the township of Esperance
A guide book to make the most of your positioning.
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Throughout 2013 the Shire of Esperance, 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 needed to identify a stand-alone proposition
encapsulating Esperance’s role in presenting itself as a SuperTown.
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. To ensure ownership of the brand strategy by the relevant
stakeholders, a consultation process was undertaken to gain insight and
discover what it means.
The aim of this guide is to provide ideas and inspiration to help individuals
and groups deliver on the Esperance promise in a way that becomes
consistent throughout the community and every time someone in our
community engages with someone outside our community.
This guidebook has been created for everyone who shares a common
interest in presenting Esperance as a SuperTown with a super attitude.
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•

Tour operator

•

Accommodation or hospitality establishments

•

Retail businesses

•

Indigenous groups or businesses

•

Local council

•

Chamber of Commerce

•

State government agencies

•

Sporting groups

•

Schools

•

Community service

•

Clubs

What makes Esperance unique?
All cities and townships in Western Australia offer a
uniquely engaging experience for both business and
community. By identifying our point of difference
we can promote it to ensure our experiences reflect
Esperance’s uniqueness and deliver on its promise.

The Esperance brand is: free, pioneering and full of opportunity.
The Brand
The Esperance brand is all about authenticity, liveliness
and activity, warmth and re-connection.
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.
Communication tools
Editorial Style

Key Words

The best approach to editorial style
is based on an awareness of what
motivates our key targets: the
community, business and visitors.
They are seeking information. ‘Rich’
copywriting enables them to get into the
potential opportunities. Be descriptive
and honest, clear and informative. Refer
the reader to websites where applicable,
rather than writing too much. Always
leave the reader wanting a little more.
Remember the positioning is based
around ‘diverse, contrasting, authentic
and pristine’ so consider this when you
are constructing copy for editorial (as an
example).

This is an important aspect of your
communications. Words should be tied
back to your brand values. Descriptive
words identified during the consultation
process include:
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•

Adventurous

•

Dependable

•

Genuine

•

Inspiring

•

Leadership

•

Inviting

•

Uninhibited

•

Can do people

•

Independent

•

Social conscious

•

Beautiful

•

Warm

•

Positive

Esperance people don’t wait for things to happen;
they get on with it and make things happen

How does this look when you consider it represented
as a word matrix?
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The Esperance Logo

Logo application

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 fulfils 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 colour is a
rich blue clearly reflecting the amazing
depth of colour on view at every point
in and around Esperance. This colour
came up time and again throughout the
consultation process.

The Esperance brand logo is made up of
four core elements:
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• Typography of ‘Esperance, and
• Typography of the tag-line;
• The invitational flow
• The colour scheme.
The Esperance Shire Council can provide
this logo in working file formats on
request.

Additional logo options
Two additional colour 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.

‘The agricultural lands of Esperance’

These alternative logos are to be used
when the blue logo blends with the
background and isn’t clearly visible.
The Esperance Shire Council can
provide these logos in working file
formats on request.

‘The hinterland moving into the golden ‘outback

The Tag-line
Throughout the consultation process
it became evident there are 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 tag-line such as ‘create
your own story” It is invitational and
aspirational inviting people to engage
and immerse.
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Clear space
Clear space is the minimum area
surrounding the logo, which must
remain clear of any other visual
elements or text as demonstrated
in these two examples. The supplied
digital artwork files will have clear
space built into them. In cases when
the logo must be reproduced at sizes
less than these minimums or when
the quality of reproduction method
is doubtful e.g. silk screening or
embroidery, only the one colour
positive or reverse version as
specified here should be used.
Minimum sizing
To maintain legibility and visual
impact, the Esperance logo is not to
be used at a size or scale LESS than
40mm in width.
Format
“Horizontal” is the only permitted or
acceptable logo orientation.
Backgrounds
It’s imagined that most times the
logo is appearing on a photographic
background, the logo will be within
the framed background card. This
is the recommended approach. In
these circumstances, it should be
positioned over a dark, low contrast
section of the background, so as to
achieve acceptable levels of contrast
and distinction.
Do not place the logo on a
visually busy image
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40mm

Do’s and Dont’s
To ensure high quality results it is important to follow the
recommendations set out below.
No stretching of the
logo

