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Introduction

Study background

In October 1993, Tourism Victoria released a three year Strategic Business Plan (the
Plan) which identified the key issues confronting the tourism industry. The 1993-1996
Plan highlighted strategies to turnaround a State which at the time, suffered from low
domestic and international market awareness, poor image and limited industry co-

operation.

The directional framework established by the Plan has resulted in a significant
improvement within the tourism industry. This has been evidenced by increased market
share, expanded product development, a more cohesive and co-operative industry and in
particular, a successful re-vitalisation of Melbourne as a tourism destination.

The release of Tourism Victoria's 1997 - 2001 Strategic Business Plan, continues to
build upon the momentum and embraces integrated strategies to maintain and expand a
commercially sustainable industry into the 21st Century.

As part of the on going initiatives to continue to integrate, develop and market the
State's tourism potential, Tourism Victoria has engaged consultants to undertake the
development of Tourism Development Plans for Victoria's thirteen product regions.

Twelve regional tourism development plans have been prepared for country Victoria,
and the thirteenth plan, which represents urban Melbourne.

It is in the context of this focus on Statewide planning, that the Melbourne Region plan
has embraged the role of urban municipalities, providing a strategic framework for
planning at the local government level.

TourVic97-BaysMXM0623-MR.DOC 1




2.2

I
KPMG: . Melbourne Tourism Development Project
Municipal Tourism Direction - Bayside City Council
September 1997

Study scope

Study direction

The scope and methodology employed to undertake the Study is different from the
approach adopted for the State's Regional Tourism Development Plans.

As the promotion and positioning of Melbourne is central to Tourism Victoria's national
and international marketing activities, the Study was designed to analyse and identify
Greater Melbourne's key product strengths and competitive advantage to further
enhance its status as a premiere tourism destination.

The strategic direction for the Study therefore, is to assist urban Councils assess their
tourism potential in order to strategically link with Tourism Victoria and Melbourne
Convention and Marketing Bureau's (MCMB) broader marketing objectives.

Study objectives

The Study encompasses two objectives:

" to best position Melbourne as a tourism destination and gateway to regional
Victoria; and,

. to assist urban Councils to link strategically with Melbourne's identified tourism
strengths and opportunities.

The Study incorporates four components:

" the update of a existing publication, entitled, "Why Should Local Government
Invest In Tourism?", assisting urban Councils to identify whether they should be

involved in the industry;

u undertake a product analysis of greater Melbourne, identifying tourism product
which links with Melbourne's product strengths and/or provides a competitive
edge; :

. conduct an analysis of domestic and international visitation to Melbourne

utilising existing data and research sources, to highlight tourism trends and
market characteristics; and

n conduct a workshop with participating urban Councils to ascertain the
municipality's tourism potential and future direction.

The study’s primary focus incorporates:

. product and promotional opportunities within urban Melbourne which build
upon the identified key product strengths, namely:

- events;

- food and wine;

- national attractions;

- arts/culture/theatre;

- shopping; and

- meetings, incentives, conventions and exhibitions (M.I.C.E).
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Study region

The Study region encompasses 25 local government municipalities which comprise
Greater Melbourne and include Melbourne's Central Business District, inner
surrounding and outer suburban fringes. (Refer Appendix 1)

Methodology
The methodology comprised a series of work tasks as follows:

" Fieldwork
- consultant familiarisation, which included fieldwork and municipal site
visits of participating Councils;
- review and assessment of literature, documentation, studies and
marketing collateral,

" Market Research
- analysis of a range of existing market data to identify tourism trends and
characteristics;
= ‘Consultation

- interviews with Council representatives;

- industry interviews and workshops were conducted and included
representation from Tourism Victoria, Melbourne Convention &
Marketing Bureau, Melbourne City Council, Arts Victoria, Victorian
Tourism Operators Association, National Trust of Victoria, Parks
Victoria, coach and tour operators.

" Municipal workshops

- {Norkshops were designed to in¢lude a broad but targeted group of key
stakeholders to maximise input and provide a collective viewpoint on
tourism issues and potential.

- tourism was assessed in terms of:

- strengths, weaknesses, opportunities and threats (SWOT)
analysis;
- unique positioning or sustainable competitive advantage;

- key priorities, future direction of identified key tourism product;
and

- ability to link/complement Melbourne’s key product strengths.

Municipal initiatives

The focus of the initiatives outlined in this report address the local government level
and provide the framework for the municipality's tourism direction. Whilst these
initiatives also integrate at the broader State level, the recommendations create an
environment from which the local tourism industry can move forward and further

develop.
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Disclaimer

Please note that, in accordance with our Company's policy, we are obliged to advise that
neither the Company nor any member nor employee undertakes responsibility in any
way whatsoever to any person or organisation (other than Tourism Victoria), in respect
to information set out in this report, including any errors or omissions therein, arising
through negligence or otherwise however caused.
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Tourism trends

Economic benefit of tourism

Australia

Tourism is well recognised as a significant employment creator and economic
contributor.

It is one of Australia's key growth industries, is the nation's single largest export
industry, and contributes more to the economy than traditional industries such as coal,
wheat and wool. In 1995/96 tourism:

. contributed $44 billion, approximately 6.6% to Australia's Gross Domestic
Product;

. directly employed 536,000 people, represegting 7% of the national workforce;
and .

" generated export earnings of $14.1 billion from international tourism. By the

year 2000, international tourism is forecast to be worth $21 billion.

Victoria
Tourism to Victoria is estimated to be worth $7.9 billion to the economy, contributing

6.6% to the State's Gross State Product. Tourism generated 137,500 jobs directly or
6.6% of persons employed in Victoria, and an additional 34,000 jobs indirectly.

Victoria's share of tourism jobs nationally is estimated at 24% (compared to 35% and
19% for New South Wales and Queensland respectively), with restaurant/hotels/clubs
and retail trade sectors comprising 47% of all tourism jobs in the State.

International tourism to Victoria

Victoria's share of international tourism has grown at an average annual rate of 6.2% per
annum since 1990. Attracting 890,500 overseas visitors in 1995, inbound travel
injected approximately $1.2 billion to the State. (Refer Appendix 2).

1
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Victoria's major international markets include visitors from Asia, 29.7%, (including
Hong Kong, Taiwan and Malaysia), Europe (17.7%), North America (14.8%), Japan
(11.7%) and New Zealand (11.4%). With an average length of stay of 16 nights (8
nights for holiday purposes), overseas arrivals to Victoria generated some’ 14.3 million

nights.

- International Visitors to Victoriz 1995 by Major Markets International Expenditure in Victoria 1995 by Major
: . Markets

! 300 .0 100 200 300 400 500 600
! Visitors (000) ) N Expenditure (§ million)
I Souree: Iniemational Vis#tor Survey, Bureay of Tourism Research Source: lmawonzl\ﬁmorvacy Bureau of Tourism Rescarch

Visiting the State for holiday purposes accounted for 54% of all international arrivals,
followed by visiting friends and relatives (19%), business reasons (14%) and education
(5%).

Staying with friends and relatives remains the most popular form of accommodation at
69% of all nights spent in Victoria, with hotel/motel and guest house accommodation

_representing 24%.

Whilst travelling the State, popular activities for international visitors include
restaurants and shopping, visiting national and state parks, botanical gardens, zoo's,
animal and marine parks, festival or fair, followed by hlstorlc attractions, museums, and

art galleries.

Domestic tourism in: Victoria

In 1995, Victoria recorded 13.8 million domestic overnight trips and 47.2 million
nights, which injected some $4.3 billion into the State's economy.

