
A CASE STUDY FOR THE 
GREAT SOUTH WEST EDGE

How ‘Western Australia 
Tourism – Our Story’ can 
inspire the development  
of a new tourism product



WELCOME

This case study forms part of the toolkit for 
‘Western Australia Tourism – Our Story’.

A strong tourism brand does incredible things for a destination. It  
elevates tourism experiences, inspires new tourism products, unleashes 
the collective power of individual tourism operators, instils pride  
and energy in locals, and provides jobs and drives the economy.

‘Western Australia Tourism – Our Story’ has been created in 
consultation with over 500 tourism industry business owners and leaders 
from across the state, as well as being tested with over 200 consumers 
located intrastate, interstate and internationally. 

The purpose of this project is threefold, with the overarching aim to bring 
more travellers to WA. 

• For Tourism Western Australia (Tourism WA), Our Story will 
develop a highly differentiated marketing strategy that gives WA  
a competitive advantage.

• For the tourism industry, it will amplify individual efforts, and  
create a tourism brand that commands greater attention and value. 

• For travellers, it will motivate them to choose a holiday  
here over anywhere else in the world. 

‘Western Australia Tourism – Our Story’ belongs to us all. It is a common 
foundation and a tool that can be used where it adds value and is relevant. 
It has been created to allow flexibility. It’s not mandated nor is it stipulated 
how Our Story must be used. At Tourism WA, our priority is to celebrate the 
diverse ways different partners integrate it into their marketing, product 
development and business planning  to inspire others to do the same.

For Tourism WA, Our Story will inspire future advertising campaigns, events, 
destination development, partnerships and policy.

To demonstrate how Our Story can inspire tourism businesses, Tourism 
WA has partnered with three different organisations to create this series of 
case studies and show how it might be used.

We thank you for being a part of this important project for our state.  
To learn more about ‘Western Australia Tourism – Our Story’, click here  

www.tourism.wa.gov.au/our-story
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OVERVIEW

Since 2017, Regional Tourism Organisations – Australia’s Golden Outback 
and Australia’s South West - have been trialling the promotion of a WA 
road trip experience: The Great South West Edge. In 2019, it was agreed to 
further refine and develop this product, with the aim of creating the most 
iconic road trip in Australia – directly competing with well-known and 
established road trip experiences like The Great Ocean Road.

A ROAD TRIP LIKE NO OTHER

The Great South West Edge (hereinafter GSWE) offers an 
ever-changing landscape of coastline, forests, outback 
landscapes and mountain ranges that encounters a 
vibrant capital city (Perth), dolphins, whales, wildflowers, 
ancient caves, premium wines, fresh produce and 
Aboriginal culture along the way to its furthest destination 
east of Esperance.

This biodiversity hotspot is the fertile ground for an epic 
road trip; a mini slice of Australia that has a little bit of 
everything in it. Divided into legs—each with unique 
offerings—GSWE offers visitors a range of packaged road 
trips, tailored to the experiences that suit them, whilst 
tapping into the unique attributes of the many regions 
encountered along the journey.

CAPITALISING ON WA AS THE PLACE FOR THE 
ULTIMATE ROAD TRIP

GSWE came into existence when Tourism Australia’s 
National Landscapes program identified a gap in Western 
Australia’s road trip product and in 2013, an Experience 
Development Strategy identified a road trip as the best 
tool to promote the GSWE.   

The GSWE was launched in 2017 to the international 
trade followed by a successful social media consumer 
campaign in 2018. Throughout the last 18 months, 
Tourism WA has focussed on promoting WA’s road trip 
offering as a priority driver of appeal. This provided the 
perfect catalyst for GSWE to explore their long term 
positioning.  

Regional organisations within GSWE’s boundary—
Australia’s South West, Australia’s Golden Outback and 
Destination Perth - provided funding to develop and 
implement a marketing strategy to promote the touring 
route - starting from Perth or Esperance, wrapping 
around the South West coastline with extensions through 
the Wheatbelt and Goldfields. GSWE recognised the 
need to increase awareness of the route, and better 
demonstrate how consumers and regions can engage 
and leverage the road trip.

