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WHO ARE WE COMMUNICATING WITH?
Types of private sector investors. CONFIDENTIAL

+ Institutional investors
(e.g. funds or insurance companies)
» Traditional corporate enterprise
» Private equity
+ Privateinvestors

Each will rely on a number of individuals to discover,
raise and pursue potential investment opportunities:

_
AR

CFO/CIO FUND MANAGERS ANALYSTS INVESTMENT BANKERS ENTREPRENEURS
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WHAT DO WE NEED TO COMMUNICATE?
CONFIDENTIAL

THE BIG INVESTMENT STAKEHOLDER
PICTURE OPPORTUNITIES SUPPORT

« Emerging strategic location « Clearly defined investment areas/opportunities  « Clear position oninvestment
« Natural assets as a competitive advantage « Information on specific opportunities  Ecosystem of supporters (e.g. all
« Macro and micro reasons driving change « Success stories government layers, organisations & private)
« Public sector investments being made + Regulatory considerations « Council bringing stakeholders together
« Callto actions « Making "doing" business easier / better
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INVESTOR CAMPAIGN INTENT
Be a magnet for investment, not a mirror of what others are doing. CONFIDENTIAL

MIRROR | MAGNATE

It is a competitive landscape for those looking to attract private Or do we provide a forward looking perspective of what is possible
sector investment. Do we compete by providing the same for aregion that continues to place its pristine nature and sustainable
information as everyone else - in the same way with the approach to development and life at its core- with the goal of
hope to attract any investment? attracting the right type of investor?
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INVESTOR CAMPAIGN POSITIONING
CONFIDENTIAL

Itisimportant that we do not lose focus on what we want to achieve —namely creating awareness and interest amongst investors. However, we recommend
that we take the "unique” selling points of Eurobodalla and interweave these into a dedicated investment program and brand. Our message testing on both
visitors and investors points to the strategic location and abundance of nature as key destination highlights. Highlights that will allow us to create a differen-

tiated investor brand.

TANGIBLE OPPORTUNITY
l
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CAMPAIGN IDEA

The overarching creative concept.

CONFIDENTIAL

In contrast to the more traditional concepts of capital (e.g. Financial or
Human Capital), NATURAL CAPITAL puts a value on natural resources and the
ecosystem in which we operate and live.

Whether by accident or design, Eurobodalla has the opposite challenge of
many other locations. Challenges where natural capital has been depleted or
mismanaged. In Eurobodalla, natural capital is rich and abundant and histori-
cally has been a key driver of the economy.

NATURAL CAPITAL can continue to be the growth engine for Eurobodallainto
the future.

NA
CA

RAL
Pl TAL
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PERSONALITY AND TONE OF VOICE

Campaign characteristics.

CONFIDENTIAL

PERSONALITY

PRISTINE

Staying true to the character of nature and the environment, the invest-
ment opportunities within Eurobodalla are natural and fresh. Importantly
they are new opportunities driven by fundamental macro and micro eco-
nomic factors which are changing the landscape of the region.

"ROGRESSIVE

The forward looking approach adopted by Eurobodalla towards sustain-
ability are an example of how innovation, planning and progress are being
balanced with the environment in a way that develops and grows the re-
gional economy. Eurobodalla is open for business in a way that turns sus-
tainability into advantage, yet protects the underlying value and essence
of theregion. .

CONNECTED

The fabric of the regionis full of deep connections - whetherits memories
from past holidays, family that have moved to Eurobodalla, the new wave
of travelers from Asia or local products on the global stage. Eurobodal-
la may feel remote, but is its made up of a rich tapestry of connections
which make it global, but feel local.

TONE

OPEN

We are open to ideas and discussion
and always ready to listen.

HONES]

We use simple, honest and succinct language
to describe our thoughts and views.

COLLABORATIVE

Itisin our nature to be supportive and work together
to achieve shared goals and desired outcomes.

OPTIMISTIC

We are always excited about the possibilities and
take inspiration by looking forward.
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CAMPAIGN FRAMEWORK

CONFIDENTIAL

Campaign Name

EUROBODALLA INVEST

Campaign Tag-line

INVEST IN NATURAL CAPITAL

Campaign Vision

Make Eurobodalla the leading location in Australia for sustainable investments which unlocks new value from our natural capital in ways that benefit the

community, visitors, business and the environment.

