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Executive Summary 

Background  

AEC has been engaged to deliver a tourism product development plan for the Pilbara.  This 

work builds on the Demand Needs Analysis for Short Stay Accommodation in the Pilbara 
which was completed in 2012.    

Tourism is Important in the Pilbara  

Tourism in the Pilbara is important for numerous reasons:  

 Attracts over 700,000 visitors per year (which is just below Augusta-Margaret River 
and over three times more than Exmouth), including:  

o Over 430,000 business travellers 

o 212,000 leisure visitors  

o 64,000 visiting friends and relatives (and other visitors) 

 Injects $362 million into the local economy (mostly focused on locally based, small 

business), including approximately $134 million from leisure visitors 

 Provides an avenue to generate local wealth that is not related to the mining and 
resource sector, thereby supporting diversification of the economy. 

Tourism in the Pilbara is not without its challenges:  

 Physical location and size, which translates to significant travel time and cost to visit 
and difficulties in regards to inter-region travel and road networks.  

 Dominance of the mining and resource sector which creates the perception that the 

Pilbara has ‘nothing to offer’ and masks its existing tourism product. 

 Relative high cost basis (influenced by the mining and resource sector). 

 Lack of tourism operators which diminishes access to many of the Pilbara’s potential 
tourism products. 

Current Tourism Product in the Pilbara 

The following (Figure E.1) tourism product segmentation has been used to identify and 
evaluate tourism product in the Pilbara.  

 Attractions: A wide variety of tourism attractions exist in the Pilbara, including natural  
attractions (e.g. national parks, stunning landscapes, islands, beaches), numerous 
cultural and heritage attractions (e.g. Aboriginal culture, historic rock art, earliest signs 
of life, art galleries, original settlements, events) and industrial tourism (e.g. mine, 

harbour and industrial assets).  

 Activities: The Pilbara provides a diverse range of activities related to many of the 
attractions (e.g. camping, hiking, fishing, sightseeing, etc.). 

 Access: The Pilbara has numerous points of physical access (e.g. road, air and sea), 
however, access to individual tourism products is often limited by a lack of tourism 
operators.  

 Amenities: The Pilbara has basic amenity for visitors that is rapidly evolving through 
on-going investment. Amenity will need to continually evolve, update and expand 
throughout the region in order to adapt to visitors.  

 Accommodation: With the downturn in the mining investment boom, the 
accommodation shortage has eased, however, the region lacks a diversity of 
accommodation in terms of price points, quality and type.  
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 Awareness: The region suffers from the dominance of the mining and resource sector 

and the perception that is created, which almost immediately discounts the image of 
the region for tourism. 

Figure E.1. Tourism Product Segmentation  

 

Source: AEC 

Tourism Product Development Priorities  

Through research, analysis and consultation, this project has identified a number of tourism 
product development priorities for the region over the short-term (i.e. 1-5 years) and long-
term (i.e. 5-15 years), as follows.  

Short-term Tourism Product Development Priorities:  

 Regional Tourism Trails: Themed tourism trails (i.e. adventure and outdoor/arts, 
culture and heritage/industrial) will highlight the variety and depth of individual tourism 
experiences and products throughout the region for visitors to participate in. The trails 
will highlight various points around the region to engage in a variety of activities and 
experiences, thereby creating exploratory trails within the region (as opposed to travel 

routes with points of interest through the region). The trails will be supported by 
extensive signage throughout the region leveraging and reinvigorating the Warlu Way 

and combine with online and digital presence as well and other marketing initiatives. 
The trails should also link with neighbouring regions in order to provide synergies with 
other parts of Western Australia, particularly for visitors traveling across the State.  

 Regional/Destination Marketing: The themed tourism trails will be marketed in a 
variety of ways to increase awareness and drive visitation. Conducting a strong, 
targeted initial marketing campaign will be important to overcome existing perceptions 
of the Pilbara and drive visitation. Signage within the region, gateway statements as 

well as online and digital marketing will identify and target users providing considerable 
information on the available products (including imagery).  
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 Diverse Range of Accommodation: This initiative will seek to diversify the existing 

accommodation offer with the addition of caravan parks, backpacker accommodation, 
eco-accommodation and camping, thereby providing further amenity and attractions 
to a more diverse range of visitors. Much of this accommodation will be placed in the 

natural environment (e.g. beaches, pastoral stations, national parks, etc.) enhancing 
the accommodation offer and attracting additional visitation. Given the current state of 
the accommodation sector in the region, the initial focus should be on eco-
accommodation (i.e. Millstream National Park and at a small scale in other areas), 
pastoral stays and a ‘Camping with Custodians’ concept that would see basic, small 
scale camping options placed strategically across the region to provide access, separate 
long drive times and provide an opportunity for local Aboriginal experience.  

Long-term Tourism Product Development Priorities:  

 Better and more extensive road infrastructure: There are extensive road 
improvements and extensions that would strongly support tourism into the future. 
Replacing many existing unsealed roads with bitumen would provide greater 
connectivity within the region and facilitate greater levels of visitation within the 

Pilbara. These routes would include Karratha to Tom Price, Millstream Chichester 

National Park to Karijini National Park, Marble Bar to Nullagine (and on to Newman) 
and Mt. Augustus to Paraburdoo. 

 Marinas (Onslow, Point Sampson, Dampier, Port Hedland): The development of 
numerous marinas along the coast would provide important infrastructure for growing 
water-based coastal tourism. 

 Airport expansions (Onslow, Karratha, Port Hedland, Newman): Various airport 
expansions would support greater levels of access to the region, particularly from 

overseas. Increasing capacity and capability in addition to recruiting airlines to develop 
new routes will improve the connectivity and accessibility of the region for tourists.  

 Hotels: The development of a diverse range of hotels at varying price points (including 
provision for family accommodation, backpackers, etc.) would provide greater levels of 
choice and help to accommodate a more diverse range of visitors.  

 Sky Bridge at Dales Gorge: The introduction of a man-made attraction at one of the 

key National Park attractions would provide another driver for increasing visitation. 

Introducing man-made features (such as a Sky Bridge or other) is consistent with the 
growth and diversification of a destination over time. These features also provide a new 
and expanded mechanism for visitors to interact with one of the key attractions for the 
Pilbara. 

 Wildlife park: The park would focus on indigenous and non-indigenous animal species, 
ideally set amongst a national park or along the coast. The park would feature 

indigenous animals and should be orientated more towards an interpretive experience 
as opposed to simply portraying the animals.   

Tourism Product Development Plan  

Tourism Vision 

By 2050, the Pilbara is a recognised tourism destination, attracting a range of visitors 

with its natural and man-made attractions and delivering a variety of significant 
economic, social and community benefits to the residents of the Pilbara.  

The Pilbara Tourism Product Development Plan provides a strong framework for the long-
term development of the tourism industry in the region. Various priority regional initiatives 
will contribute to the achievement of the vision in the short-term and support the long-
term growth of tourism during the implementation of the plan.  
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The Pilbara Tourism Product Development Plan has three key pillars:  

 Product Development: Development and creation of a diverse range of tourism 
products (both natural and man-made) to suit an ever growing diversity of visitors 
(including attraction of various tourism operators). 

 Marketing and Promotions: Consistent branding and messaging targeted at specific 
market segments, including travel agents, and growing in terms of innovative 
communication techniques and sophisticated processes.  

 Training and Support: Provision of training and support to a range of local 
stakeholders to ensure the sustainability of the local tourism industry, including the 
training of Aboriginal rangers, local business training for tourism operator as well as 
on-going professional development and training through tourism focused workshops.  

Figure E.2: Key Pillars of Tourism Product Development in the Pilbara 

 

Source: AEC 

If new tourism product is developed, more investment is placed into tourism infrastructure 
and marketing/advertising of the region takes place (for tourism), then the Pilbara can 
move forward along a ‘normal’ development path in the destination tourism product 
lifecycle. Case studies of other areas that have undergone this evolution have shown that 
visitor growth averages 4.4%-7.3% per year until 2035.  

This type of growth could see the Pilbara increase leisure visitation grow to 636,000-1.2 
million by 2035, thereby increasing visitor expenditure to $403 million – $736 million by 

2035. 

Table E.1: Future Potential Leisure Visitor and Visitor Expenditure, Pilbara 

  2013 2035 

   Scenario 1 Scenario 2 

Visitors (‘000) 212                    636             1,162  

Expenditure ($m)  $134.0 $402.6 $735.7 

Note: Analysis uses current average visitor expenditure in the Pilbara ($633 per visitor). 2035 values are in 2013 dollars.  
Source: AEC, Tourism WA (2014), TRA (2013) 
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Figure E.3: Leisure Visitation Forecasts, Pilbara, 2000-2035 

 

Note: Visitors refers to leisure visitors only.  
Source: AEC 
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1. Introduction  

1.1 Background 

The Pilbara is located in the north-west of Western Australia and is one of the richest 

natural resource regions in the world. Subsequently, the regional economy is heavily 
dominated by the mining industry, which contributes approximately 86% of total regional 
Industry Value-Add (IVA) and directly employs over 40% of the local workforce (ABS, 
2012).  

An opportunity exists for tourism development in the Pilbara, with the region home to a 
number of desirable natural attractions including the Karijini, Millstream Chichester and 

Murujuga National Parks as well as numerous islands, beaches, gorges and aboriginal rock 
art. However the development of the local tourism industry has a number of significant 
impediments, with the region’s size and remote location making access for tourists difficult. 

Development of the local tourism industry is important for the future sustainability of the 

region. The Pilbara Cities aspirational population target of 140,000 people by 2035 (RDL, 
2011), requiring an increase of almost 75,000 people from the region’s estimated resident 
population in 2012 (ABS, 2013). Development of the local tourism industry (and the 

necessary infrastructure to support it) is essential to diversifying the local economy and 
making the region an attractive place for people to live and work in the future. 

1.2 Purpose of the Project 

A successful tourism industry requires the existence of the six 'A' factors - attractions, 

access, accommodation, amenities, activities and awareness. 

In 2012, the Demand Needs Analysis for Short Stay Accommodation in the Pilbara study 
was undertaken which investigated the ‘accommodation’ portion of the six ‘A’ factors. With 
this work complete and an investment strategy underway, planning for a sustainable 
tourism industry in the Pilbara requires an analysis of the remaining five As of tourism. 
This study is therefore required to audit existing and potential attractions, access, 

amenities, activities and awareness within the context of existing and potential tourism 

markets that may be developed in the future. 

Ultimately, this project will provide a comprehensive Pilbara Tourism Product Development 
Plan that will inform local and state government and tourism stakeholders regarding 
direction to grow the regional tourism industry in the future. The establishment of an 
economic diversification fund and other incentive mechanisms will also contribute to the 
growth of tourism in the Pilbara in the future.  

A number of documents have been delivered as part of this project, including:  

 Background Report. 

 Consultation Summary. 

 Tourism Product Report. 

 Tourism Product Development Plan (this document). 

This document should be read in conjunction and in the context of the other project 

deliverables.   
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1.3 Approach Used 

Figure 1.1 shows the process undertaken for completing this project.  

Figure 1.1. Project Process 

 

Source: AECgroup  

1.4 Map of Region 

The Pilbara spans an area of approximately 500,000 km² consisting of four local 
government areas (LGAs) including the Town of Port Hedland, the Shire of Roebourne1, the 
Shire of Ashburton and the Shire of East Pilbara. Major settlements within the region 

include Port Hedland, Karratha, Newman and Tom Price. 

Figure 1.2. Map of the Pilbara  

 
Source: Tally Room (2013)  

                                                

1 It should be noted that as of 1 July 2014, the Shire of Roebourne will become the City of Karratha. For consistency, 

the tradition name (Shire of Roebourne) has been used in this report.  
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2. Tourism in the Pilbara (Today) 

2.1 Visitation to the Pilbara  

The Pilbara currently receives over 700,000 visitors on an annual basis, the majority of 

which are business travellers. While leisure travellers make up only about 30% of all 
travellers (roughly 212,000), they provide a strong basis for tourism expenditure 
(particularly when combined with business travellers).  

Figure 2.1: Visitor Numbers, by Type, Pilbara, Year Ending September 

 
Source: TRA (2013) 

Other important visitor statistics include:  

 Over 75% of all visitors to the Pilbara come from within WA, including:  

o 36% from Perth. 

o 41% from the rest of WA. 

 Other states in Australia contribute 14% of visitors to the Pilbara (Queensland is the 
largest at 5%). 

 9% of all visitors come from overseas. 

 79% of leisure, domestic overnight visitors arrive by road. 

 A much higher rate of domestic overnight business travellers (90%) and domestic 
overnight travellers visiting friends and relatives (61%) arrive by air. 
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Figure 2.2: Visitor Numbers, by Purpose of Visit, Pilbara, Year Ending September 

 
Source: TRA (2013) 

Analysis of visitor data has identified various existing market segments, including:  

 Business travellers: Just over 60% of all visitors to the Pilbara (which excludes FIFO 
workers). 

 Older couples: Travelling for leisure purposes and often participating in caravanning. 

It is estimated that there are roughly 100,000 caravan visitors to the Pilbara.  

 Backpacker market: Backpackers are important to the Pilbara as they provide a 
source of key service workers. Currently, there are roughly 1,000 backpacker visitors 
and this number has grown by an average annual rate of 13.6% from 2008.  

 International couples: These visitors are a relatively small group, representing 
roughly 8,000 visitors currently. They are likely adventure seekers, primarily from 
Germany, that are attracted by the natural environment of the Pilbara.  

 Arts/heritage/culture: These visitors include those that visited museums, art 
galleries, heritage sites, aboriginal experiences, etc.  This group is estimated to include 
20,000 visitors currently. 

 Nature-based: These visitors include those that visited the beach, national parks, 
went fishing, scuba diving, snorkelling or went bushwalking. This group is estimated to 
include 30,000 visitors currently.  

 Cruise ship passengers: While the National Visitors Survey (NVS) and the 

International Visitors Survey (IVS) failed to identify any cruise ship passengers, 
according to Cruise Down Under (CDU) there were approximately 2,300 passengers, 
plus 550 crew that visited as part of cruise ship visits in 2012-13. While currently very 
small, cruise shipping is one of the fastest growing areas of tourism and the Pilbara is 
uniquely located to service cruise ships, in particular boutique adventure cruising.  

