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This Toolkit is your practical guide to answering each question in the 2026 Perth Airport WA
Tourism Awards submission. 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

o Top tips for crafting a strong answer, drawing on feedback from national judges
o An example to illustrate the standard and style expected

» A checklist to review before you move on to the next section

SCORE SUMMARY

Understanding how the scores work will help you allocate your time, word count and effort

effectively. Below outlines the score breakdown in this category.

Section
Submission Score (written entry)
Section 1: Overview of Business
Q1.1 Overview of Business
Statement of Achievement
Section 2: Excellence in Business & Product Development
Q2.1 Business & Product Development
Section 3: Excellence in Marketing
Q3.1 Target Markets
Q3.2 Marketing Strategies
Section 4: Excellence in Customer Service
Q4.1 Customer Service Initiatives
Q4.2 Inclusive Practices
Section 5: Excellence in Sustainable & Responsible Business
Responsible Tourism & Sustainability Achievements
Q5.1 Responsible & Sustainable Practices
Section 6: Final Remarks
Digital Review Score
Consumer Rating (ReviewPro GRI)

TOTAL
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‘ Points ‘

100

15
10
5
15

Page 2 of 3



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 Business),
where you can discuss the full history of the business.

PLANNING YOUR SUBMISSION

Allow 25 - 50 hours from start to completion - this is a realistic estimate based on past
entrants’ experience.

Draft your submission in Word or Google Docs first, then copy and paste into the Awards
Portal. Be aware: 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 - do not paste everything at
once. This avoids bandwidth issues and helps you check portal formatting.

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

Formatting (tables, bold, colours) from Word or Google Docs may change when pasted into
the portal. Format tables in the portal directly rather than trying to transfer formatting.
Hold a brainstorming session with relevant staff before you start writing - it surfaces the
best examples and reveals what additional data or evidence 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 business,
region, or state. Explain everything from the ground up - including what your region is and
how far it is from the nearest capital city.

Decide on first person (‘We pride ourselves...") or third person ('ABC Tourism prides
itself...") and be consistent throughout. First person generally reads as more personable
and engaging.

Introduce your brand personality early and let it shine through the whole submission.
Judges read many entries in a short time - passion and authenticity stand out.

Never cross-reference other questions (e.g. 'see Q3.1"). Each answer must be able to stand
alone, as judges may not read in order.

Avoid sweeping statements. Everything you claim should be supported by evidence,
figures, or testimonials.

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 15-point question warrants significantly
more detail than a 5-point question.

Be aware: if a business deliberately combines words using symbols to reduce count (e.g.
'sales&marketing’), up to 5 points can be deducted.
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USING Al TOOLS

» Al tools such as ChatGPT can help you refine language and structure. However, Al cannot
generate the specific data, outcomes, or insights that make a submission compelling and
credible. Use Al to tidy drafts - not to replace your expertise and knowledge of your
business.

» Judges can often identify Al-generated content by its generic tone. The most successful
submissions feel personal, specific, and passionate.

» Use specific, measurable outcomes wherever possible: %, S, visitor numbers, ticket sales,
occupancy rates, review scores, hours saved, costs reduced, year-on-year comparisons.

« Cite your evidence sources (e.g. POS system, CRM analytics, TripAdvisor, ReviewPro,
Google Analytics, booking system data, financial reports). This helps judges validate the
accuracy of your claims.

» Include testimonials from customers, staff, industry partners, and community members.
Always include key content from a testimonial in the written answer - do not rely on an
image alone. 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 understand
that not everything goes to plan and appreciate honesty.

IMAGES

* You have a maximum of 30 images across the whole submission (separate from your 10
promotional images in Media & Promotional). Plan how you will distribute these before
you start writing.

» Images must support the written response, not replace it. If the images were removed,
the written submission must still answer the question.

» All images must be clear and legible in the portal - what you see is what the judge sees.
Do not upload pixelated images or screenshots with unreadable text.

o 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.

WINNING GOLD AND PROGRESSING TO AUSTRALIAN TOURISM AWARDS

If you win Gold at the state level, you automatically progress to the Australian Tourism Awards.
Write your submission as if it will be judged by someone who has never heard of your business,
your region, or state, as your submission will remain unchanged for national judging.
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QUESTION 1.1 — Overview of Business 10 points

SECTION 1. OVERVIEW OF BUSINESS — 15 POINTS

Question 1.1.A: Provide an overview of the business.

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 journey
of how and when it began, where the business is located or where the services are
provided, who works in the business, etc.

As the judges may not be familiar with the business - and your submission may be
judged nationally by judges that are not from your state/territory - explain everything
from the ground up including:

e History

e Size/scale of business

e Business structure

e Location/Map

¢ Involvement in tourism industry.
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.

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.

TOP TIPS — CRAFTING A STRONG ANSWER

This is the only question where you can discuss the full history of your business. After
this, focus solely on the qualifying period.

Start with a powerful opening paragraph - your elevator pitch. Clearly explain the who,
where, what, and why. Spark curiosity and make the judges want to read on.

Use creative sub-headings to break up the narrative and keep it engaging - e.g. ‘A Passion
Turned Purpose’ instead of ‘History', or The Team Behind the Magic' instead of 'Staff".
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Paint a clear picture of all your tourism products, experiences, and services. Break them
down as your website does - if your site lists 'Hop-On Hop-Off Passes’, ‘Small Group Tours',
and Private Tours', use the same structure.

Highlight your unique selling points: Are you the only operator offering a particular
experience in your State/Territory or Australia? What makes you different from
competitors in size, location, exclusivity, or service?

Include quantitative detail: team size (FTE), pricing, capacity, number of tours or
products, visitor numbers.

Include a location map - national/state/regional perspective - in the image gallery for
this question.

Awards, accreditations, and significant achievements from across the business's history
are appropriate here.

Product / Description

Experience /

: Key Details
Service

Full Day Tour Scenic drive through ABC then the culturally diverse region of XYZ.
Indulge in a locally sourced lunch at XXX followed by a 2-hr sunset river
cruise. Live music and cultural performances in the evening.

