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Made by Nature.
Supported by Science. 

Taste Australia is the whole-of-horticulture brand used by 
industry and Hort Innovation to help increase the profile, 
sales and consumption of premium horticulture products in 
key export markets — in particular Asia and the Middle East.

Australia has a solid reputation for delivering high-end 
produce that has undergone the most rigorous food safety 
inspections along all stages of the supply chain and the 
Taste Australia brand builds upon this. 

Taste Australia tells the unique story of Australian 
horticulture products. Our country is known for our blue 
skies and sunshine, appealing farms and orchards, beaches 
and beautiful landscapes, and our lifestyle. The story is 
conveyed through illustrations and supported by beautiful 
imagery of and key messages about our people, product  
and place. 

This premium position sets us apart for our competitors and 
gives our buyers and consumers a sense of Australia every 
time they buy and eat Australian horticulture products.

Taste Australia export activities include trade shows, trade 
missions and retail marketing activities.

About 
our brand
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Master  
word-mark.

Minimum  
size.

To ensure good reproduction and legibility the word-
mark is not to be used under 28mm wide.

The word-mark is the key identifier in the brand 
identity system. It has been carefully created for 
balance, elegance and legibility. The word-mark 
must never be recreated in any way and should 
never be reset as text. Please ensure you only  
use master artwork files.

L O G O  4



Clear  
space. 

Clear space must exist on all sides of the word-mark 
to ensure to ensure strong and consistent placement 
of the word-mark across all applications. This clear 
space must be free of any other elements such as 
type, illustrations, graphic elements, other logos or 
imagery. 

The clear space must be equal to, or greater than the 
‘T’ which is the height of the capital T in Taste. 

L O G O  5



Colour  
versions.

The word-mark is available in several colour versions 
to best suit various applications.

Where possible the colour version should be used. 
This is available in Pantone, CMYK or RGB colour 
systems. When it’s not possible to use the colour 
version, mono black or white can be used.

Colour Pantone 
CMYK 
RGB

Mono black

Mono white

Mono white

L O G O  6



Dos Don’ts

 75  Don’t alter the lock-up in any way.
6  Don’t use over the top of illustrations.
7 Don’t use colour version on coloured backgrounds.
8  Don’t use on busy images that effect legibility.

1  Do use the colour version on white or cream.
2  Do use alongside illustrations, providing there is 

plenty of clear space between the two.
3 Do use reversed white version on primary colours.
4  Do use reversed white version on images that have 

a suitable area where it will be clearly legible.

1

2

3

4 8

7

6
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Primary 
palette.

GREEN  
Pantone 7737 
C:60 M:0 Y:95 K:7 
R:107 G:165 B:57

BLACK 
C:0 M:0 Y:0 K:100 
R:20 G:20 B:20

BACKGROUND CREAM 
70% of Pantone 9224 
C:3 M:3 Y:8 K:0 
R:245 G:241 B:231

Green and black, as used with the word-mark,  
are the primary colours with green being the  
main colour.

Colour mixes have been specially created for each 
type of application. Lithographic (or offset) printing 
will use the PANTONE® matching system, or CMYK. 
Digitally printed files use CMYK. Screen based 
communication should use RGB.
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Accent 
palette.

C:55 M:100 Y:75 K:0 
R:141 G:47 B:74

C:85 M:67 Y:23 K:20 
R:53 G:80 B:123

C:74 M:25 Y:63 K:26 
R:56 G:119 B:96

C:84 M:88 Y:50 K:0 
R:83 G:69 B:106

C:10 M:85 Y:95 K:0 
R:220 G:77 B:45

C:79 M:39 Y:13 K:0 
R:51 G:133 B:180

C:60 M:0 Y:95 K:7 
R:105 G:179 B:70

C:58 M:74 Y:44 K:0 
R:131 G:92 B:118

C:8 M:45 Y:90 K:0 
R:231 G:153 B:56

C:62 M:6 Y:20 K:0 
R:85 G:186 B:201

C:35 M:6 Y:86 K:0 
R:177 G:200 B:81

C:27 M:47 Y:56 K:15 
R:166 G:124 B:102

C:0 M:10 Y:65 K:3 
R:249 G:216 B:114

C:18 M:3 Y:8 K:0 
R:206 G:227 B:229

C:14 M:0 Y:55 K:0 
R:224 G:232 B:145

C:8 M:16 Y:30 K:0 
R:233 G:210 B:179

The accent colours have been inspired by the natural 
Australian landscape along with major products that 
Taste Australia represents. 

In trade show applications these colours can be 
used as subtle secondary colours, but should never 
overpower the primary colours. Only a select few can 
be used in conjunction with colour illustrations (see 
pages 16-17). 

In point of sale, retail and promotional material these 
colours can be used to best suit a particular product 
offering and can be used more prominantly.
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Primary 
typeface.

Metric

Metric is the primary typeface for all designed 
communications. It is a contemporary 
geometric sans that’s been chosen as a good 
fit with the master word-mark. It should be 
used for headlines, sub headings, body and 
detail text. For consistency only use the 
weights named below.

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789$%@#?!&(){}+\*

Regular
Medium
Semibold
Bold

T Y P E F A C E  1 0



Verdana

Substitute 
typeface.

In certain circumstances, it may not be possible 
to use the primary typeface (for example, 
Microsoft applications). In such circumstances, 
the substitute typeface, Verdana, should be 
used.

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
0123456789$%@#?!&(){}+\*

Regular

Bold

T Y P E F A C E  1 1



Illustrations—
fruit.