For a detailed analysis of the existing tourism market for the Pilbara, please refer to the 

Background Report.  
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2.2 Economic Contribution of Tourism  

Tourism contributes $154 million (or 0.4%) to the economy of the Pilbara, compared to 
mining and resources, which provides $34.3 billion (or 85%)2. While tourism pales in 
comparison to mining and resources in terms of its economic contribution to the Pilbara, it 
still plays an important role in the economy.  

Table 2.1: Visitor Expenditure by Visitor Type, Pilbara, Year Ending September 2013 

Visitor Type Spend ($M) Average Trip Expenditure Average Expenditure per Night 

Day Trip $32.4 $155 n.a. 

Domestic Overnight $263.9 $749 $90 

International $65.8 $1,754 $54 

Total $362.1 $633 $85 

Source: AECgroup, Tourism WA (2014) 

The $362 million in visitor expenditure that tourism generates is typically spent with small, 

locally owned businesses in the accommodation, food services and other retail sectors. 

Furthermore, tourism is one of very few economic activities in the Pilbara that can provide 
a legitimate non-resource based point of diversification. 

Figure 2.3: Direct Tourism Output (by Industry), 2012-13 

 
Note: Excludes ‘Ownership of Dwellings’ 
Source: ABS (2013) 

 

Delivering Value from Tourism  

The economic importance of tourism stems from the money that visitors spend in the 
destination, i.e. visitor expenditure. Increasing visitor expenditure in a destination will 

increase the economic contribution of tourism and provide a more significant economic 
benefit. The most effective way to increase visitor expenditure is to extend a visitor’s 
length of stay in a destination. A focus on yield (i.e. expenditure per visitor or per visitor 
night) will also help to increase overall visitor expenditure. 

                                                

2 Measured in Gross Value Added (GVA) terms.  
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2.3 Challenges to Tourism in the Pilbara  

Tourism faces a number of challenges that are distinct to the Pilbara, including:  

 Location: The Pilbara is located relatively far away from the population centres of 
Australia, meaning that visitors from these areas must travel greater distances 
(compared to most other locations in Australia). 

 General Access: While the Pilbara has numerous points for road and air access, the 
time and cost to travel to the region can act as a deterrent. While many of the large 
airports in the Pilbara enjoy multiple flights a day to and from Perth, access to other 

capital cities is less and international routes are limited. For smaller airports (such as 
Onslow), a lack of regular passenger traffic (RPT) presents a challenge. Lack of airline 
routes and the high relative cost of air travel to the Pilbara (driven high by the business 
travel related to the mining and resources) act as impediments to growing tourism.   

 Driving Distances within the Pilbara: While in many instances, a suitable road 
network exists between major centres of the Pilbara and the numerous tourism 
experiences, the distance between centres and experiences can be significant, which 

translates to considerable time (and money) for visitors to transverse the region. The 
overall impact could be visitors deciding to move through the Pilbara expeditiously to 
seek an experience outside of the region. The long distance between the coastal 
highway and inland experiences is an example.  

 Road Network within the Pilbara: While bitumen roads connect most of the major 
centres in the region, the network has limitations in the connectivity it provides to all 

centres and tourism experiences. Essentially, visitors may face considerably long drive 
times on bitumen roads (which may not be the most direct route) or long drives on 
unpaved roads (which can be difficult and rugged). The current road network does not 
effectively provide visitors with sufficient options and choice in regards to traversing 
the Pilbara, which limits the appeal of the region to the market. Additionally, the 
unpaved roads can also often provide safety concerns and lead to damaged vehicles 
(in particular for those that are not meant for travel along unsealed roads).  

 Dominance of Mining and Resources: The strength of the local mining and resource 
sector overshadows its tourism potential and develops a common perception that the 

Pilbara ‘doesn’t have much to offer’ in the way of tourism. The strong existing 
perception of the region as a resource hub or the lack of an existing perception of the 
Pilbara for tourism, places an impediment on the future growth and development of 
tourism.  

 Lack of Awareness of Tourism Experiences: The Pilbara has considerable tourism 

potential across many natural, cultural and niche tourism sectors (i.e. industrial 
tourism), however, there is a general lack of awareness regarding these opportunities. 
Many of these current attractions are enjoyed largely by local Pilbara residents.  

 Lack of Tourism Operators: A key reason that there is a lack of awareness of the 
Pilbara’s tourism potential is due to the fact that there is a lack of local tourism 
operators providing access to the local attractions and experiences. There are very few 

existing commercial tourism operators in the region, which translates to a lack of access 
to many of the Pilbara’s existing tourism products.  

 Cost Basis: The cost of living in the Pilbara is higher than in Perth (RDL, 2011), 

particularly for residential accommodation even though residential housing prices and 
rents have come down from their peaks in 2012. Housing for lower income workers 
remains an issue around much of the region. This higher cost basis translates to high 
overhead costs for small businesses (i.e. tourism operators). As the industry is very 

competitive, these relatively higher business costs make it more difficult.   
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Overcoming Impediments to Tourism in the Pilbara  

Many of the impediments to tourism in the Pilbara are linked to its physical location and 
structure, which creates the sense of isolation and rugged adventure that is a major 
strength and attraction for many visitors. Additionally, the high cost of living in the 

Pilbara is a reflection of its economy (combined with its location). None of these factors 
can be managed or overcome but rather form a basis for tourism in the Pilbara.  

The lack of awareness of tourism experiences in the Pilbara and the lack of tourism 
operators can be dealt with through concerted action of government and industry. 
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3. Tourism Product in the Pilbara (Today) 

3.1 Overview  

Tourism product in the Pilbara is currently heavily geared towards the natural environment 

and is representative of a resource region that has gone through a significant investment 
boom and is currently transitioning to a more ‘normalised’ mining operational environment.  

Due to the significant demand during the investment boom (and the subsequent crowding 
out of many industry sectors, including tourism), the Pilbara is starting from an exploratory 
or development state, as opposed to the mature state of many well-known tourism regions, 
such as Broome (Kimberley), Margaret River or Esperance.  

This assessment segmented tourism product into six areas (Figure 3.1):  

 Attractions. 

 Activities. 

 Access. 

 Amenity. 

 Awareness. 

 Accommodation. 

Figure 3.1. Tourism Product Segmentation  

 

Source: AEC 

This segmentation has been used for this project. Please refer to the Background Report 
and the Tourism Product Report for the detailed tourism product information, which 
includes an audit that identified individual tourism products across the four local 
government areas.  A summary of the existing tourism product in the Pilbara is provided 
below.  
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3.2 Attractions  

The Pilbara has numerous tourist attractions, however, most of these are based on the 
natural environment and a general lack of diversity exists. Industrial attractions (based 
around resource developments) and cultural/heritage attractions also exist. The main 
tourism attractions include:  

Natural Environment 

 National Parks. 

 Gorges, pools and swimming holes (many in National Parks). 

 Dampier Archipelago / Montebello Islands / Mackerel Islands. 

 Coastal/Beach destinations. 

 Striking landscapes and isolation. 

Industrial Attractions 

 Mine/ harbour operations. 

 LNG operations. 

Cultural/Heritage Attractions   

 Ancient rock art. 

 Fossils and ancient geology. 

 Historic settlements. 

 Aboriginal attractions.  

 Galleries. 

Many of the natural attractions are world class and can compete effectively (in terms of 

the experience) with numerous locations across Australia. Most of these attractions provide 

a unique experience that can distinguish the Pilbara clearly from other regions in Australia.  

The Pilbara has some amazing natural attractions as well as unique industrial 
and cultural/heritage attractions. 

3.3 Activities  

Given the strength and prevalence of the natural attractions, it is not surprising that the 
majority of existing activities are related to the natural environment, accompanied by the 
industrial tourism and cultural/heritage activities.   

Natural Environment 

 Camping. 

 Bushwalking.  

 4X4 trekking.  

 Diving, snorkelling, swimming. 

 Sailing/boating. 

 Fishing. 

 Tours into national parks. 

 Island hoping. 
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Industrial Attractions 

 Mine/ harbour tours/ industrial tours. 

Cultural/Heritage Attractions   

 Visiting historic settlements. 

 Visit ancient rock art sites. 

 General sightseeing. 

 Visit aboriginal art gallery / settlement. 

 Aboriginal/heritage tours. 

Natural activities are very strong in the Pilbara but present a basic/rustic outdoors or 
natural experience. There is a lack of sophistication in the development of the existing 
offering and in particular the tours that are currently provided. The lack of sophistication 

in regards to these activities provides a genuine ‘outback’ experience and something that 
is uniquely ‘Pilbara’. 

Many of the coastal experiences (i.e. boating, fishing, diving, snorkelling, etc.) are not well 
established and lack current access (i.e. organised tours and operators providing access). 
Only one operator could be identified across the entire region providing boat tours, island 
tours, fishing and heritage tours. While the experience exists and the activity can be 

enjoyed, it has been identified that the majority of ‘visitors’ enjoying these experiences are 
likely Pilbara locals. The lack of access to these experiences (i.e. the lack of organised 
tours) is a significant weakness.  

Various harbour and mine tours have been identified that are well organised, provide 
interesting information and a unique insight in the Pilbara. However, many of these tours 
require a minimum number of participants, which is often not possible year round. Often 
times, groups of two to six people will seek to engage in the tours and are turned away, 

particularly during the low season. While this product is unique to the Pilbara, limited access 
to it prevents visitors from engaging and enjoying the activity.  

Many of the Aboriginal heritage activities are unique to the Pilbara, particularly the rock 

art, which is in abundance in the region. However, without interpretation or a guide, it can 
be difficult to locate the rock art and given the climate conditions and angle of the sun, 
assistance can be required to actually see the rock art. Other cultural/heritage activities 
(i.e. art galleries, historic sites, etc.) provide interesting insights into the Pilbara and are 

generally accessible. These products are generally secondary to the natural environment 
and industrial tourism products.  

Building on the main attractions, the Pilbara has numerous tourism activities 
that provide a unique and meaningful experience.  However, access to many of 
these activities is limited, with only a limited number of tour operators 
providing commissionable products.  Many of the region’s core tourism 

activities (particularly in regards to the natural attractions) are also commonly 
enjoyed by Pilbara locals. 

3.4 Access  

Access to the Pilbara is relatively good, with various highways and airports linking the 

region to other parts of Western Australia. Given the strong mining activity and occurrence 
of fly-in/fly-out (FIFO) workers, the Pilbara has particularly good air service (if measured 
by flights or airplane seats per capita). However, given the strong business traveller profile, 
flights to the Pilbara are generally expensive, when compared to other tourism destinations 
around Australia. Cruise ships have also began to stop in Port Hedland, providing another 
point of access. It should also be noted that the majority of towns (particularly on the 
coast) are not directly on major highway routes and some, such as Onslow, require 

additional time to access from the main highway, creating additional access issues.  

Beyond physical access to the Pilbara, the region is very isolated relative to population 
centres in Australia as well as overseas source markets. The isolation means that significant 
travel time is required (by road or air) to access the region and in particular many of its 
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natural attractions, which are the strongest attractions for the Pilbara. Essentially, visitors 

have to seek the region out and decide that they wish to experience it, or visitors on drive 
tours around Australia must travel through the Pilbara as part of circumnavigating the 
country.  

Interestingly, the isolation and lack of access to the Pilbara are key selling points and part 
of the overall Pilbara experience. Many international visitors, particularly from Germany, 
seek the region out for these reasons.   

Specific access to many of the key attractions and activities (e.g. fishing, sailing, boating, 
diving, etc.) is very limited, while others, such as the mine/harbour tours or tours into 
national parks, also suffer from a lack of access (based on the minimum required numbers 
required for a tour to take place). Access to many of the Aboriginal activities and cultural 

heritage are also limited based on the limited number of tours currently being provided.  

Physical access to the Pilbara is good, however, cost to access the region is an 
issue, either for airfare or petrol. Additionally, the relative isolation of the 
region in general and many of the key tourism attractions specifically, makes it 

difficult for visitors to access the Pilbara and its core tourism experiences.  

Accessing specific tourism activities and experiences can also be challenging, 

given the low number of tour operators as well as the availability of existing 
tours in the low season.  

3.5 Amenity  

The Pilbara provides basic amenities including Visitor Information Centres, retail and 

restaurants, service stations, banks, health/medical care, etc. Overall, much of this 
amenity is of lower quality, while there are certain specific examples of high quality amenity 
throughout the region. Through recent projects, much of the public space in major towns 
has been improved and provides a higher quality experience.  

Essentially, the amenity of the Pilbara provides the bare minimum or necessity but often 
lacks the sophistication of other mature tourism destinations. This level of amenity is 
appropriate for the region and aligns with its rustic and authentic ‘outback’ and rugged 

experience.  

Naturally, improvements in local amenity will help to ensure that the overall visitor 
experience is positive and focuses attention on the unique experience as opposed to a lack 
of amenity (when compared with other destinations).  

The Pilbara provides some basic amenity, much of which is of a lower quality, 
which would benefit from future improvements. The lack of amenity is also part 
of the Pilbara experience, which provides a rugged and authentic ‘outback’ 

experience. 

3.6 Accommodation  

There is a diverse range of accommodation across the Pilbara, which includes hotels, 
motels, caravan and camping parks as well as eco-accommodation. The quality of this 

accommodation is equally diverse and includes new hotels and upgraded caravan parks as 
well as older and lower quality motels and caravan parks.  

The Pilbara also has numerous unofficial camping, RV and caravan locations that provide 
illicit overnight accommodation. Many local residents have identified specific camping 
locations that are not officially recognised and provide seclusion and exclusive access to 
natural attractions.  

Until recently, much of the accommodation stock was unavailable as it was generally 
occupied by workers related to the mining and resource investment projects. While the 
pressure has eased significantly across the region, there are pockets where accommodation 
is still in short supply. In the future, the accommodation market in certain areas will remain 
susceptible to short-term bursts of significant demand due to construction cycles of major 
projects.  
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Accommodation in the Pilbara is very diverse in terms of its nature (e.g. hotel, 

motel, caravan park, camping) and its quality. During the mining investment 
boom, the mining and resource sector created significant demand for 
accommodation, which led to leisure visitors being crowded out of the region.  

