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ABOUT THIS GUIDE

This Entrants Guide aims to help entrants through each stage of the Tourigkwards process,
from collating the information you will require to start yoursubmission through to submitting it
online.

This guide also contains information on key dates, the rules for entry, thgusiness and
Accommodation Standards preassessments, the consumer andonline review components,
the judging process and site visits, but mosimportantly, a question-by-question guide on how
to answer each question.

We encourage you to refer to it regularly and to navigate through each section of this guide as
you progress through the different stages of preparing and writing your submissiarone
section at a time.

e
If you are entering one of the following categories, this guide is for you:

05. ECOTOURISM

Queries

For any Tourism Awards queries, please contact:
}@< : awards@tourismcouncilwa.com.au
AN

‘\\ : 08 9416 0700
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SECTION 1. INTRODUCTION & OVERVIEW

1.1 Introduction to the Tourism Awards

[ VI WY21 wnMW! Yel + WaéWWNYel R GW s¢l T+ W6e21MW 6Ys HE
excellence. The Awards encourage businesses to meet and exceed industry standards and play

an integral role in acknowledging business excellence together with outstandirignovation,

industry professionalism and collaboration.

Preparing a Tourism Awards submission is a significant commitment, anddbes require

planning and resourcingt no matter the size of your business. It is not something you can put
together in a day or two, even a week or two. However, countless tourism businesses that have
entered the awards over the years report back the mariyenefits they see in entering.

Not only do you have a chance of gaining recognition at both a state and national level, but the
process of entering the Awards alone is invaluable. It forces you to step back from day-day
operations and assess the performance of your business, reviewgst efforts and plan for the
future.

Entering the Tourism Awards will give you the opportunity to:

Benchmark your business against peers and competitors

Develop an accurate overview of your business position

Assess and improve your business practices

Identify opportunities for business growth

Receive valuable feedback on your current business practicegrom industry experts
Increase brand awareness and leverage marketing opportunities

Gain recognition from industry

Enhance your credibility as a Tourism Award win or finalist status can boost your
reputation among customers and industry peers.

Highlight to customers your aspiration and commitment to tourism excellence
Acknowledge the contribution of your team and motivate them to strive for excellence
Strengthen your competitive edge by standing out in a crowded market

= =4 =4 -8 -8 -4 -4 -

= =4 =4

1.2 Categories

In Western Australia, there are 27 business categoriesview them here

Categories 1 to 26 are national categories. Therefore, if you are a gold winner in one of these
categories, you will automatically progress to compete at the 208 Australian Tourism Awards.

It is important that you check the eligibility requirements for the category you amntering. Ifyou
do not meet the eligibility requirements you may be disqualified.

6| Page
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1.3 Process to Enter

There are basically four steps to entering the Tourism Awards:

STEP 3.
COMPLETE
WRITTEN
SUBMISSION

STEP 2.
COMPLETE BUSINESS.,

ACCOMMODATION
STANDARDS

STEP 1.
NOMINATE YOUR
BUSINESS

Awards Portal:
atic.qualitytourismaustralia.com

NOTE: See more information about each stage further in the guide.

1.4 Key Dates

1 Nominations open- 31 March 2025

9 Nominations close - 5 June 2025

9 Submissions due- 7 August 2025

1 2025 Perth Airport WA Tourism Awards Galdinner - 8 November 2025

1.5 Awards Portal
Understanding the portal

The Quality Tourism Australia portal is a national portal managed by the Australian Tourism
Industry Council (ATIC) and used by all States/Territories as the licensees.

The Quality Tourism Framework&wards Porta) is an integrated online system that provides
access to business development programs that support Australian tourism business operators
to continually grow and develop their businesses. ThAwards Portalwas established by the
Australian Tourism Industry Council, in association with various State and Territory Tourism
Industry Councils.

The whole process for the Tourism Awards is done via this portal, including nominations, pre
assessments and submissions.

7| Page
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Log-in to your account

Access theAwards Portal atic.qualitytourismaustralia.com . If you do not remember your
password, you can reset itr please see marked in red below.

AUSTRALIAN TOURISM
INDUSTRY COUNCIL =

QUALITY TOURISM FRAMEWORK

LOGIN
Login with your email and password

Password

NEW USER? REGISTER HERE ‘

Using the dashboard

Welcome
Demo User

it
Pending Actions —

Your Shi ReviewPro account has been requested You vl receive an email with instructions once Ifs been activated

Nominate

Action Last Modified

Tkt e porct. O e ik proved ot weadn ol e precnd (] - )

1. Click on this button to nominate into the éwards

2. Once your nomination has been approved it will appear here. To work on your submission
HORHAt Wh] § WN§K IO

If you have any Business or Accommodation Standards to complete, they wéllso be listed
here and you will see them when you open the entry

3. Any submissions that you have completed or previous yeatsntries will be listed here.

4. Here you will find useful resources such as the User Guide for the awards dashboard.

Portal tips

9 fqkt WeWNYYT WRT WeWqYWiYNWRUqY W6 WWGY ! q¢lWs 1IGa
and to get familiar with the formatting .

1 If you are planning on drafting your submission on a Word or Google doc and then
pasting into your submission in theAwards Portal it is a good idea to log into the portal
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well before the submission due date toget familiar with the formatting of theAwards
Portal.

1 The way you format a table or answenay change once it is pasted into theAwards
Portal from a Word or Google doc. You must take this into account when approaching
the submission deadline because you may need to spengdome time reformatting
tables and answerswithin the Awards Portal

9 If you are creating a draft of your responses offline, aim to upload your responses as you
progress through each question of your submission. The portal can become slow in the
last few days before submissions close as multiple people will be using it.

1 Ensure any business or accommodation standards areompleted well in advance of
the entrydeadline.

1 You can save your work in thAwards Portalbefore submitting it.

1 Ensure any business or accommodation standards are completed a few days prior to
the deadline. The deadline for these may be well before the Awards submission
deadline

Troubleshooting

Experiencing Issues with Portal
If you areexperiencing delays or lost data, it could be for one of the following reasons.

T Check you connection speed and connection reliability, particularly if uploading data.

0 Most internet service providers will give you decent download speedsto
stream Netflix or access social media. However upload speeds tend to be much
FaVYs Wl awe Ul W6 R WRY WGe !l qRA2G¢ ! 0! B! YGRUU
online portal.

0 One of the simplest solutions is to plug in a LAN cable into the laptop. A cable is
hugely faster than going over Wi, especially when that WiFi is already under
pressure by multiple people.

T Check the size of your images

o Ifimages are larger than the recommended size (Images must be no bigger than
10MB each injpegor .pngformat - preferably 500dpi files), thenthe system
5 YUK qUEHAINGqUWR q

0 Resizing images tavithin (the recommended size outlined abovepefore
uploading is recommended.

0 Upload one image at a time. \&it until an image has finished uploading before
starting on the next one.

Pasting

T We know that most entrants work on their submission offline (on a Word doc), to then
copy and paste answers into the portalPlease be mindful thatthere can be problems
with the amount of content you are pasting at one time.

T 2YWUOYqWHYG! We Ul WGEt qU WG e qRGHEINWGE NIt WY N Wald+ ql
cope.
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T Act qrRUNDWHEYUqUUqWn! YaWs DAY Rt Weec UWYnqUWUWRUHS |
hidden characters in a website that adds to what is being pasted.

T Pasting is fine when done in moderation. A piece of text at a tintfenot multiple
elements because unless you have a very good internet connection, it will create
problems.

T ~20qRGUIVWGUYGHWWs YI t RUNDWYUWq6 W ¢GuW 2 HGRE T R
Your formatting and your word count may change from a Word or Google doc once
pasted in the Awards Portal TheAwards Portalword count is the only one that is
considered. Allow time to reformat your work once it is in théwards Portal

Outdated operating systems

T Itis advised not to try filling in an Awards submission on your phone. Laptops are the
best medium.

T Browsers like Chrome/Firefox/Edge offer the best experience and less issues.

T More recent operating systems, e.g., Windows 11, will also work better.

If none of the above are the issue, contact your Program Manager with the following
information:

Business name

Which submission (if more than one)

Device and browser type used

Specific issues e.g., connection keeps timing out, freezing, loosing information that was

saved

T Any images/screenshots to demonstrate what the issue is or a word of source
document that the entrant is working from.

T Copy of a file/image that was lost

- = - -

S ——————————

Do not leave to the last minute!

This is a national portal used by all States and Territories. You may find thgtloading your

answers and images on the last day/hours will take much longer than if done earlieeveryone will
be using the portal at the same time. Avoid the stress if you can.

1.6 Judging

Judging process

Judging the Tourism Awards is an intensive process with eagidge investinga considerable
amount of time to review, rate and provide feedback for each written submission. The judging
panel is split into teams of three to independently score submissions from the categories
allocated to them. After the reviewing period, a deliberation day occurs where thjadging team
confer with one another to review their scores and allocate winners. These results are looked
over by an auditor as well as the Chair of Judg to authorise the finalscoring of submissions.
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Under no circumstances will judges be held responsible for any comment, viewpoint or
expressionmade during the course of their role as a judge

Determining finalists and winners

Finalists and winners are determined by adding the following scores:

1. N6 WWTel DI RWY211 ¢aaWwt #YIl LW
2. Thedigital review score

3. The consumer rating(calculated using ReviewPrg

4. The site visit score

Entrants that achieve a score of 70% and above are deemed a finalist. Western Australia,
finalists are announced before the Gala Ceremony (refer to key dates).

Please note that not all categories have a consumer rating or site visit score.

Breakdown of Scores

05. Ecotourism

Submission Score 80 points
Digital Review Score 20 points
Consumer Review 0 points
TOTAL 100 points

What are judges looking for?

A wellwritten and clearly presented submission.

Evidence of a wellmanaged and financially sound business.

Clearly stated and measurable goals and strategies with clear outcomes.

An innovative and strategic approach.

Demonstrated flair, passion and enthusiasm for your business and the industry in

general.

T Demonstration of tourism industry knowledge and evidence of your contribution to the
industry.

T A recognition and understanding of target markets.

T A substantiated commitment to Responsible Tourism.

- = -4 -4+

INCLUDE AVOID

Logical and succinct answers ~J¢UT I RUNWe Ul Whs YI
Quality photos that complement text (add Poor-quality photos that are not relevant.
captions where possible) Extensive text where a photo and brief

description would have done
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Clean presentation with clearly labelled Hard-to-read entries, charts and diagrams
charts and diagrams with no explanation

Evidence of great ideas, innovation & Promising submissions that lose steam
passion

Quotes and testimonials that support your Generic responses using sweeping
answer statements

Tips

1.

N

10.

11.

from national judges

Your written submission accounts for the majority of your total score, so commit to

writing a great entry. Remember, the judges are reviewing what you put in your

submission, they are not judging your actual product or service.

[ YRzt WY UWaq6 1 Whuddes@aht teRKkddivinidre @bout them and understand

how they are impacting visitors.

Avoid sweeping statements . Always justify your statementsrG| Y2 RT DlWa 6 I Wh s 6! K
figures, good testimonials and case studies, etc.

fUnYl G¢qRYUWEAYaqWagé WWHzt RUIY + Ut K UWGYT RHAHRIJE We |
submissions, but entrants often fail to explainhow these are used,how it relates to the

guestion and again,what impact it has on the customers.

Evoke emotion T Judges read lots of submissions in a short timeframe. They want to be

engaged in the story and feel the passion.

Provide great customer service examples T our industry is all about customer service,

cUT Ws Wt UYs W6 cqlld VYt quWWyYGU! ¢qVY!l t Ws Yedl WI+HI1IG LW
clsc!t WGI Y2RI Ulq 6 1JWIEREISnaelinCestomeSenicetld 0 U H o R 6 IOLL
Ensure you address all points and provide your bestase studies.

Have the right text and caption with the images so the connection is clear.

Sometimes less is more T quality vs quantity. Focus on activities that link back to your

Het ROUDH Y kb WY21 ¢cadwt ql ¢cqUNRIJE We U7 W Yel Wagel NI
that have a good story and strong evidence.

Focus on the question wording to clarify you have answered all parts of the question.

Always check your response against the response guidance and tips in this guide.

Not all activities need to have fantastic results. Judges know that businesses deal with
H6caGUuUNIY WeadWaqé JWagRGWDIOWF gkt WYt WagYWRUHG2T 13 W
T RITUkqWEHERID2 VW6 IWI It 2daqt W YeWI+FGUHqIT WwWe U1 W:
Never assume anything T2 JUWRNN W! Ye We¢ | YWe UWRAHYURAWHzt RUIJY
knows anything about you or your region.

12| Page



2025 WATA Entrant Guide Ecotourism

SECTION2. GETTING STARTED

NI Dkt WOYWT YeHAqWa6 ¢ qWad WG Y WWGH WGe ! 3T W YeWel 1§
submission. Ideally you should be collating and preparing materials for your submission year

round, filing relevant information in a separate folder on your computeor in a hard copy. If you

6¢c2W0k qW YOUWaq6 Rt AWt q¢ | quUy¥Y s oW

To prepare a Tourism Awards submission, you will need:

T

OYel W7et RUWDHY WAGcecUWeUT W~¢l t DJqRUNWAGE Ua WRN W! Y:
templates and examples within theQuality TourismAccreditation program.

éRt RqY!I WU02GAHWI + WnY! WadéWWhececdRn! RUNDWGWI RYT Allc
compare.

[ RUCUHRCECOGWRUNY!I G¢cqRYUWbIt ¢cO Wt WnRNe2!l 3t AWl 321302 |
state actual figures in your submission, but percentage representations are a good idea.

A clear description of your target markets and percentage breakdown of actual

visitation by market.

Copies of customer feedback and evidence of customer satisfactiorr this could take

the form of satisfaction surveys, feedback forms, TripAdvisor comments etc.

Copies of PR activity and media coverage achieved during the qualifying period.

Details of marketing and advertising activity, and results of activity.

Examples of marketing collateralr brochures, flyers, posters and information on how

they are distributed.

Statistics on website traffic and social media usage.

OHS and Risk Management policies and procedures.

Staff development and training policies, and information on activities that took place

during the qualifying period.

2.1 Media & Promotional

You can review and edit this section at any time, however it is recommended that you complete

it early as your ten promotional images can take time to upload (especially close to the

submission deadline). Getting your 106word promotional description rightis also something

' Ye W YUkqWs ¢cUqWaqYWHIW 2t 6 RUNDWE qgé JWGct qwWa RU2 qldr

You are also required to nominate your media contact and who will collect the trophy estage
if your entry is successful.

W e e

Images

Entrants are asked to provide an additional ten images (2 hero and 8 additional)
which illustrate the business operations for media and promotional purposes.

Requirements:

T Images must be no bigger than 10MB each and in JPEG format
T Images are required to be high-resolution

T Preferably 500dpi files and in 1920 x 1080 in dimension

.
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Please note:

T These images are separate from the images included throughout your submission.

T N6WU! Ws YUKk qWAWIWT 2T NUIT WeUT Ws ROGWAWWet T We q g6 131
promotion and publications.

T You can choose to provide/upload the same images that you have used within your
submission, if relevant.

T Ensure these images are the hero images of your business thouglkonsider, for
instance, recent images you have used for marketing and advertising. You want to
choose images that best represent your business and show a range of services and
experiences (hey should be relevant to the nominated category too). It is always good
to include images with visitors and your staff if possible.

T Professionally shot photos are ideal, and a good investment for any tourism business.

100-word description

This description will be used to announce finalists and medallists during the Awards Gala, in
promotional material, potentially by media, and in website listings. It is important that this is
written in third person (not first!) and provides a brief snapstt of your product and/or business,
as relevant to the category you have entered.

Please note this description (for external use) is separate from the 160ord description you
provided when first nominating, which was intended to justify why you chose the category you
did and qualify your eligibility for it (internal use).

2.2 Planning is key

There is no doubt that the more prepared you are, the easier it will be to create a winning
submission. As mentioned previously,you should be collating and preparing materials for your
submissionyearl Y2 UT We UT Wn RGRUNWI DaW2¢UqWRUNY!I G¢ qRYUOW

1 6YKt Ws | RagqRUNe W
Decide who will write the submissionT most tourism operators write it inrhouse, but some

Yeqt Yel #UWRqWqVY We W GUARRCEORY quWAYUt 2t qc¢ UgloWwf n W Ye kK
your consultant and allow for drafts to be revised.

Though some tourism operators believe you need to employ a professional consultant to win an
¢scl 1l AlWlgé Rt WRt Uk awinaidy ISubiAigsions Hale-b¥en arittien Hycthe business
owners/managers themselves.

Start early & allocate time

It is of course different for all businesses, but as a guideline, preparing a winning submission
may take anywherebetween 40 to 50 hours from start to completion. And it will often involve
GecU! W RnnI WOqWGUYGHIWWRU W6 IWHDIIRY IGIRIC OmA & ¢loy &R (DI
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calendar is critical, and the earlier you can start, the better, as then you can spread this time
over a few months rather than a few weeks.

Before you start writing

Create a Word or Google doc 1 then screenshot each question into the document along with
qé Wl Pt YUt ywne RT ¢cUVAWet WeUWRGeNIIW YWRaqWT Yt Uk a

Questions can change from year to year, so if you have entered before and are using an old
t e HORtt RYUWeEY WeWHet AWl YUk qWnY! RUaqllaVYWe GT ¢ qllWaé L

Hold a brainstorming session T the best way to start the process is to gather the relevant
people in the business and brainstorm each question (using this guide). Dot point or create a
mind map with all information and activities that could go under eaclyuestion response. Some
of them might not make it to the final edit, but it is best to get it all on paper at the start.

This process will also reveal any questions that require further consideration or research and
determine what additional information is needed to write your submission.

A2 RIs WT a1 NIXif yollhavé Iprevibastst éntdred the awards, dig oyour previous

submission and note any areas the judges suggested needing improvement. For example, if

judges mentioned that your marketing outcomes were not tangible and measurable, make a
UYquUWYnWgé Rt WRUW! Yel WnRIt qWl I ¢nglt YW Ye W YUk qln Y

YaqUWalWgdJWTeal NIt k WnIJIT AHE H#t Wn YAWHIEIPartaRRINze () T3 ULdiH GRAH a)l
submissionsk

Review questions Tf 'n W! Y2 k 2 13 WIJ U gpiéviolisly, ihaké sLikH ¢/ éeVvidwithil
guestions carefully as there may be some changes to it. You can-tese generic information on
your business in a subsequent submission, but remember thaactivities, strategies and
outcomes need to relate to the relevant qualifying period 1 July 2024 to 30 June 2025

Brief your staff (if relevant)TlJ# G ¢ RUWs 6! W! Yek | WWIUqU! RUNWa6 WWNY e
entails. If yours is a large business, you may not be across everything from each department. In
q6 Rt WHCEH WAWRqKkt WRAGY!I q¢ UqgYWRU2Ya210Waqdé 1 3Wl 3a132c¢ L

2.3 Business Standards

Businesses entering the Tourism Awardmust demonstrate that they meet minimum business
standards relevant to their category. This can be demonstrated via relevant accreditation
through the Quality Tourism FrameworkORvia a business standards preassessment within
the online portal (to be completed prior to submitting your written entry)

Business Standards checklist

The below checklist is an indicative of the documents/information you will need to complete
your Business Standards preassessment.