No alteration of
colours

Do not place the logo
on an angle

Do not crop into the
logo

Do not distort the
logo

Do not alter the
placement or size of
the logo elements

Do not separate the
elements and use
them in isolation

Do not add other
elements to the logo
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Co-Branding and location of logos on collateral/advertising
We appreciate on occasion
there will be an opportunity cobrand a specific advertisement,
brochure or piece of collateral.
On those occasions we invite
consideration to applying the
Esperance logo as reinforcement.
Preferably this would be on the
bottom right hand side or in a
placement of prominence and
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used in conjunction with your
own existing logos. We request
that each logo should have equal
weighting in space and volume to
partner/sponsor brands such as
the example shown. The simplicity
of a single line separating each
logo is a reflection of the easy,
good-natured and free spirit of
Esperance.

Typography
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.

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

AbCdEf 123
Body copy typeface – Verdana
Use for breakout copy, subheads and body copy.

AbCdEf 123
			Verdana Regular		Verdana Bold
			Verdana Italic		Verdana Bold Italic
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The colours of Esperance
It is important to use colour and
image in a way that is sympathetic
to the core values of Esperance.
The colours shown here are
suggestions only. 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. 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

C95|M80|Y26|K31

C90|M36|Y12|K3

C100|M0|Y0|K0

C0|M100|Y100|K40

C12|M72|Y94|K5

C5|M14|Y92|K0

C91|M30|Y88|K43

C71|M10|Y83|K4

C41|M0|Y97|K0

Colour gradients
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Consistent use of photography
Images should be used in a way that they tell a story of interaction
between people and the natural environment. These images can show
anything from adventure and fun to reflectiveness and respect
We encourage people to use images
making Esperance the hero. A large
single shot that frames the natural
beauty or reflects the business helps
reinforce the dynamics we have
identified in the consultation process.
Pristine, pure, engaging, immersive
are all words that can be connected
with images.
If you are doing new photography
then consider shots taken either late
in the day (close to dusk) or early in
the morning when shadows are long
and the light is at its warmest hue.
Props should be kept to a minimum.
Clothing should never be brightly
coloured. Choose natural tones or
follow the colour palette.

Atmosphere and mood is key to
images. Light breaking through
trees or over a hilltop, or through
clouds gives the viewer a sense
that something is about to happen.
Capturing movement and a feeling
of expectation makes the images
timeless. The consumer must be
left with a desire to explore or visit
Esperance and see this beauty for
themselves or in the case of business,
how it connects so seamlessly with
the environment.
In order to keep us ‘all on the same
page’ with our ‘one voice’, we have
included examples of photography
that represent the look, tone and feel
of Esperance. It’s part of the visual
language of Esperance and needs to
be as consistent as the spoken and
written voice. This will give all targets
a clear message about what makes
Esperance unique.
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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 your township
positioning 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. During the workshop and
interviews the collective agreement
highlighted the following attributes.
Esperance:
•
•

•
•

Provides a thriving and active
community.
Is authentically integrated with
an active business hub offering
port and land linkages to mining,
farming, cropping.
Offers an honesty and openness
all the more refreshing given the
isolation.
It is the very isolation that
liberates the community.
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•

Has a ‘can do’ attitude that
pervades all aspects of life in
Esperance.
• Creates an atmosphere
of opportunity layered by
spectacular National Parks.
• Has a 100-island archipelagosurrounding the township.
• Offers phenomenal views and
natural wonders.
• Is 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. This section
of 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 following visual presentations
are mood-boards and depict the
way in which the Esperance brand
can be expressed. These examples
have been put together to
provide a visual guide to how the

information through the workshops
can be built to support Esperance
in the business investment field,
the tourism field or as a general
community expression.
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Appendix
Developing the Brand:
The following stakeholder groups were part of the consultation process.
1. Local business community
2. Local community stakeholders
3. Tourism related stakeholders
Interviews were conducted at the Shire and local business offices as well as
workshops involving around 40 people across community, business and tourism
platforms.

Deliverables:
•
•
•
•
•

Report of all consultations
Positioning statement
Application to a brand platform
Concept direction
Images and potential colours

Outcome:
An approved brand platform delivered through a strong, consistent concept
direction fully aligned with all stakeholders and reflective of the universally
accepted positioning.