This pressure has eased and accommodation is now generally available and 
affordable. . 

3.7 Awareness  

Awareness of the Pilbara as a leisure tourism destination is very poor. While strong natural 

attractions and activities exist that would be attractive to numerous market segments, the 
profile of the region as a resource and mining area dominates consumer sentiment and 
perception of the Pilbara. Even for a frequent business visitor to the region, the lack of 
recognition of the natural assets and the potential experience is a foreign concept due to 
the lack of any evidence that it exists. For example, one can drive through the region and 
never know or be made aware of the coastal experiences.  

The lack of awareness in regards to tourism product in the Pilbara is likely the 

single largest weakness and issue facing the development of leisure tourism in 
the Pilbara. 

3.8 Destination Tourism Product Lifecycle  

Richard Butler (Butler, 2006) created the concept of a tourism product lifecycle to identify 

how destinations change over time in tourism, similar to how businesses or products 
change over a natural cycle.  

Figure 3.2: Destination Tourism Product Lifecycle  

 

Source: Butler (2006) 

The Pilbara is in between the ‘Involvement’ and ‘Development’ stage, likely closer to 
‘Involvement’ stage. Moving from ‘Involvement’ to ‘Development’ generates significant 
growth in visitation, which would also provide considerable growth in visitor expenditure. 
In the current stage of tourism product development for the Pilbara, there are numerous 
key elements that must be embedded in order for the region to continue to evolve towards 
the Development stage and beyond, including:  
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 Development of New Tourism Product: The development of numerous tourism 

products, including cultural, natural and man-made attractions are developed to satisfy 
growing and changing consumer demands. New tourism products are geared towards 
and customised to individual market segments and the overall tourism product offer 

becomes larger and more diverse and specialised. The development of new tourism 
product come from an ever increasing mix of local and private investors from outside 
the region.  

 Investment in Tourism Infrastructure: A variety of new infrastructure is provided 
to support the growth of increasing visitor numbers, including new (and diversified) 
accommodation, new road and airports as well as other infrastructure to support the 
coexistence of local residents and visitors, including purpose built facilities for visitors. 

Investment from private sector sources outside of the local area increase and become 
the majority source of investment. There are growing efforts by Government to plan 
for and facilitate the investment in tourism.  

 Advertising and Marketing of the Pilbara: Advertising and marketing becomes 
more sophisticated and targets specific market segments. The overall volume of 

advertising and marketing increase as well as the diversity and mix of target markets. 

The range and type of visitor changes as broader awareness for the destination rises.  

 

Tourism Product Lifecycle  

According to Butler (Butler, 2006), there are seven potential stages to tourism product 
development. The Pilbara is currently located between the ‘Involvement’ and 

‘Development’ stage. 

Involvement Stage 

As the numbers of visitors increase and patterns of visitation become more regular, the 
local market will react and enter the involvement stage, whereby the local market begin 
to provide facilities tailored specifically for visitors to the area. Local residents begin to 
encounter visitors at increasing rates and efforts commence to identify visitor markets 
and undertake some level of advertising. A tourist season begins to emerge, and the 

social patterns of involved local residents are adjusted. The increasing levels of visitation 

begins to exert pressure on government and public agencies to provide or improve 
suitable transport and other relevant facilities and amenities for visitors. 

Development Stage  

The development stage reflects a well-defined tourism market shaped by heavy 
marketing and advertising in targeted areas. Local involvement and development 

typically starts to decline, superseded by larger and more up-to-date facilities provided 
by external organisations and chains (particularly accommodation). Natural and cultural 
attractions are developed and potentially supported by complementary man-made 
facilities to enhance the initial attractions (normally natural attractions). Noticeable 
changes in the physical appearance of the area is likely and it can be expected local 
residents will not welcome all of these changes. Regional, state and/or national 
involvement in the planning and development of facilities, as well as imported labour, 

will be required to cope with growing demand. Often, the number of visitors exceeds the 
local resident population during peak periods. The range and type of visitors will also 
change as broader market awareness increases.  
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4. Future Tourism Product Development 
Priorities 

4.1 Assessment Tools 

AEC has used a variety of assessment tools to evaluate current tourism product in the 
Pilbara to identify any gaps and potential for future tourism product development, including 
a combination of desktop/analytical tools and consultation with government, industry and 
existing tourism operators in the region. These tools included:  

 Detailed visitor and accommodation profile. 

 Tourism cluster maps. 

 Lifecycle group and product matrix. 

 Interviews and consultation with local government, Visitor Information Centres, 

existing tourism operators and other industry experts. 

For a more detailed analysis of the visitor and accommodation profile, please refer to the 
Background Report. For a summary of the consultation, please refer to the Consultation 
Summary. Outcomes of the tourism cluster maps and lifecycle group and product matrix 

are included as Appendix A.  

4.2 Assessment Findings  

AEC identified over 80 individual potential tourism products for future development (refer 
Appendix B). It should be noted that many of the identified tourism products below 

already exist. They are included for completeness as well as to highlight their future 
potential. 

An evaluation of these individual tourism product opportunities was carried out using four 
key criteria for this initial prioritisation, including: 

 Timeliness. 

 Effectiveness. 

 Cost. 

 Impact. 

Individual tourism products were grouped (as below, Table 4.2) for evaluation in order to 
avoid significant duplication and leverage similarities across various products. Each group 
was judged on a scale of one to three (i.e. low to high), as outlined in the table below.  

Table 4.1: Prioritisation Criteria and Description 

Score Timeliness Effectiveness Cost Impact 

3 Could be developed 
in 1 to 2 years 

Would likely result in a 
significant increase in 
number of visitors. 

Low cost of 
development 

Would likely result in a 
significant direct increase in 
visitor expenditure. 

2 Could be developed 
in the next 3-5 
years 

Would likely result in an 
increase in number of 
visitors. 

Medium cost of 
development  

Would likely result in a mild 
direct increase in visitor 
expenditure. 

1 Would take more 
than 5 years to 
develop 

May or may not increase 
visitors. 

High cost of 
development  

Would likely result in a 
relatively small increase in 
visitor expenditure. 

Source: AEC  

The detailed evaluation is included at Appendix B.  
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4.3 Priority Regional Initiatives  

Key tourism product development initiatives have been identified through detailed 
research, analysis and consultation.  These product development priorities represent the 
most significant manner to impact the tourism industry in the Pilbara over the short-term. 
It is envisioned that the regional tourism trails and regional/destination marketing would 
be implemented over the next 1-2 years with the diverse range of accommodation being 
implemented over the next 1-5 years. Long-term initiatives would be implemented over 
the next 5-15 years.  

They are separated into short and long-term initiatives:  

Short-term 

 Regional Tourism Trails. 

 Regional/Destination Marketing. 

 Diverse Range of Accommodation. 

Long-term  

 Wildlife park. 

 Better and more extensive road infrastructure. 

 Marinas (Onslow, Point Sampson, Dampier, Port Hedland). 

 Airport expansions (Onslow, Karratha, Port Hedland). 

 Hotels (i.e. strong mix of properties with range of price and quality). 

 Sky Bridge at Dales Gorge. 

4.3.1 Thematic Regional Tourism Trails  

Description  

This project involves the establishment of various experience-specific, thematic trails 
throughout the Pilbara to highlight the myriad of theme based experiences across the 

region.  The trails will initially follow the Warlu Way and leverage the existing investment 
in signage by replacing existing signs with newer ones that provide more intelligence about 
the Warlu Way, the various themed trails, local tourism offering as well as a common story 
that can be understood by visitors and help to connect them emotionally to the trails.  

The trail could be segmented into three specific themes that match the tourism products 
and experiences of the Pilbara, including:  

 Adventure and outdoors. 

 Arts, culture and heritage.   

 Industrial and resources.  

There would be additional signage about all three trails at each of the entry points (i.e. 
Nanutarra Roadhouse, Capricorn Roadhouse and Pardoo Roadhouse), transitioning these 

points into gateways into the Pilbara.  
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Figure 4.1. Map of the Warlu Way  

Source: RAC sourced from www.australiasnorthwest.com.au  

The three themed trails would include a variety of tourism experiences from around the 
Pilbara, providing opportunities to travel within the region and offer visitors a reason to 
drive around the Pilbara, rather than through it. In this manner, the trails would also help 
to create a balance and connection between coastal and inland travels and also connect 

well to the Kimberley and Gascoyne regions.  

Table 4.2: Potential Experiences and Tourism Product for Regional Tourism Trails, Pilbara 

Adventure and Outdoors Arts, Culture and Heritage Industrial and Resources 

 Fishing  
 Island exploring (Montebello and 

Mackerel islands, Dampier 
Archipelago) 

 Whale watching  
 Scuba diving, snorkelling and 

reef walks  
 Turtle nesting in Port Hedland  
 Boating and sailing  
 4X4 along the Canning Stock 

Route (and other routes) 
 Camping and hiking through 

various national parks (Karijini, 
Millstream Chichester, Murujuga 
and Karlamilyi (Rudall River) 

 Exploring water holes and 
landscapes across the region 

 Waterfalls and gorges  
 Mountain biking  
 Beaches and station stays 
 Eco-accommodation in natural 

areas 
 Stairway to the Moon 

 Murujuga National Park (Burrup 
Peninsula) 

 Rock art  
 Dawn of Life trail (i.e. fossils, 

ancient geology) 
 Aboriginal heritage and culture 
 Art galleries and museums 
 Original settlements (old 

Onslow, Cossack) 
 Festivals and events (e.g. NW 

Festival, Cossack Art Awards, 
Red Dog Festival, etc) 

 Red Dog Memorial  
 Roadhouses and heritage pubs 
 Gold prospecting and gemstone 

fossicking  
 Pastoral culture 
 

 Mine tours (Newman, Tom Price 
and Marble Bar) 

 Harbour tours 
 NW Shelf  
 

Note: List is not exhaustive.  

Source: AEC  

http://www.australiasnorthwest.com.au/
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The trails would be supported with the appropriate web presence with sufficient information 

(including imagery) so that they can attract visitors. These trails would be promoted 
through a regional/destination marketing campaign (refer Section 4.3.2) in order to drive 
both demand for these experiences as well as help to attract tourism operators. These 

trails will be marketed through digital mediums, signage and other marketing efforts. The 
adventure and outdoor themed trail would naturally also link into the various nature trails 
that already exist in the national parks.   

Importance of Indigenous Tourism 

This project recognises the significant Aboriginal culture and heritage in the Pilbara and 
the tourism potential that it represents. Aboriginal tourism will feature prominently in 
the arts, culture and heritage trail with a clear focus on Aboriginal experiences and 

embracing the significant tourism assets that are in the region (e.g. rock art, history, 
art, etc.).  

Leveraging the expanding on the existing Warlu Way further demonstrates the expansion 
of the Aboriginal tourism in the Pilbara and the key role it will have in the future.  

Rationale 

This project would leverage many of the Pilbara’s key strengths including natural beauty 

and attraction, Aboriginal tourism, industrial tourism as well as expand on a key existing 
market segment (i.e. camping/national parks, etc).  Additionally, the project tackles some 
of the weaknesses of the Pilbara in terms of accessibility of natural areas, creating 
opportunities for Aboriginal tourism and further nature based tourism experienced.  

Through the development of trails, individual products and experiences can be presented 
to existing and future potential visitors in a manner that highlights the Pilbara as a tourism 
destination in its own right (as opposed to a ‘stopping point along the way’). Segmenting 

the trails allows for individual experiences and products to be customised to homogeneous 
market segments and presenting them with similar activities/experiences in the region for 
them to also consider. At the same time, the trails will highlight to visitors other potential 
experiences and attractions in any given destination (e.g. if a visitor is attracted to the 
Murujuga National Park (Burrup Peninsula), they can also see the NW Shelf as another 

potential experience to participate in).  

It will be important that the trails are identified in detail, providing sufficient information 

regarding the individual experiences and products, in a digital format. The internet is now 
the largest source of information for domestic travellers when deciding upon a destination 
to visit (Roy Morgan, 2012), so it is paramount that the trails have a strong web-based 
presence.  

Importance of Tourism Operators 

The consultation and tourism product audit clearly identified that there is currently a lack 

of commercial tourism operators providing visitors (or potential visitors) with access to 
many of the Pilbara’s natural tourism attractions. This lack of access is one of the major 
impediments to tourism development in the region and has been identified as a critical 
step moving forward if the Pilbara is to leverage its tourism potential.  

At the same time, in order to new tourism operators to be successful and provide a viable 
and sustainable service, sufficient levels of demand (or critical mass) for the experience 

need to exist.  

With this in mind, the Pilbara requires existing tourism experiences and products to be 
promoted to potential tourism operators and at the same time marketed to potential 
visitors.  In such a manner, tour operators can be attracted together with future visitors, 
thereby providing a solid business case for new tourism operators.  

On-going training and support will be required as the region naturally grows and adapts 
to increasing levels of demand and increasing diversity and sophistication of tourism 
operators. This on-going training will be an important effort to ensure that new tourism 

operators can be successful and sustainable over time.   
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4.3.2 Regional/Destination Marketing  

Description  

This initiative would involve a multi-pronged, multi-faceted approach to raise general 
awareness of tourism experiences in the Pilbara, directed and targeted at specific market 

segments, including travel agents, and target groups. The marketing would be carried out 
over traditional and digital mediums and focus on the natural competitive advantages and 
existing attractions of the region (i.e. nature based tourism, cultural tourism and industrial 
tourism). These efforts would coincide with other initiatives to build capacity across a range 
of tourism products (i.e. tour operators, access, amenity, etc.) in order to build up to a 
critical mass/sufficient demand to warrant and sustain these operations.   

The initiative would be delivered across different themes (i.e. adventure/outdoors, 

arts/culture/heritage and industrial) which would work in harmony together to provide 
maximum exposure and increase awareness of the available experiences, thereby 
attracting more visitors. The increase in visitation would then drive increase in demand for 
tourism experiences, which would spur new tourism operators (as part of the evolution of 
the destination lifecycle).  

