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O U R B R A N D,
OUR QUEENSLAND
Our brand is how we present Queensland to the rest of
the world. It’s who we are. The reason we exist. And by
‘we’, we mean the tourism industry collectively. We’re all
faces of the Queensland story - from the biggest hotel
right down to the smallest local tour operator. That’s
why it’s so important our brand vision is something
we can all get behind, believe in and share. It’s a big
responsibility, but we’re up to the challenge.
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This document outlines an exciting new direction for
Queensland, one which gives us the opportunity to
reframe our quintessential Queensland life. Over the
next few pages, we’ll articulate the evolution of our
brand by sharing our vision for what truly sets us apart.

CAPE HILLSBOROUGH, MACKAY REGION

REALISING OUR VISION
Inspiring the world to experience the best address on earth

INSPIRING

through brand, integrated marketing and events

THE WORLD

in priority domestic and international source markets

TO EXPERIENCE

Queensland’s signature experiences and events

THE BE ST

through quality and innovation, enhancing
destination offerings

A DD RE S S O N E ARTH

showcasing the best of Queensland

4

≈

C O N S U M E R L E D, E X P E R I E N C E
F O C U S S E D, D E S T I N AT I O N D E L I V E R E D
In a world brimming with unique and compelling tourism
experiences, driving growth in visitation and market share
is no easy feat. Getting under the skin of consumers, finding
out what drives them and their ever-changing desires, is the
key to success. It’s also what underpins our new strategy.
We undertook comprehensive research in order to identify
current consumer drivers and developed a consumer led,
evidence based approach. The findings were compelling.

W H AT W E F O U N D
The need to promote a stronger Queensland brand was
undeniable. That’s why we’ve developed a new marketing
direction and brand architecture for Queensland, one which
promotes Queensland as the master brand and showcases
our hero experiences across our destinations.
Internationally, we collaborate with Tourism Australia to
conduct consumer research across key markets through
the Consumer Demand Project (CDP). Globally, consumer
travel purchase behaviour is changing with an increasing
number of channels used in purchase decisions and a rising
demand for more experiential travel, personalisation and
authentic experiences. Tourism and Events Queensland
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(TEQ) is applying these consumer insights and knowledge
of our key source markets, to further develop targeted,
market relevant campaigns that showcase Queensland’s
hero experiences and destinations.

HOW WE’LL GET THE JOB DONE
Marketing activity will be consumer led, experience
focussed and destination delivered. To maximise
visitation and spend, we will:
•	Focus on converting high levels of awareness and
aspiration into visitation
•	Create a marketing environment that enables industry
partners to convert consumer consideration into sales
•	Invest more in promoting our Hero Experiences by
maintaining and developing vital global partnerships
•	Implement the Best of Queensland Experiences program,
which will identify the exceptional tourism experiences in
Queensland to help us deliver our ‘Best address on earth’
promise to our visitors
•	Work with RTOs, QTIC and DITID to continually develop,
upskill and enhance Queensland tourism operators to
deliver authentic and memorable guest experiences.

WHO WE’RE
TA L K I N G T O T H E C U STO M E R
In order to achieve our goals of gaining market share and increasing overnight visitor
expenditure (OVE) in Queensland, TEQ targets domestic travellers who will generate a
disproportionate share of OVE for Queensland. Those identified as High Value Travellers
(HVT’s) engage in domestic leisure travel, spend more than the average traveller on
leisure trips, and are aligned to Queensland’s competitive offering, indicating they are
interested in having the types of leisure experiences Queensland has to offer.
In the interstate market, HVT’s represent 35% of interstate leisure trips, but 63% of
overnight visitor expenditure; highlighting their disproportionate share of spending.
In the intrastate market, HVT’s represent 36% of intrastate leisure trips and 71% of
overnight visitor expenditure.
In international markets, we currently target Experience Seekers, however international
segmentation is currently under review by Tourism Australia (TA) and TEQ with a view
to adopting our HVT approach in all TEQ source markets.
Source: High Value Traveller research commissioned with BDA Marketing Planning, 2017
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QUEENSLAND’S
EXPERIENCE PILLARS
Our five experience pillars are consumer orientated and based on categories
identified by our research. They form the backbone of our creative strategy and
are what we’ll use to deliver our messaging to consumers across the full breadth
of channels and touchpoints. While each pillar is distinct and clearly defined, they
all share a point of view that is unmistakably, quintessentially Queensland:

R E E F, I S L A N D S A N D B E A C H E S
Hero Experiences: Great Barrier Reef; Islands; Beaches;
Diving & Snorkeling; Sailing
To the uninitiated, Queensland might appear like any other beachside location, all
picture-postcard beaches, swaying palm trees and warm, tropical waters. But, of
course, we know it’s much, much more.
We don’t just have a reef. We have the Reef, an underwater wonderland like nowhere
else on earth. Where you can step off the beach and discover a hidden world armed
with nothing but a snorkel and mask. Where you can sail, fly or dive your way around
2300km of living coral (and even sleep on it if the mood takes you).
We don’t just have beaches and islands, we have the best beach on the planet and the
world’s largest sand island. We have pumping surf breaks and wild, rugged coastline,
warm, tranquil bays and sandy island cays. We also have unexpected coastal
experiences where the pace is whatever you want it to be.
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MICHAELMAS CAY,
TROPICAL NORTH QUEENSLAND

Whatever you seek in a reef, island or beach experience, you’ll find it here. Queensland
will inspire you, revive you, invigorate you and place you firmly under its spell.

N AT U R A L E N C O U N T E R S
Hero Experiences: Natural Landscapes, Wildlife Experiences,
Marine Life Experiences
Queensland is one of nature’s greatest masterpieces. A living, breathing tapestry
of life. With ancient rainforests and coral reefs, ochre desert plains and lush, verdant
hinterland. Where spectacular, in-the-wild animal encounters come as standard.
Where the land we live on and the creatures we share it with are treated with the
respect and reverence they deserve.
This is a place to come face-to-face with life itself, in all its strange and glorious forms,
from the sea turtles that nest in our warm sands to the whales that frolic in our azure
coastline. A place to rediscover your sense of wonder and make memories that will
last a lifetime.
This is nature at its awe-inspiring, life-changing best. And it’s yours to discover.

CENTRAL STATION,
FRASER ISLAND
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A DV E N T U R E & D I S COV E RY
Hero Experiences: Adventure Experiences, Dinosaurs & Fossicking,
Theme Parks, Journeys
Adventure is in Queensland’s DNA. You can feel its promise everywhere you
go. A sixth sense that there’s more out there just waiting to be discovered.
You can hear it in the click-click-click of a climbing rollercoaster. You can feel
it in the exhilaration of cycling a rainforest mountain bike trail. It’s in the
warmth of the breeze as you cruise along a spectacular 4WD beach drive
and the red dust that clings to your boots as you fossick for dinosaur bones.
We welcome those with an inquisitive spirit. The fun-seekers, the explorers,
the off-the-beaten-trackers. Those who know the magic only happens when
you collect experiences instead of things. And we challenge you to discover
Queensland’s adventurous heart.
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RAINBOW BEACH, SUNSHINE COAST