Campaign Promise

The leading destination for nature based investments

Message

The South Coast of NSW, Australia, is an emerging regional economy centered on the Eurobodalla region. Located close to three major capital cities and
located on the popular Sydney / Melbourne touring route, Eurobodalla surprises those who discover it with its unique charm, pristine environment and
amazing natural experiences. With a rich history of Tourism and Agriculture, the region is opening-up a range of investment opportunities in response to
new types of demand. Investment that will sustainably grow the local economy by unlocking further value in our rich and abundant natural capital.

Reasons to believe

GROWTH REGION

«  Strategic Geography

+  Regional Demographics

«  Macro / Micro Growth Drivers

«  Community / Government
Support

FUTURE OPPORTUNITY

& SUCCESS

«  Sector Growth Opportunities
*  RecentInvestments

* Investment Success

SPECIFIC INVESTMENTS OP-

PORTUNITIES

»  Tourism; Infrastructure ;
Development ; Agribusiness;
Aguaculture ; Health ; Educa-
tion ; Services

WORK WITH US:

« Contactus

«  More Information

«  Unsolicited Proposals

«  Expressions of Interest

Brand Personality

Pristine; Progressive; Connected

Voice & Tone

Open; Honest; Collaborative; Optimistic
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MESSAGING ARCHITECTURE

Hierarchy of messaging and rules.

CONFIDENTIAL

EUROBODALLA INVEST

IN NATURAL CAPITAL

EUROBODALLA INVEST

Primary message and logo.
Not to be "locked up” with any other messaging.

Secondary message and logo. To be used only
in conjunction with sectors outlined below. (i.e.
NATURAL GROWTH etc)

NATURAL GROWTH

NATURAL SUCCESS

NATURAL OPPORTUNITY

NATURAL PARTNERS

Macro and micro economic factors driving
new types of demands.

Public investment recognizing the chang-
ing landscape of the south coast. Private

investment responding successfully to new | that we want to attract.

types of demand. .

Clear definition of not just the investment
opportunities, but the types of investors

Communication of our enthusiasm, next
steps and how all stakeholders are pro-ac-
tively supporting the program

CHINESE (MANDARIN) TRANSLATION

INVEST %0
IN NATURAL CAPITALE AKX
NATURAL GROWTH NATURAL SUCCESS NATURAL OPPORTUNITY NATURAL PARTNERS
EEN: gkl BRI BANE BARMEEKE
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LOGO - PRIMARY USE

Brandmark rules

CONFIDENTIAL

EUROBODALLA

INVEST

INNATURAL CAPITAL

EUROBODALLA

INVEST

IN NATURAL CAPITAL

REVERSE OPTION (REVERSE WHITE OUT OF GREY OR
AGAINST IMAGE BACKGROUND)

LOGO COLOUR: dark grey

R:51 C:69 HEXADECIMAL:
G:51 M:63 #333333
B:51 Y:62

K: 58

EUROBODALLA

INVEST

IN NATURAL CAPITAL

MINIMUM CLEAR SPACE: height of “I" of INVEST

EUROBODALLA

INVEST -

.—IMAL CAPITAL

DO NOT USE AGAINST BUSY BACKGROUNDS

EUROBODALLA

INVEST

IN NATURAL CAPITAL

DO USE AGAINST PLAINER BACKGROUND
WHERE TEXT IS CLEAR AND CRISP
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LOGO - SECONDARY USE

Only to be used when major category headings appear on page.

CONFIDENTIAL

EUROBODALLA

INVEST

EUROBODALLA

INVEST

REVERSE OPTION (REVERSE WHITE OUT OF GREY OR
AGAINST IMAGE BACKGROUND)

LOGO COLOUR: dark grey

R:51 C:69 HEXADECIMAL:
G:51 M:63 #333333
B:51 Y:62

K: 58

EUROBODALLA

INVEST

MINIMUM CLEAR SPACE: height of “I” of INVEST

LOGO ON IMAGE: please apply the same image
rules as per Primary logo

SECONDARY LOGO ONLY TOBE USED IN

CONJUNCTION WITH FOLLOWING HEADINGS:

NATURAL GROWTH
NATURAL SUCCESS
NATURAL OPPORTUNITY
NATURAL PARTNERS

CATEGORY HEADINGS FONT RULE:
“"NATURAL" - Effra Heavy
“"GROWTH" - Effra Light

Do not “lock up” the secondary logo
With the cateaorv headinas.
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CORPORATE FONT
NOTE: Please substitute with Tahoma font for digital use where necessary. CONFIDENTIAL