Capturing an increasing share of domestic tourism, Victoria gained 24% of all domestic
trips, ranking second to New South Wales (33%) and overtaking Queensland (20%).

i Victoria’s Share of Domestic Travel within Australia Domestic Travel in Victoria 199495 by Origia
, WA NSW NT
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The majority of overnight trips were taken for pleasure holiday purposes (45%), and
visiting friends and relatives (41%), with the business market contributing 14% to the
State's domestic trips. Of the total visiting friends and relatives market, most visitors
originated from Queensland (47%), followed by ACT (42%) Tasmania (38%) and

NSW (36%) residents.
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Major interstate markets include New South Wales (52%), South Australia (20%) and
Queensland (12%). Collectively, interstate markets recorded 2.5 million trips and spent
14.4 million nights away during 1995. ’

Preferred accommodation is the home of friends and relatives (45%), wit.h hotel/motel
and guest house accommodation at 18% and camping (15%).

In addition, Victorians took 20.2 million day trips in 1995, which included visits to
friends and relatives (36%), shopping (24%), pleasure/sightseeing (17%) and to dine
out, which included picnicking/BBQ (13%) and restaurants (12%).

Tourism in Melbourne

Overview

According to the 1995 Victorian Travel and Tourism Survey (VRTTS), some 11.9
million visitors came to the Greater Melbourne region. Of these, approximately 7.2
million visitors were day trippers and 4.7 million visitors stayed at least one night,
generating 16.0 million visitor nights.

Melbourne's popularity as a overnight and day trip destination is evidenced by its

market share compared to the balance of the State. In 1995, Melbourne attracted 34%
of all tourism activity within the State which generated 58% of all tourism expenditure,

estimated to be worth $2.5 billion.

Overnight visitors

Visitors t0 Melbourne primarily comprise a high proportion of interstate travellers
(43%), with intrastate travel, namely Melbourne (11.9%) and Country Victorians
(28.3%) combined to represent 40.2%. International tourists comprised 17.2% of all

overnight trips.

i
Travel to Melbourne 1995 by Origin

Metbourne Country Interstate International

Victoria

{8 Visitors MNights OExpenditure ;

3 : Victorian Regional Travel and Tourism Survey, 1995

With an average length of stay of 3.4 nights, interstate visitors accounted for the
majority of nights spent, accounting for 43.0% of all visitor nights, who stayed on
average 3.4 nights. This was followed by overseas arrivals, generating 27.5% of visitor
nights and staying longer in Melbourne at 5.4 nights. Intrastate travel collectively
accounted for 29.5%, with Melbourne residents staying on average 3.4 nights and
Country Victorians 2.2 nights.
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Collectively, visiting Melbourne for holiday/pleasure purposes (36.9%) or to visit
friends and relatives, (24.1%) represented 60% of all trips, followed by business travel
(including conference/seminar) at 26.6%. )

Average expenditure per overnight trip was estimated to be $434.60, considerably
higher when compared to the state average of $230.49, primarily generated by visitors
from interstate ($537.00 per trip expenditure) and overseas.($918.00). Excluding
airfares, main items of expenditure were accommodation, food and drink and shopping.

Whilst staying in Melbourne major tourism attractors were, restaurants/dining out
(67%), shopping (66%), visiting friends and relatives (52%). This was followed by
pleasure/sightseeing (24%) and visiting such attractions as parks/gardens (17%),
museums/historic sites (16%) and art galleries/craft centres (14%).

! Main Activities Undertaken by Overnight Trip, 1995 _
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Rcstaurants/Diging
Ouw

i
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Source: Victorian Regional Travel and Tourism Survey, 1995

Day trips

Melbourne is also a popular destination for Victorians day tripping, generating 36% of
all day trips throughout the State during 1995. With an average day trip expenditure of
$55.45 per day, day tripping generated expenditure of $399 million. Shopping, food
and drink and transport accounted for 73% of all day trip expenditure.
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Popular day trip activities included visiting friends and relatives (36%), shopping
(25%), restaurants/dining and attending festivals and events, recoyding 15%
respectively. )

Top 10 Day Trip Activities, 1995

VFR T T S 2 e T Y T N S BT T S R

i Shopping P
Drive to Sightsce/Pleasurc i
Picaic/BBQ

Restaurants/Dining Out .
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["mMcttournc +
®Victoria

Playing Sport Ty

Visit 3 Park or Garden 000
— L3

0% 5% 10%  15% 0% 25% X% 5% 40% |
Perceatage of visitors ]

Source: Victorian Regional Travet and Tourism Survey, 1995

;
i

Conclusion

Market research has clearly identified Melbourne’s strategic importance as a tourism
destination.

Its key product strengths, namely, food/wine, shopping, events, art/culture and natural
attractions have shown to have high visitor appeal. In order to further consolidate
Melbourne’s competitive advantage, these product strengths, along with the MICE
industry, are dispersed throughout the CBD and suburbs, presenting the opportunity for
municipalities to attract and capture a greater market share of visitation and yield.

Therefore, to maintain the increasing :momentum of Melbourne’s popularity as a
tourism destination, urban Councils have an important role to play, namely:

. fostering and encouraging the key product strengths identified within each of the
municipalities; and - :
= strategically linking with Tourism Victoria and MCMB’s broader marketing
 direction.

Local community benefits of tourism

Due to the wide diversity of attractions and activities tourism embraces, it can have a
wide ranging impact on the economic, environmental, cultural and social life of a
community. Tourism has the potential to have a positive impact on all areas of the
community, however, unplanned or poorly co-ordinated development and visitor
management can cause local resident concerns.

TourVic97-BaysMXMO0623-MR.DOC 9
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The following highlights the range of benefits communities can experience as a result of
tourism:

Economic benefits:

. Multiplier effect

Money which comes into a community from tourism is “new” money, which in
turn, is circulated and re-circulated, creating a multiplier effect. The longer the
money is retained and circulates within the community the greater the economic
benefit. Therefore, the more the community is “self-sufficient”, producing
wholly or substantially by the local community the products and services sold to
visitors, the better the multiplier effect.

- Employment generation

Tourism is labour intensive and can create thany job opportunities for young
people and for those interested in part-time, casual or full time employment.
Whilst some employment is skilled, opportunities exist for those who lack
formal qualifications or work experience.

. Diversification

As tourism includes a wide range of activities, from sporting to catering,
retailing to accommodation, it provides communities with an opportunity to
diversify and become less reliant on one or two key industries, providing a long
term opportunity for economic sustainability and prosperity.

. New business opportunities

As tourism increases there is more opportunity for small business. A thriving
tourism industry can stimulate the expansion of existing businesses and act as a
catalyst in other sectors such as transport, retailing and construction.

Environmental, cultural and social benefits

. Improved facilities for residents

As the tourism industry grows, new and expanded infrastructure, services,
facilities and attractions are developed which appeal not only to tourists, but
local residents. Expanded shopping opportunities, new walking and cycling
tracks, new restaurants, upgraded barbecue and toilet facilities at parks and
gardens may not be cost-effective or justified based on local usage alone.

. Preservation of culture and heritage

Tourism has the potential to raise awareness and interest in places which are
important to a community’s history, such as monuments, art galleries, museums,
historical homesteads, indigenous culture, ensuring that they are maintained and
preserved. Although the local community provides the much needed support,
many of these assets however, are inevitably dependent on tourism for their very
survival.

s Preservation of the environment

Tourism highlights the need for developing consistent and proper planning and
. land management policies to ensure the environment and inherent character of

an area is sustained and preserved.

TourVic97-BaysMXM0623-MR.DOC i .10
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. Increased community awareness and pride

People value what is of value to others. One major benefit is the increased
interest local residents take in their community. Knowing others have travelled
from across Australia or the world to attend an event and attraction or to visjt
friends and relatives heightens community interest, awareness and usage of local
tourism product, facilities and services, with a resulting sense of pride and
ownership.

. A broader social outlook

Tourism provides an opportunity for tourists and locals to meet and mix,
interacting with each other, thereby bringing new ideas and an awareness and

appreciation of others.

Value segments

Tourism Victoria has undertaken ongoing researcn through Roy Morgan Research
Centre into holiday preferences and activities of Australians. Qualitative and
quantitative research has been completed, some of which has been analysed in standard
demographic terms and according to lifestyles and values.

