
Col in Finch,
Director',
Economi c P1 anni ng and Research,
Transport Tasmani a"

El i zabeth Ampt,
Dir'&tor,
Ampt Applied Research,
North Sydney,
New South Wal es"

AB.STRACT ,:

'ABEL TASMN' MARKETING STUDY

The introduction of the -ABBL TASMAN- passenger feII'y
by the Ta,smanian Govexnmentin June, 1985 rep:re,sented
a significant upgrading of the sea pa g,senger service
between Tasmania and Victox'ia"

This papez' describes some of the market I'esea:rch
studies that have been undertaken since the
intI:oduction of the new rez'Tg and which have been used
in the foxmulation of appropz'iate marke,ting and
pzicing strategies ..

In paz,tic:u.lar, we will repoI't upon a majoI
questionnaire suzveg of sea and air' pas,sengezs
designed to detez'mine the z'espective roles of sea and
air in the tZ'dvel market. The results of this study
showed that sea and aiz' tZ'dvel ,served Iather diffeI'enc.
sections of the market and 1:hat .sea travel aceed in
complement rather than in opposition to air.
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"EL TASIWf IfARmTIIIC STUDY

1. IlITROOOcnOll

In July 1985 the ''Abel Tasman" entered service between Devonport and

Melbourne.. Compared with its predecessor, the ~'Empres8 of

Australia" apeX'sted by ANL (Aust1:'alian National Line), the ship

offered a new concept of travel across Bas8 SU'alt" Passengers were

all accommodated in cabins, in most cases with full facilities, snd

the ship offer'ed a wide range of on-board entertainment including a

choice of three restaurants"

It was recognised early in the planning stages for the new ship that

there would need to be a significant marketing effol't aimed at

informing potential travellers of the improved standard of on-board

facilities that were to be offered. After SOme six months of

operation it was considered appropriate that a market research

program be undertaken to determine how the publIc perceived the new

sea passenger service arid to identify those factors which encouraged

passengers to travel on the ship to 'Tasmania as opposed to travelling

by air ..

This paper will deal with one aspect of the study, a survey of sea

and air' passengers carried out in April 1986 by the Economic Planning

and Research Division of 'rranspOl't 'Tasmania in conjunction with Ampt

Applied Research.
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Group Discussions

The first part of the survey method involved holding group

dlscuss.!ons aboaI'd the '·Abel Tasman~' vi th passengers travelling both

!"he primary put'pose of the interviews was toto and from Tasmania"

get a general feel fOI' why people tt'avelled by sea and also of the

experiences/problems they had had in booking, check in and the voyage

itself. A rough draft of a survey instrument was administered to

each participant at the end of the group discussions., These

interviews wet'e used as the basis for the design of the passenger

survey questionnaires.

It was decided to conduct a survey using a self-administered "on

board- questionnaire - a method shown to be most appropriate if the

instrument is designed thoroughly in all t'espects including

questionnaire wot'ding, layout and printing (e"g" Stopher, 1985) ..

Dthet' options such as a telephone or postal survey using details from.

the passenger booking system were 'luled out on privacy grounds"

Moreovet', it was anticipated that response rates would generally be

lower and biases more evident in this type of sut'vey, making them

less preferable"

2. SOII.V£'f mClllfIQIIIt

It was considered that the information requir'ed on the choice between

sea and air should relate to the time of year when spare capacity was

available on the ferr'y and therefore most saleable.. As the ship was

at capacity ft'om December to March, this suggested that Apt'!l would

be a convenient time for the survey.,
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ne Survey

For simplicIty, and to

The .queatloaaa1.re

'The main sut'vey was conducted In the second week of Apt'il, 1986.

starting on the 13th and running for seven consecutive days. In

all, eight different survey forms were needed., This was found

necessary to cater for the two modes - sea and air, the two

directions to and froa Tasmania, and for the two domiciles _

the pilot survey

The pilot survey took place in late March and surveyed two ferry

crossings (one in each direction) and two plane trips" Since it

incorporated follow-up intervie~ with a sample of respondents, it

enabled final wording changes to be made.. In addition, pi10ting

allowed testing of all operational procedures associated with the

study ..

