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Victoria’s tourism industry offers opportunity and prosperity. The foundation for growth 
is already laid. Victoria has a diverse landscape, attractions, history and culture, making 
it naturally rich in tourism appeal. The State also has a supportive industry, quality 
infrastructure and impressive air and road access.

Tourism employs 159,000 Victorians and is worth $10.9 billion to the State’s economy. 
With the support of a committed State Government, growth is forecast to see the industry 
contribute as much as $18 billion to the economy by 2016. This ambitious vision was set 
in 2006 when the Government launched its landmark 10 Year Tourism and Events Industry 
Strategy. This strategy is a major step towards achieving a high quality, high yield and 
sustainable tourism sector. 

To fulfil the commitments of the 10 Year Tourism and Events Industry Strategy, Tourism 
Victoria has developed a business plan to deliver a comprehensive set of priorities and 

actions for the organisation over the next three years. These activities will be regularly reviewed to deliver a dynamic 
path to growth and take into account guaranteed change in the world around us as we move towards 2016.

Developed in consultation with industry and across government, the Tourism Victoria Business Plan 2008–2011 
acknowledges the importance of collaboration in stimulating growth and will provide leadership and clarity for the 
entire tourism industry. A major milestone in the development of this plan was the Regional Tourism Summit, held 
in March 2007. This forum brought together key industry stakeholders and enabled a broad range of views to be 
considered in the development of future organisational goals and strategies.

For Victoria to perform, a focused effort is essential to accelerate the drivers of tourism growth. This will see us 
improve workforce skills, visitor facilities, the accessibility of regional destinations, and better understand the changing 
needs of visitors and how best to attract them, particularly in emerging international markets such as China and India.

The creation of an $18 billion tourism and events industry by 2016 will require 66,000 new jobs. Attracting and 
retaining a skilled workforce is an important ingredient in achieving a sustainable and successful industry and is an area 
that Tourism Victoria is particularly enthusiastic to lead. Over the next three years we will work with industry  
to promote and facilitate best practice in all aspects of tourism. 

To deliver positive outcomes for local communities and the State’s economy, a coordinated and well supported 
effort is critical. In this competitive environment, the Tourism Victoria Business Plan 2008–2011 is an important step in 
highlighting those areas where we need to focus our energy and resources, domestically and internationally,  
to maximise growth. 

Gregory Hywood

Chief Executive

C h i e f  e x e c ut  i v e ’ s  messa     g e
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v i s i o n

Tourism Victoria has a lead role in achieving the Victorian Government’s vision as outlined in the 10 Year Tourism and 
Events Industry Strategy:

The Government’s vision is that by 2016:

	 • Victoria will be a leading tourism and events destination in the region

	 • our tourism and event industry will be recognised as a leading economic force in the State 

	 • �the growth of the industry will be fully consistent with the Government’s broader economic, 

environmental, cultural and regional objectives.
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pr  i n c i p l es

The actions included in this business plan aim to realise the strategies in the priority areas identified in the 10 Year 
Tourism and Events Industry Strategy listed below: 

1. Improving the branding and marketing of Victoria

2. Major events

3. Aviation access

4. Infrastructure development

5. Investment attraction and facilitation

6. Skills and service standards

7. Third generation customer conversion

8. Emerging international markets

9. Business event acquisition

10. Regional destination development

11. Building the synergies between tourism and international education

12. Promoting better decision making

13. Coordination and policy advocacy

14. Communication

Principles
The following principles underpin the Tourism Victoria Business Plan 2008–2011:

Sustainable tourism
Sustainable tourism delivers positive economic, social and environmental outcomes with consideration to the needs 
of the visitor, industry, community and environment. Consistent with the World Tourism Organisation’s principles, 
Tourism Victoria will work towards ensuring tourism:
•	 �Supports the economic and social well being of the host communities
•	 �Maintains and enhances the quality of the local environment in which it occurs
•	 �Ensures the future wellbeing of visitors and the viability of the tourism industry, which in turn depends on the 

quality of the environment for its own success.

This will be achieved by encouraging the Victorian tourism industry to adopt sustainable practices and ensuring tourism 
contributes to the conservation and enhancement of the environment. The promotion of sensitive design and planning 
to reduce the impact of tourism development will also play a key role.

Destination management approach
A destination management approach recognises that Victoria’s many tourism destinations have distinct development 
and marketing needs. Tourism Victoria will respond through tailored marketing, investment facilitation and community 
involvement to meet the distinct needs of each destination.  
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Of the 14 priority areas identified in the Government’s 10 Year Tourism and Events Industry Strategy; Tourism Victoria 
has identified five for particular focus over the next three years: 

Regional visitation 
•	 �Attract international, interstate and intrastate visitors with an emphasis on dispersal to regional Victoria.  

