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1.

Executive Summary
“For remote tourism to forge ahead, the drive,
inspiration and know-how must come from within
remote Australia itself”
Damien Jacobsen, Cooperative Centre for Remote Economic Participation.
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•

•
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In Australia, Indigenous tourism has grown from a $3.8
billion economy in 2010 to a $6.4 billion economy in
2015-16. Based on these figures, Indigenous tourism
contributes about 5.5% to the total tourism economy.1
Indigenous tourism is an important component
of Australia’s tourism marketing, with Indigenous
tourism offering a key point of differentiation
in a globally competitive market.
Tourism is a major economic contributor. In the 201516 financial year, the tourism sector contributed $116.7
billion in total visitor expenditure; and the tourism’s
contribution to the Australian workforce was nearly 5%.2
The general tourism sector is expected to continue
to grow at 5.3% per annum to 2020-21.3
The number of international Indigenous tourism
visitors has grown by an average of 9% per year
since 2013, and expenditure over the same
period has grown by 8% on average.4
The big growth in the general tourism market is being
driven by the Asian market and particularly the rise of
the middle classes in China and India. Tourism Research
Australia figures show this market makes up almost half
of the international market and this is predicted to rise
to two-thirds of the international market by 2024.5

Despite the significant growth of the international
Indigenous tourism market, there are challenges in
attracting this market to the desert. Currently, the Asian
markets, are not dispersing to regional Australia and
prefer major cities, particularly on the east-coast.
The domestic market continues to be an important
component of the Australian tourism industry. In fact,
tourism research has shown domestic visitors are by far the
largest market segment (>75%) and represent 70% of total
tourism income.6 This is likely to be far higher in the deserts,
particularly as visitors move away from significant destination
regions such as Uluru, Broome or the Eyre Peninsula.
The key segment in the domestic market is the caravan
and camping sector. Across 2018, this sector grew
9% and now represents 15% of all nights spent in
accommodation in Australia. During 2016-17, 7.1 million
Australians stayed in a caravan park, camp ground or
national park. This market segment is 91% domestic
and 9% international, and as stated above, the domestic
portion is likely to be higher as remoteness increases.7

Tourism Research Australia. (2016). National and International Visitor Survey. Retrieved from Tourism Research Australia online.
Tourism Research Australia. (2016). State of the Industry 2015/16. Retrieved from Tourism Research Australia online.
Tourism Research Australia. (2019). State of the Industry 2018/19. Retrieved from Tourism Research Australia online.
Department of Foreign Affairs and Trade. (2019). Indigenous Tourism Surge. Retrieved online.
Tourism Research Australia. (2019). State of the Industry 2018/19. Retrieved from Tourism Research Australia online.
Tourism Research Australia. (2014). Profiling the Domestic Market. Retrieved from Tourism Research Australia online.
Caravan Queensland. (2018). Caravan Queensland State of Industry Report. Retrieved online from Caravan Queensland.
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1.1

Challenges
Attracting visitors to the deserts is not without significant challenges. International and national
visitor survey data shows 11% of all international visitors and only 0.7% of all overnight domestic
visitors engaged in Indigenous tourism activities.1 The combined international and domestic
visitor participation rate in Indigenous tourism represented about 1.5% of the total visitor numbers
in Australia – a very low number. Research in Western Australia has shown while 34% of the
domestic market was interested in ‘going on a tour with an Aboriginal guide’ only 1% of this market
actually participated in an Indigenous tourism experience. 2 The following graph shows the gap
between interest and participation for the combined international and domestic markets.
Figure 01
—

Interest and Participation in Indigenous Tourism,
Combined Domestic and International, Western Australia