Tasmanians and visitors to Tasmania.

enCOUl:'sge a high t'esponse rate, the questions were contained on a

sIngle A4 card so that questions for t'esidents of Tasmania were

pt'inted on one side and questions for visitol:'s on the othel:'.. Each

questionnaire (with a unique Identifying number) was contained in an

envelope, together with a. penciL 'l'he envelope could then be used

by the respondent to t'etUl:'n the fona to ensure maximum

confldentla~ity"

2 .. 2
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While most of the questionnaire was highly structured (with

categot'les based on the most fI'equent responses in the pilot survey).

there were always "Other, please wrl te in ,. spaces to enSUt'e 'maximum

'respondent-friendliness ,., "

'rite Plane """"y

During the pilot survey it was found that if the sUlvey forms were

given out too early before the plane was boarded, a significant

proportion of passengers would I'ead the questionnaire and discard 1 t

immediately. MOI'eover. there were no collection arrangements at the

distribution end of the flight" Accordingly. arI'angements were made

with the Department of Aviation and the ab'lines for the

questionnaires to be handed out at the departure gate immediately

after passengers passed through to their final ticket check., The

questionnaires were collected personally at the des~ination airport

by survey staff who wer'e waiting directly 1n-- ft'ont of the arrival

gate.

'nte ship saney

POt' travellers on the '·Abel 'rasman'~, questionnaires wet'e handed out

by the put'sers to evet'Y passenger who collected a key fot, theit

cabin" In this way it was intended to survey one person ft'om evet'y

"'decislon-making group" of passengers.. These "'groups" ranged in

size from one passenger who might have been tl'avelling alone ot' in a

ehat'ed cabin, to families of up to four who might have booked a whole
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cabin to themselves. In practice. it was found that in many cases

two members of the same family obtained keys and hence,

questionnaires. which caused SOme bias to the results ..

For both sea snd air. questionnaires wel'e only given to passengers

over 14 years of age because it was considered that persons younger

than this would be unable to answer the questionnaire satisfactor'Uy

and. In any case. would not have been the decisIon maker"

Saaple size and. reapoaae

In all, 896 passengers on 24 flights fro. all four carriers serving

'rasmania - Ansett, Australian, Air New South Wales snd East West _

were surveyed" 'l'he majority of these flights were between Northern

Tasaanian airports and Melbounre. 'l'wo thousand and seventeen

(2,017) passengers on saillngs of the "'Abel Tesmen'" were surveyed"

This represented a response rate of 83% for alt' and 62% for ship,

The survey had three main aims:

to obtain basic socio-economic data on travellers to and

from 'rasmania;

to compare the characteristics of sea and air travellet's;

to shed some light on the decision aaking processes used

by travellers to determine the choice of mode.
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Tables l~ 2, 3 and 4 examine In detail the influence of various

factors on trip purpose for air travellers.

5 in the form of a comparison between sea and airFigures 1

travellers"

In summary, air travellers are younger, more affluent and more likely

to be travelling on business than sea travellers., However, sea

travellers are more likely to stay away from home longer and come

from country rather than metropolitan areas.

'fable 1 shows the effect of income on trip purpose by air tl'8vellers"

As income increases, a deer'easing proportion of those tl'avel1ing do

so to visit friends and relatives and more travel to have a holiday"

Business tr'avel is primarily undertaken by the mor'e affluent., As

income increases) the proportion· travelling on business incr'eases

markedly ..

fable 2 shows that age. too. has an impact on travel. with older

people being IIlOre likely to visit friends or relatives than younger

people. It is particularly noticeable that those between 25 and 45

dominate business travel~

3.1 Saclo-Eeona.dc Charac~er18tlcs

The survey collected the normal sort of information on travellers _

age, sex, income and domicile" This information Is suuanarised in
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TABLE 1 Tll.IP PURPOSE lIT INCOME

