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WHY ARE WE INTERESTED IN RESPONDING?

Tourism Alliance Victoria is a peak industry body advocating for and
supporting the development of a professional and sustainable tourism
industry across Victoria.

Founded in 2004, Tourism Alliance Victoria was created out of the merger
of Country Victoria Tourism Council and the Victorian Tourism Operators
Association.

Today Tourism Alliance Victoria:

e Through proactive involvement with our members, provides advice and
an industry voice to local, state and federal government on all tourism
related issues;

e Advocates for strategies that will provide a clear direction for the growth
and yield of tourism across Victoria;

e Works with local government and local tourism associations to identify
product gaps and establish and implement strategies for tourism growth
which may include planning, product development initiatives, tourism
signposting, tourism structures and visitor services;

e Provides professional development and business enhancement
initiatives for a diverse range of tourism businesses;

¢ Maintains industry integrity through standards compliance and continual
improvement programs.

e Provides a forum to review tourism issues, create policy and exchange
information; and

¢ Undertakes research to evaluate and monitor: effectiveness of
marketing, visitor satisfaction and new product needs and opportunities.

A MEMBERSHIP BASED ORGANISATION

Tourism Alliance Victoria is made up of regional tourism associations,
individual tour operators, adventure and nature based businesses, major
attractions and accommodation providers, each of whom are contributing
to a vibrant and dynamic tourism industry.

This direct relationship with our members enables us to bring a statewide
perspective to all issues affecting tourism.

Our 500 strong member network meet and actively contribute on matters
of interest. To maximise the interaction within our membership, activities
are conducted at a general industry wide basis as well as within an Activity
Group where like businesses engage and focus on matters of a sectoral
nature.

Tourism Alliance Victoria Ltd Level 3, 114 Flinders Street Telephone 03 9650 8399 Page 2
ABN 74 109 290 520 Melbourne Victoria 3000 Facsimile 03 9650 8543
Founded by Country Victoria Tourism Council PO Box 18136 Collins St East Email info@tourismalliance.com.au

And Victorian Tourism Operators Association Melbourne Victoria 8003 www.tourismalliance.com.au



Tourism Alliance Victoria Activity Groups include:
e Attractions (metropolitan & regional)
Adventure & nature based

Regional Tourism

Visitor Services

Regional Victoria Conference Group

Tourism Alliance welcomes the opportunity to respond to Victoria’s Tourism
and Events Industry- Building a 10 Year Government Strategy, discussion
paper, July 2005. As an industry tourism is significant from an economic,
cultural and community perspective. All the evidence in the discussion
paper reinforces tourism’s value as a growing labour intensive industry with
the current and future capacity to generate significant export earnings
through international tourism. In addition tourism is becoming an
increasingly important element in supporting regional and rural
communities as they look to the future.

Tourism is a unique industry in that it is a system through which personal
experiences drive a wide variety of expenditure from the day to day basics
of food, beverage and accommodation to personal choice, interest and
entertainment. As a system it is critical that government recognises
tourism’s value through a whole of government approach.

A State Government 10 Year Plan for Tourism and Events has the capacity
to: affect our members’ framework for successfully conducting business
within the tourism industry in both regional and metropolitan areas; to
generate and cement their public/private partnerships; to leverage the
tourism potential of events and build Victoria’s competitive advantage
utilising tourism as an economic tool. If the Plan is successfully
implemented it will positively influence Government Agencies (beyond
tourism), urban form and infrastructure.

Prior to the release of the discussion paper, Tourism Alliance Victoria had
verbal input into the Victorian Government’s 10 Year Strategy for Tourism
and Events. The following response has been prepared with the restrictions
based on the tight timeframes for the Discussion Paper’s submissions.
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DIRECTIONS

Tourism Alliance comments on matters relevant to our members are
summarised as follows and expanded upon over the next pages:

Area

Tourism Alliance directions

Achieving our Growth
Potential- Trends,
Opportunities and
Drivers

1) Maintain Tourism Victoria’s current
structure and independence.

2) Support increased levels of funding for
international & domestic tourism marketing
against measurable outcomes which seek co-
operative industry buy in.

