BRAND STRATEGY TRUFFLE HILL CONNOR KIRSCH

B I z / \ N D Truffle Hill stands at the heart of one of the

world’s emerging truffle regions. The strategy

IS to elevate the brand as the defining producer
of Manjimup-grown black truffles.
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PROJECT
OVERVIEW

Truffle Hill operates in a premium category that is
growing globally, yet increasingly crowded with
synthetic truffle products, resellers, and brands that
blur provenance. While demand for gourmet
iIngredients continues to rise, the meaning of “truffle”
has become diluted, creating confusion around
authenticity, origin, and quality.

Although Truffle Hill is one of Australia’s most
respected producers, the brand has an opportunity
to more clearly own its Manjimup provenance and
reinforce its position as the benchmark for genuine,
hand-harvested black truffles.

Our task is to refine and strengthen the Truffle Hill
brand strategy. Clarifying its positioning, elevating its
sense of place, and building a cohesive brand identity
that celebrates Manjimup, craftsmanship, and world-
class flavour while driving long-term premium equity

across both domestic and international markets.
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CATEGORY
OVERVIEW

Truffle Hill competes in the global premium truffle and
gourmet ingredient category, where rarity, provenance,
and authenticity define value.

This is not a commodity market. It is shaped by terroir,
seasonality, and trust. The real competition is not simply
who sells truffles, but who owns their meaning. Who
represents the land. Who delivers flavour that speaks of
place.

Demand for exceptional ingredients continues to rise, yet
the category is increasingly diluted by synthetic products
and blurred provenance. In this landscape, clarity
becomes power.

The brands that lead will anchor themselves to origin,
prove authenticity, and honour the season. For Truffle Hill,
the opportunity is to define the benchmark for genuine
Australian black truffles and make Manjimup synonymous
with world-class flavour.
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C/ \ I E G O RY To understand the opportunity ahead, we must
first understand the forces shaping the
CONTEXT
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A GLOBAL INGREDIENT WITH
RISING DEMND

The global truffle market continues to expand as demand for premium ingredients grows in fine dining and specialty food retail.
Industry analysis estimates the global truffle market will grow to nearly $3 billion USD by 2031, driven by increasing interest in
gourmet cuisine and luxury ingredients.

Black truffles remain the dominant variety in the category, widely used by chefs to elevate dishes through aroma, depth, and
seasonality. As fine dining culture expands globally, truffles are increasingly featured across both professional kitchens and
premium home cooking.

For Truffle Hill, this sustained demand confirms the strength of the category. Yet growth also brings complexity. As more
oroducers enter the market and new products appear across retail shelves, the distinction between genuine truffle and truffle-
flavoured products becomes less clear.
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AUSTRALIA HAS EMERGED AS A
GLOBAL TRUFFLE PRODUCER

Over the past two decades, Australia has become one of the world’s leading truffle producers. Today the country ranks as the
fourth largest producer globally, exporting truffles to more than 60 international markets.
The majority of Australia’s truffle production occurs in Western Australia’s Southern Forests region around Manjimup, where soill,
rainfall, and climate conditions closely resemble the truffle-growing regions of France. These natural advantages have allowed the
region to develop a reputation for producing truffles of exceptional quality, supplying restaurants and distributors across Europe,
Asia, and North America.
For Truffle Hill, the significance lies in place. The soils, climate, and forests of Manjimup create the conditions that give these
truffles their distinctive character.
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AUTHENTICITY IS BECOMING MORE
IMPORTANT

As the truffle category grows, authenticity is becoming a defining issue. Synthetic truffle flavour, truffle-infused products, and
blended ingredients are increasingly common across retail and hospitality.

These products often replicate the aroma of truffle without containing meaningful quantities of the ingredient itself. As a result,
the word “truffle” is now widely used while the origin of the ingredient is rarely explained.

This creates uncertainty. The aroma may be familiar, yet the authenticity of the ingredient is not always clear. In this environment,
provenance pbecomes a critical signal of trust.
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PROVENANCE IS DRIVING PREMIUM
FOOD

Across premium food categories, origin is becoming one of the most powerful markers of quality. Consumers increasingly value
iIngredients that are traceable, responsibly produced, and clearly connected to place.

CSIRO research highlights provenance and traceability as key opportunities for Australian agrifood producers seeking to
differentiate in global markets.

INn premium categories, the story of the land, the care of cultivation, and the integrity of the harvest all shape perception of
quality.

For truffles, this connection to place is especially important. Unlike many ingredients, the flavour of truffle is shaped by soill,
climate, and season.


https://research.csiro.au/foodag/premium-interactions/luxury-and-novel-products/
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FOOD IS BECOMING A WAY TO
EXPERIENCE PLACE

Around the world, gastronomy has become a way people connect with regions and cultures. Travellers increasingly seek
authentic local ingredients and experiences that reveal the character of a place.

