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Disclaimer 

Whilst all care and diligence have been exercised in the 

preparation of this report, AEC Group Pty Ltd does not 

warrant the accuracy of the information contained within and 

accepts no liability for any loss or damage that may be 

suffered as a result of reliance on this information, whether 

or not there has been any error, omission or negligence on 

the part of AEC Group Pty Ltd or their employees. Any 

forecasts or projections used in the analysis can be affected 

by a number of unforeseen variables, and as such no warranty 

is given that a particular set of results will in fact be achieved. 
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The Plan 

Setting the Scene  

A Destination Management Visitor Plan (DMVP) is a shared statement of intent to develop a 

destination over a stated period of time, articulating the possible roles of the different stakeholders 

and identifying opportunities ǘƻ ŜƴƘŀƴŎŜ ǘƘŜ ŘŜǎǘƛƴŀǘƛƻƴΩǎ ŀǇǇŜŀƭ ǘƻ ǾƛǎƛǘƻǊǎ. The overarching 

purpose of this DMVP therefore is to collaborate with industry and government to expand the 

tourism focus of Melbourne beyond the boundaries of the CBD by focusing on the visitor journey, 

the uniqueness of different neighbourhoods, encourage dispersal, visitors to stay longer and spend 

more and experience all that Greater aŜƭōƻǳǊƴŜ Ƙŀǎ ǘƻ ƻŦŦŜǊΦ .ȅ ƭŜǾŜǊŀƎƛƴƎ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ 

iconic brand of people, place, nature, history, sports, arts and culture, the tourism industry will 

further diversify and build higher yield experiences that will increase tourism visitation and spending. 

A structured plan for Greater Melbourne, supported and integrated with four sub-regional plans: 

Inner, West, East and South-East, will coordinate effort, reduce duplication and maximise investment 

in the right areas by bringing independent partners together in partnership to benefit and develop 

the entire visitor economy. 

Greater Melbourne Today 

The unique attraction of Greater Melbourne is the combination of many things. Greater 

Melbourne has an unrivalled breadth and depth of quality tourism products and experiences, such 

that whatever a visitorΩs needs and interests are, they can be satisfied in Greater Melbourne. 

aŜƭōƻǳǊƴŜ ƛǎ ƻƴŜ ƻŦ !ǳǎǘǊŀƭƛŀΩǎ Ƴƻǎǘ ǾƛōǊŀƴǘ ŀƴŘ ŎǳƭǘǳǊŀƭƭȅ ŘƛǾŜǊǎŜ ŘŜǎǘinations and has been 

recognised by the Economist Intelligence Unit as being the most liveable city in the world every year 

ǎƛƴŎŜ нлммΦ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜ ƛǎ !ǳǎǘǊŀƭƛŀΩǎ ŎǳƭƛƴŀǊȅΣ ŎǳƭǘǳǊŀƭ ŀƴŘ ǎǇƻǊǘƛƴƎ ǇƻǿŜǊƘƻǳǎŜ ŀƴŘ ƛǎ ǘƘŜ 

gateway to regional Victoria. The key pillars of food & wine, arts & culture, sports & events, fashion 

& shopping and parks & gardens are common strengths found across Greater Melbourne and 

undeniably the bedrock of the visitor economy.  

Tourism is vitally important to the Greater Melbourne economy; in 2015-16 it generated 126,800 

jobs across Greater Melbourne and delivered $15.3 billion of gross regional product (DEDJTR, 2017a). 

In 2016-17, Greater Melbourne welcomed the highest number of international visitors on record, 

and more people took a day trip within the Greater Melbourne region than any other year to date. 

Despite such positive growth, the majority of tourism investment and activity takes place in and 

around the CBD core. The aim of this DMVP therefore is to grow visitor volumes and increase both 

spend and length of stay, but also to disperse the benefits across a wider region through increased 

value propositions.  

Maintaining Competitive Advantage 

While changes are required to move tourism in Greater Melbourne to the next level, it is starting 

from a position of considerable strength. As the most liveable city in the world for the seventh 

year in a row, Greater Melbourne undoubtedly has a number of comparative advantages on both 

global and national levels. 

