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DESTINATION BRANDING

Creating a lasting impression

If tourists travel to Surfers Paradise for  
the ultimate beach party or to Byron Bay 
for the life of a hippy – what brings them 
to the Great Ocean Road? What is it that 
makes the Great Ocean Road different 
from other coastal destinations – including 
Victoria’s own Mornington Peninsula?

It’s more than attractions. Australia is famous 
for beaches nation wide but it’s those,  
like Bondi, with a clear identity beyond  
surf and sand, which enjoy popularity as 
tourism icons. Because even if we’ve never 
been, we have an impression of the place, 
and the type of people it attracts.
  
When promoting a destination,  
that lasting impression is our brand.
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This guide book is about the Great Ocean 
Road brand. It is a road map to ensure  
everything – from our fonts and photo 
style, to the words we choose and our  
advertising campaigns – consistently tell  
the same story, and create the impression 
we want for our region.  
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Unravelling a story, almost unending. Its rich layers unfold, 
depths unfurl. You’re threaded into the textures of a dense 
cultural tapestry, and nature welcomes you into a different 
state of being. Victoria. It’s… 

The rich cultural landscape and natural diversity of Victoria envelops  
you into an endless unwinding story. In a close weave of intimate  
experiences, contrasting naturescapes are etched against contemporary  
lifestyles, outdoor adventure, the traditions of wine making, and a love  
of the arts. The individual character of each region is revealed, and you’ll feel 
wrapped into Victoria’s journeys with a sense of it being yours to uncover. 

Genuine | Cultured | Romantic | Surprising | Understated

VICTORIA’S IMAGE
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CALMING RIVER LIFE

MAJESTIC OPEN TERRAIN

DRAMATIC COASTLINE

UNSPOILT LANDSCAPE

MOUNTAIN ADVENTURE

NATURE & FAMILY FUN

CULTURED SEASIDE ESCAPE

CREATIVE CONTEMPORARY CITY

CULTURAL
RICHES

VINEYARD &
MOUNTAIN HIDEAWAYS

NATURAL SPA REJUVENATION

VICTORIA’S DIFFERENCE

Victoria’s jigsaw logo is one  
of the ways we express what 
makes our state different –  
our compact diversity. While  
others offer iconic landmarks or 
far horizons, we promise a dense 
landscape of cultural and natural 
diversity, rich with intimate  
experiences. ‘Compact diversity’ 
is short hand for Victoria’s offer. 
Sharing this identity provides  
a simple way for visitors to  
understand us, and invites  
them to explore the diversity  
of our regions.

you’ll love every piece of Victoria
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As part of Victoria, we remain 
true to our shared image. In our 
ever-changing regional landscape 
is a sense of Victoria as a place 
that is genuine, cultured, surprising, 
romantic, and understated. And we 
consistently express these traits in 
all of our marketing materials.

genuine
Victoria opens its doors to visitors for an authentic  
experience of our lifestyle and attractions. And we capture 
the true moods, personality and attributes of our regions 
through our language and imagery. 

Cultured
We don’t fit the stereotypical Aussie image. Our style is 
more contemporary, and expressive of our modern lifestyles 
and rich cultural landscape.

Romantic
Victoria is a rich collection of intimate experiences – long 
coastal road trips, family beach holidays, wine valley escapes, 
fishing a timeless river – we capture the romance of these 
experiences through our visual and written imagery.

Surprising
Victoria’s layers unravel and a unique quality is revealed 
once arriving, and experiencing our moods, attributes and 
ambience. We express a sense of this interest and intrigue 
by being imaginative with our communications. 

Understated
With our offer of intimate, romantic experiences we remain 
quietly confident about our appeal. Our communications 
express an understated attitude. 

VICTORIA’S traits

Expressing our shared image
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We use core written and visual 
elements to reinforce our ties 
with Victoria, and others to reflect 
the differences of our regions.  
This helps us show our individual 
style, mood, story and personality, 
while leveraging the benefits of 
Victoria’s compact diversity.

typography
We all share the same set of fonts and apply them  
consistently throughout our marketing materials  
(see guidelines on pages 9–10).

Photography
We follow guidelines for landscapes, close ups and everyday 
imagery, and share a similar photographic style. The individual 
story of our region is shown through the choice of our 
photo subjects(see pages 16–17).

Common colours
We all share a common palette of colours, as well as using 
our own selection of regional colours. We follow the same 
guidelines when applying these colours in marketing material 
(see pages 18–19 ).

Words
The structure and writing style in our communications is 
consistent, but the individual messages and stories that come 
through express our region’s difference (see page 15).

Design layouts
We use similar design layout wherever possible to ensure 
consistency throughout Victoria’s marketing material.  
Clear white space is a key component of all regional brands 
and as such, makes up a significant proportion of all visual 
elements (currently under development). 

