the township of Esperance
Brand Kit
The Shire of Esperance along with the Goldfields Esperance Development Commission
and the Esperance Chamber of Commerce and Industry, set about developing a brand for
the Esperance community to help position Esperance as a preferred destination to live,
work, invest and visit.
The brand needs to identify a stand-alone proposition highlighting Esperance as a
preferred destination to live and work, invest and visit. Creating a strong brand for
Esperance will encourage customers to choose Esperance as a holiday destination or
select an Esperance made product over a competitor. It can stimulate investors to spend
in the Esperance market and it can be seen as an ideal destination to live, work, raise a
family or enjoy a sea change.
The brand platform provides direction for communications, proactive marketing and
visitor experience development through a strong, consumer-facing proposition that can
be shared across organisations and entities.

The Brand
Your Brand

Your Brand Invitation

The Esperance brand is all about authenticity, liveliness and
activity, warmth and re-connection.

If you are ready to anchor yourself in our community and explore
your investment options, go deeper into a National Park or gaze
beyond the edge of a 100 island archipelago. There is no other
place where such spectacular natural beauty and authentic
grounded people can touch an individual, enable life-changing
decisions, provide clarity or simply invite people live, work, invest
or visit.

The Esperance brand (like all brands) is the sum of attributes that
make Esperance what it is. It is how you show up. It is how you
behave. It is how you talk and conduct business. Your brand is
reflected in many ways, however needs to be consistent across
built form as well as interaction between people.
The Esperance brand is authentic, fulfilled, curious, individual,
unique, ambitious and genuine. In other words, you get what you
want, but you do so in a genuine, trustworthy, honest and energetic
way. These behavioral traits come about because through isolation,
the Esperance community has built a can do, get on with it
attitude. The community is liberated through isolation and by being
surrounded by spectacular views both on land and at sea, helps
enable proactive behavior and resilience.
This is the Esperance brand. Free, pioneering, rugged and sturdy.
Esperance people don’t wait for things to happen, they get on with
it and make things happen.

Esperance is not just an investment decision; it is a value laden
lifestyle opportunity for both business and community. From ports
to white beaches, crystal clear water to blue chip investment,
spectacular views and a fantastic array of sporting clubs. There are
playful whales and family times on beaches.
No matter what your expectation or need might be, Esperance
offers a lifestyle choice like no other because of the generosity and
spirit that exists throughout.
Invest, absorb and anchor in the enormous lifestyle opportunity
that embodies all of Esperance.

The Elements
The Esperance Logo

The Tagline

This logo is designed to reference and reflect upon the natural
and organic forms of both the land and sea. It is at the same
time - relaxed, but full of opportunity. It also suggests movement,
which is a deliberate reference to the notion of flow – particularly
important as the community, business and visitors are encouraged
to experience Esperance and surrounds in a way that fulfills
their needs. In some cases this will be land based flow and in
others, it will have a strong water based flow and attachment.
The logo direction shown reflects the brand. We have created
a hand written (and invitational) typeface to represent the free
flow of Esperance. The typeface is deliberately solid to reflect our
resilience and reliability yet also reflects the many contrasts that
make Esperance what it is. The key color is a rich blue clearly
reflecting the amazing depth of color on view at every point in and
around Esperance. This color came up time and again throughout
the consultation process.

Throughout the consultation process it became evident there
are many, many humorous, unique and fascinating stories by
businesses, people in our community and visitors. When this is
connected with our geographic location (some say isolated) and
overlaid with the instant gratification the online world now offers,
it became logical for us to harness the power of the stories that
make Esperance the great township it is. If we can have others
talking about us, sharing their stories then its far more likely
others will find this third party endorsement far more interesting
and potentially, foster a desire to create their own story. Hence
the consideration to introducing a tagline such as ‘create your own
story” It is invitational and aspirational inviting people to engage
and immerse.

Logo Application
The Esperance brand logo is made up of four core elements:
•

Typography of ‘Esperance, and

•

Typography of the tagline;

Additional Logo Options

•

The invitational flow

•

The color scheme.

Two additional color versions are available to address the dynamics
that are representative of Esperance. So whilst the blue version
is the dominant logo to use we have considered those connected
with our agricultural foundation and the surrounding hinterland.
In the this case, two further options using a shade of green
reflecting agriculture and red representing the hinterland moving
into the Golden Outback.

It has been created to provide flexibility in execution, and to be
able to be used by Esperance community groups, businesses
and tourism operators should they choose. The Esperance Shire
Council can provide this logo in working file formats on request.

The Esperance Shire Council can provide these logos in working
file formats on request.