A desired outcome of this DMVP is the recognition of Greater Melbourne as a globally competitive 

multi-layered tourism destination, which is a world leader in providing highly personalised, high 

quality, enriching and long-lasting experiences delivered through digital innovation. As the leading 

arts, sports, food & wine and events capital of Australia, Greater Melbourne has much to offer 

visitors, be they Melburnians discovering their own backyard, regional Victorians, visitors from 

interstate or international visitors from traditional or emerging source markets. 

Collaborative Efforts 

Multiple government departments and tourism agencies ŀƭƭ ƛƴǾŜǎǘ ƛƴ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ ǘƻǳǊƛǎƳ 

industry. It is therefore important to ensure that strategic priorities are considered against State and 

Local Council policies and that action is cohesive. This DMVP has been developed with this in mind 

and establishes a framework which requires positive government support and private sector input to 

make it succeed.  

Guiding Principles  

Collaboration: The plan outlines an intraregional approach to collaboration with stakeholders, 

departments and agencies that play a role in tourism product development and marketing in Greater 

Melbourne. Maximum benefit will be achieved through a collaborative approach with private sector 

and not-for-profit partners 

Greater efficiency: The strategic opportunities identified in this DMVP will provide a framework, 

which has potential to imǇǊƻǾŜ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ efficiency and use of resources to help grow a 

sustainable and regionally-connected visitor economy.  
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Improved service delivery: The DMVP suggests improvements for service delivery and collaboration 

to deliver economic growth. These are tangible initiatives that allow all tourism partners to engage in 

strategic tourism product development to achieve specific outcomes.  

Better outcomes: The overarching goal of this DMVP is to increase the quality of visitor experiences 

and increase dispersal which in turn, will increase visitor spending, create memorable experiences 

and encourage repeat visitation. The achievement of these goals will result in improved economic 

outcomes for all tourism and community stakeholders. 

Measuring Success 

Each of the recommended opportunities identified includes suggested stakeholders/partners who 

could potentially work collaboratively to develop a focused and measurable implementation plan. 

Different actions and outcomes will require the leadership of varying stakeholders ς this plan does 

not seek to assign responsibility or leadership for any particular action or desired outcome ς rather 

the stakeholders collectively should engage with each other to determine the leadership and 

participation on a case by case basis.  

Measurement of success will be through TRA visitor statistics. 
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OUTCOMES BY 
2027 

¶ 28% growth in visitors (to 34.9 million) 

¶ 68% growth in visitor nights (143.2 million)  

¶ 50% growth in visitor economy ($24.9 billion) 

RESULTS 

   

STRATEGIC  
THEMES 

1. Positioning & Branding 
2. Tourism Product 
3. Event Development 
4. Capacity & Capability 
5. Information 
6. Supporting Infrastructure  

STRATEGY 
  

WHO'S  
RESPONSIBLE 

Whole of region and sub-regional working groups comprising a cross-section of stakeholders involved in the tourism industry, supported by Destination Melbourne 
and relevant Government organisations. 

  

VISION 
By 2027, Greater Melbourne will have grown its visitor expenditure by 50%. This will be achieved by working collaboratively with tourism stakeholders to provide 
enhanced and enriched tourism products and experiences that will captivate visitors to discover and disperse across Greater Melbourne, delivering wide-reaching 
benefits across the entire local economy 

   

RECOMMENDED  
OPPORTUNITIES 

¶ Create cohesive marketing, branding & cross-promotion across Greater Melbourne 

¶ Support and promote digital assets to create tailored and highly personalised visitor itineraries & experiences 

¶ Raise awareness of the connectivity of public transport 

¶ Make it easier for visitors to access and use myki 

¶ Improve and expand internationally recognised accommodation provision outside the CBD 

¶ Promote parks & gardens as an additional tourism pillar 

¶ Promote cultural food communities in food & wine offering  

¶ Extend events & festivals to incorporate metropolitan regions 

¶ Grow business tourism outside the CBD 

OPPORTUNITIES 

 

 ENHANCE EXISTING CAPABILITIES  CONSIDER VISITOR PERCEPTIONS  BUILD ON CURRENT STRENGTHS  FOUNDATION 

 

 

Greater Melbourne:  
Creating better quality and highly 
personalised visitor experiences 
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The Process behind this Destination Management Visitor Plan 

This DMVP represents the collective ideas, aspirations and visions of a diverse and influential group of stakeholders and visitors to Greater Melbourne. 

