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Victoria’s Aboriginal Tourism Development Strategy  
for 2013–2023 represents an exciting opportunity  
to enhance our State’s offering of sophisticated,  
engaging tourism experiences that showcase  
Victoria’s unique Aboriginal cultures.

It will provide a focus for developing and promoting 
attractions that tap into our State’s rich Aboriginal history, 
cultural expression and diversity in both an urban context, 
as well as across regional Victoria.

The Strategy has been developed in consultation  
with the State’s Aboriginal tourism industry and  
key stakeholders to ensure a collaborative approach  
that maximises opportunities for local tourism operators 
and delivers products that appeal to international  
and domestic visitors.

Over the next 10 years, this comprehensive framework  
will facilitate actions that create a strong, sustainable 
Aboriginal tourism industry that makes a significant 
contribution to growing our overall tourism sector.

I look forward to implementing the Strategy in partnership 
with tourism operators, and State and local government 
agencies to position Victoria as a State offering a rich  
and diverse range of Aboriginal tourism experiences.

 

The Hon Louise Asher MP
Minister for Tourism and Major Events

MESSAGE FROM THE MINISTER
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Lake Condah, Victoria 1872 . 
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the Gunditjmara traditional owners of 
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Traditional Owners Aboriginal Corporation .

Intricately decorated and uniquely individual, 
today only five such traditional Victorian 
cloaks are known to exist . 
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disclaimer
Throughout this document the term 
‘Aboriginal’ is used to refer to both Aboriginal 
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are retained in the names of programs and 
initiatives, and, unless noted otherwise, are 
inclusive of both Aboriginal and Torres Strait 
Islander peoples .
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Vision – By 2023, Melbourne and  
regional Victoria will boast a growing 
Aboriginal tourism industry that showcases 
Victoria’s unique Aboriginal history, cultural 
expression and diversity to a global audience. 
Key stakeholders will continue to work 
together to provide a diverse and sustainable 
range of authentic, high quality products  
that are desirable to both the international 
and domestic markets.

Victoria’s Aboriginal Tourism Development Strategy  
2013–2023 (the Strategy) represents an exciting opportunity  
for both Victoria and Aboriginal tourism. For the first time 
a state will have, as its major focus, the positioning of 
Aboriginal tourism as an urban and accessible experience 
both as a stand-alone experience and as an integral 
component within the broader tourism industry. There is 
also the opportunity to leverage current attractions and 
develop new experiences in regional Victoria. 

The Strategy has been informed through consultation  
with the Aboriginal tourism industry and government  
and non-profit stakeholders. Its vision and initiatives can 
only be realised with the cooperation of the Aboriginal 
tourism industry and community, all tiers of government 
and the wider tourism and events sector. 

This Strategy focuses specifically on Aboriginal businesses 
and individuals who provide authentic Aboriginal themed 
products or experiences to consumers, and differentiates 
itself from related Aboriginal economic strategies 
which focus on Aboriginal employment and business 
development opportunities across the broader economy.

Consumer demand for Aboriginal experiences is  
significant amongst international markets, particularly 
Western Hemisphere markets such as the United Kingdom 
and Europe. Aboriginal tourism is seen as a motivator for  
travel to Australia for these visitors. Recent research in  
the domestic market indicates that consumers’ knowledge 
of Aboriginal tourism is limited. However they are seeking 
experiences that are positive and that highlight the unique 
aspects of the culture. 

The Aboriginal tourism industry in Victoria remains 
small with a number of factors impacting on its potential 
to grow, including resourcing, skills and business 
sustainability. This Strategy proposes a range of actions  
to address these issues in order to support the growth  
of a rich and robust industry in the future. 

To grow Aboriginal tourism in Victoria, the Strategy will  
focus on identifying compelling experiences and building 
the capacity of the industry to deliver these experiences – 
both as stand-alone products or as integral components 
within the broader tourism industry. The Strategy will  
also focus on enhanced business support to both new  
and existing businesses and will encourage partnerships  
and other business-to-business opportunities with the 
broader tourism industry. The Strategy will focus on 
marketing both Melbourne and key regional destinations  
to targeted audiences.