Emerging markets
•	 �Develop international markets that represent the greatest tourism growth prospects such as China, India and other 

Asian markets.

Aviation access
•	 �Ensure international visitors are encouraged through direct flights and increased aviation capacity. 

Skills and service standards
•	 �Improve the service standards of industry operators and increase the focus on training and skill development for the 

industry.

Investment attraction/product development 

•	 �Develop and ensure a range of tourism products and infrastructure in Melbourne and surrounding areas are 
available and export ready.  

 

P r i o r i t i es
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S trate    g i c  R esp   o n se   1

Impr    o v e  t h e  bra   n d i n g  a n d  mar   k et  i n g  o f  V i c t o r i a

What we aim to achieve
•	 �Increase visitation to Melbourne and Victoria
•	 �Increase Victoria’s brand profile in key interstate and international markets 

Branding and marketing of Victoria is a large part of Tourism Victoria’s core marketing responsibilities. To match the 
structure of the 10 Year Tourism and Events Industry Strategy this section will cover: 

•	 Melbourne Marketing
•	 Regional Marketing
•	 International marketing
•	 Product Marketing
•	 Brand Victoria

The discussion on international marketing in this section will focus on mature markets. Detail on emerging markets 
particularly China and the rest of Asia will be expanded on in the ‘Emerging international markets’ section.

A number of government initiatives and commitments contribute towards Tourism Victoria’s efforts of improving the 
branding and marketing of Victoria. These initiatives include: 

•	 �$11 million announced as part of the Provincial Victoria Statement 2005 for a comprehensive four-year tourism 
campaign for Provincial Victoria.

•	 �$12 million over four years provided in the 2006–07 budget to market Melbourne to interstate and international 
markets.

•	 �$8.5 million over four years was allocated in the 2007–08 budget for car touring and regional product including 
food and wine, fly-drive and nature-based tourism.

•	 �$2 million was announced for regional community tourism events in the 2007–08 budget.

•�	 �$2 million over four years was provided in the 2007–08 budget toward improving the skills and service standards of 
tourism businesses. Major initiatives will include completing a Workforce Development Plan and expanding internet 
usage by regional tourist operators.

•�	 �$5.5 million over four years was allocated toward international marketing and aviation development in the 
Government’s 2007–08 budget with an additional $8 million over four years provided in the 2008–09 budget.

•	 $3 million for Melbourne to host the 2009 Australian Tourism Exchange.

•	 �$10.8 million in business events funding was announced as part of the 2008–09 budget to support the Melbourne 
Convention and Visitors Bureau to secure lucrative business events and deliver them to the new Melbourne 
Convention Centre.

•	 �$13.3 million over four years in the 2008–09 budget for regional marketing. These funds will be used to extend the 
Regional Marketing Program and develop a new major interstate marketing campaign.

•	 �$5 million over two years was provided in the 2009–10 budget to develop and launch the next phase of the 
Melbourne campaign.

•	 �$10 million over two years was committed to help restore regional tourism in areas affected by the February 2009 
bushfires. 

Tourism Victoria will continue to roll out the Melbourne marketing campaign It’s Easy to Lose Yourself in Melbourne to 
interstate and New Zealand markets.  Planning and production of a new campaign will also be undertaken to further 
build on the competitive positioning that has been established for Melbourne over the previous four years. 
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Tourism Victoria will continue to work with the industry to develop regional marketing campaigns with a new focus 
on the intrastate market. This work will capitalise on the investments in marketing and developing key destinations, 
including campaigns such as Yarra Valley, You’ll Never Want to Leave and initiatives developed through Moving Forward: 
Making Provincial Victoria the Best Place to Live. 

The two-year $6.5 million Regional Marketing Program (RMP), launched in 2007 has enabled Tourism Victoria, in 
partnership with industry to deliver integrated marketing campaigns for each of the State’s diverse regions.  The 
expanded RMP will continue to benefit the regional tourism industry and ensure that regional marketing objectives 
are realised over the medium term.  As a part of the expanded RMP, a new regional interstate campaign promoting 
Victoria’s hero spa and wellness village, Daylesford, will be rolled out over the next three years.

Tourism Victoria will continue to stimulate growth from mature international markets as detailed in Victoria’s International 
Tourism Strategy. This strategy outlines how tourism growth will be achieved from priority Tier 1 and Tier 2 markets; 
the markets with the best potential growth opportunities for Victoria and the greatest potential to generate strong 
economic benefits to the State. Public relations, marketing campaigns and online marketing will be undertaken to 
attract visitors from priority markets to Victoria. 

Victoria’s range of tourism products will continue to be promoted domestically and overseas to show the diversity of 
Victoria’s offer. 