 

The process of creating a DMVP for Greater Melbourne and each of the five sub-regions (MelbourneΩǎ East, Inner Melbourne, MelbourneΩǎ North, MelbourneΩǎ South East and MelbourneΩǎ West) began in 

February 2017 with the development of a series of qualitative άǎƛǘǳŀǘƛƻƴ ŀƴŀƭȅǎƛǎέ reports for each sub-region and an overarching report covering the 29 local government areas (LGAs) comprising Greater 

Melbourne. These qualitative reports provide a summary of the visitation profile, an overview of tourism products (classified by access, accommodation, attractions, activities, amenity) and events in each 

region, as well as analysis of key strategic plans and policy documents underpinning and influencing the future development of the visitor economy in each sub-region and LGA. An interactive mapping tool was 

also developed to provide a spatial distribution overview of visitation characteristics at the SA2 level1.  

A series of ten workshops and over sixty individual stakeholder consultations were conducted in March and April 2017 during which five key questions were asked to frame and help shape the blueprint for this 

and sub-region DMVPs. This was followed by a further 35 individual online submissions from individuals who were not able to attend either the workshops or be part of the face-to-face stakeholder consultation 

phase. Visitor perception research (via phone and intercept surveys) involving a cross-section of Melburnians, domestic and international leisure and business visitors to Greater Melbourne was also undertaken. 

¢Ƙƛǎ ǊŜǎŜŀǊŎƘ ȅƛŜƭŘŜŘ ǾŀƭǳŀōƭŜ ƛƴǎƛƎƘǘǎ ǊŜƎŀǊŘƛƴƎ ǘƘŜ ǇǊƻŦƛƭŜ ƻŦ ǾƛǎƛǘƻǊǎ ǘƻ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΣ ǘƘŜƛǊ ǾƛŜǿ ƻŦ aŜƭōƻǳǊƴŜΩǎ ŎǳǊrent tourism offering and their overall perception of Melbourne competitiveness as a 

visitor destination. 

  

                                                                        

1 SA2 (Statistical Area Level 2) is one of the spatial units defined under the ABS Australian Statistical Geography Standard (ASGS).  

Qualitative Reports

ωGreater Melbourne

ωInner Melbourne

ωMelbourne's East

ωMelbourne's North

ωMelbourne's South-East 
Inner

ωMelbourne's South-East 
Outer

ωMelbourne's West

Consultation

ω10 sub-regional workshops

ω60+ individual stakeholder 
meetings

ω35+ online submissions 

Visitor Research

ω1,854 resident surveys

ω515 domestic leisure visitors

ω505 domestic business 
visitors

ω1,064 international leisure 
visitors

ω488 international business 
visitors

Destination Management 
Plans

ωGreater Melbourne DMVP

ωMelbourne'e East DMVP

ωInner Melbourne DMVP

ωMelbourne's South East 
DMVP

ωMelbourne's West DMVP
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Strategic Themes & Recommended Opportunities 

STRATEGIC THEME 1  POSITIONING & BRANDING 

Recommended 
Opportunities 

1.1 Develop a collaborative working partnership approach to developing and promoting tourism in Greater Melbourne  

1.2 Ensure that Greater Melbourne, sub-regions and tourism precincts align with ±ƛǎƛǘ ±ƛŎǘƻǊƛŀΩǎ aŜƭōƻǳǊƴŜ marketing brand 

1.3 Develop digital content to enhance digital marketing 

1.4 Enhance digital assets to deliver personalised experiences 

STRATEGIC THEME 2 TOURISM PRODUCT 

Recommended 
Opportunities 

2.1 Enhance parks, gardens, nature and outdoor brand and offering  

2.2 Increase activation of the Maribyrnong and Yarra Rivers, associated waterways, and beaches and Port Phillip Bay 

2.3 Investigate the industrial tourism potential offering of Greater Melbourne 

2.4 Further develop the indigenous cultural offering in Greater Melbourne  

нΦр 9ȄǇŀƴŘ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ live music scene to grow the night economy 

нΦс wŜŦƛƴŜ ŀƴŘ ǇǊƻƳƻǘŜ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ ǊŜǘŀƛƭ ŀƴŘ market offering 

