The visitor information journey:
changing the culture of visitor services
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Todayos presentatio

AThe City of Mel bour ne
A Overview of visitor services

A The visitor journey findings and impact




Libraries v tourism

Alnformation 7 right channel, right time
AOnline, digital, face-to-face

A Signage and wayfinding

AExcellent customer service

A Customer satisfaction

AReturn custom and visitation
ALeisure, business, education



Destination marketing




Our role

A Tourism Australia
I Markets Australia to the world (promises)

A Tourism Victoria

I Markets Victoria to Australia and the world
(promises)

A City of Melbourne
I Markets Melbourne to the locals
I Delivers on the promise
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City of Melbourne i fastest growing capital city

- Australia (Federal Government)
' Population 22.3 million,852,000 (2011)
... Area 7,658,000 km?

Victoria (State Government)
Population 5.6 million (2012)
Area 227,000 km?

Metropolitan Melbourne

(31 Local Governments)
Population 4,248,344 (2011)
Area 9,990.5 km?

City of Melbourne

(Local Government)

Population 116,431 (2013)
Area 37.7 km?

Melb 7 inc. central city
Population 29,322 (2013)
Area 2.7 km?
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Melbourne Quick Facts

Residential population 116,431 (2013
Median age 28

Daytime population 844,000 (2012)
Night time population 378,000 (2012)
Born overseas 48% (2011)
Employment 439,172 (2012)
International visitors 1,674,612 /yr (2012)
Residential dwellings 58,395 (2012)
International students 26,323 (2010)



City of Melbourne roles

A Municipal government
A Capital city

A Gateway to Melbourne, Victoria, Australia




Council Plan 2013-2017 goals

A City for people

A Creative city

A Prosperous city

A Knowledge city

A Eco-city

A Connected City

A Resources are managed well

A Accessible, transparent, responsive organisation




Council Plan 2013-2017 priorities

A Year 2 Action

A Economic development framework

A Building Prosperity Together
I Tourism Action Plan 2015-2019



Why tourism

A Benefits local community and city
economy: infrastructure enjoyed by all
Melburnians;

A Adds to the vibrancy of the city;

A National and international reputation;

A Civic pride. ‘.
.



Value of Tourism

A Tourism is a significant economic driver for Victoria
worth $19.1 billion in 2011-12 and 5.8% 0 f Vi ct o
GSP (gross state product)

A International and domestic visitors spent $12.7 billion
In Melbourne in 2011-12

A 25.7 million visitors came to Melbourne in 2014*
iIncluding almost 2 million international visitors

A 63.8 million total visitor nights in Melbourne in 2014*

Source: Tourism Victoria Tourism Satellite Accounts 2011-12, 9 , -
Tourism Victoria International and Domestic research, *year ending September 2014 . l




Value of Tourism

Melbourne as capital city:

A EcIi][Qsec_l Sydney as the most visited holiday
destination among Australian capital cities

A Only Australian capital city to have increased
preference and intention fo travel

A Strengths: major events, | |
conventions/business, education, shopping,

arts and cul tur e, haii



Tourism Melbourne

Engage and connect
visitors with the Melbourne
experience

*N




Tourism Melbourne

A Influence visitors to Melbourne:
| See more
I Do more
I Stay longer
I Spend more $$$$
| Tell all their friends
I Come back again



Tourism Melbourne 1 branch
structure

A Operations

A Policy, wayfinding and infrastructure
A Partnerships and promotions

A Insights and engagement

A City Activation




Tourism operations

A City Ambassadors

A Melbourne Visitor Centre

A Melbourne Visitor Booth

A Fitzroy Gardens Visitor Centre
A Melbourne Greeter Service

A Cruise ship program

A Town Hall tours




Tourism operations




Tourism operations

ACooks6 Cottage
A 430 volunteers

A 2 million visitor contacts
per annum




