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package or as a stand-alone product.
Just as important is meeting consumer
expectations, thereby achieving visitor
satisfaction, quality of experience and
positive word of mouth testimony for
Victoria as a destination.

Strategies
¥ Highlight primary special interest

product of statewide significance,
such as food and wine, natural
attractions, arts, theatre and cultural
heritage, shopping, events and
touring.

¥ Conduct further product segment
specific research.

¥ Communicate the value of
professionalism and standards and
encourage environmentally
sustainable business practices.

¥ Encourage the integration of
product segments and experiences
including packaging product suitable
for the local, interstate and
international markets.

¥ Review all existing product segment
development plans produced as
outcomes of previous strategic plans.

Tourism Consumer Cycle
Consumption of tourism product
begins with consumer awareness, both
pre-existing and new information
communicated through various mediums,
such as advertising. Preference for
product or destination is established
based on this awareness, creating the

intention to consume.This intention is
converted to action, which results in
the consumer experience. Satisfaction
of this experience will influence future
tourism consumption decisions, and
enhance consumer awareness.

Tourism Victoria and the tourism
industry play a vital role in this cycle.
While Tourism Victoria places great
effort into creating awareness,
preference and intention, it
supplements the tourism industryÕs
involvement in converting consumer
intent.The tourism industry plays the
most crucial role in providing the
tourism experience and ensuring
satisfaction.

PRIMARY PRODUCT SEGMENTS
VictoriaÕs primary product segments
offer competitive positioning and high
visitation and yield with significant
growth potential.The primary product
strengths are:
¥ Food and wine
¥ Nature based 
¥ Alpine/ski
¥ Arts, theatre and cultural heritage
¥ Backpackers
¥ Shopping
¥ Touring
¥ Accommodation
¥ Golf
¥ Events (expanded upon in

Chapters 8 and 9)
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Food and Wine
Objectives
¥ Increase awareness of the quality 

of winery tourism experiences,
diversity and accessibility of VictoriaÕs
wine regions.

¥ Further develop the natural synergy
between food and wine and achieve
the consistent integration of food as
part of the winery tourism experience.

¥ Achieve wider regional and seasonal
dispersal of food and winery tourism.

¥ Encourage training, education and
accreditation of operators and
employees.

¥ Increase and strengthen co-operative
alliances between key stakeholders.

¥ Increase and strengthen co-operative
alliances between wineries and other
local and regional tourism products
and services.

Background
Food and wine is one of VictoriaÕs core
tourism strengths.The estimated
expenditure generated from winery
tourism in Victoria in 2000 was $394
million, including amounts spent on
food, cellar door sales, accommodation
and on-site purchases such as souvenirs.
The economic value of food and wine
tourism has steadily increased due to
higher visitation and per visit expenditure.
This segment has excellent potential
for further development through co-
operative alliances and packaging with
other tourism product.

The Victorian Wineries Tourism
Council (VWTC) was established in
1993 to provide advice and facilitate
the growth of VictoriaÕs food and
wineries tourism capacity, marketing
and results.The VWTC has played a
pivotal role in increasing the stateÕs
competitiveness and will continue with
particular emphasis on food and wine
tourism integration.

Issues
The number of wineries offering food
as part of the cellar door experience is
increasing, generating higher yield.
However there is low awareness of
Victorian food and wine product in
interstate and international markets.
Consumer desire to participate in
lifestyle experiences is increasing and
products such as produce outlets and
gourmet trails, which are not tourism-
ready, can do considerable harm to a
regionÕs reputation. Festivals could be
improved to better leverage food and
wine tourism.

The regional food (tourism) sector is
largely unstructured with few
networking, training and educational
opportunities.There are also low levels
of accreditation among food and
winery tourism operators.

Greater promotion of regional
restaurants is also required.

Strategies
¥ Integrate food and wine as core

product strengths in all marketing
strategies.

¥ Promote the profile of MelbourneÕs
pre-eminent and diverse restaurant
strength.

¥ Brand and promote the Yarra Valley
as VictoriaÕs hero food and wine
destination to national and
international markets.

¥ Encourage and promote quality
restaurant experiences in regional
Victoria.