2.7 Develop the food, wine & beverage offering beyond the CBD 

2.8 Identify existing and new precincts which require investment or development to maximise their tourism potential 

нΦф 9ƭŜǾŀǘŜ ŀƴŘ ōǊƻŀŘŜƴ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ ǎǘŀǘǳǎ ŀǎ ŀ /ǊŜŀǘƛǾŜ /ƛǘȅ  

STRATEGIC THEME 3 EVENT DEVELOPMENT 

Recommended 
Opportunities 

3.1 Expand and refine current events strategies to encourage dispersal of events across Greater Melbourne 

3.2 Identify and activate under-utilised spaces to create new and intimate venues to host events  

3.3 Develop and bid for new festival and events across Greater Melbourne with a vision for dispersal and growth 

STRATEGIC THEME 4 CAPACITY & CAPABILITY 

Recommended 
Opportunities 

4.1 Create an industry-wide collaborative working group to deliver on the recommended opportunities of the DMVP  

4.2 Learn about what other Greater Melbourne destinations have to offer and learn from best practice application 

4.3 Partner with Study Melbourne to understand the ƛƳǇŀŎǘ ƻŦ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǎǘǳŘŜƴǘǎ ƻƴ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ ǾƛǎƛǘƻǊ ŜŎƻƴƻƳȅ 

4.4 Further develop the existing Greater Melburnian Ambassador Program to promote individual places/regions 

4.5 Stimulate investor confidence throughout Greater Melbourne 

  



 

 
vii 

Greater Melbourne Destination Management Visitor Plan 

STRATEGIC THEME 5 INFORMATION 

Recommended 
Opportunities 

5.1 Use digital technology, platforms and systems to create marketing innovation across all tourism businesses  

5.2 Inform decision-making with data, research, intelligence and insights  

5.3: Roll-out the Melbourne Wayfinding Signing Master Style Guide across Greater Melbourne 

STRATEGIC THEME 6 SUPPORTING INFRASTRUCTURE 

Recommended 
Opportunities 

6.1 Work with Transport for Victoria and its agencies to promote greater use of public transport and positive visitor experiences  

6.2 Communicate ways to travel within and across Greater Melbourne on public transport  

6.3 Improve sense of arrival for cruise ship passengers at Station Pier  

6.4 Increase diversity of visitor accommodation across Greater Melbourne 
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Key Investment Opportunities 

Based on a culmination of primary and secondary research undertaken in developing this and the sub-regional DMVPs, a range of infrastructure and strategic opportunities have been identified which, if 

realised would both complement and diversify DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ tourism industry.  

Please note: The opportunities presented below represent ideas of what could be developed to enhance the visitor offering of Greater Melbourne - they have not been qualified by feasibility studies or cost 

benefit analyses, nor have they been pre-assigned any funding to realise development ς they are suggested opportunities. 

MELBOURNE WIDE 

Infrastructure Opportunities 

+ Work collaboratively to deliver improved, integrated transport infrastructure services 

(particularly east-west connections) using a visitor lens to improve travelling times between key 

points of interest.  

+ Continue to work with Victorian Ports Corporation (Melbourne) to examine the strategic and 

infrastructure options for domestic ferry and cruise ship options.  

+ Develop a tourism investment prospectus to attract international operator interest to meet 

demand gaps. 

+ Support the future development of the Airport Rail Link and the 90km Surburban Rail Loop to 

encourage dispersal across Greater Melbourne. 

Strategic Opportunities 

+ Work collaboratively to deliver a coordinated approach to marketing across the Greater 

Melbourne region. 

+ Work with Local Councils and Parks Victoria to develop a Parks, Gardens & Nature Visitor 

Strategy which will capitalise natural environmental assets (waterways, green spaces, trails 

network) to enhance the outdoor brand positioning of Greater Melbourne and to encourage 

dispersal from CBD to outer metro regions.  

+ Develop a connected golf tourism strategy for all Greater Melbourne regions. 

+ Investigate opportunities (and supporting infrastructure required) to activate the Maribyrnong 

and Yarra rivers and associated waterways to enhance visitor appeal.  

+ Investigate the adventure tourism appeal of lakes and reservoirs throughout Greater 

Melbourne. 