 
 
 
 
 
 

 

NB: Whenever ‘product’ is mentioned, it is referring to an 
offering that a tourism operator sells or promotes. In this 
instance, the ‘road trip’ is the product – but in other tourism 
businesses could also be considered a diving course, an eco 
resort or cave tour, for example. 
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interim solution, however it faced perception problems.  
Its length combined with a lack of reference to ‘road trip’, 
meant it was perceived as being a region rather than a 
road trip. GSWE wanted to look at how Our Story could be 
used to re-align their positioning and ultimately inspire a 
new name and focus that would better reflect ‘Australia’s 
best road trip’.

Key Challenges Identified
NEED TO BE SEEN AS A ROAD TRIP PRODUCT 
AND NOT ANOTHER ‘REGION’ - FINDING THE 
RIGHT POSITIONING AND NAMING 
 
GSWE needed to develop a clear product positioning 
and naming as a road trip, to avoid being perceived as 
another region that competes with its own RTOs.

It was essential that Industry Stakeholders were actively 
engaged in the process, in order to become advocates 
and leaders in providing exposure and ensuring longevity. 
 
MAKE A COMPLEX PRODUCT SIMPLE –  
A SINGLE MINDED IDEA FROM A MULTI-
FACETED, MULTI-REGION TRIP 
 
GSWE needed to build on extensive work already 
undertaken to develop the tools to consistently tell the 
story to both trade and consumers both domestically 
and internationally.

They also needed to identify one clear idea that 
represented the whole GSWE - that spans diverse 
regions and experiences.

This required getting a diverse range of stakeholders 
engaged in order to ensure its success.

Albany

Nannup

Denmark

Margaret
River

Bremer Bay

Walpole

Pemberton

Kalgoorlie

Hyden

EsperanceHopetoun
Lucky Bay

Norseman

Manjimup

Northcliffe

Rottnest Island

Bunbury

Porongurup

Yallingup

Fremantle

Northam

Ravensthorpe

Merredin

Perth

Busselton

Ferguson Valley

The Great South West Edge touring route. Starting from Perth and wrapping around the South West coastline, GSWE reaches Esperance as 
its final destination.

RETHINKING THE PRODUCT APPROACH

The initial marketing campaign reinvigorated interest in 
GSWE with consumers, trade and key stakeholders which 
provided the catalyst to review the positioning of GSWE 
to set a clear roadmap to its future development as an 
iconic asset for Western Australian tourism.  In 2019, the 
Organisation issued a Strategic Action Plan, identifying the 
following key aims for GSWE to maximise its impact with 
visitors:

1. Develop a differentiated brand positioning for GSWE

2. Increase visitation and spend yield along GSWE

3. Build stakeholder engagement and support for GSWE

4. Be a catalyst for destination and product     
development along GSWE

5. Develop a sustainable funding model for GSWE

THE  ‘REGION’ PROBLEM

A clear obstacle in developing GSWE further was two-
fold: getting a product with many and varied stakeholders 
engaged with its new direction, as well mitigating the 
perceptions among tourists of it being another ‘region’, 
rather than a road trip that traverses many regions.

GSWE needed to work with multiple stakeholders to 
leverage each region’s drawcards; to develop a mutually 
beneficial product for all of its stakeholders, rather than 
one that competes with the regions within it.

A NAME THAT FITS THE BILL

The name ‘Great South West Edge’ was developed as an 
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OTHERWORLDLY 
PHENOMENA

MAJESTIC 
LANDSCAPES,

BIG SKIES

FULL OF
CHARACTERS

BAREFOOT
LUXURY

ANCIENT TRACKS,
NEW JOURNEYS

EXAMPLES

Bush food, bush walks, 
ancient rock art, beach 
BBQs, caves, walking tours, 
Dreamtime stories and 
stargazing with the world’s 
fi rst astronomers.

Catching wild lobsters and 
enjoying intimate bushfood 
dinners. Helicopter rides in 
Purnululu’s Bungle Bungle 
Range. Fine wines and surf 
breaks with pans of paella 
balanced on rocks at the 
beach. Savouring a fresh 
coff ee with damper and 
quandong jam while curling 
your toes into Australia’s 
whitest beach.

Swimming alongside 
friendly whale sharks, 
back fl ipping manta rays 
and singing humpback 
whales. Bubblegum pink 
lakes, horizontal waterfalls, 
wildfl owers, the staircase 
to the moon, dinosaur 
footprints and giant tides.

