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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  

• Top tips for crafting a strong answer, drawing on feedback from national judges  

• An example to illustrate the standard and style expected 

• A checklist to review before you move on to the next section. 
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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 Points 

Submission Score (written entry) 100 

  Section 1: Overview of Business 15 

    Q1.1 Overview of Experience 10 

    Q1.2 Business structure/collaboration 0 

    Statement of Achievement 5 

  Section 2: Cultural Responsibility 45 

   Q2.1 Cultural traditions 15 

   Q2.2 Local community 15 

   Q2.3 Education 15 

   Section 3: Excellence in Business & Product Development 10 

   Q3.1 Improvements 10 

  Section 4: Excellence in Marketing 15 

    Q4.1 Target markets 5 

    Q4.2 Integrity 10 

Section 5: Excellence in Customer Service 15 

    Q5.1 Customer service initiatives 10 

    Q5.1 Inclusivity 5 

  Section 6: Final Remarks 0 

Digital Review Score 20 

Consumer Rating (ReviewPro GRI) 0 

TOTAL 120 
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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 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 AI TOOLS 

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

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

 

EVIDENCE, OUTCOMES AND MEASUREMENT 

• Use specific, measurable outcomes wherever possible: %, $, 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. 

• 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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SECTION 1. OVERVIEW OF BUSINESS — 15 POINTS 

 

QUESTION 1.1 — Overview of Business 10 points 

 

Question 1.1.A: Provide an overview of the Aboriginal and Torres Strait Islander tourism 
experience. 

 

RESPONSE GUIDANCE 

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: 

• History 

• Size/scale of business 

• Business structure 

• 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 share the full history of your business. After this, 
you can only share the activities, projects and successes from the past 12 months (1 July 
2025 - 30 June 2026) - this is the qualifying period for the awards. 

  

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

 

EXAMPLE  

Since 20XX, Ancient Lands Cultural Tours—a 100% Aboriginal-owned business—has been offering 
half-day walking tours that immerse visitors in the deep spiritual and cultural connections of our 
Country located 30 minutes’ drive from Darwin in the Northern Territory.  
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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'. 

 

Paint a clear picture of all your tourism products, experiences, and services. Break them down as 
your website does - if your site lists ' Guided Cultural Walking Tours', 'Traditional Art & Weaving 
Workshops', and 'Private Tours', use the same structure. 

 

Share the spirit of your business and its journey and 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: the facts: how many full-time equivalent (FTE) workers are in your team, 
pricing, capacity, number of tours or products, visitor numbers or number of tour partners or clients 
you work with. 

 

Share your passion and purpose, vision, mission and values and how they shape your business and 
visitor experience. 

 

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

 

EXAMPLE 

My brother and I run our family-owned Aboriginal tourism business as the two Managing Directors, 
ensuring every tour reflects our cultural heritage. Our team of 7 FTE is made up entirely of family 
members, with uncles, aunties, and cousins leading tours, sharing stories, and passing on traditional 
knowledge. This hands-on approach allows us to provide an authentic and personal experience for 
visitors.  

With a deep commitment to cultural integrity, we take pride in our 100% Aboriginal-owned business, 
and our mission is to provide a rich cultural experience where guests leave feeling connected to 
Country, community, and the stories of our people.  

In 2025, we offered weekly tours for the public between April to October. We ran 20 tours and 
welcomed 425 visitors. We also hosted 10 private school groups and 5 corporate groups on cultural 
awareness experiences. Our pricing includes both a per person cost for our public 2-hour tours 
($135 retail) and a private group tour rate designed to meet each group’s needs.   

Guided by the values of respect, knowledge-sharing, and belonging, we honour the traditions of our 
Ancestors while creating meaningful experiences that foster understanding and reconciliation. This 
dedication has earned us national and international recognition, 97.5% five-star Google reviews and 
a 98% rating on TripAdvisor. We were honoured with winning the New Tourism Business Award in 
20XX. 

 
  



8 
 

EXAMPLE — TOURISM PRODUCTS, EXPERIENCES AND SERVICES TABLE 

Product / 
Experience / Service 

Description 

Key Details 

Guided Cultural 
Walking Tours 

1.5 hours walking tour along the river, led by Aboriginal guides sharing 
stories of Country, Dreaming, and local traditions. 

- Small group tours (max 12 people) for an immersive, personal experience.   

- Private and group bookings available. 

- Flexible tour durations (1–3 hours). 

- Departure from cultural centre or designated locations. 

Traditional Art & 
Weaving Workshops 
 

Create your own artwork or woven piece with guidance from Aboriginal 
artists. Learn the cultural meanings behind patterns, symbols, and weaving 
techniques. 

- All materials provided. 

- Sessions run at Cultural Centre or offsite for groups. 

- Meet-the-artist experiences available. 

 

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: 

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

• Map of location of business, route, etc. 

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

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

CONSIDER  

– Hero image and logo 

– Custom map showing your location in your region and in relation to your closest city, 
state, and the rest of Australia  

– Historical timeline with images 

– Infographic that displays your business's core values, mission, and vision 

– Product or experience collage 

– Image showing your team 

– Organisation chart showing your business structure and team roles 

– Visual compilation of all your award and accreditation logos. 
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Question 1.2.A Is the business majority Aboriginal or Torres Strait Islander owned? 

 

Question 1.2.B If not, describe the business structure, collaboration or steps to obtain 
permissions with the cultural service provider/local community. 

 

RESPONSE GUIDANCE 

Response Guidance 
Select ‘Yes’ if the business is 100% Aboriginal-owned. If not, select ‘No’ and elaborate the 
businesses is part-owned or operates in collaboration with local Aboriginal communities. If 
applicable, explain governance structures, such as a family-run business, community-owned 
enterprise, or board-managed organisation. 

