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Flash back to 2010 Australia world's 'dumb blonde'

By Dan Harrison
14 October 2010 — 3:00am

AUSTRALIA is viewed as the "dumb blonde" of the world, attractive but shallow and unintelligent,

according to a visiting British branding expert.

f v = A A A Simon Anholt, who has advised the governments of more than 40 countries on national identity

and reputation, said Australia's one-dimensional image meant that events such as attacks on
Indian students could do greater damage here than in countries with which people were more

familiar.

"A well-rounded national reputation is an insurance policy against that kind of thing,” Mr Anholt
told The Age.

Mr Anholt yesterday addressed a conference on international education in Sydney organised by
IDP Education, the international student recruitment company half-owned by 38 Australian

universities.
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A lot has happened since 2010 and experts suggest we are
entering “a new period of profound instability in international
higher education”

Year on year % change in student visas issued by study destination*
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* USA visa data not shown as it is not comparable to previous years due to changes in visa policy and processes; alternatively Open Doors new enrolments data is shown

Sources: Australia Dept of Home Affairs, Canada CIC, NZ Department of Labour (Immigration), UK Home Office, US Institute of International Education. Open Doors Report.

Acknowledgements: IDP Australia and https://www.insidehighered.com/blogs/world-view/dramatic-instability-international-higher-education
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CURRENT STATE



Formal arrangements designed to enable a whole-of-
government approach

Student Interdepartmental Committee
Services on International Education

Working Group

Commonwealth, States and
Territories International

Nation Brand Latin America Education and Training Forum
Advisory

Council Working Group

Austrade works
within and alongside
formal arrangements

China and
India Working State-based international to _support and
Groups education advisory groups ampll_fy government
activity at all levels

Council for International Education (CIE)

Members: 6 Australian Government ministers, 11 sector representatives & experts

Working across government & industry to ensure the sector continues to play a key role in

driving Australia’s future economic growth, global engagement and innovation. Overseeing the
National Strategy for International Education 2025




We are getting on with the business of promoting Australia as a destination and
a partner for international education, training and research

Future Unlimited Licenses
530 2.5 by State and Territory

Million

Licenses Study in
37 Australia

' 78% of 401

® o Study
in Australia
Thailand — 21 Licenses in
from
overseas
China-11
Philippines — 10

mVIC sWA mACT eNSW mNT =QLD mSA mTAS



CAMPAIGNS AND ACTIVITIES

31,407

alia

ond\“p“’s“

Australia “

Future

Study In Australia
o

@studyinaustralia

Community

12,825.308

people reached

s 304,196 people like this

3y 304,407 people follow this

» FutureUnlimited

2L Invite your friends fo like this Page

* Embajada de Australla en Colombla y Venezuela
o Ao 22a pm o

En Australia descubirds un futuro sn limitss, poesue #LaClaveEsAustralia
2FuturaSinUmites

LA, CLAVE ES

JSTRALIA}

C

I3 Lke ([J Comment 2 Share

Top Camments +

Q0% 18m

Study In Australia

>
“ September 24 at 454 PM - @

Co héi cudi danh cho cac ban tai Da Lat ddng ky tham gia Hoi Thdo Gido
Duc Australia vao 15.00 chiéu 25/9 tai Treéng Cao déng Nghé Da Lat.

Hay nhanh tay dang ky tham gia tai https://goo.gllyzdNXs dé& nhan qua ting
d4c biét ngay khi @én Hoi thdo.

Céc hoc bdng hap dén, thong tin hitu ich v& gido duc Australia va nhiéu cau
a6 vui c6 thrdng dang chd ban.

See Translation

b

),
Australia ©

) Future

Study In Australia Sign Up
Education
©0O=% 500 2 Shares

Austrade_Education
@Austrade_Ed

Contributing to the building of a
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Y FutureUnlimited

A priority is aligning and amplifying the efforts of
Commonwealth, States & Territories, and local governments
to promote Australia
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There are some important policy conversations underway that may impact
our brand promise, products, channels to market
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Review
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Delivering on diversity -5 Cs
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FOREIGN POLICY WHITE PAPER - 2017

We will develop a stronger nation brand that
reinforces our reputation as

an internationally competitive
Investment destination

e aggreat place to visit

« a quality provider of education

e atrusted exporter of premium quality
goods and services.