3) Maintain a balanced focus across a mix of
tourism product and markets to maximise the
return to Victoria and minimize external
impacts.

4) Ensure State Government tourism funding
is inclusive of all aspects of marketing
including research, industry development,
product development & infrastructure

5) Explore the industry capacity to support co-
operative marketing activity at all levels
(international, inter and intra state). Programs
need to be developed which continue to
increase the benefits of co-operative buy in.

6) Support increased levels of funding for
tourism leveraging of world class and flagship
events

7) Provide resources to support strategic
growth and development of business events
and conferencing activity both in Melbourne
AND in regional Victoria.

8) A strategic assessment be undertaken of
Regional Victoria’s business events
infrastructure needs and associated
community benefits.

9) Continue programs to encourage and
enable small businesses in tourism to adopt,
invest and drive their business success with
eCommerce technology

Achieving our Growth
Potential-
Impediments and Risks

1) Provision of public land licences which
support a stable business climate for long
term business investment, growth and
profitability.

2) Support programs which encourage
business professionalism and excellence

3) Projects of state significance need to take
into account both current and the long term
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impacts on Victoria’s tourism positioning and
products.

4) Energy and communication services in

remote and rural areas need to be aligned
with the level of service provided in urban
areas.

5) Increase funding for Tourism and
Hospitality industry training in line with
industry skills needs.

6) Development of partnerships based on
mutual respect and understanding between
State and Local Government’s regarding
Destination Planning and Development.

7) Alignment of tourism planning and the land
use planning framework

8) Provision of adequate government funding
for regional infrastructure in line with urban
areas.

Role of Local
Government in Tourism
and Events Support

1) Encourage ongoing investment in
sustainable tourism and events by local
government

Economic Contribution
of Tourism & Events to
Victoria

1) Adoption of a method for measuring the
economic contribution of tourism to Victoria
which allows for benchmarking with other
States and “traditional” industries

2) Encouragement of widespread take up of
methods for measuring economic contribution
of tourism to local areas using the Department
of Industry, Tourism and Resources, Tourism
Impact Model and Arts Victorias- Festivals Do
it Yourself Economic Impact Kit

3) Utilising accurate data to conduct ongoing
campaigns regarding the significance of
tourism to local economies and communities.
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ACHIEVING OUR GROWTH POTENTIAL- TRENDS,
OPPORTUNITIES AND DRIVERS

Nationally and in Victoria tourism remains a robust industry. In 2002/03
tourism injected $10.6 billion into the economy making up to 5.5% of
Victoria’s Gross State Product. If it weren't for tourism 156,000 Victorians
would be without jobs. This is a 16% increase on 1997/98 employment
levels.

The realisation of potential and opportunities for the Victorian tourism and
events industry is dependant on continuing, and increased, investment
from both the public and private sectors.

The Tourism Forecasting Council estimates increased annual growth in
international visitor arrivals (5.8% p.a to 2014) and relatively stagnant
levels of domestic visitor nights (average annual growth over the forecast
period is 0.9 per cent, to around 323 million visitor nights in 2014.)

Tourism Alliance has identified a number of opportunities. Submission
timeframes preclude comprehensive research and the development of full
rationales in support of the identified opportunities.

“Basket” of balanced industry goods

Victoria has a balanced mix of tourism product and associated markets -
including international, domestic, visiting friends and relatives,
conferencing, business, sport and events. This balance has been one of the
predominant reasons why the relative impact on the Victorian tourism
sector of external events (SARS, Ansett, bushfires, drought etc) has been
less than that on other states.

In addition this balance has been widely accepted as playing a significant
role in supporting the industry’s capacity to regain momentum.

Strategically the strengths and opportunities of each “good” within the
basket should be continually researched and shared with “Team Victoria”
(Victoria’s tourism industry) to ensure informed decision making.
Maintenance of this balance is necessary and a prudent economic strategy
particularly given the vulnerability of the industry to events which can
impact on business, household and personal decision making.

Tourism Victoria

As an organisation Tourism Victoria plays a critical role both in supporting
industry, on behalf of the Victorian Government as well as acting as a
commercial partner in a range of co-operative ventures. Set up under an
act of parliament, Tourism Victoria operates as an agency of Government
with an industry driven board appointed by the Tourism Minister.

