1995; Kassim, 2001; Kline, 1998).

In this thesis no variable used in the analysis had skewness greater than 3.0, and only a few
variables had kurtosis index greater than 8.0 but less than 10 (instructor competence, felt you
learnt something, value of the lesson for the price paid and the value of the lift ticket for the
price paid). Overall, the majority of the indices were less than 1.0. Thus, according to Kline’s
(1998) criteria, the data did not appear to deviate ‘extremely’ from a normal distribution and it
is believed that the assumption of multivariate normality was not extremely violated.

With the four attributes referred to above with kurtosis index greater than 8.0 but less than 10,
an additional analysis using the equivalent non-parametric tool was undertaken. In each case
the results were very similar to that calculated using the parametric alternative, suggesting
confirmation of Motuslky’s (1995) statement regarding large data sizes. In this thesis, based
on the observations that the data does not deviate ‘extremely’ from a normal distribution,
parametric testing was used in the analysis in the following chapters.

Thus in attempting to determine normality various means that were suggested through the
literature read and by the university statisticians were utilised. With these no conclusive result
was determined other than using Kline’s (1998), Motulsky, 1995, Pallant 2011 criteria, the
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data did not appear to deviate ‘extremely’ from a normal distribution. Both parametric and
non-parametric tests were conducted however to satisfy the various claims made by the
literature regarding large sample sizes

4.4

Ethics

The research was approved by the Committee for Ethics in Human Research (Appendix O)
and was granted ethics approval until 31/12/2014, which is the anticipated completion date for
this thesis stated in the application.

4.4.1 Informed Consent

Respondents to surveys must be informed of the nature and purpose of the research and must
consent to participate without coercion prior to their responses being collected. In order to
adhere to this principle, the participants were provided with the details of the study and its
purpose as research by a student at the University of Canberra being conducted with the
approval of the resort. All were informed of their rights as a participant (see Appendix L).

Each participant was emailed a link to the survey, and their completion and submission was
considered to be an agreement to participate in the research and was considered as informed
consent. Jennings (2001, p. 109) also suggested that participants should have the “freedom to
withdraw from the research process”. This was made possible by allowing participants to
withdraw from the web based survey at any time as well as the opportunity to provide a no
opinion or not applicable response to all questions.
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4.4.2 Confidentiality and Anonymity

Confidentiality “involves a clear understanding between researcher and participant concerning
the use to be made of the data provided” (Burns, 1997, p. 29). In this thesis, a clear statement
was made to the participants as to the nature and use of the information to be collected prior
to their participation, i.e. being part of a PhD study by a student at the University of Canberra.

Anonymity ensures that “that the researcher will not and cannot identify the respondent”
(Jennings, 2001, p. 109). Participants in this study had their anonymity protected at all times
during the web-based survey. Each participant was forwarded an email from which a
hyperlink took them to the survey tool held on http://www.gen3media.com.au/ and data was
provided to the researcher as an anonymous data table which was transferred into SPSS V18
and V19 for analysis. Access to the Gen 3 Media site was restricted and only available to the
researcher via a password-protected login. Personal details including names and email
addresses were removed automatically upon completion/submission of the questionnaire.

4.4.3 Participants’ access to results

Participants were informed that access to the final thesis would be possible through the
University of Canberra Library after completion and submission of the research.

4.5

Chapter 4 Summary

This chapter has expanded on the literature review in Chapter 3 to establish the
methodological approach for this research. The research methodology employed in this study
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was presented based on a review of the literature related to participation in sports, recreation
and tourism activities in general and in the activity of snowsports in particular.

The research design was detailed, including data collection, the research population and the
questionnaire design, with the inclusion of the variables used. The justification of the use of
the Likert type scale was presented as were the results of the Cronbach’s Alpha scale
reliability test.

The purpose of the unstructured discussion groups, including selection of participants and the
subsequent outcome of the 13 domains was discussed. The primary survey data was then
collected by a self-administered web based questionnaire. The survey instrument was
designed to investigate the satisfaction of snowsports guests’ preferred destination attributes
as determined in the unstructured discussion groups. It also included guests’ expressive (or
core experiences) attributes (Lehto et al., 2002; Meng et al., 2008) and socio-demographics,
situation and product specific characteristics. Based on the results of the pilot studies, the
questionnaire was adjusted as required. Finally, ethical considerations pertaining to the
collection of data and its dissemination were discussed.

Chapter 5 provides a preliminary examination of the attributes and personal and situation
specific characteristics identified in the sample population. In the following 6 chapters the
objectives of the study as detailed in Section 1.4 are met. The subsequent analysis is related
to the defined snowsports resort attributes and how they are influenced by selected personal,
situation specific, and additionally, product/destination related characteristics. In addition the
link between the attributes, overall satisfaction with the resort experience and the likelihood
of recommending and revisiting the resort is investigated. The final analysis identifies
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variances in these as a result of heterogeneity amongst the guests due to these selected
characteristics.

The prioritising of management actions using an Importance Satisfaction Analysis is
presented in Chapter 12. Discussions on the findings and possible actions particular to the
management and promotion of the snowsports resort are also presented.
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Chapter 5:

5

5.1

Preliminary Data Analysis

Introduction

Building on the work to date, this chapter provides the preliminary analysis of the
questionnaire data. Chapter’s 6 to 12 report on the results of the snowsports survey data
analysis in order to answer the underlying thesis question that, through an understanding of
the heterogeneity of the Australian snowsports guest, how can resort administrators best
prioritise the management and marketing of those attributes most important to these guests in
order to improve overall satisfaction, likelihood of revisiting and recommendation to others?
The guest heterogeneity is to be investigated through the examination of variances in selected
personal, situational and product characteristics. These characteristics, along with the
aggregate mean scores for the various attributes as identified in the data, are presented in this
chapter.

5.2

Personal, Situational and Product Specific Characteristics of the Research
Participants

The various personal, situational and product related characteristics are presented under the
themes of Socio-demographics, Travel and Accommodation, and Activities and Facilities and
are detailed in Appendix Q.
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5.2.1 Socio-demographics

Research was restricted to those aged 18 and over and the resulting age range was from 18 to
over 65 and restricted to visitors during the period June to September when the resort was
open (Table 21). Respondents were mainly from households with children (43.6%) and aged
35 and over (66.4%). Groups with children accounted for almost half of the respondents
(47.9%). 21% were couples with no children and just fewer than 10.7% were empty nesters.

In the sample population, the greater majority of the respondents identified themselves as
Australian (85%), with smaller numbers of persons identifying themselves as being from New
Zealand, China, Italy, Vietnam, United Kingdom and a variety of other countries. Almost half
of the respondents (47%) identified themselves as being from Sydney, with the second largest
group coming from regional NSW (most of these originated from areas to the north and south
of Sydney). The third largest group were from the Australian Capital Territory (12.7%),
followed by Queensland (7.7%).

The official statistics provided by the resort show an average of 55% male and 45% female
guests over the past ten years. This gender difference has varied over the years with males
having a low of 51% and a high of 63%. The skew in this study (shown in Table 21; 56%
female and 49% male) may be the result of the household decision maker for the holiday
being the female and answering the online questionnaire (Appendix O). Of the respondents,
more females (74.8%) cited skiing as their main activity than did males (65.2%); however
more males (31.3%) were involved in snowboarding than females (20%).
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Table 21: Socio-demographics of all visitors sampled
Characteristic
(n= 3714)

Socio-demographics of
all visitors sampled

Ski
%

Snowboard
%

Snow Play
%

Gender

Female
Male

56.4
43.6

74.8
65.2

20
31.3

5.1
3.5

Age

≤= 24
25 - 34
35 - 44
45 - 54
55 - 64
65+

10.6
23.1
27.1
25.4
10.0
3.9

33.4
42.8
78.9
88.8
88.1
84

64.3
52.7
16.6
7.5
5.9
10.3

2.3
4.4
4.5
3.6
5.9
5.5

Family Status

Single, no children

17.6

13.8

35

12.2

Single, with children

4.3

5.8

2.4

2.6

Couple, no children

21.1

15.3

36.8

14.7

Household with children

43.6

49.8

22.8

55.8

Empty Nester - children
no longer at home
Other

10.7

12.2

2.2

10.3

2.6

3.1

0.9

4.5

Australia
New Zealand
China
Italy
Vietnam
United Kingdom
Greece
Other

84.9
1.9
0.3
0.2
0.1
6.1
0.1
6.4

Country of
Birth
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5.2.2 Travel, Holidays and Accommodation

Of those surveyed, approximately 65% of respondents were staying off-snow. The majority
(62.3%) were on their 10th or more snowsports holiday, whilst 3.2% were experiencing their
first snow holiday. Just over a quarter of respondents (26%) were staying between 7 and 10
days, 15.5% were staying for more than 10 days, and the greatest proportion of respondents
(30.4%), were staying for three days or less.

Fewer than 40% had travelled by Skitube into the resort, with the remaining 60% driving. Of
these drivers, over 47% came from Sydney and surrounds and almost 13% from the ACT.
Interstate visitors account for almost 13%, excluding the ACT.

Of all the respondents, 76.9% were the main decision makers when it came to making the
holiday choice, with more females (n = 1703) than males (n = 1152) identifying themselves as
the decision maker.

5.2.3 Activities and Facilities

Of the guests, 70.6% identified themselves as skiers and 26.5% as snowboarders. The
remainder listed their activity as snow play. More snowboarders were listed as being a first
timer (2.1%) relative to skiers (1.3%), however a greater proportion of skiers (11.6%) rated
themselves as ‘expert’ compared to only 7.4% of snowboarders.

Of the respondents 33.5% had taken lessons with the Snowsports School. 10.1% of the total
sample purchased a private lesson. This accounted for 31.5% of all those who took part in
lessons with the Snowsports School. The greater majority of guests opted for group lessons
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(68.3%). The proportion of skiers and snowboarders who had taken a lesson, both group
(approximately 68%) and private (approximately 32%) was very similar to each other. Guests
who responded that they had hired from the Perisher Snowsports Hire accounted for 33.5% of
the sample.

A greater percentage respondents who classed themselves as skiers purchased multi day
passes (43.3%) and season passes (4.9%) whereas a greater proportion of those identifying
themselves as snowboarders purchased single day tickets (59.8%). Approximately one-third
of respondents (33.3%) had used the Terrain Parks. Over 42 per cent of respondents had made
use of the resort shuttle buses. Only 3.1% had been treated by ski patrol.

As illustrated in Figure 20, 69.6% of the respondents were satisfied with their overall holiday
at the resort; 8.2% were either very dissatisfied or fairly dissatisfied; and the remaining 22.2%
were neither satisfied nor dissatisfied. Similar to the 69.6% being satisfied with their holiday,
two-thirds (66.4%) of respondents indicated they definitely would be returning to the resort
within the next three years. Another 23.3% probably would return, whilst 3.5% would not be
returning and another 6.8% were unsure.
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Overall Satisfaction of
Your Holiday (%)
Very Dissatisfied
2.2 6.0
Fairly Dissatisfied
22.1

22.2
Neither Satisfied
or dissatisfied
Fairly Satisfied

47.5

Very Satisfied

Figure 20: Overall satisfaction of the holiday

5.2.4 Importance and Satisfaction Mean Values

As part of the preliminary analysis, the mean values of the attribute satisfaction and
importance scores were calculated. These were also determined for various activity types such
as skiing and snowboarding, and also for different genders. The results are summarized in
Appendix R and a sample shown in Table 22.

Snow Conditions/Snow
Quality

Quality of Trail Grooming

Size of Resort/ Number of
Trails

Length of Runs

Uncrowded Slopes

Availability of terrain suited
to your ability

Availability of accurate
information on grooming and
snow conditions

Signage on the various trails

Number of lifts open

Lift queue wait time

Lift Operators being friendly
and helpful in their
communications

Updated information on lifts
open status

Having Mountain Hosts in
the resort

Table 22: Selected Importance and Satisfaction Means

Importance

4.56

4.18

4.11

4.01

4.44

4.36

4.20

3.98

4.44

4.55

4.03

4.28

2.82

Satisfaction

3.84

4.01

3.98

3.67

3.35

3.88

3.80

3.78

3.74

3.32

3.84

3.88

3.69

Skier Imp

4.56

4.18

4.11

4.00

4.43

4.35

4.21

3.97

4.44

4.54

4.02

4.27

2.81

Snowboard
Imp

4.55

4.31

4.19

4.17

4.54

4.45

4.23

3.90

4.54

4.63

3.99

4.31

2.70

Male Imp

4.55

4.22

4.10

4.01

4.43

4.38

4.20

3.97

4.45

4.54

4.03

4.26

2.83

Female Imp

4.56

4.16

4.11

4.00

4.45

4.34

4.20

3.98

4.43

4.55

4.02

4.29

2.82
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More detailed analysis in the following chapters will utilise these values, as well as additional
mean values calculated for each of the remaining attributes, in order to meet the objectives of
the study and answer the questions that underlie this thesis.

5.3

Chapter 5 Summary

This chapter reported the results of preliminary data analysis. A breakdown of the personal,
situational and product related characteristics of the survey respondents was given. The mean
values for the individual attributes that were identified in the earlier discussion groups were
also calculated. The mean for both the attribute importance and guest satisfaction with that
attribute were determined. The mean values were at the aggregate level for the respective
domains and were also determined for individual attributes as well as the individual guest
characteristic sets e.g. gender, skier etc. Those attributes rated as important to the guest will
be used in Chapter 6 to satisfy Objective 2 of the study, which is to identify the heterogeneity
of the guests through differences in what they perceive as being important at a snowsports
resort.

By utilising a number of statistical techniques (t-tests, ANOVA, 2-way ANOVA, Tukey
HSD), it will be demonstrated that guests’ selected personal and situation specific
characteristics, and product/destination related factors, vary in what they perceive as being
important in a snowsports vacation. Initially however, for the purposes of this thesis only, and
due to the very large number of variables resulting from the survey, a Principal Components
Analysis (Darlington, Weinberg, & Walberg, 1973; Gorsuch, 1983; Morrison, 1990) will be
undertaken in order to identify whether the data can be reduced or summarised into a smaller
and more manageable set of domains (and attributes). As stated by Pallant (2011, p. 181), this
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will serve to find “clumps or groups amongst the inter-correlations of a set of variables”, that
can account for most of the variance in the data set.

Chapters 7 to 11 will continue the analysis in order to satisfy Objectives 3 to 7 (Section 1.4).
These chapters will investigate the satisfaction scores of these important snowsports resort
attributes and their relationship to the guests’ overall satisfaction, intention to revisit and
likelihood of recommending the resort to others. Chapter 12 will discuss the interaction of the
importance-satisfaction relationship and its implication for the setting of management and
marketing priorities through the use of the Importance Satisfaction Analysis (Objective 8).
Chapter 13 will provide a summary of the thesis and identify some of its limitations and make
suggestions for future research opportunities.
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Chapter 6

6

Objective 2

The second research objective is to identify the heterogeneity of resort guests through
differences in what they perceive as being important at a snowsports resort.

6.1

Introduction

In the previous chapter a breakdown of the personal and situational characteristics of the
survey respondents was presented. This analysis also provided a list of importance and
satisfaction means for the various attributes identified by the discussion groups (translated
into questions for the questionnaire). A table of the importance and satisfaction means and a
selection of differences between gender and activity is provided in Appendix R. The
aggregate average for importance is portrayed graphically in Figure 21.

Using various statistical techniques this chapter identifies whether guests with a range of
selected personal, situation specific and product/destination related characteristics differ in
what they perceive as being important in a snowsports vacation. A Principal Components
Analysis was undertaken in order to identify whether the data could be reduced or
summarised into a smaller and more manageable set of domains (and attributes). In Section
6.11 the findings from this chapter particular to the management and promotion of the
snowsports resorts are presented and discussed.
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Attributes

Importance Means
Existence of Cross Country or Snowshoe trails at the resort
Having Terrain parks available
The offering and variety of nonsnow experiences at the resort
Having Mountain Hosts in the resort
Number of bars in the resort
Quality/variety of retail shops at the resort
Bus shuttle service between Perisher and Smiggin Holes
Competence of car parking personnel
Meet people with similar interests
Indulge in some luxury
Performance and friendliness of bus drivers
Friendliness of parking personnel
Apres ski experience at the resort
Clarity of signage at the ticket office
The monitoring of slow zones
Get an educational experience for your children
Overall parking experience
Value for money of retail shops
Variety of restaurants at the resort
Having a unique experience
Have an opportunity to experience Australia’s nature
Quality of restaurants at the resort
Friendliness of the ticket seller
Chance to discover and learn something new
Having your questions about ticket options answered adequately
Good first impression/welcome to the resort
Have a place to relax
Ease of the registration/booking process
Closeness of car parks to lifts
Signage on the various trails
Competence of the ticket seller
Length of Runs
Lift Operators being friendly and helpful in their communications
Find thrills and excitement
Presence/visibility of ski patrol
Size of Resort/Number of Trails
Have fun and be entertained
Overall ambience/atmosphere of the resort
Scenery and natural beauty
Size of the class
Quality of Trail Grooming
Availability of accurate information on grooming and snow conditions
Quality of service at the resort
The overall performance of ski patrol
Updated information on lifts open status
Speed of the hire process
Overall ease in travelling from your home to Perisher
Have a place to get away from a busy job
Information on Perisher's website
Availability of terrain suited to your ability
Friendliness and competence of the hire staff
Overall Snowsports School experience
Do something the children will enjoy
Number of lifts open
Uncrowded Slopes
Availability of desired equipment
Overall value for price paid for hire equipment
Personal feedback and attention
Spend quality time with partner/friends/family
Lift queue wait time
Snow Conditions/Snow Quality
Enjoy the overall experience at the resort
To feel you learnt something during a lesson
Value for money paid for a lesson
Instructor's competence
Value of a ticket for the price paid
Have fun and enjoyment
Proper fit of boots

1.00 1.50 2.00 2.50 3.00 3.50 4.00 4.50 5.00
Mean Score

Figure 21: Attribute Importance Means (created for this thesis)

Page 166

6.2

Principal Components Analysis

The importance items of the ski resort survey were subjected to a Principal Components
Analysis (PCA) using SPSS Version 18. Prior to performing the PCA the suitability of the
data for factor analysis was assessed. Inspection of the correlation matrix revealed the
presence of many coefficients over 0.3. The Kaiser-Meyer-Olkin value was 0.911, exceeding
the recommended value of 0.6 (Pallant, 2011). Furthermore, Bartlett’s Test of Sphericity
reached statistical significance supporting the factorability of the correlation matrix (Bartlett,
1954; Pallant, 2011). Cronbach’s alpha coefficient for the importance scales shows good
internal consistency with a Cronbach’s alpha coefficient of 0.936 (Pallant, 2011).

The Initial PCA revealed the presence of seventeen components with Eigenvalue exceeding 1,
explaining a total variance of 62.57%. An inspection of the scree plot (Figure 22) reveals
apparent breaks after the 3rd, 8th, 9th and11th component. The results of the Parallel Analysis
showed only eleven components with Eigenvalue exceeding the corresponding criterion
values for a randomly generated data matrix of similar size (Figure 23). Therefore, based on
these results and using Catell’s scree test the eleven components were retained. This elevencomponent (absolute value of 0.3) solution explained a total of 52.59% of the variance, with
each component showing a variance as shown in Figure 23.
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Figure 22: Scree Plot - PCA Importance Attributes

Using a factor loading (absolute value) of 0.5, as recommended by Ticehurst and Veal (2000)
and Hui and Wan (2003), the PCA (Appendix S) again revealed the presence of seventeen
components with Eigenvalue exceeding 1. This explained a total variance of 62.57%. With
this absolute value, the loadings on the various components were not as clean as the absolute
value of 0.3. There were components with no loadings and some with less than 3 (Pallant,
2011).
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Importance Variance Explained
11 Components Absolute Value 0.3

Experiences
19.74 %
Snowsports School
Excitement and Fun

Skiing Facilities

7.05%
Importance

4.25%
3.79%

1.88%
Safety

3.60%
Hire

1.90%
2.96%

Restaurant and Aprez

2.44%

2.65%
Family

2.66%
Arrival and
Parking

Nordic and Snowshoe Ticketing
Services

Figure 23: Initial Eleven Component PCA Solution (Absolute Value 0.3) illustrating
individual variances

To aid in the interpretation of these eleven components, an oblim-rotation was performed. The
rotation revealed the presence of a simple structure (Thurstone, 1947 cited in Pallant 2011),
with all components showing a number of strong loadings. A number of variables showed
loading onto more than one component. Utilising the Component Correlation Matrix, the
strength of the relationship between the factors was quite low, being less than 0.3 (Pallant,
2011).

In order to determine if a more satisfactory series of loadings could be obtained in which
components had only one strongly loaded factor, a number of alternative PCA were
conducted, utilising different absolute values, and forcing an alternate range of components,
as identified by breaks in the scree plot (Costello & Osborne, 2005). Whilst a loading of 0.4
provided a clean set of components, a loading of 0.6 failed to get components with sufficient
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factor loadings. Therefore, an absolute value of 0.5 was chosen and the number of
components forced between four and seven.

The selection of cut-off for loadings, according to Tabachnik and Fidell (2001, p. 625), “is a
matter of researcher preference”. An absolute value of 0.5 produced an accumulative variance
of 43.39% with 4 components, 41% with 5 components, 48.9% with 6 component and,
50.27% with 7 components (see Figure 24 & Table 23). In each of these, factors with
communality scores of less than 0.3 were removed prior to determining the final component
make up and total variance.

The attributes with communality scores less than 0.3 removed from the final solution were:
·

accurate information on grooming and snow conditions;

·

lift queue waiting time;

·

updated information on lift status;

·

having terrain parks; the resort website;

·

visibility and performance of the ski patrol;

·

having a shuttle bus service;

·

having fun and enjoyment;

·

ease of travel to the resort;

·

quality of trail grooming;

·

uncrowded slopes;

·

terrain suitable for ability and,

·

access to XC-trails.
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Importance Variance Explained
7 Components Absolute Value 0.5 Total Variance 50.27%
Ticketing and Information
21.97 %
Snowsports
School

8.38%

Excitement and Learning
(Experiences)

Equipment Hire

4.94%

Importance

4.35%
3.93%

Skiing Facilities
3.45%
Restaurants and
Aprez

3..0%

Arrival and Parking

Figure 24: Seven Component PCA Solution (Absolute Value 0.5)
Illustrating Individual Variances

The Cronbach’s Alpha scores for the seven selected components are illustrated in Table 23.
All other components other than Component 4: Skiing Facilities, are above 0.7, which is
considered acceptable (Pallant, 2011). Component 4 has (Cronbach’s alpha = 0.6) and only 4
items. As a result of this, according to Pallant (2011, p. 100), “it is sometimes difficult to get a
decent Cronbach’s alpha value”. However, it is not considered a low value and when
observing the ‘alpha if item deleted’ result, the score is no greater and hence these items have
been left in the PCA.
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Table 23: Component Structure of Importance Attributes.

#

1
2
3
4
5

6
7
8
9
10
11
12

13
14
15
16
17

Component and Attributes
Component 1: Ticketing and Information
Competence of the ticket seller
Clarity of signage at ticket office
Friendliness of ticket seller
Having ticket questions answered
Lift Operators friendly and helpful
Component 2: Snowsports School
Instructor competence
To feel you have learnt something in a lesson
To receive personal feedback and attention in SSS
lessons
The overall snowsports school experience
The size of the SSS classes
The value for the money paid for the lessons
The ease of the registration/booking process
Component 3: Excitement and Learning
To have a unique experience
To get an educational experience for the children
To have an opportunity to explore Australian
nature
Chance to discover and learn something new
To find thrills and excitement

Mean

Cronbach’s
Alpha

Pattern
Matrix
Load

0.831
3.99
3.56
3.88
3.95
4.03

0.62
0.61
0.59
0.58
0.54
0.923

4.68
4.64
4.48

-0.87
-0.83
-0.82

4.37
4.18
4.65
3.97

-0.82
-0.80
-0.71
-0.68
0.749

3.80
3.63
3.81

0.66
0.61
0.60

3.89
4.06

0.52
0.51

Component 4: Snowsports Facilities

0.592

18 The number of lifts open

4.44

0.61

19 The size of the resort

4.11

0.59

20 The length of the runs

4.01

0.57

21 Snow conditions and quality

4.56

0.53
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Pattern

#

Component and Attributes

Mean

Component 5: Equipment Hire

Cronbach’s

Matrix

Alpha

Load

0.914

22 Having available the desired hire equipment

4.45

0.89

23 The proper fit of hire boots

4.77

0.88

24 Getting value for the overall price paid for hire

4.47

0.81

25 The speed of the hire process

4.28

0.79

26 The friendliness and competence of the hire staff

4.37

0.79

equipment

Component 6: Restaurants and Après

0.829

27 The number of bars in the resort

2.85

0.71

28 The variety of restaurants in the resort

3.74

0.67

29 The après experience in the resort

3.35

0.65

30 The quality of the restaurants in the resort

4.22

0.64

31 The quality and variety of the retail shops in the

3.02

0.61

2.74

0.59

33 Indulging in some luxury

3.30

0.57

34 The value for money of the retail shops on the

3.67

0.52

resort
32 Offering and variety of non snow experiences in
the resort

resort

Component 7: Arrival and Parking

0.834

35 Closeness of the car parks to the lifts

3.97

0.68

36 The overall parking experience

3.64

0.66

37 The friendliness of the car park staff

3.34

0.65

38 The competence of the car park staff

3.15

0.60

Eigenvalues for Component 1 = 11.862, Component 2 = 4.527, Component 3 = 2.665,
Component 4 = 2.347, Component 5 = 2.127, Component 6 = 1.865, Component 7 = 1.621.
Items in the table are those with Component loadings of ≥ 0.5
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In summary, the number of factors being retained was initially guided by three decision rules:
Kaiser's criterion (Eigenvalue above 1); the use of Horn's parallel analysis (Horn, 1965); and
finally inspection of the scree plot.

According to Costello & Osborne (2005, p. 2) the use of Eigenvalue alone is “among the least
accurate methods for selecting the number of factors to retain”. However, combining
Eigenvalue with parallel analysis provides one of the more accurate approaches to estimating
the number of components (Pallant, 2011). The sizes of Eigenvalue obtained from PCA are
compared with those obtained from a randomly generated data set of the same size. Only
factors with Eigenvalue exceeding the values obtained from the corresponding random data
set are retained for further investigation. Parallel analysis was conducted using the software
developed by Watkins (2000). The examination of the scree plot is referred to by Costello &
Osborne (2005, p. 3) as “the best choice for researchers” and involves identifying the natural
breaks in the Eigenvalue data around where the curve begins to flatten. Ultimately, the
selection of the cut-off at 0.5 was referred to by Tabachnik and Fidel (2001, p. 625) as, “a
matter of researcher preference”.

The seven components identified for this exercise were labelled according to the general
theme of the selected attributes (Table 23) and included:

1. Ticketing and Information (5 items): One of the first encounters at the resort, the ticketing
services area place where guests not only purchase the various products that allow access
to the ski slopes, but also seek clarity in the variety of services offered. This can either be
in person at the resort, at a ticket office off-site, over the phone or on-line (Figure 25).
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Attibute Importance
Scores

21.97% variance explained.
Cronbach's alpha coefficient .831

The competence of the ticket seller
The clarity of the signage in the Ticket Office area
Having questions about tickets answered adequately
The friendliness of the ticket seller
Lift operators being friendly and helpful

Guest Overall Importance Variance

Figure 25: PCA Attribute Importance – Ticketing and Information
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2. Snowsports School (7 items) (Figure 26): Comprises attributes relating to the encounter
with Snowsports School staff and the value the guest felt they received for the lesson.

Attibute Importance
Scores

8.384% variance explained
Cronbach's alpha coefficient .923

The competence of Instructors
To feel you learnt something during a lesson
To receive personal feedback and attention in SSS lessons
The overall snowsports school experience
The size of the SSS classes
The value for the money paid for the lessons
The ease of the registration/booking process

Overall Guest Importance

Figure 26: PCA Attribute Importance – Snowsports School
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3. Excitement and learning (Experiences) (4 items) (Figure 27): Comprises attributes
relating to the experiences of excitement and fun with others, including family. It also
includes learning and discovery experiences, which fit in with the concept of tourism
motivations mentioned in chapter 3.

Attibute Importance
Scores
4.94% variance explained
Cronbach's alpha coefficient .749

To have a unique experience
To get an educational experience for the children
To have an opportunity to explore Australian nature
Chance to discover and learn something new
To find thrills and excitement

Overall Guest Importance Variance

Figure 27: PCA Attribute Importance – Excitement and Learning (Experiences)
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4. Hire (5 items) (Figure 28): This component refers to the framework of services provided
in Snowsports Hire at the resort.

Attibute Importance
Scores

4.35% variance explained
Cronbach's alpha coefficient .914

Having available the desired hire equipment
The proper fit of hire boots
Getting value for the overall price paid for hire equipment
The speed of the hire process
The friendliness and competence of the hire staff

Overall Guest Importance Variance

Figure 28: PCA Attribute Importance – Hire
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5. Snowsports Facilities attributes (4 items) (Figure 29): This component describes the
tangible attributes and availability of man-made facilities provided at the resort.

Attibute Importance
Scores

3.94% variance explained
Cronbach's alpha coefficient 0.592

The size of the resort
The length of the runs
The number of lifts open
Snow conditions and quality

Overall Guest Importance

Figure 29: PCA Attribute Importance – Snowsports Facilities
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6. Restaurants and Après (8 items) (Figure 30): This component is similar to number 5
(Snowsports facilities attributes), but refers to the hospitality, variety and value for money
found in the resort’s restaurants, bars and retail areas. It also includes non-snow
experiences and activities.

Attibute Importance
Scores

3.45% variance explained
Cronbach's alpha coefficient .829

The number of bars in the resort
The variety of restaurants in the resort
The quality of the restaurants in the resort
The après experience in the resort
The quality and variety of the retail shops in the resort
Offering and variety of on-snow experiences in the resort
Indulging in some luxury
The value for money of the retail shops in the resort

Overall Guest Importance Variance

Figure 30: PCA Attribute Importance - Restaurants and Après
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7. Arrival and Parking (4 items) (Figure 31): This component is related to one of the first
encounters a guest has when arriving at the resort. It entails part of the journey to the
resort, and includes the initial interaction with resort staff and closeness of the facilities to
the resort’s slopes.

Attibute Importance
Scores

3.94% variance explained
Cronbach's alpha coefficient 0.592

The overall parkingexperience
The friendliness of the car park staff
The competence of the car park staff

Overall Guest Importance

Figure 31: PCA Attribute Importance- Arrival and Parking
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6.3

Personal and Situation Specific Attributes

In order to identify whether there is a variation in what the guests report as being important,
based on differing personal and situation specific characteristics (Objective 2), a series of tests
were performed on a selection of the attributes identified in each of the components. These
tests included an independent-samples t-test and one-way variance of analysis (ANOVA). For
the T tests, the mean scores of two different groups were compared to determine if there was
any significant difference between the mean scores for each particular attribute chosen. Where
there were more than two groups, ANOVA was undertaken. As an added inquiry, a two-way
between groups ANOVA was also conducted to identify variances in the attributes
importance based on a selection of the collected demographic and situation specific data. The
results of this inquiry are presented in the following sections. A discussion of the relevance
and implications of the analysis findings are provided in Section (6.11).

6.4

All Components - Gender

The first investigation looked for gender related variances in the attributes of the seven
principal components (Figure 20). An independent samples t-test was conducted to compare
the difference in attributes’ importance scores between genders, (Table 24). The only
significant difference in importance scores were for:
·

Number of bars in the resort (#27) with males (M = 2.77, SD = .1.242) and females
((M = 2.91, SD = .1.257); t(33556) = 3.232, p =.011, two tailed);

·

Après Ski Experience at the resort (#29) with males (M = 3.27, SD = 1.224) and
females ((M = 3.41, SD = 1.203); t(3519) = -3.332, p =.001, two tailed);

·

Find thrills and excitement (#17) with males (M = 4.00 SD = 1.021 and females ((M =
4.11, SD = .934); t(3246 = -3.246, p = .011, two tailed); and
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·

Indulge in some luxury (#33) with males (M = 3.24 SD = 1.231) and females ((M =
3.34, SD = 1.230); t (3598) = -2.553, p =0.11, two tailed).

According to Pallant (2011), care needs to be taken with a large sample, as in this study, as
small differences in the mean scores can become statistically significant even if the difference
between the groups is of little practical importance (Pallant, 2011). The magnitude of the
difference in the means (mean differences), at the 95% confidence level, was small according
to Cohen’s benchmarks (1998) where he attempted to interpret effect size estimates relative to
other effect sizes. Effect size aims to identify the total variance in the dependent variable.
That total variance is predicted based on the levels of the independent variables (Pallant,
2011; Tabachnik & Fidell, 2006). This assists in identifying if any difference has a “practical
or theoretical significance” (Pallant, 2011, p. 210).

Whilst the gender variance results were found to be significant, the effect score 0.003
expressed as a percentage, provides for only 0.3% of the importance variance for the number
of bars, the après ski experience and finding thrills and excitement. Similarly only 0.2% of the
indulging in luxury attribute was thus explained by gender differences. In each circumstance,
females account for a greater variance than males.

Table 24: Attribute Importance - Gender
Attribute

Statistically
Significant
Find thrills and excitement
Yes
(#17)
Number of bars in the
Yes
resort (#27)
Après ski experience at the
Yes
resort (#29)
Indulge in some luxury
Yes
(#33)

Sig.(two
tailed)
.001

eta
Squared
.003

Cohen’s Effect
Size
Small

.001

.003

Small

.001

.003

Small

.001

.002

Small
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6.5

Level of Ability

6.5.1 Level of Ability and Component 1: Ticketing and Information

An ANOVA was conducted on importance scores, to explore how the different
skier/snowboarder ability ratings (as recommended in Clark and Maher (2007) and Jacobsen
et al. (2009)) affect the levels of importance of the attributes in Ticketing and Information.
Participants were divided into three groups according to their self rated ability levels (Group
1: Beginner, Group 2: Intermediate and Group 3: Advanced). Those attributes identified as
meeting the Levene’s test for homogeneity of variance, or for those which did not but were
significant according to the Welch and Brow-Forsythe tests, are shown in Table 25.

All the attributes in Component 1 returned a statistically significant difference at the p<.05
level in the importance scores for the three ability levels. However, the Cohen’s (1998) Eta
squared or Cohen’s d criteria, resulted in a small effect for all but one of the attributes, which
had a medium effect. This latter was between those of intermediate and advanced standard
with the attribute lift operators being friendly and helpful in their communications (#5).

Post hoc comparisons of the results for attribute #5, using the Tukey HSD test, indicated that
the mean score for intermediate riders (M = 3.92 SD = 1.01) was significantly different to
advanced riders (M = 3.82, SD = 1.046). This indicated more of the importance variance of
this attribute, can be attributed to those who were classed as intermediate riders than advanced
riders. The variance for the same attribute, between beginners and advanced showed only a
small effect. This indicated those who classed themselves as advanced considered this
attribute to be significantly less important than the other two groups.
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Table 25: The effect of skier/snowboarder ability on the importance levels for attributes in
Ticketing and Information
Component 1:
Ticketing and Information
Level of Ability

(p value)

Between Groups

Competence of the ticket
seller (#1)
The clarity of signage (#2)
Friendliness of the ticket
seller (#3)
Having your questions about
ticket options answered
adequately (#4)
Lift Operators being friendly
and helpful in their
communications (#5)

Yes (.002)

Intermediate/Advanced

.12

Small

Yes (.002)
Yes (.016)

Intermediate/Advanced
Intermediate/Advanced

.12
.09

Small
Small

Yes (.016)

Beginner/Intermediate

-.18

Small

Yes (< .001)

Beginner/ Advanced
Intermediate/Advanced

.16

Small

.25

Medium

Cohen’s Cohen’s
d
Effect
Size*

*(Cohen, 1998, pp. 284-287. This reference is applicable for Tables 25-40)

An investigation of the Means Plots (Appendix T) provides an easy way to compare the mean
scores for the different groups. From these it can be seen that the advanced riders (skiers and
snowboarders) recorded the lowest mean scores for importance on three of the five attributes.
The intermediate group scored the highest in three of the five. Care should be exercised when
using Means Plots as they are very scale dependent and therefore can be misleading, as even
small differences can appear impressive.

6.5.2 Level of Ability and Component 2: Snowsports School

An ANOVA was used to explore how the differences in skier/snowboarder ability affect the
importance levels for the attributes in Component 2 (Snowsports School). No attribute was
identified as meeting the Levene’s test for homogeneity of variance, nor were the Welch and
Brow-Forsythe tests found to be statistically significant. In this particular case there were no
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significant differences identified in the Snowsports School attributes as a result of differences
in the ability of the guests.

6.5.3 Level of Ability and Component 3: Excitement and Learning

An ANOVA was conducted to explore the effect of the skier/snowboarder’s ability on the
importance levels for attributes in the ‘Excitement and Learning’ component. The results were
divided into the three ability levels, beginner, intermediate and advanced.

There was a statistically significant difference at the p < .05 level for importance scores for
·

‘to have a unique experience’ (#13) F (2, 3619 = 5.607, p = .004), and

·

‘to find thrills and excitement’ (#17) F (2, 3617 = 14.512, p = <.001).

Despite reaching statistical significance the actual difference in the mean scores between the
groups was quite small. Similarly, using the Welch/Brown-Forsythe Robust tests of Equality
of Means, the scores for ‘chance to discover and learn something new’ (#16) also reached
statistical significance (Table 26). Post hoc comparisons for attribute #16, using the Tukey
HSD test, indicated that the mean score for Beginners (M = 3.66, SD = 1.111) showed a
statistical difference to Intermediates (M = 3.89, SD = 0.973), and the mean score for
Beginners was also significantly different to Advanced (M = 3.92, SD = 0.961). This
indicated both intermediate and advanced participants rated ‘chance to discover and learn
something new (#16)’ of greater importance than those who classed themselves as beginners.

Similarly, for the attribute ‘having a unique experience (#13)’, the mean score for Beginners
(M = 3.61, SD = 1.019) showed a statistical significant difference to Intermediates (M = 3.83,
SD = 0.994). The mean score for Beginners was also significantly different to Advanced (M
=3.80, SD = 1.025).
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For the attribute ‘to find thrills and excitement (# 17)’ the mean score for Beginners (M =
3.80, SD = 1.085) was significantly different from both Intermediates (M = 4.03, SD =
0.986), and to Advanced (M = 4.18, SD = 0.922). The mean scores for Intermediates resulted
in a statistical significant difference to those rated as Advanced (M = 4.15, SD = 0.929).

Despite each of these reaching statistical significance, the actual difference in mean scores
between the groups as measured by Cohen’s effect size was small (Pallant, 2011).
Table 26 : Level of Ability and Component 3: Excitement and Learning
Component 3:
Excitement and
Learning
One-way ANOVA
Level of Ability
Having a unique
experience (#13)
Chance to discover and
learn something new
(#16)
Find thrills and
excitement (#17)

(p value)

Between Groups

Cohen’s d

Cohen’s
Effect
Size

Yes (.014)

Beginner/Intermediate
Beginner/Advanced
Beginner/Intermediate
Beginner/Advanced

.21
.18
.22
.25

Small

Beginner/Intermediate
Beginner/Advanced
Intermediate/Advanced

.22
.34
.13

Small

Yes (.004)

Yes (<.001)

Small

6.5.4 Level of Ability and Component 4: Hire

An ANOVA was used to explore the effect of skier/snowboarder ability on the levels of
importance on the Hire attributes. However, when utilising the Levene’s test for homogeneity
of variance, or the Welch and Brow-Forsythe test, no attributes were found to be statistically
significant.
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6.5.5 Level of Ability and Component 5: Skiing Facilities

Similar to the previous section, an ANOVA was used to explore for any influence of
skier/snowboarder ability on the attributes identified in Component 5, Skiing Facilities. No
attributes were found to be statistically significant.

6.5.6 Level of Ability and Component 6: Restaurants and Après

An ANOVA was conducted to explore how different ability levels affect the importance
ratings for the attributes in component #6 ‘Restaurants and Après’. A statistically significant
difference was identified at the p < .05 level for importance scores, as detailed in Table 27.
However, despite reaching statistical significance the actual differences in the mean scores
between the groups presented was quite small.
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Table 27 : Level of Ability and Component 6: Restaurants and Après
Component 6:
Restaurants and Après
One-way ANOVA Level of
Ability

(p value)

Between Groups

Cohen’s
d

Cohen’s
Effect
Size

Variety of restaurants at the
resort (#28)
Number of bars in the resort
(#27)

Yes (.021)

Intermediate/Advanced

.08

Small

Yes (<.001)

Beginner/Intermediate
Beginner/Advanced
Intermediate/Advanced
Beginner/Intermediate
Beginner/Advanced

.29
.43
.14
.3
.3

Small

Après ski experience at the
resort (#29)

Yes (<.001)

Small

Quality and variety of the
retail shops in the resort
(#31)
Quality of restaurants at the
resort (#30)
Indulge in some luxury (#33)

Yes (<.001)

Beginner/Intermediate
Intermediate/Advanced

.26
.09

Small

Yes (.004)

Intermediate/Advanced

.19

Small

Yes (<.001)

Beginner/Intermediate
Intermediate/Advanced

.26
.09

Small

Post hoc comparisons for attribute #28, variety of restaurants at the resort, using the Tukey
HSD test, indicated that the mean scores for Intermediates (M = 3.78, SD = 1.044) was
significantly different to Advanced (M = 3.69 SD = 1.055). This means that those guests of
intermediate standard rate the importance of the variety of restaurants in the resort more
highly than do advanced skiers and boarders, albeit the effect size is quite small. There was no
other significant difference between beginners and either intermediate or advanced guests to
the resort.

Attribute #27, ‘number of bars in the resort’, indicated a significant difference in the mean
scores between Beginner and Intermediate, Beginner and Advanced, and Intermediate and
Advanced. The Cohen’s effect size approached the medium cut-off between Beginners (M =
2.44, SD = 1.228) and Intermediate (M = 2.80, SD = 1.233), implying intermediate standard
visitors influence the aggregate importance score for the number of bars in the resort more
Page 189

than beginners. The ‘number of bars in the resort’ is more important for advanced guests (M
= 2.98 SD = 1.269) than those of intermediate level even though being rated at <3 (neither
important nor unimportant). However, the mean difference is less than that found between
Intermediates and Beginners.

Similarly, statistically significant differences were found between those of different ability
levels in the attributes;
·

‘après ski experience at the resort (#29)’,

·

‘quality of restaurants at the resort (#30)’,

·

‘quality and variety of the retail shops in the resort (#31)’, and

·

‘the importance of indulging in some luxury (#33)’.

In each case, the effect size was small, as shown in Table 27.

6.5.7 Level of Ability and Component 7: Arrival and parking

An ANOVA was used to explore how differences in the skier/snowboarder ability affect the
importance ratings in component 7, ‘Arrival and Parking’. A statistical difference was found
for two of the attributes;
·

‘overall parking experience’ (#36) and

·

‘friendliness of the car parking staff’ (#37).

Neither of the remaining attributes reached statistical significance in Levene’s test for
homogeneity of variance, or the Welch and Brow-Forsythe tests (Table 28). Post hoc
comparisons using the Tukey HSD test showed the guest’s mean score for Intermediates (M =
3.71, SD = 1.127) was significantly different to that of the Advanced (M = 3.54, SD = 1.070)
for #36, ‘overall parking experience’. Similarly, attribute #37 ‘friendliness of the car parking
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staff’ showed that intermediate riders (M = 3.40, SD = 1.149) presented a significant
difference to advanced riders (M = 3.25, SD = 1.115). In each of these cases the Intermediate
group rated the importance levels of the attributes more than the advanced group.

Table 28 : Level of Ability and Component 7: Arrival and parking
Component 7:
Arrival and parking
One-way ANOVA
Level of Ability
Overall parking experience
(#36)
Friendliness of the car park
staff (#37)

6.6

(p value)

Yes (<.001)
Yes (.002)

Between
Groups

Intermediate/
Advanced
Intermediate/
Advanced

Cohen’s d

Cohen’s
Effect
Size

.15

Small

.1

Small

Month of Visit

This section presents the results of ANOVA’s used to explore for differences brought about
by the month of visit upon selected components from the PCA. The results were divided into
the four months the resorts is open for the Australian winter snow season; June, July, August
and September.

6.6.1 Month of Visit and Component 1: Ticketing and Information

With the component Ticketing and Information there was a statistically significant difference
at the p < .05 level for the attributes;
·

‘having your questions about ticket options answered adequately’ (#4) and

·

‘competence of the ticket seller’ (#1).

Despite reaching statistical significance the actual difference in the mean scores between the
groups was small as demonstrated by both Cohen’s d and Cohen’s effect size (Table 29).
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Table 29: Month of Visit and Component 1: Ticketing and Information
Component1:
Ticketing and Information
One-way ANOVA Month of Visit
Having your questions about ticket
options answered adequately (#4)
Competence of the ticket seller (#1)

(p value)

Between
Groups

Cohen’s
d

Yes (.020)

July/August

.12

Cohen’s
Effect
Size
Small

Yes (.023)

July/August

.11

Small

Post hoc comparisons using the Tukey HSD test indicated that the mean score for the school
holiday month of July was significantly different to the month of August. In each of the
attributes, July visitors rated the overall importance more than any of the other months.

6.6.2 Month of Visit and Component 2: Snowsports School

With the items in Component 2, the Snowsports School, there was a statistically significant
difference at the p < .05 level for importance scores for the attributes;
·

‘the ease of the registration process’ (#12),

·

‘the size of the Snowsports School classes’ (#10) and

·

‘the overall Snowsports School experience’ (#9).

For attribute #12, ‘the ease of the registration process’, the Tukey HSD test indicated the
mean score for June (M = 3.81, SD = 1.231) was significantly different to July (M = 4.08, SD
= 1.024). This identified a greater importance being placed on ‘the ease of the registration
process’ by visitors in July than in June. July visitors were also significantly different from
August visitors (M = 3.94, SD = .1.095). Despite reaching statistical significance, the actual
difference in the mean scores between the groups was small as demonstrated by either the
Cohen’s d or Cohen’s effect size (1998) in Table 30. Mean scores for visitors in June were not
significantly different to August or September. Nor were mean scores for visitors in August
significantly different to those in September.
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There was a statistically significant difference at the p < .05 level in the importance scores for
attribute #10, ‘the size of the Snowsports School classes’. Despite showing statistical
significance, the actual difference in the mean scores between the groups (Cohen’s d) was
quite small. Post hoc comparisons using the Tukey HSD test indicated that the mean score for
June (M = 3.92, SD = 1.255), was significantly different to July (M = 4.31, SD = .954).
Similarly, the mean scores between June and August (M = 4.15, SD = 1.026) were
significantly different, as were those between July and August, July and September (M =
4.13, SD = 1.027) and August and September.

There was also a statistically significant difference at the p < .05 level for importance scores
for attribute #9, ‘overall Snowsports School experience’. Again, the actual difference in the
mean scores between the months that demonstrated this significance was small.

Table 30: Month of Visit and Component 2: Snowsports School
Component 2: Snowsports
School
One way ANOVA
Month of Visit
The overall snowsports school
experience (#9)

(p value)

Between Groups

Cohen’s
d

Cohen’s
Effect
Size

Yes (<.001)

June/July
July/August
July/September
June/July
June/August
July/August
July/September
August/September
June/July
July/August

.3
.15
.17
.34
.2
.16
.18
.2
.23
.13

Small

The size of the SSS classes (#10)

Yes (<.001)

The ease of the
registration/booking process (#12)

Yes (.003)

Small

Small
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6.6.3 Month of Visit and Component 3: Excitement and Learning

The ANOVA revealed that there was a statistically significant difference at the p < .05 level
for importance scores for ‘finding thrills and excitement’ (#17). Despite reaching statistical
significance, the actual difference in the mean scores between the groups only resulted in a
small variance explained by the different month of visit (Table 31).

Post hoc comparisons using the Tukey HSD test indicated that the mean score for June (M =
4.30, SD = .956) was significantly different to July (M = 4.07, SD = 0.909. The June visitors
mean scores were also significantly different from August visitors (M = 4.02, SD = 1.014).
This showed June visitors placing more importance on ‘finding thrills and excitement’ than
visitors in the other months. Mean scores for visitors in July were not significantly different to
August or September, nor were mean scores for visitors in August significantly different to
those in September.

Table 31: Month of Visit and Component 3: Excitement and Learning
Component 3:
Excitement and Learning
One-way ANOVA,
Month of Visit
Finding thrills and excitement (#17)

(p value)

Between
Groups

Cohen’s
d

Cohen’s
Effect
Size

Yes (<.001)

June/July
June/August

-.25
-.05

Small

Of the remaining attributes, none reached statistical significance in Levene’s test for
homogeneity of variance, or the Welch and Brow-Forsythe tests.
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6.7

Number of times on a snow holiday

After Tsioutsou’s (2006) and Lehto’s et al. (2004), a series of ANOVA were conducted on the
influence of the guests’ number of previous snow holidays upon selected components from
the PCA. These are described in the following sub-sections.

6.7.1 Number of times on a snow holiday and Component 1: Ticketing and
Information

An ANOVA was used to explore the influence of the number of times the guest had been on a
snow holiday, on the levels of importance for the attributes in component 1, ‘ticketing and
information’. The results were divided into three categories, as recommended by the
University of Canberra statistician, of
·

first time to the resort,

·

less than 10 visits, and

·

10 or more visits.

These categories were selected in order to assist in identifying any differences between season
pass holders and single and multi day ticket purchasers.

There was a statistically significant difference (Table 32) at the p < .05 level for the
importance of ‘lift operators being friendly and helpful in their communications’ (#5) F (2,
3701 = 10.734, p = <.001). The actual difference in the mean scores between the groups was
small. The effect size, calculated using eta squared, was .005. Therefore, the variance of 0.5%
is explained by the varying number of times the guests had visited the resort, from less than
ten visits to ten or more visits.
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Post hoc comparisons using the Tukey HSD test indicated that the mean score for those who
were not on their first, but had been on less than 10 snow holidays (M = 4.13 SD = 0.894),
was significantly different to those who had been on more than 10 such holidays (M = 3.98
SD = 0.957). Mean scores for visitors between the other groups did not differ significantly
from each other. The importance of the ‘friendliness and helpfulness of the lift operators’ is
greater for those attending the resort less than ten times than for those who have attended
more often.

Table 32: Number of times on a snow holiday and Component 1: Ticketing and Information
Component 1:
Ticketing and Information Oneway ANOVA, Number of times
on a snow holiday

(p value)

Between
Groups*

Cohen’s
d

Cohen’s
Effect
Size

Lift operators being friendly and
Yes (<.001) Group2/Group 3
-.16
Small
helpful in their communications
(#5)
*Group 1 = First time, Group 2 = Visited less than ten times, Group 3 = Visited ten or more
times

6.7.2 Number of times on a snow holiday Component 2: Snowsports School

An ANOVA was undertaken to explore the influence of the guest’s number of snow holidays
on the Snowsports School attributes, Component 2. This identified a statistical difference at
the p < .05 level for importance scores for ‘to feel you learnt something during a lesson’ (#7),
with a small difference in the mean scores between the groups (Table 33). Post hoc
comparisons using the Tukey HSD test indicated that the mean score for Group 1(first time)
(M = 4.77 SD = 0.624), was significantly different to Group 3 (≥10 times) (M = 4.60 SD =
0.779). As well, the mean score for Group 2 (<10 times) (M = 4.69 SD = 0.736), was
significantly different to Group 3, (M = 4.60 SD = 0.779). Mean scores for visitors in Group 1
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(M = 4.77 SD = 0.624), however, were not significantly different to Group 2 (M = 4.69 SD =
0.736).

Table 33: Number of times on a snow holiday Component 2: Snowsports School
Component 2:
Between Groups Cohen’s Cohen’s
Snowsports School
(p value)
*
d
Effect
One-way ANOVA,
Size
Number of times on a snow
holiday
To feel you learnt something during
Yes (.001) Group 1/Group 3
0.2
Small
a lesson (#7)
Group 2/Group 3
0.1
Small
*Group 1 = First time, Group 2 = Visited less than ten times, Group 3 = Visited ten or more
times.

6.7.3 Number of times on a snow holiday and Component 3: Excitement and Learning

For the attributes in Component 3, Excitement and Learning, the ANOVA revealed a
statistically significant difference at the p < .05 level for importance scores for ‘chance to
discover and learn something new’ (#16) (Table 34). The statistical significance of the actual
difference in the mean scores between the groups was small.

Table 34: Number of times on a snow holiday and Component 3: Excitement and Learning
Component 3:
(p value)
Excitement and Learning Oneway ANOVA,
Number of times on a snow
holiday
Chance to discover and learn
Yes (.004)
something new (#16)
To have a unique experience (#13)
Yes (.003)
Have an opportunity to experience
Yes (<.001)
Australia’s nature (#15)
Find thrills and excitement (#17)
Yes <.001)
*Group 1 = First time, Group 2 = Visited less than
times

Between Groups Cohen’s Cohen’s
*
d
Effect
Size

Group 1/Group 3

.22

Small

Group 1/Group 3
Group 2/Group 3

.133
-.14

Small
Small

Group 2/ Group 3
-.23
Small
ten times, Group 3 = Visited ten or more
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Post hoc comparisons using the Tukey HSD test indicated that the mean score for Group 1
(first time) (M = 3.69 SD = 1.05), was significantly different to Group 3 (≥10 visits), (M =
3.92 SD = 0.952). Mean scores for visitors between the other groups were not significantly
different.

The attribute ‘having a unique experience’ (#13) F (2, 3645 = 5.79, p = .003) also reached
statistical significance, and again the actual difference in the mean scores between groups was
small. The effect size, using eta squared, was .133 (Table 34), resulting in the small variance
of 0.02% being explained by the varying number of times guests had visited the resort, from
first time to over ten visits. Post hoc comparisons using the Tukey HSD test indicated that the
mean score for those on their first visit (M = 3.57 SD = 1.007) was significantly different to
those who had been on 10 or greater snow holidays, (M = 3.84SD = .994). This indicated the
latter scoring the attribute ‘having a unique experience’ significantly more important. Mean
scores between visitors in Group 2 (less than 10 visits) and Group 3 (10 or more visits), and
the scores between Group 1 (first time) and Group 2 were not significantly different to each
other.

A statistically significant difference was also identified at the p < .05 level for importance
scores for ‘have an opportunity to experience Australia’s nature’ (#15) F (2, 3643 = 9.364, p
= <.001). The (eta squared) effect size was small at .005, resulting in the variance of 0.5%
being explained by the varying number of times the guests had been on a snow holiday, from
less than 10 visits to ten or more visits.

Post hoc comparisons using the Tukey HSD test indicated that the mean score for Group 2 (<
10 visits) (M = 3.90 SD = 0.1.071), was significantly different to Group 3 (≥10 visits), (M =
3.75SD = 1.085). Mean scores for visitors were not significantly different between the other
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groups. This indicated those who had taken more snow holidays identified the attribute to
‘have an opportunity to experience Australia’s nature’ as less important than those who had
taken a lesser number of visits to the resort.

Finally with this component, a statistically significant difference at the p < .05 level for the
attribute to ‘find thrills and excitement’ (#17) F (2, 3627 = 16.841, p = <.001) was identified.
Despite reaching statistical significance the actual difference in the mean scores between the
groups was small. The effect size, calculated using eta squared, was .009. This results in a
variance of 0.9% being explained by the varying number of times on a snow holiday, from
first time to ten or more visits. Post hoc comparisons using the Tukey HSD test indicated that
it was the mean score for Group 2 (<10 visits) (M = 3.94 SD = 1.020) that was significantly
different to Group 3 (≥ 10 visits), (M = 4.13 SD = 0.940). However, this time it was those
having ≥10 snow holidays that rated the attribute ‘find thrills and excitement’ higher. Mean
scores for visitors for this attribute were not significantly different between the other groups.

6.7.4 Number of times on a snow holiday and Component 4: Hire

There was a statistically significant difference at the p < .05 level for four of the importance
scores for the hire component. The number of previous times on a snow holiday was
identified as reaching statistical significance for the attributes of;
·

‘the proper fit of boots’ (#23),

·

‘availability of desired equipment’(#22),

·

‘speed of the hire process’ (#25), and

·

‘value paid for the hire equipment’ (#24).
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Despite reaching statistical significance the actual difference in the mean scores, between the
groups was small (Table 35).

Table 35: Number of times on a snow holiday and Component 4: Hire
Component 4: Hire: Oneway ANOVA, Number of
times on a snow holiday
Proper fit of boots (#23)
Having available the desired
equipment (#22)
Speed of the hire process (#25)
Overall Value for the price
paid (#24)
*Group 1 = First time, Group 2 =
times

(p value)

Between Groups
*

Cohen’s
d

Yes (.022)
Yes (.021)

Group1/Group 2
Group1/Group 2

-.25
-.25

Cohen’s
Effect
Size
Small
Small

Yes (.013)
Yes (.007)

Group 2/Group 3
Group 2/ Group 3

-.25
-.25

Small
Small

Visited less than ten times, Group 3 = Visited ten or more

Post hoc comparisons using the Tukey HSD test (Appendix U) indicated that it was the mean
score for Group 2 (<10 visits) that was significantly different to and greater than Group 1
(first time), with the attributes ‘proper fit of boots’ and ‘having the available desired
equipment’. For the attributes, ‘speed of the hire process’ and ‘overall value for the price
paid’, it was Group 2 visitors who rated these as being more important than Group 3. In this
situation the speed and value of the hire was less important to those who had visited more
often. Mean scores for visitors for this attribute were not significantly different between the
other groups.

6.7.5 Number of times on a snow holiday and Component 5: Skiing Facilities

There was a statistically significant difference at the p < .05 level for three of the importance
scores for the Skiing Facilities component. Similar to previous examples in this chapter, the
actual difference in the mean scores between the groups was quite small (Table 36). The
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number of previous snow holidays was identified as reaching statistical significance for the
attributes of
·

‘size of the resort’ (#19),

·

‘the length of runs’ (#20) and

·

‘the number of lifts open’ (#18),

but not for the attribute ‘snow quality and conditions’ (#21).

Table 36: Number of times on a snow holiday and Component 5: Skiing Facilities
Component 5:
Skiing Facilities
One-way ANOVA
Number of times on a
snow holiday
Size of the resort and
number of trails (#19)

(p value)

Between Groups * Cohen’s
Cohen’s
d
Effect Size

Yes (.003)

Group 1/Group 2
.02
Small
Group 1/Group 3
.02
.02
Group 2/Group 3
Length of runs (#20)
Yes (.013)
Group 1/Group 2
.26
Small
Group 1/Group 3
.26
Group 2/Group 3
.02
Number of lifts open (#18)
Yes (.008)
Group 1/Group 2
.02
Small
Group 1/Group 3
.03
Group 2/Group 3
.03
*Group 1 = First time, Group 2 = Visited less than ten times, Group 3 = Visited ten or more
times.

With each attribute it was Group 1 that rated this highest in importance, followed by Group 2
then Group 3. As one’s experience of the resort grows, the importance of these attributes
diminishes.
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6.7.6 Number of times on an snow holiday and Component 6: Restaurants and Après

With the Restaurant and Après component, there was a statistically significant difference at
the p < .05 level of the importance scores for three of the attributes:
·

‘number of bars in the resort’(#27),

·

‘the après ski experiences’(#29) and

·

‘the ability to be able to indulge in some luxury’ (#33).

In each case the actual difference in the mean scores between the groups was small (Table
37). With each attribute, it was Group 3; those who had visited over 10 times, that scored the
importance of each attribute significantly higher (Appendix V).

Table 37: Number of times on an Australian snow holiday and Component 6: Restaurants and
Après
Component 6:
Between Groups * Cohen’s
Cohen’s
Restaurants and Après One(p value)
d
Effect Size
way ANOVA –
Number of times on a snow
holiday
Number of bars in the resort
Yes (<.001)
Group 2/Group 3
-.22
Small
(#27)
The après ski experiences
Yes (.003)
Group 1/Group 3
-.17
Small
(#29)
Indulge in some luxury (#33)
Yes (.053)
Group 1/Group 3
-.21
Small
*Group 1 = First time, Group 2 = Visited less than ten times, Group 3 = Visited ten or more
times.

6.7.7 Number of times on a snow holiday and Component 7: Arrival and parking

There was no statistically significant difference at the p < .05 level of the importance scores
for any of the attributes in Component 1, Arrival and Parking, relative to the number of
guests’ previous snow holidays.
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6.8

Whether staying on-snow or off-snow

A series of independent samples t-tests were conducted to explore the influence of where the
guest stayed, upon selected components from the PCA i.e. accommodation options in the
survey were either at the resort on-snow or off-snow away from the resort. These results are
discussed in the following sub-sections.

6.8.1 Whether staying on-snow or off-snow and Component 1: Ticketing and
Information

Whether staying on-snow or off-snow did not reach statistical significance, using an
Independent Samples T test, for the attributes of Component 1; Ticketing and Information.

6.8.2 Whether staying on-snow or off-snow and Component 2: Snowsports School

After conducting an independent-sample t-test with the Snowsports School attributes, the
variation of scores for the two groups (on-snow and off-snow) was the same, with all having a
Sig. Value >0.05. The one exception to this was the importance of ‘feeling you learnt
something’ (#7). There is no significant difference between the two groups (on-snow and offsnow) for any of the other attributes of this component group.