Tr:lp Under $11,000 $17,000 $34,000 OYer Total %

Pa~e $11,000 - $17,000 - $34,000 - $56,000 $56,000

vfr 7,,5 4,,1 5.0 1.6 0.8 21.9

holiday 6.8 5.8 8.6 2 .. 7 0.9 32 .. 3

business 1.8 1.6 n. 3 L4,,4 4,,6 32 .. 3

spor't 0.7 0,,4 L L .1 2.3

moving 0.1 O.L

other 1.1 ,,6 1.5 1.L .. 2

TAIILIl 2 DIP POItl'OSl!l: BY AGE

Tr:lp~e lIader 15 15-25 25-45 45-65 6S " over

vfr 0.1 3 .. 5 6 .. 8 7 .. L 2.9

holiday 0.7 5.8 11.0 10.3 4,,5

business 0,,2 2.7 22,,3 9.0 2

sport .2 Ll 5 0,,7

IDOving O.L

other 1.5 1.1 2,,7 0,,7

Note: Per_ UDder 14 were DOt included iu the SII.r9lI!Y.
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16,0
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TABLE 3 TIl.IP PURPOSE BY SEX

Trip Purpose lisle

vfr 7,,6

holiday 14,4

business 26.9

sport 1,,8

moving ,,1

other 2,3

'rAIILE 4 PDItPOSlr: OF TRAVEL

Purpose Vl.i~or. % r--.1aD % rotal Total %

vfr 18,,5 24.1 183 20,,4

36,,5 21.,2 280 31 3

Business 31.,1 42,,0 312 34 ,8

3.1 1.6 23 2,,6

0" 2 0.3 1 ,,1

7,,3 3,,3 53 5.9



These same factors have a similar influence on the purpose of travel

Women are more likely to visit friends and relatives, while men are

more likely to travel on business (Table 3).

To<al.

These are

o-r

$56,000

These accounted

$34,000

$56,000

Ibis may be a consequence of the

One particular feature is the high

$17 ,000
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$17,000 - $34,000

$11,000

However, as the proportion of business

lJDder

$11,000

time of yeaI' at which the sUI'vey took place"

Table 4 shows that a greater propot'tion of rasmanians in the survey

were travelling on business and significantly fewer were travelling

on holiday compared to visitors"

ABEL IASMAN MARKE'rtNG S'TUDY

tI'avellers is much smaller, the effects aI'e less marked"

by sea passengers"

shown in Tables 5, 6, 7 and 8"

proportion of holiday travellers over 65 yeal'S old.,

for about 15% of all passengers on ..Abel Tas1ll8n"

t'ABLE 5 : PlIIlPOSB OF TRAVEL BY IRCllIl!

vfr 6,,3 2.7 4,1 0,7 0,,2 18 ,4

Holiday 22,2 9,,7 12,,6 3 ,0 1.1 69 ,2

Business 0,,9 1.0 2,,1 1 ,0 0,,1 7, 1

Sport 0,1 0 .. 1 0 .. 1 0,,4

Koving 0,,5 0.4 0,6 0" 1 0.1 1.7

Other' 0.5 0 .. 4 0.5 0,1 0,,1 2 .. 0
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TABU 6 POIlPOSE OF_VEL BY AGE

Purpose Under 1S 15-25 25-45 4~5 65+ Total

(% of total tra.ellers)

vfr 0,,1 2,7 4,,3 6,6 3,8 17,,5

Holiday 0.4 8,4 13,8 26,,2 14,,8 63.7

Business 0,1 1 1 3,4 L8 0.2 6,,7

Sport 0,3 0,4 0,1 0,1 1,,3

Moving 0,,1 0.5 0,5 0.4 0,,7

Other 0.1 0,4 0,,6 0,,2 0.3 1,,9

Note: Persons under 14 were not sUl'veyed"