The Victorian Government’s Brand Victoria initiative will further promote the State’s profile to an international market. 
Brand Victoria positions Melbourne and Victoria as a destination of choice for international tourists, students, investors 
and skilled migrants. Tourism Victoria will continue to manage the implementation of the brandmark and ensure 
that all marketing communications in the international arena include the appropriate, consistent branding to make 
Melbourne and Victoria instantly recognisable. 

S trate    g i c  R esp   o n se   1  C o n t i n ued 

Impr    o v e  t h e  bra   n d i n g  a n d  mar   k et  i n g  o f  V i c t o r i a
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S trate    g i c  R esp   o n se   1  C o n t i n ued 
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The way forward

Actions Lead responsibility Timing

Melbourne Marketing

Implement the 'It's Easy to Lose Yourself in Melbourne' marketing campaign in key 
interstate markets and New Zealand to highlight the unique offerings of Melbourne.

Destination and Product 
Marketing

2008–11

Continue to support Destination Melbourne Limited to grow private sector support 
for the Melbourne campaign and promote Melbourne throughout regional Victoria.

Destination and Product 
Marketing

2008

Develop and launch a new Melbourne marketing campaign to maintain desirability 
and increase visitor expenditure through the promotion of premium products and 
experiences.

Destination and Product 
Marketing

2009–11

Regional marketing

Implement the new Regional Marketing Program as the next phase of the Regional 
Partnership Program. The program’s funding will double with new levels announced 
in July 2007. The program will provide support to Regional Campaign Committees 
through increased funding and to cooperatively roll out existing brand campaigns 
domestically. 

Destination and Product 
Marketing

2008–09

Provide funding to key strategic marketing alliances to promote touring routes with a 
specific focus on attracting priority international markets.

Destination and Product 
Marketing

2008–11

Develop and implement an interstate food and wine marketing campaign showcasing 
regional product and experiences.

Destination and Product 
Marketing

2008

Work with regional airports and travel trade partners to cooperatively promote the 
State’s fly-drive holiday experiences. 

Destination and Product 
Marketing

2008

Implement the new major interstate campaign highlighting the spa and wellness 
experiences in Daylesford as well as complementary tourism strengths across  
Victoria’s regions.

Destination and Product 
Marketing

2009–11

International Marketing

Focus on mature markets such as New Zealand, United Kingdom, Europe, United 
States of America and Japan with efforts directed towards cooperative marketing with 
trade partners, public relations and online channels.

International Marketing 2008–11

Explore opportunities with non-traditional partners that have Victorian connections, 
eg. chefs/designers or wine brands that are active in the UK market.

International Marketing 2008–11

Undertake a marketing campaign to grow Victoria’s market share of international 
backpackers.

International Marketing 2009–11

Brand Victoria

Develop and implement Brand Victoria campaign activity in key international markets. Brand Victoria Service 
International Marketing

2008–11
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What we aim to achieve 
•	 Increase the tourism benefits from major events
•	 Increase destination exposure through Victoria’s major events 
•	 Increase the number of tourism events in regional Victoria

Victoria and Melbourne have gained extensive international recognition through the staging of major sporting and 
cultural events. Victoria attracts approximately 281,000 international major event visitors per year and generates an 
estimated annual economic impact of approximately $1.2 billion. The Government’s 10 Year Tourism and Events Industry 
Strategy recognises that major events are a catalyst for tourism, bringing visitors to Melbourne and regional Victoria 
who may not otherwise visit.

The role of acquiring and retaining major events in Victoria rests with the Victorian Major Events Company. Tourism 
Victoria has a key role in working with major event organisers to promote events and importantly profile the State to 
tourism markets through event broadcasts and media exposure. Tourism Victoria also assists with the development of 
a skilled and professional events industry across the State by providing strategic advice regarding calendar management 
and event development and coordination. 

To maximise the benefits to industry, community and government from major events, Tourism Victoria will continue 
to build relationships with relevant agencies including Sport and Recreation Victoria, Arts Victoria and within the 
Department of Innovation Industry and Regional Development. Over the next three years, Tourism Victoria will work 
to increase the exposure of the State through major event broadcasts and event marketing. Tourism Victoria will 
also continue to develop and promote appropriate events in regional Victoria in cooperation with local government, 
Tourism Alliance Victoria and Regional Development Victoria.

The way forward

Actions Lead responsibility Timing

Event marketing and development

Work cooperatively with local government in regional Victoria to develop existing 
events and identify new events. Priority destinations over the next three years include 
Bendigo, Wangaratta, Mildura and Gippsland.

Destination and Product 
Marketing

2008–11

Continue to provide funding for regional events through the Country Victoria Events 
Program.

Destination and Product 
Marketing

2008–11

Manage the Tourism Marketing Committee to leverage opportunities associated with 
the 2011 Presidents Cup.