2017 i
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Opportunity Security Strength
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WHAT IS A NATION BRAND?



WHAT IS A NATION BRAND?




WHAT IS A NATION BRAND?




WHAT IS A NATION BRAND?

Actions
..... . Activities
" Policies
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NEW ZEALAND

NEW ZEALAND NEW ZEALAND

Launched in 2012 by the NZ tourism, education, trade and enterprise
departments invested NZD $9.8m over 4 years.

The nation brand’s vision is to enhance NZ's reputation beyond natural beauty.
It followed the success of the "100% pure" brand focused on the tourism sector.

AUSTRALIA’S NATION BRAND 19



NEW ZEALAND
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newzealand.com@

AUSTRALIA’S NATION BRAND



NEW ZEALAND

THE
NEW ZEALAND
Sorvoroue | PROGRAMME

ALL BLACKS

AUSTRALIA’S NATION BRAND



UK - ‘GREAT’ BRITAIN

WELCOME TO

GREATRGREAT

BRITAIN

P AN P AN

From 2012 to March 2015 the UK invested £113.5m in the GREAT campaign
generated a £1.2bn retum, successfully attracting endorsement and
sponsorship from the private sector.

Currently used by 17 UK government and related organisations.

AUSTRALIA’S NATION BRAND 22
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WHAT ABOUT AUSTRALIA?



INTERNATIONAL REPUTATION TRACKERS - AUS

Reputation Institute
Country RepTrack ® 2018

Anholt-GfK
Nation Brands Index 2017

Digital Country Index
Bloom consulting 2017

The Soft Power 30
Portland Communications 2018

AUSTRALIA’S NATION BRAND 25



ANHOLT GFK NATION BRAND INDEX
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Immigration
&
Investment
7th

Tourism 8th

AUSTRALIA RANKS IN THE TOP 10 ON 5 OF 6 INDICES

Exports
10th

People 2nd

Governance
5th

Culture 13th
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*Rankings are among a total of 50 nations. Only the nations ranked 1-15 on each Index are displayed here.

© GfK 2018 | Australia’s Nation Brand | July 19, 2018
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AUSTRALIA'S DIGITAL DEMAND BY MARKET

Bloom Consulting

Countries Regions and Cities

@ Prominence @ Tourism
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AUSTRALIA’S DIGITAL DEMAND BY DIMENSION

Bloom Consulting

Countries Regions and Cities

@ Prominence

4,62%
3,99%
3,18%
3,16%
3,01%
2,21%
2,15%

Cricket

Political Leaders
Football

Security and Crime
History

Cinema and Tv

Local People and Tribes
Freedom and Rights

@ Work and Live

Live

Jobs

Work in

Salaries

Housing

Quality of Life

Cost of Living

Jobs by Background

Tourism

Tourism Attractions
Natural Wonders
Travel

Destinations
Tourism Packages
Beaches

Cruises

Universities

Study Abroad Programs
Study in

Schools

Scholarships

Student Visa

Exchange Programs
Education

@ Business & Exports

Export from

Import from
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Corporate Taxation and...
Real Estate Industry
Infrastructure and...



ACCORDING TO THE RESEARCH ...

Australia’s reputation ranks #1 across all dimensions




ACCORDING TO THE RESEARCH ...

Australia’s reputation ranks #1 in all competitor
country




CHINA MARKET QUANTITATIVE RESEARCH RESULTS

Bloom Consulting

Countries Regions and Cities
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ASIA - OUTSIDE CHINA QUANTITATIVE RESEARCH RESULTS

Bloom Consulting

Countries Regions and Cities
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UNITED KINGDOM QUANTITATIVE RESEARCH RESULTS

Bloom Consulting
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UNITED STATES QUANTITATIVE RESEARCH RESULTS

Bloom Consulting
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HOWEVER...

...this goodwill Is not being capitalized for the
Australian economy.