Taste Australia tells the unique story of Australian 
horticulture products. Our country is known for 
our blue skies and sunshine, appealing farms and 
orchards, beaches and beautiful landscapes, and our 
lifestyle. This story is conveyed through illustrations 
commissioned by illustrator James Gulliver-Hancock. 
These have been drawn as black line-art and then 
arranged into coloured compositions for specific 
application purposes and formats by Strategy 
Creative Sydney.

The following 4 pages show all the original black 
line-art drawings grouped into catagories.

I M A G E R Y  1 2



Illustrations—
veg & nuts.

I M A G E R Y  1 3



Illustrations—
scenes.

I M A G E R Y  1 4



Illustrations—
Australiana.

I M A G E R Y  1 5



Illustrations—
colour compositions.

Colour compositions for specific application purposes 
and formats are created by Strategy Creative Sydney. 
The example illustration composition below uses 
green and black (primary colours) plus orange and 
red (accent colours). Tints of these colours have also 
been used.  

I M A G E R Y  1 6



The illustration composition below uses green and 
black (primary colours) plus mid-blue (accent colour). 
Tints of these colours have also been used.  

I M A G E R Y  1 7



Buyer’s  
guide.

Cover design for the buyer’s guide used at 
international trade shows and events.

Size: A4. 
Print: 4 colour process. Full bleed.

T R A D E  S H O W  A N D  E V E N T  A P P L I C AT I O N S  1 8

Taste Australia  
Asia Fruit Logistica

A S I A  W O R L D  E X P O  
L A N TA U ,  H O N G  K O N G
— 
H A L L  3 D ,  B O O T H S :  
3 – Q 0 1   3 – R 0 1   3 – Q 1 7   3 – R 1 7



Buyer’s  
guide.

Example spreads from the buyer’s guide for 
international trade shows and events.

Size: A4. 
Print: 4 colour process. Full bleed.

T R A D E  S H O W  A N D  E V E N T  A P P L I C AT I O N S  1 9
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Made by Nature.
Supported by Science. 

Hort Innovation is a not-for-profit, grower-owned 
Research and Development (R&D) and marketing 
company for Australia’s $9 billion horticulture industry.

Hort Innovation invests more than $100 million in  
R&D and marketing programs annually.

While the investment decisions we make are deliberate, 
considered and evidence-based, innovation sits  
at the heart of what we do to make big gains.

Our goal is to grow the future of Australia’s fruit, 
vegetable, nut, plant and tree industries. Our job  
is to help growers increase their productivity  
and profitability.

Our vision 
Growing the future of 
Australia’s horticultural 
industries.

Our mission 
Increasing the productivity, 
farm gate profitability and 
global competitiveness 
of Australia’s horticulture 
industries.

Taste Australia is the whole-of-horticulture brand  
used by industry and Hort Innovation to help increase 
the profile, sales and consumption of premium 
horticulture products in key export markets —  
in particular Asia and the Middle East.

Under Taste Australia, Hort Innovation undertakes 
export market development activities including trade 
shows, trade missions and retail marketing activities. 
Taste Australia aims to build a globally competitive, 
unified, agile and profitable Australian horticulture 
industry through sustainable investment in high  
value and high growth export markets.

Hort Innovation works closely with key industry 
organisations including State Governments, other 
research and development corporations and Austrade 
to help drive and support these projects.

Taste Australia exhibits at a number of international 
trade shows to further develop export opportunities  
in key Asian and Middle Eastern markets. These events 
enable Taste Australia to put international buyers 
in contact with leading Australian growers, industry 
bodies and reliable exporters and keep buyers up to 
date with information on what’s in-season, how the 
season is shaping up and industry news.  

H O R T  I N N O VAT I O N  
O V E R V I E W

TA S T E  A U S T R A L I A 
O V E R V I E W

horticulture.com.au
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Aussie plant 
biosecurity gets 
a AUD 21M tech 
injection.

Australia is on track to adopt some 
of the most sophisticated plant pest 
surveillance technologies in the  
world after Hort Innovation secured  
a Federal Government grant and  
co-investor funding to deliver a  
AUD 21million plant biosecurity push. 

The new project will further safeguard 
Australian agriculture from pathogen and 
pest incursions. The initiative will utilise next-
generation technologies to allow producers to 
receive timely and accurate information about 
pests and pathogens in their region, help 
them with management decisions, reduce 
resistance and demonstrate pest-free status 
to export markets.

The five-year project will see the 
construction and establishment of eight 
state-of-the-art mobile pest monitoring 
hubs, including a suite of smart surveillance 
traps that capture airborne fungal spores 
and insects and reference them against 
GPS, temperature, humidity, wind speed and 
direction data.  

The project is a commitment to unite efforts 
to strengthen Australian plant biosecurity 
and build on Australia’s reputation for 
offering clean, green plant products.

World-leading 
facility boosts 
fruit fly defence.
A world-leading $3.8 million sterile 
insect technology facility recently 
opened in Australia, providing a 
powerful new line of defence against 
one of horticulture’s most damaging 
pests — the fruit fly.

The Centre will produce 50 million sterile 
male Queensland Fruit Flies each week.  
The flies will be released to mate with 
females, collapsing wild populations in fruit 
fly affected horticulture growing regions.

The facility is supported by SITplus,  
a national research and development effort, 
which now has a combined program budget 
of more than $45 million. 

Research undertaken at the SIT facility is  
a game-changer for the future management  
of Queensland fruit fly in Australia.

