
2026 Perth Airport WA Tourism Awards — Cat. 27: Excellence in Local Government Tourism 

Page 1 of 32 
 

 

 

2026 Perth Airport WA Tourism Awards 
 

Toolkit 
 

27. Excellence in Local Government Tourism 

 
 

 

 

 

 

  

 

 

 

 

 

 

 

 



2026 Perth Airport WA Tourism Awards — Cat. 27: Excellence in Local Government Tourism 

Page 2 of 32 
 

 
This Toolkit is your practical guide to answering each question in the 2026 Perth Airport WA 
Tourism Awards — Category 27: Excellence in Local Government Tourism. It sits alongside the 
response guidance built into the Awards Portal and is designed to help you craft a compelling, well-
evidenced entry. 
 
For each question, you will find: 

• The question text and portal response guidance 
• Top tips for crafting a strong answer 
• A worked example to illustrate the standard and style expected 
• A checklist to review before moving on 

 

SCORE SUMMARY 

 
Section Points 

Submission Score (written entry) 60 

  Section 1: Overview of Local Government 10 

    Q1.1 Overview of the LGA's Tourism Department 10 

  Section 2: Excellence in Local Tourism Development 10 

    Q2.1 Local Tourism Development 10 

  Section 3: Excellence in Marketing 15 

    Q3.1 Target Markets 5 

    Q3.2 Marketing Strategies 10 

  Section 4: Excellence in Visitor Experience 15 

    Q4.1 Visitor Experience Initiatives 10 

    Q4.2 Inclusive Practices 5 

  Section 5: Excellence in Sustainable & Responsible Business Practices 10 

    Q5.1 Responsible and Sustainable Practices 10 

  Section 6: Final Remarks 0 

TOTAL 60 

 
Note: This category does not include a Digital Review Score, Consumer Rating component, or 
Statement of Achievement. The total score of 60 points comes entirely from the written submission. 
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GENERAL TIPS — READ BEFORE YOU START 

 

QUALIFYING PERIOD AND SCOPE 
The qualifying period is 1 July 2025 to 30 June 2026. All activities, achievements, innovations, and 
outcomes must have occurred within this period — except in Q1.1 (Overview of the LGA's Tourism 
Department), where you can describe the LGA's broader history and strategic context. 
 

PLANNING YOUR SUBMISSION 
• Allow 25–50 hours from start to completion — this is a realistic estimate based on past 

entrants' experience. Engage your team early; the best submissions draw on knowledge 
from across the organisation. 

• Draft your submission in Word or Google Docs first, then copy and paste into the Awards 
Portal. Word counts differ between Word/Google Docs and the portal because the portal 
counts symbols (e.g. &, *, /) as words. Always use the portal word count for compliance 
checking. 

• Upload your draft to the portal section by section as you go. Formatting (tables, bold) from 
Word may change when pasted — format tables in the portal directly. 

• Aim to have your completed submission uploaded at least one week before the deadline so 
you have time to proofread and reformat. 

• Hold a brainstorming session with relevant staff — tourism coordinators, economic 
development officers, visitor centre staff, and communications team — before you start 
writing. It surfaces the best examples and reveals what additional data you need to gather. 

• If you have entered before, review your previous judges' feedback first. It is available in the 
portal under past submissions. 

 

TONE, STYLE AND STRUCTURE 
• Write for a national audience. Assume the judge has no prior knowledge of your LGA, its 

geography, or Western Australia. Explain everything from the ground up — including what 
your region is, how far it is from Perth, and its key tourism characteristics. 

• Decide on first person ('We undertook...') or third person ('[LGA name] undertook...') and be 
consistent throughout. 

• Every claim must be supported by evidence — figures, data, testimonials, or citations. Avoid 
sweeping statements. 

• Never cross-reference other questions (e.g. 'see Q3.1'). Each answer must stand alone. 
 

WORD COUNT 
• The submission has a minimum of 4,000 words and a maximum of 7,500 words. Allocate 

your word count based on the marks available — a 10-point question warrants significantly 
more detail than a 5-point question. 

• Note: if a business deliberately combines words using symbols to reduce count (e.g. 
'tourism&events'), up to 5 points can be deducted. 
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USING AI TOOLS 
• AI tools can help refine language and structure drafts. However, AI cannot generate the 

specific data, outcomes, or local insights that make a submission compelling. Use AI to tidy 
drafts — not to replace your expertise and knowledge of your region. 

• Judges can often identify AI-generated content by its generic tone. The most successful 
submissions feel personal, specific, and passionate about place. 

 

EVIDENCE, OUTCOMES AND MEASUREMENT 
• Use specific, measurable outcomes wherever possible: %, $, visitor numbers, bed nights, 

tourism spend, event attendance, website sessions, year-on-year comparisons. 
• Cite your evidence sources (e.g. Tourism Research Australia, HVSC data, Google Analytics, 

post-event surveys, Council financial reports). This helps judges validate accuracy. 
• Include testimonials from visitors, operators, community members, and industry partners. 

Always include key content from a testimonial in the written answer. The full testimonial can 
be included as an image to support the answer. 

• If outcomes fell short of targets, explain why and what was learned. Judges appreciate 
honesty and genuine reflection. 

 

IMAGES 
• You have a maximum of 30 images across the whole submission. Plan their distribution 

before you start writing. 
• Images must support the written response, not replace it. All images must be clear and 

legible in the portal — what you see is what the judge sees. 
• Captions are limited to 10 words. 
• Canva is a free tool that works well for creating infographics, collages, and data 

visualisations. Charts and graphs count as one of your 30 images. 
 

WA ONLY CATEGORY 
Excellence in Local Government Tourism is a WA-only category. Winners do not progress to the 
Australian Tourism Awards. Write your submission for a WA judge who may not be familiar with 
your LGA or region — explain everything from the ground up. 
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SECTION 1. OVERVIEW OF LOCAL GOVERNMENT — 10 POINTS 

 
QUESTION 1.1 — Overview of the LGA's Tourism Department 10 points 

 
Question 1.1.A: Provide an overview of the Local Government Authority's tourism 
department. 
 

RESPONSE GUIDANCE 

Explain how the tourism department is structured — where it sits within the organisation, 
staff numbers, the geographical area it manages, and what percentage of the shire budget it 
has. 
 
Describe how tourism is recognised in the organisation's vision, mission, and strategies. 
Cover your commitment to tourism at a Council level: is it part of the Council's Corporate 
Plan, Community Vision, or Visitor Economy Strategy? The detail of your strategies will be 
covered in later questions — keep this to an overview. 
 
Briefly cover any tourism products or services that are owned or operated by the Local 
Government Authority. 
 
Remember the focus is on tourism. In this question, judges and auditors should gain a clear 
understanding of how the LGA fits into this category. Clearly demonstrate eligibility by 
aligning with the category criteria. 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

This is the only question where you can describe the full history and strategic context of your 
LGA's involvement in tourism. After this, focus solely on the qualifying period. 
 
Start with a strong, clear opening: name the LGA, describe its location (distance from Perth, 
key geographic features), population, and the size of the local government area. A national 
judge may never have heard of your LGA — give them the full picture. 
 