The marketing would be carried across multiple initiatives:  

 Increased signage in the Pilbara: The existing investment in the Warlu Way signage 
should be leveraged further by replacing the existing signs with larger, more modern 
signs that provide an explanation of the Warlu Way as well as descriptions of the three 
tourism trails (refer Section 4.3.1). The signs should also point out local experiences 
and attractions to visitors as well as provide for a digital interface (e.g. QR codes, 
internet web address, etc.) which can provide the visitor with further information. It is 
recognised that many of these signs are located in areas with poor mobile reception, 

but visitors could access the information once a signal is regained, if they had the web 
address. Moving forward in the future, investigations should be made into ensuring that 
each sign can connect to a satellite to provide internet accessibility on site.   

 Digital/Mobile engagement: This element would include both web/digital and mobile 
interfaces for and with consumers. It would provide information about the key tourism 
experiences and routes in the Pilbara (refer Section 4.3.1). The key tourism 

experiences (including the key natural attractions, cultural attractions and industrial 

attractions) need to be highlighted at a regional and local level in a manner that will 
entice the target market to investigate the destination further. Given the current mobile 
coverage in the area, it will be important that any apps used do not require an active 
mobile signal and can present the experiences in any area without the need to connect 
to the internet.  

 Targeted online marketing campaign: In order to create greater awareness and 

raise the profile of the Pilbara, greater levels of marketing are required. The marketing 
efforts should build on the region’s key strengths and be focused on the three trails 
and associated target market segments.  

Rationale  

In addition to the development of new tourism product (and local operators), increasing 
marketing and targeting specific groups is another key step required for the Pilbara to grow 
and continue its tourism development.  

This initiative is aimed at overcoming of the largest impediment to tourism development in 
the Pilbara, which is the perception of the region for tourism in the market. All research, 
analysis and consultation has identified that the Pilbara has considerable tourism product 
that can provide a similar experience to many well-established Australian tourism 
destinations (in certain product groups). The knowledge of this tourism product (i.e. nature 
based tourism, cultural tourism, industrial tourism) is widely unknown in many potential 
source markets and overshadowed by the prowess of the mining sector in the Pilbara. The 

access to much of the product is also limited by a lack of tourism operators (refer Section 
4.3.1).  

An important aspect to the business case for most tourism operators is a lack of sufficient 
and sustainable demand, so driving future demand is pinnacle to the future success of 
tourism in the Pilbara (and increasing access through growing tourism operators through 
the increases in demand).  
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 Signage: General signage in terms of tourism in the Pilbara (e.g. information, caravan 

parks, etc.) is appropriate. However, very little signage exists in regards to the specific 
tourism products and major attractions in the region. The existing Warlu Way signs 
provide significant coverage across the Pilbara, however, without explanation they are 

often confusing to visitors.  

There is no evidence of the significant coastal and water based experiences, which 
combined with the dominate perception of the Pilbara as a mining and resource areas 
provides no basis on which to understand or be aware of the potential tourism offer. 
Karijini National Park is arguably the most recognisable tourism attraction in the Pilbara 
and signage for the park only exists in proximity to it (e.g. there is no signage along 
the coast for Karijini National Park). Given the fact that most of the coastal destinations 

(and indeed the islands) are located off of the main coastal highway, greater signage 
would promote an increase of awareness and knowledge about the tourism offer. 
Equally, signage regarding the tourism offer inland (positioned on the coast) would 
promote greater awareness of the tourism offer inland. Both of these initiatives would 
encourage greater length of stay (instead of many visitors currently trying to simply 
drive through the Pilbara).  

 Digital/Mobile Engagement: The online tourism product audit (conducted for this 
project) failed to uncover many of the most attractive experiences (in an appropriate 
manner). Today, the internet is a critical tool for tourism marketing and attracting 
visitors. The internet will become the single most dominant information source for 
visitors in order to inform destinations for travel. Currently, available information online 
fails to effectively promote or represent the experience that is on offer in the Pilbara.  

By contrast, the Kimberley features prominently in Australia as an outback, rugged, 

adventure destination, while the Pilbara does not but offers a similar experience for 
visitors and greater proximity from Perth (a key source market for Australia’s North 
West). Additionally, it will be important that mobile tools or apps do not require an 
active internet connection to function properly, which allows visitors to use mobile 
devices to learn about and explore the many experiences around the Pilbara.  

 Online Marketing Campaign: Utilising digital mediums will allow the Pilbara to tap 
into the greatest source of information that visitors consult when deciding upon a 

destination to travel to. It also offers the ability to tailor messages to specific audiences 

and target specific geographies. Furthermore, marketing efforts can be tracked 
efficiently (compared to traditional publications).  

4.3.3 Diverse Range of Accommodation  

Description 

This initiative would include the development of a diversity and variety of accommodation, 

including caravan parks, backpacker accommodation, family accommodation, eco-
accommodation and camping. It will be important to link the accommodation to as many 
of the local experiences as possible to increase the emotional connection that visitors can 
experience.  

This initiative will be undertaken in a number of ways, including:  

 Working with various local governments that have identified sites for caravan parks 
and/or backpacker accommodation. 

 Approaching pastoralists regarding stations stays or simply using land for eco-style 
accommodation. 

 Identifying options for making local caravan parks more RV friendly, as well as other 
infrastructure to support caravan parks, e.g. dump points, water, information bays. 

 Engaging with Aboriginal Corporations regarding potential eco-accommodation 
developments (connected to cultural/heritage developments). 

 Engaging with Department of Parks and Wildlife and Tourism WA in regards to the 

Naturebank program. 

 Engaging with Department of Parks and Wildlife regarding the expansion of the camping 
offer into new areas of existing national parks as well as onto the islands off the coast.  
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 Identifying potential sites in between two (or more) major attractions (thereby reducing 

drive times with in the Pilbara and increasing length of stay). 

 ‘Camping with Custodians’, which would include a pod-based module that would 
provide basic camping amenity (i.e. kitchen, water, toilet), which allows the 

development to have a very low impact on the environment as well as the ability to be 
relocated (if needed). These pods could be distributed in various Aboriginal areas that 
provide proximity to major transport nodes and provide ancillary experiences, which 
could provide localised economic and tourism opportunities for various Aboriginal 
communities.  

Importance of Indigenous Tourism  

This project recognises the significant potential for Aboriginal tourism experience in the 

Pilbara. Beyond the ‘Camping with Custodians’ experience, there will be a focus on 
driving accommodation developments provided by various Aboriginal Corporations 
across the region, including refurbishment of traditional pubs, new eco-accommodation 
or others.  

Rationale 

Since the end of the mining investment boom, the accommodation supply shortage in the 

Pilbara has eased, given the reduction in demand. However, the required diversity of 
accommodation product in order to attract increasing numbers of visitors (in targeted 
segments) is missing. In line with the development lifecycle of the destination, a diversity 
and variety of accommodation is required, which would assist in attracting a variety of 
visitors and ensuring that multiple tastes and consumer desires can be met locally. The 
diversity of accommodation will address specific needs of distinct visitor groups (e.g. 
caravan and camping, nature-based or adventure tourists, etc.).  

Caravanning is a major source for existing leisure visitation to the Pilbara. The region is 
part of the national circumnavigation of the country and most caravan visitors completing 
this trek must pass through the Pilbara. The market is growing and the Western Australian 
Government has a currently policy to promote caravan and camping across the State. At 
the same time, backpackers form an important labour pool for the local economy and 

currently struggle to find suitable accommodation in some centres, which allows them to 
stay and work (and spend money). Expanding backpacker accommodation will support 

overall economic growth and international tourism.  

The natural environment of the Pilbara is a leading attraction for many leisure visitors and 
by expanding the accommodation offer across this natural environment, it will be possible 
to increase visitation in the region. The provision of this style of accommodation is often 
very cost effective (in comparison with traditional hotel or motel accommodation 
development).  

The ‘Camping with Custodians’ project would also leverage many of the Pilbara’s key 
strengths including natural beauty and attraction, Aboriginal tourism as well as expand on 
a key existing market segment.  Additionally, the project tackles some of the weaknesses 
of the region in terms of accessibility of natural areas, creating opportunities for Aboriginal 
tourism and overcoming costly up-front investment.  

4.3.4 Long-term Tourism Development Priorities   

There are numerous, significant tourism products that could be developed over the long-

term in the Pilbara, which would add considerable value to the tourism sector, including:  

 Wildlife park: the park would focus on indigenous and non-indigenous animal species, 
ideally set amongst a national park or other conduction natural setting. The park should 
be orientated more towards an interpretive experience as opposed to simply portraying 
animals. Alternatively, such a development could be a marine wildlife park located 
somewhere along the coast.    

 Better and more extensive road infrastructure: There are extensive road 

improvements and extensions that would strongly support tourism into the future. 
Replacing many existing unseals road with bitumen would provide greater connectivity 
within the Pilbara and facilitate greater levels of visitation within the region. These 
routes would include Karratha to Tom Price, Millstream Chichester National Park to 
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Karijini National Park, Marble Bar to Nullagine (and on to Newman) and Mt. Augustus 

to Paraburdoo. 

 Marinas (Onslow, Point Sampson, Dampier, Port Hedland): The development of 
numerous marinas along the coast would provide important infrastructure for growing 

water-based coastal tourism. 

 Airport expansions (Onslow, Karratha, Port Hedland, Newman): Various airport 
expansions would support greater levels of access to the region, particularly from 
overseas. Increasing capacity and capability in addition to recruiting airlines to develop 
new routes will improve the connectivity and accessibility of the Pilbara for tourism.  

 Hotels: The development of a diverse range of hotels at varying price points (including 
provision for family accommodation) would provide greater levels of choice and help to 

accommodate a more diverse range of visitors.  

 Sky Bridge at Dales Gorge: The introduction of a man-made attraction at one of the 
key National Park attractions would provide another driver for increasing visitation. 
Introducing man-made features (such as a Sky Bridge or other) is consistent with the 

growth and diversification of a destination over time. These features also provide a new 
and expanded mechanism for visitors to interact with one of the key attractions for the 

Pilbara.  

All of these projects represent significant and more sophisticated tourism product. The 
combination of major infrastructure (primarily geared towards visitors) as well as purpose 
built, man-made attractions and high end, nationally branded hotels are all consistent with 
the continued evolution of the Pilbara as a tourism destination. As such, this type of tourism 
production will be required in the future to ensure tourism provides its maximum value to 
the local economy.  

4.4 Priority Local Initiatives  

In addition to the priority regional initiatives, a variety of priority local initiatives have also 
been developed to further augment and support the regional initiatives. These projects are 
based on the local environment and providing local value, while at the same time providing 

value and contributing to the regional initiatives.  

There are considerable synergies between the local and regional initiatives, as would be 
expected, and they are provided for completeness and to provide direction at the local level 
in regards to priority tourism products (in addition to the direction provided at the regional 
level).  

The priority local initiatives are highlighted in the following table (Table 4.3) and provided 
in Appendix C with further details.  
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Table 4.3: Priority Local Tourism Product Initiatives  

Ashburton East Pilbara Port Hedland Roebourne 

Short to Medium Term  
 Greater access to the 

Monte Bello and 
Mackerel Islands 
through tours 

 Fishing charters/tours 
 Onslow Airport 
 Redeveloped caravan 

park  
 Mt. Nameless Tours  
 Increasing amenity 

(e.g. retail, 
restaurants, services, 
etc.) 

Long-term 
 Onslow Marina  
 Diverse range of hotels 

(e.g. type, quality and 
price) 

Short to Medium Term  
 Dawn of Life Trail 
 Canning Stock Route 
 Marble Bar Experience 
 Increase amenity (e.g. 

retail, restaurants, 
services, etc.) 

Long-term 
 Better road 

connections 
o Marble Bar to 

Newman 
o To Alice Springs 

and Darwin 
o Possible 

connections to East 
Coast 

 Diverse range of hotels 
(e.g. type, quality and 
price) 

Short to Medium Term  
 Industrial tourism 
 Backpacker 

accommodation 
 Cruise shipping 
 Wildlife tours (i.e. 

turtles, whales, etc.) 
 Fishing charters/tours 
 Increase amenity (e.g. 

retail, restaurants, 
services, etc.) 

Long-term 
 Spoilbank Marina 
 Airport expansion 
 Diverse range of hotels 

(e.g. type, quality and 
price) 

Short to Medium Term  
 Murujuga National 

Park Development 
 Increased access to 

Dampier Archipelago, 
Monte Bello Islands 
through tour operators 

 New caravan park 
 Local culture and 

heritage 
 Increase amenity (e.g. 

retail, restaurants, 
services, etc.) 

Long-term 
 New and expanded 

marina (Dampier) 
 Airport expansion 
 Extend bitumen road 

all the way to 
Millstream National 
Park 

 Diverse range of hotels 
(e.g. type, quality and 
price) 

Source: AEC 
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5. Pilbara Tourism Product Development 
Plan  

5.1 Tourism Vision  

By 2050, the Pilbara is a recognised tourism destination, attracting a range of 
visitors with its natural and man-made attractions and delivering a variety of 
significant economic, social and community benefits to the residents of the 
Pilbara.  

5.2 Tourism Product Development Plan  

The purpose of the Pilbara Tourism Product Development Plan is to provide a strong 
framework for the long-term development of the tourism industry in the Pilbara. Various 

priority regional and local initiatives have been identified to contribute to the vision and 
support the long-term growth of tourism (over the short-term) during the implementation 

of the plan.  

A more formal strategic framework is required to guide tourism development over the 
longer term. The Pilbara Tourism Product Development Plan includes three key pillars to 
support the vision:  

 Product Development: Development and creation of a diverse range of tourism 
products (both natural and man-made) to suit an ever growing diversity of visitors 
(including attraction of various tourism operators). 

 Marketing and Promotions: Consistent branding and messages targeted at specific 
market segments, and travel agents, and growing in terms of innovative 
communication techniques and sophisticated processes.  

 Training and Support: Provision of training and support to a range of local 
stakeholders to ensure the sustainability of the local tourism industry, including the 

training of Aboriginal rangers, local business training for tourism operator as well as 
on-going professional development and training through tourism focused workshops.  