Source: Visitor
Experience &
Expectation Research
2017-2018, Aboriginal
Tourism, Tourism
Western Australia.
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This gap between interest and participation is further evidenced by data suggesting that Indigenous
tourism is not a preferred driver of destination choice (see table below). These two factors have meant
that the ‘Indigenous tourism sector has experienced a low rate of demand over the last 10 years.’3
Figure 02
—
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Abascal T., (2017). Demand for Indigenous Tourism in Australia: Understanding Consumer Behaviour. Doctoral dissertation. Victoria University.
Tourism Western Australia. (2017). Visitor Experience and Expectations Research 2017-18. Retrieved from Tourism Western Australia online.
Abascal T., (2017). Demand for Indigenous Tourism in Australia: Understanding Consumer Behaviour. Doctoral dissertation. Victoria University.
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Based on the above chart, the key challenges that need to be addressed are
the poor engagement of the domestic market, the gap between intention and
actual participation and the need to broaden destination appeal.
Lastly, ‘the perception that high-demand and growth drives the Indigenous tourism sector
is not backed up by empirical evidence. This misconception often drives Indigenous tourism
strategies and market pushes.’1 As such a long-term strategic approach that empowers
groups, builds supply and strategically enables critical mass, needs to be taken.

1.2

Recommendations
It is reasonable to conclude the majority of the Indigenous tourism market opportunity rests in
attracting the domestic tourist to the desert. Given the large percentage share of the domestic
market in regional Australia, engaging the domestic market in Indigenous tourism experiences offers
growth and development opportunities and can contribute to the achievement of a range of benefits
for Indigenous groups, domestic travellers and the heritage and natural values of the desert.
The recommendations include:
MARKETING

•

•

Overcome the poor participation of the domestic
market in Indigenous tourism through crafting a
unique and compelling narrative for the deserts
and develop a targeted marketing campaign
Broaden the marketing message of tourism offerings to
include the key drivers of visitor preference, such as ‘iconic
locations’, ‘nature and wildlife’ and ‘history and heritage’
in order to connect with visitors’ destination preference

PRODUCT DEVELOPMENT AND
CROSS-SECTOR RELATIONSHIPS

•
•
•
•

BETTER LINKAGES

•

•
•
•
•

1

Build on established tourism destination within
or in close proximity to the desert (Nullarbor,
Broome, Alice Springs/Uluru) and seek to attract
visitors through additional drive trails, loops and
experiences, and targeted marketing campaigns
Build on establish drive routes such as the
Outback Way that travel between Laverton in
Western Australia to Winton in Queensland
Connect the desert with nature, heritage and
adventure tourism through itineraries that link
experiences, products and iconic destinations
Establish a network of iconic tracks and trails with
suitable permit systems, infrastructure, signage
and information in order to increase visitation
Target the east coast drive tourism market and its
major access gateways through developing linking
trails, loops and coordinated access systems

•

•

Support groups to build the supply of Indigenous
tourism experiences through trialling,
testing and developing new products
Support groups to develop relationships with nonIndigenous tourism operators in order to build joint products
Support groups to trial and develop products that
connect with international high-end markets
Target conservation tourism, including developing products
for supporters of conservation organisations that combine
natural values with Indigenous cultural experiences
Corporate tourism, particularly targeting large corporates
that value Indigenous culture and are implementing
Reconciliation Action Plans (RAPs) or community
development-based staff leadership programs
Target schools and other education institutions
that are seeking Indigenous cultural experiences
as a part of their extra-curriculum activities

DATA AND INFORMATION

•

•
•

Specific data for the 10 Deserts Project region is not
currently available in an accessible form. Data needs
to be compiled and analysed for the regions over at
least a five-year period for: Eyre; Flinders and Outback;
Lasseter; MacDonnell; Barkly; Australia’s Golden Outback;
Australia’s North West; and Outback Queensland.
Conduct on-going market research
Develop annual ‘State of the Deserts’ tourism report

Ruhanen L., Whitford M., Mclennan C. (2013). Demand and Supply Issues in Indigenous Tourism: A Gap Analysis. Prepared for
Indigenous Business Australia & Department of Resources, Energy and Tourism, Indigenous Tourism Working Group.
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2.