Finding the Uniqueness – our brand
The first step is to define the competitive advantage for Esperance, distilling
what Esperance has that isn’t found anywhere else!
Brand workshops were held with over 40 participants along with 8 key
interviews. The goal was to discover and document the core that distinguishes
Esperance.
This agreed position is not about an advertising campaign, new logo or even
a tag line. The positioning is the engine that drives the way we offer and
deliver our product and services now and for years to come. It permeates all
experiences, creative approaches, communication and marketing. This is our
brand. It is what defines us.
It is what differentiates us. It is our competitive advantage.
This becomes the unique voice of Esperance. If everyone in Esperance uses
consistent language our visitors, investors and specific community members
will get a clear and compelling message that Esperance is an experience like no
other.
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Why should I be involved?
Esperance is an area of outstanding natural beauty that is rich in resources and
offers an exciting and engaging community spirit. So it will come as no surprise
to those living and working in and around Esperance that our area and offerings
are exciting, well known and widely recognised.
Becoming involved and engaged
with this positioning and direction
could be very rewarding for your
business, your staff, our community
and visitors alike. Change does not
occur overnight; it requires some
major shifts in how we all approach,
plan and communicate. We need
to take a 360-degree view of why
people and businesses might decide to
invest, live and visit Esperance. Then
we need to determine how we can
fit in with them. How will supporting
this brand benefit Esperance? There
are numerous benefits to being part
of the branding program whether
you consider this from a business,
community or tourism perspective.

•

Enjoying the chance to produce
innovative, original products
that get to the heart of why your
customers are seeking you out in
the first instance

•

Finding yourself generating a much
greater return on investment

•

Getting an edge on competitors
that provide nothing more than
commodities, goods and services.

•

Appreciating the overwhelming
majority of our community support
this positioning across all aspects
of everyday living throughout
Esperance

Business:

•

Being given the tools and
motivation to help bring together
members of our community (and
local businesses) to help create a
more all-encompassing experience

•

Learning how to harness the power
of everything from social media
to old fashioned word-of-mouth to
create strong advocacy within the
community

•

Greater respect and understanding
amongst the community for each
other

•

Willingness to respect and build
on our impressive location and
environment.

•

Getting greater access to
partnership opportunities for
business development

•

Finding you have a business
proposition that is more attractive
for strategic investment

•

Having your products promoted
through broader based trade
programs

•

Receiving ongoing support that
focuses on your businesses clear
point of difference

Community

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 behavioural 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
behaviour and resilience.

ii

Tourism
•

Discovering visitors may stay longer
and spend more when we speak
with one voice

•

The opportunity to harness
tourism partnerships multiplying
the effectiveness of everyone’s
marketing dollar

•

Learning how to harness the
power of online social platforms to
generate word-of-mouth amongst
tourists and other travellers alike

•

Realising there is much broader set
of potential visitors who would be
interested in what Esperance offers

•

Enjoying a greater synergy amongst
core tourism partner services in
Esperance. Strength in partnership!

•

Developing new products and
experiences to engage each visitor.
Creates positive conversation,
stronger word of mouth and easier
for new visitors to want to visit.

Who is the target market for
Esperance? Meet your best
customers.
The types of personalities that might
find Esperance interesting and worthy
of a visit, as a business investment
or potentially relocating a family can
be found in many age groups, income
ranges and stages of life; they come
from many different areas. For the
most part they are adventurous and
self motivated, love the outdoors and
have a sense of attachment to country
living and all it offers. There are some
unique characteristics noted below
however we have provided a written
outline of the different characteristics
when delineating between business,
community and visitation. For the
most part people with an interest in
Esperance will be:
•

Seeking something unique

•

Searching for a more isolated,
natural and perhaps pristine
environment

•

Opportunities for life changing
experiences

•

To understand and immerse
themselves in a localised culture

•

The experience of a genuine
Australian environment

•

To learn and gain knowledge

•

Establish bragging rights for
themselves amongst both their
business and social communities

•

Appreciate value for money

•

To raise children in a safe and
relaxed environment.

