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National Strategy for 

International Education

• Australian international 

education helps students, 

communities & industry 

around the world, 

meeting their 

expectations

AIE2025 Aspiration 

• Delivering education and 

skills to meet the needs 

of the world’s one billion 

students in 2025

Council for International Education strategic priority

• A nationally-consistent approach to marketing and 

branding of international education
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Collaboration Innovation Reciprocation Anticipation

Maintain an Australian edge

Australia continually recognised as a quality, unique learning provider

Compete at scale

Embrace borderless learning 24/7

Unleash Technology

Sharpen market focus

Attract global capital 

AIEC 2017

AIE2025
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RESEARCH



Market-based research to contribute to goals of AIE2025
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1. How does 

Australia 

compare to key 

alternatives in 

the 

international 

education 

sector?

2. What attracts 

students to 

study in each 

country?

3. How well 

does Future 

Unlimited and 

the existing 

creative 

material 

support the 

strategy?

4. What 

changes need 

to be made to 

Future 

Unlimited and 

what are the 

implications? 



Research in China, Indonesia and India; international students in Australia
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PER MARKET

International students 

currently on-shore in 

Australia

Prospective 

students

Parents with 

children aged 15+

Education 

agents
Employers

Specification

Incl post-grads; all 

to consider studying 

overseas

All to consider 

sending their child 

overseas for further 

education

Responsible for 

sending staff overseas 

for training/education.

Likely to be HR 

Managers

Qual
16 respondents on online 

bulletin board

16 respondents on 

online bulletin 

board

8 respondents on 

online bulletin 

board

4-5 one-on-one 

in-depth 

interviews per 

market

6 one-on-one in-

depth interviews per 

market

Quant
N = 200

15 min questionnaire

N= 200 per market

15 min 

questionnaire

N= 200 per market

15 min 

questionnaire

X X

Must not reject the idea of studying in 

Australia



Overall impression of Australia vs competitor countries
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Australia is performing ‘satisfactorily’ across all aspects, but needs to stand out above just lifestyle

AIEC 2017
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China: quality, global education, future opportunities

Highest quality education

Offers global perspective

Offers best career prospects

Innovative environment for 
studying

Safe country

Welcoming towards overseas 
students

Best lifestyle for overseas 
students

Is future focused in delivering 
best outcomes

Prestigious education 
establishments

Will prepare me for a future in 
the workforce

Attributes Performance

0 50 100

%

Australia

Importance ranking

Canada

UK & US

Australia

USA

USA

USA

USA

USA

USA

USA

Best in Class
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India: safety, quality of education, future opportunities

Attributes Performance

Importance ranking

Best in Class

Safe country

Highest quality education

Offers best career prospects

Welcoming towards overseas 
students

Prestigious education 
establishments

Will prepare me for a future in the 
workforce

Offers a global perspective

Best lifestyle for overseas students

Provides an innovative environment

Strong education heritage

0 50 100

%

Australia

USA

USA

Australia

Canada

UK

USA

Canada

USA

USA

Australia & US
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Indonesia: safety, quality, future opportunities

Attributes Performance

Importance ranking

Best in Class

Highest quality education

Safe country

Offers best career prospects

Provides an innovative environment

Welcoming towards overseas students

Provides the best technology for studying

Offers a global perspective

Prepares me for the future

Future focused in delivering best outcomes

Education in this country about the 

experience and the qualification

0 50 100

%

Australia

Australia

Australia

Australia

USA

USA

Australia

USA

Australia

USA

UK

UK



STRATEGIC 
MESSAGING 
FRAMEWORK



Attributes
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• Quality

• Relevance

• Future Employability

• Environment

• Student Experience

• Diverse Offering



Examples of proof points
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• According to Times Higher Education, 29 Australian universities in the 

world's top 500 with an additional 12 in the top 500. In terms of total 

student numbers, this means 84% of students in Australian universities 

are at universities in the world's top 500.

• 40% of international secondary school students stay with host families.  

Over 30% stay with relatives or other family members.  17% stay in 

boarding schools.

• Three Australian cities are in the top 10 most liveable cities in the 2017 

Economist Liveability Report - Melbourne, Adelaide and Perth



Marketing messages
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DIGITAL 
ENGAGEMENT 
FRAMEWORK



Digital engagement framework
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• A map of current learner / consumer-facing online footprint

• Competitor scan

• Assessment of learner / consumer needs

• User  journey maps

• Final findings and recommendations

…and then?

Drive evidence-grounded conversations about a new ‘Team Australia’ way 

forward

An examination of Australia’s international learner/ education consumer 

digital presence



RECENT CAMPAIGN 
ACTIVITY
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Campaign in Brazil focused on specific industries



Kelly.Ralston@austrade.gov.au

Tracy.Harris@austrade.gov.au

Digital engagement framework: 

Chris.Gartner@austrade.gov.au 

www.austrade.gov.au/education

www.studyinaustralia.gov.au

https://www.facebook.com/studyinaustralia/ 