AUSTRALIA'S DIGITAL DEMAND IN COMPARISON TO ITS PEERS (SEARCHES)

Bloom Consulting

Countries Regions and Cities
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“For Australia the longer term challenge is to progress
from being merely popular to truly respected”




PROJECT APPROACH AND TIMELINE



PROJECT MAP

Feb/Mar/Apr May/Jun/Jul Aug/Sep/Oct Nov/Dec 2019
CREATIVE ASSET DELIVERY &

STAKEHOLDER ENGAGEMENT
GOVERNMENT | INDUSTRY | COMMUNITY




AUSTRALIA’S NATION BRAND ADVISORY COUNCIL

Andrew Forrest AO
Non-executive
Chairman, Fortescue
Metals Group (FMG),
Former Chief Executive
Officer of FMG.

Alan Joyce AC
CEO,
Qantas

1

Bob East

Christine Holgate Wesley Enoch

Chief Executive
Officer, Mantra,
Chairman Tourism
Australia

Sydney Festival
Artistic Director

Chief Executive
Officer,
Australia Post

sl ’
Glenn Cooper AM
Chairman,
Coopers Breweries

Mike Cannon-
Brookes
Co-Founder and Co-

Jayne Hrdlicka
Chief Executive
Officer, A2 Milk

Michael O'Keeffe

Chief Executive
Officer, Aesop

Rod Jones

Former Group
Chief Executive

Dr Stephanie Fahey

Chief Executive
Officer, Austrade

v\

Edwina McCann
Board Director
Australian Fashion

CEO, Atlassian

Company

Officer, NAVITAS

Council, Editor in Chief,
Vogue Australia



INDUSTRY, GOVERNMENT & COMMUNITY
ENGAGEMENT



INDUSTRY ENGAGEMENT PROGRAM

Raise awareness of Australia’s Nation Brand project

- Context and genesis, objectives, intent and anticipated benefits

Gather feedback, perspectives and insights

- What matters to stakeholders and how they regard the opportunity

Explore the opportunity to bring Australia’s Nation Brand
to the world
- What good execution looks like and how to make it a reality




INDUSTRY FORUMS & DIGITAL PLATFORMS

Participation by Sector and Government Participation by geography

;s\‘ International: 17
@ [Digital Forum]

Exporis

Education







INDUSTRY ASPIRATION FOR A NATION BRAND

Less prominent More prominent

e .

PEOPLE PLACE PRODUCT




WHAT’S NEXT?



KEY DATES
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Nation Brand Implementation Framework

[
A
Inx
Governance

The framework employed to fund, manage and
oversee the Nation Branding effort

Strate ,‘\ Experience ] Expression
8y ~ Xp p

Strategic framework that defines How the strategy is lived and delivered How the country positioning and
how the Nation Brand will over a sustained period across brand narrative is expressed
transition from current to economic, political, social, cultural, through promotional channels.

aspirational state. Covers brand, education and other activities The symbolic activities and actions

marketing, communication and that are emblematic of the strategy.
broader experience across policies,
practices and activities

& Operational support

Nation brand assets, campaign materials, tools and tactical support, aswell as the brand guardianship model




SUCCESS IS A NATION BRAND THAT

* instills a sense of pride and confidence in Australians
* resonates with international audiences

* isembraced and championed by Australian industry,
business and government

* Dbeing Australian enhances competitiveness and supports
economic growth

* jsused by all industry sectors to project a united ‘Team
Australia’ in international markets

* is enduring and built for the future global marketplace




WEBSITE

https://www.austrade.gov.au/nation-brand

il

ST

-

AUStralia’S Nation Bra nd What is a Nation Brand?

Australia’s Nation Brand will help drive our nation’s competitive edge in international
markets. To keep Australia globally competitive - now and in the future - we are developing a
nation brand that is applicable to all Australian industries, services and experiences and
recognisable globally.

This project is a unifying initiative for the nation and will be an opportunity for businesses to
build on Australia’s strong international brand to open international doors and keep them
open.



https://www.austrade.gov.au/nation-brand

QUESTIONS?