The Value Segments analyses, developed in conjunction with Roy Morgan Research
and Colin Benjamin, group the Australian population according to lifestyle, motivations
and attitudes. Tourism Victoria has identified three segments which offer high yield
opportunities for the State namely; Socially Aware!, Visible Achievement and Young
Optimism. The Traditional Family Life segment has been identified as important for
touring activity and henceforth are targeted for regional Victoria.

The segment characteristics, holiday needs and product preferences for domestic
tourism are outlined in the table overleaf.

1 Roy Morgan Rescarch Value Segments, developed in conjunction with Colin Benjamin of The Horizons Network.

TourVic97-BaysMXM0623-MR.DOC 11
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Domestic Target Segments and Their Holiday Needs
Segment Socially Aware Visible Achievement . Traditional Family Life Young Optimism -
Characteristics Social issues orientated | Success and career driven Retired middle Australia | Ybung and progressive
Politically/community | Recofnition and status seckers{Cautious of new things {8-24 years
active 35-49 years Passive income carners Experimental lifestyle
35-49 years Good family living Seek new and different
professional Wealth Wealth creators things
managers Trend seekers
Holiday Essentials Flexibility Quality Budgeted holiday Fixed budget
Value for money Security, safety Money to enjoy themselves
Reliability at destination
Holiday Planning Enjoy planning process | Consistency Advanced planning Plan the basics
Use information & No surprises Require detailed Need to know basic costs
planning guides information on routes and
accommodation
Holiday Experiences Explore and experience | Spend time together Increased knowledge New experiences
New and different Family holiday Doing things haven't had a | Adventure
Interpretive product Indulgent/boutique chance to do so far Action
Indulgent/boutique Relieve the past Fun
Eco/Nature-based Interpretive Excitement
Short Breaks Melbourne Melbourne Melbourne
: m  events m  evenls N events
®  shopping m  shopping m  festivals
W estaurants | restaurants u  shopping
®  theatre = theatre ®  concerts
®  art/culture u  art/culture " art/culture
and/or Regional and/or Regional indulgent and/or Regional active day
indulgent retreats retreats trip get away
& romantic B&Bs ® romantic B&Bs | ballooning
&  health & beauty u  heaith & beauty ®  canocing/rafting
a  food and wine m  food and wine retreats B surfing
retreats -
B new age retreats
Holidays Fly-drive/touring break { One or two destination Scenic/nature historic Adventure holidays;
Melbourne Plus break/touring touring routes by car W surfing
Scenic/nature/historic | Scenic/nature historic touring |[m  multi regions or coach|®  absciling
touring with routes with family tours (group tours) with  |a  ballooning
indulgent/boutique experiences experts/interpretation on  |®  camel riding
detour ® nature retreats to spend  Jthemes of: ®  water skiing
m  food and wine trail time together ®  nature/wildlife s skiing
®  health & beauty or indulgent/boutique detours B  food wine trails
retreats u  food and wine trails ® historical
ua B&Bs ® health & beauty ® fishing
u  B&Bs
Activities National Pa.xs Gardens/Parks Gardens/Parks Nature experiences
Bushwalking National Parks Wildlife/scenery National Parks
Wildlife Wineries National Parks Bushwalking
Wildemess Restaurants Zoos/Sanctuaries Wildlife
Wineries Arts/Crafts History/Heritage Wildemess
Restaurants Antiques Museums Snow
Festivals Historical Places Arts and Crafts Horse riding
Arts and Crafts Festivals Antiques Bike riding
Antiques Health Retreats Wineries Festivals
Historical Places Food/wine Retreats Festivals Arts/Crafts
Health Retreats
Food/wine Retreats
Accommodation Boutique Boutique Hotels/motels Hotels
4-5 star hotels Hotels Caravans Backpackers
B&B B&B
The Roy Morgan Value Segments developed in conjunction with Colin Benjamin - The Horizon Network
Source: Tounsm Victoria Strategic Business Plan 1997-2001
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- Bayside City Council tourism profile

Background

Bayside City Council comprises 37 square kilometres and includes the suburbs of
Brighton, East Brighton, Hampton, Sandringham, Beaumaris, Black Rock and part of
Elsternwick, Moorabbin, Highett and Cheltenham. With 17 kilometres of féreshore, the
municipality has had a long association as a major, seaside recreational destination and
whose appeal as a popular coastal area, continues today. The municipality is largely
characterised by high quality residential, significant open space in terms of coastal parks
and reserves, with small areas of industrial and commercial development.

At its closest point to Melbourne, the municipality is situated approximately 8
kilometres southeast of the Central Business District. With Port Phillip Bay frontage,
internationally renowned sandbelt golf courses, a range of cultural heritage assets and
major sporting events, the municipality represents many of Melbourne's tourism product
strengths. As such, Bayside City Council is important to the overall tourism experience,
both complementing and adding value to Melbourne’s destination appeal.

Bayside City Council's Corporate Plan 1996/97 has identified the opportunity for the

municipality to:

" maximise the social and economic benefits of tourism through the development
and implementation of a Tourism Strategy in partnership with key stakeholders,
with priority actions relating to:

- developing a tourism strategy;
- developing and implementing action plans for the tourism strategy;

- completion of Golf Tourism Project in connection with abutting
municipalities; and

- preparing a tourist destination map.

. In addition, and in association with Parks Victoria, Council has provided
financial support to the ongoing construction of the Port Phillip Bay bicycle
path. When completed the Around the Bay Trail, will link Melbourne’s bayside
municipalities with neighbouring product regions, providing an important
recreational tourism asset for Melbourne and the State.

Council initiatives

Despite Bayside City Council's tourism destination appeal, its overall commitment to
tourism has been limited to date.

Resourced through the Council's Development Unit, tourism initiatives for 1996/97
have included funding towards the Melbourne Region Plan and co-operative Golf
Tourism brochure. In terms of direct tourism expenditure (excluding capital works,
bicycle path, streetscapes, etc), tourism funding was estimated to be approximately

$15,000.
The absence of a tourism policy, tourism strategy plan, budget allocation and tourism

advisory group has constrained the setting of direction and priorities, and capitalising on
co-operative marketing and product development opportunities for the municipality.

However, tourism has been recognised as one industry which offers economic and
employment benefits. In order to adopt a more focused co-ordinated approach, Council
has committed to prepare a Tourism Strategy in 1997/98.

TourVic97-BaysMXM0623-MR.DOC ‘ ’ 13
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Municipal SWOT analysis

Distance pull

The term "distance pull" refers to how important or interesting an attraction is to a
visitor. '

Attractions which create a distance pull are usually rare or unusual, only occur at
particular times, are a culmination of high profile events, or have strong cultural or
environmental appeal.

When an attraction is deemed as having strong distance pull, it relates to the significant

level of interest placed upon the attraction's ability to draw visitors, where visitors may
be prepared to travel long distances, spend money or undergo a certain amount of

inconvenience to visit.
When analysing product (attractions) in terms of distance pull, a realistic analysis must
be undertaken, for it will be the attraction's "special features" or "uniqueness” which

will exert strong distance pull. Examples include; dﬁsigner name retail outlets, Formula
One Grand Prix event or individual one-off local craft by an acclaimed craftsperson.

An assessment of the attractions distance pull, also assists with the identification of
strategic competitive advantage (SCA). When the SCA is identified, it clarifies the
basis when assessing tourism potential, product development opportunities and
promotion to appropriate target markets.

SWOT analysis

To determine the current status of tourism product and structures within the
municipality and its ability to offer a SCA, Strengths, Weaknesses, Opportunities and
Threats (SWOT) analysis was undertaken.

The SWOT analysis identified a range of issues. The results of the analysis are
contained in the following table.

TourVic97-BavsMXM0623-MR.DOC ) o 14
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T
KPMG: Melbourne Tourism Development Projecy
Municipal Tourism Direction - Bavside City Council
September 1997

Sustainable competitive advantage

SCA framework

In determining the appeal of the strengths and opportunities identified within the SWOT
analysis, it is essential in terms tourism development and marketing, that the unique
product which offers a potential competitive advantage be considered.