Use sub-headings to structure the answer clearly, for example: Overview / Tourism Structure 
/ Strategic Framework / Tourism Products and Services / Industry Involvement. 
 
Include a location map as one of your images — national/state/regional perspective. 
 
A table is useful for presenting tourism products, experiences, and services owned or 
operated by the LGA (visitor centres, caravan parks, events, attractions, parks). 
 
Include the LGA's broader tourism industry involvement using a Local / Regional / National 
table format — memberships, partnerships, famils hosted, industry events attended, and 
outcomes of each. 
 
Demonstrate tourism excellence: awards won, accreditations held (QTF), ReviewPro or 
TripAdvisor rankings, significant contracts, and industry recognition. 
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Seasonal factors that affect visitation to the region are relevant here. 
 
Statistical information such as visitor numbers, overnight stays, and source markets helps 
demonstrate eligibility and sets context for later questions. 

 

EXAMPLE — LGA TOURISM PRODUCTS AND SERVICES 

Product / 
Service / 
Facility 

Description 
Key Details 

Visitor 
Information 
Centre 

Full visitor information services including trip planning, booking, local 
maps, and product referrals. Staff trained as Accredited Visitor Information 
Officers. Located in the heart of the CBD adjacent to the main car park. 
Open 7 days. Staffed by 2 FTE and 8 trained volunteers. 38,000 visitor 
contacts in FY2025/26. VIC Accreditation held since 2018. 

[LGA] Coastal 
Caravan Park 

Council-owned and operated holiday park with powered and unpowered 
sites, self-contained cabins, camp kitchen, amenities block, and boat ramp 
access. Popular base for fishing, whale watching, and beach activities. 
70 sites (40 powered / 20 unpowered / 10 cabins). Peak season Oct–Apr. 
Average occupancy 72% FY2025/26. Revenue: $620,000. 

Annual Events 
Program 

A portfolio of 8 community and tourism events developed and managed by 
the Events and Tourism team, including the [Event Name] Festival 
(headline event), a regional arts trail, and a summer outdoor cinema 
series. 
Combined attendance FY2025/26: 24,000. Direct visitor spend attributed: 
est. $1.8M. Two events received Regional Events Scheme funding from 
Tourism WA. 

Heritage Trail A self-drive and walking trail connecting 14 heritage sites across the LGA, 
supported by interpretive signage, a printed map, and a digital companion 
guide. Developed in partnership with the local historical society. 
Over 6,200 trail maps distributed in FY2025/26. Digital guide accessed 
4,100 times. 
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EXAMPLE — INDUSTRY INVOLVEMENT TABLE 

Level Involvement Outcomes 

Local Member of [RTO/industry body]. 
Regular attendance at LGA Tourism 
Advisory Committee meetings. 
Annual operator networking 
breakfast hosted by the tourism 
team — 62 attendees in FY2025/26. 
Famil hosted for 14 local tourism 
operators with WAIT presenter, 
March 2026. 

Strengthened relationships with local 
tourism operators. Advisory Committee input 
directly informed two product development 
priorities for FY2026/27. Famil attendee 
feedback: 'One of the most useful tourism 
training sessions we've attended.' — 
[Operator name], April 2026. 

Regional Active member of [RTO name]. 
Contributed content to the Regional 
Destination Management Plan 
refresh 2025. Participated in co-
operative campaigns (Great Drive 
Campaign, Coastal Explorer 
partnership). 
Two staff attended the [RTO] annual 
conference and regional tourism 
forum. 

Destination Management Plan reference 
secured dedicated page for [LGA 
destination] in the regional itinerary guide — 
estimated 12,000 distributed. Co-operative 
campaign contributed to an 18% increase in 
website referral traffic from regional tourism 
websites. 

National QTF accreditation maintained for 
[LGA-operated facility]. Participated 
in Tourism Council WA's WA 
Tourism Conference. Contributed to 
ATEC and Australian Tourism 
Awards working groups. 
CEO/Tourism Manager represents 
LGA at state industry forums. 

QTF accreditation ensures consistent 
service standards and national recognition. 
Active involvement in state industry forums 
positions the LGA as a sector leader. 

 
Question 1.1.B: Provide visual evidence to support your answer. 

RESPONSE GUIDANCE 

Visual evidence must support and not replace the written response. 
 
Examples include: 
  • Location map showing the LGA in relation to Perth, the state, and Australia 
  • Hero image representing the LGA's tourism identity 
  • Organisational chart showing the tourism team's structure 
  • Images of staff, visitor centre, LGA-operated tourism assets 
  • Destination or region infographic (area, population, key tourism stats) 
  • Tourism strategy or Corporate Plan extract (as an image) 
  • Awards and accreditation logo compilation 
 
Do not include full documents (plans, procedures, policies) as visual evidence. 
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QUESTION 1 CHECKLIST 

Checklist item YES 

I have included a location map showing the LGA in relation to Perth, the state, and 
Australia. 

☐ 

The LGA's mission, vision, and commitment to tourism are clearly described. ☐ 

The tourism department structure (where it sits, staffing, budget percentage) is 
explained. 

☐ 

A table of LGA-owned or operated tourism products, services, and facilities is included. ☐ 

The LGA's unique tourism assets and regional destination highlights have been 
described. 

☐ 

I have clearly demonstrated eligibility by aligning with the category criteria. ☐ 

Background context — geography, population, key tourism characteristics — is 
provided. 

☐ 

An industry involvement table (Local / Regional / National) is included with outcomes. ☐ 

Tourism excellence is demonstrated — awards, accreditations, visitor stats, recognition. ☐ 

Relevant testimonials from operators, partners, or visitors are included. ☐ 

Measurable data (visitor numbers, overnight stays, economic contribution) is referenced. ☐ 

Seasonal factors affecting the destination are noted where relevant. ☐ 

This answer sets the scene and context for the rest of the submission. ☐ 

I have allocated appropriate word count given this section is worth 10 points. ☐ 

My hero image, location map, and product/facility images are uploaded. ☐ 

Image captions are 10 words or fewer, and accurately describe the image. ☐ 

My passion for the destination is evident. ☐ 
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SECTION 2. EXCELLENCE IN LOCAL TOURISM DEVELOPMENT 
— 10 POINTS 

 
QUESTION 2.1 — Local Tourism Development 10 points 

 
Question 2.1.A: What improvements have been made to improve your LGA/destination's tourism 
offering and/or support or collaborate with tourism businesses during the qualifying period? 
 
Portal overview text box: 

Provide a short overview of the LGA's approach to developing the local tourism industry. 