Critical to its on going success is the level of industry engagement through
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discussions round the table (strategy development) and in delivery of
visitors (commercial co-operative partnerships). Its capacity to influence
the competitiveness of Victoria’s tourism industry is restricted by its limited
funding.

The Marketing Mix

Tourism Alliance Victoria is of the opinion that Tourism Victoria is not
afforded the marketing budget required to strongly position Victoria’s
tourism industry globally. However, consideration needs to be given to
ensuring the limited dollars are allocated across ALL functions of marketing
including research, product development, industry development,
infrastructure AND advertising. High levels of expenditure on tourism
advertising alone delivers limited and often short term results. Additional
funding is required in those areas which support the long term viability of
the industry.

There is significant elasticity for co-operative marketing support within the
tourism industry. Recent examples of one off government funding for
targeted marketing initiatives have always stimulated substantial industry
financial support. Project success, however is thwarted where the focus is
on a very bureaucratic process which is disproportionate to the resources
on offer. Additionally, where industry involvement in decision making is not
relative to their investment then the project success and buy in is not
realised.

This review provides the opportunity to explore the industry capacity to
support co-operative marketing activity at all levels (international, inter
and intra state). Programs need to be developed which continue to increase
the benefits of co-operative buy in.

International Tourism

International tourism presents a major growth market for Melbourne and
some regions within Victoria. History clearly shows that the dynamic
nature of the international market re-inforces the need to adopt a
considered strategic approach. In exploring market growth the lessons
from the changes within the Japanese and Korean markets should not be
forgotten. The current emphasis on China should be considered in this
context and in the future yield and dispersal of this market relative to other
options.

Domestic Tourism

While marketing to access the ever increasing size of the international
market needs to remain an important focus for Victoria, particularly given
its yield value, as outlined in the discussion paper, the domestic market
remains the State’s “bread and butter” delivering the highest percentage of
visitor nights. In particular, domestic tourism is vital to regions employing
61,000 people and injecting $3.3 billion into Victoria’s regional economies.
While the growth of the domestic market is relatively stagnant, the
Government can not afford to lose focus on its impact on business
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operations.

Often there is debate over which group (State or Regional) should focus on
the inter and/or intra state market. Intra state tourism is a key component
of most Victorian regions. It is important in any future plan that the roles
and expectations between Tourism Victoria and Regional Tourism
Organisations are clearly defined to ensure resources are maximized and
interstate leakage through a lack of awareness is minimized.

Tourism Alliance supports increased levels of funding for international and
domestic tourism marketing against measurable outcomes which seek co-
operative industry decision making and buy-in.

Events leveraging

Clearly, as a single event, the Commonwealth Games provide a
considerable tourism opportunity for Victoria adding to the State’s
reputation for delivering world class international events in line with the
annual suite of events. Indeed, Victoria holds a reputation as the ‘events
state.’

Aside from their contribution to community wellbeing, regional events
provide a high yield opportunity for regional centres and are of great
mercantile interest to local communities. Research by RACV demonstrates
sixty percent (60%) of survey respondents (small businesses in regional
areas) indicated medium to high levels of dependence on local events.
Continued investment in events by both the public sector and local
communities is required and well justified.

Business Events

Business events make up $1 billion of Victoria’s tourism industry. The
investment in the Plenary Hall in Melbourne is vital, as is a co-ordinated
approach between Melbourne and regional business event conferencing
through allocation of a designated resource in Melbourne to focus on
building regional conferencing.

Business events for Victoria’s regional centres provide high yield visitation
which, with Victoria’s compact size, presents a competitive advantage in
the national market place i.e. in Geelong the sector is worth $50million p.a.

To date an industry led co-ordinated effort by the Regional Victoria
Conference Group has enabled a limited regional Victoria presence to be
maintained. The opportunity for increasing community benefit within this
sector is significant. There are significant infrastructure needs to consider
in maximizing these opportunities. A strategy to underpin growth for the
market is essential and would provide a complimentary approach for
Melbourne’s business events sector.
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Technology
The pace of technology adoption by businesses is said to move

considerably slower than the pace of technology innovation. (The
percentage of B2B transactions conducted electronically is 2% for
Australian business compared to 12.5% for US businesses). The heart of
the problem, therefore lies, not in the lack of technology but the lack of use
of existing technology. The role of the Government is outlined in
Multimedia Victoria’s eCommerce Advantage Strategy vis: encourage
businesses to implement eCommerce and/or expand their usage of
eCommerce.

