DECEMBER 2019

Brand Advisory Council Recommendation
Prepared for Senator the Hon. Simon Birmingham
Minister for Trade, Tourism and Investment.

Senator the Hon. Simon Birmingham,
Minister for Trade, Tourism and Investment

Dear Minister,
I am writing on behalf of Australia’s Nation Brand Advisory Council. The Council is immensely proud
to have had the opportunity to steer this important project, and oversee the development of a
unifying Nation Brand to help drive economic growth from international markets.
Australia is internationally popular for its friendly people and natural beauty. However, there is room
to improve perceptions around our business capability, and significant opportunity to increase
foreign investment if we can strengthen awareness of our products and services overseas.
Our approach has been to develop a brand platform that allows Australia to show up overseas in
a more unified manner and celebrate its unique people, places and products.
To ensure the success of the Nation Brand we recommend adopting:
1.

Our proposed brand framework, including purpose, promise, values and personality,
as the foundations that guide Australia’s Nation Brand.

2.

A narrative-led approach to celebrate everything that’s unique about Australia’s people,
place and product.

3. Our preferred brand design including a premium green and gold colour scheme, wattle-inspired
visual devices and use of the AU short-cut for Australia as design elements.
The Brand Advisory Council are excited by the brand and committed to providing continued
advocacy for the Nation Brand’s adoption, both in the organisations they lead and the influence
they carry within their industry sectors. See Appendix A for Brand Advisory Council
initial commitments.
Your agreement to these recommendations will enable the detailed planning of its adoption and
implementation by government, industry and commercial sector businesses - small, medium and
large. The attached report provides details on our strategic and creative recommendations and
we look forward to discussing this with you further.
Yours faithfully,

Andrew Forrest AO
Chair of Australia’s Nation Brand Advisory Council
On behalf of:

Dr Stephanie Fahey

Alan Joyce AC

Mike Cannon-Brookes

Christine Holgate

Edwina McCann

Glenn Cooper AM

Jayne Hrdlicka

Michael O’Keefe

Bob East

Rod Jones

Wesley Enoch
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INTRODUCTION
Global research confirms that while Australia
is well regarded for its ‘softer’ attributes
including friendly people and beautiful scenery,
it is less known for ‘harder’ attributes such as
business, technology and science capabilities.

•

The things that are made in the country
and the way they’re made.

•

The way others talk about the country.

•

The way the country talks about itself.

As economies are increasingly competing for
global market share, strengthening Australia’s
reputation in these capabilities will be
important to our future economic growth.

We set out with the intention of creating a
unifying Nation Brand, not a uniform one.
The Nation Brand needs to live and breathe
in our behaviour, narrative and visual design.
It must be suitable for adoption by industry
and government, it must enhance our
competitiveness by uniting our product and
service offerings in international markets,
it must endure the test of time and create
moments of national pride.

Australia’s Nation Brand will target more
international people to invest, study, work and
visit here, and to buy our products and
services by strengthening and shifting our
global reputation.
To build a Nation Brand, requires a framework
to be developed, bearing in mind how people’s
perceptions of a country are formed by:
•

The things that are done in the country and
how they’re done.

We have developed a three part unifying brand:
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STAKEHOLDER ENGAGEMENT
Building a Nation Brand requires extensive domestic industry consultation and international
market testing at critical decision points during it’s development. During this process over
16,000 people from international markets and Australia have been engaged to help inform
the Nation Brand and its development.
International market testing was generally conducted in seven markets China, India,
Indonesia, Japan, South Korea, USA and the UK. These markets were selected due to their
importance in the context of trade, investment, tourism and education.

DOMESTIC INDUSTRY CONSULTATION
Regular and continued engagement with a broad range of government, industry and community
stakeholders has been essential for the successful development and implementation of
Australia’s Nation Brand.

STEP 1

STEP 2

STEP 3

Defining the brief

Consulting industry on the
strategy and brand idea

Consulting government on the
strategy and brand idea

(August 2019)

(August 2019)

Digital and Face to Face

Face to Face

Face to Face

Chief Executive Officers (CEOs)
and Chief Marketing Officers
(CMOs) engaged

Senior industry representatives
and other experts

Australian
government agencies

Initial industry engagement
sessions conducted with 355
CEOs & CMOs, from targeted
public and private sector
organisations nationwide
looked to define the brief
for Australia’s Nation Brand.

Follow-up consulting on the
brand strategy, creative idea and
design direction with key CEOs
of targeted industries. Over 180
senior industry representatives
from industries including; Advanced
Manufacturing & Defence, Food
& Agriculture, Creative Arts &
Services, Education, Resources &
Energy, Industry Associations (inc.
AMAG), International Health, Major
Infrastructure and Urban Services,
Services & Technology, Tourism &
Regional Development.