Insurance

T Copy of your Public Liability Insurance (PLI)
T Copy of workers compensation coverage (if applicable)
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T Copy of other insurance policies (where applicable)
Compliance (LP&C)

T Copy of relevant licences and permits to operate
T Confirmation that the business has reliable and valid financial systems and meets all
legal Australian Taxation Office business financial reporting requirements.

Business and Marketing Planning

Short overview of your business
T A copy of your Business and Marketing Plan
o If you do not have a Business and Marketing Plan, a template will be available for
download.
o Alternatively, you can opt to answer Business and Marketing questions
Understanding of your product and target market
Understanding of what online marketing is undertaken
Understanding of what consumer review sites are used
Continuous Improvements efforts over last 12 months
Continuous Improvement plans in the next 12 months

s B B B

Customer Service

T Copy of a Customer Service Procedures Manual
o If you do not have a Customer Service Procedures Manual, a template will be
available for download.
o Alternatively, you can opt to answer Customer Service Procedures questions
T Understanding of how you cater to those with specific needs

Operating Systems

T Copy of an Operations Manual

o If you do not have an Operations Manual, a template will be available for

download.

o Alternatively, you can opt to answer Business Operations questions
Understanding of cleaning and maintenance procedures
Understanding of any food handling processes (if applicable)
Understanding of suppliers/contractors
Understanding of equipment maintenance and handling and storage of chemicals (if
applicable)

- -4 - -

Risk Management

T Copy of a Risk Management Plan
o If you do not have a Risk Management Plan, a template will be available for
download.
o Alternatively, you can opt to answer Risk Management Plan questions
T Understandingof emergency evacuation and management procedures
T Understanding of First Aid kits and training

Environmental, Social & Cultural Responsibility

T Commitment to reducing the environmental impact of your business
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T Copy of an Environmental Management Plan
o If you do not have an Environmental Management Plan, a template will be
available for download.
0 Alternatively, you can opt to answer Environmental Management questions
T Understanding of your engagement with local indigenous groups

Resources

Wherever you see the blue information symbol after a question or business standard
requirement, it means that there is more information available for this questiom see marked in
below.

Does your business have a Business and Marketing Plan? o Yes [ No

Click on the icon to open a new popup. This will help you with further information on what the
guestion requires and will give you resources to help you answer the question.

Frequently Asked Questions

My business is a Quality Tourism Accredited Business. Do | need to complete the Business
Standards section?

No. If you are a current Quality Tourism Accredited Business, your business would already have
demonstrated that you meet the minimum business standards required to enter the Tourism
Awards. Theportal will therefore automatically recognise your accreditation, so no further

action is required.

My business is not a Quality Tourism Accredited Business. Do | need to complete the
Business Standards section?

Yes. Thisisd) ¢ qRYUc¢ o Wl Dhe RI WGWUqaWe UT W YelWs YUk qWANWE HG
this section completed.

| am not sure if my business has a Quality Tourism Business Accreditation. How can | find
out?

Please contact08 94160700 or tcwa@tourismcouncilwa.com.au

Do other States and Territories need to complete the Business Standards pre -
assessment?

Yes, this is a requirement of the Australian Tourism Industry Council (ATIC) and it applies to all
States andTerritories. However, some states have accreditation as a compulsory requirement
for all businesses enteringthe Tourism Awards, therefore, the Business Standards pre

ctt Uttt aU0qWs Yedl Uk qiec GGa! WaqVY Waqd1Ja O
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How long will | take to complete the Business Standards pre -assessment?

It may take an entrantapprox. 1-2 hours to complete this sectionT if the business has all
licenses, insurancedetails and plans documented and easily accessible. More time would be
required otherwise.

Do I need to complete the Business Standards pre -assessment for every nomination | have
made?

No. You will only need to complete this once, irrespective of how many entries you are making.

| have previously entered the Western Australian Tourism Awards and completed the
Business Standards preassessment then. Do | need to complete this agai n?

The portal will recognise your previous Business Standards pi&ssessment, however, there
maybet YGWWET T RqRYUc¢ 0 Whue 3t qRY Ut W6 c¢cqll! Ye s RGO WUIIIT |
as updating anyinformation (e.g., licenses, plans, etc.) that has changed since.

Will the Business Standards section be judged/scored?

No, but it will be checked by the Program Manager or Accreditation Officer to ensure your
business meetsminimum business standards.

Will | receive confirmation once my Business Standards pre -assessment has been
reviewed?

Entrants will only be contacted if more information is required or if any answers in this section
need to beexpanded.

What if | fail the Business Standards pre -assessment?

There is no pass or fail for the Business Standards. If your business does not meet the minimum
standards required, the Program Manager will contact you with further information and support
to get you to the level that it needs to be to enter the TourisnwArds. It is the busines$Jt «
responsibility to act on the changesequired to meet the minimum standards

Where can | find the Business Standards pre -assessment?

The Business Standards section will be available to you after your nomination has been
approved.

Log-in to the Awards Portaland click on the GO TO link under your nomination. If entering
Ge0qRGIEUWHREqUNY!I RIJt AWHSY Y JWYUWWUOYGRUcqRYUWN Y LWa
Business Standards, other nominated categories will recognise it as completed.

s§URIW! Ye WG ¢ 2 1 Wonyéutlagptdationlifod &elhErBekpéde, you will see the
second tab where you can find the Business Standards section.

*Please note the below is an example only. Some categories will have a different question set.
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LIMITED AWARDS TEST ACT

Welcome wn IETELEEEESEREELE “ 01. Major Tourist Attractions @

Welcome @

Welcome to your 2024 Australian Tourism Awards Submission Weicome N ©

You oan uce the tabs at the top of the peg
firct before the cyztem will allow you to ul

te between the different components of your submission. You oan work on all components at any time, however you would need to complete and cubmit your business ctanderds.
Auwerds cetegory companent.

Business Standards

i not judged nor contributes to your final score. It must be completed in order to finalise your submiseion, and will be reviewed by
wed by the judging panel

required to complete businece ctandarde. If you sre sccredited and seeing the business standards component, plesce check with your program sdminictrstor

/e complated the business standards component in previous years, some of your responses should be pre-filled automatically with what has been supplied. However any files you have uploaded previously will not be

Nhen completed, you will be one ctep closer to obtaining Quality Tourism Framework accreditation and use of the Quality Touriem Framework trademark if you wish o purcue. You can discuss with your program administrator the
option of applying for official Quality Touriem Framework scoreditation chould you with to do co.

Once you have entered thdBusiness Standards section, you will see all the sections that need
to be completed under the Business Standards*. Select any that you want to start with.

LIMITED AWARDS TEST ACT

Welcome. @ Business Detailz @ Incurance (-] LP&C © Operating Systems © Rick © ES&CR © ATDW ©
Carmploton

Business Standards. Welsome. v o

Businees Detaile x ]
It s & req standards. This sestion is not judged nor contributes to your final score. It must be complsted in order ta finalice your submission, and will be reviewed by
Yyour program administrator for purpotet of enzuring the etandard it met, however it iz not reviewed by the judging panel Insurance X ]
Piease be aware of the following LPac x ]
* Aceredited estsblishments are nat re ds. If you and seeing the with your program sdministrator. Businees & Marketing X o
* If you have completed the business standards component in previous years, come of your respanses should be pre-filled automaticslly with whet has been supplied. However any files you have uploaded previcusly will not be Customer Service % )
transferred

Operating Syztems x
When completed, you will ba cne step oloser @ Quality Tourism Framewark acoreditation and use of the Quality Tourism Framework trademark if you wish to pursus. You can disouss with your program sdministrator the perating Sys °
aption of applying for official Quality Touriem Framework scoreditation should you with to do zo. a % °

ok
ES&CA x ]
ATDW X ]

As you make your way through the questions, you will notice that a green tick will appear next to

each section. If a section has a red cross, then you have a mandatory question thatdwaot

been answered. You can continue to work and save your application, but you will not be able to

submit until these questions have been answered. To identify which questions have not yet

HIJLJOWe Ut s 131 3T aw! Ye Wwre UWHEG RAL LY botttonéot kHth fageyte W UH Y O C
show you which ones have not yet been compled.
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SECTION3. CONSUMER RATING

The consumer rating is calculated via th&keviewProplatform and is worth 20 points (this score
is different for some categories).

3.1 What is ReviewPro?

ReviewPro is an online reputation management platform that aggregates all of your online
reviews into one easy teuse platform. It provides a realtime, all in-one dashboard to track,

measure and respond to online guest reviews from 175+ review sites, incling TripAdvisor,
Google and Online Travel Agents.

ReviewPro also provides you with reports and insights to benchmark your business against your
peers and competitors.

In summary:

FEEDBACK TOOLS REPORTING

ReviewPro is a platform ...with tools for managing, ...and reporting options
for gathering guest acting and responding to to monitor, benchmark
feedback... the feedback... and gain insight.

v v vV Vv

Dashboard, filters & views

Predefined & customised reports

Reports by role =
Scheduled reports

APIl: Connect PMS, CRM, BI

e
=

>
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3.2 Your ReviewPro account

If you are entering the Awards, you will be set up with a complimentary ReviewPro account for a
limited period of time. Note:

T Tourism Council WA memberdave ongoing access to ReviewPro.
If you are Tourism Council WA member but do not have a ReviewPro account, Tourism
Council WA will create your ReviewPro accouniVhen your ReviewPro account is
activated, you will receive an email fromAwards Portal@glbs.com with details on how
to log-in to the account.
ReviewPro accounts can take up to-3 weeks to be activated.

T You are encouraged to leverage this tool to boost your submission and business.
If you are receiving a complimentary account, your access will cease at the end of the
awards period.

Leveraging your ReviewPro account

Using ReviewPro can help you to increase guest satisfaction and leverage reviews to increase
revenue, boost your rankings on review sites, and outperform your competitors.

Your exclusive ReviewPro dashboard will allow you to:

T View guest reviews from 175+ review sites and online travel agents in 45+ languages all
in one place

T Analyse positive and negative comments and respond online

T Use the ReviewPro app to receive alerts and respond in retiine
Prioritise operational and service improvements according to client feedback

Why is it important?

The guest reviews your business receives online can directly affect revenue. A higher volume of
reviews creates a strong sense of reliability and credibility around your brand and can improve
your competitive online position and visibility.

Analysing guest comments identifies areas for improvement, revealing how you can take pro
active measures to improve your business. Most importantly, having more online reviews builds
trust in consumers and increases the chances that they will book with yo

Which sources is ReviewPro collecting reviews from?

View them here For restaurants, ReviewPro also analyses OpenTable, Google DianPing, La
Fourchette and Yandex

Note: not all of these sources will count towards the GRI score. Only sources that allow ratings,
e.g., 8 out of 1Qcan be used for the GRI.
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Explore your ReviewPro dashboard

Summary

Flﬂd your 89.0% r1 %
GR\here
See how your GR\
Indexes Evolution 9§
has evolved over time \
Monitor Sy oy
performance - = 3 \\‘/, ==
across
departments with
insights pulled o = = Ja—
from reviews - Ceaniness y —
O " Room ———
O @vhe rr—

&

GRI™ Key Drivers @

Priceline Family

Booking
EnglishAustralia

Trends &
L LI .
* Download ‘
1 Priceline &6 1 1 English
tailored reports
Austrakia 87 a% 14 Couple
Family 87.0% Baoking
Business 502% Group
Solo 883 1 Google
Group Ranking
Al
ate: Wictork f 209 85.5%
Natonal: Star Ratngs.. 1260 - 87.8%
National: Hotels 3 of 222 82.3%
Nationad AL 17 836%
State: VIC - Melbourme,, 1160 &1

See where you sit compared to
other businesses

Select the date period

you want to check...

*

4 800% 3

/ ond select o period

for comparison

* Set goals for
: improvement
See what kReywords are
being used in reviews
7%
42 ,5% 52
3 \dentify areas trending

p in reviews and monitor

' positive and negative
change acrossthem

» S ® s W
- =2 < ]

22| Page



2025 WATA Entrant Guide Ecotourism

Scoring

Your Consumer Rating will be calculted based on your ReviewPro Global Review Index (GRI)*
score for the qualifying period of the 202%VATourism Awards (1 July 202430 June 2025).

To generate a GRI, you must have 25+ reviews during this perioem sources that allow ratings
across consumer review platforms (like TripAdvisor, Booking.com, Expedia and more).

Please note: Facebook reviews do not count towards the GRI score as the user can only leave

comments, not a rating.

Global Review Index (GRI)

The industry standard GlobaReview Index (GRI) is an online reputation score available

exclusively to ReviewPro clients, which is used by thousands of businesses worldwide as a
benchmark for reputation management efforts. Based on data collected from review sites, the

GRI can be calalated for a given point in time (day, week, month, year, etc.).

Grow your reviews

GET THE RIGHT TEAM IN PLACE
Your staff have a great impact on
your reviews. Businesses that earn
the best reviews tend to have a
strong emphasis on recruiting the
right people and encouraging them
to work to exceptional standards.

KNOW YOUR AUDIENCE

Pay close attention to your guest
demographic and travel purpose.
There are many different
approaches that can be enlisted to
cater to a range of customers and
entice reviews across targeted
review channels.

PROVIDE OPTIONS

People will leave a review wherever
it feels comfortable or wherever they
already have an account set up.

Avoid limiting your request to just

one website, which could restrict the
overall number of reviews you
receive online.

PROACTIVE MANAGEMENT

The best way to ensure a positive
customer experience is by
proactively engaging with your
customers. Troubleshoot problems
and respond personally to guest
needs and requests as they occur.

RESPOND TO REVIEWS

Respond to reviews online and use
negative feedback to correct what
went wrong. Maintain an active
social media presence to take

control of your business' reputation.
Use ReviewPro to track what people
are saying about your business.

ENCOURAGE SHARING ONLINE
Have a hashtag, and use branded
items or photo opportunities that
customers can snap and upload to
social media. Sharing online holds
the power of word-of-mouth.

23| Page



2025 WATA Entrant Guide Ecotourism

SECTION DIGITAL REVIEW

A businessk tligital and online presence is a significant factor in their overall success and
an important consumer touch point.

The online review accounts fo20 points. The judges will look at your website, social media and
Yaqoéll Wl+qll UcawYUGROWDW Yel #IIt k WG 3t JURDOWF qlUc dt Y
broader region in which you operate.

Process

The Digital Review can be completed by the Verification Review judge, a member of the awards
licensee staff, or an alternate judge.

The judge will undertake a review of the following:

9 N6 WwWwIUql ¢ Uqkt Ws IAL Rl

T R6WWIUql ¢Uqkt Wt YARCOWONUT ReWH6ecUUGH

9 N6UWIUq!l ¢Uqkt Wt el ASWIUNRUNWYGqRAGRY ¢ qRYU

9 R6WWIUql ¢Uqkt WI+ql UcaWwWaRt qrRUNDLWE Yal HIJY

9 N6 WWIUql ¢Uqkt WIUNeNWaGUUqWRUWg6 IWYUGRUWDWI 32 RI1J:

On nomination you are asked to supply any web/social media links you have. You can update
this information at any time, especially if details have changed i.e., now listed on booking.com.
Check all details are correct before submitting your entry. Thisis UT 131 LN thé qart&t Gt K

Note: Please ensure that you copy the full URL into these boxes (see the example below):

v iy About The Awards - Australian X ar

« > O 22 https://australiantourismawards.com.au/about-the-awards/

How to get the URL from your Google listing:

1. Google your business name

2. On the righthand corner of the
page, you should see the details of
your business and a link that says

T sce protos [RESAIN = I8 Al YYRGUW W2REDst K LW
the right).
Coffee Geek Brewers Seex®
3. Click on this link
Website Directions Save Call
4.9 4. Your reviews will pop ug copy the
Caaags URL (refer to the screenshot below)

Service options: Dine-in - Takeaway - No delivery
Address: 81 Davis Ave, South Yarra VIC 3141
Hours: Closed - Opens 7AM Thu ~

Phone: 0490 808 822
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B google.com/search?q=coffee +geek8trlz=1C1GCEA_enAU916AU916&sxsrf=ALICzsYNZOfZrDvITe8BInoNCn24ghziHA%3A1658292864503 &ei=glrXYpmeHsiP4...

Coffee Geek Brewers

81 Davis Ave, South Yarra VIC

4 2 9 196 reviews ®

4.1 Scoring

~Yt qWhe It qRYUY Ws ROGWAVWROWe W 3t oUYWnY!l Gcqalls Rqé L
HYGz QUMW nWe Wl 3t GYUH JWl WEHPIR2 It We Wh UYk W 1Jt 20 qllgé L
a scaled score is offered and parameters are outlined beiv.

The expected standard and a sliding scale (where applicable) are provided to assist in
determining the scoring for each question.

The entrant is responsible for providing the correct link/s at each question to demonstrate they
are meeting the expected standard.

7a¢Ut WY WRUAYI | WAqWGERUE Y Ws ROGGLWE qal ¢ Halle W HY 1 JWYT

What will be checked?