In association with the State's identified product strengths and tourism direction, a SCA
framework was developed to assist Councils realistically appraise their tourism assets.
The framework is contained in Appendix 3, and is summarised as follows:

n “attraction uniqueness", offering a point of difference;
" complementing/showcasing Melbourne/Victoria's product strengths:
- events;

- arts, culture and theatre;

- natural attractions;

- shopping;

- food and wine;

- meetings, incentives, convention and exhibitions (MICE);

. distance pull - capacity to increase visitation or improve yield/expenditure, and
raise the tourism profile of the region; and )
= ability to "grow" and offer quality visitor experiences (not constrained by

location, environmental pressures or community considerations).
o

Municipal tourism potential

The analysis has identified that Bayside City Council has a range of tourism assets and
events, which_in a tourism sense are either under developed or are constrained due to
limited co-operative marketing within the municipality or across Melbourne.

Although supported bir a number of high profile sporting events, the combination of the
above factors has continued to highlight and reinforce Bayside_ City Council as
primarily a residential area.

The future of tourism within the municipality therefore will be determined by industry
and local government’s commitment to initiate and co-ordinate:

. product development and marketing opportunities based upon the key identified
product strengths, namely Port Phillip bay/foreshore, golf courses and associated

major sporting events; and
. its ability to link with complementary product and neighbouring municipalities
by adding value and depth to the overall tourism experience, such as bayside
dining and the further development of its visual/performing arts and heritage
opportunities.
Given the role Bayside City Council can play within Greater Melbourne, and the
opportunity to capitalise on the State’s broader marketing objectives, Council should
give consideration to tourism in respect to:

" endorsing tourism as a legitimate industry; and

TourVic97-BaysMXM0623-MR.DOC ‘ 17
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KPA;’_E_,' Melbourne Tourism Development Project
Municipal Tourism Direction - Bayside City Council
September 1997

- supporting’ and managing tourism through appropriate policy, planning
guidelines and resource allocation.

Identifying unique positioning

Based on the sustainable competitive advantage framework, municipal workshop and
industry consultation, the key product strengths for the Bayside City Council have been

identified as:

" Natural Attractions - Port Phillip Bay, coastal and foreshore reserves, and
Melbourne's recognised network of sandbelt golf courses, being major tourism
assets which have high visitor appeal.

n Specific events - which showcase product strengths:

- golfing tournaments; Johnnie Walker Classic, Victoria Open and
forthcoming Presidents' Cup in 1998;

- world class sailing events - Sail Melbourne, 1999 World Sailing
Championships; ‘

- triathlon and around the bay cycling events.
With the municipality advantaged in a tourism sense by:

= Food and wine - in particular the opportunity to provide visitors with Bayside
and coastal dining experiences.

m Arts, Culture and Theatre - performing arts with the well established Sandy

beach concert series, its collection of visual art attributes, in particular
commercial galleries,which are complemented by locally based artisans.
Potential exists to develop and link its artistic heritage with the Heidelberg

School of Painters.
n Shopping - specialty strip retail experiences.

" Meetings, Incentives, Convention and Exhibition facilities and pre/post
convention tour packaging opportunities, including existing conference/meeting
space and venues with a difference, such as the yacht and golf clubs, and historic

homes.

Marketing direction

The municipality is located within two of the State’s product regions, namely
n Melbourne; and

n Bays & Peninsulas

Council is cognisant of its interrelationship with both product regions, acknowledging it
has a role to play in their ongoing development and promotion. However, in terms of
the municipality’s marketing direction and subsequent allocation of resources, the
following is recommended:

= ‘bayside councils be encouraged to meet, with a view to having representation on
the broader Bays & Peninsulas Advisory Group; and
= Council to have an active role in the Melbourne product region, being both

members of MCMB and the Melbourne Local Government Tourist Network.

TourVic97-BaysMXM0623-MR.DOC ) 12
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Target markets

In terms of matching preferred attractions/activities with the municipality's product
strengths, the following domestic target markets are recommended for Bayside City

Council:

. Socially Aware;
" Visible Achievement; and
" Young Optimism.

TourVic97-BaysMXM0623-MR.DOC ~ 19
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Recommendations

Challenges and issues

In order for the Bayside City Council to share in the benefits tourism.generates for
Melbourne and to maximise the economic benefits at a local level, the municipality
needs to address the following challenges in terms of policy development, supportive
guidelines and facilitation role:

Sustainable Competitive Advantage

= Adopting a strategic approach to tourism, through the identification of the key
product strengths and supporting initiatives which offer "distance-pull", and
therefore sustainable competitive advantage.

Product Development and Diversity

. Providing a diversity of real and lasting. tourism experiences, focusing and
extending the municipality's tourism asset base, through product development of

existing and new products.

Improving Visitor Yield

" Targeting high yield visitors which offer the potential to increase length of stay
and expenditure across the area, rather than singularly focusing on increasing
visitor numbers. -

Effective Marketing

= Increasing consumer and industry awareness of key product strengths through
co-ordinated and co-operative marketing, promotional collateral, imaging and
packaging.

" Developing strategic alliances and partnerships Wthh foster cross promotional
opportunities.

Sustainability

u Preserving and enhancing heritage, cultural and environmental tourism assets to

ensure a sustainable, quality lifestyle for residents and visitors.

Industry Cohesion & Co-operation

. Working in partnership with all stakeholders (local government, traders, tourism
operators, general business and the community) to maximise tourism
‘opportunities for a vibrant municipality.

TourVic97-BaysMXM0623-MR.DOC , | 20
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Twenty-four (24) recommendations have been identified, and are highlighted under the
following headings: :

= Local Government
= Product Development

" Marketing
Local Government

Tourism policy

To foster a balance between community needs and the economic and social benefits
tourism provides, it is essential for the City to provide a framework within which
tourism is acknowledged as a recognised and serious industry, and one that is well

managed.

The role for the City therefore is critical in providing the necessary policies and support
guidelines for the industry to grow and develop.

As a matter of urgency, it is recommended that Céuncil develop a consistent and co-
ordinated tourism policy and planning procedures. In developing these, the objective

should be to:

= create an environment of certainty and predicability, encouraging private sector
investment,

" provide clear processes by which tourism applications are managed,

= provide clear guidelines as to the type, scale and location of development which
will be encouraged, ‘

" recognise the municipality's strengths, development needs and planning
implications,

= reflect the views of relevant interest groups, including environmental,
commutiity, peak industry bodies and tourism operators,

" due recognition of Tourism Victoria's strategic direction and the product
strengths identified for Melbourne,

. the appropriate balance between environmental, heritage, cultural and lifestyle

considerations and tourism development.

Recommendations:

. Develop co-ordinated and consistent tourism policies and planning procedures
which foster investor and trader certainty.

n Encourage the delivery of quality support infrastructure which reinforces
product strengths (ie: precinct theming, streetscapes, signage) and services
(maintenance, resident/visitor safety, cleanliness).

. In conjunction with the recommendations detailed in the Bays & Peninsulas
Plan, maintain a synergy of profile and development of the Bay’s foreshore.
= Working with Tourism Victoria, MCMB and VicRoads, support the formation

of an Interim Tourist Signing Committee for Greater Melbourne to investigate
tourist signage needs and theming opportunities.

TourVic97-BaysMXM0623-MR.DOC 21
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Facilitation
Local government also has an important facilitation role to play.

The need to encourage co-operative partnerships with key stakeholders and facilitute the
establishment of an advisory group and networking/information exchastge forums is
critical for the development of strong and supportive relationships.

Recommendations:
. Establishment of a Tourism Advisory Group to assist both Council and the
local tourism industry.
= Support the Local Government Tourism Network as a representative body for
Greater Melbourne, chaired by Melbourne Convention & Marketing Bureau.
" Encourage bayside councils to endorse a representative on the Bays &

Peninsulas Advisory Group.