VICTORIA’S VISUAL ELEMents & written LANGUAGE

Remaining true, while being different
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VICTORIA’S LOGOS & TEMPLATES

Linking our shared identity

Tourism Victoria 
We use the jigsaw logo on all domestic marketing materials 
and sponsorships. Guidelines about how to use it correctly 
are available through Tourism Victoria’s Brand Services unit.

We use cover templates on key collateral to ensure 
consistency throughout Victoria’s marketing.  The full suite  
of templates can be accessed via www.visionsofvictoria.com   
To request usage please contact Tourism Victoria’s Regional 
Marketing team.

Brand Victoria 
We use the Brand Victoria logo on all international  
marketing materials and trade partnerships. Guidelines 
about how to use it correctly are available through  
Tourism Victoria’s Brand Services unit at  
www.brandvictoria.com

Tactical marketing
We use templates for local area tactical marketing.  
It is available at www.tourism.fastartbureau.com
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VICTORIA’S typography

ABCDEFGHIJKLMNOPQRSTUVWXYZ*
GOTTOMAT

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890
GILL SANS LIGHT

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 1234567890
GILL SANS Regular

Our family of fonts reflect  
our shared personality, and  
the experiences of Victoria.  
We combine them in particular 
ways to accent action, emotion 
and other types of information. 
We apply them in the same way 
across all marketing materials to 
reinforce our ties with Victoria. 

GOTTOMAT
Gottomat book is our main font. It has strong links and  
equity with our existing advertising campaign and  
jigsaw brand. We use it for story and page headings.

Gill Sans
Gill Sans complements Gottomat with a warm ‘human’ feel. 
We use it for sub-headings and body copy.
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EDITORIAL 
This typeface is best used at 24 point and above  
in capitals only.

VICTORIA
gottomat book

Headings and subheadings 
Depending on the heirarchy and document requirements, 
we use either Gottomat or Gill Sans to create headings  
and sub-headings. 

Gottomat heading A
gill sans subheading b (Gill Sans small caps Regular)
Gill Sans Subheading C (Gill Sans Regular) 
Gill Sans Subheading D (Gill Sans Regular Italic) 
Gill Sans Subheading E (Gill Sans Light Italic) 

Body copy 
We use any combination of the Gill Sans family for the main 
text in documents. 

Together with Victoria’s tourism industry, Tourism Victoria 
is working to maximise employment and the long-term 
economy of tourism to Victoria by developing and marketing 
the State as a competitive tourism destination.
gill sans light

Pull quotes 
When using quotes or short snippets of information to grab 
readers’ attention, we use Gill Sans Light at any size above 
16 point. 

Tourism Victoria is a vibrant  
and dynamic State Government  
statutory authority actively  
marketing Victoria as a premier 
tourism destination both  
domestically and internationally.
gill sans light

VICTORIA’S typography

Typography links 
Gottomat is distributed by Tourism 
Victoria via www.visionsofvictoria.
com. The full set of Gill Sans is readily 
available on most PCs.

copyright 
Licenses typically allow fonts to be 
used on up to five computers. Check 
with the font distributor for more 
information, and additional licences. 
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GREAT OCEAN ROAD

11
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GREAT OCEAN ROAD’S IMAGE

NATURE’S INVIGORATING JOURNEY

12

Stress washes overboard as you coast the endless road. 
Fresh, salty air fills you with adventure. Iconic landscapes 
loom. And a sense of grandness, of freedom, sweeps in.  
The Great Ocean Road. It’s…

A coastal sanctuary of contrasting natural beauty, where unexpected 
hinterland waterfall walks reveal dappled lush forests at the edge of lively 
salt-washed villages. And rugged oceanic splendour and raw seascapes 
draw you along a rambling stretch of natural therapy. 

DRAMATIC | WONDROUS | ROMANTIC | VIBRANT | FREEDOM
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great ocean road’S DIFFERENCE

Capturing our unique difference

Just as ‘compact diversity’ stands as  
shorthand for Victoria’s offer, ‘dramatic 
coastline’ aims to capture our unique  
difference – what we offer that no  
other region does. And all of our  
marketing communications express this 
distinct offer and ambience: Dramatic, 
Wondrous, Romantic, Vibrant, Freedom 
for pleasure seekers.



14

Our personality forms part of any 
creative brief and we use these 
words to direct the tone of our 
marketing. We express the moods 
and feelings described by our key 
words in all marketing material, 
while remaining true to Victoria’s 
image. We also use these words 
throughout written descriptions 
of our region to further reinforce 
our personality.

Dramatic
Strong, dynamic visual and written imagery are expressive  
of our region’s diverse landscape and offer.  

Wondrous
Rich, expressive language and carefully structured photo  
essays tell the story of awe-inspiring natural beauty.

