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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) 55 

  Section 1: Overview of Business 10 

    Q1.1 Overview of Organisation and Campaign 10 

  Section 2: Campaign Planning 25 

    Q2.1 Campaign Rationale 10 

    Q2.2 Market Research & Analysis 10 

    Q2.3 Target Markets 5 

  Section 3: Campaign Development and Results 20 

    Q3.1 Marketing Creative Development 10 

    Q3.2 Campaign Tactics and Results 5 

    Q3.3 Industry Integration and Economic Impact 5 

  Section 4: Final Remarks 0 

TOTAL 55 

 

 
  



 

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. 

 

 



 

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. 

 
  



 

SECTION 1. OVERVIEW OF BUSINESS — 10 POINTS 

 

QUESTION 1.1 — Overview of Organisation and Campaign 10 points 

 

Question 1.1.A: Provide an overview of your organisation and the tourism 
marketing/campaign. 

 

RESPONSE GUIDANCE 

Provide an introduction to the organisation and short summary of the tourism 
marketing/campaign to introduce the concept and the aim of the campaign to the 
judges.  
 
Describe the various stakeholders who worked together on the campaign, the various 
roles and the collective strengths and reasons for participating (if applicable).  
 
Include details about the destination environment at the time the marketing/campaign 
was developed. This will set the scene for Q2A.   
 
Highlight the marketing/campaign’s points of difference and what makes it stand out 
from others.  
 
Ensure you demonstrate your eligibility for this category as related to the descriptor and 
clearly outline why the marketing/campaign should be considered for an award.   
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 

Crafting this response is crucial!  Your aim is to immediately capture the judges' attention 
and compel them to delve deeper into your submission.  Provide a captivating description of 
your organisation and give them an understanding of your tourism marketing/campaign that 
makes them want to continue reading your submission.  

 

To ensure you answer this question thoroughly, break it down into sections. There are four 
parts to this answer, be sure you answer each thoroughly.  

 

Part 1: Overview 

Begin by providing an introduction to the organisation and a short summary of the tourism 
marketing /campaign to introduce the concept and the aim of the campaign to the judges.  
Describe the various stakeholders: 

• Who worked together on the campaign? What organisations participated? What 
partnerships were formed? 

• The various roles and the collective strengths. Who were the key people involved 
and what is their background?  

• Reasons for participating (if applicable). 

 

Part 2: Destination environment 

Include details about the destination environment at the time the marketing/campaign was 
developed. This will set the scene for Q2A. Include details about the state of play at the time. 
Why did you feel you needed to implement the marketing/campaign? 

 

Part 3: Point of Difference 

Highlight the marketing/campaign’s points of difference and what makes it stand out from 
others.  

 

Part 4: Eligibility 

You must demonstrate: 

• Your eligibility for this category as related to the descriptor; and  

• Why your marketing/promotion/campaign should be considered for winning an 
award. 

Final notes 

• Focus on highlighting your marketing/campaign. Judges are more interested in 

learning about this than the geography and history of your region.   

• Consider uploading examples of your marketing campaign, including screen shots of 

websites, advertising, posters etc. 

 

 

 

 

 

 

 

 

 



 

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: 

• Examples which showcase the campaign at a glance, such as hero images or 

collateral 

• Overview of structure of campaign management such as visual flow chart or key 

people 

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

 

SECTION 1 CHECKLIST 

Checklist item YES 

The organisation’s mission and vision are included. ☐ 

Our business USP is included, what makes us stand out from the crowd. ☐ 

The aim of the marketing/campaign has been clearly explained.  ☐ 

We’ve explained why we needed to implement the marketing/campaign.  ☐ 

We have explained why this category is right for our organisation. ☐ 

We’ve explained the various stakeholders involved with our marketing/campaign. ☐ 

We have included at least one testimonial from a stakeholder supporting our 
answer. 

☐ 

We’ve included measurable data and annual comparisons (where possible) to 
demonstrate our success and growth. 

☐ 

Our images include key marketing/campaign hero shots, location map and image/s 
that show our destination region.  

☐ 

The captions on each of our images are a max of 6 words only.  ☐ 

We’ve explained any seasonality that may have impacted our marketing/campaign.  ☐ 

Subheadings have been used throughout our answer. We use our own subheadings 
and not “Part one, Part two etc.” 

