VISITOR
SERVICING
TOOLKIT
From information
to inspiration

INTRODUCTION:
ABOUT THIS TOOLKIT
Thank you for accessing this Toolkit, a practical
guide for providing information and services to
visitors in an age of customer empowerment enabled
by digital technology. While there is still an important
role for face-to-face engagement, most of us expect
to be able to self-serve via our smartphones and
other digital devices at our convenience.
Smart retailers are increasingly anticipating our
needs and intercepting us with the right information
or offers via digital channels, at just the right time.
And, of course, when we do meet our customers
physically, the best retailers ensure going in store is
a stimulating experience that meets our needs and
excites us with other opportunities.
It is no different when we provide information
and services in the visitor economy. Many local
governments and regional tourism boards are
rethinking the role and design of the traditional
Visitor Information Centre. The best are adding in
inspiration, going mobile and making it possible
for people to access services at multiple locations
in our destinations including connecting them to
information via digital signage and QR codes for
their smartphones.
Going forward, we will all need
to use technology to
establish and maintain
a relationship with our
visitors. This will enable us
to encourage people to stay
longer and do more, return,
and promote positively
our destinations via their
physical and virtual social
networks. This way we will
grow local economies, create
interesting new jobs, and
even convert some visitors
to become residents.

Visitor Servicing Steering Group
Members: Paul Matthews, Visit Victoria; Paul Albone, Department of Jobs, Precincts and Regions; Mark
Francis, Murray Regional Tourism Board; Tracey Cooper, Mornington Peninsula Regional Tourism Board;
Will Rayner, Macedon Ranges Shire Council; Teresa Mahood, Bass Coast Shire Council; Stephanie
Hamilton, City of Melbourne; and Felicia Mariani, Victorian Tourism Industry Council.
This document is part of a body of work commissioned and overseen by a Statewide Visitor Servicing
Steering Group convened by Visit Victoria and comprising representatives from industry, State and
local government and regional tourism boards. It was compiled by Komosion Pty Ltd www.komosion.com.
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For the latest information, metrics, research, tools and case studies
on Visitor Servicing, visit the VTIC Visitor Servicing Portal.
You can type the below address in or access immediately through
your smartphone camera using the QR Code.

https://www.vtic.com.au/visitor-servicing-resources/
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WHAT IS THE VISITOR ECONOMY?
Traditional definitions of tourism tend to focus on
leisure tourists - people travelling and staying outside
their usual place of residence for a limited time for a
holiday, sight-seeing and recreation.
More recently this has been expanded to include
people travelling for other reasons such as visiting
friends and relatives, business, work, and
education.
Today, ‘visitor economy’ more broadly refers to the
production of goods and services for consumption
by all these kinds of visitors, and includes the
industries that directly serve them such as hotels,
transport providers, tour companies and attractions,

as well as intermediaries and those involved directly
such as retail and food production. Visitor activity
contributes to investment and jobs across a range of
industry sectors and is now recognised at all levels of
government in Australia as an intrinsic, sustainable
and driving part of economic development.
It creates long-term improvements in the liveability of
cities, towns and rural life and significantly improves
the prosperity of Australian communities.
Tourism is a major contributor to economic growth
and has been identified as Australia’s ‘next wave
of prosperity’ – with the potential to become one of
Australia’s fastest growing industries.

Importance to Regional Victoria
Victoria is the second most visited destination nationally. Its
visitor economy is of growing importance as its potential to
contribute to our future growth and employment is high.
Victoria’s tourism industry is a significant economic driver for
Victoria, worth $30 billion (directly and indirectly), which includes
domestic day-trips, overnight expenditure and international
expenditure.
In 2016-17 tourism’s contribution to direct employment in Victoria
(4.6%) was higher than financial and insurance services (3.8%),
agriculture, forestry and fishing (3%) and mining (0.4%).
In total, tourism generated 6.9% of direct and indirect
employment in the State, equating to 214,500 jobs, split between
143,800 direct jobs and another 70,700 indirect jobs.
Over the past five years, Victoria has outperformed both New
South Wales and Queensland in terms of visitor economy growth.
More visitors are coming from growing Asian markets and this
positions the state well for the future.
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INVESTMENT AND JOBS
Regional Victoria has long suffered a higher rate of
unemployment than metropolitan areas, particularly
among youth. It is not easy to create long-term,
sustained solutions that will help to address such
entrenched problems.
Victoria’s visitor economy is now seen as a critical
part of the unemployment solution because:
•

The growth in Victoria’s visitor economy can
benefit all regions; and

•

Government, at all levels, has tools that enable it
to effectively stimulate the visitor economy.

And even though more than half of Victoria’s total
tourism employment (56%) is located in the regions,
visitation to regional Victoria, in particular overnight
visitation, is below potential.
We believe that greater investment is required to
increase expenditure and length of stay, which in turn
will create the desired employment levels to achieve
State targets.
The best tools to stimulate the local visitor economy
will vary. Some parts of regional Victoria are far more
dependent on tourism than the state average, such
as Phillip Island, Great Ocean Road, Daylesford and

Macedon Ranges, the Grampians and Victoria’s High
Country.
Other regions such as Melbourne and the Goldfields
have a diverse set of industry sectors driving their
local economies and so the visitor economy is a lower
proportion of total economic activity.
Managing seasonal employment peaks is also an
issue facing many areas.

TOURISM DIRECT TOTAL CONTRIBUTION TO GROSS REGIONAL PRODUCT AND EMPLOYMENT 2017-18
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THE RETURN ON INVESTMENT
FOR ENABLING THE REGIONAL
VISITOR ECONOMY
Growing the visitor economy is one of the fastest and
best ways for local governments to improve their
own financial viability and capacity to deliver on
community expectations into the long term. It brings
new dollars into the local economy and improves the
profitability of local businesses, while also supporting
new start-ups and attracting major investment
to the area.

Businesses are important ratepayers and
visitor spend helps strengthen the income local
governments receive in rates. This all acts to improve
the rate base.
For many parts of rural and regional Australia,
investment in the visitor economy is proving to be
one of the most effective ways for local areas to be
sustainable and flourish.
The average overnight visitor spend in Victoria for
intrastate visitors is $160 per night, with interstate
visitors spending $240 a night. Daytrip visitors spend
approximately $95 a day.
Research indicates visitor spend filters down to
all parts of the community. The visitor economy
creates jobs and supports local services including
supermarkets, cafes, bars, retail, and restaurants.

ROLES AND RESPONSIBILITIES

COMMUNITIES

Managing the visitor economy is a shared
responsibility with many stakeholders
contributing to outcomes. Economic
development and job creation starts with the
private sector.

A good working relationship between communities
and the local tourism industry is vital. A core
role of local government is to raise community
understanding of the value of the visitor economy.
This assists communities to understand why local
government is investing in the visitor economy and
how they are maximising the benefits and mitigating
unwanted impacts.

