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1

EXECUTIVE SUMMARY

The Karajarri Traditional Lands Association (KTLA) is the registered native title body corporate (RNTBC)
that manages and administers exclusive possession of traditional lands that have been determined
through native title. The KTLA believe their traditional lands hold strong tourism values and attributes
and they now seek to increase their participation in the region’s tourism industry through the
development and implementation of the Karajarri Tourism Strategy.
The strategy has been formulated based on the aspirations KTLA, and its members, hold for their
traditional lands and draws on a considerable amount of relevant past reports and studies relating to
land management, conservation and cultural preservation.
Leisure visitors have been active on Karajarri traditional lands for many years and this has been largely
unmanaged and without the consent or permission of traditional owners. The Karajarri Tourism Strategy
focuses on welcoming visitors to Country, within a structured framework; the framework represents a
balance between land management, cultural preservation and enhancing the overall visitor experience.
The future development of tourism on Karajarri lands is underpinned by the following strategic priorities:
1. Managed visitation
2. Management of lands, culture and environment
3. Development of tourism enterprises and initiatives that will collectively contribute to the
Karajarri Tourism Experience
4. Celebrating and sharing Karajarri culture
5. Employment in the tourism sector for KTLA members
KTLA has commenced down this path through the recently introduced Karajarri Visitor Permit, the
installation of signage in popular visitor areas, land management activities carried out by Karajarri
Rangers, and planning for the creation of designated cultural walks and trails for visitors.
The achievement of KTLA tourism objectives is reliant on having a greater physical presence on Country in
order to increase the level of engagement with visitors and to monitor activity. The Karajarri Rangers are
integral to achieving this outcome but are currently constrained by a lack of a ‘hub/base’ through which
activities can be coordinated.
The immediate priority for KTLA is to establish a Ranger’s Base on Country. In addition to caring for
Country objectives, this facility will also represent the key point for tourist visitor engagement, a meeting
point for tourists, distribution centre for visitor information, a start / finish point for cultural tours, and a
location at which cultural performances and activities can be delivered. In effect, the Ranger’s Base will
also act as a ‘tourism hub’ for KTLA and its members.
A series of priority tourism development projects have been determined together with action plans that,
in combination, will contribute to the achievement of the KTLA vision and mission over the next five (5)
years. In setting the strategic direction for tourism on traditional lands, KTLA has adopted a pragmatic
approach premised on realistic and achievable outcomes that build the capacity and capability to create
and deliver what will become the ‘Karajarri Visitor experience’.
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2

BACKGROUND & CONTEXT

On Friday 4th March 2016, KPP Business Development (KPP) received a project brief for a Tourism vision
and strategy for tourism activity and visitor management on Karajarri lands.
The project follows on from a two-day workshop held by the Karajarri Traditional Lands Association
(KTLA) in October 2015 which was part of a broader agenda of Karajarri peoples to identify their assets
and develop a vision for responsible sharing of culture and land with visitors.
The KTLA sought to engage an independent consultant to assist the Karajarri peoples explore tourism
prospects as part of preparing a shared vision for benefitting from and managing visitation.
The brief required close consultation and communication with Karajarri people in exploring and
examining the following aspects:
•

Clarifying the tourism aspirations of Karajarri peoples.

•

Where the Karajarri land fit from a State and regional context.

•

Visitor demographics / profile that are currently attracted to the area or that could be attracted
to the area.

•

Opportunities and activities that might represent tourism enterprise prospects for Karajarri
people.

•

Equity opportunities within existing tourism operations

•

Considerations relating to land tenure in terms of opportunity or limitations, and other potential
constraints

•

Learnings from other areas, including presentation and review of relevant case studies

•

Potential business partners and industry networking opportunities

The outcomes and findings of the project will be documented in a Tourism Strategy for the Karajarri
Traditional Lands Association.
KPP provided KTLA with a project scope and methodology which in turn was endorsed by the client.

Karajarri Tourism Strategy
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2.1

PROJECT METHODOLOGY

This project methodology was based on a series of project stages whereby the findings of each were
used in subsequent stages to inform and ultimately develop the Tourism Strategy.
The five (5) stages were:

Stage 1 -

Clarification of project parameters and
objectives

Stage 2 -

Desktop Research & Analysis

Stage 3 -

Stakeholder Consultation & Field Trip

Stage 4 -

Stage 5 -

2.2

Identification & Analysis of tourism
opportunities
Strategy Development & Implementation
Plans

KARAJARRI NATIVE TITLE

Karajarri Traditional Lands Association is the Registered Native Title Body Corporate for the Karajarri
people and it administers land and waters on behalf of the Karajarri people.
The Karajarri people’s ownership was recognised in two native title determinations, Karajarri People
(Area A) and Karajarri People (Area B), made in February 2002 and September 2004. (Australian Institute
of Aboriginal and Torres Strait Islander Studies (IATSIS), 2016)
Both there determinations arose from claims to native title made in 1996, 1997 and 1999. These three
claims were combined in early 2000, and covered an area from the south Kimberley coastline into the
Great Sandy Desert.

AREA A
In the agreement regarding Area A, the Karajarri, the Commonwealth, Western Australian and local
governments and pastoral, telecommunications, fishing and pearling interests all agreed to recognise the
Karajarri native title rights, including their right:
•
•

To possess, occupy, use and enjoy the land and waters to the exclusion of all others.
To use and enjoy flowing and subterranean waters.

This agreement covered 24,725 square kilometres in the remote Kimberley region. It was approved and
affirmed by the Federal Court in the Karajarri People (Area A) determination of February 2002.
Karajarri Tourism Strategy
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AREA B
In the subsequent agreement regarding Area B, all parties agreed to recognise the Karajarri people’s nonexclusive native title rights, including the right to enter and remain on land, camp, take flora, fauna,
natural resources and water, engage in ritual and ceremony and maintain and protect sites of
significance.
This agreement was affirmed and approved by the Federal Court in the Karajarri People (Area B)
determination of September 2004. (Australian Institute of Aboriginal and Torres Strait Islander Studies
(IATSIS), 2016)

Figure 1 - Karajarri Native Title Determinations

In 2016, KTLA introduced the Karajarri Visitor Permit (http://karajarri.com/Permit/Conditions.aspx). The
permit has been developed as part of asserting native title rights under exclusive possession and all
visitors to Karajarri lands are now required to obtain a permit prior to entry. The permits can be
purchased online or through Port Smith Caravan Park.
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3

PEST ANALYSIS

In order to understand the external factors that could influence the achievement of KTLA’s strategic
tourism aspirations a ‘PEST’ Analysis has been undertaken to help inform the strategy.

Political
•

Karajarri people have determined Native Title rights and therefore hold exclusive possession of their
traditional lands.

•

Current visitation to Karajarri lands is primarily unauthorised in the sense that visitors (both from
outside and within the region) generally do not obtain consent from traditional owners. The launch
of the Karajarri IPA – Visitor Permit is designed to overcome this issue however it will take time for
visitors to adjust to this initiative.

•

Ongoing changes to welfare support / programs such as CDP could result in a contraction of support
for job seekers. Therefore it is imperative that Karajarri people seek to maximise employment and
enterprise opportunities on their lands.

Environmental
•

In the past KLTA has been approached by mining and resources interests seeking to undertake
exploration on Karajarri country. These enquiries continue and need to be considered in the context
of whether they are in conflict with tourism aspirations that are based on natural attractions,
landscape etc.

•

KLTA has an existing Ranger group that undertakes environmental and land management activities
on country including monitoring and recording flora and fauna, visitor management and
rehabilitation. The presence of Rangers on country provides scope to develop and complement
tourism products as part of the routine activities carried out.

Social
•

Achieving native title determination and exclusive possession of Karajarri lands was a major
milestone for Karajarri people. Their traditional lands obviously hold significant cultural and heritage
value. Deriving benefits from Karajarri lands is important from a social and cultural perspective, as it
is in terms of any financial or commercial benefit.

•

The ongoing level of visitation on Karajarri lands is an issue that will need to be addressed so that any
tourism products / experiences developed retain a sense of exclusivity and value for paying
customers.

•

It is fair to say that the general public would be unaware of Karajarri native title rights and exclusive
possession. This may invoke the need for relevant signage and information to be produced to ensure
the right protocols are followed.

Technological
• As technology continues to advance the need for KLTA to stay abreast of the latest developments
and advancements will become increasingly important. Mobile phones, tablets etc. are becoming
increasingly used as sources of information for travelers, albeit that this largely relies on having
phone / internet coverage. However, mobile phone coverage in remote areas of Australia continues
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to advance and there is no reason to think that coverage across Karajarri lands will also improve,
particularly along the coastal areas.
• The development of Apps and use of digital technology is likely to become increasingly important in
terms of marketing, promoting and delivering Karajarri tourism products and experiences.