Departs: Mon, Wed, Thu (spring). Approx. 8 hrs. Max 10 pax. Departs
ABC pickup. Adult: $250 pp / Child: $175 (up to 12 yrs). Includes
morning tea, lunch, afternoon tea. Air-conditioned coach, expert local
guide.

Testimonial: 'The guide was absolutely brilliant, and the food was a
highlight. | will be recommending this tour to everyone.” — XXX
passenger, April 2026

Cultural Fully guided tour through pristine bushland with local elder XYZ.
Experiences Exploring traditional land management practices and native flora. The
only experience in WA where you can access ABC.

Max 30 pax per day (15 am / 15 pm) for environmental and heritage
reasons. Adult: $185 pp.

Naturg-Based The only experience in the region allowing access to XYZ natural assets.
Experiences Breathtaking views, rare geological formations, endemic flora and
fauna. Fully guided with commentary by leading expert ABC.

Groups restricted to 20 pax. Permits required. Adult: $220 pp.

Tourism Services | Online booking with live availability; airport transfer service; full
commentary in English and Mandarin; interpretive signage in four
languages; 30 local tourism referral partnerships.
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Question 1.1.B: Provide visual evidence to support your answer.

RESPONSE GUIDANCE

Visual evidence must support and not replace the written response.

This is where you can include images to support your answer in Q1.1.A. Examples of the
type of evidence you can include are:

e Images of staff, services, experiences, buildings, room types, etc.

e 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 (plans, procedures, policies, etc.).

STATEMENT OF ACHIEVEMENT 5 points

The Statement of Achievement is automatically populated in the Awards Portal based on the
business's current Quality Tourism Framework (QTF) programs and business tools that have been
completed or renewed during the qualifying period. No written response is required for this
component. Refer to the Awards Overview Guide for further information.

Programs and tools that may be reflected include:
e Quality Tourism Accredited
« Sustainable Tourism Accredited
o International Ready Accredited
o EcoStar Accredited
» Accessible Tourism Program / Accessible Tourism Accredited
e Tourism Emissions Reduction Commitment (TERC) Program (minimum Level 3)
» Star Rated
e Online Trade Distribution Program
» International Trade Distribution Program
o Risk Management Tool
e Business Continuity Tool
» Connecting to Culture Tool
» Marine Tourism Accredited
e Camp and Adventure Activity Accredited
e VIC Accreditation

If any of these programs or tools are completed or renewed before the end of the qualifying
period, they will be automatically reflected in your Statement of Achievement.
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SECTION 1 CHECKLIST

| have included a location map showing the business in relation to the nearest capital

city, state, and Australia.

The business's mission, vision, key goals and values are included.

A table detailing tourism products, experiences, and services has been included.

The business's unique selling points — what makes it stand out — have been explained.

Background and history of the business is explained, including key milestones.

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

| have explained why this specific category is the right fit.

At least one testimonial from a customer, partner, or stakeholder is included.
Measurable data and year-on-year comparisons have been included where possible.
A list of relevant awards, accreditations, and achievements is included.

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

This answer sets the scene and tone for the rest of my submission.

| have allocated appropriate word count given Q1.1 is worth 10 points.

My hero image, location map, and product/experience/service images are uploaded.

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

My personality and passion are clearly evident.
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SECTION 2. EXCELLENCE IN BUSINESS & PRODUCT DEVELOPMENT
— 15 POINTS

QUESTION 2.1 — Business and Product Development 15 points

Question 2.1.A: Detail 2-5 improvements that have been made to business operations and/or the
product offering during the qualifying period. These may be new initiatives or improvements to
existing practices. Only activities and outcomes from the qualifying period should be included.

Portal overview text box:

Provide a brief overview of the business's approach to development, including what guided
planning and how improvement needs were identified.

RESPONSE GUIDANCE

Provide 2-5 examples.

Describe the Improvement

Provide details on:
e What the improvement is
e What part of the operations or product offering did it improve
e The investment made.

The response to this question can include examples relating to:
e Business operations
e 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:

e QOperations (inventory management, compliance and safety, risk management,
trade distribution, etc.)

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

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

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

Product Development

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

Some examples of improvements include:

e Technology (developed a mobile app to improve the experience, introduced Al
chatbots to assist in visitor enquiries, etc.)
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e Product packaging (value added to the experience with other local
products/experiences, etc.)

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

e Experiences (upgraded or introduced new experiences e.g. tour, gastronomic
tasting session, wine tasting, meet the keeper, spa/wellbeing, etc.).

Note: this is not a complete list but does provide some examples for consideration.

Rationale
Provide the judges with a clear understanding of why the improvement was made.
Some examples of the rationale for the improvement could be:
e Business Operations
o Reduce business expenses
o Streamline processes
o Other strategic objectives
e Product Development
o Driven by feedback
o Reaching new markets
o Advancing technologies
o Other strategic objectives.
Note: this is not a complete list but does provide some examples for consideration.
Consider how the improvement aligns with the vision or values of the business as
identified in Q1.
Include the specific goals that the business aimed to achieve with the improvement.
Some examples of specific goals could be:
e Reduce manual effort by 15%
e Improve workflow efficiency by 30%.

Outcomes

What were the measurable results of these changes, and how did this contribute to your
overall goals/targets?

Provide measurable results that demonstrate to the judges the outcomes of the
improvement.

Measurement examples could include:
e Percentage increase or decrease (visitation, satisfaction, complaints)
e Number changes (visitors, sales, hours saved, costs reduced)
e Ratings or review improvements
e Operational efficiencies
e Usage or uptake of new offerings.

Remember to include (where you can) the evidence source (e.g., POS system, CRM
analytics, survey results, booking system data, financial reports). This helps judges
validate accuracy.

Also, consider what learnings were made during this process, particularly if intended
outcomes were not achieved.
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TOP TIPS — CRAFTING A STRONG ANSWER

This question is about demonstrating strategic intent - not just listing what you did, but
explaining why, what you were aiming for, and what actually happened.

Choose improvements with the strongest measured outcomes and link each one back to
your business goals and values from Q1.

Consider including at least one initiative that addresses financial performance or business
viability.