H O R T  I N N O VAT I O N  
R & D  P R O J E C T S

AUD 16.5M to bolster Australia’s 
export reputation in Asia.
This national four-year project 
will explore a tightening of export 
operations along all stages of 
the supply chain — from the way 
produce is packed, to how it is 
stored, to shortening the time  
from picking to arriving on 
supermarket shelves.

The monitoring of conditions from farm 
to import customer is essential to help 
growers better understand the condition of 
their products on arrival and their products’ 
ability to withstand in-country distribution 
to the retailer and consumer. The aim is to 
ensure the end-buyers are getting the best 
fruit, vegetables and nut products possible.

Australian growers have a firm appetite  
to increase export trade and a number  
of leading producers are participating in  
this project.

Building vegetable  
industry exports.

The Australian vegetable industry aims to 
increase the value of vegetable exports to 
AUD 315 million, or 40 per cent, by 2020 
which was outlined in the Vegetable Industry 
Export Strategy 2020. The strategy outlines 
a range of methods to help more growers 
and the wider industry export Australian 
vegetables best serve overseas markets. 

The strategy will ensure vegetable exports 
are treated as a long-term channel to 
market by delivering export training 
programs for growers, increasing the range 
of opportunities for producers to connect 
directly with overseas buyers.

Australia’s first horticultural robotics 
learning and development hub.
The Horticulture Innovation 
Centre for Robotics and Intelligent 
Systems (HICRIS) is Australia’s first 
horticultural robotics learning and 
development hub. It is driven by 
industry’s determination to adopt  
on-farm technologies, ramp up 
export capacity and develop future 
leaders in non-traditional areas  
of horticulture.

Located at the University of Sydney, HICRIS 
is initially hosting a $10 million commitment 
to projects in robotics and autonomous 
technology that aim to increase farm 
efficiencies.

Work at the centre includes, but is not 
limited to, developing technology that 
can detect foreign matter; robots that can 
map tree-crop architecture; and ground-
breaking autonomous weed identification 
and eradication capabilities. We are also 
investigating capabilities such as automated 
crop forecasting to predict the best time 

to harvest and ground penetrating radar 
sensors to measure factors such as soil 
water content and root systems.

HICRIS aims to attract Australia’s brightest 
minds in engineering and science, and 
currently has six research fellows, five PhD 
students and six technical staff. It also acts 
as a training facility for Australian growers 
and the future generations of students who 
are passionate about creating innovative 
solutions to drive the future of farming.

‘HICRIS aims to 
attract Australia’s 
brightest minds 
in engineering 
and science’

6   Taste Australia Taste Australia   7

I N T E R N AT I O N A L  T R A D E 
E X P O R T S

I N T E R N AT I O N A L  T R A D E 
E X P O R T S

NZ &  
Oceania
5%

North 
America
6%

Europe
16%

Asia
58%

Africa
<1% $111.70m

39,468t

$118.80m
22,294t

$346.20m
53,798t

$1,230.40m
454,113t

$13.60m
2,565t

Asia* Tonnes $M

Grapes 97,094 $328.60

Almonds 24,334 $201.10

Oranges 131,515 $165.40

Macadamias 10,490 $114.60

Cherries 4,977 $70.40

Mandarins 31,048 $55.30

Summerfruit 9,703 $33.30

Carrots 40,578 $32.90

Asparagus 4,037 $24.70

Potatoes 34,704 $23.40

Total 454,113 $1,230.4

Middle East Tonnes $M

Almonds 4,148 $51.40

Carrots 57,610 $45.90

Grapes 8,756 $26.20

Summerfruit 6,124 $13.90

Mandarins 7,248 $11.20

Oranges 10,720 $10.00

Strawberries 1,004 $9.10

Muskmelons 4,176 $8.50

Mangoes 1,647 $5.90

Macadamias 189 $4.80

Total 111,578 $209.70

New Zealand  
& Oceania Tonnes $M

Almonds 1,871 $23.10

Grapes 4,053 $12.10

Mandarins 5,772 $10.80

Oranges 7,188 $7.30

Pears 4,340 $6.20

Beans 1,773 $5.70

Muskmelons 3,278 $5.50

Strawberries 506 $3.90

Mangoes 842 $3.40

Macadamias 156 $3.30

Total 39,468 $111.70

Total Exports** Tonnes $M

Almonds 60,633 $616.20

Grapes 110,007 $367.30

Macadamias 19,366 $253.20

Oranges 160,580 $202.10

Mandarins 48,974 $84.80

Carrots 100,214 $80.80

Cherries 5,593 $76.10

Summerfruit 14,366 $48.30

Mangoes 7,006 $30.90

Onions 43,891 $28.60

Total 689,903 $2,111.80

Europe Tonnes $M

Almonds 24,297 $276.70

Macadamias 1,261 $28.20

Walnuts 2,300 $10.20

Onions 21,887 $14.20

Apples 699 $2.50

Foliage* $2.40

Live Plants* $1.90

Mandarins 1,902 $1.80

Kiwifruit 523 $1.20

Pecans 59 $1.10

Total 53,798 $346.20

North America* Tonnes $M

Almonds 5,095 $54.20

Oranges 10,652 $18.10

Macadamias 646 $17.80

Mandarins 2,904 $5.50

Pecans 219 $2.70

Pears 998 $1.60

Cherries 119 $1.40

Mangoes 187 $1.30

Mushrooms 1.2 $1.20

Foliage* $1.00

Total 22,294 $118.80

Africa Tonnes $M

Almonds 889 $9.70

Carrots 1,270 $1.10

Total 2,565 $13.60

Exports of fresh 
horticultural 
products by 
region.