Businesses are also major partners in promotion
and marketing activity that build the brand
and profile for a destination. Government can
help businesses to grow by creating the right
conditions for private investment and also
undertaking targeted strategic investments that
have been identified as projects that contribute
to regional visitor economy growth.
Local Government plays an important role in
managing local development and supporting
the visitor economy sector. Local tourism
associations work closely with the community
and around visitor needs.
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VISITING FRIENDS AND RELATIVES
The local Visiting Friends and Relatives (VFR) market
is also important, increasing with resident growth
as locals become advocates for their region.
It represents almost 23% of total international
overnight visitors.
SPEND
Visitor Expenditure in Victoria was $30 billion per
annum to the year ending March 31, 2019.

WHERE DOES THE VISITOR DOLLAR GO?
Research indicates visitor spend filters down to all
parts of the community and is felt much more widely
than by just the accommodation provider or the tour
operator.
The visitor economy creates jobs and supports local
services including supermarkets, cafes, bars, retail,
restaurants, petrol stations and more.

The so-called multiplier effect sees the local visitor
spend flow on through local state wages and business
spend to support tradesmen, truck drivers, laundry
services, childcare providers, local food produce
suppliers and the like.
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STANDING IN
OUR VISITORS’ SHOES
VISITOR SERVICING TOOLKIT August 2019 / 8

WE NEED VISITORS AT THE CENTRE OF
OUR THINKING
When we think about visitor servicing, we need to
think about the whole journey – not just the point of
engagement in a Visitor Information Centre.

or motivations for visitation to help us find the right
media environments through which to invite potential
visitors to our destination.

We need to better understand where our visitors
engage with “content” and for what purpose.

Operators can leverage learnings from Visit Victoria’s
research program, which has uncovered insights into
“why visitors visit”. Your local Regional Tourism Board
can assist you connect to this research.

It’s no good, for instance, to have content about great
local experiences in a printed brochure only available
at a VIC if a visitor would have planned to stay longer
had they been able to discover the experience while
researching their visit online.
We need to be able to break down our diverse visitor
audience into segments based on primary drivers

Anyone involved in Visitor Servicing can also engage
visitors in-destination to seek to understand which
“touchpoints” influenced them – and how and why as they made decisions about where to go and
what to do.

VISITOR JOURNEY
INSPIRE

CONVERT
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Making it easier for potential
visitors to source information
and book travel.
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Putting Melbourne
and Victoria into the
consideration set.

c
vo
ADVOCATE
Visitors become continual
destination advocates, telling friends
and family about their amazing
Melbourne and Victoria experiences.
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SERVICE
Providing an exceptional visitor
experience from arrival to departure.
Inspiring visitors to engage in multiple
experiences and extend length of stay.

Where does an LGA play most?
Local government is arguably the visitor economy’s most influential stakeholder. Research shows that in
2015/16 local government across Australia spent an estimated $373m on tourism - operating visitor centres
and supporting events, festivals, promotions, marketing and development in tourism.
(Notably, Victoria had the lowest per capita spend of all states and territories in supporting
the local visitor economy - $10 compared with a maximum of $22 by WA and NT.)
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MAPPING THE TRAVELLER’S JOURNEY:
PRE-VISIT
This image below is taken from a large project undertaken for a major Australian travel company which
mapped the journeys that Australian travellers undertake when they plan and book holidays.
It highlights one of the opportunities identified by the project, namely if you can understand the emotional
driver or need there is an opportunity to intercept potential visitors before they have chosen a destination.
For example, a stressed professional Melbourne couple who want to “flop and drop” might equally choose
to get away to Daylesford, Yarra Valley or Mornington Peninsula, depending on who engages them first
at their time of need.

Many Visitor Servicing teams focus on providing
information and surveying visitors to confirm
that their needs have been met, but they should
be equally concerned with building a long-term
relationship with their visitors.
Once you have permission to stay in contact with a
visitor, you can understand their individual interests
and preferences (which will evolve over time) and
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invite them to other matched experiences in your
destination.
You can also keep them informed about new product
and experiences and encourage them to share such
opportunities with their physical and virtual social
networks. To do this well, you will need to invest in
appropriate Customer Relationship Management
software, skills and processes.

MAPPING THE TRAVELLER’S JOURNEY:
DURING AND POST VISIT
Anyone managing Visitor Servicing can start to
explore the visitors’ journey.
When you map a visitor’s journey, you have an
opportunity to map the “full arc” – from the moment
someone had an inkling they wanted to travel,
through consideration and booking, their indestination activities and what they did after they
returned home.
The idea is to ask people to describe their key tasks,
what prompted them, what they did and how they felt
at each key step of the process. You are looking for
both rational and emotional insights into behaviour
that will help you either engage a potential visitor or
improve the service offering right across the journey.
You can use the template illustrated on this page
to start mapping their journeys and looking for key
insights, including seeking out the moments that
matter most.
This could, for example, be done with a group of
people who are in your destination for a Food and
Wine or a Nature experience – although you may
need to further refine that into a Passive or Active
Nature Experience. (For example are you mapping
the journey of a group touring by car as opposed to
cycling, hiking or skiing etc?)

You can use the template to list and get an
insight into all the steps they took, including what
information was sought, where, when and why –
and how they felt at each step. You can seek to
understand what worked well for them and where
they had frustrations.
BY THIS PROCESS YOU CAN BEGIN TO:
•

Identify behaviours that can be leveraged for
information provision, cross-promotion and
upselling; and

•

Explore the “deal makers and deal breakers” come to understand service delivery gaps and
opportunities to “excite and delight”.

To access a copy of this CX
Journey Map and see examples
of how to use it, visit the VTIC
Visitor Servicing Portal.
You can type the below address
in or access immediately through
your smartphone camera using
the QR Code.

https://www.vtic.com.au/visitor-servicing-resources/
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WE SHOULD THINK LIKE A RETAILER IN
AN OMNICHANNEL NETWORK
To be fully effective in visitor servicing we need to
think like the world’s best retailers.

in the right way and at the right time via digital and/
or physical channels.

Most successful retailers now think about engaging
customers via a “blend” of online and offline
“channels” – a strategy known as “Omnichannel”.

And just like the world’s leading retailers, where we
have a Visitor Information Centre we need to create
exciting physical environments that meet not only
visitors’ immediate information needs, but also
inspire and open them up to opportunities for on-sell
and cross-sell of other experiences.

They understand how their customers think about
their products and services and intercept and
nurture them in a consistent and coherent way, with
information and sales offers at multiple stages of
their journeys via digital channels and face-to-face
engagement.
What we learn can help us to be more effective in
visitor servicing.
We need to see marketing and visitor servicing as
part of a continuum of activity by the visitor, and
align our communications to reach potential visitors

CORE VISITOR NEEDS INCLUDE ACCESS TO:
•

Digital information and services

•

Personalised recommendations

•

Local expertise; and

•

Traditional information resources (e.g. maps,
printed collateral).

POSSIBLE CUSTOMER FLOW IN A REDESIGNED VIC
Bookings
Accomodation
Experiences

Welcome
Local Weather
Local Trafﬁc Conditions
What’s On Today
Today’s Wildlife Sightings

What Can We
Do For You?