☐ 

We have added a splash of our personality and passion to our answer.  ☐ 

We have included a map, showing the organisation’s location/s and the destination 
region.  

☐ 

 
  



 

SECTION 2. CAMPAIGN PLANNING — 25 POINTS 

 

QUESTION 2.1                                  10 points 

 

Question 2.1.A:  Provide the rationale for the development of the tourism 
marketing/campaign and how it fits within the organisation’s broader marketing objectives.  

 

RESPONSE GUIDANCE 

The judges are looking to understand why the marketing/campaign was developed, e.g. was 
it for awareness, acquisition, retention, growth or other reasons. Expand on the reasoning as 
to why it was needed, e.g. if it was for product awareness, why was greater awareness of the 
product/region needed?  

 

Explain how the marketing/campaign will support the organisation’s overall marketing 
strategy. If a collective is entering, consider how the marketing /campaign will support the 
individual business’ marketing strategies or local/regional strategies in place.   

To assist in demonstrating the rationale, include what the objectives were for the 
marketing/campaign.   

 

Ensure that the response relates to tourism.   

 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

In this question you need to provide the reasoning or justification behind the development of 
the tourism marketing/campaign. There are two parts to this answer, be sure to address both 
parts.  

 

Part 1: Rationale / WHY 

The keyword here is WHY? The judges are looking to understand why the 
marketing/campaign was developed.  Was it for: 

• awareness,  

• acquisition,  

• retention,  

• growth, 

• advocacy, or  

• other reason?  

 

Expand on the reasoning as to why it was needed. For example: 

• If it was for product awareness, why was greater awareness of the product/region 
needed?  

• Was the marketing/campaign based on any particular feature? E.g., seasonality, a 
regional icon, a particular event, price competition, theme etc. 

 

 

 



 

Part 2: How supports organisation’s overall marketing strategy 

Start this section with an overview of the overall marketing strategy for your business. Do not 
include your entire marketing strategy document, rather focus on key points. Some examples 
that the business marketing strategy might include: 

• A clear understanding of your target markets (this will be covered in detail in the next 
question) 

• Your unique point of difference 

• A focus on sustainability (cultural, social, economic) 

• Promotion of the destination as a whole 

• Seasonal focus 

• Experiential marketing 

• Support infrastructure/capital expansion 

• Local, regional, state and/or international focus 

 

These are examples only. Be sure you include the summary relevant to your business. 

 

After briefly outlining the overall marketing strategy move into explaining how the 

marketing/campaign will support the organisation’s overall marketing strategy. If a collective 

is entering, consider how the marketing/campaign will support the individual business’ 

marketing strategies or local/regional strategies in place.  

  

To assist in demonstrating the rationale, include what the objectives were for the 
marketing/campaign. Consider things like: 

• Brand awareness, 

• Sales (ticket sales, entry sales, fundraising), 

• Increase length of stay, 

• Increase visitation, 

• Extend the season, 

• Increase visitation during low season. 

 

Ensure that the response relates to tourism. 

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. 

Final notes 

• Use graphics to support and enhance your response. For example, images of 
marketing placement (social media screen shots, website, advertisements). 

• What outcomes can you provide to back up your claims? For example, feedback 
from TripAdvisor, market share etc.   

• Upload examples of your innovative marketing, for example advertising, flyers, 
photos etc. (Note: this doesn’t have to be digital marketing). 

 

 

 

 

 



 

 

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:  

• Infographic highlighting key rationale for growth e.g. graph of declining visitor 
numbers.  

• A map demonstrating where awareness of the brand may be low in specific 
areas.  

• An image of any product or service that is featured within the campaign.   

 

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

 

 

 

QUESTION 2.2  10 points 

 

Question 2.2.A:  Outline the market research and analysis used to inform the development of 
the tourism marketing/campaign.  

 

RESPONSE GUIDANCE 

This question focuses on the research and analysis of the marketing/campaign. In follow up 
questions the outcome of the research and analysis will be shared more broadly.   

 

Outline the research stage/s of the marketing/campaign. Show the judges the depth of 
research undertaken from primary and secondary sources to support the development of 
your concept.   