 

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: 

• Quality Tourism Accredited 

• Sustainable Tourism Accredited 

• International Ready Accredited 

• EcoStar Accredited 

• Accessible Tourism Program / Accessible Tourism Accredited 

• Tourism Emissions Reduction Commitment (TERC) Program (minimum Level 3) 

• Star Rated 

• Online Trade Distribution Program 

• International Trade Distribution Program 

• Risk Management Tool 

• Business Continuity Tool 

• Connecting to Culture Tool 

• Marine Tourism Accredited 

• Camp and Adventure Activity Accredited 

 

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 

Checklist item YES 

I 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 Aboriginal and Torres Strait Islander tourism experiences. ☐ 

Measurable data and year-on-year comparisons have been included where possible. ☐ 

A list of relevant awards, accreditations, and achievements is included. ☐ 

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

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

I 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. CULTURAL RESPONSIBILITY — 45 POINTS 

 

QUESTION 2.1 — Cultural Traditions 15 points 

 

Question 2.1.A: Detail 2-4 steps the business has taken to preserve and protect cultural traditions 
and ensure they reflect the heritage of the local community? 

 

Portal overview text box: 

Describe the activity 

 

 

RESPONSE GUIDANCE 

Response Guide 
Provide 2-4 examples. 
 
Activity  
Describe the activity that the business has implemented to contribute to preserving and 
protecting Aboriginal and Torres Strait Islander traditions while ensuring they reflect the 
heritage of the local community e.g. through meaningful engagement, ethical practices, and 
cultural respect. 
 
Some examples can include, but are not limited to: 

• Partnering with local Indigenous communities to ensure authenticity in the 

experience and storytelling. 

• Supporting Indigenous art and cultural expression 

• Developing a storytelling experience  

• Incorporated Indigenous language and naming 

Preserve and Protect 
Specify how this activity has preserved and protected Aboriginal and Torres Strait Islander 
culture.  
 
Relate to local Community heritage 
Describe the cultural experience you offer to visitors. 
  
Include a description of key cultural elements visitors experience, such as storytelling, art, 
dance, bush tucker, medicine or connection to Country. 
 
Relate your response back to traditions, stories, or cultural practices specific to the business’ 
local heritage.   
 
Indigenous Cultural and Intellectual Property (ICIP) 
Detail collaborations with community members and how they contribute to the activity. 
Explain how cultural protocols are respected and upheld. 
 
Describe the engagement with Elders, knowledge holders, and the broader Aboriginal and 
Torres Strait Islander community in delivering these experiences. 
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TOP TIPS — CRAFTING A STRONG ANSWER 

Ensure you include the activity’s focuses on preservation (maintaining cultural significance) 
or protection (safeguarding cultural traditions for future generations) explain: 

• Why you did this activity? 

• what were you aiming to achieve? 

• who was involved? 

• what happened – what activity/activities did you do? 

• how does your cultural preservation activity work within the business (e.g., part of the 
tour, used as training for younger staff) 

• outcomes achieved to safeguard cultural knowledge, storytelling, language or 
practices for future generations. 

 

Use community voices: If appropriate, include testimonials or quotes from Elders, artists, or 
cultural knowledge holders who contribute to your experiences. 

 

Explain your ICIP approach: Detail how you consult and work with Indigenous knowledge 
holders to ensure cultural protocols are respected. 

 

You may include activities that are not visitor facing. 

 

EXAMPLE 

Field Your response 

Describe the activity Reviving and Integrating Indigenous Language 

Our business has worked with local Elders and linguists to integrate 
the local Aboriginal language into signage, tour scripts, and digital 
materials, ensuring visitors are introduced to the language and its 
meanings. 

How does this activity 
contribute to the 
ongoing preservation 
and protection of 
traditions, culture and 
knowledge? 

Over 100 Aboriginal languages have already been lost, and many 
more are critically endangered. By incorporating our traditional 
language into daily business operations, we contribute to its revival 
and continued use. This helps preserve a core part of our identity 
and encourages younger generations to learn and speak their 
language. 

How does this relate 
back to the local 
community’s heritage? 

Our language is directly tied to our land, our ancestors, and our 
Dreaming stories. Every word carries cultural significance and using 
it in our tourism experiences reinforces its importance and keeps it 
alive. Visitors gain an appreciation of the language, and community 
members feel pride in seeing it used and respected. 

Outline how the 
business measures 
and manage the 
Indigenous Cultural 
and Intellectual 
Property (ICIP) and 
related protocols of 
this activity?  

We work closely with local language custodians to ensure accurate 
representation and pronunciation. Before using any words, phrases, 
or place names, we obtain permission from Elders and language 
holders. We also provide training to staff on correct usage and 
pronunciation, ensuring cultural integrity is upheld. Regular 
consultations with language experts ensure ongoing accuracy and 
respect for our linguistic heritage. 
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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. 

 

This is where you can include images to support your answer in Q2.1.A. Examples of the 
type of evidence you can include are: 

• I Images of investments or community projects. 

 

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

 

CONSIDER  

– Photos of cultural experiences such as storytelling tours, art workshops, or bush 
tucker walks, showcasing active cultural preservation. 

– Letters of support from Elders or cultural representatives confirming proper cultural 
engagement and partnerships. 

– Snapshots of cultural protocol documents outlining how ICIP is managed and 
respected. 

– Survey results from visitors demonstrating increased understanding and appreciation 
of Aboriginal culture after participating in experiences. 

– Testimonials from Elders, community members, or visitors highlighting the 
authenticity and impact of cultural tourism initiatives. 

Testimonials & Reviews - incorporate testimonials and review excerpts throughout 
your submission. Carefully integrate excerpts directly into your narrative and present 
the full testimonials as supporting evidence. This dual approach reinforces credibility 
and ensures judges see both context and proof. 

  

QUESTION 2.2 — Local Community 15 points 

 

Question 2.2.A: Detail 2-4 steps the business has taken to support and engage with the local 
community to enhance the economic, social, and cultural wellbeing of Aboriginal and Torres Strait 
Islander people? 

 

Portal overview text box: 

Provide a short overview of the business’s approach towards engagement with the local 
community.  

 

RESPONSE GUIDANCE 

Response Guide 
Provide 2-4 examples. 
 