*Flower and nursery exports are recorded by value 
rather than weight, and so tonnes of these categories 
are not included in totals.

**Total includes exports with no specified country.

Source: 2016/17 Australian Horticulture Statistics 
Handbook, Hort Innovation and Fresh Logic.

Middle 
East
10%

$209.70m
111,578t
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Australian Table 
Grape Association

Business Overview
Warm, dry summers and deep, rich 
soils provide an excellent environment 
for Australian growers to produce 
high quality, green, red and blue/black 
varieties of table grapes.

Growers or their trained agronomists 
regularly inspect vineyards throughout 
the entire growing and harvesting period. 
They are committed to consistently 
producing sweet, plump juicy, berries that 
are uniform in colour and size especially 
for export markets.

Australian table grape producers 
generally live and work on their 
properties facilitating the integral 
practices of integrated pest management 
and irrigation scheduling, used in 
managing quality and quickly controlling 
any pest or disease which may be present 
in the vineyard.

With modern growing practices, on-site 
cool room facilities, audited quality 
assurance programs and experienced  
in-field quality supervisors, the industry 
has developed a strong reputation as a 
high quality counter-seasonal supplier to 
the northern hemisphere markets.

Products and Varieties
Australia’s geographical spread of 
production enables fresh sweet table 
grapes to be available from November 
through to May.

Positioned in the southern hemisphere, 
Australia is well placed to provide 
counter-seasonal table grapes to 
complement northern hemisphere 
producers and help keep your customers 
supplied with fresh fruit year round.

Table grapes can be picked, packed 
and air freighted to Asian markets 
within 48–60 hours of harvest. 
Alternatively, table grapes sent by 
sea in refrigerated containers can be 
in Asian markets within 12–20 days of 
harvest. Shipping to the Middle East 
takes a little longer at almost 4 weeks.

Seasonality

Jeff Scott
Chief Executive Officer
—
T +61 3 5021 5718 
E atga@ncable.com.au

33 Madden Avenue  
Mildura, Victoria, 3500 
—
australiangrapes.com.au
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B LU E / B L AC K G R A P E S

Autumn Royal

Midnight Beauty

G R E E N G R A P E S

Seedless Dawn

Seedless Menindee

Seedless Thompson

R E D G R A P E S

Seedless Red Globe

Seedless Crimson

Seedless Flame

Seedless Ralli

    In season

Business Overview
AUSVEG is the national industry 
association representing the interests of 
Australian vegetable and potato growers.

AUSVEG is increasing its focus on 
exporting and is undertaking a range of 
export development activities aimed at 
increasing the export capability of the 
vegetable industry, providing tools and 
resources that help growers compete 
in export markets, and creating market 
opportunities for the industry.

Australia is internationally renowned for 
its clean, fresh and delicious produce, 
with a range of rigorous quality assurance 
programs and a first-rate food safety 
system. Vegetable growing is the fifth 
largest agricultural sector in Australia by 
value, after cattle, wheat, milk and fruit 
and nut. Vegetable production accounts 
for over 6 per cent of the total value of 
Australian agricultural production, worth 
AUD$4 billion per annum.

In the 2015–16 financial year, Australia 
exported 209,871 tonnes of fresh 
vegetables valued at AUD$226.5 million. 
In January 2017, the industry released the 
Vegetable Industry Export Strategy 2020, 
which targets 40% growth in vegetable 
exports to AUD$315 million and 310,000 
tonnes by 2020.

The AUSVEG stand at Asia Fruit Logistica  
2017 showcases a wide selection of high 
quality Australian produce from growing 
regions across the country.

AUSVEG is seeking to establish 
connections with relevant wholesalers, 
retailers and importers of fresh 
horticultural produce.

Products and Varieties
The Australian Vegetables stand at Asia 
Fruit Logistica will display a range of 
high quality Australian fresh vegetables 
including: carrots, onions, sweet corn, 
potatoes, celery, leeks, lettuces, spinach, 
cauliflower and broccoli as well as other 
products for the retail, wholesale and 
food service sectors.

Seasonality

Growing or Sourcing Region

AUSVEG

Michael Coote
National Manager – 
Export Development
—
T +61 3 9882 0277 
F +61 3 9882 6722
E michael.coote@ausveg.com.au

Level 2, 273 Camberwell Road 
Camberwell, Victoria, 3124
—
ausveg.com.au
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Asparagus

Beans

Broccoli

Capsicum

Carrots

Cauliflower

Celery

Cucumber

Lettuce

Potatoes

Pumpkins

Sweetcorn

Turnips

   In season   Light to moderate supply

 0

 >1,000

 1,000–2,000

 2,000–5,000

 5,000–10,000

 <10,000
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E X H I B I T O R SE X H I B I T O R S

Australian 
Almonds

Business Overview
The Almond Board of Australia is the 
industry representative body for the 
Australian almond industry. Our role is to 
provide a platform for industry members 
to collectively respond to industry wide 
issues, invest in research and marketing, 
share knowledge, and interact with 
government and other stakeholders.

The Australian almond industry has 
grown significantly over the past ten 
years: from a crop just over 10,000 tonnes 
in 2013 to more than 80,000 tonnes in 
2017. The Australian almond industry is 
now the second largest growing region in 
the world, with export sales to more than 
40 countries around the world.

There are five major Australian almond 
exporters: Almondco Australia, Bright 
Light Agribusiness, Nut Producers 
Australia, Olam Orchards Australia,  
and Select Harvests.

