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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.

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) 40
Section 1: Overview of Business 10
Q1.1 Overview of Business 10
Section 2: The Accessible Tourism Offering 30
Q2.1 Business Operations and Product 15
Q2.2 Customer Service 15
Section 3: Final Remarks 0
Digital Review Score 10
Consumer Rating (ReviewPro GRI) 5

TOTAL 55
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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

Please refer to the category criteria regarding the prerequisite and process for entering this
category.

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 Q2.1'). 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 maximum of 3,000 words. Allocate your word count based on the
marks available - a 15-point question warrants significantly more detail than a 10-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.

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 10 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 — 10 POINTS

QUESTION 1.1 — Overview of Business 10 points

Question 1.1.A: Provide an overview of the business and its inclusive
products/services/experience.

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 [ocation/Map

e 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.
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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".

Your commitment to accessibility isn’t just about compliance—it’s about creating a tourism
experience where everyone belongs. Judges want to understand your vision, mission, and
values and how they shape your visitor experience.

Paint a clear picture of all your accessible tourism products, experiences, and services.
Break them down as your website does - if your site lists 'Multi-day accessible tours’, 'Small
Group Tours', and 'Private Tours', use the same structure. Highlight how your offering
enhances the experience and remove barriers.

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

Partnerships and collaborations: Do you work with other tourism businesses to add value to
your products? Do you work with accessibility advocates, local councils, or tourism bodies to
improve inclusivity?

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

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

Awards, accreditations, any community initiatives supporting inclusion and innovations in
accessible tourism that make your business a leader in the space.

EXAMPLE — ACCESSIBLE TOURISM PRODUCTS, EXPERIENCES AND SERVICES TABLE

ACCESSIBLE POINT OF DIFFERENCE OUTCOME (WHAT IT’S
EXPERIENCES/SERVICES PROVIDING)
Accessible transport
Modern and comfortable No other tour operators in Accessibility for people with
fleet of vehicles suitable for | our region offers this wheelchairs.

a range of mobility service.
requirements.
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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

e An accessibility map/s showing the accessible features including accessible
pathways, toilets, parking, viewing platforms/areas 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.).

SECTION 1 CHECKLIST

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 accessible 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 accessible 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.

o Od
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SECTION 2. THE ACCESSIBLE TOURISM OFFERING — 30
POINTS

QUESTION 2.1 — Business Operations and Product 15 points

Question 2.1.A: Detail 2 - 5 improvements have been made to develop business operations and/or
the product offering to be more accessible 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 towards accessibility.

RESPONSE GUIDANCE

Provide 2 - 5 examples.

Describe the improvement
Provide the judge with an overview of what inclusive practices have been integrated.
Some examples include:
e Business Operations
o Marketing
o The development of a Disability Inclusion Action Plan (DIAP)
o Updating equipment and technology for internal use.
e Product Offering
o Technological
Facility development or upgrade
Design of space
Transport
Circulation/wayfinding.

o O O O

Target Market
Identify who the improvements were developed for.
This could be, but is not limited to, external (e.qg. visitors) or internal (e.g. staff) that
are/have:
e Mobility impaired
o Vision impaired
e Hearing impaired
o Sensitivities (e.g. to noise, bright or flashing lights, crowds)
e Young children
o Cognitive impairment
e Cultural visitors
e LGBTQIA+
o Dietary requirements/preferences
e International Visitors.
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Research and Rationale

Provide an overview of how and why these improvements were developed.

Outline why the business implemented the initiative.

What research was undertaken to understand how the improvements would achieve the
desired outcomes?

How were people with accessibility needs involved/consulted?

Specific Goals
Provide the judge with the specific goals that the business aimed to achieve with the
improvement.
Some goals can include, but are not limited to:
e Increase in interaction with website specific to accessibility page/s
» Increased visitation by individuals or groups with access needs.
e Reduction in incidents/complaints
e Increased occupancy by customers with access needs
e Improved customer feedback.

Outcomes
What were the measurable results of these changes?
Provide measurable results that demonstrate to the judge the outcomes of the
improvement.
Measurement examples could include:
e Percentage increase or decrease (visitation, satisfaction, complaints)

o Number changes (visitors, sales, hours saved, costs reduced)
e Ratings or review improvements

o 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
Jjudges validate accuracy.

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

Has/will the product or service be adjusted given the outcome?
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TOP TIPS — CRAFTING A STRONG ANSWER

This question is about demonstrating how inclusivity is embedded into your business
strategy and how continuous improvements have enhanced accessibility in your operations.
Judges want to see thoughtful, strategic planning rather than isolated changes, so it’s
essential to show how your business proactively identifies and addresses barriers to
accessibility.

Choose well-planned improvements or thoughtful initiatives that align with your broader
business goals and commitment to accessible tourism and have with the strongest
measured outcomes.

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

Think across categories: product development, technology, operations, staff development
and physical upgrades.

Honest reflection is valued. If a target was not fully met, explain why and what was learned.