¥ Encourage the development of
regional food tourism groups with
the skills to provide leadership and
integrate marketing strategies at the
local and regional levels.

¥ Ensure co-operation between
regional wine and food groups, and
local and regional tourism
organisations.

¥ Increase national marketing of
VictoriaÕs wineries in conjunction
with regional restaurants, local food
and regional produce.

¥ Encourage quality food and wine
festivals that have the capacity to
increase regional and seasonal
visitor dispersal.

¥ Develop alliances with regional
primary producers, markets, cafes
and restaurants.

¥ Investigate opportunities for agri-
tourism development.
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¥ Capitalise on AustraliaÕs wine
export industry and MelbourneÕs
inclusion in the Great Wine Capitals
Global Network.

¥ VWTC to continue providing
advice to Tourism Victoria and the
industry on strategies and programs
to develop and interpret food and
wineries tourism.

Further details are available in the
Victorian Wineries Tourism CouncilÕs
Food and Wine Tourism Development Plan.

Melbourne and Sydney are dominant
in the minds of domestic consumers
for offering quality food experiences
and world class restaurants, with
Melbourne being the brand leader in
2001. However, South Australia is the
clear choice for boutique wineries.
VictoriaÕs reputation for food and wine
has grown significantly since 1996,
highlighting the potential of this
product segment in the future (see
graphs previous page).

Nature Based
Objectives
¥ Position Victoria as having diverse and

accessible world-class natural
attractions and activities, such as
walking, fishing and adventure.

¥ Improve operator viability and
standards.

¥ Increase environmental awareness,
including knowledge of the
environment, potential impacts of
tourism and ecologically sustainable
practices.

¥ Develop iconic natural attractions and
associated product.

¥ Ensure VictoriaÕs trail network is
developed and managed using
principles and practical outcomes of
environmental sustainability.

Background
Nature based tourism is a growing
phenomenon around the world, with
increasing importance for attracting
high yield visitors. Research indicates
that the economic and environmental
value of nature based tourism is
significant.

Victoria possesses the following
primary competitive nature based
tourism strengths:
1. Diversityof natural landscapes, from

desert, alpine and coastal to
rainforest and wilderness, and a
distinctive biodiversity of
ecosystems within these settings.

2. Accessibilityof nature based
experiences from Melbourne and
major regional centres and the
most extensive range of national
parks and public lands within a
compact and easily toured state.

VictoriaÕs wealth of natural attractions,
featuring an outstanding range of
landscapes, distinctive flora and fauna
and high levels of biodiversity, offers
the potential to position the state as 
a world-class nature based tourist
destination. In addition to general
sightseeing, nature study and passive
enjoyment of nature based tourism
includes segments such as adventure,
trail activities and fishing.

Adventure tourism in Victoria is
positioned as,Òa range of accessible
and safe adventure activities,
conducted in a sustainable manner
throughout the stateÕs diverse
environment.ÓThis sector includes high
adrenalin activities, such as white water
rafting and abseiling, and softer
adventure experiences, like horse
riding. Adventure tourism has the
potential to appeal to a cross-section
of visitors.

The future of adventure tourism relies
on co-operative partnerships and
alliances within the industry.The annual
summit on adventure tourism
encourages this by providing a forum
for sharing information on the latest
research, accreditation, insurance,
websites, marketing co-operatives, and
training workshops.

Victoria has more than 2000 trails with
a total length of about 8000
kilometres, ranging from short walking
loops to long distance overnight hikes.
Combined with diverse landscapes
such as forests, mountains, coasts and
river valleys, the network offers a great
variety of trail experiences.

The Victorian Trails Co-ordinating
Committee with representation from
Tourism Victoria, Parks Victoria, the
Department of Natural Resources and
Environment and Sport and Recreation
is co-ordinating implementation of the
Victorian Trails Strategy 2001-2004.

Victoria offers diverse recreational
fishing opportunities from freshwater
river and lake, to estuary, inlet, bay,
beach and ocean fishing.The stateÕs
size, well-developed tourism
infrastructure and the proximity of
fishing attractions to parks and
reserves, makes recreational fishing
readily accessible.