Follow-up consulting on the
brand strategy, creative idea
and design direction with federal
government agencies and
States and Territories (Australian
government agencies through an
Inter-Departmental Committee
(IDC) including DFAT, Austrade
and TA. State and Territory
government updates provided
through federal government
committee meetings including
TMM, TIMM, ASCOT, SOTIG, NIAB
and NTWG and specific State
and Territory briefing session).

(June - July 2018)
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MARKET TESTING
In addition to industry consultation, there has also been a series of international and domestic
market testing across the project. Research was undertaken by Fiftyfive5 Market Research agency.

STEP ONE: Selecting the creative agency:
October 2018

STEP THREE: Testing final brand idea and visual
mark: August 2019

Market testing was conducted to assist in the
selection of a creative agency for developing
Australia’s Nation Brand. Clemenger BBDO was
successfully appointed in December 2018. The
market testing included over 8,500 people in
7 countries including China, India, Indonesia,
Japan, South Korea, the USA and the UK, and
included a semiotic risk assessment in China,
India, Indonesia, Japan and South Korea.
Additionally, we spoke to 112 respondents: 71
consumers and 41 business decision makers
across Australia.

Market testing of the final brand idea and the
wattle mark was conducted as part of finalising
the recommendation of Australia’s Nation Brand
Advisory Council. This includes testing over
4,400 people in 5 countries (including China,
India, Indonesia, Japan, South Korea) and 77
respondents domestically.
Additionally, international semiotic experts
reviewed the proposed wattle mark between
August and September 2019. Aboriginal and
Torres Strait Islander research was also
conducted to test for cultural sensitivity.

STEP TWO: Evaluating strategy and final brand
ideas: June 2019
Market testing of the final two brand ideas
was conducted as part of Australia’s Nation
Brand Advisory Council’s selection of the final
brand concept. This includes over 7,500 people
in 7 countries (including China, India, Indonesia,
Japan, South Korea, the USA and the UK)
and 109 respondents: 56 consumers and 53
business decision makers domestically.
The priority target market and countries
were selected due to their importance in the
context of trade, investment, tourism
and education.

China

United
States

India

South
Korea

Japan

Indonesia

United
Kingdom
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Market Testing Summary and Recommendations
Brand Promise: Optimism is an endeared
trait and when combined with ‘irrepressible’
is seen as uniquely Australian and a key driver
of consideration for our people, place and
product.
Values & Personality: All values and personality
traits resonated with international and
domestic audiences as accurately describing
Australians. The personality traits of optimism,
friendly and builders of trust are most strongly
perceived as “uniquely” Australian now.

Wattle: Appeal for the wattle logo is strong
with over 70% appeal. Strong history with
indigenous and non-indigenous Australians.
Wattle as a symbol provides a blank canvas,
to tell a new Australian story but will need
support in the short term to establish
recognition. The word ‘Australia’ should
appear under the mark at all times to
convey meaning and avoid misinterpretation.
In countries with translation issues, use
alternate mark, replacing ‘AU’ with ‘Australia’
in the mark.

Narrative | Brand Idea: ‘Only in Australia’
outperformed other narrative brand ideas
across all markets and all sectors. Uniqueness
is a key driver of preference and choice by
international consumers when supported by
proof points. Internationally, ‘Only in Australia’
executions help promote our ingenuity and shift
perceptions toward ‘cleverness’ and ‘dynamism’
over traditional perceptions of Australia.
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1

‘Who we are and
how we act’
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‘Who We Are’
PURPOSE
To create a unifying Nation Brand that inspires the world to buy into Australia’s people,
place and product.

PROMISE
The Nation Brand Promise articulates the key
reason why people will choose Australia, which
builds on existing positive assumptions.

“It’s our irrepressible sense
of optimism that drives
everything we do.”

Australia is well regarded internationally for
being optimistic, with a strong work ethic and a
creativity that underpins the national character.

‘How We Act’
OUR VALUES
Our values guide how the Nation Brand
behaves and we must be able to live up to
them in the public and private sectors.
Australians build trust, are resourceful and
creative and believe in fairness and value
mateship. These credentials are strong –
we should continue to promote them to
strengthen our international reputation.

OUR PERSONALITY
The words we choose to describe our
personality are important as they will inform
how we look, sound and experience the
Nation Brand.

