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OUR INTERNAL COMMUNICATION LINE

The essence of the Castara Retreats brand (its intent) is captured in the line:

“Keep it Real”
This is for internal use only. all staff and CASTARA RETREATS partners should stand by this. 

it’s what makes Castara Retreats special, DOWN TO EARTH - AUTHENTIC  
and sets us apart from our competition.

Our Brand / Our Concept
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OUR INTERNAL COMMUNICATION LINE EXPLAINED

“Keep it…”
1  Reflects the sensitivity and care we employ, the desire not to loose what’s right 
and good about the community and surroundings via our sustainable approach. WE 
AIM TO KEEP CASTARA AS UNHARMED AS POSSIBLE PROTECTING THE ENVIRONMENT & CARING 

FOR THE ECO SYSTEM & IT’S WILDLIFE.

1  Reflects our difference COMPARED TO HOTELS OR COMMERCIAL RESORTS.

“...Real”
1  Reflects our honesty and the fact that we stand out by doing things with integ-

rity and directly from our heartfelt intention to remain Authentic.

Our Brand / Our Concept
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“Keep it Real”
 
As a whole it’s the informality of tone that mirrors the cultural 

aspects of Tobagonian life. It instills pride in Team Castara  
Retreats and is a constant reminder to …

...well ‘Keep it Real’.

Unlike the uptight and predictable Hospitality chain approach it 
differentiates us from the  

Hotel sector and their generic brand concepts.

Our Brand / Our Concept
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Our internal COMMUNICATION LINE - ‘Keep it Real’ reflects our everyday working 
side; the way we do things round here, the way we get the job done.

But what about the Magic?

What about those special moments that stick in the Guests mind, 
the little Castara Retreats anecdotes they regale again and again.

We can assume it’s these memorable moments that help drive return  
custom and create brand loyalty, Indicated by the high year on year  

returning custom.

Our Brand / Our Concept



© 2016 CASTARA RETREATS BRAND GUIDELINES

OUR EXTERNAL COMMUNICATION LINE: 

“Life is not measured by the number 
of breaths you take,

But by the Moments that take 
Your breath away”

Our Brand / Our Concept
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Our Brand / Our Vision

OUR VISION EXPLAINED

An ambitious Concept requires a BIG Vision.
We believe the bigger the Vision, the greater the opportunity to succeed!

In the world of Sustainable Tourism we want Castara Retreats:

1  To be the first name that comes to mind for Customers

1  To be the first name that comes to mind for Partners

1  To be the first result in any Search Engine...
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Our Brand / Our Vision

...To be the first ‘Port of Call’
(for all aspects of Sustainable Tourism In the Caribbean)



Our Brand / Our Values
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Our values
We have intentionally defined 
Our Values through a series of 
mnemonics (catchy phrases) to 
make them memorable:

Remember, in everything we do, 
we are true to at least one of 
Our Values. And never, NEVER, 
contravene any.

Keep it Real
(Authenticity)

Love What You Do
(Friendly)

Do the Right Thing
(Ethicality)

Daring to Share
(Sustainability)

Our Brand / Our Values
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Keep it Real:
As guardians of Sustainable Tourism our touch points are Real and Authentic guest Experiences 

and Protecting our Natural Environment. With our Community Initiatives and No Fences policy we 

drive this actuality.

Love what you do:
We enjoy our work, taking pride and pleasure in our successes. We love who we work with, feeding 

into a Positive Culture within Castara. We value these Relationships be they with core staff or sup-

pliers – Love and Respect will carry our message and efforts far beyond the bay.

Do the right thing:
We are Open and Honest; always keep our Promises, and demonstrate Respect for the Environment 

and the Communities we WORK WITH.

Daring to Share: 
SUPPORTING INDEPENDENT LOCAL BUSINESS, WE WORK TOGETHER TOWARDS Positive Change through a 

fresh, inspired approach to Sustainable Tourism within CASTARA, TOBAGO AND THE Caribbean.

Our Brand / Our Values
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Being a ETHICAL company – WITH STAINABILITY AT ITS HEART
we don’t have a Mission We have... 

...Our Calling
 

Our Brand / Our Calling
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Our Brand / Our Calling

 We Welcome Guests to Experience 
Authentic Life Enhancing Moments.

We act as the Catalyst for Environmental  
& Community Focused Wellbeing.

OUR CALLING:



Our Brand / Our Tone of Voice
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Keep it Real
pepper the copy with words that are credible and sin-
cere and to keep it lively and dynamic use words with 
a Tobagonian flavour. Avoid being obtuse, abstract, 
highfalutin or pretentious. Ultimately the purpose is 
to communicate not confuse.

Love what you do
reading Castara Retreats copy should be a pleasure. 
Propagate Castara Retreats’ enthusiasm and love 
of what we do. Imbue a wry smile with well-placed 
words. Castara Retreats makes sustainable tourism 
fun, we are friendly and welcoming, but we are nev-
er frivolous. When it comes to humour, if there any 
doubts – leave it out.