For attribute #7, ‘to feel you learnt something in the lesson’ (Table 38), there was a significant
difference between those who stayed on-snow (M = 4.67, SD = .706), and those off-snow (M
= 4.61, SD = .8). The magnitude of the difference of the means (mean difference = .059, 95%
Cl: -.001 to .117) was very small (eta squared = .002). This accounts for around 0.2% of the
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variance being explained by the guests’ different accommodation choices. On-snow guests
rated the importance of this attribute slightly higher than other guests.

Table 38: Whether staying on-snow or off-snow and Component 2: Snowsports School
Component 2:
Snowsports School:
Independent T Test –
Whether staying on or offsnow
To feel you learnt something
during the lesson (#7)

(p value)

Between Groups

Yes (.05)

On-snow/Offsnow

Cohen’s
Cohen’s
d
Effect Size

.08

Small

6.8.3 Whether staying on-snow or off-snow and Component 3: Excitement and
Learning

Whether staying on-snow or off-snow did not reach a statistical significance, using an
independent samples t-test for any of the attributes in Component 4, Excitement and Learning.

6.8.4 Whether staying on-snow or off-snow and Component 5: Skiing Facilities

After conducting an independent-sample t-test with the attributes for Component 5
Snowsports Facilities (Table 39), the importance scores for the two groups (on-snow and offsnow) all showed a Sig. Value >0.05. The exception to this was the importance of ‘the
number of lifts open’ (#18). On-snow guests (M = 4.41, SD = .696: t (-2.241, p = .025 two
tailed)) rated this less important than those staying off-snow (M = 4.46, SD = .654: t (-2.241,
p = .025 two tailed)), displaying a small significant difference in the means with eta squared
0.001.
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Table 39: Staying on-snow or off-snow and Component 5: Skiing Facilities
Component 5:

(p value)

Between Groups * Cohen’s Cohen’s

Skiing Facilities: Independent

d

T Test Whether staying on or

Effect
Size

off-snow
Number of lifts open (#18)

Yes (.023)

On-snow/Off-snow -.08

Small

6.8.5 Age and Component 3: Excitement and Learning

An ANOVA was undertaken to explore the effects age on the importance of the attributes
identified in Component 3; Excitement and Learning. The three age categories of ≤30 years,
31 - 45 years and >46 years were used. This divided the participants into three approximately
equal sized groups.

In doing this, there was a statistically significant difference at the p < .05 level for importance
scores for ‘having a unique experience’ (#13) and ‘finding thrills and excitement’ (#17). The
actual difference in the mean scores between the groups was small. The effect size for each,
calculated using eta squared, was .002 and .003 respectively (Table 40).

Post hoc comparisons using the Tukey HSD were conducted. For the attribute #13, ‘having a
unique experience’, the mean score for ages ≤30 (M = 3.78 SD = 1.078), was significantly
different to >45 (M = 3.86 SD = 1.00). The mean score for attribute #17, ‘finding thrills and
excitement’, for ages ≤30 (M = 4.01 SD = 1.002), was significantly different to age >45 (M
=4.14 SD = 0.945). In both cases the age group 46+ rated the importance of the attributes
greater than did those in the age group ≤30.
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Table 40: Age and Component 3: Excitement and Learning
Component 3:
Excitement and Fun
One-way ANOVA, Age
Having a unique experience
(#13)
Find thrills and excitement
(#17)

6.9

(p value)

Between
Groups

Eta squared
(size effect)

Yes (.023)

≤30 and >45

.002

Cohen’s
Effect
Size
Small

Yes (.004)

≤30 and >45

.003

Small

Other analyses

ANOVA, two-way between-groups analysis of variance (2 way ANOVA), and t-tests were
completed between various combinations of attributes, demographics and situation
characteristics. The decision to use these attributes came from comments in the discussion
groups where otherwise similar participants indicated different preferences. These participants
shared such characteristics as age, gender, type of ticket purchased, and ability. This
exploratory exercise highlighted the heterogeneity of the guests and provided for deeper
examination into more complex variations in guest characteristics and the way they rate the
importance of the various attributes.

6.9.1 Component 5: Ski Facilities: Snow conditions and quality and type of activity
undertaken and level of ability.

A 2 way ANOVA was conducted to explore the influence of guests activity and ability on the
importance of the attribute ‘snow conditions and quality’ from component five of the PCA.
Levene’s test of equality of error variances indicated that the variance of the dependent
variable was equal across the groups, thus meeting one of the assumptions underlying analysis
of variance. There was not however a significant interaction effect between level of ability
and main activity (sig.>.05) (Appendix W).
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The guests were divided into three groups according to the type of activity undertaken (ski,
snowboard or snowplay), and three sub-groups according to ability level within these
disciplines (beginner, intermediate or advanced). The interaction effect between activity type
and ability was not statistically significant; F (4, 3669) = .832 p = .505. In addition there were
no statistically significant main effects for the type of activity F (2, 3669) = .043, p = .958,
and nor were there statistically significant main effect for ability level, F (2, 3669) = 1.765, p
= .171. From the Descriptive Statistics table (Appendix W) the mean scores for the three
groups (beginner, intermediate and advanced) were identified respectively as 4.59, 4.55, and
4.56. Whilst demonstrating a varying means of importance, the difference between the groups
appears to be of little practical value (in this situation). This is similar to the earlier finding
where the different ability levels were tested for significance alone.

6.9.2 Number of bars in the resort: Main activity and Gender

The interaction effect between activity type and gender was not statistically significant (Sig.
0.351) (Table 41). However gender, as previously identified, did show statistically significant
main effects. This indicated that males and females do differ in their importance scores for
‘number of bars in the resort’ (Sig.0.009) (see Section 6.4). The importance scores for skiers,
snowboarders or snowplay visitors also differ, but there is no interaction between the two
(Sig. 0.012). The effect size for both, from the Partial Eta Squared, is small.
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Table 41: Number of bars in the resort: Main Activity and Gender: Tests of BetweenSubjects Effects
Source

Type III Sum of
Squares
37.456a
5579.634
13.955
10.763
3.271

df
5
1
2
1
2

Mean
Square
7.491
5579.634
6.978
10.763
1.636

F
4.792
3569.444
4.464
6.885
1.046

Corrected Model
Intercept
Main activity
GENDER
Main activity
GENDER
Error
5522.667
3533
1.563
Total
34282<.001
3539
Corrected Total
5560.123
3538
Dependent Variable: Importance - Number of bars in the resort
a. R Squared = .007 (Adjusted R Squared = .005)

Sig.
<.001
<.001
.012
.009
.351

Partial Eta
Squared
.007
.503
.003
.002
.001

Post hoc comparisons using the Tukey HSD test identified differences between skiers and
snowplayers, and snowboarders and snowplayers. This indicated that the mean scores
between these were significantly different, with skiers and snowboarders rating the
importance of bars higher than snowplayers.

6.9.3

The après experience in the resort: Main activity and gender

The interaction effect between activity type and gender was not statistically significant (Table
42), however gender, as previously identified (Section 6.4), did show a statistically significant
main effect. In this example, snowboarders or snowplay visitors do not differ in their
importance scores for ‘après experience in the resort’.
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Table 42: The après experience in the resort: Main Activity and Gender: Tests of BetweenSubjects Effects
Source

Type III Sum of
Squares
45.670a
7676.618
25.938
7.230
1.244

df
5
1
2
1
2

Mean
Square
9.134
7676.618
12.969
7.230
.622

F
6.229
5234.810
8.844
4.930
.424

Corrected Model
Intercept
Main activity
GENDER
Main activity
GENDER
Error
5128.196
3497
1.466
Total
44332<.001
3503
Corrected Total
5173.866
3502
Dependent Variable: Importance - Après ski experience at the resort
a. R Squared = .009 (Adjusted R Squared = .007)

Sig.
<.001
<.001
<.001
.026
.654

Partial Eta
Squared
.009
.600
.005
.001
<.001

6.9.4 Involvement in the Decision making and Component 5: Skiing Facilities

The level of involvement in the decision making process did not reach statistical significance,
using an independent samples t-test for any of the attributes in Component 4, Snowsports
Facilities. There was no significant difference between the two groups ‘decision maker’ and
‘leave it to others’.

6.9.5 Type of ticket purchased and Component 5: Skiing Facilities

There was a statistically significant difference at the p < .05 level for the importance scores
for ‘snow conditions and quality’ (#21), with the mean scores between the groups being quite
small (Table 43). For attribute #21, the type of ticket purchased reached statistical
significance between the ticket types single day (M = 4.2 SD = 0.641) and multi day (M =
4.59 SD = 0.629). Multi-day ticket purchasers assigned a higher level of importance for the
attribute #21, ‘snow conditions and quality’ than single day ticket purchasers. There was no
statistically significant difference at the p < .05 level of the importance scores for any of the
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other attributes in Component 5, Snowsports Facilities, for the different ticket types
purchased.

Table 43: Type of ticket purchased and Component 5: Snowsports Facilities
Component 5:
Skiing Facilities:
Type of ticket purchased

Statistically
Significant
(p value)

Between Groups *

Cohen’s d

Cohen’s
Effect
Size

Snow conditions and quality
(#21)

Yes (.022)

Single/multi-day

-.11

Small

6.10 Importance of the value of the ticket price

In each of the cross-tabulation analyses performed in SPPS more than 70% of respondents
indicated the ‘value of a ticket for the price paid' was very important to them (Table 44) and
over 95% placed it in the combined important to very important levels (Appendix X). The
value for money attribute is identified as one of the Travel Philosophies by Lehto et al. (2002)
and referred by both Crouch and Ritchie (1999) and Um and Crompton (1992b) as a
facilitator attribute. This influences the formulation of a reduced set of alternative destinations
(sets) and was discussed earlier in Chapter 3 (Section 3.4). Whilst all tests for this attribute
showed no significant difference between groups, based on the responses provided it stands
out as an important attribute and will be investigated further in the Importance Satisfaction
Analysis section in Chapter 12.
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Table 44: Importance - Value of a ticket for the price paid
Score
Unimportant
Is of Little Importance
Neither important nor unimportant
Important
Very Important
Total
Missing or Not Applicable
Total

Frequency
12
27
120
586
2951
3696
18
3714

Percent
.3
.7
3.2
15.8
79.5
99.5
.5
100.0

6.11 Discussion of Results

The guests’ ratings of what is important to them on a holiday at a snowsports resort were
explored (see Figure 21, Section 6.1). A number of statistically significant results were
identified for the influences of selected personal, situational or product/destination related
characteristics, (Table 45). In almost all cases, despite reaching statistical significance, the
actual differences in the mean scores between some of the various groupings was small
according to Cohen’s (1998) effect size. Therefore, in many of the cases these differences
may be of little practical value. They are, however, noteworthy as they confirm that guests’
ratings of what is important in a snowsports holiday, at least at this resort, are somewhat
influenced by various personal, situational or product/destination related characteristics. A
small degree of guest heterogeneity was thus identified. Further study is required over a
longer period and over more snowsports resorts, to assess the long term longitudinal effect of
these characteristics on the attributes that are important to those visiting an Australian
snowsports resort.
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Table 45: Components and attributes of importance demonstrating a significant difference

Age

Type of ticket purchased

Whether staying onsnow/off-snow

Number of times visited

Month of Visit

Level of Ability

Component/ Attribute

Gender

Component #

between personal, situational and destination/product related characteristics.

Cohen’s Effect Size

Ticketing and Information
1
1
1

The clarity of signage*
Lift operators being friendly and helpful in
their communication
Having your questions about ticket
options answered adequately*

Small

1 Competence of the ticket seller*
1 Friendliness of the ticket seller*
Snowsports School
To feel you learnt something during the
2 lessons*
The ease of the registration/booking
2 process
2 The size of the SSS classes
The overall snowsports school
2 experience*
Excitement and Learning
3 Having a unique experience
3
3
3
Hire

Find thrills and excitement*
Chance to discover and learn something
new
Have an opportunity to experience
Australia’s nature*

Small/
Medium

Small

Small

Small

Small

Small

Small

Small Small
Small
Small
Small

Small

Small

Small

Small

Small

Small Small

Small

Small

Small
Small

4

Proper fit of boots*

Small

4

Availability of desired equipment*

Small

4

Speed of the hire process*
Overall value of hire equipment for the
price paid*

Small

4

Small
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Skiing Facilities
5 Snow conditions and quality*
5 Size of the resort and number of trails*
5
5

Small
Small

Length of runs*
Number of lifts open*

Small
Small Small

Restaurants and Après
6
6
6

Indulge in some luxury*
Number of bars in resort *
Après ski experience at the resort

6
6
6

Variety of restaurants at the resort*
Retail shops in the resort*
Quality of restaurants at the resort*

Small

Small

Small

Small

Small

Small

Small

Small

Small

Small
Small
Small

Arrival and Parking
7
7

Overall parking experience*
Friendliness of the car park personnel*

Total
4
*Demonstrated a significant difference for Satisfaction

Small
Small
16

5

17

2

1

2

Similar to the earlier studies where attributes of snowsports were investigated by researchers
(e.g. Ormiston et al., 1998; Richards, 1996; Richards and Friend, 1995; Godfrey, 1999;
Mintel, 1996; Moscardo, Morrison, Pearce, Lang, and O'Leary, 1996), the attributes identified
for this study include the physical characteristics of the resort (ski facilities), the snowsport
experiences, personal interaction with staff, personal challenge, and après and non-ski
activities (including restaurants, bars and shopping facilities). In addition to these, the quality
of the experience in the Snowsports School and Hire were also identified as being important
to the respondents in this study.

Much of what is considered to be important to the guest is weighted towards that of
guest/staff interaction and encounters, and expressive attributes (Meng et al., 2008, Swan and
Combs, 1976). These latter are referred to by Lehto et al. (2002) as travel benefits and relate
to the major intent of the holiday (e.g. getting a thrill, enjoyment with the children, get away
from work, enjoying nature etc.). They also include the instrumental attributes; the actions or
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behaviours towards facilitating the desired end, such as rental services, retail facilities,
parking, snow grooming etc. (Meng et al., 2008). Anderson, Klein and Widener (2008),
defined the same attributes, as the physical (e.g. car parks, lifts, and signage) and the
interactional, including interpersonal encounters with the service industry (e.g. friendliness
and competence of staff). Similarly, Brey, Klenosky, Lehto and Morrison (2008), identified
attributes relating to activity and recreation options e.g. food and beverage services, customer
service, ambience or feel of the resort. Hsu’s (2000, p. 320) “personalised attention” identified
in her study of tour package operators is also identified. In fact, many of the chosen attributes
could easily sit within an amalgam of the matrix identified by Matzler et al. (2008) and the
travel philosophies of value for money, scenery and exotic atmosphere of Lehto et al. (2002),
shown in Tables 8 and 9 (Section 3.2).

Lehto et al. (2002), in their study on the influence of psychographics, found that destination
areas should identify the attributes and benefits that are most highly valued by travellers from
various target markets. It is reasonable to assume there are many user segments in the
Snowsports resorts (Huan & Beaman, 2005). These can include first timer and experienced
skiers or snowboarders, family and non-family units, those staying on or off-snow, different
ages, gender, and nationalities etc., who will:
a) want some different facility/service attributes; and
b) differ on the importance or performance (satisfaction) of attributes of common interest
(Huan & Beaman, 2005, p. 3).

To investigate this, three types of moderators were used, similar to Matzler et al. (2008), that
had specific relevance as market segmentation variables in destination marketing:
1. The role of personal characteristics, e.g. gender, age, family status;
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2. Situation specific characteristics, e.g. level of ability, month of visit, number of snow
holidays undertaken, type of ticket purchased (EUH); and
3. Product/destination related factors, e.g. whether staying on or off-snow, difficulty of
runs, size of the resort, number of lifts.
Table 45 summarised the results of this investigation, and identifies those attributes
demonstrating a significant difference.

In investigating the effects of personal characteristics, gender was found to have a significant
effect on
·

‘the number of bars in the resort’,

·

‘the après ski experience, finding thrills’ and

·

‘excitement and indulging in some luxury’.

In each of these, females accounted for more of the variance than males. I.e. females rated
these attributes as being significantly more important than do their male counterparts.

The self rated level of ability, as recommended by Jacobsen et al. (2009) and Richard and
Friend (1995), demonstrated significant differences in sixteen of the attributes including
·

‘lift operators being friendly and helpful in their communications’,

·

‘the clarity of the signage in the ticketing area’,

·

‘having questions about ticket options answered adequately’ and

·

‘the competence and friendliness of the ticket sellers’.

Of this sample, 5.9% classified their ability as Beginners/First Timers, 56.2% as Intermediates
and 37.9% as Advanced. Within each of these, significant differences existed between,
advanced skiers and boarders and those of either beginner or intermediate standard. The
exception was attribute #4, ‘having your questions about ticket options answered adequately’.
In this case the significant difference was between beginners and intermediate snowriders
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only. It is possible in this instance, that those of intermediate standard are more experienced in
the options available. They may not need advice from staff, as they are clear on what they
want, or have learnt to accept the interaction they receive, and expecting no more, do not seek
advice.

This is similar to findings by Miyake and Norman (1979) and Alba and Hutchinson (1987),
who concluded that more advanced consumers rely on information acquired from previous
activities, especially in the pre-purchase search stage. However, it is possible this extends to
the post-purchase information gathering phase as well (prior to the decision to revisit). It is
important therefore, to ensure information to all ability levels is adequate to the guests’ needs.
It may also be possible for specific messages to be targeted at the more experienced groups,
who may appear to be set in their ways but could be convinced of changing, adding or
upgrading products.

Whilst the attributes in the Snowsports School, Hire and Skiing Facilities, showed no
significant variance between the levels of ability, the components of Excitement and
Learning, Restaurants and Après, and Arrival and Parking did so. This contrasts with the
studies by Jacobsen et al. (2009) and Richards et al. (1996), who hypothesised that advanced
skiers and snowboarders put more emphasis on facility and destination attributes. It may be in
this situation, as suggested by Fuller and Matzler (2008), that the attributes in Snowsports
School, Hire and Skiing Facilities are regarded as basic attributes (i.e. those that will result in
”dissatisfaction if not offered on an adequate level, but will not lead to satisfaction if fulfilled”
(Fuller & Matzler, 2008, p. 117)).

Component 3, Excitement and Learning, incorporates intangible situation specific attributes,
referred to as expressive attributes by Swan and Combs (1976) and Meng et al. (2008). Neal
Page 216

et al. (1999, p. 153) described them as being more “emotional or feeling oriented”. This
included the three attributes of ‘chance to discover and learn something new’, ‘having a
unique experience’ and ‘finding thrills and excitement’. These demonstrated greater variance
from the beginner group than from other ability levels. This creates a strong message for those
responsible for the growth of snowsports, attracting revisitation of new entrants, and growing
participation into the Snowsports School programs. It also needs consideration when
designing new resorts in emerging snowsports markets like China, where the majority of
participants are first timers (Sharpe, 2012). The messages to be communicated and delivered
need to convey themes of discovery, uniqueness and excitement i.e. it is the experience not
the product that is more important to the guest.

With Component 6, Restaurants and Après, a number of attributes were identified as being
statistically significant, similar to findings by Packer (1998). Upon investigation using the
Tukey HSD, these differences were also found between different groups based on ability
levels. In most cases, the importance is shown to be greater to those of beginner or
intermediate standard. This indicated that those of advanced standard do not see these
attributes as being as important. This is not the case for the attribute ‘number of bars in the
resort’, which those of advanced standards rate as having higher importance than do the other
groups. Why this is the case is for future research. However, given the down-play of the
importance of skiing facilities for advanced skiers, it is possible that this is an indication of
wanting more than just a ski hill. When looking at the attributes that do have significance, it
appears that a snowsports resort holiday is about more than just the snowsports activities of
skiing and snowboarding themselves.

Having knowledge of the significant attributes in Component 6 is thus important for both the
management of future developments and for messages being conveyed in marketing activities,
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especially when it comes to targeted activities. It would appear that the concept of a
‘Destination’ rather than just ‘Snowsports’ itself is becoming important in the guest’s desired
experience. In other words, the whole experience, and possibly even the whole journey (as
previously discussed in Section 3.8) is significant across the whole range of resort visitors.
However, advanced visitors, having been involved and participated longer may have learnt to
provide some of their own entertainment etc., in lieu of it being provided as they would like it,
by the resort.

In Component 7, Arrival and Parking, the attributes showing a statistical significance included
‘overall parking experience’ and ‘friendliness of the car park personnel’. These rated as being
more important to those of intermediate standard than those rating themselves as advanced.
There is no demonstrated significant difference for beginners and others. This is possibly
because there is no expectation from the beginner guests given that in most cases, it being
their first visit there is little awareness of what to expect. Whereas both intermediate and
advanced guests, having already experienced this part of the journey, either at this resort or
elsewhere, have different expectations.

The personal characteristics relating to the number of a guest’s previous snow holidays was
found to have a significant effect on the attributes for Component 6, Restaurants and Après
(Table 37). This should be considered both in the development of additional facilities and
very much so in the development of new resorts. If such differences can be transferable across
countries and cultures, they need to be investigated in that context. In developing Snowsports
industries, such as China, the majority of participants are either first timers or have less than
ten visits (Sharpe, 2012). The initial designs as well as the marketing activities need to
consider these attributes, both to introduce new entrants and to encourage revisitation after
their trial. Importantly, the first timer perspective is no less significant in the Australian
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context when trying to grow participation in Australian snowsports through revisitation and
participation. Australia has a relatively long snowsports history, however just over 10% of
guests in this study were unsure or definitely not returning to the resort (Section 5.2.3).

As previously stated, in Schreyer and Beaulieu’s (1986) study of river users, respondents with
“varying levels of experience and commitment did not appear to differ significantly in the
types of attributes they feel are important in selecting their wild land recreation environment”
(Schreyer et. al, 1986, p. 234). What was different was the way the respondents structured the
information about the various attributes. The more experienced “were likely to be more
specific about the attributes they identified” (Petrick, 2002, p. 334). The suggestion from
these results is that such visitors are more likely to be persuaded to revisit with specific
attribute related messages. This means the informational attributes need to match the
resort/experience attributes identified as important by the guest segment being targeted.

Using an ANOVA to explore the influence of month of visit, a statistical significance at the
p<.05 level for the importance rating was identified for the following attributes:
·

Having questions about ticketing answered adequately

·

Competence of the ticket seller

·

Ease of the booking

·

Size of the Snowsports School class

·

Overall Snowsports School experience

·

Finding thrills and excitement.

In many cases, the month of July demonstrated a higher mean score and a significant
difference from other months. July is the month when the school holidays from the 4 main
states and territories fall (Queensland, NSW, ACT and Victoria) and also coincides with the
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Interschool race series. It is thus very much a family time, and the influence of July may
therefore be as much a result of more children visiting (Hill 1990), as other factors.

In addition, when it comes to whether the guest stays on-snow or off-snow, the only
significant differences occur with the attributes:
·

Feel you learnt something

·

Number of lifts open.

Those staying off-snow identified these as being more important (difference between the
means). This could relate to those staying off-snow having at least a 35 minute commute to
the resort and the resorts propensity to quote all lifts as ‘likely to be open’ in their early
morning snow reports. This would be more important to those staying off-snow as they have
the opportunity to choose between 3 resorts in the area, or to partake in off-snow activities. As
mentioned in Section 3.2, the ‘number of lifts open’ may be what Fuller and Matzler (2008)
referred to as a basic attribute to many of those who need to travel a distance from their
accommodation to the resort.

Segmenting the data by age displayed significance in Component 3 (Experiences), with the
attributes: ‘having a unique experience’ and ‘finding thrills and excitement’. There was a
difference between guests in age group ≤30 and those with ages >45. In both cases those of
age >45 identified this as being more important than those of other age groups. This aligns
with studies such as those of Kolt, Driver and Giles (2004) and Patterson (2002, p. 4) who
found the ‘baby boomer’ set as “opting for more physically challenging and ‘adrenalin driven’
activities”.

When combining both personal and situational characteristics such as gender and activity
type, no statistically significant main effect was identified. However, as previously
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mentioned, males and females do differ in the scores for importance of ‘Après ski
experiences’ and ‘number of bars in the resort’, with females rating these significantly more
important.

When considering the type of ticket purchased, the only significance was demonstrated with
the attributes of ‘snow quality and conditions’. This was between single and multi-day ticket
purchasers, with the latter showing a higher importance mean for these attributes. Given the
variable nature of Australian snow, the risk taken on a multi-day purchase is greater (which at
the time of the study was only for consecutive days). Therefore, multi-day ticket holders may
lose a day or more on the snow because of poor snow and/or weather conditions. No
significant difference was shown with season pass holders. Usually those who purchase such
a pass have the flexibility to choose days with better snow and weather, and require only
around 11 days on snow to ‘pay-off’ the purchase price.

Whilst the PCA did not identify the importance of ‘the value of a ticket for the price paid’,
this attribute was identified as being very important to the majority of resort visitors. With
79.8% rating this as being ‘very important’ and another 15.9% as being ‘fairly important’ it
stands out as an attribute the resort management needs to be wary of. Note however, the
question asked was about the importance of the value for the price paid, not the importance of
the price of the ticket. It is considered that in this situation, as price has been negotiated
beforehand, the ‘value of the ticket for the price paid’ is what the guest gets for their money.
When subjected to a series of cross-tabulations (Appendix X) between gender, ticket types,
involvement in the decision making, month of visit, activity type, and ability level, the results
were very much the same i.e., value for the price paid remained important to the majority of
guests with little variation.
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6.12 Chapter 6 Summary

This chapter has identified some of the attributes that are deemed to be more or less important
to resort visitors. The relationship between importance and the effects of selected moderators
on the attributes has also been identified and summarised in Table 45. This chapter has also
demonstrated support for the concept of guest heterogeneity when prioritising what is
important to Australian snowsports resort visitors (Objective 2 Section 1.4).

As a consequence and as previously mentioned, destination area managers, marketers and
administrators should:
·

Identify the attributes and benefits that are most highly valued by travellers from the
various target markets (Lehto et al., 2002); and

·

Understand the differences that exist between the various segments and the different
levels of importance placed on these by the different groups in each segment.

The next chapter will investigate whether the satisfaction of these attributes influence guests’
overall satisfaction (Objective 3). If so, by having an understanding of the relationship
between the attributes important to the guest and how well they are satisfied, snowsports
resorts management and staff can better understand how to influence overall satisfaction.
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Chapter 7

7

Objective 3

The third research objective was to identify whether the satisfaction of those snowsports
vacation attributes rated as important to the guest influenced their overall satisfaction.

7.1

Introduction

The previous chapter used a Principal Components Analysis (PCA) to reduce the large set of
variables obtained from the snowsports guest survey, into a manageable set of components
with their associated attributes. This chapter does similar for the satisfaction results obtained
from the questionnaire in order to identify a subset of those same attributes that can account
for the variance in satisfaction responses (Objective 3, Section 1.4). A logistic regression was
then performed on the resulting data set to assess the degree of influence these attributes have
on the likelihood of respondents reporting satisfaction with their overall snowsports resort
vacation.

The logistic regression had two immediate aims, to correctly classify a reasonable percentage
of all cases presented, and to give confidence that the attributes identified are realistically
used by guests to determine their overall holiday satisfaction. If these two aims were
achieved, further analysis can be undertaken. This additional analysis occurs in Chapters 8 to
11 and determines the influencing effects of selected personal, situational and
product/destination related characteristics on overall satisfaction, the intention to revisit and
likelihood of recommending the resort. This will meet the Objectives 4 to 7 and assist in
identifying the heterogeneity of Australian snowsports guests. It will also hopefully provide a
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better understanding of influences on the intention to revisit and likelihood of recommending
the resort. Knowing this may assist in the setting of management and marketing priorities.

7.2

Principal Components Analysis

Similar to the importance attributes in the previous chapter, the satisfaction attributes of the
ski resort survey were subjected to a PCA using SPSS Version 18. Prior to performing the
PCA, the suitability of the data for factor analysis was assessed. Inspection of the correlation
matrix revealed the presence of many coefficients over 0.3. The Kaiser-Meyer-Olkin value
was .909, exceeding the recommended value of 0.6. Bartlett’s Test of Sphericity reached
statistical significance, supporting the factorability of the correlation matrix (Pallant 2011).

Using an absolute value of 0.6, (≥0.5 is recommended by Ticehurst and Veal, 2000; Hair,
Anderson, Tatham, & Black, 1995; and Hui and Wan, 2003), the initial PCA revealed the
presence of fifteen components with Eigenvalue exceeding 1. This explained a total variance
of 62.56%. The selection of the cut-off for loadings “is a matter of researcher preference”
according to Tabachnik and Fidell (2001, p. 625), as identified in the previous chapter.

An inspection of the scree plot revealed apparent breaks after the 2nd, 4th, 7th and 11th
component (Figure 32). Furthermore, the parallel analysis showed only eleven components
with Eigenvalue exceeding the corresponding criterion values for a randomly generated data
matrix of similar size. Based on both this and Catell’s scree test, the eleven components were
retained. Prior to the PCA, two attributes relating to ski patrol were removed due to having a
communality score of less than 0.3, as recommended by Pallant (2011) and Ticehurst (2000).
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Figure 32: Satisfaction PCA Scree Plot

The 11 factor model produced low communality scores on some items including ‘satisfaction
of overall vacation value’ and ‘value of ticket price’. Also an insufficient number of items
loadings (less than three) were produced on a number of the components. Therefore,
following the recommendation of Pallant (2011), a number of variations of the PCA were
completed, each forcing an alternate range of components. This was done in order to
determine if a more satisfactory series of loadings could be obtained. Analysis was made
forcing 2, 3, 4, 6, 7, 8, 9, 10 and 12 components, with 8 demonstrating the better number of
unrotated items loading quite strongly i.e. above 0.4 (Pallant, 2011; Ticehurst & Veal, 2000)
on each of the eight components. This process is modelled on Darlington, Weinberg and
Walberg (1973), who recommended performing numerous factor analyses, complete with
rotation before selecting the one with the most appealing structure.
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Cronbach’s alpha values for satisfaction with the components one to eight ranged from .918
to .776, demonstrating good internal consistency within the scales of this sample (Pallant,
2011). The eight-component solution explained a total of 49.91% of the variance. The
variance attributed to each of the other components is identified in Figure 33.

Satisfaction Variance
Explained
Experience
24.19%
Satisfaction
Snowsports
School

5.36%

Ticket Sales

4.91%
2.30%

4.11%
3.34%

Skiing Facilities
Hire

3.02%
Restaurant and
Aprez

2.63%

Information

Parking

Figure 33: Percentage variance of Satisfaction explained by individual components from the
PCA on Snowsports Resort attributes

As mentioned in the previous chapter, parallel analysis is one of the more accurate approaches
to estimating the number of components to be retained (Hubbard & Allen, 1987; Zwick &
Velicer, 1986). Only factors with Eigenvalue exceeding the values obtained from the
corresponding random data set are retained for further investigation. However, Rummel
(1970, p. 363) warns of being careful with removing factors with Eigenvalue of just under one
as it “risks missing important factors”.
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Parallel analysis was conducted using the software developed by Watkins (2000). As a result,
the number of factors retained was kept at eight and was guided by Kaiser’s criterion
(Eigenvalue above 1), inspection of the scree plot, and by the use of Horn's (1965) parallel
analysis. Finally, though a process of trial and error, the chosen solution met the desired
criteria, was based on the strength and number of the loadings on each component, and had no
item load on to more than one component (Pallant, 2011).

To aid in the interpretation of these eight components, an oblim rotation was performed. The
rotation revealed the presence of a simple structure (Thurstone, 1947), and all components
showed a number of strong loadings with no variable loading onto more than one component.
Utilising the Component Correlation Matrix, the strength of the relationship between the
factors was quite low (less than 0.3) (Pallant, 2011).

The eight components were labelled:
1. Experiences (8 items): This component comprised a broad set of intangible attributes
such as those in Swan and Combs (1976), Lieber and Fesenmaier (1985), Connelly
(1987), Jurowski, Cumbow, & Uyrsal (1996), and Burns (2003). In these, expressive
attributes such as solitude, nature appreciation, and visual perspectives were found to
contribute more to visitor satisfaction than instrumental attributes found in areas such
as the snowsports facilities and information domains (Swan & Combs, 1976).
2. Snowsports School (5 items): Comprised items relating to encounters with staff and
value they felt they received for lessons.
3. Tickets (3 items): Comprised items relating to the ease of the ticketing process and the
quality of communication being provided.
4. Skiing Facilities (7 items): This component described the physical attributes of snow
quality and man-made facilities provided at the resort.
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5. Hire (5 items): This referred to the tangible elements in the framework of service
provided in the snowsports resort’s hire.
6. Restaurants and Après (3 items): This component is similar to the above but referred
to the hospitality sector; the variety and diversity found in the resort’s restaurants, bars
and retail areas.
7. Parking (4 items): This component is related to one of the first encounters a guest has
when arriving at the resort. It is the conclusion of their experience at the resort, but not
the end of the holiday journey. It includes interaction with staff and closeness of the
facilities to the resort’s slopes.
8. Information (3 items): This final dimension referred to the availability of information
provided to guests regarding the skiing facility elements in Component 4.

Table 46 presents the PCA and descriptive statistics. The attributes for ‘personal attention
and feedback given by your Instructor’ and ‘to feel you learnt something’ (SSS) had the
highest loadings of .899 and .873 respectively. The lowest was for ‘friendliness and
competence of hire staff’ at .596. In each of the components, the summated means (Hui &
Wan, 2003) (shown in Table 46) were above the neutral point of 3, with the Experiences
component scoring the highest (4.15). Both Restaurants and Après and Parking scored the
lowest (3.29).
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Eigenvalue

Variance
Explained%

Cumulative
Variance%

Cronbach's
alpha

Summated
Mean

Component
1. Experience
Having fun and enjoyment
Get away from a busy job
Doing something your children enjoyed
Spending quality time with friends and family
Being entertained
Experiencing Australia’s nature
Finding thrills and excitement
Overall holiday experience
2. Snowsports School
Personal attention and feedback given by your
Instructor
You feel you learnt something (SSS)
Overall Snowsports School experience
Instructors competence
Lesson value for money paid
3. Ticket Sales
Competence of the ticket seller
Ticket options were explained adequately
Friendliness of the ticket seller
4. Skiing Facilities

Factor
Loading

Table 46: PCA Analysis for Satisfaction Attributes

15.967

24.192

24.192

0.918

4.05

3.540

5.363

29.555

0.919

3.99

3.243

4.913

34.468

0.893

3.71

2.713

4.111

38.579

0.803

3.99

3.342

41.921

0.846

3.71

.733
.666
.650
.626
.653
.599
.599
.598

.899
.873
.869
.825
.742
.830
.725
.699

Size of the resort and number of trails
.800
Snow conditions
.767
Number of lifts open
.752
Available terrain to suit ability
.686
Uncrowded slopes
.657
Lift queue waiting time
.623
Length of the runs
.622
2.206
5. Hire
Time taken for the hire process
.700
Availability of desired hire equipment
.698
Overall value of hire equipment for the price
.651
paid
Fit of hire boots
.607
Friendliness and competence of hire staff
.596
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Eigenvalue

Variance
Explained%

Cumulative
Variance%

Cronbach's
alpha

Summated
Mean

3.024

44.495

0.794

3.29

1.763

2.627

47.617

0.777

3.29

1.516
8. Information
Accurate information on grooming and snow
conditions
.667
Updated lift open status information
.619
Signage on the ski trails
.603

2.297

49.914

0.776

3.81

Competence of the parking staff
Overall car parking experience
Friendliness of the parking staff
Closeness of the car parks to the lifts

Factor
Loading

1.966

Component
6. Restaurants and Après
Variety of restaurants in the resort
Quality of the restaurants in the resort
Satisfaction with the retail shops
7. Parking

-.727
-.680
-.659
.727
.716
.697
.599

For this study, the use of the PCA assists by reducing the variables to eight components with
38 attributes. It has allowed the selection of components for the purposes of further analysis to
identify guest heterogeneity in satisfaction, using one and two way ANOVA, and t-tests.

Within these components each guest “has different value judgements towards individual
attributes, either critical or neutral. Because of this, their overall level of satisfaction or
dissatisfaction” (determined in this study by the participants response to the question on their
level of overall satisfaction), “might be influenced by a single factor that they consider much
more critical than others” (Chang, 2008, p. 129). In order to derive the right strategies to
increase satisfaction, resort managers need to identify the drivers of customer satisfaction,
measure satisfaction levels, and importantly be confident that those attributes selected for
analysis are the ones the guest themselves would be using to assess overall satisfaction.
(Fuchs, 2004). One tool that can assist in the confidence of selection is Logistic Regression.
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7.3

Logistic Regression

Direct logistic regression was performed to assess the impact of satisfaction with key
attributes identified in the discussion groups, on the likelihood of favourable overall
satisfaction. A number of model sub-sets from the attributes identified in the PCA analysis
were analysed. A summary of these results is found in Table 47. From the eight components,
the initial model of 15 attributes through to the final model of 38 attributes provided differing
results in the logistic regression. However, all correctly classified a percentage of cases
presented and gave reasonable confidence that the attributes identified initially by the
unstructured interview groups and tested in the survey tool, were a realistic sample of those
used by guests to determine their overall satisfaction.
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0.023
0.027
0.020
0.013
0.017
0.023
0.010
0.014
0.018
0.025
0.031
0.035
0.012
0.016

15
18
19
20
21
22
23
24
25
26
27
28
29
32

Model

Number of independent
attributes

0.290 0.145
0.712 0.163
0.636 0.175
0.228 0.189
0.778 0.191
0.589 0.191
0.584 0.232
0.410 0.232
0.219 0.233
0.219 0.233
0.381 0.235
0.787 0.238
0.794 0.299
0.244 0.334
0.202
0.229
0.245
0.265
0.267
0.267
0.329
0.329
0.331
0.331
0.334
0.339
0.429
0.479
72.5
72.6
73.7
76.0
75.4
76.0
77.8
78.5
77.8
77.8
77.8
77.2
83.3
84.3
3
3
4
2
2
2
5
5
5
5
4
3
3
4
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X

X
X

Table 47 : Logistic Regression models with varying satisfaction attributes

Omnibus Test of model
Coefficients Sig. Value
Hosmer and Lemeshow Test
Sig.
Cox and Snell R Square
Nagelkerke R Square
Percentage accuracy in
classification (PAC)
Wald Sig. <.05

Competence of the parking
staff
Overall car parking experience

X

X

Personal feedback and
attention given by the
instructor

X
X
X
X
X
X
X
X
X
X

Time taken for the hire process

X
X
X
X
X
X
X
X
X
X

X

Attribute

Availability of desired hire
equipment

Having fun and enjoyment

X
X
X
X
X
X
X
X

Hire Value

Get away from a busy Job

X

Satisfaction with retail shops
Size of the resort and the
number of lifts
Number of lifts open
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Instructors competence

0.011 0.589 0.355
0.001 0.102 0.494
0.002 0.102 0.494
0.002 0.434 0.500
0<.001 0.402 0.622
0.509
0.689
0.689
0.697
0.867
84.3
89.6
89.6
89.5
90.5
2
0
0
1
1

PCA Factor
16 0.026 0.488 0.149 0.208 71.9 3
X
X
X
loading >0.7
PCA Factor
34 0.009 0.905 0.431 0.599 85
2
load>.06
PCA Factor
7
0.009 0.025 0.017 0.024 71.3 2
load>.08
Top 2 from
16 0.254 0.247 0.11 0.154 72.9 2
X
X
each factor
X= attribute making a statistically significant contribution to the model i.e. Sig. <= 0.

34
35
36
37
38

Model

Number of independent
attributes
Omnibus Test of model
Coefficients Sig. Value
Hosmer and Lemeshow Test
Sig.
Cox and Snell R Square
Nagelkerke R Square
Percentage accuracy in
classification (PAC)
Wald Sig. <.05

Competence of the parking staff

Overall car parking experience
Personal feedback and attention
given by the instructor
Time taken for the hire process

X

Attribute

Availability of desired hire
equipment

Having fun and enjoyment

X

Hire Value

X

Get away from a busy Job

X

Satisfaction with retail shops

X

Size of the resort and the
number of lifts

X

Number of lifts open
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X

Instructors competence

Each of the different models tested was statistically significant. This indicated the models
could distinguish between respondents who were satisfied with their overall vacation and
those who were not. The range of variance in overall holiday satisfaction explained by the
model using 15 attributes was between 14% (Cox and Snell R square), and 20% (Nagelkerke
R Squared) correctly classifying 72.5% of cases (Pallant, 2011) (Table 47). The final model
of 38 attributes included x2 (37, N = 95) = 0.402, p<.005, and had a Hosmer-Leheshow
Goodness of Fit Test significance level of .402. This indicated the model, was also able to
distinguish between respondents who were satisfied and those who were not satisfied with
their overall vacation. In comparison to the above model of 15 attributes, this model, as a
whole was able to distinguish between 62% (Cox and Snell R Square) and 86.7%
(Nagelkerke R Squared) (Table 48) of the variance in overall satisfaction, and correctly
classified 90.5% of all cases presented (Pallant, 2011) (Table 48).

Table 48: Logistic Regression Classification selected attributes (Step 0 and Step 1)
Classification Tablea,b

Observed
Step Overall
Satisfaction Unsatisfied
0
Logistic Reg
Satisfied
Overall Percentage
a. Constant is included in the model.
b. The cut value is .500

Observed
Step Overall
Satisfaction Unsatisfied
1
Logistic Reg
Satisfied
Overall Percentage
a. The cut value is .500

Predicted
Overall Satisfaction
Logistic Reg
Unsatisfied Satisfied
0
31
0
64

Predicted
Overall Satisfaction
Logistic Reg
Unsatisfied Satisfied
26
5
4
60

Percentage
Correct
.0
100.0
67.4

Percentage
Correct
83.9
93.8
90.5
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As another comparison to these models from the PCA, a random selection of 32 attributes
from the questionnaire was also found to be statistically significant x2 (32, N = 127) = 51.5,
p<.005, with a Hosmer-Leheshow Goodness of Fit Test significance level of .244 (see Table
49). This indicated this model also was also able to distinguish between respondents who
were satisfied and those who were not satisfied with their overall vacation. In comparison to
the previous model, this selection explained between 33.3% (Cox and Snell R Square) and
47.9% (Nagelkerke R Squared) of the variance in overall satisfaction and correctly classified
84.3% of all cases presented (Table 49 and Appendix Y).

Table 49: Logistic Regression Classification selected attributes (Step 0 and Step 1)
Classification Table a,b

Observed
Step 0 Overall Satisfaction Unsatisfied
Logistic Reg
Satisfied
Overall Percentage
a. Constant is included in the model.
b. The cut value is .500

Predicted
Overall Satisfaction
Logistic Reg
Unsatisfied Satisfied
0
36
0
91

Percentage
Correct
.0
100.0
71.7

Classification Tablea

Observed
Step 1 Overall Satisfaction Unsatisfied
Logistic Reg
Satisfied
Overall Percentage
a. The cut value is .500

Predicted
Overall Satisfaction
Logistic Reg
Unsatisfied Satisfied
21
15
5
86

Percentage
Correct
58.3
94.5
84.3
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7.4

Discussion

Four independent attributes made a unique statistically significant contribution to the 32
attribute logistic regression model (See Appendix Y):
·

‘availability of desired hire equipment’,

·

‘having fun and enjoyment’,

·

‘value of hire equipment for price paid’, and

·

‘satisfaction with the retail shops’,

Of these the strongest predictor of overall satisfaction, recording an odds ratio of 31.167
(Appendix Y), was ‘the availability of desired hire equipment’. This indicated that those
visitors who were satisfied with the hire equipment were 31 times more likely to report being
satisfied with their overall vacation than those who did not get the equipment they were after.
However, the range in the confidence interval was too wide, possibly due to the small size of
the sample selected by SPSS. The attributes that do make a unique statistically significant
contribution differ from model to model, as shown in Table 48. In the 35 - 37 attribute models
no individual attribute made a statistically significant contribution.

In the PCA of the satisfaction attributes, and again in the logistic regression analysis, ‘overall
value of tickets for the price paid’ was removed from the sample of attributes due to a low
communality score. It is, however, both important to guests (96%) and an attribute which
69% of guests were unsatisfied (Chapter 6, Table 44).

In the tourists’ destination selection decision, Um and Crompton (1992b) noted that choice is
a satisfying behaviour which, even according to Simon (1957) many years earlier, is
constraints driven. These constraints are defined as factors perceived or experienced by
individuals to limit or prohibit participation in leisure activities, rather than an optimising
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behaviour (Jackson, 1991). Because ‘value of ticket for price paid’ is a very important
attribute to many guests, it is suggested here that the price of a ticket may be a constraint on
participating in a snowsports resort holiday and will either include or exclude the snowsports
holiday from the tourist’s consideration set. The ‘value of the ticket for the price paid’ is what
the guest gets for their money and is an outcome based on the cognitive judgment of whether
the experience or service given was worth the prices (both monetary and behaviourally) paid.
Whilst this may warrant further research, it is the overall experience which may influence the
perception of value and thus satisfaction. The ‘value’ attribute is also one that was identified
as one of the Travel Philosophies by Lehto et al. (2002) and referred to by both Crouch and
Ritchie (1999) and Um and Crompton (1992b) as a facilitator attribute. It was discussed in
more detail in Section 6.11. However, according to Petrick & Backman (2002b, p. 253)
“attribute specific satisfaction is not the only antecedent of overall satisfaction”. Satisfaction
in the research is either at the global (overall satisfaction) or at the attribute level. This
distinction needs to be highlighted, as overall satisfaction (reviewed in this section) is based
on the total of experiences, not just of individual attributes (Spreng et al., 1996).

The objective of this chapter was to identify a selection of the attributes of a snowsports
resort that have a reasonable influence on guests’ overall satisfaction. This was facilitated by
exploring the selected attributes from the unstructured discussion groups, and identifying
those that have the greatest influence on the level of overall satisfaction, as determined by the
results of the snowsports survey.

The identified components and their associated attributes are shown in Table 46. This
selection explained approximately 50% of the variance in satisfaction. Of this, the first
component ‘Experiences’, contributed a total of 24.2%. The attributes for Component 1 are
given in Table 50.
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Table 50: Component 1 (Experiences) Satisfaction Principle Components Analysis
Having fun and enjoyment
Get away from a busy job
Doing something your children enjoyed
Spending quality time with friends and family
Being entertained
Experiencing Australia’s nature
Finding thrills and excitement
Overall holiday experience

These results are similar to that found in previous studies (Swan and Combs, 1976; O’Leary
and Morrison, 2002; Lieber and Fesenmaier, 1985; Connelly, 1987; Burns, 2003). In these it
was identified that ‘expressive attributes’ (Connelly, 1987; Burns, 2003) contributed more to
visitor satisfaction than ‘instrumental’ attributes (Meng et al., 2008; Swan & Combs, 1976).
Expressive attributes include concepts such as solitude, nature appreciation, having fun and
visual perspectives. Instrumental attributes are those from the snowsports facilities and
information domains.

Research by Gardial (1994) on post-purchase behaviour identified satisfaction/dissatisfaction
being attributed to marketer supplied information. Similar to the findings in golf studies by
Petrick and Backman (2002b), if the information is disconfirmed, this will “affect the
consumers’ perception of satisfaction with the whole operation” (Petrick & Backman, 2002b,
p. 253). The inclusion of information on grooming, snow conditions and lift status indicated
the emphasis placed on this by the discussion group participants. Provision of this information
is an area often criticised by guests due to its perceived inaccuracy (Steidl 2010). Thus, the
inclusion of these attributes demonstrates a need to ensure there is not a mismatch between
what is being communicated and what is actually happening.
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When investigating the identified attributes, what stands out is the journey though the entire
snowsports resort experience (Figure 14). The journey entails pre-arrival, arrival into the car
park, the Ticketing, Snowsports and Hire experiences, the on-mountain activities, followed by
the restaurant, bar and retail après activities. It also includes the facilities and activities at the
destination and their associated experiences, not just the skiing or boarding, as additional
factors influencing overall satisfaction with the holiday.

7.5

Chapter 7 Summary

In conclusion, knowing which of the potential attributes that contribute to (or detract from)
the quality of the guest’s experience, is an important point for marketing programs that aim to
communicate a snowsports resort’s essential qualities (Ormiston et al., 1998). This is the
essence of Objective 3. This chapter presents one model of a sub-set of attributes that guests
have identified as being satisfied with during their visit to the snowsports resort. The model
accounted for a reasonable variance in satisfaction. With the use of the logistic regression it
was confirmed the model of attributes derived from the PCA was able to distinguish between
respondents who were satisfied and those who were not satisfied with their overall vacation
(overall satisfaction) at the snowsports resort.

With this connection between the attributes in the survey and overall satisfaction identified, it
is the intention in the next chapter to demonstrate a correlation between overall satisfaction
and intention to revisit. How selected personal, situational and product/destination related
characteristics result in any significant differences in revisit intention will also be explored.
This satisfies Objective 4 (Section 1.4) and will answer part of the thesis underlying question
as to whether satisfaction of the attributes important to Australian Snowsports guests
influences their desire to revisit.
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Chapter 8

8

Objective 4

The fourth research objective is to identify the relationship between overall satisfaction
and intention to revisit, and any variations in the strength of the correlation as a result of
guests’ selected personal, situational and product/destination related characteristics.

8.1

Introduction

In the previous chapters, a PCA was used, to identify a reduced set of attributes that would
explain the variance in satisfaction. A group of 8 components with 38 attributes was selected
that explained 49% of the variance in satisfaction. When these components were subjected to
a logistic regression, the results from models of varying numbers attributes were able to
distinguish between the respondents who were satisfied, and those who were not satisfied
with their overall vacation at the snowsports resort. The logistic regression indicated the 38
attribute model explained between 62% and 87% of the variance and correctly classified
90.5% of all cases sampled.

This chapter undertakes to resolve Objective 4, investigating the guest’s measure of overall
satisfaction and the correlation between it and visitors’ intention to revisit the resort. It uses
Pearson product moment correlation coefficients (Pearson PmC) to find statistical
relationships in the strength of correlation between overall satisfaction and selected personal,
situational and product/destination characteristics.
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8.2

Correlation between overall satisfaction and an intention to revisit

The relationship between overall satisfaction and the intention to revisit the resort was
investigated using Pearson PmC. There was a small positive correlation between the two
variables, where r =.236, n =3671, p<.0015 (Table 51) indicating that, in general, overall
satisfaction is positively associated with the intention to revisit.

Table 51: Correlation between overall satisfaction and likelihood of revisiting in the next
three years
Correlations

Likelihood to revisit -

Pearson Correlation
Sig. (2-tailed)
N
Overall satisfaction
Pearson Correlation
Sig. (2-tailed)
N
*. Correlation is significant at the 0.01 level (2-tailed).

Likelihood to
revisit
1
3714
.236**
<.001
3671

Overall
satisfaction
.236*
<.001
3671
1
3671

Whilst the correlation coefficients are statistically significant (p<.005), the practical
significance of this correlation of .236 is limited. What is important is the actual size of the
Pearson’s correlation and the amount of shared variance between the variables. This was
found by squaring the value of the correlation coefficient. The R-squared value suggested an
approximate 7% shared variance. To confirm the use of the parametric technique, the non
parametric alternative (Spearman’s rho) was also investigated. This provided a similar result,
thereby lending some credence to Motulsky’s (1995) claim regarding large data sets (see
Section 4.3.10).

Whilst both these measures indicated there is a relationship between overall satisfaction, they
do not indicate that overall satisfaction with the ski resort experience influences intention to
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revisit. Correlation analysis is used to describe the strength and direction of the linear
relationship between variables (Pallant, 2011). The correlation between the two could be
caused by any or a combination of the many attributes that go into influencing overall
satisfaction.

8.2.1 Correlation between Overall Satisfaction, Intention to Revisit and Gender.

The relationship between Overall Satisfaction and an Intention to revisit the resort and gender
was investigated using the Pearson PmC. The strength of the correlation between Overall
Satisfaction and Intention to Revisit for males showed a positive relationship (r = .254), while
for females it was slightly higher (r =.267 (nm = 1600 nf = 2071, p<005)) (Appendix Z). The
female population showed a shared variance of 7% compared to males who displayed a 6%
variance. However, to accurately determine whether the correlations for the two groups are
significantly different we are required to convert the r values into z scores utilising the
following formula (Pallant, 2011);
zobs = Z1 - Z2/ Sqrt (1/N1-3 + 1/N2-3).
If the result for zobs is -1.96 <zobs<1.96 then the correlation coefficients are not statistically
significantly different. If zobs is less than or equal to -1.96, or zobs is greater than or equal to
1.96, coefficients are statistically significantly different. In this example for gender the
equation is:
zobs = .261 - .271/ Sqrt (1/1600-3 + 1/2071-3)
= -0.30.
The Pearson PmC, calculated for males and females, gives a zobs value of 0.30. Based on the
parameters above there is not a statistically significant difference in the strength of the
correlation between overall satisfaction and intention to revisit for males and females. This
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indicated that both are similar in the strength of their correlation between overall satisfaction
and the intention to revisit the resort within the next three years.
8.2.2 Correlation between Overall Satisfaction and Intention to Revisit and Ticket
Type.

Utilising the PmC, the correlation between Overall Satisfaction and Intention to Revisit for
single day ticket users was positive at r =.284. For multi-day ticket users it was slightly lower
at r = .275. For season pass holders it was lower than both at r = .199 (ns=1671 nm=1228, np =
136, p<.005) (Appendix AA). Single day ticket holders showed a variance of 8%, compared
to multi day ticket users showing a 7% variance, and season pass holders at 4%. This
indicated those who purchased single day tickets account for 8% of the variance in the
respondent’s scores on the intention to revisit the resort.

However, again the z scores indicated, for this data set, there was not a statistically significant
difference in the strength of correlation between overall satisfaction and intention to revisit
based on various ticket type (Table 52). Regardless of the ticket type purchased, overall
satisfaction does not explain any more of the variance in the intention to revisit.

8.2.3 Correlation between Overall Satisfaction and Intention to Revisit and Activity
Type.

The relationship between Overall Satisfaction, and the Intention to Revisit for skiers,
snowboarders and snowplayers, was investigated using the Pearson PmC. The correlation
between overall satisfaction and intention to revisit for skiers was found to be positive at r =
.253. For snowboarders it was slightly higher at r = .273 and for snowplayers snow-tubing,
tobogganing or just playing in the snow), it was higher again (r = 0.38 (ns =2577 nsb = 970,
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nsp = 105, p<.005)) (Appendix BB). Overall satisfaction explained more (albeit small) of the
intention to revisit for snowplayers than snowboarders, followed by skiers with each showing
a shared variance of 14%, 8% and 7% respectively.

Z scores were calculated for skiers, boarders and snowplayers. These are shown in Appendix
Z. The z scores are inside the bounds earlier noted. Therefore, despite the calculated variance
differences, there was not a statistically significant difference in the strength of the correlation
between overall satisfaction and intention to revisit for the different activity types. All are
reasonably similarly positively correlated.

8.2.4 Correlation between Overall Satisfaction and Intention to Revisit and Month of
Visit.

The correlation between Overall Satisfaction and Intention to Revisit for the various months
visited was positive: June r = .287, July r = .272, August r = .263 and September the lowest at
r = .222 (Appendix CC). Overall Satisfaction explained more of the Intention to Revisit for
those attending in June, with a shared variance of 8%. The variance for July and August was
7%, and 5% in September. The calculation of the z scores, as shown in Table 42, indicated
there was not a statistical significant difference between overall satisfaction and intention to
revisit for any of the months visited. Hence overall satisfaction did not explain any more of
the variance in the intention to revisit regardless of the month visited.
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8.2.5 Correlation between Overall Satisfaction and Intention to Revisit and the Guest’s
Ability Level.

Between Overall Satisfaction and Intention to Revisit, the correlation relationship was
positive for those who classed themselves as beginners r = .401, intermediates r = .254 and
advanced riders r = .260 (Appendix DD). Therefore, there was a small to medium positive
correlation between the variables for the intermediate and advanced groups, and a medium
correlation for the beginner group, with all showing, p<.005. Overall satisfaction explained
more of the intention to revisit for beginners, showing a shared variance of 17% compared to
the other levels showing a 7% variance.

Using the z scores (Table 52), only the intermediate/advanced comparison was inside the
bounds defined in Section 8.2.1. Therefore, there was not a statistically significant difference
(p≥.05) in the strength of the correlation between overall satisfaction and intention to revisit
between intermediate and advanced groups. However, there is a statistically significant
difference demonstrated in the strength of the satisfaction/revisit correlation between beginner
and advanced skiers and boarders, and between beginner and intermediate level. In these
situations, overall satisfaction explained significantly more of the correlation variance for
beginners than it does with either the intermediate or advanced groups. This will be discussed
further in Section 8.3.

8.2.6 Correlation between Overall Satisfaction and Intention to Revisit and the
Number of Previous Snow Based Holidays.

In terms of the number of Australian snow holidays taken, there was a medium positive
correlation between the variables for those undertaking their first, and for those in the less
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than 10 times group (Appendix EE). All were showing, p<.005. Overall satisfaction correlates
slightly more with intention to revisit for those visiting less than 10 times. This showed a
shared variance of 12%. For those visiting 10 or more times there was a smaller positive
correlation, showing a variance of 7%.

However, when investigating the z scores there was not a statistically significant difference in
the strength of the correlation between those who have visited less than ten times and those
who visited more than ten times (Table 52). Overall satisfaction did not explain any more of
the variance in the intention to revisit regardless of whether the guests had been less than or
more than ten times on an Australian snow holiday.

8.2.7 Correlation between Overall Satisfaction and Intention to Revisit and whether
The Guest was Staying On-Snow or Off-Snow.

There was a medium positive correlation shown by the Pearson PmC between the two
variables on-snow accommodation r =.308 and off-snow accommodation r=.236 (n1=1303
n2=2025, p<.005) (Appendix FF). Overall satisfaction explained more of the correlation of the
intention to revisit for those staying on-snow, with a shared variance of 10%. This is
compared with those staying off-snow, showing a 5% variance.

In this example, a zobs value of 2.31 was obtained (Table 52). This is outside the bounds
defined previously, hence there was a statistically significant difference in the strength of the
correlation. This indicated overall satisfaction did explain significantly more of the variance
in intention to revisit for those staying on–snow than for those staying off-snow. This will be
further discussed in section 8.3.
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8.2.8 Correlation between Overall Satisfaction and Intention to Revisit and Length of
Stay.

The correlation between Overall Satisfaction and Intention to Revisit for those who stayed
between 1 and 2 days was r =.269. For those staying 3 to 7 days it was slightly higher at r
=.271, and lower for those staying more than 8 days at r = .260 (Appendix GG). There was a
small positive correlation between the two variables, ‘staying 1-2 days’ and those ‘staying 3-7
days’. Equal levels of intention to revisit were associated with those staying one or two days
and those staying between 3 and 7 days; each showed a shared variance of 7%.

Zobs, was calculated for those staying 1 and 2 days and 3 and 7 days, and those staying ≥8
days. These attributes returned values of 0.00, 0.81 and 0.82 respectively (see Table 52).
Therefore, there was no statistically significant difference in the strength of the correlation
between overall satisfaction and intention to revisit for guests staying different time periods.

8.2.9 Correlation between Overall Satisfaction, Intention to Revisit and Age.

The correlation between overall satisfaction and intention to revisit for the various age groups
identified a small positive correlation for ages 25-34, 45-52, and 53-64. There was also a
medium positive correlation for the age groups ≤24 and 35-44 (Appendix HH).

From Table 52, the z scores show the correlation strength was significantly greater for the age
group ≤24 (8%) than it is for those aged 53-64 (2%). Additionally, the age group 35-44
explained significantly more of the positive variance (10%) between overall satisfaction and
the intention to revisit than with either of the age groups 45-52 (5%) or 53-64 (2%). These

Page 248

significant positive correlations will be reviewed in section 8.3. There was no significant
variance demonstrated between any of the other age groupings.

8.3

Discussion

The relationship between overall satisfaction and intention to revisit the resort was
investigated using Pearson PmC. So was the correlation between intention to revisit to the
resort within the next three years and;
·

the personal characteristics (demographics) of age and gender, and

·

situational characteristics of type of activity, whether staying on-snow or off-snow,
skiing/ boarding ability, type of ticket purchased, the month the resort was visited,
length of stay and how many times the guest had been on an Australian snow holiday.

With all of these, positive correlations were observed. Each showed a shared variance
between the various characteristics chosen, but only within three groupings (whether staying
on or off-snow, level of ability, and age) were these differences shown to be statistically
significant (p≤.05 Table 52).

Staying on-snow limits the activities one can be involved in as cars are not permitted into the
resort areas and very limited public transport is available. As the sole activity is restricted to
being snow based, overall satisfaction with resort attributes will play an important part in
determining the desire to revisit. Those staying off-snow have alternative snowsports resorts
and additional amenities and activities in the gateway communities to choose from (e.g.
mountain biking, water sports, fishing, horse riding, golf and tennis, restaurants and movies).
Having access to their vehicles, they can also visit other areas of the Kosciuszko National
Park, including Kiandra, Yarangobilly Caves and the Snowy Mountains Hydro Scheme. This
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ability to tour also includes other towns that are situated within a few hours drive from the
gateway accommodation centres (including coastal towns). Therefore, those staying off-snow
were less restricted in activity choices and much less reliant on the snow conditions which
determine most of what can happen for those staying on-snow. However, the lack of snow
outside of the resort area may not provide the winter wonderland experience the guests are
seeking. It is also possible that the gateway villages do not supply the facilities and amenities
necessary to greater influence the intention to revisit.

