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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 to enhance the destination’s appeal to visitors.
This DMVP is a guide for all stakeholders involved in Melbourne’s West tourism industry and
for organisations and individuals who may wish to work together with others to maximise
the benefits that Melbourne’s West receives from its visitors.

The overarching purpose of this DMVP for Melbourne’s West (MWDMVP) therefore is to
provide a platform for collaboration between industry and the government to expand the
tourism focus of Melbourne’s West beyond council boundaries. By placing focus on the
visitor journey, and highlighting the unique tourism offerings of the West, visitors will be
encouraged to explore beyond the boundaries of the CBD and be encouraged to stay
longer and spend more in the region to the point that by 2027, the annual visitor
expenditure in Melbourne’s West will have increased by almost 70% over current
levels. This plan outlines how to achieve this target.

Melbourne’s West Today

Melbourne’s West' has a large number of unique attractions including (and not limited to)
major tourism destinations like Werribee Open Range Zoo, Werribee Park Mansion,
Scienceworks in Spotswood; significant environmental assets including Point Cook Park
and Cheetham Wetlands, Maribyrnong River, Brimbank Park and Organ Pipes National Park,
major cycling trails; coastal experiences including Wyndham Harbour and Werribee South
Beach, Altona Beach, Williamstown Beach, Seaworks, Melbourne Seaplanes, several sailing
clubs and boating facilities. The region has a range of major sporting assets including four
race courses (Flemington, Moonee Valley, Werribee and Tabcorp Park), Melbourne Ball
Park, and is home to the Western Bulldogs AFL Club. A focus on the arts includes The

"Melbourne’s West includes the local government areas of Brimbank, Hobsons Bay, Melton, Maribyrnong, Moonee
Valley and Wyndham. However, for the purpose of this project Maribyrnong is aligned with the Inner Melbourne sub-
region.

Substation, Incinerator Gallery, Bowery Theatre at STACC and other significant galleries
and a host of public artworks. Food and hospitality offering includes "Little Vietham” in
Sunshine, wineries, craft breweries, and several food precincts, and retail outlets including
Essendon Fields DFO, and Pacific Werribee.

The contrasts and diversity offered by Melbourne’s West has potential to:
+ increase dispersal across council boundaries and thereby create integration;

+ draw visitors from the central city and expand the marketplace to attract more
interstate and international visitors;

+ lift existing council and sub-regional visions and development plans;
+ develop deeper and coherent stories about the region;
+ strengthen the sense of belonging to the region;

+ create better experiences and tourism products for all visitors sourced locally or
further beyond; and

+ cement legitimacy as a recognized destination in its own right.

Viewing Greater Melbourne as one tourism region (of which Melbourne’s West is an integral
part) is not without challenges due to the highly varied roles of stakeholders involved and
diversity of the tourism landscape. This DMVP recognises these challenges and has
identified potential opportunities which will strengthen connections across Melbourne’s
West. This DMVP also identifies opportunities to connect with other sub-regional areas
across Greater Melbourne which have potential to strengthen, facilitate and deepen
connections and elevate visitor experiences across the entire metropolitan region.
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Purpose of this Destination Management Visitor Plan measurable implementation plan. Different actions and outcomes will require the
leadership of varying stakeholders - this plan does not seek to assign responsibility or
leadership for any particular action or desired outcome - rather the stakeholders
collectively should engage with each other to determine the leadership and participation
on a case by case basis. In order to achieve maximum outcomes with maximum
efficiencies, Western Melbourne Tourism will collaborate with Destination Melbourne in
the delivery of proposals identified in the MWDMVP.

This DMVP is a document for everyone engaged and connected with tourism in
Melbourne’s West and provides direction on how the visitor economy in Melbourne’s West
will be developed, managed and promoted in the period over the next ten years. It
provides a strategic framework to encourage regional collaboration to guide future
development opportunities. The MWDMVP has been prepared to dovetail into, and support
the DMVP for Greater Melbourne, and as such, the key tools required to drive success
including collaborative partnerships, sub-regional and precinct branding and marketing
and product development are all considered to be important elements of success. Equally,
the Greater Melbourne DMVP forms an essential part of this plan and the two must be
used, effectively, together.

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 provide a
framework which have potential to improve Melbourne’s West efficiency and use of
resources to help grow a sustainable and regionally-connected visitor economy.

Improved service delivery: The MWDMVP suggests proposals for service improvement and
offers the means to collaborate to deliver economic growth. These suggestions provide a
platform which 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
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OUTCOMES BY
2027

STRATEGIC
THEMES

WHO'S
RESPONSIBLE

VISION

RECOMMENDED

SUGGESTIONS

9 21% growth in visitors (to 4.3 million)
1 90% growth in visitor nights (12.4 million)
1 69% growth in visitor economy ($2.4 billion)

1. Positioning & Branding

2. Tourism Product

3. Event Development

4. Capacity & Capability

5. Information

6. Supporting Infrastructure

Western Melbourne Tourism Inc (WMT) comprising a cross section of stakeholders involved in the tourism industry, supported by Destination
Melbourne and relevant Government organisations.

By 2027, Melbourne’s West will have significantly increased the value of the visitor economy by embracing it's urban edge, the vibrancy of its
artistic and multicultural community as well rich heritage and natural assets. It will be a compelling destination, offering distinct experiences as
part of Greater Melbourne.

Increased investment in internationally branded accommodation.
Investigate activation of all rivers and waterways traversing Melbourne’s West.
More investment to develop full potential of Seaworks and Scienceworks.
Support Sunshine’s opportunity to become a regional rail hub.