EXECUTIVE SUMMARY 



3

Key Directions
Four key directions that will provide the overarching framework to deliver the actions are:

DIRECTION RATIONALE

1. Position Melbourne as the destination recognised as having a 
suite of authentic, in depth and accessible Aboriginal experiences

• Strong existing product and history

• Differentiation from competitors

• Selling something new to consumers

• Greater opportunity to include Aboriginal tourism as part  
of the overall tourism branding and positioning of Victoria

2. Develop and promote regional Victorian Aboriginal  
tourism offerings

• Rich history and culture

• Potential cluster of products and experiences  
in south-west Victoria

• Align with existing regional tourism initiatives

3. Develop and grow the industry capabilities  
of Aboriginal tourism businesses

• Sustained success is reliant on robust Aboriginal tourism 
businesses that are supported by a strong industry body

• Strengthen and expand tourism networks by supporting 
Aboriginal tourism operators to work in partnerships  
or take advantage of business opportunities within  
the broader tourism industry

4. Market and distribute Aboriginal product and experiences  
to a global audience

• Increase profile and distribution of Victorian Aboriginal tourism 
products and experiences

Worn Gundidj at Tower Hill, Warrnambool
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Victoria’s Aboriginal Tourism Development Strategy  
has been developed with reference to the following:

Victoria’s 2020 Tourism Strategy
Victoria’s Aboriginal Tourism Development Strategy  
is consistent with the direction of Victoria’s 2020  
Tourism Strategy. Victoria’s aim is to grow overnight 
tourism expenditure to $24.7 billion by 2020.  
Reaching this goal would have a significant impact  
on the Victorian economy. By 2020-21 it is estimated  
that tourism will contribute approximately $34 billion  
to Victoria’s Gross State Product (both direct and indirect 
impacts) and generate an estimated 310,000 jobs.

Victoria’s Regional Tourism Strategy 2013–2016
A key plank in realising the direction of Victoria’s  
2020 Tourism Strategy is the development of Victoria’s 
Regional Tourism Strategy 2013–2016. Actions identified  
in the Regional Tourism Strategy are included under  
five key policy areas: marketing, digital, events,  
investment attraction and industry development. 
Aboriginal experiences provide a great opportunity  
to disperse visitors to regional Victoria. A specific action  
to support projects consistent with the Aboriginal  
Tourism Development Strategy is included in the  
Regional Tourism Strategy.

The Victorian Aboriginal Affairs Framework 2013–2018 
The Victorian Aboriginal Affairs Framework (VAAF) is the 
Government’s overarching framework for improving the 
quality of life of all Aboriginal people, their families and 
community. One of the key priorities in the VAAF  
is building prosperity through economic participation. 

Tourism – a pathway to a better  
economic future
Tourism provides an opportunity to contribute to better 
economic outcomes for Aboriginal Victorians through 
employment and business growth. Increasing economic 
participation and development for Aboriginal Victorians 
can be predicated on the following advantages:

• Tourism is an industry in which many Aboriginal 
people and their communities aspire to participate. 
This includes stand-alone experiences and as an 
integral component of broader tourism products.   

• Aboriginal Victorians will have greater opportunity  
to participate in and benefit from the broader tourism 
industry through business ownership, joint ventures, 
training and skill development and employment.   

• Business ventures will enable Aboriginal tourism  
in Victoria to grow as a contemporary and  
accessible experience.   

• The culture and experience offered by Aboriginal 
Victoria is unique to other Aboriginal experiences 
in Australia and this has the potential to further 
differentiate Victoria’s broader tourism offering. 

• Sharing culture and experiences through tourism  
is a means by which Victorian Aboriginal heritage  
and culture can be preserved and fostered. 

The measures of success should include:

• at least one unique drawcard or iconic attraction  
that establishes Victoria as a destination for  
Aboriginal tourism;

• independent and reputable businesses collaborating 
and networking across the State offering reliable and 
high quality Aboriginal experiences;

• tourism operators routinely drawing upon these 
businesses when packaging tourism offerings; and

• a broad range of Aboriginal businesses that operate  
in the tourism industry, such as retail, accommodation, 
hospitality, and adventure tourism.

Inherent in achieving success is the need  
to embed Aboriginal culture and experiences 
into the broader tourism offering.

POLICY CONTEXT AND  
STRATEGIC PLANNING FRAMEWORK
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Tourism is a major driver of economic growth in Victoria, 
which generated over 200,000 jobs and contributed 
approximately $19.1 billion to the State’s economy in  
2011–12 (figures include both direct and indirect impacts)1. 

Aboriginal participation  
in tourism in Victoria
Melbourne is home to a number of Aboriginal tourism 
offerings including: culturally interpretive walking tours; 
keeping places, museums and art galleries; Aboriginal-
inspired cuisine; and locally produced art, theatre and 
music. The high quality of Aboriginal art and cultural 
experiences complements the positioning of Melbourne  
as the cultural capital of Australia.

Melbourne also hosts a vibrant arts and culture scene, 
providing an excellent opportunity for Aboriginal tourism 
to capitalise on various annual festivals and events. 
Currently there is strong Aboriginal involvement in such 
events as the Melbourne International Comedy Festival 
with Deadly Funny, and Yalukit Willam Ngargee at the  
St Kilda Festival. Melbourne has a strong Aboriginal music, 
performing arts and visual arts scene that can be further 
engaged to create a more holistic tourism experience  
for visitors.