Do the right thing
respect is the key to staying true to this value. 
We stick to the facts, and stand eye-to-eye - never  
patronizing or talking down to the audience. SHARING 
THE TRUTH WITH TRANSPARENT STORYTELLING.

Daring to Share
EXHIBIT THE STRENGTH AND THE DARING IT TAKES TO DO 
SOMETHING DIFFERENTLY, EMBRACING OTHERS, SHARING OP-
PORTUNITY. know your audience and adjust your copy 
accordingly. Put yourself in their shoes and consider 
what they want to “hear”. Reassure by remaining  
positive and vibrant, but remember – we don’t boast, 
we simply instil confidence. 

Our voice explained
It is important that the personality of our 
brand permeates everything we do. This is 
particularly important when we communicate 
with the written word: a medium that may 
not necessarily be accompanied by images or 
delivered with passion from the lips of our 
staff.

Our starting point is always Our Values:

Our Brand / Our Voice
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Our vocabulary
When it comes to communicating Our Brand, choose your words with care. You may find it useful to first 
create a vocabulary based upon Our Values, and draw on it when writing copy. Here are some examples:

FAMILY BUSINESS

UNDERSTANDING

COMMUNITY

RELAXING

KEEP IT REAL 

TRUSTED

RETREAT

AUTHENTIC

CREDIBLE

VIABLE

SECLUSION

RENEWABLE

SUSTAINABLE

GREEN

ECO-FRIENDLY

RAPPORT

COMPASSION

AFFINITY

RESPONSIVENESS

Soulful

APPRECIATIVE

BEING THERE

CARING

EMPATHY

LOVE

SHARING

COLLABORATING

LISTENING

FEELING

HEARING

FUN

LIVELY

CONVIVIAL

Actual

PEACE & QUIET

PALPABLE

RESPECTFUL

TRUE

HONEST

SINCERE

Integrated

HEARTFELT

Warm

Engaging

MOMENTS

HAPPINESS

REAL EXPERIENCE

WONDER

CONNECTING

EMBRACING

UNPRETENTIOUS

VITALITY

HEALTHY

REJUVENATING

RECHARGE

Our Brand / Our Voice
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Our Primary Logo
Our logo BRAND has been adapted to bring it in-line with our brand guidelines, as described below:

THE Brush effect font has been customised to 
create a memorable emblem

BY UTILISING ONE BRAND COLOUR & BY LOSING THE 
GRADIENT WE CONTEMPORISE THE APPROACH. 

BY INCLUDING THE RESTAURANT & BAR NAME, WE 
RAISE AWARENESS OF THIS SECONDARY BUSINESS & 
EMPHASISE OUR AUTHENTIC VALUE. 

Our Brand / Our Identity
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Our Caribbean Kitchen Logo
By creating a unique identity for the restaurant business, we can help raise awareness and AIM TO at-

tract more business from off site. We have made a name change to emphasise the authentic nature of 

the cuisine on offer and answer the questions raised in the branding development process.

We have chosen A Casual brush stroke 
fontface to work alongside the primary 
logo design and yet retain a unique  
identity of its own. 

Our Brand / Our Identity
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WHEN USED ON NATIONAL ADS & PROMOTION-
AL MATERIAL, THE LOGO MAY BE LINKED TO 
THE WEB URL.

WWW.CASTARARETREATS.COM

Application
The logo can be reversed out of the brand colours OR PHOTOGRAPHS IN WHITE.

Our Brand / Our Identity
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Identity Exclusion Zone
To keep the identity precious and free from clutter, we have developed an exclusion zone. No 

additional graphics or text Should encroach an area defined as the height of the heart to be 

used (x) and 1/2 x on either side of the identity. When used on imagery, please ensure it sits on an 

area which is relatively free from busy colour or excessive contrast.

X is based on the height of the ‘C’ of Castara

1/2 X

X

X 1/2

Our Brand / Our Identity
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Our Identity illustrations
we have created these illustrations TO BE used 

ACROSS OUR communications. they are separated 

from the logo and used sparing, as additionAL  

BRAND IDENTITY elements THAT COMPLIMENT THE 

DESIGN APPROACH AND BUILT COLOUR AND HELP SET 

THE MOOD.

Our Brand / Our Identity
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Our Identity illustration Example

Our Brand / Our Identity
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Our Colours
we have created a palette that  
expresses our core values of  
Authenticity and Sustainability. FUN, 
Positive, vibrant and truly passionate 
colours that express the Caribbean & 
TOBAGO WILDLIFE AND FORNA.
 
We have retained the original feel of Castara 

Retreats rich oranges and carrying over this 

element from the original logo, creating a 

bridge from existing brand material as a point 

of reference for existing customers. 

We HAVE no primary colour, but WE PLACE an 

emphasis on USING THE greens for jungle and 

sustainability.

