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The Karijini Experience provides
a diverse and inclusive program
of authentic, high quality arts
and cultural experiences
designed to connect people to
the breath-taking landscape of
Karijini National Park.

Reflecting its guiding principles of environment,
enrichment, rejuvenation and learning, the program
features renowned artists, high quality emerging
performers and grass roots experiences with local
Traditional Owners.

Although rated as Western Australia’s second most
iconic destination, Karijini National Park lacks the same
level of recognition as the Kimberley, Uluru, the Great
Barrier Reef and Blue Mountains. And yet, it is the second
largest National Park in WA and offers visitors some of
the most spectacular sights and experiences that can be
found within the Pilbara and indeed all of Australia. It is
considered to be one of Australia’s best-kept secrets.

Research suggests that events like The Karijini
Experience are “...a great anchor for attracting
tourism. While the destination is always available,
having a time-limited event encourages visitors to
take advantage of this opportunity and visit the place
during the event.” Avraham, E. and Ketter E. (2011)
The Role of Cultural Events in the Tourism Industry,
Routledge, ISBN-10: 0750684526.

In addition it is underpinned by local need, which is
amply demonstrated by the overwhelming support for
the event in local attendance and the extraordinary
commitment by the volunteers and in-kind contributors
from the Inland Pilbara communities.

The significant increase in attendance numbers each
year since its inception indicates that the Karijini
Experience draws more people to the region which in turn
has a positive economic impact on the Inland Pilbara.

We are committed to measuring environmental,
cultural, social and economic success that we believe
is activated by The Karijini Experience.

VISION

To be a cultural catalyst for connecting people and
raising the profile of Karijini National Park and the
surrounding Inland Pilbara.

PURPOSE

To develop and deliver an uplifting, authentic
celebration that offers the opportunity for people to
come together and be enriched through connecting
to this country and its people.

GUIDING PRINCIPLES

Connective

Authentic, intimate, handmade, localised sourcing,
innovative programming for immersion in country,
culture and the opportunity to “be”.

Creative

Inspiring, rewarding, once-in-a-lifetime experience
that makes people want to come again.

Celebratory

Celebrate the people and the place, create
opportunities for people to be included, be enriched,
rejuvenate, have fun.

Collaborative
Open to partnering, inclusive, community.

Empowering

Educate, build capacity, value arts and culture as a
means to wellbeing.

Respectful
Caring for country, slow down, keep it simple.
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KEY OBJECTIVES

Artistic Programming

To deliver an inspiring program that offers authentic
local cultural content as well as accomplished artists
from around Australia, drawing people of all ages to
learn and be enriched from their experience of the
Karijini National Park.

Marketing/Audience Development

To increase the numbers of visitors to the event and
the Inland Pilbara and grow the reputation of the
Karijini National Park.

Operational/Technical

To have a lean, but strong, and sustainable
operational team that delivers the event in a
professional manner.

Financial

To ensure the financial and organisational
independence and sustainability of the
Karijini Experience.

Governance

To guide the event to increasing self-reliance
and sustainability.

Engagement

To engage, collaborate and co-create program
content with local Traditional Owners.
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TARGET MARKET

Tourism Research Australia
has found that Australians
are more likely to travel

to events within their own
state and that, on average,
those who made overnight
trips to do so stay an
average of just over five
nights away from home and
three nights in the region
where the event was held.

Most travelled to these events using their own
transport (76%). Tourism Research Australia (2014),
Events: Drivers of Regional Tourism (Summary),
Australian Government: Austrade.

Tourism WA and Australia’s North West Tourism
currently divide the domestic market into four
segments - Aspirational Achievers, Dedicated
Discoverers, Grey Explorers and Family Connectors.
The first two segments are most desirable as they
provide the greatest economic returns (per person)
into a region.

The Karijini Experience targets Dedicated
Discoverers (including those with children).
This segment has the following characteristics:

- High income earners, socially active and looking
for something new and different.

- Travel to learn, do new things and better
themselves.

- Enjoy being the first in their peer group to
travel somewhere.

- Typically, working 35-65 year olds, with a
household income of $100,000+.

- Want to relax and rejuvenate, experience, be
excited, adventurous, educated, immersed, awed
and feel privileged.