In regional Victoria, there are both established Aboriginal 
tourism experiences, and those that are emerging and still 
require considerable development. In south-west Victoria, 
the most mature and established Aboriginal businesses 
and experiences are situated along the Great Ocean Road 
and at the Grampians. These businesses are engaged with 
the broader tourism industry and offer products to both 
domestic and international visitors. The Budj Bim Heritage 
Landscape area at Lake Condah has been identified as 
another area with considerable growth potential over time.

Further consideration will be given to the establishment of 
a forum or other appropriate industry structure to provide 
a voice for Victorian Aboriginal tourism operators within 
the wider industry. It is envisaged this would be developed 
over time in consultation with the Victorian Aboriginal 
tourism business sector and tourism industry bodies such 
as the Victorian Tourism Industry Council.

1 State Tourism Satellite Accounts 2011–2012, published by Tourism Research 
Australia, Canberra July 2013

A national perspective
From an Australian perspective, Aboriginal tourism  
is supported within the following framework:

Tourism Australia
Tourism Australia is Australia’s peak tourism marketing 
organisation and plays a significant role in Aboriginal 
tourism by driving product development and marketing. 

Tourism Australia has provided national leadership in  
the area of Aboriginal tourism. It works closely with 
state and territory tourism organisations and Indigenous 
Business Australia (IBA) to develop strategies and programs 
aimed at increasing and strengthening Aboriginal tourism. 

Tourism Australia and IBA have developed the Indigenous  
Tourism Champions Program that aims to increase  
the business expertise of Aboriginal businesses and to 
provide opportunities for Aboriginal tourism operators to 
engage directly with the travel trade.

Indigenous Tourism Group (ITG)
The Federal Division for Tourism in consultation with 
Tourism Australia and state and territory tourism 
organisations has established the ITG to develop ways to 
increase the quality and quantity of Australia’s Aboriginal 
tourism product offering, and participation of Aboriginal 
Australians in the tourism industry. The key deliverables of 
the ITG, which align with Tourism 20202, include: 

• facilitating an increase in Aboriginal tourism 
employment;

• building capacity of Aboriginal tourism businesses;
• enhancing Aboriginal tourism product offerings;
• guiding policy direction for Aboriginal tourism 

development; and
• coordinating national projects between relevant 

government and industry bodies.

The Australian Tourism Export Council (ATEC)
ATEC established the National Indigenous Tourism 
Taskforce (NITTF). Tourism Victoria engages with  
the NITTF to deliver training and development programs.

2 Tourism 2020, published by the Department of Resources,  
Energy and Tourism. 

INDUSTRY OVERVIEW
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Aboriginal tourism visitors are defined in the National  
and International Visitor Surveys are those who experience 
Aboriginal art, craft or cultural displays, or visit an Aboriginal 
site or community. The definition of an international 
Aboriginal tourism visitor also includes attending  
an Aboriginal performance.

Of all Aboriginal tourism visitors to and within Australia, 
50 per cent were international visitors, 32 per cent were 
domestic overnight visitors and 18 per cent were domestic 
daytrip visitors in the year ending June 2013. 

There were 703,400 international visitors to Australia aged 
15 years and over who undertook an Aboriginal experience 
during the year ending June 2013, or 12.2 per cent of all 
international visitors. In the same period, an estimated 73,800 
(3.9 per cent) international visitors to Victoria participated  
in a local Aboriginal experience while in the state. 

Approximately 12 per cent of international Aboriginal 
tourism visitors to Australia noted Victoria as the state 
in which they undertook the activity. This was below 
Queensland (33 per cent), New South Wales (28 per cent) 
and the Northern Territory (16 per cent), although equal 
with Western Australia (12 per cent). 

This relatively low base provides a great opportunity for 
Aboriginal tourism to increase its economic contribution 
to the State.

State or territory Aboriginal tourism activity  
undertaken by international visitors
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International Visitor Survey, six months ending June 2013, Tourism Research 
Australia, Canberra. Unpublished data.

Comparatively, Australia received 444,000 domestic 
overnight Aboriginal tourism visitors with 254,000 
domestic daytrips undertaken for the year ended June 
2013. In the same period, an estimated 66,000 domestic 
overnight visitors to and within Victoria participated in a 
local Aboriginal experience on their trip. That is, less than 
one per cent of all domestic overnight visitors nationally 
and to/within Victoria undertook an Aboriginal related 
activity on their trip. 

In the year ending June 2013, domestic tourism (overnight 
and daytrip) comprised 98 percent of total travel across 
Australia and 99 percent to regional Australia. Considering 
the importance of the domestic market to regional 
visitation in particular, this indicates a latent demand 
potential to explore within the domestic market for 
Aboriginal tourism. 