Destination and Product 
Marketing

2009–11

Event broadcast

Work with the Victorian Major Events Company to ensure that State Government 
contracts for major events include suitable reference to broadcasting and signage rights 
for tourism. 

Destination and Product 
Marketing

2008–11

Pursue opportunities to leverage destination image broadcast and advertising 
opportunities associated with international broadcasts of Victoria’s major events.

Destination and Product 
Marketing

2008–11
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M a j o r  e v e n ts
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3 .  E x i st  i n g  S pa  T o ur  i sm   M ar  k et   Nat  i o n a l ly

What we aim to achieve 
•	 �Increase passenger capacity and flight frequency from key airlines servicing priority markets such as China, United 

Kingdom, North America and India
•	 Increase air services to regional airports

Aviation capacity is critical to the supply of domestic and international visitation while regional airports are an 
important stimulator of regional dispersal. 

Over the next three years, Tourism Victoria will focus on increasing air capacity to stimulate inbound tourism. Tourism 
Victoria will continue to work with airlines to increase services or introduce new flights to Melbourne. This will involve 
working in partnership with Melbourne airports to provide proactive aviation development and cooperative marketing 
programs with airlines.

The way forward

Actions Lead responsibility Timing

Airline capacity

Through the Industry and Trade Division of DIIRD, negotiate with existing carriers 
to expand services to access priority markets such as China, United Kingdom, North 
America and India.

International Marketing 
and Aviation

2008–11

Undertake joint negotiations and airline liaison activities with Melbourne Airport. Aviation 2008–11

Regional air access

Advocate for Qantas/Jetstar/Virgin Blue to schedule a narrow jet service to Mildura to 
increase regional tourism access.

Aviation 2008

Support development of Avalon as an international airport. Aviation 2009–11

Aviation policy

Lead the Victorian Government Working Group to ensure whole-of-government 
engagement in bilateral airline approvals.

Industry and Investment 2008–11

Influence aviation policy outcomes by maintaining and nurturing relations with federal 
bodies such as the Department of Transport and Regional Services (DoTARS). 

Industry and Investment 2008–11

Promote sustainable air travel by encouraging key airline partners to continue 
improvement in fuel efficient aircraft technologies and investigate the feasibility of 
developing a CO2 offset program. 

Industry and Investment 2008–09
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C o n t i n ued 

What we aim to achieve 
•	 Increase infrastructure planning that meets the needs of the tourism industry 
•	 Increase the priority of tourism projects across government infrastructure projects

Victoria’s infrastructure such as transport, communication and major projects provide a strong platform for tourism. 
Iconic infrastructure such as Victoria’s Great Ocean Road receives 2.5 million visitors each year. 

Tourism Victoria aims to ensure that tourism interests are adequately considered in government infrastructure 
planning. A whole-of-government approach is needed to achieve planned infrastructure that is consistent with tourism-
related needs. Tourism Victoria will work with government partners such as the Department of Infrastructure and 
the Department of Sustainability and Environment to develop a strategy to integrate tourism priorities with broader 
infrastructure opportunities.

The way forward

Actions Lead responsibility Timing

Working in conjunction with partners

Work with Parks Victoria to implement the Nature-based Tourism Strategy 2008–2012 
to accelerate tourism facilities upgrades.

Investment 2008–11

Provide advice to government on infrastructure requirements that support event and 
touring route development in Regional Victoria.

Destination and Product 
Marketing 

2008–11

Using a destination management approach, work with key stakeholders such as the 
Department of Infrastructure and Department of Sustainability and Environment to 
facilitate Victorian Government infrastructure investments and policies that consider 
tourism needs and impacts.

Investment 2008

Complete an analysis of regional airports to determine their logistical and commercial 
capacity for high volume tourism and business traffic.

Aviation 2009–10

Provide advice to Government on infrastructure requirements that support event and 
tourism development in regional Victoria as identified in the Regional Tourism Action Plan 
2009–2012.

Investment 2009–11
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What we aim to achieve 
•	 �Accelerate the development of tourism investment in both Melbourne and regional Victoria to attract  

emerging markets 
•	 �Increase community and government advocacy for tourism development across regional Victoria
•	 �Ensure investment attraction priorities are consistent with economic, environmental and social sustainability principles
•	 �Increase the attraction of Victoria through new product development initiatives

Tourism Victoria has a role to grow the economic benefits for the State and local communities by facilitating tourism 
investment for Melbourne and key regional areas. The Tourism Taskforce Group (TTG) comprising Tourism Victoria, 
the Department of Sustainability and Environment, Parks Victoria and the Department of Infrastructure was created 
as a result of the Government’s 10 Year Tourism and Events Industry Strategy. The Tourism Taskforce Group will have an 
important function in helping facilitate investment attraction for the State.