Figure 5.1: Pilbara Tourism Product Development Plan  

 

Source: AEC 
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Tourism is developed over the long term. It will be important that a concerted, long-
term effort is made to build tourism in the Pilbara. Historically, the demands and 
pressures from the mining sector have translated to a lack of focus on tourism (given 

the significant pressures of the intensive mining and resource activities). If tourism is to 
grow and succeed in the Pilbara, the effort to develop tourism product must be consistent 
over time and not suffer from distractions or interference.   

As highlighted in the Priority Regional Initiatives (refer Section 4.1), there are strong 
synergies between product development and marketing. As the destination evolves over 
time, both of these initiatives will grow and adapt. While naturally still connected, over 
time each pillar will provide a more focused approach (e.g. marketing will engage in more 

and more targeted approaches to visitors and the local product will adapt and morph 
overtime to attract more visitors).  

Adequate training will be a significant component of the success of tourism product 
development in the Pilbara and indeed the tourism industry in the region. Given the current 

lack of professional tourism operators in the region, considerable training may be required 
by new operators. Numerous Aboriginal rangers will need training and many other 

operators may lack the business background and training to ensure sustainability. Beyond 
tourism and business basics, on-going professional development and support of operators 
will be required. As the industry evolves, it will be necessary to ensure that all operators 
are knowledgeable of the latest trends and methods being applied across the industry. 
Various workshops on specific topics (e.g. internet marketing, brand promise, yield 
management, etc.) should be considered.  
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6. Implementation Plan  

6.1 Regional Tourism Trails  

Table 6.1: Regional Tourism Trails Implementation Plan    

Actions/Tasks Lead Agency  Support Agency 

 Confirm themes and sub-themes:  
o Adventure and outdoors 

 Coastal and water based activities 
 Camping and hiking  
 4X4 trekking 

o Arts, culture and heritage  
o Industrial and resources 

 Form regional working group of stakeholders to identify all 
tourism experiences for each theme and sub-theme 

 Identify all tourism experiences and products  
 Gather, collect and collate imagery to support each tourism 

experience and/or product  
 Clearly map out each thematic trail through connecting 

experiences, imagery and destination/geographic location (see 
figures below Figure 6.1, Figure 6.2, Figure 6.3 

 Conduct appraisal of infrastructure required to support drive 
market in the region (e.g. information bays, public Wi-Fi, dump 
points, etc.) 

 Identify appropriate web presence and required technical 
specifications to support imagery, mapping and ability for users to 
search geo-spatially, by theme, by experience 

 Pilbara 
Regional 
Council  

 Tourism WA 
 Pilbara 

Development 
Commission 

 Local Governments  
 VICs 
 WAITOC  
 Australia’s North 

West  
 TrackCare WA 
 DEC  
 4X4 Organisations 

Source: AEC 

Figure 6.1: Adventure and Outdoors Thematic Trail   

Source: Source: RAC sourced from www.australiasnorthwest.com.au, AEC 
Imagery courtesy of Tourism WA 

http://www.australiasnorthwest.com.au/
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Figure 6.2: Arts, Culture and Heritage Thematic Trail   

 
Source: RAC sourced from www.australiasnorthwest.com.au, AEC 
Imagery courtesy of Tourism WA 

 

Figure 6.3: Industrial and Resources Thematic Trail    

 
Source: Source: RAC sourced from www.australiasnorthwest.com.au, AEC 
Imagery courtesy of Tourism WA 

http://www.australiasnorthwest.com.au/
http://www.australiasnorthwest.com.au/
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6.2 Regional/Destination Marketing     

Table 6.2: Regional/Destination Marketing Implementation Plan    

Actions/Tasks Lead Agency  Support Agency 

Increased Signage in the Pilbara    

 Review trails and location of various product 
 Review locations of existing Warlu Way signage 
 Identify existing Warlu Way signage locations that can be 

leveraged for expanded signage (e.g. proximity to tourism 
experiences and products) 

 Develop concept designs for new signage to allow for:  
o Expanded definition of Warlu Way 
o Identification of thematic trails 
o Tourism experiences, attractions and product in immediate 

proximity 
o Web linkages 

 Develop specific content for each individual sign  
 Develop proofs for each sign  
 Confirm content and approve proofs 
 Production of signage  
 Installation of new signage  

 Pilbara 
Regional 
Council  

 Tourism WA 
 Pilbara 

Development 
Commission 

 Local Governments  
 VICs  
 WAITOC  
 Australia’s North 

West  

Digital/Mobile Engagement    

 Confirm all experiences and content (refer Table 6.1) 
 Identify necessary technical specifications for:  

o Web Presence: interactive/thematic mapping and directory 
of experiences with high image content 

o Mobile App: mobile app with mapping capability (note GPS 
component) to catalogue experiences and products across 
the region 

 Contract supplier to develop both web presence and mobile app 
 Load web presence to Australia’s North West website  
 Link web presence to all VIC websites, local government sites 

and Tourism WA to drive all digital traffic to this site for 
information regarding tourism in the Pilbara 

 Pilbara 
Regional 
Council  

 Tourism WA 
 Pilbara 

Development 
Commission 

 Local Governments  
 VICs 
 WAITOC  
 Australia’s North 

West  

Targeted Online Marketing Campaign     

 Identify and clearly outline target markets  
o Perth Metropolitan Region  
o Nature-based, cultural and heritage, and adventure visitors 
o Self-drive and ‘Grey Nomad’ market  

 Develop marketing concepts  
o ‘Discover your adventure in the Pilbara’ 
o ‘Discover the Pilbara’ 
o ‘Expand your horizons in the Pilbara’ 
o ‘Outback adventure zone’ 
o ‘More stars than Hollywood’ 
o ‘Big sky country’  

 Review online advertising packages  
 Develop marketing content  

o Advertisements  
 Deploy campaign  
 Measure and report click throughs, site visits and other activity 

 Australia’s 
North West  

 Tourism WA 
 Pilbara 

Development 
Commission 

 Pilbara Regional 
Council  

 Local Governments  
 VICs 
 WAITOC  

Source: AEC 

It should be noted that the online marketing campaign will not be the only campaign. It is 
anticipated that other marketing will also take place, particularly in conjunction with 
Australia’s North West and their on-going campaigns and programs. It is anticipated that 

the information contained regarding the thematic tourism trails will be translated to a 
variety of materials for existing programs (like the regional visitor’s guide).  
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6.3 Diverse Range of Accommodation  

Table 6.3: Diverse Range of Accommodation Implementation Plan    

Actions/Tasks Lead Agency  Support Agency 

 Clearly define accommodation projects in size, scale and types 
of locations 

 Identify relevant stakeholders (e.g. local governments, 
pastoralists, DPAW, etc.)  

 Engage with each stakeholder regarding specific projects to 
identify specific sites/locations 

 Prepare initial feasibility/viability of individual projects  
 Prepare business case (including feasibility/viability as well as 

market demand assessment)  
 Work with stakeholders to identify potential grant funding to 

support the establishment of accommodation  
 Prepare relevant marketing information (investment outline or 

information memorandum) 
 Identify and engage with potential investors 

 Pilbara 
Development 
Commission 
 

 Tourism WA 
 Pilbara Regional 

Council  
 Local Governments  
 VICs 
 WAITOC  
 DEC 

Source: AEC 

The above table highlights a generic set of activities that will require customisation based 
on the specific type of accommodation product and the associated partner organisation. It 
will be important overall to demonstrate the potential of the products (through a market 

demand assessment and feasibility/viability assessment) in order attract private sector 
investment.  

There are naturally a variety of funding and planning issues associated with most of this 
implementation plan. It is expected that both the private and public sector must participate 
in funding this implementation plan. Government funding (i.e. grants) should lead and 
provide for infrastructure, land assembly as well as contribute to matching funds from the 
private sector and/or Aboriginal Corporations. Given the current state and nature of 

tourism in the Pilbara, it will be necessary for Government (at all levels) to contribute to 
providing a catalyst for future growth and development of tourism in the region.  

Additionally, there will be a variety of planning issues in regards to implementing this 
strategy, including amendments to pastoral leases, environmental regulations as well as 

coastal access and management issues. These must be dealt with in a proactive manner 
with a focus of future development, jobs and investment in tourism, which will benefit the 

community as a whole.   
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7. Visitor Information Centres  

The Pilbara currently has eight Visitor Information Centres (VICs) throughout the region 
(Figure 7.1). They are located mostly in major towns and centres as well as in the Karijini 
National Park. 

Figure 7.1: Pilbara Visitor Information Centres  

 

Source: RAC sourced from www.australiasnorthwest.com.au, AEC 

An assessment of all of these VICs highlights a series of current strengths and weaknesses 
as highlighted in the following table (Table 7.1).  

Table 7.1: Strengths and Weaknesses of Visitor Information Centres   

Strengths Weaknesses 

 All are functional in current form 
 Provide valuable information regarding the local 

area 
 Staff are knowledgeable about the area and 

passionate about promoting tourism 
 All have websites with a variety of information 

available 
 For the most part, facilities are sufficient and 

functional for visitors  
 Receive reasonable levels of patronage 

(generally between 30,000-60,000 visitors per 
year, depending on the centre) 

 Funding is currently in place 

 Disparate and often parochial efforts 
 Lack of a holistic understanding of all tourism 

product in the region (e.g. no single source for 
all information, which provides potential for 
visitors missing out on experiences) 

 Some tourism product not identified on websites 
 Relatively disjointed regional marketing efforts 

(e.g. some centres market some attractions 
outside of their immediate areas but not others) 

 Seems to be more competitive nature amongst 
the centres over a collaborative approach 

 Lack of local tourism operators puts strain on 
local VICs (as they have to often try to overcome 
the absence of operators directly) 

 Cost and funding challenges, reducing the 
effectiveness of VICs   

Source: AEC 

Many of the strengths and weaknesses of the existing VICs relates to the current set up 
and funding of them (i.e. funded by the individual local governments). As the Pilbara 
continues to grow and develop as a tourism destination, a more coordinated and 

sophisticated approach to VICs will be required.  

Karijini Visitor CentreTom Price Visitor Centre

Roebourne Visitor Centre Port Hedland Visitor CentreOnslow Visitor Centre

Newman Visitor Centre

Marble Bar Visitor CentreKarratha Visitor Centre

http://www.australiasnorthwest.com.au/
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Given the nature of the Pilbara, its tourism assets and its challenges, providing a unified 

network of VICs could lead to better coordination and more consistent marketing of the 
region and all of its attractions (as opposed to simply the local ones), which in turn would 
help to increase length of stay, expenditure and yield. Operating as one unit would also 

provide a certain critical mass and scale, which should allow for streamlining of certain 
processes and activities (e.g. centralised accounting, marketing, etc.). Achieving these 
economies of scale should lead to overall cost savings, while providing better service at the 
same time.  

The combined network of VICs could function as an independent body (or as part of an 
existing regional body, such as the Pilbara Regional Council). This would allow for central 
coordination of marketing of the Pilbara and raise the profile and importance of the VICs 

in the region.  

An investigation should be made into the potential to group the VICs into one organisation, 
highlighting the potential role and responsibilities of the organisation, potential benefits, 
risk and issues. The group of visitors could take on a broader marketing function, providing 
a Pilbara specific voice for tourism in the Pilbara.  
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8. Future Potential Tourism Impact   

As highlighted previously, the Pilbara is likely located between the ‘Involvement’ and 
‘Development’ stages of the tourism product lifecycle. If new tourism product is developed, 
investment goes into tourism infrastructure and advertising/marketing of the Pilbara takes 
place, then the region should progress along the curve plotted below (Figure 8.1) towards 

the ‘Development’ phase. 

Figure 8.1: Destination Tourism Product Lifecycle  

 

Source: Butler (2006) 

In order to identify the potential growth in visitation, AEC investigated various case studies 

of other destinations that have evolved through the tourism lifecycle. These investigations 
highlighted an annual growth range of 4.4%-7.3% per annum as the destination moved 
from the ‘Involvement’ stage into ‘Development’.  

This analysis includes the following assumptions:  

 2013 leisure visitor numbers should be half way between pre-boom peak and post-
boom trough, estimated at 246,664, in appreciation of the negative impacts of the 
mining investment boom on leisure tourism (i.e. the ‘crowding out of leisure visitation’). 

 From 2013, the Tourism Life Cycle curve suggests leisure visitor numbers will grow 
exponentially for the next 22 years at 4.4-7.3% p.a. (based on a series of case studies) 
from 246,664 to about 636,000-1.2 million leisure visitors by 2035. 

 By 2018, leisure visitors are assumed to have recovered and reconnected with their 
respective Tourism Life Cycle curve, and continue with the curve to 2035. 

 This is consistent with the Pilbara moving from an Involvement phased to a 

Development Phase, and compares with the TRA’s forecast of just over 270,000 leisure 
tourists by 2035, which is still lower than the peaks of the early 2000s (and relatively 
unrealistic based on the historic evidence). 

 Using the destination product lifecycle curve as a guide, the Pilbara was more advanced 
in the early 2000s and then the mining investment boom caused the destination to lose 
visitors in the normal developmental path 
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Figure 8.2: Leisure Visitation Forecasts, Pilbara, 2000-2035 

 

Note: Visitors refers to leisure visitors only. 
Source: AEC 

The case study used (Rodriguez, et. al., 2008) assessed the number of foreign tourist 
arrivals for several countries between 1997 and 2005. The median growth rate between 

these countries was 4.4% per annum, and the maximum was 19.8% (Cuba). But to exclude 

such extreme outliers, the third quartile (at or below which 75% of results reside) of 7.3% 
was used. Rodriguez, et. al. (2008) only covers a period of eight years. However, two more 
case studies (Zhong, et. al., 2008 and Andriotis, n.d.) plotted tourist arrivals to a national 
park in China and Crete, respectively. And these destinations appeared to maintain a strong 
linear (or even exponentially) growth trend for 22 years. As a result, the growth rates from 

Rodriguez, et. al. (2008) are applied to the Pilbara for the next 22 years to 2035. 