Issues
There is still much to be done to
realise the true tourism potential of
the nature-based segment.There is a
need to raise consumer and
community awareness and increase the
participation of regional communities
in the protection of natural resources
and the development and maintenance
of a viable regional tourism industry.
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There is a lack of viability of many
tourism businesses, while links between
core product and supporting products
and services are not fully developed.

There is a need to enhance
infrastructure, which will allow visitors
to fully experience VictoriaÕs natural
assets. A high profile walk, would
better position Victoria as a desirable
destination for walking and
experiencing nature-based tourism.

Limited market knowledge about the
quality, diversity and accessibility of
VictoriaÕs natural attractions and
activities (e.g adventure, fishing) at an
interstate and international level,
needs to be addressed.

While fishing is a significant recreational
activity attracting visitors to several
regions, in tourism terms the high yield
markets are relatively small.Victoria
lacks a single standout fishing activity
that will position the state against
interstate competition. A high profile
fishing experience is needed that
competes with those available
throughout Australia and New Zealand.

Among VictoriaÕs adventure tourism
providers there is a lack of cohesion
and understanding of the importance
of strategic marketing, accreditation,
licensing, training, visitor satisfaction,
monitoring, loyalty programs, and value

adding. Operators require risk
management strategies to minimise
risk and reduce claims as well as
collective purchasing initiatives and
pricing strategies, to minimise the
impact of rising insurance premiums.

Integrating and co-ordinating
implementation of a range of
government policy and strategy
commitments will require ongoing
attention, including the Nature Based
Tourism Directions and Opportunities Plan
2000-2003 and Parks Victoria strategies.

Strategies
¥ Integrate the promotion of

VictoriaÕs leading natural attractions
in regional, national and international
marketing programs.These attractions
have been identified as Grampians
National Park, Port Campbell National
Park/Otways,Wilsons Promontory/
Corner Inlet, MelbourneÕs Bays, Phillip
Island Nature Park, Murray River, East
Gippsland Coast, Gippsland Lakes and
the High Country.

¥ Develop and profile icon product
that will clearly make a difference
to the competitive positioning of
Victoria, such as wilderness lodges
and high profile walks.

¥ Facilitate appropriate product and
infrastructure development and/or
improvement at or adjacent to key
natural attractions to match
consumer expectations.

¥ Conduct further analysis of visitor
research to determine key nature
based/adventure tourism visitor
markets for Victoria.

¥ Market key regional natural
attractions and associated
experiences, adventure and fishing
product to target state, national and
international markets.

¥ Encourage the formation of
adventure tourism business
collectives.

¥ Encourage the development of
private fishing impoundments with
accommodation within two hours
of Melbourne.

¥ Provide quality information on fishing
through visitor guides, online and
other collateral at a regional level.

Further details are available in 
Tourism VictoriaÕs:
¥ VictoriaÕs Nature Based Tourism

Directions and Opportunities;
¥ Adventure Tourism Action Plan;
¥ Fishing Tourism Action Plan; and
¥ VictoriaÕs Trail Strategy.

Brand perception of VictoriaÕs world
class natural attractions is very low,
however enhanced awareness of their
diversity and accessibility will assist
VictoriaÕs positioning in the future.
Development of icon product and
infrastructure is needed, in addition to
increased emphasis on professionalism
and standards.
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Confusion with AAA TourismÕs
accommodation classification scheme
(star rating) is also an issue for this
sector.

Several new hotel developments have
begun in regional Victoria.These hotels,
when complete, will significantly add 
to the accommodation base in 
regional Victoria.

Strategies
Hosted Accommodation (Bed and
Breakfast, Farm Stays, Guesthouses,
Cottages)
¥ Package hosted accommodation

with other appropriate product or
experiences, such as arts, theatre
and cultural heritage, food and wine
or touring opportunities.

¥ Develop co-operative marketing
programs such as Bed and 
Breakfast Getaways.

Hotels, Motels, Serviced Apartments,
Resorts
¥ Capitalise on market opportunities

related to the corporate travel or
conference and convention market.

¥ Develop a co-operative marketing
program such as VictoriaÕs 
Great Escapes.

¥ Further leverage public relations
opportunities, such as media
familiarisations to raise the
awareness and profile of this sector.

