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i.

Foreword

The development of a regional Indigenous tourism strategy
is one aspect of the 10 Deserts Project’s overarching
strategy to develop sustainable income and employment
opportunities for remote desert communities.
Currently Indigenous land management organisations
are predominantly funded through government
grant programs and this initiative seeks to diversify
that funding base, while providing additional jobs for
Indigenous people that align with their aspirations
to go back to country, pass on knowledge to
younger generations and to look after country.
As this strategy highlights, the desert and its Indigenous
people have unique offerings for visitors. By harnessing
the knowledge and skills of Indigenous people we can
develop new tourism products that will build respect
for Indigenous culture and assist with reconciliation.

Finally, I would like to acknowledge that this strategy has
only been made possible with funding from the Australian
Government through the Building Better Regions Fund and
the BHP Foundation, which enables the 10 Deserts Project.

Andrew Minyardie
Chairperson
10 Deserts Project

While the strategy outlines a ‘ground-up approach’ to the
development of local tourism products, it also identifies
that there are many actions that can be achieved by
collaborating and working together as one desert mob.
Actions like training, networking, keeping an eye on
market research are all activities where it makes sense to
work together to avoid duplication and reduce costs.
The strategy is complemented by a ‘toolbox’ with
practical guidance for groups exploring how to
develop a tourism product, whether it is a new permit
system or developing a tourism experience.
The desert is different to other parts of Australia and
strategies such as this need long-term commitments
to ensure that what they aspire to can be achieved.
Over the coming months and years, the 10 Deserts
Project will work with stakeholders to implement
this strategy for the benefit of the desert mobs.
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ii.

Executive Summary
Background & Context
This strategy identifies the resources, methodology and a
regional collaborative framework to empower Indigenous
groups to drive the successful management and development
of tourism across the deserts of Australia. This strategy is an
initiative of the 10 Deserts Project (10DP) and contributes to
10DP’s goal of supporting Indigenous groups to create new
markets for sustainable jobs and income in the deserts.
The Australian deserts are vast, pristine and globally iconic.
The deserts are almost exclusively held by Indigenous
groups that have maintained strong and unbroken cultural
traditions, land management practices and languages
over millennia. The deserts are evocatively rich in cultural
history and of immeasurable value for Indigenous groups.
Australian and international tourists want to experience and
engage in the desert regions and with desert Indigenous
groups. But tourism in the deserts is underdeveloped, and
there is a significant opportunity for Indigenous groups
to diversify economic opportunity and achieve a range of
economic, social and cultural outcomes through tourism.
There are a range of constraints to the development
of tourism in the desert, the most significant of which
include the seasonality of the market and a lack of critical
mass in both the tourism market and Indigenous tourism
products. Remoteness, isolation from regional centres
and lack of key resources, combined with poor education
and capacity building outcomes, further enhance the
challenges. Currently, inappropriate visitation in some
places is negatively impacting on Aboriginal cultural
values and the natural values of significant places.
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However, while many of the factors outlined are significant,
they also shape the unique opportunity for the development
of tourism in the deserts. For example, Indigenous groups
in the desert are highly inter-connected and have a proven
track-record of collaborating across large regions and
developing regional projects. This provides a potential
solution to issues of isolation, access to resources and the
barriers associated with development, through enabling
economies of scale and a collaborative approach.
Furthermore, vibrant Indigenous land management and
cultural development programs exist and are expanding.
They empower Indigenous knowledge, leadership and
socio-economic development. With the relevant consent
of traditional owners and representative organisations these
land management programs enable groups to leverage
their traditional country and cultural capital (cultural
knowledge, customs, law and language) for social, cultural
and economic development goals. These land management
groups provide a platform to build and leverage desert
people’s capacity to develop viable tourism products
and enable better management of existing tourism.
Lastly, remoteness and distance are themselves
an asset, and an opportunity exists to capitalise
on the mobility of visitors and their desire for
remoteness, adventure and new experiences.
These strengths of the desert system provide an
opportunity for the development of a sustainable and
unique tourism industry, a mechanism to address
some of the challenges outlined above and the context
of desert tourism that this strategy responds to.
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Vision, Benefits & Drivers of Tourism

Vision: Traditional owners are using
tourism to build resilient desert
economies, enable capacity building
and to enhance and protect their
country and culture.

This vision will be enabled through a strength-based
approach that supports Indigenous groups to develop their
individual priorities for managing and developing tourism and
that maximises the use of their cultural, social and land assets.
Indigenous groups in the desert have clearly articulated that
the value of tourism, from their perspective, lies in the mutual
achievement of an interconnected set of values for country,
people and culture. It is the strength of these values combined,
that enables the economic opportunity around tourism.

Strong Knowledge & Respect
for Indigenous Culture

Culture & Law

People

Look after country,
heritage sites and protect
important places.

Pass on knowledge
to young people.

Build leadership and
create self-determination.

Build confidence and
well-being through
strong cultural identity.

Reconciliation - bring
people together and
create respect for all
Australians.

Teach visitors about
country and how we
manage it.
More opportunities to
get back to country.

Keep law and
knowledge strong.

Build businesses and
jobs on country based
on knowledge, strengths
and skills.

Figure 01 — Interconnections of tourism.
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ASPIRATIONS

Country

TOURISM

Indigenous tourism in the desert will only be sustainable, and only of value to Indigenous groups and
visitors, if tourism draws upon, balances and supports the drivers of country, culture and people.
The unique offering of Indigenous tourism is the ability to build a experience around,
and to communicate to the market, the connection between these drivers.

OUTCOMES

Sustainable On-Country
Jobs & Income

Healthy Country

Principles & Approaches
The following principles of development are a result
of more than 50 individual organisational consults
with Indigenous groups, Indigenous land management
organisations, Natural Resource Management (NRM)
bodies, tourism businesses, tourism support agencies,
stakeholders and government bodies. More than 150 people
across WA, SA, NT and QLD have been directly engaged
in this process. The key principles of development drive
the approach and actions described by this strategy.

Local Autonomy
Support groups to develop
priority projects.

Regional Collaboration
Support groups to work together,
share knowledge and develop
regional projects.

Figure 02 — Local autonomy, regional collaboration.

DEVELOPMENT PRINCIPLES

HOW IS THIS ACHIEVED?

Right people to speak for country

•
•

Provide direct and practical
support to Indigenous groups

•
•
•

Aboriginal cultural frameworks drive the process
of management and development
Support groups to develop tourism in ways that reflect their cultural,
social and economic aspirations and drivers, and that are based
on proven Aboriginal ways of planning and development
Directly support groups to progress their priority tourism
management and development projects
Support ground-up development approaches, pilots, demonstrations
and ‘learning through doing’ driven by local leadership
Provide Indigenous groups with access to a ‘toolbox’ of
practical tourism management and development tools

Build on Aboriginal cultural
networks to enable
regional collaboration

•

Tourism is a two-way process –
work with the whole of industry

•

Develop and broker relationships between Indigenous groups
and non-Indigenous tourism businesses, the broader industry
and supporting organisations and government

Tourism development is a
long-term commitment based
on strong relationships

•
•

Invest in people, skills, leadership and capacity
Collaborate, network and empower people to lead the development process

Leverage the backbone
capacity of ranger groups

•

Support ranger groups to manage the impacts of tourism, build basic
infrastructure, increase signage and enforce permit systems as appropriate
Support Indigenous land management groups to develop permit systems
Support Indigenous land management groups develop tourism
opportunities that enhance the management of their lands, diversify
income streams and support cultural and social development

Be realistic and understand
challenges

•

There are many significant interconnected development challenges in
the desert. Use a long-term capacity building approach that builds on
strengths, enables local leadership and strengthens relationships and
shared commitment across the desert and with the tourism industry

Adapt, learn and pivot

•

This strategy is a starting point and identifies the key actions required to achieve
the vision. An approach that enables evaluation, learning and the ability to
adjust tactics and actions as the strategy develops is crucial to success
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•

•
•

Leverage the proven ability of groups in the desert to collaborate
at scale to develop regional tourism initiatives, share knowledge
and replicate successful approaches across borders
Share successful approaches and methodologies with other
groups across the desert through dedicated resourcing
of exchanges, conferences and networking
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Key Market Opportunities & Challenges
The opportunities and challenges, and the aspirations
for the development of tourism are varied across the
deserts of Australia. This strategy responds to this reality
by supporting local autonomy and enabling groups to
pursue their aspirations and priorities through both local
and regional collaborative approaches. With this context
in mind, potential market opportunities that could be
pursued by groups individually or in collaboration include:
• Domestic 4WD and 2WD self-drive market, particularly
expanding the product offering to include nature/
wildlife, heritage and remote experiences in
combination with Indigenous cultural experiences
• Developing joint products and partnerships with
existing tour operators including broadening
operators’ offerings with traditional owner
guides or accredited access to special areas
• 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
• Schools and other education institutions that
are seeking Indigenous cultural experiences as
a part of their extra-curriculum activities

KEY MARKET CHALLENGES
Common market challenges across the deserts include:
Remoteness, isolation and distances from regional
centres, combined with poor infrastructure
and roads creates visitor access difficulty
• Seasonality and lack of critical mass of the market
increases costs of services, development and profitability
• Marketing and destination image poorly defined
• Lack of appropriate products that respond to market drivers
• Perception of lack of reliability across sector

•

Actions to overcome these challenges are defined in
the Desert Tourism Action Plan over the page. Market
challenges are further discussed in the State of the
Industry section, particularly in sections 2.1, 2.2 and 2.3.

