MODULE  TWO



Objectives



To develop understanding of the personal meaning of the process involved in participation in outdoor recreation, and

To explore the implications for management of the various elements within this process.



2. 	PARTICIPATING  IN  OUTDOOR  RECREATION



2.1	The
 
Trip Cycle



Most outdoor recreation is undertaken at a distance from one’s own home. Thus, it has long been recognised that the total recreational experience might involve various off-site experiences and this has been accommodated within the trip concept idea. The initial notion was that the trip cycle involved five phases
:




anticipation

the journey to the site

the on-site experience

the journey back to home

recollection



However, more recent formulations recognise up to12 phases. Some planners and managers have chosen to only consider those phases over which they have a degree of control - but this is a serious mistake. Managers should be aware of and sensitive to all the factors which might shape the experience or the visitor’s view of the experience, even if they cannot exert any control over them. 



For a start, make several photocopies of the table on the following page, then select several of your own recent recreational experiences. Then, for each of these experiences, complete the two blank columns. 



2.1.1	Awareness



Obviously if we are not aware of a potential opportunity, we would not be likely to use it. Then we may well be aware of an opportunity, but have an uninformed or erroneous perception of it. For instance, I have always know of Broken Hill, but still saw it as it was when I visited many years ago - basically just another mining town. Then I had occasion to visit. I found a city with wonderful art galleries, fascinating museums, interesting people, the Living Desert Park, and lots of other interesting things, even Mario’s Palace
!
 Now I want to return at any available opportunity. 



Our awareness can come from a wide range of sources - some may be forgotten, even though the awareness stays with us, then there are the things our friends tells us, constant bombardment by the media, seeing a sign as we drive past, and probably many others.�
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FIG. 2: The Trip Cycle

Whatever its source, our awareness 
of 
it is not just knowledge that a place exists - we have some sort of perception of it, expectations and beliefs about it, etc.
 
S
ometimes 
our awareness may have been very long standing. 
I
 
recall seeing a movie documentary of the 
Roman 
Col
osseum 
when 
I
 
was about 8 years old 
and thinking 
how wonderful it would be to actually
 
see it. 




Resource managers and recreation entrepreneurs can shape and influence our awareness. If this is well done, then it does not just aim at telling us that the place exists, but should tell us something about the values which are implicit to the place and the experience opportunities which it offers.
 Regrettably, modern marketing is not 
generally 
doing this
.




2.1.
2
	Interest



It is this building of awareness which may develop our interest in the site or opportunity. The current rash of television programs which introduce us to a great variety of 
tourism destinations are an excellent example of interest-building. Most focus not on just describing the site, but rather informing us of the various experiences which we can enjoy. 
Marketing provides wonderful examples - the s
un, sea, sand and sex fo
r
mula works, even tho
ugh it 
says much more about the not-so-suppressed desires of the male 
hum
an s
peci
es 
than it doe
s
 
a
b
o
u
t
 the de
s
tination.
 




**	Watch out for marketing of places with which you are reasonably
 
fami
l
iar. 
In 


	
what ways does the market image differ from the reality
?
 
 Which aspects of
 

	
the reality are 
most often overlooked
?




However, a wide range of things may stimulate our interest - comments from friends, reading, seeing images, knowing that we may actually visit a place, knowi
ng that f
ri
e
nds are visiting, 
and so on.




2.1.
3
	Decision to visit



The decision to visit is rarely an individual decision - it generally involves the family or a group of friends. It may even represent a joint compromise in which individual preferences are suppressed in favour of choosing the destination or opportunity which will best suit all. 



This is the point in the cycle where real information about accessibility, accommodation, on-site accommodation or services, etc. become important. It is one place where much of the contemporary tourism communication falls short - it is typically high on motivation but low on information. Regional tourism guides (from a variety of sources) may make good this deficiency. Paradoxically, international tourism with its plethora of excellent country or city guides is often much better served than the domestic sector. 