Products and Varieties
There are three main varieties of 
Australian almonds: Nonpareil,  
Carmel and Price.

Growing or 
Sourcing Region
Our key growing regions are Sunraysia 
in Victoria, the Riverland and Adelaide 
Plains in South Australia and the Riverina 
in New South Wales.

Seasonality
Australian almonds are harvested during 
February — March each year.

Joseph Ebbage 
Market Development Manager
T +61 8 8584 7053
E jebbage@australianalmonds.com.au
—
1801 Bookpurnong Road 
Loxton, South Australia, 5333 
—
australianalmonds.com.au

Australian 
Blueberry Growers’ 
Association

Business Overview
Australian blueberries are available 
from mid/late May through to March, 
depending on the growing region/state 
and seasonal variations due to climatic 
and growing seasons. About 11,000 
tonnes of Australian blueberries were 
produced last year, this figure is expected 
to increase over the subsequent years.

Growing or Sourcing 
Region
Australian blueberries are produced in 
all states except the Northern Territory. 
New South Wales is the largest producer, 
followed by Tasmania, Queensland, 
Victoria and Western Australia. 
There has been a rapid expansion in 
plantings over the last five years and 
with this an enhanced export focus.

Australia is home to some excellent 
blueberry varieties, with large 
size and very good eating quality. 
These characteristics, along with 
our pristine environment and clean 
post harvest methods have led to an 
increase in demand for Australian 
blueberries across Asian markets.

Greg McCulloch 
President
T +61409 140 851
E gregmcculloch@bigpond.com
—
466 Austinville Road 
Austinville, Queensland, 4213
—
www.abga.com.au
www.australianblueberries.com.au

Seasonality
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   In season

Capogreco 
Farms

Business Overview
Capogreco Farms is an entirely family 
owned and operated business dating back 
to 1988. Located only one hour south of 
Perth in Western Australia.

Capogreco Farms proudly supplies  
the freshest quality products to all  
their customers direct from harvest.  
They specialise in rockmelon and 
honeydew melon from January through 
to November and broccoli from April 
through until October.

Products and Varieties
• Rockmelon
• Honeydew melon
• Broccoli
• Pumpkin
• Watermelon
• Cauliflower
• Strawberries

Seasonality

Dane Capogreco 
Sales & Marketing Director
T +61 8 9733 2878
M +61 438 910 844
F +61 8 9733 2879
E info@capogreco.com
—
142 McClure Road 
Hamel, Western Australia, 6215
—
capogreco.com
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Rockmelons

Honeydew melon

Watermelon

V E G E TA B L E S

Broccoli

Pumpkin

   Fruit in season   Vegetables in season

Cherry Growers 
Australia

Business Overview
Australian cherries are available from 
mid to late October to late February, 
depending on the growing region/state 
and seasonal variations due to climatic 
and growing seasons. Currently about 
15,000 tonnes of Australian cherries 
are produced every year with over 30% 
exported to over 30 countries with Asian 
markets being the biggest importers 
taking 80% of exports. Exports are 
expected to increase to 50% in 2017.

Growing or 
Sourcing Region
Australian cherries are produced in six 
states, with New South Wales, Victoria 
and Tasmania being the three largest 
producers and South Australia, the fourth 
largest producer. There has been a rapid 
expansion in plantings and an enhanced 
export focus being driven by demand 
from Asia. Both Western Australia and 
Queensland are relatively small producers 
focusing on their domestic markets.

Tom Eastlake 
Chief Executive Officer
T +61 4 19 871 824
E ceo@cherrygrowers.org.au
—
262 Argyle Street 
Hobart, Tasmania, 7000
—
cherrygrowers.org.au
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   In season

Seasonality
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A4 letter  
header.

Size: 210mm x 297mm. 
Print: 4 colour process. Full bleed.

T R A D E  S H O W  A N D  E V E N T  A P P L I C AT I O N S  2 0



Pull-up 
banner.

Size: 845mm x 2200mm. 
Print: 4 colour process. Full bleed.

T R A D E  S H O W  A N D  E V E N T  A P P L I C AT I O N S  2 1

Made by Nature.
Supported by Science.



Digital   
header.

Size: 2160px x 1080pxT R A D E  S H O W  A N D  E V E N T  A P P L I C AT I O N S  2 2



Online invitation  
(e.g. Eventbrite) .

Size: 148mm x 210mmT R A D E  S H O W  A N D  E V E N T  A P P L I C AT I O N S  2 3

Y O U ’ R E  I N V I T E D  T O  T H E

TA S T E  A U S T R A L I A  
E X C L U S I V E  B U Y E R 
E X P O
6  S E P T E M B E R 
1 0 . 3 0 A M – 1 1 A M

Please join us at the Taste Australia pavilion to 
meet some of our leading growers and exporters.

This is an exclusive event and an opportunity  
to hear firsthand about key products, seasonality  
and production forecasts while you sample some  
of our wonderful products the ‘Taste Australia’  
chef cooks up especially for you. 

T A S T E  A U S T R A L I A  P A V I L I O N  
H A L L  3 D  S T A N D  Q 1 7  
A S I A W O R L D - E X P O  L A N T A U  
H O N G  K O N G  
A S I A  F R U I T  L O G I S T I C A



Tote bag.

Photograph

The tote below has a 300mm x 300mm print area 
and is printed in CMYK colour. The artwork for this 
type of fabric printing needs to be setup as Vector 
outline art. A PDF and EPS print version of this is 
available to supply for production. Please contact  
the Brand Managers for artwork files.