MARKET OVERVIEW
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Motivators for Travel
Domestic
Findings from the national TNS Travel and Leisure 
Domesticate Study 2010, Part 4: Indigenous Travel indicate 
the opportunities and challenges in attracting domestic 
Aboriginal tourism travel to Victoria.

Aboriginal tourism travel is perceived to be closely tied 
to a region rather than the potential desire to discover 
local Aboriginal cultures throughout Australia. Survey 
participants struggled to name Aboriginal experiences  
in coastal or city regions. There is a perception that 
outback Australia is the home of Aboriginal experiences 
and that visitors are unlikely to look elsewhere for this  
type of holiday experience. The challenge for Victoria  
is that activities outside the outback experience will not  
be considered authentic3.

Notwithstanding the above, there are other trends 
highlighted in the study that support this Strategy’s  
direction for Victoria to market a suite of authentic,  
in depth and accessible Aboriginal experiences.  
The research indicates Australians are looking for 
experiences that are positive, that focus on the future and 
highlight the unique aspects of the culture. They are also 
seeking Aboriginal experiences that are captured in a wider 
Australian or cultural heritage experience.

Domestic overnight tourism accounts for 97 per cent 
of total overnight tourism visitation in regional Victoria 
with 84 per cent from intrastate and 16 per cent from 
interstate. The growth of domestic intrastate and interstate 
travel market is regarded as critical to regional tourism in 
Victoria. The identification of regional development and 
marketing opportunities in Aboriginal tourism is supported 
through this Strategy.

3 TNS Travel and Leisure Domesticate Study, Part 4: Indigenous Travel, 
December 2010.

International
Supplementary questions on Aboriginal tourism  
were included in the International Visitors Survey (IVS)4 
temporarily. Findings for the year ending December 2010 
survey showed:

• Overall, 43 per cent of international overnight visitors 
to Victoria considered Aboriginal experiences to be 
an influence on their decision to travel to Australia. 
This was a higher proportion than that of travellers to 
New South Wales, Queensland and Western Australia, 
but lower than that of travellers to South Australia, 
Tasmania and Northern Territory.

• Forty-seven per cent of international overnight 
visitors from Western markets to Victoria considered 
Aboriginal experiences as an influencer of travel.  
This was a higher proportion than that of travellers to 
New South Wales, Queensland and Western Australia.

• Thirty-three per cent of international overnight visitors 
from Eastern markets to Victoria considered Aboriginal 
experiences as an influencer of travel.  
This was a higher proportion than that of travellers  
to New South Wales and Queensland.

• Of those international overnight visitors motivated 
by Aboriginal experiences, 69 per cent were from 
Western markets with the UK representing the  
highest proportion of all Western markets.

• Of those international overnight visitors motivated 
by Aboriginal experiences, 27 per cent were from 
Eastern markets with Japan representing the highest 
proportion of all Eastern markets.

4 International Visitor Survey, June 2010, Tourism Research Australia, Canberra. 
Unpublished data.

MARKET OVERVIEW  
(CONTINUED)
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A new series of supplementary questions were added 
to the IVS more recently, relating to barriers that exist 
amongst international visitors to undertake an Aboriginal 
tourism experience, and the sources used to book and  
find information about these experiences. The key findings 
for the year ending June 2013 were as follows:

• Among international visitors who did not undertake 
Aboriginal activities on their trip to Australia, it is 
estimated over 1.97 million (45 per cent) would  
have liked to.

• Interest was slightly higher among Western Hemisphere 
visitors compared to Eastern Hemisphere visitors  
(47 per cent compared to 42 per cent respectively).

• The biggest barrier among non-participants was that  
they thought it would take too much time or they would 
not have enough time to include it in their itinerary  
(66 per cent), suggesting visitors thought that Aboriginal 
experiences could only be found in more remote 
locations. A further 11 per cent did not know about any 
Aboriginal-related experiences where they were visiting.

• Over 29 per cent of international visitors used a travel 
agent to source information about Aboriginal tourism 
activities in Australia. Notably, almost half (48 per cent), 
booked their Aboriginal tourism experience through a 
travel agent. This reinforces the importance of ensuring 
that the travel trade are well equipped with information 
to help consumers plan and book an Aboriginal 
tourism experience in Australia.

• Over 19 per cent of international visitors used  
an online website to source information about 
Aboriginal tourism activities, while 17 per cent  
booked an Aboriginal activity online.

• A large proportion (44.5 per cent), of consumers 
obtained information on Aboriginal experiences 
during their trip, rather than before their trip  
(22.3 per cent). This supports the need to have  
a range of information resources available at key  
sites for consumers to access during their stay  
i.e. at hotels, Visitor Information Centres, etc 

Priority markets and segments

On average international and domestic overnight 
Aboriginal tourism visitors stayed longer and spent  
more per visitor than other visitors5. International markets, 
particularly those from Western Hemisphere countries 
such as the United Kingdom, the United States of America 
and Germany, currently have a higher propensity to 
undertake an Aboriginal experience as a part of their 
Australian holiday than Eastern Hemisphere markets.  
This is in part driven by their length of stay and the likelihood 
that they will spend time in regional areas providing the 
opportunity to undertake more niche activities. 