This is an opportunity to offer insight into how the business is contributing specifically to 
the economic and social wellbeing of Aboriginal and Torres Strait Islander people.  
Some examples include: 



14 
 

• Social 

o Supporting local Aboriginal and Torres Strait Islander businesses through 

procurement, product packaging etc. 

o Sponsorship 

o Support of fundraising efforts towards Aboriginal and Torres Strait 

Islander initiatives 

• Economic 

o Purchasing of Aboriginal and Torres Strait Islander wares 

o Collaborating with Aboriginal and Torres Strait Islander owned 

businesses 

Investing in Aboriginal and Torres Strait Islander projects. 

TOP TIPS — CRAFTING A STRONG ANSWER 

This question allows businesses to showcase how they actively support the economic, 
social, and cultural wellbeing of Aboriginal and Torres Strait Islander communities.  

Judges want to see genuine engagement, meaningful partnerships, and tangible 
contributions that create long-term benefits.  

 

Responses should highlight how the business strengthens the community through 
employment, procurement, collaborations, and initiatives that empower Aboriginal and 
Torres Strait Islander people. 

 

Clearly articulate how the business actively supports and engages with the local Aboriginal 
and Torres Strait Islander community to enhance economic, social, and cultural wellbeing.  

 

Describe the initiative: Provide an overview that enhances economic, social, or cultural 
wellbeing. Ensure it aligns with the business’s broader mission and values. 

Economic contributions: Explain how the business financially contributes to Aboriginal and 

Torres Strait Islander communities, such as through employment, business partnerships, or 

procurement policies. 

Community collaboration: Showcase how the business engages with Aboriginal and Torres 

Strait Islander organisations, Traditional Owners, and community leaders to ensure initiatives 

are designed and delivered respectfully and effectively. 

Measuring impact: Include data, testimonials, and real-world examples to demonstrate how 
these efforts have positively impacted Aboriginal and Torres Strait Islander people, 
businesses, and cultural preservation. 
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EXAMPLE 

 Economic or 
social 
contribution?  

Describe the activity and how it 
contributes to the local Aboriginal 
and Torres Strait Islander 
community.   
  

What are some of the key 
outcomes of this activity in the 
qualifying period?  

Example 1.  (Drop down 
option) 

Economic  

Supporting local artists 
 
Established a retail space within 
the workshop venue to sell locally 
made Aboriginal artworks, crafts, 
and textiles.  
 
This initiative provides a direct 
platform for local artists and 
makers to showcase and sell their 
work, ensuring that profits remain 
within the community. It fosters 
economic independence, 
encourages cultural expression, 
and allows visitors to take home 
ethically sourced pieces. 
 

 
- Generated over $50,000 in 
direct income for local 
Aboriginal artists. 
 
- Increased visitor 
engagement, with 70% of 
workshop attendees 
purchasing locally made 
artworks. 
 
- Strengthened connections 
between artists, businesses, 
and visitors, fostering deeper 
cultural appreciation. 
 

 Example 2  Social  
Fundraising festival 
 
Organised an annual community 
art auction and cultural festival, 
featuring works by local Aboriginal 
artists, traditional dance 
performances, and storytelling 
sessions.  
 
This initiative provides a platform 
for local artists to gain exposure 
and financial support while 
fostering cultural pride and 
intergenerational knowledge-
sharing.  
 
All proceeds directly fund youth 
art programs and language 
revitalisation projects, ensuring 
that Aboriginal traditions continue 
to thrive. 
 

 
- Raised $20,000 to fund free 
art workshops for young 
Aboriginal people and 
language classes for Elders to 
pass on cultural knowledge. 
 
- Increased awareness of 
local Aboriginal culture among 
over 1,000 attendees, 
including school groups and 
corporate sponsors. 
 
- Strengthened cultural 
engagement within the 
community by bringing 
together artists, storytellers, 
and performers. 
 
- Created new opportunities 
for emerging Aboriginal 
artists, with several securing 
commissions and gallery 
partnerships. 
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Question 2.2.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 Q2.2.A. Examples of the 
type of evidence you can include are: 

• Images of the activity or key cultural elements  

 

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

 

CONSIDER 

– Photos of cultural events or partnerships showcasing engagement with the local 

community. 

– Graphs or charts displaying the percentage of business revenue reinvested into 

the local economy. 

– Testimonials from Aboriginal artists, performers, or suppliers highlighting 

economic or social benefits. 

– Letters of appreciation from community organisations or individuals impacted by 

initiatives. 

– Screenshots of marketing materials promoting ethical storytelling, cultural 

education, and Aboriginal-led experiences. 

 

QUESTION 2.3 — Education 15 points 

 

Question 2.3.A: Provide 2-4 examples of how the business educates visitors and local communities 
to broaden their understanding or participation in Aboriginal and Torres Strait Islander Culture. 

 

Portal overview text box: 

Provide a short overview of the business’s approach towards visitor education of 
Aboriginal and Torres Strait Islander culture.   

 

 

 

RESPONSE GUIDANCE 

Response Guidance 
 
Specify any guidelines, programs, or tools provided to visitors and/or the local community to 
enhance Aboriginal and Torres Strait Islander cultural understanding, participation or 
appreciation. This can relate to a place, community or tradition.  
 
 



17 
 

This question is looking for examples where the visitor is gaining knowledge, insight or 
awareness of Aboriginal and Torres Strait Islander culture. Some examples include: 

• Sharing stories of Aboriginal and Torres Strait Islander culture through exhibitions or 
storytelling platforms. 

• Installing interpretive signage that explain the history, traditions, customs and 
significance. 

• Delivering talks, lectures or guided interpretation that provide deeper context about 
Aboriginal and Torres Strait Islander culture, customs or traditions. 

• Developing educational materials or digital content (e.g. videos, apps, podcasts) that 
explore Aboriginal and Torres Strait Islander stories or history. 

• Running school programs or educational tours focused on Aboriginal and Torres 
Strait Islander history or cultural practices. 

• Hosting community workshops or information sessions on topics such as Aboriginal 
and Torres Strait Islander heritage conservation, traditional skills or local history. 