Photo — Nyangumarta Country. Credit: Nyangumarta Warrarn Aboriginal Corporation.
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Desert Tourism Action Plan

SUPPORT

LEARN

GROW & CONNECT

MARKET & SUSTAIN

Better Management
of Tourism

Capacity Building,
Skills & Networks

Product
Development

Increase Demand
& Promote

Support Indigenous groups
to manage existing tourism
and impacts, generate
additional income.

Build skills, networks and
empower the Aboriginal
knowledge economy.

Build the supply of Indigenous
tourism products.

Establish the deserts as a unique
tourism destination and build
the resilience of products.

Access and permits
• Develop permit systems,
website forms and supporting
permit information
• Develop regional permit/access
systems to improve efficiency
Management training
and guidelines
• On-country tourism
management training
• Establish desert guidelines
for the management of 4WD
access, rubbish, campsites,
firewood, biosecurity and toilets
• Distribute tourism
toolbox to groups
Visitor amenity and
sustainability
• Develop interpretive
information and signage
• Implement basic infrastructure
(water, toilets, basic
campsites) at priority sites
• Educate visitors on Indigenous
cultural values for country and
promote responsible visitation

Figure 03
—
Key elements of
Tourism Action Plan.
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Guide training
• Work with training organisations
to deliver on-country
tourism guide training
• Connect with national tourism
industry accreditation and
development organisations
On-country planning
• Support traditional owners
to come together to enable
effective planning for tourism
Regional networks
• Facilitate regional
meetings, workshops and
tourism conferences
• Facilitate exchanges between
groups and Aboriginal
tourism businesses
• Support groups to work
together to connect local
projects at a regional level
• Hold a forum to provide groups
with case study examples of
successful tourism products
developed in other areas
Build relationships
with the industry
• Broker relationships
between Indigenous groups,
the tourism industry and
government agencies
• Support exchanges and
participation in industry events
• Connect Indigenous groups
with tourism operators
• Develop accreditation
process for tourism operators
on Aboriginal land

Support staff
• Fund program manager to
implement the strategy and
regionally-based tourism
development officers to
work with groups to build
tourism initiatives
Tourism experiences
and products
• Seek seed funding to
enable groups to develop
tourism experiences
• Support groups to develop
their priority tourism project(s)
• Broker relationships
and link groups to the
corporate, conservation and
education sector to build
targeted experiences
• Support groups or regions
to develop iconic drive
loops and trails. Establish
a network of drive trails
• Support pilots, demonstrations
and ‘ground-up’ development of
new products and experiences
• Explore options for
technology, including guiding
apps and other tools
• Support groups to access
business and financial planning
resources and advice
Collaboration with the industry
• Develop a framework for
Indigenous groups to identify
and engage the tourism
industry in order to build joint
products and partnerships
• Connect with industry
programs, state and federal
organisations and networks

Marketing
• Develop a ‘desert portal’
to provide coordinated
information, permit access,
itineraries and experiences
that promote Indigenous
tourism in the deserts
• Collaborate with tourism
organisations and craft a
unique and compelling
narrative for the desert to
target the domestic market
• Collaborate with the industry
to connect the desert with
destination marketing campaigns
targeting nature, heritage and
Indigenous cultural tourism
Link products and
support critical mass
• Develop itineraries that
link experiences, products
and iconic destinations
• Establish a network of iconic
tracks and trails with suitable
permit systems, infrastructure,
signage and information
• Target the east coast drive
tourism market through
developing linking trails, loops
and coordinated permit systems
Adapting and telling the story
• Establish regional visitor data
statistics for the desert regions
• Develop annual ‘State of the
Deserts’ tourism report
• Conduct on-going
market research
Governance
• Develop a working group to
coordinate the implementation
of this strategy
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Photo — Rock art conservation work at Walka with the Kaltukatjara Rangers. Credit: Central Land Council.

Initial Steps
This strategy aims to support Indigenous groups to better
manage and develop tourism on their lands and to support
groups at their various development stages to pursue their
tourism development priorities. As such, the strategy has
not pursued a sequential development process as this is
not reflective of the different needs, aspirations, challenges
and opportunities of groups in the desert. This is a strategic
choice based on a core-set of development principles
and a knowledge of what works across the desert.
The strategy has developed a framework to
drive development and it is recommended that
this is reviewed every three to five years and
that the strategy is maintained until 2030.
The immediate next steps for the 10DP include:
• Facilitate the establishment of a working group
and leadership forum to promote and oversee
the implementation of this strategy
• Investigate the potential for government, industry
and philanthropic funding to support the strategy
• Distribute the strategy to relevant stakeholders
and Indigenous organisations

10 DESERTS
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The strategy should be seen as an enabling
document for both local and regional initiatives.
In the absence of any alternative governance arrangements
across the deserts ownership for overseeing the
implementation of the strategy, including seeking
appropriate resources for the various proposed
collaborative actions will reside with the 10DP tourism
working group. The working group currently consists of
representatives of various project partners and can be
expanded to include other stakeholders as appropriate.
It should be noted that the role of the working group and
10DP more broadly does not restrict or limit individual
partners or other Indigenous organisations from citing various
actions outlined in the strategy and applying for and seeking
funding where relevant to their aspirations and country.
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Photo — Martu country. Credit: Kanyirninpa Jukurrpa.

Photo — Martu dance. Credit: Kanyirninpa Jukurrpa.

1.

Indigenous Tourism in the Deserts
The Australian deserts are immense and some of the
last non-industrialised landscapes left in the world. The
deserts are almost exclusively held by Aboriginal groups,
are largely intact and maintain high ecological function.
The deserts include the largest connected network of
protected areas in the world with approximately 170 areas
recognised as a part of the National Reserve System (31%
of Australia’s National Reserve System) and the largest
network of Indigenous managed lands in the world with 21
Indigenous Protected Areas (IPAs). These globally significant
and diverse arid lands contain varied habitats that are home
to charismatic rare animals such as the Bilby, Black Flanked
Rock Wallaby, Marsupial Mole, elusive and cryptic birds
such as the Night and Princess Parrot, and astonishing rare
plants with striking survival and reproduction strategies.
The features of the landscape are iconic with vast open
hummock grassland plains, majestic ranges, stunning gorges,
springs and soaks, cool gum, mulga and desert oak stands.
The deserts are one of the few remaining great
natural places remaining on Earth that can function
at ‘landscape scale’, comparable to the diminishing
wildlands of the Amazon, Tasmania’s South-West and
the boreal forests and tundra of Canada and Alaska.1
For Indigenous people, the desert country is abundant
with the song-lines, stories and cultural sites formed
by the creative activity of the ‘ancestral beings’.

Country is alive with the power of these ‘ancestral
beings’, and with the resonant presence of the thousands
of generations of people that have held, travelled,
managed country and passed on the cultural knowledge
and traditions that are still practiced today. Indigenous
groups talk of the underlying responsibility to look after
country, something that is not a choice, but a demand
that cannot be refused. It is this responsibility for country,
and for carrying on culture that underpins expression of
identity, well-being and purpose, and creates continuity
between the recent and long-ago ancestors.
This narrative of country and culture, briefly sketched
above, creates a rich and vibrant cultural landscape,
alive with a distinctive power and resonance. Given
the right opportunity, this is a unique and immensely
powerful story to share with the world.
“The desert is a home and I treasure it because
of my birth, right here, on the ground. It
feels as if my ancestors, their spirit is out and
welcoming me back to the land that I love.”
Rita Cutter, Birriliburu Indigenous Protected Area.

There are domestic and international visitor segments
that have a a strong desire for connection to this cultural
landscape, a growing appreciation of remoteness,
and an interest in the outstanding ecology and iconic
landscapes of the desert. There is also an increased
appreciation of the heritage values surrounding
iconic stock routes, overland telegraph lines and
the routes taken by early European explorers.
Figure 04
—
Indigenousheld lands and
conservation estate
in the deserts
of Australia.
Indigenous groups
in the desert are the
core landholding
group and share
broadly aligned
land-based
development goals.

1

Woinarski, J., Traill, B., & Booth, C. (2014). The Modern Outback: Nature, people, and the future of remote Australia.
The PEW Charitable Trusts. The reference to south-west Tasmania is the author’s own.
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1.1.

What is Indigenous Tourism in the Deserts?
Indigenous groups are clear in how their broader cultural,
social and economic aspirations can be achieved through
tourism. Broadly these values can be defined as:
• Strengthening the connection to and
management of country
• Carrying on the cultural traditions and
teaching the next generations
• Creating jobs and economic opportunities based on
country, culture and the unique skills of Indigenous people
Tourism is seen as a way to achieve these goals, not only
because it draws upon Indigenous cultural, social and land
capital, but because tourism is an exchange on country and
an opportunity to share culture, history and country with
others through a direct relationship. Importantly, tourism is
seen as a way of connecting non-Indigenous groups with
Indigenous cultural systems and as a potential means of
capturing the value of this system in the broader market.
Practically, Indigenous groups in the desert are passionate
advocates for country and culture, and deeply value the
opportunity to connect others with country and culture. The
potential of this should not be underestimated and drives
the opportunity of tourism in the desert for both visitors and
Indigenous groups. The challenge, therefore, is not in defining
the ‘why’ or ‘what’ of Indigenous tourism in the desert, but
in the ‘how’. This strategy is about supporting groups to
develop ‘the how’ in ways consistent with Indigenous value
systems. To do this a long-term approach must be taken
that empowers local leadership, ensure the right people
speak for country and uses proven ground-up development
processes, while overcoming a number of constraints.