Caravan and Holiday Parks, Camping,
Cabins
¥ Enhance consumer perception

through raising awareness 
of contemporary product
development initiatives such as 
the expansion of family facilities 
and self-contained cabins.

More information on VictoriaÕs
accommodation can be found in 
the Investment Attraction section of 
this plan.

Golf 
Objectives
¥ Raise VictoriaÕs profile as AustraliaÕs

premier golf destination.
¥ Increase golf tourism expenditure in

Victoria.
¥ Ensure product development is in line

with market needs.

Background
Victoria is currently experiencing
unparalleled investment in golf
infrastructure, presenting a significant
opportunity to establish a distinct
competitive advantage in the market
place.VictoriaÕs advantage is the depth,
quality and cluster of its golf product.

In the past two years several courses
designed by internationally recognised
golf course designers have opened in
Victoria, with several more under
current development. Some of these

private courses allow visitors to use
them on a Òpay for playÓbasis.

Alongside these developments are
major events such as the Heineken
Classic, which will be hosted in
Melbourne from 2002-2006.
This represents a major opportunity 
to position Melbourne and Victoria as 
the golfing capital in Australia.

Issues
Victoria has long been renowned as
home to many of the best courses in
Australia, with several ranking among
the worldÕs best. Known as Ôsand beltÕ
courses, they are privately run and
access for non-members is strictly
limited.This has severely hampered
delivery of a top quality golfing
experience to visitors in the past.
However, most of the new high
standard courses are either public, or
make provision for public access.
This trend is expected to continue in
new developments.

The value of golf to the economy is
significant. In light of VictoriaÕs high
quality golf facilities, there is potential
to target very high yield market
segments.While golf courses are to date
not travel industry commissionable,
there is also potential to package golf
through accommodation and transport
providers, incentive operators, and
destination management companies.

Strategies
¥ Develop a golf tourism

development strategy including:
- Undertaking an audit of golf

product and development needs
in specific regions.

- Prepare marketing strategies for
golf to be used for both national
and international markets.

- Promoting golf product,
including events, to consumers
and trade.

¥ Develop strategic alliances between
Sport and Recreation Victoria, the
Victorian Golf Association and
other relevant golf industry bodies.

SECONDARY PRODUCT
SEGMENTS
The secondary market segments offer
significant potential growth for Victoria,
but generally require strategic
marketing with attention to product
development.The secondary product
strengths are:
¥ Education
¥ Built attractions
¥ Gay and lesbian
¥ Cruise shipping
¥ Aboriginal
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Education 
Objectives
¥ Achieve a consistent brand for

Melbourne as an education destination.
¥ Maximise Visiting Friends and

Relatives (VFR) travel and repeat
visitation of past students.

¥ Leverage VictoriaÕs multiculturalism to
encourage growth in the international
education market.

Background
The economic impact of international
students in Australia was estimated at
$3.7 billion for 2000.With Victoria, New
South Wales and Queensland being the
Australian destinations of choice for
more than 80% of international
students, the value of this segment to
Victoria is clear.The international student
market includes school education,
vocational and higher education sectors,
as well as English Language Intensive
Courses for Overseas Students (ELICOS).

In recent years there has been a
diversification of the international
education market as more education
providers capitalise on offshore
opportunities. Offshore enrolments
made up almost 35,000 students in
2000, out of a total 188,000
international students.

It is likely that international student
numbers will continue to grow steadily
as the market recovers from the Asian

crisis. Historically, Asia has been the key
source of international students to
Victoria, however a growing number are
now being attracted from South
America and Europe.While Singapore,
Hong Kong and Indonesia still dominate
tertiary enrolments, steady growth has
occurred from China,Thailand, South
Korea, Malaysia, Colombia, Norway,
Bangladesh, India, the Czech and Slovak
Republics and Brazil.The Victorian
International DirectorÕs Committee has
been established to help position
Victoria in the international education
market, and to encourage cohesion
between education providers.The
Committee is comprised of the
Directors of Victorian universities.

The school education sector is currently
VictoriaÕs major source of international
students, being the primary destination of
choice in this segment. China is an
increasingly crucial market in the school
education sector due to its profile as the
major source country for enrolments.
However, the highest yielding segment is
the tertiary sector, with Victoria also
benefiting from associated VFR travel.
Victorian universities continue to play the
primary role of marketing to international
students in the tertiary sector.