Question URLs Required Expectation Max. Score
Website (9 available points
Does the website provide | - Homepage Providing a clear overviewof should 2
a clear overview of the -FAQs include:
product/service? - logos or 1 clearcommunication of what
awards/accreditation the product/service is (05)
mentions 1 a selection of highquality

relevant images (0.5)

. anFAQ page (0.5)
1 andlogos i.e. QTAB, Star
Ratings, Industry Membership,
Tourism Awards etc.(0.5)
Is there a clear call to Thereshould be a book now button, 1
action on the website? detailed contact information, or booking
enquiry information which is easy to find
and clear.
? Y1t Wad IJWHe t | Entrant to provide This does not have to be a dedicated 1
website communicate (unlimited) links to page/section, but rather may appear
their pages where thisis | throughout the site

sustainability/positive referenced
impact initiatives? 1 point
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Is aSustainability Entrant to provide A Sustainability Plan/Climate Action 1
Plan/Climate Action link to page where Plan/Emissions Reduction Action
Plan/Emissions Reduction | this is available Plar/impact Plan or similar is
Action Planavailable via CHHAEUI T RAGUW2 Re W6 1J
the website?
Is there is a dedicated Entrant to provide There is a dedicated section/page within| 1
section/page within the link to page where the website which promotes/explains
website which this is the Accessibility of the product/service
promotes/explains the communicated
Accessibility of the
product/service?
Is an Accessibility Entrant to provide A specific Accessibility 1
Guide/AIAP/DAIPVideo link to page where Guide/AIAP/DAIPVideo is accessible via
available via the website? | this is available the website
Is the website compliant | Judges to download | Thewebsitemeetsa minimum 70% on 1
with the Web Content Google Lighthouse Google Lighthouse accessibility checker
Accessibility Guidelines accessibility page
(WCAG)? checker. It's a good
chrome plug in.
Is the website search 9y (NI yiQa siddappes ona| 1
engine optimise@ the first page of Google if you search xx
(product type) xxx (region)
If there are a high number of online
booking agencies that fill the first page,
then they should appear on the second
page.
Does the website actively | Entrant to provide The website should have a dedicated 1
promote t6 1IJ WIJ U q | ¢| link to page where section/page highlighting the local regior
region and encourage this is available as a visitor destination and include
visitation? information on activities and/or places to
stay within the region.
Simply stating what region they are in is
not sufficient, there should be clear
information on the destination and/or
complimentary products.
Social Media & Online Reviews (5 available points)
Was the business actively | **Entrant must The business regularly posts content to | Less than
engaged on social media | provide a link to ALL | one or more social media channels monthly =
throughout the qualifying | social channels to be | Averagesmay be used across the 0
period? included, in order of | qualifying period, with scoring scaled At least
most frequently used | according to frequency. monthly =
This can include, but is channel to least. 0.5
not limited to, any one, or Please review across the qualifying At least
more ofthe following T period as best you can, noting Facebook fortnightly
Facebook, TripAdvisor, may show posts out of order due to =1
Instagram, twitter. engagement. At least 3
Judges to review first listed channel and| per month
only progress through the list if required | =1.5
(i.e. if full points not reached or At least
supporting info required.) weekly =2

26| Page




2025 WATA Entrant Guide Ecotourism

Do their social media There are links/shares to relevant Lesghan
pages actively promote destination and complimentary product | quarterly =
the region and encourage tourism sites/content on social media 0
visitation? platforms across the qualifying period At least
guartendy
=0.5
A least
monthly =1
Did the business regularly The business responds to their online Responded
respond to their online reviews. Review sites would include, but| to:
reviews within the not be limited to TripAdvisor, Less than
gualifying period? Booking.com, Google. 10% =0
It isrecommended that the 10-25% =
Management response rate found in 0.5
ReviewPro is usedvhich provides a 25%-50%
percentage, this then guides the score | =1
(right). 50-75% =
15
75%+ =2
External online sources (6 available points)
Is the business listed on Entrant to supply The ATDW listing should be current, Listing=1
ATDW? specific link to their | clearly communicate what the Clear info
public listing on product/service is, and display quality and
ATDW images. images =1
If a business cannotlist on ATDW due to| additional
ineligibility, then N/A would apply and point
the full points for this question will be N/A=2
awarded.
N/A can apply if it is a B2B product or
service.
Does the business have a | Entrant to supply N6 Rt WUWWIT t WqVY W6 ¢ 2 1] Listing =1
Google Business Profile | specific link to their | business to achieve a score. Thésting | Clear info
(also known as Google My| public Google listing | should be current, clearly communicate | and
Business)? what the product/service is, include images =1
images and opening hours. additional
point
N/A =2
Canthe entrant be found | Entrant to supply There should be at least two other None
on at least two other onling specific links to upto | external sites that the business has a provided =
booking/listing sites? two public listing product listing on. This can include, but | O
pages is not limited to; online booking sites, 1
destination pages, RTO and/or visitor additional
centre websites. site =.5
N/A can apply if it is a B2B product or 2
service. additional
sites =1
N/A=1
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SECTIONS IMAGES

Submissions can include up to30images with captions (image allocation varies in few
categories). Use them all!

Images are a great way to help judges understand exactly what you are trying to convey.
cYs U201 AW Yewt 6Yedl UkquWl Wa! WYUWad6 3G WaY WA 1

images were removed, would the written submission still answer the questi U e k LU

In the Comprehensive Answer Guidegyou will find suggestions and ideas of what supporting
images to use for each answer.

5.1 General tips

T

Use images to heighten your submissiom do not leave judges guessing what you are

trying to show them.

fnW! Yek! ywWyOuweuwt aYs Wl WRUqUWI OVquWrRYUOUWHqRY UWE O]
them smaller before uploading. It is also normal for images to take longer to upload on

the submission deadline dayr this is because of the major traffic to the patal. If

possible, upload your images before the deadline.

Canvais a great free tool that could assist you in creating infographics, collages, etc.

Collages are a great way to include more images whilst staying within the allocated
RacnUwWaYaUqloWsat qWact W 2l JWaqdJ! Wel WWHGIIe ! ALl
collage.

Graphs & Charts T pie charts, line graphs, flow charts etc., are an effective way of

displaying information such as the origin of markets, results from marketing campaigns

or customer feedback results. They do form part of th80 supporting images.

Avoid using too manyscreenshots and ensure that the text within these is legible and

can be read.

5.2 Rules

- -

e e

Both .JPG and .PNG are allowed

Uploads cannot be larger than 10MB. If uploading multiple files at the same time, a
collective 10MB limit will apply.

Your30images allowance does not include the images undekMedia and Promotional
Images can be infographics, charts, graphs, photographs and collages.

It is crucial that all images are clear and legible

Use images that have high resolutiom ensure they are not pixelated.

The way you see/view images in the portal will be the same for the judgesemember;
judges are reading and scoring submissions through the portal. If the image is not clear
nYl W YeAWY! WRnW! YeWrARc Uk quwl Uel Waqé et YUqllUqglls R
Make sure all images are relevant to the submission, and to each of the questions they
are under.

Any image used must be for the sole purpose of supporting the submission by providing
evidence.
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T Images cannot be used to form part of the written response to a question. For example,
you may include charts or graphs as an image, but if the data are not explained within
the written submission, then the image will not contribute to the score.
T OYe Wl YUK qWUUUIT WagYW WGUWeqWeadWgs JWRUNY!I G¢ qRY U«
answer needs to refer to it and explain what that means.
T Testimonialsa Wf qkt We GWaqYWII¢HS WIUq!l ¢ Uqllg VYW DHERT IJWE Y
provided within the submission word by word or only outline the key highlights of the
testimonial and attach the full text as an image to support the answer.
T Testimonials within the submission will be included in the word count.
T There is no limit to how many testimonials can be used, and/or how long they need to
be. However, it should be within reason and the discretion of the entrant.
T If you choose to have a testimonial as an image, ensure that the written content of the
image is clear and legible.
T Captions Twhen uploading your images into the portal, you need to give themtan-
word caption.
T You can also consider using the finalised captions as part of the image file name,
eg.>TOwgz2 !l KOG YHRC qRYUIORUIOq6 DIOAIWE 2 qRna 0 uRUNIKE ¢ G (
T If captions exceed10words, it will be included in the word count.
T Content within images (e.g., data within charts and infographics) is not included in the
word count. It is however important that these are legibland are only used to support
the written answer.

5.3 Examples

Naming Images ToP @ YOUR IMAGES ARE DOWNLOADED
When you upload your images please TIPS BY THE AWARDS TEAM - MAKE IT
make sure they are named something that EASY.FOR THEM TO KNOW. WHAY
will make sense to the judges and the

program administrators. You have up to 10

words to describe the image - use them

wisely

Bad Example x

* bathroom-558713664.jpg
e 89839874THG.png
* Image329_ljpg

Good Example «

* The view of Wine Glass Bay
seen on our walking tour

¢ View of the vineyard from
Cellar Door

IMAGE IS WHICH
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Use images to show location and or key details

In this case we are trying to show the location of the business. It is wise to give a little details
so judges can have context. For location - it is great to have a scape of remoteness and
distance from closest city/town.

Under 4 hours by
car and ferry from
Adelaide

Bad Example x Good Example J

Refer to images for location map We are located on Kangaroo Island, which
is under 4 hours south of Adelaide. Guest
can travel by car, with a short ferry ride
from Cape Jarvis.

You can use images to showcase new products and initiatives

Bad Example
In the qualifying period we introduced a
new wellness retreat.

Good Example J

In the qualifying period we introduced a
new wellness retreat. The wellness retreat
had a range of activities available
including Yogaq, Pilates, Meditation and
Massage.
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Demonstrating a strategy/process/procedure

ATTRACT BAD example x
REWARD 1 EDUCATE We have developed a people management strategy to
N

manage our staff
PEOPLE

g
MANAGEMENT |« N GOOD exarr
N

/ Al
EMPOWER f TRAI We have a people management strategy that has been
MOTIVATE] developed to ensure we can deliver high levels of customer
service. This strategy entails the following key elements:

.‘oP @ Attract Create positicns that attract enthusiastic, driven staff.
1\?5 Educate | Provide ongoing edigation on the organisation and professional development opportunities.
YOU CAN CREATE A TABLE WITHIN Train Provide regular fref ensure stzff are kept up to date on business activities
THE WRITTEN SUBMISSION USING Motivate | Develop a wol iace] iture that recognises staff achievements and zoad warking practices
THE TOOLBAR Empower | Delegate rel onsibilities and actively encourage staff 1o provide feedback 1o improve products and systems.
Reward Ensure bas| salaries and competitive. Develop reward system for staff meeting KPI's

¥ E B I U T~ & E~v = = E-u!?

Please note: content within tables is included in the word count

Using testimonials to support your entry

Testimonials should be included in your word
count. Use images to demonstrate the array of

Sordy Mo eeson - [T Oct 2077 - Socug com

testimonials received, but be specific in the S 10 el etep e St Kol
written submission of key outcomes/responses. SRS et Rone ot griat s
Bad Example x P —— v
We have received many positive reviews

. . 1 vl P i = 3 Buoge® o te! Pl e e oeremeruieng) e
to our business. Refer to attached image. 1008 of my ranch and rands fnamds’ Thay wat obeve ard

beperd o ol accownts Thard o sgon’

Good Example « e —

We consistently receive positive feedback Yons 50 s why they e 45 many Swcede! t wos 08
H @y e Py e e il e gt e s
for our business and as a result we have a wha masaged tegall ol fhe ._w.:'.m. o

GRI score of 98%. Some of our feedback
highlights are: ‘Fantastic experience for the
whole family’, ‘Went above and beyond to
provide a memorial experience’, 'We can
see why they have won so many awards -
an unforgettable stay’. We have included
an image to demonstrate the range of
positive feedback received.
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Collages are a great way to showcase a range of products/activities

“*¥If you can do them well @ * Use high re images - the higher the
oF,
s
.

There is nothing wrong with using res, the clearer the image. Try to use
collage to show a log in a little space. a minimum of 72dpi.

The only problem is if you use too many Don't be afraid to get creative!
images or bad quality/small images as Overlap, use a background, different
they can turn out fuzzy and hard to see, sizes - it can be fun!

which ends up pointless to the process. * There are plenty of FREE online tools

that can help you - just google
‘make a collage’.

Bad Example « If you can't the image clearly after

oW W w ) you download - chances are the
v * Low quality ; i
images judges wont either. You may need to

« Small pictures redesign.

« Over lapped
onto a larger
image

+ Colours are
overwhelming

Good Example J

* Clear, high
quality images.

« Created using a
free template

* Easy to view

Infographics

PASSENGER
<3 E - - AGE DEMOGRAPHIC

(66-96+)
(56-65) . 3% “-18)
7% 2% (18.25)
28%

9(4-18)
(18-25)
*(26-35)
8(36-45)
®(46.55)
8(56-65)

®(66-96¢+)

COUNTRY OF oo
ORIGIN TRAVEL GENDER
62% 38%

1000 . .
RN
.
3 ; HOW DID YOU
HEAR ABOUT THIS TOUR

Switzeriand
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Please note: the images used above are for demonstration purposes only and are not taken
from any existing awards submission. The above are not highsolution but please ensure that
you only use highresolution images and graphs for your submission.

Image credit toTourism Australiafor background image in location map. All other images have
been sourced through Shutterstock under license. Images are not to be reused.

5.4 How to upload images
Images are included through a file upload function and viewed using the gallery.
Toadd images follow these instructions:

1. Click on the + Image buttorin the corresponding question.

B. Provide visual evidence to support your answer 'o + Add Image

2. Select the image you want to upload, then click on Open.
3. The image will display across the page.
4. Add the title in the space providedr limit 10 words.

image to see if it affects the download

5. A thumbnail of mage will display. To add additional images repeat the process.

B. Provide visual evidence to support your answer o

+ AddImage
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SECTION6. COMPREHENSIVE ANSWER GUIDE

6.1 Introduction

Used alongside the Response Guidance in the questions for your category, this guide will help
you craft a compelling and comprehensive Tourism Awards submission. Breaking down each
section provides clear direction on how to address the questions effectivglwhile showcasing
the unique strengths of your business.

Approaching your submission strategically is key to success. The Comprehensive Answer
Guide will help you structure your answers and encourage you to highlight measurable
outcomes, integrate brand personality, and connect your achievements to the broadeptrism
industry.

While the suggestions are adaptable to your business, this guide emphasises clarity, focus, and
alignment with the judging criteria. With practical examples and formatting tips, it aims to
simplify the process and inspire confidence as you develop your ent.

6.2 Essential Tips Before Getting Started
Qualifying Period

Only include activities implemented during the qualifying period, frorml July to 30 June except
in Q1.1 (Overview of Business), where you can discuss your business more broadly.

Offline Drafts

It is standard practice to draft your submission in Word or Google Docs first, then copy it into
the Awards Portalonce complete.

There are a few things to keep in mind if you do this.

1 It's essential to know that as the portal is a welbased document, it will count all the
symbols you have used, e.g. & and *, where Word or Google Docs do not.

1 The word count tally in the portal is the number that will be used for judging and auditing
purposes, so please consider this when drafting your response. Allow time to edit your
t 2AOGRI T RYUWqY W6 3Ws YI T WawR@RPgridly URIJWR Kkt WGEt q 1]

1 Any formatting from a Word or Google doc, will change once pasted into tihevards
Portal. Wait until you paste your submission in théAwards Portalto perfect the
formatting.

71 Rather than uploading the entire completed submission at once, upload your draft to
the Awards Portalas you complete each question so you can become familiar with
formatting in the Awards Portal
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il

Copying and pasting tables have limitations in terms of transferring formatting and
colours. We do not recommend copying and pasting from Excel or from Word. Google
Docs is the most compatible but even then background text colour and table cell
colours are never retained. Copy and paste when the table is simple and then edit in the
Awards Portal Copying and pasting is restricted for security reasons as some of the
formatting may contain JavaScript or malicious links.

Allow time to edit and format your draft from a Word or Google Doc to thevards
Portal.

Aim to have your completed final document uploaded at least a week before the
deadline to give yourself time to review and proofread in the portal and adjust any
formatting.

Reading the Questions

There is often more than one part to a question, so carefully read each to ensure you address all
parts. Missing components will result in lost points.

Tone and Style

A Tourism Awards submission is narrating your story in a compelling way that captures the
judges' attention while providing evidence of why your business is worthy of an award.

As well as telling the judges why your business is unique and an industry leader, you must
include relevant, factual information backing up your claims. In summary, a balance of 'sizzle'
and 'substance' is required.

(o]

O¢ O«

Decide on eitherfirst person b 1J FON OA WH 1 1J WG| Rthird péisenl (¢.g] TARAAI B Bb LY |
cYqUiWG!I RT 3t WRat Wins b We Urhdkbty Rillfeptntotd g 6 Rt LW q !
personable if written in the first person, even if someone else is writing it for you.

Introduce yourbrand personality early and ensure it is reflected consistently.

Link yourcore values, mission, and vision throughout your responses.

Al Assistance

Al programs like ChatGPT can help you draft your entry by refining language atrdcture.
However, be mindful that they may alter tone and lack the ability to generate key insights
specific to your business. Therefore, Al should be used as a preliminary tool or for fining
your submission rather than as a substitute for your expéise and strategic input.

Word Count Tips

0

0

0

Submissions can include4,000 to 7,500 words(some categories diffely check your
specific requirements).

Consider a word count based on the number of points each question is worth. For
example, a 13point question warrants more words than a 3point question.

Word count includes text in tables but excludes the question prompts.
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O«

It's normal for first drafts to exceed the limit. Be prepared to cut redundant words while
keeping your submission concise and impactful.
As outlined above, be mindful if drafting in Word or Google Docs as they do not count
symbols, e.g., &, but theAwards Portalcounts these as individual words.If you are
drafting your submission outside of the Awards Portal it is essential to regularly copy
and paste your entry into the Awards Portal to keep track of the work limit.

0 HINT: If you are getting close to the word limit in Word or Google Docs, copy and

past to the Awards Portal to check your word limit.

Be aware of rules relating to the use of symbols. If a business purposely combines
words using no spaces or a symbol (e.g. &,/), up to 5 points can be deducted from the
total score. Using hyphens where appropriate or commonly used will be accepted, e,g
in e-commerce, year-on-year.

O«

(@]

Acronyms

Use acronyms; however, remember to introduce the abbreviation and write it in full the first
time it appears; then only use the acronym ongoing, e.g., Australian Tourism Industry Council
(ATIC).

Grammarly & Proofreading

Utilise Grammarly (a free app) to help you with grammar, tone, clarity, capital letters, and
consistency throughout the submission.

Having a few different people proofread and give feedback on the submission is very valuable.

The online system has a spellchecker to help pick up any lasthinute errors.

Tourism Focus

Throughout your submission, highlight how and why your business contributes to the tourism
industry. This is particularly important for nominees who operate in multiple industry sectors,
such as restaurants and business events.

Tables

Where there is a text box response (e.g., Q1.1.A), you can use tables to make information easier

to digest and visually appealing. Always precede tables with an introductory sentence
explaining what theyshow. Avoid repeating table content in narrative paragraphs.

Often the formatting in word or google docs changes when pasted into thewards Portal To

ensure the tables are formatted to your liking, format the tables in thAwards Portal not a word
or google doc.
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Supporting Evidence (Images/Infographics)

Eachquestion asks for supporting evidence, which is your opportunity to use
images/infographics to bring your submission to life and provide evidence of your written
answers.

You are only allowed a maximum of 30 pieces of supporting evidence (images/infographics)
CHI Yt W6 WWs6Ya W eHAGRtt RYUKWNS I InYIl DAWRKt WRG C
distribute them best.

Canva (a free design app) is an excellent tool for this. Ensure you use all opportunities to add
supporting evidence when requested; images, graphics and testimonials are a great way to
display information and substantiate your claims.

Do not use images to try to cut down on word count. Images are used to support the written
word, not to replace them.