However, some p
eople, particu
larly th
ose with littl
e previous experience, 
m
a
y find this sort of information is not all that 
easy for
 
them to
 
understand. 
So in reality, 
perhaps most frequently, people rely upon information from friends who have already visited or undertaken the equivalent experiences. This is where recognising the total trip cycle is important - “the satisfied customer is the best advertisement”.



2.1.
4
	Anticipation



Once having made a decision, people look forward to the experience and gradually build up their expectations of having a good time. This all builds upon the previous phases, and again somewhat paradoxically, this is where things may go wrong. If they have unrealistically high expectations, then the on-site experience itself may prove to be an anti-climax. 
When 
I
 
did see 
the colosseum 
some 30 years 
af
ter
 my first awareness of it
, it was an awful 
disappointment, 
covered as it
 
was in stray cats and litter.
 
This is where the tourist media which unduly exaggerates the nature or quality of experience in order to motivate visitors is indeed problematic. Indeed, it is counter-productive in the long term. 




**	Try to
 
locate several friends who have recently been on a hol
iday or excursion 


	
to a park which they had not previously visited. 
Talk with them about how far 


	
the experience met their expec
ta
tions
?
 
If it fell short, why was th
is the case
?


	Try to develop your own ideas
 
about why 
people 
d
evelop 
unrealistic 


	
expectations.




	On 
the
 
other hand, sometimes people find an experienc
e
 
is 
s
o much better than 


	
they expected,
 
like my visit to Bro
ken Hill described above.
 Why does this 
	
seem to occur
?





2.1.
5
	Journey to the site



The quality of the journey depends at least in part on the information made available. People need clear directions, as well as information about food, petrol supplies, and other services. Where there are alternative routes, they need to know the implications of taking any one of 
these.  There are good examples where anyone relying on road signage alone is likely 
to 
find themselves victims of rivalry between the various gateway towns. Thus 
the 
very important 
Little Desert P
ark in Victoria has a number of gateway towns, each of which have road signage to the park, 
but 
none of which indicate that certain of these routes are appropriate only for 4WD access.
 




2.1.
6
	Reception



Arrival may well be a confusing and unwelcoming phase of the total process. One may well find signage which is only useful to people who don’t need it. Parks all too often have a plethora of signs about what one should not do. With the current shortage of management resources, a personal greeting from a human being is becoming rare, and is only likely when one has to pay a fee. Yet it is common sense that a personal greeting can transform the total quality of the experience to be a very positive one that will long be remembered. In some parks, volunteer hosts fill this role with pleasure and grace. But I certainly personally recall reception experiences which are very like that envisaged in Larson’s wonderful cartoon.  



�




2.1.
7
	The on-site experience



There will inevitably be a very considerable diversity of public needs for support of on-site activities. At one end of the spectrum, people may want comfortable seats and picnic tables, clean and efficient barbecues, 
well-surfaced paths and clean toilets with changing tables for infants, all of it in a pleasant and scenic location. At the other, they deeply resent any evidence of previous human intrusion. 




2.1.
8
	Departure



Again, if it is feasible for a person to both say farewell and seek some feedback on the experience of visitors, then we have the ideal visitor management. There is also a nice practical issue - many of the public have become well socialised to carrying away their rubbish when visiting a park, but they are very likely to dispose of it either on neighbouring lands or in the rubbish bins of the first small town they encounter. Should parks provide a roadside skip or make some other proper provision for rubbish disposal
?




2.1.
9
	The Journey Home



As we have noted above, some people may not have had adequate road directions for their journey to the park. At least it is easy, through either signage or ready availability of a park information sheet, to ensure that they have good clear information on the roads and services available for their return journey.



�



2.1.1
0
	Recollection



Everybody will carry away memories - good or bad. 