Enhance maritime history associated with Williamstown.

Develop industrial tourism potential of the West.

Expand Werribee Open Range Zoo according to its masterplan

Develop Melton Botanic Garden as a premier tourist attraction.
Continued growth of Wyndham Harbour.

Reinforce creative hubs including in Newport and Footscray.

Package and link together bicodiversity / outdoor experiences.

Develop / promote Brimbank Park including Keilor Man.

Leverage the development of a new Melbourne Airport Rail Link.

= =) =) =) =) =) =) =) =0 =) =) =) =

ENHANCE EXISTING CONSIDER VISITOR BUILD ON CURRENT
CAPABILITIES PERCEPTIONS STRENGTHS

RESULTS

STRATEGY

OPPORTUNITIE
S

FOUNDATION
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Strategic Themes & Recommended Opportunities

STRATEGIC THEME 1 POSITIONING & BRANDING

1.1Use WMT to drive a collaborative working partnership approach to developing and promoting tourism in Melbourne’s West
Recommended 1.2 Ensure that Melbourne’s West and its tourism precincts are integrated and aligned with Visit Victoria’s Melbourne marketing brand
Opportunities 1.3 Develop digital content to enhance digital marketing of Melbourne’s West as a destination

1.4 Support and promote enhancements to digital assets to deliver personalised experiences in Melbourne’s West

2.1 Enhance parks, gardens, nature and outdoor brand and offering in Melbourne’s West
2.2 Increase activation of the bay coastline, Maribyrnong, Yarra and Werribee Rivers and associated waterways in Melbourne’s West
2.3 Investigate the industrial tourism potential of Melbourne’s West
2.4 Develop the indigenous tourism offering in Melbourne’s West
Recommended 2.5 Strengthen the maritime heritage offering in Melbourne’s West
Opportunities 2.6 Identify existing and new precincts in Melbourne’s West which require investment or development to maximise their tourism potential
2.7 Develop Melbourne’s West music scene
2.8 Elevate tourism focus within regeneration initiatives to benefit local businesses and visitors in Melbourne’s West
2.9 Further strengthen arts, culture and food offering in Melbourne’s West
2.10 Curate experiences for key markets and package day experiences
STRATEGIC THEME 3 EVENT DEVELOPMENT

3.1 Expand and refine current events strategies to encourage dispersal of events across Greater Melbourne to include Melbourne’s West

Recommended 3.2 Identify and activate under-utilised spaces to create new and intimate venues to host events in Melbourne’s West
Opportunities 3.3 Identify Melbourne’s West sport hosting capacity and develop a sport tourism strategy to attract increased share of sporting events

3.4 Develop and bid for new festival and events across Melbourne’s West with a vision for dispersal and growth

<
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4.1 Further develop an industry-wide collaborative working group(s) to deliver on the actions recommended

4.2 Improve product knowledge and principles of visitability across Melbourne’s West visitor economy

4.3 Explore and improve opportunities for joint promotions and joint marketing across Melbourne’s West
Recommended 4.4 Investigate the impact of the student market on the Melbourne’s West visitor economy and implement strategies to take advantage of insights gained
Opportunities 4.5 Play an active role in improving delivery of customer service across Melbourne’s West
4.6 Support the establishment of a Greater Melburnian Ambassador Program to promote individual places/regions in Melbourne’s West

4.7 Develop an employers’ forum and employer-led approach to tourism, hospitality & leisure education and careers, including a new School of the Visitor
Economy based at Victoria University

STRATEGIC THEME 5 INFORMATION

5.1 Use digital technology, platforms and systems to create marketing innovation across all tourism businesses in Melbourne’s West

5.2 Make informed decisions using data, research, intelligence and insights underpinning the future of Melbourne’s West visitor economy
Recommended

. 5.3 Implement VTIC's industry standards for visitor information dissemination across Melbourne’s West (including relevant accreditation)
Opportunities

5.4 Encourage new business starts in Melbourne’s West by providing a toolbox for best practice

5.5 Roll-out Melbourne Wayfinding Signage Master Style Guide across Melbourne’s West

6.1 Work with Transport for Victoria to promote increased utilisation of public transport throughout Melbourne’s West and ensure positive visitor experiences
whilst doing so

6.2 Identify red-tape reduction and mitigation strategies to encourage increased entrepreneurship in Melbourne’s West
Recommended
Opportunities 6.3 Increase diversity of visitor accommodation across Melbourne’s West

6.4 Advocate for the implementation of environmentally sustainable practices to all new tourism developments in Melbourne’s West
6.5 Work with Avalon Airport as a domestic and international air gateway to Melbourne’s West

6.6 Leverage the development of a new Melbourne Airport Rail Link
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Investment Opportunities

Based on a culmination of primary and secondary research undertaken in developing
this DMVP, a range of infrastructure and strategic opportunities have been identified
which, if realised would both complement and diversify Melbourne’s West tourism
industry. These opportunities play to the strengths of Melbourne’s West, reinforce
the region’s unique product and experience offering, and complement the visitor
journey of discovery throughout Greater Melbourne.