We have selected these personality traits
based on both who we are, and who we would
like to be. Research suggests that ‘down
to earth’ and ‘friendly’ are terms already
associated with Australia. ‘Optimism’ was a
distinctive attribute associated with Australia’s
personality and one that drives consideration
– which is why it is sits at the centre of the
Nation Brand Promise.
However there is scope to strengthen
international perceptions around Australians
as ‘clever’ and ‘dynamic’. We know these will
be important for us to shift perceptions and
compete in future growth sectors globally.

We’re down to earth. We’re friendly.
We’re optimistic. We’re clever.
We’re dynamic.
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2

‘What we say’
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‘What We Say’
NARRATIVE
Our storytelling platform ‘Only In Australia’
celebrates everything that’s unique about
Australia’s people, place and product.
It is an idea that will guide our national
narrative, it is not a tagline. It will shape the
stories that we tell, ensuring that we always
focus on the uniquely Australian outcome;
which distinguishes our people, place and
product from the rest of the world.
The idea is generally implied, rather than
explicitly stated, enabling it to co-exist
with taglines and messaging of States and
Territories, industry groups or private sector
organisations. This supports our humble
approach to talking up our offerings, but
where there are unequivocal world’s first
claims and truly unique stories, the words
“Only” or “Only in Australia” may be used to
help land the message.

Have you ever stopped to wonder why we’re all
so optimistic?
Maybe it’s hard not to be when the sun shines as
much as it does down here.
As our First Australians say, “Yamulhu awara
ambirriju” - good country up ahead, good feeling
for the future.
What’s less known about us is the depth that keeps
that optimism burning so bright.
The irrepressibility that has led us to not only survive,
but thrive despite our isolation.
To turn this island into a nation we’ve had to rely on
our hard-wired determination and knack
for invention.
We’re a nation of bright sparks, who relish being
underestimated and are always ready to have
a crack.
With an ability to turn a problem on its head to find
opportunities you don’t always see coming.
An endless energy that we radiate and send out
into the world.
It’s this combination of our people, place and
product that creates uniquely Australian stories.
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Part 2: Narrative

APPLYING THE NARRATIVE

APPLYING THE NARRATIVE
Bangarra

James Cook

MONA
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‘Only in Australia’ is a flexible narrative-led approach, with three implementation options:

1. UNEQUIVOCALLY
AUSTR ALIAN CLAIM

2. UNIQUE AUSTR ALIAN
ANGLE

The world’s first
cancer vaccine

Where can you
find the world’s
finest, most
innovative wool?

A record 28 years of
economic growth

Making the
bionic ear
a reality
for millions

3. DESCRIPTIVE
NARR ATIVE

It took clever
Aussies to create
the world’s first
swimwear from
recycled material

37
43

37
43

The Aussie
rebels’ art
fortress at the
bottom of the
world

25

Where can you
make the Great
Barrier Reef your
classroom?

Contemporary
dance 65,000
years in the
making

Bring people to
the table like
only Aussie
lamb can

25

12
37
43

3

‘How we look’
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‘How We Look’
To encourage adoption by the federal government, States and Territories, industry sectors and
commercial partners, a flexible system of design elements will be made available. These include:
colour scheme, brand mark, typography and wattle glow.

COLOUR PALETTE
Australia is inconsistent with its use of multiple
logos, colours and narratives which dilute
our brand offering and confuse our potential
audiences. This is why we have modernised our
national colour scheme with the use of a deep
green and actual gold, rather than yellow.
Our Nation Brand colour palette is drawn from
the colour and light of our country - luminous
Australian sunlight, falling across the bush, the
sea, our sunburnt earth and our golden sands.
We lead with green and gold – synonymous
with our international efforts both sporting and
cultural – but modernised and premiumised
to help tell our story on the international stage.

We will follow with secondary and gradient
palettes, drawn directly from the sea and sky
and our multi-coloured land.
The extended palette allows us to capture
the moods of our nation and connect our
communications to country. It also is a
reflection of the colours used in our
National, State and Territory flags.

14

Part 3: Creative

PRIMARY (national colours)

BRAND MARK
We’re looking for a symbol to sit at the heart of our design, which will be embraced domestically and
is distinctive internationally. A symbol that’s uniquely Australian, has roots in our national iconography
and can represent our optimism. Two territories were extensively considered, our flora and our
fauna, or more affectionately known as our ‘roo’ and ‘wattle’.