Directions
Local Area Maps

Experiences
Toilets

e.g., Walking
Nature
Wineries
Surﬁng

Retail

Kiosk
Downloads
Print Tickets, Maps And
Vouchers

Personal
Consultation
Benches and Seating
Tablet Or Microsoft Surface

Group Talks
Big Screen
Seminar Environment
Set Times Or By Appointment

Essentials For Locality:
Sunscreen
Rain Ponchos
Guide Books
Local History Guides

Gary McCartney, a retail architect with more than 20 years global
experience, describes the typical current VIC environment as:
“Cluttered; Institutional; Redundant; and Pre-Internet”.
“We can transition the traditional Visitor Information Centre to a
Local Knowledge Centre ... to Hub of Inspiration,” said McCartney.
“A place where we can bring visitors together with locals for a true
local experience - stuff you can’t get on the internet.”
He created the above graphic to illustrate the mood and customer
flow to give a feel for how the experience could work.
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VICS ARE JUST ONE PART OF THE
VISITOR JOURNEY

Although Visitor Information Centres
continue to have the majority of
Visitor Service Investment, there
are many more touch points where
visitors are seeking information and
inspiration, as the diagram to the
right illustrates.
If we have gaps in our understanding
of what our visitors require, when,
and by which channel, we will have
gaps in our service delivery.

ELECTRONIC
KIOSKS
EMAIL

SOCIAL
MEDIA
MOBILE/ON-LINE

BOOKING & RESERVATIONS
WEBSITE & APPS

USER REVIEW
SITES

VISITOR

LOCAL
AMBASSADORS

MOBILE
VISITOR KIOSKS

PERSON-TO-PERSON
VISITOR
CENTRES

FRONT LINE STAFF/
CONCIERGE

WHAT VISITORS WANT
“Visitors want to be engaged differently
and at all stages of their journey,”
states Tourism Greater Geelong and
The Bellarine in its 2018 Visitor Servicing
Strategy.
“By providing an exceptional and
seamless visitor experience across
the region, Tourism Geelong and the
Bellarine are hoping to achieve a
competitive advantage as a destination
and ultimately increase yield and
dispersal,” it says.
“Strategic provision of information at all
stages of the trip cycle is key as visitors
are looking for curated information,
customised to their needs and
requirements.”
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PLAN
FOR ACTION
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FROM INFORMATION TO INSPIRATION

VISITOR SERVICING INSPIRATION
PILLARS
Although Visitor Information Centres continue to have the majority of Visitor Servicing Investment, they are
only used by between 5% and 15% of total visitors.
There are many more touch points by which visitors seek information and inspiration, as the diagram
below illustrates.

1

2

3

INFORMATION

PEOPLE

EXPERIENCES

Information is the currency of
visitor servicing and must be
accessible during all stages
of the journey.

Visitor servicing involves the
entire community and it’s
critical that all stakeholders
are engaged and aligned.

The experiences available are
the catalyst driving visitation and
those experiences need to be
aligned with visitor expectations.

Core visitor needs included access to local expertise and personalised recommendations.
Many people seek the same information at different parts of their visitor journey.
This means that all information should be easy to obtain during both planning and visiting
phases of a visit and needs to be made easily accessible through digital
channels, especially via mobile phones.

VICs have all three pillars –
but information needs to be mobile and digital
“Eighty per cent of visitors undertake pre-planning through digital distribution channels (yet) VICs are
predominantly devoid of digital integration,” concluded a 2018 Visitor Servicing strategic discussion paper for
Great Ocean Road Regional Tourism Board.
While bricks and mortar VICs still play a role, visitor needs are increasingly being engaged at both
the regional and local level via a variety of touchpoints including pop-ups, mobile delivery and roving
ambassadors.
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INFORMATION PILLAR

MAXIMISING REACH
THE TRUTH ABOUT HOW
VISITORS WANT INFORMATION
The “information age” has grown into the “consumer
age” in which consumers hold the power. They expect
to get what they want, whenever and however they
want it.
Travellers want the same thing - trusted
recommendations from someone who has
experience. They value advice from locals above all,
but don’t want to go out of their way to get it.
TOP TIPS FROM GOOGLE
Make local information accessible through digital
platforms: your apps, sites, and mobile experiences
should be designed to allow travellers to quickly and
easily access what they’re looking for and then get
back to enjoying their trip.
Doing so will likely pay off as seven in 10 travellers
(67%) say they feel more loyal toward a company that
shares information during their trip when it improves
their travel experience.
BE PRESENT ON MOBILE
Travellers rely on mobile devices to get their bearings,
both figuratively and literally. Since smartphones are
location-aware, travellers often search for “things to
do near me”. Search interest in the phrase “places to
eat near me” has more than tripled in the last year.

EXPANDING VIC REACH
Bendigo VIC has taken it services to the streets via:
•

Ambassadors on the train

•

Brochure stands in town

•

People walking around the town.

EMBRACE DIGITAL CHANNELS
The biggest lesson for those looking to embrace
digital is to be fully aware of the time and cost
needed to succeed, according to the experience of
Phillip Island’s VIC which has embraced digital via
online booking engines, social media, and free Wi-Fi
and technology in-centre. Phillip Island VICs digital
ecosystem includes:
•

Dedicated staff running the website

•

A full-time staff member dedicated to running
social media

•

Various digital partners to ensure sites are
running correctly; and

•

Full integration into partners’ websites including
Destination Phillip Island.
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SERVICING BEYOND VICs
Yarra Ranges Tourism doubled brochure handout
in the first year after it put more information where
visitors are, including:
•

At railway stations and events; and

•

Via digital signage at vineyards.

Do you have a plan to ensure
in-centre content is also
available via digital channels?

UNDERSTAND YOUR REGION’S VISITORS
– SEGMENTING THEM CAN HELP
Each region has subtle differences in the type of
visitors it attracts. Visitors from Melbourne and
intrastate make up the majority of Victorian visitor
nights, although interstate and international visitors
are more economically important. There are several
ways to segment the market including the geography
from which a visitor comes and other demographic
information.
55 PLUS
Travellers aged over 55 are happy to chat and
engage with the people they meet along their way
according to New Young Consulting, a market
intelligence and marketing agency that specialises
in the seniors travel market. When they are on the
road, they reach for their mobile phone or tablet, and
voice-activated search is also used while driving.
They also use VICs and the internet heavily in
destination.
MELBOURNE
Melbourne is a major player in regional tourism
dispersal. Many international visitors to Melbourne
access information about what to do in regional
Victoria. Some destinations, like Ballarat, have
experimented with “Pop Up” Centres in the Melbourne
CBD as part of a strategy to “fish where the fish are”.
That initiative, in 2019, involved a pop-up shop in a
prominent street in Melbourne highlighting regional
produce, experiences and culture. This initiative
generated 11 editorial articles, social reach beyond 1
million and over $500K in PR value.
INTERNATIONAL
The United Kingdom remains the top international
market for nights spent in regional Victoria, with more
than one in five (22%) dispersing to regional Victoria.
International visitors after that who spend the most
nights in regional Victoria in descending order come
from Taiwan, China, New Zealand and India.
REPEAT VISITOR
One of the easiest markets to maintain is the
returning visitor. This is someone who knows what
the region has to offer and can provide a valuable
platform for advocacy among peers. Every visitor can
become a potential resident. Building relationships
with visitors through digital platforms encourages
repeat visitation through active consideration and
familiarity through to the consideration stage to
conversion.

