Global Sentiment
Monitor
Tracking the world’s perception of Australia
after the bushfires

Introduction
The bushfires in late 2019/early 2020 put
unprecedented international attention on
Australia. As the fires raged, there was growing
concern globally about their impact on our trade,
education and tourism industries. Our reputation
as a clean, green and safe destination was also
being threatened.
The Department of Foreign Affairs and Trade and
Austrade recommended that research be
conducted to determine the impact of the fires
on Australia’s global business and brand
reputation, using nation brand metrics that were
determined in July 2019. The results would
provide a framework to dial up positive sentiment
and address areas of negative perception.

The research was conducted from 18 to 28
February 2020. Close to 10,000 citizens from
seven countries were asked to complete an online
quantitative survey to gauge their perceptions of
Australia and its reputation in light of the
bushfires. See page 10 for the research
methodology.

Insights
The research identified five key insights and
implications:

INSIGHT

IMPLICATION

INSIGHT #1: Positive sentiment of
Australia declined during the
bushfires. However, the positive
momentum indicates a strong
rebound.

During the bushfires, our global reputation remained relatively
intact. As we come out of these difficult times, communicating our
unique ‘can do’ Australian spirit will show the world that we are a
resilient, optimistic country that is likely to recover well.

INSIGHT #2: Bushfires dominated
global conversations. There were
negative perceptions about the
impact on our flora and fauna, as
well as the economy.

The bushfires attracted worldwide attention and discussion, with
negative perceptions concentrated in China and South Korea.
Controlling the narrative will be challenging, but amplifying the
‘corporate’ voice (through business, government and not-forprofits) is an effective way to counter the high reach and
negativity associated with media outlets.

INSIGHT #3: Our strong nation
brand is a critical asset to leverage.
Our lifestyle, people and culture
are viewed positively around the
world.

The global community has seen first-hand how our resilience and
generosity has helped us overcome the devastating personal
impacts of the fires. As we move forward, we need to capitalise on
our key strengths of optimism, friendliness, resourcefulness and
creativity to maintain and grow our reputation. Importantly, we
need to address negative perceptions around our product quality,
safety and governance.

INSIGHT #4: There are key
learnings we can leverage for
future crises.

As Australia emerges from COVID-19, we must show the world why
and how we are a safe, resilient and stable location for trade,
education, tourism and investment. We can counter any negative
narratives by using our earned and owned communications
channels to communicate our strongest brand attributes of
resilience, optimism and continual growth.

INSIGHT #5: We have more ground
to make in China than in other
countries. There are key
assurances we have to make.

The bushfires negatively impacted the qualities China highly
desires (wildlife, produce and tourism). Providing proof that we
have overcome these challenges and the quality of our offering is
back to high quality standards is critical. We need to bear in mind
the importance of digital news and social media channels in this
market.

Global trends
HOW HAVE GLOBAL PERCEPTIONS OF
AUSTRALIA AND WILLINGNESS TO BUY,
TRAVEL, STUDY, AND INVEST IN AUSTRALIA
CHANGED OVER THE PAST 12 MONTHS?

Positive perceptions towards Australia

% change since Jul-19

Positive sentiment towards Australia is lower
The survey found positive sentiment towards
Australia had declined, dropping from 70 per cent
in July 2019 to 67 per cent in February 2020. The
largest drops in positive sentiment were seen in
China (down 13 per cent) and Indonesia (down 6
per cent).

There is less appetite to engage with Australia
Global willingness to buy from, study in or travel
to Australia dropped from 58 per cent in July
2019 to 53 per cent in February 2020. Among
the seven surveyed nations, only India was more
inclined to increase its engagement with
Australia.
Likelihood to study, buy, visit Australia

% change since Jul-19

The survey found:
•

Fifty three per cent of respondents would buy
Australian produce, down from 62 per cent in
July 2019.

•

Sixty per cent would trade with Australia,
down from 65 per cent in July 2019.