  

0

100,000

200,000

300,000

400,000

500,000

600,000

700,000

800,000

900,000

1,000,000

1,100,000

1,200,000

L
e

is
u

re
 V

is
it

o
rs

Visitors (Historical) Visitors (Forecast, TRA)
Visitors (Forecast, 4.4%) Visitors (Forecast, 7.3%)
Visitors (Tourism Product Life Cycle, 4.4%) Visitors (Tourism Product Life Cycle, 7.3%)



Pilbara Tourism Product Development Plan 
Final Report 

                33 

Table 8.1: Growth in arrivals of foreign tourists to selected countries (1997=100) 

Country 1997 2005 Average 
Growth 

Rate 

Cyprus 100.0 142.4 4.5% 

Croatia 100.0 58.3 -6.5% 

Egypt 100.0 133.3 3.7% 

Greece 100.0 123.0 2.6% 

Malta 100.0 135.6 3.9% 

Portugal 100.0 140.8 4.4% 

Spain 100.0 140.1 4.3% 

Morocco 100.0 80.6 -2.7% 

Tunisia 100.0 147.3 5.0% 

Turkey 100.0 186.7 8.1% 

Israel 100.0 182.7 7.8% 

Caribbean 100.0 140.3 4.3% 

R. Dominican 100.0 176.9 7.4% 

Cuba 100.0 425.1 19.8% 

Western-Africa 100.0 172.7 7.1% 

Southeast Asia 100.0 136.2 3.9% 

Balearic Islands 100.0 171.9 7.0% 

Canary Islands 100.0 191.9 8.5% 

Median 100.0 141.6 4.4% 

Third Quartile 100.0 175.9 7.3% 

Maximum 100.0 425.1 19.8% 

Source: Rodriguez, et. al. (2008) 

Such a dramatic increase in visitation would translate to a significant increase in visitor 
expenditure and a substantial lift to the economic contribution from tourism in the Pilbara. 
The table below (Table 8.2) shows the potential increase in leisure visitors and leisure 
visitor expenditure. Under these broad assumptions, investment and growth in tourism 

product has the potential to deliver between $269 million and $602 million in additional 
visitor expenditure to the region by 2035 (compared to 2013), if the Pilbara develops along 
the typical destination tourism product lifecycle. This analysis makes no assumptions in 

regards to an increase in yield (i.e. expenditure per visitor) or an increase in length of stay, 
both of which would likely increase the potential future impact further (in terms of visitor 
expenditure). 

Table 8.2: Future Potential Leisure Visitor and Visitor Expenditure, Pilbara 

  2013 2035 

  Historic 
Scenario 1  

(4.4% p.a. growth) 
Scenario 2  

(7.3% p.a. growth) 

Visitors (‘000) 212                   636             1,162  

Expenditure ($m) $134.0 $402.6 $735.7 

Note: Analysis uses current average visitor expenditure in the Pilbara ($633 per visitor). 2035 values are in 2013 dollars.  
Source: AEC, Tourism WA (2014), TRA (2013) 
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Appendix A: Desktop Tourism Product Gap Assessment  

Figure F.1: Cluster Map of Visitor Activities, Pilbara 

Source: TRA (2013) 
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Figure F.2: Cluster Map of Visitor Activities, Pilbara (Inset Box) 

 

Source: TRA (2013) 
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Table F.1: Tourism Activity by Lifestyle Group Matrix, Domestic Overnight Trips, Pilbara 

 

Source: TRA (2013) 

A B C D E F G H I J K

Go to the beach (including swimming)  X X X X X X X X

Visit national parks or State parks  X X X X X X X X

Visit botanical or other public gardens 

Go whale or dolphin watching (in the ocean) 

Visit the outback (1998-1999) 

Visit farms 

Bushwalking or rainforest walks (2000 onwards)  X X X X X X X X X X

Visit the reef (2002 onwards) 

Go fishing  X X X X X X X

Play golf 

Play other sports  X X

Other outdoor activities (e.g. horse riding, rock climbing etc)  X X

Exercise, gym or swimming at a local pool, river or creek  X X X X X X

Scuba diving (2000 onwards) 

Snorkelling (2003 onwards) 

Snow skiing (2003 onwards) 

Attend theatre concerts or other performing arts  X

Visit museums or art galleries  X X X

Visit art or craft workshops or studios 

Attend festivals or fairs or cultural events 

Experience aboriginal art or craft and cultural displays 

Visit an aboriginal site or community 

Visit history, heritage buildings sites or monuments  X X X X X X

Visit amusements or theme parks 

Visit wildlife parks, zoos or aquariums 

Go on guided tours or excursions 

Tourist trains 

Visit industrial tourism attractions (eg breweries mines)  X X

Visit wineries 

Charter boat, cruise or ferry ride 

Going to markets (street, weekend or art craft) (2000 onwards) 

Visit a health spa or well-being centre (2003 onwards) 

Visit or stay on an island (2003 onwards) 

Visit friends and relatives  X X X X X X X X X X

Eat out at restaurants  X X X X X X X X X X

Movies or videos 

Pubs clubs discos etc  X X X X X X X X

Visit casinos 

Attend an organised sporting event  X X X

Go shopping (pleasure)  X X X X X X

General sight seeing  X X X X X X X X X X

Go on a daytrip to another place  X

Picnics or BBQs  X X X X X X

Going to the Olympics (2000 only) 

Surfing (2004 onwards) 

Water activities or sports (2004 onwards)  X

Go cycling (from 2006 onwards) 

Attend movies or cinema (2007 onwards) 

Other 

Activity Life Cycle Groups (a)
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Table F.2: Tourism Activity by Lifestyle Group Matrix Legend 

 

 

Lifestyle Group

Young single living at home A
Young single living alone or in shared accommodation B
Midlife single C
Young/midlife couple, no kids D
Parent with youngest child aged 5 or less E
Parent with youngest child aged 6-14 F
Parent with youngest child aged 15+ still living at home G
Older working single H
Older non-working single I
Older working married person J
Older non-working married person K

AUS Top 5 Activities

AUS Top 6-10 Activities

AUS Top 11-20

Remainder of Activities

X Pilbara Top 10 Activity
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Appendix B: Detailed Tourism Product Evaluation  

Table B.2: Potential Future Tourism Product, Pilbara  

Activities/Product Ashburton East Pilbara Roebourne Port Hedland Pilbara 

Attractions and Activities            

Nature-based tourism            

National parks  X X X     

Fishing X   X X   

Diving X   X     

Boating X   X X   

Kayaking X   X     

Islands (Montebello, Mackerel, Dampier Archipelago)  X   X     

Marine life X   X X   

Artificial reef X   X X   

Sunsets X X X X X 

Hiking  X X X X X 

Swimming  X X X X X 

Star gazing  X X X X X 

Staircase to the Moon X   X X   

Storm chasing  X   X X   

Endurance racing  X X X X X 

Mt. Nameless tours  X         

Whale watching and turtle watching  X   X X   

Wild flowers  X X X     

Iconic 4X4 trekking    X       

Quad Bike tours    X X     

Fossicking for gemstones    X X     

Walking and biking trails  X X X     

Large man-made attraction (chairlift, etc.) to compliment natural attraction X X       

Geo-tourism (Karijini National Park)  X X       

Wildlife park  X X X X X 

Bird watching  X X X X X 

Industrial tourism           

Mine sites tours X X       

Port facilities tours     X X   

Offshore infrastructure tours X   X     

Cultural/heritage tourism            

Cossack      X     

Old Onslow X         

Old Roebourne Gaol     X     

Burrup Peninsula tours      X     

Tours of Montebello Islands  X   X     
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Activities/Product Ashburton East Pilbara Roebourne Port Hedland Pilbara 

Aboriginal art galleries  X X X X X 

Aboriginal cultural centres  X X X X X 

Balla Balla tours     X     

Aboriginal experiences (history, food, traditions, etc.)  X X X X X 

Mining history  X X X X X 

Rock art  X X X X X 

Canning Stock Route   X       

Museums X X X X X 

Festivals and events (arts festival, music, etc.) X X X X X 

Interpretive centres  X X X X X 

Markets      X X   

Educational tourism (geology, anthropology, archaeology, palaeontology, etc.) X X X X X 

Dawn of Life Trail    X       

Access            

Marinas (Onslow, Dampier, Point Sampson, Port Hedland) X   X X   

Improve access to islands  X   X     

Improving Canning Stock Route    X       

Improve access to beaches  X   X X   

Training of Aboriginal rangers  X X X X X 

Bitumen road from Tom Price to Millstream  X X       

Better booking system for camping in national parks  X X X X X 

Pastoral routes    X       

Digital/mobile apps and routes  X X X X X 

Improve cruise ship access     X X   

Increase airport infrastructure (Onslow, Karratha, Port Hedland)  X   X X   

Increase road access to Alice Springs, Marble Bar to Newman   X       

Increased capability for business events      X X   

Self drive tours (caravan, RV, wicked camper, etc.)  X X X X X 

Amenities            

Picnic areas  X X X X X 

Infrastructure and amenity on islands  X   X     

Wi-Fi hotspots  X X X X X 

Dump points for caravans  X   X X   

Increased retail amenity  X X X X X 

Increased restaurant amenity  X X X X X 

Accommodation            

Hotel refurbishments (Whim Creek, Roebourne, Victoria Hotel, etc.)     X     

New Hotels  X X X X X 

Camping in National Parks X X       

Station stays  X X X X X 

Eco accommodation (on islands, national parks, coastal locations) X X X X X 

Commercial caravan parks  X X X X X 

Camping with Custodians X X X X X 
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Activities/Product Ashburton East Pilbara Roebourne Port Hedland Pilbara 

RV friendly accommodation X X X X X 

Family accommodation  X X X X X 

Awareness            

Entry signage  X X X X X 

Pilbara brand  X X X X X 

Signage for major activities/attractions  X X X X X 

Signage for Karijini (and other national parks) X X X X X 

Mobile apps with touring routes/attractions/activities  X X X X X 

Improve and increase marketing  X X X X X 

Improve access to information within the region  X X X X X 

Targeted marketing campaign (kids at no cost, hottest place in world, etc.) X X X X X 
Source: AEC 
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Table B.2: Detailed Tourism Product Evaluation, Pilbara  

Activities/Product Timeliness Effectiveness Cost Impact Summary 

Attractions and Activities            

Nature-based tourism            

National parks  2.5 2.0 2.5 3.0 10.00 

Fishing 3.0 2.5 2.5 2.5 10.50 

Diving 2.5 2.0 2.5 2.5 9.50 

Boating 2.5 2.0 2.0 2.5 9.00 

Kayaking 3.0 2.0 2.0 2.0 9.00 

Islands (Montebello, Mackerel, Dampier Archipelago)  2.5 2.5 2.0 3.0 10.00 

Marine life 2.5 2.0 2.0 2.0 8.50 

Sunsets 3.0 0.5 3.0 0.5 7.00 

Hiking  3.0 1.5 2.0 2.0 8.50 

Swimming  3.0 0.5 3.0 0.5 7.00 

Star gazing  3.0 0.5 2.5 0.5 6.50 

Staircase to the Moon 3.0 1.5 2.0 2.0 8.50 

Storm chasing  2.5 0.5 2.0 1.5 6.50 

Endurance racing  2.5 1.0 2.0 2.0 7.50 

Mt. Nameless tours  3.0 1.5 2.5 3.0 10.00 

Whale watching and turtle watching  2.5 1.5 2.0 2.0 8.00 

Wild flowers  3.0 1.0 2.5 2.0 8.50 

Iconic 4X4 trekking  3.0 2.5 2.0 3.0 10.50 

Quad Bike tours  2.5 2.5 1.5 3.0 9.50 

Fossicking for gemstones  2.0 1.0 2.0 1.0 6.00 

Walking and biking trails  2.5 1.5 2.0 1.5 7.50 

Large man-made attraction (chairlift, etc.) to compliment natural attraction 1.0 3.0 1.0 2.5 7.50 

Geo-tourism (Karijini National Park)  2.5 1.0 1.5 2.0 7.00 

Wildlife park  1.0 2.5 2.0 2.5 8.00 

Bird watching  3.0 1.0 2.5 2.0 8.50 

Industrial tourism           

Mine sites tours 3.0 2.0 2.0 2.0 9.00 

Port facilities tours 3.0 2.0 2.0 2.0 9.00 

Offshore infrastructure tours 2.0 2.0 1.0 2.0 7.00 

Cultural/heritage tourism            

Cossack  2.5 1.5 1.5 2.0 7.50 

Old Onslow 2.5 1.5 1.5 2.0 7.50 

Old Roebourne Gaol 2.5 1.5 1.5 2.0 7.50 

Burrup Peninsula tours  2.0 2.5 2.5 3.0 10.00 
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Activities/Product Timeliness Effectiveness Cost Impact Summary 

Tours of Montebello Islands  2.5 2.5 2.0 3.0 10.00 

Aboriginal art galleries  3.0 1.0 2.5 2.0 8.50 

Aboriginal cultural centres  2.0 2.0 2.0 2.0 8.00 

Balla Balla tours 2.0 2.0 2.5 3.0 9.50 

Aboriginal experiences (history, food, traditions, etc.)  2.5 2.0 3.0 3.0 10.50 

Mining history  3.0 2.0 2.0 2.0 9.00 

Rock art  2.5 2.0 2.5 2.0 9.00 

Canning Stock Route 2.0 2.5 1.5 2.5 8.50 

Museums 2.0 1.5 1.5 2.0 7.00 

Festivals and events (arts festival, music, etc.) 2.5 2.5 2.0 3.0 10.00 

Interpretive centres  2.0 1.5 1.5 1.5 6.50 

Markets  2.0 2.0 2.0 2.5 8.50 

Educational tourism (geology, anthropology, archaeology, palaeontology, etc.) 1.0 1.5 2.5 2.0 7.00 