Romantic
The romance of long road trips, and rugged, stretching coast 
are explicitly captured in our imagery to stand as the icons 
of our region.

Vibrant
Our colours and language pick up the on the boldness  
of our region’s natural hues. 

Freedom
We use open, clean spaces and strong lines in our visual 
style to draw people in with a sense of openness, direction 
and possibility.

great ocean road’S traits

Expressing our difference 
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Brand story 
Stress washes overboard as you coast the endless 
road. Fresh, salty air fills you with adventure. Iconic 
landscapes loom. And a sense of grandness, of  
freedom, sweeps in. The Great Ocean Road.  
It’s dramatic, wondrous, romantic, vibrant, freedom.

Rationale 
With colourful imagery, our brand story captures the moods 
and feelings of our region, and what is at the heart of the 
experience. It leaves readers with an impression of our offer 
and personality – providing a clear identity for our region.

How to use it 
These words ideally introduce our region, and are best  
used as top line messaging, such as at the beginning of 
regional brochures. They work well with our campaign 
strapline ‘Visitors have a habit of leaving things behind’ to 
further reinforce our brand / the impression we hope to 
create about our region. We also litter some of the words – 
such as ‘stress washes overboard’ or ‘iconic landscapes  
loom’ – throughout regional marketing to help reinforce  
the experience of Great Ocean Road. 

Regional description 
A coastal sanctuary of contrasting natural beauty, 
where unexpected hinterland waterfall walks reveal 
dappled lush forests at the edge of lively salt-washed 
villages. And rugged oceanic splendour and raw  
seascapes draw you along a rambling stretch of  
natural therapy. 

Rationale 
Our regional description provides an overview of our 
region’s key attributes. It supports our brand story by 
providing detail about the types of experiences and activities 
available to visitors. 

How to use it 
These words are best used when a brief overview of our 
region’s attributes is needed, such as an “about Great Ocean 
Road” section of a brochure or on a flyer. They work well 
as an introduction to more detailed information about our 
region, such as its activities, attractions, accommodation, and 
experiences. 

Campaign strapline 
Our entire region shares the strapline;   
“Nature’s invigorating journey.”  
Geelong and The Bellarine also uses;  
“Come back down to earth.” 

Rationale 
Our current campaign and strapline reinforce  
the impression we hope to create about our region. 

How to use it 
We use ‘Nature’s invigorating journey’ for our wider regional 
brand. This works well with our brand story. Geelong and 
The Bellarine also use its  individual strapline for more 
focused sub-regional marketing to sign off on advertising.

great ocean road’s LANGUAGE
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great ocean road’S PHOTOGRAPHY

We use short photo essays to tell the stories of our region and to 
convey its moods and personality. We match images through subject 
matter, colour and tone – selecting either a warm or cool hue,  
depending on the mood we’re reflecting. 

Landscape
Capture our greatest natural assets in one sweeping shot to 
create backdrop and context for our region’s experiences.

Close up
Use intricate details and incidental things about our region 
to help create strong memories and emotive associations.

Everyday
Focus on activities and lifestyle when capturing people,  
to create interest and desire. 
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great ocean road’S PHOTOGRAPHY

Our style 
Our photos are clean and crisp, with a sophisticated feel.   
The colours are naturally vibrant and complement our 
colour palettes. We avoid over-styling images with effects, 
filters or over-bleaching or saturating colours.

Composing photos 
We prefer dynamic images that genuinely capture the 
moods and attributes of our region. We shoot on clear days 
to show off our natural assets at their best – looking for 
clear skies, calm waters, clean beaches. We are careful that 
shots don’t look too staged or set up.

Lighting 
Wherever possible, photos are naturally lit. We shoot 
landscapes in the gentle light of morning or late afternoon, 
avoiding the harsh light of the middle of the day.

Wide shots 
When shooting large scale hero imagery we include areas of 
clear space (eg blue sky) so the area can be used for display 
text in design and layout. If capturing people they should 
not dominate the composition, our ideal ratio of talent to 
destinational context is 20:80.

People shots 
We choose people that reflect our brand and personality, 
and prefer to use professional models to ensure we get the 
shots we need. In some instances we use creative methods 
such as time lapse, silhouettes or avoiding faces to illustrate 
an experience without the cost of professional models.

Photo links 
Visions of Victoria is Tourism 
Victoria’s official online image library. 
Once registered, it allows us to 
search, select, order video footage 
and download photographs and 
digital files. 
www.visionsofvictoria.com.au

TALENT GUIDELINES 
Full talent and wardrobe guidelines 
are available from Tourism Victoria’s 
Brand Services unit.