Having more activities and places to visit provides many more vacation attributes that can be
included into a future assessment of overall satisfaction. In contrast, many of those staying
on-snow were likely to be lodge members with private/club lodge accommodation.
Accounting for just over 47.5% of available on-snow guest beds (Department of Environment
and Heritage, 2010), these people have made a strong commitment, financial, family or
historical (if not all three) to the resort and tend to be locked in for the long term with their
choice.

Similarly, there is a statistically significant difference (p<.05) in the strength of the correlation
between overall satisfaction and intention to revisit for beginner and advanced skiers and
snowboarders, and between beginner and intermediate ability level. In these cases, overall
satisfaction of beginners explained significantly more of the positive variance with intention
to revisit with beginners than it did with either the intermediate or advanced groups. Some
argue that beginners are more open to attribute satisfaction (Faullant et al., 2008), whereas
image becomes more dominant as one experiences the destination more times. However,
others believe that experts have more analytic, attribute based impressions of tourism
destinations while beginners tend to have a more holistic view of the destination (Echtner and
Ritchie, 1991; Heimtun, 1997).
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Table 52: z Scores between selected personal, situational and product/destination
characteristics
Pearson
Correlation
Sig. (2-tailed)
Gender
Male/Female
.254/.267
Activity
Skier/Snowboarder
.253/.273
Skier/Snowplay
.253/.380
Snowboarder/snowplay
.273/.380
Type of Ticket Purchased
Single Day/Multi Day
.284/.275
Multi Day/Season Pass
.275/.199
Single Day/Season Pass
.284/.199
Month of Visit
June/July
.287/.272
July/August
.272/.263
August/September
.263/.222
June/August
.287/.263
July/September
.272/.222
June/September
.287/.222
Level of Ability*
Beginner/Intermediate
.401/.254
Intermediate/Advanced
.254/.260
Beginner/Advanced
.401/.260
Number of Previous Snow Holidays
First Time / <10
.295/.339
<10 / ≥10
.339/.277
Where Staying*
On-Snow/off-snow
.308/.236
Length of Stay
1-2 days / 3-7 days
.269/.271
3-7 days /≥8 days
.271/.234
Age*
≤24 / 55-64
.254/.208
35-44 / 45-54
.323/.210
35-44 / 55-64
.323/.160
*Statistically Significant effect

Statistically
Significant
Coefficient
Differences

Zobs derived from
Pearson’s PmC

No

0.30

No
No
No

-.0.56
-1.38
-1.13

No
No
No

0.29
0.87
1.00

No
No
No
No
No
No

0.20
0.15
0.98
0.29
1.00
0.83

Yes
No
Yes

2.17
-0.14
2.06

No
No

-0.56
1.52

Yes

2.31

No
No

0.00
0.81

Yes
Yes
Yes

2.46
2.12
3.05
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As a beginner, one may not know what to expect, and any expectations are often based on
‘non-functional’ attributes, e.g. price, brand name, and word of mouth (Jacobsen et al., 2009;
Park & Lessig, 1981). If the initial experiences are favourable then the correlation with a
revisit is shown here to be both positive and greater than those who have visited numerous
times. Those who have visited more often are more aware of the resort’s offerings and
probably more capable in terms of skill level. They may have used the resort (or another) and
will have a personal knowledge base from which to compare experiences (similar to those
who have had previous snow holidays). To Jacobsen et al. (2009), those who classify
themselves as intermediate, and especially those who call themselves advanced, are more
selective in what information they consume and tend “to focus more on the type of
information that is relevant to the decision making” (Jacobsen et al., 2009, p. 606).

The correlations were also positive for all age groups. With these, overall satisfaction
explained significantly more of the positive variance with intention to revisit for the age group
≤24 than it did for those aged 53-64. Additionally, those aged 35-44 explained significantly
more of the positive variance with intention to revisit than with either of the age groups 45-52
or 53-64. There was no significant variance (p>.05) shown between any of the other age
groups. It appears that the younger age groups were more willing to express a desire to revisit
the resort than those in older groups. Reasoning for this can be varied, and again is a subject
for future study. Customers’ needs do change with age, hence there is a variation between
what older customers see as important compared to those attributes the younger customers
value. In addition, older customers have more consumption experience which may affect how
they compare similar attributes i.e. they may have different standards for comparing like with
like (Holbrook & Schindler, 1996; Moschis, 1984).
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A cross-tabulation of the frequency of responses between level of ability and age (Table 53)
showed a greater percentage of visitors who classed themselves as beginners in the younger
age groups. This gives support to the findings of Faullant et al. (2008), i.e. that beginners are
more open to attribute satisfaction.

Table 53: Cross tabulation of age and level of ability for beginner skiers and snowboarders
Age
Level of skiing / boarding

% within Age

<=
24
26
12.0
3.0

25 34
80
36.9
9.3

35 44
66
30.4
7.4

45 52
19
8.8
2.8

53 64
19
8.8
4.1

65+ Total
7
217
3.2 100.0
6.7
5.8

% of Total

0.7

2.2

1.8

0.5

0.5

0.2

Beginner Count
% within Level of skiing/boarding

5.8

Another explanation could be that this is similar to experience. Being younger (and therefore
possibly less experienced), the expectations may be also be lower and based more strongly on
Jacobsen’s et al. (2009) non-functional attributes. As one spends more time at the resort
(although not demonstrating a significant difference), both increasing in age and in skill level,
the guest moves from the non-functional to more selective attributes (Jacobsen et al., 2009).
These are the attributes that suit their personal needs, desires and requirements, i.e. they
become more selective and, as an example, “seek out more challenging runs and terrain”
(Jacobsen et al., 2009, p. 612). However, one needs to be cautious with the assumption that
being older makes you more experienced.

8.4

Chapter 8 Summary

If a management objective is to encourage revisitation, then fulfilling those attributes that are
“crucial to customer satisfaction” (Jacobsen et al., 2009, p. 612) becomes important for

Page 253

marketing programs which aim to communicate the “essential qualities” of a snowsports
resort (Ormiston et al., 1998, p. 40). According to Bigne et al. (2001) and Lee and Lee (2005)
it is important to gain an understanding of which attributes are able to be managed by the
resort, and are:
·

important to the guest (as identified in Chapter 6);

·

can add to the guests’ experience and overall satisfaction, or detract if found to be
wanting (discussed in Chapters 7 and 9); and

·

lead to positive future behavioural intentions including revisitation (Chapters 8 and
10) and recommending the snowsports resort (to be reviewed in Chapter 11).

Overall satisfaction was shown in this chapter to have a positive correlation with intention to
revisit the resort. In turn this correlation was found to be moderated by the personal and
situational related characteristics of age, whether staying on-snow or off-snow, and ability
level. This understanding is important for improving revisitation rates to the snowsports
resort, especially in light of the knowledge that overall satisfaction is a function of the
satisfaction of combinations of attributes, particular to the guests.

Whilst the moderators influence on the correlation is important, so too is understanding
whether overall satisfaction and revisitation intentions can be independently influenced. The
effect of similar and differing, situational and product/destination related characteristics will
be examined in the following two chapters.
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Chapter 9

9

Objective 5

The fifth research objective is to identify variations in overall satisfaction with the snowsports
resort holiday as a consequence of differences in the guests’ selected personal, situational and
product/destination related characteristics.

9.1

Introduction

Satisfaction is not solely determined by the recent experience of the
purchase but an appraisal of that satisfaction within an assessment of
past satisfactions (Ryan & Cessford, 2003, p. 464).

In the previous chapter it was demonstrated that a positive correlation exists between the
guest’s overall satisfaction with their snowsports holiday and their intention to revisit the
resort within the next three years. Whilst this was a small correlation, the analysis also
demonstrated varying correlation strengths brought about by selected personal, situational and
product/destination related characteristics of the guests. Some of these demonstrated
significant statistical differences.

This chapter examines the guests’ overall satisfaction alone, identifying significant
differences between this and selected personal, situation and product/destination
characteristics of the guests. Having an appreciation of these significant differences can assist
management when it comes to improving the overall guest experience. It is believed that
managers “cannot treat customers the same and expect to obtain similar satisfaction
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evaluations” (Anderson et al., 2008, p. 378). Having this understanding will aid in a greater
appreciation of the guest’s heterogeneity. It will also assist in the validation of ISA as a tool
for snowsports administrators for identifying and prioritising management actions to improve
overall satisfaction (Chapter 12).

In order to determine whether the selected characteristics influence the measure of overall
satisfaction for the ski holiday, independent samples t-tests and ANOVA (Appendix II) were
undertaken. The same sample of characteristics used in the previous chapters was again
employed here. This includes; gender, type of activity, whether staying on-snow or off-snow,
type of ticket purchased, the month of visit, the guests ability level and the number of times
on an Australian snowsports holiday.

9.2

Independent samples t-test: Gender; Type of Activity; Where Staying.

An independent samples t-test (Appendix II) was conducted to compare the differences in
overall satisfaction between skiers and snowboarders, and whether accommodation is onsnow or off-snow.
·

Overall satisfaction and gender, Males (M = 3.78, SD = .908) , and females (M = 3.84,
SD = .928), t(3472.288) = -1.790, p =.074, two tailed);

·

Overall satisfaction and skier (M = 3.83, SD = .911);

·

Overall satisfaction and snowboarder (M = 3.77, SD = .955), t(1671.5) = -1.716, p
=.086, two tailed); and

·

Overall satisfaction and whether staying on-snow (M = 3.83, SD = .915), and offsnow (M = 3.82, SD = .923), t (3326) = .010, p =.992, two tailed).

In each example there was no significant difference in scores between the groups. Mean
overall satisfaction scores for visitors were not significantly different between the genders,
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whether one is a skier or snowboarder or whether the guest was staying on or off snow (Table
54).

Table 54: Independent Samples t-test: Gender; Type of Activity; Where Staying.
Overall satisfaction
of the ski holiday
Gender
Skier/Snowboarder
Staying on-snow or off-snow

9.3

Statistically
Significant
No
No
No

Sig.
(two tailed)
0.159
0.086
0.086

eta
Squared
<.008
<.008
<.008

Cohen’s
Effect Size
Very small
Very small
Very small

One-way between groups analysis of variance: Activity, Type of Ticket, Month of
Visit, Ability Level and Number of Times on a Snow Holiday

A one-way between-groups analysis of variance (ANOVA) was undertaken to explore the
influence on overall satisfaction of:
·

skier/snowboarder/snowplay;

·

type of ticket purchased;

·

month of visit;

·

the reported ability level; and

·

the number of previous times on an Australian snow holiday.

9.3.1 One-way between groups analysis of variance: Activity Type

An ANOVA was conducted to explore between-group differences in the type of activity
undertaken (Appendix JJ). Due to a violation of the homogeneity of variance assumption
(using Levene’s test for quality of variances) the Welch, and Brown-Forsythe tests were
utilised. No statistically significant difference at the p < .05 level for satisfaction scores was
demonstrated for skiers (M = 3.83, SD = .911), snowboarders (M = 3.77, SD = .955) or
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snowplayers (M = 3.84, SD = .786). Mean overall satisfaction scores for skiers did not
significantly differ from snowboarders or snowplayers.

9.3.2 Type of ticket purchased

Using an ANOVA, a statistically significant difference at the p < .05 level was identified for
satisfaction scores for the type of ticket purchased (Appendix KK). However, the magnitude
of the difference in the mean scores between the groups was small. The effect size, calculated
using eta squared, was .002. This resulted in a variance of 0.2% being explained by the
different type of ticket purchased.

Post hoc comparisons using the Tukey HSD test indicated that the mean satisfaction score for
day tickets (M = 3.76 SD = 0.928) was significantly different to season passes (M = 3.97, SD
= 0.816). There were no significant differences between the mean scores for other ticket types
(day tickets (M = 3.76 SD = 0.928) and multi day tickets (M = 3.82 SD = 0.931), and multi
day tickets (M = 3.82 SD = 0.931) and season passes (M = 3.97 SD = 0.816)).

In summary, mean overall satisfaction scores for visitors were significantly different between
single and multi day ticket purchasers (Table 55). Yet the magnitude of the differences in
means however was very small. Whilst their means do differ, they are not significantly
different between the other day/multi day and season pass combinations.
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Table 55: ANOVA results for Overall Satisfaction and Type of Ticket Purchased and Month
of Visit.

Overall Satisfaction /
Type of Ticket
Purchased
Overall Satisfaction /
Month of Visit

Statistically
Significant
Yes

Yes

Between Groups
Single
Day/Season Pass
July/August
July/September

Eta squared
(size effect)
.002

Cohen’s
Effect Size
Very small

.015

Very small

9.3.3 Month of visit

The analysis was divided into the four months the resort is open over the Australian winter.
Utilising an ANOVA (Appendix LL), a statistically significant difference at the p < .05 level
for overall satisfaction scores for the month of visit was identified. Despite reaching statistical
significance, the magnitude of the difference in the mean scores between the groups was
small. The effect size, calculated using eta squared, was .015 (Table 55) resulted in only a
small variance of 1.5%.

Post hoc comparisons using the Tukey HSD test indicated that the mean score for July (M =
3.99 SD = 0.869) was significantly different to August (M = 3.72 SD = 0.960). Similarly the
mean score for July (M = 3.99 SD = 0.869 was significantly different to September (M = 3.83
SD = 0.850). The mean scores for the other months of the snow season did not differ
significantly from each other (Appendix LL). The visitors in the month of July differed
significantly in their level of overall satisfaction from those in August and September (Table
55). They demonstrated greater overall satisfaction and thus influence the aggregate score
more with a mean of 3.99.
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9.3.4 Ability Level

Using either the Welch or Brown-Forsythe tests, no statistically significant difference at the p
< .05 level was identified for overall satisfaction scores for beginner (M = 3.82, SD = .808),
intermediate (M = 3.82, SD = .907) or advanced (M = 3.81, SD = .955) ability levels
(Appendix MM). Mean overall satisfaction scores also did not significantly differ between the
three ability levels.

9.3.5 Number of visits times on a snow holiday

The results of the questionnaire were divided into the three categories of first time, less than
10 visits, and 10 or more visits (Appendix NN). Using either the Welch or Brown-Forsythe
tests, no statistically significant difference at the p < .05 level was identified for satisfaction
scores for first time visitors (M = 3.81, SD = .752), those who had had been on a snow
holiday less than ten times (M = 3.83, SD = .918), or those who had been 10 or more times
(M = 3.81, SD = .930). The effect size, calculated using eta squared, was <.001 explaining the
lack of variance attributed to the number of snow holidays undertaken. In summary, mean
overall satisfaction scores for visitors to the resort did not differ significantly relative to the
number of previous Australian snow holidays.

9.3.6 2-way ANOVA Analysis of Personal, Situation and Product/Destination
Characteristic Combinations

A number of two-way between-groups ANOVA tests were conducted, between overall
satisfaction, and
·

gender/type of activity,
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·

gender/month of visit,

·

type of activity/month of visit,

·

level of ability/type of ticket purchased, and

·

level of ability/age.

See Appendix OO for results. Each failed the Levene’s Test of Equality of Error variances,
and in each case, failed to reach statistical significance. Even when a more stringent
significance level was used, as suggested by Pallant (2011), the analysis still failed to meet
the requirement of the chosen Sig. value being greater than the significance level of .01 (i.e.
not violating the homogeneity of variances assumption).

9.4

Chapter 9 Summary

In exploring the relationships between overall satisfaction and selected personal and
situational characteristics, statistically significant differences were found within the
characteristics of the type of pass purchased (single day/season pass) and month of visit
(July/August, July/September).

No statistical difference was found for the characteristics of gender, activity type, ability level
or number of times on a snow holiday. Nor were there any statistical differences with various
combinations of characteristics, such as gender/type of activity, gender/month of visit, level of
ability/type of ticket purchased, and level of ability/age. In all, the mean overall satisfaction
scores did not differ significantly between any of these groups.

The moderators that had particular relevance included the situation specific characteristics of
one-day versus repeat visitors and the month of visit as in Matzler et al. (2008), Garbarino et
al. (1999), Petrick (2004), Vikas et al. (1999) and Brey et al. (2008). This study differs in that
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no statistical differences were found between the genders or the various ability levels. This is
similar to the Schreyer and Beaulieu (1986, p. 234) study of river users, where respondents
with “varying levels of experience and commitment did not appear to differ significantly in
the types of attributes they feel are important in selecting their wild land recreation
environment”.

Overall satisfaction is important to guests and was found to be positively correlated to their
desire to revisit. However, it is noted in the literature that overall satisfaction is not the sum of
individual assessments for each attribute (Bigne et al., 2001; Chi & Qu, 2008; Spreng et al.,
1996). The logic regression in Section 7.3 indicated that satisfaction with the selected
attributes would report favourably on the guests’ overall satisfaction with their stay at the
snowsports resort. In light of the positive correlation between overall satisfaction and
intention to revisit, accompanied by variances between characteristics, it is also important to
investigate and identify differences in satisfaction at the attribute level (Spreng et al., 1996;
Ormiston, 1998). When looking at individual attributes, variances in satisfaction were found
within and between various personal and situational characteristics such as gender, ability
level, and product/destination factors (see Appendix PP).

With this finding of individual differences at the attribute and overall satisfaction level, and
given the correlation of overall satisfaction with intention to revisit, Chapter 10 aims to
investigate the guest’s intention to revisit the resort (Objective 6). The analysis will also look
for any variations as a result of the selected personal, situational and product/destination
characteristics. Chapter 11 will pursue a similar line of inquiry by investigating the effects of
the same moderators on the likelihood of recommending the snowsports resort to others
(Objective 7) and will also seek to identify the strength of the correlation between overall
satisfaction and the likelihood of recommending the snowsports resort to others.
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Chapter 10

10 Objective 6

The sixth research objective was to identify variations in the guests’ intention to revisit the
resort as a result of differences in their selected personal, situational and product/destination
related characteristics.

10.1 Introduction

Chapter 9 demonstrated that differences in correlation with overall satisfaction were
statistically significant for the situational characteristics of type of ticket purchased, and the
month of visit to the resort. The magnitude of the differences between the ticket types and
visiting months was calculated and a discussion of the implications of these was provided.

In Chapter 10, results of the question ‘how likely are you to revisit the resort in the next three
years?’ are examined. The effects of selected personal, situational and product/destination
characteristics on the revisit intentions will be investigated using t-tests, one-way and 2-way
ANOVA. This will assist in understanding more about the differences between the guests and
how they can be influenced to both revisit and recommend the resort (Chapter 11). This will
hopefully help resort administrators define appropriate management and marketing strategies
to target and support these snowsports resorts visitors. The personal and situational
characteristics investigated include gender, activity undertaken, ticket type purchased, month
of visit, level of ability, the number times on a snow holiday, as well as a variety of
combinations of these for a 2-way ANOVA. The destination attributes investigated for their
effect on the likelihood of revisiting include snow conditions, snow grooming, size of the
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resort, uncrowded slopes, whether staying on or off-snow, and number of bars in the resort. In
addition, where a statistical significance was demonstrated, further analysis was undertaken to
identify where the difference occurred. Discussion of the findings occurs in Section 10.11.

10.2 Gender

An independent samples t-test was undertaken to compare the likelihood of revisitation scores
for males and females (Appendix QQ). There was a .065 mean difference in scores for males
(M = 4.43, SD = .972) and females ((M = 4.50, SD = .915); t (3375) = -2.068, p =.039, two
tailed). The magnitude of the difference in the means (mean differences = .065, 95%Cl:-.126
– .003) was very small (eta squared = .001). Whilst this result was found to be significant, the
effect score provides for only 0.1% of the variance in likelihood to revisit being explained by
gender differences.

Mean overall intention to revisit scores for visitors to the resort had a significant difference
between the genders, albeit only a small effect according to Cohen’s effect size (1998).
Females showed a slightly higher mean, and hence a greater likelihood of revisiting than
males. It is worthy of note, with large samples, that quite small differences can become
statistically significant (Pallant, 2011).

10.3 Type of Activity Undertaken

For the three activities of ski, snowboard and snowplay, a one-way between-groups analysis
of variance was conducted (Appendix RR) to explore the impact of activity type on the
intention to revisit the resort. The Levene's test of homogeneity of variance was significant (p
= .424), indicating there was no violation of the assumption of homogeneity of variance.

Page 264

However, the ANOVA identified no statistically significant difference at the p < .05 level for
the intention to revisit scores for the skiers (M = 4.47, SD= .941), snowboarders (M = 4.46,
SD = .953), or snowplayers (M = 4.58 SD = .763). The overall intention to revisit thus did not
differ significantly between skiers, snowboarders or snowplayers.

10.4 Ticket Type Purchased

An ANOVA was undertaken for three categories of ticket types; single day, multi day and
season pass (Appendix SS). Using either the Welch or Brown Forsythe Robust Tests, no
statistically significant result was returned at the p<.05 level for the intention to revisit scores
for single day (M = 4.50, SD= .925), multi day (M = 4.42, SD = .966) or season pass holders
(M = 4.46 SD = .995). Thus the intention to revisit the resort within the next three years did
not differ significantly between guests and the type of ticket purchased.

10.5 Month of Visit

An ANOVA was conducted to explore the impact of the Month of Visit on the measure of
intention to revisit the ski resort (Appendix TT). Levene's Test of homogeneity of variance
test returned a significant result (p = .104). However, no statistically significant result was
returned at the p<.05 level for the intention to revisit scores for June (M = 4.58, SD = .063),
July (M = 4.49, SD = .930), August (M = 4.44 SD = .957), or September (M = 4.51 SD=
.915). The results indicated that intention to revisit did not differ significantly between any of
the months the resort was open.
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10.6 Level of Ability

The ANOVA used to explore the impact of the Level of Ability on the intention to revisit the
ski resort, showed no statistically significant differences at p < .05 for the intention to revisit
scores for the different ability levels that were identified. Therefore the intention to revisit the
resort did not differ significantly between any of the self rated ability levels.

10.7 The Number of Times on an Australian Snow Holiday.

The ANOVA exploring the impact of the number of previous snow holiday on the intention to
revisit indicated a significant result for the Levene’s Test of homogeneity of variance (p =
.862). No statistically significant results were returned at the p<.05 level for the intention to
revisit scores for first time, (M = 4.43, SD = .922), <10 visits (M = 4.48, SD = .951), or ≥ 10
visits (M = 4.47 SD = .938). The effect size, calculated using eta squared, was <.001.
Therefore, mean overall intention to revisit scores did not differ significantly relative to the
number of previous snow holidays.

10.8 Whether Staying On-snow or Off-snow.

To examine variance in the mean for intention to revisit relative to accommodation choice, an
independent samples t-test was conducted. There was no significant difference in scores for
on-snow (M = 4.46, SD = .918) and off-snow ((M = 4.48, SD = .961); t (3363) = -.415, p
=.678, two tailed) accommodation choices. The magnitude of the difference in the means
(mean differences = 0.014, 95%Cl: -.079 – .052) was very small (eta squared = <.005). Mean
overall intention to revisit thus did not differ significantly between those staying on–snow and
those staying off-snow.
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10.9 Gender and Level of Ability.

A two-way ANOVA was conducted to explore the impact of ability level and gender on the
likelihood to revisit the resort, as measured in the ski resort survey (Appendix VV). The
Levene’s Test was significant (i.e. Sig.value less than 0.05), suggesting the variance of the
dependent variable across the groups was not equal. A more stringent significance level of
0.01 was set for evaluating the results of the two way ANOVA (Pallant, 2011), yet, the
interaction effect between gender and ability level was not statistically significant (F (2, 3688)
= .108, p = .898). There was also no statistically significant main effect of ability level (F (2,
3688) = 0.583, p = .558). The effect size was small (partial eta squared ≤.001). Overall there
were no significant differences in the likelihood of revisiting the resort between the various
combinations of gender and ability levels.

10.10 Product/Destination Related Factors

Additional ANOVA were conducted to explore the impact of snow conditions, snow
grooming, size of the resort, uncrowded slopes (Appendix WW), ticket price value, fit of
boots, and number of bars in the resort. In all cases, no statistically significant results were
returned at the p < .01 level. Therefore, the mean overall intentions to revisit scores did not
differ significantly between the various satisfaction levels for this subset of the
product/destination characteristics.

10.11 Discussion and summary

In studies examining the relationship between tourists’ satisfactions levels and their intentions
to revisit a destination or repurchase a tourism product (eg. Section 3.10, Barsky, 1992;
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Barsky & Labagh, 1992; Dube et al., 1994; Petrick & Backman, 2002b), a recurring theme is
“if an experience has a positive effect on an individual, he or she is more likely to repeat the
activity enjoyed” (Petrick & Backman, 2002b, p. 252). It was found in Chapter 8 that overall
satisfaction was positively correlated with the intention to revisit the snowsports resort. When
investigating the effects of selected moderators on overall satisfaction, positive correlations
were also observed. Whilst all demonstrated a shared variance between the characteristics
chosen, only three groupings (level of ability, accommodation choice and age) showed any
statistically significant differences.

In this chapter, the same characteristics in addition to destination/product related attributes
were analysed, to determine if any significant differences existed in the guests’ intention to
revisit. Overall, 65% of guests responded with a definite intention to revisit the resort and
10% were unsure, or would not (Section 5.2.4). No variations were evident when the results
were compared between selected personal and situational groups, other than for gender and
revisitation intention (Section 10.2). In all other moderators, there was no demonstrated
significant statistical difference (between the scores) for intention to revisit the resort.

In the gender comparison, females reported slightly higher mean scores for intention to
revisit. From the data collected, 81.4% indicated they were the decision maker, as compared
to 71.4% of males (Appendix XX). Bryant & Jaesung (1996), also found that women take a
greater part in the purchasing activity than their male counterparts. This however, is
incongruent to studies by Bronner and de Hoog (2008) and Mottiar and Quinn (2004) who see
purchasing and decision making as a shared activity. Females have also been found to be
more satisfied than men across a range of product and service categories (Bryant & Jaesung,
1996; Mittal & Kamakura, 2001). When it comes to product development, knowing who the
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decision makers are, and other gender effects, should be given consideration (e.g. conducting
women’s ski and snowboard programs).

This thesis suggests links between attribute importance, attribute satisfaction, and overall
satisfaction and the intention to return to the resort. Numerous significant differences albeit
small effect sizes in this sample, have been identified in what guests consider to be important
attributes and also in how they rank the satisfaction of these attributes. Differences have also
been observed in overall satisfaction between types of pass purchased, month of visit, and
between genders for the intention to return.

In Chapter 11 the correlation between overall satisfaction and the willingness to recommend
the resort to others will be examined. As in the previous chapters, this relationship will also be
investigated for any differences between selected personal and situational characteristics. This
is the final part of the primary thesis question; to identify whether there is a link between the
satisfaction of the Australian snowsports guests’ attributes they have identified as being
important to their experience, their overall satisfaction, intention to revisit and finally, their
willingness to recommend.
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Chapter 11

11 Objective 7

The seventh research objective is to identify the relationship between overall satisfaction and
the likelihood of the guest recommending the snowsports resort to others. A key part of this is
to identify any variations in the likelihood of recommendation due to differences in the
guests’ personal, situational or destination related characteristics.

11.1 Introduction

In Chapter 8, a positive correlation was found between overall satisfaction and intention to
revisit. Variations in this relationship as a result of selected personal, situational
product/destination moderators were also explored. A statistical significance between overall
satisfaction, intention to revisit and gender was defined, but not for any other characteristics
scrutinised. These characteristics have been individually investigated with the attributes
identified as important to guests. Differences were found, not only with what was important
but also with respect to attribute satisfaction, overall satisfaction and intention to revisit.

In this chapter the relationship between overall satisfaction with the snowsports holiday and
‘how likely are you to recommend the resort to other people as a place to visit’ is investigated
using Pearson PmC. Additionally t-tests, ANOVA and 2-way ANOVA are used to identify
any statistically significant differences in this relationship with respect to personal, situational
and product/destination related characteristics. These characteristics include; gender, activity
undertaken, type of ticket purchased, month of visit, self reported ability level, number of
previous snow holidays, whether staying on or off-snow, and combinations of these including
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gender and ability, and level of ability and age. The results of this analysis follow and are
discussed in Section 11.12.

11.2 Correlation between Overall Satisfaction and Likelihood of Recommending the
Resort

There was a large positive correlation (Cohen, 1998; Pallant, 2011) between the two variables
of overall satisfaction and likelihood of recommending the resort; r = 0.499, n = 3671, p
<.001. Therefore, overall satisfaction was found to be associated with high levels of
likelihood of recommending the resort to others. Overall satisfaction helped explain
approximately 25% of the variance in respondent’s scores on the likelihood of recommending
the resort to others (Appendix YY).

11.3 Gender and Likelihood of Recommending the Resort

An independent samples t-test was conducted to compare the response to ‘how likely are you
to recommend the resort to other people as a place to visit’ between the scores based on
gender (Appendix ZZ). There was a significant difference in scores for males (M = 8.23, SD
= 1.92) and females ((M = 8.38, SD = .1.85); t (3712) = -2.45, p =.015, two tailed). The
magnitude of the difference in the means (mean differences = -0.15, 95%Cl: -.274 – .030) was
very small (eta squared = .002). Whilst this indicated that guests of different genders do differ
in their likelihood of recommending the resort to others, the actual variance is small and may
be of little consequence (Pallant, 2011).
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11.4 Activity Undertaken (Ski/Snowboard/Snowplay) and Likelihood of Recommending
the Resort

An ANOVA test explored the impact of the ‘type of activity undertaken’ and the likelihood of
recommending the resort. Using the Levene Test of homogeneity of variance, a significant
result was returned (p = .216). In the ANOVA no statistically significant difference was found
at the p < .05 level for intention to recommend scores relative to skiers (M = 8.33, SD =
1.875), snowboarders (M = 8.29, SD = 1.913), or snowplayers (M = 8.32 SD = 1.570 (Table
57). The responses to the question ‘how likely are you to recommend the resort to other
people?’ thus did not differ significantly between guests involved in skiing, snowboarding or
snowplay.

11.5 Ticket type purchased and Likelihood of Recommending the Resort

Using ANOVA to explore the impact of the ‘type of ticket purchased’ on the likelihood of
recommendation, it was found that the variances may be unequal across samples. This was
compensated (as done previously in this thesis) by using the best tools available in SPSS.
Using both the Welch, and Brown Forsythe tests, no statistically significant result was
returned at the p<.05 level for the recommendation scores for the single day, (M = 8.27, SD =
1.821), multi day (M =8.29, SD = 1.975) or season pass holders (M = 8.45 SD = 2.083).

The scores did not differ significantly between single-day, multi-day or season pass ticket
purchasers. Similarly, season pass holders showed no greater loyalty to the resort
(demonstrated by the likelihood of recommending to others) than did those who purchased
other ticket types.
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11.6 Month of Visit and Likelihood of Recommending the Resort

An ANOVA was used to explore the impact of ‘month of visit’ on the likelihood of
recommending the resort. The Levene test of homogeneity of variance returned the result p =
.040. This indicated with some probability, that the variances may be unequal across the
samples. Therefore, the Welch, and Brown Forsythe tests were used. Both returned a
statistically significant result at the p<.05 level. Post hoc comparisons using the Tukey HSD
test, which tested each month against each of the other months (Appendix AAA), indicated
that the mean score for July (M = 8.45, SD = 1.778) was significantly different to August (M
= 8.23, SD1.972). Recommendation scores did not differ significantly between any of the
other months. The outcome of this analysis indicated visitors in July were more likely to
recommend the resort than those who attended in August.

11.7 Ability Level and Likelihood of Recommending the Resort

The Levene’s test of homogeneity of variance resulted in a significant result being returned (p
= .3), indicating the assumption of homogeneity of variance was not violated. The ANOVA
showed no statistically significant difference at the p < .05 level for likelihood of
recommendation relative to beginners (M = 8.19, SD = 1.739), intermediates (M = 8.30, SD =
1.874) or advanced groups (M = 8.36 SD = 1.895). Thus the likelihood of recommending the
resort did not vary between the three snowsports user ability categories of beginner,
intermediate and advanced.
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11.8 Number of Snow Holidays Undertaken and Likelihood of Recommending the
Resort

Using the Levene Test of homogeneity of variance a significant result was returned (p =
.789). The ANOVA identified no statistically significant differences at the p < .05 level for
likelihood of recommendation scores for the first time (M = 8.39, SD = 1.713), <10 (M =
8.30, SD = 1.906), ≥10 visitors (M = 8.31 SD = 1.883). Therefore the likelihood of
recommending the resort did not vary with the number of snowsport holidays undertaken.

11.9 Staying On-Snow or Off-Snow and Likelihood of Recommending the Resort

An independent samples t-test identified no significant difference in scores for those guests
staying on-snow (M = 8.35, SD = 1.912) and those staying off-snow ((M = 8.30, SD = 1.881);
t (3363) = -.837, p =.403, two tailed). The magnitude of the difference in the means (mean
differences = 0.056, 95%Cl: -.075 – .187) was very small (eta squared ≤.002). As such, the
mean overall scores for likelihood of recommendation did not differ significantly according to
the guests’ accommodation choice. This suggests that regardless of where the guest stayed, be
it on-snow in the resort or off-snow in one of the gateway towns, there was no significant
difference in whether the resort was recommended.

11.10 Gender and Ability Level of the Activity Undertaken and Likelihood of
Recommending the Resort

A 2-way ANOVA was used to explore the impact of the level of ability and gender on the
likelihood of recommendation, as measured in the snowsports survey. In the test, the
interaction effect between gender and ability level was not statistically significant; F (2, 3688)
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= .116, p = .89. There was also no statistically significant main effect for ability level, F (2,
3688) = 0.183, p = .833. Post-hoc comparisons using the Turkey HSD test indicated that the
mean score of beginners (M = 8.19, SD = 1.739) was not significantly different to the
intermediate group (M = 8.30 SD = 1.874). The advanced group (M = 8.36 SD = 1.895) did
not differ significantly from either of the other groups. The main effect for gender (F (1,
3688) = 1.702, p =. 192) also did not reach statistical significance.

This result indicated, males and females of different ability levels do not differ in their
likelihood of recommending the resort to others. This is in spite of gender alone being shown
to be statistically significant in the t-Test in section 11.3.

11.11 Level of Ability and Age and Likelihood of Recommending the Resort

A 2-way ANOVA was undertaken to explore the impact of the guest’s level of ability and
their age group on the likelihood of recommending the resort. The Levene’s Test was
significant (i.e. Sig. value less than 0.05), suggesting the variance of the dependent variable
across the groups was not equal. A more stringent significance level was set (0.01) (Pallant,
2011), thus allowing consideration of the main and interaction effects only if the Sig.value
was greater than 0.01.

Even with this, the interaction effect between ability and age was not statistically significant,
F (4, 3667) = .123, p = .974. There was also not a statistically significant main effect for
ability level F (2, 3667) = 1.273, p = .280 or across the age groups, F (2, 3667) = 0.116, p =
.890. These results indicated that guests of different ability level and age did not differ in their
likelihood of recommending the resort to others.
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11.12 Discussion

A large positive correlation was found to exist between overall satisfaction with the
snowsports holiday and the likelihood of recommending the resort to others. This indicated
that overall satisfaction was associated with high levels of willingness to recommend the
resort, i.e. Word of Mouth recommendation (WOM). In this analysis the Pearson correlation
was 0.499, indicating that overall satisfaction helped to explain nearly 25% of the variance in
guests’ willingness to recommend the resort to others.

The second part of Objective 7 was to determine if personal, situational and/or
destination/product characteristics influenced the likelihood of recommending the resort.
Statistically significant differences in the likelihood of recommending were found between
the means for gender and month of visit (Table 56). Further investigation identified that
females had slightly greater variance in the likelihood of recommending the resort over males
(as in Bryant & Jaesung, 1996; Matzler et al., 2008; Mittal & Kamakura, 2001; and Saad and
Gill, 2000) and discussed in Section 3.8.

Between the months visited, a statistical difference was identified between July and August
(Table 56). This indicated that guests who visited in July were more likely to recommend the
resort over those who visited in August. July, for this resort, is a school holiday month. The
holidays of the feeder states Queensland, Victoria, NSW and the Australian Capital Territory
all fall in this month. Given this strong family presence, the significance of July may be
strengthened by the influence of females in the recommendation process, given their strong
involvement in decision making. It has also been said that females “are more interested in
quality than quantity, appreciate learning, and give high priority to supporting others and that
children are still their number one priority” (Hudson, 2000, p. 367). If the resort is meeting
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the requirements for the family in July, then the results indicated that any recommendation by
them will be a positive one, more so by females and greater than recommendations in any
other month.

Table 56: Summary of ANOVA Tests between Likelihood of Recommending the Resort and
Selected Personal and Situational Characteristics
Characteristic
Activity undertaken
(ski/Snowboard/Snowplay)
Ticket Type

Statistically
Significant

Between
Groups

Eta squared
(size effect)

Cohen’s
Effect Size

No

n/a

<.001

n/a

No

n/a

<.003

n/a

Month of Visit

Yes

.002

Small

No

July /August
n/a

Ability level
Number of snow holidays
undertaken

<.004

n/a

No

n/a

<.001

n/a

Other characteristics were also investigated, including activity undertaken, ticket type
purchased, ability level, number of previous snow holidays, whether staying on or off-snow,
and age (Table 57). Combinations of these were also analysed, including age and ability level,
and ability and gender. With each of these characteristics, no statistically significant
difference between the mean scores for the dependent variable ‘how likely are you to
recommend the resort to other people as a place to visit?’ was identified.

Page 278

Table 57: Summary of Significant Results between Likelihood of Recommending and
Personal and Situational Characteristics
Whether
Number staying Type of
Level of Month of
Gender Activity
of times
onticket
Age
Ability
Visit
visited snow/off- purchased
snow
Likelihood of
recommending Small
the resort

None

None

Small

None

None

None

None

11.13 Summary and conclusion to Chapter 11

To assist in answering the primary thesis question (Section 1.4) the purpose of Objective 7
was to identify the relationship and any variations between overall satisfaction and the
likelihood of the guest recommending the snowsports resort to others. This chapter identified
there was a positive correlation between overall satisfaction and the willingness to
recommend the resort, indicating a strong WOM effect. The variances found amongst the
attributes important to the guests did not show significant differences in outcome for the
likelihood of recommendation, other than gender and month of visit.

It has been shown here, and in the previous chapters, that overall satisfaction with the
snowsports resort holiday is positively correlated with the intention to revisit and WOM
recommendation as in Anderson (1998). With a positive correlation, albeit small effect sizes,
overall satisfaction should be an objective of snowsports resort marketing. Recommendation
may reflect brand loyalty and may, as identified by Mansfield (1992), have a significant
bearing on travellers’ destination choice stages. It may also have a strong effect on first time
and beginner skier visitation and revisit intentions.
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With respect to willingness to recommend the resort, understanding guests’ heterogeneity
(e.g. gender differences and month of visit) relative to the attributes that influence their
overall satisfaction, the “marketing mix and resource allocation decisions can be optimised”
(Dillon & Mukherjee, 2006, p. 1). This includes, for example, staffing, and product
development across the range of activities offered at the resort. This can lead to a better
appreciation of who are the final users of these products and services e.g. Snowsports School
children’s lessons and women’s programs. Understanding more about the customers allows
the resort to better understand what product or service they want and need (Dillon &
Mukherjee, 2006). This, from a managerial perspective, means more effective marketing
strategies, and infrastructure and service expenditure (Weaver, Weber, & McCleary, 2007).
As stated by Dolnicar (2002, p. 2), the targeting of any market segment “characterised by
expectations or preferences that mirror the destinations strengths leads to a competitive
advantage”.

This Chapter identified a strong relationship between overall satisfaction and the likelihood of
recommending the snowsports resort to others. The next step is to determine how the
attributes and their measure of importance and satisfaction, as determined by the guests, can
be used together to provide management with a portrayal of how the resort is viewed by their
customers. This will hopefully assist in prioritising decisions in order to improve the guests
overall satisfaction, likelihood of revisiting and willingness to recommend. The tool to be
utilised for this will be Importance Satisfaction Analysis (ISA). This was identified and
discussed in section 3.12 as being an “analytical tool to capture drivers of customer
satisfaction” (Tafesse et al., 2010, p. 318). It also allows some insight into which products
and/or services a company should devote more attention to, and those which may be
consuming too much of the company’s time and resources. An ISA identifies “strengths and
weaknesses of brands, brand products and services … by comparing the two criteria that
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consumers use in making a choice: the relative importance of attributes and the consumers’
evaluation of the offering in terms of those attributes” (Kitcharoen, 2004, p. 21). If changes
can be made that enhance the satisfaction of important snowsports attributes (Appendix PP)
then, the result of giving customers what they want will provide for greater overall
satisfaction and stronger likelihood of recommending and revisiting the resort.

ISA is a tool to assist management in prioritising attributes in order to achieve these aims. It
can also be used to illustrate the variances in responses due to differences in the guest’s
evaluations of importance, and their measure of satisfaction with key attributes. These will be
presented in Chapter 12.
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Chapter 12

12

Objective 8

The eighth research objective is to demonstrate how the use of Importance Satisfaction
Analysis can assist in prioritising the management of the attributes important to the Australian
snowsports guest, in order to improve overall satisfaction, likelihood of revisiting and
recommendation to others.

12.1 Introduction

Chapters 6 through 11 identified the Australian snowsports attributes that accounted for a
share of the variance in both importance and satisfaction ratings. The relationship between
attribute satisfaction and overall satisfaction was investigated using logistic regression. Of the
attributes identified through the PCA, all were able to distinguish between respondents who
were satisfied and those who were not satisfied with their overall vacation. This provided
confidence that the attributes, defined in the unstructured interview groups and used in the
survey tool, were representative of those used by visitors to assess their overall holiday
satisfaction. In addition, a positive correlation between overall satisfaction and intention to
revisit the resort was found. A strong correlation between overall satisfaction and the
likelihood of recommending the resort to others was also identified.

In this chapter Importance Satisfaction Analysis (ISA) is used to link the attributes important
to guests to the satisfaction derived from their consumption as discussed in Section 3.12. The
use of this tool allows management to gain some insight into which attributes a company
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should devote more attention to, and which may be consuming too much of the company’s
time and resources.

However, given space limitations, not all of the identified attributes have been utilised in this
thesis. Those attributes being used are from the results of the PCA in Chapter 6. The PCA
results have been segmented according to a selection of personal, situational and
product/destination related characteristics identified from the survey.

Of those attributes used in ISA, all were found to have statistically significant effects on the
attributes of importance and/or satisfaction identified previously. Through the appreciation of
guest heterogeneity the aim is to determine how to prioritise the management of those
attributes important to the Australian snowsports guests, in order to improve overall
satisfaction and likelihood of revisiting and recommendation to others. This analysis hopes to
contribute to the investigation and understanding of the Australian snowsports consumer,
which to date has received limited academic study.

This chapter will deviate from the format of the previous chapters in that analysis and
discussion will occur together to assist the reader in identifying the graphs and tables to which
the analysis and discussion refer. Caution should be observed with the scales used in the
various graphs which have been adjusted individually to aid in the representation of the data.

12.2 Importance –Satisfaction Analysis and Discussion

The final phase in this study involved estimating the perceived importance and performance
(as measured by satisfaction) of the original 70 attributes, by calculating the mean importance
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and the mean satisfaction value for each. To accomplish this, a review of the steps undertaken
follows.

12.2.1 Step 1: Development of a List of Attributes

From the discussion groups, the attributes that were determined to be of most importance
were grouped into 13 categories (Figure 17, Section 4.3.2). These were further consolidated
into 7 components using a Principle Components Analysis (Figure 24, Section 6.2). Similar
sets of components have been identified by other researchers (e.g. Matzler et al. (2008) and
Lehto et al. (2002), see Section 3.2), however each of these identified only what was relevant
to the study at hand. This previous research is built upon here through examination of
satisfaction across the domains and attributes identified as important by Australian
snowsports guests. This occurs within the experiences that are able to be manipulated by
management to improve the guests’ overall satisfaction of the snow based holiday.

12.2.2 Step 2: Conducting the Survey to Measure the Guests’ Perceived Importance and
Level of Satisfaction

The questionnaire design (Section 4.3.3) and initial analysis was completed using the software
package GCast, created by Gen3 Media Australia. SPSS V 18 and 19 were used for the
detailed statistical analysis. The various grids presented in this thesis were constructed in
Microsoft Excel 2007.
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12.2.3 Step 3: Calculation of the Perceived Mean Importance-Satisfaction of each
Attribute and Component

Step 3 involved calculating the perceived importance and satisfaction of each attribute (Figure
34). This was achieved by calculating the mean value of each response to each attribute from
each component in the survey (reproduced in Appendix BBB).

Many authors who have used ISA use the mean because it gives a better spread of data.
However, Martin (1995) felt that the median and not the mean should be used, as this is a
reflection of the true service gap. However, Martilla and James (1977, p. 79), though they
used the mean in their study: suggested “the median … is theoretically preferable to the mean
because a true interval scale may not exist”. According to Hudson & Shephard, (1998, p. 74)
there may also be problems “associated with aggregation across all customers to generate
measures of expectations and performance associated with either a single attribute or the
overall service offering. It is possible that there are those guests who will perceive an
important attribute to be poorly supplied whereas there will be others who see the same
attribute being unimportant and being well supplied (Hudson & Shephard, 1998). The use of
aggregated scores may yield a close match when using the mean “but there may still be a
quality mismatch” (Hudson & Shephard, 1998, p. 74). For this thesis, the mean value has
been used.
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Attribute

Importance and Satisfaction Means
Proper fit of boots
Have fun and enjoyment
Value of a ticket for the price paid
Instructor's competence
Value for money paid for a lesson
To feel you learnt something during a lesson
Enjoy the overall experience at the resort
Conditions/snow quality
Lift queue wait time
Spend quality time with partner/friends/family
Personal feedback and attention
Overall value for price paid for hire equipment
Availability of desired equipment
Uncrowded slopes
Number of lifts open
Do something the children will enjoy
Overall Snowsports School experience
Friendliness and competence of the hire staff
Availability of terrain suited to your ability
Information on the resort website
Have a place to get away from a busy job
Overall ease in travelling from your home to the resort
Speed of the hire process
Updated information on lifts open status
The overall performance of ski patrol
Quality of service at the resort
Availability of accurate information on grooming and snow …
Quality of trail grooming
Size of the class
Scenery and natural beauty
Overall ambience/atmosphere of the resort
Have fun and be entertained
Size of resort/Number of trails
Presence/visibility of ski patrol
Find thrills and excitement
Lift Operators being friendly and helpful in their communications
Length of runs
Competence of the ticket seller
Signage on the various trails
Closeness of car parks to lifts
Ease of the registration/booking process
Have a place to relax
Good first impression/welcome to the resort
Having your questions about ticket options answered adequately
Chance to discover and learn something new
Friendliness of the ticket seller
Quality of restaurants at the resort
Have an opportunity to experience Australia’s nature
Having a unique experience
Variety of restaurants at the resort
Value for money of retail shops
Overall parking experience
Get an educational experience for your children
The monitoring of slow zones
Clarity of signage at the ticket office
Apres ski experience at the resort
Friendliness of parking personnel
Performance and friendliness of bus drivers
Indulge in some luxury
Meet people with similar interests
Competence of car parking personnel
Bus shuttle service between resort areas
Quality/variety of retail shops at the resort
Number of bars in the resort
Having mountain hosts in the resort
The offering and variety of non-snow experiences at the resort
Having terrain parks available
Existence of cross -country or snowshoe trails at the resort

.00

1.00

2.00

Importance

3.00

4.00

5.00

Satisfaction

Figure 34: Attribute satisfaction and importance means (sorted by importance)
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12.2.4 Step 4: Placement of the Mean Importance-Satisfaction of Each Attribute and
Component onto the ISAISA Grid.

Prior to the placement of the mean values for the attributes, the location of the cross hairs of
ISA graphs needed to be determined. In addition, an iso-priority line has been added. These
will be explained in the following sub-sections.

12.2.4.1 Cross-hairs

There is little agreement in the literature on the selection of where the ‘cross-hairs’ should lie
(see Table 58). It is stated, however, that relevant resort management should “be consulted on
the position of intersect on the action grid” (Hudson & Shephard, 1998, p. 68). Grid selection
should reflect management goals. It should also force at least one attribute into each of the
four quadrants according to Martilla and James (1977). Grand means may also be used, i.e.
the average of the importance and satisfaction ratings across all attributes (Huang, 2005).

In tourism settings, management should aim to at least maintain, but preferably increase, the
satisfaction ratings for the resort. Any attributes rated as performing below ‘fairly satisfied’
should be identified. Cross-hair placement is subjective (Martilla and James, 1977) and the
value of ISA lies in identifying relative, rather than absolute measures. Therefore, the quality
standards can be increased by moving the crosshairs further upwards and to the right, i.e.
“respondents clearly satisfied not just resolving dissonance” (Huan & Beaman, 2005, p. 256).

Also, if snowsports resorts want to exploit word of mouth recommendation (see Chapter 11)
they need to perform better than a position of uncertainty. Hence minimum satisfaction scores
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3, 4 or greater should be aspired to as resorts work to continually improve their practice (Oh,
2001; Wade & Eagles, 2003).

Table 58: Examples of Methods Used To Locate Crosshairs in Importance-Satisfaction
Analyses
Study
Tongue and Moore (2007)
Oh (2001)
Griffin and Archer (2001)
Ryan and Cessford (2003)
Wade and Eagles (2003)
Hudson and Shephard
(1998)
Zhang & Chow (2003)

Location Method
Scale mean
Scale mean
Results mean
Results mean
Standard set at ‘extremely important/excellent
performance (4 on 5 point Likert type scale)
Desire to maintain or increase performance
standards
Grand Means

Numeric
Value
3
3
Variable
Variable
4
3
3.9

As in Hudson & Shephard (1998), no attribute in this thesis was forced into a quadrant. With
the positioning of the cross hairs, consideration was given to both the grand means of all
attributes (Huang, 2005) and the means of each component identified from the PCA (Ryan &
Cessford, 2003). Values of 3.5 (importance) and 4 (satisfaction), were chosen for the crosshairs in this study, forcing a target driven approach. This moved the focus of the analysis
beyond satisfactory to excellence in performance (Wade and Eagles, 2003; Oh, 2001). Whilst
these positions have been chosen for the purpose of the analysis, the grand means were
calculated as 3.96 for importance and 3.71 for satisfaction, close to the mean values chosen
for this study.

12.2.4.2 Iso-priority Line and Gap Analysis

The iso-rating or iso-priority line is an upward sloping 45 degree line (Figure 35), along
which importance equals satisfaction (Bacon, 2003). Any attribute above the line, where
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importance exceeds satisfaction, must be given priority over any attribute below the line
(Bacon, 2003).

Importance Satisfaction Analysis
5

Q1 Concentrate Here

Q2 Keep up the
Good Work

Importance

4

3

Iso-priority line
2

Q4 Possible
Overkill

Q3 Low Priority
1
1

2

3

4

5

Satisfaction
Figure 35: Iso-priority line and cross hair placement

'Importance-performance error', is the difference (P - I) between performance (P) and
importance (I). Sethna (1982) suggested it could be used to predict purchase behaviour. Some
researchers refer to I-P analysis as 'gap analysis’.

To obtain the gap value for each attribute, the mean for each attribute’s importance score was
subtracted from the mean of its corresponding satisfaction score. A paired t-test (Patton, 2002;
Ryan & Sterling, 2001) was performed and the significance value for each was <.05. All are
identified in Appendix DDD and in Figure 36. For many attributes, satisfaction was
significantly less than their rated level of importance.

However, there is some disagreement to this use of the gap score; as “importance and
satisfaction (performance) are clearly different constructs”, and the mathematical differences
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between importance and satisfaction measurements “do not have a well-defined meaning”
(Bacon, 2003, p. 59). Instead the gap score reflects a “rule of thumb” (Bacon, 2003, p. 59).
Nevertheless, the addition of the iso-line, and measurement of the gaps, assist in the analysis
and understanding of ISA, and as such have been included.
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Importance Satisfaction Gap
Bus shuttle service between resort areas
Existence of cross country or snowshoe trails
Having mountain hosts in the resort
Number of bars in the resort
Meet people with similar interests
Apres ski experience at the resort
Variety of non-snow experiences at the resort
Friendliness of parking personnel
Clarity of signage at the ticket office
Quality/variety of retail shops at the resort
Have an opportunity to experience Australia’s nature
Friendliness of the ticket seller
Scenery and natural beauty
Get an educational experience for your children
Ease of the registration/booking process
Indulge in some luxury
Having a unique experience
Do something the children will enjoy
Competence of the ticket seller
Overall parking experience
Having questions about ticket options answered
Have a place to relax
Size of resort/Number of trails
Find thrills and excitement
Friendliness and competence of the hire staff
Spend quality time with partner/friends/family
Good first impression/welcome to the resort
Size of the class
Have fun and be entertained
The monitoring of slow zones
Have a place to get away from a busy job
Quality of trail grooming
Chance to discover and learn something new
Lift operators friendly and helpful in communications
Signage on the various trails
Presence/visibility of ski patrol
The overall performance of ski patrol
Availability of desired equipment
Overall ambience/atmosphere of the resort
Information on resort's website
Length of runs
Speed of the hire process
Closeness of car parks to lifts
Updated information on lifts open status
Accurate grooming and snow conditions information
Overall Snowsports School experience
Instructor's competence
Overall ease in travelling from your home to resort
Variety of restaurants at the resort
Availability of terrain suited to your ability
Personal feedback and attention
Quality of service at the resort
Have fun and enjoyment
To feel you learnt something during a lesson
Quality of restaurants at the resort
Enjoy the overall experience at the resort
Number of lifts open
Conditions/Snow quality
Overall value for price paid for hire equipment
Competence of car parking personnel
Proper fit of boots
Value for money of retail shops
Value for money paid for a lesson
Uncrowded slopes
Lift queue wait time
Having terrain parks available
Performance and friendliness of bus drivers
Value of a ticket for the price paid

-2.00

-1.00

.00
1.00
2.00
3.00
Mean Gap Score (sorted by gap size)

Gap
Importance
Satisfaction

4.00

5.00

Figure 36: Importance - Satisfaction Gap from select attributes (sorted by gap score)
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12.2.5 Step 5 – Segmentation

Market segmentation, as discussed in Section 3.9, is an accepted practice in marketing
research and “involves the process of dissecting markets into smaller sub-groups that share
common characteristics” (Wade & Eagles, 2003, p. 198). As discussed in the literature review
and in the analysis sections (Chapters 6-11), it is reasonable to assume there are many user
segments in the Snowsports resorts. These can include first timer and experienced skiers or
snowboarders, family and non-family units, those staying on or off-snow, and different ages,
genders and nationalities that will:
a) want some different facility/service attributes; and
b) differ on the importance or performance (satisfaction) of attributes of common interest
(Huan & Beaman, 2005, p. 3).

There is also the possibility of different segments having differing performance expectations.
Furthermore, it is “reasonable to assume some experiences will be influenced by poor weather
or other conditions resulting in a performance rating that reflects an exogenous force over
which management has little control” (Huan & Beaman, 2005, p. 3) e.g. lack of snow, or rain.
Therefore, one may argue whether an aggregated grid is a valid technique or whether the
same conclusions would be drawn using segment-specific grids, which differ from segment to
segment (Huan et al., 2002). Based on the results from Chapters 6 to 11, where significant
statistical differences were found, a selection of ISA charts were created to assist in the
identification of segment driven differences amongst the participants. This permits the
assessment of different management responses where significant guest heterogeneity exists.
Those attributes identified as most important to the guests can therefore be managed and
marketed appropriately in order to improve overall satisfaction, the intention to revisit and the
willingness to recommend the resort to others.
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An example of heterogeneity is, those who visited when snow was poor or lacking (month of
visit), compared with those who visited when snow was abundant. The respondents in
different months could have different responses to a question on snow conditions and quality.
In other words, the survey may have elicited one response for the poor conditions and another
for the better conditions. A similar case was shown by Shelby at al. (1989), who studied
crowding in tourism destinations. Different responses could be expected from those who
experienced different levels of crowding during their time at the destination.

Additionally, if the sample taken from the (snowsports) population contains a larger than
representative percentage of one particular group (e.g. snowboarders in terrain parks), the
mean ISA scores may be skewed by this dominant segment (Vaske, Beaman, Stanley, &
Grenier, 1996; Wade & Eagles, 2003). If so, management may take action and form decisions
based on the result from the dominant group thinking they are making decisions that would
cater for the desires of all of the resorts guests.

A key part of this thesis was identifying the heterogeneity of the Australian snowsports guest.
By recognising various segments, “differences between them can be taken into account in
meeting management planning objectives” (Huan et al., 2002, p. 260). If we ignore the
segments, regardless of the outcomes, we run the risk of incorrect conclusions by using an
invalid model of the real world (Vaske et al., 1996; Wade & Eagles, 2003).

12.3 Satisfaction

From the results in Appendix DDD, the majority of the guests’ rating of attribute satisfaction
fell between the neutral category (neither satisfied nor dissatisfied) and the fairly satisfied
category. An example is ‘quality/variety of retail shops at the resort’ shown in Table 59.

Page 294

However, with some attributes, guests’ ratings fell between fairly to very satisfied, e.g. the
Website. Others ranked as fairly dissatisfied to unsure, e.g. ‘the variety of restaurants at the
resort’ (Table 59).

Table 59: Example of attributes and results as a percentage of responses
Attribute

Quality/variety of
retail shops at the
resort
Resort website
Variety of
restaurants at the
resort

Very
Dissatisfied
%

Fairly
Dissatisfied
%

Neither
Dissatisfied or
Satisfied%

Fairly
Satisfied
%

Very
Satisfied
%

2.8

12.1

45.5

30.8

8.8

1.1

3.5

17.8

49.3

28.2

4.7

14.2

39.3

32.7

9.1

The results in Appendix DDD show the respondents’ satisfaction perception of many of the
attributes were below their expectations or measure of importance. Using a gap only approach
(Bacon, 2003), it becomes more apparent where the resort may need to work harder to achieve
better scores in guest satisfaction, for both the domain and importantly, individual attributes.
However, it is important to determine if the gap is statistically significant, whether the
variance (effect size) is large enough to warrant action and whether this particular attribute is
more or less important than any other in the guests’ eyes. As mentioned earlier in this chapter
(Section 12.2.4.2), “Importance and Satisfaction are clearly different constructs and do not
have well defined meanings” (Bacon, 2003, p. 59).

The largest gap scores (Appendix DDD) are in the original domains of Ticketing (-.77),
Mountain Hosts (.86), Terrain Parks (-1.28) and Lifting (-0.62). However, by observing only
these holistic measures, individual attributes requiring attention may be missed. Examples
include;
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·

value of the ticket price (-1.9)

·

lift queue wait time (-1.23),

·

value for money of the retail shops in the resort (-0.89)

·

performance and quality of restaurants at the resort (-0.55).

These items are in need of management attention and could be overlooked if the focus was on
domain results. Conversely, the attributes with the lowest gap scores suggest that the current
performance levels may be manageable, even if they are below the customer’s expectations.

The mean scores for both Importance and Satisfaction attributes from Appendix DDD were
plotted on the Importance-Satisfaction graph (Figure 37). Figure 38 gives an overall
(aggregate) view of the results showing domain means only. From this, departmental areas in
need of review can be identified, especially when resources are limited and prioritisation of
actions is required. However, Figure 38 loses the finer details by not observing the results
from each attribute.
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1
56
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Q2 Keep up the Good Work
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13

Importance-Satisfaction Grid with Original Attribute Ratings for Snowsports Destination

Figure 37: Importance-Satisfaction grid with original attribute ratings for the snowsports destination (for legend see Appendix BBB)
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Q2 Keep up the Good Work

Snow Quality

Hire

Patrol
Information
Overall Vacation

Ticketing

Experiences

Restaurants

Value

ISA - Domains

Figure 38: Importance-Satisfaction of domains identified in the PCA

Imortance Mean

As previously discussed, Importance and Satisfaction scores provide more meaning when
they are studied together. It is not enough to know which attribute was rated as the most
important or which one provided the best satisfaction score. By mapping the scores and
plotting the iso-rating line, we gain an indication of whether the focus of management and
resources are being over, adequately or insufficiently allocated.

As shown on Figure 37, there is a cluster of 38 attributes in the ‘concentrate here’ quadrant
Q1, and 17 in Q2, the ‘keep up the good work’ quadrant. There are 12 attributes in the ‘low
priority’ Q3 and only one in Q4 (shuttle bus service (27)), the ‘possible overkill’ quadrant.
Therefore, initial action to effect movement from Q1 (Concentrate here) to Q2 (Keep up the
good work) is what should be aspired towards as resorts work to continually improve their
practice (Oh, 2001; Wade & Eagles, 2003).

If one were to look solely at ISA domains in Figure 38, effort would be spent on those
domains attributes in Q1 (Concentrate Here), and also those above the iso-line (Bacon, 2003).
Consideration would also be given to re-allocating the resources in the Transport Domain
(shuttle bus service (27) and friendliness of drivers (28). However, from Figure 37, it can be
seen it is the provision of the shuttle bus service (27) that may be over resourced, rather than
the friendliness of the drivers (28). Whilst this latter is in Q3, the low priority quadrant, some
action could be taken over the low satisfaction mean for the delivery of this service.