Tourism funding

Whether local government has a role to play in the provision of funding support for the
tourism industry is an issue which must be addressed on a case by case basis. In
deciding financial support or the provision of other resourcing opportunities however,
Council should consider:

. how important tourism is to the local economy and how that may change in the
future;

. whether the municipality has unique product and the potential to successfully
compete in the broader marketplace;

. interests of the residents and local business community and whether they believe
tourism offers long term benefits; and

" the current strenigth and composition of the local tourism- industry and whether
they can sustain, particularly in the short term, without local government

assistance.

If Council provides funding for the development of the tourism industry, it is important
that its role be clearly defined, and objectives, targets and timelines agreed, as long term
local government funding of the commercial sector is not sustainable.

Recommendations:

. Given the tourism industry's early stage of working co-operatively, it is
recommended that tourism be considered for resource allocation, with funding
to be based upon the priorities identified in the proposed Tourism Strategy
Plan. -

. In conjunction with Council and key stakeholders, prepare a -3 year
Municipal Tourism Strategy Plan.

K
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Product development

In order to foster tourism growth, product development is imperative for the tourism
industry.
In essence, product development enables existing and future tourism product to be

packaged and presented to the consumer in a marketable way, adding both value and
extensions to overall tourism opportunities within the municipality.

Product development therefore provides clear benefits to the consumer, tourism
operator, trader and community, and has the potential to assist in the following ways:

adds value to existing product;

lengthens visitor stay;

encourages repeat visitation; .

attracts new markets;

assists in smoothing seasonality;

disperses visitor movement throughout the m'fmicipality; and in doing so

adds to the economic and employment opportunities.

Given the depth and diversity of identified strengths, the Bayside City Council has the
opportunity to present its assets to the market as packaged products, for example golf,
bay31de dining, and accommodation.

TourVic97-BaysMXM0623-MR.DOC . 23
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Recommendations:

Work in conjunction with Tourism Victoria, MCMB, associated organisations
and operators, to facilitate the development of radial and destination based
packages which focus on product strengths and cros§ link with
complementary product from neighbouring municipalities enabling visitors to
move from Melbourne’s Central Business District to key suburban locations.

Further develop/support festivals and events which offer high tourism
significance, showcase municipality strengths and/or present unique
opportunity to link with other major events ie: Sail Melbourne; 1998
Presidents’ Cup. ’

Strategically link and explore product development opportunities with
Melbourne's major events which profile the municipality's product strengths
i.e. Melbourne Wine and Food Festival, (bayside dining), Melbourne's
International Festival of the Arts (Sandybeach concert series).

Work with MCMB, Arts Victoria, National Gallery of Victoria and
Melbourne's Riverlands Region to further develop cross packaging and
promotion of the arts sector, in particular the Heidelberg School of Painters.

In partnership with Parks Victoria, Tourism Victoria, MCMB, Central Coastal
Board and Local Governments, support the enhancement of the Port Phillip

Bay/Foreshore:

- through-cross promotional opportunities linking product and bayside
municipalities;

- identified precincts or main activity nodes for sympathetic tourism
development (i.e. restaurants/cafes, retail, boat hire, jetties/landings),

as highlighted in the Bayside Coastal strategy, Victorian Coastal
Strategy and Bays & Peninsulas Regional Tourism Development Plan;

- support the promotion and development “of bayside dining
opportunities; -

- investigate eco/nature based tourism and bay/land based packaging,
featuring cultural, historical, environment and lifestyle attributes (i.e.
cruising, shopping, dining, arts);

- ongoing support for the development of Around the Bay Trail;

- investigate existing foreshore infrastructure upgrade opportunities as a
result of the 1999 World Sailing Championships.

Work with the private sector to identify niche market segment and investigate
development sites for a range of accommodation.

Work with Tourism Victoria, MCMB and Sport & Recreation Victoria to co-
ordinate and package sports tourism opportunities.

Further investigate product development opportunities of the municipality’s
historic homes, with Heritage Victoria, the National Trust of Australia, Arts
Victoria and MCMB.

Work with Public Transport Corporation, to improve access by re-examining
the price differential of public transport costs within the municipality.
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» Support the development of a major metropolitan golf courses strategy plan to
capitalise on golf tourism opportunities. '

" Work with MCMB to support a residents’ ambassadorial program to foster
civic pride and encourage community and their visiting friends and relatives
utilisation of local tourism assets.

Marketing

To effectively raise the profile of Bayside City Council, targeted marketing and the
production of high quality marketing collateral is imperative. As an initial step the City
can provide a necessary facilitation role to encourage co-operative marketing campaigns
amongst its key stakeholders and strengthen overall marketing and information
distribution opportunities with MCMB.

In order to realise many of the recommendations which require a co-operative approach,
Council, in particular, is encouraged to take an active role with MCMB. (Refer
Appendix 4 Melbourne/Municipality Linkages).

Recommendations:

. Encourage the City to become a member of MCMB and ensure an appropriate
officer is appointed to liaise with MCMB to maximise promotional and

business development opportunities.

= In conjunction with the Local Government Tourism Network, encourage co-
operative marketing of Greater Melbourne (through the creation of a
marketing sub committee or agenda items) for local government (and
industry) to maximise its profile and expenditure by linking with MCMB

marketing opportunities.

" Work with the Bays & Peninsulas Advisory Group on the development of
cross promotional publications.

" Work with Tourism Victoria and MCMB to develop initiatives which support

the ongoing education of the local residents/traders of the importance tourism
plays in the broader community.

. Work with MCMB and the tourism industry to develop co-operative
marketing collateral and promotional literature which reinforces product
strengths and linkages.

= In association with industry, Tourism Victoria and MCMB, raise travel

industry's awareness through familiarisations, networking and attendance at
trade shows/exhibitions.

n Work with Tourism Victoria, MCMB and Arts Victoria, to encourage a co-
operative marketing campaign which links the diverse performing and visual
arts industry across Melbourne.
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Appendix 1 - Greater Melbourne Study Region
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Appendix 2 - International and Domestic Tourism in Melbourne
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Inter-City Coach 7 20 34 31 73 27 25 19 29 13 25 45 32 34 34 43 z
Rented Car| 21 6 14 31 3 14 25 i0 23 13 27 35 31 37 42 39 x
Information Sources (% visitors) .
Travel Agent 22 - 34 28 23 57 18 25 19 19 20 24 40 23 29 34 30 2%
Travel Guide: 4 37 11 10 8 9 33 6 6 3 29 25 20 39 s1 35 z
,,.Fne"d 8 S 19 15 12 14 17 26 19 27 17 30 24 28 34 26 14
” Media 2 6 5 3 10 5 - 3 3 3 4 5 2 7 11 4 &
Embassy/Aust. Tourist Comm. 2 4 5 5 3 9 - 3 6 7 15 15 10 8 8 4 K
No Information Used 61 22 38 46 17 41 33 45 438 40 37 25 11 22 15 22 3i
Age Group (% visitors)
15-24 Years 14 17 14 13 12 18 25 19 13 17 8 20 22 20 5 35 i€
25-34 Years 18 29 25 26 30 18 8 26 26 23 16 i5 25 ki 32 22 24
35-44 Years] 22 18 26 28 22 45 33 26 16 27 16 25{- 10 18 13 17 2¢
45-54 Years 25 27 20 18 17 14 8 13 39 3 21 is 17 5 21 17 p-o
55+ Years 21 ‘10 15 15 20 b 8 19 6 10 39 3o 28 18 19 21
Travel Arrangements (% visitors) = .
Independent 81 19 64 69 18 68 67 1 71 73 74 75 86 79 75 83 67
Non-Group Inclusive Package 16 13 7 3 8 - 8 3 6 17 13 15 13 12 15 13 11
Group Tour 3 68 32 26 73 27 25 26 23 7 14 5 2 10 9 4 22
Expenditure (§/visitors)
Per Day Expenditure 68 164 100 128 101 . 9N 11 94 127 108 96 57 48 70 83 61 83
Trip Expenditure in Victoria 790 799] 2038} 2217 740{ 2506f 2213] 12958] 1564 2535| 1317 808 980f ti158) 1209 1088] 1328
Total Value of Market to Victoriaj  80m| 84m{ 539m} 86m| 44m| S5m| 26m| 93m{ 49m| 76m| 148m 16m| 9tmi [77m|{ 64m| 25mj {183a
Expenditure [temised ($/day)
Transport 6.93 5.86 6.35 9.38 4.72 5.12 5.49 517 8.73 7111 13.56 7.82 6.60] 11.46] 14.69 9.0¢ 791
Shopping| 22.03] 103.25| 30.18f 2558} 41.90] 32.69| +6.52| 19.58] 3198 2795 1589 760l 8354} 1253 1570] 10770 25.3¢
Food & Drink{ 14.50} 18.76] 11.92| 1681} 11.58] 1043} 10.80] 10.42] 15.21] 12.89] 17.42] 1265/ 13.38] 14791 1777} 13.25] 1391
Accommodation| 8.68] 8.06] 9.74] 1032] 847 9.54] 950} 7.30] 12.48] 1452} 1954 1039] 7530 11.22} 13.25] 1086[ 9.9¢
‘Enterainment/Gambling|  3.36] 5.62| 5.17]  447] 324] 300] 295] 462 1290] 8200 396 338 2981 300] 316 330] 393
Other} 12,321 22.68] 36.86] 60.77] 31.12] 30.80 3598f <6451 565! 3591} 2599 1470 9.05] 1592} 19.94] i5.16f 21.97
Expenditure Itemised (%/day)
Transport i} 4 6 3 5 6 S 6 7 7 14 14 14 16 18 15 ic
Shopping A2 63 20 20 41 36 42 21 15 26 17 [R] 18 18 {9 18 kI
Food & Drink 21 t 12 [R] 1l it 1o 11 12 12 18 22 28 2 21 n 17
Accommeodation 13 S 10 t 3 10 Y 8 10 i3 20 13 16 16 t6 18 2
Entertainment/Gambling b 3 5 3 3 3 3 S 10 -3 4 6 6 4 4 5 s
Other L] 14 37 47 3t 2 12 19 16 2 n 26 19 23 22 23 3