Introduction
Figure 03
—

Tourism Regions in the 10 Deserts Project Area: Visitor Numbers & Expenditure

Source: Tourism
Research Australia:
Tourism Region
Profiles, 2014/15,
Supply and Demand
Time Series.

Australias North West
Visitors: 1.2 million
Expenditure: $1.3 billion
Barkly
Visitors: 99,000
Expenditure: $52 million
MacDonnell
Visitors: 57,000
Expenditure: $20 million
Outback Queensland
Visitors: 441,000
Expenditure: $312 million
Lasseter
Visitors: 302,000
Expenditure: $330 million
Flinders Rangers + Outback
Visitors: 559,000
Expenditure: $314 million
Australia’s Golden Outback
Visitors: 870,000
Expenditure: $611 million

2.1

Eyre Peninsula
Visitors: 416,000
Expenditure: $301 million

The International Story
As cited in the Executive Summary the big growth in
international tourism is being driven by Asian markets.1
Asian markets have different travel expectations compared
with traditional international visitors. Asian visitors are
younger; spend more per trip; shop more; prefer cities
(particularly the east coast); and most importantly are
less likely to disperse from Australian cities and travel
to the regions. Therefore, attracting this market to
the 10 deserts region is a significant challenge.
The strongest international market segment for Indigenous
tourism continues to be the European market. This
market is more likely to travel to the regions; is less
likely than other international visitors to spend nights
in the capital cities on the east coast (69% compared
to 81%), and more likely than other visitors to spend
nights in regional areas (31% compared to 19%).

The growth in the Asian markets and the decline
in the traditional Indigenous tourism market
presents some significant challenges for the
development of the international Indigenous
tourism market in the deserts of Australia.
WHO ARE THE INTERNATIONAL TOURISM VISITORS?
Tourism Research Australia’s 2011 report
into Indigenous tourism describes the typical
international Indigenous tourism visitor as:
• Primarily young (15–24) or older retired (55+)
• Professionally employed
• Travels for longer periods (eight nights on average)
• Spends more per trip ($1440) and per night
($190) than other domestic visitors
• Likely from Europe (46% of Indigenous tourism
visitors are from Europe, 28% are from Asia)3

Over the period 2006-2010, the European market
made up 46% of the international Indigenous tourism
market and was in decline at an average of 4.6% pa. 2

1
2
3

Tourism Research Australia. (2019). State of the Industry 2018/19. Retrieved from Tourism Research Australia online.
Ruhanen L., Whitford M., Mclennan C. (2013). Demand and Supply Issues in Indigenous Tourism: A Gap Analysis. Prepared for
Indigenous Business Australia & Department of Resources, Energy and Tourism, Indigenous Tourism Working Group.
Tourism Research Australia. (2011). Snapshots 2011: Indigenous Tourism Visitors in Australia. Retrieved from Tourism Research Australia online.
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2.2

The Domestic Story
Indigenous tourism visitors are an important component
of the Australian domestic tourism industry. Indigenous
tourism visitors are more likely to travel to regional and
remote areas and stay longer compared with other domestic
visitors. Significantly more Indigenous tourism visitors (15%)
visited the Northern Territory (NT) during their trip than other
domestic visitors (1%). They were also much more likely than
other visitors to visit regional areas of Queensland (19%), the
NT (12%), Western Australia (9%) and South Australia (8%).1
Given the large percentage share of the domestic
market in regional Australia, engaging the domestic
market in Indigenous tourism experiences offers
significant growth and development opportunities.
However, as detailed in the Executive Summary there
are a number of challenges to attract this market, these
include: the poor engagement of the domestic market
in Indigenous tourism; the gap between intention and
actual participation; the need to broaden destination
appeal; and the need to increase supply of experiences.

