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Key messages

• Park investments at scale can make a 
difference.

• Two case studies:

– The Gap and Natural Bridge at Torndirrup National 
Park,

– Kalbarri Skywalk at Kalbarri National Park. 

• Product development creates market 
development opportunities.



The Gap and Natural Bridge
Torndirrup National Park



From this…



Diminished visitor experience

Natural Bridge The Gap



Strategic choice

Like-for-like replacement
OR

Rejuvenate the entire site?



Rejuvenation…

• Significant investment

• Lots of complexity (and 
risk)

• Community pay-off



Rejuvenation

• Sensitive design • Quality interpretation





Attractions must have drawing power



Return to the local economy

100,000 additional visitors 

2013/14 gross visitor expenditure $72 million

2016/17 gross visitor expenditure $108 million

Incremental expenditure $36 million

Nature-based attributable expenditure $7.4 million

Project cost $6.1 million



New opportunities created



New opportunities

+

Product packaging



Local opportunity



Marketing collaboration

Shanghai travel agent ‘experiences” 
The Gap

Integrated marketing 
communications across a wide 
number of platforms, both online 
and offline, multiple stakeholders, 
consumers, trade and peer-to-peer 
and collaboration with Australia’s 
South West.





Kalbarri Skywalk
Kalbarri National Park







New and existing attractions

Natures Window Kalbarri Skywalk









Kaju Yatka



Nhanda Yamiji engagement



Tourism opportunities

• Collaboration with 
Australia’s Coral Coast

• Self drive itinerary 
development 

• New commercial tour 
operators



Key points

• National parks act as the “big attractor”.

• Nature based tourism developments at scale 
can make a difference

• Sensitivities mean long lead times

• Always look out for new marketing 
opportunities