Within their own communities and
business environments they are
opinion leaders and advocates. They
will share their experiences with peers,
colleagues, friends and family. Their
influence and positive word-of-mouth
can secure a return stream of likeminded people who might also consider
what Esperance offers.
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Your brand invitation
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 is bountiful sea-life 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.

The positioning pyramid illustrates
the transition from the bottom to top
showing how you start with straight
forward attributes (the products and
services) and end up with an emotional
essence summarising the context of
what these attributes can bring to
someone. This transformation occurs
when you understand the benefits
of the attributes are overlaid with an
agreeable personality reflecting how
Esperance shows up and the values
that form Esperance’s character.

Invest, absorb and anchor in the
enormous lifestyle opportunity that
embodies all of Esperance.

Authentic
lifestyle
opportunity

Personality
Diverse, strong, authentic,
spectacular, contrasting

Passionate, authentic can do, down to
earth, engaging, accessible, generous,
strong and colourful.

An authentic environment protected through vast
distance by genuine people who give a damn; people
who can look after themselves and one another. People
who are connected to something important. Esperance is
not just an investment decision, it is a value laden lifestyle
opportunity for both business and community. Amazing
biodiversity, spectacular scenery with extraordinary contrasts
between ocean, land and people.

Esperance is a thriving and active community. It is authentically integrated
with an active business hub offering thriving port and land linkages to mining,
farming, cropping. Esperance offers an honesty and openness all the more
refreshing given the isolation. Yet it is the very isolation that liberates the community.
The ‘can do’ attitude pervades all aspects of life in Esperance. It creates an atmosphere
of opportunity and this is layered by spectacular National Parks, a 100 island archipelago
which between them (and surrounding them), presents phenomenal views and natural wonder
befitting of such an outstanding and unique location.
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Benefits

Values

Essence

Attributes

Embracing your brand

Building the 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.

The chart below shows core values
identified against the three product
development opportunities of
attracting visitors, attracting people to
live and work and attracting investing.
No matter which aspect of this might
be your focus, the circle reinforces
specific brand values linked to each
strategy. The outer text provides
validation of why these values sit
comfortably within the Esperance
brand. Centred within all of this is the
invitation that embodies your brand
values.

‘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 business your stories. Share your
experiences with visitors and amongst
our community.

Families swim in the shallows, a kangaroo
sleeps further down the beach and a
whale wallows in the deep end. Everyone
gets on with their life and respects others,
getting on with theirs.
If you value honesty and openness,
if you are genuine and willing, if you
seek the opportunity to be a part of
something, dignity will come naturally as a
consequence of a can do attitude every
day, every way.
A part of the Australian Outback
very few know about, let alone
have explored in detail. A beach
for everyone, endemic species,
astonishing natural wonder all
protected by distance.

Families swim in the shallows, a
kangaroo sleeps further down the
beach and a whale wallows in the
deep end. Everyone gets on with
their life and respects others, getting
on with theirs.

Outrageous, amazing and
spectacular are all descriptors
used when describing the
natural beauty in and around
Esperance.

People who are seeking something
better in their lives for themselves or
family will find Esperance offers the
chance to belong, without prejudice or
favour. Join a community and make a
difference.

Productivity in Esperance can
be presented under 6 pillars:
affordability, workforce,
logistics, climate, lifestyle
and industry support. The
integration of these elements
offers outstanding productivity
for prospective investment.
Isolation has its rewards. People
in Esperance are more likely to
take the initiative than wait because
they have learnt to be resilient and
adventurous. For investors this means
quality employees

With an array of business hubs working to provide
the necessary infrastructure, no door remains closed
to opportunity. Linked with the Esperance personality
no need to knock, just come on in.
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Attracting investment:

Attracting visitors:

•

Investors will be supported knowing
employees are better people, more
relaxed and more centred. By any
measure productivity gain is more
likely.

•

•

Isolation has its rewards. People in
Esperance are more likely to take
the initiative than wait because
they have learnt to be resilient,
adventurous. For investors this
means quality employees.

A beach for everyone, endemic
species, astonishing natural wonder
all protected by the tyranny of
distance. A part of the Australian
Outback very few know about, let
alone have explored in detail.

•

•

With an array of business hubs
working to provide the necessary
infrastructure, no door remains
closed to opportunity. Linked with
the Esperance personality no need
to knock, just come on in.