Dawn of Life Trail  2.5 2.0 2.5 2.0 9.00 

Access            

Marinas (Onslow, Dampier, Point Sampson, Port Hedland) 2.0 3.0 1.0 3.0 9.00 

Improve access to islands  2.0 3.0 2.0 3.0 10.00 

Improving Canning Stock Route  2.0 2.5 2.0 2.5 9.00 

Improve access to beaches  2.5 2.0 2.5 2.0 9.00 

Training of Aboriginal rangers  2.5 2.5 2.5 3.0 10.50 

Bitumen road from Tom Price to Millstream  1.0 2.0 0.5 2.0 5.50 

Better booking system for camping in national parks  2.0 2.0 1.5 2.5 8.00 

Pastoral routes  2.0 2.0 2.5 2.0 8.50 

Digital/mobile apps and routes  2.5 3.0 2.0 3.0 10.50 

Improve cruise ship access 1.0 3.0 0.5 2.5 7.00 

Increase airport infrastructure (Onslow, Karratha, Port Hedland)  1.0 3.0 0.5 3.0 7.50 

Increase road access to Alice Springs, Marble Bar to Newman 1.0 2.5 0.5 2.5 6.50 

Increased capability for business events  2.5 2.5 1.5 3.0 9.50 

Self drive tours (caravan, RV, wicked camper, etc.)  2.5 2.5 2.5 2.5 10.00 

Amenities            

Picnic areas  2.0 2.0 2.5 2.5 9.00 

Infrastructure and amenity on islands  2.0 2.5 2.0 3.0 9.50 

Wi-Fi hotspots  2.0 2.0 2.0 2.5 8.50 

Dump points for caravans  2.0 1.5 1.0 1.5 6.00 

Increased retail amenity  2.0 1.5 1.0 2.5 7.00 

Increased restaurant amenity  2.0 1.5 1.0 2.5 7.00 

Accommodation            



Pilbara Tourism Product Development Plan 
Final Report 

                44 

Activities/Product Timeliness Effectiveness Cost Impact Summary 

Hotel refurbishments (Whim Creek, Roebourne, Victoria Hotel, etc.) 2.5 2.0 2.0 3.0 9.50 

New Hotels  2.0 1.5 1.0 1.5 6.00 

Camping in National Parks 2.5 3.0 2.0 3.0 10.50 

Station stays  2.5 2.0 2.0 2.0 8.50 

Eco accommodation (on islands, national parks, coastal locations) 2.5 3.0 2.0 3.0 10.50 

Commercial caravan parks  2.0 2.0 2.0 3.0 9.00 

Camping with Custodians 2.5 2.0 2.5 3.0 10.00 

RV friendly accommodation 2.0 2.0 2.0 2.5 8.50 

Family accommodation  2.0 2.0 2.0 2.0 8.00 

Awareness            

Entry signage  2.5 1.0 2.0 2.0 7.50 

Pilbara brand  3.0 2.5 2.0 2.0 9.50 

Signage for major activities/attractions  3.0 2.5 2.0 2.5 10.00 

Signage for Karijini (and other national parks) 2.5 2.0 2.0 2.0 8.50 

Mobile apps with touring routes/attractions/activities  2.5 2.5 2.0 3.0 10.00 

Improve and increase marketing  3.0 3.0 2.0 3.0 11.00 

Improve access to information within the region  3.0 2.0 2.0 3.0 10.00 

Targeted marketing campaign (kids at no cost, hottest place in world, etc.) 3.0 2.5 2.0 2.5 10.00 
Source: AEC 
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Appendix C: Priority Local Tourism Product 
Initiatives  

Shire of Ashburton 

Short to Medium Term  

Monte Bello & Mackerel Islands  

Description  

This project would seek to promote the opportunities and experiences of the Monte Bello 

and Mackerel Islands including diving, boating, sailing and overnight accommodation. 
These opportunities would be targeted at both potential visitors as well as potential 
operators.  The messaging for both audiences will be different but the need to attract both 
groups is critical. Marketing to consumers should take place through a targeted digital 

campaign, increased signage and other marketing initiatives to raise awareness. In parallel, 
a program to promote the investment opportunity should also be conducted based on the 
strength of the natural assets as well as the on-going government funded marketing 

programs to drive demand. This project would link strongly to regional initiatives to 
increase awareness both for prospective visitors as well as for potential tourism operators.  

Outside of marketing, it will also be important to explore opportunities to develop eco-
accommodation that provides a low environmental impact but provides an opportunity for 
visitors to experience the many islands in a different manner than just a day trip.  

Rationale 

The Monte Bello and Mackerel Islands is the most underutilised tourism assets in the Shire 

of Ashburton and potentially the Pilbara. The pristine natural environment of water and 
islands provides a tremendous attraction on par with other well-known tourist destinations 
around Australia. Fishing, diving, snorkelling, sailing and boating abound as well as the 
opportunity for numerous tours.  

The key issue with the Monte Bello and Mackerel Islands is not the experience or product 
itself, it is the access to it (primarily through a lack of tourism operators and options) and 

the awareness of it. There is a need to have a higher number of visitors seeking these 
experiences before tourism operators can begin business.  Without a critical mass, it will 
be impossible to leverage this tourism asset. 

Putting additional accommodation on the islands will generate a new attraction to drive 
visitation and significantly increase expenditure and yield. This product also aligns well to 
the rugged and pristine natural environment as well as increases in nature-based tourism 
around the country. This project would be supported further through regional initiatives to 

develop eco-accommodation in pristine natural environments.  

Fishing  

Description  

This project would seek to promote the opportunities for fishing off of the coast of Onslow. 
Naturally, this activity is part of the broader offer of the Monte Bello and Mackerel Islands 

and the waters off the coast, however, the experience is significant enough to warrant a 

specific focus. Similar to the Monte Bello and Mackerel Islands, marketing for both potential 
visitors and operators will be required.   

Rationale 

The fishing offer off the coast of Onslow is considerable and consultation indicated that it 
was potentially superior to Dampier and Port Hedland. The recent increase in new 
accommodation in Onslow (and the current construction) means that future 

accommodation supply will be available, particularly after the Wheatstone Project is 
completed. The construction of the Onslow airport will also mean that direct access to 
Onslow from capital cities (probably through Perth most likely), making this attraction more 
accessible.  
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However, in order for the accommodation and airport to be truly leveraged, chartered 

fishing operators have to provide access, knowledge and the overall experience. Tours are 
not currently possible because of the lack of critical mass to support the business. 
Attracting operators will be critical in order to leverage the new accommodation and airport.   

Caravan Park  

Description  

This project would entail the Shire of Ashburton, Tourism WA and Pilbara Development 
Commission working collaboratively to market the opportunity to redevelop the Onslow 
Caravan Park. 

Rationale 

The Onslow Caravan Park is in need of refurbishment.  With the new caravan park that is 
currently being developed, it will be important for the Onslow Caravan Park to redevelop 
in order to maintain its competitiveness.  

Caravanning aligns well to the existing visitor profile for the local area and the Pilbara. 

Access to and quality of caravanning infrastructure (including of dump points, water, etc.) 
was highlighted as a current deficiency. Given the recent past of intense mining and 

resource activity, there is a lack of caravan parks that are purpose built and geared towards 
leisure tourism. Tourism WA currently has a strong policy framework for supporting the 
growth of Caravan and Camping through the State.   

Onslow Airport  

Description  

Finalising construction of the airport is critical and will assist to improve access to the 

Pilbara and to Onslow specifically. However, it should be noted that having the airport 
completed in and of itself is not a trigger for increased access. Developing regular 
passenger traffic (RPT) will be equally important as is working together with the airline(s) 
to drive visitation to the destination. These efforts should focus on the niche offerings in 
Onslow, namely fishing, boating, scuba, etc.  

Rationale 

The Onslow Airport is almost completed with airside infrastructure in place and already in 

use. The airport is a critical link to unlocking access to the Monte Bello and Mackerel 
Islands, the fishing experience and others off the waters of Onslow. This critical 
infrastructure can help drive visitor demand significantly, which in turn can help generate 
sufficient critical mass for operators to return to the market. The airport helps to overcome 
one of the major impediments of tourism in the Pilbara, distance and access.  

Tours of Mt. Nameless 

Description  

This project would provide a 4X4 SUV to take small groups of visitors to the top of Mt. 
Nameless to see the mining operation in Tom Price, as well as get an overview of the 
Hamersley Range and the town of Tom Price. The tour could also include a lunch and an 
interpretive Aboriginal experience, including the history of the local Indigenous people, 
their culture, beliefs, traditional ceremonies and food. The tours would take approximately 

3-5 hours (depending on the interpretive experiences offered) and be run from the VIC.  

Rationale 

Industrial tourism in regards to the large mining operations is a current attraction for the 
Pilbara (and Tom Price). However, the existing tours only run generally in peak season as 
a minimum number of participants is required in order for the tours to be financially viable. 
The VIC receives a high level of inquiry for mine tours from small groups of people. While 
the tour of Mt. Nameless is not a substitute for the mine tour, it does allow visitors to see 

and experience mine (from a safe distance), which also solves some OH&S issues 
(regarding mine tours). Additionally, the tour would allow visitors to potentially engage 
with the local Aboriginal culture and heritage, something else that the VIC receives regular 
requests for.  
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Lastly, this tour could be an opportunity for the VIC to generate an alternative revenue 

stream to help fund operations. This tour is unlikely to compete with existing commercial 
operators, given the small numbers.  

Amenity  

Description 

This project seeks to improve visitor amenity (including retail and restaurants) in order to 
increase visitor satisfaction and increase expenditure. There have been a range of 
improvements through the Tom Price Revitalisation program and there is currently a 
significant amount of development taking place in Onslow. These projects should continue 
to drive higher levels of amenity (for residents and visitors). This project should seek to 

encourage new retailers, restaurants and other amenity to occupy new developments.      

Rationale 

The product audit and consultation identified that increasing tourism amenity would assist 
in attracting (and keeping) visitors as well as generating greater levels of expenditure. 
Ensuring new retail and restaurants occupy new developments in Onslow will support other 

initiatives in the town.   

Long-term  

There are numerous, significant tourism products that could be developed over the long-
term in the Shire of Ashburton, which would add considerable value to the tourism sector, 
including:  

 Onslow marina  

 Hotels (including family accommodation and higher star rated properties)  

Shire of East Pilbara 

Short to Medium Term  

Dawn of Life Trail  

Description  

This project would seek to develop a walking and interpretive trail to view the earliest 
known signs of life on the planet.  Typically, many of these fossils are in very difficult to 
reach terrain, so it will be important to identify specific sites along an accessible trail or 
route. Interpretive signs will need to explain the geological evidence and help to tell the 
story of evolution as well as how scientists today use this evidence to identify signs of 
potential life on Mars. Interlinking local Aboriginal heritage and culture would add to the 
overall experience and understanding of the region. This trail could be expanded beyond 

the East Pilbara Shire. Marketing the trail will be important and would link with other 
regional initiatives.  

Rationale 

The Pilbara has some of the earliest signs of life on the planet. There is a proliferation of 
some of the oldest known fossils in the world in the Eastern Pilbara. However, much of this 

evidence is difficult to find and locate as well as to understand. Providing clear trails and 
routes with the associated interpretive signage will be important for visitors to access this 

attraction. This project would align with part of the existing visitor profile and embrace the 
rugged, natural beauty of the Pilbara. It could also link with local Aboriginal culture and 
heritage.    

Canning Stock Route  

Description  

This project would seek to promote use of the Canning Stock Route for 4X4 treks, using 
Newman as a beginning/end point. It would require promoting the Canning Stock Route 
access from Newman and promoting Newman as a good base for the trek. Highlighting the 
additional ‘outback’ products in the East Pilbara would support this effort as well. This 
marketing would also help drive interest and demand, which would help to create a critical 
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mass, which may encourage more tour operators to start running this route and others, 

e.g. Rudall National Park, local lookouts.  

Rationale 

The Canning Stock Route is the longest historic stock route in the world. Today it is a known 

4X4 adventure route, traversing from Wiluna in the Midwest to Halls Creek in the Kimberley 
and passes through a considerable portion of the East Pilbara Shire. Newman is a natural 
beginning or end of the route, given the location of the route. Increasing visitors to the 
Canning Stock Route through Newman would increase inland visitation in the Pilbara and 
generate tourism expenditure in Newman.  

Marble Bar Experience   

Description  

This project would embrace the unique history of Marble Bar and engage with some of the 
Pilbara’s specific attractions (e.g. Ironclad Hotel, gold prospecting, swimming holes and 
gorges, heritage trails/sites). The experience could be marketed in numerous ways building 
on the uniqueness of the location and experience. One outlet driving into the town for 

example, sells the idea of “have a hot coffee in the hottest place in Australia”. Additional 

and existing walking and driving trails and interpretive signage would also be of value for 
some of the town’s attractions, e.g. the WWII Secret Airbase, the museum, old railway 
lines/ stations and homesteads. 

Rationale 

Marble Bar has an interesting and unique history that, if marketed properly, could attract 
greater visitor numbers and expenditure to the region. Furthermore, many visitors come 
to Marble Bar specifically to experience the extreme nature of the destination – the heat 

(and cold – desert temperatures can range from -10 to +60 degrees Celsius), the ancient 
geology and the isolation. These are additional attractions that can be marketed. 

Amenity  

Description 

This project seeks to improve visitor amenity (including retail and restaurants) in order to 

increase visitor satisfaction and increase expenditure. There have been a range of 

improvements through the Newman Revitalisation program and more are currently 
underway. These projects should continue to drive higher levels of amenity (for residents 
and visitors). This project should seek to encourage new retailers, restaurants and other 
amenity to occupy new developments.      

Rationale 

The product audit and consultation identified that increasing tourism amenity would assist 

in attracting (and keeping) visitors as well as generating greater levels of expenditure. 
Ensuring new retail and restaurants occupy new developments in Newman will support 
other initiatives in the town.   

Long-term  

There are numerous, significant tourism products that could be developed over the long-
term in the Shire of East Pilbara, which would add considerable value to the tourism sector, 

including:  

 Better road connections: 

o Between Marble Bar and Newman 

o To Alice Springs and Darwin 

o Possibly to the east coast 

 Hotels (including family accommodation and higher star rated properties)  

 Airport expansion  
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Town of Port Hedland  

Short to Medium Term  

Industrial Tourism  

Description  

This project would see an expansion of the current experience for Port tours. An 
independent, professional operator would provide Port tours in conjunction with the mining 
companies so that visitors could experience the world’s largest bulk commodity export port. 