The Kimberley, gorges 
shaped like cathedrals, 
Cottesloe Beach, Karijini 
National Park and the 
Pilbara night sky.

Locally run businesses with 
local knowledge. The ‘unique 
and memorable locals’ you 
meet on the road.

Being surrounded by desert 
and sea forges our culture 
and communities. Tourism 
businesses in Western 
Australia don’t happen by 
accident – it takes a fi erce 
belief in what’s great about 
our home to take it on and 
stick with it. Sharing our 
way of life and our stories is 
what drives us.

Spaciousness, sheer 
scale, scalpel sharp light. 
Witnessing what millions 
of years and the passage 
of time has created. It’s 
a special place, where 
connecting with the land 
helps you reconnect with 
yourself.

Where wonders hail from 
beyond the realms of 
possibility. Super natural 
contrasts of colour, texture 
and landscapes. It blows 
your mind then takes you 
right back down to earth.

Luxury, but not as you 
know it. Special but 
not snobby. It’s right 
on nature’s doorstep. 
Exceptional service that’s 
relaxed, down to earth and 
appears eff ortless. Special 
rare experiences in a low-
key environment.

Ancient stories waiting to 
be shared by the world’s 
oldest living culture. 
Aboriginal tourism 
experiences across the 
state and the seasons.

Ensure our Aboriginal 

experiences are 
elevated as part 
of the road trip

We have lots of th
ese 

laidback indulge
nt 

experiences scat
tered 

throughout the t
rip. E.g. 

Margaret River wi
neries, 

Injidup Spa, etc

Some of our key 

experiences are 
out of 

this world - kan
garoos on 

the sands of Luc
ky Bay, 

wild dolphins, p
ink lakes, 

Gloucester Tree

The vastness of 

space sometimes 

with nobody in i
t - 

you have things 
all 

to yourself

We are the road less 
travelled - discovery 
and ancient tracks lie 
around every corner

Our road trip 

contains some of 

WA’s friendliest 

folks - this shou
ld 

be highlighted in
 our 

positioning

The chara
cters you

 

meet along
 the way 

are often
 what makes 

a road tri
p truly 

unforgett
able 

While we do have 
phenomena like 
pink lakes - our 
otherworldliness comes 
from that moment 
of awe - of having 
something to yourself

The spectacular, 
changing landscape 

is the backdrop for 

our road trip

Unlocking product development 
opportunities with Our Story
By identifying commonality between their product offering and Our 
Story, GSWE could use this to frame decisions and generate ideas around 
developing their product.

This process helped GSWE distill their very own 
Spirit of Adventure – one that could inspire the 
development of their product strategy. To do this, they 
found alignment with the Pillars of Our Story – the key 
elements that make up the Spirit of Adventure.

They highlighted the phrases and snippets that 
inspired them, finding language and themes they could 
identify with. Because of the scale of the regions that 

GSWE covers, they identified significant overlap with all  
of these pillars. The diversity of experiences GSWE offers 
meant that they could tell a unique story of adventure 
across their whole product.

Doing this not only helped them understand how their 
product shared its roots with the Spirit of Adventure, 
but how they could amplify these shared attributes to 
position GSWE as the best road trip in Australia.

The Pillars to the Spirit of Adventure. By identifying the traits they shared with the Pillars, GSWE could easily see how their product related 
to the Spirit of Adventure. This could then help to frame and guide development of its product positioning.

A lot of‘self made’ 
luxury experiences - 
e.g. fishing and cooking 
up your own cray, a day 
of hiking followed by 
luxury accommodation



Essence & Purpose

Values

Personality

Visitor Benefits

Experiences

Wildflowers, wetlands, limestone caves, two oceans, giant 
trees, endemic species, more than 100,000km2 of national parks, 

bushwalking, bird watching, diving, snorkeling, 4WDing, coastal and inland 
walk trails, whale watching, fishing, Aboriginal cultural tourism, mountain 

bike riding, surfing, horse riding, artists and artistic presentations, historical 
implications (ie ANZACs), spectacular views, wildly contrasting colours

Amazing biodiversity, geological wonders, 
spectacular scenery, extraordinary contrasts 

between ocean and land, richness in colour, 
extreme climactic conditions, world-class wineries, 

an environment protected by vast distances and lack of 
human intervention, where time has not weathered history

Passionate, authentic and 
local, down-to-earth, enriching, 

engaging, accessible

Uniqueness, 
pristineness, 
abundance

A unique 
global 

showcase of 
biodiversity
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GSWE’s destination positioning. This positioning, undertaken by GSWE, clearly delineates their experiences, benefits, personality, values 
and purpose of their product. However, using Our Story, there is room to refine its approach.