Families swim in the shallows, a
kangaroo sleeps further down
the beach and a whale wallows in
the deep end. Everyone gets on
with their life and respects others,
getting on with theirs.

•

Outrageous, amazing and
spectacular are all descriptors used
when describing the natural beauty
in and around Esperance.

Attracting people to live and work:
•

People who are seeking something
better in their lives for themselves or
family will find Esperance offers the
chance to belong, without prejudice
or favour. Join a community and
make a difference.

•

Esperance is honest, open and
transparent. What you see is what
you get. Pretence is minimal,
truth is all pervasive. Esperance is
genuinely Australian in both spirit
and generosity.

•

By any definition Esperance can
help people seeking self esteem. If
you value honesty and openness,
if you are genuine and willing, if
you seek the opportunity to be a
part of something, dignity will come
naturally as a consequence of a ‘can
do’ attitude in every day, every way.
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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 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.

Building business and goodwill.
The positioning for Esperance is a township or community and business
asset we all own. It enables us to separate ourselves from, not only other
towns and cities in Western Australia but in fact, all of Australia. Quite
simply there is no other location in Australia like Esperance and offering
what Esperance offers. It is what differentiates us. It is our unique
competitive advantage.

Of course, just knowing your
competitive advantage is not
enough. To be successful you need
to accentuate and cultivate what you
naturally do best. The key is to use
a range of approaches and skills to
focus on our uniqueness. Competitive
advantage comes from what you
do - the ‘experience’ you provide
whether you are seeking investment,
entertaining visitors or building a
stronger community base.
No matter whether you are engaged
as a community member, a
commercial operation or someone in
the tourism industry the most valuable
marketing tool everyone has is the
‘experience’ you can provide. If the
experience you deliver rates an 8/10
you can expect word-of-mouth to help
sell Esperance on to the next person
or business.
By ‘experience’ we mean unique,
unexpected and personable; things
your customers, friends and visitors
can’t do anywhere else – the kinds of
things that mean they’ll post a photo
on Facebook straight away and talk
about at dinner parties twenty years
later. Fellow Rotarians will share their
stories, school children will create
lasting memories and friendships,
sporting clubs will create bonds with
others. Very soon, many more people
than you can imagine, will be talking
about Esperance and what it stands
for.

Not everyone will drop everything
to invest or visit, but you don’t
need everyone. The positioning is
not about appealing to everyone.
It is about appealing to the chosen
few who find your way of living and
working so exciting, they will be drawn
inescapably to what you offer.
This section includes some ideas and
thought starters which can contribute
to building a real competitive
advantage. When looking to refresh
your product or develop new
experiences, consider how you may be
able to reflect the essence of ‘Invest,
absorb and anchor in the enormous
lifestyle opportunity that embodies all
of Esperance’ in everything you do.
Of course, some in business, others
belonging to sporting clubs or
community service clubs, schools
and those in the tourism field might
be happy enough with their current
performance. But for those looking to
extract greater value for Esperance,
this approach might be just the thing
to kick start things.
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Ideas to bring Esperance to life
You could run a localised ‘50 ideas to
bring Esperance to life’ competition
using the town’s media and schools
to generate entries into a guidebook.
A panel selects the best 50 ideas and
this becomes a published mantra for
all who wish to make a difference.
The guide could be a practical and
usable everyday tool for students and
businesses alike.
Consider a leaders campaign among
key stakeholders and staff to enact the
positioning in a way that leads others.
Brand launch – propose some brand
launch ideas/concept; a video clip
is probably one of the components
to add, as it is easy to get out to
stakeholders.
Presentations to key stakeholder
groups to establish the concept of
starting a movement.
Make the town residents feel good
about themselves. The feeling will
spread among all who immerse
themselves.
Consider a mascot. Dedicate space in
the community to highlight a mascot
and what it means. This is another
great way to galvanize community
spirit through a competition and event
around the announcement. This is
particularly important among the
younger people in the community as
they are the future and can create a
generational attitude change.
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Establish links through locals to
outsiders who might be considered as
Ambassadors for Esperance.
Create an event that reflects the
Esperance positioning, for example,
a triathlon. Set up an investment
seminar and present a trade
delegation to selected investors. Invite
key targets to immerse themselves in
Esperance for a few days. Engage with
locals.
Consider the way a website is utilised
when presenting Esperance. For
instance with the tag-line ‘create your
own story’ you have the chance to
build and present stories from people
of all types, business, community and
visitors. These can be posted online
allowing people to express their story.
This reinforces Esperance really is a
place where you can do things.