Small business comprises over 85% of tourism business with the majority
of these businesses being micro businesses. Tourism Alliance Victoria’s and
Restaurant and Catering Victoria’s eCommerce workshops focused on
empowering small business to understand and drive their ecommerce
activities are a primary example of a successful program in encouraging
eCommerce adoption and expansion within the tourism small businesses.
Continuation of these programs is required to deliver widespread results
enabling all tourism businesses to drive their success in a global market.

Support for small business in these areas can be delivered through
agencies such as Multi Media Victoria and Victorian TAFE through the Office
of Training and Tertiary Education (OTTE).

Incentives and practical support to encourage and enable small business in
tourism to invest and drive their business success with eCommerce
technology are important.

ACHIEVING OUR GROWTH POTENTIAL- IMPEDIMENTS AND
RISKS

Externalities affect the tourism industry. Many are beyond control although
the industry has shown an incredible resilience to market shocks such
terrorism and natural disasters. A whole of state government approach to
tourism provides a significant opportunity for industry growth and the
capacity to address industry issues i.e. skills and broader policy. The
simultaneous release of the two publications: Victoria’s Tourism and Events
Industry 10 Year Discussion paper and Victoria’s Small Business Statement
Issues Paper is one example of the capacity for collaboration.

Other major impediments to the competitiveness of the Victorian tourism
industry of relevance to State Government include:

Public land licensing

One of Victoria’s major draw cards is its natural environment. Seventeen
percent (17%) of the Victorian landscape is managed by Parks Victoria and
65% of Parks Victoria’s business is in tourism and recreation. The
interpretation and experiencing of the natural environment is facilitated
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through Parks Victoria services and infrastructure as well as private sector
businesses licensed to operate on public lands.

Regulation of industry, through the use of licensing systems, has been a
feature of all levels of government in Australia for a long time. In recent
years the need to regulate has been questioned, often in the name of
competition policy, but also from a perspective of reducing red tape for
business and ultimately reducing cost and improving services to
consumers. Against this background, regulatory regimes need to be clearly
defined and articulated against policy objectives, analysed in terms of costs
and benefits and closely scrutinised against alternatives that might provide
greater benefits with fewer costs. The role of the State Government,
therefore, is in providing a stable business climate for long term business
investment and product development.

A detailed position on public land licensing, adopted by Tourism Alliance
Victoria is attached as Appendix Two. It highlights opportunities for reform
to support tourism development against the nine issues of license reform
identified by Department of Sustainability and Environment.

Professionalism and Excellence

Where high levels of professionalism and excellence exist within the
tourism industry, the customer has an experience which is characterised by
quality, safety, reliability, efficiency and interchangeability. The nature of
Australia’s business and regulatory environment allows a relatively high
degree of freedom to establish and conduct business. However, the key
challenges for the tourism industry are meeting regulatory requirements
and delivering exceptional standards of business with impressive levels of
confidence. Both the Tasmanian and Western Australian Governments have
demonstrated their commitment to supporting businesses operating to a
standard linked to an accreditation process. This position seeks to provide
further support to those businesses which have invested in themselves to
ensure a quality visitor experience. The Victorian State Government is in a
position to provide similar levels of support to ensure Victoria gains a
competitive advantage on that basis.

Major Projects

Like the Yarra River, Port Philip Bay has evolved into an integral setting to
support tourism products of growing significance and visitor interest.
Tourism activities in, on and around the bay have increased substantially in
the last 10 years. Commercial enterprises offering activities both land and
marine based have developed which were not envisaged 20 years ago.

The decision to deepen the main shipping channels in Port Phillip bay is a
project which has strong, though not universal support from industry and
business and is seen as critical to the maintenance of Melbourne as
Australia’s major container port, for the next 25 years. There has also
been considerable opposition to the project, particularly from the
environment movement which has raised concerns about the threat that
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the project poses for the Bay environment.