Think across categories: product development, technology, operations, staff
development, physical upgrades. Note that accessibility and sustainability have their own
dedicated questions - consider where each improvement best fits rather than duplicating
content.

Use the Goals / Strategies / Tactics / Outcomes framework to structure each example
clearly:

Goal: what you wanted to achieve (measurable)
Strategy: how you planned to achieve it

Tactics: the specific actions taken

Outcomes: what actually happened, with evidence

Honest reflection is valued. If a target was not fully met, explain why and what was
learned.
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EXAMPLE — BUSINESS OPERATIONS IMPROVEMENT

Field ‘ Your response ‘
Improvement 1: Booking System Upgrade

[Name the

improvement]

Describe the We integrated the Little Hotelier booking system into our website in
Improvement August 2025, enabling direct bookings without third-party

intermediaries. This included redesigning the website's user interface
for compatibility, training all reception staff, and launching a
marketing campaign to promote direct booking. New features included
live room availability, transparent pricing, and a streamlined mobile
checkout. Total investment: $8,500 (system setup, staff training, and
campaign spend).

Rationale This initiative was a core deliverable of our 2025-2026 Business Plan,
targeting reduced commission costs and stronger direct customer
relationships. Our post-stay survey (n=204) found 55% of guests said
they would prefer to book directly if the option were available,
consistent with wider industry data showing a shift away from OTA
dependence. Goal: increase direct bookings from 3% to 15% of total
reservations by June 2026, reducing third-party commission by an
estimated $15,000 annually.

Specific Goals 1. Increase direct bookings from 3% to 15% year-on-year.

2. Increase average annual occupancy from 70% to 80%.

3. Improve booking experience — target 90%+ 'easy to use' rating in
post-booking survey.

4. Launch paid advertising campaign to drive traffic to direct booking
portal.

Outcomes « Direct bookings increased from 3% to 17% — exceeding our 15%
target.

» Occupancy increased by 12% year-on-year.
« Third-party commission reduced by $19,800 in the qualifying period.

» 91% of post-booking survey respondents rated the new system as
'easy to use'.

« Social media campaign generated $49,855 in bookings from a $2,000
investment (ROI: 2,393%). (Source: Little Hotelier reporting, post-
booking survey data, Meta Ads Manager)
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Question 2.1.B: Provide visual evidence to support your answer.

RESPONSE GUIDANCE

Visual evidence must support and not replace the written response.

Provide evidence to support your response. For example:
e Animage of the improvement

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

e Before and after images of works
e Aninfographic e.g. graph, demonstrating the outcomes.

SECTION 2 CHECKLIST

| have provided 2-5 improvements from the qualifying period only. n
The introductory overview text box explains the business's approach to planning and m
development.

Each improvement clearly describes what it is and what part of operations or the n
product it improved.

The investment made (financial, staff time, technology) is described for each m
improvement.

The rationale for each improvement is explained — why was it done, what specific n
goals were set?

Specific goals (measurable) are stated for each improvement. m
| have linked improvements back to my business goals and values from Q1. n
Measurable outcomes are provided for each improvement, with evidence sources m
cited.

Where outcomes fell short of expectations, | have explained why and what was m
learned.

| have not duplicated content better suited to Q4.1 (customer service) or Q5.1 n
(sustainability).

Images showcase the improvements, supporting data, or outcomes. O
Image captions are 10 words or fewer, and accurately describe the image. m
| have allocated appropriate word count given this section is worth 15 points. m
My personality and passion continue to shine. m
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QUESTION 3.1 — Target Markets 10 points

SECTION 3. EXCELLENCE IN MARKETING — 25 POINTS

Question 3.1.A: Provide an overview of the business's main 2-3 target markets.

Portal overview text box:

Provide a brief overview of the business's target markets and how these were identified.

RESPONSE GUIDANCE

Provide 2-3 target markets. A target market is a specific group of potential customers
that a business directs its marketing efforts and products towards.

Target Market Characteristics
For the target market characteristics, consider the following:
e Geographic - Where they are: Where the people live or visit

e Demographic - Who they are: Their age, family size, income, or lifestyle, such as
families, retirees, or holidaymakers.

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

e Behavioural - What they do, how they act: Like hiring bikes, exploring the area, or
looking for fun activities.

e Motivations - What drives them, why they do things: Like wanting to have family
adventures, stay healthy, or try something new.

How Is This Target Market Classified?

Identify whether this market is a Primary Market, Secondary Market, Growth Market, or
Emerging Market for the business.

How Does the Business Meet the Expectations of This Target Market?

Demonstrate the business’s understanding of the target market’s needs, preferences, and
behaviours, and how the business has tailored its products, services or experiences to
effectively reach and engage the target market.

What Research Has Been Undertaken to Confirm This Target Market Is Right for the
Business?

Outline how the business determined this is the right target market. What research was
undertaken and what was concluded? Reference both:

e Internal data: guest surveys, booking data, CRM analytics, social media insights,
ReviewPro data

 External sources: International Visitor Surveys, Tourism Research Australia, regional
destination management plans, STO market profiles
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TOP TIPS — CRAFTING A STRONG ANSWER

Be specific — avoid vague generalisations. Provide detailed, data-backed profiles of each
target market. These markets will be directly referenced in Q3.2, so they need to be
clearly named and defined.

Use the geographic, demographic, psychographic, behavioural, and motivational
framework to structure each profile. This shows strategic thinking rather than guesswork.

All entrants receive a complimentary ReviewPro account. It contains valuable
demographic and geographic data about your online reviewers — use it.

Reference external sources to validate your market choices: Tourism Research Australia
(tra.gov.au), State Tourism Organisation’s Market Insights, and your regional tourism
organisation’s destination management plan.

Ideal customer profiles or ‘customer avatars' are a great way to bring the market to life
for judges.
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EXAMPLE — TARGET MARKET TABLE

Field

Name of Target
Market:

‘ Your response

Couples from Perth seeking a weekend escape

How is this target
market classified?

Primary Market — represents 62% of our overall visitation.

Target market
characteristics

Demographic: Couples aged 25-44, celebrating occasions or seeking
a romantic escape. Often dual-income, no kids. Geographic:
Greater Perth metro area, with a smaller segment from the South
West.