To drive action on the strategy the Western Melbourne Tourism Board has identified areas
of immediate priority and advocacy:

INFRASTRUCTURE OPPORTUNITIES

+ Supporting masterplan development of new visitor attractions including:
0 Werribee Open Range Zoo
o Scienceworks Museum of the Future
0 Seaworks Maritime precinct

+ The development of cycling trails and infrastructure and the promotion of visitor
experience across the region by bike

+ Participating in the development of the Victorian Government’s business case for the

development of the new Melbourne Airport Rail link (Sunshine Hub)

STRATEGIC OPPORTUNITIES

+  Strengthen representation of Melbourne’s West in the branding, marketing and
promotion of Melbourne as a visitor destination

+ Activate our bay, rivers and waterways and enhanced linkages with the CBD

+ Leverage the role of Avalon Airport as Melbourne’s new second international airport

+  Leverage local residents as ambassadors for the region and improve awareness of local

attractions for the visiting friends and relatives” market

Increase focus on nature-based experiences of the region, including the biodiversity
assets, wetlands, walking trails, birdwatching and other outdoor experiences

Leverage our existing visitor information networks and improve the positioning and
distribution of digital information and ‘packaging’ of experiences to relevant market
segments

Promote the profile of Melbourne’s West food and hospitality culture
Support the profile and development of arts and cultural venues across the region

Support the development of a new school for Visitor Economy at Victoria University

EVENT OPPORTUNITIES

+

Support the participation of Melbourne’s west in Melbourne wide festivals (e.g. such as
Melbourne Food & Wine Festival, Melbourne International Comedy Festival, Melbourne
Jazz Festival, Chinese New Year celebrations)

Leverage venues in the region in the upgrade of existing events, or development of
new events themed across food, cultural celebration, industrial heritage, nature and
wildlife, arts and sport

Support the development of a new What’s On platform for the region, to better
aggregate and communicate events across the region

vii
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Collectively, the strategic priorities laid out in this DMVP have the potential to increase
dispersal across Melbourne’s West 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 visitors and improve Melbourne’s status as a nationally and
globally competitive destination. The strategic priorities may be challenging and aspirational,
~* but entirely achievable.
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This Destination Management Visitor Plan for Melbourne’s West (MWDMVP) is
designed as a strategic framework to encourage regional collaboration and to guide
future development opportunities.

Success will be measured by the extent to which Melbourne’s West is able to develop as an
important visitor destination in its own right, and its ability to contribute to the
strengthening of Greater Melbourne as a globally competitive destination. Instigated and
managed by Destination Melbourne in partnership with Western Melbourne Tourism Inc.,
this DMVP sets out how Melbourne’s West can improve its competitive positioning as a
global tourism destination over the next ten years. The MWDMVP has the needs of all
investors and visitors at its heart and seeks to improve the region for everyone.

WHAT IS A DESTINATION MANAGEMENT VISITOR PLAN?

Destination management is a process that seeks to coordinate all aspects of a destination
that contribute to a visitor’s experience, taking into account the needs of visitors, local
businesses, residents and the environment. Destination Management Visitor Plans (DMVPs)
seek to create high-quality visitor experiences and are a tried and tested means to
maximise the benefits of tourism to the destination.

As a comprehensive framework, DMVPs identify the competitive advantages of the
destination, the target markets potentially interested in visiting; how the destination could
be enhanced to take full advantage of its unique competitive advantages, and how the
destination could reach out to and compel its target markets to visit.

DMVPs are not prescriptive plans for tourism development, nor are they tourism strategies
for individual councils; they are also not a guarantee for funding and are not a quick-fix
solution. Rather, DMVPs focus on identifying the unique competitive advantages of a
destination through a visitor lens (gained through extensive consultation) and provide
recommendations on how these unique elements can be translated into tangible
opportunities to enhance the visitor experience and visitor economy. Visitors do not make
travel decisions based on council or State boundaries; their decisions are guided by their
personal interests and desire for discovery. This in turn, calls on governments and the
visitor industry to work collaboratively to provide the best possible all-rounded experience
for visitors. The collective benefits of increased visitor spend, increased profile, increased
investment in tourism infrastructure and direct and indirect economic benefits at a
regional level are too significant to ignore.

WHO IS THIS DMVP FOR?

This DMVP is relevant for tourism organisations, associations and working groups, local
governments, state governments, industry and all tourism stakeholders with an interest in
growing their visitor economy and individuals who are interested or engaged in the process
of destination management at different levels.

WHAT VALUE DOES THIS PLAN SEEK TO DELIVER?

It is envisaged that this DMVP will be of value to a wide audience of organisations whether
as a reminder of the region’s unique competitive positioning as a tourism destination, or
as a source of ideas and inspiration to develop, deepen and strengthen its visitor economy.
It is relevant to destinations which already have a DMVP, a tourism strategy or equivalent
document and who want to strengthen or renew it, as well as to those who are at the
beginning of planning together.

WHAT IS THE AIM OF THIS PLAN?

The aim of the MWDMVP is to provide a strategic framework which encourages regional
collaboration by multiple stakeholders to guide future tourism development opportunities
in Melbourne’s West to 2027. A key feature of the MWDMVP is that it is directly linked to
the State (and National) targets of growing the diversity of the visitor offering as a means to
increase the economic contribution of tourism. The MWDMVP also links inextricably with
the DMVP developed for Greater Melbourne. Based on available research, consultation and
stakeholder feedback, and a review of existing planning, reviews and reports, this MWDMVP
also builds on grass roots support for key initiatives from local tourism organisations, local
government, and tourism operators. This plan should be considered in conjunction with
the Greater Melbourne DMVP to maximise success and streamline efficiencies.