EXAMPLE — BUSINESS OPERATIONS IMPROVEMENT

Field ‘ Your response

Improvement 1: Integrated an accessible booking system

[Name the

improvement]

Describe the In August 20XX, we integrated an accessible booking system with
Improvement and Web Content Accessibility Guidelines (WCAG)-compliant features
how it improves into our website, ensuring a seamless and inclusive experience for all
accessibility guests. The upgrade included:

- Screen reader compatibility for visually impaired users.

- Keyboard navigation and voice control functionality for guests with
mobility impairments.

- Customisable accessibility requests, allowing guests to select
features such as roll-in showers, visual alarms, or step-free access.

- Staff training to ensure customer service teams can assist guests in
using the system.

- Clear accessibility information added to the booking flow, reducing
confusion and increasing confidence in travel planning.

These improvements were for travellers with mobility, vision, or
hearing impairments.

Rationale This project was a key initiative in our 20XX Business Plan, designed
to eliminate digital barriers for travellers with disabilities and provide
a seamless booking experience that exceeds accessibility standards.

10
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Research:

Internal - Our customer survey, completed by 120 respondents,
revealed that 60% of guests with mobility, vision, or hearing
impairments struggled to book accessible rooms due to unclear room
descriptions, lack of accessibility filters, and incompatibility with
screen readers. Additionally, 45% of respondents reported
abandoning bookings due to frustration with the process.

External - Industry research from the Sustainable Accessible Travel
Report 20XX highlights a 23% increase in demand for fully
accessible online travel booking options, underscoring the urgent
need for this upgrade to improve inclusivity and customer
satisfaction.

Specific Goals:

- Increase direct bookings for accessible rooms by 20% YOY.

- Ensure 100% compliance with (WCAG) 2.1 by the end of the
qualifying period.

- Improve accessibility ratings in customer feedback surveys,
aiming for a 90% positive response rate regarding ease of
booking.

- Reduce phone and email inquiries about accessibility by 30%,
streamlining the booking process.

- Enhance customer confidence, ensuring 100% of accessibility
features are clearly listed with images and descriptions.

Outcomes

- The accessible booking system launched in August 20XX and direct
bookings for accessible rooms increased by 23% YOQOY.

- 92% of surveyed guests found the new system user-friendly and
inclusive.

- Booking-related accessibility inquiries decreased by 35%, allowing
staff to focus on in-person guest experience.

- Compliance with WCAG 2.1 standards achieved within six months
of launch.

- Social media and email campaigns promoting the new system
generated $35,000 in bookings from a $1,500 investment.

(Source: Little Hotelier reporting, post-booking survey data, Meta Ads
Manager)

Customer Google Review

"Booking an accessible room has never been this easy! As a
wheelchair user, | often struggle with unclear accessibility details or
booking systems that aren’t user-friendly. This time, everything was
seamless—I could select my specific needs, from a roll-in shower to
step-free access, all in just a few clicks. The photos and descriptions
gave me confidence in my choice, and | didn’t have to call ahead to
double-check anything. It’s refreshing to find a business that truly
understands accessibility. I'll definitely be booking again!"

— Mark T., Melbourne

11



2026 Perth Airport WA Tourism Awards — Cat. 26: Excellence in Accessibility Tourism

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.

12
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QUESTION 2.2 — Customer Service 15 points

Question 2.2.A: Detail 2-5 initiatives the business has undertaken during the qualifying period to
deliver excellent accessible and inclusive customer service throughout the visitor journey? 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.

Focus on the initiatives that have specifically related to customer service and provide
examples that have not been included in question 2.1.

Ensure that you include activities that occurred in the qualifying period, identifying new or
longstanding activities.

This could include, but is not limited to:
e Accessibility information on website
e Staff/volunteer training and development
e Employment of people with specific needs
e Customer feedback and post-stay surveys
e Improved booking processes
e Improved service delivery Front of House

e Additional/customised services available for customers with specific needs e.g. audio
descriptions, quite spaces/hours, tactile tours/exhibits, point of contact for
accessibility services.

Describe the initiative

Consider the various touchpoints of visitor engagement and how these have been
enhanced, specifically for the customer experience.

Stage of the visitor journey

Specify at what point the initiative takes place within the visitor journey — pre, during, post or
across multiple stages.

13
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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

o 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:

Improved online ratings or reviews by XX%
Increased repeat visitation

Improved customer satisfaction or feedback results
Reduced complaints

Positive testimonials.

Where possible, include:
e A baseline (e.g. previous performance or feedback)
e The result achieved during the qualifying period

e FEvidence 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.

14



2026 Perth Airport WA Tourism Awards — Cat. 26: Excellence in Accessibility Tourism

TOP TIPS — CRAFTING A STRONG ANSWER

This question allows you to showcase how your business goes beyond basic inclusion and
accessibility requirements to deliver exceptional customer service at every stage of the
visitor journey. Judges want to see how customer service principles are embedded into your
operations, ensuring a consistent, high-quality, and welcoming guest experience.