Accommodation in and around
Esperance is anything from camping
in the freedom of the National Parks,
Caravanning through to charming bed
and breakfast or hotel experiences.
Communicating stories might be as
simple as letting guests know about
a brilliant local show while they’re
checking in or it could be highlighting
nature by leaving a sprig of local flora
on their bed to greet them after a
long day. It could easily be the “Book
of stories” created by visitors and
the community through one of the
previous competition ideas.
You might like to host an evening
exhibition of local artists’ work and
serve nibbles made from local produce.
The aim would be to create a space
where guests can meet and share
their Esperance stories. This could be
as theatrical or simple as you choose.
You could have a guest storyteller.
You could have the setting close to the
ocean. There are many options.
Visitor Information Centres are one of
the most important connections the
visitor has with your township. This
is where tourists ask questions and
gather information. Think ‘stories’ –
instead of just handing out a brochure.
Share a dramatic story about the last
time you visited a particular beach or
inlet, or tell them about the stories in
the history of the area.

While food and local produce may not
be the prime reason to visit Esperance,
it is an integral part of ‘word-of-mouth
worthiness’. Be as passionate as you
can with your menu; create tastes
exclusive to Esperance and surrounds
with seasonal dishes and lots of local
produce.
Share your stories of local dramatic
experiences that you enjoy – whether
it is a spellbinding spot for sunset
views, a hypnotic local place to snorkel
or a great fishing spot. Visitors are
looking for these real experiences.
Where the whales were last seen that
afternoon. The Island of snakes or
perhaps let them in on a secret ‘spot’
only the locals know about.
Local councils and government
agencies need to consider ways they
communicate with locals and visitors,
both directly and indirectly. Things
like signage, community services and
public infrastructure. All should portray
the tone, manner and personality now
recognised as reflecting the values of
Esperance.
To build community understanding
of the towns unique position, we
can also reflect the messages in
our communications – such as local
newsletters, media releases or other
regular communication materials.
The positioning and associated values
can also be applied when planning
for infrastructure development. In
assessing development applications,
designing visitor infrastructure, or even
considering the placement of signage.
Consider theming events around our
positioning. When supporting local
community events we might like to
include criteria that ask (or invite)
participants or organisers to describe
how they will reflect the townships
positioning.
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The language of Esperance
Maximising communications using the brand values.

Esperance helps people be free to
discover and express their individuality
through the opportunity to explore
and experience an authentic part
of the world. Your Esperance world.
This emotional territory connects the
community, visitors and business
people at a subconscious level to
the emotional space of Esperance. It
provides the inspiration to consider
what Esperance offers. Once this door
is open to possibilities, these targets
will seek out further information to
uncover the ‘details’ of whether what
they are considering might be possible.
It is a basic human need that before
information is gathered and a decision
enacted, people must be emotionally
engaged.
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Your essence should drive all
creative thinking for communication,
advertising and public relations and
relay the message of how Esperance
creates an opportunity to open doors
for people seeking change.

This diagram presents a summary of product (information) and emotive
words (inspiration) based on group feedback. The diagram distinguishes
what starts to become unique for Esperance which, in turn, enables the
recognition of the brand across the broader spectrum of investment,
tourism and driving growth in the town.
Information about
product attributes

Not so unique
Restaurants Tastes Scuba Diving
Wineries Swimming Fishing
Retail hub
Local hotels Boutique accommodation
Community Clubs
Bed & breakfast
Dolphins
Gift shops
Horse riding Galleries
Something for everyone without specific rationale and
available everywhere. Supporting functions available
whether you are in business, the community or
tourism.

Wetlands
Artists Ancient land
Snorkelling
Wildflowers
Sporting Clubs
Whales
Wildlife
National Parks
Unique
Climatic change
Inspiration Water ways
Mining
Agriculture
Natural formations
Meridian
Timeline
Indigenous tours
Experiences
Nature walks
Surfing
Special but not unique as can be found or engaged
elsewhere by business, investors, community and
tourists.