18

great ocean road’S COLOURS

We are discerning with colour and apply it 
consistently across our marketing material.  
Our colour palette helps distinguish our region  
from others in Victoria and enables us to express 
distinct moods and attributes.We use colour with 
subtlety and ensure adequate proportions of white 
space are maintained. Our colour palette  
is sympathetic to our natural environment. 
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victoria’s COLOURS great ocean road’s COLOURS

 PANTONE® 291 Coated 

CMYK C36, M3, Y0, K0

WEB COLOUR A0CFEB

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E

 PANTONE® 7503 Coated 

CMYK C10, M15, Y45, K28

WEB COLOUR A79E70

 PANTONE® 377 Coated 

CMYK C51, M5, Y98, K23

WEB COLOUR 739600

 PANTONE® 575 Coated 

CMYK C57, M11, Y85, K45

WEB COLOUR 557630

 PANTONE® 413 Coated 

CMYK C8, M5, 712, K15

WEB COLOUR C6C6BC

 PANTONE® 415 Coated 

CMYK C17, 12, 20, 34

WEB COLOUR 999A8F

 PANTONE® 417 Coated 

CMYK C28, M18, Y28, K54

WEB COLOUR 6D6F64

 PANTONE® 425 Coated 

CMYK C0, M0, Y0, K80

WEB COLOUR 565A5C

 WHITE 

CMYK C0, M0, Y0, K0

WEB COLOUR FFFFFF

PRIMARY COLOURS

SECONDARY COLOURS

WHITE SPACE 
Clear white space is a key 
component of  Victoria’s 
brand and makes up a signifi-
cant proportion of all visual 
representation. 

Our shared colours 
The common colour palette ties all of  Victoria’s regions 
together. It can be used for generic information panels and 
neutral type styles and to complement the primary colour 
palettes of our regions. Avoid using stipples or percentages  
of these colours.

Our colours 
This is our extended colour palette. These colours are 
sympathetic to our brand language and positioning, and help 
differentiate us from other regions in Victoria. The three 
top colours are our core colours, and we use these in all 
marketing materials, while the bottom three strengthen and 
complement our palette. 
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port campbell warrnambool port fairy discovery coast

great ocean road’S sub-regional COLOURS

geelong/BELLARINE torquay/SURF COAST lorne apollo bay/otways

As our region has a large  
geographical area, colour  
palettes exist to help identify  
key sub-regions within the  
‘Great Ocean Road’ piece of  
Victoria. We use these palettes 
when creating marketing  
collateral specific to each  
individual sub-region.
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LorneGeelong/BELLARINE

great ocean road’S sub-regional COLOURS

 PANTONE® 7459 Coated 

CMYK C76, M6, Y8, K15

WEB COLOUR 3095B4

 PANTONE® 630 Coated 

CMYK C49, M0, Y8, K0

WEB COLOUR 85CDDB

 PANTONE® WARM GREY 11 Coated 

CMYK C23, M32, Y31, K64

WEB COLOUR 002B45

 PANTONE® 654 Coated 

CMYK C100, M73, Y10, K50

WEB COLOUR 002C5F

 PANTONE® 452 Coated 

CMYK C12, M8, Y35, K22

WEB COLOUR B3B38C

 PANTONE® 465 Coated 

CMYK C7, M27, Y55, K22

WEB COLOUR B3995D

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E 

 PANTONE® 377 Coated 

CMYK C51, M5, Y98, K23

WEB COLOUR 739600

 PANTONE® 320 Coated 

CMYK C100, M0, Y30, K2

WEB COLOUR 009AA6

   PRIMARY COLOURS

lorne’s colours 
This colour palette attempts to set �Lorne apart from other 
regions within the Great �Ocean Road. It uses a palette which 
is mature, sophisticated and stylish, and one which reflects 
the environment.

geelong/BELLARINE’s colours 
This colour palette attempts to set �Geelong and the  
Bellarine apart from other �regions within the Great Ocean 
Road. It uses �a palette which references water and the bay, 
�sands and existing Geelong City branding. � 

GREAT OCEAN ROAD 
CORE COLOUR

ACCENT COLOUR

TORQUAY/SURF COAST

 PANTONE® 320 Coated 

CMYK C100, M0, Y30, K2

WEB COLOUR 009AA6

 PANTONE® 7504 Coated 

CMYK C17, M30, Y45, K38

WEB COLOUR 91785B

 PANTONE® 290 Coated 

CMYK C24, M1, Y1, K0

WEB COLOUR A0CFEB

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E

 PANTONE® 7503 Coated 

CMYK C10, M15, Y45, K28

WEB COLOUR A79E70

torquay/SURF COAST’s colours 
This colour palette attempts to set � Torquay and the Surf 
Coast apart from other regions within the �Great Ocean 
Road. It uses a contemporary, �youthful, yet stylish palette  
to identify it.
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PORT CAMPBELLApollo Bay/OTWAYS