A combination of weights of
fonts can be used for emphasis

be uasdt in ane block of ext ata time ABCDEFGHIJKLMNOPQRSTUVW
| XY/ abcdefghijklmnopgrstuvwxyz
1234567890 1@# $%NE*()+{}:<>7

EFFRALIGHT

TYPOGRAPHIC FUNDAMENTALS:

MAJORHEADINGS TO BE CAPITALISED EFFRAREGULAR

Secondary Headings Lower Case and may be a A B C D E F G H IJ K I— M N O P Q RST U VW
larger point size than body copy. XYZ abcdefghijklmnopqgrstuvwxyz
Body copy lower case, range left ragged right for print material. 1 2 3 4 5 6 7 8 9 O ! @ # $ % AN & * () + {} . <> ?

Size and proportion of font to be determined by final output size,
legibility and application.

EFFRA MEDIUM

ABCDEFGHIJKLMNOPQRSTUVW
FONT COLOUR: dark grey XYZ abcdefghljklmnopq rstuvwxyz
1234567890 |@#$ % N&*()+{}:<>?

R: 51 C:69 HEXADECIMAL:
G:51 M:63 #333333
B:51 Y: 62
K: 58 EFFRA BOLD

NOTE: text may reverse out of grey or image background> A B C D E FG H IJ K L M N o P Q RST UVW
(following the same rules as for logo over image) XYZ a deefg h ij kI m nopq I"StUVWXYZ
1234567890 !@#S5S%M&*()+{}:<>?
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COLOUR PALETTE

CONFIDENTIAL

LOGO AND FONT COLOUR: dark grey

R:51 C:69 HEXADECIMAL:
G:51 M:63 #333333
B:51 Y:62

K: 58

COLOUR RULES AND GUIDELINES:

SAMPLING COLOUR FROM IMAGERY
Over and above these - colours may be sampled from images
if there is a dominant image on a layout (covering more than 50 percent of layout)

COLOURPALETTE

Primary colour :

For example: colour coding sections

R: 0 C:91 HEXADECIMAL:
G:51 M:58 #003333
B: 51 Y:64

K: 59
R:0 C:90 HEXADECIMAL:
G:102 M:42 #006666
B:102 Y: 55

K: 22
R:102 C:63 HEXADECIMAL:
G:153 M:26 #669999
B:153 Y: 39

K: 1
R:153 C:40 HEXADECIMAL:
G:104 M:5 #99CCCC
B:104 Y: 20

K: 0

COLOURPALETTE

Secondary Monochrome:

For example: layout background

R:51
G:51
B:51

R:153
G:153
B:153

R: 204
G:204
B:204

C: 43
M: 35
Y: 35

AXZO
|—\;_"|—\
o »n O

o

HEXADECIMAL:

#333333

HEXADECIMAL:

#666666

HEXADECIMAL:

#999999

HEXADECIMAL:

#CCCCCC

COLOURPALETTE

Accent only:

No more than 25 percent of dominant primary

or secondary palette

For example: key line, or design highlight

R: 255 C:0 HEXADECIMAL.:
G:153 M:48 #FF9933
B: 51 Y:88

K: 0

C:13 HEXADECIMAL:
M:100 #CCO0000

Y: 100

K: 4

EXAMPLE:
1:4 Proportional usage
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BRINGING BRAND ELEMENTS TOGETHER
This generic key graphic is designed to demonstrates how elements work together. This is not a mandated layout. CONFIDENTIAL

EUROBODALLA NATURAL PARTNERS [t b iesutaitiod

I NVEST be colour coded (colours
may be sampled from

imagery used to ensure

synergy OR can use brand

LOREM IPSUM DOLOR SIT AMET, CONSECTETUR colour palette)

ADIPISCING ELIT SED DO.

Sed do eiusmod tempor incididunt ut labore et
dolore magna aligua.

Ut enim ad minim veniam, quis nostrud exercitation
ullamco laboris nisi ut aliquip ex ea commodo consequat.

Duis aute irure dolor in reprehenderit in voluptate
velit esse cillum dolore eu fugiat nulla pariatur.

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
ullamco laboris nisi ut aliquip ex ea commodo consequat.