4

STAKEHOLDER ASPIRATIONS

A series of past reports and studies have been reviewed in addition to consulting with senior members of
KTLA and a site visit to Karajarri lands as part of clarifying stakeholder aspirations. A key issue for Karajarri
traditional owners that has been prevalent over a number of years relates to tourism management
(Western Australian Department of Planning, 2010).
KTLA members welcome visitors to their country but insist they must respect native title rights and act in
accordance with terms and conditions of accessing country (Karajarri Rangers, 2016). This means being
respectful of instructions about ‘no go zones’, environmental considerations and cultural sensitivities.
The Karajarri Healthy Country Plan 2013-2023 makes reference to developing strategies to foster
enterprise development with a particular focus on tourism that incorporates cultural awareness and
education packages / products for visitors (Karajarri Aboriginal Corporation, 2014).
Threats relating to unmanaged visitation, litter and vehicle activity along the coast are also highlighted in
the Healthy Country Plan (Karajarri Aboriginal Corporation, 2014).
Consultation with senior members of KLTA confirmed that these concerns are still held however the
process of having a structured approach to visitor management on country has progressed with the
introduction of the Karajarri IPA Visitor Permit in 2016.
A site visit to Karajarri lands undertaken in May 2016 with senior members of the organisation drew
attention to aspirations to increase and support Karajarri Rangers activity on country through tourism
activities and visitor interaction. Discussions during this field trip confirmed the view that KTLA welcomes
visitors and wants to embrace tourism.
The organisation is not seeking mass tourism but believes there are opportunities to develop tourism
facilities in particular locations that are complemented by cultural tours and activities delivered by KTLA
members. In the context of the strategic planning process the collectivetourism aspirations and priorities
for KLTA are depicted in the diagram below.
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5

MARKET ANALYSIS

Research and analysis of key market demographics and visitor profiles has been undertaken in order to
develop an understanding of existing and potential future opportunities.

5.1

VISITOR STATISTICS & DATA

There is limited reliable data and statistics for visitors to the Broome region (including Karajarri lands).
The most readily available data is provided through the Broome Fact Sheet for years ending 2011/12/13
(published by Tourism Western Australia) which summarises visitor data collected and collated by
Tourism Research Australia (TRA). This data must be viewed in the context of the considerably low
confidence levels stated however in the absence of any other statistical data relevant to the region it
provides some indications on visitor numbers, demographics and trends. Key points noted from the
visitor data include:
•

The estimated annual average number of visitors to Broome over the years ending December
2015 and 2015 was reported as 264,300. (Tourism WA, 2015)

•

75% of domestic visitors were travelling for leisure purposes or visiting friends and relatives.

•

84% of international visitors were travelling for leisure purposes or visiting friends and relatives.

•

The majority of all visitors were aged between 25-64 years.

Tables and charts relating to key visitor data reviewed are provided at Appendix 2.

Karajarri Tourism Strategy

Page | 10

5.2 MRDWA Traffic Data
Traffic counter data recorded by Main Roads WA has been obtained and reviewed.
The total annual average daily traffic (AADT) along the Great Northern Highway adjacent to Karajarri
lands was reported as:
YEAR
2012
2013
2014
2015

ANNUAL AVERAGE DAILY TRAFFIC
494 vehicles
500 vehicles
422 vehicles
440 vehicles
Table 1 - MRDWA Road Traffic Counts (Main Roads WA,

ESTIMATED ANNUAL TRAFFIC
180,310 vehicles
182,500 vehicles
154,030 vehicles
160,600 vehicles
2016)

The particular class of vehicle that is relevant to this strategy is the ‘Class 2’ type vehicles which are
categorised as ‘Short vehicle towing Trailer, Caravan or Boat’. It is assumed that this class of vehicle
include the predominant Grey Explorer market segment, however it is also acknowledged that other
touring vehicles (such as 4WD’s, Britz vans etc. ) would not be included in the Class 2 counts.

YEAR
2012
2013
2014
2015

% OF VEHICLES CATEGORISED AS CLASS 2
ESTIMATED ANNUAL CLASS 2 VEHICLES
15.81% of all vehicles
30,310
16.85% of all vehicles
30,751
23.58% of all vehicles
36,320
17.70% of all vehicles
28,426
Table 2 - Class 2 vehicles
(Main Roads WA, 2016)

Despite the high level of estimated passing traffic it cannot be assumed that these all represent potential
visitors as many travelers will be moving to pre-determined destinations. However it does provide some
indication of how many visitors might be drawn to Karajarri lands and tour products even if just a small
percentage were attracted.

5.3

EXISTING TOURISM ACTIVITY

The main current tourism activities on Karajarri lands are Port Smith Caravan Park and residents in the
Broome region who visit the area for fishing and recreational purposes. The main locations visited include
Port Smith Lagoon (Purnturrpunrturr); Gourdon Bay (Mirntingmartji); Saddle Hill (Tarkatarkangurru); and
the north side of the lagoon (Pilingpiling). Other areas such as Cowrie Creek also attract visitors, although
not to the same extent, and Whistle Creek is popular with members of the Bidyadanga Community.

5.3.1 Current Market Segments & Visitor Profile
The ‘Grey Explorers’ are clearly the predominant visitor market segment on Karajarri Lands by virtue of
the proximity of Port Smith Caravan Park. It could be assumed that many of them are repeat visitors.
Port Smith Caravan Park is on a special lease that was determined to be an exclusive possession act that
extinguishes Karajarri native title. (Bauman, 2013)
Port Smith has 100 powered sites and an overflow area with current rates set at $42 per night. Port Smith
also has powered and unpowered camping sites. Rates are $42 for powered sites and $38 for unpowered
sites. Cabins (4) are available at $220 for the first night and $200 per night thereafter. Budget
Karajarri Tourism Strategy
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accommodation (16 of assorted configuration) is available at $110 for the first night and $85 per night
thereafter
In 2010 Broome Accommodation data was last updated Port Smith had 70 caravan sites but occupancy
data could not be obtained.
In 2010, the estimated average annual weighted occupancy (AAWO) for the Caravan & Camping sector in
Broome was 48%. Given the economic decline and subdued level of activity in domestic tourism since this
time, and the fact that the Park has added inventory, it would be reasonable to assume that the AAWO is
probably closer to 40%, or possibly lower.
Port Smith publicly advertises and promotes a range of activities at the Park including: swimming, fishing,
whale watching from coastal cliffs, nine-hole bush style golf course, mud-crabbing.
Anonymous enquiries made through Port Smith indicate that the peak months of visitation for the
property are June and July, before it starts to taper off in August. To a lesser degree it is anecdotally
reported that there are Broome ‘locals’ that also visit Karajarri lands on weekend camping trips.

Existing Visitor Market Segments

%

Grey Explorer

70%

Dedicated Discoverers

25%

Broome local

5%

Existing Visitor Market Segments
Broome local
5%

Dedicated
Discoverers
25%
Grey Explorer
70%

Figure 2 - Current Visitor Market Segments (estimate)
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Grey Explorers

Family Connectors

Also known as ‘grey nomads’ and
represent the elder age
demographic (60+ years)

Generally represented through a
wide age demographic (families
of all ages)
Devote a lot of their time to
building the home / lifestyle for
their children

Dedicated Discoverers
Working families 35-64 years
Wanting to discover something
new. Motivations for travel
include self-development,
adventure and engaged
observation
Community minded and socially
active
Are drawn to ‘undiscovered’
destinations and a large
percentage like to holiday in
Australia
A large percentage has a
household income in excess of
$100,000 pa.
Classed as big discretionary
spenders

Focus on experiencing what they
have not yet done, or missed out
on. It is their time to explore!
Have lots of time to explore and
experience new things and
cherish opportunities to connect
with loved ones in their travels

Use holidays to connect with
children, partners and other
family members

Generally ‘budget conscious’

Generally self-drive and rented
accommodation

Spend time sightseeing and
visiting friends and relatives

Travel to traditional family
destinations

Often travel with caravans,
campervans or camper trailers
reducing accommodation costs
while travelling, so their trip can
last longer

Figure 3 - Visitor Profile - Current market segments

In 2015, Karajarri Rangers gathered information from visitors with regard to their expectations and
improvements they would like to see implemented that will enhance their ‘visitor experience’. The top six
(6) responses from visitors are highlighted in the table below.

Improvement / Enhancement

% of respondents

Visitor guides / maps

23.6%

Information boards

19.6%

Walk Trails
Shade Shelters
Improved vehicle access
Toilet Facilities

11.9%
10.5%
9.9%
7.5%

Table 3 - Desired improvements to visitor experience (Karajarri Rangers, 2016)

The visitor research undertaken by Karajarri Rangers indicates an appetite for more interpretive
information both in terms of maps and guides, and static information boards. The provision of this sort of
information could be incorporated with other potential initiatives such as walk trails and shade shelters.
Collectively, they will enhance the visitor experience and the ‘pulling power’ of Karajarri lands in terms of
attracting visitors.
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5.4

POTENTIAL MARKETS

There is a range of potential visitor market segments that could be targeted by KTLA with respect to
tourism product development. These are outlined below together with associated rationale.
Grey Explorers
Grey Explorers make up a significant proportion of visitors to Port Smith Caravan Park and therefore
represent the visitor market segment that is closest to Karajarri lands.
Dedicated Discoverers
This market segment represents a reasonable proportion of visitors to Broome, the Dampier Peninsula
and the broader Kimberley region. As more curious and adventurous travelers (compared to Grey
Explorers) they are often in their own vehicles or hire 4WD’s and would represent a moderate proportion
of visitors travelling by road past Karajarri lands enroute to locations further into the Kimberley.
This market is generally considered to have a genuine interest in Aboriginal culture and want to learn and
experience new things.
Families
Families are considered a smaller potential market segment for the KTLA and this market would include
local residents in the Broome area. The coastal setting and landscape is likely to appeal to families looking
to take their children to a location for weekends on as part of an extended trip where they have freedom
to explore and easy beach access but can be monitored by parents. This is a similar demographic to those
who currently visit similar places like Kooljaman and Middle Lagoon.
Schools, Universities, Youth
This is more of a niche market for KLTA but could focus on developing attractions and cultural
experiences on country that are interactive, entertaining and educational (cultural awareness, customs,
traditional practices etc) by nature that may support or complement educational curriculum.
Special Interest Groups
This is more of a niche market that could include sub-segments such as:
Bird Watchers (twitchers) – The Karajarri Lands include an abundance of varied birdlife which therefore
provides scope to develop tourism products and activities that specifically target this market segment.
Corporate Groups – Low scale visitor facilities and amenities could be developed to target the corporate
business sector for team-building activities, retreats, capacity building, cultural awareness and other
similar initiatives.
Hikers / Bush Walkers - Low scale visitor facilities and amenities could be developed to target this market
segment in combination with the development of guided and self-guided walking trails.