great ocean road’S sub-regional COLOURS

 PANTONE® 4655 Coated 

CMYK C6, M38, Y42, K18

WEB COLOUR BD9271

 PANTONE® 377 Coated 

CMYK C51, M5, Y98, K23

WEB COLOUR 739600

 PANTONE® 7503 Coated 

CMYK C10, M15, Y45, K28

WEB COLOUR A79E70

 PANTONE® 575 Coated 

CMYK C57, M11, Y85, K45

WEB COLOUR 557630

 PANTONE® 7459 Coated 

CMYK C76, M6, Y8, K15

WEB COLOUR 3095B4

 PANTONE® 637 Coated 

CMYK C65, M0, Y7, 0

WEB COLOUR 90D7E7

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E 

 PANTONE® WARM GREY 11 Coated 

CMYK C23, M32, Y31, K64

WEB COLOUR 002B45

 PANTONE® 320 Coated 

CMYK C100, M0, Y30, K2

WEB COLOUR 009AA6

   PRIMARY COLOURS

GREAT OCEAN ROAD 
CORE COLOUR

ACCENT COLOUR

port campbell’s colours 
This colour palette attempts to set �Port Campbell and the 
12 Apostles apart from �other regions within the Great 
Ocean Road. It uses �a palette which reflects the sheer cliff 
faces, sands,� and natural raw feel.

apollo bay/otways’ colours
This colour palette attempts to set �Apollo Bay and the  
Otways apart from other regions within the �Great Ocean 
Road. It uses a palette that reflects the environment and 
natural feel of the region.

WARRNAMBOOL

 PANTONE® 7463 Coated 

CMYK C100, M62, Y12, K62

WEB COLOUR 003150

 PANTONE® 320 Coated 

CMYK C100, M0, Y30, K2

WEB COLOUR 009AA6

 PANTONE® 305 Coated 

CMYK C57, M0, Y7, K0

WEB COLOUR 65CFE9

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E

 PANTONE® 1235 Coated 

CMYK C0, M30, Y95, K0

WEB COLOUR FFB612

WARRNAMBOOL’S colours 
This colour palette attempts to set �Warrnambool apart from 
other regions within the �Great Ocean Road. It uses a palette 
which reflects �the deep ocean colours, yet is fun and playful 
to reflect young family life.
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great ocean road’S sub-regional COLOURS

PRIMARY COLOURS

GREAT OCEAN ROAD 
CORE COLOUR

ACCENT COLOUR

PORT FAIRY

 PANTONE® 7475 Coated 

CMYK C68, M12, Y28, K35

WEB COLOUR 477F80

 PANTONE® 330 Coated 

CMYK C95, M15, Y47, K62

WEB COLOUR 005751

 PANTONE® 452 Coated 

CMYK C12, M8, Y35, K22

WEB COLOUR B3B38C

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E

 PANTONE® 576 Coated 

CMYK C52, m6, y79, k25

WEB COLOUR 69923A

PORT FAIRY’S colours 
This colour palette attempts to set �Port Fairy apart from 
other regions within the �Great Ocean Road.  
It uses a palette which is mature, refined and indicative  
of the watery tones� of the ocean and harbour.

Discovery Coast

 PANTONE® 7477 Coated 

CMYK C85, M29, Y21, K63

WEB COLOUR 85CDDB

 PANTONE® 290 Coated 

CMYK C24, M1, Y1, K0

WEB COLOUR A0CFEB

 PANTONE® 377 Coated 

CMYK C51, M5, Y98, K23

WEB COLOUR 739600

 PANTONE® 7470 Coated 

CMYK C99, M11, Y21, K53

WEB COLOUR 005E6E

 PANTONE® 630 Coated 

CMYK C49, M0, Y8, K0

WEB COLOUR 85CDDB

discovery coast’s colours 
This colour palette attempts to set �Portland and the  
Discovery Coast apart from other �regions within the  
Great Ocean Road. It uses a �palette which reflects the  
environment while �allowing for spontaneity and  
bursts of energy.
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

Nature’s drama
unfolds* at every turn

Powerful, Engaging, Magnetic,
Vibrant, Unpredictable (moody)

*unfolds – should be read in conjunction with Personality; it is active and powerful, it is not passive.