The fabric to be printed on can be either cream, 
closest match to 70% of Pantone 9224 (as pictured), 
or white. No variations allowed. 

P R O M O T I O N A L  A P P L I C AT I O N S  2 4



Photograph

Apron.

The apron below has a 200mm x 200mm print area 
and is printed in CMYK colour. The artwork for this 
type of fabric printing needs to be setup as Vector 
outline art. A PDF and EPS print version of this is 
available to supply for production. Please contact the 
Brand Managers for artwork files.

The fabric to be printed on can be either cream, 
closest match to 70% of Pantone 9224 or white.  
No variations allowed. 

P R O M O T I O N A L  A P P L I C AT I O N S  2 5



Posters.

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

C H E R R I E S

Fresh from our  
farms to you.

Sweet. Tasty.  
Nutritious.

V
ie

tn
am

 e
xa

m
pl

e

The below template format can be scaled to suite the  
‘A series’ format:

A5 Size: 148mm x 210mm 
A4 Size: 210mm x 297mm 
A3 Size: 297mm x 420mm 
A2 Size: 420mm x 594mm 
A1 Size: 594mm x 841mm 
A0 Size: 841mm x 1188mm

Print: 4 colour process. Full bleed.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  2 6



Posters.

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

C H E R R I E S

Fresh from our  
farms to you.

Sweet. Tasty.  
Nutritious.

2

4

5

3

876 6

The specification below shows how the point of 
sale material can be customised for each product 
and country. Please follow this guide closely when 
briefing or creating new artwork.

Please only use approved Adobe Indesign artwork 
templates. If resizing is required, scale all the artwork 
accordingly and avoid altering the proportions and 
releationships between items within the artwork.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  2 7

1 Product 
—  Hero photographic image

2 Product descriptor panel
NOW IN SEASON 
—  Upper Case and translated if required
—  White type reversed out of black box

PREMIUM AUSTRALIAN CHERRIES
—  Upper case and translated if required
—  The word ‘premium’ is optional
—  White type reversed on an accent colour.  

The colour choice should compliment the  
hero product. See page 9 for the full  
list of available accent colours.

3 Product Illustrations 
The product illustration can change to match 
the hero product being promoted. Any other 
changes to the illustration montage must be 
approved by a Brand Manager.

4 Key message/s
Can be country specific but must align with 
overarching position i.e. people, product,  
and place. Use primary colour black, e.g:
—  From our farms to your table
—  Discover something new
— From a beautiful place
— Treat yourself, family, friends.

5 Supporting proposition (optional)
Product specific attributes and what best 
resonates with the consumer, 2-3 attributes is 
ideal. Use the primary colour green. e.g:
—  Sweet. Tasty. Nutritious.
—  Fresh. Quality.

6 Generic illustrations 
The illustrations have been designed 
specifically to suit each country. Examples 
of these can be seen on the following pages. 
Any changes to these, other than changing 
the product illustration, must be approved  
by a Brand Manager.

7 Word-mark  
Taste Australia logo 
—  Positive, full-colour logo lockup
—  Can be dual branded, side by side, 

for retail promotions. See page 40 for 
specifications.

8 Background Colour
Cream is used for most countries. 
70% of Pantone 9224 
C:3 M:3 Y:8 K:0 , R:245 G:241 B:231. 
—  White can be used, please contact a  

 Brand Manager to discuss. 

A point of sale (POS) poster builder is available that clearly  
shows how to customise POS collateral for different countries  
and products. Contact a Brand Magager to obtain a copy.

1



Posters.

Poster examples to show tailoring of hero product, 
illustrations and messaging.

The same level of flexibility also applies to all other  
POS formats.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  2 8

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

P E AC H E S

Discover  
something new.

Sweet. Tasty.  
Nutritious.

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

C H E R R I E S

Discover  
something new.

Sweet. Tasty.  
Nutritious.

Poster examples to show tailoring of hero product, 
illustrations and messaging.

The same level of flexibility also applies to all other  
POS formats.

Hong Kong templateChina template



Posters.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  2 9

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

G R A P E S

Fresh from our  
farms to your table.

Fresh. Quality.

• N O W  I N  S E A S O N •

AU S T R A L I A N
C H E R R I E S

Fresh from our  
farms to you.

Fresh. Safe.  
Nutritious.

Japan templateIndonesia template



Posters.

Poster examples to show tailoring of hero product, 
illustrations and messaging.

The same level of flexibility also applies to all other  
POS formats.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 0

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

C O R N

Fresh from our  
farms to you.

Sweet. Tasty.  
Nutritious.

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

AV O C A D O S

Fresh from our  
farms to you.

Tasty. Nutritious.

Korea template Malaysia template



Posters.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 1

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

G R A P E S

Fresh from our  
farms to you.

Quality. Safe.  
Healthy. Sweet.

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

P L U M S

Fresh from our  
farms to you.

Fresh. Tasty. 
Quality.

Philippines template Thailand template



Posters.

Poster examples to show tailoring of hero product, 
illustrations and messaging.

The same level of flexibility also applies to all other  
POS formats.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 2

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

P E A R S

Fresh from our  
farms to you.

Sweet. Tasty.  
Nutritious.

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

C H E R R I E S

Fresh from our  
farms to you.

Sweet. Tasty.  
Nutritious.

UAE template Vietnam template 



Fresh from our  
farms to you.

Sweet. Tasty.  
Nutritious.

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

C H E R R I E S

Banners.