Karajarri Tourism Strategy
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5.5

FINDINGS & CONCLUSIONS

Based on the analysis of visitor data, MRDWA traffic data and visitor profiles of the market segments in
close proximity to Karajarri lands the following conclusions are noted.
• The nearest visitor market to the Karajarri lands is at Port Smith, however this market is
predominantly Grey Explorers, many of whom are assumed to be ‘repeat visitors’ who visit this
location as part of their annual ‘pilgrimage’ north to escape the southern winter.
• Although a generalisation, the Grey Explorer market may be disinterested in cultural tourism
products or activities on Karajarri lands on the basis that they hold the view that they should be
able to move around freely – therefore ignoring exclusive possession.
• The dominant Grey Explorer market will present challenges in terms of developing a product they
are ‘willing to pay for’. Therefore:
o

Price is important.

o

Developing innovative tours / experiences that give them ‘bragging rights’ is
something to focus on.

o

Consider what will be the ‘key attraction’.

o

Are there products / experiences that could be developed that you can’t find
elsewhere?

• Access to Karajarri lands is going to be an issue to overcome for any Broome-based visitors
targeted. How are they going to get to Karajarri country? Driving from Broome means they are
spending 4 hours of their day in the vehicle.
• It may be difficult to attract target market segments from Broome due to the distance they need
to travel, however it may be possible to package Karajarri tour products and experiences with
accommodation at Port Smith.
• The development of tours and ‘visitor experiences’ must be cognisant of the need for a 4WD to
access country.
• It may be necessary to seek partnerships with existing Broome-based tour operators as a means
of capturing that market (i.e. tourists in Broome).
• Eco Beach could be a potential market. This would be a different demographic to Port Smith (e.g.
Dedicated Discoverers, Aspirational Achievers) and possibly an option for a higher-end tour
product. It is unlikely they will be seeking accommodation but tours could be packaged with Eco
Beach.
• Visitor research suggests there is an appetite amongst visitors to know more about Karajarri
lands in terms of cultural heritage and history (stories etc.), exploring the landscape (Karajarri
Rangers & Murdoch University, 2015).

Karajarri Tourism Strategy
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6

SWOT ANALYSIS

The following SWOT Analysis has been completed based on desktop research completed, market analysis
and the tourism aspirations conveyed by KTLA.

Strengths

Weaknesses

Exclusive possession under Native Title

Access - distance from Broome, track
conditions

Commitment to develop tourism interests on
country

Lack of public awareness of exclusive
possession and associated protocols

Karajarri Rangers

High % of grey explorers - potentially not the
target market

Heritage & Culture are strong
Coastal landscape & locations

SWOT

Opportunities

Threats

Enterprise & job creation within the tourism
sector

Inability to attract target markets

Revenue stream for KLTA - visitor pass, % of
tour income

Port Smith - relationship, low recognition of
exclusive possession or willingness to support
Karajarri tourism

Establish firm policy regarding access to
country
Tourism product innovation

Unauthorised visitation - compromising
product integrity

Figure 4 - SWOT Analysis

The key findings from the SWOT Analysis are:
•

The key markets that are likely to be drawn to Karajarri tourism product are relatively small
(i.e. the nearest main market is Grey Explorers at Port Smith, not Dedicated Discoverers or
Families).

•

Although dominated by the Grey Explorer market, Port Smith remains important in the context
of this strategy for reasons relating to coastal access; selling visitor permits; engaging with
Karajarri members to deliver tour products within the Park; encouraging park visitors to
participate in cultural tours and other KTLA tourism initiatives.

•

The relationship with Port Smith Caravan Park owner is important for reasons stated above.

•

The Karajarri Rangers are important to monitoring and managing visitor access / activity,
interaction with permit holders and supporting development / delivery of cultural tourism
products.

Karajarri Tourism Strategy
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7

MARKET FOCUS

In order to have a structured, pragmatic approach to the future development of tourism on Karajarri
lands it is imperative that the market focus is clearly identified and tourism initiatives are aligned to these
markets.

7.1 Target Markets
The visitor market segments that will be targeted by KTLA take into account the following factors:
•

The predominant key market segments of visitors to Broome, based on market research available.

•

Key characteristics of the Karajarri Visitor Experience and the market segments to which this will
appeal.

•

The proximity of these market segments to Karajarri lands.

•

The broad nature of tour products and cultural activities to be offered by KTLA and its members.

Taking these factors into account the broad market segments to be targeted by KTLA are outlined below
in terms of the broad visitor profiles and descriptive characteristics adopted by Tourism WA (Refer Figure
3).

Dedicated
Discoverers

Families

Grey Explorers

Although the broad descriptive characteristics of these market segments are explained earlier in this
document there are some sub-characteristics that KTLA and its members will focus on in terms of the
types of tour product developed going forward. These include:
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•

Visitors seeking a sense of adventure, without going over the top

•

Nature lovers

•

Visitors with an appetite for Aboriginal culture and engaging with traditional owners - seeking a
genuine cultural experience

•

Those seeking space, freedom, isolation and a sense of exclusivity

7.2 Potential Market Opportunities
The following potential market opportunities have been identified based on the proposed target markets,
KTLA tourism aspirations and analysis of relevant visitor research data and trends for the region. The
opportunities listed in the table below should not be considered prescriptive or conclusive. Instead, they
are highlighted to demonstrate the scale of opportunity for product development. Each opportunity will
be subject to proper due diligence and assessment of feasibility.
POTENTIAL OPPORTUNTY
Karajarri Cultural Camp

Beach Shelters

Tour – ‘Be a Ranger for a Day’

4WD Expedition Camp

Tour – Fishing & Crabbing (land-based)

Cultural Workshops

Cultural Walks & Trails

Karajarri Tourism Strategy

DESCRIPTION
A camping area that has basic
infrastructure such as ablutions, camp
cooking etc. The facility would be used to
deliver cultural awareness & education,
team building activities, corporate
challenges etc.
Basic beach shelters using treated pine
timber and thatched roof and walls –
designated for overnight beach camping
at an applicable fee.
A tour product that focuses on the role
of a Karajarri Ranger; includes insight
into traditional lifestyle, customs &
practices; family relationships; role
playing
Seasonal camp facility developed in
partnership with an existing 4WD tour
operator (e.g. Kimberley Wild, APT
Kimberley Wilderness Adventures)
Tag-along – combination of driving &
walking tour
Variety of fish species
‘Hooking’ for crabs
Workshops that incorporate making
traditional artifacts, visual art, craft, bush
products (e.g. soaps).
Women only – while the males are out
fishing.
Possibly delivered at Port Smith or
Karajarri Ranger Base / Tourism Hub.
Self-guided cultural walks, incorporating
coastal and bush elements.
Use interpretive maps & Apps.
Include cultural sites and landmarks,
history & heritage, flora / fauna, marine
life etc.

MARKET SEGMENT
School groups
Universities
Corporate entities

Families
Broome locals
DD’s – professional couples
DD’s – professional couples ex
Broome and / or independent
travelers

4WD touring companies

Male & female fishing
enthusiasts.
Families – seeking soft adventure
Female demographic staying at
Port Smith or Eco Beach.

DD’s – professional couples ex
Broome and / or independent
travelers.
Hiking enthusiasts (niche market)
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Cultural Performances

Guided cultural walks, incorporating
coastal & bush elements.
Include cultural sites & landmarks,
history & heritage, flora / fauna, marine
life etc.
KTLA member as tour guide.
Traditional dance performances and
ceremonies on Country.

DD’s – professional couples ex
Broome and or / independent
travelers.
Hiking enthusiasts (niche market)

DD’s – professional couples
Families
Port Smith

Table 4 - Potential product development opportunities

The market opportunities listed above focus on developing tourism products and services that will
enhance the appeal of Karajarri country and build on the overall visitor experience.
They also represent options through which KTLA members may seek to increase their participation in
tourism on Karajarri lands (i.e. developing and delivering their own tourism enterprise). However, it is
important that these suggestions are not viewed as ‘what KTLA members must do’.
It is equally important that the nature of any opportunities pursued are the aspirations of those members
who will be delivering the product. In simple terms, although it might be a viable opportunity, if there is
no personal passion for the product / opportunity, then don’t pursue it.
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8

STRATEGY DEVELOPMENT

In setting the strategic directions for the future of tourism on Karajarri lands the KTLA has clearly
determined strategic tourism objectives; a stated vision and mission; strategic goals and subsequent
tourism development priorities.

8.1 Strategic Tourism Objectives
The strategic tourism objectives for KTLA are interdependent in the sense that they cannot be viewed in
isolation; instead they are intrinsically linked and collectively represent the future of tourism on Karajarri
lands.