FAMILIES
The family market considers regional Victoria an
opportunity for holidays in addition to a short break
and day trip destination. The proximity to Melbourne
and the desire to do things during school holidays
can drive visitation by families. These families require
more information about child-friendly experiences,
accommodation options and often have budget
requirements.
COUPLES
Having a person share experiences with another in a
destination greatly impacts on satisfaction levels of
couples. From partners to friends travelling together,
this market usually has higher levels of disposable
income and a propensity to travel more in the short
break market.
GROUP
People travelling in groups are a fantastic
market to attract with the right offer. Logistics for
accommodation, transport, meals, parking and
curating the right experience for a group of people
that may not share the same interests can be a
challenge.
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HOW TO ASSESS YOUR REACH
Understand what percentage of visitors you are reaching. VICs service between 5-15% of total visitors.
Identify what type of visitors your region receives.

Is your local knowledge
reaching visitors as they
research your region?

CASE STUDY:
MORNINGTON PENINSULA
TOURISM REGION

DAY TRIPPERS
These travellers tend
to need less on-theground support.
They look for simple
recommendations
like the best
restaurants or
hiking trails. They
tend not to seek out
information and it’s
important that you
reach them through
online information,
roving ambassadors
and/or information
within the major
transit hubs and
local attractions.
OVERNIGHT VISITORS
They tend to have already booked their
accommodation before arriving so it’s important
to ensure the accommodation providers are well
trained on the activities in the region and have maps
and brochures on hand - and can point to digital
information. Look at where visitors are coming into
your region – eg, train or road - and make sure you
have clear signage and support at those entrances.
UNCOVER VISITOR PATTERNS
Look at the most popular sights in your region and
explore ways of intercepting visitors whether through
digital channels, brochure stands, ambassadors or
training staff at attractions to answer questions.
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Many peak holiday season visitors did not
use any formal visitor information during or
prior to their trip to the Mornington Peninsula
Tourism Region, a report highlighting key
visitor survey results from a 2019 Mornington
Peninsula Visitor Intercept Survey has
revealed.
It found that that 72% of the 7.5 million visitors
to the region during the 2018 peak season
were overnight visitors and 28% were daytrippers. Some 92% of all visitors were repeat
visitors.
The report was commissioned by the
Mornington Peninsula Regional Tourism
Board and the Mornington Peninsula Shire
and said that 28 % of visitors did not use
any information source and 27% used
recommendations of friends and family.
The preferred method of visitor information
consumption by peak season visitors was via
a smartphone (83%) - 21% higher than in 2015
(62%) - demonstrating continued adoption of
the smart phone as visitors’ key information
source.
The proportion of visitors wishing to use
physical VICs declined from 14% in 2015 to 7%
in 2019, “reflecting the growing preference for
online information by visitors”.
“Visitor information service provision
needs to be continually reviewed with the
understanding of changing preferences of
visitor information consumption,” the report
concluded. “The delivery of quality and
informative online information is critical for
the contemporary visitor.”

INSPIRING THROUGH INFORMATION
The right content at the right time by the right channel
The new world of technology-enabled marketing
illustrates dramatically why our approach to Visitor
Servicing must change.
In a data driven world there is a universe of “known”
and “unknown” prospects and customers. With
the right behavioural data points we should be
able to predict and pre-emptively offer visitation
opportunities to people we know and people we don’t.
The move towards more data-driven, personalised
marketing is core to delivering the right content, to
the right person at the right time.
Ideally we are getting to know our visitors by
recording in a database their preferences based on
their behaviours and questions we might ask them.
In this model, the Visitor is truly at the centre of
everything we do.

For further information and
resources on storytelling visit the
VTIC Visitor Servicing Portal.
You can type the below address
in or access immediately through
your smartphone camera using
the QR Code.

https://www.vtic.com.au/visitor-servicing-resources/

The Art of Storytelling
“Marketing is no longer about the stuff that you make,
but about the stories you tell”, says US marketing
author and entrepreneur Seth Godin.
Storytelling can take place across all levels, from
a local producer telling their family’s challenges
building their business from scratch to a Regional
Tourism Board sharing the lives of their community’s
characters.
The evolution of the internet has seen consumers
overloaded with advertising and brands. To cut
through, it is vital to create an emotional connection
with the consumer. Storytelling offers a way to
connect with the consumer by moving away from
‘selling’ to developing engagement at an
emotional level.

A good story drives consumers, media and fellow
tourism bodies to engage more extensively, driving
increased visitation and engagement.
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PEOPLE PILLAR

ENGAGING LOCAL BUSINESS
“Coming together is a beginning, staying together is progress, and working together is success” –
Henry Ford, founder of the Ford Motor Company.

THE POWER OF COLLABORATION

TRAINING IN CUSTOMER SERVICE

Yarra Ranges Tourism has a diversified approach to
visitor servicing and relies heavily on local businesses
to not just deliver excellent customer service but also
distribute information. It also uses digital screens.

Partnering with the Box Hill Institute, Yarra Ranges
Tourism created a training course called “Visitor
serving is everyone’s business”. The 90-minute course
is free for partnering businesses and can be tailored
for their business needs.

CREATING AN INFORMATION NETWORK
With the aim of engaging more visitors, Yarra Ranges
Tourism uncovered the most visited destinations
within its region and then worked with local
businesses to strategically place information stands
where visitors were. In the first year, the number of
visitors receiving brochures more than doubled.

CULTURAL TRAINING
Yarra Ranges Tourism has also been running sessions
for several years that provide local businesses with
an introduction to Chinese cultures and language
and would like to expand that to the Indian
community.

Top three tips for working with local business (Bendigo VIC)
1.

Maintain regular contact
Bendigo VIC does this regularly through
day-to-day engagement with business
including emails, booking requests,
website updates and the like, says
administrator Nicole Perry. “But we also
contact members for a yearly digital
‘health check’ where we review their
website and digital channels. The bottom
line is you need to show that they’re
important.”

2.

Ensure you can show the value you deliver
“Understand the value of what you
offer and be able to explain it in a way
that you’re not overselling and creating
expectations that can’t be met,” says
Nicole.

3.

Be a true partner
“Leave the business feeling like you’re a
partner and are invested in their success,”
advises Nicole. “It’s helpful if you can
connect businesses to the right people
to overcome red tape and make things
easier for them. Provide the opportunity
for people to connect.”
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ENGAGING THE COMMUNITY
“One of the marvelous things about community is that it enables us to welcome and help people,” Jean Vanier, Canadian philosopher.