This MWDMVP is not intended to replace the tourism work already taking place across
Melbourne’s West. It is essential that this work continues in a cohesive manner to
deliver well-managed tourism precincts with a strong sense of place that invest in
their visitor experiences. Work undertaken at a council level is the foundation which
will enable Melbourne’s West to benefit from the suggested activity in this MWDMVP.
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WHO IS INVOLVED? Viewing Melbourne’s West as one cohesive tourism region will be most successful

when undertaken in collaboration across council boundaries.
Indicative of the importance of the visitor economy, all levels of government from

national through to local councils are involved and have all published strategic EXISTING PLANS & STRATEGIES DRIVING TOURISM

industry documents which are focused on creating and stimulating further growth in

the sector. There are a number of key plans and strategies that have a relationship with the MWDMVP.

+ Tourism Australia is the Australian government agency responsible for attracting +  From a State perspective, the Victorian Visitor Economy Strategy (2016-2019) (which
international visitors to Australia, both for leisure and business events. Tourism supersedes Victoria’s 2020 Tourism Strategy) plays a pivotal role in shaping the
Australia is responsible for implementing Tourism 2020 - a whole of government and delivery of the GMDMVP from an overarching State level.

industry long-term strategy to build the resilience and competitiveness of Australia’s
tourism industry and grow its economic contribution. Tourism Australia shares this
goal with Commonwealth, State and Territory governments in an effort to maximise
tourism’s economic contribution to all Australians.

+ From alocal-perspective, the tourism plans and strategies of individual councils
(including cultural heritage and economic development strategies) have been
considered as these play a critical role in shaping and delivery the MWDMVP.

+  Visit Victoria brings together the functions of Tourism Victoria's marketing division,

the Victorian Major Events Company and the Melbourne Convention Bureau to form a
single, unified organisation dedicated to growing Victoria's visitor economy through State { _
tourism marketing and event acquisition. The organisation is spearheading a cohesive,
new approach to marketing Melbourne and Victoria to attract more visitors and world-
class events to the state and consolidate Melbourne and Victoria's position as a
leading global tourism and events destination. .
Region
+ The Department of Economic Development, Jobs, Transport and Resources is { _
~

responsible for investment facilitation and attraction to Victoria, including all tourism
related investments. The Victorian Government's objectives for supporting the growth
and sustainability of the tourism, events and visitor economy sector are outlined in the

Victorian Visitor Economy Strategy and are implemented through the Victorian Visitor
Economy Action Plan. Local =<

+ Victoria’s 11 regional tourism boards plus Destination Melbourne are each tasked
with the strategic marketing and promotion of their tourism assets.

+ Melbourne is further divided into five sub-regions, with each sub-region comprising
representation from their respective local councils. Some sub-regions are more
structured and collectively active than others, but all aspire to develop and strengthen
their competitive tourism positioning.
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PLACE

For the purposes of this DMVP Melbourne’s West includes the following city councils:
Brimbank, Hobsons Bay, Melton, Moonee Valley and Wyndham?. Visitor gateways and hubs
are associated with Melbourne Airport, Avalon Airport, Essendon Airport (charter services)
and Station Pier cruise terminal at Port Melbourne. Melbourne’s West connects with the
CBD and regional Victoria via freeway and train networks, the trams in some locations, and
to Geelong, Ballarat, Bendigo and western Victoria via regional coach and train networks.
There are no direct public transport connections between Melbourne Airport and
Melbourne’s West; connection is via Skybus direct to the CBD and then out again.

Connections between Avalon Airport via Werribee City Centre are also operated by Skybus.

Daily ferries run between Melbourne’s CBD from Southgate to Gem Pier at Williamstown.
There is a river crossing via punt for cyclists linking Port Melbourne to Spotswood. Port
Phillip Ferries has previously undertaken trials of a new passenger ferry service running
between Wyndham Harbour and Docklands. The service is currently running to
Portarlington on the Bellarine Peninsula from Docklands. Melbourne Seaplanes operate
from a pontoon at Gem Pier in Williamstown.

SUPPORTING INFRASTRUCTURE

Modern, efficient infrastructure that connects people and places is at the heart of any
thriving economy and society. Melbourne’s ranking as the world’s most liveable city in part
reflects the significant benefits that stem from well thought out, long term infrastructure
planning. Several major ‘once in a generation’ transport and precinct infrastructure
projects are currently planned or are underway. Those which have particular relevance in
Melbourne’s West include:

+ Economic & community development clusters:

0 2 Health, Wellbeing & Education
Precincts (Sunshine (national) & East
Werribee)

0 Essendon Airport

0 2 national Employment & Innovation
clusters (Sunshine & Werribee)

0 2 Metropolitan Activity Centres
(Sunshine & Toolern)

? From a location perspective, Maribyrnong City forms part of Melbourne’s West, however, Maribyrnong City Council
has aligned with the Melbourne Inner sub-region for the purposes of this plan. Notwithstanding WMT works and co-

0 26 Activity Centres 0 3 regional parks (Toolern, Kororoit,
0 1Health Precinct (Melton) Werribee River)
0 Western Interstate Freight Terminal

+ Major transport initiatives:

o Outer Metropolitan Ring (Road & Rail) 0 Ballarat Rail Upgrade

0 Regional Rail Link o Ferry links between Williamstown &
0 M80 upgrade & Westgate Tunnel Southgate

0 Airport Rail Link o Potential ferry to Docklands

0 Melbourne Metro Tunnel 0 Avalon Airport

MELBOURNE'S WEST TOURISM PRECINCTS

Tourism Precincts

For the purposes of this plan, a tourism precinct is defined as: a distinctive geographic
area within a larger urban area, characterised by a concentration of tourist-related land
uses, activities and visitation, with fairly definable boundaries. (Griffin, 2009)

In common with other international cities, tourism in Greater Melbourne (particularly
in the CBD and immediate surrounds) is concentrated into discrete tourism
precincts, each with its own unique character. Some of these precincts are more
developed than others; some have great potential but have not yet established their
positioning, whilst others are well-established and may require rejuvenation in future
years.