In the Comprehensive Answe Guide below, you will find suggestions for supporting evidence
for each answer. Please refer to the image section in this guide fimnage rules.

6 Plan supporting evidence/images as you go and mark their intended locations in your
draft (e.g., "Image #1: Infographic with a hero image, logo, map").

6 Create a folder with numbered images for easy upload.

6 Ensure visuals support your answers rather than forming part of them.

Top Tips for Images

6 Bestrategic : Use images or infographics that directly relate to the key points in your
written response. Image cannot stand alone.

6 Use high-quality visuals : Images should be clear, high resolution, professional, and
visually engaging.

6 Provide context : Add concise descriptions (up to 10 words) for each image, explaining
its relevance.

6 Showcase your brand: Make sure your brand identity shines through in your visuals.
Testimonials

Use testimonials from customers, industry, trade, tourismorganisations, local councils, or
staff to add credibility. Ensure they directly support your answers and are relevant to the
guestion being addressed.Ensure you write the key parts of any testimonials into the copy as

an excerpt, and then the full testimonial can be included as supporting evidence.

Make sure you give anyone you might be seeking a testimonial enough time to prepare it and
provide them with the question so they know the context and focus of their testimonial.

Goals v Strategies v Tactics
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It is not uncommon for businesses to confuse goals, strategies and tactics (activities/actions),
so it's critical to understand the difference before you start. Here is an example of an answer in
a table showing their differences.

Goals/Objectives - What do you want to achieve?

Strategies - How are you going to achieve it?

Tactics - Actions/activities (to-do's) you must complete to achieve the goal.

Outcomes - What was the benefit of these activities? Make them quantifiable where possible.

STRATEGY TACTICS OUTCOMES
Increase direct Develop and launch | - Website survey - Direct bookings
bookings on our a new userfriendly, | completed andresults | increase by 24% YOY
website by 20% YOY on-brand and analysed. from 15% to 39%.
from 15% to 35% by| optimised website. | - Create a launch - New website traffic
developing a new strategy and update increased YOY by
website in 20XX. marketing budget. 126% compared to the
- Research other old site.
websites and create - Time on site
brief. increased by 68% to
- Engage web 2.13 minutes.
developers. - Annual occupancy
- Engage SEO company increased from 71% to
to optimise content 89%.
pre-launch. - Guest survey showed
- Feedback survey website user
once site is live. experience rated5/5.
- Increased revenue by
15% YOY.
- Ranking on page one
for 8/10 key search
phrases.

Can It Be Measured?

When stating goals and/or strategies, ensure they are measurable and directly related to the
outcome.

Important Don'ts
6 Don'tassume local knowledge : Judges may not know your region or business,
especially at the National Awards level. Write for an interstate audiengeexplain key

terms, locations, and their significance (i.e., describe "The Coorong" and its proximity to
Adelaide).
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6 Don't refer judges to other answers : Each answer must stand alone. Avoid phrases
like "as discussed earlier” or "see Q3.1."

6 Don't duplicate content : Tailor responses to the specific question. If topics overlap,
reframe the information to suit the context.

6 Entering more than one category: Although some sections may be similar, ensure that
the entries are tailored to the specific category and relevant questions.

6.3 Using the Comprehensive Answer Guide

The below Comprehensive Answer Guide offers suggestions and ideas to help craft your
answers. However, not all recommendations will be relevant to your business, so tailor your
responses to suit your unigue circumstances.

Suggestions on layout and formatting are for guidance only. Choose the approaches that
best suit your business. Remember that judges review multiple entries, so it's crucial to
present information in a clear, digestible format.

To avoid feeling overwhelmed, read the guide thoroughly before starting and then work
through each section step by step as you write. Remember, these are simply suggestionsd
you're not expected to include everything listed.

As you plan your submission, you may realise certain plans or processes aren't yet in place
for your business. Don't be discouraged! The Tourism Awards process is an opportunity to
pause, reflect, and improve. Use this as a chance to implement what's missing and
strengthen your business for the future.

Good luck!
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6.4 Overview of Business

Question 1.1 5 points

A. Provide aroverview of the business.
B. Provde visual evidence to supportyour answer.

Response Guidance

Provide a clear and concise description of the business and the

product/service/visitor experience it provides.

Include the vision and the values of the business to help set the scene for later
questions.

Assume the judge has no prior knowledge of the business so take them on a
Jjourney of how and when it began, where the business is located or where the
services are provided, who works in the business etc.

Highlight the business’s points of difference and what makes it stand out from
others. Consider the amenities, products, services, or facilities that enhance
visitor satisfaction.

Clearly demonstrate your eligibility by aligning with the category criteria to
ensure that there is no misunderstanding as to why you have entered this
category. The judges (and auditors) need to understand how the business fits

into the category; therefore, be sure to include a clear explanation.

The judges may not be familiar with the business - your submission may be
judged nationally and could have judges that are not from your state/territory.
Therefore, explain everything from the ground up.

Understanding Question 1.1.

This answer is your opportunity to grab the judges' attention and immerse them in the story of
your business. A wellcrafted overview serves as the gateway to your submissignit should
inspire, excite, and set the stage for everything that follows. Use thsection to share the

unique story of your business, highlight your passion, vision, and values, and leave a lasting first
impression.

Look to your website for inspiration. Your Home or About Us pages may already contain the
foundation for this section. Trade or media blurbs or brand identity can also be excellent
starting points.

Remember,this is the only section where you can discuss the history of your business.
After this question, you'll focus solely on achievements within the qualifying period.

40| Page



2025 WATA Entrant Guide Ecotourism

What Judges Are Looking For

- A compelling, passionate, weltstructured narrative that introduces your ecotourism
business and captures its essence.

- Aclear depiction of your history, evolution, and the unique qualities that set you apart
from others.

- Clearly understand your ecotourism products, experiences and services and what
makes them distinctive and memorable for your visitors.

- It's important to demonstrate how your business aligns with the category you've
entered.

Tips for Crafting Your Answer

T Keep it chronological: Start from the beginning and take the reader through your
journey. Avoid jumping around.
T Use creative subheadings: Help the narrative flow by breaking it into engaging, en
brand sections, such as:
0 A Passion Turned Purpose (instead of History)
0 The Essence of Zen Retreat (instead of About Us)
0 The Team Behind the Magic (instead of Staff)
o Celebrating Success (instead of Awards and Recognition)

T Focus on storytelling: Engage the judges with a narrative that reflects your personality
and passion.

T Balance detail with brevity: Cover all critical points but keep your answers concise
and impactful.

Suggested approach and examples

Start Strong with a Wow Factor!
- Your opening paragraph is your elevator pitch. Your unique selling proposition. Capture
the judges' attention with an exciting and dynamic introduction that succinctly explains
the who, where, what, and why. Aim to spark curiosity and make them want to read on.

S
EXAMPLE
Since 2015, Eco Explorer Tours has been crafting unforgettable journeys that immerse

travellers in the raw beauty of regional Victoria. Our muHilay hiking adventures go beyond
the ordinaryy leading explorers through breathtaking landscapes where rugged estlines

meet ancient forests and native wildlife thrives in its natural habitat. More than just a walk
in nature, our 3r8 day tours blend adventure with culture, featuring locally sourced cuisine
and the deep knowledge of our passionate guides. Departingelbourne yearround, each
journey is a chance to disconnect from the everyday and reconnect with the wild, leaving
footprints onlv in memories.

A
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Nature and History of Your Business

- Share the essence of your business and its journey, covering:

0 What your business does and why: What is your core offering, and what
inspired you to create it?

o0 Location: Weave your location and areas of operation into your introduction,
relating them to your nearest capital city. Include a map in Q1.Aas a
supporting visual, showing your location relative to the city, state, and Australia.

0 History and evolution: Explain when and why your business was established,
as well as key milestones, expansions, renovations, or rebrands.

o Ownership: Describe your ownership structure (e.g. familyowned, board-
governed).

0 Team: Mention precisely how many people work in the business, their roles, and
how many fulktime staff members are equivalent. Also include permanent
contractors. If it is a large organisation, an infographic of a business structure in
Q1.1.Bwill help to give a visual representation.

T R R R RRERRRRRRRRRRRRRRRRRRBREREBREEBEEDDREEEEBEEBEBBEBEBPBPBrRR,

EXAMPLE
Joining my husband John and | as the two Managing Directors, in May 2022, atfole
Front Office Manager joined the team, and in June 2023, a pditne Housekeeping

Supervisor. We also have two fultime and four casual receptionists, as well as six casal
housekeepers. Our team consists of seven equivalent fullime staff (EFT), and our 97%
staff rating on TripAdvisor reinforces our commitment to providing stellar customer service
to our guests.

Products and Experiences

- Paint a clear picture of theecotourism products, experiences, and servicesyou offer
visitors. Refer to your website and break down your offerings in this answer as you do
there. For example, if you provide HofOn, Hop-Off passes, Small Group Tours and
Private Tours on your website, follow this structure.

- Use headings, bullet points, or tables to present information concisely nicluding:

0 Unique selling points: What sets you apart? For instance, are you the only
operator providing a particular experience in your state or Australia?
o Competitors: What makes you different from your competitors? Consider size,
location, exclusivity, services, and facilities.

Benefits to your customers: How do your offerings enhance their experience?

o0 Partnerships and collaborations: Do you work with other tourism businesses
to add value to your products?

o Pricing structure: Are there different prices for adults, children, concession
holders, packages, memberships, etc?You might include an infographic image
in Q1.1.Bthat reflects your pricing structure.

(@]
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0 Showcase a broad range of experiences: Experiences or products could
include wildlife experiences, corporate packages, groups and charters,
functions, accommodation, conservation, etc.

o0 What services do you offer? Services for accommodation experiences might
include free WiFi, airport transfers, 24hour reservations, valet parking, kids
staying and eating free, fit balls/yoga mats, etc. Services for a function and
events venue could include a personal event plannewedding handbook,
photographer, etc.

- Atable like the one below can be a good way to break down your products, experiences
and services.

EXPERIENCES/PRODUCTS SERVICES

Guided Wildlife & Nature Tours

Small group ecotours led by expert naturalists - Hotel transfers.
focusing on local flora, fauna, and

conservation efforts. Capped at 10 people to

minimise footprint.

Chef's Table Degustation

Be entertained by our talented chefs as you Bookings for up to eight people
watch them create, then feast on a Adult-only restaurant
mouthwatering 6-course degustation matched Only serving regional produce
with wines.

Versatility & Amenities

Only off-grid eco accommodation in the region, The property can be configured to suit guest
also featuring an outdoor bath and star gazing needs from couples or the whole property for
platform. families to spread out.

Vision, Values, and Recognition

- Share your passion and purposg why do you do what you do? Judges want to
understand your vision, mission and values and how they shape your business and
visitor experience.

- Thisis also a good place to highlight any awards, accreditations, or significant
achievements throughout your history.

T R R R R R R RRBRERRBBEEEDEEDEZE©BEEEEEEEBDBDESSS

EXAMPLE
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excellence, belonging, community and beauty. This dedication has earned us extsine
national and international media coverage, 97.5% fivestar Google reviews and Gold at the
Victorian Tourism Awards in 2023.
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Response Guidance

This is where you can include images to support your answer in QLLA Examples
of the type of evidence you can include are:

« |mages of staff, services, experiences, buildings, room types etc.
« Map of location of business, route etc.

This is an opportunity to show each of the products or services that are on offer.

Do not include any documents (prans, procedures, policies etc. ).

Question 1.1.B lets you visually showcase your business, reinforcing the key points in your
written overview (Q1.1.A). Think of it as an opportunity to bring your story to life through high
quality, engaging visuals highlighting your offerings, developmenbrand identity, and team.

Supporting Evidence and Images

T Hero image and logo: Design what might look like a cover page featuring a striking hero
image of your business, your logo, and your location. You can also include accreditation
and awards logos.

T Map: Design a custom map showing your location in your region and in relation to your
closest city, state, and the rest of Australia.

T Historical timeline : If your business has a long and interesting history, create a visually
engaging timeline with images. Highlight significant milestones, such as expansions,
diversifications, or recognitions, to tell your story.

T Vision, mission, and values : Create an infographic that displays your business's core
values, mission, and vision.

T Product or experience collage : Design a collage showcasing your key products,
services, or visitor experiences. Pull images from your brochure or website to give a
cohesive look.

T Facilities and services : Create a collage or series of images that highlight your facilities
(e.g., dining areas, accommodation, visitor experiences) and services, demonstrating
the range and quality of your offerings.

T Meet the team; Include an image showing your happy team.

T Testimonials : Feature a testimonial from a partner organisation or customer that backs
up any claims made in Q1.1A Note that you should include key highlights or sentences
of the testimonial in Q1.1A, and in Q11.B, you could provide a screenshot as evidence
of where the testimonial came from.

T Industry recognition : Include an image of a testimonial or letter from an industry
professional or organisation discussing your business's contributions to the industry or
region.

T Awards and accreditations : Showcase a visual compilation of all your award and
accreditation logos to establish credibility and highlight your achievements. Remember,
these can be over the whole history of your business.
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T Pricing and packages: Design an infographic outlining your pricing structure and
package offerings. Ensure the design is clear and engaging for judges.

T Organisation chart : Present a welldesigned organisation chart showing your business
structure and team roles. Emphasise how your team works together to achieve
success. If the team is small, it can also include images.

Accreditation and Award logos example

— i — :_ ° ‘-]
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e awards awards tripadvisor
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Showcasing family history
example

Cr. R. GUYETT, J.P.
(Bellarine Riding), resides at
Grove. Elected to
Council in 1955. Has been

Tourism posters
collateral jrom
the 1470s on
display at The
Woads.

A great example of a collage
showcasing some of the
properties’ experiences.

YYYYTY
ﬂ,e.’.‘ ‘/? ﬁ

o) Coom) o)

A custom-made map clearly showing
the location in the region, state and
Australia.

s Renea ¢

Heya Stephanie,

My partner and | are looking to explore Ocean Grove and surrounds on a trip
from sunny Mildura and would love to stay at your beautiful accommodation. |
have seen it all over IG and positively need to have a bath in the pink bath!

"{1’2 ‘ »‘:sv“,r =
T -

I' g . wooDs
‘ L

3

/i mi g

a

Warm regards,
Renea and Mon

£ "

Screenshot backing up a claim in Ql.1
that people book to experience the
Insta-famous bath.

Organisation chart with
team images

46 | Page



2025 WATA Entrant Guide Ecotourism

6.5 ENVIRONMENTAL RESPONSIBILITY

Question 2.1. 10 POINTS

A. Provide 24 examples of how the business preserves and protects the environment.
B. Provide visual evidence to support your answer.

Provide a short overview of the business approach towards the preservation
and protection of the environment.

EXAMPLE

Name of Preservation/Protection activity:

Describe the activity

Describe the activity with emphasis on
how it preserves and/or protects the
environment.

Outline the rationale for
implementing this activity and what
the business hoped to achieve.

This is the rationale and goal setting of
the activity

What outcomes has the business
achieved through this activity in
preserving and protecting the
environment?

This is the outcome of the activity

Response Guidance
(?) Describe the Activity

Describe the activity with emphasis on how it preserves and/or protects the
environment.

The preservation of the environment involves actions that conserve natural
resources and biodiversity. Some examples include, but are not limited to,

s Establishing or participating in reforestation programs to restore degraded
ecosystems.
 Implementing renewable energy sources

Protection involves safeguarding the environment for future generations. Some
examples include, but are not limited to;

* Limiting visitor numbers to prevent overcrowding and degradation.

s Advocating for responsible tourism practices, such as adopting “Leave No
Trace’ principles.

* Creating digital archives, apps, or virtual reality experiences to educate
visitors and provide an experience that does not impact the environment

s Initiatives to protect environmental assets

(?) Rationale

Provide the judge with a clear understanding why the activity has been
developed and how it contributes to the protection and preservation of the
environment.

(?) outcomes
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Provide measures used to understand how the ecotourism business preserves
and protects the environment and what outcomes the business has achieved.

Some examples could include, but are not limited to:

Visitor feedback on environmental programs, increased participation in
community events, or conservation outcomes.

Understanding Question 2.1

This question allowsyou to showcase your commitment to environmental preservation and
responsible tourism by highlighting your business's tangible actions to minimise its impact on
the natural world.

FWeOwHYqYel R GWYGWUI ¢qVY!l AWRakt WIt+ WUOqRE G Wa Y W 3G
protect and enhance the environment. This includes:

- Conservation efforts.
- Sustainable or regenerative practices.
- Partnerships that help preserve natural resources.

This response is not just about listing improvementg R q k t L&toryeflirgaByl linking your
RURqR¢ qR21Jt WaVYW! Yel WHe2t RUWt + kt WNY¢dat wWeUOT Wi yavyuot a
show the judges how your business goes beyond sustainability and inspires others.

What Judges Are Looking For

- Clear commitment to ecotourism principles, showing how you go above and beyond
sustainability.

- Understanding of environmental challenges in your region(s) and how you actively
address them.

- Initiatives with measurable outcomes and examples backed by data.

- Innovation in environmental protection that sets your business apart.

- Show how environmental responsibility is embedded in your business model, not just a
one-off initiative.

T R R BRRRR R R RRRRrRRRRRRAREEEDEABD—DRBBPERRR

TOP TIPr Examples

Provide strong examples that look beyond standard business practices. In some
guestions, you can show up to five examples; however, consider if it is in your best interest

to use the maximum examples available or to provide deeper insights into a smaller
number of examples.
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Tips for Crafting Your Answer

- Hold a brainstorming session: ldentify the most impactful initiatives during the
qualifying period. Consider:

- Product developmentT Launching new eceexperiences, services, or products.
- Operations T Streamlined waste, energy, or carbon reduction strategies.
- Biodiversity protection - conservation volunteering, citizen science, tree planting, etc.

- Policy - have you introduced any new policies, e.g. sustainable procurement, wildlife
protection, or reducing supply chain impacts?

- Address key environmental issues: Outline the threats and challenges in your region
(e.g., water scarcity, deforestation, plastic pollution) and how your business is actively
involved in solving them.

- Plans and Leadership: Mention relevant plans or policies (e.g., Environmental
Management Plans) and who is responsible for their implementation. Explain how
sustainability is embedded across your business through staff engagement and
communication with visitors, community, and industry partners.

- Collaboration: Do you partner with conservation organisations, government
sustainability programs, or local businesses with ecealigned initiatives?

- Thinkingglobal: ? YW! Ye Wec d RNUWs Rgé6 WNaYAcoWaY213aW3Uqt WaR
Restoration or 1% for the Planet?
- Benchmarking: Who do you benchmark against and why?

- Harm minimisation: Include information about harm minimisation if tours access
parks and waterways.

- Indigenous wisdom: Have you engaged with Traditional Owners in your region to learn
and incorporate their knowledge of caring for Country?

