Tropical North Queensland Regional Food Brand

Brand Book + Identity Guide

Purpose
of our
Regional
Food Brand
Book
This book is designed
to provide a statement
of intent of what we
aspire to stand for as a
regional food brand.

It reflects the conversations
that were held across our
region with a diverse range
of individuals involved in
the production and serving
of food related experiences.
It represents an articulation
of what makes our regional
food offering so distinctive
and appealing to the world.
Its purpose is to serve as
an internal mantra. To
guide the behaviours of
all involved in delivering a
Tropical North Queensland
food experience, so that
collectively our actions
over time will result in
the creation of a regional
food brand that is highly
recognised and desired.
We encourage you to
read what follows, absorb
it and explore how your
own food related business
could bring alive the brand
aspiration being expressed.
Our regional brand is
the sum of all our food
related businesses and
your efforts to champion
and live the behaviours
outlined here will ultimately
dictate the level of fame
and prosperity we create
around our brand.
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Brand Book
contents

ONE.
Brand Circle of
Influence
A summary of the layers
that make up our brand.
A snapshot of our brand that
is elaborated on throughout
the remainder of the
brand book.

TWO.
Brand Essence
A statement of the heart and
soul of our brand. It is what
everyone in the region should
aspire to bring alive by way
of a food experience. It is
ultimately what we wish to
be famous for.

THREE.
Brand Values

FIVE.
Belief System

SEVEN.
Brand Narrative

Our internal compass.
A statement of the
behaviours we should
individually and collectively
live everyday on behalf of
our regional food brand. It is
living these behaviours that
will make our stated brand
essence a reality.

A description of our
collective mindset, the things
we believe in and about
that will be fundamental to
building the success of our
regional food brand.

FOUR.
Brand Personality

The themes about us that
we wish to express to the
world. It describes what it is
about our belief system that
we should be actively and
passionately communicating
to the world by way of both
our words and actions.

A detailed description
of the aspiration of our
regional brand. It provides
a more evocative and richer
expression of what our brand
essence should add up to. It
is simply an additional layer
of storytelling to assist in
creating an understanding of
what our brand promises to
the world.

A statement of our regional
brand’s persona. An
expression of the personality
we would like to project
to the world through our
communications.

SIX.
Brand Voice

EIGHT.
Identity Guide
A look into the Taste Paradise
identity and the rationale
behind it and an overview of
the specifications of the logo
and how and where it will
be used.
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ONE.
Our Brand
Circle of
Influence

Belief System

Internal

TNQ HAS AN
ENTREPRENEURIAL
SPIRIT CAPABLE
OF CREATING A
STRONG FOOD
CULTURE

THE FAME OF
THE REGION AS
A FOOD BRAND
AND TOURISM
ARE INEXTRICABLY
LINKED

Values

HOW WE
BEHAVE

AUTHENTIC

TNQ IS
A UNIQUE
FOOD
REGION

INTOXICATING
ECLECTIC

REAL

HOW WE
EXPRESS
OURSELVES TO
THE WORLD

A REGION
LIKE NO
OTHER

QUALITY
OBSESSION

LEADER

ADVENTURE

Essence

CONNECTED

SHARING
THE SENSORY
ADVENTURE OF A
LUSH TROPICAL
BOUNTY

LIVELY

SENSUOUS

Personality
FOODIE
PASSION
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External

AN
ENDURING
QUALITY IS
SACROSANCT

TASTE
ADVENTURES
OF A PARADISE

Brand Voice

THE JOY
OF FRESH
HEALTHY
EATING
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SEVEN.
Brand
Narrative
A detailed description
of the aspiration of
our regional brand.
It provides a more
evocative and richer
expression of what
our brand essence
should add up to. It is
simply an additional
layer of storytelling to
assist in creating an
understanding of what
our brand promises
to the world.

“a powerful collection
of experiences that
add-up to a brand
that is memorable
and desired”
Successful regional food
brands don’t just happen,
they are managed and
nurtured.
The passionate producers
and food operators of the
region know instinctively
their regional food brand
needs to be managed from
the ‘inside-out’.
That is, it is essential that
there is great clarity around
what distinguishes the
regional food brand, what
it stands for, what its
absolute core or soul is.