 

Outline other considerations that were researched for the marketing/campaign, e.g., 
audience, seasonality, availability, competition, market dynamics, and market trends.   

 

It is important to focus your response here to the research and analysis, not the outcomes. 
For example, the business may have conducted demographic research to understand its 
current visitors. Analysing this data helped identify the target market for the campaign. This 
question is not asking for a description of the target market itself but rather the research 
methods used to determine it.  

 

Ensure to include the research undertaken for the target market and to determine that the 
campaign is suitable for the target market and their characteristics.  

 

 

 



 

TOP TIPS — CRAFTING A STRONG ANSWER 

The judges are looking for a good understanding of the research stage of the 
marketing/campaign. Show the judges the depth of research undertaken from primary and 
secondary sources to support the development of your concept. There are several parts to 
this question, ensure you cover them all thoroughly. 

 

Who were your target markets? 

It is a good idea to profile your customers - demographics, psychographics, who they are, 
where they are from, how old they are, how do they purchase travel, media preferences, 
best marketing avenues, where they find information, what marketing channels they use, 
what motivates and inspires them and what they value, and how does your region meet their 
expectations.  

Try and be specific with your target markets. For example, expand upon ‘International’ as a 
market, specify exactly where they are from and the type of customer they are by calling 
them ‘Asian Extended Families’ or ‘Emerging markets (China and India)’. Describe their 
characteristics, what it is that sets them apart. Look to regional, state, and national tourism 
marketing research for characteristics of key visitor markets that may align with your 
business. 

 

Why did you choose them? 

Do you know if and why your region appeals to each specific market? Have you determined 
if the markets are worth pursuing? How do you know the target markets you identified are 
right for you? Think about the yield they represent, the volume of visitors, and the cost to 
attract this market. Is it worth spending valuable time and resources running a marketing 
campaign if they are not going to bring you a return?  

 

What research did you do? 

What research have you conducted or used to determine your target markets? This could 
include: 

• Tourism WA and Tourism Australia Market Profiles 

• Customer surveys 

• Analysis of online booking data/ticket sales 

• Social media insights and listening and/or website analytics. 

• Australian Bureau of Statistics 

• Local Government data 

 

What other research did you undertake to ensure this marketing promotion/campaign was 
right to use?   

• Show the judges the depth of research undertaken from primary and secondary 
sources to support your concept. 

• How you integrated the insights from the research into your marketing. 

• Outline other considerations that were researched for the marketing/campaign, e.g., 
seasonality, availability, competition, market dynamics.  

 

Elements, Goals & Measures of Success 

Describe the different elements of the marketing/promotion/campaign and clearly outline the 
marketing activities employed; the goals that were established; the metrics used to measure 
the success of your actions. Include your budget breakdown, if possible. Be sure to focus on 
innovation. 

Final notes 

• Provide measurable data to support your answers.   



 

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:  

• Infographic demonstrating market share by competitors.  

• A graph showing changing market trends or dynamics.  

 

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

 

 

QUESTION 2.3 5 points 

 

Question 2.3.A:  Provide an overview of the campaigns’ target market/s.  

 

RESPONSE GUIDANCE 

Provide up to 3 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 does the campaign aim to meet the expectations of this target market?  

Demonstrate how you have tailored the campaign to the target market and describe the 
research or analysis undertaken to determine that the campaign is suitable to the target 
market and their characteristics.   

 

 
 
 
 
 
 



 

TOP TIPS — CRAFTING A STRONG ANSWER 

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

 

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

 

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

 

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

 

Ideal customer profiles or 'customer avatars' are a great way to bring the market to life for judges. 

 

 

EXAMPLE — TARGET MARKET TABLE 

Field Your response 

Name of Target Market:  Couples from Perth seeking a weekend escape 

How is this target market 
classified? 

Primary Market — represents 42% of our regional visitation. 

Target market 
characteristics 

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

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

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

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

How does the business 
meet the expectations of 
this market? 

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

 
 
 
 
 
 
 
 
 
 
 



 

Question 2.3.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 target market  

• An infographic e.g. graph, demonstrating the market characteristics.   

 

 
 

SECTION 2 CHECKLIST 

Checklist item YES 

Question 2.1.A is the explanation of our rationale. ☐ 

We’ve included a detailed explanation WHY the marketing/campaign was 
developed.    