International Travel to Melbourne
Profile of Melbourne's International Markets 1995

2 -
= & v - ]
g Q o E 4!. §_ '; = by =1 é
Sod 5 7 § 4 ¢ i 3§ § o ¢ g 8 5 s
2l St < 2 & s 9 3| 4] 2 03 & % 3 & 5 3
Visitors =
Visitors 15 years + ('000) 9% 105 261 37 60 2 12 3o k] 30, 107 191 . 86 142 48 21 853
Melbourne's Market Share (%)* 20 14 38 12 43 30 1 n 18 28 3 is 26 37 40 14 25
Nights
Nights (000)]  928{ 494] 5405 611 37| 594 227p 952f  M3f 645 1.224]  240f 1612 1,990 sgs 301] 11.893
Melbourne's Market Share (%)* i 8 24 24 14 16 8 as 12 19 18 9 12 14 16 13 15
Average Stay . -
All Purposes (Nights) 9.7 471 2071 165 651 283 189 37|t 21st 14l 1260 187 140] 122 1431 139
Holiday Visitors (Nights) 5.1 1.0 4.3 5.2 2.1 6.0 5.2 54 4.8 6.8 4.2 9.2 16.2 6.0 5.1 19.2 5.6
Main Purpose of Visit
™ visitors)
Holiday 36 84 62 59 86 66 45 54 60 63 S0 51 48 66 75 63 60
Visiting Friends & Relatives 31 1 16 19 2 10 2 20 16 21 24 L1 20 15 16 20
Business 30/ 10 14 14 8 10 o, 15 8 s 17 10 1 8 16 16
Education 3 S 3 8 4] 14 16| - 14 6 13 4 8 2 2 5 s
Accommodation (% nights) . -
Hotel/Motel/Guest House 32 66 2 23 34 66 3 22 35 26 39 28 11 15 23 13 24
Friend's/Relative’'s Home 67 28 74 76 65 31 42 69 55 A 56 62 80 76 68 73 7
Canavan/Camping/Campervan - - 1 - - 1 - - 2 - - 1 - 1 { 1 -
Backpackers/Hostel - S 3 1 2 7 9 7 3 S 9 9 8 8 13 5
Transport Used (% visitors)
Car 52 12 30 M 10 38 24 41 29 s 28 30 38 27 23 28 30
Plane 26 68 40 32 48 ki 15 k] 16 16 42 30 29 34 35 23 39
Inter-City Coach 6 16 22 17 41 23 16 14 20 9 15 23 17 19 19 251 .. 18
Rented Car 17 4 9 17 i 8 14 6 15 11 16 17 16 20 2 24 13
Information Sources (% visitors)
Travel Agent 22 32f 2s 24 49 19 22 18 19 20 18 28 18 21 22 21 23
Travel Guide s 3s 10 H 15 7 31 7 7 2 23 18 17 28 32 28 19
F;igpd 10 4 19 16 10 17 12 27 20 28 15 24 22 23 26 23 Ry
Media 2 5 4 2 9 4 1 k) 3 3 3 s 2 5 7 4 4
Embassy/Aust. Tourist Comm. 2 4 5 4 2 11 2 3 7 6 I3 9 9 6 4 EY 6
No Information Used 59 20 36 43 14 42 13 41 45 41 28 16 12 15 9 9 30
Age Group (% visitors)
15-24 Years 14 17 15 12 12 19 31 18 12 18 8 20 22 20 17 36 16
25-34 Years, . 18 28 26 25 31 21 13 26 27 24 16 15 26 30 30 21 24
35-44 Years 22 18 25 30 2 44 38 24 14 27 15 23 9 17 14 IS5 19
45-54 Years 26 27 19 17 17 12 13 12 19 23| 21 i4 16 15 21 17 20
55+ Years 20 10 14 15 18 s 6 19 8 9 10 28 27 18 i8 il 20
avel Arrangements (% visitors)
Independent 81 19 62 71 19 69 68 70 70| 74 74 76 84 19 74 89 66
Non-Group Inclusive Package] i7 13 7 K} 8 i 4 4 7 18 f 17 13 12 16 10 1
Group Tour 3 68 31 2% 74 30 28 26 22 8 15 7 k] 10 10 1 3
Places/Attractions Visited
in Victoria (% visitors)
Meclboucne 89 99 93 93 97 96 78 96 N 96 93 80 38 89 88 91 38
Melbourne Shoppiag 69 79 79 78 89 84 69 8s 172 82 63 67 68 70 73 68 69
Royal B ic Gard 15 2! 24 19 19 23 36 26 12 20 4 30 32 3 30 26 26
Queen Victoria Markets 39 54 52 M 54 59 49 65 57 59 is 41 28 37 40 41 +
Captain Cook’s Cottage/|
Fitzroy Gardens 8 47 33 4 60 43 36 24 2 n 18 19 17 18 16 17 18
Victorian Arts Centre i 10 5 13y 8 20 3 20 12 Is 14 1 13 13 12 12 13
National Gallery of Victoria 8 15 15 i0 9 19 29 5 9 16 20 13 15 17 16 17 14
Melbourne Zoo 12 15 19 14 21 39 25 14 7 20 13 177 7 a0 i5 17 17 16
Museum of Victoria 3 15 17 15 i6 17 36 21 S 17 17 9 12 14 18 i1 13
Melbourne Festival/Events/Theatre t s 9 4 El 6 9 16 4 15 1 1 10 i 12 12 10
Southg 21 17 21 20 3 14 27 4 0 26 24 20 24 21 20 18 20
Rialto Observation Deck 9 11 11 1 4 7 20 0 10 13 13 20 25 n 21 2 16
Crown Casino 15 12 2 20 10 29 24 s 17 2 1 16 12 9 sf 7 15
Melbourne Cricket Ground 14 4 6 7 1 7 10 6 7 4 1 16 n t 5 7 1
: Science Works 1 1 k] 7 2 4 t ) { 4 2 i 2 2 2 - 2
Forecast # .
Estimated visitors (15 years +) 2001 (000)} - 135 166 545 T 99 43 30 02 St 77 152 a5 127 211 65 3| 1429
Estimated visitor nights 2001 (000) 1.049]  ®30f 94371 10671 6761 1037 396 1.662 3991 v136] 1.s5sof  dod] 2.a1s] 2k87]  wao]  337) 17.625