•

Fifty per cent would consider studying in
Australia, down from 51 per cent in July 2019.
Fifty one per cent of parents would consider
sending their children to Australia to study.
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•

Forty nine per cent would travel to Australia,
down from 57 per cent in July 2019.

•

Sixty per cent of investors would consider
Australia as a potential investment
destination.
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Across audiences there is a decline since July 2019

Our reputation remained relatively intact
While positive sentiment declined overall, only 12
per cent of global citizens believe Australia’s
reputation had worsened since July 2019. Most
see no change or an overall improvement
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Impact of bushfires
WHAT WAS THE IMPACT OF THE BUSHFIRES ON
PERCEPTIONS OF AUSTRALIA? WHAT WERE
THE PERCEIVED IMPACTS AND CAUSES?
Almost a third (27 per cent) of global citizens said
their perceptions of Australia improved following
the bushfires. Over half (54 per cent) said their
perceptions remained about the same and 19 per
cent said their perceptions of Australia dropped.

The bushfires had the most negative impact on
the small group whose sentiment about and
engagement with Australia was already low.
Respondents from China and South Korea were
the least positive about Australia following the
bushfires.

Change in perceptions due to bushfires

Thanks to widespread media coverage of
scorched flora and fauna, respondents perceived
the bushfires had the biggest impact on
Australia’s unique wildlife and landscapes. The UK
and the US were more likely to claim wildlife was
highly impacted.

Drought and climate change were perceived to be
the top two causes of the bushfires among
respondents.

Respondents also thought the bushfires would
have a negative impact on the Australian
economy, productivity and output. China and India
were more likely to claim the fires had a major
impact on tourism, the economy and produce.
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Media impact
WHAT IS THE IMPACT OF THE KEY ISSUES
RAISED IN MEDIA, SOCIAL MEDIA, AND OTHER
CHANNELS ON PERCEPTIONS OF AUSTRALIA
AND WILLINGNESS TO BUY, TRAVEL, STUDY,
AND INVEST?
During the bushfires, Australia was dominating
global conversations. Around 60 per cent of
global citizens were talking about one or more
Australian issues. Their main sources of
information came from news and current affairs
on TV, websites and newspapers, followed by
social media.
The top topic of conversation was the jeopardy
facing our wildlife, followed by the negative
impacts of the fires on our flora and fauna.
Among industry, the conversations centred on
the long-term impact on the economy and our
‘clean, green’ produce.
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The perceived negative impacts on wildlife and
landscapes, the economy and produce, alongside
safety concerns, were likely to affect the
willingness of global citizens to buy from or travel
to Australia.
The belief that the fires were still burning (at the
time of the survey in February) and perceived
ineffective disaster management practices and
inaction on climate change were also contributing
to negative perceptions of Australia. The
emergence of coronavirus was also worrying
respondents.
Addressing safety concerns as a result of the
fires and COVID-19 are priorities as they are the
most likely to negatively impact intentions to buy
Australian.
The survey found the corporate, not-for-profit
and government sectors played vital roles in
communicating a positive narrative about
Australia, counterbalancing the often adverse
reporting by news and current affairs programs
and websites.
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Impact on reputation and brand
values
WHAT IS AUSTRALIA’S REPUTATION AMONG
GLOBAL CITIZENS AND WHAT SHOULD BE THE
FOCUS TO MAINTAIN AND ENHANCE
AUSTRALIA’S REPUTATION?
Australia has a strong reputation among the
global community. Sixty per cent of respondents
gave Australia a rating of 8 to 10 on this measure.
Encouragingly, the survey found Australia’s
reputation has mostly stayed the same or
improved among global citizens following the
bushfires.

Australia’s strong global reputation is anchored
by our friendliness and optimism, and resilience in
the face of difficulties. Our consistent and reliable
economy and commitment to global humanitarian
efforts were also mentioned as positive
attributes.
However, respondents perceive Australia’s
product, safety and governance to be
weaknesses. They cited concerns about the
threat to our clean, green produce because of the
bushfires; our disaster management practices;
and ability to respond to health emergencies (i.e.
COVID-19).