Many tourist operators rely either directly or indirectly on the bay for their
livelihoods. The Environmental Effects Statement identified that many local
businesses would suffer negative effects from this project, with a number
likely to become non-viable.

Tourism, with appropriate support, has the capacity to be a significant
industry contributing to Victoria’s future. In considering major projects it is
imperative that the government fully consider the tourism implications of
major projects to ensure they are consistent with the long term vision of
the State’s economic mix going forward.

Energy and Communications Infrastructure

Reliable energy supply and mobile communication access is taken for
granted in Victoria’s urban and regional centres. It is important to note that
reliable energy supply is not a reality in a number of Victoria’s remote and
rural locations. For quality tourism product experiences and business
viability it is important that this simple yet vital infrastructure need is
addressed. (See Appendix Three) A whole of government approach will
support these business needs.

The Victorian Government is to be commended on its decision to
quarantine national parks from wind farm developments. However,
Tourism Alliance believes that the planning guidelines for wind farm
projects do not sufficiently take account of the opportunity cost of
individual projects in terms of their impact on other local industries such as
tourism, and on the landscape values of the surrounding area. Further,
planning guidelines place a low premium on the views of local communities
in the development of wind farm projects, lower in some cases than do the
project proponents themselves.

Tourism Alliance supports the Code of Practice for Telecommunications
Facilities in Victoria as a code that will facilitate development whilst also
protecting valuable landscape resources.

In the light of the reaction of some communities to proposed wind farms,
the response of proponents to community views and the reduced number
of wind farms to be constructed, it is now the time to re-assess the
priorities for locating wind farms in Victoria.

A complete copy of Tourism Alliance’s adopted position with regard to
Energy and Communications Infrastructure can be viewed at Appendix
Four.

Skills Shortages

The State Government has stated that it will be decreasing funding for
training in the Tourism and Hospitality industry over the period 2006-2008.
The decrease is thought to better align training delivery with industry need.

Tourism Alliance Victoria Ltd Level 3, 114 Flinders Street Telephone 03 9650 8399 Page 11
ABN 74 109 290 520 Melbourne Victoria 3000 Facsimile 03 9650 8543
Founded by Country Victoria Tourism Council PO Box 18136 Collins St East Email info@tourismalliance.com.au

And Victorian Tourism Operators Association Melbourne Victoria 8003 www.tourismalliance.com.au



This position is contrary to the industry’s clearly stated position of the need
for increased funding for training, particularly in the lead up to the
Commonwealth Games and to address the day to day short falls in skills.
Industry needs will only be serviced by an increase in funding not a
decrease.

In areas of skill development and training Tourism Alliance Victoria
supports Service Skills Victoria’s submission to the discussion paper.

Approach to Destination Planning and Management

The desire to stimulate regional tourism using a destination management
approach requires formalising partnerships between state and local
governments based on mutual respect and understanding. It also requires
acknowledgement of the peculiar mix of political, economic, environmental,
social and technological factors at play and the intentions and principles of
the collective communities within each region towards tourism. This calls
for goals, strategies and objectives which are regionally specific.

The considerable work undertaken by local stakeholders associated with
regional tourism development, needs to be acknowledged and supported by
the State Government. Decisions which are made at a regional, state and
federal level affect local communities, so identifying and supporting the
work local communities do assures local ownership, nurtures local leaders
and allows for continued volunteerism- all of which are critical to the
success of regional tourism.

Tourism Alliance supports the development of the more localised
Destination Development Plans to complete the tourism planning hierarchy.
Due to the unique nature of each community, the type and implementation
of such Plans will, and should, vary considerably.

Industry Development

Tourism Alliance considers that while private sector representation in local
and regional tourism organisation structures is critical; responsible and
sustainable regional tourism development requires an emphasis on
partnerships between the public and private sector. Many of the Regional
Tourism Organisations across the State have a Board Structure which is
based on public and private sector representation, with Board members
selected on the basis of knowledge and skills. The processes that have
been employed to establish, sustain and change RTO’s have been
developed locally to provide locally relevant and effective solutions. These
processes and structures, while not uniform across the State, need to be
recognised by the State Government as pertinent and valid and supported
accordingly.