2

4

5

3

876 6

1

The example below size is: 840mm (w) x 1700mm (h). 
Print: 4 colour process. Full bleed.

The specification below shows how the point of sale 
material can be customised for each product and 
country. Please follow this guide closely when briefing 
or creating new artwork.

Please only use approved Adobe Indesign artwork 
templates. If resizing is required, scale all the artwork 
accordingly and avoid altering the proportions and 
releationships between items within the artwork. 

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 3

1 Product 
—  Hero photographic image

2 Product descriptor panel
NOW IN SEASON 
—  Upper Case and translated if required
—  White type reversed out of black box

PREMIUM AUSTRALIAN CHERRIES
—  Upper case and translated if required
—  The word ‘premium’ is optional
—  White type reversed on an accent colour.  

The colour choice should compliment the  
hero product. See page 9 for the full  
list of available accent colours.

3 Product Illustrations 
The product illustration can change to match 
the hero product being promoted. Any other 
changes to the illustration montage must be 
approved by a Brand Manager.

4 Key message/s
Can be country specific but must align with 
overarching position i.e. people, product,  
and place. Use primary colour black, e.g:
—  From our farms to your table
—  Discover something new
— From a beautiful place
— Treat yourself, family, friends.

5 Supporting proposition (optional)
Product specific attributes and what best 
resonates with the consumer, 2-3 attributes is 
ideal. Use the primary colour green. e.g:
—  Sweet. Tasty. Nutritious.
—  Fresh. Quality.

6 Generic illustrations 
The illustrations have been designed 
specifically to suit each country. Any changes 
to these, other than changing the product 
illustration, must be approved by a Brand 
Manager.

7 Word-mark  
Taste Australia logo 
—  Positive, full-colour logo lockup
—  Can be dual branded, side by side, 

for retail promotions. See page 40 for 
specifications.

8 Background Colour
Cream is used for most countries. 
70% of Pantone 9224 
C:3 M:3 Y:8 K:0 , R:245 G:241 B:231. 
—  White can be used, please contact a  

 Brand Manager to discuss. 



Sampling counter.

Below is a 3D visual mock-up of a sampling counter. 
Please see next page for production specifications.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 4



Sampling counter.

Below are the panel sizes used in the visual 3D mock-
up on the previous page. Print: 4 colour process,  
full bleed.

The specification below shows how the point of 
sale material can be customised for each product 
and country. Please follow this guide closely when 
briefing or creating new artwork.

Please only use approved Adobe Indesign artwork 
templates. If resizing is required, scale all the artwork 
accordingly and avoid altering the proportions and 
releationships between items within the artwork. 

Front and side panels can be dual branded.

510mm

SidesFront

Top panel

900mm

82
0

m
m

35
0

m
m

830mm

2

1

43 35

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 5

1 Product 
—  Hero photographic image 

2 Product descriptor panel
NOW IN SEASON 
—  Upper Case and translated if required
—  White type reversed out of black box

AUSTRALIAN CHERRIES
—  Upper case and translated if required
—  White type reversed on an accent colour.  

The colour choice should compliment the  
hero product. See page 9 for the full  
list of available accent colours.

3 Illustration 
The product illustrations are intended to be 
generic, so counters can be used multiple times 
for different products and different countries, 
without updating the counter base.

4 Word-mark  
Taste Australia logo 
—  Positive, full-colour logo lockup
—  Can be dual branded, side by side, for retail 

promotions. See page 40 for specifications.

5 Background Colour
Cream is used for most countries. 
70% of Pantone 9224 
C:3 M:3 Y:8 K:0 , R:245 G:241 B:231. 
—  White can be used, please contact a  

 Brand Manager to discuss. 



Bunting.

P R E M I U M 
AU S T R A L I A N

C H E R R I E S

Fresh from our  
farms to you.

• N O W  I N  S E A S O N •

1 2

4 6

5

3

The example below size is: 130mm (w) x 95mm (h). 
Print: 4 colour process. Full bleed.

Please only use approved Adobe Indesign artwork 
templates. If resizing is required, scale all the artwork 
accordingly and avoid altering the proportions and 
releationships between items within the artwork. 

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 6

1 Product 
—  Hero photographic image.

2 Word-mark  
Taste Australia logo 
—  Positive, full-colour logo lockup
—  Can be dual branded, side by side, for retail 

promotions. See page 40 for specifications.

3 Product Illustration 
The product illustration can change to match the 
hero product being promoted. Any other changes 
to the illustration montage must be approved by a 
Brand Manager.

4 Generic illustrations 
The illustrations have been designed specifically 
to suit each country. Any changes to these, other 
than changing the product illustration, must be 
approved by a Brand Manager.

5 Product descriptor panel
NOW IN SEASON 
—  Upper Case and translated if required
—  White type reversed out of black box

PREMIUM AUSTRALIAN CHERRIES
—  Upper case and translated if required
—  The word ‘premium’ is optional
—  White type reversed on an accent colour.  

The colour choice should compliment the  
hero product. See page 9 for the full  
list of available accent colours.

6 Key message/s or supporting proposition  
Can be country specific but must align with 
overarching position i.e. people, product,  
and place e.g:
—  From our farms to your table
—  Discover something new
— From a beautiful place
— Treat yourself, family, friends.
Or, product specific attributes and what best 
resonates with the consumer e.g:
—  Sweet. Tasty. Nutritious.
—  Fresh. Quality.



Shelf strips are reduced in content because of their 
small size and don’t include photographic product 
images. Two sizes have been designed, see below for 
sizes and setup. Print: 4 colour process, full bleed.