 

RESPONSE GUIDANCE 

Provide 3–5 examples. The response can include improvements relating to: 
 
Tourism Strategy 
If improvements have been made to the tourism strategy, provide a clear explanation of the 
change and why it was made. Examples: 
  • Developing a new destination brand identity to enhance recognition and appeal 
  • Adding accessibility and inclusion as a key pillar of the Tourism Strategy 
  • Creating a new Agritourism Strategy for the municipality 
  • Adopting a new Visitor Economy Strategy with measurable KPIs 
 
Product Development 
How has the LGA improved its region's tourism offering? Examples: 
  • Technology — mobile app development, AI chatbots for visitor enquiries, digital 
wayfinding 
  • Product packaging — bundled experiences through local business partnerships 
  • Infrastructure — new or upgraded facilities, expanded visitor information centres, 
enhanced public transport, upgraded signage and wayfinding 
  • Experiences — new cultural or heritage trails, ecotourism experiences, events launched 
or expanded 
 
Support or Collaboration with Tourism Businesses 
Describe how the LGA has supported and developed tourism in the area. How do these 
actions link to strategic goals and identified needs of visitors and businesses? Consider: 
  • Relationship with tourism associations, committees, local tourism businesses, the STO, 
Regional Tourism Board 
  • Collaborative work with neighbouring councils on tourism development or marketing 
  • Contribution to visitor information services 
  • Training, grants, mentoring, or capability-building programs for local operators 
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Rationale 
Provide a clear explanation of why each improvement was made to meet the needs of 
visitors and/or industry. What processes are in place to identify and meet those needs? 
Consider consultation, engagement, monitoring, visitor surveys, operator feedback, and 
external research. Align each rationale with the Council's strategy for tourism development. 
 
Specific Goals 
State the specific, measurable goals the LGA aimed to achieve. E.g. 'Increase visitation by 
10%' or 'Grow the number of QTF-accredited businesses in the region from 12 to 20 by June 
2026'. 
 
Outcomes 
Provide measurable results. If outcomes are still pending, provide available data and 
forecasted results. Where intended outcomes were not achieved, include learnings made 
during the process. 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

This question is unique to Local Government — it covers not just internal product 
development but the LGA's broader role in shaping the destination, supporting industry, and 
implementing tourism strategy. Make sure your examples reflect this breadth. 
 
Choose 3–5 improvements that cover different aspects: strategy, infrastructure, operator 
support, new experiences, and technology are all strong options. 
 
Link every example back to the LGA's vision and tourism strategy as described in Q1. 
Judges want to see strategic thinking, not just a list of activities. 
 
Quantify outcomes wherever possible — this question is worth 10 points and judges look for 
evidence of impact: visitor numbers, operator engagement, investment leveraged, 
infrastructure delivered, events attended. 
 
If the LGA collaborated with the RTO, Tourism WA, or neighbouring councils on an initiative, 
describe your specific role and contribution, not just participation. 
 
Honest reflection is valued. If a target was not fully met, explain why and what was learned. 
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EXAMPLE — LOCAL TOURISM DEVELOPMENT TABLE 

Field Your response 

Improvement 1: 
[Name the 
improvement 
briefly] 

One sentence introducing the improvement. 

Describe the 
Improvement 

In August 2025 we launched a redesigned destination website 
(visitXXX.com.au) to improve the visitor planning experience and drive 
direct engagement with local operators. Key features: searchable 
operator directory with direct booking links, interactive self-drive 
itineraries, updated events calendar integrated with the regional RTO 
site, and a multilingual homepage in English, Mandarin, and Japanese. 
Built by a local agency over six months at a total cost of $48,000 
(funded through the LGA's Tourism Development Budget and a $20,000 
Regional Tourism Development Grant). 

Rationale Our previous website averaged 8,200 sessions/month but had a high 
bounce rate (72%) and generated minimal operator referrals. A 2024 
visitor survey (n=312) showed 63% planned their trip primarily online, 
yet only 21% found our website useful for trip planning. The new site 
was designed to address these gaps and align with the Regional 
Destination Management Plan's priority to 'improve digital visitor 
engagement across the [RTO Name] region'. 

Specific Goals 1. Reduce bounce rate from 72% to below 50%. 2. Increase average 
session duration from 1.2 mins to 2.5 mins. 3. Generate a minimum of 
500 operator referral clicks/month within 6 months of launch. 4. List all 
47 active tourism operators in the region by December 2025. 

Outcomes • Bounce rate reduced from 72% to 44% (target: <50% — achieved). • 
Average session duration increased to 2.8 mins (target: 2.5 mins — 
exceeded). • Operator referral clicks averaging 680/month by February 
2026 (target: 500 — exceeded). • All 47 regional operators listed by 
November 2025 (target: December 2025 — achieved early). • Website 
sessions up 41% year-on-year. (Source: Google Analytics, operator 
directory audit) 

 
Question 2.1.B: Provide visual evidence to support your answer. 
 

RESPONSE GUIDANCE 

Visual evidence must support and not replace the written response. 
 
Examples include: 
  • Images of new or upgraded infrastructure, facilities, or experiences 
  • Before and after images of works or upgrades 
  • Screenshots of new digital tools, websites, or apps 
  • Infographic or graph demonstrating measurable outcomes (visitor numbers, operator 
engagement) 
  • Images of operator training, workshops, or collaborative events 
  • A testimonial from a local operator or industry partner — key content must appear in the 
written response 
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QUESTION 2 CHECKLIST 

Checklist item YES 

I have provided an introductory overview of the LGA's approach to developing local 
tourism. 

☐ 

I have provided 3–5 improvements from the qualifying period. ☐ 

Each improvement is named clearly and introduced with a one-sentence summary. ☐ 

The description clearly explains what was done and how it was delivered. ☐ 

The rationale explains why the improvement was made, referencing visitor needs, 
operator feedback, or research. 

☐ 

Specific, measurable goals are stated for each improvement. ☐ 

I have linked improvements back to the LGA's tourism strategy or Council plan from Q1. ☐ 

Measurable outcomes are provided, with evidence sources cited. ☐ 

Where outcomes are pending or were not fully achieved, I have explained why and 
noted learnings. 

☐ 

My examples span different types of activity (strategy, product, infrastructure, operator 
support, technology). 

☐ 

Images showcase the improvement, supporting data, or outcomes. ☐ 

Image captions are 10 words or fewer, and accurately describe the image. ☐ 

I have allocated appropriate word count given this section is worth 10 points. ☐ 

My passion for the region continues to shine. ☐ 
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SECTION 3. EXCELLENCE IN MARKETING — 15 POINTS 

 
QUESTION 3.1 — Target Markets 5 points 

 
Question 3.1.A: Provide an overview of the LGA/destination's target markets. 
 
Portal overview text box: 

Provide a brief introduction to the LGA or destination's target markets and how the top 2 to 3 
markets were identified. 

 

RESPONSE GUIDANCE 

Provide 2–3 target markets. A target market is a specific group of potential visitors that the 
destination directs its marketing efforts towards. 
 
Target Market Characteristics 
For each target market, describe: 
  • Geographic — where they live or travel from 
  • Demographic — age, family size, income, lifestyle (e.g. families, retirees, holidaymakers) 
  • Psychographic — what they enjoy, believe in, or value (e.g. nature, culture, food and 
wine, adventure) 
  • Behavioural — how they act: booking patterns, activities, length of stay, travel party type 
  • Motivations — what drives them: family adventure, wellness, new experiences, escape 
from the city 
 
What Stage Is This Target Market In for the LGA/Destination? 
Identify whether this is a Primary Market, Secondary Market, Growth Market, or Emerging 
Market. 
 