TABLE 7 PUIIl'OSB 01' TRAVEL lIT SEX

!'..-le lisle Tota1

(X of total traYellers)

vfr 10,,0 8,,1 18.4

Holiday 36,,6 30.4 69,,2

Business 1,,7 5,1 7.1

Sport 0,,1 0.2 0,,4

Moving 0,9 0,,9 1,,8

Other 0.9 1..0 2.0
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substantial pr'oportion books 1 - 2 months before travel, possibly

taking advantage of Apex fares,

These included details of booking

The notable exception Is holiday travel where a

ABEL rASIIAN MARKETING SruDY

TABLE 8 PURPOSE OP TIlAVI!L

Visitors % Ta-mans % Total Responses Tota1 %

vfr 15,,5 30.7 389 18,,4

Holiday 75,,8 40.6 1465 69.2

Business 4.4 18.9 151 7,,1

Sport 0,,3 1.0 9 0,4

Moving 1,,0 5.0 37 1,,7

Other 1.9 2,8 33 1.6

period, the reason for travelling by ship or, in the case of air

traveller's, whether they had considered using the ~'Abel Tasman".

about their tt'avel arrangements.

surpr'isingly, VFR"

As rable 9 shows, most air travellet's book within one week of travel"

rbis holds fairly well for all classes of travel, including, perhaps

3.2 Travel a.aracter18tlcs

Both sea and air travellers wer'e asked a num.ber of specific questions



1 week 8,0 7,5 231 0,,2 0,,1 2,,5 41..5

1 - 2 weeks 5,,6 3,,7 5,,7 0,2 0.4 15,6

3 - 4 weeks 3,,9 4,7 3,,7 0,,8 0.8 13,,8

1 - 2 months 2,,5 9,,5 1.,6 °,2 0,4 15,1

2 - 3 months 0.7 3.1 0,,3 °,1 0.2 4,,4

+ 3 months 0.8 2,,6 0,,7 0,,1 0,2 3,,8

Total No"

Surveyed 193 279 314 143 1 40

TABU 10 : IIOOICIlIG PI!IlIOD BY POIlPOSB OF TRAVEL; SEA

v.f.r. RoUclay Busine•• Sport -ng Other Total

(% of total travellers)

1 week

1 - 1 weeks 2,,7 6,,2 2,,1 0,,2 0,,3 0.2 11..8

3 - 4 weeks 2,,4 9,,3 1..8 0,2 0,,7 0" 1 14,,4

1 - 2 months 6,,0 18,,6 1,,6 0.5 0,,7 27,,4

2 - 3 IJIOnths 2.7 10,2 0,,4 0,1 0,,1 0,1 14,,1

+ 3 lIonths 4.2 18,8 0.8 0,,8 24,,6

Booking

FINCH AND AMP'T

TABLE 9 BOOIINC PERIOD BY PDRPOSE OFrRAVEL; AIR

v.f.r. Holiday Business Sport Korlng Other Total
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rhe booking period for sea travel was longer (Table 10) with most VFR

and leisure travellers booking at least one month prior to sailing"

With both sea and air tt:'avellers, there was a tendency for the

booking period to increase with length of stay and to decrease with

increasing income"

One of the most important questions from the point of view of

marketing '''Abel Tasman" was the reasons passengers had for' travelling

by ship. As expected, 'rable 11 shows that the main reason for

travelling by sea was found to be to travel with the passenger's own

vehicle. This was particularly important for those travelling to

visit friends or relatives, on business, or moving house"

It is interesting that almost a quarter of those travelling were

seeking a sea experience. As passenger's were asked to write in

their reasons fOl' travel, rather than tick an answer, it is possible

to examine this categoly in S01lle detail..