Duis aute irure dolor in reprehenderit in voluptate
velit esse cillum dolore eu fugiat nulla pariatur. Incididunt
utlabore et dolore magna aliqua.

Ut enim ad minim veniam, quis nostrud ullamco laboris
nisi ut aliquip ex ea commodo consequat.

Other logos: should other

ﬂ okl partner logos be required these
NSW | [T ment m———croboddlo ® " mustalways appearin awhite

band at base of page
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IMAGERY GUIDELINE

Examples of the type of imagery to be used. Please note there is no photolibrary at this time.

CONFIDENTIAL

NATURAL CAPITAL IMAGERY
Nature based imagery that showcases pristine opportunity.
Panoramic macro views.

NATURAL GROWTH IMAGERY
Macro imagery that showcases views of the change driving regional
transformation.

NATURAL OPPORTUNITY
Sector or specific opportunity focused imagery.

NATURAL SUCCESS IMAGERY
The people behind the success. Images that support the human endevour.

NATURAL PARTNERS
Ready to do business. Images of people in an interesting business setting.
A contemporary style professional image.

pul——cUrobodalla
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EXAMPLE DIGITAL APPLICATION
Responsive design - optimised for multiple devices CONFIDENTIAL

Languages
EUROBODALLA guag M O

INVEST

IN NATURAL CAPITAL < lam looking for
- " . investmentin

Select Industry s~
Languages v B O

INVEST

INNATURAL L

~

3
lamlooking for
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod

tempor incididunt ut labore et dolore magna aliqua investmentiin--

Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut 2
aliquip ex ea commodo consequat. Select Industry .

Duis aute irure dolor in reprehenderit in voluptate . INVEST
NNATURALC L

Velit esse cillum dolore eu fugiat nulla pariatur.

Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia Why

deserunt mollit anim id est laborum 1am looking for

Invest? Ut enim ad i e st = investmentin

Select Industry ~

Why Invest?
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EXAMPLE DIGITAL DISPLAY ADVERTISING

Example banner and mid page unit layout.

CONFIDENTIAL

Asianinvestor

Trzide Asio-Pacific’s asset monagemend indushry

[ iy | Asset Ovners | Distributors | Pund Managers | Alternatives | Asset Serdees | Moves | Commentany [ Awards | Cnnﬂcrm: Jahs f_-srimlimv

Search mone than 8,000 articles

Country +

More Headlines

Jardines” Teng to
relocate to
Singapore for new
role

Larqué, Daniel Lau

Weckly roundup of
people news, Nav
7

Leveraged, inverse
ETFs imminent in
Hong Kong

India FDM reforms

tippid to help PE
axilts

LOREM IPSUMDOLORSIT AMET

Duis

aute irure dolor in reprehenderit in voluptate velit

LEARN MORE

Discributors

Zurich latest life insurer
to exit Singapore

Tha fire's Asa-Pactic cnisd exsculive PUls the
Chisaany = wiich foliows Inal of Standasd L in Juy
= EHT I 8 DUsiness faing 10 Bchieve sufficiant
S0 aNd proSEAGEy

Fund Mansgers

Axa IM fills out HK
multi-asset dealing
hub

Distributors
Top 25 fund selectors:
Bruno Lee, Rosita Lee

Fund Managers
SEA AM targets Aséan
growth with new funds

Fumd Manapers
BXF Paribas 1P on HEK,

Singapore hiring drive

IN NATURAL CAPITAL

NATURAL
SUCCESS

AUSTRALIAN
OYSTER
COAST

pul——cUrobodalla
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EXAMPLE PRINT ITEM

Fact sheet layout example.

CONFIDENTIAL

EUROBODALLA

INVEST NATURAL

OPPORTUNITY
TOURISM

LOREM IPSUM DOLOR

Consectetur adipiscing elit

Loremipsum dolor sitamet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim
ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in
reprehenderit in voluptate velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in
culpa qui officia deserunt mollit anim id est laborum

Sed ut perspiciatis unde omnis iste natus error sit voluptatem accusantium doloremque laudantium, totam rem aperiam, eaque ipsa
quae abillo inventore veritatis et quasi architecto beatae vitae dicta sunt explicabo. Nemo enim ipsam voluptatem quia voluptas sit
aspernatur aut odit aut fugit,

Excepteur sint occaecat cupidatat non proident

Lorem ipsum dolor sit amet, consectetur adipiscing

Sed ut perspiciatis unde omnis iste natus error sit voluptatem
accusantium doloremgque laudantium, totam rem aperiam, eaque.
Nemo enim ipsam voluptatem quia voluptas sit aspernatur aut odit
aut fugit,