How Does the LGA/Destination Meet the Expectations of This Target Market? 
Demonstrate how the destination has been tailored to the target market — products, 
infrastructure, marketing channels, and services developed to reach and engage this group. 
 
What Research Has Been Undertaken to Confirm This Is the Right Target Market? 
Describe the research or analysis undertaken. Reference both internal and external sources. 
Internal: visitor surveys, VIC data, event attendee data, booking statistics, website analytics. 
External: Tourism Research Australia (IVS, NVS), Regional Tourism Satellite Accounts, 
Tourism WA market profiles, RTO destination data. 
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TOP TIPS — CRAFTING A STRONG ANSWER 

Note that this question is worth only 5 points — keep it focused and efficient. Provide clear, 
well-evidenced market profiles rather than lengthy descriptions. 
 
Use the geographic, demographic, psychographic, behavioural, and motivational framework 
for each profile. Judges want to see that you understand your visitors in depth, not just by 
broad category. 
 
Reference external data sources to validate your markets. Tourism Research Australia 
(tra.gov.au) and Tourism WA's Market Insights page provide free, credible data. Your RTO's 
destination data is also useful. 
 
The market names you use here must be consistent throughout the submission. They will be 
referenced directly in Q3.2. 
 
Use infographics, pie charts, or graphs to present visitor breakdown data visually. 

 

EXAMPLE — TARGET MARKET TABLE 

Field Your response 

Name of Target Market:  Nature-seeking families from Perth 

What stage is this target 
market in for the 
LGA/destination? 

Primary Market — represents approximately 48% of overnight 
visitors. 

Target market 
characteristics 

Demographic: Families with children aged 5–15, parents aged 
32–50. Typically two adults with 2–3 children. Household income 
$100,000+. Geographic: Greater Perth metropolitan area 
(primary), South West WA (secondary). Psychographic: Value 
outdoor education, nature connection, and 'unplugged' family 
time. Support conservation and environmental protection. Choose 
destinations with a sense of adventure and discovery. 
Behavioural: 2–4 night stays, self-drive, peak school holidays. Mix 
of camping/glamping and cabin accommodation. Book 4–8 weeks 
in advance. Rely on social media and word-of-mouth. 
Motivations: Wildlife encounters, star-gazing, beach and marine 
experiences, campfire culture, getting away from screens and 
suburban life. 

How does the 
LGA/destination meet 
the expectations of this 
market? 

Council-managed foreshore camping and caravan park with 
family-friendly facilities. Wildlife trail with interpretive signage and 
junior ranger program. Annual Family Whale Watching Festival 
(September). School holiday activity program run through the 
VIC. Family itinerary on the destination website and app. 

What research confirms 
this market is right for 
the destination? 

Internal: VIC visitor contact data FY2025/26 — 48% of visitors 
identified as families. Campground booking data: 71% family 
bookings in school holiday periods. External: Tourism Research 
Australia NVS 2025 — families are the fastest-growing overnight 
visitor segment in regional WA (+14% YOY). Tourism WA's 
Leisure Market Profile identifies 'nature and wildlife' as the #1 
motivation for Perth families travelling regionally. 
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Question 3.1.B: Provide visual evidence to support your answer. 
 

RESPONSE GUIDANCE 

Visual evidence must support and not replace the written response. 
 
Examples include: 
  • Infographic showing key demographic and geographic segments for each target market 
  • Pie chart or bar graph showing visitor origin data from VIC or booking records 
  • Screenshot from Google Analytics or Tourism Research Australia data 
  • Images that visually represent the target market (families at the park, visitors on trails) 

 
QUESTION 3.2 — Marketing Strategies 10 points 

 
Question 3.2.A: Provide 3–5 examples of marketing strategies the LGA implemented during the 
qualifying period, along with their outcomes. 
 
Portal overview text box: 

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

 

RESPONSE GUIDANCE 

Provide 3–5 marketing strategies. A marketing strategy is a planned, coordinated initiative 
with a measurable objective, targeted audience, supporting research, defined activities, and 
evidence of impact. Single actions do not qualify as a strategy. 
 
It is recommended that your strategies differ from improvements included in Q2.1. 
 
Objective 
Provide quantifiable objectives. Examples: 
  • Improve brand awareness for the destination 
  • Increase overnight visitor numbers or bed nights 
  • Attract new market segments 
  • Increase online engagement or website conversions 
  • Grow event attendance 
  • Expand into new source markets 
 
Target Market 
Align each strategy to one or more markets identified in Q3.1. 
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Concept 
Provide an overview of the strategy's key idea. Examples: 
  • A digital campaign highlighting the destination's unique natural assets 
  • A PR campaign positioning the destination as a must-do stop on a coastal road trip 
  • Improved website content creating an emotional connection with visitors 
  • A social media campaign showcasing how the destination aligns with target market values 
 
Rationale and Research 
Why did the LGA execute this strategy? What research informed it? Examples: visitor 
feedback, VIC data, event evaluations, digital analytics, Tourism WA or RTO market data, 
competitor analysis. 
 
Activity/Tactics 
Describe the activities and channels used. May include: 
  • Digital advertising, EDMs, events, influencer or media famils 
  • SEO and website improvements, social media campaigns 
  • Traditional media (TV, radio, print, outdoor advertising) 
  • Trade activities, tourism expos, co-operative campaigns with the RTO or Tourism WA 
 
How Does This Strategy Align with Local, Regional, or State Destination/Marketing 
Plans? 
Demonstrate how the strategy was developed in alignment with local, regional, or state 
destination and marketing plans. Reference the relevant plan or strategy by name. 
 
Outcomes 
Provide measurable results from the qualifying period. Include a baseline, the result 
achieved, and the change. Where outcomes were not achieved, include learnings. 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

This question is worth 10 points — it is the most heavily weighted marketing question. Use 
the full table format for each strategy and provide robust, data-backed outcomes. 
 
Note that 3–5 strategies are required. Choose strategies that demonstrate diversity in 
channels, audiences, and objectives. 
 
For LGAs, co-operative marketing is often a strength. Include examples of strategies 
developed jointly with the RTO, Tourism WA, or neighbouring councils, and clearly state the 
LGA's specific role and contribution. 
 
Alignment with destination plans is scored explicitly in this question. Name the plan, quote 
the relevant priority or pillar, and explain how your strategy addresses it. 
 
Distinguish between strategy and tactics. A strategy has an objective, rationale, and 
coordinated plan. A single post or advertisement is a tactic. 
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EXAMPLE — MARKETING STRATEGY TABLE 

Field Your response 

Marketing Strategy 1: [Name 
and describe briefly] 

E.g. 'Annual Whale Festival Digital Campaign — 
September–October 2025' 

Objective Grow event attendance from 3,200 to 4,000 visitors and 
increase visitor spend in the CBD by 15% during the event 
weekend. 

Target Market Nature-seeking families from Perth (Primary Market, as 
identified in Q3.1) and road-tripping couples (Secondary 
Market). 