2.1.1
1
	Reflection



But over time, the memories are reflected upon and may well be re-shaped. Even the very act of telling friends about an experience is likely to transform memory, again in either positive or negative directions. It is this reflective position which is transmitted to others, and which may well influence them to also visit. We will look below at what we mean by visitor satisfaction and some of the ways in which strongly positive perceptions of an experience may be shaped. 




**	
Now t
hink of one of your own excursions or journeys to an outdoor recreation 
	
experience.
 
Again, use the table on the next page to track your own 
	
experience
, making sure that you track the timelines involved. 




�



Phase



�
Time
 /
 
Date
�
How this 
phase 
influenced your quality of experience
�
How your experience might have been enhanced at this phase
�
�
Awareness 







�
�
�
�
�
Interest 







�
�
�
�
�
Decision to visit





�
�
�
�
�
Anticipation





�
�
�
�
�
Journey to site





�
�
�
�
�
Reception





�
�
�
�
�
On-site experience(s)




�


0
�
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�
�
�
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�
�
�
�
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�
�
�
�
�
Reflection







�
�
�
�
�
�
2.2	Perceptions, beliefs, values, interests and expectations



Any person enters into any experience with a set of baggage, all of it based 
at least 
in part 
on previous 
experiences. 



For a start, they have a perception, often of both the experience and of the place where it will occur. If it is an oft-repeated experience, that perception will be both clear, and within their frame of reference, very accurate. If it is a new experience, or involves a visit to a previously unvisited site, then anticipation will be shaped by what they have heard from others, and may or may not match their own experience.

The environmental scholar Amos Rapaport has devoted a great deal of research into issues of perception, and he considers that the act of perception actually integrates three components:



Perception in the strict sense - the direct sensory experience of the environment or of a broader set of actions - in a simplistic sense, it is what we see

Cognition - the way in which we organise our perception in our own mind and our own frame of reference - how we integrate our perception into our own knowledge and understanding

Evaluation - the assessment we make of the site or experience - for instance, whether we see a specific scene as beautiful or ugly



In other words, the process of perception is complex, and will usually lead us to make an assessment which may be positive or negative. To put this back into the context of the trip cycle, there are many points when an information service, a tourism advertising agency or a park manager will endeavour to build a positive perception. Perhaps more importantly, a positive perception will open the door to opportunities for a higher quality of experience for the individual; a negative perception will act as a constraint upon quality of experience, and may even be an effective barrier to even proceeding to undertake a specific experience. Think about the various perceptions of bungee-jumping
!




Similarly, and as an extension of perception, we all have values about what is important to us. We may value comfort above novelty, or novelty above comfort. Many of those who operate so-called adventure tourism opportunities know how important it is to help people feel comfortable when undertaking a novel experience, such as abseiling. As one example, the Blackwater Rafting group in New Zealand have developed a carefully crafted process of preparation which both accustoms people to wearing their wetsuit and jumping into water from a small height and emphasises the fun dimension of the experience. 



The other value set which is particularly important in outdoor recreation is that to do with the environment. People have a range of values about the environment - they seek beauty, ‘naturalness’, or excitement. The evidence is that placing a high value on dimensions of the environment goes back to the very beginnings of the human species. But we must recognise that this is a very individual matter. Managers of outdoor recreation opportunities commonly have different values to those held by most of their ‘customers’. Then they also operationalise them in very different terms. Thus, a research study of a particularly popular and often very crowded urban park showed that visitor
s
 valued it for its ‘naturalness’. In fact, one would have difficulty in finding a single endemic species in that park, while the manager prided himself on the beautiful effects he had achieved by his carefully planned planting of exotic species. In short, beauty (or any other value) is in the eye of the beholder.



Finally, people enter into an experience usually because they are seeking some sort of outcomes. They have interests which have led them to the experience, and these interests shape their expectations of what the experience will offer or provide to them. When they come to reflect upon their experience and determine whether it was ‘good’ or ‘bad’, this assessment will be based in and shaped by what they initially expected.