WHO ARE THE DOMESTIC
INDIGENOUS TOURISM VISITORS?
Research from Central Australia (visitor profile
and satisfaction survey) has identified:
• The largest demographic is 45-64 year olds (45%),
with over 55s making up half of the market
• One-third of the market travelled by private vehicle,
two-thirds were first time visitors
• 75% of all domestic visitors were from the
eastern states (NSW 27%, Vic 27%, QLD 18%,
TAS 3%, ACT 2%, SA 10%, WA 10%)
• Two-thirds of Indigenous tourism visitors to be
employed either full-time or part-time (66%)
• Almost a fifth (18%) were retired or on a pension
• Visitors were mainly female (56%)
• Indigenous tourism visitors were most commonly parents
(37%), older non-working (19%) or older working (18%)
The most common travel party type for both
Indigenous tourism and other visitors was:
• Travelling as an adult couple
• Indigenous tourism visitors had a greater propensity
to travel in groups (49%) than other visitors (43%),
particularly with friends and relatives (23%)
• Other visitors were more likely to travel alone
(25%) than Indigenous tourism visitors (15%)2

Photo — Sydney James at Ngankur. Credit: Central Land Council.

1
2

Tourism Research Australia. (2011). Snapshots 2011: Indigenous Tourism Visitors in Australia. Retrieved from Tourism Research Australia online.
Tourism Research Australia. (2012). Central Australia Visitor Profile and Satisfaction Survey. Retrieved from Tourism Research Australia online.
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3.

Customer Type & Preference
The Indigenous tourism market is a combination of domestic and international tourism visitors,
one of the largest sectors of this market is the caravan and camping segment. This market
can further be broken down into three key customer segments. This is explained below:

Market Segment
Customer Segment

Caravan & Camping Market
Adventurers

Grey Nomads

Young Travellers
Sightseers

Travel Mode

Eco & Nature Tourism

Voluntourism

Wealthy Travellers

Free Independent Travellers

4WD Self contained

4WD Tag-along

High-end

4WD All inclusive

Self drive, self contained

3.1

Customer Segments
Three of the key customers segments that groups in the 10 deserts region could
target include 4WD & Grey Nomads, Wealthy Travellers and Young Travellers.
The customer profiles on the next page explains what kind of experiences these
customers are looking for, how they like to travel and how best to target them.
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4WD & GREY NOMADS

I want to experience nature,
live simply and get away
from the crowds.

Who are they?

How they travel:

Mostly older and travel as a couple

Usually have their own well-equipped 4WD

Mostly Australian, from the east coast
They don’t want to spend too much money

Travel in small groups, by themselves or
part of tag-along tours

They like to plan things out before they go

Like to travel big distances to remote places

What they look for:

Target experiences:

Love being remote and discovering new places

Drive trails and loops

Love the simple life away from the crowds

Tag along tours into exclusive access
country with traditional owner guides

They want value for money and will
make decisions carefully
Don’t like ‘touristy’ experiences

Overnight and multi-day experiences
Day tours meet them on their journey
Campsites with basic facilities and information

Barriers to visit the desert:
They want to see value for money
They want good information on routes,
road conditions, permits/access and fuel
and water points

10 DESERTS
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WEALTHY TRAVELLERS

I have the time and money now
to explore the world, meet
interesting people and enjoy life

Who are they?

How they travel:

Mostly older, well travelled and wealthy

Travel in an exclusive tour

Tend to travel as a couple

Don’t usually have their own transport

Environmentally conscious

Want luxury camping, everything looked after

Want to learn about cultures, places, history
Target experiences:
What they look for:

Eco camps

Travel is a chance to learn and
experience new cultures and places

Luxury camping

Deep, rich relationships and connection
with people, country, culture and history
Will pay for quality, price
not the key consideration
Exclusive ‘high-end” experiences

Exclusive tours everything provided
Day trips as part of other tour
Multi-day tours from regional
centers/capital cities
Barriers to visit the desert:
Quality tourism products and
experiences that fit their need

10 DESERTS
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YOUNG TRAVELLERS

I want to learn about
other cultures and contribute
to change in the world

Who are they?