In contrast, there is always the possibility that the results may suffer from the majority fallacy
(Moore, 1980). This is where the results may describe the overall group or component well,
but not the individual attributes. As previously mentioned, the time at the Snowsports resort is
only part of a total experience (Ryan & Cessford, 2003). This is because the holiday journey
is affected by a myriad of factors (Lane, 2007) (e.g. airlines, hotels, travel and booking agents,
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the RTA, car park attendants, ticket sellers etc.). A poor interaction experience with the bus
drivers, accompanied by other unsatisfactory experiences with staff, may have undesired
consequences. As illustrated in the previous chapters, overall satisfaction is influenced by the
satisfaction of combinations of individual attributes. So, therefore, are also the flow-on effects
of intent to revisit and willingness to recommend the resort.

When each component’s attributes are observed independently, a clearer picture of the
relative importance and satisfaction ratings, as indicated by the guests, is demonstrated. This
is even clearer when attributes are placed into meaningful segments based upon selected
personal, physical and product related characteristics. This can become a valuable tool, as an
example, to work with section managers in developing their areas to better meet the
expectations of guests. It should be noted that the domain value, and the attribute value of the
ticket for the price paid (18), both have the highest importance score and both are in Q1
(Concentrate Here). Therefore, effort needs to be applied in this area, and the concept of
‘value’ examined more closely. The value domain was added, on the recommendation of
Abscher (1996). It is an amalgam of value attributes also found within other domains (e.g.
overall value for price paid for hire equipment (43), value for money for snowsports school
lessons (37) etc.). It is an area that warrants further study. In completing the analysis for
satisfaction and its correlation to overall satisfaction, strong linkages to overall value of the
holiday were being observed. It is worthy of note, however, that it is not just a reduction in
price that affects the perception of value. It is a trade-off between costs attached to the
particular attribute and the perceived benefits attached to its consumption.

In summary, in an attempt to make the points in Figure 37 appear less cluttered, those
attributes identified as being important to the respondents were taken and clustered into the
various domains identified by the participants in the unstructured interviews (Figure 38). This
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provides a broad overview of where efforts may need to be placed, or relaxed, but in doing so,
important differences, may be missed. This may mean aggregated results may allow for one
group to dominate the others (majority fallacy) (eg. Huan & Beaman, 2005; Huan et al., 2002;
Moore, 1980; Shelby et al., 1989; Vaske et al., 1996; Wade & Eagles, 2003). Even when
plotted individually (Figure 37), dissatisfaction may be the result of exogenous forces and
therefore outside the control of management. Alternatively, opportunities for improvement
could be missed because of the aggregation of results (e.g. early season dissatisfaction with
the number of lifts open combined with late season satisfaction of all lifts operating).

To help overcome these deficiencies, segmentation takes a sample of the statistically
significant personal, situational and product/destination related characteristics, both for
satisfaction and importance means, and plots them in their respective ISA graphs. This allows
one to visualise where meaningful remedial actions could be applied. Components and
characteristics chosen for this study are shown in Table 60.

Table 60: Selected Components and Attributes for ISA

·

Component
Ticketing and Information

·

Snowsports School

·
·

Hire
Restaurants and Après

·
·

Arrival and Parking
Skiing Facilities

·

Excitement and Learning

Demographic/Situational Characteristic
Ability level
Month of visit
Number of times on a snow holiday
Month of visit
Number of times on a snow holiday
Staying on or off-snow
Number of times on a snow holiday
Gender
Ability level
Number of times on a snow holiday
Ability level
Number of times on a snow holiday
Staying on or off-snow
Type of ticket purchased
Ability level
Month of visit
Number of times on a snow holiday
Age group
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12.4 ISA Analysis - Ticketing and Information

The aim is to assess the performance of those attributes most important to the guests.
Therefore, the following components are from the PCA performed in Chapter 6. The scores
for each are shown in Table 61 and are placed on ISA grid in Figure 61. The components
were moderated by the month of visit, number of times on a previous snow holiday, ability
level for either skiing or snowboarding, in subsequent sections (Jacobsen et al., 2009;
Richards, 1996). In each case the scale used on the segmented graphs, for both importance
and satisfaction, will be between the mean scores of 3-5 or 2-5 for purposes of visual clarity.

Table 61: Mean values for Ticketing and Information

Legend

Attribute

Sat

Imp

Gap

Paired t
test

1

Lift Operators being friendly and helpful
in their communications
Clarity of signage at the ticket office

3.84

4.03

-0.19

.00

3.85

3.56

0.29

.00

3

Having your questions about ticket
options answered adequately

3.85

3.95

-0.1

.00

4

Competence of the ticket seller

3.95

3.99

-0.04

.00

5

Friendliness of the ticket seller

4.08

3.88

0.2

.00

2
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ISA Ticketing and Information
5.00
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Q2 Good Work
1
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4
5
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Q4 Possible Overkill

Q3 Low Priority
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2.00

2.50

3.00
Satisfaction

3.50

4.00

4.50

5.00

Figure 39: ISA Ticketing and Information

12.4.1 Month of Visit

Overall, in the aggregate view, Attributes 1, 2, 3 and 4 are located in Q1 (‘Concentrate Here’).
These are the attributes, when looking holistically at this component (Figure 40) that are in
need of management attention. They are rated high in importance but deliver lower ratings in
satisfaction than desired (Table 63).

July

June
5.00
Importance

Importance

5.00
4.50
4.00
3.50
3.00
3.00

1
3 4
5
2
4.00
Satisfaction

5.00

4.50
4.00

4
3 1

3.50

2

3.00
3.00

5

4.00
Satisfaction

5.00
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August

September

4.50
4.00
3.50
3.00
3.00

5.00
1

Importance

Importance

5.00
4
3

5

2
4.00
Satisfaction

5.00

4.50
1

4.00

4
3

3.50
3.00
3.00

5
2

4.00
Satisfaction

5.00

Figure 40: ISA: Ticketing and Information moderated by Month of Visit

Table 62: Ticketing and Information means moderated by Month of Visit
Legend

Attributes

June
Sat Imp

July
Aug
Sat Imp Sat Imp

Sept
Sat Imp

1

Lift Operators being friendly and
3.72
helpful in their communications

3.98 3.92 4.04 3.83 4.05 3.79 3.95

2

Clarity of signage at the ticket
office

3.76

3.46 3.87 3.64 3.83 3.54 3.94 3.53

3

Having your questions about
ticket options answered
adequately

3.71

3.95 3.87 4.04 3.86 3.91 3.82 3.91

4

Competence of the ticket seller

3.81

3.96 3.99 4.08 3.93 3.96 3.97 3.96

5

Friendliness of the ticket seller

3.88

3.79 4.14 3.96 4.06 3.86 4.10 3.86

Note that, if management wishes for their own reasons to use less stringent standards they
may choose to move the cross-hair for satisfaction back to 3.5. This is still above the neutral
‘unsure’ position but does not reach the rating of ‘fairly satisfied’. If this were the case, then
all attributes in this example (Figure 40) would fall into Q2 (‘keep up the good work’) and
management may deem themselves to be doing a good job. However, in this study, the
assumption is that resorts will aim to be the best in what they do. This means wanting to
retain existing customers and to have them actively promote the resort through positive
WOM. As demonstrated in previous chapters, attribute satisfaction influences overall
satisfaction, which in turn is correlated with the desire to revisit and likelihood to recommend.
Page 304

Another management objective should be to gain a greater share of the existing snowsports
market (those who currently using a competitor resort) as well as a greater share of any new
entrants to the activity. In doing so, the resort should strive to ensure their customers are well
satisfied and thereby recommending the resort. To do this they should concentrate more on
the delivery of what guests deem to be important.

Attribute 5, the friendliness of the ticket seller, resides in Q2 (Keep up the good work) (Figure
39). However, when looking at the individual months, this is not so for June. Whilst
importance shows an insignificant difference across the months, the ticket seller’s friendliness
and competence score the lowest in satisfaction for June. This month is the beginning of the
snowsports season and is when seasonal staff commences working. In many cases this occurs
with minimal training. This may be a reason for the June ratings.

It was also noted in the unstructured interviews that at the beginning of the snow season, in an
effort to save on early season wage costs, many staff positions are not filled until the
beginning of the school holiday rush in late June. Salaried staff is therefore seconded from
other areas to fill in as ticket sellers and bus drivers (and many other activities around the
resort). It is feasible, due to lack of training, that wrong personality types are introduced and
employees feel frustration at not being able to do their own job. Therefore, the level of service
is less than that which is desired by guests.

Attribute 2, the clarity of the signage at the ticket office resides in Q3 for June but moves to
Q1 (Concentrate here) for the other three months. June, being the first month of operation
tends to suffer from limited snow resulting in less lifts and terrain being available. Ticket
pricing at this time is often on a simplified early season regime. The number of product
offerings is also limited. However, these change in late June, when the number of products
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increases dramatically with the arrival of the school holidays and increase in visitor numbers.
The detail, alternatives and convolution of products and prices becomes more confusing for
guests and is difficult to present simply in signage. The resort, as other businesses have done,
has been moving away from static signs to LCD displays, allowing for better presentation and
explanation of the products. However, the vast product range still exists and satisfaction
remains lower than that which is deemed to be the minimum ideal level.

Clearly, to attract and maintain guests, the quality of interaction with staff and supply of
accurate and reliable information are essential elements of customer service. If the overall
view (as in Figure 39) had been followed, this crucial difference in June may have been
missed. This is a month with the capacity for increased growth and may provide the
opportunity for interaction with staff that could, with a little effort, be improved upon.
Improved satisfaction with staff interaction leads to an increase in overall satisfaction and the
potential for the return visit and positive recommendation from the guest, especially for first
time snowsports guests.

12.4.2 Number of Previous Australian Snow Holidays

Examination of the effects of the moderator, ‘the number of times on a previous snow
holiday’, lends additional support to the findings from the previous example, ‘the month of
visit’. In Figure 41, Clarity of the ticket signage (attribute 2) is in Q3 low priority for first
timers. This may reflect their lack of need for the variety of product options, wanting only
those beginner packages that are made available. Complicated signage is not deemed as
necessary for this group. For those having visited more often, the ticketing signage actually
scores slightly less in satisfaction (Table 63), possibly indicating confusion with the myriad of
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available products. This does require further investigation, and again is a difference easily
missed with the aggregate results.
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Figure 41: ISA Ticketing and Information moderated by number of Australian snow holidays

Table 63: Mean values for ticketing and Information moderated by the number of Australian
snow holidays
Legend
1
2

Attributes

First Time
Sat Imp
3.84 3.94

Lift Operators being friendly and
helpful in their communications
Clarity of signage at the ticket office 3.96

<10
Sat
Imp
3.80 4.13

≥10
Sat
Imp
3.86 3.98

3.41

3.86

3.56

3.84

3.57

3

Having your questions about ticket
options answered adequately

3.91

3.88

3.83

3.92

3.85

3.96

4

Competence of the ticket seller

4.00

4.01

3.96

4.01

3.93

3.98

5

Friendliness of the ticket seller

4.08

3.92

4.12

3.92

4.06

3.86
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Both clarity of signage at the ticket office (2) and competence of the ticket seller (5) decline in
satisfaction ratings the more the guest’s experience the resort. It appears clear that those
attending the resort for the first time are having less difficulty with the product range.
However, the decline as one experiences the resort more may result from the lack of staff
training for the more complicated product requirements of the more experienced snowsports
guest. It could also be a reflection of the increased awareness the guest has, through greater
experience, of the need to seek better understanding of the many products on offer for those
who are beyond the beginner stage. Regardless, the use of ISA in this more detailed way has
highlighted an issue that management should consider investigating further. As attribute
satisfaction has been shown to influence both intention to revisit and the willingness to
recommend, declining satisfaction as one experiences the resort more should be flagged as a
concern for management.

12.4.3 Level of Ability

Very little variation was found within those of different abilities (Figure 42) when compared
to the overall findings for these attributes (Figure 39). Slight variations within the different
standards exist, such as having lift operators being friendly and helpful (1). This is more
important to beginners than the other two categories (Table 64). More attention by those
managers responsible for the beginner lift areas may be warranted or greater consideration by
the Human Resources department when seeking those wanting casual employment as a lift
operator. It is possible that patience, attention to detail, and a good rapport with children are
required for those attending to beginner lifts.
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Figure 42: ISA Ticketing and Information moderated by self rated Level of Ability

Table 64: Mean values for Ticketing and Information moderated by self rated Level of Ability
Legend

Attributes

Beg

Int

Sat

Imp

Sat

Imp

Adv
Sat
Imp

1

Lift Operators being friendly
and helpful in their
communications

3.72

4.16

3.83

4.08

3.88

3.93

2

Clarity of signage at the ticket
office

3.80

3.47

3.87

3.62

3.84

3.48

3

Having your questions about
ticket options answered
adequately

3.84

3.77

3.86

3.98

3.83

3.91

4

Competence of the ticket seller

3.88

3.97

3.95

4.04

3.94

3.91

5

Friendliness of the ticket seller

4.00

3.96

4.10

3.92

4.07

3.82

Attribute 1 is rated higher for satisfaction by those of advanced standard, but this is still rated
only between unsure (neither satisfied nor dissatisfied) and fairly satisfied, hence leaving
room for improvement (Table 64). Advanced skiers and snowboarders needed less
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involvement with the lift operators. In this case the operator’s role is more as crowd control
than as a source of information about where to go or guidance on how to get on to a lift.

Another standout on Figure 42 is the friendliness of the ticket seller (5). This is in Q2 (keep
up the good work) in the aggregate view (Figure 39) and drops to be on the cross-hair of
Q1/Q2 for Beginners in Figure 42. Again, the aggregated result masks a possible issue with
staff interaction for those new to the activity. It reflects a need to identify why it is that
beginners are less satisfied with the ticketing staff than are those guests of intermediate or
advanced ability levels. It was mentioned in the unstructured interviews, that one may learn to
accept the poorer service as being the way it is or it may mean they need more information
and direction. Either way this is not an ideal situation, especially if the resort is seeking guests
to supply positive WOM and help attract both new and lapsed snow players, skiers and
boarders. If this is the case it will need rectifying.

In this example with the component of Ticketing and Information, it is the same four
attributes (1, 2, 3 and 4) that require attention as shown in the holistic overview in Figure 39.
By plotting importance and satisfaction scores relative to various guest characteristics, a better
understanding is achieved of satisfaction rankings for what the guests perceive as important. It
is what the guests themselves consider to be in need of review. The analysis also highlights
anomalies, such as the decline in the measure of satisfaction with staff friendliness in June.

12.5 ISA Analysis - Snowsports School

The aggregate ISA analysis for the Snowsports School is given in Figure 43 and Table 65. In
this, only 2 of the 7 attributes investigated are in Q1 (concentrate here). These are value for
money paid for a lesson (6) and the overall snowsports school experience (7).
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The Snowsports School caters to a range of different ability levels. When these results are
segmented into those who rate themselves as either beginner, intermediate or advanced, a
different picture emerges. Similarly, the moderators of, whether staying on-snow or off-snow
and number of times on a snow holiday illustrate further detail.

ISA Snowsports School

5.00

Q1 Concentrate Here

Q2 Keep up the Good Work

3

6

5

4.50

4

Importance

7
2
4.00

1

3.50
Q4 Possible Overkill

Q3 Low Priority

3.00
3.00

3.50

4.00
Satisfaction

4.50

5.00

Figure 43: ISA Snowsports School

Table 65: ISA Snowsports School Importance and Satisfaction Means Scores

1

Ease of the registration/booking process

4.04

3.97

0.07

Paired t
test
0

2

Size of the class

4.03

4.18

-0.15

0

3

Instructor's competence

4.24

4.68

-0.44

0

4

Personal feedback and attention

4.00

4.48

-0.48

0

5

4.13

4.64

-0.51

0

6

To feel you learnt something during a
lesson
Value for money paid for a lesson

3.66

4.65

-0.99

0

7

Overall Snowsports School experience

3.96

4.37

-0.41

0

Legend

Attributes

Sat

Imp

Gap
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12.5.1 Ability Level

Fig 44 shows the results for the Snowsports School, moderated by self-rated ability level. In
comparison to the holistic view of Figure 43, the Beginners result for the ease of the
registration/booking process #1 moves from Q2 (Keep up the good work) to Q1 (concentrate
here). This attribute remains in Q2 for both those of intermediate and advanced skill levels.
The value for money paid for the lesson (#6), however, remains in Q1 (Concentrate here), as it
is in the holistic view, for each of the moderators introduced.
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Figure 44: Snowsports School moderated by self rated level of ability
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Table 66: Mean values for Snowsports School moderated by moderated by self rated level of
ability
Legend

Attributes

Beginner

Intermediate

Advanced

Sat

Imp

Sat

Imp

Sat

Imp

1

Ease of the
registration/booking process

3.88

4.00

4.03

3.95

4.06

3.97

2

Size of the class

4.63

4.20

3.90

4.19

4.07

4.17

3

Instructor's competence

4.52

4.73

4.24

4.68

4.23

4.67

4

Personal feedback and
attention

4.38

4.57

3.92

4.48

4.03

4.48

5

To feel you learnt something
during a lesson

4.57

4.77

4.07

4.69

4.15

4.60

6

Value for money paid for a
lesson

3.83

4.77

3.61

4.67

3.67

4.63

7

Overall Snowsports School
experience

4.15

4.46

3.88

4.39

4.00

4.35

For snowsports lessons undertaken there is a drop in the satisfaction (Table 66) from the
beginner experience to those taking the intermediate or advanced lessons for;
·

to feel you learnt something (5),

·

personal attention and feedback (4),

·

the size of the class (2) and

·

overall snowsports school experience (7).

For those of advanced standing, the mean value for satisfaction of these attributes is higher
than those of intermediate standing. The ease of the registration process (1) is the only
attribute ranked with lower satisfaction for beginners than those of intermediate or advanced
levels.
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Intervention is required to improve the perception of value for the lesson (6), either by adding
to the products in some way or utilising marketing to better sell the current value. The value
of taking lessons is in the quality of the instruction, the greater enjoyment of the activity with
greater skills, and increased safety through increased skill level. A deeper understanding is
needed of what the guests include in their measurement of value and where possible, meeting
or exceeding this.

For both intermediate and advanced guests, attribute 4, personal feedback and attention could
be enhanced. This could occur through better training and selection of staff. Instructors need
to know guests want to be responded to, given acknowledgment and to be told how they are
advancing. Whilst attribute 5, to feel you learnt something sits comfortably in Q2 (Keep up
the good work), as does Instructor’s competence (3), for each level type, it appears the guests
would like to have a more personal interaction with the instructor. This can also become a
marketing strategy and a possible point of difference to other resorts given its high importance
rating.

Opportunities exist to alter the traditional Australian lesson method and adopt an approach
that allows for more instructor-guest interaction and feedback time. This might involve, as an
example, the analysis of video footage after the time on snow. This could occur in a more
relaxed setting within the school’s buildings, where feedback showing how the guest has
advanced and how the benefits of these new skills will further enhance their enjoyment of
snowsports.

Similar to that done for the USA’s Model for Growth (NSAA, 2003), investigation is required
into why this attribute (and others) score so well for beginners, when traditionally, beginner
lessons have been given by newer and less qualified instructors. In addition, further
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investigation is required into the reasons for the drop in the satisfaction level of the size of the
class (2), personal feedback and attention (4) and overall snowsports school experience (7)
for those of intermediate standard.

12.5.2 Whether Staying On-Snow or Off-Snow

The analysis of the Snowsports School attributes moderated by guests’ accommodation
choices is given in Figure 45 and Table 67. Whilst value for money (6) remains in Q1
(concentrate here) in Figure 45, it is noted that all other attributes for those staying on-snow
move into Q2 (keep up the good work). Furthermore, all attributes for staying on-snow
demonstrate greater satisfaction than those staying off-snow.

For those staying off-snow the results at first appear similar to the holistic view (Figure 43).
However, on closer inspection, the mean scores, for all attributes are showing lower
satisfaction (Table 67). Earlier analysis using the independent t-test on those attributes
identified in the Satisfaction PCA (See Appendix PP), showed a statistically significant
difference in the means. This was between those staying on-snow and those staying off-snow
for the attributes; instructor’s competence (3), personal feedback and attention (4), value for
money paid for a lesson (6) and overall snowsports school experience (7).
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Figure 45: ISA for Snowsports School moderated by whether staying on-snow or off-snow

Table 67: Mean values for Snowsports School moderated by whether staying on-snow or offsnow
Legend

Attributes

On-Snow
Sat
Imp

Off-Snow
Sat
Imp

1

Ease of the registration/booking process

4.12

3.99

4.01

3.97

2

Size of the class

4.07

4.17

4.00

4.18

3

Instructor's competence

4.40

4.69

4.16

4.65

4

Personal feedback and attention

4.15

4.50

3.94

4.46

5

To feel you learnt something during a lesson

4.28

4.67

4.07

4.61

6

Value for money paid for a lesson

3.83

4.67

3.58

4.64

7

Overall Snowsports School experience

4.07

4.40

3.93

4.36

One explanation is possibly the unique ‘club lodge’ situation found in Australia.
Approximately 47.5% of available beds are taken up by private club lodges (Department of
Environment and Heritage, 2010). These are family and friends’ membership facilities that
have tended to encourage generations of families to enjoy a holiday in the snow. Many are
operated in a communal way encouraging interaction with other guests.

These people staying on-snow may be more experienced, tend to have taken more snow
holidays at the resort and have the opportunity to share information with each other.
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Therefore, they may be able to assist one another in identifying the better instructors in the
resort for example, ensuring a better quality experience in the lessons. These guests also tend
to organise group lessons with friends, making the time as much a social occasion as an
instructional period. Additionally, many of these lodges have as managers, or members, ski
instructors who might pass on information that would not be as readily available to those
staying off mountain in the gateway communities.

Again, it becomes clear that different strategies are needed to cater for the heterogeneous
nature of guests. Further study is required, possibly utilising a means-end approach, to find
out what else the participants in snowsports lessons are seeking. By incorporating customer
characteristics into the study (Dolnicar, 2002; Dolnicar & Leisch, 2003, 2004), management
can strategise and formulate the products, and acquire the staff with the skill set to deliver
these.

This knowledge becomes a valuable asset for marketing departments to utilise and sell the
Snowsports School products and experience to guests. It is possible that instructors may need
to do more than just instruct. They may have to offer encouragement and recommend the best
areas of the resort based on the ability level of the guests. Importantly, they may need to
encourage the guest to sign up for future lessons, possibly through some form of incentive
system.

It is clear from using these two moderators alone (ability level and accommodation choice),
customer differences must be considered in the management of snowsports school products.
Without improving satisfaction with the service provided, the guests overall satisfaction with
the holiday may be reduced, as well as their intention to revisit, and provide positive
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recommendation of the school and resort. This is especially so for those undertaking
intermediate lessons and staying off-snow.

12.5.3 Month of Visit

Each month of the winter season displays variations in where the different attributes fall in
both Q1 (concentrate here) and Q2 (keep up the good work) (Figure 46, Table 68). The
attributes of overall snowsports school experience (7), personal feedback and attention (4)
and the size of the class (2) are situated in Q1 (Concentrate here) for the months of July and
September, and Q2 (Keep up the good work) in June and August. The exception is value of
the lesson for the money paid (6), which exists in Q1 for all of the months.
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Figure 46: ISA for Snowsports School moderated by month of visit
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Table 68: Mean values for Snowsports School moderated by month of visit
Legend

Attributes

June
Sat Imp

July
Sat Imp

Aug
Sat Imp

Sept
Sat Imp

1

Ease of the
registration/booking process

4.07

3.81

4.08

4.08

4.02

3.94

4.05 3.93

2

Size of the class

4.23

3.92

3.98

4.31

4.06

4.15

3.97 4.13

3

Instructor's competence

4.43

4.62

4.21

4.72

4.24

4.67

4.23 4.62

4

Personal feedback and
attention

4.23

4.40

3.95

4.53

4.01

4.49

4.02 4.41

5

To feel you learnt something
4.37
during a lesson

4.64

4.14

4.69

4.10

4.62

4.15 4.58

6

Value for money paid for a
lesson

3.69

4.59

3.67

4.68

3.64

4.63

3.67 4.67

7

Overall Snowsports School
experience

4.08

4.18

3.94

4.48

3.96

4.35

3.99 4.33

July is the school holiday and State Interschool competition month, and therefore the most
demanding for Snowsports School services. School holidays will often see older (retired)
instructors being employed to fill a gap in the staff numbers, in addition to the employment of
many new instructor recruits. These new recruits may be undertaking their first season on the
job and whilst being competent skiers or snowboarders, may have had minimal instructional
training themselves.

In recent years the resort has had difficulty recruiting sufficient experienced instructors,
compounding the satisfaction issues by having to add more guests to existing classes. This is
reflected in lower satisfaction means for the size of the class (2), with the lowest in July
(which has the highest mean for Importance of this attribute) and September (also a school
holiday and the National Interschool competition month). Whilst there are a number of causal
factors, as well as a number of possible solutions, the current practices lead to a lower level of
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satisfaction than should be targeted by management. This is especially so for July and
September, when the resort attempts to attract families and school groups. By bringing
enjoyment to children, the resort hopes to turn them into life time customers and make value
of their CEV (Section 4.3.5).

12.5.4 Number of Previous Australian Snow Holidays

ISA for the Snowsports School, moderated by guests’ number of previous snow holidays is
shown in Figure 47. For those undertaking their first snow holiday, the attribute ease of the
registration (1) (into the Snowsports School) is in Q1 (Concentrate here) (Figure 47, Table
69). This perception may result in fewer guests taking up the opportunity for a lesson, due to
frustrations and time involved with booking and registration. The process needs to be simple
and straightforward to assist the first timers to take up lessons. Hopefully, this will lead to
better enjoyment of their holiday experience and future visits.
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Figure 47: ISA for Snowsports School moderated by number of times on a snow holiday

Page 320

Table 69: Mean values for Snowsports School moderated by number of times on a snow
holiday
Legend

Attributes

First Time
Sat
Imp

<10
Sat

Imp

≥10
Sat

Imp

1

Ease of the registration/booking
process

3.88

4.00

4.03

3.95

4.06

3.97

2

Size of the class

4.63

4.20

3.90

4.19

4.07

4.17

3

Instructor's competence

4.52

4.73

4.24

4.68

4.23

4.67

4

Personal feedback and attention

4.38

4.57

3.92

4.48

4.03

4.48

5

To feel you learnt something during
a lesson

4.57

4.77

4.07

4.69

4.15

4.60

6

Value for money paid for a lesson

3.83

4.77

3.61

4.67

3.67

4.63

7

Overall Snowsports School
experience

4.15

4.46

3.88

4.39

4.00

4.35

For those visiting fewer than 10 times, the same issues as with previous segments are present.
The attributes overall snowsports school experience (7), personal feedback and attention (4)
and the size of the class (2) deliver less satisfaction than for those more experienced with the
resort.

The issue of a lower level of satisfaction for personal feedback and attention (4) from the
instructors exists for;
·

beginner and advanced ability levels,

·

those guests staying off-snow,

·

those attending the resort in July and September, and

·

those who have visited less than 10 times.
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However, for the first timer it is the ease of the Snowsports School registration/booking
process (1) that is the issue. Class size (2) becomes a problem in July and September; both
being months of school holidays and Interschool race events which, as mentioned, bring many
thousands of additional children into the resort. September is also the final month of the
winter season and a month of cost consolidation through staff reductions. Whatever the cause,
it is apparent in this study period that the Snowsports School was not delivering the same
experiences to all of its customers.

The differences among attributes (and the guests’ accommodation choice, ability level, month
of visit or experience of multiple visits) indicated the Snowsports School experience needs to
be tailored to meet the individual needs of the various customer groups. Any barriers to
satisfaction must be understood and methods developed that will make guests more
comfortable on the slopes, start learning, and having fun. This needs to happen before they
lose interest and give consideration to switching behaviours, and decide not to revisit.

12.6 ISA Analysis - Excitement and Learning

This component accounted for around 5% of the variance in importance. At the holistic level,
four out of the five attributes were located in Q1 (Concentrate here), requiring management
attention (Figure 48). The only attribute in Q2 (Keep up the good work), was having an
opportunity to explore Australia’s nature (3). This attribute performed well across all the
different segments investigated. It appears that the resorts location in the Kosciuszko National
Park is important and is satisfying guests’ expectations of this attribute. Each of the remaining
attributes is in need of attention (Table 70) and include;
·

chance to discover and learn something new (1),

·

having a unique experience (2),

·

to get an educational experience for the children (4) and
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·

finding thrills and excitement (5).

ISA Excitement and Learning
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Figure 48: ISA for Excitement and Learning

Table 70: Mean values for Excitement and Learning
Legend
1
2
3
4
5

Attributes

Sat

Imp

Gap

Paired t test

Chance to discover and learn
something new
Having a unique experience

3.71

3.89

-0.17

0

3.81

3.8

0

0

Have an opportunity to experience
Australia’s nature
Get an educational experience for
your children
Find thrills and excitement

4.09

3.81

0.28

0

3.77

3.63

0.14

0

3.93

4.06

-0.13

0

When segmented into age, times on a previous snowsports holiday, ability, and month of visit,
variations in importance and satisfaction ratings appear.
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12.6.1 Age

ISA analysis for the component Excitement and Learning, moderated by age is given in
Figure 49, with values shown in Table 71. There is at first little obvious difference when
comparing the graphs in Figure 49 to the holistic view in Figure 48. However, upon closer
inspection, some differences are evident, especially for those attributes that returned a
significant difference in the earlier chapters when moderated by age. Both having a unique
experience (2) and finding thrills and excitement (5) returned significant results for
importance and the latter also for satisfaction in the earlier analysis. Satisfaction for having a
unique experience (2) decreases from the ≤30 group to the 31-45 age group. It rises again for
the >45 age bracket, as do the importance means. Similarly, finding thrills and excitement (5)
rises to fairly satisfied for those of age >45, and also has an importance ranking of >4.
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Figure 49: ISA for Excitement and Learning moderated by age
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Table 71: Mean values for Excitement and Learning moderated by age
Legend
1
2

Attributes
Chance to discover and learn
something new
Having a unique experience

≤30
Sat
Imp
3.74 3.92

31-45
Sat
Imp
3.71
3.88

>45
Sat
3.76

Imp
3.90

3.85

3.84

3.81

3.81

3.84

3.86

3

Have an opportunity to experience
Australia’s nature

4.07

3.75

4.12

3.84

4.09

3.81

4

Get an educational experience for
your children
Finding thrills and excitement

3.77

3.66

3.74

3.62

3.80

3.66

3.98

4.13

3.91

4.04

4.00

4.14

5

The older age group has rated attributes higher in importance than the other groups (Table
71). The implications of this can be realised in a number of ways, including how the resort
markets itself to older customers. Gone are the days when being older means a quieter and
less active pastime (Patterson, 2002). When coupled with the results from the other
components in the analysis, there seems to be the desire for a more holistic experience
encompassing snowsports activities, the desire for escape, getting away from work and as
discussed later, enjoying the restaurants and bars as well for older visitors.

12.6.2 Level of Ability

The outcome of ISA analysis for the component Excitement and Learning, moderated by level
of ability is given in Figure 50, with values provided in Table 72. The different skill levels
show variations in both satisfaction and importance for a number of attributes (Figure 50). As
an example, finding thrills and excitement (5) becomes more important and slightly more
satisfied as the skill level progresses from beginner to advanced (Figure 50, Table 72). The
obvious increase in importance of this attribute provides a potential tool for the resort
marketing department. Marketing could include demonstration of the differences in delivery
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of various attributes for the different ability levels, to generate a stronger perception of this
being fulfilled within the resort.

Intermediate

5.00

5.00

4.50

4.50
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1
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4.00

4.50

5.00
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Figure 50: ISA for Excitement and Learning moderated by self rated ability level

Table 72: Mean values for Excitement and Learning moderated by ability level
Legend

Attributes

Beg

Int

Sat

Imp

Sat

Imp

Adv
Sat
Imp

1

Chance to discover and learn
something new

3.48

3.66

3.74

3.89

3.71

3.92

2

Having a unique experience

3.66

3.61

3.82

3.83

3.82

3.80

3

Have an opportunity to experience
Australia’s nature

4.11

3.94

4.09

3.83

4.07

3.75

4

Get an educational experience for
your children

3.79

3.52

3.82

3.64

3.70

3.64

5

Finding thrills and excitement

3.69

3.80

3.93

4.03

3.97

4.15
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Thrills and excitement (5) may be gained both from the action of the activity and from the
environment the activity is placed in. Given the strength of attribute 3, exploring nature, the
opportunity exists to enhance the image of the resort’s location, along with the excitement of
taking part in activities in such an environment. Further investigation should be undertaken to
gain deeper insight into these attributes and the benefits that the customers are seeking from
them.

Enhancing results for the chance to discover and learn something new (1), and get an
educational experience for your children (4) might be achieved through changes to the
experience in the Snowsports School. Satisfaction could also be increased by promoting what
the Snowsports School offers to meet these objectives. Additionally, the creation of adventure
zones, fun parks and interpretation sites can assist to enhance satisfaction within these two
attributes. Such developments have occurred with great success in Northern Hemisphere
resorts, including features such as zip-treks and Children's Adventure Parks. Whistler resort,
in British Columbia Canada, even includes an enchanted forest, a ski-through Tree Fort and
Magic Castle (Whistler Blackcomb, 2012).

12.6.3 Month of Visit

The Excitement and Learning ISA, moderated by month of visit is shown in Figure 51. The
significant standout is to have an opportunity to experience Australia’s nature (3), which is
the only attribute to remain in Q2 (Figure 51) in both the holistic and moderated analysis.
Another important attribute is finding thrills and excitement (5), which returned significant
differences for both satisfaction and importance with this moderator. It is rated higher than
being ‘fairly important’ by visitors across the months, with the highest ranking from visitors
in June followed by September (Table 73). Both of these months are shoulder periods and
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attract a significant proportion of first timers (relative to other months). It is possible they are
seeking the thrill which is so often associated with snowsports in marketing and media
campaigns.
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4.00
2

3.50
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4.00
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Figure 51: ISA for Excitement and Learning moderated by month of visit

Table 73: Mean values for Excitement and Learning moderated by month of visit
Legend

Attributes

June
Sat Imp

July
Sat Imp

Aug
Sat Imp

Sept
Sat Imp

1

Chance to discover and learn
3.80
something new

3.79

3.77

3.95

3.68

3.86

3.70 3.94

2

Having a unique experience

3.78

3.67

3.84

3.85

3.80

3.80

3.79 3.78

3

Have an opportunity to
4.06
experience Australia’s nature

3.62

4.08

3.82

4.10

3.83

4.05 3.81

3.47

3.87

3.70

3.73

3.61

3.76 3.67

4.30

3.94

4.07

3.92

4.02

3.94 4.13

4
5

Get an educational
3.77
experience for your children
Finding thrills and
3.99
excitement

Page 328

This is a significant result as there is a mis-match between importance and satisfaction and it
would be valuable to match the expectation with the experience. It is possible that this
attribute may be over promised in marketing activities. Of course, finding thrills and
excitement (5) may be more appealing to other segments (different ages and ability levels).
Therefore, the results here need to be considered in line with other attributes, as no attribute
acts in isolation from others (Godfrey, 1999).

12.6.4 Number of Previous Australian Snow Holidays

Little variation exists in ISA for Excitement and Learning, whether on the holistic view
(Figure 48) or moderated by the guests’ number of times on a snow holiday (Figure 52). No
attribute is placed in a different quadrant. However, the finer detail provided in the actual
scores (Table 74) gives a better insight into the guests. The moderator ‘the number of snow
holidays’, demonstrates an increasing importance of the attributes chance to discover and
learn something new (1) and having a unique experience (2) as the guest’s experience with
the snowsports resort increases. This has implications when it comes to what the resort is able
to provide in terms of facilities and experiences, as well as implications for marketing
campaigns to encourage revisitation. As the guests experience grows so does their importance
ratings and in general (marginally), their ranking of satisfaction.

First Time Snowsports Holidays

<10 Snowsports Holidays
5.00
Importance

Importance

5.00
4.50
4.00
3.50
3.00
3.00

5
1

3

2
4
4.00
Satisfaction

5.00

4.50
4.00
3.50
3.00
3.00

5
1
2

3

4
4.00

5.00

Satisfaction
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≥10 Snowsports Holidays
Importance

5.00
4.50

5

4.00

1

3.50

4

3.00
3.00

2

3

4.00

5.00

Satisfaction

Figure 52: ISA for Excitement and Learning moderated by number of snow holidays

Table 74: Mean values for Excitement and Learning moderated by number of snow holidays
Legend

Attributes

First time
Sat
Imp

<10
Sat

Imp

Sat

Imp

≥10

1

Chance to discover and learn
something new

3.67

3.69

3.66

3.85

3.74

3.92

2

Having a unique experience

3.74

3.57

3.74

3.77

3.85

3.84

3

Have an opportunity to
experience Australia’s nature

4.15

3.95

4.10

3.90

4.07

3.75

4

Get an educational experience
for your children

3.76

3.61

3.78

3.60

3.77

3.66

5

Finding thrills and excitement

3.84

3.96

3.86

3.94

3.98

4.13

The reasons for this increasing importance needs to be investigated further. It may be the
guests’ lifestyle changes (such as age, family and work choices), or it may reflect a need for
the snowsports resort to reinvigorate itself since the rating of being ‘less than fairly satisfied’
is unchanged over the different experience periods. It is possible, if further satisfaction is not
gained, the customer may cease to tolerate the lack of these attributes and adopt a switching
behaviour.
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12.7 ISA Analysis – Hire

The component of Hire (Figure 53, Table 76), explained 5% of the variance in importance and
3% of satisfaction. When combined with the situational characteristic of ‘the number of snow
holidays undertaken’ (Figure 54), it is clear that these attributes need to be carefully managed.
Only two attributes, availability of desired equipment (2) and the friendliness and competence
of the hire staff (4) reside in Q2, ‘keep up the good work’. The remainder sit in Q2,
‘concentrate here’ and appear to require attention from management.

ISA Hire
5.00
4.50

1

Q1 Concentrate
Here

5
3

Importance

4.00

2
4
Q2 Keep up the Good
Work

3.50
3.00
2.50
2.00
1.50
1.00
1.00

Q3 Low
Priority

2.00

Q4 Possible
Overkill

3.00
Satisfaction

4.00

5.00

Figure 53: ISA for Hire
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Table 75: Mean values for hire

Legend

Attributes

Sat

Imp

Gap

Paired t
test

1

Proper fit of boots

3.92

4.77

-0.85

0

2

Availability of desired equipment

4.15

4.45

-0.3

0

3

Speed of the hire process

3.91

4.28

-0.38

0

4

Friendliness and competence of the
hire staff
Overall value for price paid for hire
equipment

4.23

4.37

-0.14

0

3.74

4.47

-0.74

0

5

12.7.1 Number of Previous Australian Snow Holidays

Figure 54 and Table 76 show ISA data for Hire, moderated by number of times on a snow
holiday. With this, management actions include increasing the level of service to improve
satisfaction to existing customers. Given the strong importance attached to these attributes,
there exists opportunities to highlight the benefits and any recent changes in marketing and
advertising campaigns to encourage greater patronage and possible reinvigoration and
revisitation from lapsed customers.

< 10 Snowsports Holidays
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≥ 10 Snowsports Holidays
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Importance

1
4.50

5
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3.00
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4.00
4.50
Satisfaction

5.00

Figure 54: ISA for Hire moderated by number of snow holidays

Table 76: Mean Values for Hire moderated by number of snow holidays
Legend
1
2
3
4
5

Attributes
The fit of the boots
Availability of desired
equipment
Speed of the hire process
Friendliness and competence of
the hire staff
Overall value for price paid for
hire equipment

First Time

<10

≥10

Sat
4.06
4.52

Imp
4.58
4.27

Sat
4.03
4.31

Imp
4.81
4.51

Sat
3.86
4.05

Imp
4.77
4.43

4.13
4.63

4.31
4.33

3.94
4.37

4.36
4.43

3.88
4.14

4.24
4.34

3.46

4.40

3.78

4.55

3.73

4.44

For those on their first Australian snow holiday, shown in Figure 54, the overall value for the
price paid (5) sits in Q1 (Concentrate here). Whilst this improves in the satisfaction rankings
as the guests experience the resort more, it never resides in the desired Q2 (keep up the good
work). With increasing customer involvement, the speed of the hire process (3) suffers from a
lowered satisfaction score and moves from Q2 to Q1. Interestingly, the proper fit of boots (1)
also becomes more important and less satisfactory, for those who have visited more than 10
times (Table 76).
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To move the overall value for the price paid (5) into Q2 (keep up the good work), price and
equipment quality may need to change. However, effective marketing can highlight the
quality and relative newness of the hire equipment. Additionally, the ease and convenience of
accessing equipment at the resort can be emphasised to change this mindset as well as
encourage increased usage of this service.

The decline in satisfaction for customer involvement in, the speed of the hire process (3)
could be a result of guests gaining greater experiences elsewhere and having something to
measure the speed and efficiency of the snowsports hire against. It could also be the more
complicated process of choosing advanced equipment rather than having it chosen for you as
is the case for most first timers.

The proper fit of boots (1) is critical to the enjoyment and comfort of snowsports activities.
Further study should be undertaken to assess the feelings of first timers to the proper fit of
boots. Being new to the activity, they may not appreciate the need (and the possibility) for
comfort and also for performance. They may find that the hire boots are comfortable but do
not permit easy progression of skills, or they may simply hold a (mis) belief that ski boots are
always uncomfortable. It is also probable with more visits, that many of these guests
appreciate the need for proper fitting equipment more so than they did when first starting their
snowsports activities. They may now spend more days on the snow, and hence are in boots
longer. Alternatively they may have previously owned their own boots and are now hiring.

The level of satisfaction for available desired equipment (2) and friendliness and competence
of staff (4) also decreased with increasing visits. It may be that the guests are becoming more
discerning and more aware of their equipment and hire location options as their experience of
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snowsports increases. This may highlight a need for a greater range of equipment and better
training and knowledge of staff on equipment other than that used for first timers.

12.8 ISA Analysis - Restaurants and Après

Within the category of Restaurants and Après, eight attributes were compared using gender,
ability level and number of times on a snow holiday (Figure 55 and Table 77). Few
differences were observed in the respective ISA graphs (Figures 56, 57, 58) and are discussed
in this section. The attributes, quality restaurants at the resort (1), variety of restaurants at
the resort (2) and the lowest satisfaction rating, value for money of retail shops (6) were all
were placed in Q1 (Concentrate here) on Figure 55. The remaining attributes (3, 5, 7, and 8)
were placed into the Q3 sector, referred to as the Low Priority segment. However, attributes 4
and 8 are close to the chosen mean cut-off of 3.5 for importance and when only observing the
aggregate view, may warrant earlier consideration from resort management before others in
this quadrant. No attribute in this component was placed in Q2 (keep up the good work).
These attributes are (relatively) lower in importance and the addition of resources and effort
to these should only come after those in Q1 (Concentrate here) were catered for.
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ISA Restaurants and Apres
5.00
Q1 Concentrate Here

Importance

4.50
4.00
6

3.50

1

2

8
5

Q3 Low
Priority

3.00

7

Q2 Keep up the Good
Work

4
3

2.50
2.00
2.00

Q4 Possible
Overkill

2.50

3.00

3.50
Satisfaction

4.00

4.50

5.00

Figure 55: ISA for Restaurants and Après

Table 77: Mean values for Restaurants and Après

1

Quality of restaurants at the resort

3.31

3.86

-0.56

Paired t
test
0

2

Variety of restaurants at the resort

3.27

3.74

-0.47

0

3

Number of bars at the resort

3.49

2.85

0.64

0

4

Après ski experience at the resort

3.66

3.35

0.32

0.001

5

Quality/variety of retail shops at the
resort
Value for money of retail shops

3.31

3.02

0.29

0

2.78

3.67

-0.89

0

The offering and variety of non-snow
experiences at the resort
Indulge in some luxury

3.05

2.74

0.31

0.016

3.35

3.3

0.05

0

Legend

6
7
8

Attributes

Sat

Imp

Gap

12.8.1 Number of Previous Australian Snow Holidays, Ability Level, and Gender

Very little variation from the holistic view in Figure 55 occurs when segmenting this group by
the number of times on a snow holiday (Figure 56, Table 78), the level of ability (Figure 57,
Table 79) and gender (Figure 58, Table 80). In all, the attributes quality of restaurants at the
resort (1), variety of restaurants at the resort (2) and value for money of retail shops (6)
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remain in Q2 (concentrate here) and require management attention. In each ISA, it is noted
that quality of restaurants (1) is rated higher in importance than variety of restaurants (2).
Each of these attributes demonstrated a significant difference between the various ability
groups in the earlier analysis for importance (Chapter 6). It would seem that improving
restaurant food and beverage quality before adding any more restaurant facilities may prove to
be what the customers would prefer, but they would also like to see more variety in the
restaurants in the resort. Understanding and interpreting this data becomes a matter of relative
differences rather than absolute differences. For example, females place greater importance
than males on the après ski experience (4) and number of bars (3) (Figure 58). Additionally,
as both these attributes demonstrate significant differences themselves, they would require
further investigation before any management decisions are made.

≤10 Snowsports Holidays
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Figure 56: ISA for Restaurants and Après moderated by number of snow holidays
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The standout for the moderator of ‘number of previous snow holidays’ (Figure 56, Table 78),
is the change in satisfaction for attribute 6, value for money in the retail shops. Satisfaction
increases as guests progress from their first experience, through to the group, >10 previous
holidays. First timers may have little knowledge of prices and quality of snowsports retail
products, but over time gain this through observation and purchases from other retail outlets
and recommendations from acquaintances. This learned knowledge results in a decline in
satisfaction for the value of the retail offerings. Similar results were found for the offering and
variety of non-snow experiences at the resort (7) where guests of >10 previous visits are
wanting more than only engaging in the ski and boarding on offer. At this resort, alternate
non-snow activities do not exist, other than for bars and restaurants.

Table 78: Mean values for Restaurants and Après moderated by number of snow holidays
Legend

Attributes

First Time

<10

≥10

Sat

Imp

Sat

Imp

Sat

Imp

1

Quality of restaurants at the
resort

3.32

3.86

3.31

3.93

2.95

3.71

2

Variety of restaurants at the
resort

3.27

3.72

3.26

3.80

3.16

3.59

3

Number of bars at the resort

3.46

2.75

3.50

2.87

3.42

2.99

4

Après ski experience at the resort

3.65

3.32

3.69

3.35

3.54

3.48

5

Quality/variety of retail shops at
the resort

3.31

3.02

3.32

3.04

3.07

2.99

6

Value for money of retail shops

2.77

3.66

2.81

3.65

2.56

3.73

7

The offering and variety of nonsnow experiences at the resort

3.06

2.73

3.06

2.76

2.92

2.72

8

Indulging in some luxury

3.38

3.32

3.36

3.29

3.11

3.25
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In contrast to the ‘number of previous snow holidays’, the attribute the offering and variety of
non-snow experiences at the resort (7) increases in satisfaction from the first timer to those
guests who are higher in ability level (Figure 57, Table 79). This highlights the need to
distinguish between experience as a resort guest and experience in terms of ability. A cursory
examination of effects on attributes by moderators, similar to only looking at the holistic
results may lead to incorrect conclusions by management. In doing so, inappropriate polices
and actions may be implemented.
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Figure 57: ISA for Restaurants and Après moderated by ability level
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Table 79: Mean values for Restaurants and Après moderated by ability level
Legend

Attributes

Beg

Int

Adv

Sat

Imp

Sat

Imp

Sat

Imp

1

Quality of restaurants at the resort

3.30

3.88

3.30

3.91

3.32

3.79

2

Variety of restaurants at the resort

3.21

3.65

3.26

3.78

3.30

3.69

3

Number of bars in the resort

3.50

2.44

3.46

2.80

3.53

2.98

4

Après ski experience at the resort

3.60

2.99

3.67

3.36

3.66

3.37

5

Quality/variety of retail shops at
the resort

3.20

2.76

3.34

3.08

3.28

2.97

6

Value for money of retail shops

2.58

3.58

2.79

3.71

2.78

3.63

7

The offering and variety of nonsnow experiences at the resort

2.85

2.66

3.06

2.75

3.06

2.75

8

Indulging in some luxury

3.30

3.05

3.37

3.36

3.33

3.24

Females rated the importance of all attributes in the component of ‘restaurant and après’
greater than do males (Figure 58, Table 80). They also differed in the way they viewed
satisfaction. Five attributes were rated lower in satisfaction by females than males. These
were;
·

variety of restaurants at the resort (2)

·

number of bars in the resort (3)

·

quality/variety of retail shops at the resort (5)

·

value for money of retail shops (6)

·

the offering and variety of non-snow experiences at the resort (7)

Of these, none are placed in the ‘keep up the good work’ (Q2) quadrant.
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Figure 58: ISA for Restaurants and Après moderated by gender

Table 80: Mean values for Restaurants and Après moderated by gender
Legend

Attributes

Male

Female

Sat

Imp

Sat

Imp

1

Quality of restaurants at the resort

3.30

3.84

3.31

3.88

2

Variety of restaurants at the resort

3.30

3.72

3.25

3.76

3

Number of bars in the resort

3.49

2.77

3.48

2.91

4

Après ski experience at the resort

3.64

3.27

3.67

3.41

5

Quality/variety of retail shops at the resort

3.32

2.99

3.30

3.04

6

Value for money of retail shops

2.80

3.64

2.76

3.69

7

The offering and variety of non-snow experiences
at the resort

3.06

2.72

3.04

2.76

8

Indulging in some luxury

3.34

3.24

3.35

3.34

Therefore, it is clear that work is necessary to improve the hospitality service and products on
offer. Care needs to be observed, however, to ensure the action is appropriate in order to
match the product or service with its target market. As an example, the marketing team could
highlight the value and beauty of on-mountain dining, as well as the convenience and
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exclusivity of on-mountain retail experiences. A marketing review would also ensure the
retail mix is appropriate to the target market.

12.9 ISA Analysis - Arrival and Parking

ISA for the component Arrival and Parking is shown in Figure 59, with the mean values of
importance and satisfaction expressed in Table 81. In this component each of the attributes
were identified as influencing the variance in satisfaction. In addition friendliness of the
parking staff (2) and overall parking experience (4) also influenced the variance, and some
significant differences, in the measure of importance (Table 45, Section 6.11).

ISA Arrival (Parking)
5.00
Q2 Keep up the Good Work

Q1 Concentrate Here

4.50

Importance

4.00

1
4

3.50
2
3
3.00
2.50
Q4 Possible Overkill

Q3 Low Priority

2.00
2.00

2.50

3.00

3.50
Satisfaction

4.00

4.50

5.00

Figure 59: ISA for Arrival and Parking
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Table 81: Mean values for Arrival and Parking

1

Closeness of car parks to lifts

3.59

3.97

-0.38

Paired t
test
0

2

Friendliness of parking personnel

3.63

3.34

0.29

0

3

Competence of car parking personnel

2.38

3.15

-0.77

0

4

Overall parking experience

3.57

3.64

-0.08

0

Legend

Attributes

Sat

Imp

Gap

Given the nature of the equipment that is required to be carried to the slopes, and the cold
environment, the closeness of the car park to the lifts (1) ranks highest in importance and is
close to M = 4 (fairly important). Resort management should review this given current plans
to relocate the car park further away from the slopes. Since this attribute is borderline to the
‘fairly satisfied’ cut-off , additional research may help to understand more about the
importance of the location of car parks, before any relocation or alternative use is put in place.

Even though the friendliness of the parking personnel (2) sits in Q3, there is still a need to
ensure that all staff members are well trained in good customer service. It is important to
appreciate the significance of customer service across the resort. Friendliness of staff is an
attribute identified as being important to the unstructured interview groups in hire, ticketing,
lift operators, transport, and Snowsports School as well as this component (Arrival and
Parking). The friendliness of the parking personnel (2) lies above the neutral position of 3 for
importance, however its relatively low satisfaction score is inadequate for guests first touch
point on arrival at the resort. Similarly the attribute, competence of car parking personnel (3)
rates above 3 (neutral) for importance, but scores very poorly in satisfaction. According to the
theory behind ISA, holistically this would be the last of the attributes in Q3 to be reviewed by
management.
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12.9.1 Level of Ability

The outcome of ISA analysis for the component Arrival and Parking moderated by the guests
self rated ‘level of ability’ is given in Figure 60, with values provided in Table 82. The
competence of the car parking personnel (3) and friendliness of the car park staff (2) placed
in Q3 for the holistic overview (Figure 59). They remained in situ when the moderator of
ability level was introduced (Figure 60). The overall parking experience (4) remained in Q1
(Concentrate here) when moderated by ability level, yet significant differences in both
satisfaction and importance (Chapters 6 and 7) were identified previously relative to ability.
What was observed is that those rated as beginner, scored closeness of car parks to lifts (1),
friendliness of parking personnel (2), and overall parking experience (4) lower in satisfaction
than the other ability levels. These scores were also lower than the average shown in the
holistic results (Table 81). This reflects a possible effect of the majority fallacy where
aggregated results may allow for one group to dominate the others and allow important
differences to be missed (Moore, 1980). If management wishes to ensure a good first time
experience, use of the holistic measurement would miss this critical difference. Similarly the
importance of overall parking experience (4) drops below the iso-line for advanced guests,
providing the lowest importance score of the ability levels and lower than the holistic rating.
Further study is required to understand why this is so.

Intermediate

5.00

5.00

4.50

4.50

4.00
3.50
3.00

3

Importance

Importance

Beginner

1
4
2

1
4
2

3.50
3.00

3

2.50

2.50
2.00
2.00

4.00

3.00
4.00
Satisfaction

5.00

2.00
2.00

3.00
4.00
Satisfaction

5.00

Page 344

Advanced

Importance

5.00
4.50
4.00

1
4
2

3.50
3.00

3

2.50
2.00
2.00

3.00

4.00

5.00

Satisfaction

Figure 60: ISA for Arrival and Parking moderated by ability level

Table 82: Mean values Arrival and Parking moderated by ability level
Legend

Attributes

Beg
Sat
Imp

Int
Sat
Imp

Adv
Sat Imp

1

Closeness of car parks to lifts

3.54

3.99

3.62

3.99

3.56

3.94

2

Friendliness of parking personnel

3.46

3.29

3.65

3.40

3.63

3.25

3

Competence of car parking personnel 2.50

3.20

2.30

3.14

2.50

3.15

4

Overall parking experience

3.71

3.59

3.71

3.57

3.54

3.38

12.10 ISA Analysis - Skiing Facilities

The outcome of ISA analysis for the component Skiing Facilities, is given in Figure 61, with
mean values provided in Table 83. In much of the research into snowsports resorts, including
Matzler et al. (2008) and Krump, MacLaughlin, Um and Crompton (1982; 1992b), the
attributes;
·

snow conditions/snow quality (1)

·

size of resort/number of trails (2)

·

length of runs (3), and

·

number of lifts open (4)
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are considered to be significant attractors or facilitators. It was found that whilst the ‘skiing
facilities’ influenced the variance in both importance and satisfaction (Chapters 6 and 7), they
also influenced overall satisfaction, as identified in the regression in Chapter 7. In this the
selected model of attributes could distinguish between respondents who were satisfied with
their overall vacation and those who were not. In turn, overall satisfaction was then shown to
be correlated with the intention to revisit the resort (Chapter 8) and the willingness to
recommend the resort to others (Chapter 11).

The skiing facility attributes at the holistic level all ended up in quadrant Q1 (Concentrate
here) (Figure 61). They were rated as being fairly important or more (Table 83) and explained
almost 4% of the overall variance in importance and satisfaction. With this level of
importance, more should be done by management to improve the guests’ satisfaction ratings.
As an example, whilst this is the largest snowsports resort in the Southern Hemisphere, it
regularly does not open all trails until later in the season (often August) and begins to close
them again in September. Either this practice or the associated messages need to be reviewed
in order to elevate guests’ satisfaction ratings into Q2 (keep up the good work).
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ISA Skiing Facilities
5.00

Importance

Q1 Concentrate Here

Q2 Keep up the Good Work

4.50

1

4.00

3

4
2

3.50
Q4 Possible Overkill

Q3 Low Priority

3.00
3.00

3.50

4.00
Performance

4.50

5.00

Figure 61: ISA Skiing Facilities

Table 83: Mean values Skiing Facilities
Legend

Attributes

Sat

Imp

Gap

Paired t
test

1

Snow Conditions/Snow Quality

3.84

4.56

-0.72

0

2

Size of Resort/Number of Trails

3.98

4.11

-0.13

0

3

Length of Runs

3.67

4.01

-0.34

0

4

Number of lifts open

3.74

4.44

-0.69

0

12.10.1 Number of Previous Australian Snow Holidays

Figure 62 shows ISA for skiing facilities moderated by the situational characteristic, the
number of times on a snow holiday. Those on their first visit rate their satisfaction with the
snow conditions (1) and the size of the resort (2) greater than the other two groups (Table 84).
In each case the satisfaction differences were found to be statistically significant (Appendix
PP).
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<10 Snowsports Holidays

1

4
3

4.50
4.00

5.00
Importance

Importance

First Time on a Snowsports
Holiday
5.00
2

3.50
3.00
3.00

3

4.00

2

3.50
3.00
3.00

5.00

4.00
Satisfaction

41

4.50

3.50

4.00

4.50

5.00

Satisfaction

≥10 Snowsports Holidays
Importance

5.00
41

4.50
4.00

3

2

3.50
3.00
3.00

3.50

4.00

4.50

5.00

Satisfaction

Figure 62: ISA Skiing Facilities moderated by number of snow holidays

Table 84: Mean values for Skiing Facilities moderated by number of snow holidays
Legend

Attributes

First time

<10

≥10

Sat

Imp

Sat

Imp

Sat

Imp

1

Snow Conditions/Snow Quality

4.09

4.60

3.86

4.57

3.80

4.54

2

Size of Resort/Number of Trails

4.30

4.31

3.99

4.11

3.96

4.09

3

Length of Runs

3.85

4.20

3.69

4.01

3.64

3.99

4

Number of lifts open

3.96

4.59

3.77

4.44

3.72

4.42

The length of the runs (3) were also more important and more satisfied for first timers than for
the other groups. However, first timers were unlikely to actually experience many of the runs
and it may be more a case of perception from a distance. It is possible this satisfaction rating
is even derived from aspirations developed from marketing information and literature.
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The importance of the length of runs (3) is similar for those having visited <10 and those
having visited a resort ≥10 times. Satisfaction however, showed a significant difference with
the latter being significantly less satisfied than the former. Likewise, the satisfaction of the
size of the resort and the number of trails (2) decreased with increasing experience at
snowsports resorts.

It is possible that those who have experienced 10 or more snow holidays may have visited
other resorts, including overseas destinations. It is with these that the relatively smaller
mountains in Australia are compared, as is the amount of snow and quality and length of runs.
In all cases, as the number of previous snow holidays grows, the overall importance mean and
the satisfaction mean for these attributes decline (unlike European studies by Matzler et al.
(2008) and of British examples by Mintel (1996) and Godfrey (1999)).

12.10.2 Staying On-snow or Off-snow

Those staying on-snow rated the Skiing Facilities attributes higher in satisfaction than those
staying off-snow. In comparison those staying off-snow rated each attribute higher in terms of
importance (Figure 63). However, only the importance of the number of lifts open (4)
demonstrated a statistical difference between those staying on-snow and those staying offsnow (Table 39, Section 6.8.4). In ISA only attribute 2, size of the resort and the number of
trails, was placed in Q2 (Keep up the good work) for those staying on-snow. Management
may need to consider the way information is provided on what lifts and runs are open, or not,
given the 35-40 minute drive from the nearest off-snow accommodation in the gateway
community of Jindabyne.
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Staying On Snow

Staying Off Snow
5.00

1

4.50

2
3

4.00
3.50
3.00
3.00

3.50

1

4.50

4

Importance

Importance

5.00

4.00
4.50
Satisfaction

5.00

4
3

4.00

2

3.50
3.00
3.00

3.50

4.00
4.50
Satisfaction

5.00

Figure 63: ISA Skiing Facilities moderated by whether staying on-snow or off-snow

Table 85: Mean values for Skiing Facilities moderated by whether staying on-snow or offsnow
Legend

Attributes

On Snow

Off Snow

Sat

Imp

Sat

Imp

1

Snow conditions/Snow quality

3.88

4.56

3.83

4.57

2

Size of resort/Number of trails

4.03

4.11

3.97

4.12

3

Length of runs

3.74

4.01

3.63

4.04

4

Number of lifts open

3.80

4.41

3.73

4.46

Regardless of accommodation choice, the three other attributes in this component, snow
conditions and quality (1), the length of runs (3) and the number of lifts open (4), require
management attention. In each case the mean score for importance was M >4, highlighting the
significance of these to the guests. For each attribute, it may be that the information provided
leads to the relative dissatisfaction. Gardial (1994) and Petrick and Backman (2002b) each
identified cases in which satisfaction/dissatisfaction was attributed to marketer-supplied
information. If the information is disconfirmed, this will affect the consumers’ perception of
satisfaction with the whole operation (Petrick & Backman, 2002b). As found in Chapters 8 to
11, dissatisfaction will in turn affect the intention to return and the willingness to recommend
the resort.
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12.10.3 Type of Ticket Purchased

Figure 64 and Table 86 present ISA for Skiing Facilities moderated by type of ticket
purchased, and associated mean values of satisfaction and importance. In Table 86, the
importance score is greater than 4 (fairly important) for all attributes other than the length of
runs (3). Only multi-day ticket holders ranked this attribute below 4, and this indicated that all
attributes at least fairly important to the guests. In terms of satisfaction, only one attribute, the
size of the resort and number of trails (2), was located just inside Q2 (keep up the good work)
for multi-day ticket purchasers (Figure 64). All other attributes were ranked with lower
satisfaction, placing them in Q1 (Concentrate here).