Tourism Research Australia’s IVS for the year ending June 
2013 indicates that a third of all Aboriginal tourism visitors 
are aged between 20 and 29 years of age, in line with the 
backpacker market, while 18.9 per cent are over the age of 
60 years. Melbourne’s proposed product offering of music, 
performing arts and culture as well as the living history 
of regional Victoria is likely to appeal to the international 
and interstate markets including youth and older markets 
mostly travelling without children.

Although the short to medium priorities will focus  
on increasing international visitor uptake of Aboriginal 
tourism offerings, the longer term goal is to generate 
greater awareness within the domestic market, where  
an Aboriginal tourism experience adds to the overall 
tourism proposition and visitation to both Melbourne  
and the regions. This will take a long-term commitment 
with consistent marketing and product development.

Further exploration of opportunities to develop Aboriginal 
tourism experiences and marketing initiatives to meet the 
needs of the growing Asian markets will be undertaken 
over the life of the Strategy. 

5 Snapshots 2011: Indigenous Tourism Visitors in Australia, Tourism Research 
Australia, Canberra.
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Strengths, weaknesses, opportunities and threats (SWOT) analysis 

STRENGTHS WEAKNESSES

• Can provide an accessible, diverse and cutting edge  
urban experience in Melbourne 

• Australia’s longest running Aboriginal Theatre Company, Ilbijerri,  
and vibrant Aboriginal music industry 

• Australia’s only Aboriginal opera school, Short Black Opera

• Emerging, established and internationally recognised Aboriginal 
artists blend cultural traditions with personal views using 
contemporary mediums to create a distinct cultural expression

• Art traditions and cultural practices of Victoria and south-eastern 
Australia are a unique talking point

• The stories, culture and places of Aboriginal Victoria  
are unique assets which cannot be replicated elsewhere 

• Personalised, intimate experiences (not ‘mass’) that are 
consistent with current broader Victorian positioning  
(marketing and branding)

• The State possesses historical remains of one of the world’s 
oldest villages, including the world’s oldest aquaculture system 
at Budj Bim Heritage Landscape

• The opportunity to leverage existing experiences offered  
in the Grampians and the Great Ocean Road

• There is a lack of awareness of Victoria’s Aboriginal  
tourism offerings

• Victoria’s product offering is different to the market’s 
preconceived idea of Aboriginal tourism

• Where marketing occurs, Aboriginal tourism  
is marketed as a niche industry and not as part  
of the State’s overall tourism positioning

• A limited pool of qualified and appropriately  
trained Aboriginal staff to work in tourism businesses

• Relationships and networks between Aboriginal businesses  
and mainstream tourism businesses are limited

• A lack of business growth and product development

• Limited access to Aboriginal-specific business support programs

• A lack of skills training of community members  
to share their cultural knowledge with a visitor market

• Limited capacity of current industry group to represent  
and advocate for Aboriginal views

• A lack of coordination between the State Government agencies, 
industry and communities

OPPORTUNITIES THREATS

• To own authentic, in depth and accessible Aboriginal  
experiences (in the way that NT owns outback/remote) 

• Victorian Aboriginal cultural experiences and artistic expression 
are yet to be discovered

• Aboriginal tourism in Victoria can leverage the State’s broader 
tourism branding and offering and can be increasingly referred 
to as a ‘sector’ rather than a ‘niche industry ’

• Showcase Victorian Aboriginal experiences in Melbourne to 
business tourism visitors

• Achieve World Heritage listing for Budj Bim Heritage Landscape

• Emerging areas of development potential such as the Murray – 
Echuca River Red Gum National Park, Gippsland, Mornington 
Peninsula and Wilsons Promontory 

• Existing infrastructure at major arrival points (e.g. Melbourne 
Airport), major events and official visitor guides, is available to 
increase awareness about Aboriginal Victoria

• Aboriginal operators have a unique service to offer  
and this can be integrated within the broader tourism industry

• There is potential to develop new partnerships  
and joint ventures within the broader tourism industry

• Victoria has a young and expanding Aboriginal workforce

• Aboriginal tourism has the potential to be a prosperous, 
desirable industry with which Aboriginal people of all ages, 
including Elders and youth, can actively engage

• A continuation of consumer expectation of ‘stereotypical’  
or ‘niche’ Aboriginal experiences that does not fit with  
Victorian product offering

• A failure of the tourism industry to embrace Aboriginal products 
and experiences and/or increase Aboriginal employment

• Reliance on specific individuals to carry/deliver  
brand/experience

• Time needed to develop infrastructure and products

• The value of tourism remaining low with regional communities

ISSUES AND OPPORTUNITIES
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right
Birrarung Wilam Eel Path  
at Birrarung Marr, Melbourne .

