TASMANIAN

TASMANIA: SMALL PLACE, BIG BRAND

MAY 2025















Presentation overview

1. 2.

Unearthing the From story to
Tasmanian Brand strategy and action
3. 4.

Our impact Lessons for other

places

AAAAAAAAA



UNEARTHING THE TASMANIAN BRAND
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“... place branding 1s not about
logos and slogans.”

= ROBERT GOVERS, 2013
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What we heard:
Obstacles and hardship 1n the past
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“For years we’ve been considered backward,
the ass-end of Australia. ... 1t has an ettect.”

- INTERVIEW PARTICIPANT, 2018
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What we heard:

The turn - the quiet pursuit of the
extraordinary
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Brand values

DETERMINATION, HARD WORK AND
INVENTION

Tasmanians have learned they have to work
harder than their interstate competitors to
succeed, with determination and a spirit of
invention. Tasmanians don’t choose the ‘easy’
solution.

QUALITY OVER QUANTITY

Everything is more expensive in Tasmania, so
we have to earn our price premium through
artisanal passion and exceptional quality no
matter what we are creating.
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CONNECTEDNESS

We are connected to each other and to this
place. This leads to a uniquely Tasmanian
spirit of cooperation.

QUIET CONFIDENCE

Quiet success will always be supported in
Tasmania.

PROTECT, PRESERVE, AND PROMOTE THE
UNUSUAL

Protecting and preserving that which we hold
dear is central to our way of life.









The call to action - “Be Tasmaman”
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The call to action
L CRENuERIEIREE
aspirational and
inviting.

For Tasmanians, it
means: ‘someone
just like you did it,
and you can do it

too.

H
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For others, it means:
“buy you wine and
software, join us for a
holiday, investin a
renewable state,
study here, or move
your life and career
ICHERINERIEMLIE
place and its people
will change you.



FROM STORY TO STRATEGY AND ACTION
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The Islander Way Story

The first thing you will notice, on Flinders and the Furneaux group of
islands, is the breathtaking scenery. In every direction, what you see is

like nothing else in the world.

No-one is here because it is the easiest place to live. Everyone is here
because it is different. When something works on these islands it tends

to be small and special.
As the rest of the world chases growth, we chase meaning.

The core of our culture is to be true to who we are, to try to live on what
can we find or grow on our rich land and in our waters, to support each

other. When a crisis strikes one of us, it strikes all of us.

We have a complex relationship with change because we understand
what it can bring. It's different here and we make different invitations to
visitors: for an unforgettable time on Flinders Island, learn to be one of
us for a few days, a week, or the rest of your life. Slow down, get lost,

contribute, connect.
Don't try to change this place. Let this place change you.

The Tasmanian story is the quiet pursuit of the extraordinary, and on
Flinders it is aged and distilled: quieter, harder, yet more rewarding,
more mysterious, more connected, more complicated, more

extraordinary.
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OUR IMPACT
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Our 1mpact

* Power through alignment
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Our 1mpact

* Moving from feelings to systems = shifting beliefs, behaviours,
and policy
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Our 1mpact

* Embedding change for the long term
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Our 1mpact

* Learning that loops = community insight to drive systems
change
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Our 1mpact

* Usingthe brand as a systems lever
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Our 1mpact

* Power through alignment

* Moving from feelings to systems = shifting beliefs, behaviours,
and policy

* Embedding change for the long term

* Learningthat loops = community insight to drive systems
change

* Usingthe brand as a systems lever
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LESSONS FOR OTHER PLACES
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What can vou learn from our experience?

* Begin with research and community engagement
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What can vou learn from our experience?

* Ensure the brand serves as a policy lens
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What can vou learn from our experience?

 Speakto multiple audiences
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What can vou learn from our experience?

* Understand and leverage your competitive advantages
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What can vou learn from our experience?

e Foster collaboration
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What can vou learn from our experience?

* Place brands are public assets
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What can vou learn from our experience?

* Begin with research and community engagement

* Ensure the brand serves as a policy lens

 Speakto multiple audiences

* Understand and leverage your competitive advantages
* Foster collaboration

* Place brands are public assets
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WELCOME@BRANDTASMANIA.COM.AU @BRANDTASMANIA #TASMANIAN



