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CURRENT WEBSITE BENCHMARK

Executive snapshot

The site sells lifestyle improvement first,

Current positioning in one sentence
construction second.

Trueline currently presents as a premium,
experienced, trustworthy outdoor living
specialist that designs and manages custom

patios, carports, pergolas and verandahs for ,
Trust signals are strong: 50+ years, 75,000+

Australian homeowners. : : . :
prOJects, ratlngs, I|cences and warranties.

modern and customer-led; some feels older and

‘ The opportunity is consistency: some copy feels
brochure-like.

Current brand lane

Premium outdoor living Custom design Proven quality Australian conditions
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What the brand currently portrays

Dream outdoor living Custom, not cookie-cutter

A better way to live, entertain and relax outdoors. Designed around the home, lifestyle, site and budget.
Safe, established choice Quality and engineering

Decades of proof reduce perceived risk. Built for Australian heat, rain, wind and corrosion.

Guided full service

Design, approvals, project management and construction
handled.

They know what they are doing, they will design it properly, and they will
take the stress out of the job.

Customer read-out
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Voice and tone: how the brand speaks now

n Professional - Clear, competent, businesslike.

n Reassuring - Reduces fear around approvals, site challenges and build process.
H Lifestyle-led - Talks about relaxing, entertaining, shade, comfort and family use.
n Premium-accessible - Quality cues without becoming too elitist.

ﬂ Practical Australian - Conditions, councils, blocks, materials and budget are kept visible.

Overall voice: confident guide, not pushy salesperson.
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Evidence from the website

“Bring Your Dream Outdoor Space to Life” - lifestyle
aspiration and emotional frame.

“Not a kit. Not a standard size.” - strong custom-design
cue.

“Over 50 years... 75,000+ projects” - proof and heritage
cue.

Source pages reviewed: Home, About Us and Patios pages on trueline.net.au, accessed 11 May 2026.
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“Most patio builders just give you a product. We guide you
through the entire process.” - clear guide positioning.

“Built and engineered to handle... heat, rain... cyclonic
winds” - durability and conditions cue.

“You'll always know where your project stands.” -
reassurance and communication cue.
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Likely customer perception

Safe Inspired Relieved Confident Price-aware
Ltiiele, esiliifsles Outdoor space as lifestyle Approvals, d.eS|gn and Qua!lty mater!als and Promotions and budget
. . construction feel technical experience are language are present but
operator with proof. upgrade, not only roofing. L .
managed. visible. not dominant.

This is a strong foundation. The question is whether the next brand chapter should
dial up design leadership, warmth, innovation, local expertise, or premium aspiration.
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Current tension points to discuss

Modern CIarlty vs older brochure Some copy is crisp and customer-first. Some is grander: “architectural beauty”,
Ianguage “superbly crafted”, “gratifying building experience”.

Premlur.n positioning vs discount The brand mostly feels quality-led, but short-term promotional messaging can pull it
messaging toward retail sale language.

LleStyle promise vs construction Lifestyle is strong, but visual/word balance must keep proving the build quality and
proof project management promise.

Heritage VS future-facing innovation History is credible. The next pack can decide how much to modernise without losing
trust.
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Benchmark scorecard

Trust / proof e 2
Custom design e :
Lifestyl aspiration e :
premium feel e 7
Modern clrit I :
Distinctiveness I 6
Emotional warmh I :

Interpretation: strong fundamentals; the next brand work is less “fix the brand” and more “choose the sharper
version of it".
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Useful discussion prompts for management
n Do we want to be seen more as a premium design brand, a trusted construction specialist, or the best blend of

both?

Which proof points should lead: 50+ years, 75,000+ projects, Australian-made materials, warranties, or
customer experience?

Should the voice become warmer and more lifestyle-led, or sharper and more expert-led?

How hard should we lean into “custom” versus “easy and low-stress"?

What words should we stop using because they feel dated, vague, or too salesy?

Suggested next step: compare this external read against what Trueline wants customers to
believe, feel and repeat after dealing with us.

Trueline brand benchmark | 9




CURRENT WEBSITE BENCHMARK

Working benchmark summary

Current brand essence

A proven Australian outdoor living expert that designs and builds custom,
high-quality spaces while making the process easier for homeowners.

Voice today

Confident, helpful, professional, reassuring, practical and lifestyle-led - with occasional
older premium brochure language that could be tightened.

Source notes

Reviewed website pages: trueline.net.au home page, About Us page and Patios page. This is a benchmark for discussion, not a
final brand strategy.
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