Enhancing and sharing the unique and exciting flavours of Australian
native rainforest fruits is the passion that drives us. Our inspired
modern interpretation of these ancient fruits has resulted in
creations which are often described as ‘a party in your mouth’.
The essence of the brand
plays this unifying role. It
is the guiding ‘thought’
that frames the myriad of
food experiences that are
offered by the region into
a powerful collection of
experiences that add-up to
a regional food brand that is
memorable and desired.
Without a shared
understanding of the desired
regional food brand’s
essence by all responsible
for delivering a food related
experience, it is impossible
to ensure that everything
done on behalf of the food
brand is consistent with its
potential and aspiration.
To this end we have defined
our regional food brand
essence as:

Sharing
the Sensory
Adventure of a
Lush Tropical

Bounty
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It is vital that food be produced as
naturally as possible. Consequently we use
Bio-dynamic farming principles to work within
the laws of nature rather than perpetually
struggling against them. Bio-dynamic
agriculture is a method of farming that
treats the farm as a living system which
interacts with the environment – to
build healthy living soil and to produce
food that nourishes and revitalises.

SEVEN.
Brand
Narrative
(continued)

“a tropical bounty like
no other in the world”
The essence of our Tropical
North regional food brand
has been borne out of a
desire to celebrate and share
with the world our amazing
array of lush foods, gifted
to us by this unique tropical
paradise.
Contained within our brand
essence are a number of
central thoughts critical
to our ability to realise the
ma jesty of our distinctive
regional food brand. First
and foremost it requires us
to celebrate and nurture a
tropical bounty like no other

in the world. As regional food
brand custodians we must
never take what we have
been gifted for granted. We
have been blessed with a
landscape and climate that
oozes fertility.
A veritable mosaic of
staggeringly productive
zones. Nature has collided in
a way that has sprinkled our
region with different microclimates and ecosystems
enabling the production of
a stunning array of tropical
fruits, vegetables, seafoods,
plants, crops, livestock and
more – all adding up to a
tropical bounty that is almost
unimaginable.

“as a brand we aspire
to also celebrate
the pioneers of
our region”
Our regional food brand not
only seeks to honour what
nature has bestowed upon
us but to share it in a way
that the rest of the world
begins to truly understand
and appreciate the food
adventures on offer.
As a brand we aspire to also
celebrate the pioneers of our
region who have assembled
such an eclectic assortment
of fruits from around the
world. Their adventurous
endeavours have created a

bounty of exotic fruits and
plants from far and wide.
Tastes of India, South East
Asia, the Americas, West
India and much more – they
are all available at our back
door.
Add to this our abundance
of succulent fresh seafood,
interesting indigenous foods
and diverse wild-life means
that we have a truly unique
bounty that should be
passionately shared with
the world, for all to enjoy.
Share the ma jesty of
ourexotic paradise.

“gift our visitors great
sensory experiences”

With our exotic and diverse
food offering comes a
sensory assault that smacks
of adventure. Lush and
vibrant foods that stir both
the imagination and the
taste buds of those exposed
to their splendor. But to
share the ma jesty of our
exotic paradise means that
we have to create eating
experiences for our visitors
that take them on a true
sensory adventure.
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SEVEN.
Brand
Narrative
(continued)

We have to make our vast
array of produce accessible
in the most enticing manner
possible.
We have to provide eating
experiences that range from
foods in their rawest most
natural forms at our markets
and farm gates, through to
value added consumption
experiences that involve
diverse sophisticated

“we need to tell the
blood sweat and
tear stories of our
legendary food
producers”
Sharing the magic of the
region means that we
must also become great
storytellers.

We get a real buzz from the delight of
local chefs in being able to source an
“awesome” variety of lettuce and herbs
– fresh picked and delivered to them
that day – to complement the high
quality seafood, meats and other produce
for which this region has a deversedly
fine reputation.
.

culinary indulgences at our
restaurants and diverse
artisan inspired product
creations.
We have to aspire to share
our bounty in ways that
not only gift great sensory
experiences to our visitors
but also educate them in the
use of our produce – along
the way bestowing upon
them bragging rights about
the personal food adventures
they were able to indulge in.

“a celebration of food
of the highest order”

We have to engagingly and
evocatively communicate
stories about the fresh, lush,
delicious and vibrant bounty
that nature gives birth to
every day.
We have to tell the tales
of passion, resilience and
sheer brilliance of the
characters who are devoted
to producing mouth watering
food experiences.
The people who transform
our paradise into a
celebration of food of the
highest order, we need to
tell their stories – the blood,
sweat and tear stories
that reinforce that we are
a region made up of real
people and real food.