Managed
Visitation
Low Impact
tourism
products

Visitor
Engagement

Karajarri Tourism

Karajarri
Culture

Employment
& Enterprise
Land
Management
& Control

Managed visitation – This aspect is an integral part of KTLA asserting their rights under exclusive native
title determination. Importantly, it is not about deterring visitors from Karajarri lands. It is about
welcoming visitors onto traditional lands but in line with terms and conditions set out by KTLA.
Low impact tourism – KTLA has a clear mandate to increase its participation in the region’s tour industry
however the Association is looking to develop low impact tourism products and experiences. Therefore
the future for Karajarri lands is not about mass tourism.
Karajarri culture – KTLA has a clear mandate to incorporate Karajarri culture as part of future tourism
initiatives and activities on traditional lands.
Land Management & Control – Karajarri traditional owners are intent on maintaining control and
management of their lands. This aspect is core to maintaining the tourism attributes and values of their
lands and preserving the integrity of the Karajarri tourism experience from a cultural, social and
environmental perspective.
Employment & Enterprise – The future development of tourism on Karajarri lands is considered to be a
key avenue through which enterprise and employment opportunities can be facilitated for members and
will contribute to increased economic independence.

Visitor engagement – KTLA welcomes visitors to their lands and aspires to develop and enhance the
visitor experience by providing opportunity for engagement and interaction with Karajarri peoples
through Rangers, tours and participation in cultural activities.

8.2 Vision, Mission & Goals
In order to put strategies in place it is important for KTLA to have a clear and concise understanding of
what they seek to achieve over time. This invokes the need for a collective, agreed ‘Vision’ for the future
of tourism on Karajarri lands. The Vision is an overarching statement about how the Association sees
tourism on Karajarri lands in five (5) years’ time. In a tourism context the Vision for KTLA is stated as
follows.

VISION
‘Increased, managed visitation on Karajarri lands that delivers economic and
social returns to traditional owners while preserving cultural, environmental
and tourism values.’

The KTLA has identified how it aims to achieve the Vision, by formulating a stated Mission. The Mission
articulates in more measurable terms what the KTLA wants to achieve in a tourism context over the next
five (5) years ensuring that this will contribute to achieving the Vision. The Mission for KTLA is stated as
follows.

MISSION
‘To have an established, functional Ranger’s Base and tourism hub on
Karajarri lands by April 2019 that will support land management activities;
Cultural tourism enterprises; visitor management initiatives; and ultimately
represent the ‘home’ of the Karajarri visitor experience’

STRATEGIC GOALS
It is of strategic importance to KTLA that the identification of its Goals is undertaken with a focus on
achievable outcomes, ensuring that the Association’s specific objectives are manageable in number and
achievable in implementation.
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The pursuit of too many goals with unrealistic deliverables and milestones is likely to result in a sense of
disappointment or lack of progress, where focus is diluted and resource allocation fails to meet intended
outcomes. The priority goals are directly linked to the achievement of the Mission and Vision.
Priority goals for KTLA in 2017 and beyond include:


Increased Visitor Management



Develop the Karajarri Visitor Experience



Tourism infrastructure



Tourism enterprises and employment

8.3 Core Competencies
In order for KTLA to achieve its fundamental tourism objectives and maintain its strategic direction,
particular skills and competencies will need to be actively employed. These include:

1. Leadership – In order for KTLA to develop tourism on their lands and on their terms it will be
important for strong leadership within the organisation in conjunction with asserting determined
native title rights under exclusive possession.
2. Market focus – The future development of tourism on Karajarri lands must be ‘all about the visitor’.
Therefor any new products or initiatives introduced on Country must maintain a market focus. i.e.
Don’t try to be all things to all people; instead focus on which tourism markets provided greatest
opportunity.
3. Industry engagement & alliances - KTLA must be “seen” as an organisation that actively seeks to
increase its participation in the region’s tourism industry through delivery of the Karajarri Visitor
experiences. KTLA must develop a network of professional industry relationships and alliances that
will see KTLA figure more prominently from a tourism perspective and provide opportunities for
enterprise development, employment and collaboration with established operators.
4. Responsiveness – KTLA must develop and actively demonstrate an organisation culture that is
responsive and proactive. It must have the internal flexibility and capacity to quickly adapt to
changing circumstances and conditions in order to capitalise on opportunities that may arise or be
presented.
5. Approachable – While seeking to assert exclusive possession over traditional lands and introduce
mechanisms by which visitation can be effectively managed, it remains important for KTLA to be
perceived as approachable. This point is made with reference to having a consistent message that
KTLA welcomes tourism (on their terms) and keeping an open mind to potential opportunities that
may be presented by other parties.
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9

TOURISM DEVELOPMENT PRIORITIES

A series of strategic tourism priorities have been identified that form the ‘first steps’ in the future
development of tourism on Karajarri lands. Collectively, these priorities represent the focus for KTLA over
the next five (5) years and will contribute to the achievement of the vision and mission.

TOURISM DEVELOPMENT
PRIORITIES

• Ranger’s Base / Tourism Hub
• Interpretive Information
• Cultural Walks & Trails
• Beach Shelters
• Guided Cultural Tours & Products

In terms of the context around the tourism development priorities the following rationale is provided.

9.1 Ranger’s Base / Tourism Hub
Increased visitor management and monitoring of activity on Karajarri lands represents a core strategic
objective for KTLA. In order to achieve this outcome it is imperative that KTLA establishes greater and
more regular presence on Country. Building capacity in this regard is dependent on the Karajarri Rangers
having a permanent base that is in close proximity to where the majority of visitor activity occurs.
Priority will be given to the development of a Karajarri Ranger’s Base which will not only be the
‘operational base’ for routine Ranger activities, but also represents a ‘tourism hub’ in terms:
-

A central point from which visitors can gather information (e.g. what there is to do, see etc.)

-

A meeting place for visitors seeking to access Karajarri lands (e.g. obtain information about areas
that can be accessed etc.)

-

The start / finish point for tours delivered by KTLA members
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-

A potential location at which other products (e.g. dance performances, arts / craft sales, storytelling etc.) can be delivered.

9.2 Interpretive Information
The visitor survey undertaken in 2015 drew attention to visitor needs and expectations (appetite) in
terms of having access to more interpretive information about Karajarri lands and culture. Some work in
this field has already commenced however there is scope to expand on what is currently available in
terms of Aboriginal cultural content for visitors.
More specifically, the level of interpretive information can be expanded through;
-

Static signage and information boards that impart information relating to key landmarks, cultural
sites, Aboriginal heritage / history, customs and beliefs.

-

Flyers / brochures that cover similar aspects to those outlined above, but also act as a means of
sharing the Karajarri vision while also representing a memento of their visit.

-

Digital media (e.g. downloadable apps etc.) that can be made available to visitors prior to their
arrival and represent a means by which the Karajarri visitor experience can be promoted.

The objective of these initiatives is to add value for visitors to Karajarri lands (improve the experience);
engender an understanding and respect for Karajarri culture; and encourage visitor participation in the
conservation of Karajarri lands.
The provision of more interpretive information clearly adds value to the visitor experience and therefore
provides scope for KTLA to increase the cost of the Karajarri Visitor Permit over time, generating
increased revenue for the organisation.
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9.3 Cultural Walks & Trails
The visitor survey undertaken in 2015 highlighted a desire of visitors to have designated cultural walks
and trails on Karajarri lands.
This aspect is currently the focus of a project being developed with support of the Australian
Conservation Foundation (ACF) and is the first of a range of walks and trails that can be developed on
country that provide variety (in terms of difficulty, length, terrain etc.) and diversity (in terms of content,
landscape etc.).
The development of cultural walks and trails should take into account both guided and self-guided
products. The self-guided walk trails represent another means by which KTLA can value-add to the visitor
experience and upon implementation provide further justification to increase the fees for the Karajarri
Visitor Permit. The development and implementation of self-guided walks and trails is directly related to
the provision of more interpretive information.
Guided cultural walks and trails represent a potential enterprise opportunity for KTLA and its members.
The development of this type of product is a natural progression from the self-guided model.
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9.4 Beach Shelters
The installation of beach shelters at specific locations along the coast north of Port Smith represents an
opportunity to provide small scale, low-level infrastructure for visitors. The beach shelters are considered
a ‘starting point’ for KTLA in terms of infrastructure that enables visitors to have an extended stay on
country. It is a low risk, low investment approach that provides KTLA with the ability to test and monitor
market demand, which will help to inform the KTLA about potential future infrastructure developments.
The beach shelters represent another source of income for KTLA and while they represent basic facilities,
their market appeal can be heightened through elements such as isolation, seclusion, space, freedom and
exclusivity (i.e. well-spaced, coastal access etc.).
In similar fashion to locations such as Middle Lagoon and Kooljaman the beach shelters are the platform
from which future infrastructure developments can be considered in the context of the strategic tourism
priorities identified by KTLA.