One important aspect of the main target market for
the Karijini Experience (Dedicated Discoverers) is its
capacity to be self sufficient in their accommodation
and travel - that is they either have their own 4WD,
camper trailer or caravan or are happy to hire one.

Other markets include accidental visitors persuaded
to stay because of the Karijini Experience (who
may or may not be Dedicated Discoverers),

local audience and members of the various local
Indigenous communities.




MARKETS

WHAT THEY WANT

WHAT THE KARIJINI EXPERIENCE OFFERS

Dedicated
Discoverers

Local Audience
(surrounding
Pilbara towns)

Accidental
Visitors

Audience from
Indigenous
communities

Sponsors

Something new and something different

Learn and better themselves

Relax, rejuvenate, experience,
be excited, adventurous, immersed, awed

Cultural opportunities close to home

Can be done with children in tow

Something different to what is
offered in town

Slowing down

To travel through Karijini and
experience natural splendour

An above average experience

Relive their experience with friends
via social media and in real time

Opportunity to share knowledge

Opportunity to showcase culture

Economic impact

Chance to connect

Meeting their Corporate Social
Responsibility objectives

Engaging with Traditional Owners

Engaging with community

Partnering with local organisations

Aligning brand with similar values

Distinctive, diverse artistic program in a unigue setting

a) Access to Traditional Owners who are sharing their culture through various activities
b) Department of Parks and Wildlife Ranger walks/talks

Curated opportunities to slow down, explore and immerse themselves in awe-inspiring landscape (e.g. a day-long Healing
Walk through country, led by Traditional Owners that includes information about bush medicine)

Good quality cultural program that provides opportunity to engage with Park and friends

Family friendly program

Arts and cultural enjoyment not enjoyed since leaving the city

An opportunity to camp with friends close to home

An unexpected positive addition to their travel plans

An inspiring ‘once-in-a-lifetime’ event in a unique setting

An opportunity to act as an event ambassador, having experienced things above and beyond expectation (Word of Mouth)

Opportunity to engage with and learn from visiting Traditional Owners

Opportunity to be inspired by/learn from visiting Traditional Owners

Builds capacity through professional development and opportunities for social enterprise, performance etc.

A culturally safe environment in which to meet family and friends

Opportunity to achieve Corporate Social Responsibility outcomes without having to actively resource them

Opportunity to connect with Traditional Owners

Capacity building opportunities for employees/members

Networking opportunities

An event that expresses shared values
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Since the event’s inception, there has been a reliance The following table highlights the historic (2013-

on the local audience (Tom Price and surrounds), 2017) and projected (2018-2019) audience split. The
however, as its reputation and stature has grown, event is working towards a 30/70 ratio of local and
there has been an increase in the numbers of other audience by 2019.

intrastate and interstate visitors.

For the first time in 2017 the number of non-local
intrastate visitors, outweighed the visitors from the
local area which is an impressive measure of the
growing awareness of The Karijini Experience.

FORECAST VISITOR NUMBERS

YEAR 2013 2014 2015 2016 2017 2018 2019
Number of unique points of engagement

(attendance at individual events or workshops - e SR [eloss -

I I 3 ) 2 2

e e = e [

R O
R K

R

NB: 2013-2017 are actuals. The above projections are based on an estimated average of 3.5 points of engagement per visitor. Attendances per point of
engagement and overall visitors have doubled in the first four years. From 2017 onwardss the visitor growth rate is conservatively projected to continue at an
overall average 50% growth based on the shorter duration of the festival (from an 8 to a 5-day event) and the capped overall capacity for accommodation
in the Park (restricted by Department of Parks & Wildlife). Even with all potential extra overflow areas being deployed in 2018-2019, the total visitor numbers
would still be limited to an estimated 2,000. By promoting events in surrounding towns under the umbrella of the KE, growth beyond the limits of the Park’s
accommodation can be stimulated, thus extending the reach/impact of the event and helping to grow the reputation of the Park.

Local audience (Tom Price, Paraburdoo, Newman)
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MARKETING AND COMMUNICATION

Despite a very modest
marketing budget, the Karijini
Experience has experienced
rapid growth. It is delivering
on its aims of promoting the
region’s outstanding cultural
and environmental assets and
building the capacity that will
allow it to capitalise on its
tourism potential.