The Esperance coastline
The agricultural lands of
Esperance

The hinterland moving into the
golden outback

Embracing your brand
It is about how you, your business and the entire community
connect with this unique identity. The more people (directly or
indirectly) who have some involvement projecting the brand,
the quicker your target audience will understand what makes us
unique.

way we are represented when we are competing or presenting
Esperance to others. Our values of course should never change,
only the way we communicate the values! So consistency of
message is vital for success as is committing to the position over
a long period! Moving to success is about how the Esperance
community connects with this unique identity.

‘Invest, absorb and anchor in the enormous lifestyle opportunity
that embodies all of Esperance’ means we are free to spend time
telling exciting stories that show our love of Esperance and all that
it stands for.
Think about the first time you came here. Think about what you
love about this place, why you chose to be here. What makes
Esperance so special to YOU? Your passion is contagious. Tell
businesses your stories. Share your experiences with visitors and
amongst our community.
The positioning lives in the experience, the strategy, the way we
offer our products and services through to the way we represent
Esperance! The positioning permeates all experiences, creative
approaches, communication, marketing and importantly, the

Typography

The Colours of Esperance

We are recommending the following typography be used where it
is appropriate. This typography has also been developed as part
of the brand tool kit.

It is important to use colour and image in a way that is
sympathetic to the core values of Esperance. This example
illustrates how a family of colour can be built and then applied.
The colours shown here represent Esperance’s blue waters, and
the red and green hinterland. Esperance provides a unique range of
business, community and tourism options.

Primary typeface – Loved by the King
Use for primary headlines.

AbCdEf 123

The colours have been graduated providing greater scope
to demonstrate strength of character and reflect the varied
experiences one can expect on a journey in, through and around
Esperance.

Primary Colours			

Secondary Colours

Body copy typeface – Verdana
Use for breakout copy, subheads and body copy.

C95|M80|Y26|K31

C90|M36|Y12|K3
C100|M0|Y0|K0

AbCdEf 123
Verdana Regular
Verdana Italic
Verdana Bold
Verdana Bold Italic

C0|M100|Y100|K40

C12|M72|Y94|K5
C5|M14|Y92|K0

C91|M30|Y88|K43

C71|M10|Y83|K4
C41|M0|Y97|K0

Look and Feel of Communication.
When presenting Esperance, it is important we aim to speak
as best we can with one voice. Embracing the essence and
presenting this in a way that supports your product and adds
to the cumulative experience business, investors and visitors
will seek. They will spend time across a range of locations,
events and experiences. We must make sure every one of
their touch points culminates in their high praise of the overall
experience.
How you can use the brand in your communications.
Being part of Esperance means your business, club, school or
retail offer is recognised as belonging to a regional township
in an isolated environment offering a unique combination
of choices to live, work, invest and visit. We do this in an
authentic, strong and genuine environment. This is why we
say we offer an authentic lifestyle opportunity regardless of
the area of interest someone might have. These values are
consistent across Esperance. The following attributes were
used by community members to describe Esperance:
•

Provides a thriving and active community.

•

I s authentically integrated with an active business hub
offering port and land linkages to mining, farming,
cropping.

•

 ffers an honesty and openness all the more refreshing
O
given the isolation.

•

It is the very isolation that liberates the community.

•

 as a ‘can do’ attitude that pervades all aspects of life in
H
Esperance.

•

 reates an atmosphere of opportunity layered by
C
spectacular National Parks.

•

Has a 100-island archipelago-surrounding the township.

•

Offers phenomenal views and natural wonders.

•

Is an an outstanding and unique location like no other.

Ultimately, each person reading this knows they communicate
within our community, at clubs, amongst business and
investors and visitors in a myriad of ways. Each interaction
is an opportunity to reinforce the Esperance positioning.
The guide offers suggestions for utilising the positioning in
marketing activity and general communications. This will not
be for everyone, but that’s okay. This is about making sure
those who do have a need for support can take advantage
of some (or all) of this information. Some things can be
implemented in the short term, without cost implications, and
others are longer term goals to be integrated in your business
or community activities as they arise over time – such as
brochure re-prints or website updating and design.
The visual presentations on the right depicts the way in
which the Esperance positioning can be expressed through
advertising material. These examples have been put together
to provide a visual guide on how the information can be
built into executions to support Esperance in the business
investment field, the tourism field or as a general community
expression inviting interest from prospective new resident
families.
The full guide is available on the Shire of Esperance website
or by ringing the Shire Administration building on 9071 0666.

FOR MORE INFORMATION
Contact Shire of Esperance 9071 0666

