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Key messages

e 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.
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Diminished visitor experience

Natural Bridge The Gap




Strategic choice

Like-for-like replacement
OR

Rejuvenate the entire site?




Rejuvenation...

e Significant investment

\\
* Lots of complexity (and
| risk)

 Community pay-off




Rejuvenation

* Sensitive design

* Quality interpretation

Welcome to Torgadirrup
Thee Munarg popss e S YaAbonet
8 QusR Of Puy Uy __t \\r_ _J\
W i 1 M oW seaon S —
-‘\._ m-e-:w«::-:mvw O and s (& ‘\‘L_]j

Torgadirrup Dreaming
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Wave action removed
waves caused blocks of gneiss 1o detach and blocks to form the Natural Bridge. Bridge 10 eventually collapse. For your safety
fall into the sea, gradually sculpturing the sea please remain on pathways and lookouts at
cliffs %o form the Natural Bridge and The Gap all times. Do not venture onto or beneath the
that wo see today. Natural Bridge.

Can you see the fracture line in front of this sign that
continues across the top of the Natural Bridge?







Attractions must have drawing power

The Gap and Natural Bridge: cumulative monthly visitation
(Since redevelopment)
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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 S36 million

Nature-based attributable expenditure S7.4 million

Project cost S6.1 million



New opportunities created

TripAdvisor Reviews 2016-2017

Natural and cultural attractions focus 200
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Q4 2016 Q1 2017 Q2 2017 Q3 2017

I The Gap and Natural Bridge [l Middleton Beach I Desert Mounted Corps Memorial [l Albany Wind Farm
Il Little Beach, Two Peoples Bay Nature Reserve [l National Anzac Centre

TripAdvisor review counts for Q4 2016 to Q3 2017 clearly indicate visitor preference for both The Gap
(a natural attraction) and the National Anzac Centre (a cultural attraction).




New opportunities

f
Product packaging




ty

Local opportuni




Marketing collaboration
o ot ))_ Integrated marketing
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% et s 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.
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New and existing attractions

Natures Window Kalbarri Skywalk
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Visitation to selected sites: Kalbarri NP

Q1 2020/21
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Tourism opportunities

Travel itinerary M 24
o seifdrive short breaks o % | Trayg it
Self.gy;, €rary

e Collaboration with

If-
Start and finish rive
004 et Short bregi
° Besttime
P Moh o Nermber
L Duration
91010duy onewey
Plan your adventure . ’
e trerary 13 it o g af the bt eperiences et
[-pe— e e e a3 e b o e
23,2 Msdvorps - h -
oL \‘ it ey e el i s
= rp afourteen
00 v
L el rsance ° ° °
o)t Travel distances
\ - °
YorchepNatoralParc  —p  Geradion
- Gkt — et
o Kot —  Oetam
—  Emouh

development

* New commercial tour
operators




Key points

* National parks act as the “big attractor”.

* Nature based tourism developments at scale
can make a difference

e Sensitivities mean long lead times

* Always look out for new marketing
opportunities