The implementation of the Strategy will  
be guided by the following principles:

1 . Aboriginal Victorians have a unique connection  
with the land, its history and stories, which is an 
asset to Victoria and the tourism industry .

2 . Aboriginal Victorians have the opportunity to 
participate further and benefit from the broader 
tourism industry through ownership of stand-alone 
businesses or by participating in joint ventures 
which offer unique Aboriginal experiences .

3 . Aboriginal Victorians have the opportunity 
to participate in and benefit from training, 
employment, management and the provision  
of goods within the broader tourism industry .

4 . The participation of Aboriginal Victorians adds value 
to all tourism experiences, not just cultural tourism . 
It provides the opportunity for cross-cultural 
understanding and learning for all who participate .

5 . Efforts to embed Aboriginal experiences and 
products in the broader tourism experience  
must involve and benefit Aboriginal Victorians .

6 . Economic prosperity for Aboriginal Victorians  
is a critical outcome of this Strategy .

GUIDING PRINCIPLES
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Position Melbourne as the destination recognised as having a suite of authentic,  
in depth and accessible Aboriginal experiences

STRATEGIC DIRECTIONS
DIRECTION 1

Sculpture of Waa at the First Peoples exhibition at Bunjilaka, Melbourne Museum . Photographer: John Broomfield .

Victoria has a unique and accessible urban experience that 
can be enhanced through marketing existing experiences  
to key audiences and development of further product. 

For consumers to associate Aboriginal tourism with an 
‘authentic’ experience, the messages about Aboriginal 
tourism will need to be seamlessly positioned as part 
of the State’s overall tourism branding and product 
offerings. A key part of this experience is the contribution 
of Aboriginal arts, theatre and culture to Melbourne’s 
offering. Art and performance is an integral part of 
Aboriginal culture and is essential for understanding the 
contemporary landscape. An example of this is the Ilbijerri 
Theatre Company, the longest running Aboriginal theatre 
organisation in Australia, which is based in Melbourne. 

The association of Aboriginal tourism with an urban 
experience and for the State to be competitive in this  
area will require a consistent, long term approach 
to strategy implementation. Promoting Melbourne’s 
Aboriginal experiences will assist in building awareness of 
Aboriginal experiences beyond Melbourne and ultimately 
lead to increased regional visitation in the longer term. 

A highlight of Melbourne’s urban offering is the  
First Peoples exhibition at the Melbourne Museum.  
This is the largest exhibition ever to focus on the story  
of Aboriginal Victoria from the time of Creation to today. 
First Peoples celebrates the diversity, continuity, strength 
and vitality of Koorie people. The exhibition provides an 
overview of Koorie cultures existing throughout Victoria, 
including more than 40 Aboriginal language groups – 
uncovering hidden histories, challenging preconceptions 
and inviting visitors to connect through people, place and 
story. Experiences such as this provide visitors to Melbourne 
with added incentives to seek out Victoria’s regional 
Aboriginal tourism offerings.
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ACTIONS RESPONSIBILITY TIMING

1.1 Develop Aboriginal Victoria brand

Develop an Aboriginal Victoria brand that underpins the key attributes and differentiates 
itself from outback Australia and common perceptions of what Aboriginal culture is.

• Ensure that Aboriginal experiences and positioning are seamlessly reflected  
in the overall tourism brand for the state.

Tourism Victoria 2013–2015

1.2 Develop Aboriginal tourism marketing activities

A range of Aboriginal tourism marketing activities will be developed that: 

• reflects how Aboriginal experiences can be included in major Melbourne campaigns;

• identifies stages required in Melbourne being recognised as having authentic, 
accessible urban experiences;

• outlines how the positioning of Melbourne can act as a gateway  
to regional Aboriginal experiences;

• differentiates the Victorian experience from other states;

• identifies marketing partnerships with destinations that complement  
Victoria’s Aboriginal tourism experiences; and

• identifies marketing partnerships with events and business tourism sectors. 

Tourism Victoria Ongoing

1.3 Establish Melbourne as the home of cutting edge culture

A highly visual presence in Melbourne will be created that celebrates the quality  
and diversity of a cutting edge culture. This will involve:

• being situated in a highly visual, high foot traffic location within the City of Melbourne;

• being an innovative and interactive visitor space that showcases the uniqueness and 
diversity of Victorian Aboriginal art, people, culture and experiences; 

• allowing visitors to Melbourne to book tours, source further information about the 
current urban offering available, which includes the Koorie Heritage Trust, Bunjilka 
Aboriginal Cultural Centre, the Aboriginal Heritage Walk at Royal Botanic Gardens and 
IIbijerri Theatre Company, as well as gain information about regional experiences; and

• ensuring the marketing of urban Aboriginal experiences is not limited to the CBD, 
considering further offerings may develop in areas such as Fitzroy and St Kilda.