This has been achieved with;

The support of Australia’s NorthWest Tourism,
who as marketing partner have:

- Provided a half page advertisement in the
Australia’s NorthWest (ANW) Holiday Planner.
60,000 copies of which are distributed nationally,
and internationally through trade and consumer
events, as well as Tourism WA'’s channels. Also
produced in digital format, the Holiday Planner
is distributed to a wide audience via email
communication and is accessible for download
from the ANW website.

= Inclusion in media famils that travel through the
Pilbara.

- Supported the attendance of national level media
at the event; and

= Promotion through Australia’s NorthWest Tourism

An investment in a strong relationship with Tourism

WA which will see:

- Karijini Experience marketing collateral placed in
the WA Visitors Centre in Perth.

- Listed in Tourism WA'’s e-newsletter ‘This is WA
(Travel and Lifestyle news from WA)'.

- Listed in the Tourism WA ‘What’s On’ section
printed in the West Australian.

Well-developed online tools including:

- A dedicated website, Facebook page and Instagram

account that are used to disseminate information
and promote the event and region (The Karijini
Experience Facebook page has over 5000
followers).

- A professional ticketing system that integrates
seamlessly with the Karijini Experience website.

- Listing in the Australian Tourism Data Warehouse
(ATDW) as an accredited tourism business, which
is a central storage and distribution facility
for tourism industry product and destination
information from all Australian States and
Territories. This content is compiled in a nationally
agreed format and electronically accessible by
tourism business owners (operators), wholesalers,
retailers and distributors for use in their websites
and booking systems.

Professionally developed marketing collateral
including:

- Save the date postcards (which are distributed to
visitors centres including Newman, Port Hedland,
Exmouth, Karratha, Tom Price, Karijini as well as
other visitors centres along the traditional coastal

self-drive route to capture travellers heading north

in the lead up to the event).

A-frame Posters and event schedules which are
used throughout the National Park during the event.

Full detailed programs (which are utilised as part
of the digital marketing strategy and available on
the ground during the event).

Event schedule and map (which are utilised within
the digital marketing strategy, and on the ground
during the event to attract visitors to program
items that have remaining capacity).

Editorial coverage through the:

Distribution of press releases, which highlight the
depth of programing.

Media partnership with a professional Media
Company to build our reach to target audiences.

Community engagement / capacity building
elements of the event.

Beautiful imagery captured with the National Park
as its backdrop.

Invitation of a well published travel photographer/
writer yearly to increase the quality of images
available for distribution, as well as open the
channels to publication with whom they have
relationships.

Accessibility of media passes and interviews of
performers.

An influential Australian travel Instagrammer to
provide event coverage.

Numerous articles appear in the Pilbara News.

Recorded advertisements and ticket giveaways by
Spirit Radio in the lead up and during the event.

digital media channels including email distribution
list, Facebook, Instagram and online event calendar
listing on the ANW website.

- A3 Event Posters which are distributed throughout
WA visitors centres, surrounding towns and other
locations).
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PLATINUM SPONSOR

For an investment of
$50,000 your organisation
will receive the following:

- Named as the Platinum Sponsor of the
2018 Karijini Experience. This will include
verbal acknowledgement at each of the five
hallmark events (Opening Ceremony, Culinary
Experience, Gorge Event, Concert Event and

Cultural Centrepiece Event).

- Four people from your organisation will be
taken on an exclusive VIP experience from the
17th - 22nd of April. This experience includes
four tickets to each of the hallmark events
listed above and accommodation in the VIP
Camp, The Red Room.

- An opportunity to purchase additional tickets
pre-release.

- Primary logo positioning on all marketing
and promotional material (this includes the
Karijini Experience website and on marketing
collateral as produced).

- Primary placement of café barriers displaying
your logo at the Experience (your logo will
be printed onto a café barrier and as platinum
sponsor will be placed in the most prominent
locations).

Social media profile exclusive to Platinum
Sponsors, reaching an average of 20,000
individuals.

Extensive media coverage (Across both digital
and print media).

Opportunity for a representative from your
organisation to give a brief address at the
Opening Ceremony, Culinary Experience or
Concert Event. (This will follow Welcome to
Country at each event and provides opportunity to
promote your organisation in front of an audience
of your choice).