“We’ve got to move forward with
western business way, generating
income through drawing on our
culture and history, we want to
empower others to develop their own
business. We are very excited to teach
and show other Aboriginal groups.”
Natasha Abbott, Karrke Aboriginal Cultural Tours

10 DESERTS
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CONSTRAINTS & REGIONAL VARIABILITY
Indigenous groups across the desert are diverse with
distinct histories and languages, have developed different
opportunities and face varied constraints and challenges.
Some groups have greater capacity and experience
than others and have leveraged native title and land
rights frameworks to access government, corporate and
market resources in order to build land-based economies
and strong organisations. Other groups are emerging
with only recent acknowledgement of land or native
title rights and are beginning the process of corporate
formation, priority setting and opportunity building.
Accordingly, opportunities for the development of
Indigenous tourism are varied and different across the
desert, as are interests in developing tourism as a supporting
income stream. This is further contextualised by:
• Proximity to an existing tourism market
• The seasonality of this market
• Destination branding and marketing
• Visitor expectations and travel style
• The current impact this market has
on natural and cultural values
• The land tenure frameworks that enable Indigenous
groups to maximise the value of tourism in ways consistent
with their cultural systems and management structures.
In short, the challenges and opportunities, and the priorities
for the development and management of tourism are
varied across the deserts of Australia. Accordingly, this
strategy seeks to support local Indigenous groups to
better manage and develop tourism in ways that reflect
local priorities and capacities, while also providing a
regional collaborative framework that enables groups
to work together where appropriate in order to build
regional approaches that have impact at a regional scale.

“Our country, our people have to
have ownership over tourism.”
Wanda Miller, Chairperson Yumbarra Conservation
Park Co-management Board, Far West Coast, SA.

A strengths, weaknesses, opportunities, threats
(SWOT) analysis in section 2 further unpacks
the issues briefly contextualised above.

14 / 54

Photo — Ngurrara Rangers, Canning Stock Route. Credit: Yanunijarra Aboriginal Corporation.

1.2.

Examples & Types of Current Initiatives & Experiences
Unique and successful tourism experiences are emerging in the deserts of Australia.
A number of groups are progressing initiatives. The following are a representative
sample of the types of experiences, ideas and potential products currently
being pursued by Indigenous groups in various regions in the desert.
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1.2.1

Regional Snapshot – Ceduna, Nullarbor & Maralinga Tjarutja
Figure 05
—
Maralinga Tjarutja
and Far West Coast
Aboriginal Lands,
South Australia.

FAR WEST COAST ABORIGINAL TOURISM STRATEGIC PLAN
The Far West Aboriginal Tourism Strategic Plan is an
initiative of Regional Development Australia Whyalla
and Eyre Peninsula (RDAWEP) and includes strong
collaborations with a number of organisations, including:
• Ceduna Aboriginal Corporation (CAC)
• Far West Coast Aboriginal Corporation (FWCAC)
• Maralinga Tjarutja Lands Trust (MT)
• Alinytjara Wilurara Natural Resources
Management Board (AWNRM)
• Indigenous Land and Sea Council (ILSC)
• Aboriginal Lands Trust (ALT)
• Indigenous Business Australia (IBA)
• South Australia Tourism Commission (SATC)
• Yalata Anangu Aboriginal Corporation
• Scotdesco Aboriginal Corporation
• Koonibba Community Aboriginal Corporation
• Arts Ceduna
• Far West Aboriginal Language Centre
• Eyre Peninsula Natural Resource Management Board
• Department of Prime Minister and Cabinet

The strategy seeks to support current and emerging
Aboriginal tourism businesses to develop sustainable
businesses that connect with and grow the existing tourism
market in the far west coast region. Currently about 420,000
people travel through the region each year and one of the
goals of the strategy is to support Indigenous businesses
to develop products to increase visitor stays by a minimum
of two nights. The key actions of the strategy include:
• Marketing to increase the participation
of visitors in Aboriginal tourism
• Developing strategic partnerships that enable
a coordinated approach to development
• Support groups to build Aboriginal tourism products
• Support existing Aboriginal tourism businesses
to increase the quality of their products
• Support Aboriginal groups to build the capacity of their
staff through training, skills, qualifications and accreditation

The implementation of the strategy is being coordinated
by FWCAC through a management committee
made up of project partner organisations.
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Photo — Desert Road. Credit: 10DP.

There are a number of established and marketready Aboriginal tourism products that the strategy
will support. These are detailed below.
BUSINESS NAME

BUSINESS ACTIVITY

Arts Ceduna

Art, craft and sales

Far West Languages Centre

Cultural information

Head of Bight Whale
Watching Centre

Tour operation

Maralinga Tours

Tour operation

Yalata Beach Fishing

Tour operation

Scotdesco

Accommodation and
tour operation

Yalata Caravan Park

Accommodation, craft
and artefact sales

MARALINGA TJARUTJA

•

•

•

The Far West Aboriginal Tourism Strategy has also
identified a number of emerging products.

•
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Maralinga Tours: Based on Maralinga Tjarutja Lands,
Maralinga Tours has been operating at the Maralinga
Village and atomic test site since 2015. The tours
are currently guided by a former caretaker who has
lived and worked at Maralinga for more than 10 years
and worked in the region for more than 40 years.
Reconnecting and building the Anangu story: In
recent years, Anangu people have been reconnecting
with the site and building momentum to enable the
Anangu story of Maralinga to be told. This has included
return to country trips, and on- country planning to
enable the development of a cultural centre at the
Maralinga museum, interpretative signage and the
development of guiding capacity to enable Anangu
people to lead the tours and tell the profound story of
Anangu history, culture, dispossession and return.
Developing the full story: Maralinga Tjarutja, along with
Commonwealth agencies, are coordinating a workshop
in October 2019 to capture all knowledge of Maralinga
atomic testing from Anangu, Maralinga veterans and the
agencies involved with the test site in the 1950s and 1960s.
Better access and management of Anne Beadell
Highway: Maralinga Tjarutja has a permit system in place
for all visitors to access the lands. Maralinga Tjarutja, in
collaboration with Pila Nguru (Spinifex lands) and the
Mamungari Co-Management Board, are exploring a better
access and infrastructure system along the Anne Beadell
Highway to provide better connectivity and improved visitor
management across the southern deserts of Australia.
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1.2.2

Regional Snapshot – North West Western Australia
•

•

Development of a visitor pass and basic infrastructure:
One of the early initiatives was the development of a
comprehensive access system and visitor management
guide. This process also included implementing
interpretive and access signage, basic infrastructure
and developing information brochures. These elements
work together to communicate Karajarri values for
country, expectations and conditions of visitation.
They also support an improved visitor experience.
Trialling conservation volunteer tourism: With funding
from the 10DP, Karajarri is trialling the development
of conservation volunteer tourism as a way to build
partnerships, deliver environmental outcomes and create
efficiencies between ranger work in the desert and tourism.

NYANGUMARTA

Figure 06 — North West WA, Indigenous held lands.

KARAJARRI
The Karajarri Traditional Lands Association (KTLA) has
developed a number of tourism initiatives over the last
decade that seek to better manage existing visitation and
build economic opportunities for traditional owners.
An example of some of the initiatives include:
• The development of a tourism strategy: In
2016 KTLA commissioned a consulting firm
to develop a tourism strategy. This strategy
provides the framework for the development and
management of tourism on Karajarri lands.
• The purchasing of the Port Smith Bird Park: On
behalf of the KTLA, the ILSC purchased the Bird Park
in 2017 to create a Karajarri Tourism Hub and Cultural
Base. The bird park is 170km south of Broome and
adjacent to the culturally significant Port Smith
lagoon area (Purnturrpurntur). The bird park has not
been operational since 2010. The ‘Hub and Cultural
Base’ provide tourism and land management training
and employment opportunities and will support
the expansion the Karajarri ranger program.
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Nyangumarta Warrarn Aboriginal Corporation (NWAC)
manages the Nyangumarta lands and its associated
IPA. Nyungamarta has been pursuing an interest in
tourism and a number of initiatives have begun.
• Eighty Mile Beach: Eighty Mile Beach Marine Park offers a
significant opportunity to build Indigenous tourism around
a pre-existing nature tourism market driving between
Port Hedland and Broome. The marine park is managed
under a joint management agreement between the
Department of Biodiversity, Conservation and Attractions
and the Nyangumarta, Ngarla and Karajarri groups.
Eighty Mile Beach is one of Australia’s most important
shore-bird habitats, is a major nesting area for flat-back
turtles and provides habitat for endangered sawfish.
• Nyangumarta Highway: NWAC have created a permit
system for the former Kidson Track and rebranded it as
the Nyangumarta Highway. Nyangumarta have partnered
with Four-Wheel Drive Australia to develop and manage
the permit system. The development of the permit system
has also included a comprehensive visitor guide/brochure,
which clearly expresses Nyangumarta values for country,
clear information on access, and responsible and safe
travel. Nyangumarta IPA rangers have installed two basic
campsites along the track in collaboration with Track
Care WA, as well as signage and interpretive information.
Cultural tours lead by Nyangumarta traditional owners
along the Nyangumarta highway have also been discussed.
Other initiatives include:
An interpretive boardwalk along the sand dunes
at Eighty Mile Beach Caravan Park explaining the
cultural and environmental values of the area.
• IPA rangers are involved with flatback turtle monitoring
and migratory shorebird surveys programs. These
programs often involve public participation, and there is an
opportunity to build a tourism product around this work.

•
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KULYAKARTU ABORIGINAL CORPORATION
Kulyakartu country is located between the
Nyangumarta and Martu Determinations.
Kulyakartu AC are in the early stages of developing their
Prescribed Body Corporate (PBC). One of the biggest
priorities is securing funding for return to country
trips and a ranger program. They have applied to the
Australian Government IPA program for this. Kulyakartu
are keen to progress a tourism project as part of their
vision to build a sustainable land and cultural economy.
Kulyakartu country’s location provides an opportunity
to leverage tourism from the Nyangumarta highway
in the west and Canning Stock Route in the east.