Tourism Victoria will increase its efforts to advance tourism policy across government by promoting an understanding 
of the benefits that flow on from tourism investment to the rest of the community. 

Guiding investors through government planning regulations will continue to be a key focus for Tourism Victoria over 
the life of this plan. A sustainable management approach will underpin Tourism Victoria’s approach to investment.  
This approach will include a new framework to engage both government and local communities on tourism 
development and investment that not only meets the needs of tourism markets but also add value to the landscape 
and community in which it occurs. 

The way forward

Actions Lead responsibility Timing

Investment attraction

Identify investment priorities that meet the needs of emerging international markets. 
Priority investments will build on Victoria’s primary and secondary product strengths 
and will include: four and five star accommodation facilities in regional Victoria, 
backpacker accommodation, adventure based activities, nature-based tourism, and 
attractions on the Great Ocean Road. 

Investment 2008–09

Progress priority investment projects through the Tourism Taskforce Group. Investment 2008–11

Develop new Tourism Investment Guidelines, including sustainability criteria for tourism 
investors that will support the planning approvals process through Government.

Investment 2008

Implement key investment recommendations from the Nature-based Tourism Strategy 
2008–2012, particularly in relation to the leasing terms for Crown land, as well as new 
initiatives identified within the Regional Tourism, Action Plan 2009–2012.

Aviation 2009–11

Communication strategy

Undertake research to determine the current perceptions of tourism development in 
regional Victoria.

Strategy and Policy 2008–09

Engage with stakeholders including Parks Victoria, the Department of Sustainability 
and Environment, Regional Development Victoria and the Victorian Tourism Industry 
Council to coordinate a communications platform that takes account of climate change 
issues and specific approaches to sustainable tourism development.

Corporate and 
Destination 
Communications

2008

Engage a consultant to develop an investment prospectus for local councils in regional 
Victoria that advocates the significance of tourism related economic development projects.

Investment 2008

Sustainable Tourism

Design and release guidelines for environmentally sustainable nature-based tourism 
infrastructure.

Destination and Product 
Marketing

2008
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What we aim to achieve
•	 Improve skills and service standards at a level that provides Victoria with a competitive advantage
•	 �Increase the number of tourism businesses participating in tourism awards, accreditation and other business 

development programs

Creating an $18 billion tourism and event industry by 2016 will require the creation and filling of 66,000 new jobs. 
Therefore attracting and retaining a skilled labour force will be important in achieving a sustainable industry. 

Over the next three years, Tourism Victoria, along with the Office of Training and Tertiary Education, the Office of 
Small Business and Service Skills Victoria will streamline training programs and initiatives to achieve a strong and skilled 
workforce. These programs will be coordinated across key government agencies as well as the Victorian Tourism 
Industry Council and Tourism Alliance Victoria. 

Commitment towards improving the standard, quality of services and overall sustainability throughout the industry will 
also be pursued. Victoria’s Tourism Excellence Program will be a key lever in achieving best-practice in service delivery. 
The implementation of this program will assist in developing career pathways and raising skills levels and standards 
of those at the front line of the industry. Sustainable tourism will be further developed through promoting industry 
standards and accreditation such as Green Globe 21. 

The way forward

Actions Lead responsibility Timing

Workforce development

Develop a Workforce Development Plan in consultation with the Office of Training and 
Tertiary Education, Service Skills Victoria and industry. This plan and other skills and service 
standards initiatives will include a focus on addressing the needs of growing Asian markets.

Strategy and Policy 2008

Skill development

Develop a framework across a number of programs that will meet the needs of small 
tourism businesses, including: 
• Business skills for the future 
• Small business counselling service (mentoring) 
• E-business skills programs.

Destination and 
Product Marketing

2008

Tourism excellence 

Implement the new Tourism Excellence Grants Program including a skills training 
program and enhanced international mentoring program.

Destination and 
Product Marketing

2009–10

In cooperation with the Tourism Accreditation Board of Victoria review the future of 
accreditation programs.

Strategy and Policy 2008

Sustainable businesses

Develop tools and standard templates for Victoria’s industry bodies to include 
sustainability principles in their charters.

Strategy and Policy 2008–09
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What we aim to achieve 
•	 Increase customer conversion through multimedia technologies
•	 Increase the distribution and prominence of Victorian product via the internet 
•	 Increase online capabilities of regional tourism operators

Tourism Victoria will exploit the full potential of the internet through implementing an Online Strategy (developed 
in March 2007). This strategy outlines how Tourism Victoria will integrate marketing programs and improve online 
booking capacity to ensure the consumer’s path to purchase Victorian product is seamless, and that consumer interest 
is converted into actual bookings. As well as making full use of online technology, Tourism Victoria will build the 
industry’s understanding and capability in using technology so that they are able to effectively promote their product 
and increase bookings. 