Issues
AustraliaÕs international education market
is becoming increasingly diversified, with
representation from countries other than
traditional Asian markets.

Australian Capital Territory, Northern
Territory and Queensland experienced
the highest growth in student numbers
between 1999 and 2000. While New
South Wales and Victoria continue to
lead other states, the market is
becoming increasingly competitive.

Strategies
¥ Tourism Victoria will collaborate

with educational organisations to
ensure Melbourne achieves a
consistent brand as an education
destination in all targeted 
source markets.

¥ Develop co-operative partnerships
to ensure appropriate promotional
material is distributed in market to
enhance the quality of experience
of students, optimising alumni and
VFR visitation.

¥ Establish an ambassador program
that will help develop the alliance
between the education market 
and tourism.

The graph (left) indicates a marked
increase since 1994 in the number of
international students studying either in
Australia or with Australian providers
overseas. Offshore enrolments have
strengthened as a proportion of total
student numbers, with growth of 18% 
in 2000 to 34,905 students.
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Built Attractions 
Objectives
¥ Achieve ongoing commitment to

maintaining and upgrading existing
attractions to encourage repeat visitation.

¥ Attract infrastructure investment for 
new attractions.

¥ Increase awareness of and visitation to
VictoriaÕs built attractions.

Background
Built attractions are effective tourism
motivators that have the potential to
raise the quality of visitor experience and
increase length of stay.Awareness and
exposure of a destination is highlighted
by the existence of quality attractions
and can lead to repeat visitation.
However, it is crucial that investment in
new development and upgrading existing
infrastructure is applied to offer new and
varied experiences to consumers.

The Victorian Tourism Operators
Association (VTOA) facilitates an
Attractions Group, which represents
industry stakeholders who are
members of VTOA.The group co-
ordinates co-operative research on
visitor statistics and marketing initiatives
such as VictoriaÕs Great Attractions map.

Issues
Attractions are key drivers and
motivators for travel but they require
substantial ongoing investment in
maintenance and upgrading.

There is a lack of diverse built
attractions in regional Victoria, with 
the most obvious requirement being
infrastructure that caters for the 
family market.

Strategies
¥ Profile major built attractions to

increase awareness of Melbourne
and regional Victoria, with particular
emphasis on the intrastate market.

¥ Support the VTOA Attractions
Group and encourage co-operative
partnerships and marketing
between attractions, both thematic
and geographic.

¥ Continue to develop the Melbourne
Attractions Pass through strategic
alliances between attractions and
the travel trade.

¥ Retain the Melbourne seasonal
campaign coupons for interstate
visitors as an incentive to visit
attractions.

¥ Encourage and support the
continual upgrade and
enhancement of built attractions.

More information on VictoriaÕs built
attractions can be found in the
Investment Attraction section of this plan.

Gay and Lesbian
Objectives
¥ Raise the profile of Melbourne and

increase awareness of regional Victoria
in the gay and lesbian market.

¥ Educate industry on the specific
product and travel needs of the gay
and lesbian market.

Background
The gay and lesbian market is
recognised as one of the highest
yielding tourism segments. Gay and
lesbian people have a great propensity
for travel and the yield generated per
visit is high compared to other
travellers. Melbourne in particular, is
perceived as a desirable destination, with
gay-friendly accommodation, venues and
events such as the Midsumma Festival
encouraging interstate visitation.

In November 2002, Sydney will host
the International Gay Games, which
offers the opportunity to heavily
promote Melbourne and Victoria to this
market and to increase awareness and
conversion in the long term.The Gay
Games is expected to attract more
competitors than the Olympics, joined
by a significant number of partners and
other visitors.Tourism Victoria has been
working with the Gay Games organisers
and registered tour operators to
promote pre and post touring to
Victoria. Melbourne has been successful
in securing the International Gay and
Lesbian Travel Association Symposium in
October prior to the Gay Games.This
industry event will assist in raising the
profile of Melbourne and Victoria as a
gay-friendly destination.