The mean importance for the size of the resort and number of trails (2) decreased from single
to multi day tickets to season passes. However, the differences between these were not found
to be statistically significant (Chapter 6). This emphasises the need to do at least some basic
statistical analysis and not rely solely on aggregate mean scores and grid placement.

4.50
4.00

Single Ticket
5.00
4
3

Importance

Importance

5.00

1
2

3.50
3.00
3.00

3.50

4.00
4.50
Satisfaction

5.00

Multi- day Ticket

4.50

4

4.00

3

1
2

3.50
3.00
3.00

3.50
4.00
Satisfaction

4.50

5.00
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Season Pass
Importance

5.00
1

4.50

4
3

4.00

2

3.50
3.00
3.00

3.50

4.00

5.00

4.50

Satisfaction

Figure 64: ISA for Skiing Facilities moderated by type of ticket purchased

Table 86: Mean values for Skiing Facilities moderated by type of ticket purchased
Legend

Attributes

Single

Multi

Season

Sat

Imp

Sat

Imp

Sat

Imp

1

Snow Conditions/Snow Quality

3.86

4.52

3.84

4.59

3.70

4.60

2

Size of Resort/Number of
Trails

3.99

4.11

4.00

4.10

3.98

4.08

3

Length of Runs

3.69

4.02

3.68

3.97

3.52

4.00

4

Number of lifts open

3.76

4.45

3.76

4.44

3.63

4.47

In terms of ticket choices, the least satisfactory attribute, the length of runs (3), was relatively
high in importance, though still less than the other attributes in this component. Whilst longer
runs would be desirable, it is not something that management can alter given the
topographical nature of the Australian mountains in which the resort resides. A possible
solution is to ensure the lifting infrastructure is such that skiers and boarders can do many
repeat runs on high speed lifts without long lift queue wait times. However, this does not
address what guests are stating is important. Marketing departments could use the concept of
quick turn-around with fast lifts, shorter queue lines and uncrowded slopes. They could
highlight that the daily distance or combined vertical metres ridden can match that found in
many Northern Hemisphere resorts, which boast much longer runs.
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The second worst performing attribute for satisfaction across the differing ticket types is the
number of lifts open (4). This also rated highly in importance. This low level of satisfaction is
something the resort should be able to rectify, as it may be a perceptions issue due to poor
communication from management. Decisions as to what lifts to open each day are made on
the day, and are based on factors such as weather conditions (mainly wind), and estimated
guest numbers. Guests base their decision to visit the resort on the information publicly
provided, only to find upon arrival the resort management has decided to close certain lifts.
This, at some times, includes whole resort areas being closed due to lower than expected
visitor numbers or poor weather. This was an issue raised in the unstructured interview groups
and could be overcome through better and more timely planning and communication by
management. This appears to be an ongoing issue, usually at the beginning of the season and
repeated in the month of September when guest numbers are lower and snow conditions suboptimal.

At other times, some lifts in selected areas of the resort are closed due to what management
calls ‘lack of demand’. In many cases this does not restrict the terrain available for guests as
the area is serviced by multiple lifts. However, it does lead to a perception issue, largely
predicated by the resort’s competition against other ski areas based on the number of lifts they
have, and in the early part of the season, by how many they have open. In the latter part of the
season, when trying to reduce expenses, they will often ignore this and close areas without
due notice to guests. Guests don’t understand that reduced lift numbers does not necessarily
mean reduced terrain access (in terms of skiable area). Utilising Guest Services or Mountain
Hosts at the lifts would assist in educating guests about the terrain options available. This is a
solution that works well in overseas snowsports (and other types of) resorts such as Whistler
Blackcomb, Fernie and Big White, each in Canada and Big Mountain and Vail in the USA.
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People attend a snowsports resort to enjoy the snow, nature and facilities and it seems in this
area, the resort can do better. If guests consider these to be basic factors the result will be
“dissatisfaction if not offered on an adequate level, but will not lead to satisfaction if fulfilled”
(Fuller & Matzler, 2008, p. 117). As a result guests may adopt a switching behaviour (Oliver,
1999; Sivadas & Baker-Prewitt, 2000). This switch may be to other Australian snowsports
resorts or possibly overseas snowsports resorts. If the latter is the case, the experience may be
better fulfilled and may have a negative effect on future intentions to revisit this particular
Australian resort. In turn this will have significant effects on the customer lifetime
engagement value (Gupta et al., 2006; Kumar et al., 2010) (Section 3.10.1).

If ISA cross-hairs for satisfaction were moved where M = 3.5, then the resort may consider
itself doing well by having guests being partly satisfied with these attributes rather than
“clearly satisfied” (Huan & Beaman, 2005, p. 256). This, however, will not result in the
snowsports resort becoming a highly desired tourism product and given the limited growth
demonstrated in Chapter 2 (Figures 4 and 5) this may not be a reasonable strategy to follow. It
may also mask reasons why guests are switching from their current resort or seeking alternate
holiday destinations (Hogan & Lemon, 2003).

12.11 Conclusion

The findings of ISA have a number of implications relevant to management of snowsports
resorts. ISA, when used as a satisfaction evaluation tool yields “strategic insights for
managers” (Tafesse et al., 2010, p. 325) about guests’ evaluation of the performance of the
resort’s attributes. Depending upon which quadrant of ISA graphs each attributes falls,
options are identified for the snowsports’ resort decision makers where to implement
appropriate performance improvement strategies.
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The study as already mentioned, can be used for benchmarking the resort or individual
business units/areas against their previous performance. It may also help to identify the
satisfaction gained from contrasting areas of the business. These might include high budget
areas compared to low budget areas, more skilled/trained staff relative to those requiring less
skills/training, and higher yielding products (e.g. the snowsports school) compared to lower
yielding products. The use of importance and satisfaction measures in ISA can provide
management with “a richer understanding of customer reactions” (Bacon, 2003, p. 66) to the
resorts’ attributes, regardless of whether it is a product or service. It identifies for
management those attributes requiring immediate attention.

In this chapter, the attributes identified as important to the guests from the discussion groups
were plotted against the satisfaction scores derived from the survey. Components and their
attributes were selected from the various PCA. Each was shown to be significant in
subsequent statistical analysis using selected segments identified from the guests’ various
personal, situational and product/destination characteristics.

The comparison of these segmented results against the overall view provided sufficient
differences, in most cases, for management to develop alternate strategies. The comparison
also validated to the findings of other researchers, who identified a need to look closer at ones
customers and understand the differences amongst them (e.g. Dolnicar & Leisch (2004),
Jacobsen et al. (2009), Lehto et al. (2002), Matzler et al. (2008) and Tsiotsou (2006)).

Ranking the attributes by quadrant is crucial as it would be a misallocation of resources to
address problems not perceived by guests as significant. Presenting a solution to a minor
problem is not likely to influence the consumers’ trade-off decision to revisit or recommend
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the resorts in any significant way (Chang, 2008; Kashyap, 2000). If however, high ranking
problems can be addressed; there can be a significant impact on the trade-off position.

This chapter finalises the answer to the thesis question. It provides the response to Objective 8
(Section 1.4) being to;
demonstrate how the use of an Importance Satisfaction Analysis can assist
in prioritising the management of the attributes important to the Australian
snowsports guests in order to improve overall satisfaction, likelihood of
revisiting and recommendation to others.

Through the use of ISA, I have illustrated for the first time for Australian snowsports, how the
knowledge of Australian guest heterogeneity assists in prioritising the management of those
attributes identified as important to the guests. Even with this ‘reduced’ selection of attributes,
it has been shown how understanding guest heterogeneity moderates management action,
thereby maximising overall satisfaction. Doing this, as demonstrated in the earlier chapters,
enhances the likelihood of revisiting and recommending the resort.

The next chapter concludes the thesis with a summary of the findings of this research, some
limitations of this study and recommendations for future research.
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Chapter 13

13 Summary and Conclusion

No one factor has been shown to act in isolation, ascendant or relevant
to all types of holidays and their markets. The decision behind the sun,
sand and sea, [versus the snow and mountains], versus the culture,
versus touring [versus nature], can be and are often very different
(adapted from Godfrey, 1999, p. 19).

13.1 Introduction

In Australia the snowsports industry exists in a very competitive tourism market. There are
only five major Australian snowsports resorts, a very aggressive New Zealand snowsports
industry and numerous warmer destination resorts within easy commute. Therefore, it is
essential for Australian snowsports resort management and owners to examine those attributes
influencing guests’ overall satisfaction, intention to revisit and recommend. Lau &
McKercher (2004, p. 280) stated that “repeat visitation represents an attractive cost effective
market segment for most destinations”. Furthermore many destinations must by nature rely
heavily on repeat visitation (Gitelson and Compton, 1984; Lau & McKercher, 2004). Not only
does repeat visitation represent a stable source of tourist revenue, these guests also act as
information channels that informally link networks of friends, relatives and other potential
travellers to a destination (Kruger, Saayman &Ellis, 2010). If satisfied with the quality of the
service they receive, repeat visitors often use word of mouth communication to promote
destination awareness and encourage prospective travellers to become visitors (Reid & Reid,
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1993). In this way, repeat visitors enhance their CEV. In addition they are more easily
accessible than first timers since organisations usually retain records making targeted
marketing more feasible. Hence every exposure the consumer has to the snowsports resort
needs to be consistent and focused on the attributes that have real meaning to each of them.
“Recreation is a unique and highly intangible activity that relies on the provision of quality
services from recreation providers” (Burns et al., 2003, p. 377).

The snowsports industry in Australia is in a flat or declining market (Figure 7) (National
Institute of Economic and Industry Research, 2012). It has a goal to grow the market size by
5% in 5 years from 2009 (ASAA, 2007). However, 10% of visitors in this study indicated
they will not or are unlikely to revisit the Australian snowsports resort. Therefore, it is
believed that the results of this study will be of value to resort management, not only in
Australia, but also in other snowsports destinations, many of which exist in a similar
snowsports market to Australia.

It is believed this thesis contributes to the understanding of Australian snowsport tourism by
addressing a gap in the research in this tourism sector. This was achieved by answering the
questions identified in Section 1.4 regarding Australian snowsports guest’s heterogeneity, and
prioritising management actions to improve overall satisfaction, likelihood of revisiting and
recommending the resort to others. In particular, the following research objectives were
addressed:
1. Review the literature related to snowsports and the attributes that have been identified
in the research that shape loyalty and repeat visitation amongst snowsport tourists
(Chapter 3);
2. Identify the heterogeneity of guests through differences in what they perceive as being
important in a snowsports resort (Chapter 6);
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3. Identify whether the satisfaction of those attributes rated as important to the guest
influences their overall satisfaction (Chapter 7);
4. Identify the relationship between overall satisfaction and intention to revisit and any
variations in the strength of the correlation as a result of guest’s selected personal,
situational and product/destination related characteristics (Chapter 8);
5. Identify variations in overall satisfaction with the ski resort holiday as a consequence
of differences in the guest’s selected personal, situational and product/destination
related characteristics (Chapter 9);
6. Identify variations in the guests’ intention to revisit the resort as a result of differences
in their selected personal, situational and product/destination related characteristics
(Chapter 10);
7. Identify the relationship between overall satisfaction and the likelihood of the guest
recommending the snowsports resort to others; and identify any variations in the
likelihood of recommending due to differences in the guest’s personal, situational or
destination related characteristics (Chapter 11);
8. Demonstrate how the use of an Importance Satisfaction Analysis can assist in
prioritising the management of the attributes important to the Australian snowsports
guests in order to improve overall satisfaction, likelihood of revisiting and
recommendation to others (Chapter 12).

This study emphasises that retention of customers in the Australian snowsports industry
requires an understanding of the attributes that help build and maintain consumer
relationships. Basic traditional marketing principles still apply to the snowsports environment.
The differences in consumer behaviour that emerged in this study, as a result of the variations
in personal, situational (EUH) and product/destination related characteristics, can assist in the
management of marketing activities. One prerequisite to recommendation and revisitation as

Page 359

identified in this study (Section 3.8) and confirmed by others, is the satisfaction of what is
important to the guest (e.g. Alegre & Cladera, 2006; Alexandris, Kouthouris, Funk, &
Chatzigianni, 2008; Baker & Crompton, 2000; Oppermann, 2000; Petrick & Backman,
2002b).

Given the competition from other snowsports resorts close to this research site and also other
tourist destinations, consumers who are dissatisfied with the resort can easily switch to
another provider. Consumers most likely must be satisfied with the attributes they deem to be
important before making their decision to revisit. A well-integrated process of management
and marketing will not be effective unless the snowsports resort fully understands the drivers
of the guest’s overall satisfaction, revisitation and recommendation. This study emphasises
the need to identify what is important to Australian snowsports guests. All resorts should
attempt to understand the heterogeneity of the consumer and how provision of superior
service quality and perceived value will influence the guest’s intention to revisit and/or to
recommend the resort to others (Bronner & de Hoog, 2008, Matzler et al., 2008).

The contribution of this study is both theoretical and practical. From a theoretical perspective,
attributes important to the Australian snowsports guests are identified (Table 45, Chapter 6),
and these can be compared to those from the various Northern Hemisphere studies in Section
3.2. The work here also supports the concept identified by Matzler et al. (2008) and Anderson
et al. (2008), of the “role of person related, situation specific and product related factors”
(Matzler et al., 2008 p. 412).

This research, whilst being a first for Australian Snowsports studies, further advances the
understanding of snowsports tourism on an international scale. It extends the work of Matzler
et al. (2008), Anderson et al. (2008), Petrick et al. (2002) and others, and introduces it in a

Page 360

new geographical context not previously studied in this way, that being Australian
snowsports. The work herein also identifies similarities and differences to those attributes
deemed to be important to guests in Northern Hemisphere snowsports resorts, similar to the
contradiction between Richards and Friend (1995) and Godfrey’s (1999) study of British
skiers in Section 3.3. This thesis concurs with the heterogeneity of customers identified and
the potential benefits of this segmenting of the snowsports customers. This includes, but is not
limited, to the works of Dolnicar & Leisch (2004), Brey et al. (2008), Fakeye & Crompton
(1991), Kotler (1996), Lehto et al. (2002), Matzler et al. (2008), and Oppermann (1997).

The second dimension of this thesis is its practical application (Corley and Gioia, 2011).
Through the use of ISA, the understanding of the relationship between the attributes important
to guests and their overall satisfaction, revisit and recommendation intentions is improved.
This is of immediate practical benefit to Australian snowsports managers and marketers. By
understanding the heterogeneity of customers, and what is important to them, management
and marketers are provided with points of differentiation in their markets. This allows
customer satisfaction programs to be targeted, not homogenised. The overall satisfaction will
likely be incrementally improved (with its associated flow-on) if customers are treated as
individuals. In using a tool such as ISA, management is able to prioritise, plan more
effectively and apply their “limited resources to where it will matter most” (Anderson et al.,
2008. p. 378).

This is the first time both ISA and this segmentation type have been applied to guests in a
snowsports resort in Australia. Therefore, no other studies exist for comparisons with other
Australian snowsports resorts. This is indicative of the gap of this type of research in
Australia. However, this research may serve as a benchmark for Australian snowsports guest
research in the future and as a point of comparison for other destination resort research.
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A critical insight from this research is the importance of snowsports resorts keeping a balance
between first time and repeat visitors. As time goes on, with greater competition from other
resorts and consumer products, this will become more challenging. The success of managing
this balance will be dependent upon the ability of the resort to convert first time visitors into
repeat visitors. To be successful, the snowsports resort must provide its guests with the
activities, products and services (the attributes) that are important to them.

13.2 Discussion of the Research, Limitations and Directions for Future Research

Customer satisfaction should be measured regularly, and drivers of satisfaction and
dissatisfaction should be identified. By understanding the customer-rated importance of a
snowsport resort’s attributes, scarce management time and limited budgets are not wasted on
trying to enhance the satisfaction of attributes that the guest considers less important.
Understanding customer satisfaction should be a prime concern of management as it can be
directly related to profitability (Kruger, 2010). Surveys such as the one here, need to be
repeated regularly, possibly in a smaller format. This would help to identify strengths and
weaknesses, and point to areas that require management attention. In an ideal world,
information on competitors would also be collected, allowing for effective benchmarking of
activities. Whilst this is done in some countries, e.g. Canada, Switzerland, Norway, and the
USA (Deloitte Touche Tohmatsu, 2011; NSAA 2012; The Finnish Ski Area Association,
2011), it is not the case for Australia. Collecting information would allow for the creation of
better and more superior products and services for the guests.

“Continuous improvement is considered [to be] one of the important quality activities for a
firm to pursue the best quality for its products (and services)” (Yang, 2003, p. 929). To
achieve this, snowsports resorts need to connect with their customers through surveys and
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other tools, and obtain results that reliably illustrate the levels of satisfaction with the resorts
products and services.

Additionally, it has been identified in the literature review and in this thesis that a snowsport
resort is one where the physical attributes themselves, or those affected by time can show
variations and demonstrate change (Moeltner & Englin, 2004) eg snow conditions, weather,
level of skill etc. An example includes the changing snow and weather conditions (Williams
et al., 1997) which can affect the “level of benefits flowing to the visitor” (Moeltner & Englin,
2004, p. 222). Those attributes that are affected by time (e.g. seasonal snow depths and
quality, end of season ‘blues’ affecting staff friendliness, the evolving ability levels of
individual guests) need to be identified and analysed within the context of attributes that
remain unchanged such as terrain and level of difficulty (Moeltner & Englin, 2004). In this
thesis, various selected personal situational and product/destination related characteristics
were used as a basis for comparison, including month of visit and ability level as examples.
Significant differences were found between satisfaction with and importance of the attributes.
This agrees with Cook et al. (1999, p. 376) where “differences in customer characteristics are
associated with differences in what customer’s value”.

In accepting that “customers evaluate the quality of a good or service from several important
quality attributes or elements on their own” (Yang, 2003, p. 929), it is appropriate for resorts
to conduct a survey of attribute importance. Unfortunately, no evidence was found that this
resort used a study where customers’ expectations were being taken into account. If it had, the
snowsports resort could have already identified those areas/attributes that are more important
to the guests and require action, addressing those with lower satisfaction level. These are
easily identified in an Importance Satisfaction Analysis, especially when segmenting the
guests, as done in this thesis. Only a selection of the customer characteristics was used in this
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thesis due to space constraints. However, this research demonstrates the need to understand
guest heterogeneity, and the necessity of considering those differences when prioritising and
making management and marketing decisions.

The results of this thesis provide a conclusive response to the question posed (Section 1.4)
where the attributes defined in Section 3.2, are shown to affect overall satisfaction. This is
regardless of whether the attributes are concrete or tangible (e.g. Hudson & Shephard, 1998;
Klenosky, Gengler and Melvey, 1993), core or peripheral (e.g. Anderson et al., 2008, Petrick
et al., 2002), instrumental or expressive (e.g. Jurowski, Cumbow, & Uyrsal, 1996; Neal,
Sirgy, & Uysal, 1999; Swan & Combs, 1976), excitement or performance (e.g. Jacobsen et
al., 2009). The results here are consistent with prior studies on attribute-based models. This
thesis draws conclusions similar to those, but as a first within an Australian snowsports
setting.

To determine the correlation between the guests overall satisfaction and their intention to
revisit the resort, a Pearson’s product moment correlation was utilised. The analysis indicated
a small correlation between the two variables suggesting overall satisfaction is somewhat
positively correlated with intention to revisit the resort within the next three years. Similarly,
the correlation between overall satisfaction and the willingness to recommend the resort
showed a large positive correlation. These findings suggest that it is important to measure and
understand customer’s satisfaction, what has meaning to them and the association with
revisiting and recommending the resort.

Importantly for this Australian context, the thesis also examined how the guest’s desire for,
and experience of, these attributes is affected by selected personal characteristics (e.g. age,
sex), situation specific characteristics (e.g. type and level of user, type of ticket purchased)
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and product/destination related factors (e.g. accommodation choice, number of lifts, snow
quality). The findings are similar to previous (Northern Hemisphere) studies in that the level
of customer satisfaction was found to be affected by these characteristics in varying ways.

The results of this study also show snowsport resorts management should not strive to
improve mean levels of customer satisfaction without first understanding the points of
difference in what is important amongst the customer segments, as illustrated in ISA. This is a
key implication of this study. Similar to findings in other studies, including Anderson et al.
(2008), Lehto et al. (2002), Matzler et al. (2008), and Wade and Eagles (2003), it confirms
that management “cannot treat customers the same and expect to obtain similar satisfaction
evaluations” (Anderson et al., 2008, p. 378).

If these customer segments are not understood in the target demographic, then marketers may
choose not to highlight a service to the groups that regard that service as important. Further,
management may inadvertently choose not to enhance a service that is key to that particular
group. Failing to differentiate the results of a satisfaction study, through the use of personal,
situational and product-related moderators, may lead to incorrect assumptions and actions by
management. Masking the true importance of a single attribute “may mislead managers trying
to set the right priorities” (Matzler et al., 2008, p. 412) for the snowsports resort’s growth.

It is only with an understanding of “the heterogeneity in importance of the attribute
components can we hope to create a customised service solution unique to the individual
customer” (Anderson et al., 2008, p. 378). In appreciating this, management can deploy their
limited resources into the areas that matter the most (Anderson et al., 2001; Matzler et al.,
2008); Oliver, Rust and Varki, 1998; Wade et al., 2003; Yuksel, 2001, and others). By
measuring the satisfaction of the attributes that are important to the customer, it is anticipated
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that management will listen and utilise the data from researchers (Yuksel & Yuksel, 2001).
However, it is often the case that despite being customer-oriented and completing customer
satisfaction surveys, often no-one knows how best to use the results (Kordupleski, Rust, &
Zahorik, 1993).

Further analysis revealed significant differences in the dependent variables of overall
satisfaction, intention to revisit and willingness to recommend the resort. Age, gender, level
of ability, accommodation choice, previous snowsports experience, type of ticket purchased,
month of visit, value of ticket and others were used as moderators in the study. Whilst the
personal characteristics of age and gender, were found to have an influence (similar to
Matzler et al., 2008), the situation specific factors, had more of an influence on the variances
of the attributes being investigated (analogous to Petrick and Backman’s (2002b) golf study).
Therefore, to better manage and market this snowsports resort and to attract revisitation, the
management would need to highlight and improve, as an example, the following:
·

For all segments, experiencing nature, finding thrills and excitement, and the various
attributes of the Snowsports School such as instructor competence and learning new
skills.

·

For females - the après ski experiences (including the bars and nightlife), and finding
thrills and excitement.

·

For first timers and beginners - the chance to learn something new, having a unique
experience, and the availability of hire equipment.

·

For season pass and multi-day ticket purchasers – the snow conditions and quality.

·

For intermediate ability participants - the friendliness and competence of the staff, the
variety and quality of restaurants.
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The results of this study also suggest that the snowsports resort management can help
differentiate itself within the Australian market (and possibly others), by providing better
resort facilities and levels of service than their competitors. This is similar to Petrick’s et al.
(2002b) finding for golf resorts. In the component Skiing Facilities, the resort’s snow
attributes are a basic attribute (Anderson et al., 2008; Fuller and Matzler, 2008; and Petrick,
2002). As mentioned in Chapter 6, basic attributes affect the variance in importance and
satisfaction less than those found in the PCA components (snow experiences, Snowsports
School, ticketing, and hire). Alone, basic attributes are less likely to differentiate one
snowsports resort from another, even though they are identified as being important to the
guests and to the overall vacation.

13.2.1 Limitation of the Research

The study has a number of limitations related to the sample of snowsports guests sourced, its
paradigm and methodology, the application of the mixed methods approach, and the use of an
email/web based survey as a means of data collection. Finally there are limitations with using
an ISA as a means of prioritising management actions.

13.2.1.1 General Limitations

The snowsports tourists in this study have been segmented by the importance of resort
attributes (pull factors), and their satisfaction with these attributes, including; their main
activity, level of ability, type of accommodation, length of stay, type of ticket purchased,
month of visit, gender, and age. However, it should not be concluded that the segmentation
approach based on just these attributes is the most effective. For example, income was not
used as one of the moderator characteristics, though it is recommended by Richards (1996)
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and Dolnicar and Leisch (2004). According to Tsiotsou, 2006, p. 18 “because such
destinations [like snowsports resorts] are characterised by high marginal cost, frequent
visitors would have a high disposable income in order to take vacations there”, and therefore
we should look at the guest’s income. However, as previously stated and explained in Section
3.8, this was not included.

This research suggests that overall satisfaction, intention to revisit and recommend, can differ
depending on characteristics such as age, experience level, main activity, month of visit,
length of stay, gender and where staying. However, this study lacks the empirical measures of
a consumer’s lifetime values in relation to the snowsports resort. Further, the snowsports
resort’s features may have changed since the time when this study was conducted. Hence,
care needs to be taken as consumer expectation changes over time and constant evaluation of
what attributes are important to the consumer is needed.

Because a Constructivist paradigm was used, the specific findings of this research may have
limited generality as the particular respondents and study setting may not be representative of
the wider study population. In this thesis the addition of a mixed method approach helps to
overcome this limitation. However, whilst using a good sample size, the study is still confined
to snowsports visitors at one snowsports resort. This means the research did not consider
individuals at any of the other Australian ski areas. However, it is possible that participants
had visited these other areas prior to, or after, being asked to take part in this survey.
Therefore, it may not be possible to draw conclusions across the broader Australian industry
or internationally. The relevance of these findings should be validated against different resorts
within Australia and internationally. This, added to the large quantity of data already collected
for this thesis, provides avenues to progress this study further.
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Another possible limitation is in the way the questionnaire was administered. A possible bias
may have been introduced through the use of a web-based survey, as respondents have to be
computer literate and have access to the internet and email (Cavana, Delahaye, & Sekaran,
2001). Respondents were also asked to rate both importance and satisfaction simultaneously
after their holiday event. Future questionnaires should be administered in two parts, one
before the holiday (importance) and the other post the event (satisfaction) (Millan and
Estaban, 2007, and Babakis and Boller, 1992). When the questionnaires are administered
sequentially, the respondents are likely to evaluate importance and satisfaction as independent
variables which can help “to minimise compounding and order effects” (Skok et al., 2001, p.
412).

13.2.1.2 Limitations of ISA

Attribute importance (performance expectations), and attribute satisfaction (how well the
attribute performed) are independent variables. According to Deng et al. (2008) and Matzler
et al. (2004), these attributes tend to co-vary creating a number of implications. To overcome
this, the satisfaction results can be regressed or correlated against overall satisfaction to derive
an implicit attribute satisfaction (Deng et al., 2008; Matzler et al., 2004). It is said this may
help to reduce the degree of co-variation between the importance and satisfaction variables
(Tafesse et al., 2010).

Bacon (2003), however, identifies the use of direct measures, rather than correlation or
regression coefficients. He concludes that, whilst the use of correlation or regression
coefficients “may make sense to the statistically minded, closer examination of these
techniques reveals that the underlying assumptions of these models are not often met” (Bacon,
2003, p. 66). In many cases, this includes that of a causal relationship between the variables.
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In this study a PCA was performed with both the satisfaction and the importance attributes.
Thereby the number of variables was reduced, to assist in the analysis and completion of the
thesis within the bounds as prescribed by the university. From the outcome of the satisfaction
PCA, the attributes were subjected to a logistic regression. This was performed to assess the
impact of selected satisfaction attributes on the likelihood the guest would report favourably
on overall satisfaction. It was from this analysis that a number of strong implicit attributes
demonstrated significant differences when using the various personal, situational and product
related moderators. These were selected for ISA. The use of implicit attributes only may help
to minimise the degree of co-variation (Deng et al., 2008; Matzler et al., 2004; Tafesse et al.,
2010). This study used those attributes that were both self-reported as important to
satisfaction and were identified in the logistic regression model. It is hoped that by this
approach a suitable middle ground is found that satisfies both academic arguments and
supplies meaningful and practically useful results to resort management, at least in this case.

Another implication from the analysis and possible covariance is that management
recommendations from ISA should always be interpreted carefully, regardless of the method
used to derive attribute importance (Skok et al., 2001). The value of a tool such as ISA is also
diminished by those limitations already identified. This includes the quality of the sample
used and the various segments that are identified through the selected personal, situation and
product/destination related characteristics. The segments chosen may or may not address
specific management concerns. For an example, the resort, as in this one, may have a number
of different ‘base areas’. If the sample size of one segment or base area is proportionally low
compared to the overall size of the survey population, the results may not indicate a problem
in this area of the resort. It will be swallowed up by the data from the other base areas.
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The placement of the gridlines in ISA is another potential shortfall of the technique.
Depending upon where they are located, attributes and/or domains can appear in different
quadrants. For example, if both satisfaction and importance gridlines were set at a mean of 4
(or even the grand means as suggested by Huang (2005) in Chapter 12), fewer attributes will
fall into Q2 (‘keep up the good work’). However, if they were both moved to a mean of 3, the
resort management would be pleased with the large number of attributes plotting Q2, the
‘keep up the good work’ quadrant. Hence these attributes would not be prioritised for any
immediate remedial action.

Another issue is the performance difference between an average rating of (for example) 3.98
and a 4.01. These ratings place attributes just either side of the crosshairs used in this study.
However, there may not be significant enough difference between them to warrant different
management actions. The goals of the resort and objectives of management will need to come
into play in order to resolve this situation. Statistical tests to determine whether there is a
significant difference between the two values will be required. Whilst this might be an option
for an academic study, it is probably not suitable for resort management who may not have
the required skills and time to do this.

Finally, the use of the gap scores as indicated is subject to some controversy. If an attribute is
in Q3, such as the performance and friendliness of the bus drivers, with an importance rating
of 3.3 and a satisfaction rating of 1.7, the resulting service gap is significant enough to
warrant the attribute being investigated despite being in the low priority quadrant. This
indicated a possible service or product issue that may have an effect on other aspects of the
resort stay. Management need to consider what they will accept as a maximum gap and then
use it as another tool to flag poor service delivery.
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13.2.2 Future Research

This research highlights a number of areas that could assist resort management to achieve
greater revisitation and, from this, greater long term sustainability and growth. It is suggested
that this type of research be continued on an on-going basis. It provides useful information
about the needs, wants and characteristics of the resort’s customers, both first time and,
importantly, repeat visitors. It also suggests how the use of ISA can help resort products and
marketing to be adapted and prioritised. It is recommended that this research be applied to
other snowsports resorts in order to compare and benchmark results.

As a by-product of this investigation, a moderate positive correlation was identified between
the overall value of the holiday and intention to revisit. A large positive correlation was also
identified between the overall value of the holiday and likelihood to recommend. This
provides strong support for the concept of value as identified by the participants in the
unstructured discussion groups. With value also being rated highly in many of the guest
surveys, it suggests a further area that can be investigated using the data from this thesis. This
additional research should include more qualitative work to define and understand the concept
of perceived value in snowsports tourism. Then, as recommended by Chang, (2008) and
Kashyap (2000), investigating how skiers and snowboarders “integrate non-monetary costs”
(Kashyap, 2000, p. 51), such as lift queue wait time, and spending time with family and
friends. Finally, the way in which “they evaluate trade-offs between price and satisfaction
needs to be better understood” (Kashyap, 2000, p. 51).

A goal of managing consumer relationships is to improve sustainability and profitability (Lau
& McKercher, 2004). Therefore, further research should be conducted to identify the business
value of establishing and developing relationships with varying groups of consumers. ‘New’
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attributes of snowsports resorts not examined in this study could also be incorporated. This
includes identifying if similar typologies exist, as found in the golf studies by Petrick et al.
(2001) or in the rafting studies by Schreyer et al. (1981). Even Oppermann’s (1999) seven
different types of consumers may have application to snowsports studies. It may also be
possible to compare snowsports with other adventure activities.

Only data relevant to answering the research question has been utilised, analysed and
presented here. Given the large amount of additional data collected for this thesis it is possible
to deepen the investigation and gain even better insight into Australian Snowsports and its’
participants. This will likely not only enhance the understanding of Australian snowsports, but
will also add to the general body of knowledge of snowsports participants and to snowsports
tourism in general. This research should be applied more widely to verify the extent to which
the results can be transposed to other regions of the world. A potential area of study would be
to assess whether the attributes of satisfaction, retention and recommendation can be
identified in regions with a different level of economic development, culture and beliefs (e.g.
China, Japan, and Korea).

Future research on snowsports tourism segmentation will occur at different times and in
different places. It needs to combine additional factors in different ways and integrate other
important aspects, including image, ethnicity and education. A future task will be to develop a
means for comparisons across different snowsports areas with different locations and terrain,
whilst not inhibiting measurement of those attributes/factors specific to any unique
destination.

There is also the opportunity to determine if conclusions here are applicable to adventure
(Hudson, 2000) or sports tourists (Gibson, 1998; Hinch & Higham, 2001), undertaking
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activities besides snowsports away from their home, and containing elements of risk. Such
future research could investigate and compare participants’ preferred destination attributes
across two or more adventure activities. This has the potential to better inform the general
tourism sector.

13.3 Summary

This study has shown that the overall satisfaction of snowsports resort guests is positively
correlated with intention to revisit and likelihood to recommend the resort. This in turn is
associated with those attributes important to the guests, as determined initially in the
unstructured interview groups. Various tests were conducted in order to identify significant
differences in the satisfaction/importance attributes and the correlation of these segments with
overall satisfaction, revisitation and recommendation.

The study demonstrated the need to be aware of the moderating effects of these characteristics
on all measures, and to take these into account when considering management priorities in
product development, enhancement and marketing. The findings, as demonstrated in ISA,
suggest that in order to satisfy guests, snowsports management should provide excellent resort
facilities and levels of service as well as ensure the ‘experiences component’ is delivered to
the guest.

The managers need to provide integrated marketing activities and communications based on
“precise symbolical positioning” (Ferrand et al., 2002, p. 13). This caters to the personal
models of importance and satisfaction for the identified segments. The result is the
development of an understanding of the destination attributes, and how various segments of
the snowsports market value their trip experiences. From this, the resort and tour operators
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will be better placed to promote revisitation by conveying imagery and messages that will
trigger an emotional response for past guests reminding them of a snowsports holiday that
delivered what is important (to them). This includes, but not exclusively, those ‘experiences’
they have highlighted as being most important.

ISA, coupled with the segmentation of the Australian snowsports market as demonstrated in
this thesis, is a practical tool for managers to help maintain quality. This is a particularly
useful tool for resorts “lacking expertise and resources … and provides a simple and visual
aid” for diagnosis of tourism attributes and quality (Wade et al., 2003 p. 211). When
complemented with statistical analysis, as has been done here, the quality of the data, and the
interpretations extracted from it, can be greatly enhanced.

The use of ISA raises some concerns however, and these were discussed in the Limitations of
ISA earlier in this Chapter. Regardless, ISA provides an excellent tool to assist in the
diagnosis, prioritising and management of resort attribute issues. Adding the segmentation
component further enhances the value of these benefits.

In conclusion, this thesis highlights a gap in the study of Australian Snowsports. It illustrates
a need to shift management’s focus from satisfaction alone to identifying those attributes that
are important to the guests, at the same time appreciating the guest’s heterogeneity. This
thesis is a unique original contribution to the study of Australian snowsports. It has
demonstrated conclusively that by having this attribute knowledge, combined with the use of
ISA, snowsports resorts administrators could prioritise management and marketing actions
and possibly influence their customers’ overall satisfaction, revisit and recommendation
intentions. With the right management actions, snowsports resorts can move towards gaining
a competitive advantage in the tourism destination business. However whilst this chapter

Page 375

recognised the global competitive nature of the industry it needs to acknowledge that while
the study could contribute to better management practice that even better management
practice may be overwhelmed by the nature of cheaper destinations, macroeconomic
considerations of the exchange rate and consumer trends to want to travel to overseas
destinations rather than domestic destinations (for a multitude of reasons).

Page 376

Bibliography

Aaker, A., Kumar, V., & George, S. (2000). Marketing Research. New York: John Wiley and
Sons Inc.
Ab Hamid, N. R. (2006). An Assessment of the Internet’s Potential in Enhancing Consumer
Relationships. Victoria University. School of Information Systems.
Abalo, J., Varela, J., & Manzano, V. (2007). Importance values for importance-performance
analysis: A formula for spreading out values derived from preference rankings.
Journal of Business Research, 60(2), 115.
Absher, J. D., Howat, G., Crilley, G., & Milne, I. (1996). Toward customer service: Market
segment differences for sports and leisure centres. Australian Leisure, 7(1), 25-28.
Alba, J., & Hutchinson, J. W. (1987). Dimensions of consumer expertise. Journal of
Consumer Research, 13, 411-454.
Alegre, J., & Cladera, M. (2006). Repeat Visitation in Mature Sun and Sand Holiday
Destinations. Journal of Travel Research, 44 (February 2006), 288-297.
Alexandris, K., Kouthouris, C., Funk, D. C., & Chatzigianni, E. (2008). Examining the
relationships Between Leisure Constraints, Involvement and Attitudinal Loyalty
among Greek Recreational Skiers. European Sport Management Quarterly, 8(3), 247264.
Alexandris, K., Kouthouris, C., & Meligdis, A. (2006). Increasing customer’s loyalty in a ski
resort: The contribution of place attachment and service quality. International Journal
of Contemporary Hospitality Management, 18(5), 414-425.
Alexandris, K., Tsorbatzoudis, C., & Grouios, G. (2002). Perceived constraints on
recreational participation: investigating their relationship with intrinsic motivation,
extrinsic motivation and amotivation. Journal of Leisure Research, 34, 233-252.
Alpine Resorts Coordinating Council. (2010). Victorian Alpine Resorts 2009 Visitor
Satisfaction Study Retrieved. From http://www.arcc.vic.gov.au/publications.htm.
Anderson, E. W. (1998). Customer Satisfaction and Word of Mouth. Journal of Service
Research, 1(1), 5-17.
Anderson, E. W., & Fornell, C. (1994). A customer satisfaction research prospectus. In T. R.
Rust (Ed.), Service quality: New directions in theory and practice (pp. 241-268).
Thousand Oaks, CA. Sage Publishing.

Page 377

Anderson, S., Klein Pearo, L., & Widener, S. K. (2008). Drivers of service satisfaction:
Linking customer satisfaction to the service concept and customer characteristics.
Journal of Service Research, 10, 365-381.
Andronikidis, A., Vassiliadis, C., & Masmanidis, T. (2007). Evaluation of the compatibility
degree of constraint variables for the demand of ski centre services. Journal of
Vacation Marketing, 14, 211-220.
ASAA. (2007). ASAA Explorative Qualitative Research. Unpublished manuscript. Strategy
Lab and Patina Monti Research.
ASSA, (2008). Australian Skier Days. Retrieved from http://www.asaa.org.au
ASAA.

(2009).

Documents

and

Statistics.

Retrieved

from

http://www.snow-

australia.com/asaa/KeyDocumentsAndStatistics2009
ASAA. (2010). Retrieved from http://www.snow-australia.com/ASAACorporate
Asli, D. A. T., & Kozac, M. (2006). Destination brands vs. destination images: Do we know
what we mean? Journal of Vacation Marketing, 12, 299-317.
Australian Sports Commission. (2001-2010). Exercise, Recreation, and Sport Survey
(ERASS). Retrieved from http://www.ausport.gov.au/information/scors/ERASS
Babakus, E., & Boller, G. W. (1992). An empirical assessment of the SERVQUAL scale.
Journal of Business Research, 24, 253-268.
Babar, S. (1992). A dynamic model for continuous improvement in the management of
service quality. International Journal of Operations and Production Management,
12(2), 38-48.
Backman, S. J., & Veldcamp, C. (1995). Examination of the relationship between service
quality and user loyalty. Park and Recreation Administration, 13(2), 29-42.
Bacon, D. R. (2003). A comparison of approaches to importance-performance analysis.
International Journal of Market research, 45(1), 55-71.
Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction and behavioural intention.
Annals of Tourism Research, 27(3), 785-804.
Bansal, L., & Eiselt, H. A. (2004). Exploratory research of tourist motivation and planning.
Tourism Management, 25(3), 387-396.
Barksy, J. D. (1992). Customer satisfaction in the hotel industry: Meaning and measurement.
Hospitality Research Journal, 16(1), 51-73.
Barsky, J. D. & Labagh, R. (1992). A strategy for customer satisfaction. Cornell Hotel and
Restaurant Administration Quarterly, 33(5), 32-40.
Bartlett, M. S. (1954). A note on the multiplying factors for various chi-square
approximations. Journal of the Royal Statistical Society, 16(Series B), 296-298.
Page 378

Berry, L. L., Zeithaml, V. A., & Parasuraman, A. (1990). Five imperatives for improving
service quality. Sloan Management Review, (Summer), 29-38.
Bettman, J. R., & Park, W. C. (1980). Effects of prior knowledge and experience and phase of
the choice process on consumers decision processes: A protocol analysis. Journal of
Consumer Marketing Research, 7(December), 234-248.
Bigne, J., Sanchez, M., & Sanchez, J. (2001). Tourism image, evaluation variables and after
purchase behaviour: inter-relationship Tourism Management, 22(6), 607-616.
Bitner, M. J. (1990). Evaluating service encounters: The effects of physical surroundings and
employee responses. Journal of Marketing, 54, 69-82.
Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990). The service encounter-diagnosing
favourable and unfavourable encounters. Journal of Marketing, 54(January), 71-84.
Bojanic, D., & Warnick, R. (1995). Segmenting the market for winter vacations. Travel and
Tourism Marketing, 4(4), 85-95.
Bolton, R., & Drew, J. (1991). A multistage model of customer’s assessments of service
quality and value. Journal of Consumer Research, 17(March), 375-384.
Boon, M. A. (1984). Understanding skier behaviour: an application of benefit segmentation
market analysis to commercial recreation. Loisir et Societe, 72(2), 397-406.
Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic process model of
service quality. Journal of Marketing Research, 30(1), 7-27.
Brain, P. (2012). The Snow Industry: Are we worth it? Paper presented at the Snow Australia
2012 Whole of Industry Conference. From
www.siaaustralia.com.au/_uploads/sia_2012/res/1_1212.pdf.
Braud, W., & Anderson, R. (1998). Transpersonal Research Methods for the Social Sciences:
Honoring Human Experience. Thousand Oaks, CA.: Sage.
Brey, E. T., Klenosky, D. V., Lehto, X. Y., & Morrison, A. M. (2008). Standard hospitality
elements at resorts: An empirical assessment. Journal of Travel Research, 47, 247258.
Bronner, F., & de Hoog, R. (2008). Agreement and disagreement in family vacation decisionmaking. Journal of Tourism Management, 29(2008), 967-979.
Brown, P. J., & Ross, D. M. (1982). Using desired recreation experiences to predict setting
preferences. Forest and River Recreation Research, Agricultural Experiment Station
Miscellaneous Publication, 18, 105-110.
Bryant, E. B., & Jaesung, C. (1996). Crossing the Threshold. Marketing Research, 8(4), 2028.
Bryman, A. (1988). Quantity and Quality in Social Research. London: Unwin Hyman.
Page 379

Bryman, A. (2012). Social research methods. OUP Oxford.
Bull, C., & Weed, M. (1999). Niche Markets and Small Island Tourism: The Development of
Sports Tourism in Malta. Managing Leisure, 4, 142-115.
Burgess, R. (1982). Field research: a sourcebook and field manual. New York: Routledge,
Chapman and Hall.
Burns, A. C., & Bush, R. F. (2000). Marketing research. New Jersey: Prentice Hall
International, Inc.
Burns, A. C., & Bush, R. F. (2002). Marketing research: Online research applications ((4th
ed) ed.). New Jersey: Prentice Hall.
Burns, R. B. (1997). Introduction to research methods (3rd ed.). Melbourne: Addison Wesley
Longman Australia Pty Limited.
Burns, R. C., Graefe, A. R., & Absher, J. D. (2003). Alternate measurement approaches to
Recreational Customer Satisfaction: Satisfaction-Only versus Gap Scores. Leisure
Sciences, 25(4), 363-380.
Burton, S., Sheather, S., & Roberts, J. (2003). Reality or perception: The effect of actual and
perceived performance on satisfaction and behavioural intention. Journal of Service
Research, 5(4), 292-302.
Butcher, K., Sparks, B. A., & O'Callagham, F. (2003). Beyond core services. Psychology and
Marketing, 20(3), 187-208.
Butler, R. W. (1980). The concept of a tourist area cycle of evolution: Implications for
management of a resource. The Canadian Geographer, 24(1), 5-12.
Carmen, J. (1990). Consumer perceptions of service quality: An assessment of the
SERVQUAL dimensions. Journal of Retailing, 66, 33-51.
Carmichael, B. (1996). Conjoint Analysis of Downhill Skiers to Improve Data collection for
Marketing Segmentation. New York: Hawthorn Press.
Carr, A. (2001). Alpine adventures in the pacific rim- motivations and experiences of guided
mountaineering clients in New Zealand's Southern Alps. Pacific Tourism Review,
4(4), 161-170.
Carrol, B., & Alexandris, K. (1997). Perception of constraints and strength of motivation:
Their relationship to recreational sport participation in Greece. Journal of Leisure
Research, 29(3), 279-299.
Cavana, R. Y., Delahaye, B. L., & Sekaran, U. (2001). Applied business research: Qualitative
and quantitative methods. Milton: John Wiley and Sons Limited.

Page 380

Chan, J. K. L., & Baum, T. (2007). Motivation Factors of Ecotourists in Ecolodge
Accommodation: The Push and Pull Factors. Asia Pacific Journal of Tourism
Research, 12(4), 349-364.
Chang, J. C. (2008). Tourists' satisfaction judgements: An investigation of emotion, equity
and attribution. Journal of Hospitality & Tourism Research, 32, 108-134.
Chi, C., & Qu, H. (2008). Examining the structural relationships of destination image, tourist
satisfaction and destination loyalty: An integrated approach. Tourism Management,
29(4), 624-636.
Chon, K. S. (1989). Understanding recreational travellers Motivation, Attitude and
Satisfaction. The Tourism Review, 44(1), 3-7.
Chon, K. S., & Olsen, M. D. (1991). Functional and Symbolic Congruity Approaches to
Consumer Satisfaction/Dissatisfaction in Consumerism. International Academy of
Hospitality Research, 13, 2-23.
Chou, C. P., & Bentler, P. M. (1995). Estimates and tests in structural equation modelling:
Concepts, issues, and Applications. Thousand Oaks: Sage Publications.
Churchill, G. A., & Suprenant, C. (1982). An investigation into the determinants of customer
satisfaction. Journal of Marketing Research, 16, 491-504.
Clark, J. S., & Maher, J. K. (2007). If you have their minds, will their bodies follow? Factors
effecting customer loyalty in a ski resort setting. Journal of Vacation Marketing,
13(1), 59-71.
Clawson, M., & Knetsch, J. (1971). Economics of Outdoor Recreation. Baltimore and
London: The John Hopkins Press.
Clifford, H. (2002). Downhill Slide: Why the corporate ski industry is bad for skiing, ski
towns and the environment: Sierra Club Books.
Cohen, J. W. (1998). Statistical power analysis for the behavioural sciences (2nd Edition).
Hillsdale, NJ: Lawrence Erlbaum Associates.
Connelly, N. A. (1987). Critical factors and their threshold for camper satisfaction at two
campgrounds. Journal of Leisure Research, 19, 159-173.
Cooil, B., Keiningham, T. L., Aksoy, L., & Hsu, M. (2007). A longitudinal analysis of
customer satisfaction and share of wallet: Investigating the moderating effects of
customer characteristics. Journal of Marketing, 71(67-83).
Cook, D. P., Goh, C. H., & Chung, C. H. (1999). Service typologies: A state of the art survey.
Production and Operations Management, 8(3), 318-338.
Corley, K. G., & Gioia, D. A. (2011). Building theory about theory building: what constitutes
a theoretical contribution? Academy of Management Review, 36(1), 12-32.
Page 381

Costello, A. B., & Osborne, J. W. (2005). Best practices in exploratory factor analysis: Four
recommendations for getting the most from your analysis. Practical Assessment
Research & Evaluation, 10(7), 1-9.
Crawford, D. W., & Godbey, G. (1987). Reconceptualising Barriers to Family Leisure.
Leisure Sciences, 9, 119.
Crawford, D. W., Jackson, E. L., & Goodbey, G. (1991). A hierarchical model of leisure
constraints. Leisure Sciences, 13(4), 309-320.
Creswell, J. W., & Plano Clark, V. L. (2007). Designing and conducting mixed methods
research. . Thousand Oaks, CA: Sage.
Crompton, J. L. (1979a). An assessment of the image of Mexico as a vacation destination and
the influence of geographical location upon that image. Travel Research, 17(1), 18-23.
Crompton, J. L. (1979b). Motivations for Pleasure Vacation. Annals of Tourism Research, 6,
409-424.
Crompton, J. L. (1992). Structure of vacation destination choice sets. Annals of Tourism
Research, 19, 420-434.
Crompton, J. L., & Ankomah, P. K. (1993). Choice set propositions in destination decisions.
Annals of Tourism Research, 20(3), 461-476.
Crompton, J. L., & Duray, N. A. (1985). An investigation of the relative efficy of four
alternate approaches to importance-performance analysis. Journal of the Academy of
Marketing Science, 13(4), 69-80.
Crompton, J. L., & Love, L. L. (1995). The predictive validity of alternative approaches to
evaluation quality of a festival. Journal of Travel Research, 34(1), 11-24.
Crompton, J. L., & MacKay, K. J. (1989). Users’ perception of the relative importance of
service quality dimensions in selected public recreation programs. Leisure Sciences,
11, 367-375.
Crompton, J. L., MacKay, K. J., & Fesenmaier, D. R. (1991). Identifying dimensions of
service quality in public recreation. Journal of Park and Recreation Administration,
9(3), 15-27.
Cronin, J. J., & Taylor, S. (1992). Measuring quality service: A re-examination and extension.
Journal of Marketing, 56(55-68).
Cross, W., & Beilby, P. (1983). Australian Skiing: Thomas Nelson and Roscope Publishers.
Crotty, M. (1998). The Foundations of Social Research: Meaning and Perspective in the
Research Process. Crows Nest: Allen and Unwin.
Crouch, G., & Ritchie, B., J. R. (1999). Tourism Competiveness and Social Prosperity.
Journal of Business Research, 44, 137-152.
Page 382

Csikszentmihalyi, M., & Csikszentmihalyi, I. S. (Eds.). (1988). Optimal experience:
psychological studies of flow in consciousness. Cambridge UK: Cambridge University
Press.
Danaher, P., & Haddrell, V. (1996). A comparison of question scales for measuring customer
satisfaction. International Journal of Service Industry Management, 7(4), 4-26.
Dann, G. M. S. (1981). Tourist Motivation: An Appraisal. Annals of Tourism Research, 8(2),
187-219.
Dann, G. M. S. (1996). Tourists Image of a Destination- An Alternative Analysis. Travel and
Tourism Marketing, 5(1/2), 41-55.
Darcy, S. (2010). Inherent complexity: Disability, accessible tourism and accommodation
information preferences. Tourism Management, 31, 816-826.
Darlington, R. B., Weinberg, S., & Walberg, H. (1973). Canonical variate analysis and related
techniques. Review of Educational Research, 453-454.
Davis, B., Lockwood, A., & Stone, S. (1998). Food and Beverage Management (3rd ed.).
Oxford, U.K.: Butterworth-Heinemann.
Decrop, A., & Kozak, M. (2009). Decision strategies in tourism evaluation. In A. D. M.
Kozak (Ed.), Handbook of Tourist Behaviour - Theory and Practice (pp. 67-82). New
York: Routledge.
Dellaert, B. G. C., Bogers, A., & Timmermans, H. J. P. (1997). Consumer activity pattern
choice: Development and test of stage dependent conjoint choice experiments. Journal
of Retailing and Consumer Services, 4(25-37).
Deloitte Touche Tohmatsu. (2011). Annual review of Swiss ski resorts. Retrieved from
http://www.deloitte.com/view/en_CH/ch/industries/consumer_business/tourism_hospi
tality_leisure/caafa96f0974e210VgnVCM2000001b56f00aRCRD.htm.
Deming, W. E. (1986). Out of Crisis. Cambridge, MA: MIT Press.
Deng, W. J., Kuo, Y. F., & Chen, W. C. (2008). Revised importance-performance analysis:
three-factor theory and benchmarking. The Service Industries Journal, 28(1), 37-51.
Denzin, N. (1989). The sociological interview. In The Research Act: A Theoretical
Introduction to Sociological Methods. New Jersey: Prentice Hall.
Denzin, N., & Lincoln, Y. (1994). Handbook of Qualitative Research. Thousand Oaks, CA:
Sage.
Denzin, N., & Lincoln, Y. (2000). Handbook of Qualitative Research. Thousand Oaks, CA:
Sage.
Department of Environment and Conservation. (2006). 2006 Plan of ManagementKosciuszko National Park. Retrieved. From. Department of Environment and
Page 383

Heritage. (2010). Updated Plan of Management, Schedule 8, Accommodation
Numbers in Alpine Resorts July 2010(Schedule 8 Plan of Management July 2010.pdf).
Retrieved September 2012, from;
http://www.environment.nsw.gov.au/resources/parkmanagement/Schedule8PlanofMan
agementJuly2010.pdf.
Destination NSW. (2012). Destination Visitor Survey. From
http://archive.tourism.nsw.gov.au/Snowy_Mountains_p922.aspx.
Dickson, T. (2004). Telemark skiing participation in Australia: an exploratory study. Journal
of Sport & Tourism, 9(2), 159-169.
Dickson, T. (2008). Importance-Satisfaction Analysis: The case of Mt Kosciuszko. Paper
presented at the CAUTHE 2008.
Dickson, T., & Faulks, P. (2007). Exploring overseas snowsport participation by Australian
Skiers and Snowboarders. Tourism Review, 62(3/4), 7-14.
Dickson, T., Gray, T., & Downey, G. (2008). Profiling Australian Snowsport Injuries: A
Snapshot from the Snowy Mountains. Journal of Sport & Tourism, 13(4), 273-295.
Dickson, T., & Huyton, J. (2008). Customer service, employee welfare and snowsports
tourism in Australia. International Journal of Contemporary Hospitality Management,
20(2), 199-214.
Dillon, W., & Mukherjee, S. (2006). A Guide to the Design and Execution of Segmentation
Studies: Ed. Rajiv Grover & Marco Vriens. SAGE Publications. UK.
Ditton, R. B., & Baker, T. L. (1999). Demographics, attitudes, management, preferences and
economic impacts of sports divers using artificial reefs in offshore Texas waters:
Department of Wildlife and Fisheries Sciences - Texas A&M university. College
Station.
Dolinsky, A., & Caputo, R. K. (1991). Adding a competitive dimension to importanceperformance analysis: An application to traditional health care systems. Health
Marketing Quarterly, 8(3/4), 61-79.
Dolnicar, S. (2002). A review of data-driven market segmentation in tourism. Journal of
Travel and Tourism Marketing, 12(1), 1-22.
Dolnicar, S. (2004). Beyond "Commonsense Segmentation": A Systematics of Segmentation
Approaches in Tourism. Journal of Travel Research, 42, 244-250.
Dolnicar, S., & Leisch, F. (2003). Winter Tourist Segments in Austria: Identifying Stable
Vacation Styles Using Bagged Clustering Techniques. Journal of Travel Research,
41(3), 281-292.

Page 384

Dolnicar, S., & Leisch, F. (2004). Segmenting markets by bagged clustering. Australasian
Marketing Journal, 2(1), 51-65.
Dorsch, M. J., & Carlson, L. (1996). A transaction approach to understanding and managing
customer equity. Journal of Business Research, 35(3), 253-264.
Dube, L., Enz, L., Reneghan, M., & Siguaw, J. (1999). Best practices in the U.S. Lodging
Industry. Cornell Hotel and Restaurant Administration Quarterly40, 40(4), 14-27.
Dube, L., Reneghan, M., & Miller, J. M. (1994). Measuring Customer Satisfaction for
Strategic Management. Cornell Hotel and Restaurant Administration Quarterly,
35(1), 39-47.
Duffy, T. M., & Jonassen, D. H. (1992). Constructivism: New Implications for Instructional
Technology. In T. M. Duffy & D. H. Jonassen (Eds.), Constructivism and the
Technology of Instruction: A Conversation (pp. 1-16). Hillsdale, NJ: Lawrence
Erlbaum Associates, Inc.
Duke, C. R., & Persia, M. A. (1996). Performance-Importance analysis of escorted tour
evaluations. Journal of Travel and Tourism Marketing, 5(3), 207-223.
Echtner, C. M., & Ritchie, J. R. B. (1991). The meaning and measurement of destination
image. Journal of Tourism Studies, 2(2), 2-12.
Ekinci, Y., & Hosany, S. (2006). Destination Personality: An Application of Brand
Personality to Tourism Destinations. Journal of Travel Research, 45(2), 127-139.
Elmore, P. E., & Beggs, D. L. (1975). Salience of concepts and commitments to extreme
judgments in response patterns to teachers. Education 95(4), 325-334.
Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1990). Consumer Behaviour (6th Edition).
Chicago, IL.: The Dryden Press.
Enright, M. J., & Newton, J. (2005). Determinants of Tourism Destination Competitiveness in
Asia Pacific: Comprehensiveness and Universality. Journal of Travel Research, 43(4),
339-350.
Eskildsen, J. K., & Kristensen, K. (2006). Enhancing IPA International. Journal of
Productivity and Performance Enhancement, 55(1), 40-60.
Evans, M. R., & Chon, K.-S. (1989). Formulating and evaluating tourism policy using
Importance-Performance Analysis. Hospitality Education and Research, 13(2), 203213.
Eymann, A., & Ronning, G. (1997). Micro econometric models of tourists’ destination
choice. Regional Science and Urban Economics, 27, 735-761.