�
2.3	Benefits and other Outcomes



All of the above brings us to what is currently a central theme in outdoor recreation planning - the concept of benefits.
 
It has always been popular rhetoric that recreation is good for you! In the United States, the President’s Commission on Americans Outdoors (1987) claimed that there were immense benefits in outdoor recreation. However, their report was a mix of snippits of research evidence coupled with a great deal of opinion, anecdotes and advocacy. But it proved to be an important stimulus to thinking and research about recreation benefits and there has been extensive work on the notion of benefits and the potential of benefits-based planning ever since. 



This work has been brought together in the book Benefits of Leisure (Driver, Brown & Peterson 1991) and in a series of up-dated catalogues published in Canada, the latest of which 
i
s The Benefits Catalogue.  A number of studies have also been carried out elsewhere, particularly in Australia and New Zealand (e.g., Scherl 1990)



Before discussing the beneficial outcomes, it is worth spending a moment to consider the reverse of the coin - disbenefits. 



There is widespread confusion between fitness and health. Fitness is the capacity for peak performance
;
 health is the capacity for longevity with a minimum of illness or injury. Inevitably, the struggle for fitness places the human body under considerable stress, and while some survive this stress without any serious damage, many others suffer injuries, often with permanent dis-function as a result, illnesses and even serious permanent disability. The sport and fitness industry actually subjects Australians to well over a billion dollars per annum in medical bills and other costs due to injuries as a result of fitness and sport programs (Centre for Health Promotion and Research 1990)



We have already looked at the way in which some people develop an extremely high level of interest and involvement in their selected recreational activity, so much that it may cause them to 'centre much of their lives and identities around their sports or hobbies’. While this may have some very positive outcomes for both the individuals and society as a whole, it may also lead to breakdown in family relationships and considerable unhappiness. Perhaps ‘too much of a good thing’
!




Even the definition of recreation is a bit problematic here. If an activity has negative consequences, or is socially disapproved, it is unlikely to be defined as recreation. Yet in all other ways, many such activities really constitute a recreational activity and may even be explicitly recognised as such within specific sub-cultures. Examples include drug taking, excessive consumption of alcohol, and various criminal activity, particularly by marginalised young people or sports teams on their post-season orgy.



But taken across the board, there are considerable benefits which cannot be ignored. Partly because of methodological problems in benefits research, various dimensions of benefit are usually separately studied and measured. The result is that we have various long lists of specific types of benefit (e.g., in Schreyer & Driver 1989), and these are all too rarely integrated into more holistic statements. Further, the models which have been used to inform the researcher on the nature of benefits and their origins have generally been somewhat impoverished. One of the more comprehensive models is that of Hamilton-Smith (1994) which points to the extent to which benefits are partly shaped by the baggage carried to the experience by participants and the complex sources of eventual benefits
:





�
 






Fig. 3:
  A 
model
 of the processes by which benefits accrue to the in
div
id
ual participant
 in recreat
i
o
n
 (from Hami
lton-Smith 1994)





**	Look at one of your preferred recreation activities in the light of the Hamilton-

	Smith model, but work in reverse. 
Start at the bottom of the diagram, i
dentify 
	
the various benefits which you 
think you have gained, and then trace back 
	
through the model to try and 
identify the sources of those benefits. 





H
ere is one attempt to bring together a picture of 
the principal 
benefits which are commonly gained in outdoor recreation
:




It must not be forgotten that during the process of outdoor recreation, the participant enjoys a number of very pleas
ant and beneficial experiences. O
utdoor recreation provides for fun, excitement, escape, companionship, challenge, peace, spiritual and/or aesthetic experience - and doubtless many others.



The very experience of being in the outdoors reduces both psychological and physiological stress, which in turn enhances the operation of the immune system, and so potentially makes a significant contribution to the health of the individual.