LOCALS ARE THE BEST
AMBASSADORS – BENDIGO
AMBASSADOR PROGRAM
IN FOCUS
Visiting Friends and Relatives (VFR) account for
almost one third of overnight visitors across Victoria
but often don’t seek out visitor information. Bendigo
VIC decided to find a way to connect with the VFR
market, which accounts for almost half of the
region’s visitors.
It created a Bendigo Ambassador Program offering
local residents discounts at local attractions,
including when they bring their visitors along. The
program has been running for more than 10 years
and has over 6,000 local residents signed up.

What are you doing to engage
local businesses and residents
in the visitor economy?

“Some VICs have extended their
role beyond visitor servicing...“

COMMUNITY MATTERS
VICs are often seen
as the experts in
the tourism industry
and can serve as
a hub for training
students entering
the tourism industry.
Frankston VIC has
played an active role
in the Mornington
Peninsula Traineeship Program helping
students work towards their Certificate III in
Tourism.
Some VICs have extended their role beyond
visitor servicing and taken on a broader role
in their community. For example, Sunbury and
Horsham VICs have become a first port of call
for new residents moving into the region.
Sunbury VIC staff have worked with local real
estate agencies to create a welcome pack
and have a section in the centre dedicated to
new residents, including emergency services
and council information.
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INSPIRING VOLUNTEERS

Volunteers make a huge contribution to Victoria’s
tourism industry. They take on responsibilities and
contribute in a way that assists organisations carry
out their objectives providing resources they wouldn’t
otherwise have.
Volunteers are inspired when the subject matter they
are passionate about is what they talk to people
about. They bring their expertise, knowledge, passion
and commitment to a broad range of tourismbased areas, adding enormous value to the visitor
experience.
Consider your volunteers’ experience and interests
and have a badge made highlighting this to the
visitor. Visit the VTIC visitor servicing portal for
examples of volunteer badges and other volunteer
support material.
Another suggestion for a VIC is the development of
a volunteering program for people wanting to break
into tourism as part of existing hospitality courses.
Partnering with an education supplier can help
facilitate this and can add some diversity among the
volunteer group.
The use of identifiable volunteers at events, on public
transport and throughout a town can increase visitor
interaction.
One of the best ways to inspire volunteers is to
take them to the product and experiences in the
region they are representing. The establishment of
a “familisation” program for volunteers has proven
highly successful in helping with storytelling and
talking from experience. Businesses promoting new
products or experiences should be encouraged to
provide product briefings to volunteers and staff.
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RECRUITING VOLUNTEERS – THE CHECKLIST
When seeking to engage volunteers, “Volunteering
Australia’s Toolkit: Designing Volunteer Roles and
Position Descriptions publication” lists several
questions you need to answer, such as;
•

Does the role have intrinsic value to the volunteer
and the organisation, taking into account
motivation, perceived benefits and skill level
needed to perform the job?

•

Are there adequate and effective management
supports for this role?

•

Do the paid staff, Board and clients of the
organisation accept this as volunteer role?

•

Does the role add value to (and not replace) the
work of paid staff in the organisation?

•

Can this role, in its entirety, be performed in less
than 16 hours per week?

•

Is this role significantly different to the role of
paid workers?

•

Will the client, organisation and volunteer benefit
from the role?

TECHNOLOGY DELIVERS INFORMATION
- PEOPLE PROVIDE THE INSPIRATION
“Positive human interactions can be some of the most memorable and impactful parts of a trip. A positive
interaction with a friendly local has the ability to provide the deeper experience that people increasingly
seek.” - Visitor Experience Project Business and Tourism in partnership with CityLab Melbourne City Council

The human touch
People trust recommendations from other humans
over brands or organisations.

How are you capturing
and sharing interesting
local people and stories?

The word of a local who you’ve connected with in
region is more meaningful than anything you read
online. VICs’ role within the broader visitor economy
can stretch well beyond just driving revenue,
including enhancing the visitor experience by sharing
authentic local knowledge in a warm and personal
manner.
But personal recommendations by friends via digital
platforms such as Facebook are just as powerful,
and this means Visitor Servicing strategies need
equally to ensure local products and experiences are
represented and leveraged on digital platforms.
In other words, VICs have a role to play ... but they
need to be nimble and adapt to change. Successful
Visitor Servicing managers will always ask ‘why do we
do what we do?’ They don’t accept the status quo just
because something has always been done that way,
or it’s too expensive or hard to change.
They will “test and learn” and try to better engage
their visitors both on and offline.
They know they need to take an active role in
educating and inspiring the local industry and
residents on the importance of the visitor economy
for their town/region.

THEY MAY DEVELOP PLANS TO HELP THEM DO THIS,
SUCH AS:
•

An Education Plan for service provides, such as
retail stores, service stations, bakeries showing
them how they are part of the local visitor
economy

•

A VFR Plan to encourage and enable residents
and their visitors to become advocates of their
region

•

A Communication Plan to engage local media
and local government communication teams and
seek out relevant community social media groups
to add value where possible, such as sharing of
information about upcoming events

•

A Community Group Engagement for the local
Progress Association/Retail Traders/Business
Associations to support and cross leverage
projects, events and other opportunities that
activate the visitor economy

•

Open Days at Visitor Centres or managed visitor
servicing assets to engage the community.
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EXPERIENCE PILLAR

UNDERSTANDING YOUR REGION’S
EXPERIENCE AND PRODUCT OFFERINGS
NATURE BASED
With more than 100 National Parks
and reserves, Victoria is replete with
beaches, bushland and a variety
of flora and fauna. Some 14 million
visitors – 18 per cent of all visitors to
Victoria – sought out a nature-based experience
including: 6.6 million domestic daytrip visitors, 5.3
million domestic overnight visitors and 2.1 million
international overnight visitors.
CULTURAL EXPERIENCE
Some 10.5 million visitors – 13 per
cent of all visitors to Victoria participated in cultural experiences:
theatres, galleries, museums and the
like, accounting for 4.6 million domestic daytrip
visitors, 4.1 million domestic overnight visitors, and 1.8
million international overnight visitors. This resulted
in 60.4 million visitor nights.
EVENTS EXPERIENCES
5.6 million visitors – 7 per cent of
all visitors to Victoria – attended
events resulting in 3.1 million domestic
daytrip visitors, 1.9 million domestic overnight visitors,
and 602,600 international overnight visitors, all
leading to 31.2 million visitor nights.
FOOD AND WINE EXPERIENCES
4.2 million visitors – 5 per cent of all
visitors to Victoria - attended food
and wine experiences – resulting
in 1.9 million domestic daytrip visitors,
1.7 million domestic overnight visitors and 630,600
international overnight visitors.
WINERY EXPERIENCES
2.6 million visitors – 3 per cent of
all visitors to Victoria - indulged in
winery experiences including 1.1 million
domestic daytrip visitors, 1 million domestic overnight
visitors and 474,300 international overnight visitors.

Sources International Visitor Survey (IVS) and National Visitor Survey
(NVS), published by Tourism Research Australia, year ending March
2018. Produced by the Tourism Events and Visitor Economy (TEVE)
Research Unit, July 2018
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WHAT IS CONSIDERED PRODUCT?
Product is what drives visitors to your region
and is at the core of their experience. With
any visitor servicing strategy you need to
understand your product strengths, what your
visitors are looking for and how you can help to
fill the gaps.
Product is also anything consumers seek
out. In travel it can be anything your
visitors experience while travelling in your
region. Product Includes: Accommodation,
Restaurants, Wineries, Attractions, Hiking
Trails, Historical Buildings, Art Galleries,
Festivals and Events.