Target experiences:

Young, independent, adventurous
travelers (15-29 years old)

Eco-camps and campgrounds

Mostly from Europe, America, NZ

Adventure tours

What they look for:

Multi-day tours from
regional centres

Guided day tours

Iconic locations
Uniquely Australian experiences

Barriers to visit the desert:

Love the outdoors and nature

Price conscious

Connecting with Aboriginal culture

Information and ability to access
experiences and products

Adventure experiences
Budget conscious
Regional cultural festival or event

Products and experiences
that fit their need
Access, road conditions
and distances

How they travel:
Hire car, campervan, own vehicle
Tour out of regional centre

10 DESERTS
INDIGENOUS TOURISM MARKET RESEARCH

12 / 19

3.2

Desired Experience
For domestic and international visitors, Indigenous tourism
is not the key driver of destination choice compared to
other categories (see graph below). Research from Central
Australia suggests what attracts visitors is the iconic nature
of the destination, access to nature and the variety of
things to do and see rather than ‘Indigenous culture’.

The most important features of Indigenous tourism
attractiveness include: learning; history; traditional
lifestyles; contemporary lifestyle; contact with
Indigenous people; natural scenery; and authenticity.
However, some of these characteristics are not accurately
represented within Indigenous tourism marketing initiatives.
For example, research that focused on examining tourism
brochures confirmed the inaccurate representativeness of
Indigenous people and the lack of awareness in Indigenous
culture around Australia.1 These findings could be closely
linked with the visitor barriers, particularly the perception
of authenticity, lack of awareness and negative perceptions
in domestic visitors due to media representation and
the socio-political context of Australian society.2

This suggests marketing of Indigenous tourism products
needs to communicate these core pull factors for
visitors. Additionally, marketing the deserts as an iconic
Indigenous landscape destination, coupled with access
to nature and with a variety of things to do and see, will
broaden the attractiveness of Indigenous tourism.

Figure 04
—

Domestic Destination Drivers
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Source: Tourism
Research Australia:
Central Australia
Visitor Profile
and Satisfaction
Report, 2012.
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Zeppel H., (1998). Tourism and Aboriginal Australia. Tourism Management 19 (5), pp. 485-488.
Abascal T., (2017). Demand for Indigenous Tourism in Australia: Understanding Consumer Behaviour. Doctoral dissertation. Victoria University.
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Experiencing an Aboriginal art or craft or cultural display was the most popular activity among
Indigenous tourism visitors in 2017. A total of 47% of these visitors saw an art, craft or cultural
display, 29% attended a dance or theatre performance, 27% visited a cultural centre, 25% a gallery,
and 21% a site or community. In addition, 14% purchased craft or souvenirs to take home. As
can be seen, participation in Indigenous tourism (as defined by ‘going on a tour’) is low.
Figure 05
—

Activities by International & Domestic Overnight Indigenous Tourism Visitors
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Source: Tourism WA,
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and Expectations
Research, 2016-17.
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Photo
—
Nyangumarta,
next generation.
Credit: Nyangumarta
Warrarn Aboriginal
Corporation.
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4.

Customer Satisfaction
The following survey from Central Australia of domestic and international visitors
suggests visitors were satisfied with tours, attraction and things to do and see but
were not satisfied with information, public toilets and value for money.
Figure 06
—

Visitor Satisfaction Map

Source: Tourism
Research Australia:
Central Australia
Visitor Profile
and Satisfaction
Report, 2012.
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Less Satisfied

Photo
—
Birriliburu country
Credit: Gareth Catt.
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4.1

Customer Feedback
“Enjoyed talking
to local Aboriginal
people and learning
about their culture.”

“There was plenty of history to
read about every-day living in the
north that you never hear about.”
“The package tour was
great. The guide did
an amazing job like
entertaining during bus
riding and explaining
the places by cultural
and historical aspects.”

VISITORS WERE
HAPPY WITH
CULTURAL AND
HISTORICAL
INFORMATION

“I absolutely loved all the information
about Aboriginal culture and
information especially information
about sacred sites and dreaming.”