L I F E S T Y L E , C U LT U R E A N D P E O P L E
Hero Experiences: Indigenous Experiences, Food & Beverage,
Outback & Country Life, Local Characters, City Experiences,
In Queensland, we don’t trouble ourselves with formalities - we treat our visitors
like family. In fact, we’d prefer it if you made yourself right at home. But be prepared
for anything, because Queensland life is as rich and varied as it gets.
We’re just as proud of our quirky outback towns, famed for their local characters
and country hospitality, as we are of our refreshingly laid-back cities and vibrant
coastal communities. We appreciate walking in the footsteps of Aboriginal and
Torres Strait Islander ancestors and learning how to live off the land as much as
strolling through a city farmer’s market tasting gourmet produce.
Here, we take pleasure in the simple things, like great food and good conversation.
And yet we’re always seeking new experiences - that’s why there’s an ever-changing
menu of must-dos, from cafes and retail to dining and nightlife precincts.
We embrace culture - both ancient and new. You’re as likely to find yourself
sampling bush tucker with a traditional owner or creating indigenous art with your
own hands as you are sipping expertly-crafted cocktails in a rooftop bar or fine
dining under a blanket of stars/ clinking glasses at a modern art gallery opening.
Queenslanders are a down-to-earth, unpretentious breed. We don’t take ourselves
too seriously, and we invite our visitors to do the same. We’re happy to share our
home with the rest of the world and hope you’ll love it just as much as we do.

SOUTH BANK, BRISBANE
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EVENTS
Hero Experiences: Participation, Food and Beverage, Music Festival,
Arts and Culture and Spectator Sports
Imagine a place where you can immerse yourself in the song and dance of an
ancient culture amidst some of the oldest and most revered rock art in the world.
Where you can watch the best of the best compete against the backdrop of the
world-famous Great Barrier Reef. A place where rainforests become stages, beaches
become racetracks and the outback becomes a spectacular arena.
In Queensland, our events aren’t just events. They’re extraordinary experiences
that marry world-class sport, culture and entertainment with an astoundingly
beautiful natural environment to create unique, life-affirming moments that will
stay with you forever.
Our events and destinations may take top billing, but our year-round warm weather
is a worthy supporting act. Glorious sunshine, temperate waters and endless, blue
skies provide the perfect stage on which our star performers shine. And it’s all
delivered with a generous dose of down-to-earth, unpretentious charm courtesy
of our famously friendly locals.
It’s an irresistible combination. One that’s grown our capital city’s reputation as a
hub for culture, creativity and a vibrant music scene, as well as blockbuster sports
events. It’s even helping us to earn the title of Australia’s new home of country
music. From bucket-list endurance races on the world’s most beautiful beaches
through to quirky Outback festivals brought to life by our larrikin locals, let
Queensland take you on an eventful journey you’ll never forget.
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BIRDSVILLE. OUTBACK QUEENSLAND

D E S T I N AT I O N
DELIVERY
Queensland’s Experience Pillars and Hero Experiences represent our competitive
advantage, reflect what is unique and memorable about Queensland and present
the best opportunity to drive increased visitation and expenditure to Queensland.
Queensland tourism operators and events will bring to life our destination delivered
approach by being the direct touch point with consumers and delivering the Hero
Experiences to our guests across our destinations. Tourism and Events Queensland will
implement a Best of Queensland Experience Program, to identify the best of the best
tourism operators and events who will represent all that is great about Queensland. This
program will recognise and celebrate our leading tourism products and events who
consistently deliver outstanding and world class experiences to our guests.
We will use the Best of Queensland Experiences to promote Queensland, so that we
are confident that we are inspiring people to experience the best address on Earth.
To all our tourism operators and event managers – it’s your friendly smile and
warm greeting, your interaction and emotional connection with our guests and
your commitment to the pursuit of best practice that will provide us all with the
confidence to enthusiastically embrace and promote the new brand.
We invite you to get involved in the activation of the revitalised brand and in
bringing the Queensland story to life by delivering authentic and truly memorable
guest experiences.
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BRAND POSITIONING
At our brand’s core is a set of principles that articulate how and why we do what we do and the messaging
we use to bring it to life. It’s how we ensure every interaction we have with consumers is authentic and has
a consistent, recognisable voice.