Freedom, Exploration, Passion, Community,
Respect for the power of nature 

Great Ocean Road, 12 Apostles, Diverse spectacular scenery and natural attractions, 
Authentic surf lifestyle/culture,  Air and road linkages, Maritime history and heritage, 

Coastal waterfront villages and towns,  Abundent wildlife 

Adventure, Diversity of experience,
Ever-changing scenery, Accessible wildlife,

Participation in surf lifestyle/culture

Free, Energised, Stimulated, 
Empowered, Sense of discovery

great ocean road’s BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

The 
Original 

Seachange

Genuine, Down to earth, Warm,
Quiet Confidence, Honest, Active

Sense of community, Authenticity,
Connection to family and friends, Coastal ‘life’

Proximity to Melbourne, City Infrastructure, Water based activities, Seaside villages,
Bay and surf beaches, Waterfront Geelong, Wineries and seafood, Family activities,

Gold courses, Events, Rich heritage in Australian export

Safe beaches, Traditional beach holiday,
Accessible, Variety of entertainment

Free, Relaxed, Comfortable

GEELONG & THE BELLARINE’s BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

Saltwater
Adventure

Young, Lively, Active, Adventurous,
Social, Laid back

Mateship, Time with family and friends, 
Nature outdoors experiences, Tradition

Surf Mecca – Bells Beach, Surf culture, Ocean activities, Golf,
Beachfront cafés, Marine National Park

Year-round activities, 
Physical Stimulation,

Socalising/Time out with friends
Refreshed, Sharing moments,

Invigorated, Energised

torquay & THE SURF COAST’S BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

Indulgence
in a

natural setting

Stylish, Successful, Social, Lively

Success, Good things in life, Personal reward

Resort style, Natural ampitheatre, Hinterland Rainforest (Erskine Falls),
Lorne Park, Beachside Cafés, Foreshore, Quality accommodation

Socialising, Seaside haven,
Natural backdrop – ‘change of scene’,

Accessible nature experiences
Indulged, Connected, Relaxed

Lorne & surrounds’ BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

Recharged
by Nature

Natural, Outdoors, Socially Responsible,
Self assured, Intelligent

Natural environment, Active lifestyle,
Simplicity/Authenticity, Environmental Sustainability

The Great Otway National Park, Hinterland and rainforest, Great Ocean Walk,
Mountain biking, Hiking, Wildlife, Apollo Bay, Seaside cafés, Beach activities

Choice of natural and 
village experiences

Real outdoor education
Free, Refreshed, Immersed in nature

Apollo bay & the otway’s BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

Invigorated
by Nature

Wild, Unprecidented, Genuine, Strong

The natural environment, Authenticity, 
Respect for the power of nature

Port Campbell National Park, The 12 Apostles, Bay of Islands, London Bridge,
Rugged windswept cliffs, Volcanic plains, Port Campbell

Visual Stimulation,
Education, Visiting an icon

Invigorated, Satisfied, Free,
Sense of awe

port campbell National park &  
the 12 apostles’ BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

Enriching
Family

Experiences

Friendly, Traditional, 
Down to earth, Relaxed

Family life, Learning, Nature

Regional hub, Flagstaff Hill, Family based events nd activities, Whale watching,
Horse riding, River meets the Ocean, Beach

Range of activities, Education,
Regional hub, Accessible services

Comfortable, Relaxed,
Re-connected (with family)

warrnambool’s BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

Harboured 
Village

Proud, Understated style, Open,
Honest, Confident, Natural, Relaxed

Respect, Balance in life, Quality, Authenticity,
Genuine Community (open and welcoming), 

Quality restaurants and cafés, Picturesque Harbour village, Community feel, 
Accommodation – Boutique & B&B, Fold Festival, Maritime culture, Heritage listed architecture,

Surf and family beaches

Compact, Picturesque scenery,
Quality experiences – food & wine,
Accommodation, Preserved heritage

Intimacy, Indulged, 
Relaxed, Included

port fairy’s BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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EMOTIONAL BENEFITSFUNCTIONAL BENEFITS

ATTRIBUTES

VALUES

PERSONALITY

ESSENCE

The
Natural

High

Spontaneous, Extroverted, Rugged,
Active, Adventurous

Environment, Exploration, Freedom, Nature

Outdoor adventure, Outdoor activities, Great South West Walk Trail, Portland, 
Maritime History, Cape Bridgewater

Discovery and exploration
Intimate encounters with nature,

Physical stimulation

Re-energised, Invigorated,
Freedom

discovery coast’s BRAND PYRAMID

Our brand pyramid is a snap shot of all the qualities,  
experiences and attributes that make up our region’s  
unique offer. We use our brand pyramid to help guide the 
development of all marketing material. It is the foundation  
to our brand story, brand language and all written and  
visual elements of our communications. 
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great ocean road’s exAMPLES

We bring our brand to life in our  
marketing material by joining all the  
parts of our written and visual languages.  
In this way we reinforce our image and 
the impression we want to create about 
our region.  

Bringing our brand to life

33
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An advertising campaign is just one way we express our 
brand. Advertising campaigns are created from the brand 
parts, they express the same values and often use the same 
assets, such as colour and typography. 

Advertising campaigns are developed to appeal to a  
particular market at a particular point in time. 