+ 5ŜǾŜƭƻǇ ŀ ŎƭŜŀǊ ƛƴŘǳǎǘǊƛŀƭ ǘƻǳǊƛǎƳ ǎǘǊŀǘŜƎȅ ŦƻǊ aŜƭōƻǳǊƴŜΩǎ ²Ŝǎǘ ŀƴŘ {ƻǳǘƘ 9ŀǎǘ ǘƻ ǎƘƻǿŎŀǎŜ 

the industrial background of Newport, Spotswood and Yarraville among others specifically and 

the food manufacturing and beverage sites in the South East generally.  

+ Work with other regions to connect with complementary Aboriginal tourism products such as 

the Spiritual and Healing Trail, Brimbank Park, Merri Creek, and the Koori Mural. 

+ Work with Music Victoria and Melbourne Music Advisory Committee to develop a Music 

Strategy for Greater Melbourne based on best practice outcomes as delivered through the City 

of Melbourne Music Strategy. 

+ Use existing strategic plans, create a sustainable urban markets action plan to support and grow 

street and covered markets as visitor destinations in their own rights (including, amongst 

others, St Kilda Esplanade Market, South Melbourne Markets and Dandenong Market). 

+ Develop a clear food, wine & beverage tourism strategy all sub-regions in conjunction with 

existing food and wine strategies with the aim of packaging the different elements into an offer 

for visitors and tested through a series of new marketing initiatives.  

+ Work in an integrated manner with government and statutory authority partners to improve the 

tourism experience for visitors at key tourist precincts in the CBD including: Melbourne Museum 
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Precinct, Federation Square, Southbank Precinct. In regional Melbourne, Werribee Park, Arden 

and others in regional Melbourne. 

+ Work with stakeholders within the NGV, Arts Centre Melbourne and local tourism operators, 

cultural and arts organisations and associations to develop a well- defined precinct with 

gateway signage, street performers, pavement art.   

+ ²ƻǊƪ ǿƛǘƘ /ǊŜŀǘƛǾŜ ±ƛŎǘƻǊƛŀ ǘƻ ŜƴǎǳǊŜ ǘƘŀǘ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜ ƛǎ ƛƴǘŜƎǊŀǘŜŘ ǿƛǘƘ aŜƭōƻǳǊƴŜΩǎ 

(CBD) creative strategy and cultural community and acts as a springboard for new initiatives.  

+ Further enhance the existing Tourism Excellence program for industry to increase operator 

knowledge and understanding of the experiences on offer in their own region and in in adjacent 

regions (Operators on tour program). 

+ Work with Study Melbourne to compile a segmentation profile of international students 

(nationality, country of origin, age, campus location, course of study, length of course)   

+ Encourage more Melburnians to enjoy the destinations on their doorstep by expanding the 

ŘŜƭƛǾŜǊȅ ƻŦ ά5ƛǎŎƻǾŜǊ ȅƻǳǊ hǿƴ .ŀŎƪȅŀǊŘέ ŎŀƳǇŀƛƎƴ ŀƴŘ ŜƴŎƻǳǊŀƎƛƴƎ ƭƻŎŀƭ ǊŜǎƛŘŜƴǘǎ ǘƻ ǇŜǊŦƻǊƳ 

ŀƳōŀǎǎŀŘƻǊƛŀƭ ǊƻƭŜǎ ŦƻǊ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΦ [Ŝǎǎƻƴǎ ƭŜŀǊƴŜŘ ŦǊƻƳ ǘƘŜ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΩǎ 

ŜȄƛǎǘƛƴƎ ±L/ǎ ŀǎ ǿŜƭƭ ŀǎ aŜƭōƻǳǊƴŜΩǎ wŜŘ /ƻŀǘ ǾƻƭǳƴǘŜŜǊǎ ǎƘƻǳƭŘ ōŜ ƭŜǾŜǊŀƎŜŘ ǘƻ ƳŀȄƛƳƛǎŜ 

outcomes. 

+ Develop a communications strategy which highlights the positive contribution of tourism to 

society, including socio-economic benefits, job creation, skills development and contribution to 

creativity and innovation. 