Source: Intemational Visitor Survey 1995, Bureau of Tourism Research

* Melboume's market share is calculated as Melbourne's share of the national total

# Forecast based on Tourism Forecasting Council, Junc 1996, International Visitor Survey. and assumes markets will maintain curtent share of total visitor nights

t Asia inctudes Hong Kong, Taiwan, Thailand, Korea, Malaysia, Singapore, indonesia and other Asta. but excludes §

Europe includes Genmany. Scandinavia and other Europe, but excludes the UK and Iretand

apan

Total also includes nuscellancous countries not fisted above




Domestic Travel to Victoria

Profile of Victoria's Domestic Markets 1994/95

ORIGIN TOTAL
Interstate Intrastate,
NSW QLD SA WA TAS NT ACT Total
Trips .
('000) 1,335 34 508 82 {02 36 184 2561} 11.287] 13848
Victoria's Market Share (%)* 27 14 43 19 40 19 13 18 26 24
Nights
('000) 6.247 2,678 2.691 862 714 104 7831 143791 32.89] 47.270
Victoria's Market Share (%)* 21 {9 30 20 30 17 15 15 22 19
Visits )
(000)| 1841 433 766 139 150 41 2351 3.605] 12.073( 15.678
Victoria's Market Share (%)* 8% 1% 15% 2% 5% 4% 14% 6% 17% 22%
Length of Visit (% visits)
1-3 Nights 60 37 48 12 41 47 64 53 80 75
4-7 Nights 24 27 31 27 38 19 18 26 15 17
8-14 Nights 12 23 15 40 ] 6 18 15 4 6
15+ Nights 4 i3} - 5 21 10 28 | 6 i 2
Main Transport Used to Arrive
at Destination (% visits)
Plane 30 78 17 74 85 90 15 37 - 9
Bus/Coach 6 7 3 t 3 2 9 7 3 4
Car 61 14 68 25 5 7 74 53 93 84
Train 3 { 2 - - - - 2 2 3 3
Boat/Ferry - - - - 7 - - - - -
Accommedation (% nights) .
Hotel/Motel/Guest House 28 16 27 27 32 10 ] 25 15 18
Rented House 35 2 2 8 3 2 3 4 6 6
Own House 1 1 2 i - - - { 13 9
Friends/Relatives 50 76 49 56 56 82 68 57 39 45
Caravan/Camping 8 | 15 1 4 - 3 7 19 15
Age Group (% visits)
14-17 Years 3 9 6 2 9 - 7 5 7 6
18-24 Years 10 10 14 19 5 - 26 12 17 16
25-39 Years - 31 25 28 29 a1 48 28 30 30 30
40-54 Years 31 27 27 32 27 50 31 30 25 26
35+ Years 25 29 25 18 19 2 8 24 21 21
Main Purpose of Visit~
(% visits)
Business 37 42 29 50 26 52 25 '35 10 14
Holiday/Pleasure 27 1l 38 24 36 28 33 28 48 45
Friends/Relatives 36 47 32 26 38 20 42 36 41 41
Seasonality - Month Returned
(% visits) ) P
January 13 5 8 25 4 12 7 12 8] 14
February 7 8 6 8 4 i0 3 7 9 8
March I 10 4 14 7 - 15 9 8 9
April 12 6 1 i 6 44 6 10 10 10
May 7 4 10 8 7 - - 7 6 6
June 5 5 S 2 8 7 | 5 5 5
July 8 10 13 13 10 5 4 9 8 8
August 4 5 0 4 9 12 s 6 6 6
September 6 4 S i 8 - 6 6 8 7
October 13 10 i 12 9 - 21 12 8 9
November 8 8 6 7 il 7 7 8 7 7
December 7 {6 11 4 12 2 14 9 i0 10
Value Segments (% trips)
Socially Aware 16 13 13 20 26 14 32 17 13 14
Visible Achievement 24 36 19 20 9 2 10 24 19 20
Young Optimism 10 1 10 8 2 25 H to It
Look At Me 10 1] 12 i 16 2 8 10 15 4
Real Conservatism 4 I 3 12 4 - 8 4 3 4
Something Better 6 7 12 7 4 6 13 8 Y 8
Conventional Family Life 1 6 10 9 9 2 - 9 ) 9
Traditional Family Life 13 it 18 5 13 3 i3 14 14
Fairer Deal 4 4 1 7 2 2 3 3 5
Basic Needs 2 1 2 - 2 - 2 2 2
Forecast #
Estimated visitor nights 2001 ('000) 6,914 2.965 2,976 Y52 TH) 145 8681 15910 36.3911 52.301

Source: Domestic Tourism Moaitor, 1994/95 Bureau of Tourism Research

* Victoria's interstate market share is calculated as Victoria's share of the total interstate market for each state.

* Victoria's intrastate and totaf market share is calculated as Victoria's share of the national total.

# Forecast based on Domestic Tourism Monitor, Bureau of Tourism Research, and assumes 1.7% growth in visitor nights each year (995 10 2001.

Further assumes markets will maintain current share of totaf visitor nights




Domestic Travel to Melbourne
Profile of Melbourne's Domestic Markets 1994/95

ORIGIN TOTAL
Interstate Intrastate
NSW QLD SA WA TAS NT ACT Total
Trips
('000) 866 214 251 56 89 24 124 16247 1912 1.536
Melbourne's Market Share (%)* 5% 2% 6% 1% 3% 4% 9% 4% 3% 6%
Nights
(000}  3.647 1,800 1,323 724 577 135 581 8.787] 43171 13.104
Melboume's Market Share (%)* 5% 1% 8% 3% 7% 3% 12% 1% 2% 5%
Visits
('000) 1,024 283 317 98 107 26 155 2.010] 2,015 4,025
Melboume’s Market Share (%)* 4% 2% 6% 2% 4% 2% 9% 4% % 6%
Length of Visit (% visits)
1-3 Nights 57 39 46 9 39 60 56 50 84 67
4-7 Nights 24 25 30 26 37 8 20 26 12 19
8-14 Nights 13 20 16 43 3 4 19 16 3 10
15+ Nights bl 16 8 22 10 28 5 9 i 5
Main Transport Used to Arrive
at Destination (% visits)
Plane 50 84 35 82 90 93 21 55 i 27
Bus/Coach 4 7 9 1 a2 4 10 6 3 4
Car 4] 8| 52 17 2 4 66 36 87 62
Train | 5 - - - 3 3 9 6
Boat/Ferry - - - - 7 - - - - -
Accommodation (% nights) .
Hotel/Motel/Guest House 34 18 27 33 34 21 15 28 i4 24
Rented House 2 3 2 8 3 S 4 3 5 4
Own House - - { - - - - - 5 2
Friends/Relatives 61 79 62 37 63 74 79 66 71 68
Caravaly/Camping 2 | 8 i - - 3 2 4 3
Age Group (% visits)
14-17 Years| . - 4 8 10 3 10 - 10 6 8 7
R 18-24 Years 9 11 14 7 6 - 28 it 16 14
25-39 Years 33 29 33 34 39 38 23 32 33 33
7 40-54 Years 32 29 28 35 28 58 32 31 25 28
55+ Years 22 23 15 21 i7 4 7 19 19 19
Main Purpase of Visit
(% visits)
Business 42 46 46 50 25 55 10 41 18 30
Holiday/Pleasure 24 14 27 25 39 32 42 25 24 25
Friends/Relatives 34 40 28 25 36 14 48 34 58 45
Seasonality - Month Returned ¢
(% visits) b
January 10 18 9 24 5 5 11 i2 11
February 7 8 10 8 3 il 8 7 7 7
March 12 It 3 12 8 - 19 i 7 9
April I3 3 7 2 6 4] 6 9 8 9
May 8 2 5 7 7 - - 6 7 6
June 7 6 5 3 it - 2 6 b 5
July 6 13 (5 15 3 7 S 9 A0 9
August 4 4 11 3 8 9 6 6 6 6
September 9 3 5 2 8 - 7 7 t1 9
October 11 18] 9 i 8 - 19 i i {1
November 8 6 8 6 R tl 5 8 9 3
December 7 13 14 5 10 4 17 10 7 9
Value Segments (% trips)
Socially Aware 23 28 19 28 8 52 46 3 3 2
Visible Achievement 27 25 33 19 3l 4 27 24 19 24
Young Optimism 10 9 6 19 6 B! 9 10 9 10
Look At Me 9 2 il 3 3 6 - 6 14 10
Real Conservatism 3 i 2 6 3 Y - 3 5 © 4
Something Better 6 10 9 9 6 5 5 7 9 8
Conventional Family Life 5 3 ) ) 9 - 3 4 6 5
Traditionai Family Life il 19 It 10 {0 i 10 10 18 14
Fairer Deal 5 i 2 1 3 12 - ) 3 4
Basic Needs 1 2 2 - 3 - - | 1 2
Forecast #
Estimated visitor nights 2001 (000} 4.035 §.992 1.464 302 618 149 642 9,722 17761 {4.49%