The operator would be able to tell stories behind the development of Port Hedland, the 
history of the iron ore trade and its current development (record shipments of ore and 
some of the world’s largest transport ships). This human element would greatly expand 
the overall experience, combined with the necessary safety briefings and guidelines, which 
in themselves provide a ‘resource sector experience’.  

To augment this experience, the construction of a viewing tower that would provide a 

panoramic view of the Port, boats, various berths, loaders, stockpiles, rail infrastructure, 

West End, the Spoilbank and the ocean, should be considered. The platform would include 
interactive displays that provide a history of the iron ore trade and Port Hedland, leading 
up to the most recent current record shipments and a basic description regarding the iron 
ore trade that originates in Port Hedland, including the connection to the mines in the East 
Pilbara.  

Rationale 

Port Hedland is the world’s largest bulk commodity export port and a major industrial and 
resource site in WA (and Australia) and is a current attraction. By having a professional 
operator engage in the tour, the overall experience would be increased, which in turn would 
increase social media and anecdotal testimonials, that then would drive further visitation. 
Additionally, by having a third party provider conduct the tours, the mining companies can 
focus on their core activities, which is the operation and running of the Port.  As described 
above, the mining companies and the operator must work close together to ensure that all 

safety regulations are adhered to in a strict manner.  

There is a major issue with industrial tourism in that most of the most significant and 
valuable attractions (from a tourism perspective) are very active industrial areas that can 
be dangerous for people who do not have a sufficient level of safety training and/or can 
cause OH&S issues. The construction of a viewing tower would provide an iconic attraction 
that would allow visitors to safely engage with and experience the Port and to better 
understand the unique history of Port Hedland (and the Pilbara). Such an attraction would 

also draw people to West End, Port Hedland and provide a potential trigger to cause people 
to exit the main highway and drive into Port Hedland. The construction of the viewing tower 
would also offer an alternative experience, should visitors not have sufficient time to take 
the tour.  

Accommodation  

Description  

This initiative would focus on backpacker accommodation and eco-accommodation/station 
stays across the Shire.  

Numerous sites have been identified for future potential caravan park/backpacker use 
across the Town of Port Hedland.  This project would include marketing these sites actively 
for future investment and development.   

A couple of potential sites for eco-accommodation/station stays have been identified and 

efforts need to be explored with the land owner to identify the feasibility and viability of 
development. The regional and local marketing efforts would help to generate demand to 
assist this project.  

Rationale 

While there is likely not sufficient demand to warrant a caravan park (given current market 
dynamics), there is strong anecdotal evidence supporting a backpacker style 
accommodation. These visitors form an important labour pool for the local economy and 
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currently struggle to find suitable accommodation, to allow them to stay and work (and 

spend money) in the Town of Port Hedland.  

Developing low scale, eco-accommodation/station stays throughout the Shire would 
provide a variety of opportunities to capture drive based visitors and assist in ‘breaking up’ 

the long journey through the region.  These could naturally be paired with a variety of 
other Indigenous and/or Non-Indigenous experiences. The combination of the 
accommodation offer and local experience would help to increase the appeal of these 
destinations.  

Cruise Shipping 

Description 

This project would seek to encourage more frequent cruise ship visits and proactively plan 
land side experiences that allow visitors to engage with local history, heritage and other 
attractions (e.g. such as a viewing tower for the Port, Port tours, etc.). This project should 
also include the potential attraction of a Cruise Ship to be based in Port Hedland (specific 
port related infrastructure would need to be constructed to better accommodation Cruise 

Ships in the in inner harbour).  

Rationale 

Cruise shipping is one of the fastest growing aspects of tourism in the Asia-Pacific region.  
Western Australia experience an increase in cruise ship visits of 50% from 2010-11 to 
2011-12. The North West region of Australia provides some of the greatest proximity for 
cruise ships active in the Asia-Pacific region, meaning that it would be a preferred refuelling 
and stopover location compared to major capital cities, given the distance, time and cost 
to travel to these other Australian ports. Cruise ships that have visited Port Hedland have 

brought up to 2,000 visitors and the cruise ship visits have injected $500,000 in tourism 
expenditure.  

While the local economy benefits from a Cruise Ship refuelling in Port Hedland, the benefits 
increase significantly if the terminal were to become a port of embarkation/debarkation.   

Wildlife Tours  

Description 

This product would provide greater engagement with the unique wildlife of Port Hedland, 
namely turtle migration and breeding as well as whale watching.  

Night tours are currently conducted most nights during peak turtle nesting season, with 
tour groups of up to 100 people. The Port Authority is also funding cameras that will allow 
for live streaming online, which represents a great marketing opportunity. Efforts are also 
being made to sell videos to TV and on cruise ships. Similar to the port tours, having an 

independent tour operator would enhance this experience further. Enhanced marketing of 
this experience would also help to drive demand. 

Each winter Humpback whale migration season begins. Starting in early June, opportunities 
to view the whales exist off the coast of Port Hedland in very accessible waters. Similar to 
other products, it is critical that an independent professional operator establish access to 
this experience. Beyond facilitating simple access to view the whales, the operator will need 
to be focused on customer service and the experience, in order to ensure the operation will 

be sustainable.  Greater marketing of this experience will also help to drive demand, which 

will also contribute to the sustainability of the tours.   

Rationale 

Port Hedland sits in an ideal location for turtle migration and breeding as well as whale 
watching. Various species of marine turtle visit annually and there are existing tours and 
efforts to provide this experience to visitors. The easy access to both the turtles and the 
whales translates into less time the visitor needs to invest to experience them.  These 

experiences also align well with other nature experiences that the Pilbara is already known 
for and they would have the ability to bring nature-based visitors into Port Hedland.   
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Fishing 

Description 

This project involves marketing Port Hedland as a fishing destination to both potential 

visitors and potential operators. This opportunity links well with other regional initiatives. 

Rationale 

The coast of Port Hedland provides attractive fishing waters, however, the awareness of 
this attraction is not strong and access (due to lack of operators) is limited to those with 
their own boat. A critical mass (of demand) is required before viable tours can operate. For 
this reason, the opportunity needs to be marketed to both potential visitors and potential 
operators. This project would be supported by the longer-term development of a marina.  

Arts & Culture 

Description 

This project is about raising awareness and promoting the local arts and culture offer in 

Port Hedland. A combination of increased marketing and local events that focus on locally 
produced art should be pursued. Additionally, ensuring visitors have an opportunity to 

engage with local artists would deepen the local experience for visitors.  

Rationale 

Port Hedland has a budding arts and culture scene, including numerous local artists, a 
gallery and numerous events. Increasing awareness and promotion of arts and culture in 
Port Hedland would add considerable amenity for visitors. Length of stay and expenditure 
could also be increased through local expansion of arts and culture.  

Retail and Amenity  

Description 

This project seeks to improve the retail, restaurant and general tourism amenity of the 
destination in order to increase visitor satisfaction and increase expenditure. There are 
numerous on-going development efforts in Port Hedland and South Hedland, which would 
afford the opportunity for new retail or restaurants. Additionally, consideration should be 

given to the development of markets similar to other iconic attractions around Australia 

(e.g. Darwin night markets, Prahran markets, etc.) but customised for the Pilbara. The 
markets could include locally based products, including Aboriginal art, Indigenous food, 
etc. Consideration should able be given to increasing local events, both small and large, 
including events such as the North West Festival. The Yacht Club, for example, has the 
capacity to host certain events. 

Rationale 

The product audit and consultation identified that increasing retail and other tourism 

amenity would assist in attracting (and keeping) visitors as well as generating greater 
levels of expenditure. Providing markets would allow for greater levels of expenditure as 
well as provide another avenue to promote local arts and cultural products. Events would 
also provide another impetus to attract leisure visitors. Increasing retail and other tourism 
amenity would provide synergies and support the further development of cruise shipping 
and industrial tourism. 

Long-term  

There are numerous, significant tourism products that could be developed over the long-
term in the Town of Port Hedland, which would add considerable value to the tourism 
sector, including:  

 Spoilbank Marina. 

 Airport Expansion.  

 Hotels (including family accommodation, various price points and higher star rated 

properties with conference space). 
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Shire of Roebourne 

Short to Medium Term  

Murujuga National Park (Burrup Peninsula) Development  

Description  

This project seeks to support the future development of the Murujuga National Park as a 
major tourism attraction for the Shire of Roebourne. Working together with the Murujuga 
Aboriginal Corporation, the project should seek to establish a small tourism Murujuga Living 

Knowledge Centre that would act as a starting point for cultural tours led by Murujuga 
Rangers as well as a small interpretive centre to explain the history and story of the 
Peninsula and surrounds. The development would attract national park visitors as well as 
art and cultural visitors interested in the local rock art and Murujuga culture and heritage.  

Rationale 

The Burrup Peninsula is one of the most underutilised tourism assets in the Shire of 

Roebourne and potentially the Pilbara. It is rich in cultural and heritage attractions, 

including a proliferation of rock art. The Murujuga Aboriginal Corporation has current plans 
to develop tourism experiences in the Murujuga National Park and can leverage support for 
marketing, business planning and training.  

Dampier Archipelago and Monte Bello Islands 

Description  

This project would seek to promote the opportunities and experiences of the Dampier 

Archipelago through targeting both potential visitors as well as potential operators.  The 
messaging for both audiences will be different but the need to attract both groups is critical. 
Marketing to consumers should take place through a targeted digital campaign, increased 
signage and other marketing initiatives to raise awareness. In parallel, a program to 
promote the investment opportunity should also be conducted based on the strength of 
the natural assets as well as the on-going government funded marketing programs to drive 

demand. This project would link strongly to regional initiatives to increase awareness both 

for prospective visitors as well as for potential tourism operators.  

Outside of marketing, it will also be important to explore opportunities to develop eco-
accommodation that provides a low environmental impact but provides an opportunity for 
visitors to experience the many islands in a different manner than just a day trip.  

Rationale 

The Dampier Archipelago is another one of the most underutilised tourism assets in the 

Shire of Roebourne and potentially the Pilbara. The pristine natural environment of water 
and islands provides a tremendous attraction on par with other well-known tourist 
destinations around Australia. Fishing, diving, snorkelling, sailing and boating abound as 
well as the opportunity for numerous tours. The islands of the Archipelago also have 
significant historical, Aboriginal cultural and heritage value, which can also be explored. 
These experiences align with many of the activities currently undertaken by visitors.  

The key issue with the Dampier Archipelago is not the experience or product itself, it is the 

access to it (primarily through a lack of tourism operators and options) and the awareness 
of it. There is a need to have a higher number of visitors seeking these experiences before 

tourism operators can begin business.  Without a critical mass, it will be impossible to 
leverage this tourism asset. 

Putting accommodation on the islands will generate a new attraction to drive visitation and 
significantly increase expenditure and yield. This product also aligns well to the rugged and 

pristine natural environment as well as increases in nature-based tourism around the 
country. This project would be supported further through regional initiatives to develop 
eco-accommodation in pristine natural environments.  
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Caravan Park  

Description  

Numerous sites have been identified for future potential caravan park use (including 

Karratha Country Club, Cossack and Dampier). This project would include marketing these 
sites actively for future investment and development.  This project would be supported 
through regional initiatives as well.  

Rationale 

Caravanning aligns well to the existing visitor profile for the local area and the Pilbara. 
Access to and quality of caravanning infrastructure (including of dump points, water, etc.) 
was highlighted as a current deficiency. Given the recent past of intense mining and 

resource activity, there is a lack of caravan parks that are purpose built and geared towards 
leisure tourism. Tourism WA currently has a strong policy framework for supporting the 
growth of Caravan and Camping through the State.   

Local Culture and Heritage  

Description  

This project is revolves around supporting local cultural and heritage tourism assets 
through marketing these products and experiences to drive demand and visitation to them. 
These efforts to drive demand will help to support investments that have been committed 
and current development or redevelopment plans (e.g. Whim Creek Hotel, Victoria Hotel, 
NYFL Cultural Centre, etc.). At the same time, driving demand to these products will help 
to encourage and facilitate investment or reinvestment into them. These efforts will be 
supported further by regional marketing efforts.  

Rationale 

The Shire of Roebourne has numerous historical and culturally significant assets (both 
Indigenous and non-Indigenous) including Cossack, Old Roebourne Gaol, Pilbara Historical 
Rain Museum, Burrup Peninsula, Balla Balla, Whim Creek Hotel, Victoria Hotel, Red Dog 
Memorial, etc. Many of these assets currently generate visitation and many are also in 
need of further investment in order to contribute meaningfully to visitation (and there is 
currently investment earmarked for many of them). They provide a meaningful contribution 

to the overall cultural and heritage offer in the Pilbara. 

Amenity  

Description 

This project seeks to improve visitor amenity (including retail, restaurant and events) in 
order to increase visitor satisfaction and increase expenditure. There have been a range of 
redevelopment initiatives in Karratha that have increased visitor amenity recently. These 

efforts should continue and expand to include other towns within the Shire. Events should 
also be supported and expanded in order to drive further visitation. Red Earth Festival, 
Cossack Art Awards, Roebourne races and Red Dog Festival are all good examples of the 
type of events that should be supported (and expanded with new events, if possible). 
Business events should also be considered in the future (relative to supporting 
infrastructure) as well as sport and recreational events using the Leisureplex and Country 

Club precinct (once it has been upgraded).  

Rationale 

The product audit and consultation identified that increasing tourism amenity and events 
would assist in attracting (and keeping) visitors as well as generating greater levels of 
expenditure. There are numerous existing events that attract visitors and expansion of the 
event calendar (to also potentially include business events) could drive further leisure 
visitation and could potentially provide synergies with other marketing of natural and 

cultural attractions to further drive length of stay and expenditure (hence yield).  
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Long-term  

There are numerous, significant tourism products that could be developed over the long-
term in the Shire of Roebourne, which would add considerable value to the tourism sector, 
including:  

 New and expanded marina. 

 Airport expansion. 

 Extend a bitumen road all the way into Millstream National Park. 

 Hotels (including family accommodation and higher star rated properties with 
conference space). 
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