Page 385

Fadare, O. G., Babatunde , H. O. B., Ojo, G. O., Iyanda, J. N., & Sangogboye, F. C. (2011).
Reduction of Measuring Items; Contemporary Issue in Assessing Internal
Consistency. IJCSI International Journal of Computer Science, 8(6 No 2), 218-223.
Fakeye, P. C., & Crompton, J. L. (1991). Image Differences between Prospective, First Time
and Repeat Visitors to the Lower Rio Grande Valley. Journal of Travel Research,
30(2), 10-15.
Faulkner, B., Oppermann, M., & Fredline, E. (1999). Destination competitiveness: An
exploratory examination of South Australia's core attractions. Journal of Vacation
Marketing, 5(2), 125-139.
Faullant, R., Matzler, K., & Fuller, J. (2008). The impact of satisfaction and image on loyalty:
the case of Alpine resorts. Journal of Managing Service Quality, 18(2), 163-178.
Ferrand, A., & Vecchiatini, D. (2002). The effect of service performance and ski resort image
on skiers' satisfaction. European Journal of Sport Science, 2(2), 1-17.
Fesenmaier, D. R. (1985). Modelling Variation in Destination Patronage for Outdoor
Recreation Activity. Journal of Travel Research, 24(2), 17-23.
Fesenmaier, D. R. (1988). Integrating activity patterns into destination choice models. Journal
of Leisure Research, 20(3), 175-191.
Fessenmaier, D. R., & Jeng, J. (2000). Assessing structure in the pleasure trip planning
process. Tourism Analysis, 5, 13-27.
Fick, G. R., & Ritchie, B. J. R. (1991). Measuring Service Quality in the Travel and Tourism
Industry. Journal of Travel Research, 30(2), 2-9.
Fife, W. (2005). Doing Fieldwork: Ethnographic Methods for Research in Developing
Countries and Beyond. New York: Palgrave Macmillan.
Finch, F. C., & Kelsall, L. H. (2010). Preventing snowboarding injuries - what is the
evidence? International Journal for Consumer and Product Safety, 6(3), 117-126.
Flanagan, J. C. (1954). The Critical Incident Technique. Psychological Bulletin, 51(July),
327-357.
Ford, J. B., Joseph, M., & Joseph, B. (1999). IPA as a strategic tool for service marketers: The
case of service quality perceptions of business students in New Zealand and the USA.
Journal of Services Marketing, 13(2), 171-186.
Fornel, C. (1992). A National customer satisfaction barometer: The Swedish experience.
Journal of Marketing, 56 (January), 6-21.
Franch, M., Martini, U., Buff, F., & Parisi, G. (2008). 4L Tourism (landscape, leisure,
learning and limit): responding to new motivations and expectations of tourists to

Page 386

improve the competitiveness of Alpine destinations in a sustainable way. Tourism
Review, 63(1), 4-14.
Fuchs, M. (2004). Destination Benchmarking: An Indicator-System’s Potential for Exploring
Guest Satisfaction. Journal of Travel Research, 58(3), 1-25.
Fuller, J., & Matzler, K. (2008). Customer delight and market segmentation: an application of
the three-factor theory of customer satisfaction on life styler groups. Tourism
Management, 29, 116-126.
Funk, D. C., & Brunn, T. (2007). The Role of Socio-Psychological and culture education
motives in marketing international sports tourism- a cross cultural perspective.
Tourism Management, 28, 806-819.
Funk, D. C., & James, J. C. (2006). Consumer loyalty: the meaning of attachment in the
development of sport team allegiance. Journal of Sport Management, 20, 189-217.
Garbarino, E., & Johnson, M. (1999). The different roles of satisfaction, trust and
commitment in customer relationships. Journal of Marketing, 63(April), 70-87.
Gardial, S. F., Clemons, D. S., Schumann, D. W., & Burns, J. M. (1994). Comparing
consumers recall of pre-purchase and post-purchase product evaluation experiences.
Journal of Consumer Research, 20(March), 548-560.
Garland, R. (1991). The mid-point on rating scale: is it desirable? Marketing Bulletin, 2(May),
66-70.
Garvin, D. A. (1983). Quality on the Line. Harvard Business review, 61 (SeptemberOctober), 65-73.
Gee, C. Y. (2010). World of Resorts. From Development to Management (Third ed.).
Michigan: American Hotel and Lodging Educational Institute.
Gibson, H. J. (1997). Segmenting the active sport tourist market: A life span perspective.
Vacation Marketing, 14(1), 52-64.
Gibson, H. J. (1998). Sport tourism: A critical analysis of research. Sports Management
Review, 1(1), 52-64.
Gitelson, R. E., & Crompton, J. L. (1984). Insights into the repeat Vacation Phenomena.
Annals of Tourism Research, 11(2), 199-218.
Glasser, W. (1999). Choice Theory: A New Psychology of Personal Freedom. New York.
Harper Collins Publishers.
Glesne, C., & Peshkin, A. (1992). Becoming a qualitative researcher: An introduction. New
York: Longman.
Godfrey, K. B. (1999). Attributes of destination choice: British skiing in Canada. Journal of
Vacation Marketing, 5(1), 18-30.
Page 387

Goodrich, J. N. (1978). The relationship between preferences for and perceptions of vacation
destinations: Application of a choice model. Journal of Travel Research, 17(8), 8.
Google. Google Maps. 2012, from www.google.com.
Gorsuch, R. L. (1983). Factor Analysis. Hillsdale, NJ. Erlbaum.
Graf, L. A., Hemmassi, M., & Nielsen, W. (1992). Importance satisfaction analysis: A
diagnostic tool for organisational change. Leadership and Organisation Development
Journal, 13(6), 8-12.
Gratton, C., & Taylor, P. (2000). The economics of sport and recreation. New York: E & FN
Spoon.
Grbich, C. (1999). Qualitative research in health: An introduction. London: Sage.
Griffin, T., & Archer, D. (2001). Visitor study 1999-2000: Northern NSW National Parks.
Retrieved from http://epress.lib.uts.edu.au/research/handle/10453/12264.
Guadagnolo, F. (1985). The Importance Performance Analysis: An Evaluation and Marketing
Tool. Journal of Park and Recreation Administration, 2, 13-22.
Guba, E. G., & Lincoln, Y. (1988). Do inquiry paradigms imply inquiry methodologies? In D.
M. Fetterman. (Ed.), Qualitative approaches to evaluation in education: The silent
scientific revolution (pp. 89-115). New York: Praeger.
Gupta, S., Hanssens, D., Hardie, B., Kahn, W., Kumar, V., Lin, N., (2006). Modelling
Customer Lifetime Value. Journal of Service Research, 9(2), 139-155.
Gutman, J. (1982). A Means end Chain Model Based on Consumer Categorisation Process.
Journal of Marketing, 46, 60-72.
Gutman, J., & Haley, R. (1997). Integrating Cues into Means-End Chain Models. Journal of
Promotion Management, 4(1), 13-25.
Gutman, J., & Reynolds, T. J. (1998). Laddering theory, method analysis and interpretation.
Journal of Advertising Research, 28(1), 11-31.
Haider, W., & Ewing, G. O. (1990). A model of tourist choices of hypothetical Caribbean
Destinations. Leisure Sciences, 12, 33-47.
Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995). Multivariate data analysis
with readings. Hemel Hempstead: Prentice Hall.
Hall, C. M. (1992). Adventure, sport and health tourism. London: Belhaven Press.
Hall, C. M. (2003). Introduction to tourism: dimensions and issues (4th edn). Frenchs Forest:
Hospitality Press.
Hamilton, J. A., Crompton, J. L., & More, T. A. (1991). Identifying the dimension of service
quality in a park context. Journal of Environment Management, 32, 211-220.

Page 388

Hammitt, W. E., Bixler, R. D., & Noe, F. P. (1996). Going beyond importance-performance
analysis to analyse the observance-influence of park impacts. Journal of Parks and
Recreation Management, 14(1), 45-62.
Hankinson, G. (2004). Relational network brands: Towards a conceptual model of place
brands. Vacation Marketing, 10(2), 109-121.
Harris, C. C., Driver, B. L., & Bergesen, E. P. (1985). Do choices of sport fisheries reflect
angler preferences for site attractions? In G. H. Stankey & S. F. McCool (Eds.),
Proceedings of the Symposium on Recreational Choice Behaviour (Vol. Intermountain
Research Station Technical Report INT 184, pp. 46-53). Ogden UT: USDA Forest
Service.
Harris, R., & Howard, J. (1996). Dictionary of travel, tourism and hospitality terms.
Melbourne: Hospitality Press.
Hawes, D. K., Taylor, D. T., & Hampe, G. D. (1991). Destination Marketing by States.
Journal of Travel Research, 30 (Summer), 11-17.
Hayes, B. E. (1998) 2nd Edition. Measuring customer satisfaction: survey design, use and
statistical analysis methods. Milwaukee, WI: ASQ Quality Press.
Heimtun, B. (1997). Norway’s image among German tourists. Retrieved from
https://www.toi.no/getfile.php/publikasjoner/t%D8i%20rapporter/1997/356-1997/3561997-el.pdf.
Heino, R. (2000). New Sports: What is So Punk about Snowboarding? Journal of Sport and
Social Issues, 24(2), 176-191.
Hennessy, K., Whetton, P., Smith, I., Bathols, J., Hutchinson, M., & Sharples, J. (2003). The
impact of climate change on snow conditions in mainland Australia. CSIRO
Atmospheric Research. Aspendale, Victoria, Australia.
Herbelein, T. A., & Vaske, J. J. (1977). Crowding and visitor conflict in the Bois Brule River.
Madison: University of Wisconsin, Water Resources Center.
Hill, B. J., McDonald, C., & Uysal, M. (1990). Resort motivations for different family life
cycle stages. Visions in Leisure and Business, 8(4), 18-27.
Hill, D. J. (1986). Satisfaction and consumer services. Advances in Consumer Research, 13,
311-315.
Hinch, T. D., & Higham, J. E. S. (2001). Sport Tourism: A framework for research.
International Journal of Tourism Research, 3, 45-58.
Hinch, T. D., & Jackson, E. L. (2000). Leisure Constraints Research: Its Value as a
Framework for Understanding Tourism Seasonability. Current Issues in Tourism,
3(2), 87-106.
Page 389

Hogan, J. E., & Lemon, K. N. (2003). What is the true value of a lost customer? Journal of
Service Research, (3), 196-208.
Holbrook, M., & Schindler, R. (1996). Market segmentation based on age and attitude toward
the past: Concepts, methods, and findings concerning nostalgic influences on customer
tastes. Journal of Business Research, 37(1), 27-39.
Hollenhorst, S., Olsen, D., & Fortney, R. (1992). Use of importance-performance analysis to
evaluate state park cabins: The case of the West Virginia state park system. Journal of
Park and Recreation Administration, 10(1), 1-11.
Horn, J. L. (1965). A rationale and test for the number of factors in factor analysis.
Psychometrika, 30, 179-185.
Howard, J. (1999). How do scuba diving operators ion Vanuatu attempt to minimise their
impact on the environment? Pacific Tourism Review, 3(1), 61-69.
Howat, G., Absher, J. D., Crilley, G., & Milne, I. (1996). Measuring customer service quality
in sports and leisure centres. Managing Leisure, 1, 77-89.
Hoyle, R. H. (1995). Structural equation modelling: concepts, issues, and applications. CA:
SAGE Publications, Inc.
Hsu, C. H. C. (2000). Determinants of mature travellers' motorcoach tour satisfaction and
brand loyalty. Journal of Hospitality & Tourism Research, 24, 223-238.
Hu, L. T., Bentler, P. M., & Kano, Y. (1992). Can tests statistic in covariance structure
analysis be trusted. Psychological Bulletin, 112, 351-362.
Huan, T. C., & Beaman, J. (2005). Importance-performance analysis: The need to bridge
solitudes for its effective use. Paper presented at the 11th Canadian Congress on
Leisure Research. Retrieved from lin.ca/Uploads/cclr11/CCLR11-62.pdf.
Huan and Beamon (2007), Executive learning exercise and trainer's notes for importanceperformance analysis (IPA): Confronting validity issues. International Journal of
Culture Tourism and Hospitality Research, 1(4), 315-327
Huan, T.-C., Beaman, J., & Shelby, L. (2002). Using action grids in tourism management.
Tourism Management 23(2002), 256-264.
Huang, S., & Hsu, C. H. C. (2009). Effects of Travel Motivation, Past Experience, Perceived
Constraint, and Attitude on Revisit Intention. Journal of Travel Research, 48(29), 3043.
Hubbard, R., & Allen, S. J. (1987). An empirical comparison of alternative methods for
principal component extraction. Journal of Business Resources, 15, 173-190.
Hudson, S. (1998). There's no business like snow business! Marketing skiing into the 21st
century. Journal of Vacation Marketing, 4(4), 393-407.
Page 390

Hudson, S. (2000). The Segmentation of Potential Tourists: Constraint Differences between
Men and Women. Journal of Travel Research, 38(4), 363-368.
Hudson, S., & Ritchie, J. R. B. (2002). Understanding the domestic market using cluster
analysis: A case study of the marketing efforts of Travel Alberta. Vacation Marketing,
8(3), 263-276.
Hudson, S., & Shephard, G. W. H. (1998). Measuring Service Quality at tourist Destinations:
An application of Importance-Performance Analysis to an Alpine resort. Journal of
Travel and Tourism Marketing, 7(3), 61-77.
Hughes, K. (1991). Tourist Satisfaction: A Guided Cultural tour in North Queensland.
Australian Psychologist, 26(3), 166-171.
Hui, T. K., & Wan, T. W. D. (2003). Singapore’s image as a tourist destination. International
Journal of Tourism Research, 5, 305-303.
Hwang, Y., Gretzel, U., Xiang, Z., & Fesenmaier, D. R. (2006). Travel destination choice
models. In D. R. Fesenmaier, Wober, K.W., Werthner, H. (Ed.), Destination
recommendation Systems: Behavioural Foundations and Applications (pp. 17-19).
UK: CABI.
Iacobucci, D., & Ostrom, A. (1993). Gender differences in the impact of core and rational
aspects of services in the evaluation of service encounters. Journal of Consumer
Psychology, 2(3), 257-286.
Institute, T. M. (2007). Submission of evidence to the Culture Media and Sport Select
Committee Inquiry Tourism Investigation.
From http://www.tmi.org.uk/documents/cmtourismsubmissionmarch2007.doc.
Ismert, M., & Petrick, J. F. (2004). Indicators and Standards of Quality Related to Seasonal
Employment in the Ski Industry. Journal of Travel Research, 43(1), 46-56.
Iso-Ahola, S. E. (1982). Towards a Social Psychological Theory of Tourism Motivation: A
Rejoinder. Annals of Tourism Research, 9(2), 256-262.
Iwasaki, Y., & Havitz, M. E. (2004). Examining relationships between leisure involvement,
psychological commitment and loyalty to a recreation agency. Journal of Leisure
Research, 36.
Jackson, E. L. (1991). Leisure Constraints/Constrained Leisure. Leisure Sciences, 13, 273278.
Jackson, E. L. (1994). Geographical aspects of constraints on leisure and recreation. The
Canadian Geographer, 38(2), 110121.
Jacobsen, J. K. R., Denstadli, J. M., & Rideng, A. (2009). Skiers' sense of snow: Tourist skills
and winter holiday attribute preferences. Tourism Analysis, 13, 605-614.
Page 391

Jafari, J. (Ed.). (2000). Encyclopaedia of tourism. London: Routledge.
Jago, L., Chalip, L., Brown, G., Mules, T., & Ali, S. (2003). Building events into destination
branding: Insights from experts. Event Management, 8, 3-14.
Jang, S., & Feng, R. (2007). Temporal destination revisit intention. The effects of novelty
seeking and satisfaction. Tourism Management, 28(2), 580-590.
Jennings, G. (2001). Tourism Research. Milton: John Wiley and Sons Australia Limited.
Jensen, O., & Korneliussen, T. (2002). Discriminating perceptions of a peripheral "Nordic
Destination" among European Tourists. Tourism and Hospitality Research, 3(4), 319330.
Jick, T. D. (1979). Mixing qualitative and quantitative methods: Triangulation in action.
Administrative Science Quarterly, 24, 602-611.
Johnson, R. B., & Onwuegbuzie, A. J. (2004). Mixed methods research: A research paradigm
whose time has come. Educational Researcher, 33(7), 14-26.
Joppe, M., Martin, D. W., & Waalen, J. (2001). Toronto's image as a destination: A
comparative importance-satisfaction analysis by origin of visitors. Travel Research,
39(3), 252-260.
Josiam, B. M., Smeaton, G., & Clements, C. J. (1999). Involvement: Travel motivation and
destination selection. Journal of Vacation Marketing, 5(2), 167-175.
Joseph, M., Allbright, D., Stone, G., Sekhon, Y., & Tinson, J. (2005). IPA and US Bank:
Customer perceptions of service delivery technologies. International Journal of
Financial Service Management, 1(1), 66-88.
Jurowski, C., Cumbow, M., & Uyrsal, M. (1996). The effects of instrumental and expressive
factors on overall satisfaction in a park environment. Journal of Environmental
Systems, 24(1), 47-67.
Kashyap, R. B., David. C. (2000). A structural analysis of value, quality and price perceptions
of business and leisure travellers. Journal of Travel Research, 39, 45-51.
Kassim, N. M. (2001). Determinants of customer satisfaction and retention in the cellular
phone market of Malaysia. Southern Cross University, Lisbon.
Kay, T., & Jackson, G. (1991). Leisure despite constraints: The Impact of Leisure Constraint
on Leisure Participation. Leisure Research, 23, 301-313.
Kinnear, T. C., & Taylor, J. R. (1993). Australian marketing research. Sydney: McGraw-Hill.
Kitcharoen, K. (2004). The importance-performance analysis of service quality in
administrative departments of private universities in Thailand. ABAC Journal,
September-December, 20-46.

Page 392

Klenosky, D., Gengler, C. E., & Mulvey, M. S. (1993). Understanding the Factors affecting
Ski Destination Choice: A Means End Analytic Approach. Leisure Research, 25(4),
362-379.
Klenosky, D. V. (2002). The "Pull" of Tourism Destinations: A Means-End Investigation.
Journal of Travel Research, 40(4), 385-395.
Klenosky, D. V., Frauman, E., Norman, W. C., & Gengler, C. E. (1998). Nature based
tourists: Use of interpretive services: A Means-End Investigation. Tourism Studies,
9(2), 26-36.
Klenosky, D. V., & Gitelson, R. E. (1998). Travel Agents Destination Recommendations.
Annals of Tourism Research, 25(3), 661-674.
Kline, R. B. (1998). Principles and practice of structural equation modelling. New York:
Guilford Press.
Koc, E. (2008). The Role of Family Members in the Family Holiday Purchase DecisionMaking Process. International Journal of Hospitality & Tourism Administration, 5(2),
85-102.
Kolt, G., Driver, R., & Giles, L. (2004). Why older Australians participate in exercise and
sport. Journal of Aging and Physical Activity, 12(2), 185-198.
Kordupleski, E. R., Rust, R. T., & Zahorik, J. A. (1993). Why improving quality does not
improve quality (of whatever happened to marketing. California Management Review,
Spring, 82-95.
Kotler, P. (1986). Principles of Marketing. 3d ed. Englewood Cliffs, NJ.: Prentice Hall.
Kotler, P., Bowen, J., & Mankens, J. (1996). Marketing for Hospitality and tourism. Upper
Saddle River, N.J: Prentice-Hall.
Kottke, M. (1990). Growth trends: Going both ways at once. Ski Area Management, 29(1),
13-17.
Kouthouris, C. (2009a). An Examination of the Relationships between Motivation,
Involvement and Intention to continuing Participation among Recreational Skiers.
International Journal of Sport Management, Recreation & Tourism, 4, 1-19.
Kouthouris, C. (2009b). Investigating demographic and attitude characteristics of recreational
skiers: An application of behavioural segmentation. International Journal of Sport
Management Recreation & Tourism, 4, 1-19.
Kozac, M. (2001). Comparative Assessment of Tourist Satisfaction with Destinations across
two Nationalities. Tourism Management, 22, 391-401.
Kozak, M. (2010). Holiday taking decisions – The role of spouses. Elsevier Tourism
Management, 31, 489-494.
Page 393

Kruger, M., Saayman, M., & Ellis, S. (2010). Does loyalty pay? First-time versus repeat
visitors at a national arts festival. Southern African Business Review, 14(1), 79-104.
Krump, E. E., & McLaughlin, W. J. (1982). A Model of recreationsists decision making
process. Forest & River Recreation: Research Update. Univ. of Minn. Agr. Expn. Stn.
Misc. Pub., 18, 94-99.
Kumar, V. (2004). Customer Lifetime Value: John Wiley & Sons, Inc.
Kumar, V., Askoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmans, S. (2010).
Undervalued or Overvalued Customers: Capturing Total Customer Engagement
Value. Journal of Service Research, 13(3), 297-310.
Landauer, M., Pröbstl, U., & Haider, W. (2011). Managing cross-country skiing destinations
under the conditions of climate change – Scenarios for destinations in Austria and
Finland. Tourism Management, 33(4), 741-751.
Lane, M. (2007). The Visitor Journey: the new road to success. International Journal of
Contemporary Hospitality Management, 19(3), 248-254.
Lau, A. L. S., & McKercher, B. (2004). Exploration Versus Acquisition: A Comparison of
First-Time and Repeat Visitors. Journal of Travel Research, 42(3), 279-285.
Lazersfeld, P. F. (1935). The art of asking why? National Marketing Review, 1(1), 5-8.
Lee, C., Lee, B., & Lee, Y. (2005). Korea’s destination image formed by the 2002 World
Cup. Annals of Tourism Research, 32(4), 839-858.
Lehto, X. Y., O'Leary, J. T., & Morrison, A. M. (2002). Do psychographics influence
destination choice? A comparison of British travellers to North America, Asia and
Oceania. Vacation Marketing, 8(109), 109-125.
Lehto, X. Y., O'Leary, J. T., & Morrison, A. M. (2004). The effect of prior experience on
vacation behaviour. Annals of Tourism Research, 31(4), 801-818.
Li, X., & Petrick, J. F. (2008). Examining the antecedents of brand loyalty from an investment
model perspective. Journal of Travel Research, 47, 25-34.
Lieber, S., & Fesenmaier, D. R. (1985). Physical and social conditions affecting recreation
site preferences. Environment and Planning, 17, 1613-1625.
Lindner, K. J., & Kerr, J. (201). Predictability of sport participation motivation from
metamotivational

dominances

and

orientations.

Personality

and

Individual

Differences, 30(5), 759 - 773.
Loker, L. E., & Perdue, R. R. (1992). A Benefit-Based Segmentation of a Non-resident
Summer Travel Market. Journal of Travel Research, 31(Summer), 30-35.
Longhurst, K., & Spink, K. S. (1987). Participation motivation of Australian children
involved in organized sport. Canadian Journal of Sports Science, 12(1), 24-30.
Page 394

Luck, D. J., & Rubin, R. S. (1987). Marketing Research (7th edn ed.). New Jersey: PrenticeHall International.
MacKay, K. J., & Crompton, J. L. (1988). A conceptual model of consumer evaluation of
recreation service quality. Leisure Studies, 7, 41-49.
MacKay, K. J., & Crompton, J. L. (1990). Measuring the quality of recreation services.
Journal of Park and Recreation Administration, 8(3), 47-56.
Mackellar, J. (2006). Fanatics, fans or just good fun? Travel behaviours and motivations of
the fanatic. Journal of Vacation Marketing, 12(3), 195-217.
Magel, S., & Levenburg, N. M. (2005). Using IPA to evaluate e-business strategies among
small businesses. Paper presented at the International Conference on System Sciences.
Major, B. (2005). The ski chalet party: An under-researched and highly successful industry
sector. Journal of Vacation Marketing, 11(1), 59-70.
Mansfield, Y. (1992). From motivation to actual travel. Annals of Tourism Research, 19, 399499.
Martilla, J. A., & James, J. C. (1977). Importance Performance Analysis. Journal of
Marketing, 2(1), 77-79.
Martin, D. W. (1995). An Importance/Performance Analysis of Service Providers. Perception
of Quality Service in the Hotel Industry, 3(1), 5-17.
Masmanidis, T., Vassiliadis, C., & Mylonakis, J. (2006). Evaluation of Ski Center Services in
Greece based on the Multi-attribute Measurement Model of Attitudes. Journal of
Social Sciences 2 (3): 81-84.
Mattila, A. S. (1999). An Analysis of Means-End Hierarchies in Cross-Cultural Context.
Journal of Hospitality Marketing & Management, 6(2), 19-28.
Matzler, K., Bailom, F., Hinterhuber, H., Renzl, B., & Pichler, J. (2004). The asymmetric
relationship between attribute level performance and overall customer satisfaction: A
reconsideration of the importance-performance analysis. Industrial Marketing
Management, 33(4), 271-277.
Matzler, K., Fuller, J., Renzl, B., Herting, S., & Spath, S. (2008). Customer Satisfaction with
Alpine Ski Areas: The Moderating Effects of Personal, Situational, and Product
Factors. Journal of Travel Research, 46, 403-413.
Matzler, K., & Pechlaner, H. (2001). Guest Satisfaction Barometer and Benchmarking.
Journal of Quality Assurance in Hospitality & Tourism, 2(3), 25-47.
Matzler, K., & Sauerwein, E. (2002). The factor structure of customer satisfaction. An
empirical test of the importance grid and the penalty-reward-contrast analysis.
International Journal of Service Industry Management, 13(4), 314-332.
Page 395

Matzler, K., Sauerwein, E., & Heischmidt, K. A. (2003). 'Importance-performance analysis
revisited: the role of the factor structure of customer satisfaction'. The Service
Industries Journal, 23(2), 112-129.
Maxwell, J. A., & Loomis, D. M. (2003). Mixed methods design: An alternative approach. In
A. T. C. T. (Eds.) (Ed.), Handbook of Mixed Methods in Social And Behavioural
Research (pp. 241-271). Thousands Oaks, CA: Sage.
Mazanec, J. A., Wober, K., & Zins, A. H. (2007). Tourism Destination Competitiveness:
From Definition to Explanation? Journal of Travel Research, 46(1), 86-95.
Mcintosh, R. W., & Goeldner, C. R. (1984). Tourism principles, practices, philosophies.
Columbia: Grid Publishing Inc.
McIntryre, N., & Pigram, J. J. (1992). Recreation specialisation re-examined: the case of
vehicle based campers. Leisure Sciences, 14(1), 3-15.
McIntyre, N. (1991). Why do people rock climb. Australian Journal of Leisure and
Recreation, 1(3), 33-42.
McKercher, B., & Wong, D. Y. Y. (2004). Understanding Tourism Behaviour: Examining the
Combined Effects of Prior Visitation History and Destination Status. Journal of Travel
Research, 43(2), 171-179.
McQueen, J., & Miller, K. E. (1985). Target Market Selection of Tourists: A Comparison of
Approaches. Journal of Travel Research, 24(1), 2-6.
Mehmetoglu, M. (2004). Quantitative or Qualitative? A Content Analysis of Nordic Research
in Tourism and Hospitality. Scandinavian Journal of Hospitality and Tourism, 4(3),
176-190.
Meng, F., Tepanon, Y., & Uysal, M. (2008). Measuring Tourist Satisfaction by Attribute and
Motivation: The Case of a Nature Based resort. Journal of Vacation Marketing, 14(1),
41-56.
Mercer, D. (1994). Monitoring of the spectator society: An overview of research and policy
issues. Melbourne: Harper Marriot and Associates.
Michael, B. (2011). NSAA President’s Press Release on National Ski Areas Association
(NSAA) Paper presented at the NSAA Annual Conference.
Millan, A., & Estaban, A. (2007). Development of a multiple item scale for measuring
customer satisfaction in travel agencies services. Journal of Tourism Management,
25(5), 553-546.
Mills, A. S., Couturier, H., & Snepenger, D. J. (1978). Market Structure and Product Quality
in a Maturing Consumer Product Industry: The Ski Industry in the United States,
1970-1975. Journal of Travel Research, 17(2):32.
Page 396

Mills, A. S., Couturier, H., & Snepenger, D. J. (1986). Segmenting Texas snow Skiers.
Journal of Travel Research, 25(2), 19-23.
Mintel. (1996). Skiing: Leisure Intelligence. London: Mintel International Group. June. 1-35.
Mittal, V., & Kamakura, W. A. (2001). Satisfaction, Repurchase Intent, and Repurchase
Behaviour: Investigating the Moderating Effect of Customer Characteristics. Journal
of Marketing Research, 38(1), 131-142.
Mittal, V., Kumar, P., & Tsiros, M. (1999). Attribute level performance, satisfaction and
behavioural intentions over time. Journal of Marketing, 63(April), 88-101.
Mittal, V., Ross, W. T., & Baldasare, P. M. (1998). The Asymmetric Impact of Negative and
Positive Attribute Level Performance on Overall Satisfaction and Repurchase
Intentions. Journal of Marketing, 62(January), 33-47.
Miyake, D., & Norman, D. (1979). To ask a question, one must know enough to know what is
not known. Journal of Verbal Learning and Verbal Behaviour, 18, 357-634.
Moeltner, K., & Englin, J. (2004). Choice Behaviour under Time-Variant Quality: state
dependence versus "play it by ear" in selecting ski resorts. Journal of Business and
Economic Statistics, 22(2), 214-224.
Moore, W. L. (1980). Levels of aggregation in conjoint analysis: an empirical comparison.
Journal of Marketing Research, 17(November), 516-523.
Morais, D. B., Dorsch, M. J., & Backman, S. J. (2004). Can tourism providers buy their
customers' loyalty? Examining the influence of customer-provider investments in
loyalty. Journal of Travel Research, 42, 235-243.
Morgan, N., Pritchard, A., & Piggott, R. (2002). New Zealand, 100% Pure: The creation of a
powerful niche destination brand. Brand Management, 9(4/5), 335-354.
Morrison, D. F. (1990). Multivariate Statistical Methods. New York: McGraw-Hill.
Moscardo, G., Morrison, A. M., Pearce, P., Lang, C., & O'Leary, J. T. (1996). Understanding
vacational destination choice through travel motivation and activities. Vacation
Marketing, 2(2), 109-122.
Moschis, G. (1984). Marketing to older adults: an updated overview of present knowledge
and practice. Journal of Consumer Marketing, 20(6), 516-525.
Mottiar, Z., & Quinn, D. (2004). Couple dynamics in household tourism decision making:
Women as the gatekeepers? Journal of Vacation Marketing, 10(2), 2004.
Motulsky, H. (1995). Intuitive Biostatistics: Oxford University Press.
Mules, T. (2005). Economic impacts of national park tourism on gateway communities: the
case of Kosciuszko National Park. Tourism Economics, 11(2), 247–259.

Page 397

Mules, T., Stoeckl, N., & Cegielski, M. (2005). Economic Value of Tourism in the Australian
Alps [Electronic Version], 1-50 from
http://www.crctourism.com.au/wms/upload/images/Disc%20of%20images%20and%2
0PDFs/for%20bookshop/Documents/Mules41007_valueTourismAusAlps.pdf.
Murphy, E. P., & Murphy, A. E. (2005). Strategic management for tourism destinationsbridging the gap. Clevedon: Channel View Publications.
Nahab, S. (1975). Tourism management. London: Tourism International Press.
National Institute of Economic and Industry Research, (NIEIR). (2006). The Economic
Significance of the Australian Alpine Resorts: Alpine Resorts Co-ordinating Council.
National Institute of Economic and Industry Research, (NIEIR). (2012). The Economic
Significance of the Australian Alpine Resorts Winter Season 2011. Retrieved from
http://www.siaaustralia.com.au/_uploads/res/9_238.pdf.
Neal, J. D., & Gursoy, D. (2008). A Multifaceted Analysis of Tourism Satisfaction. Journal of
Travel Research, 47(1), 53-62.
Neal, J. D., Sirgy, M. J., & Uysal, M. (1999). The Role of Satisfaction with Leisure
Travel/Tourism Services and Experience in Satisfaction with Leisure Life and Overall
Life. Journal of Business Research, 44(3), 153-163.
Neal, J. D., Uysal, M., & Sirgy, M. J. (2007). The Effect of Tourism Services on Travellers'
Quality of Life. Journal of Travel Research, 46(2), 154-163.
Needham, M. D., & Rollins, R. B. (2005). Interest group standards for recreation and tourism
impacts at ski areas in summer. Tourism Management, 26(1), 1-13.
Niekerk, van M. & Coetzee, W. J. L. (2011). Utilizing the VICE Model for the Sustainable
Development of the Innibos Arts Festival, Hospitality, Marketing and Management,
20, 347-365.
Norman, R. (1998). Service management: Strategy and leadership in the service business.
NY: Wiley and Sons.
NSAA. (2003). Model for Growth: Implementing the Model: A Blueprint for growth. Paper
presented at the 2003 NSAA National Convention and Trade Show.
NSAA. (2012). 2011-12 Kottke End of Season Survey retrieved from http://www.nsaa.org.
Nunkoo, R., & Ramkissoon, H. (2009). Applying the means-end chain theory and the
laddering technique to the study of host attitudes to tourism. Journal of Sustainable
Tourism, 17(3), 337-355.
Oh, H. (2001). Revisiting Importance -performance analysis. Tourism Management, 22, 617627.

Page 398

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction
decisions. Journal of Marketing Research, 17(460-69).
Oliver, R. L. (1981). Measurement and evaluation of satisfaction processes in retail settings.
Journal of Retailing, 57(3), 25-48.
Oliver, R. L. (1993). Cognitive, Affective and Attribute Bases of the Satisfaction Response.
Journal of Consumer Research, 20(December), 418-430.
Oliver, R. L. (1997). Satisfaction: A behavioural perspective on the consumer. Singapore:
McGraw-Hill Companies.
Oliver, R. L. (1999). Whence consumer loyalty. Journal of Marketing, 65(3), 33-44.
Oliver, R. L., & DeSarbo, W. S. (1988). Response determinants in satisfaction judgements.
Journal of Consumer Research, 14, 495-507.
Oliver, R. L., Rust, R. T., & Varki, S. (1998). Real-time marketing. Marketing Management,
7(Fall), 28-37.
Olson, J. C. (1988). Theoretical foundations of means-end chains (No. 174). College of
Business Administration, Pennsylvania State University.
Oppermann, M. (1997). First time and repeat visitors to New Zealand. Tourism Management,
18(3), 177-181.
Oppermann, M. (1998). Destination Threshold Potential and the Law of Repeat Visitation.
Journal of Travel Research, 37(2), 131-137.
Oppermann, M. (1999). Predicting destination choice: A discussion of destination loyalty.
Journal of Vacation Marketing, 5, 51-65.
Oppermann, M. (2000). Tourism Destination Loyalty. Journal of Travel Research, 39(1), 7884.
Ormiston, D., Gilbert, A., & Manning, R. E. (1998). Indicators and Standards of Quality for
Ski Resort Management. Journal of Travel Research, 36(3), 35-41.
Packer, J. (1998). Everything you wanted to know about ski and snowboard tourists but were
too afraid to ask. Journal of Vacation Marketing 4(2), 186-192.
Pallant, J. (2011). SPSS Survival Manual. Crows Nest, NSW, Australia: Allen and Unwin.
Pan, B. (2010). Online Travel Surveys and Response Patterns. Journal of Travel Research,
49(1), 121-135.
Parasuraman, A. (1991). Marketing Research (2nd ed.). Massachusetts: Addison Wesley.
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service
quality and its implications for further research. Journal of Marketing, 49, 41-50.

Page 399

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple item scale
for measuring consumer perceptions of service quality. Journal of Retailing, 64, 1240.
Park, W., & Lessig, V. (1981). Familiarity and its impact on consumer decision biases and
heuristics. Journal of Consumer Research, 8(2), 223-229.
Patterson, I. (2002). Baby Boomers and Adventure Tourism: The Importance of Marketing
the Leisure Experience. World Leisure Journal, 44(2), 4-10.
Patton, M. Q. (2002). Qualitative Research and Evaluation Methods 3 Edition (3rd ed.).
Thousand Oaks California: Sage Publications, Inc.
Payne, A., Christopher, M., Clark, M., & Peck, H. (1995). Relationship Marketing for
Competitive Advantage. Oxford: Butterworth-Heinmann.
Perdue, R. R. (1996). Target Market Selection and Marketing Strategy: The Colorado
Downhill Skiing Industry. Journal of Travel Research, 34(4), 39-46.
Perdue, R. R. (2000). Destination images and consumer confidence in destination attribute
ratings. Tourism Analysis, 5(2/4), 77-81.
Perdue, R. R. (2002). Perishability, Yield Management, and Cross-Product Elasticity: A Case
Study of Deep Discount Season Passes in the Colorado Ski Industry. Journal of Travel
Research, 41(1), 15-22.
Perisher

Blue

Pty

Limited.

(2008).

Resort

Information.

Retrieved

from

http://www.perisherblue.com.au/winter/info/stats.html.
Perisher Blue Marketing Department. (2007). Perisher Blue Marketing Plan 2007. Perisher
Blue Pty. Limited.
Perisher

Blue

Pty

Limited.

(2011).

History

of

Perisher.

from

http://www.perisher.com.au/resort-information/perisher-history.php.
Perisher Blue Pty Limited. (2012). Web site. 2012, from http://www.perisher.com.au/resortinformation/resort-statistics.html.
Perisher Blue Pty Ltd. (2000). Perisher Range Resorts Master Plan. NSW National Parks &
Wildlife Service, 2001.
Peterson, R. A., & Wilson, W. R. (1992). Measuring customer satisfaction: Fact or artefact.
Journal of Academy of Marketing Science, 20(1), 61-71.
Petrick, J. F. (2002). Experience use history as a segmentation tool to examine golf travellers'
satisfaction, perceived value and repurchase intentions. Journal of Vacation
Marketing, 8, 332-342.
Petrick, J. F. (2004). First Timers and Repeaters perceived Value. Journal of Travel Research,
43(1), 29-38.
Page 400

Petrick, J. F., & Backman, S. J. (2002a). An examination of the Construct of Perceived Value
for the Prediction of Golf Travellers' Intention to Revisit. Journal of Travel Research,
41, 38-45.
Petrick, J. F., & Backman, S. J. (2002b). An examination of the determinants of golf
travellers’ satisfaction. Journal of Travel Research, 40(February), 252-258.
Petrick, J. F., Backman, S. J., Bixler, R., & Norman, W. (2001). Analysis of golfer
motivations and constraints by experience use history. Journal of Leisure Research,
35(1), 8-14.
Pickering, C. M., & Castley, B. M. (2009). Skiing less often in a warmer world: Attitudes of
tourists to climate change in an Australian Ski Resort. Geographical Research, 48(2),
137-147.
Pike, S. (2007). Repertory Grid Analysis in Group Settings to Elicit Salient Destination Image
Attributes. Current Issues in Tourism, 10(4), 378-392.
Pitts, R. E., & Woodside, A. G. (1986). Personal Values and Travel decisions. Journal of
Travel Research, Summer, 20-25.
Pizam, A., & Milman, A. (1993). Predicting Satisfaction amongst First Time Visitors to a
Destination by Using the Expectancy Disconfirmation Theory. International Journal
of Hospitality Management, 12(2), 197-209.
Pizam, A., Neumann, Y., & Reichel, A. (1978). Dimensions of Tourist Satisfaction with a
Destination Area. Annals of Tourism Research, 53, 314-322.
Prideaux, B. (2002). Building Visitor Attractions in Peripheral Area – Can Uniqueness
Overcome Isolation to Produce Viability? The International Journal of Tourism
Research, 4, 379-389.
Pullman, M. E., & Thompson, G. M. (2002). Evaluating Capacity- and Demand-Management
Decisions at a Ski Resort. Cornell Hotel and Restaurant Administration Quarterly,
43(6), 25-36.
Reichheld, F. F. (1996). The Loyalty Effects: The hidden force behind growth, profits and
lasting value. Boston: Harvard Business School Press.
Reichheld, F. F. (2006). The Ultimate Question: Driving Good Profits and True Growth.
Boston: Harvard Business School Press.
Reichheld, F. F., & Sasser, W. E. (1990). Zero defection: Quality comes to service. Harvard
Business Review, 68(1), 105-111.
Reid, L. J., & Reid, S. D. (1993). Communicating tourism supplier services: Building repeat
visitor relationships. Travel and Tourism Marketing, 2(2/3), 3-20.

Page 401

Reisinger, Y., & Turner, L. (2000). Japanese tourism satisfaction: Gold Coast versus Hawaii.
Journal of Vacation Marketing, 6(4), 299-317.
Richards, G. (1996). Skilled Consumption and UK School Holidays. Tourism Management,
17(1), 25-34.
Richards, G., & Friend, K. (1995). The UK ski holiday market. Journal of Vacation
Marketing, 1(3), 258-264.
Robertson, M. H. B., & Boyle, J. S. (1984). Ethnography: Contributions to nursing research.
Journal of Advanced Nursing, 9, 43-49.
Robinson, T., & Gammon, S. (2004). A question of primary and secondary motives: revisiting
and applying the sport tourism framework. Journal of Sport & Tourism, 9(3), 221-233.
Rosen, D. E., & Greenlee, T. B. (2001). 'Means-End Theory: Getting the Service Customer's
Attention'. Journal of Marketing for Higher Education, 10(4), 13-33.
Roy Morgan Online Research. (2012). Holiday Snow Skier and Snowboarder Profile. From
http://www.roymorganonlinestore.com/Browse/Australia/Travel-andTourism/Holiday-Activities/Holiday-Snow-Skier-and-Snowboarder-Profile.aspx
Rudd, A., & Johnson, R. B. (2010). A call for more mixed methods in sport management
research. Sport Management Review, 13, 14-24.
Rummel, R. J. (1970). Applied Factor Analysis. Evanston: Northwestern University Press.
Rusbult, C. E. (1980). Commitment and Satisfaction in Romantic Associations: A Test of the
Investment Model. Journal of Experimental Social Psychology, 16(172-186).
Rust, R. T., & Zahornik, A. J. (1993). Customer satisfaction, customer retention and market
share. Journal of Retailing, 69(2), 193-215.
Ryan, C. (1999). From the psychometrics of SERVQUAL to sex – measurements of tourist
satisfaction. Consumer behaviour in travel and tourism, 267-286.
Ryan, C., & Cessford, G. (2003). Developing a visitor satisfaction monitoring methodology:
Quality Gaps, crowding and some results. Current Issues in Tourism, 6(6), 457-507.
Ryan, C., & Sterling, L. (2001). Visitors to Litchfield National Park, Australia: A typology
based on behaviours. Journal of Sustainable Tourism 9(1), 61-75.
Saad, G., & Gill, T. (2000). Applications of Evolutionary Psychology in Marketing.
Psychology and Marketing, 17(12), 105-1034.
Saleh, F., & Ryan, C. (1991). Analysing service quality in the hospitality industry using the
SERVQUAL model. The Services Industries Journal, 11(3), 324-343.
Sampson, S. E., & Showalter, M. J. (1999). The performance importance response function:
Observation and implications. The Services Industry Journal, 19(3), 1-25.

Page 402

Santos, J. L. (1983). La decisio´ n de compra del turista-consumidor. Estudios Turı´sticos, 79,
39-53.
Saunders, M., Lewis, P., & Thornhill, A. (2000). Research methods for business students (2nd
ed.). London: Pitman Publishing.
Schreyer, Richard; Beaulieu, Jean T (1986). Attribute preferences for wild land recreation
settings, Journal of Leisure Research, Vol 18(4), 1986, 231-247.
Schreyer, R., Lime, D., & Williams, D. R. (1984). Characterising the influence of past
experience on recreational behaviour. Journal of Leisure Research, 16(1), 34-50.
Sekaran, U. (2000). Research method for business: A skill building approach: New York.
John Wiley and Sons, Inc.
Serenko, A., & Stach, A. (2009). The impact of expectation disconfirmation on customer
loyalty and recommendation behaviour: Investigating online travel and tourism
services. Journal of Information Technology Management, 10(3), 26-41.
Sethna, B. N. (1982). Extensions and testing of Importance-Performance Analysis. Business
Economics, 20, 28-31.
Sharpe, D. (2012). First Time Skier Retention in the Chinese Ski Industry: Unpublished.
Prepared for The Seer Resort Company. Whistler, Canada.
Shaw, N. C., Delone, W. H., & Niederman, F. (2002). Sources of dissatisfaction in end user
support: An Empirical Study. Data Base for Advances in Information Systems, 33(2),
41-56.
Shelby, B., & Shindler, B. (1992). Interest Group Standards for Ecological Impacts at
Wilderness Campsites. Leisure Sciences, 14, 17-27.
Shelby, B., Vaske, J. J., & Heberlein, T. A. (1989). Comparative analysis of crowding in
multiple locations: Results from fifteen years of research. Leisure Sciences, 11(4),
269-291.
Shoemaker, S., & Lewis, R. C. (1999). Customer Loyalty: The future of hospitality
marketing. International Journal of Hospitality Management, 18, 345-370.
Simon, H. (1957). Models of man: Social and Rational; Mathematical Essays on Rational
Human Behaviour in a Social setting. New York: Wiley.
Sirakaya, E., & Woodside, A. G. (2005). Building and testing theories of decision making by
travellers. Tourism Management, 26, 815-832.
Siu, T. L. T., Pik, J. H. T., Chandron, K. N., Newcombe, R. L., & Fuller, J. (2004). Snow
sports related head and spinal injuries: an eight-year survey from the neurotrauma
centre for the Snowy Mountains, Australia. Journal of Clinical Neuroscience, 11(3),
236-242.
Page 403

Sivadas, E., & Baker-Prewitt, J. L. (2000). An examination of the relationship between
service quality, customer satisfaction and store loyalty. International Journal of Retail
and Distribution Management, 28(2), 72-82.
Skok, W., Kophamel, A., & Richardson, I. (2001). Diagnosing information systems success:
Importance performance maps in the health club industry. Information and
Management, 38(7), 409-419.
Smith, J. K., & Heshusius, L. (1986). Closing down the conversation: The end of the
quantitative-qualitative debate among educational inquirers. Educational Researcher,
15, 4-12.
Snowsports Industries America. (2012). 2012 Snow Sports Participation. Washington: Snow
Sports Industries America 8377-B Greensboro Drive, McLean, VA 22102
Washington, DC Metro-Area.
Snowy Hydro Limited. (2011). Snow Depths Calculator. Retrieved January 17, 2011, from
http://www.snowyhydro.com.au/snowDepth.asp?pageID=46&parentID=6&mode=sub
mitted
Spreng, R. A., Mackenzie, S. B., & Olshavsky, R. W. (1996). A re-examination of the
determinants of Consumer Satisfaction. Journal of Marketing, 60, 15-32.
Spreng, R. A., & Olshavsky, R. W. (1993). A desires congruence model of consumer
satisfaction. Journal of Academy of Marketing Science, 21(3), 169-177.
Steidl, P. (2010). Snow Australia 2010 - 2013 Strategy. Melbourne: Mindshare.
Stewart, S. I., & Vogt, C. A. (1997). Multi-dimensional trip patterns. Annals of Tourism
Research, 24(2), 458-461.
Stokowski, P. A. (1993). Undesirable Lag Effects in Tourist Destination Development: A
Colorado Case Study. Journal of Travel Research, 32(2), 35-41.
Stynes, D. J., & Mahoney, E. M. (1980). Michigan Downhill Ski Marketing Study:
Segmenting Active Skiers. . Journal of Travel Research, 19(1).
Stynes, D. J., Mahoney, E. M., & Spotts, D. M. (1980). Michigan Downhill Ski Marketing
Study: A Comparison of Active, Inactive, Dropout and Potential Skier Market
Segments. Journal of Travel Research, 19(1).
The Sydney Morning Herald (1900) (NSW: 1842 -1954). In The Sydney Morning Herald
(Ed.): National Library of Australia. http://catalogue.nla.gov.au
Swan, J. E., & Combs, L. (1976). Product, performance and consumer satisfaction. Journal of
Marketing Research, 40(April), 25-33.
Swarbrooke, J. (1999). The Development and Management of Visitor Attractions. Oxford:
Linacre House.
Page 404

Swarbrooke, J., Beard, C., Leckie, S., & Pomfret, G. (2003). Adventure tourism - the new
frontier. Sydney: Butterworth-Heinmann.
Tabachnik, B. G., & Fidell, L. S. (2006). Using Multivariate Statistics 5th Edition. Boston:
Pearson/Allyn Bacon.
Tabachnick, B. G., Fidell, L. S., & Osterlind, S. J. (2001). Using Multivariate Statistics 4th
Edition. Needham Heights, Mass. Allyn and Bacon.
Tafesse, W., Korneliussen, T., & Skallerud, K. (2010). Importance Performance Analysis as a
Trade Show Performance Evaluation and Benchmarking Tool. Journal of Convention
& Event Tourism, 11(4), 314-328.
Tasci, A. D. A., & Kozac, M. (2006). Destination brands vs. destination images: Do we know
what we mean? Vacation Marketing, 12(299), 299-317.
Tashakkori, A., & Teddlie, C. (1998). Mixed methodology: Combining qualitative and
quantitative approaches. Thousand Oaks, CA: Sage.
The Finnish Ski Area Association. (2011). Finnish Ski Area Statistics. Vuorimiehenkatu: The
Finnish Ski Area Association.
The University of Texas at Austin. (2011). Response rates. Retrieved 20/05/2012, from
http://www.utexas.edu/academic/ctl/assessment/iar/teaching/gather/method/surveyResponse.php.
Thurstone, L. L. (1947). Multiple Factor Analysis. Chicago: University of Chicago Press.
Tian-Cole, S., & Crompton, J. L. (2003). Conceptualisation of the relationships between
service quality and visitor satisfaction and their links to destination selection. Leisure
Studies, 22(1), 65-80.
Ticehurst, G. W., & Veal, A. J. (2000). Business Research Methods. A managerial approach.
Frenchs Forest: Longman.
Tonge, J., & Moore, S., A. (2007). Importance-satisfaction analysis for marine-park
hinterlands: A Western Australian Case study. Tourism Management, 28, 768-776.
Tourism

Australia.

(2008).

Local

Government

Area

Profiles.

2008,

from

http://www.tra.australia.com/regional.asp?lang=EN&sub=0159.
Tourism Management Institute, (2007). Submission of evidence to the Culture Media and
Sport

Select

Committee

Inquiry

Tourism

Investigation.

Retrieved

from

http://www.tmi.org.uk/documents/cmtourismsubmissionmarch2007.doc.
Tourism Research Australia. (2011). The Economic Importance of Tourism in Australia's
Regions. Retrieved. from. http://www.siaaustralia.com.au/_uploads/res/9_238.pdf.

Page 405

Trochim, M. K. (2006). Positivism & Post-Positivism. Research Methods Knowledge Base
Retrieved July 2012, 2012, from
http://www.socialresearchmethods.net/kb/positvsm.php.
Tsang, N., Kee-Fu. (2007). Tourists’ Perceptions of Relational Quality Service Attributes: A
Cross-Cultural Study. Journal of Travel Research, 45(3), 355-363.
Tse, D. K., & Wilton, P. C. (1988). Models of consumer satisfaction, formation and
extension. Journal of Marketing Research, 25(2), 205-212.
Tsiotsou, R. (2006). Using visit frequency to segment ski resorts customers. Journal of
Vacation Marketing, 12(1), 15-26.
Turton, S., Dickson, T., Wade, H., Jorgensen, B., Pham, T., Simmons, D. (2010). Developing
an approach for tourism climate change assessment: evidence from four contrasting
Australian case studies. Journal of Sustainable Tourism 18(3), 429-447.
Um, S., & Crompton, J. L. (1990). Attitude determinants in tourism destination choice.
Annals of Tourism Research, 17, 423-428.
Um, S., & Crompton, J. L. (1992a). The roles of image and perceived constraints at different
stages in the Tourists destination Decision Process. Journal of Travel Research, 30(3),
81-101.
Um, S., & Crompton, J. L. (1992b). The roles of perceived inhibitors and facilitators in
pleasure travel destination decisions. Journal of Travel Research (Winter), 18-25.
Unbehaun, W., Pröbstl, U., & Haider, W. (2008). Trends in winter sport tourism: challenges
for the future. Tourism Review, 63(1), 36-47.
Uysal, M., & Hagan, R. (1993). Motivation of Pleasure Travel and Tourism [Electronic
Version]. Encyclopaedia of Hospitality and Tourism, 798-810.
Uysal, M., Howard, G., & Jamrozy, U. (1991). An application of Importance-Performance
Analysis to a ski resort: A case study in North Carolina. Visions in Leisure and
Business, 10(1), 16-25.
Vaske, J. J., Beaman, J., Stanley, R., & Grenier, M. (1996). Importance-performance and
segmentation: Where do we go from here? Journal of Travel and Tourism Marketing,
5, 161-185.
Veal, A. (1997). Research methods in Leisure and Tourism. Great Britain: Pitman Publishing.
Virden, R. J. (1992). Integrating past experience into leisure marketing strategies. Leisure
Information Quarterly, 16(1), 6-8.
Wade, D., J., & Eagles, P., F. (2003). The use of importance-performance analysis and market
segmentation for tourism management in parks and protected areas: An application to
Tanzania's national parks. Journal of Ecotourism, 2(3), 196-212.
Page 406

Walker, D. H. T. (1997). Choosing an appropriate research methodology. Construction
Management and Economics, 15(2), 149-159.
Walkom, R. (1991). Skiing off the roof. Palmerston: Tabletop Press.
Walsh, R. G., & Davitt, G. J. (1983). A Demand Function for Length of Stay on Ski Trips to
Aspen. Journal of Travel Research, 21(4), 23-29.
Watkins, M. W. (2000). Monte Carlo PCA for parallel analysis [computer software]. State
College, PA: Ed & Psych Associates.
Weaver, P. A., Weber, K., & McCleary, K. W. (2007). Destination Evaluation: The Role of
Previous Travel Experience and Trip Characteristics. Journal of Travel Research,
45(3), 333-344.
Weber, K. (1997). The Assessment of Tourist Satisfaction Using the Expectancy
Disconfirmation Theory: A Study of the German Travel Market in Australia. Pacific
Tourism Review, 1(1), 35-45.
Weber, K. (2000). Meeting planners' perceptions of hotel chain practices and benefits: An
importance-performance analysis. Cornell Hotel and Restaurant Administration
Quarterly, 41(4), 32-38.
Weber, M. (1978). Economy and Society: An Outline of Interpretive Sociology (Vol.1. ed.).
Berkeley, CA.: University of California Press.
Weiermair, K., & Fuchs, M. (1999). Measuring Tourist Judgement on Service Quality. Annals
of Tourism Research, 26(4), 1004-1021
West, F. G., Finch, J. F., & Curran, P. J. (1995). Structural equation models with non-normal
variables, in Structural equation modelling: Concept, issues, and applications
[Electronic Version].
Wheeler, K. (2002). Cultural values in relation to equity sensitivity within and across cultures.
Journal of Managerial Psychology, 17(7), 612-627.
Whistler Blackcomb. (2012). Whistler Blackcomb for Families. Retrieved 10-10-12, 2012,
from http://www.whistlerblackcomb.com/events-and-activities/family/index.aspx
Williams, D. R., Schreyer, R., & Knopf, R. C. (1990). The effect of the experience use history
on the multidimensional structure of motivations to participate in leisure activities.
Journal of Leisure Research, 23, 36-54.
Williams, P. W., & Basford, R. (1992). Segmenting downhill skiing's latent demand markets.
American Behavioural Scientist, 36, 222-235.
Williams, P. W., & Dossa, K. B. (1998). Ski Channel Users: A Discriminating Perspective.
Journal of Travel and Tourism Marketing, 7(2), 1-30.

Page 407

Williams, P.W., K.B. Dossa, and J.D. Hunt, (1997). “The influence of weather conditions on
winter resort evaluations by visitors,” Journal of Travel Research, 36(2), 29-36.
Williams, P. W., Gill, A. M., & Chura, N. (2004). Branding mountain destinations: The battle
for peacefulness. Tourism Review, 59(1), 6-15.
Williams, P. W., & Lattey, C. (1994). Skiing Constraints for Women. Journal of Travel
Research, 33(2), 21-25.
Wilson, C. E. (1981). A Procedure for the Analysis of Consumer Decision Making.
Advertising Research, 21(2), 31-36.
Wong, J., & Law, R. (2003). Differences in Shopping Satisfaction Levels. A study of Tourists
in Hong Kong. Tourism Management, 24(4), 401-410.
Wong, T. C. (1999). Marketing Research. Oxford, UK: Butterworth-Heinemann.
Woodside, A. G., & Carr, J. A. (1988). Consumer Decision Making and Competitive
Marketing Strategies: Applications for Tourism Planning. Journal of Travel Research,
26(3), 2-.
Woodside, A. G., & Lysonski, S. (1989). A general model of traveller destination. Travel
Research, 27(4), 8-14.
World Tourism Organisation. (1995). UNWTO technical manual: Collection of Tourism
Expenditure Statistics. Retrieved from
http://statistics.unwto.org/en/publication/collection-tourism-expenditure-statisticstechnical-manual-no-2.
Wright, B. A., Durray, N., & Goodale, T. L. (1992). Assessing perceptions of recreation
centre service quality: An application of recent advancements in service quality
research. Journal of Park and Recreation Administration, 10(3), 33-47.
Yang, C.-C. (2003). Improvement actions based on the customers' satisfaction survey. Total
Quality Management & Business Excellence, 14(8), 919-930.
Yeo, A. Y. C. (2003). Examining a Singapore Bank's competitive superiority using
importance performance analysis. Journal of American Academy of Business, 3(1/2),
155-161.
Yoon, Y., & Yuysal, M. (2005). An Examination of the Effects of Motivation and Satisfaction
on Destination Loyalty: A Structural Model. Tourism Management, 26, 45-56.
Yuan, S., & McDonald, C. (1990). Determinants of International Pleasure Time. Journal of
Travel Research, 24(1), 42-44.
Yuksel, A. (2001). Managing customer satisfaction and retention: A case of tourist
destinations, Turkey. Journal of Vacation Marketing, 7(2), 153-168.

Page 408

Yuksel, A., & Yuksel, F. (2001). Measurement and Management Issues in Customer
Satisfaction Research: Review, Critique and Research Agenda: Part Two. Journal of
Travel & Tourism Marketing, 10(4), 81-111.
Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1988). Communication and control
processes in the delivery of service quality. Journal of Marketing, 52, 35-48.
Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1985). Problems and strategies in service
marketing. Journal of Marketing, 49, 33-46.
Zhang, H. Q., & Chow, I. (2003). Application of importance-performance model in tourguides performance: evidence from mainland Chinese outbound visitors in Hong
Kong. Tourism Management, 25(2004), 81-91.
Zhang, Y., & Wildemuth, B. M. (2006). Unstructured interviews. Barbara M. Wildemuth.
Retrieved from http://hsmi.psu.ac.th/upload/forum/Unstructured_interviews.pdf
Zhou, L. (2005). Destination attributes that attract international tourists to Cape Town.
University of the Western Cape, Western Cape.
Zwick, W. R., & Velicer, W. F. (1986). Comparison of five rules for determining the number
of components to retain. Psychology Bulletin, 99, 432-442.

Page 409

Appendices
Appendix A Annual Snowfalls 1971-2010 ............................................................... 413
Appendix B : Attributes and Themes/Domains Identified in Selected Research ..... 414
Appendix C Selected Domain Names Used In Research. ......................................... 418
Appendix D Example of Data Collected From the Unstructured Interviews ............ 419
Appendix E 2010 Guests Resort Survey ................................................................... 424
Appendix F Attributes Identified in the Unstructured Discussion Groups ............... 439
Appendix G Selected Domain Names Used In Research.......................................... 440
Appendix H Cross Tabulation: Overall (total) satisfaction of your holiday * How
likely are you to recommend this resort to other people as a place to visit ................. 441
Appendix I Contacts For Information On The Project And Independent Complaints
Procedure ................................................................................................................ 444
Appendix J Information Sheet for Survey ................................................................ 445
Appendix K Information Sheet: Group Interviews.................................................... 446
Appendix L Informed Consent Form ........................................................................ 447
Appendix M Perisher Copy of Approval Letter........................................................ 449
Appendix N Perisher Survey Participants Copy of Informed Consent Form ........... 450
Appendix O Committee for Ethics in Human Research ........................................... 451
Appendix P Examples of Histograms of Satisfaction Attributes And QQ Plots ...... 453
Appendix Q Summary Of Personal And Situational Characteristics ........................ 456
Appendix R Selected Importance And Satisfaction Means ...................................... 459
Appendix S Importance PCA .................................................................................... 464
Appendix T Means Plot, Importance Component 1 (Ticketing and Information) and
Ability Levels .............................................................................................................. 470
Appendix U Tukey HSD Importance - Number Of Times On A Snow Holiday And
Component 4 Hire ....................................................................................................... 472
Appendix V Tukey HSD Importance How Many Times On A Snow Holiday And
Après
.............................................................................................................. 473
Appendix W 2 Way ANOVA Snow Conditions And Quality And Type Of Activity
Undertaken And Level Of Ability ............................................................................... 475
Appendix X Cross Tabulation Value Of Ticket And Selected Attributes And
Characteristics ............................................................................................................. 477
Appendix Y Logistic Regression Tables ................................................................... 480
Appendix Z Correlation coefficients for overall satisfaction and intention to revisit;
gender and activity ...................................................................................................... 483
Appendix AA Overall Satisfaction and Type Of Ticket Correlation ......................... 484
Appendix BB Overall Satisfaction and Activity Correlation..................................... 486

Page 411

Appendix CC Overall Satisfaction and Month of Visit Correlation .......................... 488
Appendix DD Overall Satisfaction and Ability Correlation ...................................... 490
Appendix EE Overall satisfaction and How Many Times on a Snow Holiday
Correlation
............................................................................................................. 492
Appendix FF Overall Satisfaction and On-Snow Off-Snow Correlation .................. 494
Appendix GG Overall Satisfaction and Length of Stay Correlation ......................... 495
Appendix HH Overall Satisfaction and Age Correlation .......................................... 497
Appendix II Overall Satisfaction ............................................................................... 499
Appendix JJ ANOVA Overall Satisfaction and Activity (Ski, Snowboard, Snowplay) .
.............................................................................................................. 501
Appendix KK Oneway ANOVA Overall Satisfaction and Ticket Type .................... 503
Appendix LL Oneway ANOVA Overall Satisfaction and Month Of Visit ............... 507
Appendix MM Oneway ANOVA Overall Satisfaction and Level of Ability ........... 510
Appendix NN Oneway ANOVA Overall Satisfaction and Number of Times on a
Snow Holiday ........................................................................................................... 512
Appendix OO Univariate Analysis of Variance by Gender and Main Activity ........ 514
Appendix PP Satisfaction Attributes and Significant Moderators ............................ 517
Appendix QQ T-Tests, One-Way and 2-Way ANOVA............................................ 520
Appendix RR ANOVA –Likelihood of returning to the resort and activity type ...... 521
Appendix SS ANOVA –Likelihood of returning to the resort and ticket type purchased
............................................................................................................. 522
Appendix TT ANOVA –Likelihood of returning to the resort and month of visit .... 524
Appendix UU ANOVA –Likelihood of returning to the resort and Ability Level.... 526
Appendix VV 2-way ANOVA - Gender and Level of Ability (skier/snowboarder) . 528
Appendix WW ANOVA Likely To Revisit And Uncrowded Slopes ....................... 530
Appendix XX Cross Tabulation for Involvement In Decision Making ..................... 531
Appendix YY Correlation between How Likely Are You To Recommend The
Snowsports Resort And Overall Satisfaction .............................................................. 532
Appendix ZZ Independent T Test Likely To Recommend And Gender ................... 533
Appendix AAA How Likely Are You to Recommend This Resort to Other People
as A Place to Visit And Month .................................................................................... 534
Appendix BBB Importance and Satisfaction Mean Scores with Gap Measurement . 535

Page 412

Appendix A Annual Snowfalls 1971-2010

Selected analysis of Australian Snow Depths recorded at Spencers Creek, Australia. Source
Snowy Hydro Pty Ltd. http://www.snowyhydro.com.au
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Appendix B : Attributes and Themes/Domains Identified in Selected Research

Author(s)
Domain/Component
Richards (1995)

Attribute
Snow Quality*
Variety of terrain*
Range of slopes*
Non ski leisure facilities
Prices*
Hudson and
Tourist Information services Knowledgeable staff*
Shephard (1998)
Language ability of staff
Clarity of resort brochures*
Visibility of resort signage*
Readability of signs*
Attitude and personality of employees*
Accommodation
Quality of staff*
Quality of food*
Structure of accommodation
Availability of bath
Hot water
Comfortable bed
Open fire
Safety and security*
Views
Atmosphere
Accessibility i.e. proximity to lifts*
Restaurant and Bars in the
Price and value for money*
resort
Quality of food and drinks
Friendly and efficient service*
Language proficiency of staff
Choice and variety*
English style food
Music and live bands
Ski Shops
Price*
Quality and range of equipment*
Ability to exchange hire equipment
Language proficiency of staff
Service*
No queuing*
Medical services in the resort Accessibility
Friendliness of staff*
Knowledge of insurance problems
Language proficiency
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Shops/Supermarkets

Other Resort Services

Ski Slopes

Ski Slope Services

Characteristics of Other
Skiers

Mountain Restaurants

Price of merchandise
Quality of merchandise*
Variety of shops*
Friendliness of staff*
Language proficiency of staff
Lack of queuing*
Staff knowledge of merchandise
Night clubs*
Sports facilities
Snow clearing
Availability of parking*
Maintenance
Crèche facilities
Coffee bars*
Cinema
Variety of slopes*
Number of lifts*
Limited queuing*
Off-piste skiing
Accessibility to bottom lift
Well linked and planned
Ability to ski the resort
Speed of lifts
Skiing hours
Grooming of Pistes*
Information services*
Snowmaking ability
Availability of Pisteurs/First aid*
Control over skier numbers*
Separate snowboarding areas
Maintenance of lift services
Friendliness of lift staff*
Availability of toilets
Lift queue management*
Skier age
Skier gender
Skier friendliness
Skier ability
Skier knowledge of Safety Code
Accessibility*
Quality value for money*
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Tour Operator Services

Godfrey (1999)

Ferrand (2002)

Price*
Language proficiency of staff
Speed of service
Views
Sun terrace
Variety choice of food*
Clean accessible toilets
Atmosphere
Plenty of seating
Information received before travelling*
Transport to the resort
Quality of accommodation
Information on Accommodation
Quality of food*
Guiding services
Accuracy of brochure*
Knowledgeable staff*
Friendly staff*
Informative staff
Efficient staff*
Accessible staff
Snow Conditions*
Variety of Terrain*
Lift system/on-hill facilities*
Off-hill facilities (shops/village)*
Access to slopes*
Accommodation
Atmosphere/ambience*
Others

Ski Activity Facilities and Piste maintenance*
Cost
First aid centre*
Piste surveillance*
Snow guarantee
Quality of snow*
Price*
Ski Facilities Access
Toilet in the car parks
Ski repair centre close to the pistes
Fast moving queues
Ski pass in advance
Car parking easy*
Core Ski Facilities
Hotels
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Ski service centre
Bars/restaurants*
Sports/ski shops
Various other shops*
Leisure Facilities

Sports facilities
Leisure activity centre
Cinemas and videos

Local Culture

Cultural centre
Traditional folk songs and dance
Local products sampling
Matzler and
Quality and Safety on the
Quality of slopes*
Fuller (2008)
Slopes
Conditions of Snow*
Safety of slopes*
Restaurant and bar
Seating capacity
Atmosphere
Variety of food and drinks*
Variety of slopes and sports Permanent race slopes
facilities
Entertainment in area
Additional sports facilities
Mogul slopes
Late night activities (night skiing etc.)
Ski Lifts
Waiting time at cash desk*
Waiting time at ski lift*
Employees
Appearance of employees
Friendliness of employees*
Competence of employees*
Helpfulness*
· Attributes identified during the course of this research
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Appendix C Selected Domain Names Used In Research.
Author

Domain Categories identified in research

Parasuraman, Zeithaml, Berry (1985)

Access, communication, competence,
courtesy, credibility, reliability,
responsiveness, security, tangibles,
understanding the customer

Crompton, Mackay (1991)

Tangibles, reliability, responsiveness,
assurance, empathy

Garvin (1983)

Performance features, reliability,
conformance, durability, serviceability,
aesthetics, perceived quality

Norman (1998)

Visibility, mapping, affordance, constraints,
customer control, knowledge, feedback

Crompton & MacKay (1989)

assurance, reliability, responsiveness, ,
empathy, tangibles

Wright, Durray, Goodale (1992)

No domains were utilised

Absher, Howat, Crilley, Milne (1996),

Facilities sufficiency, facilities operations,
services and information

Howat, Abscher, Crilley, Milne (1996)

Facilities sufficiency, facilities operations,
services and information
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Appendix D Example of Data Collected From the Unstructured Interviews

Brett and Jane
Good Snow
Limited ice
Skiable to all inter resort areas
Do not have to use Skitube to access
Blue Cow
Reasonable Priced tickets
Allow bumps

Kate and Megan
Good Snow

Jane, Megan, Robert
Variation in runs needed

Variety of runs
Different area of
runs/terrain
Challenging runs
needed like Hotham
Snowmaking is good
snow
Good cover of snow
and all runs open

Need both long and short
Need trees and no trees

Terrain to suit different ability levels

Number of runs/lifts
allows more places to
go

Longs runs

Good variety in runs

Good choice of runs

Want long runs
(length)

Variety of runs (not homogenised)

Want interesting runs

Free WiFi in cafes (want to be able to
conduct business)
Perisher iPhone App really good

Not busy/often too
packed
More lifts allow
people to spread
out/get way/able to
escape
Don’t have money for
on hill restaurants so
not that important so
don’t really look for
these
Atmosphere on the
slope
Variety and options in
restaurants (not all the
same)
Shopping/retail need
more of it than just

It’s more than just the skiing, it’s the
entire experience.