+ Promote and encourage the roll-out of the Melbourne Wayfinding Signing Master Style Guide 

(as developed as an outcome of the Melbourne Visitor Signage Project) across Greater 

aŜƭōƻǳǊƴŜΣ ŎƻƳƳŜƴŎƛƴƎ ǿƛǘƘ LƴƴŜǊ aŜƭōƻǳǊƴŜ όŀƴŘ ǎŜŎƻƴŘƭȅ ǿƛǘƘ aŜƭōƻǳǊƴŜΩǎ ²Ŝǎǘύ ǘƻ ōǳƛƭŘ 

consistency between existing wayfinding signage systems in Melbourne.  

+ Work in partnership with Transport for Victoria and its agencies to develop campaigns that 

encourage travel along specific lines and routes.  

+ Work with Transport for Victoria and its agencies to develop simplified myki communications. 

+ Undertake a detailed visitor accommodation audit and gap analysis to identify gaps in the 

diversity of accommodation provision, international brand presence, quality and facility 

provision and develop an options model and accommodation strategy to meet current and 

future anticipated demand drivers. 

Event Opportunities 

+ Create new walking, cycling, canoeing events which showcase the natural offering of Greater 

Melbourne. 

+ Create sustainability, wildlife, nature and environment events and festivals to showcase Greater 

aŜƭōƻǳǊƴŜΩǎ ǎǘǊŜƴƎǘƘ ƛƴ ǇŀǊƪǎΣ ƎŀǊŘŜƴǎ ŀƴŘ ƴŀǘǳǊŜΦ  

+ Pilot a Melbourne Industrial Heritage Week which celebrates the industrial heritage offering in 

aŜƭōƻǳǊƴŜΩǎ ²Ŝǎǘ όŀƴŘ ƻǘƘŜǊ ǊŜƎƛƻƴǎΣ ƴƻǘŀōƭȅ aŜƭōƻǳǊƴŜΩǎ {ƻǳǘƘ 9ŀǎǘύΦ 

+ Extend the events and activities of Melbourne Music Week to include Greater Melbourne. 

+ Work with Visit Victoria, Melbourne Convention Bureau and others to expand and refine 

aŜƭōƻǳǊƴŜΩǎ ŜǾŜƴǘ ǎǘǊŀǘŜƎȅ ǘƻ ŜƴŎƻǳǊŀƎŜ ƎǊŜŀǘŜǊ ŘƛǎǇŜǊǎŀƭ ƻŦ ŜǾŜƴǘǎ ŀŎǊƻǎǎ DǊŜŀǘŜǊ aŜƭōƻǳǊƴŜΦ 

+ Investigate the potential of using the Maribyrnong and Yarra rivers for flotilla, pageants and 

events. 

+ Develop and promote a comprehensive events calendar. 

MELBOURNEΩ{ EAST 

Infrastructure Opportunities  

+ Investigate the potential of developing corporate hotels (with conference facilities) in Box Hill 

CBD, Monash University and Ringwood and boutique hotels near Heide Museum of Modern Art. 

+ Use existing laneways in Box Hill to develop a laneway cuisine trail.  

+ Investigate ǘƘŜ ǇƻǘŜƴǘƛŀƭ ŦƻǊ ŎǊŜŀǘƛƴƎ ŀƴ ŀǊǘƛǎǘǎΩ ǊŜǘǊŜŀǘ ƴŜar Heide Museum of Modern Art to 

increase length of stay and create authentic and immersive experiences. 

Strategic Opportunities  

+ Promote the protection of aŜƭōƻǳǊƴŜΩǎ 9ŀǎǘ biodiversity and natural environment by 

investigating the visitor appeal of Green Wedges.  
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+ Promote the availability of mountain bike and canoeing trail experiences in aŜƭōƻǳǊƴŜΩǎ 9ŀǎǘ. 

+ In conjunction with MelbourneΩǎ South East develop a connected golf tourism strategy for the 

region. 

+ Investigate opportunities (and supporting infrastructure required) to activate the Yarra River 

and associated waterways to enhance visitor appeal. 

+ Provide input into a riverside enhancement strategy for the Yarra River to identify potential 

tourism nodes/precincts for development. 

+ Use current plans and strategies to develop an arts and cultural tourism strategy for 

aŜƭōƻǳǊƴŜΩǎ 9ŀǎǘ (including visual, creative and performing arts) and cultural assets to 

ǎǘǊŜƴƎǘƘŜƴ ǘƘŜ 9ŀǎǘΩǎ ǇƻǎƛǘƛƻƴƛƴƎ ŀǎ ŀƴ arts and cultural destination. 