B R A N D VA L U E S
Pride in Queensland, genuine,
authentic, confident and generous

BRAND PERSONALITY
Warm, friendly, welcoming, genuine,
outgoing, positive, carefree, cheeky,
unpretentious and straight talking

B R A N D AT T R I B U T E S
Our hero experiences
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THE WHITSUNDAYS

WHY THIS
N E W C R E AT I V E
A P P ROAC H?
The natural beauty and warm balmy climate of Queensland
continues to infuse positivity and inspire its local residents to keep
forging its undeniable position as the best address on earth. Life
is simple, genuine, easy going, laidback, unpressured. Beauty is
in abundance, the climate keeps on delivering. New experiences
sprout at every turn and it is all so accessible. Queensland is where
genuine people and beautiful places together, keep creating perfect
moments, again and again. The objective of this creative evolution
and campaign is to grow Queensland’s share of Overnight Visitor
Expenditure. We aim to achieve this by ensuring that Queensland
is top of mind amongst High Value Travellers and shifting those
intending to visit Queensland to actually visiting via a conversion
focused approach to Queensland marketing.
The new creative evolves the creative platform of local invitation
in a way that can be distinctly owned by Queensland. Queensland’s
beauty, its personality, the wonderous things to discover, the
generous people, and abundant nature and experiences, will balance
both familiarity and newness, iconic and unexpected. For those
travellers who feel they have ‘done’ Queensland, the goal is to
have them re-think and take another look at Queensland.
GOLD COAST

14

B E A U T I F U L O N E D AY,
PERFECT THE NEXT

Using the enormous equity of this famous line
as a bedrock from which to leap into the future.
Shifting its meaning from “Beautiful one day,
perfect the next” (weather) to “Beautiful one
day, perfect the next” (Queensland life)
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GIRRAWEEN NATIONAL PARK,
SOUTHERN QUEENSLAND COUNTRY

This campaign ignites Queensland pride to be the best for our visitors. We have
introduced two local musicians as the hero’s of this campaign. Thomas Busby and
Jeremy Marou: both quintessential Queenslanders. Down to earth, talented, with a
twinkle in the eye, and a deep and authentic love of our land. They show our true
personality and that Queensland has a different culture to be explored.
We will still showcase what makes Queensland such a spectacular place and we’ll
do it like never before, leaving travellers in no doubt as to why Queensland is, quite
literally, the best address on earth.
We will create more interesting stories that engage travellers beyond the expected
postcard. This idea is embedded in the “real Queensland” and has the potential to
evolve over time to keep a sense of freshness and momentum.
Whether you live here or visit from interstate or overseas, Queensland should
absolutely be top of the list for your NEXT holiday
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Q U E E N S L A N D LO G O
Our logo delivers a characterful, fluid and functional design. The relaxed form captures our unique spirit and personality.
It’s more than just a logo, it’s our signature.
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C O LO U R PA L E T T E
Inspired by the rich Queensland environment, our colour palette offers a spectrum of colour for functional and
aesthetic brand delivery.
Teal

Dark Teal

White

Wattle

Coral

Jacaranda

Stone

Ocean

Slate

Dark Wattle

Dark Coral

Dark Jacaranda

Dark Stone

Dark Ocean

Dark Slate

Charcoal
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INDUSTRY GUIDELINE S:
H OW TO R E P R E S E N T T H E B R A N D
L A N GUAG E A N D TO N E O F VO I C E
Our tone of voice reflects who we are and where we come from. We have a unique and very down to earth way
of talking about Queensland and we’re not afraid to express it. Each piece of communication should feel warm,
genuine, unexpected and inspiring.