Using Our Story to refocus 
product strategy and positioning
GSWE had put resources behind building out a clear and considered 
product brand strategy, one that would define their product’s relevance.

This brand position strategy is shown below. The 
strategic work completed prior to completion of 
Our Story, helped them to define what their product 
stands for. 

By looking at the existing brand pyramid and  
Our Story, GSWE could identify areas within the  
strategy that can be simplified or improved. 



Experiences
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Wildflowers, wetlands, limestone caves, two oceans, giant 
trees, endemic species, more than 100,000km2 of national parks, 

bushwalking, bird watching, diving, snorkelling, 4WDing, coastal and inland 
walk trails, whale watching, fishing, Aboriginal cultural tourism, mountain 

bike riding, surfing, horse riding, artists and artistic presentations, historical 
implications (ie ANZACs), spectacular views, wildly contrasting colours

Reframing GSWE’s experiences.

Essence & Purpose

Values

Personality

Visitor Benefits

A unique 
global 

showcase of 
biodiversity

Uniqueness, 
pristineness, 
abundance

Passionate, authentic and 
local, down-to-earth, enriching, 

engaging, accessible

Amazing biodiversity, geological wonders, 
spectacular scenery, extraordinary contrasts 

between ocean and land, richness in colour, 
extreme climactic conditions, world-class wineries, 

an environment protected by vast distances and lack of 
human intervention, where time has not weathered history

USING OUR STORY TO REFOCUS PRODUCT STRATEGY AND POSITIONING (CONT.)

Refocussing experiences
GSWE promoted a list of experiences and features 
which struggled to provide a clear idea of what a road 
trip like this offers.

By using Our Story pillars, GSWE were able to look at 
ways of presenting the experience that aligned with 
not only the Spirit of Adventure but what a road trip 
product could represent. 

- Aquatic activities 

eg. diving, surfing, 

snorkelling

- Adventure activitie
s 

e.g. mountain biking, 

4WDing, 

- Hiking + bush walk
s

NATURE’S 
PLAYGROUND

- World class 
wineries + 
restaurants
- Truffle hunting, 
marron fishing

- Glamping/eco 
resorts/spas

FORAGE, FEAST, 
AND INDULGE

- Wildflowers, 
bird watching
- Ancient caves, 
mighty oceans, 
towering forests
-Wild contrasts of 
colour and landscape
- Pink lakes

SPECTACULAR 
SIGHTS AND SCENES

- Aboriginal cultural 
tourism
-connecting with 
locals and their stories

- Artists + galleries

- History (ANZACs) 

- Creative scene

CULTURE AND 

CHARACTERS

A list of experience
s are hard 

to digest. Need to 
simplify and 

relate back to the P
illars. Why 

not categorise our e
xperiences, 

using the Pillars to
 inform these?



Visitor Benefits
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Amazing biodiversity, geological wonders, 
spectacular scenery, extraordinary contrasts 

between ocean and land, richness in colour, 
extreme climactic conditions, world-class wineries, 

an environment protected by vast distances and lack of 
human intervention, where time has not weathered history

Reframing GSWE’s visitor benefits.

Experiences

Personality

Values

Essence & Purpose
A unique 

global 
showcase of 
biodiversity

Uniqueness, 
pristineness, 
abundance

Passionate, authentic and 
local, down-to-earth, enriching, 

engaging, accessible

Wildflowers, wetlands, limestone caves, two oceans, giant 
trees, endemic species, more than 100,000km2 of national parks, 

bushwalking, bird watching, diving, snorkeling, 4WDing, coastal and inland 
walk trails, whale watching, fishing, Aboriginal cultural tourism, mountain 

bike riding, surfing, horse riding, artists and artistic presentations, historical 
implications (ie ANZACs), spectacular views, wildly constrasting colours

USING OUR STORY TO REFOCUS PRODUCT STRATEGY AND POSITIONING (CONT.)

