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Tourism In Victoria

e Over of 5% GSP ($15B)

 Employs around 165,000 people

* Around 1.5 million international visitors pa
« 2" |argest export industry after education

* 5 million interstate visitors pa
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=+ Adventures happen.
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= Real entertainment.
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= You'll never want to leave.
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- Visit make believe.
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Tourism Victoria: Online Snapshot

* Vvisitvictoria.com, visitmelbourne.com, backpackvictoria.com,
skivic.com etc

« 8 language variants

* 6.4 million visitors per year, 28 million page views

« 3000 accommodation, attraction, tours and events listings

« Self authoring model for accommodation, attractions, tours, events
» Australian Tourism Data Warehouse & Tourism Exchange Australia
« Bars and restaurants

« 2500 pages of destination information

 Range of regional, national and international online marketing
campaigns and activities

« User generated content
« Active partnership with Tourism Australia



Tourism Victoria: Competitor Analysis
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HOME | MELBOURME

EXPERIEMCE
Melbourne

Fazhion & Fun
Cultural Discovery
Luxury & Indulgence
Cool Hunting

IN MELBOURMNE
Food & Wine
At 8 Culture
Lost 2 Found
Theatre & Musicals
Events
Shopping
Accornrnodation
Activities &
Attractions
Touring Raoutes

THE RED THREAD

within its labyrinth of laneways and beyvand,
Melbourne haolds untold treasures, The Red
Thread iz a creative forum that unearths
thesze experiences, It doeznt mattar it
vou're a local or fram out of town, let the
world know about vour Melbourne
experiences by leaving your very own thraad
using text, images or video,

FEATURED THREAD

Y Featuring Melbourne A

contributed by Ruge, 1 August 2007

my /=
Melfboucne

Melbourne is an ever evolving cosmopolitan blend of
fashion, food, art and style.

It's a city that offers a taste of many cultures, combining old
and new to give it the individuality it exudes,

& 1 comments O 387 views more >

| VICTORIA'S REGIONS | ACCOMMODATION | FOOD & WINE | ACTIVITIES & ATTRACTIONS | EVEMTS | TRAVEL INFO

FIND A THREAD

What type of Melbourne
experience are vou atter?

& Art & Design (30)

& Beyond the CBD [26]

& Indulge [327)

L Laneways & Arcades [25)
@ Lozt & Found (21)

G Stage Doaor [2)

L Stay out Late (23]

i Take me Shopping (48]
G what's On (10

G Wine 2 Dine [(72)

@ with the Kids (18]

SEARCH Fo&
i




EXPERIENCE

MELBOURNE

| VICTORIA'S REGIONS | ACCOMMODATION | FOODD & WINE | ACTIVITIES & ATTRACTIONS | EVENTS | TRAVEL IMFO

THE RED THREAD

Search Results

'Indulge ' returned 37 results

20 Hours In Melbourne

contributed by texas00, 22 August 2007

2ne of my best Melbourne experiences was completely
unplanned and unexpected - which may be why It was so
rmemorable.

e were on our way to Melbourne (from Sydney via
Canberra) when the friend we we, .,

| SUBMIT [+ |

FIND A THREAD

What tupe of Melbourne
experience are you after?

& 0 comments O 243 views more =

@ Fitzroy great place

contributed by gabby, 10 July 2007

my thread starts at my work place in Gertrude st Fitzroy,
frarm there its a short wallk to the Fitzroy Gardens its
breathtaking seenery & wildlife are abundent i truly love to
spend my lunch hour here 5.,

& 0 comments O 555 views more =

@_fie\r',r Love at the Casino

contributed by dwerbem, 9 July 2007

It was a balmy summer evening at Southbank with my
lowely girlfriend Amanda.

I was out with my girl celebrating having bought a new
house, and the food and drinks that we had at Crown were
magic.

& Art & Design (320)

@& Beyond the CBD [36]
&L Indulge (37)

G Laneways & Arcades [25)
B Lost & Found (21)

@ Stage Door [9)

L Stay out Late (23]

L Take me Shopping (42]
G What's On [10]

L Wine 2 Dine (72)

& with the Kids (18]

SEARCH faa

ONTHE RED THREAD
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Widgets
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Mobile — Insiders Guide Site
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TO MELBOURNE

[ Latest From The Insider
# whats on

"} Exclusive Deals

¥ Bars

| Restaurants

W Cafes

m.visitvictoria.com



Mobile — Insiders Guide Site
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Things that I'm thinking about

* Implementing a new web design & CMS — dynamically profiling
visitors, improved regional branding, better product display, better
more integrated mapping, better booking experiences

 Social media — don’t get me started!

« Cross government initiatives: New media strategies, Innovation
iIndustry and regional development Departmental web strategies,
better use of intranets including “internal social media”

 The adoption of online booking by industry — how can | increase it,
how can | engage smaller businesses, VIC’s, regional and local
tourism groups, how can | improve the consumer booking
experience everywhere, not just on our own websites.



Things that I'm thinking about

 How can online marketing avoid becoming a roadblock for our
marketing as the quantity of work overwhelms our capacity to deliver
and how can | keep the team happy as more our their work involves
the management of outsourced relationships

» Digital marketing is becoming so central to destination marketing —
what does that mean for our team structure, our relationship with
agencies and partners and ultimately my role in the organisation

o Surprisingly, Tourism Victoria does not have an IT department.
“Boring” technology is supplied by the department, increasingly the
organisation looks to my area to show leadership and create and
management new business systems.



Things that I'm thinking about

* Online marketing is “people” intensive eg social media

 There is ever increasing numbers of potential relationships with a
wide range of organisations that the online group pays a key role eg
google, Fairfax and other large media groups, large numbers of
online agencies —some niche, some broad, some international,
some local, some start-ups, some coming from the traditional travel
space.

« 3000 relationships with Victorian operator and 12 regions who we
now help fund through listing fees and selling cooperative marketing
opportunities. What future opportunities can be created in
cooperative online marketing?



Cool stuff

 Augmented reality — layar.com in Holland
« Virtual experiences — tourism website of the future?
* OR codes? Not that new but still cool

* Its what other people do with your content that will count
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IFITT: what Is 1t?

» Not-for-profit organisation aiming to promote international discussion
about information and communication technologies and tourism

« Membership drawn from industry, government and academia .

 |[FITT chapters in Japan, Australasia (incorporating New Zealand),
Switzerland, Finland and North America

e Quarterly Journal of Information Technology and Tourism



IFITT: what Is 1t?

» Incorporates Hospitality Information Technology Association (HITA)

 HITA aims advance the interaction between information technology
educators, vendors and users in the global hospitality industry with
the goal of improving both the quality of education and the
technology itself

* In June 2006 HITA became a part of the IFITT federation and now
functions as a semi-autonomous chapter

 [FITT’s major event each year is the ENTER conference — this year
It is in Lugano, Switzerland.



IFITT: What are its goals?

 To provide a lively forum for discussion, assessment and transfer of
know-how and experience amongst its members

* To contribute to the process of research and development in this
growing and most important field of international travel

 To promote the free interchange of information and ideas about this
field both among specialists and amongst the consumers at large

 To develop and maintain the integrity and competence of individuals
and organisations engaged in the practices and sciences of
Information and communication technologies and travel & tourism.
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