P H OTO G R A P H Y A P P ROAC H
Our photography is about capturing travellers experiencing real moments in beautiful locations. These real moments
are to be authentic, not posed and preferably from the point of view of the traveller, to allow the viewer to feel as if they
are watching the moment. The traveller should look engaged and feel natural in the experience. The imagery should be
inspiring, enticing, bright and filled with light.
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MORETON ISLAND, BRISBANE

I N D U ST RY U SAG E
This creative platform is designed to take Queensland forward globally for multiple years. There will be new and
existing imagery used as part of the creative platform and RTOs and industry stakeholders will be able to leverage
Queensland’s activity and have access to the creative assets following the launch.
RTO’s and industry stakeholders are encouraged to utilise the tagline ‘BEAUTIFUL ONE DAY, PERFECT THE NEXT’
in their own advertising and creative look and feel, together with the complementary call to action ‘FIND YOUR
PERFECT NEXT @PARTNER. URL’.
The Queensland Signature stamp (see below) is mandatory in your creative when placed in association with the
tagline ‘Beautiful one day, perfect the next’.

This stamp is available in both charcoal and reversed. Please contact your TEQ representative to access the
correct file format.
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MOOLOOLABA, SUNSHINE COAST

H O W YO U C A N PA R T I C I PAT E
We’ve developed a significant creative platform for industry
to leverage and we want to embark on this journey with you
to create valuable and long term partnerships. Here’s what
we’ve got planned:

DOME STIC OPPORTUNITIE S
Domestic advertising opportunities include:
• Leverage major Tourism and Events Queensland (TEQ)
media partnerships
•	Visibility across TEQ-owned assets including Queensland
Holiday Deals on Queensland.com and consumer e-News
•	Option to leverage and complement Queensland’s voice
in market with your own advertising activity and access
to State Government media rates.
For more information, visit our dynamic online Industry Sales
Portal (marketingsales.queensland.com) or contact Tourism
and Events Queensland’s Sales Agency dtb! on: 1300 847 135 or
marketingsales@queensland.com. Remember to keep in touch
with your Regional Tourism Organisation representatives to stay
up-to-date with consumer marketing developments.

I N T E R N AT I O N A L O P P O R T U N I T I E S
TEQ has a presence in 14 international markets which are
strategically vital to the Queensland tourism industry as they
offer the greatest potential for significant growth in visitor
arrivals, overnight visitor expenditure and regional dispersal to
maximise Queensland’s market share. TEQ works in partnership
with the Queensland industry including major airports as
well as key distribution partners to develop and implement
targeted, integrated trade and consumer campaigns to increase
awareness of the State’s experiences and drive conversion,
attracting more international visitors to the State.
Opportunities for international ready tourism product are
regularly promoted through TEQ’s Industry News and the
TEQ corporate website enabling industry to connect with
and establish a presence in key international tour wholesale
programs. Industry is also invited and encouraged to support
the significant trade and media famils program aligned to
TEQ’s key international campaigns.
For further information visit teq.queensland.com
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H OW TO S H A R E
Visit the Queensland Facebook page to view and share our new campaign video.
You can also visit our Queensland YouTube channel to view and share our new
campaign videos.
We recommend embedding content from Queensland’s YouTube channel if you
would like these videos within your own website. Another option is to ‘favourite’
or ‘add’ the relevant video to a YouTube playlist within your YouTube channel.

H OW TO CO N N EC T W I T H U S
Instagram: @Queensland
Twitter: @queensland
Facebook: @visitqueensland
YouTube: @queensland
You can also share on social media by tagging #thisisqueensland on Instagram
and Twitter.
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NANDROYA FALLS,
TROPICAL NORTH QUEENSLAND

Q U E E N S L A N D, T H E N E X T C H A P T E R
Without people to bring it to life, a brand is nothing more than a pretty logo and a set of rules. For this to succeed we
have to live it. Breathe it. Believe in it. This is our brand and it’s up to each of us to make the most of this opportunity.
Our love for our land runs deep and our passion for sharing it runs even deeper. It’s time to harness that passion like
never before - and channel it into providing an experience our visitors will never forget.
This is our brand, our Queensland, where life’s beautiful one day, perfect the next.
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MORAN’S FALLS, SCENIC RIM

1
CLIFTON BEACH, TROPICAL NORTH QUEENSLAND