Campaign imagery and other design elements are devel-
oped to meet specific campaign objectives and should only 
be used within the campaign context. They should not be 
cropped or altered in any way.

All uses of campaign material must be approved by the 
relevant Regional Marketing Manager at Tourism Victoria.

Copyright restrictions apply to the use of the campaign 
material, for further details contact the Tourism Victoria 
Advertising and Media Unit.

ADVERTISING CAMPAIGNS
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ADVERTISING CAMPAIGNS

geelong & the bellarine
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Imagery
Imagery should express the brand 
values of the region and/or the  
segment focus of the campaign.

regional colour
Use one of the core regional colours 
to identify the region.

jigsaw Typeface
Main heading to be created from 
Gottomat to link with existing  
advertising and the Jigsaw brand.

TACTICAL

A charming town filled with 
history. Enjoy locally produced 
food and wine at a host of 
cafes and restaurants in the 
main street. Stroll at your own 
pace and discover quaint gift 
shops and antique stores. For 
history buffs, a visit to the 
Colac Railway Station is a must. 
Learn about the Old Beechy 
Line that linked the Otway 
townships. The Botanic 
Gardens offers a beautiful walk 
among 15 hectares bursting 
with over 1,000 species of 
plants overlooking Lake Colac.

Located on the banks of the 
Barwon River, it is picturesque 
and charming. Its carefully 
restored facades in the main 
street give the town a tranquil, 
historic feel. Known for its 
gourmet delights it has a 
delightful pub, golf course and a 
fascinating mix of shopping. The 
Birregurra Festival is held in 
October and the weekend is 
filled with family fun, music, art, 
markets, wholesome farm 
foods and local wines.

Forrest is the place to be in 
February for the Forrest 
Festival. The town is bustling 
with wares, fares and local 
produce. On the same day you 
can experience the Otway 
Odyssey, a mountain bike event. 
The town offers riders 50 
kilometres of purpose-built 
mountain bike trails, catering 
for riders of all experience 
levels, all year round.

There are several scenic 
lookout points from which to 
admire breathtaking ocean 
views. Here you can fish, surf 
and swim in uncrowded waters 
offering peace and a sense of 
seclusion. If you have an 
interest in history, take the 
Wye River Heritage Walk or 
spend time relaxing with a meal 
and drink in the Wye River 
Hotel.

Johanna Beach has earned a 
reputation as the site for the 
Rip Curl Pro when the surf at 
Bells Beach doesn’t pass 
muster. The beach is ideal for 
walking, fishing and surfing. You 
will find Johanna Beach is also 
pet friendly and dogs on 
leashes are welcomed. Johanna 
is the perfect base from which 
to explore attractions such as 
the Otway Fly Tree Top Walk or 
the Cape Otway Lightstation.
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www.greatoceanroad.org Nature’s invigorating journey

L O R N E
Be invigorated by the great outdoors 
and see Lorne’s dramatic coastal 
landscape in a new light. For adventure 
seekers there’s sea kayaking, horse-
riding, mountain biking and the 
breathtaking Erskine Falls just 10 km 
from the town centre.

T H E  R O U T E  O U T  O F  R O U T I N E

G E E L O N G
Follow your spirit of adventure to 
Geelong and find endless trails to walk, 
cycle or skate. Discover botanic 
gardens and parklands, art galleries and 
heritage museums and a vibrant 
waterfront with an amazing mix of dining 
and entertainment options.

Q U E E N S C L I F F
This seaside town is ‘the’ place to 
forget your troubles. If wandering 
along period streetscapes, dining on 
local fare, visiting galleries and bric-a-
brac stores isn’t enough to restore 
your humour; then wine tasting on the 
nearby Bellarine Peninsula should.

Fast Art 111231-10

Complementary colour
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visitvictoria.com/events

For more information on Melbourne, in-
cluding a quarterly events calendar, pick 
up the Melbourne O�icial Visitor’s Guide, 
or call 132 842.

Tate volore feu facin ercin velisse quatem veliqui 
ex erostrud tiscin ulluptat prate vero odit lobor 
sed dipisl ute modolor sustisl dolobor sequipsum 
nim adio odip eum veliqua mconum dio core 
dignibh et iriuscipis dolore mod molenim iriure 
facipsusto. Dunt lore dip eummodit nos augue ex 
ero odigniam, quipis ad magna at. 

Si tat. Sum eu faccum init il et iuscil ullaore 
ming erat acil ilis dit, sed tat dolorer suscin euisi 
tate erat. Ut adit nim doluptat, si. Lor augiat 
lorperi ustrud dolor sequi euisis erat lam, volorer-
illan utpat nullandipit praesse quisci tinci tat vol-
oreet wiscillute commodolor ad dolore consed 
tatet, conse dolent aut prat, commy nostie conse 
vel utatuer si.