Psychographic: Nature and beach lovers, food and wine
enthusiasts, value peaceful and private surrounds. Care about the
environment and support local businesses.

Behavioural: 87% female as key purchaser. 63% direct website
booking. Average 6-week lead time. Self-drive. Prefer self-
contained accommodation with a kitchen.

Motivations: Proximity to Perth (under 2 hrs), wellness and
relaxation, seeking intimate and private accommodation. Booking
source: Our website, Airbnb, Instagram, or gift voucher
redemption.

How does the business
meet the expectations
of this market?

Cosy self-contained cottages with premium extras including locally
sourced welcome hampers and champagne. Outdoor bathtub,
firepit, tennis court, private garden with lounging areas.
Environmental initiatives. Elopement and celebration packages.
Pre-arrival communication asking for dietary requirements.

What research
confirms this market
is right for the
business?

Internal: Guest survey (n=204) — guests book for wineries (44%),
the beach (43%), and food/dining (39%). 72% valued connecting
with nature.

Social media analytics: 91% of followers are women aged 25-44.
Internal: Booking data — average stay 2.3 nights, aligning with our
two-night minimum for weekends.

External: Regional destination plan — 83% of visitors to the region
are from WA, with 56% from Perth, directly matching our visitor
profile.

External: Tourism Research Australia — social and outdoor/nature
activities are top draws for visitors to the region, aligning with our
product offering.
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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 demographics, personas, and geographic segments for each
target market

» Pie charts or bar graphs showing visitor origins and age breakdowns

o Graphs or charts from guest surveys showing preferences, activities, and satisfaction
levels

» Screenshots of social media analytics (follower demographics, engagement trends)
 Screenshots from booking data or ReviewPro insights
» Photos of popular experiences that visually connect your offering to guest preferences
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QUESTION 3.2 — Marketing Strategies 15 points

Question 3.2.A: Detail 2-5 marketing strategies undertaken by the business during the qualifying
period. These may be new or ongoing strategies, but only activities/tactics and outcomes
achieved during the qualifying period should be included.

Portal overview text box:

Provide a short overview of the business's approach towards developing its marketing
strategies for visitors.

RESPONSE GUIDANCE

Provide 2-5 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 (e.g. one social post or one EDM) do not
qualify as a strategy.

It is recommended that your strategies differ from improvements included in Q2.1.

Objectives

Provide quantifiable objectives. E.g. 'Grow mid-week visitation by 22%'. Objectives may
include improving brand awareness, increasing sales, attracting new customers,
expanding into new markets, increasing online engagement, or improving repeat
visitation.

Target Market
Align each strategy to one or more of the markets identified in Q3.1.

Concept, Activity and Tactics

Provide an overview of the marketing strategy, outlining its key idea, focus and
execution. This should clearly explain what the strategy was and how it was delivered.

This may include, for example:
e A digital campaign highlighting the business’s unique selling proposition
e A PR campaign showcasing how the business fulfils specific visitor needs

e Improved website content designed to create an emotional connection with
visitors

e Targeted email campaign communicating key business values e.g. sustainability or
accessibility

e Social campaign demonstrating alignment with target market’s values,
preferences etc.

Also include the key activities or tactics used to deliver the strategy. Channels may
include, but are not limited to:

e Digital Advertising
e Emails

e Events

e Trade activities
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e Influencer marketing

e Search Engine Optimisation

e Social Media

e Television, radio, print media.

Rationale and Research

Why did the business execute this strategy, and what research was used to support the
development of this strategy, for example:

e Website analytics

e Booking trends

e Survey results

e Visitor feedback

e Market demand data

e Regional or state destination research
e Competitor analysis.

This helps judges understand the evidence-based decision making behind the strategy.

Consideration during the research phase as to how the strategy aligns with local, regional
or state destination/marketing plans/strategies would be seen favourably. For example:
regional positioning statements or destination marketing strategies, campaign themes,
target markets, product pillars.

Outcomes Achieved During the Qualifying Period
Provide measurable results achieved from this strategy during the qualifying period only.
Outcomes should clearly show the impact of the strategy against the stated objectives.

Results should be supported by figures and/or percentages. Avoid general statements
without measurement.

Outcomes may include, but are not limited to:
e Percentage increases or decreases
e Visitor numbers or visitation patterns
e Sales or revenue growth
o Website metrics (conversion rate, sessions, click-through rate)
e Social reach and engagement
e Return on Investment (ROI) or cost-per-acquisition
e Media coverage or reach
e Lead generation
e Booking attribution.

For each outcome, include:
e Baseline (performance before the strategy or at the start of the qualifying period)
e Result (performance achieved during the qualifying period)
e Change (numeric and/or percentage change).

Where intended outcomes were not fully achieved, outline any learnings or adjustments
made.
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TOP TIPS — CRAFTING A STRONG ANSWER

Choose strategies with the strongest positive outcomes and aim for diversity — digital
marketing, SEO/website, media and PR, trade, events, and partnerships all demonstrate
strategic breadth.

Clearly link each strategy to your target markets from Q3.1 and your overall business
goals.

Include at least one strategy that references research and alignment with a regional or
state destination/marketing plan. Judges see this as evidence of strategic thinking
beyond the business itself.

Highlight innovative, creative, or adaptive approaches — strategies that show you
responded to emerging trends or opportunities in the qualifying period.

Include examples of repeat customer initiatives, loyalty programs, trade participation
(e.g. ATE, Meeting Place, expos), and co-operative marketing with RTOs or tourism
partners.

Remember the distinction: a strategy has an objective, a rationale, defined tactics, and
measurable outcomes. A single post, email, or ad is a tactic, not a strategy.

EXAMPLE — MARKETING STRATEGY TABLE

Field Your response

Marketing Strategy 1: | Become Export Ready trade initiative, October - June

Objective Increase trade bookings from 0% to 10% of total bookings year-on-
year by June 2026, by establishing relationships with international
distribution partners.

Target Market International visitors — Emerging Market (as identified in Q3.1).

Concept, Activity and | Grow international market share by engaging the trade
Tactics distribution system and making our products available through key
distribution partners and OTAs. Key tactics:

» Completed QTF International Ready accreditation program.