Refocussing visitor benefits
While GSWE had framed their visitor benefits around 
what individual experiences offered their tourists, it 
needed to encapsulate the overarching benefits of how 
this road trip would offer them something truly unique.

To avoid being seen as highlighting benefits from 
certain regions, using Our Story, these benefits could 
be framed through the idea of how their product 
benefits the visitor’s sense of adventure. 

AUSTRALIA’S 
GREATEST HITS

UNSPOILT AND 
UNTOUCHED

On this trip, you’ll 
find all the best 
bits of this country 
rolled into one- from

 

the contrasts in 
landscape, friendly 
locals, to the natural

 

wilderness.

CHOOSE YOUR 
OWN ADVENTURE
Different legs of this 
trip offer different 
experiences to 
uncover. Whether it’s 
a relaxing getaway 
or an outback 
adventure, you can 
pick and choose what 
suits your mood.

ALL TO YOURSELF

You’ll find on this 
trip that sometimes 
the road just opens 
up, and you have 
these moments where 
it’s just you and your 
surroundings. That 
stillness and calm is 
a rare thing to find 
that often today. 

Our road trip spans 
one of the world’s 
biodiversity hotspots. 
It’s not an overcrowded 
or well-trodden path - 
its unspoilt beauty is  
a rare experience.

These are snippets 

of a benefit. Bring 

it back to what this
 

adventure offers 

them that no other 

trip can do as well
 

as the GSWE.

As well as rational benefits (ie experiences), 

we need emotive ones, that encapsulate the 

whole trip and how it offers something unique.
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Reframing GSWE’s brand personality.

Passionate, authentic and 
local, down-to-earth, enriching, 

engaging, accessible

Personality

Experiences

Visitor Benefits

Values

Essence & Purpose
A unique 

global 
showcase of 
biodiversity

Uniqueness, 
pristineness, 
abundance

Amazing biodiversity, geological wonders, 
spectacular scenery, extraordinary contrasts 

between ocean and land, richness in colour, 
extreme climactic conditions, world-class wineries, 

an environment protected by vast distances and lack of 
human intervention, where time has not weathered history

Wildflowers, wetlands, limestone caves, two oceans, giant 
trees, endemic species, more than 100,000km2 of national parks, 

bushwalking, bird watching, diving, snorkeling, 4WDing, coastal and inland 
walk trails, whale watching, fishing, Aboriginal cultural tourism, mountain 

bike riding, surfing, horse riding, artists and artistic presentations, historical 
implications (ie ANZACs), spectacular views, wildly constrasting colours

USING OUR STORY TO REFOCUS PRODUCT STRATEGY AND POSITIONING (CONT.)

Refocussing personality
The personality traits of GSWE help to frame the tone 
and attitude of the communications that will eventuate 
from the positioning, be it a campaign, marketing 
materials or brand identity.

Using the Pillars as idea starters, these attributes 
can be categorised to help create a personality that 
captures the Spirit of Adventure.

Free-thinking

Open-minded

Calming

Reassuring

Pure

Flawless

Inspiring

Local

Down to earth

Genuine

Salt of the earth

Neighbourly

Inviting

Sublime
Curious
Peculiar
Wondrous

Enriching
Understated
Humble
Modest
Comforting
Sensory

Wise

Intrepid

Enlightening

Engrossing

Spellbinding

Open

Dreamer

Other than‘enriching’, 

these personality tr
aits 

don’t align with ou
r 

USP’s or Our Story.

Use the Pillars to f
ind 

ideas for personalit
y 

traits that better su
it 

us.



Values
Uniqueness, 
pristineness, 
abundance
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Reframing GSWE’s values. 

Experiences

Visitor Benefits

Personality

Essence & Purpose
A unique 

global 
showcase of 
biodiversity

Wildflowers, wetlands, limestone caves, two oceans, giant 
trees, endemic species, more than 100,000km2 of national parks, 

bushwalking, bird watching, diving, snorkeling, 4WDing, coastal and inland 
walk trails, whale watching, fishing, Aboriginal cultural tourism, mountain 

bike riding, surfing, horse riding, artists and artistic presentations, historical 
implications (ie ANZACs), spectacular views, wildly constrasting colours

Amazing biodiversity, geological wonders, 
spectacular scenery, extraordinary contrasts 

between ocean and land, richness in colour, 
extreme climactic conditions, world-class wineries, 

an environment protected by vast distances and lack of 
human intervention, where time has not weathered history

Passionate, authentic and 
local, down-to-earth, enriching, 

engaging, accessible

USING OUR STORY TO REFOCUS PRODUCT STRATEGY AND POSITIONING (CONT.)