“The Nyangumarta Highway permit
system provides us with a small income
to help us look after the land for our
generation and future generations. The
permit system lets us learn about how
people are using the road. This means
we can plan for future protection and
tourism.”
Nyaparu Rose, CEO Nyangumarta Warrarn Aboriginal Corporation

Photo — Nyangumarta Rangers. Credit: Nyangumarta Warrarn Aboriginal Corporation.
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1.2.3

Regional Snapshot – Central Northern Territory
Figure 07
—
Central Northern
Territory.

BUILDING ON & CONNECTING
WITH A TOURISM PRECINCT
Tjuwanpa Rangers, Hermannsburg, Central NT
The Tjuwanpa Rangers see an opportunity to develop
an overnight on-country tourism experience and special
access campsite on country surrounding the Finke
River. The tourism experience would link in with the
Hermannsburg tourism precinct and the Larapinta drive
and Mereenie loop that connects Alice Springs with
Hermannsburg, the MacDonnell Ranges and Kings Canyon.

“Instead of tourists just seeing the
white culture and history, we want
to share our story as well. We want
to encourage people to listen to the
stories, to learn, to see things; it’s more
than just tourism.”

Photo — Tjuwanpa Rangers. Credit: Hamish Morgan.

Benjamin Kenny, Tjuwanpa Rangers, Hermannsburg, NT.
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AWARD-WINNING TOUR
Karrke Aboriginal Cultural Tour,
Christine Breaden and Peter Abbott,
near Kings Canyon, Central Northern Territory
Karrke was established in 2014 and conducted its first tour
in 2015. Karrke operates one-hour tours, sharing Luritja and
Southern Arrernte culture through language, history, bush
tucker, medicine and artefact making. Karrke is close to Kings
Canyon, which receives 400,000 visitors a year. Karrke offer a
quality experience, tailored to the markets they wish to target,
and offer their tour at times and seasons suited to the market.
Christine and Peter have been successful at building strong
relationships with King Canyon resort staff, a range of
other tourism business, as well as travel agents and tourism
industry representatives. One of the key ways they do this is
through inviting management and staff to experience their
tour first-hand. It is this strong network of relationships that
provide the strongest source of visitors and repeat business.
One of the key features of Karrke is the way they have
built the businesses up slowly over time drawing upon
available resources and not taking on the risk of large
finance. Every year their visitor numbers have grown, and
over time this steady, sustainable growth has enabled
them to develop the business systems and administration
structures. They have also accessed the support of
business mentoring programs provided by Tourism
Australia and Northern Territory government programs.

“Key things for us have been keeping
control of the business, knowing what
our product is, what the numbers are,
who the customers are.”

LINK ABORIGINAL TOURISM
WITH MAINSTREAM PRODUCTS
Conrad Ratara, Palm Valley
Conrad Ratara offers a range of experiences near Palm
Valley. He works on land subleased by the Yalka Ratara
Aboriginal Corporation from the Northern Territory
Government within the Finke Gorge National Park. He has
developed relationships with Larapinta Creative Camps
to provide an exclusive campsite, access and cultural
teaching to artists’ groups. He has partnered with education
tourism organisations to offer school camps and crosscultural immersion experiences. He provides walking
tours through the Finke Gorge National Park, and has a
partnership with Finke River Adventures, a four-wheel
buggy adventure tour operator, to provide private small
groups with Indigenous cultural and adventure tours.
What is unique about Conrad’s approach is the way he
links Aboriginal culture tourism with mainstream tourism
products, and thus builds and leverages the ‘destination
pull’ of the Palm Valley area. Conrad is currently
developing plans for exclusive high-end camping on
land leased by the Yalka Ratara Aboriginal Corporation.

“We want to show our country, we
want to tell our story for country, we
want to meet people and teach them
about our culture. You know a lot of
people they don’t know about these
things. When you tell them they see.”
Conrad Ratara

Natasha Abbott, Karrke Aboriginal Cultural Tours, Kings Canyon, NT.
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Photo — Camp at Ngankur Outstation. Credit: Central Land Council.

TRADITIONAL OWNER GUIDED TAG-A-LONG TOURS INTO SPECIAL COUNTRY
Sydney James, Katiti-Petermann IPA, CLC
On the of the Petermann Aboriginal Land Trust (ALT)
traditional owners have worked with the Central Land
Council (CLC) to develop their own style of special interest
tag-a-long tours to remote sites in the Petermann Ranges.
This work is guided by principles and strategies set out in the
Katiti- Petermann IPA ‘Ngura Nganampa kunpu Kanyinma’
Management Plan by traditional owners for the development
and management of tourism on their country. These tours
are approved by traditional owners, using the CLC issued
special purpose permits to date. The key permit condition
is that visitor access requires traditional owner guides to
lead and look after the four-wheel drive groups at all times.
One family, led by Sydney James of Kaltukatjara (Docker
River) guides groups to Lasseter’s Gravesite at Marura,
using their outstation at Ngankur as a basecamp for
a two day family history tour of their country.
Another leads groups to Walka, a beautiful rock art site where
they tell the Honey Ant story from there. They camp overnight
at the old family outstation nearby. They worked closely
with the Kaltukatjara (Docker River) Rangers to do cultural
heritage management planning, site protection and rock art
conservation works before visitors were allowed to come.
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Both families have chosen their market carefully, targeting
established four-wheel drive clubs with their own selfsufficient groups, driver training programs, ethical guidelines
and insurance who are seeking to go on remote off-road tours
together. As the relationships have developed over the last two
years the four-wheel drive groups have referred other fourwheel drive groups to the experience, providing additional
business and supportive feedback to refine their approach.
While in its early days, the tourism experience has low
set-up and resourcing costs utilising existing outstation
infrastructure. It reduces the pressure to provide the kind
of tourism services other individual or inexperienced
visitors would require. It allows guides to focus on showing
visitors their country, sharing their firsthand experiences
and making sure the places the visitors go are looked after
properly. The model is also explicitly based on ‘learning
through doing’, building slowly and working with the
key assets, skills and capacity levels of the community.
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1.2.4

Regional Snapshot - Canning Stock Route Western Australia
DEVELOPING A UNIQUE EXPERIENCE
Birriliburu, Mungarlu Ngurrarankatja
Rirraunkaja Aboriginal Corporation
Birriliburu traditional owners are seeking to create a tourism
experience based on retracing the steps of ‘The Last of the
Nomads’. ‘The Last of the Nomads’ story is an internationally
known story of Warri and Yatungka, two young lovers who
defied the marital laws of their Manyjilyjarra tribe. They
were the last Aboriginal people to live wholly traditional
lifestyles in the Gibson Desert with very limited contact
with non-Aboriginal people, until they were found by
concerned community members in 1977. The Birriliburu
traditional owners are seeking to work with an established
tourism business in order to create the experience. They are
doing this through an expression of interest process, which
invites tourism operators to put joint venture proposals
to the group. This project is being funded by the 10DP.

“With tourism it is a way of
sharing our story to the world.”
Delvene Ashwin, Birriliburu and Wiluna.

CORPORATE TOURISM & GUIDING APP
Figure 08 — Central WA, Kuju Wangka groups.

KUJU WANGKA
One Indigenous Voice for the Canning Stock Route
The Canning Stock Route (CSR) runs through five native title
areas: Wiluna, Birriliburu, Martu, Ngurrara and Tjurabalan.
Representatives of these groups come together in Kuju
Wangka to develop a single voice and to protect the
environmental, cultural and heritage values along the CSR.
One of the initial actions of the groups was to establish
a single permit system, website and information for the
route. Other works have included on-country exchanges,
implementing signage, sharing information on water,
toilet systems, and low impact campsites. The group is
now looking at developing further opportunities around
tourism. The Kuju Wangka process – a series of on and
off-country meetings over 2008-2012, was crucial to build
momentum and develop a common vision and set of
actions for the stock route. Since those meetings, a lack
of funding has limited contact to phone conferences or
meetings at other conferences. The 10DP is supporting
an on-country meeting for Kuju Wangka in 2019.
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Martu, Kanyirninpa Jukurrpa
Kanyirninpa Jukurrpa (KJ) is a Martu owned and community
development organisation. As part of the development
of its programs, KJ has trialled a small number of oncountry cultural awareness experiences that aim to build
commitment to their programs. The experience is based on
a four-day, three-night tour on-country led by traditional
owners. The experience traverses areas of high cultural,
ecological and historical importance and includes cultural
awareness and dedicated cross-cultural sessions.
KJ is also developing a Martu guiding app that will enable
young Martu to tell the story of places in a culturally safe
manner. The geolocated app includes stories told by the old
people in language that young Martu can use to orientate
and communicate the cultural stories for places ‘on the
spot’. The app is in language, which means Martu can control
how and when the information is used with other audiences.
The development of the guiding app is being funded by
the WA Department of Communications and the Arts.
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BUILDING TOURISM EXPERIENCE
Ngurrara, Yanunijarra Aboriginal Corporation
Ngurrara have initiated tourism workshops with a tourism consultancy to guide the group
through the key steps for developing and managing tourism on Ngurrara country. Current
tourism initiatives include building relationships with a high-end tour operator and working
towards a formal relationship. The Ngurrara rangers plan to meet the tour group several
times per year and offer guiding and cultural exchange experiences at Well 49 on the stock
route. These exchanges experiences will be combined with ranger work on the stock route
to maximise outcomes and enable the development of diverse income streams.

Photo — Canning Stock Route Entrance, Wiluna. Credit: Publik.
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1.3

Development Aspirations
The following aspirations were identified through consultations with Indigenous groups,
Indigenous land management organisations and Indigenous tourism businesses.

ASPIRATION

HOW IS THIS EXPRESSED?