This shift has elevated the role of regional produce. Ingredients are no longer valued only for flavour but for the landscapes and
traditions they represent.

For truffles, this relationship between food and place is particularly strong. Each harvest reflects the conditions of the land in that
season.
For Manjimup, this highlights the strength of the region. Its climate and soils provide the natural conditions required to grow
black truffles of exceptional quality.
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As the global truffle category expands, its meaning
becomes increasingly diluted. Synthetic flavour, blended
oroducts, and unclear sourcing make it harder to distinguish
genuine truffle from imitation.

In this environment, authenticity becomes more valuable.
With the clearest signal of quality being origin.

M / \ I 2 K E I The future of the category will belong to producers who

can demonstrate where their truffles are grown, how they

—l— R l ’ T I I are harvested, and the land that gives them character.

For Truffle Hill, that place is Manjimup.
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COMPETATIVE LANDSCAPE

ARTISAN DE
LA TRUFFLE

Description

Paris-based truffle brand operating
boutique restaurants and gourmet
product ranges centred entirely around
truffles. Their offering spans restaurants,
retail products, and concept stores
dedicated to truffle cuisine.

Perceptions
e European culinary authority.
e Strong association with luxury dining
French gastronomy.
e Brand positioned around the
experience of truffle cuisine rather
than truffle provenance.

Tone & Visual

Refined and gastronomic.

French culinary sophistication.

Focus on dining experiences.

Luxury food retail aesthetic.

Boutigue gourmet store presentation.

BELOW AND
ABOVE

Description
Western Australian truffle producer and
wine estate growing Tuber

melanosporum black winter truffles in the

Southern Forests region near Manjimup,
alongside small-batch wines from their
estate vineyards.

Perceptions
e Premium Australian truffle producer.
e Estate-driven agricultural brand.
e Strong connection to land and
farming story.
e High guality but smaller global
presence.

Tone & Visual
e Artisan and provenance-focused.
e Agricultural storytelling.
e Family-owned and craft-driven
narrative.
e Natural tones and vineyard imagery.
e Premium food and wine aesthetic.

STONEBARN
TRUFFLES

Description

Western Australian truffle producer
located in Manjimup. cultivating Périgord
Black truffles and supplying fresh
seasonal truffles to chefs, distributors,
and international markets, alongside a
small range of truffle products.

Perceptions
e European culinary authority.
e Strong association with luxury dining
French gastronomy:.
e Brand positioned around the
experience of truffle cuisine rather
than truffle provenance.

Tone & Visual
e Professional and agricultural.
e Focused on cultivation and harvest
quality.
e Natural and understated aesthetic.
e FEarthy tones and farm-based
iImagery.



BRAND STRATEGY TRUFFLE HILL

CONNOR KIRSCH

TARGET AUDIENCE

Chefs & Restaurant Owners

Precision-driven culinary leaders operating in fine
WHO TH EY ARE dining and boutigue hospitality. They build their

reputation on exceptional ingredients and require

suppliers who deliver consistency, freshness, and

absolute authenticity.

Luxury Consumers & Home Gourmet
Discerning food lovers aged 35-65 who value
craftsmanship and provenance. They seek rare,
sensory ingredients that elevate dining at home and
reflect refined taste when gifting or entertaining.

Chefs & Restaurant Owners

World-class truffles they can rely on
Clear provenance and traceable origin
Freshness measured in days, not weeks
Direct relationships with trusted growers
Ingredients that elevate menus

WHAT THEY VALUE

Luxury Consumers & Home Gourmet

e Authentic Manjimup-grown truffles
Confidence they are buying real truffle
Premium quality worthy of special occasions
Elegant presentation and gifting appeal
A sensory experience that feels rare
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CHEFS & RESTURANT OWNERS

Confidence: Knowing every truffle meets world-class culinary standards.
Relief: Trusting supply, freshness, and provenance without compromise.
Pride: Serving an ingredient that reflects exceptional taste and mastery.
Control: Having direct access to growers who value consistency.

FMOTIONAL LUXURY CONSUMERS & HOME GOURMET
Confidence: Knowing they are purchasing genuine Manjimup-grown truffles.

D R I V E R Indulgence: Rewarding themselves with something rare and extraordinary.
Status: Sharing an ingredient associated with fine dining and refinement.

Connection: Experiencing flavour that feels rooted in place and season.
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STRATEGIC INSIGHT

OBSERVATION

TENSION

INSIGHT

The global truffle market is
increasingly filled with synthetic
flavour and unclear provenance.

As synthetic flavour and blended
oroducts expand across the
category, the distinction between
real truffle and imitation becomes
harder to recognise.

When authenticity is uncertain, place
of origin becomes the ultimate proof
of quality.
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AUDIENCE MESSAGING

CHEFS & RESTURANT
OWNERS

LUXURY CONSUMERS
& HOME GOURMET

Choose a producer defined by provenance and quality.
Truffle Hill delivers hand-harvested black truffles grown,
graded, and dispatched within days of harvest. Every
truffle is traceable. Every season reflects the character
of the land.