�





Health is also enhanced in a number of other ways
:


The outdoor environment provides a positive stimulus for exercise - whether that results in the potential bundle of 
wide-ranging benefits (relating for instance to coronary illness, diabetes, obesity control, skeletal and muscular strength) or in ultimate dis-benefit depends upon the response of the individual

There is good evidence that being involved in recreation together strengthens both friendship bonding and family bonding. There is also good evidence that having a strong friendship network and strong familial relationships are salutogenic (health-producing) in their effects. Outdoor recreation certain
ly
 contributes very strongly to these forms of bonding. Activities such as bushwalking commonly result in life-time friendships. More importantly, if you think about the network of public recreational services provided in our society, none cater so effectively for the family to join together in recreation as do parks. 




Then there is the closely related area of the social and personal development of the individual person. Many people have gained a greater sense of self-identity and self-esteem through outdoor recreation. They may have learned a great number of skills (see Geist again, in module one) and achieved a greater sense of self-reliance. Then the co-operation and even altruism inherent in many outdoor activities build not only social skills, but a social ethic. 





This suggests that, in a broad sense, there are three major kinds of personal benefit involved in outdoor recreation. There are those which are in essence the enjoyable and satisfying experiences gained at the time of participation, the health benefits and the benefits in social and personal development. The economists will also, of course, point to widespread economic benefits, and to the evidence that in many locations, recreation will produce larger and more sustainable economic benefits than extractive industries such as forestry or mining. 



�
2.4	Satisfactions



At this point in time, fashions in public accountability have given considerable emphasis to the measurement of  ‘customer satisfaction’, even though it is not all that clear what is meant by ‘satisfaction’ (and hence how it should be measured) or at what point in the experience cycle it should be measured. 





A Personal Reflection upon Paradox



Paradoxically, a colleague with long experience in outdoor recreation argues that the truest measure is the “bullshit” factor, namely the length of time over which one continues to talk about the experience
!
 Some of us are still talking about experiences which are very graphic in our memories, even though they occurred 50 years ago! When we look at the kind of experiences which capture this level of memory, we almost always find that they are trips where everything (or at least, it felt like everything at the time) went terribly wrong (but we coped with it). In other words, the trip where we were faced with and met a genuine challenge. 



There is another strange and paradoxical effect here - I personally suspect that one of the major reasons why I have devoted so much of my life to outdoor recreation and the conservation of our bush resources lies in one particular event. A small group of us went bushwalking in one of our favourite areas and were horrified to find it had been leased to the army for artillery practice. We raised such a prote
s
t that the lease was withdrawn, and the area today is the core of one of our great National Parks. 
Perhaps we need much more dis-satisfaction
!




The second paradox is that most public management is intent upon eliminating the opportunity for such trips to occur, all in the name of public health and safety and legal liability. If we are to maintain quality in public recreation, we need much clearer thinking about the boundary between legitimate risk-taking on one hand and stupidity on the other. We also need a fresh 
response
 to the legal responsibility attached to land or other resource ownership or management.

��

One principle which emerges in satisfaction measurement is known as the Herzberg principle after its originator, who (during the 1950s) was investigating the factors which motivated employees in their work. He recognised that there were two kinds of factor involved, naming these hygiene and motivational factors. This distinction has since been widely used in such areas as measuring customer satisfaction in marketing, measuring effectiveness of various community services, measuring people’s rating of their own health, and, of course, measuring satisfaction with parks and other aspects of outdoor recreation. 



This approach is described clearly and concisely 
in 
a recent report on measuring satisfaction with National Parks in Victoria (Roger James & Associates 1996)
:




In essence, Herzberg argued that all aspects of an experience (in this case a visit to a National Park) can be classified as either a motivational or hygienic factor. The motivational factors are those which positively and intrinsically influence people to do something. For example, communing with nature is a strong motivational force and therefore could encourage people to visit a National Park. On the other hand, clean toilets may not encourage somebody to visit a park but, the absence of them most certainly could discourage the potential visitors.