Nemo enim ipsam voluptatem

Sed ut perspiciatis unde

Duis aute irure dolor in reprehenderit in voluptate velit esse

XXXXMONTHS
abcdefg@email.com +61 XXXXXXXXXXX

Trade & ‘-—-euro t:nod:ollo

Investment

urobodalla
> shire council
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EXAMPLE PRINT ITEM
Folder - consider using recycled natural stock. CONFIDENTIAL
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EXAMPLE PRINT AD
Half page format.

CONFIDENTIAL

EUR A

INVEST

NATURAL
GROWTH

RESPONDING
TO CHANGE

Duis aute irure dolor in reprehenderit in voluptate velit
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint
occaecat cupidatat non proident, sunt in culpa qui officia
deserunt mollit anim id est laborum.

They Have Overcome!
Conteusd om pape 12

tomers oould not evaluace the qualicy of the
husinesses lissed, Observing bow sites like
“Wikepedia™ used online ghobal collabora-
tion &0 update informanon, Lyee says, " We
launched Brownbook.ner, a low<om, free
ghobal omling basiness directary that amyone
can instantly odit and be created by the
people and for the peopke.”

Far a small anmual suhseriprion,
Brownbook.met's listed owners can “claim™
thew Bsting and wpdate it regulardy; ples
Erownbook notifies them  whenever
reviews ar comments are added. Lyme says,
“Both budiness owners and consumers
cam manape information relevant to thee
ETLEEpTiSeS e free, allowing comsemers
the ability 1o compare competitors: and
Iusimess owners oo post their best offerings
o potentu] customerns.”

Frequent visitors may abio regrter for their
omm “user” pages. “Unlike traditonal bocal
direcrories with on-the-rosd sabes fonoes,
Beownbook.net rewards users for their coa-
, with a 20% liferime share of rev
e ackls, “Lisers can earn as moch as
a single transaction and then the same
again for cach year thar cussomer renews.”

Lyne says he and Dave Ingram and staff
manage Brownbook.net'’s operations from
their hame offices located in different arcas

§ kDave Ingram, mysel and staff
manage Brownbook.net's operations
from our home offices located in
different areas and countries. Y5

and goumnes, *Usng servces like Sk}jlr,
helps us cur costs which means we can keep
aaf ,'n-'nn lowe™ He advices new entrepre.
neuriz “Put your money wheee y nsciith
is, wse your own funds m get searted, and
then sbhow and rell.”

They promote Brownbookonet through
media coverage, email, and wcial medh;
with its forty percene moethly growth rase
penerated by i users’ refervals and new
company listings, presently rorabng some
27 million butinesiss in 130 countries, Lyne
sy, “Beommbook nes provides small busi-
DESS OWTTS OppOFTUNiGes. 0 compete for
customens on & ghobal basisy and corsumens
with a reliabile source for credible information
abour bersinesses they wish to panromize.” Yisic
www Bnownbook.net for moee information.

IRVENTIDNS:

MILLIOHAIRE &4

oJim Normanchy, Foomder, Normardy Gutars
‘imvenling & New Guityr That Resonates
with AT Mesdicrans™

Jimy Mormandy was a pan-time Thass guitar
player while aneading grad school when

Homa Businsas® | Julw/August 2000

he saw a 52,000 guitar om a3 cable TV
masic chammel he wanted but could not
afford. Deciding o make one, Nosmandy
experimentcd and creased an aluminum
prefatype guitar thar be played in his band.
When audience members wanted 1o buy
his guitar, Normandy says he knew be had
S samecthing there.”

He perfecred has gaitars, obamed a design
pasent, and bsunched Mormandy Gaitars in
2008, Normandy worked from home on bis
business plan and outsourced the making of

NATURAL
GROWTH

RESPONDING
TO CHANGE

Duis aute irure dolor in reprehenderit in voluptate velit
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint
occaecat cupidatat non proident, sunt in culpa qui officia

deserunt mollit anim id est laborum.

homabuSinessmag. com
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CONTACT US

CONFIDENTIAL

Andrew Greenway
Divisional Manager, Business Development and Events

Telephone: 61244741351
Facsimile: 0244741044

andrew.greenway@esc.nsw.gov.au
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