Want to ski and stop/eat and relax
Good on mountain restaurants (don’t
want to come back to the base area)
Upper end restaurants not barns

Size of resort leads to
variety
Thredbo is too small
Different run aspects are
good – allows for
variety/sheltering from
weather etc
Better signage on trail
names especially for
visitors or beginners.
Allows for a place to
meet friends etc Perisher
is not good with signage
on runs
Snow quality want
variety of groomed and
off piste
Grooming is hard in
Australia due to less
snow
Grooming is OK in
Perisher
Need more Grooming
maps
Need more Info screens

Need Toilets on hill (hard
for kids and women)

Want Lift Queue cameras
Want free water made
available around resort
Need clocks on all lifts
and need to be large
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Good food

Minimal traversing to ski between areas
Better/Faster lifts
Need to consider needs of snowboarders

Select areas such as Happy valley need
better lifting to cater for beginners

ski clothing
Après is important

enough for all to read
Some people want tissues
at lift stations/others
don’t – hard to please all
Nightlife is better off Want litter bins on the
mountain
hill
Want nightlife on
Music on chairlifts in
mountain
select areas (like at the
Pretty Valley café.
Creates a fun Vibe but
must not be radio, music
only
Shuttles stop too early Restaurants are not a
at night –
priority for us (Rach and
peter) Jen (mother) likes
to have them

Better atmosphere (more restaurants
around mountain like in Japan)
Want choice of places to eat/relax in
whilst on the slopes
Want places for Après activities and to
meet friends

We go out at 11pm
but nothing on

Cost of skiing

Cost of food – too high
but understand short
season etc

Names on lifts

Lack of parking for
those staying on the
hill, cant get off (to
utilise off mountain
entertainment)
Prefer on snow
accommodation

Need more places to eat
but understand financial
realities for them to
survive
Parking needs to be
Restaurants need to be in
better
good locations
9Access/views etc)
Lessons – race
No Queues – only
training OK but have occasional problem eg
not done it for a while Ridge Chair (needs a
restaurant here to resolve
this problem). Quad chair
on weekends a problem
Lessons good for
Need an easy way out
meeting people
from top of chairs. Better
signage would help
Nice instructor can
Not enough lifts open
make it fun/lesson
early season on critical
should be fun
runs eg Pleasant Valley
(for
intermediate/beginners
etc)
Want good feedback
Too many concentration
from Instructor/
points (lifts)
makes for a good

Clocks at all lift bases

Ob hill parking for those staying on
mountain

Better parking facilities to cater for busy
days
Shuttle service from remote parking
areas for on mountain guests

Ski tube too expensive
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Park entry fee too expensive

lesson when know
what to work on
Groups in lessons too
big

Season passes too expensive when you
Want smaller classes
ad all else (park entry, chains, Skitube to
, food costs etc)
Variety of runs needed (variety in the run Hire – off mountain is
is not the same)
easier and gives more
time to ski
Race course for guests to use (add a fun
On mountain too slow
element)
to organise
Need choice in run type but need to have
for families opportunity to ride lift
together but take alternate ways back to
lift to suit ability etc
More “Mini” Terrain parks need to be
added
Different zones for skier and boarders

Overall vacation Want atmosphere

Mt Perisher No Beginners sign not
policed

Hotham has a better
village

Need better signage of run difficulty

Smiggins is OK, but
not as much like a
community

Cheaper “zones” tickets especially for
beginners. They don’t get value form full
priced ticket.
Longer Runs

Lodges in Smiggins
are good/friendly etc

Overall vacationwant community feel
Overall vacation –
needs to be friendly
as in Hotham

Village needs more
shops
KISS i.e.
Village and shops
Parking/Bumps/Cafes/Variety/Signs/Wifi needs to be open at
night

Après activities and
shops are important if
staying on the slopes –
not for people staying in
Jindabyne
Younger people stay in
Jindabyne
Staff transport difficult if
no car
Young staff stupid on
road (don’t understand
mountain roads)
Staff unfriendly – don’t
smile just grunt
Hotham staff much better
Customer relations
Snowsports schoolCaring of staff in Hotham
– not in perisher
Supervisors need to ski
around
Instructors need better
pay and conditions
Booking procedures for
SSS are poor
Want better qualified
instructors
Women’s program has
poor instructors allocated
and is disorganised
Beginners need the better
instructors
Blue Cow SSS – not
good
Don’t treat instructors ell
Too few hours given to
instructors
Make no money in SSS

Rents for staff are
inflated
No loyalty shown to
loyal employees
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Good entertainment
More Festivals

Variable Pricing

More bars (or at least
open later)
Few “nice”
restaurants
Village needs to cater
for different markets
Bands Playing on
mountain, have to go
to Jindabyne
Need to promote the
activities
More live bands on
snow
Music in Terrain
parks/ music on the
slopes is good – adds
to the atmosphere /
adds to the holiday
Environment is
pretty, important to
keep
Like the trees
Like the Guthega
terrain
Information – want
trees over too many
Terrain park images
Want to see people on
snow and doing
Like the less
developed look
People are different
and like different
things
Perisher is pretty
good, homey and
relaxing/ social
Nightlife really
needed on mountain

SSS is very important to
sport but very dissatisfied
Perisher poorly
organised- lack of
organisation
Instructors respected in
France , not so here
Perisher wont reinvest

Poorly organised

Jen – SSS Highly
dissatisfied
Ski patrol – happy with
them/good with kids
Safety on hill – hazards
can be better marked
Not enough slow
zones/family sones etc
No enforcing of safety eg
T Barr below Goat’s
Gully
Perisher Valley is poor
learning terrain – should
use other areas
Need better shuttles

Skitube better than
driving
Cost of Skitube for
family too expensive
Skitube too packed – bad
first time experience
Perisher is too hard for a
weeks holiday with
requirement for chains,
parks pass, no on
mountain parking if
accommodated on snow
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Parks Pass surcharge –
not right
Poor weather- need better
information
Need a poor weather
refund pass for those to
try
Need a 3 hr pass
Different pass types
would increase skier
numbers
Entry level price to ski
puts people off trying. If
cheaper might try (and
increase numbers) and
buy ancillary goods and
service etc
Cheap bus from Canberra
– all inclusive – a good
attraction and good entry
level price to get people
in
Short sighted view of
management
Too expensive day price
Season Pass price OK foe
number of days we ski
Need to upgrade facilities
(chairs etc)
Open new terrain that
could be accessible with
new lifts
Resort takes out more
than it puts in
Big terrain/good runs etc
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Appendix E 2010 Guests Resort Survey
Q1 - The following questions in this section will ask you about your rent visit to this
snowsports resort.
Below are a number of facilities and services that people say are important when visiting a
Snowsports Resort. The questions use the following scale:
5 = very important
4 = important
3 = neither important nor unimportant
2 = is of little importance
1 = unimportant
N/A = no opinion or not applicable

Please fill in the number indicating your assessment of the IMPORTANCE of the facility or
service for your own experience at this snowsports resort.
Snow Conditions, Trails and Communications:
How important to you are the snow conditions/snow quality?
(5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the quality of trail grooming? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the size of resort/number of trails? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you are the length of runs? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you are uncrowded slopes? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the availability of terrain suited to your ability? (5 = very important,
1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is availability of accurate information on grooming conditions and
snow conditions? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the signage on the various trails? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
Lifts/Lift Operators
How important to you is the number of lifts open? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the lift queue wait time? (5 = very important, 1 = unimportant)
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5
4
3
2
1
N/A
N/
How important to you are Lift Operators being friendly and helpful in their communications
to guests? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is updated information on lift open status? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
Mountain Hosts
How important to you is having Mountain Hosts in the resort? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
Ticketing
How important to you is clarity of signage at the ticket office? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is having your questions about ticket options answered adequately? (5
= very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the competence of the ticket seller? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the friendliness of ticket seller? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the value of a ticket for price paid? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
Terrain Park Features
How important to you is having terrain parks available? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
Ski Patrol
How important to you is the presence/visibility of ski patrol? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the monitoring of slow zones
? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the overall performance of ski patrol? (5 = very important, 1 =
unimportant)
5
4
3
2
1
Skitube
Did you Arrive by the Skitube?

N/A
N/
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Yes
No
Parking
How important to you is the closeness of car parks to the lifts? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the friendliness of parking personnel? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the competence of parking personnel? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the overall parking experience? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
Transportation
How important to you is having a Bus Shuttle service between the base areas in the resort
(5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the performance and friendliness of bus drivers? (5 = very important,
1 = unimportant)
5
4
3
2
1
N/A
N/
On-Mountain Restaurants
How important to you is the quality of restaurants in the resort? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the variety of restaurants in the resort? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the number of Bars in the resort? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
Snowsports School
How important to you is the ease of the registration/booking process? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the size of the class? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the Instructor's competence? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is personal feedback and attention? (5 = very important, 1 =
unimportant)
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5
4
3
2
1
N/A
N/
How important to you is to feel you learnt something during a lesson? (5 = very important, 1
= unimportant)
5
4
3
2
1
N/A
N/
How important to you is value for the money paid? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is your overall Snowsports School experience? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
Snowsports Hire
How important to you is proper fit of boots? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is availability of desired equipment? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the speed of the hire process
? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the friendliness and competence of Hire Staff? (5 = very important, 1
= unimportant)
5
4
3
2
1
N/A
N/
How important to you is overall value for price paid for hire equipment? (5 = very important,
1 = unimportant)
5
4
3
2
1
N/A
N/
Overall Vacation
How important to you is overall vacation/trip value? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the overall ease in travelling from your home to this snowsports
resort? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is a good first impression/welcome to the resort? (5 = very important, 1
= unimportant)
5
4
3
2
1
N/A
N/
How important to you is overall atmosphere/ambience of the resort? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the scenery and natural beauty? ((5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the après ski experience in the resort? (5 = very important, 1 =
unimportant)
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5
4
3
2
1
N/A
N/
How important to you is the quality of service in the resort? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the quality/variety of retail shops in the resort? (5 = very important, 1
= unimportant)
5
4
3
2
1
N/A
N/
How important to you is the value for money of retail shops? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important to you is the offering and variety of other non-snow activities in the resort? (5
= very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is there being Cross Country Trails/Snowshoe Trails? (5 = very
important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the information on the snowsports resort website? (5 = very
important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important to you is the overall (total) satisfaction of your holiday? (5 = very important, 1
= unimportant)
5
4
3
2
1
N/A
N/
Experiences
How important is it for you to have a chance to discover and learn something new? (5 = very
important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to spend quality time with partner/friends/family? (5 = very
important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to have a unique experience? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to have an opportunity to experience Australia’s nature? (5 = very
important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important is it for you get an educational experience for your children? (5 = very
important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to have fun and enjoyment? (5 = very important, 1 = unimportant)
5

4

3

2

1

N/A
N/
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How important is it for you to do something the children will enjoy? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to enjoy the overall experience at the resort? (5 = very important,
1 = unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to have a place to get away from a busy job? (5 = very important,
1 = unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to find thrills and excitement? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to have fun and be entertained? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to indulge in some luxury? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
How important is it to you to meet people with similar interests? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
How important is it for you to have a place to relax? (5 = very important, 1 = unimportant)
5
4
3
2
1
N/A
N/
Q2) Is there anything you were particularly pleased with on your most recent visit to this
snowsports resort?

Q3) Is there anything you were particularly displeased with on your most recent visit to this
snowsports resort?

Q4) How many times have you been on an Australian snow holiday?
First Time
1
2-4
5-9
10 or more
Q5) On this visit what was your main activity?
Alpine Ski

Snowboard

Telemark

Snowshoe

XC Skiing

TubeTown Tubing

Tobogganing

Snowplay

Sightseeing
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No of the above
None
Q6) How would you rate your level of skiing or boarding?
Don’t ski or board

First Timer

Beginner

Low Intermediate

High Intermediate

Advanced

Expert
Q7) Whilst visiting on this trip, where were you staying?
On Snow Commercial Accommodation
On Snow Club Lodge Accommodation
Off Snow in Jindabyne
Off Snow Elsewhere
No staying in the area this visit
Not
Q8) How many days are you staying on this Snowsports Holiday?
1 to 2 days

3 days

4 days

5 days

6 to 7 days

8 to 10 days

More than 10 days
Q9) What type of lift access ticket did you purchase for this trip to this snowsports
resort? (Please select from the drop down box options)
Q10) What month did you visit this snowsports resort for your snowsports holiday this year?
Q11) Which of the following best describes your involvement in the decision making for this
trip?
I am the main decision maker
I am involved in the decisions, but I am not the decision maker
I leave the decisions to someone else/have no involvement
Q12) How important to you is On-Snow accommodation? (5 = very important, 1 =
unimportant)
5
4
3
2
1
N/A
N/
Q13) The following questions in this section will ask you about your recent visit to this
snowsports resort. Below are the same facilities and services asked to you earlier that people
say are important when visiting a Snowsports Resort. We would like to know how
satisfied you were with each of these.
The questions use the following scale.

5 = Very satisfied
4 = Fairly satisfied
3 = Neither satisfied or dissatisfied
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2 = Fairly dissatisfied
1 = Very dissatisfied
N/A = Not applicable/not used
Please fill in the number indicating your assessment of the SATISFACTION of the facility
or service for your own experience at this snowsports resort.
Snow Conditions, Trails and Communications:
How satisfied were you with the snow conditions/snow quality? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the quality of trail grooming? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the size of resort/number of trails? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the length of runs? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the uncrowded slopes? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the availability of terrain suited to your ability? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the availability of accurate information on grooming conditions
and snow conditions? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the signage on the various trails? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
Lifts/Lift Operators
How satisfied were you with the number of lifts open? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the lift queue wait time? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the operators' friendliness and helpful communications to
guests? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the information provided on the status of lifts being open? (5 =
very satisfied, 1 = very dissatisfied)
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5
4
3
2
1
Was your ticket checked today?

N/A
N/

Yes
No
Mountain Hosts
How satisfied were you with the Mountain Hosts in the resort? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
Ticketing
How satisfied were you with the clarity of signage at ticket office? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you that the ticket options were explained adequately? (5 = very satisfied,
1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the competence of the ticket seller? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the friendliness of ticket seller? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the value of your ticket for price paid? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
Terrain Park Features
Did you use this snowsports resort’s terrain parks?
Yes
No - Go to Ski Patrol Section
How satisfied were you with the Terrain Parks in the resort? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
Ski Patrol
How satisfied were you with the presence/visibility of ski patrol? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the monitoring of slow zones
? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the overall performance of ski patrol? (5 = very satisfied, 1 =
very dissatisfied)
5

4

3

2

1

N/A
N/
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Parking
How satisfied were you with the closeness of car parks to the lifts? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the friendliness of parking personnel? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the performance of parking personnel? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the overall parking experience? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
Transportation
Are you aware that bus transport is available between the different base areas?
Yes
No - Go to On-Mountain Restaurants Section
Have you used this snowsports resort shuttle bus?
Yes
No - Go to On-Mountain Restaurants Section
How satisfied were you with the bus shuttle service? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the overall performance and friendliness of bus drivers? (5 =
very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
On-Mountain Restaurants
How satisfied were you with the quality of restaurants in the resort? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the variety of restaurants in the resort? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the number of Bars in the resort? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
Snowsports School
Did you take a lesson with the Snowsports School?
Yes
No - Go to Snowsport Hire Section
What type of lesson did you take?
Private lesson
Group lesson
How satisfied were you with the registration/booking process? (5 = very satisfied, 1 = very
dissatisfied)
5

4

3

2

1

N/A
N/
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How satisfied were you with the size of the class? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the Instructor's competence
? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the personal feedback and attention given? (5 = very satisfied, 1
= very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied are you that you feel you learnt something? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the value for the money paid? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the overall Snowsports School experience? (5 = very satisfied, 1
= very dissatisfied)
5
4
3
2
1
N/A
N/
Snowsports Hire
Did you hire from this snowsports resort Snowsports Hire?
Yes
No - Go to Overall Vacation Section
How satisfied were you with the fit of your boots? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the availability of desired equipment? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the time taken in the hire process
? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the overall value of hire equipment for price paid? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the friendliness and competence of Hire Staff? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
Overall Vacation
How satisfied were you with the Overall vacation/trip value? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the overall ease in travelling from your home to? (5 = very
satisfied, 1 = very dissatisfied)
5

4

3

2

1

N/A
N/
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How satisfied were you with your first impression/welcome to the resort
? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the overall atmosphere/ambience of the resort? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the scenery and natural beauty? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the après ski experience in the resort? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the quality of service in the resort? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the retail shops in the resort? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the value for money of retail shops? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the offering and variety of other non-snow activities in the
resort? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the access to Cross Country Trails/Snowshoe trails? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with this snowsports resort's website? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
Please rate your overall satisfaction with your holiday to this snowsports resort? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
Your Experiences
How satisfied were you with having a chance to discover and learn something new? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with spending quality time with partner/friends/family? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with having a unique experience? (5 = very satisfied, 1 = very
dissatisfied)
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5
4
3
2
1
N/A
N/
How satisfied were you with having an opportunity to experience Australia’s nature
? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the getting an educational experience for your children? (5 =
very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with having fun and enjoyment? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with doing something your children enjoyed? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with your overall experience at the resort? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with the resort being a place to get away from a busy job? (5 = very
satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with finding thrills and excitement? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with having fun and be entertained? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with having indulged in luxury? (5 = very satisfied, 1 = very
dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with meeting people with similar interests? (5 = very satisfied, 1 =
very dissatisfied)
5
4
3
2
1
N/A
N/
How satisfied were you with having a place to relax? (5 = very satisfied, 1 = very dissatisfied)
5
4
3
2
1
N/A
N/
Q14) If it were possible, how likely are you to return to this resort for a holiday in the next 3
years?
I definitely wouldn’t

I probably wouldn’t

I’m unsure

I probably would

I definitely would
Q15) How likely are you to recommend this resort to other people as a place to visit?
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Use the following scale:
0 = Not likely at all through to 10 = extremely likely
Never Not
Likely
0
1
2
0
1
About You
Are you:

Unsure
3

2

4
3

5
4

6
5

7
6

8
7

9
8

Extremely
Likely
10
9

10

Male
Female
What is your age?
What is your family status?
Single, no children
Single, with Children
Couple, no children
Household with children
“Empty nester” – children no longer at home
Other
Other family status?

What is your postcode?
In which country were you born?
Australia

New Zealand
Ne

China

Italy

Vietnam

United Kingdom

Greece
Other (Please specify below)
Other country of birth:
Were you treated by the Ski Patrol on your last visit?
Yes
No
Anything else you would like to share about your recent holiday?
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Submit
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Appendix F Attributes Identified in the Unstructured Discussion Groups

Snow Conditions
and Trails
Number of lifts
and their
operators
Mountain Hosts
Ticketing

Terrain parks
Ski Patrol
Parking
Transportation
Restaurants
Snowsports
School
Hire

Overall Vacation

Snow
Experiences

snow conditions, snow quality, trail grooming, length of runs, uncrowded
slopes, available suitable terrain, accurate grooming and snow reports,
trail signage
number of open lifts, lift queue wait time, friendly and helpful lift
operators, updated lift status reporting,
having mountain hosts,
ticket office signage, adequate answers to ticket queries, competitions of
the ticket seller, friendliness of the ticket seller, value of ticket for the
price paid
having terrain parks
presence and visibility of the ski patrol, monitoring of slow zones,
performance of the ski patrol
closeness of car parks to the lifts, friendliness of parking personnel,
overall parking experience
having a Bus Shuttle service, performance and friendliness of bus drivers
quality of restaurants, variety of restaurants, number of Bars
ease of the registration/booking process, size of the class, competent
instructors, personal feedback and attention, to feel you learnt something,
lesson value for the money paid, overall Snowsports School experience
proper fit of boots, availability of desired equipment, speed of the hire
process, friendliness and competence of Hire Staff, overall value for
price paid for hire equipment
overall vacation/trip value, ease in travelling from your home, good first
impression/welcome, overall atmosphere/ambience, scenery and natural
beauty, après ski experience, overall quality of service, quality/variety of
retail shops, value for money of retail shops, offering and variety nonsnow activities, Cross Country Trails/Snowshoe Trails, Resort website,
overall (total) satisfaction of your holiday
chance to discover and learn something new, spend quality time with
partner/friends/family, have a unique experience, opportunity to
experience Australia’s nature, get an educational experience for your
children, have fun and enjoyment, do something the children will enjoy,
enjoy the overall experience, a place to get away from a busy job, find
thrills and excitement, have fun and be entertained, indulge in some
luxury, to meet people with similar interests, a place to relax,
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Appendix G

Selected Domain Names Used In Research

Author

Domain Categories identified in research

Parasuraman, Zeithaml, Berry (1985)

Access, communication, competence,
courtesy, credibility, reliability,
responsiveness, security, tangibles,
understanding the customer

Crompton, Mackay (1991)

Tangibles, reliability, responsiveness,
assurance, empathy

Garvin (1983b)

Performance features, reliability,
conformance, durability, serviceability,
aesthetics, perceived quality

Norman (1998)

Visibility, mapping, affordance, constraints,
customer control, knowledge, feedback

Crompton & MacKay (1989)

assurance, reliability, responsiveness, ,
empathy, tangibles

Wright, Durray, Goodale (1992)

No domains were utilised

Absher, Howat, Crilley, Milne (1996),

Facilities sufficiency, facilities operations,
services and information

Howat, Abscher, Crilley, Milne (1996)

Facilities sufficiency, facilities operations,
services and information

Page 440

Appendix H

Cross Tabulation: Overall (total) satisfaction of your holiday * How
likely are you to recommend this resort to other people as a place to visit

0
Satisfactio 1 Very
n - Overall Dissatisfied
(total)
satisfaction
of your
holiday

Count

1
5

10

2
4

3

4
7

6

5
10

6
5

7

8

9
8

12

3

80

10

15

3.8

10

6.3 12.
5

5.0 8.8 7.5 12. 6.3 12.
5
5

% within
How likely
are you to
recommend
this resort to
other people
as a place to
visit?

26. 32.
3
3

18. 25. 12. 9.3 2.2 2.2 1.0 2.3
2
9
5

2 Fairly
Count
Dissatisfied

.2 2.2

.1%

.3

.1

.2

.2

.3

.1

.3

.2

.3

5

8

11

4

18

26

22

43

39

14

31

22
1

10 19. 17. 6.3
5
6

14.0

10

% within
Satisfaction Overall
(total)
satisfaction
of your
holiday

2.3 3.6

5.0 1.8 8.1 11.
8

% within
How likely
are you to
recommend
this resort to
other people
as a place to
visit?

26. 25.
3
8

50. 14. 37. 24. 9.5 9.3 4.7 2.6
0
8
5
1

% of Total

10

10

% within
Satisfaction Overall
(total)
satisfaction
of your
holiday

% of Total

Total

Never

Extremely Likely

How likely are you to recommend this resort to other people
as a place to visit?

.1

.2

.3

.1

.5

.7

.6

1.2 1.1

.4

.1% 2.2

2.3% 6.0

.8 6.0
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3 Neither
Count
Satisfied or
dissatisfied
% within
Satisfaction Overall
(total)
satisfaction
of your
holiday
% within
How likely
are you to
recommend
this resort to
other people
as a place to
visit?

4 Fairly
Satisfied

10

3

13

.7 1.2

.4

1.6 2.1 5.2

31. 32.
6
3

17

42

96

147

81
4

26 11.
8

18.1

10

98 170 212
12 20.
9

13. 48. 35. 38. 42. 36. 25. 18.
6
1
4
9
4
8
6
1

10.8 22.
2

% of Total

.2

.3

.1

.4

.5

1.1 2.7 4.6 5.8 2.6

4.0 22.
2

Count

3

3

4

2

7

25

96 218 473 320

592

17
43

% within
Satisfaction Overall
(total)
satisfaction
of your
holiday

.2

.2

.2

.1

.4

1.4 5.5 12. 27. 18.
5
1
4

34.0

10

% within
How likely
are you to
recommend
this resort to
other people
as a place to
visit?

5 Very
Satisfied

6

15. 9.7
8

18. 7.4 14. 23. 41. 47. 57. 60.
2
6
1
6
2
1
3

43.4 47.
5

% of Total

.1

.1

.1

.1

.2

.7

2.6 5.9 12. 8.7
9

16.1 47.
5

Count

0

0

0

1

0

5

10

89

591

81
3

% within
Satisfaction Overall
(total)
satisfaction
of your
holiday

.0

.0

.0

.1

.0

.6

1.2 2.6 11. 10.
8
9

72.7

10
0.0

21

96
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Total

% within
How likely
are you to
recommend
this resort to
other people
as a place to
visit?

.0

.0

.0

3.7

.0

% of Total

.0

.0

.0

.0

.0

Count

19

31

22

27

48 108 231 462 828 531

1364

36
71

% within
Satisfaction Overall
(total)
satisfaction
of your
holiday

.5

.8

.6

.7

1.3 2.9 6.3 12. 22. 14.
6
6
5

37.2

10
0.0

% within
How likely
are you to
recommend
this resort to
other people
as a place to
visit?
% of Total

4.6 4.3 4.5 11. 16.
6
8

.1

.3

.6

2.6 2.4

43.3 22.
1

16.1 22.
1

100 100 100 100 100 100 100 100 100 100 100.0 10
.0 .0
.0
.0 .0
.0 .0 .0
.0
.0
0.0

.5

.8

.6

.7

1.3 2.9 6.3 12. 22. 14.
6
6
5

37.2

10
0.0
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Appendix I Contacts For Information On The Project And Independent Complaints
Procedure
The following study has been reviewed and approved by the Committee for Ethics in Human
Research:
Project title: Identifying the key attributes and values that drive people to repeat participation
in Snowsports in Australia
Project number: 08-43
Principal researcher: Mr Gary Grant
As a participant or potential participant in research, you will have received written
information about the research project. If you have questions or problems which are not
answered in the information you have been given, you should consult the researcher or (if the
researcher is a student) the research supervisor. For this project, the appropriate person is
Name:

Dr Tracey Dickson

Contact details:
Phone:
2.

University of Canberra

(02) 6201 2465
If you wish to discuss with an independent person a complaint relating to


conduct of the project, or



your rights as a participant, or

University policy on research involving human participants,
you should contact the Secretary of the University Research Committee
Telephone (02) 6201 2884, Room 1D121, Office of Research and Research Degrees,
University of Canberra ACT 2601
Providing research participants with this information is a requirement of the National Health
and Medical Research Council National Statement on Ethical Conduct in Research Involving
Humans, which applies to all research with human participants conducted in Australia.
Further information on University of Canberra research policy is available in University of
Canberra Guidelines for Responsible Practice in Research and Dealing with Problems of
Research Misconduct and the Committee for Ethics in Human Research Human Ethics
Manual. These documents are available from the Research Office at the above address or on
the University’s web site at
https://guard.canberra.edu.au/policy/policy.php?pol_id=3136 (Research Guidelines)
http://www.canberra.edu.au/research/ethics/human (Human Ethics Manual)
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Appendix J Information Sheet for Survey

Tourism Program
University of Canberra
ACT 2601
Dear <name>
Thank you for agreeing to take part in this important piece of research. This research is
conducted as part of PhD research program conduct under the auspices of the University of
Canberra and with the support of Perisher Blue Ski Resort.
This research will provide information on the destination attributes that are significant to
guests of Perisher Ranges Resorts in forming a positive image of their snowsport experience.
The outcome of this study can inform and prioritise development and marketing strategies
which can be undertaken by tourism businesses throughout the Snowy Mountains region and
will be a benefit to the Perisher Range Resorts, businesses and the surrounding communities
and persons reliant on the snowsports industry.
At no time will your identity or that of any of the other participants be disclosed and the data
collected will at all times be securely stored and not disclosed to any third party. The data will
only used in aggregate. Upon completion of the research the data will be summarised into a
report and will be securely held by the University of Canberra. You may request a copy of the
report, which will be forwarded at the completion of the study.
The data will be de-identified by the survey software and at no time can any responses be
attributed to any one individual. This means that data such as your name and email address
will be removed from your responses.
This research project has been considered and approved by the University of Canberra
Committee for Ethics in Human Research and participation in this study is voluntary, and you
may withdraw at any stage, by contacting the researcher, without penalty, or avoid answering
questions you do not wish to answer.
Upon submission of your online survey you will be automatically entered into a draw for a
chance to win a ski holiday at Perisher Blue.
If there are any enquiries concerning this research please contact myself at
U3015382@student.canberra.edu.au or the project supervisor Dr. Tracey Dickson at
tracey.dickson@canberra.edu.au.
Thank you for your assistance
Gary Grant
PhD Student University of Canberra

Dr. Tracey Dickson
University of Canberra
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Appendix K Information Sheet: Group Interviews

University of Canberra
Tourism Program
University of Canberra
ACT 2601
Dear <name>
Thank you for agreeing to take part in this important piece of research. This research is
conducted as part of PhD research program conduct under the auspices of the University of
Canberra and with the support of Perisher Blue Ski Resort.
This research will provide information on the destination attributes that are significant to
guests of Perisher Ranges Resorts in forming a positive image of their snowsport experience.
The outcome of this study can inform and prioritise development and marketing strategies
which can be undertaken by tourism businesses throughout the Snowy Mountains region and
will be a benefit to the Perisher Range Resorts, businesses and the surrounding communities
and persons reliant on the snowsports industry.
At no time will your identity or that of any of the other participants be disclosed and the data
collected will at all times be securely stored and not disclosed to any third party. The data will
only used in aggregate. Upon completion of the research the data will be summarised into a
report and the raw data will be securely held by the University of Canberra. You may request
a copy of the report, which will be forwarded at the completion of the study.
The data will be de-identified by the survey software and at no time can any responses be
attributed to any one individual. This means that data such as your name and email address
will be removed from your responses.
This research project has been considered and approved by the University of Canberra
Committee for Ethics in Human Research and participation in this study is voluntary, and you
may withdraw at any stage, by contacting the researcher, without penalty, or avoid answering
questions you do not wish to answer.
Upon completion of the Discussion Group you will be automatically entered into a draw for a
chance to win a ski holiday at Perisher Blue.
If there are any enquiries concerning this research please contact myself at
U3015382@student.canberra.edu.au or the project supervisor Dr. Tracey Dickson at
tracey.dickson@canberra.edu.au.
Thank you for your assistance
Gary Grant

Dr. Tracey Dickson

PhD Student University of Canberra

University of Canberra
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Appendix L

Informed Consent Form

Informed Consent Form
Researcher:
Research
Supervisor:
Project Title:
Faculty and
Discipline Area:

Gary Grant
Dr Tracey Dickson
Identifying the key destination attributes and values that influence repeat
visitation in Snowsports in Australia
Business and Government

I understand the aim of this research study is to increase the understanding of the influence of
destination (economic and non-economic) attributes on the level of satisfaction one receives
from a tourism destination. The outcome of this study can inform and prioritise development
and marketing strategies and loyalty programs which can be undertaken by tourism businesses
throughout the Snowy Mountains region.
I consent to participate in this project, the details of which have been explained to me, and I
have been provided with a plain language statement to keep. I understand that my
participation will involve a discussion group and I agree the researcher may use the results as
described in the plain language statement.
I acknowledge that:
· Any risks and possible effects of participating in the discussion group have been
explained to my satisfaction
· Taking part in this study is voluntary and I am aware that I can stop taking part in it at
any time without explanation or prejudice and to withdraw any unprocessed data I
have provided.
· That any information I give will be kept strictly confidential and that no names will be
used to identify me with this study without my approval
· Confidentiality cannot be assured in the discussion groups
Please tick to
indicate consent
Yes
No
·
·
·

I consent to be interviewed
I consent for the discussion groups to be audio/video taped
I consent to taking part in the discussion groups

Name: (printed)
Signature:

Date:
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Email: (if you would like to be contacted about research updates and entered into the draw for
the ski holiday prize)
Thank you for your assistance
Gary Grant

Dr. Tracey Dickson

PhD Student University of Canberra

University of Canberra

U3015382@student.canberra.edu.au

tracey.dickson@canberra.edu.au.
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Appendix M Perisher Copy of Approval Letter

Secretary of the Committee for Ethics in Human Research
University of Canberra
Bruce ACT

This is to confirm that Gary Grant has sought approval from Perisher Blue Pty Limited to
conduct research as part of his requirements for a PhD in Management, within the resort
boundaries and utilising Perisher Blue data bases to select guests in order to conduct on line
surveys. Perisher Blue is satisfied all measures will be put in place to ensure the privacy
requirements of the individuals who choose to take part in the research will be maintained.
Perisher Blue Pty Limited supports this research and sees it as providing valuable information
into the behavioural intentions and motivations of our guests in order to assist the growth of
Snowsports Tourism in Australia.

Yours Sincerely

Peter Brulisauer
C.E.O.
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Appendix N Perisher Survey Participants Copy of Informed Consent Form

Informed Consent Form

Principal Investigator
Project Title

Faculty and Discipline Area

Gary Grant.
Dr Tracey Dickson
What do customers want?
A study into the heterogeneity, satisfaction
and intention to revisit and recommend of the
Australian snowsports customer
Business and Government; Management and
Tourism Area

I understand the aim of this research study is to increase our understanding of snowsports
resort customer desires and satisfaction levels in the Snowy Mountains regional tourism area
(economic and non-economic) and to inform and prioritise management and marketing
strategies which can be undertaken by tourism businesses.
I consent to participate in this project, the details of which have been explained to me, and I
have been provided with a written plain language statement to keep should I wish to.
I understand that my participation involves a survey to complete on-line and I agree that the
researcher may use the results for the purpose of the research thesis.
I acknowledge that:
-

-

taking part in this study is voluntary and I am aware that I can stop taking part in it at
any time without explanation or prejudice and to withdraw any unprocessed data I
have provided;
I am aware that I do not have to answer any
that any information I give will be kept strictly confidential and that no names will be
used to identify me with this study without my approval;

By returning the survey I am acknowledging that I consent to be interviewed/surveyed and the
survey to be used as part of the completion of a PhD thesis at the University of Canberra and
is being conducted with the consent of Perisher Blue Pty. Ltd.

Page 450

Appendix O Committee for Ethics in Human Research

COMMITTEE FOR ETHICS IN HUMAN RESEARCH

Project number 08-43

Mr Gary Grant
PO Box 17
Perisher Valley 2624

APPROVED

Dear Mr Grant
The Committee for Ethics in Human Research has considered your application to conduct
research with human subjects for the project entitled Identifying the key attributes and
values that drive people to repeat participation in Snowsports in Australia. The
Committee made the following evaluation:
Approval is granted until 31/12/14 the anticipated completion date stated in the
application.
The following general conditions apply to your approval. These requirements are determined by
University policy and the National Statement on Ethical Conduct in Research Involving Humans
(National Health and Medical Research Council, 1999):
1) You must immediately report to the Committee anything which might warrant review of ethical
approval of your project, including:

(a) serious or unexpected adverse effects on participants;
(b) proposed changes in the protocol; and
(c) unforeseen events that might affect continued ethical acceptability of the project.
2) Monitoring: You must assist the Committee to monitor the conduct of approved research
by completing and promptly returning project review forms, which will be sent to you at
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the end of your project and, in the case of extended research, at least annually during the
approval period.
3) Discontinuation of research: You (in conjunction with your supervisor) must inform the
Committee, giving reasons, if the research is not conducted or is discontinued before the
expected date of completion.
4) Extension of approval: If your project will not be complete by the expiry date stated
above, you must apply in writing for extension of approval. Application should be made
before current approval expires; should specify a new completion date; should include
reasons for your request; and should be endorsed by your supervisor (if applicable).
5) Retention and storage of data: University policy states that all research data must be
stored securely, on University premises, for a minimum of five years. You and your
supervisor (if applicable) must ensure that all records are transferred to the University
when the project is complete.
6) Changes in contact details: You should advise the Committee of any change of address
during or soon after the approval period including, if appropriate, email address(es).
Please add the Contact Complaints form (attached) for distribution with your project.

Yours sincerely

Bronwyn Low
Secretary

Cc Dr Tracey Dickson
Faculty of Business and Government
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Examples of histograms of Satisfaction Attributes and QQ plots

Appendix P Examples of Histograms of Satisfaction Attributes And QQ Plots
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Examples of Normal QQ plots
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Each of the above histograms, taken from the results of the survey, even though they all have slightly different appearances, they are relatively
normal are according to examples provided by Bennett and Allen (2007). When viewing selected Normal QQ plots, again we get relatively
normal distributions.

.147

Table 1: Age Test for Normality

Age: Participation in
Sports research
categories (ERASS)

3714

.000

.933

3714

Statistic df

Statistic df

Sig.

Shapiro-Wilk

Kolmogorov-Smirnov

Figure 1: Age Normal QQ Plot

.000

Sig.

Figure 2: Age Histogram
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Appendix Q Summary Of Personal And Situational Characteristics
Characteristic
(n= 3714)

%

Ski%

Snowboard
%

Snow Play%

Socio-demographics of all visitors sampled
Gender

Female
Male

56.4
43.6

Age

<= 24
25 - 34
35 - 44
45 - 54
55 - 64
65+

10.6
23.1
27.1
25.4
10.0
3.9

Family Status

Single, no children

Country of Birth

Post Code

20
31.3

5.1
3.5

64.3
52.7
16.6
7.5
5.9
10.3

2.3
4.4
4.5
3.6
5.9
5.5

17.6

74.8
65.2
(2)
33.4
42.8
78.9
88.8
88.1
84
(3)
13.8

35

12.2

Single, with children

4.3

5.8

2.4

2.6

Couple, no children
Household with
children
'
Empty Nester' children no longer at
home
Other

21.1

15.3

36.8

14.7

43.6

49.8

22.8

55.8

10.7

12.2

2.2

10.3

2.6

3.1
(1)

0.9

4.5

Australia
New Zealand
China
Italy
Vietnam
United Kingdom
Greece
Other
Sydney City
Sydney East
Sydney North
Sydney North West
Sydney South West
Sydney South
Central Coast
Hunter Region
Central West
Southern Tablelands
South Coast
Northern Rivers
Mid North Coast

84.9
1.9
0.3
0.2
0.1
6.1
0.1
6.4
<0.1
4.7
16.2
9.8
5.6
10.7
4.2
6.5
1.0
0.4
8.1
1.0
0.6
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New England
Western Plains
ACT
Snowy Mountains
Southern Highlands
Other Country NSW
Victoria
QLD
SA
WA
TAS
NT

0.4
0.3
12.7
3.5
1.0
0.1
2.3
7.7
0.9
1.8
0.3
0.1

Travel and Accommodation
Month of visit

June
July
August
September

5.3
26.2
53.2
15.2

Length of Stay

1 to 2 days
3 days
4 days
5 days
6 to 7 days
8 to 10 days
More than 10 days

13.2
17.4
8.6
18.4
21.3
5.7
15.5

Where Staying

On Snow
Off Snow

35.4
64.6

Number of times First Time
on an Australian One
snow holiday
2-4
5-9
10 or more

3.2
1.1
13.5
19.9
62.3

Involvement in
the decision
making process

76.9

I am the main decision
maker
I am involved in the
decisions, but I am not
the decision maker
I leave the decisions
to someone else/have
no involvement
How likely are
I definitely wouldn't
you return to the I probably wouldn't
resort in the next I'm unsure
3 years
I probably would
I definitely would

4.7
26.4
53.6
15.4
(1)
51.3
64.9
66.7
75.2
79.6
77.1
68.1
(5)
81.8
62.7
(4)
2.1
.7
11.8
19.2
66.2
(1)

5.5
25.8
53.9
14.7

15.4
25.6
42.3
16.7

42.3
30.6
29.6
20.7
17.4
21
27.2

6.3
4.5
3.8
4.1
3
1.9
4.7

13.5
33.4

4.7
3.9

3.3
1.4
17.1
24
54.2

19.9
5.1
17.9
7.7
49.4

3.6
1.8
4.8
23.1
66.7
(1)

3.5
2.3
5.1
23
66.1

21.8

1.3

3.5
1.9
4.9
23.3
66.4
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Resort Facilities and Activities
Main Winter
Activity

Ski
Snowboard
Other Inc Snowplay

70.6
26.5
2.9

Level of
skier/boarder

Don't ski or board
First timer
Beginner
Low Intermediate
High Intermediate
Advanced
Expert

0.5
2.1
3.3
15.1
41.1
27.4
10.5

Type of Lift
access
purchased

Single
Multi Day
Season Pass

54.9
40.7
4.4

Use of Terrain
Park

Yes
No

3.1
96.9

Arrival by
Skitube

Yes
No

39.3
60.7

Have used the
shuttle bus
service
Taken a
Snowsports
Lesson
Type of lesson
taken

Yes
No

42.6
57.4

Yes
No

33.5
66.5

Private Lesson
Group Lesson

31.5
68.5

Hired from the
Yes
Snowsports Hire No

22.8
77.2

0
1.3
2.4
14.3
41.8
28.5
11.6
(1)
51.8
43.3
4.9
(1)

0
2.1
3.6
17.4
42.7
26.9
7.4

33.9
66.1
(1)
39.2
60.8
(1)

33.4
66.6

33.9
66.1
(1)
31.1
68.9
(1)
23.1
76.9
(1)

33.6
66.4

59.8
36.6
3.6

40.6
59.4

34
66

32.2
67.8
22.4
77.6

19.9
80.1

(1) % within On-snow activity. (2) % within Gender. (3) % within Age. (4) % within Where
Staying. (5) % within how many days are you staying?
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Importance
Satisfaction
Skier Imp
Snowboard
Imp
Male Imp
Female Imp

4.22
4.16

4.55
4.56

Snow Conditions/Snow
Quality

4.18
4.01
4.18
4.31

Quality of Trail Grooming

4.56
3.84
4.56
4.55

Size of Resort/ Number of
Trails
4.10
4.11

4.11
3.98
4.11
4.19

Length of Runs
4.01
4.00

4.01
3.67
4.00
4.17
4.43
4.45

4.44
3.35
4.43
4.54

Uncrowded Slopes

Appendix R Selected Importance And Satisfaction Means

Availability of terrain
suited to your ability
4.38
4.34

4.36
3.88
4.35
4.45

Availability of accurate
information on grooming
and snow conditions
4.20
4.20

4.2
3.8
4.21
4.23

Signage on the various
trails
3.97
3.98

3.98
3.78
3.97
3.90

Number of lifts open
4.45
4.43

4.44
3.74
4.44
4.54

Lift queue wait time
4.54
4.55

4.55
3.32
4.54
4.63

Lift Operators being
friendly and helpful in
their communications
4.03
4.02

4.03
3.84
4.02
3.99

Updated information on
lifts open status
4.26
4.29

4.28
3.88
4.27
4.31
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2.7
2.83
2.82

2.82
3.69
2.81

Having Mountain Hosts in
the resort

Importance
Satisfaction
Skier Imp
Snowboard
Imp
Male Imp
Female Imp
Having your questions
about ticket options
answered adequately

3.95
3.85
3.95
3.76

3.92
3.97

Clarity of signage at the
ticket office

3.56
3.85
3.54
3.53

3.56
3.56
3.99
3.99

3.99
3.95
3.96
3.85

Competence of the ticket
seller

3.86
3.90

3.88
4.08
3.88
3.64

Friendliness of the ticket
seller

4.73
4.75

4.74
2.84
4.76
4.75

Value of a ticket for the
price paid

2.50
2.75

2.64
1.36
2.63
2.28

Having Terrain parks
available

4.06
4.07

4.07
3.86
4.09
4.28

Presence/visibility of ski
patrol

3.66
3.56

3.6
3.44
3.62
3.69

The monitoring of slow
zones

4.23
4.23

4.23
3.94
4.26
4.42

The overall performance
of ski patrol

3.97
3.98

3.97
3.59
3.95
3.86

Closeness of car parks to
lifts

3.31
3.36

3.34
3.63
3.41
3.20

Friendliness of parking
personnel

3.11
3.18

3.15
2.38
3.18
3.14

Competence of car
parking personnel
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3.67
3.63

3.64
3.57
3.64
3.59

Overall parking
experience

Importance
Satisfaction
Skier Imp
Snowboard
Imp
Male Imp
Female Imp
3.3
1.74
3.32
3.09

3.31
3.30

3.12
4.18
3.09
3.06

3.11
3.13

Bus shuttle service
Performance and
friendliness of bus drivers

3.84
3.88

3.86
3.31
3.92
3.74

Quality of restaurants at
the resort

3.72
3.76

3.74
3.27
3.79
3.62

Variety of restaurants at
the resort

2.77
2.91

2.85
3.49
2.87
2.40

Number of bars in the
resort

3.94
3.99

3.97
4.04
3.95
3.89

Ease of the
registration/booking
process

4.16
4.19

4.18
4.03
4.19
4.22

Size of the class

4.66
4.69

4.68
4.24
4.66
4.64

Instructor's competence

4.47
4.49

4.48
4
4.45
4.46

Personal feedback and
attention

4.65
4.63

4.64
4.13
4.61
4.62

To feel you learnt
something during a
lesson

4.66
4.65

4.65
3.66
4.66
4.60

Value for money paid for
a lesson

4.38
4.37

4.37
3.96
4.34
4.39

Overall Snowsports
School experience
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4.77
4.77

4.77
3.92
4.79
4.72

Proper fit of boots

Importance
Satisfaction
Skier Imp
Snowboard
Imp
Male Imp
Female Imp
4.45
4.15
4.43

4.29
4.27
4.29

4.28
3.91
4.33

Speed of the hire process

4.37
4.23
4.38

Friendliness and
competence of the hire
staff

4.47
3.74
4.48

Overall value for price
paid for hire equipment

4.29
3.83
4.29

Overall ease in travelling
from your home to

3.95
3.81
3.97

Good first
impression/welcome to
the resort

4.16
3.85
4.20

Overall
ambience/atmosphere of
the resort

4.18
4.37
4.16

Scenery and natural
beauty

3.35
3.66
3.27

Après ski experience at
the resort

4.22
3.73
4.22

Quality of service at the
resort

3.02
3.31
3.02

Quality/variety of retail
shops at the resort

3.67
2.78
3.68

Value for money of retail
shops

2.74
3.05
2.77

The offering and variety
of non-snow experiences
at the resort

4.42
4.34
4.39

4.32
4.46
4.45

Availability of desired
equipment

4.32
4.47
4.47
4.26
4.29
4.30
3.74
3.90
3.99
3.94
4.13
4.18
4.30
4.17
4.19
2.93
3.27
3.41
4.23
4.19
4.24
2.75
2.99
3.04
3.63
3.64
3.69
2.71
2.72
2.76
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Importance
Satisfaction
Skier Imp
Snowboard
Imp
Male Imp
Female Imp

Importance
Satisfaction
Skier Imp
Snowboard
Imp
Male Imp
Female Imp

3.19
3.59
3.13
3.15

3.19
3.19

3.3
3.35
3.33
3.07

3.24
3.34
3.93
3.98

3.95
3.84
3.90
3.84

3.86
3.91

4.34
4.33

2.41
2.36

3.89
3.71
3.88
3.64

Indulge in
some luxury

4.33
4
4.33
4.29

Meet people
with similar
interests

2.38
3.35
2.44
2.45

Have a place
to relax

Existence of Cross
Country or Snowshoe
trails at the resort
Information on website
Chance to discover and
learn something new

Having a unique
experience

3.8
3.81
3.78
3.63

3.78
3.82

Spend quality time with
partner/friends/family

4.52
4.38
4.51
4.52

4.52
4.53
3.80
3.82

3.81
4.09
3.78
4.07

Have an opportunity to
experience Australia’s
nature

3.59
3.67

3.63
3.77
3.56
3.53

Get an educational
experience for your
children

4.74
4.77

4.76
4.27
4.75
4.84

Have fun and enjoyment

4.39
4.46

4.43
4.39
4.39
4.41

Do something the
children will enjoy

4.54
4.59

4.57
4.01
4.57
4.55

Enjoy the overall
experience at the resort

4.27
4.35

4.32
4.16
4.27
4.20

Have a place to get away
from a busy job

4.00
4.11

4.06
3.93
4.04
3.89

Find thrills and
excitement
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4.07
4.19

4.14
3.98
4.12
4.01

Have fun and be
entertained

Appendix S Importance PCA

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling
Adequacy.
Bartlett's Test of
Sphericity

.912

Approx. Chi-Square

40163.319

df

1431

Sig.

.000

Pattern Matrixa
Component
1
Imp competence of
the ticket seller

.689

Imp Clarity of
signage at ticket
office

.661

Imp Having ticket
questions answered

.660

Imp Friendliness of
ticket seller

.604

Imp Lift Operators
friendly and helpful

.527

2

3

4

5

6

7

Imp Trail signage
Imp Mountain Hosts
Imp_goodimpress_
Imp_friendlybus_
Imp_Instructor_comp
etence_

-.880

Imp_learnsomething_

-.843
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Imp_personal_feedba
ck_

-.833

Imp_SSSexperience_

-.820

Imp_Classsize_

-.802

Imp_Lessonvalue_

-.716

Imp_SSSregistration_

-.674

Imp_uniqueexp_

.688

Imp_expnature_

.636

Imp_educatexp_

.630

Imp_learnsomethingn
ew_

.541

Imp_thrills_

.506

Imp_busyjob_
Imp_timewithfriends
_
Imp_fun_
Imp_overallexp_
Imp_meetingpeople_
Imp_realax_
Imp_child_enjoy_
Imp_scenery_
Imp_availequip_

-.895

Imp_bootfit_

-.883

Imp_hirevalue_

-.811

Imp_hirespeed_

-.783

Imp_hirestaffcompete
nce_

-.781

Imp Size of resort

.674

Imp Number of lifts
open

.654

Imp Length of Runs

.636

Imp Snow Conditions

.546
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Imp Queue waiting
time
Imp Updated
information
Imp_Bars_

-.709

Imp_variety_rest_

-.682

Imp_qualrestaurant_

-.651

Imp_Apres_

-.643

Imp_retailshops_

-.610

Imp_offsnowexp_

-.584

Imp_luxury_

-.548

Imp_retailvalue_

-.532

Imp_servicequal_
Imp_ambience_
Imp_carparkclose_

-.774

Imp_parkexperience_

-.767

Imp_competencecarp
ark_

-.763

Imp_friendlycarpark_

-.695

Extraction Method: Principal Component Analysis.
Rotation Method: Obliging with Kaiser Normalization.
a. Rotation converged in 13 iterations.
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Structure Matrix
Component
1
Imp competence of
the ticket seller

.747

Imp Clarity of
signage at ticket
office

.711

Imp Having ticket
questions answered

.705

Imp Friendliness of
ticket seller

.698

Imp Lift Operators
friendly and helpful

.595

Imp Trail signage

.521

2

3

4

5

6

7

Imp Mountain Hosts
Imp_friendlybus_
Imp_goodimpress_
Imp Updated
information
Imp_Instructor_comp
etence_

-.874

Imp_learnsomething_

-.857

Imp_personal_feedba
ck_

-.851

Imp_SSSexperience_

-.846

Imp_Classsize_

-.790

Imp_Lessonvalue_

-.764

Imp_SSSregistration_

-.725

Imp_child_enjoy_
Imp_uniqueexp_

.727

Imp_educatexp_

.657

Imp_expnature_

.653
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Imp_learnsomethingn
ew_

.571

Imp_busyjob_

.529

Imp_realax_

.518

Imp_meetingpeople_

.512

Imp_timewithfriends
_

.503

Imp_thrills_
Imp_fun_
Imp_overallexp_
Imp_scenery_
Imp_availequip_

-.885

Imp_bootfit_

-.877

Imp_hirestaffcompete
nce_

-.833

Imp_hirevalue_

-.833

Imp_hirespeed_

-.826

Imp Size of resort

.674

Imp Number of lifts
open

.661

Imp Length of Runs

.635

Imp Snow Conditions

.556

Imp Queue waiting
time
Imp_Apres_

-.692

Imp_retailshops_

-.686

Imp_variety_rest_

-.683

Imp_Bars_

-.670

Imp_qualrestaurant_

-.647

Imp_luxury_

-.620

Imp_offsnowexp_

-.619

Imp_retailvalue_

-.590
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Imp_servicequal_
Imp_ambience_
Imp_competencecarp
ark_

-.815

Imp_parkexperience_

-.805

Imp_friendlycarpark_

-.779

Imp_carparkclose_

-.748

Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalization.

Component Correlation Matrix
Component

1

2

3

4

5

6

7

1

1.000

-.302

.223

-.143

.100

-.255

-.233

2

-.302

1.000

-.200

.376

-.101

.138

.130

3

.223

-.200

1.000

-.153

.121

-.357

-.185

4

-.143

.376

-.153

1.000

-.062

.184

.174

5

.100

-.101

.121

-.062

1.000

-.103

-.148

6

-.255

.138

-.357

.184

-.103

1.000

.277

7

-.233

.130

-.185

.174

-.148

.277

1.000

Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalization.
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Appendix T Means Plot, Importance Component 1 (Ticketing and Information) and Ability Levels

Importance - Lift Operators being
friendly and helpful in their
communications

5
4.8
4.6
4.4
4.2
4
3.8
3.6
3.4
3.2
3
Advanced

Intermediate

Beginner

Importance - Clarity of signage at the
ticket office

Self Rated Level of Ability

5
4.8
4.6
4.4
4.2
4
3.8
3.6
3.4
3.2
3
Advanced

Intermediate

Beginner

Self Rated Level of Ability
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Importance - Having your questions
about ticket options answered
adequately

5
4.8
4.6
4.4
4.2
4
3.8
3.6
3.4
3.2
3
Advanced

Intermediate

Beginner

Importance - Friendliness of the ticket
seller

Self Rated Level of Ability

5.00
4.80
4.60
4.40
4.20
4.00
3.80
3.60
3.40
3.20
3.00
Advanced

Intermediate

Beginner

Importance - Competence of the ticket
seller

Self Rated Level of Ability

5.00
4.80
4.60
4.40
4.20
4.00
3.80
3.60
3.40
3.20
3.00
Advanced

Intermediate

Beginner

Self Rated Level of Ability
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Appendix U Tukey HSD Importance - Number Of Times On A Snow Holiday And Component 4 Hire

Multiple Comparisons
Tukey HSD
Dependent Variable

(I) How many times
on a snow holiday

Importance - Proper fit 1.00 First Time
of boots
2.00 2 to 10 times

(J) How many times
on a snow holiday

2.00 2 to 10 times
3.00 More than 10
1.00 First Time
3.00 More than 10
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
Importance 1.00 First Time
2.00 2 to 10 times
Availability of desired
3.00 More than 10
equipment
2.00 2 to 10 times
1.00 First Time
3.00 More than 10
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
Importance - Speed of 1.00 First Time
2.00 2 to 10 times
the hire process
3.00 More than 10
2.00 2 to 10 times
1.00 First Time
3.00 More than 10
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
Importance 1.00 First Time
2.00 2 to 10 times
Friendliness and
3.00 More than 10
competence of the hire 2.00 2 to 10 times
1.00 First Time
staff
3.00 More than 10
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
Importance - Overall
1.00 First Time
2.00 2 to 10 times
value for price paid for
3.00 More than 10
hire equipment
2.00 2 to 10 times
1.00 First Time
3.00 More than 10
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
*. The mean difference is significant at the 0.05 level.