Choose new initiatives or improvements introduced during the qualifying period that
specifically enhance the accessibility and inclusivity of the visitor journey and are supported
by measurable outcomes or successes.

Consider the entire visitor journey, from pre-visit research and booking to the experience
during their stay or tour, and finally, post-visit engagement.

Ensure your response connects with your target markets and considers their diverse needs
including:

- Mobility issues (e.g., wheelchairs, walking aids, elderly).

- Medical conditions (e.g., asthma, allergies).

- Market segments (e.g., families with young children, LGBTQIA+, business travellers).

- Sensory needs (e.q., autism, impaired vision or hearing).

- Dietary requirements.

- Intellectual or cognitive disabilities.

- Parking for tour buses or large groups.

- International visitors or non-English speakers.

Outline any Accessibility Plans, Policies, or Statements your business has developed.
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Field Your response

Customer Service
Initiative 1:

Personalised Accessibility Concierge Service

Describe the
initiative that
enhances customer
service

In September 2025, we introduced a Personalised Accessibility
Concierge Service to ensure a seamless and stress-free stay.

Where guests with specific access needs receive pre-arrival
consultation and on-request support throughout their visit.

This included:

Staff Training - We invested $5,200 to ensure all frontline staff
completed inclusive customer service training, equipping them to
provide accurate information and assistance.

Technology Integration - A $5,500 investment was made to
upgrade our website with a live chat function, allowing real-time
accessibility support before booking.

Operational Process Development - We allocated $3,000 to
develop and implement an internal accessibility checklist, ensuring
guest requests are tracked and fulfilled efficiently.

At what stage of the
visitor journey does
this impact?

Pre, during and post-visit.

Rationale — what
influenced the
development of this
initiative?

Guest feedback highlighted that many travellers with disabilities
experience anxiety around accessibility, as they often struggle to find
reliable, detailed information before booking. We recognised the need
to proactively assist guests in planning their stay, ensuring their
individual requirements are met.

This initiative aligns with our core value of inclusivity, allowing guests
to communicate their needs in advance and ensuring they receive
personalised recommendations, room modifications, and tailored
support upon arrival.

Research:

Internal - Guest surveys indicated that 40% of travellers with
disabilities felt more comfortable when they could speak directly with
staff before booking to confirm accessibility details.

External - Research from Tourism Research Australia (20XX) found
that 57% of travellers with disabilities avoid destinations due to
uncertainty about accessibility.

Outcomes

Our goals for this service were to increase bookings from guest with
accessible needs by 15% and reduce accessibility-related inquiries at
reception by at least 25%.

16
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The initiative has exceeded expectations, leading to:

- A 25% increase in bookings from guests with accessibility needs
within the first six months.

- 96% of guests using the service reported a stress-free booking
experience.

- 30% reduction in accessibility-related inquiries at reception, allowing
staff to focus more on in-person guest support.

- A 4.9-star average accessibility rating in customer reviews,
reinforcing our reputation for inclusivity.

(Source: Little Hotelier reporting, post-booking survey data, Google
Analytics)

Staff Testimonial

"Completing the inclusive customer service training completely
changed my perspective on accessibility. | now feel confident
assisting guests with diverse needs, from providing clear
communication for visitors with hearing impairments to ensuring
wheelchair users have seamless experiences. Seeing the impact
firsthand has been enriching—our guests genuinely appreciate the
extra effort, and | take pride in making every stay as comfortable and
inclusive as possible."

— Sarah L., Front Office Manager

Question 2.2.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 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)

17
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| have provided 2—5 improvements for the business to be more accessible from during
the qualifying period only.

The introductory overview text box explains the business's approach to accessibility,
highlighting how innovation, guest feedback and industry best practices drive your
improvements.

Each improvement clearly describes what it is and how it improved accessibility.
The target market (who it was developed for) is identified for each improvement.

The rationale and research undertaken for each improvement is explained — why was it
done and what specific goals (measurable) were set?

Measurable outcomes are provided for each improvement, with evidence sources cited.
Where outcomes fell short of expectations, | have explained why and what was learned.

| have provided 2-5 initiatives to deliver excellent accessible and inclusive customer
service from the qualifying period.

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

The rationale and research for each initiative are clearly explained.

Measurable outcomes are provided for each initiative with a baseline and evidence
sources cited.

Testimonials have been included to support excellent delivery of customer service.

Images include infographics, data screenshots, before and after images of
improvements and demonstrate the customer 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 30 points.

My personality and passion continue to shine.

O

18
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SECTION 3. 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 goes above and beyond to accommodate and cater for people with disabilities
and/or specific needs.

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
accessible tourism

« 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.

| 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 maximum (3,000) word limits.

| have not exceeded the 10-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.
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.
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 downloaded and saved a copy of the written submission from the portal.

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

o oo o oooo o ooOoood
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