PMS 1  |  C 0 M 5 Y 100 K 0  |  R 255 G 230 B 0  |  HEX FFE700

PMS 47  |  C 10 M 70 Y 100 K 15  |  R 193 G 94 B 32  |  HEX C15E20

PMS 22  |  C 0 M 80 Y 100 K 0  |  R 241 G 90 B 34  |  HEX F15A22

PMS 120  |  C 10 M 100 Y 50 K 30  |  R 162 G 10 B 67  |  HEX A20A43

PMS 403  |  C 30 M 30 Y 30 K 30  |  R 136 G129 B 127  |  HEX 88817F

PMS 290  |  C 60 M 0 Y 100 K 0  |  R 114 G 191 B 68  |  HEX 72BF44

PMS 310  |  C 10 M 0 Y 100 K 5  |  R 255 G 220 B 13  |  HEX E1DC0D

PMS 227  |  C 100 M 20 Y 0 K 20  |  R 0 G 125 B 183  |  HEX 007DB7

PMS 283  |  C 80 M 0 Y 100 K 10  |  R 10 G 162 B 69  |  HEX 0AA245

PMS 254  |  C 100 M 0 Y 50 K 0  |  R 0 G 169 B 157  |  HEX 00A99D

Our Brand / Our Colours
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Goodlife Brush
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Goodlife Script
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Goodlife SANS
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Goodlife SANS CoNDEnSED
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Bliss Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Goodlife EXTRAS
!@£$%^&*()_+QWERTYUI-
OP{}:”<>,./;’\[]-=ABCDEF-
GHIJKLMNOPQRSTUVWXYZ

Our type sets
the personality of castara retreats & our brand values are reflected in the choice of THE typography we use.

PRIMARY FONTS: SECONDARY FONTS: 

Our Brand / Our Typography



© 2016 CASTARA RETREATS BRAND GUIDELINES

Headlines
Are always
Set in:
Goodlife, Brush tracking 30 

1

2

Sub titles are always: 
Goodlife, Brush Sentence case, tracking 30

TITLES AND LEADING COPY:

Goodlife sans, tracking 30.

A BOLD RELAXED 

TYPEFACE WITH 

PLENTY OF 

CHARACTER

AN ELEGANT AND 

SOPHISTICATED 

TYPEFACE WHICH 

WORKS WELL WITH 

LOTS OF COPY

Bliss Light is used for body copy when small text needs to be displayed. 
Bliss Light Italic  for captions 
Body copy is set in lower case Bliss Light, align left, tracking 20. 

Our Typography Rules
the personality of castara  
retreats & our brand values are  
reflected in the choice of THE  
typography we use.

1. GOODLIFE BRUSH & SANS
GOODLIFE is REFLECTIVE OF OUR CORE VALUES, 
relaxed in character, FUN and authentic 
looking. perfect for SIGNAGE, MENUS, web 
use As a versatile display font. WE HAVE 
CHOSEN TWO MAIN FONTS FROM THIS SET as 
PRIMARY USE.

2. And bliss
Body copy is set in sentence case bliss 
light. Primarily USED FOR WEB USE IN COPY 
AND SMALL TYPE IN PRINTED DOCUMENTS. It is 
available to  
purchase on: www.Typography.Net.

3. GOODLIFE SANS CONDENSED, SCRIPT & EX-
TRAS. TO BE USED SPARINGLY AS SECONDARY 
FONTS MOSTLY FOR PRINT MATERIAL AND DISPLAY 
DESIGN.

Our Brand / Our Typography
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Headlines
Should be set with 
tight line spacing
To make our headlines bold and punchy, we use goodlife brush 
sentence case only with tight leading-line spacing. The space 
between each line should be equivalent to the height of the full 
stop character.

OUR TYPOGRAPHY/LINESPACING

Our Brand / Our Typography

Our typography rules
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TYPOGRAPHY/COLOUR APPLICATION EXAMPLE:

Our Brand / Our Typography

Life is not measured by the 
breaths you take
But by the Moments that take 
the breath away www.castararetreats.com
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Overview of imagery:

Our Brand / Our Imagery

WARM
Our imagery should always feel warm—
both in temperature and attitude—we 
should show the island and resort with 
the best weather but more importantly 
there should be a real sense of welcome 
and friendliness. Caribbean people are 
world renowned for the sense of fun 
and warmth, we should always try to 
show this.

AUTHENTIC
THe subject matter should always be REAL, 
natural and never feel contrived or set-up.  
is about capturing real people in real  
environments doing real things.
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Treatment:

Our Brand / Our Imagery

When placing an image over a solid colour—i.e. in a brochure—we need to apply a treatment.  This 
treatment will enable the image to blend with the background and will create warmth and unity.

In order to achieve this, we  First need to create a white surface which is the exact same size as our 
image, place it over the colour background and apply an opacity usually set between 60% and 80%
(In InDesign or Illustrator go to Menu > Window > Transparency > opacity). Place the image over the 
white surface and apply the transparency select ‘Multiply’ (Menu > Window > Transparency > scroll 
down menu: Multiply).  THe colour background colour will slightly show through the image.
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IMAGERY APPLICATION EXAMPLE:

Life is not measured by 
 the breaths you take

But by the Moments that 
 take the breath away

DISCOVER Your Moment AT CASTARA RETREATS

www.castararetreats.com

Our Brand / Our Imagery
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This is our brand.
Let’s live it and  

communicate it with 
consistency.