» Researched and identified relevant tradeshows (Meeting Place,

ATE).

» Attended Meeting Place (November 2025) and ATE (April 2026).
» Engaged with STO to identify Key Distribution Partners (KDPs).

» Created agent presentation deck and commissionable rate card.
« Listed products on Viator, Get Your Guide, and Klook.

« Set up an Agent OneDrive with rates, imagery, product
descriptions, and T&Cs.

Rationale and Having expanded our product offering to include private tours, we
Research identified an opportunity to reach new international markets.
Research basis: Tourism Research Australia Visitor Arrival Stats
2025; Tourism Australia Future of Demand Report; STO

Page 20 of 21
2026 WA Tourism Awards Category Toolkit - General



International Market Updates. Identified South East Asia, US, and
Western Europe as priority markets aligning with our product.
Google Analytics confirmed growing website sessions from these
markets (+34% in the prior year) and a small number of direct
bookings (5% of total).

How does this strategy | Regional: Aligned with the Gascoyne Destination Management

align with local, Plan's Industry Capability focus area — 'raise the capability of the
reglona.l, or state tourism industry to develop quality visitor experiences, attract
marketing plans? visitors via distribution channels, and manage sustainable

businesses.’ State: Aligned with Tourism WA's International
Marketing Strategy 2025-2026, specifically the implementation of
key distribution partner relationships and inbound trade

marketing.
Outcomes achieved Trade bookings: 0% — 7% (target was 10% — we did not fully
during the qualifying | achieve the target; our revised 2026/27 target is 15%, informed by
period the timeline required to build trade relationships).

International clients: 10% — 19% of total bookings. Contracts
secured with 12 KDPs including Best of Travel Group, AOT,
Trailfinders, and Pelago. Products listed on three major OTAs.
(Source: booking system data, agent contract records, Google
Analytics)

Question 3.2.B: Provide visual evidence to support your answer.

RESPONSE GUIDANCE

Visual evidence must support and not replace the written response.
Provide visual evidence demonstrating the marketing activity.

Videos can be included, however, do not produce a video for the specific purpose of
responding to this question. It must have been produced as part of the activity.

Examples of images/video evidence can include:
e [Instagram Reel
e TikTok
e Video segment on TV
e TV Commercial.
Do not upload the video itself, only include a link to the video.
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SECTION 3 CHECKLIST

| have provided an introductory overview of the business's approach to identifying and m
targeting its markets.

| have profiled 2-3 target markets with detailed characteristics (geographic, m
demographic, psychographic, behavioural, motivations).

| have identified how each target market is classified (Primary, Secondary, Growth, or O
Emerging).

| have explained how the business meets the expectations of each target market.

(|

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

(]

Target market names are consistent throughout the submission.

| have provided an introductory overview of the business's approach to marketing.
| have described 2-5 marketing strategies from the qualifying period.

Each strategy has a quantifiable objective.

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

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

O O 0o o oo d

Research and rationale (including evidence-based decision making) are explained for
each strategy.

At least one strategy references alignment with a regional or state
destination/marketing plan.

O

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

Images include infographics, data screenshots, and marketing collateral examples.

O

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

O

All screenshots are clear and legible.
Image captions are 10 words or fewer, and accurately describe the image.

| have allocated appropriate word count given this section is worth 25 points.

O 0o o O

My personality and passion continue to shine.
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SECTION 4. EXCELLENCE IN CUSTOMER SERVICE — 25 POINTS

QUESTION 4.1 — Customer Service Initiatives 15 points

Question 4.1.A: Detail 2-5 customer service initiatives undertaken by the business during the
qualifying period. These may be new initiatives or improvements to existing practices. Explain
how these initiatives enhanced the visitor experience at key stages of the visitor journey.

Portal overview text box:

Provide a brief overview of the business's customer service philosophy.

RESPONSE GUIDANCE

Provide the top 2 - 5 examples. Only activities and outcomes from the qualifying period
should be included.

Focus on the initiatives that specifically relate to customer service and have not already
been included in question 2.1.

Include new customer service initiatives or improvements to existing practices that
occurred within the qualifying period and that enhanced the visitor journey.

The visitor journey includes all touchpoints from pre-visit planning, on-site experience,
and post-visit engagement.

This could include, but is not limited to:
e Staff training and development
e Customer feedback and post-stay surveys
e Improved booking or enquiry processes
e Improvements to Front of House service delivery
e Additional or enhanced services e.g. bed turn down services, welcome experience.

Describe the Initiative

Describe what the customer service initiative is and how it was designed or delivered.
Consider the relevant visitor touchpoints and how the initiative enhanced the customer
experience.

Outline the resources invested in the initiative. This may include:
e Financial investment
e Staff time or training
e Technology or systems
e Changes to supply chain or service processes.

Stage of the Visitor Journey

Specify at what point the initiative takes place within the visitor journey - pre, during,
post or across multiple stages.
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Rationale
Explain why the business focused on improving this aspect of customer experience.
This may include, but is not limited to, examples such as:

e Customer feedback or reviews

e Staff input

e Competitive landscape

e Operational needs or service gaps

e Data/survey insights

e Changes in customer expectations or industry trends.

Outcomes

Describe the outcomes and learnings that were achieved during the qualifying period that
were a result of the initiative.

Examples may include, but are not limited to:
e Improved online ratings or reviews by XX%
e Increased repeat visitation
e Improved customer satisfaction or feedback results
e Reduced complaints
e Positive testimonials.

Where possible, include:

e A baseline (e.g. previous performance or feedback)
e The result achieved during the qualifying period

e Evidence of improvement (e.g. percentage change, rating increase, customer
quotes).

Testimonials may be included as supporting evidence but should complement measurable
results rather than replace them.

TOP TIPS — CRAFTING A STRONG ANSWER

Begin with a strong statement of your customer service philosophy and how your values
guide service delivery. Judges want to see that exceptional service is embedded in your
culture, not just a set of ad hoc initiatives.