ABORIGINAL EXPERIENCES
In regional Victoria, visitors can gain
an appreciation of local Aboriginal
culture from a nature and wildlife
perspective. They can further
uncover the realities behind traditional
and contemporary Aboriginal life, the usage of
sustainable native plants and get interactive by
participating in Aboriginal cultural activities.
The locations to this include Worn Gundidj at Tower
Hill, Budj Bim, Brambuk – The National Park and
Cultural Centre and Narana Aboriginal Cultural
Centre. Aboriginal experiences accounted for 567,600
visitors – one per cent of all visitors to Victoria – for
9.2 million visitor nights including 63,000 domestic
overnight visitors and 430,700 international
overnight visitors.

FILLING IN THE GAPS
CULTURAL
EXPERIENCE

FOOD AND WINE
EXPERIENCE

RETAIL
EXPERIENCE

CREATE
YOUR OWN

PARTNER WITH LOCAL
BUSINESSES

LEAVE THEM WITH
MEMORIES

HERITAGE BUILDING TOURS

FOOD FOSSICKERS TOUR

VIC MERCHANDISING

Bendigo is blessed with
beautiful heritage buildings
that tell the story of the town.
It recognised that visitors
wanted a deeper experience
of the history and developed
walking tours featuring three
major heritage buildings:

Bendigo receives many visitors
from overseas and found
that those from Singapore
and Malaysia were looking
for an immersive experience
focused on local food. The
VIC partnered with local
businesses already associated
with the Food Fossickers
Network and developed
their own tour featuring four
businesses. They developed
the product in partnership
with the businesses and are
currently selling out tours.

Bendigo’s VIC generates
40% of its revenue through
merchandise sales. It saw
a need for small and cheap
souvenirs for those just
passing through but also
realised there was a market
for locals who wanted to
buy quality products that
represented Bendigo. The VIC
designed and commissioned
products from local suppliers
and has built a market for
both locals and corporates
looking for gifts.

• The Post Office;
• Town Hall; and
• Ulumbarra Theatre.
The VIC sells and operates the
tours and run more than 2,000
tours a year.

How to audit your region
1.

Review your strengths
and uncover your primary,
secondary and emerging
experience, eg Food & Wine or
Historical Sights.

2.

Start with your primary
experience and list all the
product associated.

3.

Look at your coverage in
product groups, for example,
you may have strong wineries
but a weak food offering.

4.

Focus on the gaps and look
for opportunities to build out
your services.

5.

Repeat for your secondary
and emerging experiences.

Are you thinking about
the whole experience or
just the product?
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TURNING A VIC INTO AN EXPERIENCE
AN INSPIRATION HUB
An “Inspiration Hub”, a digitally-enabled centre
designed around modern retailing best practice and
located in an appropriately high traffic environment,
could be a centralised model for repurposing Visitor
Information Centres.

SUCH A HUB COULD:
1.

CREATE AND CURATE AUDIO VISUAL CONTENT
FOR USE IN THE HUB AND ONLINE
Experiment with audio-visual content to
uncover local knowledge tied to experiences
for which the region is famous; and enable selfservice for those who want a quick transaction,
perhaps via interactive maps and other content.

2.

USE LOCAL PERSONALITIES AND LITERALLY
MAKE THEM LARGER THAN LIFE VIA VIDEO AND
EVEN HOLOGRAMS

4.

This Hub is for everyone: residents, friends and
relatives, holiday home-owners (who don’t
identify as visitors) as well as those leisure
makers. It accommodates people skilled
in creating and loading content into digital
information channels … and a place to train
those with a passion for such new ways of
engaging people.

4 Offer a consulting service for personalised
planning
4 Run group presentations at scheduled times
celebrating regional experiences
4 Allow people to engage with the sites, flavours
and aromas and then offer them more.
3.

USE VIRTUAL AND AUGMENTED REALITY TO
EXCITE AND INSPIRE
This could encourage people to do and spend
more, extend their stays and/or give them more
reasons to come back and positively refer the
region.

IGNITE AND INSPIRE A PASSION
TO SERVE

5.

PROMOTE COLLABORATION IN A REGION
The Visitor knows no boundary. An Inspiration
Hub could introduce the visitor to the region
beyond LGA boundaries through collaboration
and shared resources.

BECOMING AN ATTRACTION
Visitors come to a destination for an experience
and a Visitor Information Centre is often their first
taste of the range of experiences on offer. After
covering the foundations (eg brochures, personalised
service, maps, toilets, WiFi) a VIC should offer a “wow
experience”.
Some regions may choose to evolve the design of
Visitor Information Centres to become contemporary
Hubs of Inspiration for visitors, local businesses and
the community.

USING DIGITAL
Some regions are already incorporating Virtual
(Murray) and Augmented Reality (Geelong) within
Visitors Centres and their outdoor Regional
experiences.
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CO-LOCATION OPPORTUNITIES
A Visitor Information Centre can increase its
visitation and viability by co-locating with another
business, service or attraction. When a Visitor
Information Centre becomes an attraction, visitors
want to visit and are open to discovering the region
through interactions with staff and technology.
A report into the Future of Visitor Servicing in a
prominent Tourism Region proposes replacing the
“Bricks and Mortar, 20th Century Model” with a “21st
Century centralised model” which:
•

Is borderless - Integrated with destination
marketing, websites and social media

•

Is aligned with the Visitor trip cycle, including via
co-location with complementary LGA services
and/or co-location with established local
businesses

•

Features Destination VICs, Mobile/Pop Up VICs,
Digital Kiosks; and

•

Has a Local ‘Host’ Network – Community/Industry
Ambassadors.

Each region can have different co-location
opportunities. In some cases, it may mean moving
a VIC to an attraction or higher visitation area of a
region.

“Some regions may choose
to evolve the design of Visitor
Information Centres to
become contemporary Hubs
of Inspiration.”

ENGAGING WITH UNIQUE
PRODUCT
Tourism stakeholders in one region recognised
that they punched above their weight in terms of
recognition by ‘experts’ as a wine region but operated
off a low base of wine tourism visitation.
So they decided to create culinary experiences that
are “on trend, accessible, fun and easy to find” to
make their unique product more widely accessible.

Are you operating an
exciting hub of inspiration as
well as providing information?

CASE STUDY: ALBANY
VISITOR INFORMATION
CENTRE WA
The Albany Visitor information Centre
rejuvenated its offering with the creation of
free virtual reality experiences highlighting
nearby whale tours. This innovative immersion
experience resulted in a dramatic increase in
whale tour bookings and revenue for the VIC.