☐ 

We’ve articulated the objectives of the marketing/campaign. ☐ 

Tables are used to present our answer with introductory paragraphs for context. ☐ 

Question 2.2.A outlines the market research. ☐ 

Our target markets have been explained.  ☐ 

A pie chart/graph or image has been uploaded that shows our target market 
breakdown. 

☐ 

We’ve explained why the chosen target market are right for this 
marketing/campaign.  

☐ 

Research and planning include primary and secondary research.  ☐ 

Subheadings have been used throughout our answer. \We use our own 
subheadings and not “Part one, Part two etc.” 

☐ 

We’ve explained the goals that were established for the marketing/campaign. ☐ 

We’ve explained the metrics used to measure the success of the 
marketing/campaign.  

☐ 

We’ve explained any innovative approaches taken to marketing. ☐ 

Visual snapshots of data and/or charts have been uploaded AND supported by a 
written explanation. 

☐ 

All screenshots are clear and easy to read.  ☐ 

The captions on each of our images are a max of 6 words only.  ☐ 

Our personality and passion continue to shine brightly.  ☐ 

  



 

SECTION 3. CAMPAIGN DEVELOPMENT & RESULTS — 20 
POINTS 

 

QUESTION 3.1.A  10 points 

Question 3.1.A: Demonstrate the approach to the development of the marketing 
creative.  

RESPONSE GUIDANCE 

This is an opportunity to showcase a business's strategic thinking in the creative process.  

Consider how the marketing creative was developed to align with business objectives, 
engage the target audience, and drive results.  

This could include:  

• How market research, audience insights, and competitor analysis informed the 
creative approach.   

• How the creative concept was developed to reflect the brand identity, values, and 
key messaging.  

• If storytelling was a key element, outline how it was crafted to build emotional 
connections and enhance brand recall.  

• Detail the involvement of internal teams, agencies, designers, and copywriters in 
the creative development process.   

• If co-creation with stakeholders, customers, or local communities played a role, 
highlight this as a point of difference.  

• Showcase any unique techniques, visual styles, or messaging strategies that set 
the creative apart.  

 

 

TOP TIPS — CRAFTING A STRONG ANSWER 

So far in the submission you have explained the rationale behind the marketing/campaign 
and the first steps (the research) undertaken to inform its development, and also detailed 
who you were targeting. Now, you must demonstrate to the judges how the 
marketing/campaign was developed using the data gathered in your research. Explain the 
creative strategy that you adopted.  

 

What is a creative strategy? 

The online business dictionary describes a Creative Strategy as… 

“The outline prepared by the creative team of an advertising agency for the launching of an 
advertising campaign or message. A creative strategy is generally the result of a team 
composed of one or more copywriters, an art director and a creative director. The creative 
strategy generally explains how the advertising campaign will meet the advertising objectives 
of the business”. 

 

Approach and elements of the creative 

Outline the approach to content creation. Detail how you outsourced, or undertook in-house, 
the various elements of the creative. For example:  

• Brand development. What about branding? Colours, fonts, theme? 

• Graphic design – what specific creative style did you select and why? 

• Video production 



 

• What imagery did you select and why? 

• What about the written copy? What words were selected to convey the message and 
why? 

If outsourced, describe elements of the brief. Or if you developed the creative in-house detail 
the skill sets of those involved and how you worked up the creative plan behind the 
marketing. 

 

To further enhance your answer, consider innovative ways you have approached the 
creative. Examples of things that set your creative apart may include: 

• Was an emotional connection created? If so, how and was this executed? E.g., Was 
it through humour, heart-wrenching photography or using a familiar and trustworthy 
voice? Was this the first time that a creative approach like this was used? 

 

Provide evidence as to how you have determined its uniqueness etc.  

• What qualitative and quantitative feedback did you seek to reinforce its uniqueness? 

• How do you know your approach was unique? Is it the only creative to take this 
approach in WA or Australia? 

• How do you know that your marketing creative connected with people? 

Final notes 

• Use graphics to support and enhance your response. E.g., images of collateral 
specifically developed for this marketing/promotion/campaign, images of published 
articles, screenshots of online activity, etc.  

• Remember to provide evidence to back up your claims. Provide examples of visual 
imagery and text used in campaign to communicate the look and feel of your 
creative. 