Concept A multi-channel digital campaign built around the campaign 
theme 'The Greatest Show on Earth — No Ticket Required', 
positioning the [Festival Name] as the most accessible, awe-
inspiring family event in regional WA. Hero content featured 
short-form video of whale encounters from previous events. 

Rationale and Research Post-event survey data from 2024 showed 62% of first-time 
attendees discovered the event via social media. Tourism 
WA's social media benchmarking report confirmed Facebook 
and Instagram as dominant channels for our primary market. 
Campaign creative was informed by a focus group of 12 
local families in July 2025 — findings shaped the 'Greatest 
Show on Earth' campaign angle. 

Activity/Tactics • Meta (Facebook/Instagram) paid campaign: $8,000 budget, 
video and carousel formats. Geo-targeted Perth metro and 
South West WA. • Influencer famil: hosted 3 micro-
influencers (combined following 48,000) in late September. • 
EDM to database of 6,200: 3 emails (save the date, program 
release, last chance). • Press release and media pitch — 
secured features in The West Australian, Sunday Times, and 
ABC Regional. • Listing on Tourism WA, RTO events 
calendar, and EventsInPerth.com.au. 

How does this strategy align 
with local, regional, or state 
destination/marketing plans? 

Local: Aligns with [LGA] Visitor Economy Strategy 2024–
2028, Priority 2: 'Grow overnight visitation through signature 
destination events'. Regional: Aligned with [RTO] Destination 
Management Plan, Strategy 3.2: 'Leverage existing major 
events to increase regional visitor dispersal and length of 
stay'. State: Supports Tourism WA's Events Strategy 2024–
2028, which identifies regional events as a key driver of 
dispersal visitation outside Perth. 

Outcomes achieved during 
the qualifying period 

• Event attendance: 3,940 (target: 4,000 — nearly achieved; 
23% increase on 2024). • CBD visitor spend up 19% on 
event weekend vs prior year (source: Council parking data, 
BID survey). • Campaign reach: 218,000 impressions, 
14,200 link clicks (CPC: $0.56). • Media coverage reach 
estimated at 480,000 (PR value: $62,000). • Post-event 
survey: 71% of visitors said digital media influenced their 
decision to attend. (Source: Meta Ads Manager, post-event 
survey n=287, BID economic impact report) 
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Question 3.2.B: Provide visual evidence to support your answer. 

RESPONSE GUIDANCE 

Visual evidence must support and not replace the written response. 
 
Videos can be included if produced as part of the strategy — not specifically for the 
submission. Include a link only; do not upload the video file. 
 
Examples include: 
  • Screenshots of campaign creative (social posts, EDMs, print advertising) 
  • Screenshots of Google Analytics, Meta Ads Manager, or other analytics showing 
outcomes 
  • Images from events with attendance data overlaid 
  • Links to Instagram Reels, TikTok videos, TV commercials, or YouTube content 
  • Media coverage screenshots or clippings 
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QUESTION 3 CHECKLIST 

Checklist item YES 

I have provided an introductory overview of how target markets were identified. ☐ 

I have profiled 2–3 target markets with detailed characteristics. ☐ 

Each market is classified (Primary, Secondary, Growth, or Emerging). ☐ 

I have explained how the destination meets the expectations of each target market. ☐ 

Research (both internal and external) has been referenced to confirm each market. ☐ 

Target market names are consistent throughout the submission. ☐ 

I have provided an introductory overview of the LGA's approach to marketing. ☐ 

I have provided 3–5 marketing strategies ☐ 

Each strategy includes a quantifiable objective. ☐ 

Each strategy is aligned to one or more target markets from Q3.1. ☐ 

Concept, rationale, and activities/tactics are clearly described for each strategy. ☐ 

Each strategy explicitly addresses alignment with local, regional, or state plans. ☐ 

Measurable outcomes (with baseline, result, and change) are provided for each 
strategy. 

☐ 

At least one strategy relates to events, given the category descriptor. ☐ 

Images include campaign screenshots, analytics data, and event/marketing collateral. ☐ 

Video links demonstrate the marketing activity and were produced as part of the activity 
only. 

☐ 

All screenshots are clear and legible. ☐ 

Image captions are 10 words or fewer, and accurately describe the image. ☐ 

I have allocated appropriate word count given this section is worth 15 points. ☐ 

My passion for the destination continues to shine. ☐ 
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SECTION 4. EXCELLENCE IN VISITOR EXPERIENCE — 15 
POINTS 

 
QUESTION 4.1 — Visitor Experience Initiatives 10 points 

 
Question 4.1.A: What initiatives has the LGA put in place during the qualifying period to deliver 
quality experiences throughout the visitor journey? 
 
Portal overview text box: 

Provide a brief overview of the LGA's visitor experience philosophy. 

 

RESPONSE GUIDANCE 

Provide 3–5 examples. Focus on initiatives that specifically relate to visitor experience and 
have not already been included in Q2.1. Ensure examples are new or significantly improved 
in the qualifying period. 
 
Relevant initiative types include (but are not limited to): 
  • Staff training and development for visitor-facing roles 
  • Visitor Welcome Programs — e.g. meet-and-greet ambassadors, VIC enhancements 
  • Tourism accreditation programs — recognising and supporting businesses that provide 
exceptional experiences 
  • New or upgraded visitor infrastructure (signage, wayfinding, rest areas, facilities) 
  • Digital visitor tools — apps, interactive maps, itinerary builders 
  • Improved visitor information channels (VIC, phone, digital, on-road) 
 
Describe the Initiative 
Consider the various touchpoints of the visitor journey and how these have been enhanced. 
Focus on the customer experience impact. 
 
Stage of the Visitor Journey 
Specify at what point the initiative takes place: pre-visit, during the visit, post-visit, or across 
all stages. 
 
What Influenced the Development of This Initiative? 
Why did the LGA focus on improving this aspect of the visitor experience? Examples: 
  • Visitor feedback or complaint data 
  • Staff or operator input 
  • Competitive landscape 
  • Data and survey insights 
  • Shift in visitor expectations or demand 
 
What Investment Has Been Made? 
Describe all resources put towards the initiative: financial investment, staff time, technology, 
partnerships, and supply chain or contractor input. 
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Outcomes 
Provide measurable results. Examples: improved online ratings, increased repeat visitation, 
higher VIC satisfaction scores, reduced visitor complaints, positive testimonials. Include a 
baseline and evidence of improvement where possible. 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

Open with a clear statement of the LGA's visitor experience philosophy. Explain the values 
and principles that guide how the destination is managed and how visitors are welcomed. 
 
Think across the full visitor journey — not just the on-site experience: 
  Pre-visit: website usability, itinerary planning tools, pre-arrival information 
  During the visit: wayfinding, welcome experiences, VIC services, staff interactions, real-time 
problem resolution 
  Post-visit: follow-up, feedback collection, review responses, loyalty programs 
 
Include initiatives that support local operators to deliver quality experiences — not just the 
LGA's own services. The LGA's role as a destination enabler is part of visitor experience. 
 
Staff development and training are strong evidence for this question — what training has 
been delivered to visitor-facing staff, volunteers, and operators? 
 