Regardless of their stage of development, tourism precincts in Melbourne’s West are not
evenly dispersed. Instead, they are concentrated into relatively small, quite distinctive
geographic areas- with tourists moving between these precincts to experience the region’s
highlights. This has significant positive impacts for the future development and promotion
of Melbourne’s West insofar as it connects various places and spaces based on individual
travel preferences, encourages dispersal, fosters strategic event planning, and encourages
visitors to look beyond current hotspots and go off the beaten track more often.

ordinates with Maribyrnong to promote its experiences and destinations as part of Melbourne’s West when
appropriate.
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Melbourne’s West Destination Management Visitor Plan

WHY DO PEOPLE VISIT MELBOURNE'S WEST?

Melbourne’s West is unique and evolving, a dynamic part of the city that people continue
to discover and be intrigued by: it is industrial edginess juxtaposed with diverse open
space and ecosystem. It is biodiversity of its coastline, rivers, grasslands, gardens,
parkland, creek systems, maritime, wetlands and bird habitats. It is multiculturalism,
famed for its memorable and authentic food (and wine) experiences. It is rich in arts and
culture venues, galleries and performing arts spaces, all of which are creatively woven
into the fabric of everyday encounters. It is a horseracing mecca, with both
thoroughbred and harness racing being showcased to international audiences. It has an
enviable events and festivals calendar underpinned by major attractions, (such as
Werribee Open Range Zoo & Mansion, Scienceworks, Tabcorp Park Melton Harness
Racing), important heritage and a creative community that spills into everyday

life. Melbourne’s West - is a welcoming place of urban discovery, a destination of
and in itself.

MELBOURNE'S WEST CONTRIBUTION TO TOURISM

In this MWDMVP, tourism is a strategic asset for economic growth and development. In
other words, tourism creates more than hotel nights and turnover within the core of the
tourism industry. It creates jobs, international awareness, networks and a basis for
strategic infrastructure such as airports, sports arenas and convention centres. Within
the context of this MWDMVP it is important that tourism is understood as a value chain
product linking numerous business sectors together in order to deliver a comprehensive
tourism product to the visitor. Tourism is the only completely destination bound industry,
since it can't be outsourced or moved elsewhere. It's also an industry returning GST and
other taxes directly to the tourism destination.

The visitor economy is a significant contributor to the economy of Melbourne’s West,
attracting over 3.6 million visitors and generating over $1.4 billion of expenditure
(accounting for around 8% of the total economic contribution to Greater Melbourne’s
visitor economy). To put this in perspective, Greater Melbourne’s visitor economy is a
significant contributor to the economy, attracting 30.9 million visitors in 2017-18 and
generating $17.4 billion of expenditure (DEDJTR, 2017). When tourism is perceived this
way, the importance and the effect of the industry is better more properly.

EXISTING VISITOR INFRASTRUCTURE & EXPERIENCES: KEY HIGHLIGHTS
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MELBOURNE’'S WEST TOURISM PRODUCT PILLARS

Food & Beverage

fICraft beers and brewers

IWineries include:
Shadowfax Winery, Galli
Estate, Witchmount
Estate and Russo Estate

YAfrican, Vietnamese and
Burmese food enclaves.

{"Little Vietnam"in
Sunshine

fiBoathouse Restaurant
Heritage pubs in
Williamstown

Museums, Art &
Attractions

fIScienceworks

fISeaworks and Maritime
Museums

flincinerator Gallery

Footscray Community
Arts Centre

fMoonee Valley Gallery

IThe Substation

fBlack Powder Mill

Bowery Theatre at STACC

9ICS Gallery Caroline
Springs

fHeritage Precinct, Nelson
Place

IHMAS Castlemaine

IRAAF Museum, Point Cook

fINewport Railway Museum

fPublic Art Trails (region-
wide)

fiClock Tower Centre,
Moonee Ponds

Wyndham Cultural Centre

Sun Theatre,Yarraville

Sport

fIFlemington Racecourse

fiMoonee Valley
Racecourse

fTabcorp Park Melton

fINational Equestrian
Centre, Werribee Park
fIVictorian Polo Association
fiMelbourne Ballpark Altona
fSailing including
international events at
Williamstown

fKitesurfing at Altona
Beach

fIGolf Courses

Y/Altona Badminton centre
fEagle Stadium Werribee
Western Oval

fICalder Park Raceway

Events & Festivals

fRoyal Melbourne Show

fMelbourne Cup Carnival /
Cox Plate (MVRC)

fOktoberfest

St Alban’s Lunar Festival

fISunshine Food Fever

fISunshine Short Film
Festival

fiSunshine Lantern Festival
fMoonee Valley Festival
fAvalon Airshow

fArt and Industry Festival
TArt in Public Places

Williamstown Literary
Festival

fINewport Folk Festival

Out on the Weekend

flLost Lands Festival (2018)