For example, the structure of Alpine Shire Tourism (ART) was developed
after extensive community and public sector consultation and is the
outcome of an independently prepared local tourism strategy. As
recommended in that strategy the board of ART is skills based and industry
lead while a special rate struck by the tourism industry allows
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administrative and marketing support to be managed through local
government. The structure and performance of ART is seen as good
practice, particularly given its ability to bring together a previously

disparate and fragmented tourism industry to act collaboratively.

Tourism Planning and Town Planning

State based tourism planning needs to give greater consideration to the
regulatory framework for land-use planning, environment assessment and
land subdivision given their impact on regional tourism. In particular
tourism planning needs to give consideration to linkages between tourism
and town planning and the impacts on tourism of town planning decisions.
Additionally, state tourism planning needs to identify and support both the
maintenance and upgrade of existing infrastructure and the development of
new infrastructure initiated by Local Government which are aligned with
State priorities.

Infrastructure, Transport, Access

The positive results of the Melbourne Airport provide just one clear example
of the need for sound infrastructure for the tourism industry to perform.
The standard of infrastructure in regional areas, most notably, roads, rail
and electricity is lower than in urban areas. Power outages and mobile
phone coverage are still affecting regional Victoria’s ability to conduct
business. Appendix two provides some examples of the gravity of power
supply issues in Johanna and Cape Otway. Two local tourist operators have
documented power outages over a period of months (seven months in one
case and five months in the other). Over this period the humber of
minutes off supply totalled 4760 in one case and 4626 in the other. To put
this into perspective, the Essential Services Commission identified that
Melbourne’s outer east ‘ranked among the highest in the state for level of
unplanned outages, as measured by total minutes off supply’. The relevant
level was 600 minutes over a 12 month period.

Planning and funding for regional infrastructure is critical to servicing the
growing industry. While the Statewide Tourism Infrastructure Strategy is
yet to be completed, consideration is required for the ongoing capacity for
regional tourism infrastructure to be operated by regionally based
resources given that the tourism sector has a reputation of advancing and
developing infrastructure without regard for its long term operational
sustainability. A strong relationship between the Federal and State Tourism
Organisations regarding infrastructure and product development is also
necessary given the Federal Government’s ability to support tourism
development which may be outside the State’s agenda and priorities.
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ROLE OF LOCAL GOVERNMENT IN TOURISM AND EVENTS
SUPPORT

Local Government investment in tourism in Victoria

Research conducted by Tourism Alliance Victoria (and formerly Country
Victoria Tourism Council) in 2001/02 suggested that: while 33.4% of
Councils in Victoria felt they did not allocate sufficient money to tourism
management, over half (51%) felt that financial resources were sufficient.
Tourism budgets ranged from $2,000 to $6,500,000 with the median
budget being $232,500. Over 40% of respondents indicated their Council
budgeted less than $150,000 for tourism.

Further research was conducted this year (2005).There was a similar
distribution of responses to the statement “Council allocates sufficient
money to tourism management” in 2005 as in 2002. Over half agreed or
strongly agreed with the statement, with about 30% disagreeing or
strongly disagreeing. The median tourism budget increased to $310 000
compared with $232 500 in 2002. This represented approximately 0.85 of a
percent of the total Council budget. There were fewer Councils with very
small tourism budgets. Only 20% of Councils had tourism budgets less than
$150 000 in 2005 compared with 40% in 2002. This also indicates a
smoothing out of the distribution of budgets, with fewer at the high end.

Similar data is not gathered in other States, so benchmarking is difficult to
determine, however, the research indicates an overall average increase in
the investment by local councils to tourism (excepting considerations for
CPI and variations in tourism budget compositions) in the period 2001/02-
2003/04.