The way forward

Actions Lead responsibility Timing

Online Strategy

Increase the exposure of Victorian products by distributing web content and offer-
based marketing to multiple channels and other partners' websites including the 
Australian Tourism Data Warehouse, Tourism Australia and online travel mega sites 
like Travelocity, Expedia, Cendant and Orbitz.

E-Marketing 2008–11

Improve the ability for visitors to seamlessly book tourism product online by 
establishing software and systems to link private operator booking systems to 
visitvictoria.com and visitmelbourne.com websites.

E-Marketing 2008–11

Redesign Tourism Victoria’s consumer websites visitmelbourne.com and  
visitvictoria.com in line with new technology trends.

E-Marketing 2009–11

Online marketing

Encourage regional campaign committees and regional tourism businesses to adopt 
increased use of the internet and emerging technologies for online marketing and 
online booking.

E-Marketing 2008–11

Review international language variants of visitmelbourne.com to assess market 
demand, content needs and build new (or retire) sites as relevant. The immediate 
focus will be on the redevelopment of the Chinese language variants and the creation 
of a new French variant. Ongoing development of the Italian, German, Korean and 
Japanese variants will continue.

E-Marketing

International Marketing

2008
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What we aim to achieve
•	 Increase visitation from high-yield emerging international markets 
•	 Grow destination awareness of Victoria in key international markets

This section focuses on the emerging markets of China and India. Mature international markets such as United States, 
United Kingdom and New Zealand were discussed in ‘Improving the branding and marketing of Victoria’.

By 2016 international visitors are expected to account for more than 40% of the total tourism expenditure in Victoria 
with major growth predicted to come from China, India, other Asian markets. China alone is expected to account for 
19% of all international visitors and expenditure due to its increasing prosperity.  

The way forward

Actions Lead responsibility Timing

China

Contribute to Victoria’s overall position, profile and appeal in the market by 
participating in an Interdepartmental Committee on China alongside other key agencies 
such as Invest Victoria and the Department of Education. 

International Marketing 2008–11

Work with Crown Entertainment Complex to identify ways to maximise Victoria’s 
profile in the China market. Strategy meetings between Crown Entertainment Complex 
and Tourism Victoria to be held annually.

International Marketing 2008–09

Maximise online exposure for Victoria to reach the Chinese market through further 
developments to online language variants. 

E-Marketing 2008

Negotiate with key Asian carriers to expand direct international air services to 
Melbourne to meet increasing demand.

Aviation 2008–11

Contribute to the development and implementation of a whole of Government strategy 
for the 2010 Shanghai Expo to maximise destination exposure and profile for Victoria.

International Marketing 2009–10

India

Engage with key agencies including Invest Victoria, the Department of Education 
and Film Victoria to maximise leverage opportunities for Victoria to assist in building 
valuable contacts / access points in market. 

International Marketing 2008

Undertake trade training and development strategies to build better exposure and 
understanding of Victorian experiences in Delhi and Mumbai. 

International Marketing 2008–11

Negotiate with Indian and Australian carriers to expand direct international air services 
to Melbourne to meet increasing demand.

Aviation 2008–11

Cross-government collaboration

Liaise with Tourism Australia, the Department of Immigration and Multicultural and 
Indigenous Affairs (DIMIA) and the Department of Industry Tourism and Resources 
(DITR) to build a more sustainable framework for future growth in emerging markets. 

Strategy and Policy 2008–11
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What we aim to achieve 
•	 Increase tourism benefits generated by high-yield business event visitation
•	 �Increase opportunities to expand Victoria’s major events by developing activities with appropriate business sectors 

and hosting concurrent business events

The benefit of attracting large scale business events to Victoria is substantial. Currently, the sector contributes  
$1 billion per annum to Victoria’s total tourism revenue and has been identified as a source of future growth for the 
State. With the redevelopment and expansion of the Melbourne Convention Centre and new government funding to 
support the acquisition of business events, this sector provides an important competitive advantage for Victoria. 

The Melbourne Convention and Visitors Bureau have primary responsibility of identifying and attracting major business 
events to Victoria. Tourism Victoria’s role is to support the Melbourne Convention and Visitors Bureau through 
providing advice on key international markets. By working with major event organisers and relevant industry partners 
Tourism Victoria aims to increase the tourism benefits gained from hosting major business events in Victoria. 

The way forward

Actions Lead responsibility Timing

Working in conjunction with partners

Work with the Melbourne Convention and Visitor Bureau to develop a strategy that 
focuses on attracting the high-yield business / incentive groups from China and Japan. 

International Marketing 2008–11

Support the development of business tourism through cooperative work with the 
Melbourne Convention and Visitors Bureau.