A well-structured case study is powerful here. Choose one initiative and tell the full story: 
what was the problem or opportunity, what was done, and what was the measurable impact? 

 

EXAMPLE — VISITOR EXPERIENCE INITIATIVE TABLE 

Field Your response 

Visitor Experience 
Initiative 1: [Name 
the initiative] 

Trail Finder App Project 

Describe the 
initiative that 
enhances the visitor 
experience 

In November 2025 we launched '[Destination] Trail Finder' — a free 
mobile app allowing visitors to plan and navigate self-drive and 
walking trails across the LGA. Features include: 24 trails with GPS 
routing, offline maps, points of interest with photos and audio 
commentary, an integrated events calendar, and a 'nearby 
businesses' directory linked to the operator database on our website. 
Developed by [agency] at a cost of $34,000, with content contributed 
by 9 local tourism operators. Available on iOS and Android. 

At what stage of the 
visitor journey does 
this impact? 

Pre-visit and during the visit. 
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What influenced the 
development of this 
initiative? 

Visitor exit survey (2024, n=418) showed 58% of visitors felt they 
'missed things' they didn't know about during their trip, and 44% said 
they would stay longer if they had better on-the-ground navigation. 
Feedback also showed 67% of visitors aged under 50 used a 
smartphone app for travel planning on their most recent regional trip 
(TRA Domestic Visitor Survey, 2024). The initiative aligns with the 
LGA's Visitor Economy Strategy 2024–2028 priority to 'increase visitor 
dispersal and average length of stay'. 

What investment 
has been made? 

$34,000 app development (50% funded through Regional Tourism 
Development Grant). 120 hours of staff and volunteer time to audit 
and digitise trail content. Content contribution from 9 local operators at 
no cost (in-kind partnership). Ongoing maintenance budget: 
$4,800/year. 

Outcomes • App downloaded 2,840 times in first 8 months (target: 2,000 by June 
2026 — exceeded). • Average session: 7.2 minutes (indicating active 
trip planning use). • Post-download survey: 84% of respondents said 
the app helped them discover new parts of the region. • Operators 
listed in the app reported an average 12% increase in website referral 
traffic from the app. • Visitor exit survey (June 2026): average length 
of stay increased from 2.1 to 2.4 nights year-on-year. (Source: App 
analytics dashboard, operator survey n=9, visitor exit survey) 

 
Question 4.1.B: Provide visual evidence to support your answer. 
 

RESPONSE GUIDANCE 

Visual evidence must support and not replace the written response. 
 
Examples include: 
  • Screenshots of new digital tools, apps, or visitor information platforms 
  • Images of new or upgraded visitor infrastructure (signage, rest areas, facilities) 
  • Images of staff training, VIC enhancements, or visitor welcome programs 
  • A testimonial screenshot — key content must appear in the written response 
  • Graphs or charts showing improved visitor satisfaction, VIC contact data, or length-of-stay 
trends 
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QUESTION 4.2 — Inclusive Practices 5 points 

 
Question 4.2.A: How has the LGA/destination made improvements to be more inclusive throughout 
the qualifying period? 
 

RESPONSE GUIDANCE 

Demonstrate how the LGA/destination has actively considered, and where able, met the 
needs of a diverse community. This could include: 
  • Staff training in accessibility or inclusive service delivery 
  • Management, leadership, policy making, audits, accreditations, or advocacy 
  • Improved or modified systems, operations, or facilities 
 
Demonstrate how the LGA has analysed its target markets and identified specific 
requirements for different visitor groups. 
 
Consider using a WHO / WHAT / OUTCOMES table to showcase multiple inclusive 
initiatives. 
 
A case study can illustrate how an inclusive practice was identified, how challenges were 
addressed, and what the outcomes were. 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

Note that this question is worth 5 points — keep it focused. Aim for 3–4 well-evidenced 
inclusive practices rather than a long list of minor mentions. 
 
Think broadly about inclusivity for an LGA context. Visitor diversity may include: 
  • Mobility, vision, or hearing impairment 
  • International visitors and non-English speakers 
  • Elderly visitors 
  • Families with young children (pram access, family facilities) 
  • LGBTQIA+ visitors 
  • First Nations visitors and communities 
  • Visitors with cognitive or sensory needs 
 
LGAs have a public duty of care and often lead accessibility improvements across the 
destination — highlight how your work benefits not just visitors but also the community. 
 
Use a WHO / WHAT / OUTCOMES structure to make your answer clear and easy to score. 
 
A case study works particularly well here — choose one significant achievement and 
structure it as: need identified → solution implemented → outcomes. 
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EXAMPLE — INCLUSIVE PRACTICES TABLE 

Specific Needs / 
Group 

Inclusive Practices Outcomes 

Visitors with 
mobility 
impairment 

Completed an Accessible Destination Audit across 18 key 
visitor sites (October 2025) in partnership with the Disability 
Services Commission. Audit findings informed a $220,000 
upgrade program including two new accessible beach access 
points (beach mats and boardwalk), upgraded accessible 
toilets at Foreshore Reserve, and accessible parking bays 
added at the two main visitor areas. 
Accessible beach access points completed March 2026. 
Three positive reviews referencing accessibility improvements 
received on TripAdvisor since opening. Audit report shared 
with local operators to encourage parallel improvements. 

 

International 
visitors / non-
English 
speakers 

Added Mandarin and Japanese language options to the 
destination website homepage and key visitor information 
pages (November 2025). VIC reception area now has 
multilingual welcome signage in 4 languages. QR codes at 
key sites link to translated audio commentary. 
Website sessions from Mandarin-speaking browsers up 34% 
year-on-year. VIC visitor survey: 'Felt very welcomed — the 
Mandarin website was a nice surprise.' — Visitor feedback, 
February 2026. 

 

LGBTQIA+ 
visitors 

Achieved Rainbow Ready destination status through 
LGBTQIA+ community engagement (June 2026). 100% of 
VIC staff completed Rainbow Ready training. Rainbow flag 
displayed at VIC and Council building. LGBTQIA+ friendly 
listings added to destination website. 
Positive engagement from the local LGBTQIA+ community. 
Featured in [publication] as a welcoming regional destination. 
No discrimination complaints received in the qualifying period. 

 

Families with 
young children 

Upgraded family amenities at three key visitor sites: baby 
change facilities added at the foreshore park, fenced 
playground area established at the heritage precinct, and a 
family rest area with shade installed at the trail starting point. 
Junior Ranger Program launched at the VIC, with 8 structured 
holiday activities. 
Junior Ranger Program: 420 children participated across 
school holiday programs in FY2025/26. Family visitor 
segment increased from 38% to 44% of overnight visitors 
year-on-year. 
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Question 4.2.B: Provide visual evidence to support your answer. 

RESPONSE GUIDANCE 

Visual evidence must support and not replace the written response. 
 