 

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 or video of the marketing creative or tactics  

• An infographic e.g. budget breakdown in percentages. 

 

 

 

 

 

 

 

 

 

 



 

QUESTION 3.2 — Marketing Strategies 5 points 

 

Question 3.2.A: Provide 3-5 examples of the tactics used to support the overall 
marketing/campaign objective.   

RESPONSE GUIDANCE 

Provide 2-5 campaign activities/tactic examples.  

 

Description   

Provide an overview of the activity/tactic  

 

Target Market/s  

Identify which of the markets identified in Q2.3. that the activity/tactics are aimed to reach.   

 

Brief for development  

What were the key messages or unique selling propositions this activity/tactic aimed to 
convey?  

 

Specific objective/goal of the activity/tactic?  

Clearly state the primary aim of this activity/tactic.   

 

Percentage of Budget  

Identify the percentage of the campaign budget that was put towards the activity/tactic.   

 

Success Indicators & Results   

Demonstrate how you converted the interest generated from the marketing /campaign into 
visitation to the region. Compare the results relative to existing visitor numbers to the 
destination, product/s or experience/s featured.    

 

Detail what metrics or indicators were used to measure success (e.g., engagement rate, 
click-through rate, visitation uplift, media coverage) and align with how the tactic contributed 
to achieving the overarching campaign goals (e.g., increase in brand reach, uplift in 
visitation, revenue).  

Include what the results were for each metric or indicator.  

Where a complete set of results is not yet available, detail what you do know and outline 
your expectations for success based on what you have seen so far.  

Remember, the results should relate back to the objectives and goals of the 
marketing/campaign outlined in previous questions.   

If providing a snapshot of data within your image allocation, ensure you provide an analysis 
and/or interpretation of this, rather than leaving it to the judges to decipher.   

 

The success of a marketing campaign can be measured using different key performance 
indicators (KPIs) depending on the campaign's objectives. Common measures include:  

 

Brand Awareness  

• Increase in website traffic  

• Growth in social media followers and engagement  

• Brand mentions and media coverage  

• Search volume for brand-related keywords  



 

 

Audience Engagement  

• Social media likes, comments, shares, and saves  

• Video views and watch time  

• Email open and click-through rates  

• Blog post views and time spent on page  

 

Lead Generation  

• Number of new email subscribers  

• Sign-ups for webinars, free trials, or downloads  

• Cost per lead (CPL)  

• Conversion rate of leads to customers  

 

Customer Acquisition & Sales  

• Total revenue generated  

• Number of new customers acquired  

• Customer acquisition cost (CAC)  

• E-commerce conversion rate  

 

Return on Investment (ROI)  

• Total revenue vs. marketing spend  

• Cost per acquisition (CPA)  

• Customer lifetime value (CLV) compared to acquisition cost  

 

Customer Retention & Loyalty  

• Repeat purchase rate  

• Net Promoter Score (NPS)  

• Customer churn rate  

• Loyalty program engagement  

 

Website Performance  

• Bounce rate  

• Pages per session  

• Average session duration  

• Click-through rate (CTR) on landing pages  

 

Paid Advertising Performance  

• Cost per click (CPC)  

• Return on ad spend (ROAS)  

• Ad impressions and click-through rate  

• Conversion rate from paid ads  

 

 

 

 

 



 

TOP TIPS — CRAFTING A STRONG ANSWER 

In the previous response, you described your approach to the marketing creative 
(creative strategy) – what the campaign looked and felt like.  

In this answer, you need to go into detail about what marketing tactics you used. 

 

Tactics 

The response needs to focus on approaches to marketing. Show the judges how you 
were clear in your messaging, focussing on your points of difference (or unique selling 
points).  

Describe the elements of the marketing/campaign including:  

• What marketing tactics were developed.  

• What goals were established for these marketing tactics.  

• What metrics were implemented to measure success.  

• The budget breakdown if you can share this.  

 

Question 3.2.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:  

• An image or video of the marketing creative or tactics   

• An infographic e.g. budget breakdown in percentages   

 

QUESTION 3.3  5 points 

 

Question 3.3.A: How does the marketing campaign integrate with the local, regional, or state 
tourism industry to stimulate economic activity?  