\Werribee Park Annual
Events

fiChildrens Week Picnic
week

fiState Rose & Garden
Festival

One Electric Day

fiLet them Eat Cake

9So Frenchy So Chic

fiCadbury Easter Egg Hunt

Nature, Parks &
Gardens

Werribee Open Range Zoo
fVictorian State Rose
Garden, Werribee Park

fiHeritage Orchard,
Werribee Park

Dingo Discovery Sanctuary
& Research Centre
flPoint Cook Coastal Park

iCheetham Wetlands -
RAMSAR site

flJawbone Marine Park

flPoint Gellibrand Coastal
Park

fMaribyrnong River

fOrgan Pipes National Park

fIBrimbank Park

fHorseshoe Bend Farm

fiDerrimut Grassland
Reserve

fiBeaches & urban
waterways

fAltona & Williamstown
beaches

fWilliamstown Botanic
Gardens

Gem Pier

Walking & cycling trails

fNewport Lakes

fiGrey Box Forest,
Eynesbury

fIMelton Botanic Garden

flQueens Park Moonee
Ponds

9100 Steps to Federation,
Truganina

Shopping & Markets

fIFootscray Market
fRegional Farmers Markets
fHeritage Precinct,
Williamstown
fHighpoint Shopping
Centre
fEssendon Fields/DFO
9CS Square
fWoodgrove
fIPacific Werribee
fWerribee City Centre
fMelton Town Centre
\Watergardens
Westfield Airport West
fPuckle Street
flUnion Road, Ascot Vale
flRacecourse Road,
Flemington
fYarraville Village
fiKeilor Road, Niddrie
fBig Sam's Market - St
Albans
fISunshine street market
TVillages
(Newport,Spotswood,
Yarraville, Seddon,
Williamstown, Altona,
Footscray, Union Rd Ascot
Vale, Essendon Nth)
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VISITOR ACCOMMODATION

An audit of serviced accommodation establishments in Melbourne’s West revealed almost
1,105 rooms across 33 properties (including hotels, motels, serviced apartments, B&Bs and
cabins in caravan parks).

Hotel brands represented in Melbourne’s West include: Quest, Quality, Mercure, Comfort
Inn, Best Western, Punt Hill, Mansion Hotel and Spa (Lancemore Group) and the new Hyatt
Place Hotel at Essendon Fields. A new Holiday Inn property is also under construction in
Werribee.

Furthermore, the sharing economy through Airbnb lists 1,030 properties in Melbourne’s
West of which 39% are entire homes/apartments, 60% single rooms and 1% shared
rooms.

There are 1,015 serviced rooms in 24 establishments of 15+ rooms located in Melbourne’s
West. Given the number of visitor nights generated by visitors to Melbourne’s West (5.9
million nights), it is estimated that significantly more accommodation is available on a
private rental agreement basis. The majority of serviced accommodation is concentrated
in Hobsons Bay and Moonee Valley with a diverse range of star ratings and
accommodation types represented. There appears to be a shortage of midscale (3-star)
quality internationally branded hotel accommodation in the region, which is a constraint,
especially in the family and sports group markets. Another constraining factor (especially
room occupancy performance) is the limited supply of residential conference hotels in
the region. Whilst the Mansion Hotel and Spa and the Refectory at Werribee Park also
caters to the residential conference market as well as wedding receptions, there is
additional scope in the market (especially in light of the proposed employment clusters
proposed for the region) for more internationally branded conference hotels.

Source: ABS (2016)

Given the importance of hotel loyalty programs and the trust and reliance consumers
have on international brands, there is a high probability that business and other
travellers visit the West (and other regions) and then travel back to Inner Melbourne
to stay in trusted accommodation which are associated with loyalty program
recognition and benefits.
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MARKETING MELBOURNE

Marketing Melbourne as a tourism destination is influenced at several levels: at a national
level by Tourism Australia, at a State level by Visit Victoria and at a regional level by
Destination Melbourne. These entities are supported by local governments through their
own websites and visitor information centres and industry partners including Melbourne
Convention Bureau, Melbourne Airport, Tourism Accommodation Australia (VIC), and
individual visitor attractions.

s Destination Melbourne
= City of Melbourne

. . T . Western Melbourne
Tourism Australia |G Visit Victoria e U 7.

= Local Government

=d |ndustry Partners

Visit Victoria has a core role in marketing Melbourne to visitors from within the State,
across Australia and around the world. It seeks to increase visitation, yield and ensure the
future growth of Victoria’s visitor economy.

Destination Melbourne (an independent not-for-profit tourism organisation) works with
Melbourne’s visitor industry to promote tourism products and experiences in Melbourne.
Destination Melbourne produces a quarterly Official Visitor Guide (English & Chinese) and
annual Official Melbourne Visitor Map which encourage visitors to explore and disperse
across Melbourne. The organisation is also focused on inspiring Regional Victorians to
travel to Melbourne on a frequent basis via its integrated Me/bourne Now marketing
campaign and it has developed the unique local engagement campaign Discover your own
Backyard to reach the visiting friends and relatives market. The City of Melbourne is also

very influential as it also makes significant investments in visitor promotion and visitor
servicing.

Within Melbourne’s West regional coordination is undertaken by Western Melbourne
Tourism Inc. Marketing and promotion and visitor servicing is undertaken at an individual
council level, either on council websites and/or through one of three accredited visitor
information centres (located in Melton, Werribee and Williamstown). This is supplemented
by information at key attractions across Melbourne’s West.

Need for a Collaborative Marketing Partnership Effort

In addition to the marketing and branding undertaken by Visit Victoria, City of
Melbourne and Destination Melbourne, several industry organisations and local councils
undertake their own branding to promote Melbourne.