State Government  
(includes a number of 
agencies such as Arts 
Victoria and Tourism 
Victoria) and City of 
Melbourne

2013–2016

1.4 Promote the Victorian Aboriginal message through the events sector

Market Aboriginal experiences to the business and industry events sector.

• Work with Melbourne Convention Bureau and Tourism Australia to generate 
greater awareness of Aboriginal offerings in Melbourne and regional Victoria, 
focusing on Melbourne as the gateway.

Work with iconic festivals to promote and raise the profile of Aboriginal culture  
to the tourism consumer market.

• Identify key festivals and events and develop marketing activities to target key 
audiences and increase awareness of Aboriginal tourism offerings throughout  
the state.

Tourism Victoria Ongoing
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DIRECTION 2

Develop and promote regional Victorian Aboriginal tourism offerings 

Although it is important for Victoria to position its unique urban experiences as a point of difference, there is also the  
need to increase recognition of and develop Aboriginal tourism across the whole of Victoria. Regional Victoria has a  
rich Aboriginal history and culture, evidenced in destinations such as the Grampians, the Great Ocean Road, the Budj Bim 
Heritage Landscape and key points along the Murray River. Each region has a small and growing product offering that  
can be nurtured to enhance the consumer’s desire to both visit a region and undertake an Aboriginal experience.

ACTIONS RESPONSIBILITY TIMING

2.1 Marketing of regional Victorian experiences

Ensure the positioning and marketing of Aboriginal tourism encompasses regional 
experiences. Ensure the Victorian Aboriginal brand is positioned seamlessly throughout 
Tourism Victoria’s regional marketing.

Work with Regional Tourism Boards and Visitor Information Centres to explore 
opportunities to increase visitor exposure to local Aboriginal culture and tourism offerings. 

Tourism Victoria, 
Regional Tourism Boards, 
Visitor Information 
Centres

Ongoing

2.2 Leveraging off potential regional experiences

Appropriate action will be taken to:

• consolidate and capitalise on activities in regional Victoria including the south-west  
of Victoria

• support a Budj Bim World Heritage listing application, noting that National Heritage 
Listing has already been achieved as the first step in World Heritage Listing 

• support a world class visitor experience that reflects the uniqueness of the landscape  
and story of Gundtjimara Country; and 

• provide mentoring and business support to Aboriginal organisations offering  
tourism experiences.

Tourism Victoria, 
Heritage Victoria, 
Regional Development 
Victoria, Department of 
Environment and Primary 
Industries, Parks Victoria, 
Office of Aboriginal 
Affairs Victoria, VECCI, 
Gunditj Mirring 
Traditional Owners 
Aboriginal Corporation

Ongoing

2.3 Developing and supporting regional attractions

Work with Aboriginal communities and businesses and other areas of government  
to identify opportunities for future expansion and development.

Identify the priorities for investment in Aboriginal experiences in Melbourne and regional 
Victoria. Further consideration will be given to areas that have been identified as currently 
contributing toward tourism and land management aspirations including:

• Great Ocean Road (particularly south-west Victoria, building on opportunities provided 
by the Budj Bim Heritage Landscape and Tower Hill areas);

• Grampians;

• The Murray River; and

• Gippsland.

Emerging Aboriginal tourism experiences from other regions in Victoria will also be 
included in product development and marketing activities.

State Government 
(includes agencies 
such as the Office 
of Aboriginal Affairs 
Victoria, Tourism 
Victoria, Regional 
Development Victoria, 
Parks Victoria)

2014–2015

2.4 Support the development of a significant regional event

Engage relevant areas of government, industry and the community to identify and grow a 
major regional event that highlights Aboriginal culture, history and contemporary lifestyle.  
This will involve:

• completing a detailed business and marketing plan;

• sourcing funding;

• holding the event; and

• an annual evaluation of the event to assess its continual evolution and long-term 
sustainability.

State Government, 
Tourism and Events 
Industry, Country Victoria 
Events Program

2014–2016
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Achieving the vision for this Strategy requires commercially robust Aboriginal tourism businesses and enterprises  
that can succeed in a competitive environment. They need to be able to meet and exceed consumer expectations.  
To achieve this there needs to be cooperation across the Aboriginal and general tourism sector.  

ACTIONS RESPONSIBILITY TIMING

3.1 Accessible business support and tourism training

Ensure that Aboriginal tourism businesses are aware of and are able to access government  
business support programs, and that regional tourism operators also have sufficient access  
to these programs.