Refocussing values
Values represent what a business or product believes 
in and stands for. They are the building blocks that 
should define why a product or organisation exists.

GSWE had described their values as uniqueness, 
pristineness, and abundance. When comparing this to 
Our Story, it’s clear these don’t capture either the idea 
of adventure, or a road trip. Using the idea of the Spirit 
of Adventure, we can better frame these.

These values speak 
highly to 

the‘natural’aspects - but 

not highly enough t
o the 

ethos of a road trip
 - need 

to weave in the sen
se of 

adventure and disco
very.

Ask, how do we ins
till the Spirit of 

Adventure? What do we want our
 

visitors to value an
d take away from a 

trip along the GSW
E?

It’s the things that 

you don’t expect tha
t 

fill you up the most; 

that leave you in aw
e. 

We leave people with 

an appreciation for t
he 

wonder of the natural
 

world and the people 

within it.

Off the beaten 
path, away from 
the crowds and the 
congestion is where 
you’ll find a new 
piece of yourself; a 
weightless mind and 
a curious spirit.

We are brimming 
with experiences 
to be had, and 
bountiful, seemingly 
endless natural 
beauty that puts 
everything into 
perspective.

WONDER ESCAPE
ABUNDANCE



Essence & Purpose
A unique 

global 
showcase of 
biodiversity
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Reframing GSWE’s essence and purpose.

Experiences

Visitor Benefits

Personality

Values

Wildflowers, wetlands, limestone caves, two oceans, giant 
trees, endemic species, more than 100,000km2 of national parks, 

bushwalking, bird watching, diving, snorkeling, 4WDing, coastal and inland 
walk trails, whale watching, fishing, Aboriginal cultural tourism, mountain 

bike riding, surfing, horse riding, artists and artistic presentations, historical 
implications (ie ANZACs), spectacular views, wildly constrasting colours

Amazing biodiversity, geological wonders, 
spectacular scenery, extraordinary contrasts 

between ocean and land, richness in colour, 
extreme climactic conditions, world-class wineries, 

an environment protected by vast distances and lack of 
human intervention, where time has not weathered history

Passionate, authentic and 
local, down-to-earth, enriching, 

engaging, accessible

Uniqueness, 
pristineness, 
abundance

Existing essence and purpose

We are a unique global 
showcase of biodiversity.

We connect visitors to an 
array of uniquely Australian 
experiences set amongst 
preserved natural landscapes 
that offer remote tranquility 
with convenient travel.

USING OUR STORY TO REFOCUS PRODUCT STRATEGY AND POSITIONING (CONT.)

Refocussing essence and purpose
An essence and purpose statement is a representation 
of what your business stands for and why it matters. 
GSWE’s pre-existing statement was very nature 
focussed, and didn’t bring in the sense of a road trip, or 
how it related to their visitor’s thirst for adventure. This 
needed to be their ethos; their own  ‘Just do it’, or ‘Think 
Different’.

NEW ESSENCE & PURPOSE
Free yourself. Discover a journey into the heartland of an undisturbed and uncrowded Australia - a road trip that will change you forever. It’s an adventure that will fill your lungs, leave you in awe, and breathing more deeply. It feeds your soul with discovery and wonderment; every turn giving you a new experience to linger 

and absorb.

This doesn’t paint a
 clear 

picture of a road tr
ip. It lacks 

emotion and a‘big idea’.

Use Our Story to distill this 

into something emotive and 

sensory, that calls to mind 

the Spirit of Adventure and 

a life-changing road trip.



Essence & Purpose

Values

Personality

Visitor Benefits

Experiences
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GSWE’s refined destination positioning. Using Our Story and Pillars, GSWE were able to reframe their product positioning strategy.