Consider initiatives across the full visitor journey — not only the on-site experience:
- Pre-visit: website usability, booking process, pre-arrival communications
- During the visit: special touches, staff service, real-time problem resolution, facilities

- Post-visit: feedback collection, review responses, loyalty programs, follow-up
communications

Describe your systems and processes in action. Judges want to know HOW they positively
impact the customer experience — not just that they exist.

Staff development is strong evidence for this question. Training programs, induction
processes, incentive schemes, and professional development all demonstrate investment
in service quality.

Use your ReviewPro data to demonstrate review volume, rating trends, and management
response rates.
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EXAMPLE — CUSTOMER SERVICE INITIATIVE TABLE

Field

Customer Service
Initiative 1:

Your response

Collecting Constructive Feedback

Describe the
initiative that
enhances customer
service

In September 2025, we introduced in-cabin paper feedback forms to
gather deeper insights into guest experiences and identify areas for
improvement that are not captured in digital reviews. Forms were
designed in-house using Canva and printed on recycled card at a
cost of $200. All forms are reviewed weekly by the General Manager
and actioned within 48 hours.

At what stage of the
visitor journey does
this impact?

During and post-visit.

Rationale — what
influenced the
development of this
initiative?

We recognised that constructive feedback rarely surfaced in digital
reviews — our lowest-ever online rating was 4/5, yet operational
issues that guests had noted informally were never reaching us
systematically. External research shows paper surveys generate
higher response rates and are perceived as more anonymous,
leading to more honest feedback (Nulty, 2002). Aligned with our
core value of continuous improvement.

Outcomes

» 35% increase in feedback form return rates year-on-year (target:
20%).

» 16 actionable suggestions received during the qualifying period
and immediately implemented, including: added wood-splitting tool
at firepit; adjusted irrigation timing to protect outdoor cushions;
added spice rack to kitchen pantry; added gas lighter checks to
housekeeping checklist.

» 100% of respondents said they left feeling more relaxed and would
recommend the property.

» Feedback directly informed capital works priorities including an
accessible bathroom renovation and covered BBQ area. (Source:
feedback form data, capital works project register)
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Question 4.1.B: Provide visual evidence to support your answer.

RESPONSE GUIDANCE

Visual evidence must support and not replace the written response.

This is where you can include images to support your answer in Q4.1.A. Examples of the
type of evidence you could include are:

e Staff initiatives
e Customer initiatives in place

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

QUESTION 4.2 — Inclusive Practices m

Question 4.2.A: How has the business demonstrated itself to be inclusive throughout the
qualifying period? This may be new initiatives or improvements to existing practices. Only
activities and outcomes from the qualifying period should be included.

Portal overview text box:

Consider which specific needs have been identified and what inclusive practices have been
initiated.

RESPONSE GUIDANCE

Demonstrate how the business has actively considered, and where able, met the needs of
a diverse community. This could include:

« Staff training

» Management and leadership

» Business policy making, audits, accreditations, or advocacy
» Improved or modified systems, operations, or facilities

Demonstrate how the business has analysed its target markets and identified any specific
requirements for these guests.

Consider using a table to showcase multiple inclusive initiatives, covering:
» Who the intended audience is and their specific needs
» What the inclusive practices are, rationale, and KPIs
o Outcomes: data, testimonials, feedback, positive reviews

A case study can illustrate to judges how an inclusive practice was identified, how
challenges were addressed, and what the outcomes were.
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TOP TIPS — CRAFTING A STRONG ANSWER

Understand the distinction between accessibility (removing barriers to participation) and
inclusion (creating an environment where everyone feels genuinely valued, respected, and
able to participate). A strong response addresses both.

Think broadly about the diverse needs within your target markets, including:
» Mobility issues (wheelchairs, walking aids, elderly guests)
» Medical conditions (asthma, allergies)

» Market segments (families with young children, LGBTQIA+, international visitors, non-
English speakers)

 Sensory needs (autism, impaired vision or hearing)
» Dietary requirements (vegan, gluten-free, allergies, cultural requirements)
e Intellectual or cognitive disabilities

Structure your answer using a WHO / WHAT / OUTCOMES table — it is clear, easy to
score, and demonstrates systematic thinking.

A case study works particularly well for this question. Choose one significant achievement
and structure it as: problem identified — solution implemented — outcomes.

Align inclusive initiatives to your target markets from Q3.1 — demonstrate that you have
considered the specific needs of the people most likely to visit you.

EXAMPLE — INCLUSIVE PRACTICES TABLE

Specific Needs Inclusive Practices Outcomes

Frail or elderly | Front row seats reserved on all 91% TripAdvisor rating with 12

guests tours. Regular toilet breaks included | positive comments during the
in tour itineraries. Space in the qualifying period specifically noting
trailer for walkers and mobility aids | guides going above and beyond for
during the tour. Personal safety elderly passengers.

briefing offered to elderly
passengers at check-in.

Vision impaired | Guide dogs welcome on all 12 vision-impaired passengers
guests experiences. Sensory tours travelled in the qualifying period —
developed focusing on taste, touch, | an increase from 4 in the prior
and sound rather than visual year.

content. Pre-visit call offered to
discuss specific needs and adjust
itinerary where possible.

LGBTQIA+ Inclusivity commitment displayed on | Positive unsolicited feedback
guests website and booking confirmation received — 3 direct messages via
emails. 'Welcome with Pride’ staff Instagram thanking us for visible
training completed (June 2025) — inclusivity. No discrimination
100% of customer-facing staff complaints in the qualifying period.

certified. Same-sex couple featured
in hero marketing imagery from
August 2025.
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International All tour commentary delivered in Mandarin-speaking visitor numbers
visitors / non- English and Mandarin. Booking increased from 8% to 14% of total
English confirmation sent in guest's bookings in the qualifying period.
speakers language where possible (English,

Mandarin, Japanese). Pre-tour

safety briefing available in 5

languages.
Dietary Pre-arrival communication includes | TripAdvisor review, November
requirements a dietary requirements question. 2025: The team went above and

Full range of milk options provided
(full cream, skim, soy, almond, oat).
Vegan, gluten-free, and nut-free
options available on all menus and
in welcome hampers.

beyond to ensure our dietary needs
were met. It is clear they genuinely
care about making everyone feel
welcome.' — Anne, Sydney. Zero
dietary-related complaints in the
qualifying period.