• Providing visitor briefings or materials that explain appropriate behaviour, etiquette or 
cultural context when engaging with Aboriginal and Torres Strait Islander people and 
culture. 

• Creating online resources or guides that encourage ongoing learning beyond the visit. 
 

Describe the activity 
Provide an overview of the activity that provides an educational outcome. Activities can 
include, but are not limited to; 

• Educational materials on premises, in rooms, on vessels etc.  

• Exhibits 

• Events 

• Performances 

• Meet and Greet 

• Cultural Exchange programs. 
 
Outcomes  
Provide measurable outcomes of this education activity from during the qualifying period.  
Some examples could include, but are not limited to: 

• Visitor Feedback 

• Surveys that ask about post trip activities 

• Visitor Engagement Metrics 

• Local community feedback 

• Testimonials from partners or industry stakeholders. 
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TOP TIPS — CRAFTING A STRONG ANSWER 

This question is designed to highlight how your business actively supports the education of 
visitors and local communities around Aboriginal and Torres Strait Islander culture. 

A strong response should demonstrate a long-term commitment to creating meaningful 
learning, fostering leadership, and strengthening cultural knowledge with visitors and the 
local community. Consider:  

– Training and mentoring programs that provide both practical skills and cultural 
knowledge. 

– How stories of Aboriginal and Torres Strait Islander culture are shared. 

– What material have been developed that explore Aboriginal and Torres Strait 
Islander culture, customs or traditions (e.g., books, online information, brochures, 
signs). 

– What methods of delivery is the business implementing – school programs, 
educational tours, visitor briefings, events or workshops, online resources or guides 
are some examples. 

– Collaboration with Elders, community leaders, and cultural organisations to educate 
visitors. 

– Measurable outcomes showing how these have impacted the local community or the 
visitors on your tours. 

– Cultural awareness training for tour guides or other partners you work with? 

 

Be specific and measurable: Outline clear activities with real results. 

Show meaningful collaboration: Demonstrate partnerships with local Elders, Traditional 

Owners, and community groups to ensure cultural integrity and authenticity. 

Demonstrate long-term commitment: Explain how your education initiatives go beyond the 

visit. 

Community collaboration: Showcase how the business engages with Aboriginal and Torres 

Strait Islander organisations, Traditional Owners, and community leaders to ensure 

education initiatives are designed and delivered respectfully and effectively. 

Measuring impact: Include data, testimonials, and real-world examples to demonstrate how 

these efforts have positively impacted Aboriginal and Torres Strait Islander people and 

cultural preservation. 

EXAMPLE 

Field Your response 

Name of education 
activity: 

Guided Storytelling Walk on Country 

Describe the activity and 
how it educates visitors 
and connects visitors to 
Aboriginal and Torres 
Strait Islander culture 

Our signature 90-minute Guided Storytelling Walk on Country 
is led by a Traditional Owner and delivered entirely through 
oral storytelling, weaving together creation stories, seasonal 
knowledge, plant and animal relationships, and the history of 
the [local group name] people on this land. Visitors walk 
slowly, listen and observe, guided to engage with the 
landscape in the way it has been understood and cared for 
across generations.  
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A pre-walk briefing covers cultural protocols including 
appropriate behaviour, photography consent and how to 
respectfully engage with the stories being shared. No scripts, 
no brochures — the walk is a living experience shaped by the 
guide's deep personal connection to Country, and no two 
walks are ever the same.  

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

• 1,247 visitors participated across 156 guided walk 
sessions during the qualifying period 

• Post-visit survey (n=312): 96% of respondents agreed 
or strongly agreed that the walk significantly 
broadened their understanding of Aboriginal culture 
and connection to Country 

• 89% of respondents indicated they would share what 
they had learned with family or friends 

• The walk is now listed as a recommended experience 
in the [RTO] destination guide, reaching a broader 
regional audience 

Selected visitor response:  

"I have lived locally my whole life and never understood what 
Country means until today. This walk changed something in 
me."  

— Google Review, March 2026. 

 

Question 2.3.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 Q2.3.A. Examples of the 
type of evidence you can include are: 

- An image of the education activity 

- A testimonial demonstrating the visitors Aboriginal and Torres Strait Islander culture 
understanding has been broadened 

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

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

 

CONSIDER 

– Photos of educational events showcasing engagement with visitors and the local 

community. 

– Testimonials from Aboriginal artists, performers, or suppliers. 

– Letters of appreciation from community organisations or individuals impacted by 

initiatives. 

– Screenshots of education materials promoting ethical storytelling, cultural 

education, and Aboriginal-led experiences. 
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SECTION 2 CHECKLIST 

Checklist item YES 

I have provided 2–4 steps the business has taken to preserve and protect cultural 
traditions and ensure they reflect the heritage of the local community. 

☐ 

The overview explains the business's approach to cultural responsibility and clearly 
explains the Aboriginal and Torres Strait Islander culture in which our business 
operates. 

☐ 

I have provided 2-4 steps the business has taken to support and engage with the local 
community to enhance the economic, social, and cultural wellbeing of Aboriginal and 
Torres Strait Islander people 

☐ 

I have demonstrated how our business fosters authentic cultural representation. ☐ 

I have explained how our business respects the rights and values of host and local 
communities, property owners and Aboriginal peoples. 

☐ 

Measurement of our impact as well as outcomes has been included (with comparative 
figures where possible). 

☐ 

I have linked back to my business vision, goals and values from Q1. ☐ 

I have provided 2-4 examples of how the business educates visitors and local 
communities to broaden their understanding or participation in Aboriginal and Torres 
Strait Islander Culture. 

☐ 

I have explained how the business shares knowledge and awareness of Aboriginal and 
Torres Strait Islander cultural heritage and benefits the local community long and short 
term. 

☐ 

I have outlined our approach towards visitor education of Aboriginal and Torres Strait 
Islander culture. 

☐ 

I have provided outcomes where possible, both qualitative and quantitative. ☐ 

I have included measurable data and annual comparisons (where possible) to 
demonstrate our successes. 