Further, to adopt a kangaroo as our national
symbol would require agreement on a new
single ‘roo’ (by all agencies currently using
kangaroos) as dual-branding situations of
multiple kangaroos sitting side by side will
not work. Therefore, with consideration for
the mark to co-exist with existing national
symbols, this led to a recommendation
against the kangaroo.
New Brand Mark: The Council’s preference
for the Nation Brand mark was the wattle – it’s
our national flower and while not immediately
recognisable internationally, it will become so
over time.
Our proposed Nation Brand mark balances a
literal and abstract interpretation of a wattle
flower. It’s an optimistic burst of gold positivity.
Co-created with our Indigenous design
partners Balarinji, the mark is embedded with
a cultural richness and graphic voice that
speaks distinctively of Australia.			
The contemporary, pan-Indigenous design
is a unique symbol that depicts recognisably
ubiquitous and timeless Aboriginal art elements
- dots of irregular shape and placement, their
spontaneous circular distribution following
radiating lines and clustered configurations.

The wattle has a long held significance for
those that walk our land. In Indigenous tradition
the blooming of the wattle denotes that the
bush has come alive with growth. Each dot
represents individuals and the coming together
of diversity. The animals are plentiful and the
fish are full and fat. To this day, the wattle
continues to flourish right across Australia,
making the golden wattle a symbol of shared
understanding and unity.
The hearty resilience of the wattle has come
to represent the enduring spirit of the
Australian people. This small, beautiful flower
is an organic burst of positivity – in bright
joyous gold. It speaks of warmth, expanding
ideas and horizons, with the pollen laden
stamens radiating a sense of energy and
dynamism. It is an authentic national symbol
that is elegantly and undoubtedly Australian.
The letters AU have been chosen as a visual
shortcut that immediately communicates
‘Australia’. It’s our internationally recognised
two-digit ISO country code, and .au is the
internet top-level domain for Australia, which
plays into our digital future.
The AU is also the periodic table element code
for gold, which provides a connection
to Australia’s scientific endeavours and our
mineral rich past and future.
But more than this, the positive and premium
attributes associated with AU and gold can
be applied to the best of Australia across all
sectors. Over time, we will imbue new meaning
through consistent and relevant application.
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Part 3: Creative

Considerations: We love our kangaroo – it is
currently the most internationally recognised
shortcut to Australia. But we considered
whether it would shift perceptions of our
nation, or simply reinforce what people already
knew about us.

GLOBAL MARK

GEOGRAPHIC ALTERNATIVES

OR

International research demonstrated some language translations issues with ‘AU’ – these alternate marks will be available
for use in Japan and Indonesian markets, without featuring AU in the middle.

TYPOGRAPHY
Our typography is broad like our country.
It is bold and confident with subtle character
– like the R with its kangaroo tail-like end.
Typography for the Nation Brand is
contemporary and unique. The master
typeface has key characteristics that mimic our
personality attributes whilst still being a refined
font for the nation.
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Part 3: Creative

Headlines utilise a wider face, and are
supported by a geometric style body font that
retains the characteristics whilst delivering
utility and versatility.

WATTLE GLOW
The burst can be used in its entirety as a
halo, or as an accent on artwork in existing
photography used to apply Nation Branding
alignment with partners.
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Part 3: Creative

The wattle glow is a visual device built from
the mark. Using the same Indigenous painted
dot technique the glow can be used to add
our sense of irrepressible optimism into
communications.

CONCLUSION

The brand has been designed by Clemenger
BBDO to be modular and flexible enough
for the public and private sectors to adopt
any of the design elements to achieve their
marketing ambitions.

Brand governance arrangements should strike
an appropriate level of control to ensure
consistency of decision-making and standards
in implementation, while also encouraging
efficient access and use.

The more government agencies and
commercial partners show up in a unified
and consistent manner internationally
(using the Nation Brand), the greater the cut
through of Australia’s marketing spend will be.

That being said, the right level of resources and
funding will be needed to ensure the initiatives
drive long-term success. It is important to
acknowledge that Australia already invests
significantly promoting our people, place and
product internationally and across various
government departments. Therefore, there are
significant gains to be made in unifying existing
investment behind the Nation Brand to ensure
our collective funds are working harder
and smarter.

For Australia’s Nation Brand to achieve its
potential, it requires wide adoption and
use. We will need to continue to work with
the Commonwealth, State and Territory
governments, industry bodies and the private
sector to drive adoption for internationally
facing activities.
It is proposed that the assets of Australia’s
Nation Brand be freely available and accessible
for use by Australian businesses from an online
portal governed by Austrade.
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BRAND ADVISORY COUNCIL
The Nation Brand Advisory Council, formed in
June 2018, includes twelve of Australia’s most
influential leaders from diverse industries. The
Advisory Council has a strategic advisory and
advocacy role. The Council has met eight times
from June 2018 to October 2019 and were also
supported by the Brand Expert Working Group
to ensure that Australia’s Nation Brand was
designed by industry for industry.