Looking after country
and heritage

•

Tourism can be a way to protect country and heritage and look after important places

Capacity, well-being
and leadership

•
•
•
•

Tourism can help build self-esteem, confidence, well-being – be proud to share culture
Tourism can help build leadership, can empower people and create self-determination
Tourism can help people stay strong in culture and assert their cultural way
Oldest living culture in the world. People want to carry on culture
and promote it. Tourism is a way that this can be done

Inter-generational
knowledge and
opportunity

•
•

Tourism is a way to teach the next generation about culture and country
Tourism can help build job opportunities for young people

Business and economic
development

•
•
•

Tourism can build businesses and jobs on country
based on knowledge, strengths and skills
Tourism can create career pathways for young people
Tourism can enable economic independence and self-determination

Reconciliation –
connecting nonIndigenous people with
culture and heritage

•
•
•

Tourism can bring people together – all people – and create respect for all Australians
Tourism is way of creating reconciliation
Tourism can teach visitors about country and how we manage it

“I want to create that future for the
next generation. Main thing is that it is
a job opportunity. We’ve got a big area.
There’s opportunity to build things up.”
Benjamin Kenny, Tjuwanpa Rangers, Hermannsburg, NT

“This is the first time I have ever done
something like this. I’m trying to do this
for my grandson for his future. I want
to help my family get off Centrelink and
earn a good wage, have a good life.”

“It is good for young people to take
it on, stand up and be proud of it
[tourism]. Whitefellas are in the office
you know, going out on country,
they’re sort of open you know, instead
of being in the city, all squashed up
looking at the lights and listening to the
cars, out there it’s free, they can enjoy
the bush life.”
Annette Williams, Wiluna and Birriliburu.

Christine Breaden, Karrke Aboriginal Cultural Tours, Kings Canyon, NT.
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1.4

Priority Issues & Challenges
The following table identifies a range of priority issues as identified
by Indigenous groups during the consultation process.

ISSUES & CHALLENGES

DESCRIPTION

Management

•
•
•
•
•
•

Unregulated tourism: tourists going to the wrong places and damaging cultural values
Permit compliance: tourists not sticking to terms of permits
Lack of permits in some areas and coordinated permit systems where they exist
Poorly resourced, large landscapes that are difficult to manage due to size
Lack of rangers: some groups don’t have rangers to
manage tourism and ensure compliance
Threat from spread of weeds, particularly buffel grass

Infrastructure

•
•
•
•
•

Roads in poor state
Lack of reliable digital/communications infrastructure
Lack of toilets and appropriate toilet technology
Lack of drinking water and ‘shed-tanks’
Lack of designated campsites and camping areas

Information

•
•

Lack of signage and interpretive material
Coordination of information is poor

Human resources

•

Need locally based people to drive tourism

Product development

•
•
•
•
•

Lack of support for groups to develop tourism projects and products
Need support to link with tour companies and develop joint products
Need to secure funding and resources for developing projects
Need for guide training and business training
Need for business support, planning and mentoring

Regional networks

•
•

Support to work with other groups regionally
Support to learn from other groups and Indigenous tourism businesses

Photo — Ceduna workshop. Credit: Hamish Morgan.
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1.5

Development Logic
“Tourism presents an opportunity to engage people in
learning and enterprise activities in spaces where they can
identify or develop a sense of ‘belonging’. This alignment
of social, natural and cultural capital with identity creates
opportunities for ownership and participation in work
that is meaningful and inherently valuable, similar to
the way that creation of financial or built assets creates
a sense of satisfaction and purpose relative to social,
identity and cultural capital for some people.”1
Cooperative Centre for Remote Economic Participation.

The sustainable development of tourism in the deserts
requires the leadership of Indigenous groups. This will
be enabled through a strength-based approach that
supports Indigenous groups to develop their priorities for
managing and developing tourism and that maximises
the use of their cultural, social and land assets.

One of the mechanisms to achieve this is an approach
to development called the ‘hybrid economy’.
This ‘hybrid economy’ brings together the three
supporting ‘economies’ of the desert. This includes
the customary, state and market economies.2
The customary economy includes:
Unique cultural knowledge capital
Language
Expertise
Land assets

•
•
•
•

The state economy includes:
Government programs
Funding commitments
Grants

•
•
•

The market economy includes the
selling of goods and services.

Figure 09
—

Development Goal Snapshot
Customary

Long-term
development
goal snapshot.

Customary

Long Term Goal
Market

State

Unlocking the value of desert tourism
through leveraging the customary,
market and state economies

A successful example of the ‘hybrid economy’ is the
Indigenous art market. Art is produced in communities
drawing upon a unique set of knowledge, expertise and
representational forms. The production of this artwork is often
supported by government funding, support programs and
grants, thus enabling and supporting access to the market
where the artwork is sold. The crucial aspect of this model
is that all three economies are required to enable success.

1
2

Market
Capturing the value of Indigenous
cultural, social and land capital
in the market

The development of tourism in the deserts requires a
similar approach that brings together the customary,
state and market economies in the first instance. One
of the key long-term outcomes of this strategy is
the development of sustainable on-country jobs and
diversified income streams. This will only be achieved
through a collaborative approach that can enable
Indigenous groups to bring together the three supporting
economies of the desert to initiate and develop tourism.

Guenther, J., McRae-williams, E., Jacobsen, D., & Lovell, J. (2016). What are the enablers of economic participation in remote
and very remote Australia, and how can we identify them? Learning Communities, 19 (April), 6- 25.
Altman, J., (2001). ‘Sustainable development options on Aboriginal land: The hybrid economy in the 21st Century’, CAEPR Discussion Paper No. 226, CAEPR, ANU, Canberra.
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DEVELOPMENT METHODOLOGY
The journey to build a successful desert tourism industry requires an approach that builds on and
strengthens the desert system and that is based on proven methods of success. This includes:
• Enabling local autonomy
• Supporting ground-up development processes
• Building capacity and leadership
• Growing regional and cross-sector collaboration when it will support and add value to local initiatives
The following diagram explains this:
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Figure 10 — Development logic cycle.
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Photo — Paruku, Tjurabalan Country. Credit: Kimberley Land Council.

Photo — Telstra employees & Wiluna rangers, Matuwa & Kurarra Kurarra IPA entrance sign. Credit: Publik.

2.

State of the Industry

2.1

Market Analysis & Snapshot
INDUSTRY OVERVIEW
Indigenous groups in the desert are well positioned to drive the development of tourism. The
strengths of the desert system provide robust opportunities to increase tourism and scale up
investment. There are a number of important challenges that will need to be addressed for
tourism to move forward. The following section provides a market snapshot based on market
research completed as part of the strategy development process and details the challenges
and opportunities that are embedded in the development of tourism in the desert.

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

MARKET SNAPSHOT

•

•
•

•
•

•

1
2
3
4
5
6
7

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 a key 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 tourism visitors engaging
in Indigenous tourism has grown by an average
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 tourism 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 market. 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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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 11
—

Interest and Participation in Indigenous Tourism,
Combined Domestic and International, 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 12
—

Key Drivers of International Choice
Safety and Security

57%

Nature and Wildlife

Source: Tourism
Research Australia,
Tourism Australia’s
Strategic and Creative
Directions, 2017.

53%

Value for Money

40%

Food and Wine

36%

Friendly Open Citizens

31%

History and Heritage

30%

Aquatic and Coastal

27%

Family Friendly

25%

Good Infrastructure

23%

Romantic

16%

Indigenous Experiences

15%

Events and Festivals

12%
0%

1
2
3

Destination drivers,
international.

20%

40%

60%

80%

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 2016-17. 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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Figure 13
—
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Based on the above, 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 and supply of experiences.
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.

OPPORTUNITIES
Based on the market snap shot above, and given the
remoteness of the desert, it is reasonable to conclude the
majority of the Indigenous tourism market opportunities
rest in attracting the domestic tourist to the deserts.
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 opportunities include:

1

Marketing

•

•

Overcoming the poor participation of the domestic
market in Indigenous tourism through crafting a
unique and compelling narrative for the deserts that
is connected to destination marketing campaigns
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

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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Better linkages

•

•
•
•
•

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 established drive routes such as the
Outback Way that travels between Laverton in
Western Australia to Winton in Queensland
Connect the desert with nature, heritage and adventure
tourism destination 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

Product development and cross-sector relationships

•
•
•
•
•

•

Support groups to build the supply of Indigenous
tourism experiences through trialling,
testing and developing new products
Support groups to develop relationships
with non-Indigenous 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

Photo — Martu Country. Credit: Kanyirninpa Jukurrpa.

10 DESERTS
INDIGENOUS TOURISM STRATEGY

33 / 54

Strengths, Weaknesses, Opportunities & Threats
The SWOT provides a framework to analyse internal strengths and weaknesses, and external opportunities and threats.