Examples include: 
  • Photos of accessible infrastructure improvements (ramps, boardwalks, beach access, 
signage) 
  • Before-and-after images of upgraded facilities 
  • Screenshots of multilingual website pages or translated visitor materials 
  • Images of inclusive programs in action (Junior Ranger, Rainbow Ready training) 
  • A testimonial screenshot from a visitor with specific needs — key content must appear in 
written response 

QUESTION 4 CHECKLIST 

Checklist item YES 

I have opened the section with the LGA's visitor experience philosophy. ☐ 

I have provided 3–5 visitor experience initiatives from the qualifying period. ☐ 

Each initiative clearly describes what was done and how it enhances the visitor 
experience. 

☐ 

Each initiative identifies the stage(s) of the visitor journey it impacts. ☐ 

What influenced the development of each initiative is clearly explained. ☐ 

The investment made (financial, staff time, technology, partnerships) is described for 
each initiative. 

☐ 

Measurable outcomes are provided for each initiative, with a baseline and evidence of 
improvement. 

☐ 

I have included at least one initiative that supports local operators to deliver quality 
experiences. 

☐ 

Inclusive practices have been addressed with specific examples for different visitor 
groups. 

☐ 

A WHO / WHAT / OUTCOMES table has been used for inclusive practices or a case 
study has been included. 

☐ 

The LGA's broader duty of care and public accessibility role is demonstrated. ☐ 

Measurable outcomes are provided for inclusive practices. ☐ 

Testimonials from visitors or operators are included, with key content in the written 
response. 

☐ 

Images demonstrate initiatives in action and inclusive improvements. ☐ 

Image captions are 10 words or fewer, and accurately describe the image. ☐ 

I have allocated appropriate word count given this section is worth 15 points. ☐ 

My passion for the destination continues to shine. ☐ 
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SECTION 5. EXCELLENCE IN SUSTAINABLE & RESPONSIBLE 
BUSINESS PRACTICES — 10 POINTS 

 
QUESTION 5.1 — Responsible and Sustainable Practices 10 points 

 
Question 5.1.A: What efforts have been made in the qualifying period towards responsible and 
sustainable business practices in the LGA/destination? 
 
Portal overview text box: 

Provide an overview of the LGA's philosophy on responsible and sustainable tourism. 

 

RESPONSE GUIDANCE 

Provide 2–5 examples. Begin with an overview of the LGA's philosophy on responsible and 
sustainable tourism. 
 
This is an opportunity for deeper insight into how the LGA is achieving excellence in both 
operations and tourism. Try to include examples not already identified in previous answers. 
 
Businesses are encouraged to provide a response across all areas. Focus on your strengths 
— it is better to provide more robust examples in two or three areas than a thin example 
across all five. 
 
Cultural 
Demonstrate how the LGA supports the engagement and representation of culture (e.g. 
Aboriginal and Torres Strait Islander peoples, heritage, religion, local traditions). Examples: 
  • Partnerships with Aboriginal and Torres Strait Islander communities 
  • Acknowledgment of Country practices across the LGA 
  • Reconciliation Action Plan development or implementation 
  • Cultural heritage trail development or interpretation 
  • Visitor education programs around First Nations history and culture 
 
Environmental 
Demonstrate how the LGA minimises its tourism impact on the environment. Examples: 
  • Water conservation in LGA-operated tourism facilities 
  • Waste management, recycling, and refuse reduction initiatives 
  • Energy reduction (solar, LED, timers) across visitor infrastructure 
  • Carbon offset or reduction programs (e.g. Tourism Emissions Reduction Program) 
  • Wildlife and biodiversity protection in tourism areas 
  • Noise and light pollution management in sensitive environments 
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Social/Community 
Demonstrate how the LGA contributes to or benefits the local community through tourism. 
Examples: 
  • Supporting local businesses through procurement, referrals, and packaging 
  • Charitable contributions or community event support 
  • Skill development through traineeships, apprenticeships, and work experience 
  • School education and community involvement programs 
  • Supporting community recovery (e.g. after natural disasters) 
 
Economic 
Demonstrate how the LGA supports the local economy through tourism. Examples: 
  • Local purchasing and procurement policies for LGA-operated facilities 
  • Job creation in tourism-related roles 
  • Visitor spend data and economic impact assessment 
  • Supporting local operators to access new markets or distribution channels 
 
Ethical 
Demonstrate how the LGA acts ethically throughout tourism development. Examples: 
  • Animal welfare in destination management (wildlife interaction guidelines) 
  • Ethical procurement for LGA-operated tourism facilities 
  • Modern slavery policy and supply chain assessment 
  • Authentic and respectful use of First Nations cultural content in marketing 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

Open with a genuine statement of the LGA's sustainability philosophy. If the Council's 
Corporate Plan or Tourism Strategy references environmental stewardship, sustainable 
development, or community benefit, include it here. 
 
LGAs often have significant sustainability activity that spans multiple pillars — environmental 
management of Crown land, community development programs, and cultural heritage work. 
This question is your opportunity to showcase that breadth. 
 
Name any relevant strategies, plans, or policies — Local Environmental Plan, Reconciliation 
Action Plan, Climate Action Plan, Green Purchasing Policy — and explain how they are 
embedded in tourism operations. 
 
Use the structured three-column table (Activity Type / Example / Outcomes) for clarity. 
Include specific figures: litres of water saved, kWh of energy reduced, $ spent with local 
suppliers, tonnes of waste diverted, number of jobs created. 
 
Year-on-year comparisons are highly valued. If you have prior year data for energy, waste, 
or economic contribution, use it. 
 
Cultural responsibility is particularly important for LGAs given their public role and 
relationships with Traditional Owner groups. If you have a RAP or are developing one, 
include it here. 
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EXAMPLE — RESPONSIBLE AND SUSTAINABLE PRACTICES TABLE 

Activity Type Example Outcomes 

Cultural Reconciliation Action Plan — Year 2 
Implementation In Year 2 of our 
Innovate RAP (endorsed by 
Reconciliation Australia), key actions 
in the qualifying period included: • 
Cultural Awareness Training: all 48 
Council staff completed updated 
training delivered by [Traditional 
Owner group] (September 2025). • 
Welcome to Country: now 
embedded in all major events and 
Council ceremonies. • Destination 
storytelling: partnered with 
[Traditional Owner group] to develop 
three new cultural interpretation 
panels at key visitor sites along the 
Heritage Trail. • School-to-
destination program: 6 local school 
groups participated in guided 
cultural walks led by Elders. 

Cultural panels installed February 
2026; visitor survey response: 
88% found the cultural content 
added significantly to their 
experience. School program: 142 
students participated, with 94% 
teacher-rated as 'highly valuable' 
for curriculum learning outcomes. 
Partnership with Traditional 
Owners rated by Council as one of 
the most impactful RAP actions to 
date. 'We are proud to share our 
stories with visitors in a way that 
feels genuine and respectful.' — 
[Elder name], March 2026. 

Environmental Campground Sustainability Program 
In the qualifying period we 
implemented three environmental 
initiatives across the [LGA] Coastal 
Caravan Park: 1. Solar installation 
($42,000, 24 panels) — September 
2025. 2. Water-saving fixtures 
across amenities blocks — October 
2025 ($8,400). 3. Replaced all 
single-use plastic in camp kitchen 
with reusable or compostable 
alternatives — November 2025. 