☐ 

Images showcase the improvements, 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 45 points. ☐ 

My personality and passion continue to shine. ☐ 
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SECTION 3. EXCELLENCE IN BUSINESS & PRODUCT 
DEVELOPMENT — 10 POINTS 

 

QUESTION 3.1 — Business and Product Development 10 points 

 

Question 3.1.A: Detail 2-4 improvements that have been made to support the continuation and 
sharing of traditional Aboriginal and Torres Strait Islander culture 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 

Response Guidance 

Provide between 2-4 examples.     

 

Describe the Improvement: 

Provide details on: 

• What the improvement is 

• What part of the operations or product offering did it improve 

• The investment made 

The response to this question can include examples relating to: 

• Business operations 

• Product development. 

Business Operations 

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

Some examples of improvements include; 

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

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

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

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

 

Product Development 

"Product offering" generally refers to the products, services and experiences a company 
offers its customers.  
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Some examples of improvements include; 

• Experiences (upgraded or introduced new experiences e.g. tour, bushtucker, 
traditional Welcome to Country etc.)  

• Technology (developed a mobile app to improve the experience, introduced AI 
chatbots to assist in visitor enquiries etc.) 

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

• Facilities (upgrade or introduced new facilities e.g. cultural precinct, local artist 
gallery, 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 on the rationale for the improvement could be: 

• Business Operations 

o Reduce business expenses 

o Streamline processes 

o Other strategic objectives.  

 

• 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: 

• Reduce manual effort by 15% 

• 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: 

• Percentage increase or decrease (visitation, satisfaction, complaints) 

• Number changes (visitors, sales, hours saved, costs reduced) 

• Ratings or review improvements 

• Operational efficiencies 

• 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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Contributions 

Provide the judges with a clear connection as to how the improvements contributed to the 
preservation and sharing of Aboriginal and Torres Strait Islander cultures. 

Judges are looking for improvements that not only enhance the business operations or 
product, but also actively support the preservation, respect, and sharing of Aboriginal and 
Torres Strait Islander cultures, ensuring long-term cultural and economic sustainability. 

Some examples:  

• Collaborated with Traditional Owners or local elders to ensure cultural authenticity 
throughout the development of the initiative or improvement 

• Sourced authentic Indigenous art, crafts, and food directly from local communities, 
ensuring fair compensation 

• Used certified Indigenous designs in branding and products, ensuring artists receive 
proper recognition and royalties 

• Partnered with Indigenous-owned businesses 

• Ensure minimal environmental impact on culturally significant sites 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

This question is about demonstrating strategic intent and storytelling - not just listing what 
you did, but explaining why, what you were aiming for, and what actually happened. Use 
each innovation to weave a narrative of support the continuation and sharing of traditional 
Aboriginal and Torres Strait Islander culture and growth and intentionality.  

 

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. Consider, did you: 

- introduce a new tour to cater for new visitor markets (e.g., cruise, education, 
business) 

- make a change to your tour product or experience based on visitor feedback - 
included a new activity (e.g., built a shelter for shade and comfort) 

- improve the way you do business? Introduce an online booking system, employ 
a new person for a special role (e.g., marketing). 

 

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  

Field Your response 

Improvement 1: 
[Name the 
improvement] 

New website development and launch. 

Describe the 
Improvement 

Provide further detail on the improvement – what is it and what part 
of the operations or product offering did it improve?.   

 

In October 20XX, we launched our first dedicated website, providing a 
central hub for visitors to explore our cultural experiences, book tours, 
and access essential visitor information. 

 

Previously, our business relied solely on our Facebook and Instagram 
pages, tourism partners and word-of-mouth, making it difficult for 
potential visitors to find detailed information or book experiences in 
advance.  

 

In response, we developed a user-friendly website that showcases our 
tour offerings, shares stories of our culture and Country, and provides 
practical visitor details such as accessibility options, pricing, and FAQs. 
The site also integrates the online booking system Rezdy, to streamline 
reservations and allows for growth through 3rd parties. 

 

Total investment: $XX (design, booking system setup and staff training). 

Rationale What were the reasons for implementing this improvement and how 
did this enhance the Aboriginal and Torres Strait Islander tourism 
experience? 

   

Feedback from visitors and industry partners highlighted the need for a 
professional online presence to improve accessibility and visibility. Many 
potential guests, particularly international and interstate visitors, 
struggled to find reliable information about our experiences before 
arriving in the region.  

 

Research from Tourism Australia indicates that 81% of travellers 
research online before making travel decisions, reinforcing the 
importance of a dedicated website for credibility and ease of planning. 

 

Goal: increase direct bookings from 15% to 25% of total reservations by 
June 20XX. 
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Outcomes What were the measurable results of these changes?  

Results exceeded KPIs set within specific project goals. 

 

- Website launched in October 20XX, featuring an intuitive design, 
rich cultural storytelling, and an integrated booking system. 

- Online visitor inquiries and direct bookings increased by 28% 
YOY, surpassing the 25% target. 

- Based on post-visit surveys, 92% of visitors reported finding all 
necessary information before booking. 

- Average time spent on the website increased by 40%, indicating 
stronger engagement with cultural content and visitor resources. 

- Administrative workload reduced by 35%, as measured by fewer 
direct inquiries, thanks to automated booking and comprehensive 
FAQ sections. 

Contribution  

 
How have the improvements contributed to the preservation and 
sharing of Aboriginal and Torres Strait Islander cultures? 

We partnered with Indigenous-owned business ABC for the design of the 
website. They were the original designer of our logo and branding.  

They consulted with Traditional Owners to ensure cultural authenticity 
throughout the development of the cultural story telling shared on the 
website. 

Our investment of $XX supported a local and indigenous-owned 
business.  

 

Question 3.1.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: 

• An image of the improvement 

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

• Before and after images of works 

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

 

CONSIDER 

– Images of how the improvements contributed to the preservation and sharing of 

Aboriginal and Torres Strait Islander cultures 

– Graphs showing the increase in direct bookings or occupancy rates. 