The survey forms recol'ded a wide r'ange of responses for this category

that can be grouped under the following headings:

·'a change from othel' fOllDS of travel";

"a relaxation";

'"dislike of air travel''';

"like sea experience";

'-new experience""
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Air traveller's were asked if they had ever considered using the ship

rather than the plane., Sea travel was considered an option by less

than a quarter of air travellers. As 'Iable 12 shows, there was a

significant variation, depending upon the purpose of tl:'aveL About

one-third of holiday travellers and those visi ting friends Ol:'

relatives considered sea travel, while only one-seventh of business

U'avellers had considered sea travel.

\ilhile some of the survey results confirmed views that wet'e previously

held, two interesting features ellergedfrom the study"

Fit'stly, a higher proportion (about 70%) of travellers by ·'Abel

Taaaan'" were either travelling with their own vehicles or seeking a

sea experience. 'The extra capacity and facilities of "'Abel 'rasman'·

have allowed those who wish to travel in their oWn vehicles to visit

'Iaamanla. It has also increased visitation to the State by those

who had wanted to travel by sea but who were formerly unable to do so

because of the capacity restl:'Ei.intsof the "Empress of Australia"' , Ol:

who were umiilling to do so because of the limited facilities"

'11le second significant result was the importance of'''Abel Iasman to

tourism in Tas..nia.. Not only do sea travellers stay in Tasmania

about ~ice a8 lo~g as air passengers, but, because a far higher

proportion of passengers travel On holiday, the ship has a much

greater impact on tourism than the relative numbers of sea and a1r

passengers would imply"
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These two featur'ea of the survey, in particular, have important

The survey also helped decide the market at which the ship should be

aimed. It has been suggested by some travel resear'chers that it is

possible to draw up a hierarchial decision tree of those factors that

lead travellers to choose a particular mode (Br'og and Erl 1983).,

Using the results of the mar'keting study, a decision tree was drawn

As a significant

This can be used to identify target

763

implications for the marketing of the ship"

proportion of sea travellers want to use the ship, either because of

the desire to bring their own vehicles with them or from a liking for

sea travel, future mainland mar'keting effort should concentrate on

the ship and its features, rather than on the destination.. This

appr'oaeh is r'einforced by the favourable attitude of passengers to

the ship.. Clearly, if "Abel rasma.n' is found to be better than

expected by the majority of travellers, then it means that the

perception of the ship is worse than it is., 'This suggests that the

ship should be at the centre of the promotional effort"

up reproduced as Figure 7).

markets.
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Figure 7
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Figure 8
Decision Tree Detera1.ning Mode Choice
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Air

- More difficult to use
from country areas

(especially from NW Coast
of TasllaD.la)

Quick

+ Easier' to use from more
more distant States

Cannot take own vehicle

+ Very good

+ Fly dl'lve packages
convenient to sell

+ Many discounts available

- Fear of flying
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Of cout'se this approach merely shows the potential IIl8.l'kets for' the

"Abel 'fasman" service. 'fo tr'anslate this potential into passengers

requires a strong marketing effort. Other parts of this marketing

study had showed that there was a relatively low level of awareness

of the new service among travel agents even in Melbourne"

This is shown in Fig" 8"be dete'rm1ned"

It should be recognised that, in reality, the decision process is

solved simultaneously" Accordingly, each of the criteria may be

viewed as a filter that restricts choice. By assessing the

performance of sea travel against each measure, the strengths and

weaknesses of "'Abel Tasman'" in each segment of the travel market may

For example, from an examination of Figur'e 8, a business traveller is

unlikely to use "Abel Tasman" , particularly those visiting 'Tasmania,

because the timetable precludes him from staying in 'TaslIl8.nia long

enough to take advantage of taking his own vehicle" However,' those

living in country ar'eas and contemplating a holiday to 'rasmania, may

be influenced by travel by ship rather than use a hir'e car"

The results of the study supported the belief of the tt-line

management that the continuing emphasis of marketing should be on the

high standard of facilities available on board the "'Abel 'fasman" and

for the travel industry on the ease of booking onto the ship compared

to the previous service operated by ANL.
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