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Vision: Melbourne is Australia’s event capital.
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VICTORIAN EVENTS 
Objectives
• Ensure Victoria’s events leverage

significant economic impact and
media exposure for the state.

• Further develop the considerable
range of existing events to maximise
the social and economic benefits as
well as individual destination profiles.

• Build the geographic and seasonal
dispersal of event activity with a
particular emphasis on regional events.

• Enhance communication among
event-related organisations and
agencies within Victoria.

• Establish a brand leverage strategy
for Melbourne and Victoria to
maximise exposure through signage,
media partnerships and corporate
sponsorship alliances.

BACKGROUND
Since 1993,Victoria has aggressively
sought to secure existing events and
acquire new events, establishing a
competitive events tourism model.
This program has been very successful
in generating immediate economic
returns and brand equity for the state
as a short break destination.Victoria is
uniquely positioned to implement a
tourism event strategy due to
sophisticated events infrastructure 
and the existing event calendar.

As a result of Sydney hosting the 
2000 Olympic Games, Melbourne’s
reputation as Australia’s events capital
has been diluted. However, a holistic
approach has been adopted to attract,
develop and market appropriate
events throughout Victoria to
counteract this shift in reputation.

As global competition and the cost
and complexity of managing events
increases, it is critical that Victoria
maximises the return from existing
events, ensures new events are
integrated into the product mix, and
that the events industry continues to
embrace the role and relevance of
tourism.Tourism Victoria’s events
strategy aims to identify appropriate
events and assist with various
development and marketing activities
to ensure they continue to provide
substantial tourism benefits.

Whether in Melbourne or regional
Victoria, the relationship between a
community and its event is unique.
Events directly impact on infrastructure
investment, community pride,
awareness and reputation of a
destination, and the economy.

The Victorian Major Events Company
actively targets and attracts events that
can provide substantial economic
impact and/or international profile for
Melbourne and Victoria.
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Hallmark Events
Victoria will continue to host a world-
class line up of annual and biennial
events that reap major benefits for
Victoria. Its stable of Hallmark Events
now stands at 15, with the addition of
the Wangaratta Festival of Jazz,
Australia’s premier jazz event held in
regional Victoria, and the Boxing Day
Cricket Test Match in Melbourne.
Victoria’s Hallmark Events generate
substantial economic impact each year
and provide extensive destination
exposure. Hallmark Events will continue
to be developed in co-operation with
Tourism Victoria, to ensure significant
visitor numbers and brand equity for
the state.The international standard of
these events also attracts international
business to Victoria.

Victoria’s Hallmark Events are:
• Australian Open Tennis

Championships
• Australian International Airshow
• Foster’s Australian Grand Prix
• The Melbourne Food & Wine

Festival
• Melbourne International Comedy

Festival
• The Melbourne International

Flower & Garden Show
• Rip Curl Pro & SunSmart 

Classic Surfing
• Philips Mobile Phones World Aerials
• AFL Grand Final Week

• Spring Racing Carnival
• Melbourne International Festival of

the Arts
• Australian Motorcycle Grand Prix
• Wangaratta Festival of Jazz
• Equitana Asia Pacific
• Melbourne Boxing Day Test

Special Events
Each year various international one-
off events join the Victorian calendar
resulting in the largest and most
prestigious international events
program in Australia. Special events 
are also significant in terms of Victoria’s
branding and community pride.

Established Events
Established events are generally held
annually throughout Victoria and boast
positive economic and tourism return
for their regional area.The level of
assistance provided to these events
will continue to be reviewed annually.
It is expected that other less
developed events will acquire this
status and receive suitable assistance in
order to become established regional
events in their own right.

Minor Events
Minor events are small, and mostly
regional events that add to local pride
and activity and have the potential to
evolve into more significant economic
and social contributors.

Issues
A focus is necessary on sustainability
and development of existing events.
There is varying capacity within regional
Victoria to secure and conduct major
events relevant to tourism strengths.

Sydney’s perceived reputation as
the events capital after hosting the
2000 Olympic Games impacts on
Victoria’s reputation.

Attention is required to ensure effective
management of an event calendar to
maximise benefits to Victoria.

Strategies
• Continue to support the events

research study being undertaken by
the Co-operative Research Centre
in conjunction with the City of
Melbourne and Tourism Victoria.

• Develop a Victorian events strategy
that balances event acquisition and
sustainability of existing events.

• Establish a representative events
industry organisation.

• Facilitate a whole of government,
co-ordinated events approach to
support programs.

• Increase awareness of Melbourne in
international broadcasts of events.