9.5 Guided Cultural Tours & Products
The development of guided cultural tours and products on Karajarri lands is considered an integral part of
increasing the level of ‘managed visitation’ and adding to the appeal of the Karajarri Visitor Experience.
The development and delivery of cultural tours and products seeks to complement the core tourism
attributes and values of Karajarri country.
Cultural tours and products can take many different forms including guided bush / coastal walks; cultural
activities (such as spear-making, artifacts etc.), arts / craft workshops (visual art, bush soaps etc.), dance
performances; cultural festivals; story-telling; animal tracking; fishing; hunting and so on.
In terms of considered what types of products to develop it is critical that the focus remains ‘on the
visitor’ and there is a clear understanding of the market opportunity. In saying this, KTLA and its members
will look to trial some products to test market demand and responsiveness as a means of identifying
viable opportunities. The other aspect to bear in mind in context developing cultural tours is market
accessibility. KTLA members who seek to develop and operate a cultural tour will need to determine if
they are; taking the product to the market; or seeking to draw the market to the product.
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10 STRATEGIC ACTION PLANS
Strategic action plans have been developed to provide the basis on which KTLA tourism priorities will be
achieved over the next five (5) years. Measurable outcomes and timelines have been included where
applicable to guide progress and deliverables relative to project implementation.
On the basis of what is reasonably achievable, targets have been set as follows:

Priority 1 – Karajarri Ranger’s Base / Tourism Hub
Strategic Goal
To establish a Ranger’s Base / Tourism Hub on country.
Objectives
•
•
•
•

To increase the physical presence of Karajarri Rangers and KTLA members on country.
To build the capacity of KTLA in terms of increasing its participation in tourism on traditional
lands.
To provide a ‘point of reference’ for visitors to Karajarri lands.
To establish a base from which Ranger activities, visitor engagement / interaction, and tourism
products / services can be coordinated and delivered.

Key considerations
•
•
•
•

Strategic location of the facility.
Scale, type and cost of development.
Functionality.
Clear means by which benefits from the project can be measured.

Task Plan
•

Engage professional support to develop and document a Business Case for the establishment of a
Karajarri Ranger’s Base / Tourism Hub on Country by December 2016.
-

This process should be conducted in close consultation with KTLA in order to clarify;
most suitable location; scale and type of development; indicative development costs
etc.

-

Design sketches that provide a visual representation of the facility will be important.

-

The development of the Business Case should include a mechanism / model by
which benefits from the project can be measured in context of economic; social;
cultural; Community and environmental outcomes.1

•

Identify applicable programs and avenues (e.g. public sector, private sector, philanthropic, crowd
funding, corporate etc.) through which project funding could be secured by February 2017.

•

Prepare and submit a funding application (supported by the Karajarri Tourism Strategy) for the
project as soon as practicable.

1

This aspect is particularly important in terms of making the project ‘appealing’ to potential funders. They will want to
know what the measureable returns will be from their investment and support.
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Milestone
Karajarri Rangers Base / Tourism Hub in established and fully functional by April 2019.

Priority 2 – Interpretive Visitor Information & Signage
Strategic Goal
To expand the level of interpretive information (cultural, environmental, historical) available to visitors
on Karajarri lands.2
Objectives
•
•
•

To value-add to the visitor experience on Karajarri lands and encourage increased, self-guided
‘managed visitation’.
To provide scope for increasing the cost of the Karajarri Visitor Permit and uptake by visitors
To share the Karajarri history, culture and vision for their lands. (build the Karajarri experience)

Key considerations
•
•
•
•
•

Mediums to be used: e.g. print, static, digital
Strategic location of static interpretive information.
Extent of cultural content to be shared with visitors.3
Overlap with walking / cultural trails being develop with assistance of Australian Conservation
Foundation (ACF). Avoid duplication.
Project funding

Task Plan
•

Identify and map key landmarks, cultural sites, accessible areas and designated routes available
to visitors and document content to be shared with visitors.
-

This process is probably best undertaken internally by KTLA Directors & members,
Karajarri IPA Coordinator & ACF with guidance from tourism industry professionals.

-

Endeavour to balance content (i.e. cultural, historical, environmental etc.) and pitch
it in a manner that will appeal to visitor curiosity.

-

Include clear instructions relating to removal of items, disturbance of sites,
conservation, permitted activities and taking photographs.

•

Identify applicable programs and avenues through which funding for interpretive material could
be secured by April 2017. This may include revenues from the Karajarri Visitor Permit.

•

Prepare and submit a funding application (supported by the Karajarri Tourism Strategy) for the
development of interpretive material as soon as practicable.

Milestone
2

It is acknowledge that work in this field has already commenced.
This aspect needs to be considered in context of ensuring that information that is made readily available does not
compromise potential tour products developed by KTLA members.
3
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Complete suite of interpretive visitor signage and information installed by April 2018.

Priority 3 – Self-guided Cultural Walks & Trails
Strategic Goal
To create a range of self-guided cultural walks and trails.4
Objectives
•
•
•

To value-add to the visitor experience on Karajarri lands and encourage increased, self-guided,
‘managed visitation’.
To provide scope for increasing the cost of the Karajarri Visitor Permit and uptake by visitors
To build the Karajarri experience through diversity of activities.

Key considerations
•
•
•
•

Interpretive information to complement the experience.
Extent of cultural content to be shared with visitors.5
Visitor market segments to be targeted.
Marketing program.

Task Plan
•

Identify and map proposed routes for cultural walks and trails and detail content to be provided
to visitors by November 2016.
-

This process is probably best undertaken internally by KTLA Directors & members,
Karajarri IPA Coordinator, Karajarri Rangers & ACF with guidance from tourism
industry professionals.

-

Endeavour to balance content (i.e. cultural, historical, environmental etc.) and pitch
it in a manner that will appeal to visitor curiosity (consider target market).

-

Identify methods by which interpretive information will be shared with visitors
completing the self-guided walks / trails (e.g. Apps, printed material etc.).

•

Grade each of the cultural walks / trails in terms of: time to complete; level of difficulty; level of
fitness required etc. by December 2016.

•

Identify and chart key locations at which potable water and other services (e.g. ablutions, shade
etc.) may be required, by January 2017.

•

Conduct ‘trial runs’ of the self-guided itineraries and refine if necessary, by April 2017.

•

Quantify development costs associated with the project (e.g. cost to provide basic ablutions,
shade, water supplies, Apps development, print material etc.), by April 2017.

4

It is acknowledge that work in this field has already commenced.
This aspect needs to be considered in context of ensuring that information that is made readily available does not
compromise potential tour products (e.g. guided walks / trails) developed by KTLA members.
5

Karajarri Tourism Strategy

Page | 30

•

Identify applicable programs and avenues through which funding for infrastructure costs can be
secured by April 2017. (E.g. Coast Care Grants, Crowd funding, philanthropic etc.)

•

Prepare and submit a funding application (supported by the Karajarri Tourism Strategy) for the
development of interpretive material as soon as practicable.

•

Install infrastructure, implement marketing program and launch the project by February 2018.

Milestone
Launch a suite of self-guided cultural walks & trails on Karajarri lands launched in February 2018.

Priority 4 – Overnight Beach Shelters
Strategic Goal
To develop basic infrastructure that facilitates overnight visitation.
Objectives
•
•
•
•

To value-add to the visitor experience on Karajarri lands and encourage increased, ‘managed’
overnight visitation.
To develop an alternative revenue stream for KTLA.
To build the Karajarri visitor experience through diversity of activities.
To improve the management of visitor activities and movements through the introduction of
designated camping infrastructure.

Key considerations
•
•
•
•
•

Scale and type of infrastructure to be developed (e.g. bough shelters, basic ablution, fire pit etc.).
Strategic location of facilities taking into account tourism values and attributes such as:
accessibility; privacy / exclusivity; availability of potable water; coastal access, landscape,
activities etc.
Visitor market segments to be targeted.
Funding for infrastructure.
Implications for land / environmental management – e.g. waste management.

Task Plan
•

Identify and map proposed locations for overnight beach shelters by January 2017.
-

This process is probably best undertaken internally by KTLA Directors & members,
Karajarri IPA Coordinator, and Karajarri Rangers with guidance from tourism
industry professionals.

-

Endeavour to select locations based on appealing to visitor needs and experiences
sought. (consider profile of visitors to be targeted).

•

Determine the scale and type of beach shelters and other facilities to be developed and obtain
quotes for materials and construction by February 2017.
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•

Identify applicable programs and avenues through which funding for infrastructure can be
secured by March 2017. (e.g. Public sector programs, internal resources, philanthropic etc.)

•

Prepare a Business Case for the project and submit a funding application (supported by the
Karajarri Tourism Strategy) for the proposed new infrastructure by April 2017.

•

Commence construction of shelters and facilities by June 2017.6

Milestone
The first of several overnight beach shelters opened to visitors by July 2017.

Priority 5 -

Guided Cultural Tours & Experiences

Strategic Goal
Development and implementation of a variety of guided cultural tours and experiences.
Objectives
•
•
•

To enhance and build on the appeal of the visitor experience on Karajarri lands through diversity
of activities.
To generate increased, ‘managed’ visitation.
Development of enterprise opportunities for KTLA members.

Key considerations
•
•
•
•

Visitor market segments to be targeted.
Investment and infrastructure needs.
Enterprise planning support (for individuals, families, Association etc.).
Implications relative land / environmental management – e.g. guidelines and parameters to be
provided by KTLA.

Task Plan
•

Identify KTLA members with aspirations to operate cultural tours on Karajarri lands by December
2016.
-

This process could be initiated as part of presenting the Karajarri Tourism Strategy at
the 2016 KTLA Annual General Meeting.

•

Identify options and secure support for KTLA members to develop and plan their cultural tourism
enterprise by January 2017.

•

Respective KTLA members to complete tourism enterprise planning process by March 2017.

•

Business plan implementation and tour operations for respective KTLA members to commence
by June 2017.

Milestone
Delivery of cultural tours by KTLA members to commence by June 2016.
6

It is anticipated that up to six (6) shelters will be constructed through a staged approach during the 2017/18 financial
year.
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APPENDIX 1
Case Studies
In order to provide further context for the development of this strategy a series of successful Indigenous
tourism operators / products have been analysed as case studies in terms of their establishment and
evolvement over a number of years.