Inclusion of information on your organisation
within VIP bags which will be given to all sponsors,
media, politicians and other stakeholders in
attendance at the event.

Opportunity to discuss with Karijini Experience
other options that will maximise the benefit that
your organisation receives from its support of
this event for inclusion within your sponsorship
agreement.

An opportunity to purchase additional tickets
pre-release.

An invitation to sponsor the event in 2019.




GOLD SPONSOR

For an investment of
$30,000 your organisation
will receive the following:

- Named as a Gold Sponsor of the 2018
Karijini Experience. This will include verbal
acknowledgement at each of the five
hallmark events (Opening Ceremony, Culinary
Experience, Gorge Event, Concert Event and
Cultural Centrepiece Event).

- Two people from your organisation will be
taken on an exclusive VIP experience from the
17th - 22nd of April. This experience includes
two tickets to each of the hallmark events listed
above and accommodation in the VIP Camp,
The Red Room.

- An opportunity to purchase additional tickets
pre release.

- Secondary logo positioning on all marketing
and promotional material (this includes the
Karijini Experience website and on marketing
collateral as produced).

Secondary placement of café barriers displaying
logo at the Experience (your logo will be printed
onto a café barrier and as gold sponsor will be
placed in prominent locations).

Extensive media coverage (Across both digital
and print media).

Opportunity for a representative from your
organisation to give a brief address at the
Opening Ceremony or Concert Event (this
will follow Welcome to Country and provides
opportunity to promote your organisation in
front sponsors and other VIPs).

Inclusion of information on your organisation
within VIP bags which will be given to all sponsors,
media, politicians and other stakeholders in
attendance at the event.

Opportunity to discuss with Karijini Experience
other options that will maximise the benefit that
your organisation receives from its support of
this event for inclusion within your sponsorship
agreement.

An invitation to sponsor the event in 2019.
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SILVER SPONSOR

For an investment of
$15,000 your organisation
will receive the following:

- Named as a Silver Sponsor of the 2018
Karijini Experience.

- Two complimentary tickets to the Opening
Ceremony, Culinary Experience, Concert
Event and Cultural Centrepiece Event.

- An opportunity to purchase additional tickets
pre release.

- Tertiary logo positioning on all marketing and
promotional material.

- Tertiary placement of café barriers displaying
logo at the Experience (your logo will be
printed onto a café barrier and as silver sponsor
will be placed in prominent locations).

- Extensive media coverage.

- Opportunity to discuss with Karijini
Experience other options that will maximise
the benefit that your organisation receives from
its support of this event for inclusion within
your sponsorship agreement.

= Inclusion of information on your organisation
within VIP bags which will be given to
all sponsors, media, politicians and other
stakeholders in attendance at the event.

- An invitation to sponsor the event in 2019.

BRONZE SPONSOR

For an investment of $7,500
your organisation will receive
the following:

- Named as a Bronze Sponsor of the 2018
Karijini Experience.

- Two complimentary tickets to the Opening
Ceremony and Concert Event.

- An opportunity to purchase additional tickets
pre-release.

- Quaternary logo positioning on marketing and
promotional material.

- Quaternary placement of café barriers displaying

logo at the Experience. (Your logo will be printed
onto a café barrier and as silver sponsor will be
placed in prominent locations).

- Opportunity to discuss with Karijini Experience
other options that will maximise the benefit that
your organisation receives from its support of
this event for inclusion within your sponsorship
agreement.

- Inclusion of information on your organisation

within VIP bags which will be given to all sponsors,

media, politicians and other stakeholders in
attendance at the event.

- An invitation to sponsor the event in 2019.

SUPPORTING PARTNERS

Organisations providing

in-kind or other support up

to the value of $5,000 will

be recognised as supporting

partners and will receive the

following:

- Named as Supporting Partners of the 2018
Karijini Experience.

- Two complimentary tickets to the Concert Event.

- An opportunity to purchase additional tickets
pre-release.

- Appropriate positioning of logo on marketing
and promotional material.

- Inclusion of information on your organisation
within VIP bags which will be given to all sponsors,
media, politicians and other stakeholders in
attendance at the event.