INNER MELBOURNE  

Infrastructure Opportunities 

+ Create a signature arts precinct gateway to the NGV/Arts Centre Melbourne/Hamer 

Hall/Australian Centre for Contemporary/MTC/Melbourne Recital Centre to maximise 

partnerships across the precinct and the visitor experience. 

+ Investigate the appetite for the introduction of efficient water taxi shuttle operations and river 

cruises. 

+ tǊƻƳƻǘŜ ǎǳǎǘŀƛƴŀōƭŜ ǘǊŀǾŜƭ ǘƻ ŀƴŘ ŦǊƻƳ LƴƴŜǊ aŜƭōƻǳǊƴŜΩǎ ƳŀǊƪŜǘǎ by increasing cycle parking 

availability in and around markets. 

Strategic Opportunities 

+ Support the parks, gardens and nature public space developments proposed in the St Kilda 

Triangle masterplan to create a beach and bayside tourism precinct along the St Kilda 

Esplanade.  

+ 9ƴŎƻǳǊŀƎŜ ǘƘŜ ŎǊŜŀǘƛƻƴ ƻŦ ŀ ǉǳŀǊǘŜǊƭȅκŀƴƴǳŀƭ άaǳǎŜǳƳǎ ŀǘ bƛƎƘǘέ ŀŦǘŜǊ-hours festival of culture 

and heritage across art and museum venues in Inner Melbourne 

+ Create a monthly ά[ƻǾŜ ȅƻǳǊ [ƻŎŀƭ aŀǊƪŜǘǎέ ŜǾŜƴǘ ǿƘƛŎƘ ŎŜƭŜōǊŀǘŜǎΣ ǎǳǇǇƻǊǘǎ ŀƴŘ ǇǊƻǾƛŘŜǎ 

opportunities for the sector. It also serves to enhance the night-time economy and create 

vibrancy within tourism precincts. 

+ Encourage initiatives to use buildings and street spaces temporarily for creative uses. 

+ Advocate for the development and implementation of international best practice programs to 

activate the evening and night time economy (e.g. UK Purple Flag accreditation scheme). 

MELBOURNEΩS SOUTH EAST 

Infrastructure Opportunities - South East Outer  

+ Enhance access to green spaces through the implementation of a connected trails networks 

(walking, cycling and horse riding), supported by appropriate information and good 

interpretation of the physical and cultural context. 

+ Investigate the adventure tourism appeal of Cardinia Reservoir. 

Infrastructure Opportunities - South East Inner 

+ Encourage investment in boutique hotels and golf resort accommodation in South East coastal 

regions. 

+ Investigate the potential of enhancing the tourism appeal of the Australian National Aviation 

Museum at Moorabbin Airport to increase dwell-time, diversify target audiences and create 

immersive experiences.  

+ Investigate the potential of using the dinosaur footprints and fossils found along aŜƭōƻǳǊƴŜΩǎ 

South-East coastline to develop coastal experiences through geological time.  

+ Investigate potential to boost the coastal culinary tourism e.g. through food trucks, seafood 

restaurant, seafood cooking school. 

+ Improve communications on how visitors can reach the coast from nearby train stations. 

Strategic Opportunities - South East Outer  

+ Investigate the adventure tourism appeal of Cardinia Reservoir. 
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+ Investigate the development potential of Melbourne Water Recreation Area to create a nature 

conservation/urban oasis/wetland centre. 

+ Investigate the opportunity to create food manufacturing factory experience tours. 

Strategic Opportunities - South East Inner  

+ Develop a coastŀƭ ǘƻǳǊƛǎƳ ǎǘǊŀǘŜƎȅ ŦƻǊ ǘƘŜ {ƻǳǘƘ 9ŀǎǘ ǿƘƛŎƘ ŀƛƳǎ ǘƻ ŜƭŜǾŀǘŜ ǘƘŜ ǊŜƎƛƻƴΩǎ ǎǘŀǘǳǎ 

as a recreational water playground. 

+ Investigate the opportunity to improve casual dining options in key water sport activity 

precincts. 