Source: Domesuc Tourism Monitor, {994/95 Bureau of Tourism Research
* Melbourne’s interstate market shase is calculated as Melboume's share of the total interstate market for each state.
* Melboume's intrastate and total market share is calculated as Melbourne's share of the national total.

# Forecast based on Domestic Tourism Monitor, Bureau of Tourism Research, and assumes .7%

Further assumes markets will maintain current share of total visitor nights

growth in visitor nights to Victoria each year 1995 to 2001




Profile of Regional Travel in Melbourne 1995

Melbourne A Victoria
Intrastate " Interstate | International Total
Country
Melbourne Victoria
Overnight Trips
Visitors by Origin
Total Visitors (000) 566 1,342 2.020 813 4741 14.956
Nights by Origin
. Total Nights ('000) 1.818 2911 6.890 4.402 16.021 50.813
Average Stay (Nights)
All Visitors 32 22 34 5.4 34 34
Accommeodation (% visitors)*
Hotel/Motel/Guest House/Resort 313 6.76 34.82 14.94 59.66 29
Bed & Breakfast 0.30 0.37 0.96 0.53 2.16 2
Rented House/Flav/Apartment 0.33 0.92 0.39 0.07 1.70 6
Own House/Flat/Apartment 1.03 1.51 0.00 0.00 254 10
Caravan Park/Camping 1.71 0.54 1.54 0.00 an 20
Friend's/Relative’s Home 4.79 17.41 3.53 1.49 29.22 27
Accommodation (% visitors)**
Hotel/Motel/Guest House/Resort 26.24 23.88 81.74 87.18 59.66 29
Bed & Breakfast 2.50 1.30 228 3.08 2.16 2
Rented House/Flat/Apartment 2.78 3.23 0.91 0.39 1.70 6
Own House/Flat/ Aparument 8.59 5.33 0.00 0.00 254 10
Caravan Park/Camping 14.33 1.89 {22 0.01 7 20
Friend's/Relative’'s Home 40.13 61.48 12.98 8.67 29.22 27
Top 10 Activities (% visitors)
Shopping 47 57 66 92 66 54
Restaurants/Dining Out 40 52 75 89 67 52
Visiting Friends & Relatives 57 77 41 36 52 48
Drive to Sightee/Pleasure 32 14 8 47 24 42
Visiting National Park/Forest s 3 4 29 9 19
Bushwalking it 2 2 It 4 18
Visit an Art Gallery/Craft Centre 8 6 13 35 14 17
Visit a Museum/Historic Site ! 5 9 33 i6 17
Swimming/Diving/Surfing 19 3 3 5 ) 16
Visit a Park or Garden 17 8 14 39 17 16
Expenditure ($/visitors)
Avg. Expenditure per Night 29 60 157 170 129 68
Avg. Expenditure per Trip 94 . 131 537 918 435 230
Total Expenditure S3m| [76m 1.085m 746m 2,060m 3.447m
Avg. Trip Expenditure ($) '
Airfares 2.35 2.06 121.21 30143 R 104.18 36.09
Transport 13.84 19.17 49.06 60.90 38.42 28.99
Accommodation 22.53 - 16.02 122.11 207.06 94,74 57.03
Food & Drink 29.21 27.53 92.57 111.76 69.88 45.64
Shopping 14.44 37.05 112.55 158.31 87.30 39.58
Entrance Fees/Entertainment 5.52] 5.78 15.95 10.59 10.91 6.75
Day Tours 1.68 0.35 3.88 10.89 3.82 1.95
Gambling 2.52 .89 {0.03 25.40 9.47 5.27
Other 1.86 21.19 9.88 31.78 15.88 9.18
Total Expenditure 93.96 131.05 537.23 918.13 434.60 23049
Avg. Expenditure per Visitor Night ($)
Airfares 0.73 0.95 35.53 55.65 30.83 10.62
Transport 4.31 8.84 14.38 11.24 11.37 8.53
Accommodation 7.02 7.39 35.79 " 38.23 28.04 16.79
Food & Drink 9.09 12.70 27.14 20.63 20.68 13.43
Shopping 4,50 17.08 32.99 29.23 25.83 11.65
Entrance Fees/Entertainment 1.72 2.67 4.67 1.96 323 1.99
Day Tours 0.52 0.16 I.14 2.01 [.13 0.58
Gumbling 0.79 0.87 294 4.69 2.30 1.55
Other 0.58 9.77 290 5.87| 4.70 2.70
Total Expenditure 29.26 60.43 {57 48 169.52 128.60 (7.%4

* Accommodation is ias a percentage ot all visitors 10 Melbourne A
** Accommodation is as a percentage of visitors {rom each area of ori gin




Profile of Regional Travel in Melbourne 1995 (cont.)

Melbourne Victoria
A
Overnight Trips (cont.)
Purpose of Visit (% visitors)
Holiday 36.9 555
Visiting Friends & Relatives 24.1 279
Passing Through 1.6 1.8
Business (includes conference/seminar) 26.6 4.7
Other 10.8 10.1
Day Trips
Visitors
Total visitors (‘000) 7.202 20,252
Expenditure (§)
A Avg. Trip Expenditure 55.45 41
Total Expenditure 399m 827m
Avg. Trip Expenditure Itemised ‘.
Airfares 0.74 na
Transport 1.31 na
Food & Drink 7.62 na
Shopping 25.56 na
Entrance Fees/Entertainment 3.13 na
Day Tours 0.06 na
Gambling 1.83 na
Other 9.21 na
Total 55.45 na
Total Trip Expenditure Itemised
Airfares S5m na
Transport 53m na
Accommodation na na
Food & Drink 55m na
. Shopping 184m na
Entrance Fees/Entertainment 23m na
Day Tours 0.4m nd
Gambling {3m na{
Other 66m na
Total 399m 827m
Top 10 Activities (% visitors)
Visit Friends & Relatives 36 36
Shopping 25 24
Drive to Sightsee/Pleasure 8 17
Picnic/BBQ 7 13
Restaurants/Dining Out 15 12
Attend a Festival or Event 5 if
Playing Sport 4 4
Visit a National Park/Forest 2 4
Organised Tour/Group Activity 4 4
Visit a Park or Garden 3 3

Source: Victorian Regional Travel and Tourism Survey 1995, Tourism Victoria
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KPMG: Melbourne Tourism Development Project
Municipal Tourism Direction - Bayvside City Council

September 1997

Appendix 4 - Melbourne/Municipality Linkages
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