International Marketing 2008–11

Regional business events

Develop a new policy approach to encourage business events into regional Victoria. Strategy and Policy 2009–11
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C o n t i n ued 

What we aim to achieve 
•	 Increase visitor dispersal to regional Victoria
•	 �Increase the capacity of regional campaign committees to market their destination to key interstate and intrastate markets
•	 Ensure sustainability of regional destinations

Tourism is a major economic driver for regional Victoria and contributes significantly to destination development 
through investment attraction, employment generation and visitor dispersal. In 2003–04 tourism contributed  
$3.4 billion to the regional Victorian economy and accounted for over 61,000 jobs. Tourism Victoria is committed to 
accelerating regional tourism development and is guided by the vision that more domestic and international visitors  
will be aware of and visit destinations in regional Victoria.

Tourism Victoria has long focussed on assisting the tourism industry at a regional level to respond to and rise above 
challenges.  The recently launched Regional Tourism Action Plan 2009–2012, which has replaced the previous Regional 
Tourism Development Plans, provides a clear roadmap to guide the future development of Victoria’s regional  
tourism industry.

The way forward

Actions Lead responsibility Timing

Destination development

Implement the Regional Tourism Action Plan 2009–2012 to address cross regional issues 
and progress priority initiatives across Victoria’s ten tourism regions including the 
establishment of regional tourism Boards.

Strategy and Policy 2009–11

Implement the Nature-based Tourism Strategy 2008–2012 to promote eco-tourism, 
adventure tourism, Indigenous tourism and trails.

Destination and Product 
Marketing

2008–11

Assist in the preparedness of regions for disruption to business through continued 
communication of the Crisis Management Handbook and industry education where 
required. 

Strategy and Policy 2008–11

Develop and implement new road signage for destinations that have national and 
international tourism significance

Strategy and Policy 2008–09

Implement bushfire recovery marketing programs to restore visitation to bushfire 
affected regions.

Destination and Product 
Marketing

2009–11
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What we aim to achieve 
•	 Grow the Visiting Friends and Relatives market
•	 Increase awareness and brand perception of Melbourne and Victoria in the education market

Victoria has a very strong tertiary sector attracting international students from Asia and Europe. The international 
student market is high-yielding and an important source of tourism for Victoria. International students contribute 40% 
of international visitor yield, while representing only 8% of total international visitor numbers. 

The education sector is highly competitive with interstate universities increasing their marketing and enrolment 
campaigns to attract international students. Attracting the education sector to Victoria requires a combined effort 
between Tourism Victoria, the Department of Education and Early Childhood Development, the Office of Training and 
Tertiary Education and education institutions. 

The way forward

Actions Lead responsibility Timing

Strategic partnerships

In conjunction with the Department of Education and Early Childhood Development 
develop a strategy to attract high-yield students from Asia, Japan and the Middle East.

Strategy and Policy 2008–11

Product development

Research and develop educational and experiential products to attract the Japanese 
education market.

Investment and 
Destination and Product 
Marketing

2008–09

Develop products to meet the need of short term education markets such as farm stay, 
cooking classes, English language courses and school group accommodation.

Destination and Product 
Marketing

2008–09

Policy

Investigate and make recommendations on policies that give Victoria a competitive 
advantage in attracting short and long-term students.

Strategy and Policy 2008–11
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C o n t i n ued 

What we aim to achieve
•	 Enhance the provision of tourism related policy advice 
•	 Increase the effectiveness of coordination between all tiers of government

Tourism Victoria will strengthen its policy capacity through its Strategy and Policy Division. Through the efforts of this 
new division Tourism Victoria will work to place tourism at the forefront of government decision making on economic, 
social and environmental issues. 

The way forward

Actions Lead responsibility Timing

Policy advocacy

Work with the Commonwealth Government to ensure that implementation of its 
National Tourism and Investment Strategy and Emerging Markets Strategy recognise 
Victorian priorities including: 
• collaborative promotional activities in emerging markets
• �supporting a strong cross jurisdictional response to illegal and unethical operators, 

including through the Approved Destination Status scheme
• adequate access to key markets, including China and India
• supporting and distributing investment and emerging market research
• �supporting Commonwealth Government taxation and regulatory reforms with 

industry investment
• �collaborating on inter-jurisdictional approaches to tourism in protected areas.

Strategy and Policy 2008–11
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What we aim to achieve
•	 Improve the government and the publics’ understanding of tourism’s potential and industry performance

Government and community acceptance and support of tourism is essential to enable tourism initiatives to proceed. 
The contribution tourism makes to regional and state economies is not as widely recognised as it could be.  
As discussed in ‘Investment attraction and facilitation’, Tourism Victoria will highlight the importance of the tourism 
and events industry. This will be particularly important in moving forward with tourism investment and infrastructure 
development. 

Communication is important in giving the tourism industry access to accurate and reliable regional data in order to 
shape businesses and products.  As part of its communications role, Tourism Victoria will regularly provide statistical 
data and qualitative information to the industry to assist with regional and community development.