Port infrastructure
Archipelago
Marine history
Colourful
Pristine
Spirited
Endemic
species
Biodiversity
Sights
Transport hub
Authentic
Botanical
Character
Genuine
Trustworthy
Whitest sand
Isolated Beaches
Engaging
Contrasts
Attitude
Credible
Spectacular views
Diversity
Land & Sea
Crystal water
Endemic flora

Information/
brand values

Unique aspects that makes Esperance stand out as
a town for business, investment, community and
visitation. Not everything has meaning but a cross
section of elements do.

Very unique
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Who should Esperance reach out to?

We should reach out to families with
youngish children who really want
a healthy independent location or
holiday that is outdoors oriented. The
environment they seek needs to be
clean, safe and offer a multitude of
outdoor activities.

Esperance would also appeal to
socially and environmentally conscious
individuals aged between 25 and 75.
They don’t necessarily vote green but
have strong leanings towards an eco
friendly environment that coexists
with the natural surroundings.

They do not seek commercial activities
found in the city but would rather
encourage their children to participate
in outdoor activities, meeting people,
making ‘holiday’ friends. They are
happy to compliment this with certain
commercial activities but for the most
part, the experiences gained in the
great outdoors and through what can
be considered ‘passive’ adventure is
far more important.

They appreciate nature, appreciate
natural people, are unfazed and not
prone to extravagant, glitzy behaviour.
They are not pretentious but are
capable of mixing with most people.
They are not unsuccessful and not
defined by material wealth.

Based around the base premise of ‘the
way we did it in my day’ Esperance
affords the opportunity of sharing
their values with their young family.
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They are the sort of people who
choose to give back to communities
through participation at club level or
through immersion into other activities
of a natural or social nature.

Families with youngish children
This target group can be defined
as conventional family life and
mostly represent the core of ‘middle
Australia’. Their values tend to be
centred around the significant events
in their personal and family lives such
as family gatherings, weddings, babies
and connection with extended family.
They tend to be people seeking
greater financial security, struggling
to improve their basic living standards
and give their families better
opportunities than they had in their
own childhood.
Within the concept of conventional
family life exists the great Australian
dream of owning your own home in
the suburbs and driving a good solid
car. That is, a rugged, reliable vehicle
that gets things done, but has some
prestige when required. A seven seat
car helps because they can transport
the children and their children’s
friends.

Of course all this comes with the
worry of a mortgage, playing it safe
at work so they don’t risk losing their
job, worrying about the safety of the
children, being the family taxi service
and ferrying the kids to and from
sports, other after school activities,
and their friends’ houses. Good, solid
and reliable products are important
for this group. Generally they seek
value for money in their purchases,
they select a mixture of branded and
generic, or store brands for everyday
use.
They consume most media with
an obvious focus with online and
social tools. Commercial TV, not as
much Foxtel, radio (in the car), daily
newspapers, whereas magazines are
more of a treat.
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Business investors
They have “made it” in whatever
field they are involved in and are
confident in their own abilities and
position. Despite being successful they
retain traditional values about home,
work and society. The family is very
important to this segment and they
place great emphasis on providing
their families with a high quality
environment. They work for financial
reward and job stimulation.
Being highly individualistic, they do not
need to prove themselves to anyone
nor impress anyone. They know they
are successful and so does everyone
else, so there is no need to flaunt that
success.
They make an art of understatement.
While they can afford to buy the best
of everything, they look for quality
and value for money, not necessarily
something that is expensive. In
fact, those in this segment are born
negotiators and are always looking for
a deal.
They are very practical and realistic,
looking at the most efficient and
effective way of doing things. Getting
things done is a key feature of this
segment.
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They do not feel the need to impress
others, so have no concern with
shopping at the likes of Target, factory
direct or even designer seconds. If
they feel they can get good quality at a
good price they do not see the reason
to waste money.
They tend to associate with people
who feel in full control of their lives
and take a direct interest in public
affairs and the economic and political
environment of their family and work
situations. Work and family time
is important so they are only light
viewers of commercial television. Aside
from television programs reflecting
their magazine reading habits such as
the News, they also enjoy watching
lifestyle programs such as Master Chef.
Radio listening is similarly light, tending
towards stations playing “Classic Hits”
and “Talkback”.
These leaders are intelligent and
connected with social activity via the
internet. While not all members of
social groups they are likely to be an
LinkedIn and variously involved with
Facebook. They are web proficient both
at work and home. It is a research tool
as well as a way to proactively stay in
touch with what is important for them.
If they were to find out something
about Esperance and wanted to check
the detail, the would start by going
online.