NATURE’S 
PLAYGROUND

Free 
yourself

FORAGE, 
FEAST, 

AND INDULGE

WONDER

ESCAPE

ABUNDANCE

Calming

Salt of the earth

Enriching

Open

Curious

SPECTACULAR 
SIGHTS AND 

SCENES
CULTURE AND 

CHARACTERS

USING OUR STORY TO REFOCUS PRODUCT STRATEGY AND POSITIONING (CONT.)

Refined positioning strategy
By using Our Story as a lens, we can see an example of 
how GSWE’s positioning strategy can be tightened and 
simplified.

This refined product positioning and strategy can now 
help GSWE define their entire product development, 
from their brand identity, to their marketing materials, 
campaigns, and naming, and even how itineraries within 
this are named and packaged. This breaks down and 
defines their very own Spirit of Adventure.

AUSTRALIA’S 
GREATEST HITS

UNSPOILT AND 
UNTOUCHED

CHOOSE YOUR 
OWN ADVENTURE

ALL TO YOURSELF
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Way

Circuit Trek

Belt

Corridor

Crossing

Drive

Trail

Trip

Getaway

Track

Route

ROAD TRIP 
DESCRIPTORS

Path Tour

Road

2

Using the positioning to approach product naming. Here we can see how GSWE could approach their naming through their revised 
positioning strategy that has Our Story woven into it.

USING OUR STORY TO REFOCUS PRODUCT STRATEGY AND POSITIONING (CONT.)

Using the refined positioning to 
explore a product naming approach
With its refined positioning now aligned with Our Story, 
we can begin to see how GSWE can frame and tackle 
product development.

Using their essence of  ‘a journey into the heart of an 
undisturbed and uncrowded Australia’, we can explore 
a focus point for them: renaming their product.

By referencing the world’s most iconic road trips, we can 
see that the name needs to impart the sense of a road 
trip, as well as having a geographical indication. Once 
names are developed, a tagline can be tested against 
these, to find an emotive line that simply and clearly 
articulates the idea of Australia’s best road trip.

Discovery

Untamed
Wonderment

Hidden journey

Thousands of KMs

EXPLORE IDENTIFIERS THAT GIVE A SENSE OF PERSONALITY OR VALUES

Once naming options are created from this 
exercise, check that preferred options are 
easy to spell, ownable (not trademarked), 
and how you would approach a website URL.

Each of these 

has a descriptor 

e.g.‘route’that 

imparts the sense 

of a road trip.

We also need that something that identifies WA - a sense of personality or geography.

Now let’s inject some ideas that fit with our positioning strategy.

Next, we could identify the names we align with, and  create a tagline that fit with each, based on our new positioning strategy.

Route 66
, 

USA

Great O
cean Ro

ad, 

Australi
a

Camino Way, 

Spain

Garden Route
, 

South Africa

The Ring Road, Iceland

HOW DO OTHERS C
ONVEY 

A ROAD TRIP?
1

CornerPocket

Great/Vast

Cape Le Grand 
to Fremantle

Australian

Two Oceans

EXPLORE IDENTIF
IERS THAT 

GIVE A SENSE OF
 PLACE

Edge
Rim

West/Western

South West

Lucky Bay to 

Rottnest

3

4

NAMING STRUCTURE
5

Pick a road trip 
descriptor (2), then 
mix and match with 
words related to (3) 
or (4) to develop some 
naming options
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Summary
By reviewing the Great South West Edge’s strategy with Our Story, 
they are able to relate to the Spirit of Adventure and more clearly 
communicate the idea of “Australia’s best road trip”. 

Key Learnings

BEING SINGLE MINDED IN THE PURSUIT FOR 
‘AUSTRALIA’S BEST ROAD TRIP’
In this process, GSWE acknowledged the need to be 
‘something to someone’ and not ‘nothing to everyone’. This 
road trip needed to be single minded, and would never be able 
to appease every type of visitor. By honing in on what makes 
their product special and remaining true to this, they have a far 
greater chance of gaining market traction going forward.

EMBEDDING OUR STORY INTO THE CORE OF 
AN ORGANISATION CAN SIMPLIFY, AND GIVE 
CLARITY TO PRODUCT DECISION MAKING
With a revised strategy, GSWE can now use Our Story to  
guide their experience and product development.  Further 
decisions made around GSWE are now simplified, and  
adhere to a clearer vision of Australia’s best road trip.