Reputation driver performance by country

Global Sentiment Monitor

8

WHAT IMPACT HAVE RECENT GLOBAL EVENTS
HAD ON AUSTRALIA’S NATION BRAND?
The bushfires affected sentiment towards most
of Australia’s brand values and traits. For
instance, respondents were less positive towards
our commitment to the highest quality standards,
and the belief that anyone can achieve success if
they work hard.
Australia’s resilience was noted, however. Our
capacity to overcome issues when times are
tough increased in positive perception through
the bushfire period.

About the Global Sentiment
Monitor
In February 2020, Austrade commissioned
Fiftyfive5 to conduct the benchmark for the
Global Sentiment Monitor. The project outcome
was as follows:
•

•

Provide a robust, statistically valid and
insightful program of research to measure
and track Australia’s global reputation against
a customised set of drivers across Australia’s
core industries tourism, trade, education and
product.
The outcome will be a structured
understanding of what drives Australia’s
global reputation and what we need to dial up
to improve sentiment. The research provides a
measure of the impact of the 2019/2020
bushfires.
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To maintain our strong reputation, we must
continue to emphasise our friendly people,
optimistic culture, resilient economy, open,
multicultural society and strong environmental
consciousness.
To grow our reputation, we need to demonstrate
the high quality of our products and services, our
clean, green produce, effective climate policies,
fair immigration policies, and positive contribution
to global issues.

The Global Sentiment Monitor set out to answer
the following five questions:
1. How have global perceptions of Australia and
willingness to buy, travel, study, and invest in
Australia changed over the past 12 months?
2. What was the impact of the recent bushfires
on perceptions of Australia; what were the
perceived causes and impacts among global
citizens?
3. What is the impact of the key issues raised in
media, social media, and other channels on
perceptions of Australia and willingness to buy,
travel, study, and invest?
4. What is Australia’s reputation among global
citizens and what should be the focus to
maintain and enhance Australia’s reputation?
5. What impact have recent global events had on
the Nation Brand?
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Methodology
A robust and large-scale online survey of 9,786
global citizens was conducted from 18 to 28
February 2020. Global citizens completed a 15minute online quantitative survey through any
device. The respondents were aged 18 to 64 and
came from seven international markets (China,

About Austrade
The Australian Trade and Investment Commission
(Austrade) is the Australian Government’s
international trade promotion and investment
attraction agency.
We deliver quality trade and investment services
to businesses to grow Australia’s prosperity. We
do this by generating and providing market
information and insights, promoting Australian
capability, and facilitating connections through
our extensive global network.
To discover how we can help you and your
business visit austrade.gov.au or contact us at
advisory@austrade.gov.au or on 13 28 78 (within
Australia).

India, Indonesia, Japan, South Korea, the UK and
the US). They were categorised into five
audiences (Education, Trade, Tourism, Product,
Parents) and one Investor sub-group. The
detailed sample breakdown is provided below.
Robust sample sizes across all countries and
audiences was achieved.

DISCLAIMER
While care has been taken to ensure the
information in this document is accurate, the
Commonwealth of Australia represented by the
Australian Trade and Investment Commission
does not provide warranty or accept liability for
any loss arising from reliance on such information.
COPYRIGHT
This work is copyright. You may download, display,
print and reproduce this material in unaltered
form only (retaining this notice and imagery
metadata) for your personal, non-commercial use
or use within your family or organisation.
This material cannot be used to imply an
endorsement from or an association with the
Australian Trade and Investment Commission
(Austrade) without the written permission of
Austrade. Apart from any use as permitted under
the Copyright Act 1968 (for example, 'fair dealing'
for the purposes of reporting news under section
103B of the Copyright Act), all other rights are
reserved.
Requests to use the material for other purposes
or to imply an endorsement by, or association
with, Austrade should be sent to
marketing@austrade.gov.au
18-19-401-500
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