Tourism Victoria will strengthen its communication to the industry through its Corporate and Destination 
Communications Unit. This unit will drive tourism communication across the sector. 

The way forward

Actions Lead responsibility Timing

Communication Strategy

Develop and implement the Communication Strategy. Corporate and 
Destination 
Communications

2008

Disseminate the ‘Talking up Tourism’ resource kit to regional tourism stakeholders to 
enable industry representatives to communicate the benefits gained from tourism to 
regional communities.

Strategy and Policy 2008

Update the corporate website to ensure it contains relevant and key information 
about Tourism Victoria’s activities and contribution to the industry.

Corporate and 
Destination 
Communications

2008
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Measuring our success
Tourism Victoria has identified a range of performance measures that will be used to monitor progress against the 
Tourism Victoria Business Plan 2008–2011. These performance measures include the forecast targets set in the 
Government’s 10 Year Tourism and Events Industry Strategy (see below). 

Performance Measures

10 Year Tourism and Event Industry Strategy Measure Target
2007/08

Target
2008/09

Target
2009/10

Target
2010/11

$18 billion industry by 2016

Direct and indirect tourism contribution (GSP)

Strategy projection $billion 13,249 13,842 14,462 15,109

Latest projection $billion 12,397 12,866 16,400 17,100

Employment of 225,000 by 2016

Employment

Strategy projection 000s 182 187 193 199

Latest projection 000s 178 183 190 195

Note: The targets are based on the rate of growth included in the 2005 Access Economics report ‘The Economic 
Contribution of Tourism to the State of Victoria’. 

In addition, annual targets will be set against the following performance measures through Tourism Victoria’s Annual 
Business Plan:
•	 Visitor expenditure
•	 Yield of visitors from emerging markets 
•	 Preference to visit Victoria
•	 Target market advertising awareness
•	 Melbourne and Victoria retain leadership in brand attributes
•	 Value of media coverage
•	 Partner leverage
•	 Number of regional events
•	 Brand mark clearly displayed at major events
•	 Net air capacity
•	 Air service to regional airports
•	 Private investment projects facilitated
•	 Private investment projects facilitated for regional Victoria 
•	 Number of tourism businesses accredited by Green Globe 21
•	 Tourism Excellence Program online visitors
•	 Visits to visitvictoria.com.
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Victoria’s product strengths
Victoria has a number of product strengths including: 

•	 Food and wine

•	 Arts, theatre and culture

•	 Spa and wellbeing

•	 Skiing 

•	 Nature-based 

•	 Touring 

•	 Indigenous

•	 Golf

•	 Shopping

•	 Accommodation

•	 Events

•	 Education

•	 Built attractions

•	 Adventure

Priority and secondary products
The below table shows the priority and secondary products for Victoria. 

Product Strengths Market demand

International Domestic

Food and wine

Arts, theatre and culture

Nature-based

Touring

Shopping

Events

Adventure

Golf

Spa and wellness

Alpine/ski

Aboriginal

Education

Built attractions
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Tourism Victoria’s priority international markets
Tourism Victoria’s international markets have been grouped in three levels of priority. 

Tier One: 

These markets present the best potential growth opportunities for Victoria and currently generate strong economic 
benefits for the State. These markets have strong outbound travel sectors and are forecast to grow significantly for 
Victoria over the next three years.  

Tier Two: 

These markets are important for Victoria and offer growth potential. These markets represent a unique set of 
challenges - some are fast growing new markets including Korea, India and Malaysia, which have the potential to 
deliver strong return on investment for the State in the future. Other markets are more mature, however have been 
constrained in recent years by endemic issues impacting Australia, including a lack of knowledge and inconsistent 
positioning in Germany, and difficulty attracting the first time visitor from Singapore. Activity and investment for Tier 2 
markets will vary depending on the core needs and opportunities of each country. 

Tier Three: 

These markets offer good future potential for Victoria, although they currently deliver off a small base of arrivals.  
Best prospect opportunities for Victoria exist within certain high yield growth segments such as the business / 
incentive markets, education and working holiday makers, who also disperse well across the State. Activity in these 
markets will be highly targeted and cost effective, to increase visibility for Victoria within important distribution 
channels and to build destination awareness.  	

TIER 1 TIER 2 TIER 3

•	 China •	 Singapore •	 Ireland

•	 New Zealand •	 Malaysia •	 France

•	 United Kingdom •	 Germany •	 Italy

•	 United States of America •	 Korea •	 Netherlands

•	 India •	 Switzerland

•	 Hong Kong •	 Nordic

•	 Canada •	 Indonesia

•	 Middle East •	 Taiwan

•	 Japan •	 Thailand

•	 South Africa