+ Develop a golf tourism strategy to ŜƭŜǾŀǘŜ ǘƘŜ {ƻǳǘƘ 9ŀǎǘΩǎ Ǉƻǎƛǘƛƻƴ ŀǎ ŀ ǿƻǊƭŘ-class golf 

destination. 

Event Opportunities 

+ /ǊŜŀǘŜ ŀƴ ŀǾƛŀǘƛƻƴ ŦŜǎǘƛǾŀƭ ǘƻ ŎŜƭŜōǊŀǘŜ ǘƘŜ {ƻǳǘƘ 9ŀǎǘΩǎ ƛƳǇƻǊǘŀƴŎŜ ƛƴ ǘǊŀƛƴƛƴƎ ǘƘŜ Ǉƛƭƻǘǎ ƻŦ 

tomorrow. 

+ Create an annual dinosaur/fossil festival to reinforce the SouǘƘ 9ŀǎǘΩǎ ǇƻǎƛǘƛƻƴƛƴƎ ƻƴ ǘƘŜ WǳǊŀǎǎƛŎ 

Coast. 

MELBOURNEΩ{ WEST 

Infrastructure Opportunities 

+ Support the attraction of regional investment in hotel accommodation at key visitor nodes   

+ Investigate ecotourism accommodation development opportunities in areas with high 

biodiversity appeal, especially those close to RAMSAR sites and coastal areas of significance. 

+ Develop connected trails networks (walking, cycling and horse riding), supported by appropriate 

information and good interpretation of the physical and cultural context. 

+ Support the masterplan for Werribee Open Range Zoo. 

+ Continue to work with Melbourne Water and other key stakeholders to create bird 

watching/interpretative centres at key sites throughout the region. 

+ Advocate for further progression of the creative and technology hubs for Museum Victoria and 

Scienceworks. 

+ In collaboration with indigenous representatives, Land Compensation and Cultural Heritage 

Council, Parks Victoria and Brimbank City Council, investigate the potential of creating a visitor 

attraction and interpretation centre in Brimbank Park which showcases the Aboriginal 

archaeological importance of the area.  

+ Support further improvements at Seaworks and Nelson Place in Williamstown under a Tourism 

Precinct approach. 

Strategic Opportunities 

+ Develop a clear industrial tourism strategy for aŜƭōƻǳǊƴŜΩǎ ²Ŝǎǘ to showcase its industrial 

heritage. 

+ Work to segment the marine tourism market and identify the priority market opportunities and 

effective routes to these international markets and customers with a clear and consistent 

approach. 

+ Investigate opportunities to grow the golf tourism markets in aŜƭōƻǳǊƴŜΩǎ ²Ŝǎǘ ŀƴŘ ŘƻǾŜǘŀƛƭ 

this with other strategies in other sub-regions (e.g. East and South East). 

+ Further develop the Warrensbrooke Faire tourism precinct. 

+ Leverage the development of the Airport Rail Link and development of Avalon Airport as an 

international air terminal. 

Event Opportunities 

+ Consider a Melbourne Industrial Heritage Week which celebrates the industrial heritage offering 

in aŜƭōƻǳǊƴŜΩǎ ²Ŝǎǘ and other regions (e.g. South East and Inner). 

+ Work collaboratively across the region to cooperate in the development and leveraging of major 

events calendar across all sectors including food, beverage, arts, business, sport and special 

interest. 

+ Create a wildlife & safari festival to promote the zoological assets of Werribee Open Range Zoo 

and RAMSAR Wetlands and the Dingo Discovery Sanctuary and Research Centre. 
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+ LƴǘŜƎǊŀǘŜ ǘƘŜ ǊŜƎƛƻƴΩǎ [ǳƴŀǊ bŜǿ ŎŜƭŜōǊŀǘions into a broader program across Melbourne.  
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 Destination Management 

Collectively, the strategic priorities laid out in this DMVP have the potential to increase dispersal across 

Greater Melbourne thereby improving its competitiveness and encouraging visitors to stay longer and 

spend more. It is anticipated that the end result will engender civic pride, attract new generations of 

ǾƛǎƛǘƻǊǎ ŀƴŘ ƛƳǇǊƻǾŜ aŜƭōƻǳǊƴŜΩǎ ǎǘŀǘǳǎ ŀǎ ŀ nationally and globally competitive destination. The 

strategic priorities are both challenging and aspirational, but entirely achievable.  
































































