STRENGTHS

DESCRIPTION

Ability to collaborate at scale

•

Indigenous groups share strong cultural and social links and have
a proven ability to collaborate at scale on shared projects

Unique environment

•

Desert landscapes are globally iconic, the desert region is the largest
Indigenous-managed protected area network in the world
Area includes iconic sites and experiences such as Uluru,
Kati Thanda (Lake Eyre) and the CSR

Internal

•
Integrated approach

•
•
•

Indigenous land management provides foundational capacity
for the development and management of tourism
Deserts have a high proportion of exclusive possession
native title or Aboriginal land rights land
Tourism is a way that groups can leverage their social, cultural
and land capital and achieve a range of benefits

Strength of knowledge

•

WEAKNESSES

DESCRIPTION

Market competitiveness

•
•
•
•
•
•

Internal

2.2

Depth and continuity of traditional knowledge is strong and globally unique

Remoteness, isolation, distances from regional centres
Seasonality and lack of critical mass increases costs of
services, development, sustainability and profitability
Poor infrastructure
Marketing and destination image poorly defined.
Access to information for visitors is difficult.
Lack of clarity of access for Indigenous groups and visitors
through poorly integrated permit systems

Capacity

•
•
•
•
•

Difficult to attract capital investment and financing
Poor training and education outcomes
Lack of funding and varied strategic relationships with the tourism industry
Difficulty in ranger groups managing large areas effectively
Lack of foundational capacity to manage and develop
tourism where no ranger program present

Capability

•
•
•
•

Relatively low levels of numeracy and literacy
Lack of existing tourism/businesses for mentoring
Tourism guide capacity and competition for traditional owner time
Family and cultural obligations impact reliability
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External

OPPORTUNITIES

DESCRIPTION

Demand

•
•

Regional collaboration

Leverage regional collaboration to:
• Improve access to resources, investment, training,
industry and government support
• Reduce or share costs of common requirements by
working together e.g. marketing, research, training
• Support leadership and mentoring, cultural and
knowledge exchange across the deserts
• Link experiences, products, infrastructure networks and
itineraries through collaborative planning and projects

Social, cultural and economic

•
•
•

Market segments

•
•
•
•
•
•

Destination appeal and uniqueness of the deserts
Ability to reshape and redefine the market and attract the desired visitor

Enterprise and job creation, diversifying economic streams
for Indigenous land management organisations
Increase opportunity to manage country and enable
intergenerational knowledge transfer
Build the resilience of the sector and strengthen
networks, funding and resourcing relationships
Develop strategies to effectively engage the domestic market
Growing nature, adventure and heritage tourism market
Philanthropic interests, opportunity to integrate with fundraising strategies
High net worth individuals may provide a premium market
Corporate ‘team building’ and on country experiences
based around corporate RAPs
Education sector

Technology

•

THREATS

DESCRIPTION

Cultural, environmental
and social threats

•
•
•
•
•

External

•
•
•
Market threats

Support
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•

Advances provide the opportunity to increase promotion and information
dissemination, collaboration, and connection to the market and visitors

Unmanaged visitation (cultural and environmental damage)
Lack of public awareness of natural and cultural values of the deserts
Enterprise failure (social, political, economic damage)
Loss of knowledge as old people pass away
Next generation not engaged or lack cultural knowledge
or authority to deliver tourism products
Internal conflict over who speaks for country
Disagreement about what/how much to share
Disagreement or tension over revenue sharing between stakeholders
e.g. PBCs and Indigenous land management organisations

•

Non-Indigenous companies that market Aboriginal cultural
themes and ‘unique landscapes and culture’
Ability to compete with other destinations nationally and internationally

•
•
•

Lack of support for groups wanting to start/grow tourism enterprises
Inappropriate advice provided to groups
Setting up unrealistic/unachievable expectations
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2.3

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
Changes to international tourism flow

•
•

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

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

•
•

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

•
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 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 for visitors
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
and not be dependent on one person
Manage expectations 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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2.4

Success & Failure Factors in the Deserts
The 10DP partners are recognised as delivering Indigenous land-based economies that achieve
multiple and interconnected environmental, social, cultural and economic outcomes. The fact
that the deserts are the most significant Indigenous managed estate in the world and that land
management programs have proven a success story of Indigenous development are testament
to this. These outcomes have been achieved through a strong commitment to a core set of
Indigenous values for country, people and community and a multi-stakeholder approach to
development. This strategy is committed to building on these values and leveraging the strength
of the desert network in order to enable the fundamental building processes of desert tourism.
This is a strategic choice, and is based on a sound knowledge of what works, a track-record
of success and an acknowledgement that the development of tourism in the deserts of
Australia requires cross-sector commitment, collaboration and resourcing. This choice is also
based on overcoming a number of factors inherent in previous strategies and initiatives that
have not succeeded in the deserts. These success and failure factors are detailed below:

FAILURE FACTORS

SUCCESS FACTORS

•

•
•

•
•
•
•
•
•
•
•
•
•

Lack of local priority. Not aligned
with Indigenous aspirations
Lack of appropriate local leadership, buy-in or
support process
Lack of resourcing and funding
Overly ambitious and unrealistic actions
Progress not measured and no accountability for delivery
Lack of integrated approach, not dealing with
fundamental development challenges in the desert
Too many partners, poor leadership, wrong delivery model
Top down approach. Not practical
Too much planning, not enough doing
Wrong pace, too fast/too slow
Fatigue burn-out, key people move on,
no succession planning
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•
•
•
•
•
•

Strategy owned and driven by Aboriginal people
Supports and grows local leadership
and self-determination
Adequate resourcing and funding
Right model, good coordination and leadership
Practical achievable, ground-up approach
designed for the context
Targeted, sequential actions and
accountability for delivery
Long-term timeframe and commitment
Succession planning and transfer of leadership and skills
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Photo — Wiluna and Birriliburu Rangers, Wiluna country entrance sign, CSR. Credit: Hamish Morgan.

Photo — Blue-tongue lizard. Credit: 10DP.

3.

Case Studies & Lessons Learnt

3.1

Indigenous Tour Operators
ABORIGINAL CULTURAL TOURS SOUTH AUSTRALIA
Website:
www.aboriginalsa.com.au
Location:
Yorke Peninsula,
South Australia
Background:
14 years operation, Multi awardwinning and in Tourism Hall of Fame
Business Type:
Tour operator

Photo — Credit: Aboriginal Tours South Australia.

Winner South Australian Tourism “Hall of Fame”(twice) and
Winner of 18 tourism awards (Aboriginal, Heritage and Cultural
Tourism). Quenten Agius, owner operator of ‘Aboriginal
Cultural Tours – South Australia’, is proud to have built up
a nationally accredited and successful tourism business.
But it was hard work. In 2005, Quenten didn’t have many
opportunities and he was living in the Point Pearce community
in overcrowded housing with low income. While on a work
trip with the old people and the Education Department to
special places on country and to other communities, his
uncle suggested that he start up a tour teaching people
about the stories and the importance of the country.

Things that have helped Quenten include:
• Tapping into schools and university groups which
now make up 50% of his annual turnover
• Tourism Australia have provided grants for Quentin
to visit other tourism operators. He has been on a
number of trips to experience other forms of tourism
and he sees this as beneficial to shaping his tour
guiding and the professionalism of his product
• Having support from family and engaging
the broader community

Although he had a great deal of cultural knowledge about
the area, when Quenten started he struggled to understand
the tourism industry and be taken seriously by industry
bodies. Terminology, language, licences, accreditation,
insurances and even making sure that he always answered
the phone, were all things that were new and different.

Quenten is now able to regularly check the sacred sites
in his country and ensure all are in good condition and
not being damaged. He sees this as very important and a
key driver for his tourism business. Other benefits he has
realised include: being able to pass on culture to the young
people in his community; facilitate reconciliation with nonAboriginal Australians; enable economic independence;
and being a role model for other people in community.

As a family business, he needed to make sure that the
customers always got the best experiences and needed to
make sure everyone was on the same page with quality and
service. Another key factor was having a great mentor to
help set up all the business processes and walk alongside
him for a decade. Kim Mavmaratis, a friend, became a
mentor who helped Quenten with business knowledge,
website, flyers and all the ‘business bits’ to make it a success.

“Be reliable and accountable. Word of
mouth is the most powerful marketing
so make sure every time you have
people on a tour you give them your
best possible experience.”
Quenten Agius.
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NARLIJIA EXPERIENCES, BROOME WA
Website:
www.toursbroome.com.au
Location:
Broome,
Western Australia
Background:
Four years in operation,
growing business.
Business Type:
Tour operator

Photo — Credit: Narlijia.

Narlijia is owned and operated by Bart Pigram, a Yawuru man
from the West Kimberley region of northwest Australia. Bart
started Narlijia Tours in 2015 because of a passion to connect
others with the rich and compelling stories of the Broome
region. Narlijia means ‘true for you’ in the Yawuru language,
and his tours are very much about telling the ‘entire’ story
drawn from his Aboriginal and multi-cultural heritage. Being
part of the large Pigram-Puertollano family Bart belongs
to a long tradition of pearling workers, musicians and
storytellers. This heritage enables Bart to draw on and share
the many unique stories around Broome and beyond.

Things that have helped Bart include:
• WAITOC and the Australia’s Discover Aboriginal
Experiences collective. WAITOC have assisted
with marketing (website, brochures and branding),
obtaining insurances, licensing, and accreditation.
Through WAITOC Bart was also able to learn from
other successful Aboriginal tourism businesses.
• Bart worked hard to learn the Yawuru language
and the culture and stories of the country. He
actively sought out elders and family members
who could share this information with him.

While Bart had passion, actually starting the business
was a significant challenge. Not knowing where
to begin and understanding the inner workings of
the tourism industry presented significant hurdles.
He often wondered whether it was all worth it.

Bart now delivers a range of day tours in the Broome
region and has developed a strong network of business
relationships with other tour operators. Behind all this
has been a strong desire to re-learn the Yawuru language
and connect with special sites on country. Other benefits
Bart has seen include: being a role model for his family;
deepening connection to elders and senior knowledge
holders for country; connecting young people with
culture; being a positive change in society; and helping
non-Indigenous people learn how to respect country.

Completing a certificate III in Tourism through TAFE
provided key skills and connection with the tourism
industry and fortuitously connected him with a business
mentor who was then able to guide Bart through the
development process of his business. During the early
days of the business, answering phone calls and providing
a reliable booking service to customers proved difficult.
But his business was developing momentum and he
had gathered supporters who were prepared to back
him. He partnered with a non-Indigenous tour company
who agreed to provide administration and booking
services, and enabled Bart to be a guide on their tours.
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WULA GURA NYINDA ECO ADVENTURES, SHARK BAY, WA
Website:
www.wulagura.com.au
Location:
Shark Bay,
Western Australia
Background:
Established an award-winning business.
Business Type:
Tour operator

Photo — Credit: Wula Gura Nyinda Eco Adventures.