Solar: 40% reduction in grid 
electricity usage; annual saving 
$9,200. Water: 28% reduction in 
usage (from 3.1 kL/site/night to 
2.2 kL/site/night year-on-year). 
Plastics: estimated 8,400 single-
use items eliminated in the 
qualifying period. (Source: utility 
bills, camp management system 
data) 

Social/Community Post-Cyclone Industry Recovery 
Support Following Tropical Cyclone 
[Name] in February 2026, the LGA 
tourism team coordinated a regional 
recovery response including: • 
$45,000 Emergency Recovery Fund 
for tourism operators (9 applications 
funded). • Business continuity 
workshops delivered to 24 operators 
(March–April 2026). • Coordinated 
media and social media response to 
communicate that the destination 
was open and recovering. • 
Facilitated access to state and 
federal recovery grants for 16 
operators. 
 
 
 

$45,000 in direct grants to 
affected operators. 16 operators 
secured additional state/federal 
recovery funding totalling 
$180,000 (LGA facilitation role). 
'The LGA's support was the 
difference between us closing our 
doors and being able to trade 
through the recovery.' — 
[Operator name], April 2026. VIC 
visitor enquiries stabilised within 6 
weeks of the event, faster than 
comparable events in 2020. 
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Economic Buy Local Procurement Policy In 
July 2025 the LGA adopted a formal 
Buy Local Procurement Policy for all 
Council-managed tourism 
operations (visitor centre, caravan 
park, events program). The policy 
requires a minimum of 60% of 
procurement spend to go to 
businesses based within the local 
government area. 

61% of all tourism operations 
procurement spent locally in 
FY2025/26 (up from 38% in 
FY2024/25). Total local 
procurement value: $214,000 (up 
from $112,000 prior year). New 
supplier relationships established 
with 8 local businesses during the 
qualifying period. (Source: Council 
accounts payable data, financial 
year reports) 

Ethical Ethical Wildlife Guidelines for 
Destination Marketing In March 
2026 the tourism team adopted 
Ethical Wildlife Marketing Guidelines 
for all destination content, aligned 
with the Wildlife Tourism Australia 
Code of Practice. All marketing 
materials (social media, website, 
event collateral) were audited and 
updated to depict wildlife in natural 
settings only. 

100% of marketing materials 
audited by June 2026; 14 images 
replaced. Three operator partners 
updated their own marketing after 
receiving the guidelines and 
guidance from the tourism team. 
Destination received a positive 
mention in a wildlife travel blog 
(audience: 42,000 subscribers) for 
its ethical approach to marine 
wildlife promotion. 

 
Question 5.1.B: Provide visual evidence to support your answer. 
 

RESPONSE GUIDANCE 

Visual evidence must support and not replace the written response. 
 
Examples include: 
  • Images of cultural interpretation panels, RAP documentation, or partnership events 
  • Graphs showing reduced energy or water usage compared to prior year 
  • Images of visitor participation in cultural programs or country walks 
  • Photos of environmental initiatives — solar panels, waste stations, water-saving fixtures 
  • Images from volunteering activities, community events, or recovery programs 
  • Graphs showing local procurement spend or economic contribution 
  • Screenshots of ethical marketing materials or wildlife guidelines 
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QUESTION 5 CHECKLIST 

Checklist item YES 

I have opened with the LGA's philosophy on responsible and sustainable tourism. ☐ 

I have provided 2–5 practices from the qualifying period. ☐ 

I have addressed Cultural responsibility with a specific example and measurable 
outcomes. 

☐ 

I have addressed Environmental responsibility with comparative year-on-year data. ☐ 

I have addressed Social/Community responsibility with concrete measurable data. ☐ 

I have addressed Economic responsibility with dollar values where possible. ☐ 

I have addressed Ethical responsibility with specific examples and outcomes. ☐ 

I have named relevant strategies and plans (RAP, Environmental Plan, Buy Local 
Policy) and explained how they are embedded. 

☐ 

A case study format has been used for at least one particularly strong example. ☐ 

Measurable outcomes, year-on-year data, and evidence sources are cited. ☐ 

I have not duplicated content already addressed in previous sections. ☐ 

Images showcase the positive impacts described in my answer. ☐ 

Image captions are 10 words or fewer, and accurately describe the image. ☐ 

I have allocated appropriate word count given this section is worth 10 points. ☐ 

My passion for the destination remains evident and vibrant. ☐ 
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SECTION 6. FINAL REMARKS — 0 POINTS 

 
In 100 words or less, provide any final remarks as to why the LGA 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 LGA deserves to win. Judges are looking for a personal, authentic response — not a 
summary of what has already been said. 
 
Consider the following: 
  • Use an emotional hook — a brief story, a defining moment, or an insight that captures the 
essence of your place 
  • Be personal and sincere — convey your team's dedication to the destination and the 
community it serves 
  • Stay on point — summarise with one or two key points rather than restating the whole 
submission 
  • Be specific — mention a particular achievement, initiative, or value that genuinely sets 
your LGA apart 
  • Keep it concise — stick to the 100-word limit and make every word count 

 

TOP TIPS — CRAFTING A STRONG CLOSE 

This is worth zero points — but it is read by every judge and it is the last impression your 
submission leaves. A strong, genuine close can tip a borderline decision in your favour. 
 
Avoid starting with 'We believe we deserve to win because...'. Open instead with a specific 
moment, a visitor story, or a line that captures what makes your destination and your team 
unique. 
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BEFORE YOU SUBMIT — FINAL SUBMISSION CHECKLIST 

 
Checklist item YES 

I have read the 2026 Rules and Regulations. ☐ 

I am in the correct category (Category 27 — Excellence in Local Government Tourism) 
and have clearly demonstrated eligibility in Q1.1. 

☐ 

My portal word count is within the minimum (4,000) and maximum (7,500) word limits. ☐ 

I have not exceeded the 30-image limit. ☐ 

All answers refer specifically to the qualifying period (1 July 2025 – 30 June 2026), 
except Q1.1. 

☐ 

Each question is answered independently — I have not cross-referenced other 
questions. 

☐ 

All parts of every question have been addressed. ☐ 

Tables, charts, and diagrams have been used where appropriate. ☐ 

Images support the written answers with captions of 10 words or fewer. ☐ 

Testimonials are included from visitors, operators, and community members, with key 
content in the written response. 

☐ 

All claims are backed up with measurable data and year-on-year comparisons where 
possible. 

☐ 

I have written for a national audience — no assumed local knowledge. ☐ 

Acronyms are written in full the first time they appear, then abbreviated consistently. ☐ 

Target market names are consistent throughout the submission. ☐ 

Someone has proofread the submission for spelling, grammar, and consistency. ☐ 

My nomination details, LGA name, and web/social media links are accurate in the portal. ☐ 

All images are uploaded under the correct question, are clear and legible in the portal. ☐ 

I have downloaded and saved a copy of the written submission from the portal. ☐ 

My submission reflects genuine passion for the destination and the community it serves. ☐ 

 