ENQUIRY TO CONVERSION
When a visitor enquires about a tourism product or
experience, the response must be curated for their
specific needs. By personalising a response to an
enquiry, there is a greater chance of engagement
and conversion.
Another great example of enquiries into conversion
is the collaboration between regions in New Zealand.
The i-site network for example actively promotes
other regions to visitors who are visiting their region.
The ‘where are you going next?’ question can be
useful in curating a fuller regional experience that
has the potential to extend a visitors stay and lead to
conversation outside the region.
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VISITOR INFORMATION
CENTRES:
A PRACTICAL GUIDE
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WHAT DOES A SUCCESSFUL VIC
LOOK LIKE?
The modern Visitor Information Centre (VIC) is the
first taste of the destination. What use can a VIC have
in a mobile internet-driven world? It can offer, for
example:
•

Local Discovery

•

Local Weather Knowledge

•

Exclusive Experiences

•

Secret Spots

•

Unknown Nature

•

Local History - Told by Locals

•

Where to see Native Wildlife Today; and

•

Best Kept Secrets

People who are knowledgeable and passionate about
their destination can readily communicate that to
visitors and this inspires them, in turn, to extend their
stay and recommend the destination to their friends
and family.
They also give destinations a personality. Some
destinations are conscious that visitors are seeking
a more “authentic’” experience, where they can
discover the destination like a local.

Is your local knowledge
reaching visitors as they
research your region?

Reimagining your VIC
A modern VIC could be highly visual - a “refreshable”
content container - and incorporate relevant
evocative regional, state and national tourism images
and branding (such as that from the Visit Victoria
“Find Your Happy Space” campaign).
Visitor information staff and volunteers are no longer
seen to be passive, human “brochure stands” but are
increasingly being trained to get out from behind the
counter and engage.
Destinations that invest in ambassadors and
volunteers recognise the value of their personal pride
and passion for their community, see their potential
to drive the destination’s narrative, demonstrate its
personality, and create interest in richer and more
genuine encounters, both in their presence in Visitor
Centres and in Tour Programs.

THE MODERN VIC ... SERVES A BROADER AUDIENCE
•

There is also an opportunity for VICs to grow
communities’ awareness of tourism and the
importance of the VFR market, and

•

Use a Blended Engagement (Omnichannel)
Strategy to spread local insight across the entire
Visitor Journey.

THE MODERN VIC ... IS IN THE RIGHT PLACE
•

The location of a VIC cannot be underestimated
and is critical to its success. Effective centres are
strategically positioned in high-traffic locations
that are being used and accessed by large
numbers of visitors.
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LOCATION, LOCATION, LOCATION
The first rule of retail is location, location,
location. The optimum location for a Visitor
Information Centre is widely debated by
decision makers, particularly with regard to
gateway and in-town locations.
VICs should not be viewed as a way to attract
tourists. Their primary role is to serve a tourist
in an established or emerging destination. It is
very difficult to achieve strong economic flowon benefits from a VIC which is not located
within an area with an established or emerging
industry.
Visitors will not go out of their way to find you,
you have to be where they are. In large towns
with multiple entry points, a CBD location is
more important than a “Gateway location”.
Examples include Ballarat, Bendigo, and Benalla.
A gateway location should only be considered
where the vast majority of visitors can pass the
VIC - examples include Newhaven VIC or the
Little River VIC.

Is your VIC in the
right spot?
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While parking and access advantages of
gateway VICs are strong, evidence shows VICs
that have moved from gateway to in-town had
strong levels of walk-in visitor growth. A major
reason for this is the opportunity to attract
incidental visitors who are in town shopping
or dining.

THE IMPORTANCE OF DIGITAL
IN AN OMNICHANNEL PLAN
As we have noted, Information is the currency of visitor servicing and must be accessible during all stages of
the journey. A blended engagement strategy should be built off an understanding of how and when visitors
want to receive specific types of information and inspiration. It also must be a fully collaborative effort with
all channels interconnecting.
1.

AUDIT AND BUILD OUT REGIONAL INFORMATION
4 Think about upstream knowledge needs: What do people
want to know when they are planning - and what
do we need to do to make the information available by 		
digital channels, especially accessible via mobile phones?
4 Think beyond attractions and include local knowledge like
best sunset picnic spot
4 Don’t overlook the obvious - a 2018 study into Geelong’s
VIC performance found maps/directions to be the
number one request.

2.

MAKE INFORMATION AVAILABLE VIA ALL CHANNELS
THAT VISITORS USE
4 Think about what types of information people want in
physical AND digital form
4 Explore your visitor journeys and ensure you have the
right information accessible via the right channel
at the right time.

3.

EXPAND YOUR REACH
4 Review current information distribution channels against
the visitor journey key touchpoints and ensure information
is reachable at all stages, including via digital channels
and especially ensure it is accessible via mobile phones
4 Look to leverage partners to expand reach eg
visitvictoria.com, TripAdvisor, etc.
4 A full collaboration model is key. Information must be
consistent and accessible across all channels. Visitors
don’t recognise regional boundaries and want their
information to be consistent.

Content Strategy and Distribution Plans
USER GENERATED CONTENT AND SOCIAL MEDIA

Are you clear on the full range of market-ready and
unique product the region has and what supporting
emotional and rational content (inspiration and
information) is available or required?

Does your Content Strategy include User Generated
Content and encourage sharing via social media
platforms like Facebook, Instagram and Twitter?

CONTENT CREATION

Does your Channel Plan include Social Media, Apps
and Digital signage and screens?

Have you got a plan for collecting and refreshing
local stories including by content type (images /
audio visual / text) and communication channel?
In other words, do you have a comprehensive Content
Strategy, Publishing Plan and Channel Plan?

Do you have the systems to get the right content to
our target visitors at the right time? For example, do
you have Customer Relationship Management (CRM),
Marketing Automation and/or Customer Satisfaction
and Referral software and systems?

VISITOR SERVICING TOOLKIT August 2019 /

31

THINK LIKE A RETAILER
Most retailers now think about blended channels
(Omnichannel) for communication and sales digital and physical engagement with customers.
They range their offerings via planograms - visual
diagrams that detail where every product should be
placed inside the store (and increasingly online too).
Everyday items, also know as ‘destination’ items,
are often placed toward the interior or back part
of a store. This way, people must pass right by
strategically placed impulse items in order to get to
them.
We need to create inviting, inspiring environments
with cross-sell opportunities to increase spend,
extend a stay and/or encourage return and
positive referral for what our region has to offer.

EASE OF USE
•

Adequate parking

•

Signage is easy to see when passing and catches
your eye

•

Entrance is easily marked and looks inviting

PATH TO INFORMATION
•

Information is clearly displayed and easy to
navigate. Ensure the information is categorised
the way people ask for it

•

Merchandise is displayed around areas people
visit the most to help drive impulse purchases

Best practice – Canberra and Region Visitors Centre
Visit Canberra’s Canberra and Region Visitors Centre embodies
much best practice.
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•

It is in a high traffic location and receives 200,000 visitors a
year, including about 70,000 school children

•

It has an interactive map from which visitors can plan and
email themselves an itinerary

•

It ranges product like a retailer

•

It incorporates digital content and is co-located with a cafe
and toilets.