= An invitation to support the event in 2019.
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MARKETING
COLLATERAL

The 2017 Marketing Collateral
reached International as well
as Domestic audiences in

our bid to promote both the
region and our event.

Following is a sample of the marketing

collateral and promotional items used
for the 2017 event.

11TH-15TH APRIL 2017
KARIJINIEXPERIENCE.COM
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WEDNESDAY 12 APRIL

EXPERIENCE e
2017 ok s

©TICKETED EVENT @ FAMLY FRIENDLY

Vist wunwkarfin
ickets and ro

oo pvants

st o OPERA IN THE GORGE
TUBSOAVIIUARRIL PERFORMING WITH A WASO STRING GUARTE

CULTURAL AWARENESS ©

ACOUSTIC JAM SESSION © DAN AVILA PHOTOGRAPHY SUNSET WORKSHOP O MOONRISE LOUNGE © &
om - 9om ot the Airstrio om - 300 o Hamersey Goray Ry S —-—
n > $40 per scult gensratacmiseon (chicren under 14 Free)
$120 VP Lounge

ncuige yoursel with 3 tcket tothe VIP Lounge. with
Catering from rving restaurant sensaion Farvor Limited
Tood will o aallble for purchase for goneral admission.

(Chioren must be supervised at a mes. NO GLASS

(oxcapt wine borties i llowad - boe and softoinks

must be n cans orplastc boties. BYO alcahol restrictions:
atieof wine:

FRIDAY 14 APRIL

THURSDAY 13 APRIL
KIDS YOGA

whole fami “ SATURDAY 15 APRIL

COLLABORATIVE ART & KARLINI KIDS ZONE O BUSH CULTURE WALK ©

MARTUMILLI BASKET WEAVING ©

MUSIC AND ART WORKSHOP & 10am - Tom at the Avstrp

Dot miss a rars opportunity o it and earn tho
radiional basket weaving techiaues from the Vartumill
. Tnis thvee hour inmate experience ncluces unc
i sl

ARTISTS IN RESIDENCE ©
30am - 20m at the Arstrip
Enjoy the opportunity o watch and engage with local
an Indigancus rtistsfrom across the Pibara.
ANCIENT ROCK WALK &
10am - 126m at Fortescus Fall
ing walk bk throush tme.

Within the Gorges and ear abor
Loma of the mot ancient and formations i the workd.

OTHER ACTIVITIES OFFERED AT
KARIJINI NATIONAL PARK.

Ensure you have adequate wate,hat,sunscreen and
comrtable walking shoes. Drinking water il not be
oot hi location

MARKERS MARKETS ©
o 4pm - 7pm t the Arstrip
u ol ‘Showcasing the best handmads, artisanal wares from
regionaland romoto Westorn Ausirala tho Moorrise
Makirs”Morket 1+ s  Inspie. 56 Sur 1 51ng pianty of
cash 50 you canpick up some treasures.
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THE [ A RIJINI ExpERIENCE EVENT SCHEDULE | APRIL 2017

WEDNESDAY 12 THURSDAY 13 FRIDAY 14

800am
&:30am

Kids Yoga
2:00am © ©

@ o o
pracciec Art & Karijini Art & K Art & Karijini Basket L5l
5 2" Joookreango : E o s

10:00am
10:30am
1:00am
7308
12:000m

12:30pm Bush Tucker

Cooking with
looemy Tool and

Red Dirt
Family Disco kshop
) for adults.

130pm
200pm

ARCHIE ROACH | THE PIGRAM BROTHERS

3:00pm

JOSIE ALEC | DJ GARETH ==

4:30pm

5:00pm

15TH APRIL 2017 =

Makers
Markets.
©

Rising
7:00pm ) Acoustic
Jam Session
°

7:30pm R

for tickets visit

A Night at the Karijini Theatre
)

800pm B
8:300m

2:00pm

9:30pm

10:00pm

VENUE KEY ~ ® AIRSTRIP @ HAMERSLEY GORGE @ FORTESCUE FALLS KARIJINI VISITORS CENTRE @ KALAMINA GORGE @ TICKETED EVENT @ FAMILY FRIENDLY

THE KARIJINI EXPERIENCE - 22