Issues
Effort must be made to ensure effective
targeting and promotion to gay and
lesbian international visitors.

There is existing strong awareness and
appeal of Sydney and Queensland as
destinations, and Victoria must identify
opportunities to benefit the state by
leveraging the International Gay Games
2002 in Sydney.

Strategies
¥ Integrate gay and lesbian market

opportunities in appropriate
regional, national and international
(North America, UK/ Europe)
marketing programs.

¥ Maximise marketing opportunities
associated with the International
Gay Games and International Gay
and Lesbian Travel Association
Symposium and develop pre and
post Games touring opportunities.
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Cruise Shipping
Objectives
¥ Effectively promote Melbourne as a

world class cruise destination.
¥ Continue the development of new

and existing tourism product with the
aim of increasing quality of visitor
experience.

¥ Increase economic benefit to the state
by promoting other destinations 
within Victoria

Background
With saturation of traditional cruise
markets, such as the Caribbean and
North America, the cruise industry is
looking to new destinations for
development and expansion.
The economic impact of cruise
shipping is estimated to be worth an
average of $1 million to the local
economy, per visit.Victoria is well
placed to capitalise on the growth of
this market with the cruise season
coinciding with summer in Victoria,
when Melbourne is alive with activity
and events.

Issues
With intense competition from other
ports in the South Pacific, which have
more predictable climates and
aesthetic advantages, this segment
needs a planned and co-ordinated
approach with ongoing product
development and communication.

There is a need to address the arrival
experience at Station Pier.

Strategies
¥ Build on industry partnerships and

alliances, including Tourism Victoria
and the Department of
Infrastructure to co-operatively
structure incentive packages.

¥ Develop marketing initiatives
specifically targeted at cruise line
operators to ensure Melbourne
and Victoria remain an integral part
of cruise ship itineraries.

¥ Implement an integrated
communications strategy that
targets cruise lines not currently
scheduled to visit Victoria.

¥ Implement programs to maximise
visitor satisfaction including
continuing meet and greet services
and mechanisms to evaluate the
satisfaction of services offered 
to passengers and crew while 
in Melbourne.

Further details are available in The
Victorian Cruise Ship Strategy.

Aboriginal 
Objectives
¥ Increase awareness of VictoriaÕs

Aboriginal heritage and culture.
¥ Develop and distribute Aboriginal

tourism experiences.
¥ Support development of co-operative

marketing initiatives.

Background
Aboriginal tourism appeals to VictoriaÕs
domestic target markets of Socially
Aware and Traditional Family Life, and
international visitors who seek quality
experiences of nature and culture.The
North American and European
markets show particular interest in
Aboriginal tourism and authenticity
and the opportunity to meet
indigenous Australians is highly valued.

Aboriginal tourism in Victoria is
developing, as more businesses and
experiences become tourism ready and
consumers expand their expectations of
an Aboriginal tourism experience
beyond traditional art and craft to
walking tours, music and festivals. The
establishment of Aboriginal tourism
experiences in Melbourne (eg Bunjilaka
and Melbourne Museum) has increased
awareness of VictoriaÕs Aboriginal
culture, by attracting visitors who are
not planning to travel in regional Victoria.

Issues
There has been a lack of cohesion and
mentoring within VictoriaÕs Aboriginal
tourism industry and insufficient
businesses ready for promotion through
the travel industry, particularly at the
international level.

There is low awareness of VictoriaÕs
Aboriginal tourism experiences and
strong competition from other states.

Strategies
¥ Support the development of an

umbrella Aboriginal tourism
association linked with Aboriginal
Tourism Australia Inc,Victorian
Tourism Operators Association and
the Aboriginal Tourism Marketing
Association.

¥ Develop ongoing liaison between
relevant industry and government
organisations, to ensure co-ordinated
policy and program delivery.

¥ Nurture the development of trade
and export ready Aboriginal
tourism experiences.

¥ Ensure that regional, national and
international programs incorporate
appropriate messaging of Aboriginal
heritage and culture.

¥ Review VictoriaÕs Aboriginal Tourism
Plan including development of 
co-operative marketing and
business development opportunities.

Further details are available in Tourism
VictoriaÕs Aboriginal Tourism Plan.