Mean
Difference
(I-J)
-.225*
-.186
.225*
.039
.186
-.039
-.236*
-.161
.236*
.075
.161
-.075
-.056
.065
.056
.121*
-.065
-.121*
-.103
-.014
.103
.089
.014
-.089
-.152
-.034
.152
.118*
.034
-.118*

Std.
Error
.083
.081
.083
.032
.081
.032
.097
.095
.097
.038
.095
.038
.105
.102
.105
.041
.102
.041
.097
.095
.097
.038
.095
.038
.098
.095
.098
.039
.095
.039

Sig.
.019
.057
.019
.448
.057
.448
.042
.209
.042
.120
.209
.120
.853
.800
.853
.009
.800
.009
.537
.988
.537
.052
.988
.052
.266
.933
.266
.007
.933
.007

95% Confidence Interval
Lower
Upper
Bound
Bound
-.42
-.03
-.38
.00
.03
.42
-.04
.12
.00
.38
-.12
.04
-.46
-.01
-.38
.06
.01
.46
-.01
.16
-.06
.38
-.16
.01
-.30
.19
-.17
.30
-.19
.30
.02
.22
-.30
.17
-.22
-.02
-.33
.12
-.24
.21
-.12
.33
.00
.18
-.21
.24
-.18
.00
-.38
.08
-.26
.19
-.08
.38
.03
.21
-.19
.26
-.21
-.03
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Appendix V Tukey HSD Importance How Many Times On A Snow Holiday And Après

Multiple Comparisons
Tukey HSD
Dependent Variable

(I) How many times
on a snow holiday

Importance - Quality of 1.00 First Time
restaurants at the resort
2.00 2 to 10 times
3.00 More than 10
Importance - Variety of 1.00 First Time
restaurants at the resort
2.00 2 to 10 times
3.00 More than 10
Importance - Number
of bars in the resort

1.00 First Time
2.00 2 to 10 times
3.00 More than 10

Importance - Après ski 1.00 First Time
experience at the resort
2.00 2 to 10 times
3.00 More than 10
Importance 1.00 First Time
Quality/variety of retail
shops at the resort
2.00 2 to 10 times
3.00 More than 10
Importance - Value for 1.00 First Time
money of retail shops
2.00 2 to 10 times
3.00 More than 10
Importance - The
offering and variety of
non-snow experiences

1.00 First Time
2.00 2 to 10 times

(J) How many times
on a snow holiday
2.00 2 to 10 times
3.00 More than 10
1.00 First Time
3.00 More than 10
1.00 First Time
2.00 Between1 and 10
2.00 2 to 10 times
3.00 More than 10
1.00 First Time
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
2.00 2 to 10 times
3.00 More than 10
1.00 First Time
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
2.00 2 to 10 times
3.00 More than 10
1.00 First Time
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
2.00 2 to 10 times
3.00 More than 10
1.00 First Time
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
2.00 2 to 10 times
3.00 More than 10
1.00 First Time
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
2.00 2 to 10 times
3.00 More than 10
1.00 First Time

Mean
Difference
(I-J)
-.023
.035
.023
.058
-.035
-.058
.036
.080
-.036
.045
-.080
-.045
.050
-.235
-.050
-.285*
.235
.285*
-.206
-.302*
.206
-.096
.302*
.096
-.210
-.167
.210
.043
.167
-.043
-.077
-.006
.077
.071
.006
-.071
-.006
-.067
.006

Std.
Error
.087
.085
.087
.036
.085
.036
.091
.088
.091
.037
.088
.037
.108
.105
.108
.045
.105
.045
.106
.103
.106
.044
.103
.044
.102
.099
.102
.042
.099
.042
.108
.105
.108
.044
.105
.044
.111
.108
.111

Sig.
.961
.911
.961
.239
.911
.239
.919
.637
.919
.458
.637
.458
.888
.066
.888
.000
.066
.000
.125
.009
.125
.076
.009
.076
.097
.212
.097
.551
.212
.551
.754
.998
.754
.240
.998
.240
.998
.811
.998

95% Confidence Interval
Lower
Upper
Bound
Bound
-.23
.18
-.16
.23
-.18
.23
-.03
.14
-.23
.16
-.14
.03
-.18
.25
-.13
.29
-.25
.18
-.04
.13
-.29
.13
-.13
.04
-.20
.30
-.48
.01
-.30
.20
-.39
-.18
-.01
.48
.18
.39
-.45
.04
-.54
-.06
-.04
.45
-.20
.01
.06
.54
-.01
.20
-.45
.03
-.40
.07
-.03
.45
-.05
.14
-.07
.40
-.14
.05
-.33
.18
-.25
.24
-.18
.33
-.03
.18
-.24
.25
-.18
.03
-.27
.25
-.32
.19
-.25
.27
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at the resort

3.00 More than 10
1.00 First Time
2.00 2 to 10 times
Importance - Indulge in 1.00 First Time
2.00 2 to 10 times
some luxury
3.00 More than 10
2.00 2 to 10 times
1.00 First Time
3.00 More than 10
3.00 More than 10
1.00 First Time
2.00 2 to 10 times
*. The mean difference is significant at the 0.05 level.
3.00 More than 10

-.061
.067
.061
-.228
-.253*
.228
-.025
.253*
.025

.046
.108
.046
.108
.105
.108
.044
.105
.044

.385
.811
.385
.085
.042
.085
.839
.042
.839

-.17
-.19
-.05
-.48
-.50
-.02
-.13
.01
-.08

.05
.32
.17
.02
-.01
.48
.08
.50
.13
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Appendix W

2 Way ANOVA Snow Conditions And Quality And Type Of Activity
Undertaken And Level Of Ability

Levene's Test of Equality of Error Variancesa

F
df1
df2
Sig.
1.322
8
3669
.227
Tests the null hypothesis that the error
variance of the dependent variable is
equal across groups.
a. Design: Intercept + Level_of_ski_ +
Main_activity + Level_of_ski *
Main_activity

Tests of Between-Subjects
Conditions/Snow Quality

Source

Effects

Type III
Sum of
Squares
1.963a
11294.280
1.405
.034
1.324

df
8
1
2
2
4

-

Dependent

Mean
Square
.245
11294.280
.702
.017
.331

Corrected Model
Intercept
Level_of_ski_
Main_activity_
Level_of_ski_ *
Main_activity_
Error
1460.223
3669
.398
Total
77789.000 3678
Corrected Total
1462.185
3677
a. R Squared = .001 (Adjusted R Squared = -.001)

Variable:

F
.616
28378.355
1.765
.043
.832

Importance

Sig.
.765
.000
.171
.958
.505

-

Snow

Partial Eta
Squared
.001
.886
.001
.000
.001
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Descriptive Statistics
Dependent Variable:Importance - Snow Conditions/Snow Quality
Level of Ski or
boarder recode

What was your main
activity recode

1.00 Beginner

1.00 Ski
2.00 Snowboard
3.00 Other Inc
Snowplay
Total
1.00 Ski
2.00 Snowboard
3.00 Other Inc
Snowplay
Total
1.00 Ski
2.00 Snowboard
3.00 Other Inc
Snowplay
Total
1.00 Ski
2.00 Snowboard
3.00 Other Inc
Snowplay
Total

2.00 Intermediate

3.00 Advanced

Total

Mean

Std.
Deviation

N

4.55
4.63
4.63

.713
.620
.572

94
56
46

4.59
4.56
4.53
4.42

.654
.621
.653
.683

196
1459
588
38

4.55
4.56
4.55
4.67

.632
.612
.668
.617

2085
1047
335
15

4.56
4.56
4.54
4.56

.626
.621
.656
.626

1397
2600
979
99

4.56

.631

3678
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Appendix X

Cross Tabulation Value Of Ticket And Selected Attributes And
Characteristics

Cross Tabulation: Importance - Value of a ticket for the price paid: Gender

Very
Important

Total

Count
% within Importance - Value of a ticket for the
price paid
% within Gender:
% of Total
Count
% within Importance - Value of a ticket for the
price paid
% within Gender:
% of Total

Gender:
1
Male Female Total
1272 1679
2951
43.1
56.9
100.0
78.9
34.4
1613
43.6

80.6
45.4
2083
56.4

79.8
79.8
3696
100.0

100.0
43.6

100.0
56.4

100.0
100.0

Cross tabulation: Importance - Value of a ticket for the price paid: Ticket Type Purchased

Very
Important

Total

Ticket type
Single Day Multi Day Season Pass
Count
1303
1005
103
% within Importance - Value of a 54.0
41.7
4.3
ticket for the price paid
% within Ticket type
78.1
80.9
75.7
% of Total
42.8
33.0
3.4
Count
1668
1242
136
% within Importance - Value of a 54.8
40.8
4.5
ticket for the price paid
% within Ticket type
100.0
100.0
100.0
% of Total
54.8
40.8
4.5

Total
2411
100.0
79.2
79.2
3046
100.0
100.0
100.0
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Cross tabulation: Importance - Value of a ticket for the price paid: Involvement in the
Decision Making

Very
Important

Total

Count
% within Importance - Value of a ticket
for the price paid
% within Involvement in decision
making
% of Total
Count
% within Importance - Value of a ticket
for the price paid
% within Involvement in decision
making
% of Total

Involvement in decision
making
Decision
Leave to
Maker
Others
2262
688
76.7
23.3

Total
2950
100.0

79.6

80.7

79.8

61.2
2842
76.9

18.6
853
23.1

79.8
3695
100.0

100.0

100.0

100.0

76.9

23.1

100.0

Cross tabulation: Importance - Value of a ticket for the price paid: Month of Visit

Very
Important

Total

Count
% within Importance - Value of a
ticket for the price paid
% within What month of visit
% of Total
Count
% within Importance - Value of a
ticket for the price paid
% within What month of visit
% of Total

What month of visit
June July August September Total
165 773 1563 450
2951
5.6
26.2 53.0
15.2
100.0
83.3
4.5
198
5.4

79.9
20.9
967
26.2

79.5
42.3
1965
53.2

100.0 100.0 100.0
5.4
26.2 53.2

79.5
12.2
566
15.3

79.8
79.8
3696
100.0

100.0
15.3

100.0
100.0
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Cross tabulation: Importance - Value of a ticket for the price paid: Main Activity

Very
Important

Total

Count
% within Importance - Value of a
ticket for the price paid
% within What was your main
activity r
% of Total
Count
% within Importance - Value of a
ticket for the price paid
% within What was your main
activity
% of Total

What was your main activity
Other Inc
Ski
Snowboard Snowplay
2054 793
87
70.0 27.0
3.0

Total
2934
100.0

79.1

81.4

82.1

79.8

55.9 21.6
2596 974
70.6 26.5

2.4
106
2.9

79.8
3676
100.0

100.0 100.0

100.0

100.0

70.6

2.9

100.0

26.5

Cross tabulation: Importance - Value of a ticket for the price paid: Level of Skier or
Snowboarder

5 Very
Important

Total

Level of Ski or Boarder
Beginner Intermediate Advanced Total
Count
153
1659
1126
2938
% within Importance - Value of a 5.2
56.5
38.3
100.
ticket for the price paid
% within Level of Ski or boarder 80.1
79.6
80.3
79.9
% of Total
4.2
45.1
30.6
79.9
Count
191
2083
1402
3676
% within Importance - Value of a 5.2
56.7
38.1
100.0
ticket for the price paid
% within Level of Ski or boarder 100.0
100.0
100.0
100.0
% of Total
5.2
56.7
38.1
100.0
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Appendix Y Logistic Regression Tables

Logistic Regression. Omnibus Tests of Model
Coefficients
Omnibus Tests of Model Coefficients
Chi-square
df
Sig.
Step 1 Step
51.531
32
.016
Block
51.531
32
.016
Model
51.531
32
.016
Logistic Regression. Model Summary
Model Summary
-2 Log
Cox & Snell Nagelkerke
Step
likelihood
R Square
R Square
a
1
99.902
.334
.479
a. Estimation terminated at iteration number 6
because parameter estimates changed by less than
.001.

Logistic Regression.
Lemeshow Test

Hosmer

and

Hosmer and Lemeshow Test
Step Chi-square
df
Sig.
1
10.309
8
.244

Logistic Regression. Classification Table
Classification Tablea

Observed
SOverall Holiday Satisfaction
t
eOverall Percentage
p

No
Yes

Predicted
Overall Holiday
Satisfaction
Percentage
No
Yes
Correct
21
15
58.3
5
86
94.5
84.3

1
a. The cut value is .500
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Logistic Regression; Variables in the Equation
Variables in the Equation

Step
1a

B
.700
1.894
-.837
1.053
1.247

S.E. Wald
1.293 .293
1.506 1.582

Snow conditions
Size of the and
number of trails
Length of runs
1.234 .460
Uncrowded
1.136 .858
slopes
Available terrain
.942 1.751
to suitability
Accurate
- 1.204 .948
information on
1.172
grooming and
snow conditions
Signage on the
-.390 1.103 .125
ski trails
Lift queue
-.340 1.288 .070
waiting time
Updated lift open 1.008 .969 1.082
status information
Ticket options
.399 1.124 .126
being explained
adequately
Competence of
-.568 1.280 .197
the ticket seller
Friendliness of
.187 1.229 .023
the ticket seller
Closeness of the
-.892 1.132 .621
car parks to the
lifts
Friendliness of
.534 1.139 .220
the parking staff
Competence of
.776 1.452 .286
the parking staff
Overall car
-.648 1.287 .254
parking
experience
Quality of the
.148 1.033 .021
restaurants in the
resort

df
1
1

95% C.I.for
EXP(B)
Sig. Exp(B) Lower Upper
.588 2.015 .160
25.395
.208
.150 .008
2.878

1
1

.497
.354

.433
.349

.039
.038

4.862
3.238

1

.186

3.480

.549

22.073

1

.330

.310

.029

3.278

1

.724

.677

.078

5.888

1

.792

.712

.057

8.883

1

.298

2.740

.410

18.307

1

.723

1.490

.165

13.479

1

.657

.567

.046

6.962

1

.879

1.206

.108

13.411

1

.431

.410

.045

3.768

1

.639

1.706

.183

15.912

1

.593

2.173

.126

37.442

1

.615

.523

.042

6.521

1

.886

1.160

.153

8.783

Page 481

Variety of the
restaurants in the
resort
SSS instructor
competence
Personal attention
and feedback
given by your
instructor
You feel you
learnt something
in SSS
Lesson value for
money paid
Overall SSS
experience
Fit of hire boots
Availability of
desired hire
equipment
Time taken for
the hire process
Overall value of
hire equipment
for the price paid
Satisfaction with
the retail shops in
the resort
Experiencing
Australia’s nature
Having fun and
enjoyment
Finding thrills
and excitement
Number of lifts
open
Constant

- 1.363 1.730
1.793

1

.188

.166

.011

2.409

- 2.688 1.115
2.838
1.804 2.134 .715

1

.291

.059

.000

11.350

1

.398

6.072

.093

397.576

-.228 1.329

.029

1

.864

.796

.059

10.782

- 1.373
1.177
1.688 2.742

.734

1

.392

.308

.021

4.550

.379

1

.538

5.409

- 1.382 2.795
2.311
3.439 1.575 4.770

1

.095

.099

.007

1.489

1

.029 31.167 1.423

682.658

- 1.232 1.585
1.551
2.763 1.019 7.351

1

.208

.019

2.371

1

.007 15.851 2.150

116.828

1.700

1

.024

.175

1

.676

.057

6.419

3.425 1.700 4.060

1

.044 30.726 1.098

859.807

-.969 1.079

.806

1

.369

.379

.046

3.148

1.918 1.237 2.405

1

.121

6.808

.603

76.882

- 1.672
1.212

1

.469

.298

.755 5.077

-.505 1.206

.525

.212

.025 1166.391

5.475 1.248

.604

24.023
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Gender
Satisfaction - Overall (total)
satisfaction of your holiday

Pearson
Correlation

1

Male

Sig. (2-tailed)
N
If it were possible, how likely are you
Pearson
to revisit the resort for a holiday in
Correlation
the next 3 years?

how likely are you
to revisit the resort
for a holiday in the
next 3 years?
Z Score

Correlation coefficients for overall satisfaction and intention to revisit;
gender and activity

Overall satisfaction
of your holiday

Appendix Z

.254**

0.261

0
1600

1600

.254**

1

Sig. (2-tailed) 0

Satisfaction - Overall (total)
satisfaction of your holiday

N

1600

1621

Pearson
Correlation

1

.267**

Female

Sig. (2-tailed)
N
If it were possible, how likely are you
Pearson
to revisit the resort for a holiday in
Correlation
the next 3 years?

0.271

0
2071

2071

.267**

1

Sig. (2-tailed) 0
N
**. Correlation is significant at the 0.01 level (2-tailed).

2071

2093

Page 483

Appendix AA

Overall Satisfaction and Type Of Ticket Correlation
Correlations
If it were
possible,
how likely
Satisfaction - are you to
Overall
return to this
(total)
resort for a
satisfaction
holiday in
of your
the next 3
holiday
years?

Ticket type
1.00 Single Day

Satisfaction - Overall
(total) satisfaction of
your holiday

Pearson
Correlation

1

Sig. (2-tailed)
N
If it were possible, how Pearson
likely are you to return Correlation
to this resort for a
Sig. (2-tailed)
holiday in the next 3
years?
N
2.00 Multi Day

Satisfaction - Overall
(total) satisfaction of
your holiday

Pearson
Correlation

If it were possible, how Pearson
likely are you to return Correlation
to this resort for a
Sig. (2-tailed)
holiday in the next 3
years?

N

3.00 Season Pass Satisfaction - Overall
(total) satisfaction of
your holiday

.000
1671

1671

.284**

1

.000
1671

1682

1

.275**

Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)

.284**

.000
1228

1228

.275**

1

.000

1228

1246

1

.199*
.020
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N
If it were possible, how Pearson
likely are you to return Correlation
to this resort for a
Sig. (2-tailed)
holiday in the next 3
years?
N

136

136

.199*

1

.020
136

136

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
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Appendix BB

Overall Satisfaction and Activity Correlation

Correlations

Satisfaction
- Overall
(total)
satisfaction
of your
holiday

What was your main activity
1.00 Ski

Satisfaction - Overall Pearson
(total) satisfaction of Correlation
your holiday
Sig. (2-tailed)
N
If it were possible,
how likely are you to
return to this resort
for a holiday in the
next 3 years?

2.00 Snowboard

Pearson
Correlation

.000
2577

2577

.253**

1

.000

N

2577

2607

1

.273**

N

3.00 Other Inc
Snowplay

.253**

Sig. (2-tailed)

Satisfaction - Overall Pearson
(total) satisfaction of Correlation
your holiday
Sig. (2-tailed)

If it were possible,
how likely are you to
return to this resort
for a holiday in the
next 3 years?

1

If it were
possible,
how likely
are you to
return to
this resort
for a
holiday in
the next 3
years?

Pearson
Correlation

.000
970

970

.273**

1

Sig. (2-tailed)

.000

N

970

979

1

.380**

Satisfaction - Overall Pearson
(total) satisfaction of Correlation
your holiday
Sig. (2-tailed)

N

.000

105

105
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If it were possible,
how likely are you to
return to this resort
for a holiday in the
next 3 years?

Pearson
Correlation

.380**

Sig. (2-tailed)

.000

N

105

1

108

**. Correlation is significant at the 0.01 level (2-tailed).
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Appendix CC

Overall Satisfaction and Month of Visit Correlation

Correlations

What month of visit
1.00 June

Satisfaction - Overall
(total) satisfaction of
your holiday

If it were possible,
how likely are you
to return to this
resort for a holiday
in the next 3 years?

Satisfaction Overall (total)
satisfaction of
your holiday
Pearson
Correlation

1

Sig. (2tailed)
N
If it were possible, how
likely are you to return
to this resort for a
holiday in the next 3
years?

2.00 July

Satisfaction - Overall
(total) satisfaction of
your holiday

Pearson
Correlation

3.00
August

Satisfaction - Overall
(total) satisfaction of
your holiday

.000
197

197

.287**

1

Sig. (2tailed)

.000

N

197

198

1

.272**

Pearson
Correlation
Sig. (2tailed)
N

If it were possible, how
likely are you to return
to this resort for a
holiday in the next 3
years?

.287**

Pearson
Correlation

.000
963

963

.272**

1

Sig. (2tailed)

.000

N

963

974

1

.263**

Pearson
Correlation
Sig. (2tailed)
N

.000
1945

1945
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If it were possible, how
likely are you to return
to this resort for a
holiday in the next 3
years?

4.00
Satisfaction - Overall
September (total) satisfaction of
your holiday

Pearson
Correlation

.263**

Sig. (2tailed)

.000

N

1945

1976

1

.222**

Pearson
Correlation
Sig. (2tailed)
N

If it were possible, how
likely are you to return
to this resort for a
holiday in the next 3
years?

1

Pearson
Correlation

.000
566

566

.222**

1

Sig. (2tailed)

.000

N

566

566

**. Correlation is significant at the 0.01 level (2-tailed).
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Appendix DD

Overall Satisfaction and Ability Correlation

Correlations
If it were
possible,
how likely
Satisfaction - are you to
Overall
return to this
(total)
resort for a
satisfaction
holiday in
of your
the next 3
holiday
years?

Level of Ski or boarder
1.00 Beginner

Satisfaction - Overall
(total) satisfaction of
your holiday

Pearson
Correlation

1

Sig. (2-tailed)
N
If it were possible, how Pearson
likely are you to return Correlation
to this resort for a
Sig. (2-tailed)
holiday in the next 3
years?
N
2.00
Intermediate

Satisfaction - Overall
(total) satisfaction of
your holiday

Pearson
Correlation

If it were possible, how Pearson
likely are you to return Correlation
to this resort for a
Sig. (2-tailed)
holiday in the next 3
years?
N
3.00 Advanced

Satisfaction - Overall
(total) satisfaction of
your holiday

.000
196

196

.401**

1

.000
196

199

1

.254**

Sig. (2-tailed)
N

Pearson
Correlation

.000
2069

2069

.254**

1

.000
2069

2088

1

.260**

Sig. (2-tailed)
N

.401**

.000
1389

1389
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If it were possible, how Pearson
likely are you to return Correlation
to this resort for a
Sig. (2-tailed)
holiday in the next 3
years?
N

.260**

1

.000
1389

1407

**. Correlation is significant at the 0.01 level (2-tailed).
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Appendix EE

Overall satisfaction and How Many Times on a Snow Holiday
Correlation

Correlations
If it were
possible,
how likely
are you to
Satisfactio return to
n - Overall this resort
(total)
for a
satisfactio holiday in
n of your the next 3
holiday
years?

Number of times on a snow holiday
1.00 First
Time

Spearman's
rho

1.000

.295**

.

.000

152

152

If it were possible, Correlation
how likely are you Coefficient
to return to this
resort for a holiday Sig. (2-tailed)
in the next 3 years?
N

.295**

1.000

.000

.

152

157

Satisfaction Correlation
Overall (total)
Coefficient
satisfaction of your
Sig. (2-tailed)
holiday

1.000

.339**

.

.000

1220

1220

If it were possible, Correlation
how likely are you Coefficient
to return to this
resort for a holiday Sig. (2-tailed)
in the next 3 years?
N

.339**

1.000

.000

.

1220

1240

Satisfaction Correlation
Overall (total)
Coefficient
satisfaction of your
Sig. (2-tailed)
holiday

1.000

.277**

.

.000

2291

2291

Satisfaction Correlation
Overall (total)
Coefficient
satisfaction of your
Sig. (2-tailed)
holiday
N

2.00 2 to 10
times

Spearman's
rho

N

3.00 10 or
more

Spearman's
rho

N
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If it were possible, Correlation
how likely are you Coefficient
to return to this
resort for a holiday Sig. (2-tailed)
in the next 3 years?
N

.277**

1.000

.000

.

2291

2309

**. Correlation is significant at the 0.01 level (2-tailed).
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Appendix FF Overall Satisfaction and On-Snow Off-Snow Correlation
Correlations
If it were
possible,
how likely
Satisfaction are you to
- Overall return to this
(total)
resort for a
satisfaction
holiday in
of your
the next 3
holiday
years?

Where staying
1.00 On
Snow

Satisfaction - Overall
(total) satisfaction of
your holiday

Pearson Correlation
Sig. (2-tailed)
N

If it were possible, how Pearson Correlation
likely are you to return
Sig. (2-tailed)
to this resort for a
holiday in the next 3
N
years?
2.00 Off
Snow

Satisfaction - Overall
(total) satisfaction of
your holiday

Pearson Correlation

If it were possible, how Pearson Correlation
likely are you to return
Sig. (2-tailed)
to this resort for a
holiday in the next 3
N
years?
Satisfaction - Overall
(total) satisfaction of
your holiday

Pearson Correlation

1303

1303

.308**

1

.000
1303

1314

1

.236**
.000

2025

2025

.236**

1

.000
2025

2051

1

.258**

Sig. (2-tailed)
N

If it were possible, how Pearson Correlation
likely are you to return
Sig. (2-tailed)
to this resort for a
holiday in the next 3
N
years?

.308**
.000

Sig. (2-tailed)
N

3.00

1

.000
341

341

.258**

1

.000
341

347

**. Correlation is significant at the 0.01 level (2-tailed).
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Appendix GG

Overall Satisfaction and Length of Stay Correlation

Correlations
Satisfaction Overall (total)
satisfaction of
your holiday

Length of Stay
1.00 1- Satisfaction - Overall
3 days (total) satisfaction of
your holiday

If it were possible,
how likely are you to
return to this resort
for a holiday in the
next 3 years?

Pearson
Correlation

1

Sig. (2tailed)
N
If it were possible, how
likely are you to return
to this resort for a
holiday in the next 3
years?

2.00 3- Satisfaction - Overall
7 days (total) satisfaction of
your holiday

Pearson
Correlation

3.00
More
than 8
days

Satisfaction - Overall
(total) satisfaction of
your holiday

.000
1120

1120

.269**

1

Sig. (2tailed)

.000

N

1120

1136

1

.271**

Pearson
Correlation
Sig. (2tailed)
N

If it were possible, how
likely are you to return
to this resort for a
holiday in the next 3
years?

Pearson
Correlation

.000
1773

1773

.271**

1

Sig. (2tailed)

.000

N

1773

1790

1

.234**

Pearson
Correlation
Sig. (2tailed)
N

If it were possible, how
likely are you to return

.269**

Pearson
Correlation

.000
774

774

.234**

1
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to this resort for a
holiday in the next 3
years?

Sig. (2tailed)

.000

N

774

784

**. Correlation is significant at the 0.01 level (2-tailed).
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Appendix HH

Overall Satisfaction and Age Correlation

Correlations
If it were
possible, how
likely are you
to return to
Satisfaction - this resort for
Overall (total) a holiday in
satisfaction of
the next 3
your holiday
years?

Age: (Binned)
1 <= 24

Satisfaction - Overall
Pearson Correlation
(total) satisfaction of your
Sig. (2-tailed)
holiday
N

1

.299**
.000

686

686

If it were possible, how
Pearson Correlation
likely are you to return to
this resort for a holiday in Sig. (2-tailed)
the next 3 years?
N

.299**

1

686

700

2 25 - 34 Satisfaction - Overall
Pearson Correlation
(total) satisfaction of your
Sig. (2-tailed)
holiday

1

.254**

N

.000

.000
850

850

If it were possible, how
Pearson Correlation
likely are you to return to
this resort for a holiday in Sig. (2-tailed)
the next 3 years?
N

.254**

1

850

857

3 35 - 44 Satisfaction - Overall
Pearson Correlation
(total) satisfaction of your
Sig. (2-tailed)
holiday

1

.323**

N

If it were possible, how
Pearson Correlation
likely are you to return to
this resort for a holiday in Sig. (2-tailed)
the next 3 years?
N

.000

.000
887

887

.323**

1

.000
887

896
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4 45 - 52 Satisfaction - Overall
Pearson Correlation
(total) satisfaction of your
Sig. (2-tailed)
holiday
N

1

.227**
.000

685

685

If it were possible, how
Pearson Correlation
likely are you to return to
this resort for a holiday in Sig. (2-tailed)
the next 3 years?
N

.227**

1

685

690

5 53 - 64 Satisfaction - Overall
Pearson Correlation
(total) satisfaction of your
Sig. (2-tailed)
holiday

1

.160**

N

6 65+

.000

.001
459

459

If it were possible, how
Pearson Correlation
likely are you to return to
this resort for a holiday in Sig. (2-tailed)
the next 3 years?
N

.160**

1

459

467

Satisfaction - Overall
Pearson Correlation
(total) satisfaction of your
Sig. (2-tailed)
holiday

1

.209*

N
If it were possible, how
Pearson Correlation
likely are you to return to
this resort for a holiday in Sig. (2-tailed)
the next 3 years?
N

.001

.034
104

104

.209*

1

.034
104

104

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
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Appendix II

Overall Satisfaction

t-Test Gender

Group Statistics
Std.
Deviation

Gender:
N
Satisfaction - Overall
(total) satisfaction of
your holiday

Mean

Std. Error
Mean

1 Male

1600

3.78

.908

.023

2 Female

2071

3.84

.928

.020

Independent Samples Test
Levene's Test
for Equality
of Variances

F
Satisfaction
- Overall
(total)
satisfaction
of your
holiday

Equal
variances
assumed
Equal
variances
not
assumed

.141

Sig.
.707

t-test for Equality of Means

t

df

95%
Confidence
Sig.
Std. Interval of the
(2- Mean Error
Difference
tailed Differ Differ
)
ence ence Lower Upper

- 366
1.7
9
85

.074

-.055

.031

-.115

.005

- 347
1.7 2.28
90
8

.074

-.055

.031

-.114

.005
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t-Test Overall Satisfaction and Activity
Group Statistics
What was your
main activity
Satisfaction - Overall
(total) satisfaction of
your holiday

N

1.00 Ski
2.00
Snowboard

Mean

Std.
Deviation

Std. Error
Mean

2577

3.83

.911

.018

970

3.77

.955

.031

Independent Samples Test
Levene's Test
for Equality
of Variances

F
Satisfaction
- Overall
(total)
satisfaction
of your
holiday

Equal
variances
assumed
Equal
variances
not
assumed

6.495

Sig.

t-test for Equality of Means

t

df

95%
Confidence
Sig.
Std. Interval of the
(2- Mean Error
Difference
tailed Differ Differ
)
ence ence Lower Upper

.011 1.7 354
53
5

.080

.061

.035

-.007

.129

1.7 167
16 1.48
0

.086

.061

.036

-.009

.131
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Appendix JJ ANOVA Overall Satisfaction and Activity (Ski, Snowboard, Snowplay)

Descriptives
Satisfaction - Overall (total) satisfaction of your holiday
95% Confidence
Interval for Mean
Mean

Std.
Deviatio
n

2577

3.83

.911

.018

3.79

3.87

1

5

2.00 Snowboard

970

3.77

.955

.031

3.71

3.83

1

5

3.00 Other Inc
Snowplay

105

3.84

.786

.077

3.69

3.99

2

5

3652

3.81

.919

.015

3.78

3.84

1

5

F

Sig.

N
1.00 Ski

Total

Std.
Error

Lower
Bound

Upper
Bound

Minim Maxi
um
mum

Test of Homogeneity of Variances
Satisfaction - Overall (total) satisfaction of
your holiday
Levene
Statistic
4.661

df1

df2
2

Sig.

3649

.010

ANOVA
Satisfaction - Overall (total) satisfaction of your holiday
Sum of
Squares
Between
Groups

Mean
Square

df

2.681

2

1.341

Within Groups

3084.075

3649

.845

Total

3086.757

3651

1.586

.205
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Robust Tests of Equality of Means
Satisfaction - Overall (total) satisfaction of your holiday
Statistica

df1

df2

Sig.

Welch

1.514

2 280.789

.222

BrownForsythe

1.771

2 580.728

.171

a. Asymptotically F distributed.
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Appendix KK

Oneway ANOVA Overall Satisfaction and Ticket Type

Descriptives
Satisfaction - Overall (total) satisfaction of your holiday
95% Confidence
Interval for Mean
N

Std.
Mean Deviation

Std.
Error

Lower
Bound

Upper
Bound

Minim Maxim
um
um

1.00 Single
Day

1671

3.76

.928

.023

3.72

3.80

1

5

2.00 Multi
Day

1228

3.82

.931

.027

3.77

3.87

1

5

136

3.97

.816

.070

3.83

4.11

1

5

3035

3.79

.925

.017

3.76

3.83

1

5

3.00 Season
Pass
Total

Test of Homogeneity of Variances
Satisfaction - Overall (total) satisfaction of
your holiday
Levene
Statistic
5.666

df1

df2
2

3032

Sig.
.004
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ANOVA
Satisfaction - Overall (total) satisfaction of your holiday
Sum of
Squares
Between
Groups

Mean
Square

df

6.849

2

3.424

Within Groups

2589.792

3032

.854

Total

2596.641

3034

F
4.009

Sig.
.018

Robust Tests of Equality of Means
Satisfaction - Overall (total) satisfaction of your holiday
Statistica

df1

df2

Sig.

Welch

4.690

2 380.831

.010

BrownForsythe

4.451

2 716.760

.012

a. Asymptotically F distributed.
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Post Hoc Tests
Multiple Comparisons
Satisfaction - Overall (total) satisfaction of your holiday
Tukey HSD
95% Confidence
Interval
(I) Ticket type

(J) Ticket type

1.00 Single
Day

2.00 Multi
Day

2.00 Multi Day

3.00 Season
Pass

Mean
Difference
(I-J)

Std.
Error

Sig.

Lower
Bound

Upper
Bound

-.058

.035

.222

-.14

.02

3.00 Season
Pass

-.211*

.082

.029

-.40

-.02

1.00 Single
Day

.058

.035

.222

-.02

.14

3.00 Season
Pass

-.153

.084

.159

-.35

.04

1.00 Single
Day

.211*

.082

.029

.02

.40

2.00 Multi
Day

.153

.084

.159

-.04

.35

*. The mean difference is significant at the 0.05 level.
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Homogeneous Subsets

Satisfaction - Overall (total) satisfaction of your
holiday
Tukey HSDa,b
Subset for alpha =
0.05
Ticket type

N

1.00 Single Day

1671

3.76

2.00 Multi Day

1228

3.82

3.00 Season Pass
Sig.

1

2

136

3.82
3.97

.694

.077

Means for groups in homogeneous subsets are
displayed.
a. Uses Harmonic Mean Sample Size = 342.242.
b. The group sizes are unequal. The harmonic
mean of the group sizes is used. Type I error levels
are not guaranteed.
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Appendix LL

Oneway ANOVA Overall Satisfaction and Month Of Visit

Descriptives
Satisfaction - Overall (total) satisfaction of your holiday
95% Confidence
Interval for Mean
Std.
Mean Deviation

N

Std.
Error

Lower
Bound

Upper
Bound

Minim Maxim
um
um

1.00 June

197

3.86

.812

.058

3.75

3.98

1

5

2.00 July

963

3.99

.869

.028

3.93

4.04

1

5

1945

3.72

.960

.022

3.68

3.76

1

5

566

3.83

.850

.036

3.76

3.90

1

5

3671

3.81

.920

.015

3.78

3.84

1

5

F

Sig.

3.00
August
4.00
September
Total

Test of Homogeneity of Variances
Satisfaction - Overall (total) satisfaction of
your holiday
Levene
Statistic
17.219

df1

df2
3

Sig.

3667

.000

ANOVA
Satisfaction - Overall (total) satisfaction of your holiday
Sum of
Squares
Between
Groups

Mean
Square

df

47.235

3

15.745

Within Groups

3056.691

3667

.834

Total

3103.926

3670

18.889

.000
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Robust Tests of Equality of Means
Satisfaction - Overall (total) satisfaction of your holiday
Statistica

df1

df2

Sig.

Welch

19.286

3

791.136

.000

BrownForsythe

21.220

3 1614.579

.000

a. Asymptotically F distributed.

Post Hoc Tests

Multiple Comparisons
Satisfaction - Overall (total) satisfaction of your holiday
Tukey HSD
95% Confidence
Interval
(I) What month
of visit
1.00 June

2.00 July

3.00 August

4.00

(J) What month
of visit
2.00 July

Mean
Difference
(I-J)

Std.
Error

Sig.

Lower
Bound

Upper
Bound

-.125

.071

.300

-.31

.06

3.00 August

.144

.068

.149

-.03

.32

4.00
September

.034

.076

.969

-.16

.23

1.00 June

.125

.071

.300

-.06

.31

3.00 August

.269*

.036

.000

.18

.36

4.00
September

.159*

.048

.006

.03

.28

1.00 June

-.144

.068

.149

-.32

.03

2.00 July

-.269*

.036

.000

-.36

-.18

4.00
September

-.110

.044

.057

-.22

.00

1.00 June

-.034

.076

.969

-.23

.16
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September

2.00 July
3.00 August

-.159*

.048

.006

-.28

-.03

.110

.044

.057

.00

.22

*. The mean difference is significant at the 0.05 level.

Homogeneous Subsets

Satisfaction - Overall (total) satisfaction of your
holiday
Tukey HSDa,b
Subset for alpha =
0.05
What month of
visit
d 3.00 August
i
m 4.00
e September
n
s 1.00 June
i
o 2.00 July
n
Sig.
1

N

1

2

1945

3.72

566

3.83

197

3.86

963

3.86
3.99

.070

.151

Means for groups in homogeneous subsets are
displayed.
a. Uses Harmonic Mean Sample Size = 476.446.
b. The group sizes are unequal. The harmonic
mean of the group sizes is used. Type I error levels
are not guaranteed.
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Appendix MM

Oneway ANOVA Overall Satisfaction and Level of Ability

Descriptives
Satisfaction - Overall (total) satisfaction of your holiday
95% Confidence
Interval for Mean
Std.
Mean Deviation

N
1.00
Beginner

Std.
Error

Lower
Bound

Upper
Bound

Minim Maxim
um
um

196

3.82

.808

.058

3.70

3.93

1

5

2.00
Intermediate

2069

3.82

.907

.020

3.78

3.86

1

5

3.00
Advanced

1389

3.81

.955

.026

3.76

3.86

1

5

Total

3654

3.81

.921

.015

3.78

3.84

1

5

F

Sig.

Test of Homogeneity of Variances
Satisfaction - Overall (total) satisfaction of
your holiday
Levene
Statistic
5.833

df1

df2
2

Sig.

3651

.003

ANOVA
Satisfaction - Overall (total) satisfaction of your holiday
Sum of
Squares
Between
Groups

Mean
Square

df

.066

2

.033

Within Groups

3095.388

3651

.848

Total

3095.454

3653

.039

.962
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Robust Tests of Equality of Means
Satisfaction - Overall (total) satisfaction of your holiday
Statistica

df1

df2

Sig.

Welch

.037

2

551.859

.963

BrownForsythe

.043

2 1054.163

.958

a. Asymptotically F distributed.
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Appendix NN

Oneway ANOVA Overall Satisfaction and Number of Times on a
Snow Holiday
Descriptives

Satisfaction - Overall (total) satisfaction of your holiday
95% Confidence
Interval for Mean
Std.
Mean Deviation

N
1.00 First
Time

Std.
Error

Lower
Bound

Upper
Bound

Minim Maxim
um
um

152

3.81

.752

.061

3.69

3.93

2

5

2.00 2 to 10
times

1220

3.83

.918

.026

3.78

3.88

1

5

3.00 More
than 10

2291

3.81

.930

.019

3.77

3.84

1

5

Total

3663

3.82

.919

.015

3.79

3.85

1

5

F

Sig.

Test of Homogeneity of Variances
Satisfaction - Overall (total) satisfaction of
your holiday
Levene
Statistic
3.535

df1

df2
2

Sig.

3660

.029

ANOVA
Satisfaction - Overall (total) satisfaction of your holiday
Sum of
Squares
Between
Groups

Mean
Square

df

.551

2

.275

Within Groups

3092.695

3660

.845

Total

3093.245

3662

.326

.722
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Robust Tests of Equality of Means
Satisfaction - Overall (total) satisfaction of your holiday
Statistica

df1

df2

Sig.

Welch

.325

2 425.508

.723

BrownForsythe

.385

2 905.345

.680

a. Asymptotically F distributed.
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Appendix OO

Univariate Analysis of Variance by Gender and Main Activity

Between-Subjects Factors
Value
Label
Gender:

What was your main
activity

N

1

Male

1588

2

Female

2064

1.00

Ski

2577

2.00

Snowboard

970

3.00

Other Inc
Snowplay

105

Levene's Test of Equality of Error Variancesa
Dependent Variable:Satisfaction - Overall (total) satisfaction of
your holiday
F
2.483

df1

df2
5

Sig.

3646

.030

Tests the null hypothesis that the error
variance of the dependent variable is
equal across groups.
a. Design: Intercept + GENDER +
Main_activity_ + GENDER *
Main_activity_
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Descriptive Statistics
Dependent Variable:Satisfaction - Overall (total) satisfaction of your
holiday
Gender:

What was your main
activity

1 Male

1.00 Ski

3.80

.917

1201

2.00 Snowboard

3.72

.913

320

3.00 Other Inc
Snowplay

3.76

.761

67

Total

3.78

.910

1588

3.86

.904

1376

2.00 Snowboard

3.79

.975

650

3.00 Other Inc
Snowplay

3.97

.822

38

Total

3.84

.926

2064

1.00 Ski

3.83

.911

2577

2.00 Snowboard

3.77

.955

970

3.00 Other Inc
Snowplay

3.84

.786

105

Total

3.81

.919

3652

2 Female 1.00 Ski

Total

Mean

Std.
Deviation

N
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Tests of Between-Subjects Effects
Dependent Variable: Satisfaction - Overall (total) satisfaction of your holiday
Type III
Sum of
Squares

Source

Mean
Square

df

7.060a

5

11054.953

1

GENDER

2.419

1

2.419

Main_activity_

3.465

2

GENDER *
Main_activity_

.539

Error
Total

Corrected Model
Intercept

Corrected Total

1.412

F

Sig.

Partial Eta
Squared

1.672

.138

.002

11054.953 13087.77
0

.000

.782

2.864

.091

.001

1.732

2.051

.129

.001

2

.269

.319

.727

.000

3079.696

3646

.845

56213.000

3652

3086.757

3651

a. R Squared = .002 (Adjusted R Squared = .001)

Univariate Analysis of Variance
UNIANOVA STOTAL__ BY GENDER Main_activity_

Between-Subjects Factors
Value
Label
Gender:

What was your main
activity

N

1

Male

1588

2

Female

2064

1.00

Ski

2577

2.00

Snowboard

970

3.00

Other Inc
Snowplay

105
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Ticket
Value

Age

Number of
times visited
Whether
staying onsnow/offsnow
Type of
ticket
purchased

Month of
Visit

X

Decision
Maker

Component 1:
Experience
Having Fun and
enjoyment
Get away from a busy
job
Doing something your
children enjoyed
Spending quality time
with friends and family
Having Fun and being
entertained
Experiencing Australia’s
nature*
Finding thrills and
excitement*
Overall holiday
experience
Component 2:
Snowsports School
Personal attention and
Feedback given by your
Instructor
You feel you learnt
something (SSS)*
Overall Snowsports
School experience*
Instructors competence
Lesson value for money
paid
Component3: Ticket
Sales
Competence of the ticket
seller*
Ticket options were
explained adequately*

Level of
Ability

Component

Gender

Appendix PP Satisfaction Attributes and Significant Moderators

X

X

X
X
X
X

X

X

X

X

X

X
X

X

X

X

X

X

X

X

X

X

X

X

X
X

X

X

X

X

X

X

X

X

X
X
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Friendliness of the ticket
seller*

X

Time taken for the hire
process*
Availability of desired
hire equipment*
Overall value of hire
equipment for the price
paid*
Fit of hire boots*
Friendliness and
competence of hire staff
Component 6:
Restaurants and Après
Variety of restaurants in
the resort*
Quality of the
restaurants in the resort*
Satisfaction with the
retail shops*
Component 7: Parking

X
X
X

X

Ticket Value

Decision
Maker

X

X
X

Age

Type of ticket
purchased

Whether
staying onsnow/off-snow

Number of
times visited

X

Component 4:
Snowsports Facilities
Size of the resort and
number of trails*
Snow conditions*
Number of lifts open*
Available terrain to suit
ability
Uncrowded slopes
Lift Queue waiting time
Length of the runs*
Component 5: Hire

Competence of the
parking staff
Overall car parking
experience*
Friendliness of the
parking staff*

Month of Visit

Level of Ability

Gender

Component

X

X

X

X
X

X
X

X

X

X

X
X
X

X
X

X

X
X

X

X

X

X
X

X

X

X

X

X

X

X

X

X

X

X

X

X

X

X
X

X

X
X

X
X
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Closeness of the car
parks to the lifts
Component 8:
Information
Accurate information on
grooming and snow
conditions
Updated lift open status
information
Signage on the ski trails

X

X
X
X

X

X

X

X

X

Ticket Value

Decision Maker

Age

Type of ticket
purchased

Whether staying
on-snow/offsnow

Number of times
visited

Month of Visit

Level of Ability

Gender

Component

X
X

X

X

X = statistically significant difference
* = Attribute was statistically significant for satisfaction and importance
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Appendix QQ

T-Tests, One-Way and 2-Way ANOVA

t-test Likelihood of returning to the resort and gender
Group Statistics
Gender:

N

If it were possible, how 1 Male
likely are you to return
2 Female
to the resort for a
holiday in the next 3
years?

Std.
Deviation

Mean

Std. Error
Mean

1621

4.43

.972

.024

2093

4.50

.915

.020

Independent Samples Test
Levene's Test
for Equality
of Variances

F
If it were
possible,
how likely
are you to
return to
the resort
for a
holiday in
the next 3
years?

Equal
variances
assumed
Equal
variances
not
assumed

6.990

Sig.
.008

t-test for Equality of Means

t

df

95%
Confidence
Sig.
Std. Interval of the
(2- Mean Error
Difference
tailed Differ Differ
)
ence ence Lower Upper

- 371
2.0
2
84

.037

-.065

.031

-.126

-.004

- 337
2.0 5.48
68
0

.039

-.065

.031

-.126

-.003
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Appendix RR

ANOVA –Likelihood of returning to the resort and activity type
Descriptives

Minimum

95% Confidence
Interval for Mean

Maximum

If it were possible, how likely are you to return to the resort for a holiday in the next 3
years?

Mean

Std.
Deviatio
n

2607

4.47

.941

.018

4.44

4.51

1

5

Snowboard

979

4.46

.953

.030

4.40

4.52

1

5

Other Inc
Snowplay

108

4.58

.763

.073

4.44

4.73

1

5

3694

4.47

.940

.015

4.44

4.50

1

5

N
Ski

Total

Std.
Error

Lower
Bound

Upper
Bound

Test of Homogeneity of Variances
If it were possible, how likely are you to
return to the resort for a holiday in the next 3
years?
Levene
Statistic
2.603

df1

df2
2

Sig.

3691

.074

ANOVA
If it were possible, how likely are you to return to the resort for a holiday in
the next 3 years?
Sum of
Squares
Between
Groups

Mean
Square

df

1.517

2

.758

Within Groups

3259.222

3691

.883

Total

3260.738

3693

F
.859

Sig.
.424
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Appendix SS ANOVA –Likelihood of returning to the resort and ticket type purchased
Descriptives
If it were possible, how likely are you to return to the resort for a holiday in the next 3
years?
95% Confidence
Interval for Mean
N

Std.
Mean Deviation

Std.
Error

Lower
Bound

Upper
Bound

Minim Maxim
um
um

Single Day

1682

4.50

.925

.023

4.46

4.55

1

5

Multi Day

1246

4.42

.966

.027

4.37

4.48

1

5

136

4.46

.995

.085

4.29

4.62

1

5

3064

4.47

.946

.017

4.44

4.50

1

5

Season Pass
Total

Test of Homogeneity of Variances
If it were possible, how likely are you to
return to the resort for a holiday in the next
3 years?
Levene
Statistic
3.375

df1

df2
2

3061

Sig.
.034
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ANOVA
If it were possible, how likely are you to return to the resort for a holiday in
the next 3 years?
Sum of
Squares
Between
Groups

Mean
Square

df

4.426

2

2.213

Within Groups

2734.629

3061

.893

Total

2739.055

3063

F
2.477

Sig.
.084
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Appendix TT

ANOVA –Likelihood of returning to the resort and month of visit
Descriptives

If it were possible, how likely are you to return to the resort for a holiday in the next 3
years?
95% Confidence
Interval for Mean
N

Std.
Mean Deviation

Std.
Error

Lower
Bound

Upper
Bound

Minim Maxim
um
um

June

198

4.58

.891

.063

4.45

4.70

1

5

July

974

4.49

.930

.030

4.44

4.55

1

5

1976

4.44

.957

.022

4.40

4.48

1

5

566

4.51

.915

.038

4.44

4.59

1

5

3714

4.47

.941

.015

4.44

4.50

1

5

August
September
Total

Test of Homogeneity of Variances
If it were possible, how likely are you to
return to the resort for a holiday in the next 3
years?
Levene
Statistic
2.056

df1

df2
3

3710

Sig.
.104
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ANOVA
If it were possible, how likely are you to return to the resort for a holiday in
the next 3 years?
Sum of
Squares
Between
Groups

Mean
Square

df

5.621

3

1.874

Within Groups

3279.854

3710

.884

Total

3285.475

3713

F
2.119

Sig.
.096
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Appendix UU

ANOVA –Likelihood of returning to the resort and Ability Level
Descriptives

If it were possible, how likely are you to return to the resort for a holiday in the next 3
years?
95% Confidence
Interval for Mean
Std.
Mean Deviation

N
Beginner

Std.
Error

Lower
Bound

Upper
Bound

Minim Maxim
um
um

199

4.48

.864

.061

4.36

4.60

1

5

Intermediate

2088

4.45

.968

.021

4.41

4.49

1

5

Advanced

1407

4.50

.907

.024

4.46

4.55

1

5

Total

3694

4.47

.940

.015

4.44

4.50

1

5

Test of Homogeneity of Variances
If it were possible, how likely are you to
return to the resort for a holiday in the next 3
years?
Levene
Statistic
3.135

df1

df2
2

Sig.

3691

.044

ANOVA
If it were possible, how likely are you to return to the resort for a holiday in
the next 3 years?
Sum of
Squares
Between
Groups

Mean
Square

df

2.138

2

1.069

Within Groups

3258.600

3691

.883

Total

3260.738

3693

F
1.211

Sig.
.298
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Robust Tests of Equality of Means
If it were possible, how likely are you to return to the
resort for a holiday in the next 3 years?
Statistica

df1

df2

Sig.

Welch

1.229

2 557.142

.293

BrownForsythe

1.318

2 946.856

.268

a. Asymptotically F distributed.
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Appendix VV

2-way ANOVA - Gender and Level of Ability (skier/snowboarder)
Between-Subjects Factors

Gender:

Level of Ski or boarder

Value Label

N

Male

1605

Female

2089

Beginner

199

Intermediate

2088

Advanced

1407

Descriptive Statistics
Dependent Variable: If it were possible, how likely are you to
return to the resort for a holiday in the next 3 years?
Gender:
Male

Female

Total

Level of Ski or
boarder

Mean

Std.
Deviation

N

Beginner

4.47

.890

149

Intermediate

4.43

.984

1029

Advanced

4.45

.961

427

Total

4.44

.969

1605

Beginner

4.50

.789

50

Intermediate

4.47

.952

1059

Advanced

4.53

.881

980

Total

4.50

.916

2089

Beginner

4.48

.864

199

Intermediate

4.45

.968

2088

Advanced

4.50

.907

1407

Total

4.47

.940

3694
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Levene's Test of Equality of Error
Variancesa
Dependent Variable: If it were possible,
how likely are you to return to the resort
for a holiday in the next 3 years?
F

df1

2.498

df2
5

Sig.

3688

.029

Tests the null hypothesis that the error
variance of the dependent variable is
equal across groups.
a. Design: Intercept + GENDER +
Level_of_ski_ + GENDER *
Level_of_ski_

Tests of Between-Subjects Effects
Dependent Variable: If it were possible, how likely are you to return to the resort for a
holiday in the next 3 years?
Source

Type III
Sum of
Squares

Mean
Square

df

5.008a

5

22533.473

1

.727

1

.727

Level_of_ski_

1.030

2

GENDER *
Level_of_ski_

.190

Error
Total

Corrected Model
Intercept
GENDER

Corrected Total

1.002

F

Sig.

Partial Eta
Squared

1.135

.340

.002

22533.473 25525.28
3

.000

.874

.823

.364

.000

.515

.583

.558

.000

2

.095

.108

.898

.000

3255.731

3688

.883

77158.000

3694

3260.738

3693

a. R Squared = .002 (Adjusted R Squared = .000)
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Appendix WW

ANOVA Likely To Revisit And Uncrowded Slopes

Test of Homogeneity of Variances
Likelihood to Revisit - collapsed
Levene
Statistic
df1
df2
Sig.
2.157
2
3697
.116

ANOVA
Likelihood to Revisit - collapsed
Sum of
Squares
Between
1.575
Groups
Within Groups
5479.402
Total
5480.977

df
2

Mean
Square
.788

3697
3699

Robust Tests of Equality of Means
Likelihood to Revisit - collapsed
Statistica
df1
df2
Welch
.557
2 1949.479
Brown.536
2 2912.080
Forsythe
a. Asymptotically F distributed.

F
.532

Sig.
.588

1.482

Sig.
.573
.585
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Appendix XX

Cross Tabulation for Involvement In Decision Making

Which of the following best describes your involvement in the decision making for this
trip? * Gender: Cross tabulation
Gender:
Male Female Total
Which of the
I am the main
Count
1152
1703
2855
following best
decision maker
% within Which of
40.4% 59.6% 100.0%
describes your
the following best
involvement in the
describes your
decision making for
involvement in the
this trip?
decision making for
this trip?
% within Gender:
71.1% 81.4% 76.9%
% of Total
31.0% 45.9% 76.9%
I am involved in the Count
440
370
810
decisions, but I am % within Which of
54.3% 45.7% 100.0%
not the decision ma the following best
describes your
involvement in the
decision making for
this trip?
% within Gender:
27.2% 17.7% 21.8%
% of Total
11.9% 10.0% 21.8%
I leave the decisions Count
28
20
48
to someone
% within Which of
58.3% 41.7% 100.0%
else/have no
the following best
involvement
describes your
involvement in the
decision making for
this trip?
% within Gender:
1.7%
1.0%
1.3%
% of Total
.8%
.5%
1.3%
Total
Count
1620
2093
3713
% within Which of
43.6% 56.4% 100.0%
the following best
describes your
involvement in the
decision making for
this trip?
% within Gender:
100.0% 100.0% 100.0%
% of Total
43.6% 56.4% 100.0%
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Appendix YY

Correlation between How Likely Are You To Recommend The
Snowsports Resort And Overall Satisfaction

Correlations
How likely
are you to Satisfaction recommend
Overall
this resort to
(total)
other people satisfaction
as a place to
of your
visit?
holiday
How likely are you to
recommend this resort
to other people as a
place to visit?

Pearson
Correlation
Sig. (2-tailed)
N

Satisfaction - Overall
(total) satisfaction of
your holiday

1

Pearson
Correlation

.499**
.000

3714

3671

.499**

1

Sig. (2-tailed)

.000

N

3671

3671

**. Correlation is significant at the 0.01 level (2-tailed).
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Independent T Test Likely To Recommend And Gender

How likely
are you to
recommend
this resort
to other
people as a
place to
visit?

Equal
variances
not
assumed

Equal
variances
assumed

.292

F
.589

Sig.

Levene's Test
for Equality
of Variances

df

- 341
2.4 5.71
33
3

- 371
2.4
2
45

t

.015

.015

-.152

-.152

.063

.062

-.275

-.274

-.030

-.030

95%
Confidence
Sig.
Std. Interval of the
(2- Mean Error
Difference
tailed Differ Differ
)
ence ence Lower Upper

t-test for Equality of Means

Independent Samples Test

Independent t Test : Likely to recommend and Gender

Appendix ZZ
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Appendix AAA

How Likely Are You to Recommend This Resort to Other People
as A Place to Visit And Month

How likely are you to recommend this resort to other people as a place to visit? and month
of visit
Multiple Comparisons

95% Confidence
Interval
(I) What month
of visit
1.00 June

(J) What month
of visit
2.00 July

4.00
September

Sig.

Lower
Bound

Upper
Bound

.147

.700

-.54

.22

.061

.140

.972

-.30

.42

4.00
September

-.059

.155

.982

-.46

.34

1.00 June

.159

.147

.700

-.22

.54

.220*

.074

.015

.03

.41

4.00
September

.100

.099

.745

-.16

.36

1.00 June

-.061

.140

.972

-.42

.30

2.00 July

-.220*

.074

.015

-.41

-.03

4.00
September

-.120

.090

.540

-.35

.11

1.00 June

.059

.155

.982

-.34

.46

2.00 July

-.100

.099

.745

-.36

.16

.120

.090

.540

-.11

.35

3.00 August

3.00 August

Std.
Error

-.159

3.00 August

2.00 July

Mean
Difference
(I-J)

3.00 August

*. The mean difference is significant at the 0.05 level.
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-0.1

Gap

15

Attribute #

14

0

Paired t test
0
Sig.

0.29

3.85

Clarity of
signage at
the ticket
office

Satisfaction 3.85

Having
your
questions
about
ticket
options Compete
answered nce of
adequatel the ticket Friendliness of
y
the ticket seller
seller

3.95

2

1

Attribute #

3.56

0

0

Importance

-0.13

-0.17

16

0

-0.04

3.95

3.99

3

17

0

0.2

4.08

3.88

4

0

-0.34

3.67

Gap (S-I)
-0.72
Paired t test
Sig.
0

3.98

4.01

4.01

Satisfaction 3.84

4.11

4.18

4.56

Importance

6

0

-0.48

3.88

4.36

18

0

-1.9

2.84

4.74

19

0

-1.28

1.36

2.64

Value of
a ticket
for the
price
Having Terrain
paid
parks available

5

0

-1.09

3.35

4.44

Size of
Resort/
Uncrow Availability of
Number
ded
terrain suited to your
of Trails Length of Runs Slopes ability

8

0

-0.2

3.78

3.98

20

0

-0.21

3.86

4.07

21

0

-0.16

3.44

3.6

10

0

-1.23

3.32

4.55

11

0

-0.19

3.84

4.03

Lift
Operators
friendly and
helpful in
communicat
ions

22

0

-0.29

3.94

4.23

23

0

-0.38

3.59

3.97

24

0

0.29

3.63

3.34

The
overall Closene
performa ss of car Friendliness
nce of ski parks to of parking
patrol
lifts
personnel

9

0

-0.7

3.74

4.44

Signage
Lift
on the Number queue
various of lifts wait
trails
open
time

The
monitori
ng of
Presence/visibili slow
ty of ski patrol zones

7

0

-0.4

3.8

4.2

A accurate
information on
grooming and
snow conditions

Importance and Satisfaction Mean Scores with Gap Measurement

Quality
Snow
of Trail
Conditions/S Groomin
now Quality g

Appendix BBB

25

0

-0.77

2.38

3.15

26

0

-0.07

3.57

3.64

Overall
parking
experien
ce

13

0

0.87

3.69

2.82
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Compete
nce of
car
parking
personne
l

12

0

-0.4

3.88

4.28

Updated Having
informati Mountai
on on
n Hosts
lifts open in the
status
resort

-1.56

29

0

-0.55

3.31

3.86

3.91

-0.37

Satisfaction 4.15

Gap

41

Attribute #

40

0

Paired t test
Sig.
0

-0.3

4.28

42

0

-0.14

4.23

4.37

Friendlin
ess and
compete
Availability Speed of nce of
of desired
the hire the hire
equipment process staff

4.45

Importance

28

Attribute #

27

0

Paired t test
0
Sig.

1.06

Gap

3.3

1.74

3.12

Satisfaction 4.18

Importance

Bus shuttle
service

43

0

-0.73

3.74

4.47

Overall value
for price paid
for hire
equipment

30

0

-0.47

3.27

3.74

32

0

0.07

4.04

3.97

44

0

-0.46

3.83

4.29

45

0

-0.14

3.81

3.95

Overall
ease in
travellin
g from Good first
your
impression/welcome
home to to the resort

31

0

0.64

3.49

2.85

34

0

-0.44

4.24

4.68

35

0

-0.48

4

4.48

36

0

-0.51

4.13

4.64

37

0

-0.99

3.66

4.65

38

0

-0.41

3.96

4.37

39

0

-0.85

3.92

4.77

Overall
Snowspo
rts
School Proper
experien fit of
ce
boots

46

0

-0.31

3.85

4.16

47

0

0.19

4.37

4.18

48

0.001

0.31

3.66

3.35

49

0

-0.49

3.73

4.22

50

0

0.29

3.31

3.02

51

0

-0.89

2.78

3.67

Page 536

52

0.016

0.31

3.05

2.74

Variety
of nonQuality
snow
Overall
Scenery Après ski of
Quality/vari Value for experien
ambience/atmos and
experienc service ety of retail money of ces at
the
phere of the
natural e at the at the shops at the retail
resort resort
resort
resort
beauty resort
shops

33

0

-0.15

4.03

4.18

To feel
you
learnt
Performa Quality
nce and of
Number
Instructo Personal somethi
of bars Ease of the
r's
feedback ng
friendline restauran Variety of
Value for
during a money paid
ss of bus ts at the restaurants at the in the
registration/booking
compete and
drivers resort
resort
resort
process
Size of the class nce
attention lesson for a lesson

-0.33

55

0

-0.18

3.71

3.89

0.4

67

Attribute #

66

0

Paired t test
Sig.*
0

0.05

Gap

3.19

3.59

3.3

68

0

-0.11

3.84

3.95

Meet
people
with
Have a
Indulge in similar place to
some luxury interests relax

Satisfaction 3.35

Importance

54

Attribute #

53

0

Paired t test
0
Sig.

0.97

Gap

4.33

4

2.38

Satisfaction 3.35

Importance

56

0

-0.14

4.38

4.52

Existence of
Chance
Cross
to
Country or
discover Spend quality
Snowshoe Informati and learn time with
trails at the on on
somethin partner/friends/f
amily
resort
website g new

57

0

0.01

3.81

3.8

= negative
disconfirmation

58

0

0.28

4.09

3.81

Having
a unique Have an opportunity
experien to experience
ce
Australia’s nature

59

0

0.14

3.77

3.63

Get an
educational
experience for
your children

60

0

-0.49

4.27

4.76

61

0

-0.04

4.39

4.43

62

0

-0.56

4.01

4.57

Enjoy
the
Do
somethin overall
Have
g the
experie
fun and children nce at
enjoyme will
the
nt
enjoy
resort

63

0

-0.16

4.16

4.32

64

0

-0.13

3.93

4.06

65

0

-0.16

3.98

4.14

Have
fun and
be
entertain
ed
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Find
Have a
thrills
place to get and
away from a exciteme
busy job
nt

