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Research Aim Literature and Theory

Background

The research aim for this project was to better understand 

and segment domestic commercial vessel (DCV) audiences 

– to help inform future communication and engagement 

activities, education campaigns and improve overall 

compliance.

Holbrook’s Customer Value Framework (2006): categorises 

people into one of four quadrants based on the value they 

seek, determined by whether they are internally or 

externally focussed, and intrinsically or extrinsically 

motivated. In this project, this framework helped us to 

define and understand the four personas that emerged 

from the data.

The Customer Experience Framework (2007): aims to 

represent every element of the customer experience and 

comprises of 6 dimensions including: cognitive, emotional, 

lifestyle, sensorial, pragmatic, and relational. In this project, 

to extend our analysis, the self-driven vs. other-driven 

barriers and motivators for our audiences were classified 

and segmented according to this framework.

Method

A review of existing academic and grey literature 

surrounding compliance and safety behaviour, relevant 

barriers and motivators, and maritime audience 

segmentation was initially conducted. Following this, 

relevant theoretical frameworks were selected and utilised 

to guide the design of an exploratory co-design study 

conducted with both DCV audiences (n = 12) and AMSA staff 

(n = 7). The two workshops ran for approximately 2.5 hours 

each. Thematic and pictorial analysis then proceeded in 

order to derive insights regarding segmentation and 

engagement of DCV audiences in the context of safety and 

compliance. 

RESEARCH SUMMARY

Understanding DCV Audiences: Engagement and Communication

2019

• The Australian Maritime Safety Authority (AMSA) is the 

national regulator for the safety of DCVs, which 

encompasses a diverse range of businesses and 

industries that vary in structure, size and type—from 

major cooperatives to small and medium enterprises 

and sole operators. 

• Beyond the understanding of the breadth and diversity 

of the industry, very little is known about the industry 

or the operators themselves. 

• Using commercial fishing as an indicative industry, the 

only statistics available to shed light on the operators 

themselves are that 91% are male, and the average age 

of an operator is 52.6 years (Sparks & Munro, 2015). In 

such a heterogeneous audience, this represents a 

significant gap. 

• Not only is little understood about the barriers, 

motivators, journeys and values of the current DCV 

operators, but even less is known about the evolution 

of these industries and who the ‘next generation’ 

operators will be.

• In order to fully engage with DCV audiences, we need 

to understand them better – both now and in future. 



Key Findings Contributions and Implications

1. Segmentation methods of the past have focused 

on industry characteristics, not the individual: 

Previous segmentation tended to focus on the 

activity, industry, vessel, geographic location or 

maritime cluster when dividing and communicating 

with audiences.

2. Barriers and motivators are diverse and complex: 

The barriers and motivators that encourage or 

discourage compliant behaviour are complex and 

can emerge from the individual or their social 

network and community.

3. Social support theory helps to explain and 

categorise barriers and motivators

4. Best practice interventions take a multifaceted 

approach

5. Four personas emerged from the research 

(Holbrook, 2006):

• The Lone Ranger

• The Hero-in-Training

• The Happy-Go-Lucky

• The Everyone’s Mate

6. Journeys are hampered by paperwork and 

requirements: The findings for the customer 

journey activity for all four personas indicate that 

paperwork and associated requirements and 

regulations can be a significant pain point, tending 

to cause confusion and frustration.

7. Options for engagement indicate the need for 

improved ease and support: Findings for 

engagement options indicate that DCV audiences 

seek network, informational and instrumental 

support (Cutrona & Russell, 1990)

8. Personas respond to different types of messages: 

While all personas see the value of responsibility 

being made salient in messages, each also 

responds best to certain message characteristics.

1. When looking to communicate with individuals, 

segment based on their characteristics

2. Take a multi-pronged approach

3. Provide a venue for voice

4. Simplify the process and the documents, and bring 

DCV operators along

5. Offer a new ‘customer experience’ and engage 

before compliance is an issue

6. Use AMSA characteristics to support audiences

7. Identify and communicate in order to use the 

segmentation approach proposed

8. Use different types of messages, but include 

identity

The research conducted was is preliminarily and 

exploratory in nature and aimed to provide new insights 

to guide future work in this space. It is suggested that 

additional research be undertaken to quantitatively 

validate the proposed persona profiles using cluster 

analysis, potentially followed by behavioural economics 

fieldwork to test any developed interventions.

AMSA Next Steps:

• Create a ‘whole of agency’ compliance framework 

with the DCV audiences

• Prepare to understand the next generation of DCV 

Operators

• Prepare to communicate in a more tailored, 

accessible way

For more information, please contact Professor Rebekah Russell-Bennett (rebekah.bennett@qut.edu.au) or visit  

https://research.qut.edu.au/best/projects/behavioural-change-and-social-marketing/

mailto:rebekah.bennett@qut.edu.au