BUNGOOLEE TOURS
Bungoolee Tours is operated by Dillon Andrews in the Fitzroy Crossing area. More specifically, the tours
are operated at Tunnel Creek and Windjana Gorge.
It is fair to say that is has been a gradual progression for Dillon over a number of years however the
Bungoolee tour product has gained considerable market traction over the past five (5) years.
Bungoolee Tours was initially structured in a manner that saw clients picked up from Fitzroy Crossing
accommodation properties and transport by 4WD for a day tour of Tunnel Creek and Windjana Gorge.
There were some limitations with this approach on the basis that the tour was restricted to four (4)
guests only and the amount of travel on unsealed roads took toll on the vehicle. It made it difficult to
make ends meet financially.
Some five (5) years ago Dillon adopted a different approach after learning that and estimated 28,000
visitors per annum passed through Tunnel Creek.

Figure 5 - Bungoolee Tours - Windjana Gorge (Left) and Tunnel Creek (Right)
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A new approach was adopted whereby rather than transporting four (4) guests to Tunnel Creek each day,
Dillon opted to base himself in the Tunnel Creek area for the ‘season’ and simply met visitors at each
location who had booked tours through the Visitor Centres on a daily basis.
In addition, Dillon has now partnered with a 4WD tour operator to deliver his product to their guests.
This approach has contributed to the ongoing viability of his tour product. What Dillon essentially did was
‘take his product to the market’ rather than the other way around. It is an important case study in the
sense that it reminds us that it must all be about the visitor and making the product accessible.

MIMBI CAVES
Mimbi Caves Tours is an Indigenous tour product located some 90 kms north of Fitzroy Crossing. This is
another product that has progressively matured over a number of years.
The product involves an interpretive tour of Mimbi Caves and was initially targeted to independent
travelers passing through the area. In the early stages of the tour this proved difficult due to low visitor
awareness however things changed dramatically when enquiries were made by 4WD coach tours that
passed through the area.

Figure 6 - Mimbi Caves Tours

These enquiries converted into regular weekly bookings by the coach tours during the season and meant
that the operator now had a constant seasonal schedule of tour guests. Again, this improved the financial
viability of the product and although the tours still cater to independent travelers it is the coach market
that anchors this successful product.

KOOLJAMAN @ CAPE LEVEQUE
Kooljaman @ Cape Leveque is a successful Indigenous owned and operated tourist facility at the tip of
the Dampier Peninsula.
The tourism business is largely based around various types of accommodation including:
-

Beach shelters

-

Cabins
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-

Units

-

Safari Tents

-

Campground tents

-

Camping sites

Figure 7 - Beach Shelters @ Kooljaman

Figure 8 - Cabins @ Kooljaman

Figure 9 - Safari Tents @ Kooljaman
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Figure 10 - Camp sites @ Kooljaman

The business has grown from very humble beginnings where the beach shelters, units and campgrounds
represented the accommodation available to visitors.
The business has grown considerably with the most recent addition being an administration / restaurant
facility. They have also added a boom gate in order to have more control over the movement of visitors
and day visitors.
The owners of the business (Djarindjin & Ardyaloon Communities) have consciously decided that the
property is probably as big as it is ever going to be. The owners have responded to market demand and
opportunities to create a product that is very popular with visitors but the capacity of the property has
reached its limit.
The owners are now putting more focus on developing additional tour products to complement the
accommodation on offer and provide more activities for visitors as well as small enterprise opportunities
for Community members. This is aimed at extending the length of stay of visitors (particularly during offpeak months) and encouraging them to spend more money while they are in the area.

Figure 11 - Tours @ Kooljaman

A key point to note when looking back at the development of Kooljaman is that it has been a gradual
progression. What you see today was not all built at once. The property was first developed with limited
financial resources however once stakeholders could see that the owners were serious about
participating in tourism the property had greater ‘pulling power’ in terms of funding and stakeholder
support.
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MIDDLE LAGOON
Similar to Kooljaman, Middle Lagoon has evolved from basic beach shelters and campsites to now
offering cabin accommodation. The development of Middle Lagoon was premised on establishing basic
accommodation facilities and amenities with guests making their own arrangements with regard to food,
activities etc.
The property has now evolved to the point where it provides an up-scaled level of camping with guests
(primarily families) able to take advantage of enclosed cabins that vary in configuration. In essence, the
property has gradually progressed to being able to provide products to meet higher-end market needs
looking for a little more comfort, albeit the key market segments are still represented by campers
(independent travelers, families) who in many ways need to be self-sufficient.
During the early days of establishing Middle Lagoon (10+ years ago) visitors essentially needed to create
their own activities (e.g. swimming, snorkeling, beach walks, fishing etc). However the property now
offers marine based tours through an arrangement with another operator that has added another
dimension to the location.

Figure 12 - Main Campground - Middle Lagoon (left) Beach Camping sites - Middle Lagoon (Right)

Figure 13 - Cabin accommodation - Middle Lagoon
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FINDINGS & CONCLUSIONS
The key findings and conclusions from the case study reviews relevant to this strategy are:
1. It is important to have a clear perspective of the target market segments. It can be somewhat of
a trap for new operators to try and be ‘all things to all people’.
2. It is okay to start small! In many ways this makes sense on the basis that it carries less risk and
reduces up-front capital funding; it also allows new operators to ‘test the market’ and gradually
see what works best. Kooljaman and Middle Lagoon are examples.
3. It is important to combine accommodation options with activities / tours for visitors. It helps to
extend length of stay and enhances the ‘visitor experience’.
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APPENDIX 2
YE Dec 2014 & 2015

Average annual visitors

%

Intrastate

154000

47%

Interstate

79000

37%

International

31300

16%

TOTAL

264300

(Tourism WA, 2015)

Average annual visitors to Broome
International
12%

Interstate
30%

Intrastate
58%

Purpose of visit

Domestic Visitors

Holiday / leisure

135500

58%

Business

44000

19%

Visiting friends and
relatives
Other

40000

17%

13500

6%

TOTAL

233000

(Tourism WA, 2015)
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Other
6%

Domestic Visitors - Purpose of Visit
Visiting friends
and relatives
17%

Holiday /
leisure
58%

Business
19%

Purpose of visit

International visitors

Holiday / leisure

24900

78%

Business

2500

8%

Visiting friends and
relatives
Other

2000

6%

2500

8%

TOTAL

31900

(Tourism WA, 2015)

International visitors - Purpose of Visit
Visiting friends
and relatives
6%
Business
8%

Other
8%

Holiday /
leisure
78%
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Age demographic

Domestic visitors

15-24 yrs

17000

25-44 yrs

81500

45-64 yrs

84000

65+ yrs

50500

(Tourism WA, 2015)

Domestic visitors - Age Demogrpahic
15-24 yrs
7%
65+ yrs
22%
25-44 yrs
35%
45-64 yrs
36%

Age demographic

International visitors

15-24 yrs

6000

25-44 yrs

14100

45-64 yrs

7700

65+ yrs

3400

(Tourism WA, 2015)

International visitors - Age Demographic
65+ yrs
11%

15-24 yrs
19%

45-64 yrs
25%
25-44 yrs
45%
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APPENDIX 3

Karajarri
Business Plan
2016
Self-Guided Cultural Walks
Interpretive Visitor Information
& Signage
Overnight Beach Shelters

Karajarri Tourism Strategy

Page | 43

Vision
‘Increased, managed visitation on Karajarri lands that delivers
economic and social returns to traditional owners while
preserving cultural, environmental and tourism values.’
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Background & Context
On Friday 4th March 2016, KPP Business Development (KPP)
received a project brief for a Tourism vision and strategy for
tourism activity and visitor management on Karajarri lands.

The project follows on from a two-day workshop held by the
Karajarri Traditional Lands Association(KTLA) in October 2015
which was part of a broader agenda of Karajarri peoples to
identify their assets and develop a vision for responsible sharing
of culture and land with visitors.

The KTLA sought to engage an independent consultant to assist
the Karajarri peoples explore tourism prospects as part of
preparing a shared vision for benefitting from and managing
visitation.

The brief required close consultation and communication with
Karajarri people in exploring and examining the following
aspects:
• Clarifying the tourism aspirations of Karajarri peoples.
• Where the Karajarri land fit from a State and regional context.
• Visitor demographics / profile that are currently attracted to
the area or that could be attracted to the area.
• Opportunities and activities that might represent tourism
enterprise prospects for Karajarri people.
• Equity opportunities within existing tourism operations
• Considerations relating to land tenure in terms of opportunity
or limitations, and other potential constraints
• Learnings from other areas, including presentation and review
of relevant case studies
• Potential business partners and industry networking
opportunities
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The outcomes and findings of the project will be documented in
a Tourism Strategy for the Karajarri Traditional Lands
Association.

KPP provided KTLA with a project scope and methodology which
in turn was endorsed by the client. (Karajarri Tourism Strategy
2016)

The Tourism Strategy contained Five Tourism Priorities;
1. Ranger’s Base/Tourism Hub located in Port Smith
2. Interpretive Information and Visitor Signage
3. Self-Guided Cultural Walks & Trails
4. Overnight Beach Shelters
5. Guided Cultural Tours & Products
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OBJECTIVE
This business plan aims to explore in more depth the feasibility
of Self-Guided Cultural walking trails in conjunction with
increased Interpretive Signage containing a balance of Historical,
Environmental & Cultural information which is relevant to each
of these walking trails.