Darren Capewell from Shark Bay is driven by a vision of
enabling intercultural connection. He does this through
a business philosophy of education, understanding
and respect that draws upon the profound traditions
of Malgana and Nhanda cultures. Darren runs a highly
successful business that offers a range of day and multiday adventure tours, education and culture exchange
experiences that connect people with country and
culture in the Shark Bay World Heritage Area. Wula Gura
Nyinda means ‘come this way’, and his tours are very
much about going on a journey with people through the
stunning salt water country of Gutharraguda (Shark Bay).
Darren has a real passion for country, culture and crosscultural education and it is this which drives his business.
For Darren, starting the business was never about the
money but always about looking after country and family,
his own well-being, and being a positive force of change
in society. The success of his business has enabled
Darren to not only achieve this but to also promote the
development of Indigenous tourism in Western Australia
through roles at WAITOC, Australia’s Coral Coast Tourism
Board and through relationships with Tourism Australia.
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One of the significant early challenges that Darren faced
was relationships with other community members due to
the collective nature of ownership of country. He has kept a
strong business vision, engaged with a broad cross-section
of the community and believed in himself to overcome this
challenge. Some of the benefits Darren has realised include:
regularly being on country and passing on knowledge to
young people in his family; witnessing the change in himself
and his family; and helping to change people’s mindsets
through connecting them with culture and country.
Factors that have shaped his success include:
• WAITOC were pivotal in providing business mentoring,
financial and in-kind support to develop marketing
and support the accreditation process in the early
days of the business. WAITOC’s support network,
conferences, workshops and other mechanisms
continue to be of considerable value. Funding for
mentors was provided from various grant programs.
• Creating a plan including vision and goals for the
business was crucial to overcome challenges and
setback in the initial set-up phases of the business
• Staying committed to the business year in year
out, working hard and doing all those day-to-day
jobs that keep the business moving forward
• Diversification, expanding the business into highvalue areas such as education, school camps
and high-end small group multi-day tours
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Photo — Dingo. Credit: Gareth Catt.

SUMMARY OF CRITICAL SUCCESS FACTORS AS IDENTIFIED BY CASE-STUDIES
The following success factors were identified in the case-studies:

•

•

•

Passion and vision: All three operators spoke
of the challenges they faced in developing their
businesses. Ultimately, it was their passion for and
belief in their vision that enabled them to overcome
the challenges and grow successful businesses
Commitment: The development of a successful
business requires solving a number of administrative,
operational and day-to-day management issues. These
can only be tackled by hard work and holding true to
the original purpose of the business: enabling cultural
exchange and connecting with country and culture
Mentors: Business mentors proved crucial to the
development of Narlijia and Aboriginal Cultural
Tours South Australia. Both of these operators
acknowledged that they would have never got
the business off the ground without the guidance
and support that the mentors provided
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•

•

•

Support Network: The two Western Australian
businesses were very clear about the crucial support that
WAITOC provided. This included tourism networking
opportunities, conferences and workshops, branding,
marketing and business development support
Diversification: All three businesses have diversified
their product offerings as their businesses have
grown. This has included partnerships with other
tourism businesses, engaging new markets such as
education, and targeting high-value customers
Strengthening connection to culture and country:
A consistent theme in the case-studies was that
the value of the business was measured in the
cultural and emotional well-being achieved through
strengthening connection to country, culture and
language through tourism. For business owners, seeing
these benefits realised in themselves and in their
families was clearly articulated as a key value driver
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Photo — Nyangumarta IPA. Credit: Nyangumarta Warrarn Aboriginal Corporation.

Photo — Oak Valley Road Senna. Credit: 10DP.

4.

Development Strategies & Actions
In order to achieve the vision for tourism in the desert
regions, the strategy has identified the following pillars
of development. Each pillar supports the development
of tourism in the deserts and the actions required to
achieve a sustainable deserts tourism industry.

Tourism Vision:
Traditional owners are using
tourism to build resilient desert
economies, enable capacity
building and to enhance and
protect their country and culture.

1

2

3

4

SUPPORT

BUILD & NETWORK

GROW & CONNECT

MARKET & SUSTAIN

Better Management
of Tourism

Capacity Building,
Skills & Networks

Product
Development

Increase Demand &
Promote the Desert

Figure 14 — Four Pillars of Tourism Development.

KEY OUTCOMES DELIVERED
Appropriately designed and developed tourism
opportunities are seen as a pathway to enable Indigenous
groups to maximise their land and cultural assets and
to drive strong, economic, cultural and environmental
outcomes. Based on in-depth consultation with
desert Indigenous groups, key outcomes include:
• Regional economic diversification through the creation
of new markets for sustainable employment and income
• The generation of Indigenous businesses in remote Australia
• The development of services and products that harness
Aboriginal expertise, skills and cultural capital
• Increase the ability of Indigenous groups to manage
biodiversity, heritage and cultural assets through
appropriate visitation and management models
• Global and national recognition of Indigenous history
and culture and Australia’s unique desert biodiversity
• Increased respect and appreciation of
desert Indigenous knowledge
• The deserts known as a unique tourism destination
• Improved leveraging of economic opportunities for
Indigenous land management groups from tourism,
through local and regional action across the desert
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4.1
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Development Strategy 01: Support
Better Management of Tourism

Supporting Indigenous groups to manage existing tourism,
generate additional income and manage impacts.
Indigenous groups see that managing existing tourism and
developing appropriate access models is the first step to
developing a sustainable tourism industry in the desert.
Currently, there is little certainty for Indigenous groups that
tourists will respect and care for their country or respect
restricted access areas. There is also a lack of certainty for
tourists wanting to experience the desert, that they will be
allowed into various areas, and little understanding of what
is appropriate. The lack of certainty curtails the opportunity
for growth, can create negative impacts from inappropriate
visitation and is a barrier to sustainable development.

This development strategy seeks to address this
challenge through supporting Indigenous landholding
entities to develop permit and information systems
that can better shape and manage tourism journeys
and that will assist in creating certainty and opportunity
for both tourists and desert groups, while building the
quality of visitor experiences. This development strategy
will require a combination of both local and regional
approaches and collaboration with the industry.

TARGETS

ACTIONS

(What do we want to achieve)

(How are we going to get there)

Information about access
and permit systems are
established across the desert

•
•
•

Indigenous groups are empowered
to better manage country and
protect important sites

•

Visitors are better informed
and connected with Aboriginal
values for country

•
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•

•
•

Support Indigenous groups to plan for country, identify ‘safe/go’
and ‘no-go’ areas, and develop access management plans
Support Indigenous groups that wish to develop permit
systems, website forms and supporting information
Support groups to work together to develop regional
permit/access systems if appropriate
Train rangers in tourism management, including supporting
and enforcing compliance with permit conditions
Establish collective guideline for the management of
rubbish, campsites, firewood, biosecurity and toilets
Support Indigenous groups to develop interpretive
information, signage and wayfinding
Encourage pre-trip access to information through industry collaboration
Support groups to implement basic infrastructure (water, toilets, basic
campsites) in order to manage impact and increase amenity
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4.2
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Development Strategy 02: Build & Network
Capacity Building, Skills & Networks

Build skills, networks and empower the Aboriginal knowledge economy.
This development strategy aligns a participatory capacity
building approach to tourism development with building
strong networks across the deserts. This will help build
an Indigenous tourism economy and the ‘ecosystem’
that can support groups to learn from each other, share
successful approaches and to plan and develop their
own tourism projects, partnerships and enterprises.

A number of existing forums, networks and annual
conferences provide opportunities to build strong
relationships and develop collective strategies. These
include the annual Indigenous Desert Alliance (IDA)
conference and the Australian Indigenous tourism
conference facilitated by WAITOC. Engagement in these
events and networks will be supported, as will connecting
with established tourism operator, Indigenous tourism
organisations and other relevant industry networks.

TARGETS

ACTIONS

(What do we want to achieve)

(How are we going to get there)

Enable groups to access suitable
and effective training in tourism

•

On-country planning
and information

•

Build the Aboriginal knowledge
economy around tourism
through supporting regional
collaboration and sharing of
successful approaches

•
•
•
•

Support regional meetings, workshops and tourism conferences
Support exchanges between groups and Aboriginal tourism businesses
Support groups to work together on regional initiatives
Support young people to be involved in tourism in order to
build skills, pass on knowledge and enable resilience

Connect with industry
programs, state and federal
organisations and networks

•
•

Connect with established Indigenous tourism networks and organisations
Broker relationships between Indigenous groups, the
tourism industry and government agencies
Support exchanges and participation in conferences and industry events

Develop relationships with
tourism operators

•
•
•
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•

•

•

Work with training organisations to develop
training modules delivered on-country
Connect with national tourism industry accreditation
and development organisations
Support on-country planning to enable traditional owners
to come together to make decisions for tourism
Support groups to develop culturally specific guiding information to
ensure appropriate stories for places are maintained and told

Connect Indigenous groups with tourism operators
Develop partnership and joint-venture models where appropriate
Develop an accreditation model for tourism operators on Aboriginal
land that increases revenue for preferential access rights
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Development Strategy 03: Grow & Connect
Product Development

Build the supply of Indigenous tourism products.
Key to the development of sustainable tourism
enterprises and experiences is a multi-sector approach
that works closely with local groups and organisations
to build tourism products from the ‘ground-up’.