– Customer survey results. 

– Google Analytics or other reports. 

– Show transformation of a space, experience, or product development. 

– Visually highlight added experiences/services and their impact. 

– Show increased demand for the new offering over time. 

– Screenshots of new systems such as booking platforms, mobile apps, or digital 

guest interfaces. 
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 SECTION 3 CHECKLIST 

Checklist item YES 

I have provided 2–4 improvements from the qualifying period only. ☐ 

The introductory overview text box explains the business's approach to planning and 
development. 

☐ 

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

☐ 

I have chosen improvements that contributed to the preservation and sharing of 
Aboriginal and Torres Strait Islander cultures. 

☐ 

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

☐ 

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

☐ 

Specific goals (measurable) are stated for each improvement. ☐ 

I have linked improvements back to my business goals and values from Q1. ☐ 

Measurable outcomes are provided for each improvement, with evidence sources cited. ☐ 

Where outcomes fell short of expectations, I have explained why and what was learned. ☐ 

I have not duplicated content better suited to Q5.1 - Customer service. ☐ 

Images showcase the improvements, 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 personality and passion continue to shine. ☐ 
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SECTION 4. EXCELLENCE IN MARKETING — 15 POINTS 

 

QUESTION 4.1 — Target Markets 5 points 

 

Question 4.1.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: 

• Geographic – Where they are: Where the people live or visit 

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

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

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

• 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: 

  • 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 

 

 



28 
 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

Be specific — avoid unclear 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 who, what, where, why and how (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. 

 

Explain why you’ve chosen these target markets. Use facts to show how you’ve learned 
about these markets to make sure they are the right fit for your products and experiences 
Reference external sources: 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. 

EXAMPLE — TARGET MARKET 

Field Your response 

Name of Target Market:  School Students 

How is this target market 
classified? 

Primary Market 

Target market characteristics Demographic 

- Primary and secondary school students aged 10-
18. 

- Teachers and school excursion coordinators. 

- Education-focused travel groups. 

Geographic 

- Melbourne and Greater Melbourne  

Psychographic 

- Seeking immersive, hands-on cultural learning 
experiences. 

- Interested in Aboriginal history, traditions, and 
storytelling. 

- Aligns with school curriculum subjects such as 
history, geography, and cultural studies. 

Behavioural 

- Schools book well in advance (average lead time 
of 3-6 months). 

- Majority of bookings made through direct contact 
with the business. 

- Typically travel in groups of 20-40 students with 
teachers and supervisors. 
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- Excursions are planned around the school term 
schedule. 
 

Motivations  

- Aligning excursions with curriculum objectives 

- Offering students an authentic cultural experience 
outside the classroom 

- Providing interactive and educational activities 
that engage different learning styles. 

Booking Source 

- Direct enquiries via website and email 

- Education tourism directories 

- Referrals from other schools and education 
networks. 

How does the business meet 
the expectations of this market? 

- Developed structured, curriculum-aligned 
programs tailored to different age groups 

- Interactive workshops covering bush tucker, 
cultural storytelling, art, and music 

- Hands-on learning experiences guided by 
Traditional Owners and cultural educators 

- Safe and well-organised group experiences with 
clear itineraries and learning outcomes 

- Dedicated educational resources provided pre- 
and post-visit to enhance learning. 

What research confirms this 
market is right for the 
business? 

Teacher & School Surveys: 

- 87% of teachers reported a strong interest in 
excursions that align with Aboriginal cultural 
education 

- 94% of schools indicated a need for more hands-
on Indigenous learning experiences 

Education Curriculum Alignment: 

- Programs developed in consultation with Victorian 
teachers to meet curriculum objectives in 
humanities, history, and environmental studies 

Tourism Research Australia: 

- Reports indicate increasing demand for 
educational tourism experiences that highlight 
Indigenous culture and history 

Industry Insights: 

- Growth in schools seeking immersive learning 
opportunities outside the classroom, particularly 
for Aboriginal studies and reconciliation-focused 
learning 

Positive feedback from early trial groups confirmed 
demand and suitability of the offering. 

How do you communicate the 
significance of the business’s 
cultural tourism offerings to 
this market? 

- Direct Engagement with Schools via outreach to 
teachers and school excursion coordinators 

- Dedicated education section on the website 
showcasing excursion options, cultural learning 
outcomes, testimonials, and practical booking 
information.  
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- Social media posts highlight student experiences, 
cultural stories, and behind-the-scenes insights 
into workshops. 

- Cultural authenticity assurance: Clearly 
communicating that all experiences are led by 
Traditional Owners and Aboriginal guides, 
ensuring authenticity, respect, and a deep cultural 
connection. 

 

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: 

  • Infographic showing key demographics, personas, and geographic segments for each 
target market 

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

  • 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 

CONSIDER 

– Infographic showing key demographics, personas and geographic segments 

– Pie charts or bar graphs to clearly display visitor origins and demographics, such as 

the percentage breakdown of guests by location or age group 

– Charts from past guest surveys demonstrating preferences, activities, and 

satisfaction levels during their stay 

– Statistics from internal market research, such as booking trends data  

– Photos of popular experiences or facilities to visually connect your offerings with 

guest preferences. 

– Screenshot or summary infographic of your social media analytics, showing follower 

demographics or engagement trends. 

– Snippet of customer feedback or reviews highlighting alignment with target market 

needs and satisfaction. 
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QUESTION 4.2 — Marketing Strategies 10 points 

Question 4.2.A: Detail 1-3 marketing strategies the business used during the qualifying period that 
demonstrate integrity to traditional Aboriginal and Torres Strait Islander culture. 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 1–3 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 Q3.1. 

 

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 Q4.1. 

 

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: 

• A digital campaign highlighting the business’s unique selling proposition  

• A PR campaign showcasing how the business fulfils specific visitor needs 

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

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

• 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: 

• Digital Advertising 

• Emails 

• Events  

• Trade activities 

• Influencer marketing 

• Search Engine Optimisation 

• Social Media 

• Television, radio, print media. 
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Rationale and Research 

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

• Website analytics 

• Booking trends 

• Survey results 

• Visitor feedback 

• Market demand data 

• Regional or state destination research 

• 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. 