Question 4.2.B: Provide visual evidence to support your answer.

RESPONSE GUIDANCE

Visual evidence must support and not replace the written response.

This is where you can include images to support your answer in Q4.2.A. Examples of the

type of evidence you can include are:
e Inclusive initiatives in place

e A testimonial demonstrating the outcome (NOTE: the main content of the
testimonial must appear in the written response).
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SECTION 4 CHECKLIST

| have introduced the section with a clear statement of the business's customer service
philosophy.

| have provided 2-5 customer service initiatives from the qualifying period.

Each initiative clearly describes what it is, how it was designed and delivered, and the
resources invested.

Each initiative identifies the stage(s) of the visitor journey it impacts (pre, during,
post, all).

The rationale for each initiative is clearly explained.

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

Testimonials have been included to support excellent delivery of customer service.
| have not duplicated content already included in Q2.1.

| have addressed inclusive practices, identifying specific needs and what was done to
meet them.

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

| have described how the business considers the diverse needs of its customers.
Measurable outcomes are provided for inclusive practices, with data cited.
Images are clear, legible, and demonstrate initiatives in action.

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

| have allocated appropriate word count given this section is worth 25 points.

My personality and passion continue to shine.
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SECTION 5. EXCELLENCE IN SUSTAINABLE & RESPONSIBLE
BUSINESS — 20 POINTS

RESPONSIBLE TOURISM & SUSTAINABILITY ACHIEVEMENTS 5 points

This score is automatically applied based on verified accreditations and program completions
recorded in the Awards Portal. The following are assessed:

e Sustainable Tourism Accreditation

« Has undertaken an assessment of its emissions and identified measures to reduce and
offset (e.g. through the Tourism Emissions Reduction Commitment (TERC) program) or
undertaken an alternative emissions reduction assessment (link or file upload required)

o Has undertaken an Accessibility Assessment (e.g. through the Accessible Tourism Program
on the QTF) or undertaken an alternative accessibility assessment (link or file upload
required)

» Has included an Accessible Guide on the business website — insert the URL for the page
within your own website where consumers can access your Accessibility Guide/Information

Action item: Log into the Awards Portal before the submission deadline to confirm all relevant
QTF accreditations are displaying correctly. If you have recently completed a QTF program that is
not yet reflected, contact your Program Manager.

QUESTION 5.1 — Responsible and Sustainable Practices 15 points

Question 5.1.A: Detail 2-5 responsible and sustainable business practices undertaken by the
business during the qualifying period. These may be new practices or improvements to existing
practices. Only activities and outcomes from the qualifying period should be included.

Portal overview text box:

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

RESPONSE GUIDANCE

Please provide 2 to 5 examples. These may be new practices or improvements to existing
initiatives. Only activities and outcomes from the qualifying period should be included.

This is an opportunity to offer deeper insight into how the business is achieving
excellence in both business operations and tourism.

Try to include examples that have not already been identified in previous answers.

Businesses are encouraged to provide a response across all areas. However, it is essential
to focus on the business’s strengths to effectively showcase its unique capabilities and
achievements. Businesses are welcome to provide more robust examples in two to three
areas that effectively showcase their unique capabilities and achievements.
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Cultural

Demonstrate how the business supports the engagement and representation of culture
(e.g. Aboriginal and Torres Strait Islander peoples, heritage, religion, local traditions).
Examples:

e Partnerships with Aboriginal or Torres Strait Islander communities for cultural tours or
training

» Acknowledgment of Country on website, marketing, property entrance, or tours

» Reconciliation Action Plan (RAP) development or implementation

e Cultural certification or accreditation

« Visitor education via interpretive signage, guided experiences, or cultural workshops.

Environmental

Demonstrate how the business minimises its impact on the environment. Examples:
» Water conservation: low-flow fixtures, greywater recycling, irrigation management
» Energy reduction: solar, efficient appliances, light timers, insulation

» Waste management: recycling programs, eliminating single-use plastics, composting,
paperless options

» Carbon offset/reduction: participation in the Tourism Emissions Reduction Program
« Wildlife and biodiversity: protection measures, visitor education, habitat restoration.

Social/Community
Demonstrate how the business contributes to or benefits the local community. Examples:
» Donations or in-kind support to charities, events, or causes
« Special access or discounts for local residents
« Skill development through traineeships, apprenticeships, or work experience
» Mentoring, volunteering, or participation in community recovery efforts
« Supporting local not-for-profit groups with facilities or resources

Economic
Demonstrate how the business supports the local economy. Examples:
e Local purchasing — suppliers, produce, contractors, trades
o Employment: percentage and total wage value of locally employed staff
« Visitor spend referrals — promoting local businesses, packaging with local operators
» Creating new jobs or expanding hours during the qualifying period.

Ethical
Demonstrate how the business acts ethically throughout its development. Examples:
e Animal welfare — policy, visitor education, marketing standards
« Ethical sourcing and procurement — Fair Trade, organic, locally made
» Modern slavery — supply chain assessment or policy
e Promoting local culture, art, and heritage authentically.
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TOP TIPS — CRAFTING A STRONG ANSWER

Open with a genuine statement of your sustainability philosophy. If your values or mission
reference responsible business or the environment, include it here — it provides the ‘'why'
behind everything that follows.

Name any relevant documents and plans in place — Environmental Management Plans,
Interpretation Plans, RAP, Climate Action Plan — explain who is responsible for them and
how they are embedded across the business.

Use the structured table format for each practice. Include specific figures wherever
possible: litres of water saved, kWh of energy reduced, $ spent with local suppliers, hours
of volunteer time, tonnes of waste diverted.

A case study format works well for a particularly complex or significant initiative.
Structure it as: the problem or opportunity — the solution — the measurable impact.

Year-on-year comparisons are highly valued by judges. If you have data from prior years,
use it to show a trend.

Avoid generic statements like 'we care about the environment.' Judges want specifics:
what did you do, when did you do it, how much did it cost, and what was the measurable
impact?