The introduction of Overnight Beach Shelters will also allow for
accommodation for campers who do not wish to be confined to
the Port Smith Caravan Park. Exclusive individual sites with
basic amenities will provide a more natural camping experience
with acceptable locations agreed upon by Karajarri peoples.

This will provide a low impact tourism opportunity; add value to
the purchase of permits providing a better visitor experience
and increase tourism to the area while simultaneously
condensing tourism to designated areas as defined by Karajarri
peoples, eliminating congestion in areas utilised by community
members. The proposed infrastructure will also provide
opportunity to add other cultural experiences once visitor
interests and changing target markets are more clearly defined.
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Self-Guided Walking Trails
WALK ONE
Gourdon Bay Fish Traps

MAP
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TIME
2 Hours Return

DIFFICULTY
Moderate – Rocky terrain

I N F O R M AT I O N
Walk One will commence at the Gourdon Bay Tourist Node and
extend to the Stone Fish Traps visible at low tide. Fish Traps are
for viewing only as the reef is delicate and signage will instruct
visitors not to walk there. Culturally the fish traps are regarded
as an area restricted only to men.
Visitors will walk along the cliff at high tide and have the
opportunity to walk along the beach at low tide; signage will
clearly display the importance of awareness of tidal changes.
A loop can be made walking back along the beach where possible
or walkers can return via the same cliff path. Natural seating
can be formed or rock cans marked as viewing points along the
way.
Trails will be clearly marked by rock cans, appropriate signage
and etched into the rock work if required to ensure minimum
impact to environment and encourage visitors to stay on the
designated track.
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WALK TWO

Cape Latouche Treville

MAP
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TIME
2.5 to 3 Hours One Way,

DIFFICULTY
Moderate - Hard – Rocky terrain, longer distance.

I N F O R M AT I O N

Walk Two will commence at the Gourdon Bay Tourist Node and
extend around Cape Latouche Treville to Saddle Hill, the walk is
not a loop track. Visitors will have the opportunity to stop at
viewing points, whale sightings are common in this area, natural
rock formations create breathtaking scenery along the trail.

Visitors will walk along the cliff at high tide and have the
opportunity to walk along the beach at low tide; signage will
clearly display the importance of awareness of tidal changes.

Trails will be clearly marked by rock cans, appropriate signage
and etched into the rock work if required to ensure minimum
impact to environment and encourage visitors to stay on the
designated track.
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C A R PA R K S, FAC I L I T I E S
Infrastructure Upgrade will include;


Gourdon Bay Carpark - Gravel for ease of parking and less
disturbance to environment with cars digging into sand,
4WD access only, stability work required for hill at the
entrance of Gourdon Bay Carpark.



New signage containing interpretive information and
appropriate warnings based on legal advice.



Bough Shelters with picnic tables both at Gourdon Bay and
near Fish Trap Walk end point where visitors can sit and
enjoy the lookout.



General track maintenance for easy access, bollards (if
required), enviro mats.



Crossover points from beach to cliff in the event of tidal
changes, this may be achieved by slightly
rearranging/stabilising natural rock formations which lead
to the beach, further stairs may be required if this proves
to be insufficient.



Small water tank at Gourdon Bay to be erected/maintained
by rangers in order to provide an interim water source,
filled up regularly by rangers.



Future Considerations: Larger Water Tank/Point, Toilets.
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WALK THREE

Saddle Hill to Pebbles Beach

MAP
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TIME
3 hours – one way

DIFFICULTY
Moderate - Hard – Rocky terrain

I N F O R M AT I O N

Walk Three will commence at the Saddle Hill Tourist Node and
extend down to “Pebbles” Beach. This trail can be completed
along the cliff at high tide with access to the beach at low tide.

C A R PA R K S, FAC I L I T I E S

Infrastructure Upgrade will include;


Establish Car parking area, have clearly designated parking
similar to Saddle Hill to avoid a multitude of tracks and
erosion of the environment.



New signage containing interpretive information.



Bough Shelter with picnic tables



Crossover points from beach to cliff in the event of tidal
changes.



Future Considerations: Extra Water Tank/Point, Toilets.
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SIGNAGE FOR WALKING TRAILS
Signage content to be agreed upon by way of consultation;
adding appropriate risk warnings based on legal obligations.

Shade shelters at Gourdon Bay with several signs including
Karajarri History, Environmental and Cultural Information
derived from Literature Review (Willing, 2014).

Examples from Eco Beach
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Overnight Beach Shelters
P RO P O S E D L O C AT I O N S
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I N F O R M AT I O N

Basic Beach Shelters to be constructed in time for the next
tourist season in locations agreed. 1-4 Shelters to be built in
order to gauge public interest with a view to add further
upgraded amenities in future. See example below.

After consultation with the KTLA the first shelter is to be
constructed within approximately 100 metres from Gourdon Bay
Car Park, this will then condense tourism and accommodation
into one area reducing costs for new tracks, carparks, facilities,
allowing a central location to build upon in the future.

A larger shelter may be provided adding diversity to
accommodation options catering for larger groups such as
corporate, school or other group camping options.

Karajarri Tourism Strategy

Page | 58

Current access tracks will allow for further locations close to
the Saddle Hill area as well as Pebbles Beach but will require
further consultation with the KTLA for agreed locations.

Karajarri Tourism Strategy

Page | 59

C O M P E T I N G AC C O M O DAT I O N O P T I O N S

PORT SMITH CARAVAN PARK
POWERED SITES
UNPOWERED SITES
CHALET
DONGA
UNPOWERED TENT SITE (P/P)
BARN HILL BEACH SIDE STATION STAY
42KMS NORTH OF GOURDON BAY
POWERED SITES
UNPOWERED SITES
CHALET
DONGA
ECO BEACH RAMADA RESORT
54KMS NORTH OF GOURDON BAY
ECO TENTS
VILLAS/BEACH HOUSE

P/N
$42
$38
$220
$110
$20
P/N
$32
$25
$100
$120
P/N
$225-$270
$345-$1180

The overnight beach shelters provide a different experience to
other accommodation options available in the area allowing for
a more exclusive camping experience than what is currently
available.
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BOOKABLE SHELTERS BOOKING PROCESS

Booking will be made via website (http://karajarri.com).
In addition to people purchasing permits via the website, a
separate section for beach shelter bookings will be developed; it
will be user friendly and contain all of the appropriate
information relevant to their stay.
Each shelter will be named something appropriate as per
consultation with the KTLA. Features, photos, attributes and
access maps will be clearly noted along with appropriate risk
warnings for each location, as well as level of family
friendliness/appropriateness for children.
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Risk Analysis

Risk Assessment Heat Map
5

4

Property Risk maintenance
Property Risk - Fire

LIKELIHOOD

3

Property Risk - by
tourists

2

Wildlife Risks
Human Risk - Fatality
Topographic Risks Terrain
Human Risk - Lost Climatic Risks
Property Risk Visitors
maintenance
Topographic Risks Cliffs

Low
High

1

0
0

1

Insignificant
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RISK MATRIX

IDENTIFIED RISK

HOW RISK IS CURRENTLY
MANAGED

COMMENTS/CONCERNS

IMPACT

LIKELIHOOD

Topographic Risks - Terrain

Injury caused by rocky terrain

Education/communication Risks disclosed clearly via permit
system/signage/brochure

Mild

Low

Topographic Risks - Cliffs

Injury caused by cliff edges

Education/communication Risks disclosed clearly via permit
system/signage/brochure

Moderate

Low

Property Risk - by tourists

Shelter Damaged by tourists

n/a

Regular monitoring required

Mild

Property Risk - maintenance

Shelter
Malfunction/Deterioration

n/a

Quality of shelters need to be
maintained/monitored to avoid
injury/poor visitor experience,
assessed regularly particularly
around wet season

Moderate

LowMedium
Medium

Property Risk - maintenance

Toilets/Ablutions not
maintained/cleaned

n/a

Regular mainenance/cleaning
crew to be established to avoid
diminishing public reputation

Mild

Low

Property Risk - Fire

Property damages caused by fire Provide designated fire
pits, manage vegetation
to reduce bush fire

Firepits used in approved
locations to avoid fires becoming
wildfires, warnings provided

Moderate

Medium

Climatic Risks

Extended Exposure to Sun

Education/communication Risks disclosed clearly via permit
system/signage/brochure

Significant

Low

Wildlife Risks

Injury caused by animals

Education/communication Risks disclosed clearly via permit
system/signage/brochure

Moderate

Low

Human Risk - Fatality

Drowning, cliffside fatality,
snake/shark/crocodile related
incident
Tide Changes/Going off Track

Education/communication Appropriate warnings need to be Catastrophic
provided, care needs to be taken,
enter at your own risk.
Education/communication Regular Ranger Patrols and
Moderate
presence in the area, clear
signage, warnings, emergency
contact number available

Human Risk - Lost Visitors

Demand Risk
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Low

Low

LowMedium

I N S U R A N C E C O N S I D E R AT I O N S
In the interest of public safety in order to mitigate the financial
impact of an incident occurring on Karajarri Land, it is advisable
that a Public Liability Policy be considered.