 

Authenticity 

Demonstrate the steps taken to ensure that any promotion of Aboriginal and Torres Strait 
Islander culture is represented in an authentic and respectful way. 

   

For example, consultation with Traditional Owners, Elders or local community 
representatives, seeking permissions and approvals, using Indigenous artists, engaging with 
Aboriginal and Torres Strait Islander marketing agencies/designers etc.   

 

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: 

• Percentage increases or decreases 

• Visitor numbers or visitation patterns 

• Sales or revenue growth 

• Website metrics (conversion rate, sessions, click-through rate) 

• Social reach and engagement  

• Return on Investment (ROI) or cost-per-acquisition 

• Media coverage or reach 

• Lead generation 

• Booking attribution. 

 

For each outcome, include: 

• Baseline (performance before the strategy or at the start of the qualifying period) 

• Result (performance achieved during the qualifying period) 

• 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 

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 
Tactics 

Grow international market share by engaging the trade 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 
Research 

Having expanded our product offering to include private tours, we 

identified an opportunity to reach new international markets. 

Research basis: Tourism Research Australia Visitor Arrival Stats 

2025; Tourism Australia Future of Demand Report; STO 

International Market Updates. Identified South East Asia, US, and 

Western Europe as priority markets aligning with our product. 
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Google Analytics confirmed growing website sessions from these 

markets (+34% in the prior year) and a small number of direct 

bookings (5% of total). 

Outcomes achieved 
during the qualifying 
period 

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

How does your 
marketing strategy 
ensure that Aboriginal 
and/or Torres Strait 
Islander culture is 
represented in an 
authentic and 
respectful way? 

- Engaged with Elders and cultural advisors to ensure all trade 
marketing materials, itineraries, and storytelling align with cultural 
protocols. 

- Developed a cultural briefing guide for travel agents and 
distribution partners to ensure they accurately represent our 
experiences. 

- Ensured all promotional imagery and content showcased authentic 
cultural experiences and was approved by Aboriginal knowledge 
holders. 

- Prioritised partnerships with inbound tour operators who 
demonstrate a commitment to ethical tourism and cultural respect. 

 

 

Question 4.2.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: 

• Instagram Reel 

• TikTok 

• Video segment on TV 

• TV Commercial. 

Do not upload the video itself, only include a link to the video.  

 

CONSIDER 

– Collage showcasing your brand's collateral and application in the strategies you have 

outlined above. 

– Video created or used as part of a marketing campaign, such as an Instagram Reel, 

TikTok, YouTube, website video, or TV Commercial.  

– Screenshots of social media posts, EDMs, and campaign materials or 

communications. 

– Screenshots of Google Analytics or Facebook engagement statistics to demonstrate 

quantifiable results from your campaign visually.  

– Images of you at a tradeshow with measured outcomes layered on them.  
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SECTION 4 CHECKLIST 

Checklist item YES 

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

☐ 

I have profiled 2–3 target markets with detailed characteristics (geographic, 
demographic, psychographic, behavioural, motivations). 

☐ 

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

☐ 

I 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. ☐ 

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

I have described 1-3 marketing strategies from the qualifying period. ☐ 

Each strategy has a quantifiable objective. ☐ 

Each strategy is aligned to one or more target markets from Q4.1. ☐ 

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

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. 

☐ 

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

☐ 

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

Videos links demonstrate the marketing activity 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 personality and passion continue to shine. ☐ 
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SECTION 5. EXCELLENCE IN CUSTOMER SERVICE — 15 
POINTS 

 

QUESTION 5.1 — Customer Service Initiatives 10 points 

 

Question 4.1.A: Detail 2 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 two 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 3.1.  

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: 

• Staff training and development 

• Customer feedback and post-stay surveys 

• Improved booking or enquiry processes 

• Improvements to Front of House service delivery 

• 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: 

• Financial investment 

• Staff time or training 

• Technology or systems 

• 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.   

 

Rationale 

Explain why the business focused on improving this aspect of customer experience.  

This may include, but is not limited to, examples such as: 

• Customer feedback or reviews 
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• Staff input 

• Competitive landscape 

• Operational needs or service gaps 

• Data/survey insights 

• 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: 

• Improved online ratings or reviews by XX%  

• Increased repeat visitation  

• Improved customer satisfaction or feedback results 

• Reduced complaints 

• Positive testimonials. 

 Where possible, include: 

• A baseline (e.g. previous performance or feedback) 

• The result achieved during the qualifying period 

• 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. Include a couple of actual examples of initiatives. 

 

EXAMPLE 

Our business is driven by a deep passion for sharing and preserving Aboriginal culture, 
ensuring every visitor leaves with a greater understanding and appreciation of our traditions. 
Our customer service philosophy is rooted in respect, storytelling, and authenticity, 
empowering our team to provide meaningful and memorable experiences.  

We are committed to professional development, cultural integrity, and sustainable practices, 
ensuring our business continues to grow while honouring the land, people, and traditions 
that make our experience unique.  

Our new online booking system and ‘Chat’ service allows our visitors to connect to us 
immediately, meaning we can quickly respond to their question about our tours. 

Our website now includes an FAQs page and downloadable tour notes. This helps visitors 
quickly access the information they need before booking our tour, things like accessibility, if 
our tour is suitable for children and catering for dietary requirements and allergies. 

At the end of every tour, we give our guests a small gift they can take home to always 
remember their time on our Country. The gifts include bush medicine samples, a locally 
designed bookmark or a woven bracelet. 
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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. 

EXAMPLE — CUSTOMER SERVICE INITIATIVE 

Field Your response 

Customer Service 
Initiative 1:  

Collecting Constructive Feedback 

Describe the 
initiative that 
enhances 
customer service 

In September, we introduced a post-visit digital survey emailed to guests 
after their experience, providing a seamless and accessible way for 
visitors to share feedback.  