UNDERSTANDING SUCCESS
Not all Visitor Centres are equal and your metrics for success should be tailored to your centre’s objective.
While visitor servicing should be at the core of a centre’s purpose, your centre may also play a big role in
servicing local businesses and the community.
The number of visitors serviced should be measured over time, but not necessarily compared across centres
as a benchmark. The number of visitors is greatly influenced by the type of region and visitor therefore any
comparisons should be based on similar centres and regions.

FACTORS LEADING TO
HIGH VISITATION
•

Well known tourist destination

•

High percentage of overnight travellers

•

Being far from a city centre

•

Marked and looks inviting.

FACTORS LEADING TO
LOWER VISITATION
•

High percentage of holiday homes

•

High percentage of day trippers

•

Feature one major tourist attraction.

MEASURING SUCCESS
A set of metrics that is meaningful to all
stakeholders, is easily trackable and is accurate
is important for Visitor Information Centres. We
have developed new metrics as part of the VIC
accreditation process in Victoria which looks
at many factors beyond walk in visitor numbers.

For the latest
information, metrics,
research, tools and
case studies on Visitor
Servicing, visit the VTIC
Visitor Servicing Portal.
You can type the below address in or access immediately
through your smartphone camera using the QR Code.

NEW METRICS
•

Revenue and diversity of revenue streams

•

Cost of delivery (expenses)

•

Volunteer support

•

Local industry engagement

•

Local product and operator representation

•

Visitation

•

Growth of Database of potential and
actual visitors who have given permission
to be further engaged

•

% Conversion of Database to visitation

•

Visitor satisfaction with information and
inspiration services across digital and
physical).

•

Visitor satisfaction as measured by
propensity to positively refer.

https://www.vtic.com.au/visitor-servicing-resources/
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WHEN A VIC CLOSES
In some circumstances, VICs will be closed and could
be replaced with mobile visitor units, digital visitor
services and touch screens, etc. In these cases, it
is important that the closure of VICs is carefully
transitioned and planned. The lessons learnt from
VIC closures to date is that you need to build up the
offerings and channels before a VIC closes.

LESSONS LEARNT
•

Have a long lead time and community awareness/
consultation prior to closing any VIC (to increase
understanding and alleviate concern);

•

Increase the overlapping time between any
VIC closure and the introduction of technology
solutions like smart terminals (increases
understanding and awareness in the community);

•

Trial new VIC locations with a smaller footprint,
based on curated experiences and not brochures.
The new location should be in or near a high foot
traffic area such as a dining precinct or visitor
attraction – this may also be unaccredited, and
hours would be in line with visitor peaks and
troughs;

•

Introduce Virtual Reality (VR), Augmented Reality
(AR) or other new advances to create a point
of difference and not be a generic VIC – offer a
different yet complementary service to remaining
VICs.

•

Collaborate with surrounding regions to ensure
the visitor journey is considered and information
shared.

INVOLVING COMMUNITY
•

Create tourism partner/local business education
opportunities to increase awareness of tourism
attractions and points of interest for visitors
(community pride); and

•

Create a local ambassador program for the VFR
market so local residents have more community
pride for tourism and can champion visitor points
of interest.

Understanding alternative Visitor Servicing Channels
ASSETS

Model 1: VICs + Omnichannel

Model 2: Inspiration Hubs +
Omnichannel

Model 3: Digital Channels &
Mobile Services Only

Traditional Bricks &
Mortar VICs

a

x

x

Enhanced Inspiration
Centres

x

a

x

Digital touch screens

a

a

a

Mobile VICs

a

a

a

Roving Ambassadors

a

a

a

Regional social media
program

a

a

a

Regional training program

a

a

a

Regional merchandising

a

a

x
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Use the below checklist to assess how your VIC is performing and what you need to work on to evolve
your offering to meet visitors’ changing needs.

VIC CHECKLIST
YES

NO

WORKING ON IT

Location
VIC Co-located
Toilets
In busy location

Nobody likes change but falling
visitor numbers through some
Visitor Information Centres has
local governments asking if there is
a better way to invest in the visitor
economy - and in some cases the
answer is “Yes”.

Free Wi-Fi
Attractions in region
Visitation

REFERENCES

Walk in growth
Phone call growth
Digital / email growth
Revenue
Own Tours/Events
Merchandise
Café
Entry to Attraction
Bookings/Commission
Sponsorship
Digital

Komosion acknowledges the use of selected information
and data from the following publications and websites:
Accessibility and volunteering big winner at Victorian
Tourism Awards
https://parkweb.vic.gov.au/about-us/news/accessibilityand-volunteering-big-winners-at-victorian-tourismawards
Best practice in Visitor Information Centres (VICs) /
Welcome Centres, Carolyn Childs for MyTravel Research.
com 2018
City of Melbourne: Visitor information services Global
summary, 28 June 2017, EY Sweeney; Visitor Experience
Personas & Service Planning Storytelling (CityLab)

Mobile friendly website

Designing Volunteer Roles, Fair Work Ombudsman, 2014

Social Media

Geelong Visitor Servicing Strategy (DRAFT) 2018

Digital kiosk

Marketing to the Seniors Travel Market, New Young
Consulting http://www.newyoungconsulting.com/

Virtual/Augmented Reality
Visitor App
Becoming agile
Mobile Staff/volunteers
Mobile visitor info unit
Community
Industry engagement
VFR program
People
Volunteer network
Education/Training Program
Famils program
Marketing
Collateral/Maps
Brand / campaign promotion
Other
Emergency support services
Link to tourism organisation

Mornington Peninsula Visitor Journeys 2019, Report.
April 2019 – Mornington Peninsula Regional Tourism and
Mornington Peninsular Shire, Urban Enterprise 2018
National Visitor Survey Results, Tourism Research
Australia https://www.tra.gov.au/Domestic/domestictourism-results
Sources International Visitor Survey (IVS) and National
Visitor Survey (NVS), published by Tourism Research
Australia, year ending March 2018. Produced by the
Tourism Events and Visitor Economy (TEVE) Research
Unit, July 2018
The Future Of Visitor Servicing, Grampians Tourism, Draft,
Confidential, May 2019
The National Standards for Volunteer Involvement,
Volunteering Australia April 2015
Victorian Visitor Information Centre Futures Project,
Urban Enterprise, August 2013
Visitor Information Centres, Produced by the Tourism,
Events and Visitor Economy Research Branch, Released
January 2019
Visitor Servicing Toolkit, prepared September 2018 by
Komosion
Why And How Local Government Should Engage With
Victoria’s Visitor Economy, Produced by Victoria Tourism
Industry Council Supported by Visit Victoria, April 2018

For the latest on new VIC measurement metrics, visit the
Visitor Servicing Hub on the VTIC website.
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Visit Victoria

Victoria Tourism Industry Council

Collins Square, Tower Two, Level 28, 727 Collins Street
Melbourne VIC 3008
T. +61 3 9002 2222

Level 3, 150 Collins Street
Melbourne VIC 3000
T. +61 38662 5425

corporate.visitvictoria.com.au

vtic.com.au

‘Thanks to Komosion, experience design consultancy for their contribution to the development of this toolkit.’

