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EXPERIENCE CO 
BRAND STORY

Experience Co is Australia’s largest tourism group - one big family of  
branded businesses providing an unbeatable range of unbelievable adventures  

in unsurpassed locations across Australia and New Zealand…

…from rainforest touring, luxury bush stays and island daytripping -  
to eye-popping reef snorkelling and heart-stopping skydiving in some of the 

world’s most breathtaking scenery.

For adventure-seekers, we deliver way beyond expectations - with the confidence 
and safety you’d expect from adventuremakers with over 20 years’ experience.

For adventure business operators, our scale, reach, financial stability, sector 
expertise and on-tap resources combine to deliver operational efficiencies,  

first-class management knowhow and instant ‘big-brand’ credibility.

Experience Co is on a healthy growth trajectory; strategically expanding our 
portfolio of adventure brands to meet increasing demands for experiences 

beyond the ordinary - while remaining resilient in turbulent times and delivering 
consistently healthy shareholder returns.

At its heart, Experience Co is simply about creating unforgettable experiences. 
Why? Because life’s too short for ordinary adventures.
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Brand blueprint

BRAND VALUES

Experience. Safety.
Adventure. Respect.

BRAND ESSENCE

Unforgettable.

B2B VALUE PROPOSITION
One big family of 

adventuremakers, dozens of 
adventure locations, thousands 

of adventure customers.

BRAND PURPOSE
Helping you  

escape the ordinary.

BRAND PERSONALITY

Spirited. Professional.
Authentic.

B2C VALUE PROPOSITION
Unsurpassed locations.

Unbelievable adventures.
Unforgettable experiences.

BRAND VISION
To be the most recognised and 

respected adventure business in 
Australia and New Zealand.
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Colour Palette

Sea Blue Midnight blue White

R 45
G 140
B 230

#2D8CE6

PMS 279C

C  ��72
M 40
Y  0
K  0

R 255
G 255
B 255

#FFFFFF

PMS white

C  ��0
M 0
Y  0
K  0

R 3
G 33
B 80

#032150

PMS 281C

C  ��100
M 90
Y  40
K  40
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Typography

MONTSERRAT BOLD MONTSERRAT REGULAR WHERE TO  
DOWNLOAD  
AND LICENSINGMontserrat has a range of weights, which 

means we can use the regular version for 
longer form copy or subheads.

–

abcdefghijklmnopqrstuvwxyz 
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

These fonts are Google Fonts,  
which means that they are free to 
use across any medium. 

Google are optimized for web, so 
they’ve been stress tested to be 
friendly to your website.

They can be downloaded here:

https://fonts.google.com/specimen/
Montserrat?query=montser

abcdefghijklmn
opqrstuvwxyz 
ABCDEFGHIJKLMN
OPQRSTUVWXYZ
1234567890

TO MATCH THE 
BOLDNESS OF THE 
LOGO WE’LL USE 
MONTSERRAT, A 
CLEAN & LEGIBLE 
TYPEFACE WITH 
SOME IMPACT.

7



8Prepared for Experience Co

Social Layouts

Social Logo

Full bleed images

Using images from our 
experience brands & 
partners is a great way to 
explain what EXP is about 
as a holding company, and 
what they offer.

Photos don’t always work 
the best in a square format. 
By having a consistent 
border, it enables us to tie 
all of these images together 
aesthetically.

Using the brand colours, 
we can develop a strong 
aesthetic for copy based 
posts too.

Reversing the colours can 
give us another variation 
while keeping us on-brand.

Images with borders

Copy based tiles

Copy based tiles

We can create a consistent aesthetic in our social 
feed through a few simple rules.
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Photography

Using images from our experience brands & partners is 
the best way to explain what Experience Co is about, and 
what they offer as a holding company.



10Prepared for Experience Co

eSignatures

BROOKE ROBSON (NÉE GRUNDY)
 Head of Marketing

• b.robson@experienceco.com

• www.experienceco.com

• 2/14 Ralph Black Drive, North Wollongong

• Experience Co Limited ACN 167 320 470 ASX:EXP

The image will be an animated 
GIF that cycles through a 
number of brands on a loop.
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Indicative design

This indicative design shows how to dial up or 
down the boldness of the brand. We could use 
printing techniques like embossing to down 
play large type, while retaining its boldness and 
premium look.
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YOUR EXPERTS IN 
RAIN FOREST TOURS

OUR  
COMPANY

WE OFFER A WIDE RANGE OF EXPERIENCES  
ACROSS AUSTRALIA AND NEW ZEALAND

Experience Co Limited (ASX:EXP) is an adventure 
tourism company founded in 1998 with the vision 
of now becoming the largest and most respected 

Skydiving Island day trips Reef tours

 CTA HERE

 CTA HERE

Indicative home page design

Photography from our experience brands is always 
going to be a great way to showcase Experience Co’s 
offering and strength.

By nature these photos are going to be wildly different 
to one another, so a good way to bring consistency 
through the website is through colour and typography. 
This could be done through bold panels of colour, or 
more subtly with roll-over states.
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Experience Co Logo
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Hero Logo
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Hero Logo on white

Hero Logo on Sea Blue Hero Mono Logo

Hero Logo on Deep Blue
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Clear space

The ‘i’ represents 1x

2x

2x 2x

2x
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Writing Experience Co

When presenting the name in written formats, please always  
write it as Experience Co with a space between Experience and Co  

(and no fullstop after Co)... unless it’s at the end of a sentence.
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Logo with taglines

18



19Prepared for Experience Co

Tagline - Large

ADVENTUREMAKERS is a bold, unique and unequivocal description 
of the business we’re in. Except in certain corporate communications 
contexts, the tagline should be an integral part of the masterbrand 
compact and should be used wherever the masterbrand appears.
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Clear space

The ‘i’ represents 1x

2x

2x 2x

2x

1x
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Hero Logo on white

Hero Logo on Sea Blue Hero Mono Logo

Hero Logo on Deep Blue



22Prepared for Experience Co

Endorser Logo examples
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Endorser Logo examples



Logo abbreviations

24



25Prepared for Experience Co

Abbreviated Logo
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Abbreviated Logo disk



Endorser logo
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Endorser logo

This line should be used on communications 
that have come from our experience brands to 
talk to the holding company.
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1x

2x 2x

2x

2x

1x

Clear space
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Endorser logo on white

Endorser logo on Sea Blue Endorser logo mono

Endorser logo on Deep Blue
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ENDORSER LOGO
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ENDORSER LOGO
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ENDORSER LOGO



Thank you.