- Wildlife and Environmental Ethics:

o Do you have visitor education about appropriate wildlife interactions (e.g.,
maintaining distance, not feeding or taking selfies)?

o Do you ensure marketing materials depict ethical wildlife practices (e.qg.,
showing wildlife from a respectful distance)?

o Do you actively avoid partnerships with suppliers using animals for human
entertainment?

- Accreditations and Recognition: Highlight any sustainability certifications (e.g., Ece
Tourism Australia, BCorp) or awards your business has received for ecleadership.
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Suggested Approach and Examples

Begin with a compelling overview of your business philosophy and commitment to
environmental sustainability, including some of the above points. If your vision, mission, or core
values reflect this, include them here.

Provide a short overview of the business approach towards the preservation
and protection of the environment.

Next, complete the question fields, highlighting the best improvements and innovations made
during the qualifying period. Consider the following:

- Rationale: Why did you implement this initiative?

0 What research or insights led to this decision?
0 How does it address environmental challenges in your region?

o An impactful response should clearly show how this research informed your
planning and how the resulting innovations align with your business's primary
goals and strategies.

o Include internal research, such as customer feedback, surveys, or operational
data, and external insights from market intelligence, industry reports, or media
highlighting consumer trends.

- Highlighting outcomes: What have you achieved?

0 Show the effectiveness of your initiatives with measurable outcomes.
0 Use before-and-after data to highlight progress.

- Who benefited from this initiative?

0 Your business (cost savings, efficiency improvements).

Customers (enhanced experience, engagement in sustainability).
Nature (improved habitats, species protection).

Staff (training in environmental best practices).

The community or tourism industry (partnerships, education programs).

o O O O

- Data-driven results: How do you measure success?

o Az¢UqRn! WRGGE HqWb IJIONIOAWBAWIT 2 ®#IT WIOWI N WHY
o Compare yearover-year performance to show progress.
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- Testimonials : Include before-and-after customer feedback to show impact.

- Media and PR Did you receive any exposure for your initiatives?

Example 1

Name of Preservation/Protection activity:

Enhancing Biodiversity at Rivergum Lodge

Describe the activity
Describe the activity with emphasis on how it
preserves and/or protects the environment.

Rivergum Lodge implemented a biodiversity
enhancement program to restore habitat for
small native bird species and improve
ecological balance. Thisinvolved planting
native vegetation, installing logs for shelter,
and introducing pollinator-friendly flora.

Case Study

Problem:

Rivergum Lodge borders the Possum Nature
Reserve, a 146hectare protected sanctuary
that offers guests a serene escape amidst
native bushland and vibrant birdlife.
However, human intervention has disrupted
the landscape, creating imbalances in the
ecosystem. Small bird species such as
wrens, wagtails, and honeyeaters struggle to
thrive due to a lack of habitat and the
dominance of aggressive Noisy Miners. This
decline in biodiversity posed a significant
challenge to maintaining a balanced and
healthy ecosysgem.

Solution:

We commissioned an environmental
assessment from local ecologistTree
Wishesto evaluate the history and health of
our landscape. The report provided
actionable insights into supporting native
species and enhancing habitats at Rivergum
Lodge.

Outline the rationale for implementing this
activity and what the business hoped to
achieve.

This is the rationale and goal setting of the
activity

- O0RNDUt Ws Ra6WAR21JI Ned
rprovide sustainable naturebased
experiences by protecting and enhancing the

surrounding environments FO
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- Supports longterm biodiversity conservation
and contributes to a healthier ecosystem for
native wildlife.

- Enhances guest experience by offering a
richer natural setting with diverse birdlife.

- Demonstrates leadership in ecatourism and
responsible environmental stewardship.

\What outcomes have been achieved through
this activity to support the local economy and
sustainable livelihoods?

This is the outcome of the activity

Impact

These actions have significantly enhanced the
ecological function of Rivergum Lodge,
creating a more balanced habitat and fostering
biodiversity for the benefit of wildlife and
guests alike.

Ecological Enhancements

Ground Cover: Large logs were added to the
landscape to create shelter for small birds ang
lizards.

Pollinator Support: Indigenous plant species
such as bees and butterflies were introduced
to provide nectar for pollinators.

Habitat Layering : Small trees and shrubs wers
planted to build the understorey, enrich the
soil, and recycle nutrients effectively.

Educational Initiative : One of our cabins was
renamed Yellowgum to highlight this protected
species, and the Guest Manual was updated t
include information about its importance and
conservation.
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Example 2

Name of Preservation/Protection activity:

Renewable Energy & Carbon Footprint Reduction

Describe the activity
Describe the activity with emphasis on how it
preserves and/or protects the environment.

Continued Implementation of Our 5 -Year
Energy Reduction Plan

As part of our commitment to achieving full

energy seltsufficiency at our headquarters by
20XX, we have made significant strides during
the qualifying period. Key activities included:

Solar Panel Installation:

In September 20XX, we invested $18,000 to
install solar panels on the depot roof, a major
step toward renewable energy reliance.

Light Timers:

High-traffic areas such as the kitchen and

bathroom were equipped with light timers,
minimising unnecessary energy usage.

Outline the rationale for implementing this
activity and what the business hoped to
achieve.

This is the rationale and goal setting of the
activity

Tourism is a highenergy industry, and reliance
on fossil fuels contributes to climate change.
Our goal was to achieve carbomeultral
operations by 20XX, reducing our energy
consumption and increasing our use of
renewable sources.

\What outcomes have been achieved through
this activity to support the local economy and
sustainable livelihoods?

This is the outcome of the activity

Energy Savings:

- These initiatives led to a remarkable
reduction in daily energy usage, from
97.35 kWh to just 48.09 kWi a 50%
decrease.

- Solar panels now generate 80% of our]
GYT NUkt WIOWI N wouw

Cost Efficiency:

The reducedenergy consumption now saves
the business $650 per month in utility costs.
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TOP TIP i Examples

Provide strong examples that look beyond standard business practices. In some
guestions, you can show up to five examples; however, consider if it is in your best

interest to use the maximum examples available or to provide deeper insights into a
smaller number of examples.

Response Guidance

This is where you can include images to support your answer. Examples of the
type of evidence you can include are:

* Animage of the activity
A testimonial from a visitor or local community member

» Aninfographic e.g. graph, demonstrating the results of the
preservation activity.

This is an opportunity to show each of the products or services that are on offer.

Do not include any documents (plans, procedures, policies etc.).

- Graphs showing reductions in water, waste, or energy use.

- Before and after photosdemonstrating improvements in habitat restoration,
renewable energy installation, or waste management.

- Images of collaboration such as treeplanting events, conservation team meetings,
or local partnerships.

- Guest feedback and surveys (before and after impact).

- Operational data and tracking reports.

- Media coverage received.

- External research and market trends supporting your initiatives.

Graph showing waste reduction.

COMPARISION OF WASTE REDUCTION

800

600

400

200

Plastic bottles Razors Toilet paper Amenitiies

20X M 20xx

54| Page



2025 WATA Entrant Guide Ecotourism

Collage showing environmental initiatives.

Examples

: ; First Nations mentoring and
Conservation volunteering added to Beach clean up’s led by guides product development partnership
adventure tours

First Nations Tourism Mentoring Program helps
create truth-telling experience at Port Lincoln

@ Sy o KOG Era s cboncan s m
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Question 2.2.

A. Provide 24 examples of how the business educates visitors and local communities to
broaden their understanding of environmental conservation
B. Provide visual evidence to support your answer.

EXAMPLE

Name of education and/or interpretation activity:

Describe the activity

Describe the activity with emphasis on
how it educates visitors and local
communities.

Outline the rationale for
implementing this activity and what
the business hoped to achieve.

This is the rationale and goal setting of
the activity

What outcomes has the business
achieved through this activity in
educating visitors and local
communities?

This is the outcome of the activity
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Response Guidance

Specify any guidelines, programs, or tools provided to visitors to enhance their
understanding environmental preservation and protection.

(?) Describe the activity

Provide an overview of the activity. Consider how this activity educates and
informs, and to whom.

(?) Rationale

Provide the judge with a clear understanding why the business has implemented
the specific activity.

Ensure the rationale relates back to how it can educate and inform visitors and
the local community.

(?) outcomes
What were the measurable results of these activities?

Provide measurable results that demonstrate to the judge the outcomes of the
activities and how they educate and inform.

Consider what learnings were made during this process, particularly if intended
outcomes were not achieved.

Understanding Question 2.2.

This question assesses how your ecotourism business actively educates and informs visitors,
stakeholders and local communities about environmental conservation. A strong response will
showcase how you integrate education or knowledge sharing into your \isi experience and
business operations to encourage responsible tourism.

What Judges Are Looking For

- Demonstrated leadership in ecotourism education and knowledge sharing.

- Education that is seamlessly integrated into tours, programs, and operations.

- Collaboration with conservation groups, communities, and educational institutions.
- Use of innovative approaches such as technology, citizen science, or storytelling.
- Clear evidence of visitor behaviour change and conservation impact.

- Effective communication through signage, social media, and marketing.

- A commitment to continuous improvement based on feedback and research.
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Tips for Crafting Your Answer

- Methods of delivering environmental education: Consider all ways awareness and
education are delivered, such as onsite signage, interactive exhibits, guided
experiences, workshops, and digital content.

- Sharing your message: Highlight how you communicate your environmental values
with staff, the tourism industry, the local community, and customers.

- Influencing visitor behaviour: Discuss how you encourage sustainable actions through
sustainability tips, interpretation, Leave No Trace guidelines or carbon offset
opportunities.

- Conservation messaging through marketing: Provide examples of social media
campaigns, brochures, newsletters, or online resources that promote conservation
efforts.

- Staff training and environmental expertise: E6 Ys #¢t JW! Yel Waglde Gkt WIU2R
credentials, training programs, or sustainability briefings given to visitors.

- Collaborations: Detail partnerships with educational institutions, citizen science
projects, or community-led conservation initiatives.

- Industry recognition and advocacy: Demonstrate awards, advocacy efforts, and
recognition from industry bodies that establish your business as a leader in
environmental conservation.

- Stakeholder collaboration: Explain how you engage with environmental groups, local
communities, educational institutions, or industry bodies in the planning and delivering
conservation education initiatives.

- Educational groups: Have you tailored products to meet their needs?

Suggested Approach and Examples

Consider all of the above points, and then brainstorm your best activities in environmental
education for the qualifying period.

- Innovative activities: Showcase how your business goes above and beyond standard
practices to educate visitors and the local community about conservation.

- Rationale: Why did you implement this initiative?
- What research or insights led to this decision?

- An impactful response should clearly show how this research informed your planning
and how the resulting innovations align with your business's primary goals and
strategies.

- Fostering knowledge sharing: Highlight your role as an ambassador for environmental
awareness.

- Demonstrated measured outcomes: Provide evidence of how your initiatives have
changed visitor behaviours, increased awareness, or resulted in positive environmental
action.
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Example

Name of education and/or interpretation activity:

Kangaroo Island Citizen Science Experience

Describe the activity
Describe the activity with emphasis on how it
educates visitors and local communities.

In partnership with the Kangaroo Island Tourism
Alliance (KITA) and the Passport to Recovery
Program, since October 20XX, passengers on our
tours have actively contributed to citizen science
projects aimed at environmental conservation.

These projects include:

Koala Compass T A monitoring initiative where
\isitors record koala sightings to assist researchers
in tracking populations and health.

Smart Nests T A bee analysis project where
participants observe and report on bee nesting
behaviours, supporting conservation efforts.

By engaging in these projects, visitors gain hanesn
conservation experience, fostering a deeper
appreciation for local wildlife and their role in
protecting fragile ecosystems.

This activity was shared with cardholders in the
following ways:

- Passport to Recovery app
- Social media platforms

- LinkedIn

- Website

- Press release for trade and industry
- 9VYUt el WE?~kt

- Kl marketing campaign
- Pre-departure packs

Outline the rationale for implementing this
activity and what the business hoped to achieve.
This is the rationale and goal setting of the activity

This initiative was developed to:

- Enhance visitor engagement through meaningful,
hands-on participation in conservation efforts.

- Increase awarenessof local wildlife conservation
challenges and inspire longterm environmental
responsibility.

- Leverage digital tools to broaden impact.
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\What outcomes has the business achieved
through this activity in educating visitors and
local communities?

This is the outcome of the activity

The initiative has successfully educated visitors an
local communities, achieving measurable impact:

- 258 passengers participated in the Passport to
Recovery Program in 20XX/XX.

- 187 koala sightings were recorded, providing
\valuable data for conservation efforts.

- 70 bee nest observation reports were submitted,
supporting pollinator research.

- A consumer EDM sent to 3,250 potential
customers increased awareness of the initiative.

- The program was featured in the Ec@ourism
IAustralia newsletter, reaching industry
professionals.

- Website pages related to the program received
2,447 views, driving engagement.

- 30 social media posts across all platforms reache
35,000 people, with 2,855 engagements, expandin
knowledge about conservation efforts on Kangaroo
Island.

Supporting Evidence Examples

Response Guidance

type of evidence you can include are:

* Animage of the activity

education activity.

This is where you can include images to support your answer. Examples of the

* A testimonial from a visitor or local community member
= An infographic e.g. graph, demonstrating the results of the

This is an opportunity to show each of the products or services that are on offer.

Do not include any documents (plans, procedures, policies etc.).

When providing supporting evidence, ensure that it visually reinforces your written response
and demonstrates the impact of your initiatives. Below are some examples relevant to this

guestion:

- Photos: To showcase tangible efforts, include images of educational signage,
interactive displays, guided experiences, workshops, or conservation initiatives.

- Data and graphs: Use charts or graphs to illustrate key outcomes, such as visitor
participation rates, social media reach, or environmental impact metrics (e.g., waste
reduction, wildlife sightings, or carbon offset contributions).
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- Infographics: Create visual representations of your communication tools, such as
sustainability tips, visitor pledges, or conservation messaging in brochures, digital
platforms, and on-site materials.

- Partner testimonials: To validate your role in ecotourism education and environmental
advocacy, include endorsements from conservation groups, educational institutions, or
local stakeholders.

- Visitor feedback: Provide customer testimonials, online reviews, or survey results
highlighting how visitors have gained awareness or changed behaviours due to your
initiatives.

Question 2.3 10 POINTS

A. Provide 24 examples of how your business contributes to the local economy and supports
sustainable livelihoods
B. Provide visual evidence to support your answer.

Name of activity:

Describe the activity.

This is the overview of the activity.
Outline the rationale for
implementing this activity and what
the business hoped to achieve.

This is the rationale and goal setting of
the activity.

What outcomes has the business
achieved through this activity in
ensuring an authentic experience?
This is the outcome of the activity

Supporting Evidence File Name
Upload up to 3 images to support the | Description of Evidence
response. (up to 10 words)

Evidence Attachment
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Response Guide
Provide 2-4 of the business'’s top examples.

A tourism business can play a crucial role in strengthening the local economy
and fostering sustainable livelihoods by generating employment, supporting
local industries, and promoting responsible business practices.

Consider the following types of activities the business does to contribute to the
local economy:

* Supporting local businesses e.g. through product packaging, ‘buy local’
programs or sourcing services locally

* Supporting local talent or community groups

» Employment e.g. local work experience program, training and
development programs

* Support of community fundraising

» Employing local artisans, performers, or cultural guides to deliver
experiences directly to visitors.

* Creating partnerships with community groups to reinvest a portion of
tourism revenue into local initiatives.

(?) Describe the activity

Provide an overview of the activity. Consider how this activity supports
sustainable livelihoods and its impact to the local economy.

(?) Rationale

Provide the judge with a clear understanding why the business has implemented
the specific activity.

Ensure the rationale relates back to how it can support the local economy and
sustainable livelihocods.

(?) outcomes
What were the measurable results of these activities?

Provide measurable results that demonstrate to the judge the outcomes of the
activities and how they support the local economy.

Consider what learnings were made during this process, particularly if intended
outcomes were not achieved.

Understanding Question 2. 3

This question evaluates how your business has demonstrated responsible and sustainable
practices during the qualifying period, focusing on the positive impact made across the two
areas:

- Social Responsibility: Engagement with the local community, such as collaborating
with local businesses, supporting schools, participating in charitable activities, or
engaging with community groups.
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Economic Responsibility: How your business supports the local economy through
initiatives like sourcing locally, destination marketing, creating jobs, or promoting
regional businesses.

What Judges Are Looking For

Examples of how your business supports the local economy and community.
Understanding of how your business supports local suppliers, artisans, and service
providers by prioritising regional sourcing and partnerships.

Demonstrated community engagement by showcasing support for local talent, cultural
initiatives, and social enterprises.

Measurable data on the economic impact, such as the percentage of local employees,
the amount spent on local goods and services, or contributions to community projects.

Tips for Crafting Your Answer

1. Social Responsibility

Explain your business's engagement with the local community and how these efforts have
positively impacted boththe community and your business. Highlight benefits such as
enhanced reputation, employee motivation, or strengthened local support.

Activities and Initiatives:

Detail specific actions your business has taken to support the local community, such as:

Donations and sponsorships: Monetary or inkind contributions to local charities,
events, or causes.

Special access or programs: Offering loyalty programs or discounted access for
locals.

Sharing information: Promoting community information in your reception, website, or
newsletters to refer business to other local organisations.

Support for Non -For-Profits: Waiving conference room fees for local nefor-profit
groups or providing spaces for community meetings.

Skill development: Offering traineeships, apprenticeships, or work experience for local
students.

Mentoring and volunteering: Involvement in mentoring students or businesses,
volunteering with local chambers or community associations, or supporting recovery
efforts after significant events like floods or fires.
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- Community collaboration: Working with groups like the Lions Club, CFS, or local
conservation organisations and participating in local events or associations to
strengthen ties and foster collaboration.

- Providing facilities or infrastructure : Offering inkind facilities or services to
community groups.

- Ethical Sourcing: Offering ethically produced souvenirs or products, such as Fair Trade
or organic goods or adopting a responsible procurement policy to source sustainable
and eco-friendly products.

- Promoting Culture and Community: Promoting local crafts, artists, and heritage to
foster community pride.

2. Economic Responsibility

Explain how your business contributes financially to the local economy, focusing on monetary
impact and measurable outcomes. Highlight specific spending, employment, and partnerships
within the region.

Activities and Initiatives:

Consider specific actions your business has taken to support the local economy, such as:

- Employment: State how many staff are from the local area, expressed as a percentage,
and calculate the total economic value of their wages.

- Visitor spend: Discuss the average spend of your visitors within the region and how you
encourage them to support local attractions, restaurants, and businesses. Mention
tools such as a website page promoting other local businesses.

- Local trades and contractors: Include the value of spending on local tradespeople and
contractors during the qualifying period.