EXAMPLE — RESPONSIBLE AND SUSTAINABLE PRACTICES TABLE

Activity Type Outcomes
(select from:

Cultural,

Environmental,

Social/Community,

Economic, Ethical)

Example

Cultural

Driving Reconciliation — Year 1 RAP
Implementation In 2025 we
developed and implemented our first
Reconciliation Action Plan (Reflect
framework, guided by Reconciliation
Australia). Key actions in the
qualifying period: « Cultural
Awareness Training: delivered to
100% of staff (8.5 hours) by local
Aboriginal cultural educator Xxx
Xxxxx. o Acknowledgment of
Country: incorporated into website,
all email signatures, pre-tour
welcome script, and property
entrance signage. « Art partnership:
feature six original artworks by local
Noongar artists in guest spaces;
artists receive 100% of any sales
from the property. « Country walk:
partnered with local elder to offer a
monthly guided walk for guests from
October 2025.

Strengthened relationships with
Traditional Owners and local
Aboriginal communities. Guest
survey: 85% of respondents said
cultural elements of their stay
were a highlight, citing the
country walk and Indigenous
artwork specifically. Traditional
Owner partner testimonial: This
partnership has allowed us to
share our story with visitors in a
way that feels respectful and
genuine.’ — [Name], November
2025. Foundation established for
progressing to Innovate RAP in
2027.
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Implementation In October 2025 we
created and launched a
comprehensive Wildlife Policy,
formalising our approach to
responsible wildlife interactions and
setting clear standards for staff,
guests, and trade partners.

Environmental 5-Year Energy Reduction Plan — Year | Daily energy usage reduced from
3 In the qualifying period we 97.35 kWh to 48.09 kWh — a
continued implementation of our 50.6% reduction. Monthly energy
energy reduction plan with two key | cost saving: $650 (annualised:
initiatives:  Solar panel installation: | $7,800). Total carbon emissions
$18,000 investment in September reduced by 18.3 tonnes COz-e in
2025 (32 panels, depot roof). e the qualifying period. (Source:
Motion-sensor lighting: installed in energy bills Q1 FY25 vs Q1 FY26;
kitchen, bathrooms, storage, and car | energy audit report, October
park areas, replacing timer switches. | 2025)

Social/Community | Local Youth Traineeship and Work Two Certificate Il trainees
Experience Program Partnered with | completed placements; one
two local high schools and the secured a permanent part-time
regional TAFE campus to provide guest services role. Three Year
structured work experience and 10-11 students completed week-
Certificate Il traineeship long work experience in
placements in the qualifying period. | marketing, operations, and

reservations. Positive feedback
from schools: ‘This program is
making a real difference to
students’ confidence and career
pathways." — School coordinator,
Term 3 2025.

Economic Regional Supplier Partnerships We Total qualifying period
actively prioritise regional suppliers | expenditure with local/regional
and measure our economic suppliers: $62,400 (up from
contribution to the local area $44,100 prior year, +41%). Key
annually. partnerships: Albany Fresh

Produce ($12,000), Coastal
Adventures ($8,000), regional
accommodation partners (1,500
bed nights at $29/night =
$43,500). 95% of our 14 staff
reside within 20km of the
business — total local wages:
$680,000 in the qualifying period.
(Source: accounts payable
records, payroll data)

Ethical Wildlife Policy — Launch and 90% of surveyed visitors indicated

increased awareness of ethical
wildlife practices after their tour.
Two outsourced experiences
involving unethical practices
(handling of captive wildlife)
were removed from our tour
itineraries. Strengthened
partnerships with two
conservation organisations:
[Name] and [Name]. All
marketing materials reviewed
and updated to depict wildlife
observed from respectful
distances only. (Source: post-tour
survey, review of OTA partner
agreements)
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Question 5.1.B: Provide visual evidence to support your answer.

RESPONSE GUIDANCE

Visual evidence must support and not replace the written response.

This is where you can include images to support your answer in Q5.1.A. Examples of the
type of evidence you can include are:

e Images of guest participation in cultural programs
e Visuals of signage, flyers, etc. demonstrating cultural contribution

e Images of participation in volunteering activities, community events or
other local economic initiatives

e Images of water stations, upcycled materials, zero-waste kitchens and
other environmentally friendly initiatives.

SECTION 5 CHECKLIST

I have opened with the business's philosophy on responsible and sustainable tourism. m
| have provided 2-5 practices from the qualifying period only. m
| have addressed Cultural responsibility with a specific example and measurable m
outcomes.

| have addressed Environmental responsibility with comparative data (e.g. water, m

energy, waste year-on-year).

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

| have addressed Economic responsibility with dollar values and local employment data [
where possible.

| have addressed Ethical responsibility with specific examples and outcomes.

O

| have mentioned relevant plans and documents (EMP, RAP, etc.) and explained who
owns them.

O

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.

| 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.

| have allocated appropriate word count given this section is worth 20 points.

O 0o o oo o d

My personality and passion remain evident and vibrant.

Page 34 of 35
2026 WA Tourism Awards Category Toolkit - General



SECTION 6. FINAL REMARKS — 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 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 — share a brief story, a defining moment, or an insight that
resonates

» Be personal and sincere — convey your dedication to your business, your team, and the
tourism industry

« Stay on point — summarise with one or two key points rather than attempting to
restate the whole submission

 Be specific — mention a particular achievement, initiative, or value that genuinely
sets you apart

» Keep it concise — as has a 100-word limit so 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 thing they
experience before scoring. A strong close can tip a borderline decision in your favour.

Avoid starting with 'We believe we deserve to win because...’' — it reads as generic.
Instead, open with a specific moment, a customer story, or a line that captures the
essence of your business.
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BEFORE YOU SUBMIT — FINAL SUBMISSION CHECKLIST

| have read the 2026 Rules and Regulations.
| am in the correct category 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 — | 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 and key content appears in the written response.

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

| 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, establishment 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.

| have confirmed my Statement of Achievement is displaying correctly in the portal.
| have downloaded and saved a copy of the written submission from the portal.

My submission reflects genuine passion for this business and the tourism industry.

2026 WA Tourism Awards Category Toolkit - General

o Ooooo Oooo0ooo O

O

Page 36 of 36