For kitchens built on reputation, we provide authentic
Manjimup-grown truffles with the consistency, freshness,
and integrity required to serve world-class flavour.

Experience the pure expression of Manjimup. Truffle Hill
brings genuine, hand-selected black truffles and crafted
truffle products to your kitchen, each rooted in
provenance and season.

Whether elevating a dinner at home or gifting something
extraordinary, you can trust that every product carries
the depth, aroma, and authenticity worthy of refined
taste.
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PO S I I I O N I N ( For chefs and discerning food lovers who value
orovenance and authenticity, Truffle Hill is the
benchmark Australian truffle producer, delivering

S I / \ I E M E N I hand-harvested black truffles that express the
pure character of Manjimup.
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Truffle Hill produces hand-harvested black truffles
grown in the heart of Australia’s truffle country.
Every truffle is cultivated, unearthed, and graded on-
site, then dispatched within days to preserve its

V ﬁ I— l , E depth of aroma and flavour.

Trusted by leading chefs and sought after by

discerning food lovers, we exist to deliver the purest
expression of Manjimup. Authentic, traceable, and

crafted with uncompromising care.
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UNIQUE SELLING POINTS

FARM'TO'TAB I—E Every truffle is 100% Manjimup-grown and hand-harvested on our own land, ensuring complete

PROVENANCE provenance, traceability, and flavour that reflects the soil from which it came.

CH EF'G RADE Trusted by leading chefs and served in Michelin-starred restaurants worldwide, our truffles meet the
QUAL]TY highest culinary standards for aroma, texture, and consistency:.
SEASONAI— Fresh truffles are air-freighted within 48 hours of harvest, preserving their depth of character and

PERFECTION ensuring peak performance in professional kitchens.

REAL TRU FFI—E Our oils, salts, honeys, and condiments are crafted using real truffle, never synthetic aroma,

PROD UCTS protecting authenticity across every product we create.

SUSTAI NAB LE Ethical farming practices and environmental care guide every season, nurturing the land that gives

BY NATU RE our truffles their extraordinary flavour.
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VISION

MISSION

PROMISE

To make Manjimup the world’s most
revered origin for black truffles.

To cultivate, harvest, and share
authentic Manjimup-grown truffles
that express the character of our land
with uncompromising quality.

Every truffle delivers the purest
expression of Manjimup.
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BRAND VALUES

AUTH ENTICITY Every truffle is grown, unearthed, and hand-selected in Manjimup. We do not blend origins or use artificial
flavour. What you taste is a true reflection of our land and season.

MASTERY We apply knowledge built over decades of cultivation. From orchard care to grading, each step is
managed with precision to protect aroma, texture, and consistency.

STEWARDSH I P We protect the land that defines us. Responsible farming and long-term care of our orchards and soil
ensure Manjimup continues to produce extraordinary truffles for generations.

CON N ECTION We work directly with chefs, partners, and visitors to share the story behind every harvest. Each truffle
links people to place, season, and the growers who stand behind it.

EXCELLENCE We set the benchmark for world-class flavour. Every truffle must meet the highest culinary expectations
before it carries our name, reflecting consistency and integrity.
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BRAND TONE

REFINED AND ASSURED

We speak with quiet confidence. Our authority comes from the land, the harvest, and decades of experience.
We do not exaggerate. We state what is true, and let quality speak for itself.

SENSORY AND EVOCATIVE

Flavour, aroma, texture, season. Our language reflects the experience of truffle. We describe what can be
seen, smelled, and tasted, grounding emotion in reality.

ROOTED IN PLACE

Manjimup is not a backdrop. It is central to our voice. We reference origin, soil, and season with clarity and
respect, reinforcing provenance without repetition.

WARM AND INVITING

We share our knowledge openly. From professional kitchens to home tables, our tone welcomes people into
the story of the harvest and the table.
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BRAND VOICE

ASS
AUT

_/

RED AND
ORITATIVE

SENSORY AND
GROUNDED

CONTROLLED AND
CONFIDENT

We speak from experience. Our
authority comes from decades of
cultivation and direct control of
every harvest. We avoid
exaggeration and let provenance,
orocess, and proof carry weight.

We describe flavour, aroma,
texture, and season with clarity.
Our language reflects what is real
and observable, not inflated
luxury claims. Every word should
feel connected to soil, harvest,
and plate.

We communicate with
Intention. Every sentence
serves a purpose, reinforcing
provenance, guality, and trust
without unnecessary
embellishment.
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This strategy sets the foundation to strengthen Truffle Hill
as the benchmark for authentic Australian black truffles.

By leading with provenance, craftsmanship, and
I I—I A N K YO l ' uncompromising quality, we reinforce Manjimup as a
world-class place of origin and ensure every harvest

continues to reflect the pure expression of our land.
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