This will be supported by a strategic regional approach
that can support groups to work collaboratively with
each other and with the broader tourism industry
to link products, increase tourism offerings, create
critical mass and build a regional tourism economy.

TARGETS

ACTIONS

(What do we want to achieve)

(How are we going to get there)

Human resources, project manager
and regional tourism officers

•
•

Fund program manager to implement strategy and coordinate tourism officers
Fund regionally-based tourism development officers to
directly support groups to build tourism projects

Build sustainable Indigenous
tourism products and experiences.

•
•
•

Support groups to seek funding for their priority tourism projects
Support groups to develop iconic drive loops and trails
Support groups to leverage existing trail infrastructure to
create experiences on established tourists routes
Support pilots, demonstrations and ‘ground-up’
development of new products and experiences
Provide groups with examples of tourism products to help
facilitate ideas and build interest in establishing experiences
Broker relationships and link groups to the corporate, conservation
and education sectors to build targeted experiences
Build a database of initiatives, their development stages and
key needs to enable efficient, strategic resourcing
Share successful approaches
Explore options for technology, including guiding apps and other tools

•
•
•
•
•
•
Establish effective collaborative
networks across the deserts

•

Increase collaboration between
Indigenous groups and
established tourism businesses

•

•

•
•
•
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Support groups to work together across the deserts of
Australia to develop regional tourism projects
Where groups are strongly aligned and strong market potential
exists, develop regional clusters and shared strategies
Develop framework (EOI or similar) for Indigenous groups to identify and
attract tourism businesses in order to build joint products and experiences
Develop joint venture/partnership ‘pro-formas’ that can be used by
Indigenous groups and tourism businesses to frame discussions
Provide advice to, and develop mechanisms for, tour operators to present
proposals to PBCs and landholding authorities where appropriate
Establish permit systems with effective pricing and condition
structures to encourage development where appropriate
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Development Strategy 04: Market & Sustain
Increase Demand & Promote the Desert

Establish the deserts as a unique tourism destination and build resilience.
Indigenous tourism product development can be of
strategic importance for Indigenous groups and for regional
development due to the multiple economic, social and
cultural benefits that can be achieved through tourism.

Currently, there is a significant gap between visitor
interest and actual participation; disconnection between
the drivers of customer preference and marketing
approaches to Indigenous tourism; and poor targeting
of the domestic market. This development strategy
addresses these barriers and supports Indigenous groups
to sustain the development of tourism across the desert.

TARGETS

ACTIONS

(What do we want to achieve)

(How are we going to get there)

Marketing, promotion
and profile raising

•
•
•
•

Link products and create the critical
mass to increase visitation rates

•
•
•
•

Develop a ‘desert portal’ to provide coordinated information, permit access,
itineraries and experiences that promote Indigenous tourism in the desert
Collaborate with tourism organisation to develop a targeted
marketing campaign to overcome the poor participation
of the domestic market in Aboriginal tourism
Collaborate with industry to connect the deserts
with destination marketing campaigns
Link to WAITOC and other state/territory based Indigenous tourism networks
Establish loops and trails and develop itineraries that
link experiences and iconic destinations
Establish a network of iconic tracks with suitable access
systems, infrastructure, signage and information
Link established ‘nature/adventure’ tourism destinations with
the deserts through loops and trails and linked itineraries
Target the east coast drive tourism market through developing
linking trails, loops and coordinated access systems

Better regional information
for future planning

•
•
•

Establish regional visitor data statistics for the desert regions
Develop annual ‘State of the Deserts’ tourism report
Conduct targeted market research of existing and new products

Governance

•

Establish coordinating working group and leadership
structure to implement the strategy
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Photo — Stewart West, Birriliburu IPA. Credit: Vanessa Westcott.

Photo — Thorny Devil. Credit: Gareth Catt.

5.

Strategy Implementation

5.1

How to Drive this Forward
This strategy identifies the resources, methodology and regional collaborative framework necessary
to empower Indigenous groups in the deserts to own and drive the successful management and
development of tourism. The implementation of this strategy will require the strong commitment of a
range of stakeholders. Accordingly, to ensure that strategic leadership and momentum are maintained,
a coordinating working group that is reflective of this commitment will require establishment.
Given the overarching principles of this strategy
include ‘Indigenous led, respecting local autonomy and
enabling regional and cross-sector collaboration’, the
working group’s operation will be reflective of these
principles.This will require representatives from:
• Local and regional Indigenous organisations
• Indigenous land management organisations
• 10DP and IDA
• State/territory and federal governments
and supporting agencies
• The tourism industry

5.2

Ideally, representation will be from across WA, SA
and NT with approximately 8-10 members. The
group should meet at regular intervals and provide
an annual report to the desert network.

Frequency of Review
This strategy aims to support Indigenous groups to better
manage and develop tourism on their lands and to support
groups at their various development stages to pursue
their tourism development priorities. As such, the strategy
has not pursued a sequential development process as
this is not reflective of the different needs, aspirations,
challenges and opportunities of groups across the deserts.
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The strategy has developed a structure to drive
development and it is recommended that this is reviewed
every three to five years, maintaining the strategy
until 2030. As various actions identified within the
strategy are developed and implemented the strategy
will require updating, making it a living document.
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5.3

Initial Resources
This strategy has identified actions that aim to support groups
to manage and develop tourism by supporting ground-up
initiatives. This will be enabled through a strategic regional
approach that can support groups to work collaboratively
across the deserts and to build alignment with the broader
tourism industry, support organisations and governments.
Crucial to the implementation of the strategy is building
allied resourcing and development approaches with
relevant commonwealth and state/territory departments,
regional development agencies, tourism bodies and
Indigenous economic development organisations.
Workshops with industry and government agencies –
part of the strategy development process – showed
that there was considerable support for developing
the Indigenous tourism industry in the deserts.

This strategy has articulated that tourism development
in the deserts is a long-term commitment and an
adaptive collaborative approach is required that enables
Indigenous leadership. In accordance with these
principles, building the resources required to implement
this strategy will take time and will need to adapt to
leverage relevant opportunities as they emerge and as
Indigenous groups develop their tourism priorities.
As such, the table below identifies the key initial
resources that are required to begin to implement the
strategy. As the strategy develops, resourcing needs
and priorities are likely to change and these should be
identified during the three to five year review process.

RESOURCE
CATEGORY

ACTION

SCOPE

PURPOSE

Human
Resources

Desert tourism
program manager

Regional

•
•

Implement and build the strategy
Oversee and coordinate regional development

Regional tourism
development
officers

Regional

•

Work closely with desert groups to
assist the development, piloting and
implementation of tourism activities

Tourism
management
training

Regional

•

Ensure that Indigenous groups are
empowered to manage tourism in
accordance with their values for country

Guide training

Regional

•

Gain experience and know-how in Aboriginal tourism
to strengthen Indigenous tourism experiences

Signage

Local

•

Increase visitor amenity and respect for
country, history and culture through
interpretative and wayfinding signage

Basic campsites
and amenities

Local

•

Build sustainable growth through managing
impact and increasing amenity

Water and waste

Local

•

Build sustainable growth through managing
impact, increasing safety and amenity

Trialing and
piloting new
tourism products

Local

•

Enable groups to build successful Indigenous
tourism products, build critical mass of supply

Capacity Building

Infrastructure

Products

Continued on next page
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RESOURCE
CATEGORY

ACTION

SCOPE

PURPOSE

Networks &
Collaboration

Tourism
exchanges

Local

•

Learn from successful Indigenous tourism
businesses and share methodologies across the
deserts to build critical mass of products

Regional tourism
workshops

Regional

•

Bring groups together across regions, identify
and develop regional initiatives such as loops
and trails. Share successes and lessons

Tourism
conferences

Regional

•

Support groups and individuals to attend national
and state tourism conferences to enable learning,
build networks and promote the deserts

Portal

Regional

•

Develop a ‘desert portal’ to provide coordinated
information, permit access, itineraries and experiences
that promotes Indigenous tourism in the deserts

Permits

Local

•

Where requested, support groups to develop
permit systems, website forms and supporting
information to ensure clarity of access
for Indigenous groups and visitors

Marketing
strategy

Regional

•

Collaborate with relevant tourism bodies to develop
a coordinated marketing strategy to build a unique
and compelling marketing narrative for the deserts

Technology &
Information

Marketing
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6.

Methodology
This strategy is the result of more than 50 individual organisational consultations with
Indigenous groups, Indigenous land management organisations, NRM bodies, tourism
businesses, tourism support agencies, stakeholders and government bodies.
More than 150 people across WA, SA, NT and QLD have been directly engaged in this process.
The key phases of this process are described below:

IDA Conference

•
•
•

Establish project scope
Initial Indigenous group and stakeholder engagement
Identification of current activities and priorities

Formation of strategy working group

•
•
•

Review group made up of 10DP partners
Determine timelines and key objectives
Determine key engagement mechanisms

Desktop research

•
•
•

Identify key industry players
Review previous research
Understand barriers and challenges

Community, industry and stakeholder consultation

•
•
•
•

Formation of vision
Identification of priorities and needs
Identification of actions
Identification of principles of the approach

Strategy confirmation and finalisation

•
•

Working group, project partner and stakeholder review
Finalisation of strategy

Photo — Merridoo Walbidi, Bidyadanga Workshop. Credit: Daniel Balint.
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7.

Additional Documents Supporting this Strategy
The following additional documents complement the strategy:
TOURISM TOOLBOX
Options to manage and develop
tourism for Indigenous groups.

POSTERS
Plain language posters
for Indigenous groups
that explain the strategy.

MARKET RESEARCH
Tourism market research
for the 10 deserts region.

10 DESERTS
INDIGENOUS TOURISM STRATEGY

54 / 54