This has created a somewhat fragmented and geographically (rather than visitor)
focused approach, to the point where a more collaborative and coordinated, visitor
centric approach with much improved communications between State, private, not-for-
profit and local council entities is required. As it stands, not only is there the potential
for confusion over roles and responsibilities amongst the industry but there is an
inevitable duplication of effort and sub-optimal use of limited resources and funding.

There are concerns amongst key industry stakeholders that current marketing efforts for
Melbourne are city-centric and fall short of marketing the tourism assets and
experiences of the outer metropolitan areas. There are also concerns regarding the
disparities in funding for Melbourne City and Regional Victoria, with outer Melbourne
being somewhat “left out”; colloquially referred to as the “donut effect”.

A partnership approach to marketing Greater Melbourne could therefore serve to
mitigate these issues, and would enable a more inclusive, proactive and dynamic
approach to be undertaken.

10
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DESTINATION PERFORMANCE 2017-18°

Insights

+  Since 2004 there has been an upward trend in the number of day visitors who travel
more than a 50km round trip to engage in the tourism offering available in
Melbourne’s West. Domestic overnight (both interstate and intrastate) and
international visitors have been relatively stable over time with a recent small upward
trend in all three over the last five years.

+ Domestic visitor nights have shown an upward trend over time with a significant
increase in the last year for intrastate. International visitor nights have seen a more
strong upward trend topping 5 million in two of the last three years.

+ The average length of stay for international visitors varies depending on the time of
year with recent average stays between 30 and 45 nights recently after peaking in
2009-10 with 45.7 nights. The continued limited supply of serviced accommodation
in Melbourne’s West is likely to constrain any future growth in visitor nights.

+  Nearly 28% of all domestic overnight visitors to Melbourne’s West were from NSW,
with a further 27% from Queensland. Neighbouring South Australia accounted for
20% and Western Australia accounted for 14%.

+  Visitors from New Zealand comprise the largest proportion of international visitors to
Melbourne’s West, at 21% and represents an increase from 19% recorded last year.
Other key international source markets include India (13%) and China (9%) and other
Asian countries, which are largely fuelled by VFR visitation.

Source: TRA (2018a & 2018b, 2017-18 data)

® Source: TRA year ending June 2018 National and International Visitor Surveys.

11
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VISITOR PERCEPTIONS

A total of 2,572 visitor perception intercept surveys were undertaken with domestic and international leisure and business visitors at five locations in Central Melbourne and several
locations in the sub-regions during May and June 2017. Key results and implications for the future direction of Melbourne’s West visitor economy are presented below.

PRE-TRIP & ARRIVAL

Why do they
come?

Who are they?

How do they
plan?

How did they
get around?

Source: AEC

- 78% VFR

- 1% leisure

- 1% business

- 10% other (primarily study)

- 37% international visitors (of which 44% are from India, China, Malaysia

- 63% domestic
-50% aged between 20-49 years old High level of repeat visitation

- 42% rely on the advice of friends and relatives
- 36% previous knowledge
- 17% used digital sources

- 80% used private car, 8% used hire car
- 23% used train

- 8% used bus/coach/tram

- 5% used ferries

What do they
do?

and other parts of Asia)

attractions?

What is
unique?

What needs
improving?

Source: AEC

Top "must do"

DURING TRIP & PRE-DEPARTURE

- 35% sightseeing activities

- 33% eat at restaurants

- 16% shopping

- 12% visited parks & gardens

- 8% visited indoor musuems, art & cultural attractions

- Parks & gardens (45%)

- Shopping (24%)

- Art, museums & cultural attractions (23%)
- Restaurants/cafes (22%)

- Sport (13%)

- Green spaces and gardens (36%)

- Beautiful/picturesque setting/views/scenery (20%)
- Proximity of everything/easy walking distance (20%)
- Atmosphere/ambience (13%)

- Public transport (20%)

- More festivals and events (9%)

- More green spaces (8%)

- More restaurants/cafes/food tours (8%)

12
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Pre-trip & Arrival - Implications for the future

+

The visiting friends and relatives (VFR) segment is extremely important. Growth
opportunities in the business market will be underpinned by increasing hotel supply.

New products & experiences should take account of multigenerational travel demands.
Digital marketing and local ambassadorial programs are essential for knowledge sharing.

Local residents play an important role in the social fabric of Melbourne’s West and play a
key role in creating a “global village feel” within the region

During Trip & Pre Departure Perceptions - Implications for the future

+

Development of international brand operated hotels may assist to grow corporate-
related visitation and other non-VFR leisure segments.

Developing a clear understanding of and access to the public transport system and
MyKi card may make Melbourne’s West and its attractions more accessible to a wider
audience.

Packaging (and pricing) of attractions, transport and food options into ‘tours” may also
improve penetration of both existing (VFR) and new markets.

With VFR being the common driver for visitation and with personal/word-of-mouth
being the main information source it would suggest that there is scope to develop a
program which will build strong awareness of, appreciation and advocacy for,
Melbourne’s West regional attractors, amongst the local resident population.

Promoting the specific, unique and individual Melbourne’s West attractions to other
areas of Melbourne may attract other visitors.

Diversification of visitor information services including digital servicing will assist
building awareness and attracting other market segments from other sources

13
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CHALLENGES & OPPORTUNITIES

Looking to the future, like many regions in Greater Melbourne, Melbourne’s West
faces its own set of challenges which will need to be addressed if it is to improve its
competitive positioning as a visitor destination and add to the milieu of experiences
that encapsulate the essence of Greater Melbourne.