Please only use approved Adobe Indesign artwork 
templates. If resizing is required, scale all the artwork 
accordingly and avoid altering the proportions and 
releationships between items within the artwork. 

Shelf strip: 100mm (H) x 250mm (W)

Shelf strip: 40mm (H) x 1250mm (W)

Close-up view of the 2 modular sections. 

Each section is 40mm (H) x 180mm (W). 7 sections are used in the 
1250mm shelf strip. 

When creating this format the same 1–5 rules (as with the numbered 
100mm x 250mm strip) apply.

Shelf strips.

1

3 34 5

2

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 7

1 Product Illustration 
The product illustration can change to match 
the hero product being promoted. Any other 
changes to the illustration montage must be 
approved by a Brand Manager. 

2 Product descriptor panel
NOW IN SEASON 
—  Upper Case and translated if required
—  White type reversed out of black box

AUSTRALIAN CHERRIES
—  Upper case and translated if required
—  White type reversed on an accent colour.  

The colour choice should compliment the  
hero product. See page 9 for the full  
list of available accent colours.

3 Generic illustrations 
The illustrations have been designed 
specifically to suit each country. Any changes 
to these, other than changing the product 
illustration, must be approved by a Brand 
Manager.

4 Word-mark  
Taste Australia logo 
—  Positive, full-colour logo lockup
—  Can be dual branded, side by side, for retail 

promotions. See page 40 for specifications.

5 Background Colour
Cream is used for most countries. 
70% of Pantone 9224 
C:3 M:3 Y:8 K:0 , R:245 G:241 B:231. 
—  White can be used, please contact a  

 Brand Manager to discuss. 



Shelf wobbler— 
round.

• N O W  I N  S E A S O N •

P R E M I U M 
A U S T R A L I A N

C H E R R I E S

Fresh from our farms to you.

• N O W  I N  S E A S O N •

P R E M I U M 
A U S T R A L I A N

C H E R R I E S

Fresh from our farms to you.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 8

2

4

3

65 77

1 Product 
—  Hero photographic image

2 Product descriptor panel
NOW IN SEASON 
—  Upper Case and translated if required
—  White type reversed out of black box

PREMIUM AUSTRALIAN CHERRIES
—  Upper case and translated if required
—  The word ‘premium’ is optional
—  White type reversed on an accent colour.  

The colour choice should compliment the  
hero product. See page 9 for the full  
list of available accent colours.

3 Product Illustration 
The product illustration can change to match 
the hero product being promoted. Any other 
changes to the illustration montage must be 
approved by a Brand Manager.

4 Key message/s or supporting proposition  
Can be country specific but must align with 
overarching position i.e. people, product,  
and place e.g:
—  From our farms to your table
—  Discover something new
— From a beautiful place
— Treat yourself, family, friends.
Or, product specific attributes and what best 
resonates with the consumer e.g:
—  Sweet. Tasty. Nutritious.
—  Fresh. Quality.

5 Word-mark  
Taste Australia logo 
—  Positive, full-colour logo lockup
—  Can be dual branded, side by side, for retail 

promotions. See page 40 for specifications.

6 Background Colour
Cream is used for most countries. 
70% of Pantone 9224 
C:3 M:3 Y:8 K:0 , R:245 G:241 B:231. 
—  White can be used, please contact a Brand 

Manager to discuss. 

7 Generic illustrations 
The illustrations have been designed 
specifically to suit each country. Any changes 
to these, other than changing the product 
illustration, must be approved by a Brand 
Manager.

1

The example below size is: 127mm diameter. 
Print: 4 colour process. Full bleed.

The specification below shows how the point of sale 
material can be customised for each product and 
country. Please follow this guide closely when briefing 
or creating new artwork.

Please only use approved Adobe Indesign artwork 
templates. If resizing is required, scale all the artwork 
accordingly and avoid altering the proportions and 
releationships between items within the artwork.



Shelf wobbler— 
rectangle.

• N O W  I N  S E A S O N •

P R E M I U M 
A U S T R A L I A N

C H E R R I E S

Fresh from our farms to you.

The example below size is: 200mm (h) x 175mm (w) 
Print: 4 colour process. Full bleed.

Please only use approved Adobe Indesign artwork 
templates. If resizing is required, scale all the artwork 
accordingly and avoid altering the proportions and 
releationships between items within the artwork. 

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  3 9



Dual branding.

• N O W  I N  S E A S O N •

P R E M I U M 
AU S T R A L I A N

C H E R R I E S

Fresh from our  
farms to you.

Sweet. Tasty.  
Nutritious.

In certain circumstances, dual branding may be 
required to support retail promotions. 

Please use the guide below as an indication for the 
logo lockup and position. The general rule is to try 
and have the visual weight of the 2 logo’s similar. The 
guide and spacing system shown helps in aligning and 
working out a suitable size. Please refer to page 5 for 
logo clear space rules.

P O I N T  O F  S A L E / R E TA I L  A P P L I C AT I O N S  4 0



To ensure the integrity of the brand, all changes 
to the artwork including translations must 
be approved by the Taste Australia brand 
management team.

All finished artwork including in-design files must 
be sent (via we-transfer) to the brand management 
team once completed. 

For all enquiries, changes and approvals please 
contact one of the following Taste Australia 
brand managers:

Julie Willis  
M +61 404 392 311 
E julie.willis@horticulture.com.au 

Dianne Phan 
M +61 408 497 798 
E dianne.phan@horticulture.com.au 

Brand 
Managers.

C O N TA C T  4 1