“Camping ground
expensive.”

“Having an
Aboriginal
tour guide
around
Uluru!.”

PERCEPTIONS
OF SAFETY WAS
A CONCERN
FOR VISITORS

“Feeling of safety especially
with gangs of troublemakers
around Alice Springs.”
“Was disappointed at the lack
of obvious Indigenous support
to conservation, tour guides
around Uluru etc. Did not see one
Indigenous person, yet this whole
area is about our Indigenous
population and the history within.”

10 DESERTS
INDIGENOUS TOURISM MARKET RESEARCH

“Tour operators
and guides were
very friendly and
know their stuff.”

VISITORS WERE
SATISFIED
WITH TOURS

“Perhaps some competition
would see the caravan
sites upgraded and
the fees reduced.”

CUSTOMERS WERE
DISSATISFIED WITH THE
COST OF ACCOMMODATION
AND COSTS OF TOURS

“Prices! We came 50,000 miles
to get to Ayers Rock and yet we
couldn’t afford to have proper
tours. We should have hired a
car and made our own way.”

“The excellence of the tour guides’
knowledge and presentation.
Experiencing the real thing
is SO different from reading
about it or seeing it on TV.”

“The tours on offer were too expensive,
especially for a family. We had the
impression that since you were there
and you wanted to see the sites, you
are prepared to pay any price.”
“Accommodation expensive, as were
restaurants. Poor local transport.
Fuel disproportionately expensive.
Expensive for pensioners.”

“The cost of accommodation in comparison to quality. This was
experienced everywhere outside of Alice Springs. I understand
they are remote locations but the trip was extremely expensive”
“The car hire operator in Alice
told me there was a high rate
of crime in Alice and I needed
to take additional insurance.
Not a good public image.”
“Lots of locals just hanging
around, felt a bit nervous. We
were told not to go out at night
because it was dangerous.

VISITORS WANTED
MORE INVOLVEMENT
WITH INDIGENOUS
PEOPLE

“Lack of toilets in some
roadside picnic areas. Where no
toilets were available, we were
faced with disgusting sight of
tissue paper blowing around.”

AS WAS A LACK OF
PUBLIC AMENITIES

“Really unhappy about
having to pay to use
the public toilets in
the shopping malls.”

Figure 07

“The lack of personal Aboriginal culture at Yulara and
the cultural centre and lack of Aboriginal involvement
around Yulara, at the national park and cultural
centre. Everything was recorded and pictures.”

—
Source: Tourism
Research Australia:
Central Australia
Visitor Profile
and Satisfaction
Report, 2012.
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5.

Customer Channels – How do Customers Find Out
About Desert Tourism Opportunities?
The internet is a key source of information and booking before a visitor’s
trip, with trip planning three months in advance for the majority.
Figure 08
—

Visitor Planning & Booking
65%

More than 3
months before

31%
23%
25%

2%
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About 2 to 3
weeks before

9%
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week before
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0%

On the day just
before I/we set out
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7%
0%

34%

Difference

About 1 month to
3 months before

Source: Tourism
Research Australia:
Central Australia
Visitor Profile
and Satisfaction
Report, 2012.
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Benchmark

The Internet was the main information resource:
• 59% of bookings made on the internet
• 25% of bookings via travel agents (not online)
• 5% of bookings were made at local information centres or tourists centres

5.1

Geographic Distribution
Specific data for the 10 deserts region is not currently available in an accessible form. This is the
case because desert regions are difficult for data collection by outside agencies, as well as factors
like remoteness and the level of independent travel activity. The best possible source of data
for the 10 deserts region would be data collected specifically for and by the 10 deserts region.
This is a recommendation of this report. The following is based on available information:

•

•

Among regional areas in the Northern Territory, the
highest proportion of international Indigenous tourism
visitor nights were recorded in the Lasseter tourism
region (88 per cent), followed by MacDonnell (86 per
cent), Litchfield Kakadu Arnhem (75 per cent), Katherine
Daly (66 per cent) and Alice Springs (57 per cent).
Tourism regions outside of the Northern Territory
with a high proportion of international Indigenous
tourism visitor nights were the Barossa (64 per
cent), Outback NSW (55 per cent), Flinders Ranges
and Outback South Australia (48 per cent).
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•

•

Tourism research from Central Australia showed
that 75% of all domestic visitors were from the
eastern states. The biggest three interstate markets
were NSW 27%, Vic 27% and QLD 18%.
The most popular drive routes into the Northern
Territory were along the Stuart Highway—up from South
Australia (45%) and down from Tennant Creek (28%).
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The map below highlights traffic flows from key locations across the nation. ‘Stopover hubs’ can
be identified at Darwin, Alice Springs, Uluru, Kalgoorlie and Mildura (south of Broken Hill). The
tourist flow routes converge on the cities of Darwin, Adelaide, and Perth as they have a proximity
to the outback regions, with the route between Alice Springs and Uluru also popular. 1

5.2

Major Access Channels
Figure 09
—

Major Access Channels

Source: Visualising
Relatively
Unpredictable
Movement (VRUM):
The Tourism Flows
Modelling Project.
DKCRC Report 60.
Ninti One Limited.
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1

Carson D., Holyoak N., and Schmalleger D. 2011. Visualising Relatively Unpredictable Movement (VRUM TM): The
Tourism Flows Modelling Project. DKCRC Report 60. Ninti One Limited, Alice Springs.
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6.

Key Challenges & Action-Based Solutions
The following table summarises the key challenges and provides actionbased solution strategies for the development of desert tourism:

Macro

CHALLENGES TO SUSTAINABLE
INDIGENOUS TOURISM SECTOR

SOLUTION STRATEGIES FOR A SUSTAINABLE
INDIGENOUS TOURISM SECTOR

•
•

Domestic economic environment
Exchange rate and high
cost of travel compared to
larger Asia-Pacific region
International tourism flow

•

Seasonality
Remoteness
Staffing/capacity and experience
High delivery costs
Resources
Road and infrastructure conditions
Perception of ‘lack of
reliability’ across sector

•

•
Sector

•
•
•
•
•
•
•

•

•
•
•
•
•
•

Market

•
•
•
•
•

Lack of effective promotion
and awareness
Market is cost-sensitive
Lack of available and reliable product
Accessibility
Lack of awareness and interest

•
•
•
•

Internal
business

•
•
•
•

Training and capacity of staff
Financial literacy
Succession planning
Failure rate high

•
•
•
•
•
•
•
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Develop experiences that connect
with the domestic market
Market the deserts as a globally unique destination

Design businesses to work within
the realities of seasonality
Remoteness is a feature and unique point of
difference in an increasingly crowded world
Off-set delivery costs through delivering tourism in
combination with complementary land management
activities (subject to funding conditions)
Leverage the established capacity of ranger groups
Work together regionally to create economies
of scale through linked experiences,
itineraries drive loops and trails
Work together regionally to advocate for
improved infrastructure and resources
Work together to share systems, e.g.
online desert portal, permit systems
Develop strategies to overcome the poor participation
of the domestic market in Indigenous tourism
Broaden destination appeal through better
marketing of natural, adventure and heritage
values associated with the desert
Support Indigenous groups to increase supply of
tourism products through ground-up development
processes and regional collaboration
Increase information and awareness of the
importance and significance of the deserts
Build on the capacity and skills of Indigenous
groups, deliver on-country training
Secure funding for exchanges, cross-sector
collaboration and business mentors
Create succession pathways through
engaging young people in tourism
Support businesses to develop the
product not the personality
Manage expectation and be realistic about
financial returns and pricing structures
Develop business models that work with Indigenous
exchange, distribution and sharing economies
Provide appropriate support to businesses through
mentors, networks and industry relationships
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