- Purchasing policies: Highlight local amenities, produce, or Australianmade goods
purchased.

- Supporting local: Showcase how local produce in minibars, hampers, or outlets has
supported other businesses, potentially including testimonials from supplier partners.

- Tourism development: Detail the percentage of your budget invested in domestic or
international marketing and its impact on the region.

- Product packaging: Collaboration with other local tourism businesses to create
mutual packaging opportunities, increasing visitation for all involved.

- Diversified markets: Describe how your business caters to nortourist markets, such
as Meetings, Incentives, Conferences, and Exhibitions (MICE), service trades, or road
crews.
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Suggested Approach and Examples

Start by summarising your overall philosophy around Responsible Tourism. If your vision,
mission, or core values highlight the importance of being a responsible business, include that in
your opening overview.

Consider all the above points, and then brainstorm your best activities showcasing your
contribution to the local economy and community for the qualifying period.

- Innovative activities: Showcase how your business goes above and beyond standard
practices to educate visitors and the local community about conservation.

- Rationale: Why did you implement this initiative?
- What research or insights led to this decision?

- An impactful response should clearly show how thigesearch informed your planning
and how the resulting innovations align with your business's primary goals and
strategies.

- Demonstrated measured outcomes: Provide evidence of how your initiatives have had
positive outcomes

Example

Name of activity:
Developing Future Eco-Tourism Leaders
Describe the activity.

This is the overview of the activity. Initiative:

'To support skill development in sustainable tourism,
we launched an internship and work experience
program in January 20XX for passionate ecotourism
students.

Key Actions:

- Partnered with Flinders University and William
IAngliss Institute to provide internships and
placements for students in ecotourism and
sustainable business courses.

- Hosted two interns focusing on eceguiding, and
sustainable tourism operations.

- Provided three work experience placements
covering wildlife conservation, ecoaccommodation,
and visitor education.
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Outline the rationale for implementing this
activity and what the business hoped to
achieve.

This is the rationale and goal setting of the
activity.

Goal:

Foster knowledge sharing and create meaningful
career pathways in ecotourism by equipping local
lyouth with practical skills, industry knowledge, and
hands-on experience, ensuring a skilled and
environmentally conscious workforce for the future.

'Why:

- Hands-on experience increases career readiness b
60% (World Economic Forum, 20XX), making real
world exposure crucial.

- The program strengthens community ties by
involving local youth in sustainable tourism.

- Supports the growing demand for ecetourism jobs,
projected to grow by 14% annually (UNWTO, 20XX).
- Limited opportunities exist for tourism students to
train with best-practice eco-tourism operators.

What outcomes have been achieved
through this activity to support the local
economy and sustainable livelihoods? This
is the outcome of the activity

Outcomes:

- Two students completed their placements, with one
securing a permanentpart-time role in guest servicesg

- Positive feedback from students and schools
highlighted increased participant confidence and
industry knowledge.

- Strengthened relationships with educational
institutions, enhancing future placement
opportunities.

Testimonial T April 20XX

i1 f FON ¢ R U-brl eKpérieridd im operations and as §
Tour Guide, from leading nature walks to educating
\visitors on sustainable practices. This experience
deepened my passion for protecting our environmen
and gave me confidence that | was on the right pat'

L Alex Johnson, Internship Graduate.
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Supporting Evidence Examples

Response Guidance

This is where you can include images to support your answer. Examples of the
type of evidence you can include are:

* Animage of the activity

* A testimonial from a local community member or organisation who
has benefited from the activity

= An infographic e.g. graph, demonstrating the contribution to the
economy.

This is an opportunity to show each of the products or services that are on offer.

Do not include any documents (plans, procedures, policies etc.).

- Graphs or charts illustrating the percentage of business spending within the local
economy, including wages, supplier costs, and community contributions.

- Testimonials from local suppliers or businesses highlighting how your support has
positively impacted their operations and financial sustainability.

- Documentation of collaborative product packaging or joint marketing initiatives that
promote local businesses and create mutual economic benefits.

- Visitor referral data showcasing how your business directs guests to local attractions,
restaurants, or service providers.

- Testimonials from community members, guests, or stakeholders demonstrating the
t YRR OWeUT WOHYUYGRHAWZ2 O JWYNnW! Yel WHat RUIDE t k1t |

- Records of employment impact , such as the percentage of local hires and any training
or upskilling programs offered to staff.

- Evidence of financial contributions or sponsorships for local events, conservation
projects, or community initiatives.
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6.6 Excellence in Business & Product Development

Question 3.1 10 points

A. What improvements have been made to develop business operations and/or the product
offering during the qualifying period?
B. Provide visual evidence to support your answer.

Provide a short overview of the business’s approach towards developing its
business operations and/or product offering.

EXAMPLE

Improvement 1.

What specific improvements has the business implemented in its operations
and/or the product offering during the qualifying period? Keep this response to
one sentence, providing a basic introduction only.

Describe the Improvement:
Provide further detail on the improvement.

Rationale:

What were the reasons for implementing this improvement?

Specific Goals:
What specific goals did the business aim to achieve with this
improvement?

Outcomes:
What were the measurable results of these changes?
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Response Guidance
Provide between 2-3 examples.

The response to this question can include examples relating to:

= Business operations
* Product development

(?) Business Operations

‘Business operations” generally refers to the day-to-day activities involved in
running a business. This can include but is not limited to managing resources,
processes, and people to achieve organisational goals.

Some examples of improvements include;

= Operations (inventory management, compliance and safety, risk
management, trade distribution etc.)

= Finance (systems, investment, pricing strategy etc.)

= Human resources (training, reward, recognition, professional
development, attracting staff etc.)

= Business capability or learning initiatives (e.g. completion of Quality
Tourism programs including risk management, online distribution
etc.)

(2) Product Development

‘Product offering” generally refers to the products, services and experiences a
compeany offers its customers.

Some examples of improvements inclucde;

»  Technology ( developead a mobile app to improve the experience,
introduced Al chatbots to assist in visitor enguiries etc.)

« Product packaging (value added to the experience with other local
products/experiences etc.)

« Facilities (upgraded or introduced new facilities e.g. pool, vehicle,
tasting room etc.)

»  Experiences ( upgraded or introduced new experiences e.q. tour,
gastronomic tasting session, wing tasting, meel the keeper,
spa/wellbeing etc.)

MNote: this is not o complete list but does provide some examples for
consideration.
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(?) Rationale
Provide the judge with a clear understanding why the improvement was made.
Some exarmples on the rationale for the improvermneant could be:

»  Business Operations
o Reduce business expenses
o Streamiine processes
o Other slrategic objectives
*  Product Development
o Driven by leedback
o Reaching new markets
o Advancing technologies
o Other strategic objectives

Notes this is nol g complete list but does provide some examples for
consideration.

Consider how the improverment aligns with the vision or values of the business as
identified in Q1

(?) specific Goals

Provicle the judge with the specific goals that the business aimed to achieve with
the improvement.

Some examples of specific goals could be:

»  Reduce manual eflfort by 15%
+  Improve workflow efficiency by 30%.

(?) outcomes
What were the measurable resulls of these changes?

Provide measurable resulls that demonstrate to the judge the outcomes of the
improvement.

Consider what learnings were made during this process, particularly if intended
outcomes were not achieved,
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Understanding Question 3.1

This question is youropportunity to demonstrate how strategic planning drives innovation and
continuous improvement in your ecotourism business and highlight your commitment to
responsible tourism, conservation, and community engagement as part of your business
strategy.

N6 Rt W 13t GYUt DWRt WUYqWTet qWeAYe qWiRt qRUNWRGGI Y2136
innovation/activity to illustrate your journey of growth and impact. Link your improvements to

business goals and demonstrate clear, tangible outcomes, showing how yotnusiness adapts

to challenges, exceeds visitor expectations, and makes a meaningful contribution to

ecotourism and conservation.

What Judges Are Looking For

T Strategic planning for sustainable growth.

T Evidence of welldesigned, environmentally responsible initiatives that align with your
business goals and conservation values.

T Measurable outcomes demonstrating positive environmental, social, and economic
impact.

T Commitment to delivering exceptional, naturebased visitor experiences that promote
education, sustainability, and responsible tourism.

T

Tips for Crafting Your Answer

Clearly outline your goals, the strategies used to achieve them, the rationale behind each
initiative, and measurable outcomes demonstrating success.

Brainstorm your maost impactful ecotourism innovations or improvements from the qualifying
period, prioritising those with tangible, positive results.

Key areas to consider:

- Eco-tourism product development: Launching new naturebased experiences,
conservation-focused tours, orregenerative tourism initiatives.

- Sustainable technology: Adopting eco-friendly booking systems, carbon tracking
tools, or digital interpretation apps to reduce paper waste.

- Operations & resource efficiency: Implementing waste reduction programs, watef
saving initiatives, or sustainable supply chain improvements.

- Staff development: Offering training programs focused on sustainable tourism
practices, conservation awareness, or wildlife protection.

- Eco-friendly infrastructure upgrades: Enhancing facilities with solar power, rainwater
harvesting, electric vehicles, or lowimpact building materials.

- Accessibility & responsible tourism: Ensuring naturebased experiences and facilities
are inclusive and accessible, minimising environmental impact. (Note: A separate
accessibility question exists, so place these details where most relevant.)

- Linking to financial viability : Show how at least one initiative improves financial
performance while maintaining longterm environmental sustainability. Use percentage
changes instead of exact financial figures.
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Suggested Approach and Examples

Overview

Provide a short overview of the businesses approach towards developing its business
operations and/or product offering.

Start your response with a concise overview of your business planning and development
approach, emphasising how your philosophy ensures longerm environmental, social, and
economic sustainability through proactive, datadriven decision-making.

Then, showcase the key innovations and improvements you made during the qualifying period.
Prioritise those that enhance sustainability, reduce environmental impact, improve visitor
experiences, or strengthen conservation efforts.

Key planning considerations:

- Sustainable business planning: Demonstrate how your planning and development
processes integrate ecotourism principles using tools like SWOT analysis, competitor
analysis, risk management, and financial planning.

- Collaborative planning: Explain how staff, conservation partners, Traditional Owners,
and other stakeholders contribute to business planning, decisioamaking, and goal
tracking.

- Proactive management: Showcase how you anticipate environmental, economic, or
operational challenges and make informed decisions using visitor feedback,
conservation data, or sustainability metrics.

- Monitoring success: Share how you track and evaluate improvements using guest
feedback, sustainability KPIs (e.g., carbon footprint reduction, waste management
success), and alignment with conservation goals.

- Enhancing visitor experiences through sustainability: Demonstrate how your
improvements and innovations contribute to visitor education, engagement, and
satisfaction while preserving natural and cultural assets.

- Demonstrate research and insights: Include internal research, such as customer
feedback, surveys, or operational data, and external insights from market intelligence,
industry reports, or media highlighting consumer trends. An impactful response should
clearly show how this research informel your planning and how the resulting
innovations align with your business's primary goals and strategies.

- Highlighting outcomes: The effectiveness of your response lies in demonstrating
measurable outcomes. Include:

- Benefits: Specify who benefited/ your business, customers, staff, the community,
nature, or the industry.
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- Data-driven results : Quantify outcomes using KPIs, customer satisfaction scores, or
revenue increases.

- Testimonials : Include before-and-after customer feedback to show impact.

- Media and PR Highlight any press coverage or recognition received.

- Honest reflection : If outcomes fell short, explain why and share any learnings or
adjustments made.

Example

Improvement Activity 1:

Development of Rewild & Restore Eco Tour

What specific improvements has the business implemented in its operations and/or the
product offering during the qualifying period? Keep the response here to one line, providing
a basic introduction to the improvement.

Describe the Improvement:

Provide further detail on the improvement.

In response to the growing demand for sustainable travel, in December, we launched
our Rewild & Restore Eco Tourd an immersive, hands-on experience where visitors
actively contribute to environmental restoration while exploring the region.

Guided by our expert guides in partnership with Greening Australia, guests jump on an
e-bike and take a scenic ride to Bushland Reserve to plant native trees, restore wildlife
habitats, and gain exclusive insigthares i
rewarded on the way home with a regional product picnic supplied by the local cafe.
Designed for maximum impact with minimal footprint, the tour features e-bikes, zero-
waste practices, and reinvest proceeds into conservation initiatives.

Rationale:

Research indicates that 74% of travellers want tourism experiences that positively
impact the destinations they visit (Sustainable Travel Report, 2023). Additionally, visitor
surveys showed that 58% of past guests were interested in volunteering or contributing
to conservation during their stay. This initiative aligns with our Sustainability Plan,
aiming to shift from passive sightseeing to regenerative tourism, where guests leave
the environment in a better condition than they found it.

Specific Goals:

What specific goals did the business aim to achieve with this improvement?
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Launch a commissionable product that combines education, conservation, and
visitor participation.

Plant 2,000 native trees annually, restoring habitat for local wildlife.

Reduce tour emissions by 10% YOY by using low-emission transport.

Allocate 10% of tour revenue to local conservation projects.

Achieve 85%+ visitor satisfaction ratings, demonstrating a demand for hands-
on eco-tourism experiences.

Outcomes:

What were the measurable results of these changes?

2,450 trees were planted in the first year, exceeding initial targets.

Over 500 visitors participated, with 96% of surveyed guests reporting
increased awareness of conservation efforts.

Tour emissions were reduced by 12% through e-bikes and sustainable tour
operations.

$12,750 was reinvested into local conservation programs through tour
revenue.

Featured in Tourism Australia Hot List, several industry newsletters, and ABC
local radio, increasing brand visibility and attracting sustainability-focused
travellers.

Supporting Evidence

Response Guide
Provide evidence to support your response. For examp!ecf

An image of the improvement

A testimonial demonstrating the outcome (NOTE: the main content
of the testimonial must appear in the written response)

Before and after images of works

An infographic e.g. graph, demonstrating the outcomes.

- Graphs illustrating the growth in direct bookings and occupancy rates, highlighting
demand for sustainable travel.

- Customer survey insights showcasing increased awareness of conservation efforts
and visitor engagement in sustainability initiatives.

- Google Analytics or booking system reports .
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- Before-and-after visuals showcasing the transformation of degraded land through
habitat restoration or rewilding projects.

- Infographics highlighting new eco -experiences or conservation programs and their
impact on local biodiversity and visitor education.

- Data showing increasing participation in carbon offset programs, conservation tours,
or volunteer-based initiatives.

- Screenshots of digital sustainability tools , such as a carbon footprint calculator, ece
friendly booking platform, or digital interpretation guides to reduce paper use.

- Images of staff engaged in conservation training , sustainable tourism workshops, or
hands-on environmental restoration efforts.

- Employee retention and satisfaction data demonstrating how sustainability initiatives
improve workplace morale and align with staff values.

- Photos of upgraded accessibility features designed with minimal environmental
impact, such as boardwalks made from recycled materials or energegfficient lighting
for inclusive spaces.
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6.7 Excellence in Marketing

Question 4.1 5 points

AAI Y2RT JWe UWY 211 2 RIJs midfketdlq 6 WWHz2t RUDY  kt Wacl NIqll
B. Provide visual evidence to support your answer.

Provide a brief introduction to the business’s targel markels and how the
business identified its lop 2 o 3 markels.

EXAMPLE

Name of Target Market:

What stage is the target market in for the (tick box)
business?

igentify if this is Primoary Marke!, Secondary
Moarketl, Growth Market or Ermerging Markel.,
Target market characteristics

Describe the target market Le who are thay,
where are they from, age, behaviours and
rmotivations.

How does the business meet the expectations
of this target market?

Demonstrate how vou have tailored the
business to the target markel.

What research have you undertaken to confirm
this target market is right for the business?
Describe the research or analysis undertaken o
determine that this larget market and their
characteristics are suitable to the business.
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Response Guidance
Provide between 2-3 markets.

A target market is a specific group of potential customers that a business
directs its marketing efforts and products towards.

identify the various characteristics such as demographics, psychographics,
geographic location, and buying behaviour of the selected target markel.

Demonstrate how the business tailors its products/service/visitor experience to
effectively reach and engage the target market.

(?) Target Market Characteristics
For the target market characteristics, consider the following:

* Geographic — Where they are: Where the people live or visit

* Demographic — Who they are: Their agse, family size, income, or lifestyle,
such as families, retirees, or holidaymakers.

* Psychographic - What they care about: What they enjoy, believe in, or
value, like being active, spending time outdoors, or supporting local
businesses,

» Behavioural - What they do, how they dct e.g. like hiring bikes, exploring
the areq, or looking for fun activities.

* Motivations — What drives them, why they do things: .g. like wanlting to
have family adventures, stay healthy, or trying something new.

(?) Meeting the expectations of a target market

Demonstrale the business’s understanding of the target markel’s needs,
preferences, and behaviours, and how the business has tailored ils products,
services or experiences to meel these needs.

(?) Research

Outline how the business has delermined that this targel market is suitable for
the business. What research was undertaken, and what was concluded from this
research.

Understanding Question 4.1

To create a compelling response to this question, provide a clear and wedtructured overview
of two or three of your business's target marketdescribe who they are, where they are from,
their age group, how they book travel, what motivates and inspires them, and how your
products and experiences meet their expectations.

Highlight the alignment between these target markets and your business offerings, strategic
goals, and regional or state tourism objectives.
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Support your response with research, such as customer surveys, booking data, or market
intelligence. Enhance your answer with supporting evidence like charts or infographics to
present data effectively, ensuring all visuals are clearly labelled and explaéal.

What Judges Are Looking For

T A wellstructured and clear explanation of your target markets, explaining why they were
chosen.

T A deep understanding of your audience and a strategic approach to engaging and
meeting their expectations.

T Evidencebacked insights, such as surveys, research, and analytics, to validate your
choices.

Tips for Crafting Your Answer

T Be specific: Provide detailed profiles of each target market, avoiding vague
generalisations. It's essential to clearly define your markets, as they will be referenced
in the next question.

T Provide evidence: Back your claims with tangible internal and external data.

o External: Visitor statistics, research reports, and customer feedback. Reference
industry research, such as International Visitor Surveys, The Future of Tourism
Report, Tourism Research Australia, and STO market profiles and insights.

o Internal: Datafrom digital surveys, internal sales reports, past visitation
statistics, and social media or Google Analytics insights.

T Show a broad range of tactics: Think across all areas of marketing, such as SEO, SEM,
social media campaigns, online listings, sales, influencers, competitions, promo codes,
EDMs, loyalty programs, print advertising, PR, media, brochure distribution, trade and
industry etc.

T Incorporate visuals : Use charts, graphs, and infographics to present data effectively,
ensuring all visuals are clearly labelled and explained.