 

RESPONSE GUIDANCE 

Profile and appeal of Destination  

Provide examples of the positive impact the marketing campaign has on the 
destination’s appeal to visitors.  

 

Alignment with Destination Strategies  

Provide an insight into how the marketing campaign supports and aligns with destination 
tourism strategies, e.g. local government economic development plans.  

 

Economic Activity  

Use measurable data from the qualifying period to demonstrate how 
the marketing/campaign has contributed to the destination’s economy.  

Consider, for example, an increase in visitor numbers, economic spend, awareness, job 
creation, new skills learned by the locals and permanent infrastructure that is a positive for 
the local community.  

 



 

TOP TIPS — CRAFTING A STRONG ANSWER 

This question is asking you to zoom out from your campaign and demonstrate its broader value — 
to the destination, to the industry, and to the local economy. There are three parts to address, and 
all three require evidence. 

Part 1: Profile and Appeal of the Destination 
Show how your campaign has actively contributed to the destination's profile - not just your own 
business's profile. This might include: 

• How your campaign positioned the destination/product to new or existing markets 

• Media coverage or social reach that put the destination in front of new audiences 

• Visitor dispersal - whether your campaign drew visitors to the region who then spent money 
across other local businesses 

• Any destination-level data showing improved awareness, sentiment or visitation during or 
after your campaign period 

Part 2: Alignment with Destination Strategies 
Judges want to see that your campaign did not exist in isolation - that it sat within and actively 
supported a broader strategic framework. Reference the relevant strategy by name and version and 
show the direct connection between your campaign objectives and the strategy's goals. Relevant 
strategies might include: 

• STO Destination or Strategic Plans 

• Your Regional Tourism Organisation's destination management or marketing plan 

• Local government economic development or tourism strategies 

• Tourism Australia's destination brand frameworks or market priorities 

Be specific - do not just say your campaign "aligned with" a strategy. Name the strategy, quote the 
relevant goal or priority, and explain how your campaign contributed to it. 

Part 3: Economic Activity 
Use measurable data to demonstrate economic contribution during the qualifying period. Consider: 

• Increase in visitor numbers to the region or destination, with year-on-year comparison 

• Estimated or actual visitor spend generated by the campaign 

• Revenue generated by partner businesses as a direct or indirect result of the campaign 

• Jobs created or supported - full-time, part-time or seasonal 

• New infrastructure, products or services that came about as a result of the campaign 

• Multiplier effect - if your campaign brought visitors who spent money across accommodation, 
dining, retail and other experiences, estimate and state that total economic contribution 

• Skills development or capacity building in the local industry as a result of the campaign 

Final notes 

• This question is asking about the broader effect beyond your own business. 

• Testimonials from partner businesses, the RTO, local government or industry bodies are 
highly effective here as third-party validation of your campaign's economic and industry 
contribution. 

• Use infographics or charts to illustrate economic data — visitor numbers, spend, jobs — so 
the impact is immediately visible to the judge. 

 

 

 



 

Question 3.3.B:  Provide visual evidence to support your answer. 

RESPONSE GUIDANCE 

Provide evidence to support your response. For example:  

• Destination images demonstrating the profile and appeal of the region  

• An infographic e.g. graph demonstrating economic activity such as job creation.   

 

SECTION 3 CHECKLIST 

Checklist item YES 

We’ve clearly explained how our marketing/campaign was developed using 
research gathered.  

☐ 

An outline/summary of the brief has been included. ☐ 

Our approach to content creation has been explained.  ☐ 

We’ve focused on our approaches to marketing.  ☐ 

Our objectives are consistent with those outlined in Q2.  ☐ 

Reference to our target markets are consistent with previous questions.  ☐ 

Visual snapshots of data have been uploaded AND supported by a written 
explanation. 

☐ 

Subheadings have been used throughout our answer. We use our own subheadings 
and not “Part one, Part two etc.” 

☐ 

All our screenshots are clear and easy to read.  ☐ 

Images/photos have been uploaded that support our answer.  ☐ 

The captions on each of our images are a max of 6 words only.  ☐ 

Our personality and passion continue to shine.  ☐ 

 
  



 

 

SECTION 4. 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 — 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. 

 

 
  



 

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

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

 