Socially engaged
This target is very community
minded and socially active. They are
information vacuum cleaners always
searching for something new and
things to learn. They believe strongly
in the concept of learning a living
rather than earning a living, always
seeking new opportunities for training,
education and knowledge.
They will seek more information about
choices (holiday options) and consider
the consequences of each before
making a decision. They are thinkers,
sometimes spending so much time
thinking about the issues that they
never actually get things done. This,
coupled with a strong sense of social
responsibility and an attraction to
convincing others of their opinions,
results in a great deal of this segment
being involved in pressure groups or
community organisations.
They can be idealistic, believing they
can change the world or save the world
if they can just get enough people to
agree with them.
While this can lead to having a great
deal of passion in their opinion, they
can equally be changeable when
presented with the right information.

Their attraction to new things and
innovation usually means they are
the first to consider new products and
services, often just for the excitement
of having a new toy. This interest in
innovation also leads to an interest in
design and fashion.
A thirst for knowledge and information
and a global focus leads to them being
heavy consumers of newspapers,
particularly national and major
metropolitan dailies. Their interest in
magazines reflects their desire for new
information They are also more likely
to read the news inserted in glossy
magazines like the Financial Review
magazine and Good Weekend. They
are frequent flyers, reading airline
magazines.
They tend to be light consumers of
commercial television, preferring the
ABC and SBS, which offer a more
global focus. They tend to be attracted
to programs offering perspective and
information such as Four Corners and
Catalyst. Their taste in comedy tends
to be more witty or satiric like Summer
Heights High.
This segment supports the Arts. Their
taste in music includes classical music,
jazz, folk, world and other less popular,
more “sophisticated” music. They are
more likely to listen to ABC radio and
community broadcasters.
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Visitors
Esperance is already a popular
tourism destination, and the brand for
Esperance can be used to expand this
market.
Esperance is the ideal destination for
family holidays, experience seekers,
relaxing weekends or those seeking
a quiet getaway. Visitors are an
expansive target market, however
are all seeking the same thing – the
perfect holiday.
When holidays come along it’s nice
for everyone to slow down a bit and
actually spend some time catching
up with one another. Imagine days
spent relaxing with the family on the
beach and nights around the campfire
telling the day’s stories. Parents are
looking for holiday options that satisfy
their key wants – safety, quality time,
freedom and space, where families
can spend quality time together and
children can develop self-confidence,
life skills and values. Esperance has a
beach for everyone on those beautiful
sunny days, and a wide range of
exciting family friendly activities that
are just begging to be explored as
part of rainy day adventures. These
visitors may be seeking to emulate
their own family holidays – camping
on the beach, or packing in to the
caravan park, where parents and kids
alike make new friends.
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Experience seekers are looking
for unique, involving and personal
experiences from their holidays. They
seek authentic personal experiences,
social interactions, activities that
differ from their day-to-day life,
challenges and exposure to unique
and compelling experiences. They
are more likely to be experienced
international travellers, opinion
leaders and open minded people who
are willing to travel beyond the major
cities and are keen to stay longer and
spend more. Esperance is the ideal
experience seeker destination, with
exciting hiking trails, deep sea diving
and rugged landscapes to explore.
Couples or individuals looking for a
quiet getaway to escape the hustle
and bustle of their everyday lives
and for an opportunity to relax and
recharge have found the perfect
destination in Esperance. These
visitors want holiday destinations
that are less crowded, where they
can escape and spend time together
creating new memories, enjoying long
lunches and days of doing nothing.
They might be seeking a welcoming
bed and breakfast for that home
away from home feel, or splurge on a
deluxe apartment with all the luxuries.
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