TOP TIP
Keep in mind @&.1 is worth 5 points while @&.2 is worth 10 points. Therefore, allocate more

word count in the 35 examples of marketing strategies you provide for4)2 as this is where
bulk of the points areallocated
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Suggested Approach and Examples

Introduction to the Business' Target Markets

top 2 to 3 markets.

Provide a brief introduction to the business's target markets and how the business identified its

Consider the following:

T Set the scene: Consider the short overview setting the stage for a detailed exploration
of your target markets and how they align with your product offerings.

T Market intelligence: Briefly discuss the research used to identify your top target
markets. Highlight sources and emphasise how this research informs your strategic
direction, ensuring your marketing efforts are weltargeted and datadriven.

T Ideal customers: If your Marketing Plan includes ideal customer templates or avatars,

refer to them in the overview.

T Values & goals: Discuss how your strategy supports your vision, enhances customer
experiences, and contributes to sustainable growth.

Example

Name of Target Market: Couples from Melbourne

What stage is the target market in
for the business?

Identify if this is Primary Market,
Secondary Market, Growth Market or
Emerging Market.

Primary

Target market characteristics
Describe the target market i.e. who
are they, where are they from, age,
behaviours and motivations

Demographic
- Couples aged 2544, celebrating a special
occasion or seeking a romantic escape.
- Often Dual Income No Kids (DINKS)

- 62% of the overall market.

Geographic
- Greater Melbourne

Psychographic
- Nature and beach
- Food and wine
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- Peaceful surrounds

- Outdoor activities

- Supporting local business

- Care about the environment

Behavioural
- 87% female as key purchaser
- 63% direct website booking
- 6 weeks average lead time
- Self-drive
- Prefer selfcontained accommodation
- Exploring local wineries

Motivations
- Proximity to Melbourne

- Prioritise wellness and relaxation
- Seeking peaceful and intimate accommodation

Booking Source
Airbnb, Instagram, Website or redeeming a gift voucher

How does the business meet the
expectations of this target market?
Demonstrate how you have tailored
the business to the target market.

- Cosy studio cabins with extras, including
hampers and champagne.

- Built outdoor bath, firepit, tennis, loungingareas,
expansive private gardens

- Environmental initiatives

- Wedding and elopement packages

What research have you undertaken
to confirm this target market is right
for the business?

Describe the research or analysis
undertaken to determine that this
target market and their
characteristics are suitable to the
business.

Guest Survey:.

- Guests book for wineries (44%), the beach (43%),
and food/dining (39%).

- Activities during stays: 50% visited wineries, 82%
enjoyed the beach, and 91% dined out.

- Most loved: 72% valued connecting with nature
and outdoor spaces, supported byofferings like
the Secret Garden, firepit, and lawn games.

Social Media Insights:

91% of followers are females aged 284, seeking
outdoor activities, relaxation, and proximity to shops,
dining, and wineries.

Airbnb Data:

Average stay is 2.3 nights, aligning with a twoight
minimum policy for weekend getaways.
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Tourism Greater Geelong & Bellarine (TGGB) Corporate
Plan 2021-2025:

83% of visitors to the region are from Victoria, with 56% ¢
guests from Melbourne, matching the visitor profile.

Tourism Research Australia:
Social and outdoor/nature activities are top attractions

for visitors to the Bellarine Peninsula, aligning with the
business's offerings.

Supporting Evidence

Response Guide
Provide evidence to support your response. For example:

» Animage of the target market

» An infographic e.g. graph demonstrating the market characteristics

6 Include a visual representation of the target markets, such as aimfographic showing
key demographics, personas and geographic segments.

6 Use pie charts or bar graphs to clearly display visitor origins and demographics, such as
the percentage breakdown of guests by location or age group.

6 Incorporate graphs orcharts from past guest surveys demonstrating preferences,
activities, and satisfaction levels during their stay.

6 Include graphs or statistics from internal market research, such as booking trends or
Airbnb data, and ensure all visuals are wellabelled and explained.

6 ReviewPro has valuable data and insights that can be accessed via your free account
(all entrants get a free ReviewPro account).

6 Include photos of popular experiences or facilities, such as outdoor spaces, gardens, or
dining areas, to visually connect your offerings with guest preferences.

6 Provide a screenshot or summary infographic of your social media analytics, showing
follower demographics or engagement trends.

6 Include a snippet of customer feedback or reviews highlighting alignment with target

market needs and satisfaction.
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Supporting Evidence Examples
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Question 4.2 10 points

A.Provide 2-4 examples of marketing strategies the business implemented during the qualifying
period, along with their outcomes.
B. Providevisual evidence to support your answer.

Provide a short overview of the business approach towards developing its
marketing strategies.

EXAMPLE

Marketing Strategy ©:
What was the marketing strategy? Eg. was it a campaign, an exhibition, an
evenl, a partnership, or other marketing initiative?

Objective: Provide quantifiable objectives for the strategy.

Target Market: As per market/s identified in Q3.1

Concept: Provide greater detail of the strategy.

Rationale and Describe the research and analysis undertaken to
Research: determine that this strategy will achieve the objectives

and reach the intended target market.

ﬁctiuitw'Tuclics: Describe the activities or tactics used in the strategy.

How does this strategy | Detail how the local, regional or state

align with local, destination/marketing plans were considered in the
regional or state development of the stralegy.
destination/marketing

plans?

What were the E.g. an increase o website traffic by 21% which
outcomes generated an increase in online bookings by 30%
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Response Guidance

Provide between 2-3 examples.

It is recommended that you include examples that differ to any of the
improvements you have included in Q3.1

(?) objectives
Provide further detail on the marketing objective.

Objectives or goals can include, but are not limited to:

Improve brand awareness
Increase sales

Higher number of leads

Attract new customers

Improve customer retention
Increase online engagement
Expand into new markets

Optimise ROl

Highlight new features/experiences

0O o o0 o0 o0 o0 o 0o

Be sure to provide some quantifiable objectives e.g. increase leads from website
by 10%.

(?) Target Market

Be sure to align this to one or more of the markets identified in Q4.1.

(?) concept

This is where you can provide an overview of the strategy outlining its key
highlights.

For example:

= A digital campaign ta highlight the unigue selling proposition of the
business

» A PR campaign to highlight how the business fulfils specific visitor neads

« Improved website content to create an emational connection with visitors

» Targeted email campaign conveying key business ethics/commitments
e.g. sustainability or accessibility

«  Social campaign demonstrating how the business aligns with target
markels values, preferences ete.
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(#) Rationale
why did the business execute this strategy?

And what research was used to support the development of this strategy, e.g.
visitor feedback, ticket sales, digital analytics etc.

(?) Activity/Tactics
Describe the activities or tactics used in the strategy
Different channels can nclude, but are not limited to:

Digital Acverlising

« Emails

« Evenls

« nfluencer marketing

« Search Engine Optimisation
«  Social Media

« Traditional Marketing
 Trade octivities

(?) Align with local, regional or state destination/marketing plans

Demaonstrate how the activity aligns with local, regional or state
destination/marketing plans.

(?) outcomes

Provide measurable results that demonstrate to the judge the outcome of the
strategies.

Consider whal learnings were made during this process, particularly if intended

outcomes were nol achieved,

Be sure these resulls relale back lo your speciflic objectives.

Understanding Question 4.2

Now that the judges are familiar with your target markets and their alignment with your
business, it's time to highlight the marketing strategies you executed during the qualifying
period.

This question allows you to showcase how your business strategically and creatively attracted,
engaged, and retained travellers (including the eceonscious segment), reinforcing your
commitment to responsible tourism and conservation awareness.

Clearly explain the rationale behind your marketing initiatives, detailing the specific activities
undertaken, key stakeholders involved, and how these efforts align with broader sustainability
and tourism objectives.
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What Judges Are Looking For

T Strategic thinking, innovation, creativity, tactical execution, and measurable results.

T A detailed account of the marketing strategies you implemented during the qualifying
period, supported by research demonstrating their relevance to your target markets.

T The connection between your marketing efforts and overall business objectives.

T How your marketing strategies were thoughtfully planned, effectively executed, and
aligned with broader industry goals.

T Use supporting evidence, such as campaign screenshots, graphs, or photos, to
illustrate key data and outcomes and ensure your submission is compelling and
impactful.

Tips for Crafting Your Answer

T Showcase diversity: Choose marketing strategies with the best positive measured
outcomes and aim for diversity, including a wide range of approaches such as digital
marketing, website updates or SEO, sales, Media & PR, and trade initiatives.

T Adaptations and innovation: Highlight any creative approaches or adjustments made
during the qualifying period to address emerging trends or opportunities.

T Customer engagement: Share examples like online competitions, promo codes, email
campaigns, or thankyou emails with discounts to grow databases and build loyalty.

T Repeat business: Outline initiatives that encourage repeat customers and foster long
term loyalty.

T Trade and industry participation: Detail attendance at trade events such as ATE,
Meeting Place, expos, or roadshows.

T Partnerships: Highlight co-operative marketing initiatives, trade or media famils,
partnerships with your RTO, and collaborations with OTAs, ITOs, or traditional agents.

T Strategic alignment: Show how your target markets and strategies align with regional
or national tourism markets and strategiey reference resources from your Regional
Tourism Organisation (RTO) or State Tourism Organisation (STO). Explore tools on your
STO's corporate websiteor Tourism Australia's Markets and Industry Sectors page for
valuable insights.

T Highlight measurable outcomes: Include data such as KPIs, customer satisfaction
scores, revenue increases, or other quantifiable results. Mention notable media
coverage or recognition received.

T Align with core values: Ensure all marketing efforts reflect your business's values and
reinforce authenticity and strategic vision.

T Context for results: If outcomes were below expectations, explain why and what you
learned. For pending outcomes, include any available data and forecasted results.
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Suggested Approach and Examples

Provide a short overview of the business approach towards developing its marketing strategies.

T Complete the short overview by giving a brief introduction to your general approach to
marketing.
T Consider the following:

(0]

Example

Strategic planning and responsibilities: Identify who drives marketing efforts
within your business. How does your team plan, review, and update your
marketing strategies, and what is the frequency of these updates?

Reference documents: Name strategic plans and documents, such as your
Strategic Marketing Plan 20XX/X>and note how they all feed into each other.

Brand identity: Emphasise consistent brand messaging across all marketing
collateral. Highlight rebranding efforts, alignment initiatives, or new materials
introduced during the qualifying period.

Eco focus: To strengthen your response, provide supporting data or
measurable outcomes, such as increased bookings for eco-experiences,
engagement with conservation messaging, participation in sustainability
programs, or heightened brand awareness in eco-tourism markets.

Marketing Strategy 1: Become Export Ready

What was the marketing strategy? E.g. was it a campaign, an exhibition, an event, a

partnership, or other marketing initiative?

Objective: Increase trade bookings from 0%0 10% YQOY by building
relationships with trade (traditional agents, ITOs and
Wholesalers).

Target Market: As per market/s identified in Q3.1
International (new market)

Concept: Grow our international market share by engaging with the
industry to become exportready and make our products
available through the distribution system.

Rationale and Research: - As we have diversified and expanded our product offering to
offer private tours, it's time to tap into new markets.
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- Using Tourism Research Australia's Visitor Arrival Stats 20XX
Tourism Australia's Future of Demand Report 20XX, and SAT(
market updates, we identified South East Asia, US & Western
Europe as markets that align with our product offerings.

- Our Google Analytics shows increased visitation to our
website from these markets and a small number of direct
bookings in 20XX/XX (5%).

Activity/Tactics:

- Completed Quality Tourism FrameworkAwards Porta)
International Ready program.

- Used industry resources to learn about the distribution
system.

- Created an action plan on Trello with key responsibilities.

- Researched relevant tradeshows to attend and put into the
marketing budget.

- Engaged with SATC to find out who their Key Distribution
Partners (KDPs) are.

- Start to connect with KDPs.

How does this strategy
align with local, regional
or state marketing plans?

Regional

Aligned with the Eyre Peninsula Destination Management Plan
under the focus area of Industry Capability: "Raise the
capability of the EyrePeninsula tourism industry to develop
quality visitor experiences, attract visitors via distribution
channels, and manage sustainable businesses."

State

Aligned with the SATC International Marketing Strategy 20xx,
focusing on the implementation of key distribution partners
and travel trade marketing initiatives.

What were the outcomes

- Successful in receiving ATIC International Ready
Accreditation.

- Set new commissionable agent rates.

- Created Agent Presentation.

- Created Agent OneDrive with rates, images, products, and
T&Cs.

- Attended Meeting Place November 20xx ATE April 20xx.

- Secured contracts with 12 KDPs across new markets,
including Best of Travel Group, AOT, Trailfinders, FTI, and
Pelago.

- Have products listed on several major OTA'sncluding Viator,
Get Your Guide and Klook.

- Trade bookings in 24/25 up from 0% to 7%. While we didn't
reach the 10% goal, we realise this will take time and next yeat
our goal is to increase from 7% to 15%.

- International clients up from 10% to 19% in 20XX/XX.
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Supporting Evidence

Response Guide
Provide visual evidence demonstrating the marketing activity.

Videos can be included, however do not produce a video for the specific purpose
to respond to this question, it must have been produced as part of the activity.

Examples of images/video evidence can include:

Instagram Reel
TikTok

Video segment on TV
TV Commercial

Create a collage showcasing your brand's collateral and application in the strategies
you have outlined above.

Include a video created or used as part of a marketing campaign, such as an Instagram
Reel, TikTok, YouTube, website video, or TV Commercial.

Include screenshots of social media posts, EDMs, and campaign materials or
communications.

Use screenshots of Google Analytics or Facebook engagement statistics to
demonstrate quantifiable results from your campaign visually.

Include images of you at a tradeshow with measured outcomes layered on them.
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Examples

Infographic showing social media audience statistics.

Audience

TIKTOK:

INSTAGRAM: :
124 FOLLOWERS

4,252 FOLLOWERS

- I' IE -T.f‘“
‘. -

Infographic showing marketing campaigns and results.

Paid campaigns - creative

Total ad spend  $3,526
Revenue $245,550
Paid reach 657,258
Promo codes 215

TOP TIP
Ensure yoursupporting images provide clear evidence of strategies and outcomes. For
DFcaGcauawl YUk qWl 3a! W Yaua! wy U Wy iddudelthd datht 6

explicitly and contextualise it within your written response. When creating infographics,
focus on clarity and readability; avoid overcrowding with too much information.

6.8 Excellence in Customer Service

Question 5.1 10points

A.What initiatives has the business put in place during the qualifying period to delivexcellent
customer service throughout the visitor journey?
B. Provide visual evidence to support your answer.

Provide a brief overview of the business’s cuslomer service philosophy.
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EXAMPLE

Customer Service Initiative 1.

Describe the initiative that enhances
the business customer service:

At what stage of the visitor journey
does this impact?
(Pre, During, Post, All)

{checkbox with multiple choice
option)

What influenced the development of
this initiative?

What investment has been made in
this aspect of the visitor experience?

What outcomes have come from this

initiative?

Response Guidance

Provide the top 3 to 5 enhancements.

Focus on the initiatives that have specifically related to customer service and
provide examples that have not been included in question 3.1.

Ensure that you include activity that is new in the qualifying period.

This could include, but is not limited to:

s Staff training and development

» Customer feedback and post-stay surveys

» Improved booking processes

» Improved service delivery that goes beyond visitor expectations
» Additional services e.g. bed turn down services

(?) Describe the initiative

Consider the various touchpoints of visitor engagement and how these have
been enhanced, specifically for the customer experience.

(?) stage of the visitor journey

Specify at what point the initiative takes place within the visitor journey - pre,

during, post or at all points.
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(?) Influence of Initiative

Consider why the business focused on improving this specific customer
axperience.
This could be, bul is not limited to examples such as

«  Customer feedback

= Staffinput

«  Compelitive landscape

= Datafsurvey insights

= Shilt in customer demands or expectations

(2) Investment

Consider all resources pul towards the initiative. This could be financial, time
investment in staff, technologies, supply chain ete.

(2) outcomes

For example, increased online ratings by XX% return visitation elc.

You could include testimonials here to demonstrate an improved visitor
experiencea.

Understanding Question 5.1

This question allows you to showcase how your business goes above and beyond to deliver
exceptional customer service and memorable experiences at all stages of the visitor journey.
Highlight how customer service principles are integrated into every area of your business,
resulting in consistent quality and excellence.

Demonstrate to the judges how your business proactively seeks, analyses, and acts on
feedback to continuously improve the visitor experience.

It's essential to consider the entire visitor journey from the pre-visit stage (when customers
are researching and booking) to the postvisit stage. Also, ensure you link your responses to
your target markets, as different markets may experience unique ct@mer journeys.

What Judges Are Looking For

- Aclear and welldefined customer service philosophy or values that form the
foundation of your approach to delivering awarelvinning ecotourism experiences.

- Examples of new initiatives or processes introduced during the qualifying period that
enhance the visitor journey

- How feedback is collected and utilised to refine and improve.

- Evidence of strong systems and processes that guarantee outstanding service delivery
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- Investments in staff training, development, and facilities to continually elevate the
customer experience.

Tips for Crafting Your Answer

T Philosophy/Values: Include a statement of your customer service philosophy. Explain
how your values are delivered throughout your business and guide your team in
decision-making and customer service initiatives. Consider how these principles extend
to other stakeholders, such as suppliers, travel agents, and industry partners.

T Systems & Processes: Consider the systems and processes and standard operating
procedures (SOPs) in place to deliver exceptional service at every touchpoint. Provide
examples to show HOW they improve customer experience.

T People: Consider your recruitment, induction, training and professional development
processes and how they positively impact customer experiences. Highlight initiatives
such as:

o Formal customer service qualifications or training programs.
0 Regular staff meetings to reinforce customer service goals.
o0 Incentive or rewards programs for exceptional performance.
o Investments in staff development during the qualifying period

T Customer service journey: Consider how your business ensures exceptional service
across the entire visitor journey:

0 Pre-visit: Is your website userfriendly and intuitive? How can customers
communicate with you (e.g., chat, email, phone)? What makes your booking
process seamless?

o During the visit: How do you exceed expectations during the experience or
visit? What special touches make it memorable?

o Post-visit: How do you gather feedback and reviews? Do you offer loyalty
programs or memberships for repeat customers? How do you stay in touch with
visitors and remain front of mind?

T Feedback: Describe how you collect and use customer feedback to improve services.
Consider:

0 Are you gathering digital feedback, such as postisit surveys?

0 Highlight ratings or reviews on platforms likd ripAdvisor, Booking.com, or
Google.

0 Who is responsible for managing feedback, and how do the insights drive policy,
procedure, or operational changes?

0 Mention awards or recognitions earned that validate your commitment to
customer service excellence.

T Complaints Policy: Describe your Complaints Policy, outlining how complaints are
logged, addressed, and mitigated to prevent recurrence. Additionally, mention if you
have a continuous improvement plan and how it is managed to ensure ongoing service
excellence.
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D S ——
TOP TIP
Focus on the difference between Service and Experience

Customer Service is about meeting expectations through the actions you take, while
Customer Experience reflects the emotions and impressions visitors haveshaped by how
your service goes above and beyond to leave a lasting impact.