Overall, Melbourne’s West has many strengths and opportunities available to support
future growth; however, there are some infrastructural challenges that need to be
addressed in order to realise this growth. Common to all regions outside the CBD is the
risk of visitors passing through en route to regional Victoria (predominately Phillip Island,
Great Ocean Road, Mornington Peninsula and Yarra Valley). A major challenge is to develop
the potential for overnight visitation and to create more reasons to explore outside the
CBD and immediately surrounding areas. A fragmented approach to tourism (with each
council largely developing and promoting its own tourism assets in isolation) further
challenges the potential for growth. The motivation for dispersal between the CBD and
regional Victoria seems low and is further challenged by the limited connectivity between
different modes of transport, and the use of the Myki travelcard to explore with
confidence and ease.

In addition, the metropolitan regions outside the CBD and before regional Victoria
(colloquially referred to as the “donut”) generally has a weak intrastate and international
image as a tourist destination with few well-known landmarks or iconic attractions.
Improving the overall image and “internationalising” the visitor portfolio will require an
improvement of the quality of the tourism product. Focus for future product
developments in Melbourne’s West should be on tourism experiences, products and
precincts which possess unique competitive offerings and/or where there are obvious
linkages between complementary tourism partners in the region. This could be (in no order
of priority) in the areas of: nature/green spaces, culinary tourism, history, creative arts,
mainstream arts and culture, fashion and design, sports, technical visits focusing on
sustainability, film and literature, trails (walking and cycling) tourism, and events and
festivals (using existing blockbuster events to create joined-up regional events).

Based on the consultation with stakeholders representing Melbourne’s West, the following
challenges and opportunities were identified:

CHALLENGES

+ Transport connectivity is weak.

+ Road infrastructure poor and overcrowded.

+ Marketing of the region is undertaken in silos rather than collaboratively.

+ Perception that Melbourne’s West is located quite some distance from the CBD,
thereby restricting visitor dispersal.

+  Presentation of streetscapes.

+ As for all Melbourne digital/mobile connectivity needs to remain a priority.

+ Major shortage of accommodation.

+ Media /historical perception of the region needs to change.

OPPORTUNITIES

+ Increased investment in internationally branded accommodation to meet demand.

+ Investigate activation of all rivers and waterways traversing Melbourne’s West.

+ More investment required to develop full potential of Seaworks and Scienceworks.

+  Support Sunshine’s opportunity to become a regional rail hub.

+ Develop/promote/enhance maritime history associated with Williamstown.

+  Develop industrial tourism potential of the area.

+ Expand Werribee Open Range Zoo according to its masterplan.

+ Develop and position Melton Botanic Garden and Williamstown Botanic Gardens as
premier tourist attractions.

+  Continued development and investment at Wyndham Harbour.

+ Reinforce creative hubs including in Newport and Footscray.

+  Package and link together biodiversity / outdoor experiences.

+  Develop / promote Brimbank Park including Keilor Man to promote indigenous culture
incorporating Horseshoe Bend Farm.

+ Leverage the gateway entry points to the region including, Westgate Tunnel, Avalon
Airport, Essendon Fields, Regional Rail and water based transfers.

+  Warrensbrook Faire precinct at Plumpton (near Melton).

14
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SNAPSHOT: WHERE ARE WE? WHERE ARE WE GOING?

Key Visitor Markets Triggers for Visitation

1 3.6 million visitors 1 34% holiday 1 VFR 1 Food enclaves (e.g. Little Vietnam in
1 76% day visitors T 46% VFR 9 Study Sunshine)
1 20% domestic overnight T 13% business 9 High level of repeat visits 1 Werribee Park Tourism Precinct
1 4% international 1 7% other 1 Flemington, Moonee Valley
9 Social activities (58%) Racecourses and Tabcorp Park
1 6.5 million nights 1 New Zealand (21%) T Visit outdoor/nature (12%) 1 Scienceworks
f India (13%) 1 Arts/heritage (8%) 1 Seaworks and Nelson Place

1 Ave length of stay =7.5 1 China (9%) 9 Visit local attractions (7%) 1 Incinerator Gallery

0 3.4 nights (interstate 9 Active Outdoor/Sports (6%) | 1 The Substation

0 2.3 nights (intrastate) Source: TRA (2018a & 2018b, 2017- 1 Werribee Open Range Z0o

0 31.2 nights (int) 1 | Melton and Williamstown Botanic

Gardens

Industry & Visitor Perceptions of Tourism Offering*

Industry Visitor ‘

©
O
g Comments & Challenges

1

= =4 -8 -8 -9

== =4 -8 -9

Key Tourism Assets include

Dingo Discovery Sanctuary & Research
Centre

Point Cook Coastal Park

Cheetham Wetlands - RAMSAR site
Organ Pipes National Park
Brimbank Park

Brimbank & Derrimut Grassland
Reserves

Beaches and urban waterways
Footscray Market and Urban Villages
Ferries from CBD to region

West Trails network

Visitor Journey

‘ 9 Currently limited opportunities to become fully immersed in the destination and discover by oneself.

Sense of welcome

‘ 1 Wwarm, friendly welcoming. Cultural diversity creates pockets of authenticity.

Digital connectivity

‘ 1 Internet connectivity & cell phone coverage is poor with insufficient free wi-fi spots to meet visitor expectations.

Accessibility & dispersal ‘ 9 Perception that the West is further from the CBD than in reality.

Melbourne’s West: Products, Performance & Challenges
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