In order to reduce the impact of a claim made against the KTLA
for any claims involving accidents caused by negligence, a public
liability insurance policy can cover visitors for a range of
incidents, for more information please see the PDS/FSG in the
Appendix.
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As part of the quotations process we approached the following Insurers for terms;
Allianz Insurance
QBE Insurance
Terms negotiated and finalised are as follows;
Allianz Insurance
Limit of Liability:

$20,000,000

Excess:

$2,500

Premium:

$9,130.00 inclusive of all charges

QBE Insurance
Limit of Liability:

$10,000,000

Excess:

$1,000

Premium:

$3,080.00 inclusive of all charges

Limit of Liability:

$20,000,000

Excess:

$1,000

Premium:

$3,685.00 inclusive of all charges

** Please note these terms do not include cover for the beach
shelters. Once they are completed and cover is
required we can arrange for the policy to be extended however
additional information would be required such
as; how many shelters are there, how are they maintained etc.
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Future Considerations
In order to provide a sustainable and safe environment for
tourists and encourage an extended stay, basic amenities will be
required including access to the water supply and general
access. These additions can be considered as part of the long
term Tourism Strategy.

WAT E R S U P P LY
Gourdon Bay Well is located approximately 1km from the
Gourdon Bay Carpark and could be utilised for this purpose.
•

Connection to the existing Gourdon Bay Well – this is the
closest water point however has not been functional for
some time and would require some work.

•

Water Quality – it is recommended that water testing is
undertaken to ensure the quality of the water is fit for
human consumption, there has been some testing conducted
in the past.

A new 10,000 litre tank will be required on a minimum 6-metre
stand for the purpose of meeting tourist’s watering needs given
the distance to the next water point is Port Smith (Approx.
10kms away), a new pressure pump and sufficient piping will
also be required to feed water to the tank from the existing
well.
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CAMPING GROUNDS

Once water supply has been established, camp grounds will be
viable. Exact location to be determined via consultation.
Requirements;
•

Clearing

•

Camp Kitchen/Cooking Facilities/Fire Rings

•

Toilets

•

Showers

•

Site Markers

•

Maintenance

•

Roads/Access

OTHER

•

“Walkers Only” Camping Areas along walking trails, this
will enable walks to be linked. This will allow walkers to
spend more time enjoying the area and ensure tourists are
confined to designated camping areas providing a greater
level of monitoring and control.

•

New Rangers Station at Port Smith which can act as a
Tourist hub and/or camping ground with safari tents
provided, ablutions, water, cooking facilities.

•

Purchase of Caravan Park.

•

Addition of Guided Tours once infrastructure is provided.

•

Addition of other business opportunities or products once
the “space” is provided such as story telling at camp
grounds, bush tucker tours, damper making, sales of
arts/crafts/ jewellery, handmade tie died clothing.
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Marketing

Initial Marketing Options;
•

Expansion of Brochure

•

Expansion of Karajarri Website (http://karajarri.com) to
include walking trail maps and information, beach shelter
booking page, information on current ranger activity.

•

Advertising either via WAITOC or Broome Visitor’s Centre.

•

Promotional Items may be provided as a “Walker’s Package”,
this may include drink bottles, hats, towels, backpacks with
logos, point of sale at Port Smith until new Tourism
Hub/Ranger Base is constructed. More information
regarding available options contained in the appendix.
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Future Considerations;
•

•

•

•

Ranger Station/Tourism Hub located near Port Smith
creating a Ranger presence in the North with a focus on
Visitor Management and also low scale tourism
opportunities.
The Cultural Enterprise Hub concept currently being
considered by the Kimberley Land Council, potentially
providing expert services in; business development,
capacity building, cultural and environmental management
advice as well as marketing and communication services.
The Hub will have the capacity to provide an integrated
service which will include the marketing of ranger tours,
cultural tours and experiences.
A Strategic Marketing Plan may be required in future once
there are several products/experiences available in
conjunction with the new ranger station to provide a more
targeted approach.
Specialised Tourism Officer Role for KTLA to manage both
tourism, regular marketing initiatives, bookings and
administration.
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Finance
C O S T E S T I M AT E S - I N F R A S T RU C T U R E
TOTAL
INITIAL
$

Quantity

Unit Cost

70

50

3,500

30
4

75
1000

140hrs

60

2,250
4,000
9,000
8,400

1

30,000

30,000

52

60

8

250

2,000

6
6
6

800
1,500
500

4,800
9,000
3,000

1
1
14

800
500
60

800
500
840

1

2,000

2

3,000

ONGOING $

Upgrade/Maintenance
of Car Parks
Port Smith, Gourdon
bay, Pebbbles Beach
Enviromat Erosion
Control
Bollards
Picnic Table Materials
Bough Shelter Materials
Fee for Service Rate

3,000

Upgrade/Maintenance
of Access Roads
Excavation/Stability
Works Gourdon Bay
Fee for Service Rate/
annual maintenance
Interpretive Signage

Initial Water Supply

Toilet Facilities

Consultation with
community
Graphic Design of Signs
Signwriting
Installation
Basic Water Tank
Small Fabricated stand
Fee for Service
Costs associated with
Water being
transported to Tank (pa)
Composting toilets

3,360

2,000
6,000

GST
TOTAL
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WALKING TRAILS

Quantity
Development of
Trails

Marketing

Fee for Service/making
trails
Stairs/Cross Over access
points
Brochure/Maps
Web Design
Promotional Items Walkers
wristbands/hats/water
bottles
Memberships – WAITOC

Unit
Cost

TOTAL
INITIAL $

ONGOING $

98hrs

60

5,880

1

2,000

2,000

250

2

500
X

500

100

6

600

600

1

176

176

176

TOTAL
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OVERN IG HT BEACH S HE LTE R S

Quantity

Marketing

Insurance
Fee for Service

Building/ Maintenance of
Beach Shelters (x4)
Web Design/Booking
System
Broome Visitors Centre
Administration/Fee
Collection
Regular Patrols

Unit Cost

TOTAL
INITIAL
$

ONGOING $ (pa)

20,000

1000

X
1

80

80
X
X

TOTAL

Karajarri Tourism Strategy

Page | 72

80
X

F U T U R E C O N S I D E R AT I O N S

Quantity
Larger Water
Supply

Further Toilet
Facilities
Future Camping
Grounds

Ablutions

Karajarri Tourism Strategy

Testing Water Flow &
Quality
Tank Stand Inc Base &
Installation (6m)
Tank (Poly 10,000L)
Solar Pump
Plumbing Pipes/
excavation/ fittings
Plumber/Tradesman
Freight (Est)
Labourers
Composting toilets

3 Days

Unit Cost

TOTAL
INITIAL $
2,000/day
6,000

1

90,000

90,000

1
1

2,500
6,500

2,500
6,500

1

20,000

20,000

38hrs

150

76hrs
2

30 p/h
3,000

5,700
7,000
2,280
6,000

Clearing/slashing/labour

60hrs

30

1,800

Access Tracks
Fire Rings with Hot Plates
Site Markers

70hrs
4
10

30
700
150

2,100
2,800
1,500

Obtain transportable
2 x Septic Tanks, 90m
Leach Drains, Distributor
Unit, installation
Hot Water Systems (300L)
Plumbing & Connections
Solar Panels/Lighting
Electrical Tradesman
Freight (Est)

1

2000

2,000

75,000

75,000

1,750
150
1,500
150

3,500
3,600
3,000
3,600
5,000

2
24hrs
2
24hrs

ONGOING $
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SALES FORECAST

Sales Forecast - Beach Shelters 1 Shelter
Annual Available Bookable Nights (6 months)
Estimated Occupancy (%)
Estimated Occupancy (nights)
Fee per night
Revenue per annum

2017
183
9% 18%
16
33
$50
$50
$800 $1,650

2018
183
22%
40
$52.00
$2,080

2019
183
26%
48
$54.00
$2,592

2020
183
27%
49
$56.00
$2,744

2021
183
27%
49
$58.00
$2,842

Sales Forecast - Beach Shelters 2 Shelters
Annual Available Bookable Nights (6 months)
Estimated Occupancy (%)
Estimated Occupancy (nights)
Fee per night
Revenue per annum

2017
366
9% 18%
33
66
$50
$50
$1,650 $3,300

2018
366
22%
80
$52.00
$4,160

2019
366
26%
96
$54.00
$5,184

2020
366
27%
99
$56.00
$5,544

2021
366
27%
99
$58.00
$5,742

Sales Forecast - Beach Shelters 4 Shelters
Annual Available Bookable Nights (6 months)
Estimated Occupancy (%)
Estimated Occupancy (nights)
Fee per night
Revenue per annum

2017
732
9% 18%
66
132
$50
$50
$3,300 $6,600

2018
732
22%
161
$52.00
$8,372

2019
732
26%
192
$54.00
$10,368

2020
732
27%
198
$56.00
$11,088

2021
732
27%
198
$58.00
$11,484

•

Annual Available Bookable nights = 7 days p/w during dry
season April-Sept

•

Estimated Occupancy = Most weekends booked during dry
season, some long weekends (26% all 2 day weekends
booked)

•

Fee Increase of 3% pa in line with inflation rounded to
nearest dollar

•

9% = 16 nights booked for initial year until further
awareness grows

•

Group Shelters to be charged out at a higher rate, $15 p/p
per night. Eg. Group of 8 = $120 per night.
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APPENDIX 4

GORDON BAY DRAFT SITE MAP AND
INFRASTRUCTURE COSTS:

Suppliers and Costs
Compost toilets
Water tanks

Shade Shelter supplies
Signage
Fire pits and hot plates

Karajarri Tourism Strategy

Now x2, long term x6
Including solar pump,
plumbing, tank stand and base,
transport and installation

3-4,000 each
Approx. $140,000

3,000 each
Now x4, long term x8

$700 each
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Other Shade Shelter ideas:

Examples of Pit toilets:
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