• Develop and implement a
consistent branding strategy 
for events.
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recovery as a city for

events. Sydney continues to
dominate in the after glow
of the Olympics, however

is losing ground

Source: Brand Health Survey, Roy Morgan Research

Hosts major international sporting and cultural events
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• Use events to strengthen regional
branding of destinations and
generate tourism-related activity.

• Support specific regional events
with the capacity to develop into
major events that highlight regional
tourism strengths.

• Encourage the development of
community events in regional
Victoria to maximise economic and
social community benefits.

• Support the development of local
sport and recreational facilities to
increase the capacity of local
communities to host events.

In 1998, as the Sydney Olympic Games
grew closer, Melbourne lost its position
as the perceived number one event
destination in Australia to Sydney.
While Sydney continues to be
perceived as the leading events
destination post Olympics, brand
health research shows that Melbourne
is now regaining lost ground.

2006 MELBOURNE
COMMONWEALTH GAMES
TOURISM MARKETING 

Vision: Melbourne delivers the best ever
Commonwealth Games.

Objectives
• Increase the national and

international brand awareness of
Melbourne/Victoria.

• Maximise international, interstate and
intrastate visitation to the 2006
Commonwealth Games.

• Encourage visitation to
Melbourne/Victoria pre and post
Commonwealth Games.

• Provide tourism enhancing infrastructure
and communication to visitors.

• Capitalise on the relationships that
will be developed with global sporting,
media and corporate partners.

BACKGROUND
The 2006 Commonwealth Games will
provide Melbourne and regional
Victoria with the opportunity to raise
their profile in key national and
international markets. Primary
international markets are Britain and
New Zealand, as well as emerging
markets South Africa and Canada. It is
anticipated that the level of interest in
the Australian market will also be

significant. Melburnians have a passion
for sport and will undoubtedly support
the Games through a visiting friends
and relatives campaign.

Greater awareness of Melbourne 
and Victoria will generate long-term
increases in visitation pre and post the
2006 Games. Brand awareness will be
generated through a range of
marketing activities, including media
and public relations.

Television and print media will provide
considerable scope for local culture,
tourism attractions and general lifestyle
footage to be included in the
international transmission and
reporting of the Games. Appropriate
video footage of Victoria will be
provided for distribution to
international broadcasters.

Tourism Victoria has developed a
comprehensive tourism marketing
strategy specifically related to the 2006
Commonwealth Games. However, to
ensure the success of this strategy,
co-operative relationships with the
following industry partners must exist:

Primary Partnerships
• 2006 Melbourne Commonwealth

Games Secretariat.
• International and national television

broadcasters.
• Contracted international and

national airlines.
• City of Melbourne and relevant

local councils.
• Australian Tourist Commission.
• Melbourne Convention and Visitors

Bureau.
• Melbourne Campaign Committee.
• Country Victoria Tourism Council.
• Destination Melbourne Inc.

Secondary Partnerships
• Relevant sponsors.
• Committee for Melbourne.
• Australian Hotels Association.
• Appropriate national sporting

organisations.
• Arts Victoria.

Issues
Interest in the Commonwealth 
Games as an international sports event
will be impacted on by the level of
success of the 2002 Manchester
Commonwealth Games.
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Timely access to ticketing is critical to
the success of the Commonwealth
Games and an appropriate number of
tickets must be made available to
international and interstate operators
for packaging. It is anticipated that a
significant change in global ticketing
and tourism product distribution will
occur prior to 2006 in line with
changes in consumer demand for
more flexible ticketing and packaging.
Online technology developments will
facilitate new and innovative forms of
communication to global markets.

Strategies
• Facilitate a co-ordinated marketing

program for branding Melbourne
and the Games.

• Maximise value obtained from pre
and post 2006 Commonwealth
Games trade and media
familiarisations.

• Leverage co-operative international
marketing of Melbourne and the
Commonwealth Games with the
Australian Tourist Commission.

• Priority marketing to be directed at
interstate markets and targeted
international markets (UK, NZ,
South Africa and Canada).

• Facilitate an efficient ticketing
system which maximises tourism
opportunities.

• Capitalise on Victoria’s volunteer
strength and implement a customer
service training program for all
Commonwealth Games personnel.

• Ensure Commonwealth Games
legacy is maximised e.g.
infrastructure/facilities, brand
awareness, community participation
and long-term business
partnerships in the events tourism
and media sectors.

• Integrate Games marketing,
infrastructure development, visitor
satisfaction programs, and business
event activities with other strategies
and initiatives outlined in this plan.