Cummolortie minciliquam zzrilit praestionsed 
dolesen iscilit eugue essi te tatue dolor si. Ommy 
nullaortio coreetue facilluptat alit lum do commy 
nibh et iustisi exer sum zzriure modolore facinci 
psummy nostie volum doleniam zzrilla commod 
eugiam, commy nulluptatin heniam, consenis 
dolore vel ing et num nummodigna ad eros nisci-
duissim zzriure et nullan henis essi tem.

‘Interest in nature-based tourism 
is growing and the Victorian 
Government is coordinating the 
development and planning of 
new projects’

Tate volore feu facin ercin velisse quatem veliqui 
ex erostrud tiscin ulluptat prate vero odit lobor 
sed dipisl ute modolor sustisl dolobor sequipsum 
nim adio odip eum veliqua mconum dio core 
dignibh et iriuscipis dolore mod molenim iriure 
facipsusto. Dunt lore dip eummodit nos augue ex 
ero odigniam, quipis ad magna at.  

Slow Progress 
Si tat. Sum eu faccum init il et iuscil ullaore ming 
erat acil ilis dit, sed tat dolorer suscin euisi tate 
erat. Ut adit nim doluptat, si. Lor augiat lorperi 
ustrud dolor sequi euisis erat lam, volorerillan 
utpat nullandipit praesse quisci tinci tat voloreet 
wiscillute commodolor ad dolore consed tatet, 
conse dolent aut prat, commy nostie conse vel 
utatuer si.

Ibh et at. Ril dolorem et diat, quis nis non-
secte magnim venim ad tisis adigna faci blaore 
conulputpat.

Uptat. Cing eu facinibh ent irit ullut wis-
cip enisl diamet dunt auguercipsum alit la feu 
faciliquip ex eugait alis doloreet ulput alit lortinit, 
cor summy nullandre volore modiam, velenim 
velit praessit nullum estrud estrud dolesectem 
dolore te ex ex et augue estie conse mod et 
aci et luptat. Andipis augiam, quipit nis dolor ipit 
ut am zzriuscil eugiamconse dolorer summolor 
adipsuscil ip etum eliquat.

San hendreet alit erostisi ex ea at er sumsan 
esenibh eraessim autat, velit praestrud eugiam, 
commodo lorerat, vel estion volendiam incipit, 
core te duis num volesse quatinim iriusto com-
modo lorper sed magna facin ut

Tourism Victoria is the State Government 
authority responsible for developing and 
marketing Victoria as a premium tourist 
destination for Australian and international 
travellers.
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‘What is it that makes 
Victoria different from other 
destinations? What makes 
people come to Victoria’s 
regions?’

Discover alleys leading to opulent bars, exclusive 

restaurants hiding behind non-descript doors and 

boutiques in Melbourne’s hidden laneways. Come 

equipped with a giddy sense of adventure – you’ll 

need it if you’re to get anywhere near the heart of 

the labyrinth.  

visitvictoria.com

> Arts & Culture

Adjoins the Blanket Bay Camping/Picnic area. 

There are lots of great rockpools for children to 

explore. Adjoins the Blanket Bay Camping/Picnic 

area.

> Food & Wine

Adjoins the Blanket Bay Camping/Picnic area. 

There are lots of great rockpools for children to 

explore. Adjoins the Blanket Bay Camping/Picnic 

area. There are lots of great rockpools for children 

to explore.

> National Parks

Adjoins the Blanket Bay Camping/Picnic area. 

There are lots of great rockpools for children to 

explore.

EXPERIENCE  
NATURE’S DRAMA

editorial layout

Imagery
Imagery should express the brand 
values of the region.

Typeface
Use Gottomat as headings or  
features, and Gill Sans as body copy.

White Space
One of the core values of Victoria’s 
brand is to express sophistication. 
This is achieved by creating large 
areas of white space.

Language
Consistently reinforce the brand by 
using the assigned brand language. 
Note how this language works with 
the selected imagery

Colour
Use assigned regional colours to  
help identify the region. Different 
emphasis can be placed on these 
colours to identify different activities 
within the region. At least one core 
colour should remain consistent 
throughout the document.

EXAMPLE ONLY
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EXAMPLE ONLY

Clear Space
A large part of Victoria’s brand is to 
express sophistication. This can be 
achieved by creating large areas of 
clear space.

Imagery
Imagery should express the brand 
values of the region.

White Space
One of the core values of Victoria’s 
brand is to express sophistication. 
This is achieved by creating large 
areas of white space.

Typeface
Use Gottomat as headings or  
features, and a Sans-Serif (Arial or 
Helvetica) as body copy.

Colour
Use assigned regional colours to help 
identify the region. 

e-newsletters