Suggested Approach and Examples

Complete the brief introduction by providing a concise overview of your approach to customer
service excellence and discussing some of the above points.

Provide a brief overview of the businesses customer service philosophy.

Also, consider the following:

T Link to Mission/Vision/Values: Share how your customer service philosophy is
embedded into your culture.

- e

EXAMPLE
Riverbend Hotel strives to maintain an extraordinary level of passion to inspire and excite
our staff, guests, and business partners in everything we do. Oaustomer service

philosophy fosters an inspiring and positive culture, empowering our team to provide
exceptional service. Our dedication to professional development, investment in
technologies, and sustainability practices reflects our unwavering commitmat to
excellence.

T Systems and processes in action: Highlight systems or processes that deliver
exceptional service. Judges want to know that they are in place and HOW they positively
impact the guest experience. Examples might include:

o Online booking systems that streamline the customer journey.

o Maintenance schedules to ensure all facilities remain in optimal condition.

o A process for addressing customer complaints promptly, such as a dedicated
service recovery protocol.

T Stalff training initiatives: Provide examples of training programs or initiatives that have
positively impacted the visitor experience. For instance:

-

EXAMPLE Staff training
Through our Professional Growth Program (PGP), we invested $7,800 in staff training durin

the qualifying period. This included workshops on advanced customer engagement,
resulting in a 15% increase in positive guest feedback and a 20% increase in repeat
bookings.
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Example

Customer Service Initiative 1.

Describe the initiative that
enhances the business
customer service:

In September, we introduced paper feedback forms

placed inside each cabin to gain deeper insights into
our guests' experiences, preferences, and areas for

improvement.

We rarely received constructive feedback through
digital reviews, which we recognised as a missed
opportunity for actionable improvements. To address
this, we decided to try an alternative feedback
channel using paper surveys, as not all guests take
the time or make a habit of submitting online reviews,
even when provided with links poststay.

At what stage of the Visitor
Journey does this impact?
(Pre, During, Post, All)

(checkbox with multiple choice option)
During

What influenced the
development of this
initiative?

We wanted to gain deeper insights into our guests an
their experiencesy how they used the space, what
they loved, and, most importantly, how we could
enhance their stay.

This initiative aligned withour core value of
"Excellence" by enabling us to:

- Allocate resources more effectively to
improve key guest touchpoints. Identifying
guests' favourite features allowed us to
enhance and promote those areas in
marketing efforts.

- Evaluate the impact of our recommendations
on local businesses.

- Highlight and address areas requiring
improvement or where practical solutions
were missing.

- Track changes in guest satisfaction over time.

- Demonstrate to guests that their opinions are
valued.
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Research:

External: Studies show that paper surveys generate
higher response rates and are perceived as more
anonymous, leading to more honest feedback (Nulty,
2002).

Internal: In our history, our lowest online review rating
is four out of five stars, with only three reviews
mentioning improvements. This suggests that many
guests either didn't see their suggestions as
significant enough to share publicly or chose not to
leave usa review.

What investment has been
made in this aspect of the
visitor experience?

Minimal financial investment was required to
implement this initiative. Feedback forms were
designed inhouse and cost $200 for printing on
recycled paper.

What outcomes have come
from this initiative?

The positive outcomes have exceeded expectations
and include;

~

0 35% increase in feedback form return rates
YOY, exceeding our goal of 20%.

0 16 responses making helpful suggestions
which were immediately actioned to improve
guest experience:

N Added a small axe to the firepit to assist with
wood supply;

N Added wheelie bins to accommodate longer

stays;

Adjusted location of garden irrigation so that

outdoor cushions wouldn't get wet;

Added spices to pantrystaples;

Checking gas lighters was added to the

housekeeping checklist to ensure they were

never empty.

Z

Z 2

0 100% of respondents said they left feeling
more relaxed and would recommend us to
family or friends.

0 A favourite guest spot identified from
feedbacky the verandahy was promoted on
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social media, successfully filling a lastminute
cancellation.

O«

The feedback informed our next capital works
projects, including:

The accessible bathroom renovation
Additional screening near outdoor bath areas
to increase privacy

A roof was built over the BBQ area to protect i
from weather

Enhancing bathroom design with larger sinks
and improved tiling.

ZHZ

Z

Supporting Evidence

Response Guidance

This is where you can include images to support your answer in Q4.1A Examples
of the type of evidence you could include are:

= Staff initiatives

» Customer initiatives in place

» A testimonial demonstrating the outcome (NOTE: the main content
of the testimonial must appear in the written response)

T Use a collage or beforeand-after images to highlight the impact of aignificant
renovation.

Add graphs or charts from guest surveys, Facebook polls, or other feedback tools.
Show a progression by including a customer complaint or negative feedback before the
innovation and a positive review afterwards.

T Create an infographic combining screenshots, customer feedback (preand post-
implementation), and images of the actual innovation.

T Incorporate graphs and data from tools that measure outcomes, such as increased
bookings or satisfaction scores.

T Use an infographic to present positive reviews from platforms like TripAdvisor,
Booking.com, or Google, or combine several reviews into a collage. Ensure these
provide evidence for the points already discussed.

Include an infographic of your vision, mission, or values.
Add flowcharts that detail training processes or customer service systems.
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T Include images of staff participating in training courses, team bonding activities, or
familiarisation trips.

T Feature a testimonial from a staff member expressing appreciation for the workplace
culture or discussing the impact of completed training on their performance.

Example of screenshot from Typeform Guest Survey.

a1 3i  Thanks, and how likely are you to recommend us? Avg. 9.5

170 out of 170 people answered this question

0% 0% 0% 1.2% 24% 0% 1.2% 94% 11.8% 74.1%
0 0 0 2 4 o0 2 16 20 126
resp. resp. resp. resp. resp. resp. resp. resp. resp. resp.

1 2 3 4 5 6 7 8 9 10

Mot at all Hmm, maybe 100%

TOP TIPr Testimonials & Reviews
Incorporate testimonials and review excerpts throughout yousubmission. Carefully
integrate excerpts directly into your narrative where they align with your poingsthis will

use up word count effectively. Additionally, present the full testimonials as supporting
evidence. This dual approach reinforces credibility ad ensures judges see both context
and proof.

Question 5.2 5 points

A.How has the business made improvements to be more inclusive throughout the qualifying
period?
B. Provide visual evidence to support your answer.

Response Guidance

Demonstrate how the business has actively considered, and where able, met the
needs of a diverse community. This could include:

»  Stalf training

»  Managerment and leadership

»  Business policy making

» Improved/modified systems/operations/facilities

Demonstrate how the business has ancalysed its target markets and identified
any specific reguirerments that may need lo be considerad for these guests.
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Understanding Question 5.2

To effectively answer this question, it's important to distinguish betweei\ccessibility and
Inclusion :

T Accessibility focuses on ensuring everyone, regardless of disability, special needs,
race, or gender, has equal opportunities to access services and activities,
particularly tourism experiences. It involves addressing physical, digital, and
procedural barriers to meetthe needs of all stakeholders.

T Inclusion goes beyond accessibility, creating an environment where everyone feels
valued, respected, and able to participate without needing to change, conform, or
feel excluded.

This question asks you to demonstrate how your business actively considers visitors' specific
needs and supports a diverse community.

What Judges Are Looking For

T Evidence of thoughtful and impactful actions demonstrating your business's
commitment to accessibility and inclusion as part of delivering highquality
customer experiences.

T Examples of how your products or services have been made accessible or inclusive
for individuals or groupsthat previously faced barriers to participation.

T Clear connections between your initiatives and the diverse needs of your target
markets.

T Measurable outcomes and successes that highlight the effectiveness of your efforts
in enhancing the guest experience for those with diverse needs.

Tips for Crafting Your Answer

T Think Broadly: Consider the diverse needs of your target markets, including:
o Mobility issues (e.g., wheelchairs, walking aids, elderly).
0 Medical conditions (e.g., asthma, allergies).
o Market segments (e.g., families with young children, LGBTQIA+, business
travellers).
Sensory needs (e.g., autism, impaired vision or hearing).
Dietary requirements.
Intellectual or cognitive disabilities.
Parking for tour buses or large groups.
o0 International visitors or nonEnglish speakers.
T Business objectives: If accessibility and inclusion align with your core values or
business goals, highlight this commitment and describe efforts to achieve it.

O O oo
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T Addressing barriers: Highlight how your business has tackled barriers such as cultural
differences, language limitations, physical constraints, intellectual or cognitive
challenges, or dietary restrictions.

T Alignment with target markets: Demonstrate how your initiatives align with the needs
of your target markets. Explain how specific products or services have been tailored for
diverse guest segments.

T Accessible products and experiences: Detail any specific offerings for guests with
diverse needs. Explain how you identify customer requirements and cater to them
effectively.

T Accessibility plans: Outline any Accessibility Plans, Policies, or Statements your
business has developed.

T Audits and accreditations: Mention any Accessibility Audits, Risk Assessments, or
accreditations your business has undertaken.

T Industry engagement: Share if your team has attended workshops, conferences, or
training on accessible tourism.

T Advocacy: Have you been actively promoting the importance of accessibility and
inclusion, inspiring other businesses toadopt similar practices?

T Investment: Detail improvements to facilities or operations to enhance accessibility
and show your investment in creating inclusive experiences.

T Examples and outcomes: Share tangible examples of inclusivity initiatives supported
by measurable outcomes or successes.

T Case Studies: Use a case study highlighting a significant achievement or improvement.

TOP TIR THE POWER OF CASE STUDIES

Case studies are an excellent way to showcase the success of your initiatives because
they provide a compelling narrative that demonstrates realworld impact. By focusing on a
specific example, you can clearly illustrate how an initiative was implemented, the
challenges addressed, and the measurable outcomes achieved. A wedrafted case study

helps judges understand the practical application and effectiveness of your efforts while
adding authenticity to your submission through detailed evidence and testimonials.

Use headings for your case study such as Introduction, The Problem, The Initiative,
Execution, Outcomes, Impact, Testimonials/Feedback, Supporting Evidence and Future
Steps.

coverage or recognition received.

T Philosophy and values: Start by introducing your commitment to providing
inclusive experiences and link to your values.

T Layout: This answer has nsub questions, so you are encouraged to use headings,
paragraphs, dot points, and tables to organise your information clearly. Use a table
like the one below to break down th&VHO, WHAT, and OUTCOME Sof your
inclusive initiatives.

T Case study: consider a case studyto highlight a significant implementation or
achievement.

SPECIFIC INCLUSIVE PRACTICES OUTCOMES

NEEDS
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Frail or - Front row seats - 91% rating on TripAdvisor and 12 positive
elderly reserved. comments in 20xx/xx about Guides going out of
- Include regular toilet our way to accommodate elderly passengers.

breaks in itineraries.

- Space for walkers to be
stored in the trailer during
the tour.

Vision - Guide dogs welcome. - 12 visionimpaired passengers travelled in QP.
impaired - Sensory tours developed

focusing on taste, touch

and sounds.

LGBTQA+ - Display our inclusivity - LGBTQA+ community safe and feel welcome.
commitment on our
website.
- Welcome with Pride
training.
- Use an image of a same
sex couple in marketing.

Dietary - Pre-arrival TripAdvisor reviewwNov 20XX.
communication asks
guests about dietary Absolutely amazing stay! The team went above an
requirements for pre- beyond to ensure our dietary needs were met, and
ordered breakfast we were delighted to find a variety of milk options
hampers. in the fridge. The vegan brownies were to die for! |

- Provide a range of milk is clear they genuinely care about making everyon
in the fridge (full cream,  feel welcome and catered for and that it's not too
skim, soy & almond) and much trouble!

vegan/glutenfree

brownies. AnnewSydney

Supporting Evidence

Response Guidance

This is where you can include images to support your answer in Q4.2A Examples
of the type of evidence you can include are:

» [nclusive initiatives in place
« A testimonial demonstrating the outcome (NOTE: the main content
of the testimonial must appear in the written response)

T Include screenshots of the positive reviews or testimonials from guests with specific
needs discussed in your answer.
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T Create a photo collageof various accessible practices across the business, such as
ramps, accessible rooms, or inclusive signage.

T Showcase beforeand-after images of facilities enhanced to improve accessibility.

T Include graphs or charts showing guest survey results, Facebook polls, or other tools
used to measure the outcomes of your initiatives.

T Graphs and data from tools you used to measure the outcomes can support your
answer.

Collage showing improvements to accessibility and
accreditation logos.

\ WE WELCOME
g ' ALL IDENTITIES
I ALL GENDERS

WELCOME ALL PEOPLE
E“',[‘!..',"ﬁ WITH PRIDE
O

Accessibility Hmét_‘l%d
Information Acge(;it':!
Available Bitinges
Low Wheelchairs
Hearing & Scooters
Accredited Accredited
Business Business

Proof of a review you have talked about in copy as a screenshot

Faryal N
ry 191 e

2 contributions

[slelelele]

Must Do Experience!

Dec 2024 « Family

The sites we visited were absolutely stunning. The tour had a perfect mix of hiking, beaches
sightseeing and relaxation. | was a bit nervous at first never having done something like this before but
our tour guide went above and beyond to ensure | was very comfortably immersed in the experience.
Janei's knowledge, skill, attentiveness and patience added an extra layer of WOW to the experience. |
can't thank her enough. This is a highly versatile tour allowing for all ages and levels of fitness. | can't
recommend it enough &

Review of: 6 Day Esperance & Margaret River Adventure Tour
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Graph showing waste reduction.

COMPARISION OF WASTE REDUCTION

800

400

200

Plastic bottles Razors Toilet paper

Amenitiies

Graph showing regional spend.

REGIONAL SPEND
20XX/XX

Il Accommodation

I Attractions
F&B

Il Trades

Il other

TOTAL $194,400

Collage showing environmental
initiatives.

Examples

Conservation volunteering added to Beach clean up's led by guides
adventure tours

-

Social media post showing
conservation work on a tour.

Untamed Escapes is with South Australian Tourism Commission and

3 others.
January 29 at 8:00PM - @

»i¥ Restoration & Preservation on Louth Island »*

At Untamed Escapes, we're on a mission to positively contribute to the destinations
we visit — and give our passengers the opportunity to do the same. That's why we're
excited to announce our new partnership with the luxury eco-resort Rumi on Louth,
located on a privately owned island off the Eyre Peninsula. Rumi is dedicated to
restoring this ancient island through an ambitious $10 million restoration project that

includes ongo... See more

-

e

First Nations mentoring and
product development partnership

Staff training conducted by Nadine

ltiged
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7.9 Final Remarks

Question 6 0 points

In 100 words or less, provide any final remarks as to why the business should be considered as
a winner in its chosen category.

Response Guidance
Make this a personal response to close out the submission

This is your final opportunity to connect emotionally with the judges and demonstrate why
your business is worthy of winning an award. Judges seek a personal, authentic response
that conveys why your business stands out in the ecotourism category.

Consider the following:

T Use an emotional hook: Share a memorable story or insight that resonates emotionally
with the judges and helps your submission stand out.

T Be personal: Write sincerely and passionately to convey your dedication to your
business and its values.

T Stay on point: Summarise your submission with one or two key points. Avoid including
too much information.

T Be specific: Mention specific achievements, initiatives, or values that set your business
apart.

T Keep it concise: Stick to the 100word limit and use every word purposefully.

EXAMPLE

22l RUNDWYel Whoc¢l OwyYUWe W[ ¢l Gk Wt qqc¢ nnllgql ¢ RUR
shared that Indigenous tribes had no concept of ownership, only a deep connection to
place. His next words gave me goosebumps:

mEel WGUYGHUW WaRWI WYUWs 6caqlisct Wel YeUOT Waqé

That is our exact mantra, only 40,000 years later.

"To create a personalised travel experience where guests leave feeling connected to
nature, beautiful spaces, and our local region."

This timeless link makes our mission even more meaningful.

And on that note,Nyatne and Gobata.

Thank you and take care.
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SECTION 7NEARLY THEREBEFORE YOU SUBMIT

96 WHT WS IWAWGYs WEl JWHY! | WRqWAKXIN YL YW Ye Wt 2 A6 Ra ! Y

T Nomination Details T Name of establishment/ event/ campaign
T Web/social media URL links
T Establishment/ Event/ Campaign name
o Review the name you have added under the establishment/event/campaign
field.
o Important : The name entered in this field will be the name used in the printed
program, in announcements, trophies, certificates, etc.
Web/social media URL links
o The below links are used by judges to conduct the online review component of
your entry.

—

Please supply any of the following URLs your establishment/event might have

Website Facebook

Twitter Instagram

Pinterest Google Url

TripAdvisor

Booking.com

T Images
o Images within your submission areclear and legible Tthe way you see your
images in the portal will be the same for the judges. If the image is not clear for
' YeAWY!l WRnW! YeWwrAc¢ Uk quWl Wel Waqé WWHRYUqUagqlls Rq
ROUnNYNI ¢cG6RAL AWNqHIL AWT 2T NIt Ws YUK qWUIRqE I O
o Have been uploaded under thecorrect question T under each question, you will
see an upload button for images (see marked in red below). Ensure the images
uploaded in each are correct and relevant to that question.
o Have captions up to10words.

Word count & images allowance

Minimum of 4000 words, maximum of 7500 words.
30images

Check your word count and images to ensure you are not over the limitefer to the screenshot below to
see where you can review these.
T N6WWGY!l qce¢idlWs YUKqWeGdYs W YelgqYW eAGRqW! Yel WIUql ! WR
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Grammar and spelling
Judges expect a professionally written submission free from errors. What can help:

Consider downloading GrammarlyrRa k + W¢ Wnl W We GGWe U1 Ws RO G WS o cW! v

Get someone to proofread your submission before the deadline. When we are too involved in
Gl WG¢ !l RUNDWe W cAGRY T RYUAWRkY W6¢! T WaVYWGRHATL We GWqé L

Download a copy of your submission

Export and save a copy of your submission for your own recorédee marked in red below.
Please note this will only export the written answers (not the images).

SECTIONS. ALL DONEr WHAT NOW?
f gkt WgRAWWqYWAHY Yt W! Yel WagRHt Uat WnVYIl W6 W] ¢dc¢W9dl L

The Gala Ceremony is a premier event in the industry calendar, attended by approx. 800
Gl Yntt RYUcOt Wnl YGWeHl Yt Wagd6JW q¢ qlloWf qkt WEe W1 1J¢
you have achieved together while enjoying great food and entertainme
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