Engage suitable industry bodies to take a lead role in delivering Aboriginal business  
support programs, including an Aboriginal Business Advisor Program to be delivered  
by mobile program staff.

Department of State 
Development, Business 
and Innovation, VECCI,
State Government, 
Indigenous Tourism 
Champions Program, 
local government 
agencies

Ongoing

3.2 Increasing industry cultural responsiveness

Develop an Aboriginal Cultural Awareness Program as part of Tourism Excellence.  
This will involve a cross-cultural exchange where Aboriginal businesses learn the essentials  
of managing a successful tourism business, while the broader tourism industry is made aware 
of the unique factors relevant to Aboriginal businesses.

Increase cultural awareness within Tourism Victoria’s marketing and promotional networks 
and the travel trade. 

Support the development of joint management/partnership opportunities between 
Aboriginal enterprises and a non-Aboriginal tourism business.

VECCI, Tourism 
Victoria, Aboriginal 
Tourism Industry

2014–2016

3.3 Strengthening representation and advocacy

Resource and assist the establishment of a Victorian Aboriginal tourism industry group, to 
represent and advocate for Aboriginal interests relating to tourism that links with the existing 
peak Victorian industry body and VAES Advisory Board.

Tourism Victoria, 
VECCI, Aboriginal 
tourism industry

2014–2015

3.4 Actively participate in Australia-wide forums and initiatives for Aboriginal tourism

Undertake an influential role in the future of Aboriginal tourism in Australia through 
participation in:

• Tourism Australia activities;

• Indigenous Tourism Champions Program; and

• Indigenous Tourism Group.

State Government, 
Aboriginal tourism 
industry

Ongoing

DIRECTION 3 

Develop and grow the industry capabilities of Aboriginal tourism businesses
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There is an opportunity to increase the awareness of Victorian Aboriginal product and experiences, including 
differentiating the state from perceptions of outback Australian experiences. To achieve this, effective marketing, 
communication and distribution is crucial.

ACTIONS RESPONSIBILITY TIMING

4.1 Leverage tourism industry partnerships

Work with Tourism Australia on marketing activities in key markets.

Engage with other Australian states and territories to develop marketing  
communications that incorporate regional and urban Aboriginal experiences in key  
Western Hemisphere markets.

Tourism Victoria, Industry Ongoing

4.2 Utilise digital technology to raise awareness of Victoria’s Aboriginal tourism experiences

Develop rich Indigenous tourism content, including videos, imagery and stories for 
visitvictoria.com and other digital marketing platforms. Support an Aboriginal component  
in key marketing campaigns in important markets globally. 

Tourism Victoria, Tourism 

Australia

2013–2017

4.3 Support and leverage the Aboriginal Tourism Champions Program

Work with Tourism Australia and Aboriginal Business Australia to identify, support  
and market Victorian Aboriginal tourism businesses as part of the Aboriginal  
Tourism Champions Program.

Tourism Victoria 2013–2017

4.4 Acknowledgement of Aboriginal Victoria

A protocol will be developed and implemented to ensure the importance of Aboriginal 
heritage and contemporary culture in Victoria is acknowledged and its presence recognised 
in a range of public places, with a focus on: 

• major entry points to the state such as Melbourne Airport and  
Southern Cross Railway Station;

• key visitor touch points including Visitor Information Centres in Melbourne  
and key regional locations;

• Tourism Victoria and industry partners marketing; and 

• Melbourne Convention Bureau marketing. 

Tourism Victoria, 

Regional Tourism Boards, 

Visitor Information 

Centres, local 

government, tourism 

industry partners, MCB

2014–2017

DIRECTION 4 

Market and distribute Aboriginal product and experiences to a global audience
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Tourism Victoria will implement a monitoring and 
evaluation program to assess changing environmental 
conditions and performances that may impact the 
directions of the Strategy. A key element will be the 
delivery of an annual report card that will provide a 
summary of the status of key actions and milestones.  
This report card will be made available to stakeholders.

To effectively realise the directions of this 10 year  
Strategy an implementation process to divide this  
into short, medium and long-term priorities will need  
to be developed.

Tourism Victoria will actively participate in whole-of-
government reporting led by the Indigenous Economic 
Unit at DSDBI. There will also be a need to ensure relevant 
government agencies and industry stakeholders are 
engaged in implementing specific actions, for example, 
infrastructure projects.

In addition to the broad vision identified in this 
Strategy’s executive summary, a number of outcome 
and output measures and targets will be included in the 
implementation plan and reflected in the annual report 
card. A detailed review of the Strategy will be undertaken 
every three years.

IMPLEMENTATION AND MONITORING

Common Ground, Wurundjeri rock carving at Birrarung Marr, Melbourne
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