 

We recognised that while online reviews capture some perspectives, they 
often miss valuable insights that could help refine our offerings. By 
implementing an automated email survey, we have created a more 
structured way to gather feedback, ensuring every guest has an easy 
opportunity to share their thoughts. 

At what stage of 
the visitor journey 
does this impact? 

During and post-visit. 

Rationale — what 
influenced the 
development of 
this initiative? 

We wanted to gain deeper insights into our guests’ experiences—what 
they enjoyed, what could be improved, and how we could enhance their 
connection to culture and Country. 

 

This initiative aligns with our core value of "Excellence" by enabling us 
to: 

● Gather specific feedback on how visitors engage with cultural 
experiences. 

● Identify key areas for improvement in storytelling, accessibility, 
and overall visitor satisfaction. 

● Measure the impact of our experiences on cultural understanding 
and appreciation. 

● Track changes in guest sentiment over time to refine our offerings. 

● Reinforce to guests that their voices matter and their feedback 
drives continuous improvement. 
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Research: 

● External: Studies show that digital surveys sent within 24 hours of 
an experience have a higher response rate and provide more 
actionable feedback than reviews left on third-party platforms 
(SurveyMonkey, 20XX). 

 

Internal: Previous feedback collection relied primarily on online reviews, 
with only 10% of guests leaving detailed insights. Our goal was to engage 
a wider range of visitors in a structured way. 

Outcomes The positive outcomes have exceeded expectations and include; 

 

- 48% increase in guest feedback submission rates within three 
months. 

- 23 actionable suggestions received that have led to immediate 
service enhancements, such as: 

○ Expanding pre-visit resources on Aboriginal cultural 
protocols. 

○ Adjusting tour pacing to allow more time for storytelling 
and visitor reflection. 

○ Seating areas should be added at key locations to 
improve comfort and accessibility. 

- 97% of respondents said they left with a deeper appreciation for 
Aboriginal culture. 

- A key insight gained from the survey—guests wanted to continue 
learning after their visit—led to the creation of a follow-up email 
with additional cultural resources and ways to stay engaged. 

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 Q4.1.A. Examples of the type 
of evidence you could include are: 

• Staff initiatives 

• Customer initiatives in place 

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

 

CONSIDER 

– Collage of before-and-after images 

– Graphs or charts from guest surveys or other feedback tools. 

– Screenshot of a customer complaint or negative feedback before the innovation and a 

positive review afterwards you have outlined in the written response. 

– Graphs and data from tools that measure outcomes, such as increased bookings or 

satisfaction scores. 

– Infographic of your vision, mission, or values. 

– Flowcharts that detail training processes or customer service systems. 

– Images of staff participating in training courses, team bonding activities, or 

familiarisation trips. 
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– Testimonial from a staff member expressing appreciation for the workplace culture or 

discussing the impact of completed training on their performance. 

 

QUESTION 5.2 — Inclusive Practices 5 points 

Question 5.2.A: How has the business demonstrated itself to be inclusive throughout 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: 

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 

  • 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. 

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) 

  • Intellectual or cognitive disabilities 
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Structure your answer using a WHO / WHAT / OUTCOMES table — it is clear, easy to 
score, and demonstrates the steps you took (or the process).  

 

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 Q4.1 — 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 
guests 

Front row seats reserved on all tours. 
Regular toilet breaks included in tour 
itineraries. Space in the trailer for 
walkers and mobility aids during the 
tour. Personal safety briefing offered 
to elderly passengers at check-in. 

91% TripAdvisor rating with 12 
positive comments during the 
qualifying period specifically noting 
guides going above and beyond for 
elderly passengers. 

Vision impaired 
guests 

Guide dogs welcome on all 
experiences. Sensory tours 
developed focusing on taste, touch, 
and sound rather than visual content. 
Pre-visit call offered to discuss 
specific needs and adjust itinerary 
where possible. 

12 vision-impaired passengers 
travelled in the qualifying period — 
an increase from 4 in the prior year. 

LGBTQIA+ 
guests 

Inclusivity commitment displayed on 
website and booking confirmation 
emails. 'Welcome with Pride' staff 
training completed (June 2025) — 
100% of customer-facing staff 
certified. Same-sex couple featured 
in hero marketing imagery from 
August 2025. 

Positive unsolicited feedback 
received — 3 direct messages via 
Instagram thanking us for visible 
inclusivity. No discrimination 
complaints in the qualifying period. 

International 
visitors / non-
English 
speakers 

All tour commentary delivered in 
English and Mandarin. Booking 
confirmation sent in guest's language 
where possible (English, Mandarin, 
Japanese). Pre-tour safety briefing 
available in 5 languages. 

Mandarin-speaking visitor numbers 
increased from 8% to 14% of total 
bookings in the qualifying period. 

Dietary 
requirements 

Pre-arrival communication includes a 
dietary requirements question. 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. 

TripAdvisor review, November 
2025: 'The team went above and 
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. 
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Question 5.2.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 Q5.2.A. Examples of the 
type of evidence you can include are: 

• Inclusive initiatives in place 

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

 

CONSIDER 

– Screenshots of the positive reviews or testimonials from guests with specific needs 
discussed in your answer.  

– Collage of various accessible practices across the business, such as ramps, 
accessible rooms, or inclusive signage. 

– Images of before-and-after of the enhanced to improve accessibility. 
– Graphs or charts showing guest survey results, Facebook polls, or other tools used 

to measure the outcomes of your initiatives. 

SECTION 5 CHECKLIST 

Checklist item YES 

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

☐ 

I have provided two 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. ☐ 

I have not duplicated content already included in Q3.1. ☐ 

I 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 

☐ 

I 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. ☐ 
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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 personality and passion continue to shine. ☐ 

 

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 

 

Complete this checklist in the Awards Portal before you click Submit. 

 

Checklist item YES 

I have read the 2026 Rules and Regulations. ☐ 

I 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 — 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 and key content appears 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, 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. ☐ 

I have confirmed my Statement of Achievement is displaying correctly in the portal. ☐ 

I 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. ☐ 

 


