2.  Who are the visitors and what do they seek / need from the park?





Again, we draw upon an established approach, namely the Visitor Activity Management Process (VAMP) from Parks Canada.





VAMP recognises that we will usually not have comprehensive data on visitors - so, essentially, it starts with what we do have. It sets out to use existing knowledge to help develop an understanding of and to plan services for the expectations and needs of visitors. 





The first step is to determine the types of visitor groups. Their definition should be based around simple factors such as activities undertaken, characteristics of visitors and the type of experience which they seek. All of this is readily accessible to rangers, while the psychographic profiling of market segments which is currently in vogue is not. 





Underpinning the whole approach is the principle that visitor groupings must be visible and make sense ‘on the ground’. Accordingly, most of the information required to develop the profiles of visitor groups comes from rangers and other people who have close contact with visitors. The initial identification of visitor groups typically occurs by rangers sitting and talking about their current understandings in front of a whiteboard. Gaps in knowledge about park visitors will also be identified at this point.





The second step is for park staff to put themselves ‘in the shoes’ of the visitors in order to assess what is known of the expectations and needs of visitors. A visitor perspective must be adopted rather than a management view in developing profiles. An outline of a visitor group profile is provided in the adjoining column.








In developing the visitor group profiles, define the key visitor characteristics, activity and experience sought. The service requirements of the group should be described in relation to the visitor’s trip cycle. The trip cycle concept encourages a view of the visitor’s experience in its entirety, from the time that a visitor makes a decision to visit the park until they leave. It also covers all their service needs during this period, regardless of whether the service is provided by the park agency, other government agencies or the private sector. 

















Some examples of different types of park visitor categories :





 ‘Adventure Seekers’ - park visitors seeking excitement and a physical challenge in a natural environment; activities include rafting, bushwalking / remote camping; rock climbing; may be in a commercial tour group of up to 20 people or self-reliant with a friend; the ‘naturalness’ of the environment and condition of support services such as tracks and camp sites are important; length of stay is typically from 1 - 7 days.





‘Sightseers Group’ - park visitors seeking to view park features and attractions; activities include studying wildlife, photography, showing a tourist the sights; typically couples or small groups of up to 4 people; they may be just driving through the area or use the park for a short break in the course of their journey.





‘Family and Friends Picnics’ - park visitors seeking relaxation and a social experience; activities include picnic / BBQ, play, walking; typically in small groups of 2 - 10 people; clean toilets and safe play areas for children are important park services; average length of stay is 3 - 5 hours.
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The stages in the trip cycle include awareness, the decision to visit, travel en route, arrival and reception, park activities, departure and finally recollection and reflection. Clearly different stages of the trip cycle will be more relevant to some visitor groups than others. 





Some stages can readily be strongly influenced by park managers, while others are more remote and less open to manager influence. However, it must particularly be remembered that all pre-trip information has a very powerful influence upon behaviour in the park and the ultimate quality of experience. In particular, it must not build false expectations nor encourage inappropriate behaviour.
































VISITOR  PROFILE OUTLINE





Category Title :





Definition :


Market Characteristics (origin, age, education, party size & type)


Activities Description (setting, timing, skills, equipment)


Benefits & Experiences sought (from the visitor viewpoint)





Service Requirements (from the visitor viewpoint)


Awareness of site & its values, Motivation to visit


Pre-trip - information needed


En Route - orientation, information


Arrival / Reception - welcome, orientation, information


Park Experience


facilities, programs, tours


interpretation, presentation, other park opportunities


access, transport, sanitation & rubbish disposal, management, public safety, environmental protection


Departure - information, rubbish disposal





Management Issues


Likely future changes


Concerns 


from the manager’s perspective


from the visitor’s perspective
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