Australia’s Nation Brand Advisory Council members:
Andrew Forrest AO, Chairman, Fortescue Metals Group
and Minderoo Foundation (Chair)
Alan Joyce AC, CEO, Qantas
Bob East, Chair, Tourism Australia Board
Christine Holgate, CEO, Australia Post
Edwina McCann, Editor in Chief, Vogue Australia
Glenn Cooper AM, Chairman, Coopers Brewery
Jayne Hrdlicka, CEO, A2 Milk

Australia’s Nation Brand Advisory Council led
this initiative. The Council is committed to
providing ongoing advocacy for the adoption
of Australia’s Nation Brand, either in the
organisations they lead or the influence they
carry in their industry or community.

Michael O’Keeffe, CEO, AESOP
Mike Cannon-Brookes, Co-Founder and Co‑CEO, Atlassian
Rod Jones, Co-Founder, NAVITAS
Stephanie Fahey, CEO Austrade
Wesley Enoch, Sydney Festival Director
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APPENDIX A

The Council members, together with
other leaders of small, medium and large
internationally-facing Australian businesses,
stand ready to support the adoption of the
Nation Brand in various ways.

While detailed planning on private sector partnerships can occur once the Nation Brand has been
approved, some early support from members of the Council include:

Austrade – leverage the Nation Brand by
taking it to market at all international trade
and investment marketing efforts including
Austrade funded/supported trade shows,
digital marketing campaigns. Leverage existing
funding grant schemes to promote and
leverage the brand toolkit for use (e.g. EMDG)
and optimise a unifying narrative with access
to digital assets (e.g. Laava QR codes).

NAVITAS – incorporate visual elements in all
Navitas Australian colleges collateral used both
domestically and internationally and encourage
adoption by education sector.

Aesop – limited edition ‘wattle’ infused Aesop
range (TBC)

Qantas – demonstrating strategic alignment
in values, personality and delivering on brand
promise in actions. To explore ideas for helping
to grow brand equity on planes, in-flight
magazine & entertainment, frequent
flyer network.

Australia Post – to incorporate wattle into
international postage services, on franking
device, postage stamps and other ways to
leverage domestic reach in regional Australia.
To explore global service offerings for
international travellers.
Australian Made – to explore alignment with
Nation Brand colours by the Australian Made
Australian Grown logo for Country of Origin
product mark.
Atlassian – to use the convening power of
Mike Cannon Brooks to conduct masterclasses
for tech start-ups and SMEs on how to
leverage your Australian-ness.
Minderoo – intention to apply Nation Branding
design elements to international facing
businesses and assist with launch activations.
Promise, values and personality reflected in
organisations.

Sydney Festival – investigate storytelling and
narrative development around wattle and the
history ie origins, Indigenous significance of
Acacia and personal stories around wattle
to add into speaking points of the festival
marketing roll out and investigate commissioning
a ‘wattle inspired’ installation for George St
corridor in Sydney as part of festival. Similar
installations to be collaborated with other
State and Territories. Publish the Australian
Cricket team song.
Tourism Australia – to adopt design elements
for Business Events and reflect strategic
alignment in all international campaign activity.
Provide support to SME tourism operators
with international marketing efforts.
Vivid Festival – wattle light installations by
artists and featuring on iconic buildings.
Vogue – to leverage strong Australian talent
when being filmed for other events to help
feed and refresh Nation Brand video library.
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APPENDIX A

Australian Fashion Week – leverage the
Nation Brand to talk about Australia’s talent
differently – leveraging the values and
personality, utilise wattle collection with key
Australian designers then re-purpose feature
pieces at high-profile international events (e.g.
Nicole Kidman at Cannes Film Festival).

News Corp – leverage the Newscorp image
library for access to photography for Nation
Brand purposes to make available to SMEs at
significantly discounted rate.

GOVERNMENT EXAMPLE
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APPENDIX B

TRADESHOW EXAMPLE

INDUSTRY EXAMPLE

F RO M :

TO :

SMALL AND MEDIUM BUSINESS
Laava Codes – Laava are one of the great
Australian technology stories. A new way
for consumers to engage with the products
they buy.
Tagging Australian Products and services
with their unique codes allows consumers to
access not only authentication information
and product history but also links to further
content such as each product’s uniquely
Australian story.
The unique ID’s can be custom designed to
reflect our Nation Brand, adding another
potential touchpoint to thousands of
products all around the world.
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APPENDIX B

www.laava.id