From a managerial perspective, the absence of motivational factors does not lead to 
“
dissatisfaction
”
 but rather to 
“
un-satisfaction
”
 a sense of 
“
emptiness
”
 rather than a sense of anger or disappointment. On the other hand, the absence of an hygienic factor will lead to dissatisfaction. The presence of such a factor will lead not to 4. 
S
atisfaction
”
 but rather to 
“
satisficing
”
, that is, a relatively passive (albeit benign) feeling.



The challenge for park management is that for some people, aspects of the experience can be a motivator while for others that aspect may be an hygienic factor and vice versa. The following figure demonstrates the nature of these relationships.



�

Fig. 
4
: The Herzberg concept of satisfaction 


(from Roger James & associates).




Usually, researchers would investigate satisfaction by asking separately about the performance on each of a number of factors. However, this is not enough, in that some factors may be of great importance to some visitors, while others may be quite unimportant. Here is another diagram which depicts the way in which these two dimensions of performance and importance might interact. 
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Fig. 
5
: Scoring of performance-importance analysis





It will be seen that Fig 3 includes both motivational factors (e.g., scenic quality, close to nature) and hygiene factors (e.g., access to toilets, rubbish disposal) Some others (e.g., picnic facilities, staff availability) may well sit in the middle ground with elements of both.



The value of this kind of analysis is that it can assist in setting priorities for management action. In the hypothetical example above, it is clear that better provision of toilets and of refreshment facilities deserve early attention. Rubbish disposal deserves attention, simply because it should be able to be remedied at relatively low cost. On the other hand, picnic facilities and staff availability, although valuable in themselves, might be left aside for the time.



The difficult one amongst the low-performance factors is the feeling of closeness to nature. This may need further examination to ascertain the underlying problem, which may be due to any one of a number of conditions, e.g., excessive numbers of visitors, vegetation degradation, or over-development of built facilities such as tracks and viewing platforms.




�
2.5	Constraints



Finally in this module, we must consider the barriers to or constraints upon visiting or participation. There are many ways in which such constraints may operate and Godbey provided a use
ful systematic chart of these
:





�






Fig. 
6
: A Model of non-participation in 
l
eisure 
s
ervices



 
(from Godbe
y
, 
J
ournal of
 Park and Recreation Administration, 3: 1-13)






This sugge
sts a number of points where managers m
ay seek to break down barriers
, e.g., 




Provide 
more accessible and 
better information



i
ncluding information
 
a
bout the nature and quality of exper
ie
nce



breakdown stereotypes about eligibility
, e.g., age or fitness


reduce costs


ensure better transport access


arrange equipment hire services






Research studies indicate that many factors will demand 
proactive strategies to 
increase personal prefer
e
nces for outdoor recreation.
 A recent Australian study 
yielded the following statements of reasons for not visiting forest or bush
l
and areas
:




















BARRIER
�
�
SOME  QUESTIONS
�
�
Too busy
:
 
work or family commitments
�
45%
�
Is this really true, or is it just a matter of lower priority
?
 Research evidence suggest people hav
e
 
more 
‘free
’ 
time than they think
.
�
�
Not interested
�
9%
�
Is this due to lack of information
?
�
�
Age/disability
�
16%
�
How far is this due to lack of kno
w
l
edge or acceptance of negative ster
e
ot
y
pes
?
�
�
Lack of transport
�
4%
�
�
�
Financial
�
2%
�
�
�
Other
�
13%
�
�
�
No reason
�
10%
�
�
�



Although there will always be people who do not enjoy or who choose not to participate in outdoor recreation,
 
it is very likely that with appropriate planning and information services, we can increase the number who
 
do 
take part
.
 




**	Think of the people you kno
w who fit the 
‘couch potato
’ 
image. What 
 

	
strategies
 
do you think might motivate them to do more in life.
 
�
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