Country Events Funding

Annual funding for the Country Victoria Events Program (up to $150k pa) is
currently matched by Local Government and local communities. The
program is continuously over subscribed, demonstrating demand for
regional events and potential investment commitments. Further expansion
of the program would assist in releasing these dollars to support tourism
related event activity.
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ECONOMIC CONTRIBUTION OF TOURISM AND EVENTS TO
VICTORIA

Tourism and events have attracted important State Government funding in
the last four years, reported examples include $18 million over four years
as part of the Government’s “"Building Tomorrows Business Today,”
launched in April 2002, $10 million as part of the Ansett collapse and 9/11
and $2 million in 2003 for bushfire recovery funding. These levels of public
sector investment contribute to impressive returns: the industry is worth
$10.6 billion into Gross State Product and provides 156,000 jobs for
Victorians.

Annually Victoria stages world class events- Australian Open, the Australian
Formula One Grand Prix, AFL Grand Final Week and the Spring Racing
Carnival. Over the next year it will add to its events calendar with a series
of one-off events- Commonwealth Games, ICC Cricket Super Series, World
Gymnastics Championships, the Volvo Ocean Race Stopover, the World
Lifesaving Championships, and the staging of the Lion King.

Nationally, the performance of the tourism industry has leveled out. (See
Appendix one). Over five years tourism has declined as a proportion of the
Australian economy. However, Victoria increased its share of total tourism
in Australia.

Additionally, tourism in Victoria appears to have maintained its share of the
Victorian economy and the international share of total tourism activity in
Victoria has increased.

Despite the strength of the industry and its performance, it continues to be
under funded, restricting its ability to compete in the Australian, let alone
the global market place. The additional support through one off program
funding overshadows the fact that there has been no growth in recurrent
funding levels. The majority of these one off programs are now at an end
and looking forward an increased commitment is essential.

The complexity of tourism makes it difficult to understand or draw equal
comparisons with other industries. Nationally the solution has been found
in the Tourism Satellite Account (TSA) which has become the industry
standard for measuring the economic contribution of tourism. The TSA
provides critical information on a number of areas including GDP, exports
and employment.

A TSA as applied nationally can not be directly applied on a statewide basis
due to the lack of data in a number of areas such as interstate trading.
However, State Tourism Organisations have developed their own methods
for calculating the value of tourism on a statewide basis. The methodology
used by Victoria follows a TSA approach however a variation in the
methods between States does not allow for comparison or benchmarking.
Similarly the Tourism Forecasting Council provides projections for the
industry nationally and each State develops its own methods for providing
projections on a statewide basis.
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Calculating the Economic Contribution of tourism locally

The complexity in understanding tourism at a statewide and national level
is also reflected locally. The dearth of data at a local level and the boundary
variation between statistical data areas and local government boundaries,
add to the complexity in calculating tourism and events’ economic
contribution at those levels.

The Arts Victoria Festivals Do it Yourself Economic Impact kit and the
Department of Industry, Tourism and Resources Tourism Impact Model
(TIM) are two of the methods designed to provide local level data.

Widespread take up and application of consistent, comparable methods will
enable the scale and scope of the industry at a local, regional and state
level to be clearly determined. Comparisons between regions and
“traditional” industries will allow greater understanding of the significance
of tourism and will underpin awareness campaigns

Awareness

Anecdotal evidence suggests that the significance of tourism and its value
to local economies and individual businesses is not broadly understood.
Victoria does, however, have some notable exceptions where the
contribution of the industry and broader community is substantial and
consistent.

Research is critical to raising awareness of the significance of tourism and
events from the national to the local level. A lack of awareness of the
significance of the industry restricts investment decision making, policy
development and the growth and maturity of public private partnerships
which are all essential to the future sustainability of the industry.

A consistent data set to support a culture of analysis and “hard number”
reporting and accountability will support: business and public investment in
co-operative marketing, destination planning and management and have
the capacity to build community understanding.

CONCLUSION

Tourism is a critical industry for the Victorian economy delivering jobs and
injecting funds into the state economy. Tourism Alliance supports the State
Government’s initiative and foresight in developing a 10 Year plan for
Tourism and Events. Undoubtedly the plan will assist in focusing the efforts
of both the public and private sector over the plan period to lead to an even
stronger tourism sector delivering competitive benefits to Victoria.

Successful implementation of the plan is dependent on recognition of the
industry and subsequent support for its growth through appropriate levels
of investment.

Tourism Alliance welcomes the opportunity for further comment, in the
event that it is required.
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