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Keynote speaker was Simon Anholt

on nation brands & reputation

Flash back to 2010

Austrade shares Future Unlimited 



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*

Data based on Australia – total, NZ – full-fee paying, UK - offshore, non-EU only, Canada – total, US – HE only

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

* 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

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

IEAA Research Roundtable



CURRENT STATE 
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Formal arrangements designed to enable a whole-of-

government approach

Nation Brand 

Advisory 

Council

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

Student 

Services 

Working Group

Latin America 

Working Group

China and 

India Working 

Groups 

Interdepartmental Committee 

on International Education

Commonwealth, States and 

Territories International 

Education and Training Forum

International Education 

Marketing Forum

State-based international 

education advisory groups

Austrade works 

within and alongside 

formal arrangements 

to support and 

amplify government 

activity at all levels



We are getting on with the business of promoting Australia as a destination and 

a partner for international education, training and research 

Thailand – 21 

China – 11 

Philippines – 10 

2.5 
Million 
visitors to 
Study in 
Australia 
website

530
Future 

Unlimited   
Licenses 

37
countries

78% of 

visitors to 
the Study 

in Australia 
website are 

from 
overseas

401
Future 

Unlimited 
Licenses in 
Australia 

VIC
103
26%

WA
34
8%

ACT
10
3%

NSW 
141
35%

NT
4

1%

QLD
80

20%

SA
25
6%

TAS
4

1%

Future Unlimited Licenses 
by State and Territory 

VIC WA ACT NSW NT QLD SA TAS



CAMPAIGNS AND ACTIVITIES 
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A priority is aligning and amplifying the efforts of 

Commonwealth, States & Territories, and local governments 

to promote Australia

FUTURE UNLIMITED BRAND INDUCTION

99

Collaboration will ensure that the whole is 

greater than the sum of its parts



Work-rights are a 

key determinant for 

student choice and 

to enhance 

employability 

Last reviewed in 

2011, an important 

foundation for the 

sector and our 

international 

product offerings

Shifted to have a 

strong focus on 

how we engage 

and regulate 

education agents

Migrant Worker 

Taskforce 

Australian 

Qualifications 

Framework Review 

Soft Power Review 
Migration Agent 

Enquiry

There are some important policy conversations underway that may impact 

our brand promise, products, channels to market 

An initiative of the 

Foreign Policy 

White Paper,  

opportunity to show 

education as a soft 

power asset  



Delivering on diversity  - 5 Cs

IEAA Research Roundtable

CoursesCountry

53.9% of 

international 

students study 

3 course areas

52.9.% of 

international 

students are from 

5 countries

CampusCities

Campuses 

aren’t just here 

in Australia –

they are global/ 

virtual

87% of 

international 

students study 

in three cities

C C C C

Collaborate 



AUSTRALIA'S NATION BRAND 



We will develop a stronger nation brand that 

reinforces our reputation as 

• an internationally competitive 

investment destination

• a great place to visit

• a quality provider of education

• a trusted exporter of premium quality 

goods and services.

FOREIGN POLICY WHITE PAPER - 2017



WHAT IS A NATION BRAND? 



WHAT IS A NATION BRAND?



WHAT IS A NATION BRAND?



WHAT IS A NATION BRAND?
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NEW ZEALAND 

AUSTRALIA’S NATION BRAND

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.



NEW ZEALAND 

AUSTRALIA’S NATION BRAND
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NEW ZEALAND 

AUSTRALIA’S NATION BRAND
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UK - ‘GREAT’ BRITAIN 

AUSTRALIA’S NATION BRAND

From 2012 to March 2015 the UK invested £113.5m in the GREAT campaign 

generated a £1.2bn return, successfully attracting endorsement and 

sponsorship from the private sector. 

Currently used by 17 UK government and related organisations.
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UK - ‘GREAT’ BRITAIN 



WHAT ABOUT AUSTRALIA? 
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INTERNATIONAL REPUTATION TRACKERS - AUS

AUSTRALIA’S NATION BRAND

6th

9th

6th

10th

Reputation Institute 

Country RepTrack ® 2018

Anholt-GfK

Nation Brands Index 2017

Digital Country Index 

Bloom consulting 2017

The Soft Power 30

Portland Communications 2018
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ANHOLT GFK NATION BRAND INDEX

AUSTRALIA’S NATION BRAND 



AUSTRALIA RANKS IN THE TOP 10 ON 5 OF 6 INDICES 



AUSTRALIA'S DIGITAL DEMAND BY MARKET 



AUSTRALIA’S DIGITAL DEMAND BY DIMENSION



ACCORDING TO THE RESEARCH …

AUSTRALIA'S NATION BRAND 

Australia’s reputation ranks #1 across all dimensions 



ACCORDING TO THE RESEARCH …

AUSTRALIA'S NATION BRAND 

Australia’s reputation ranks #1 in all competitor 

country



CHINA MARKET QUANTITATIVE RESEARCH RESULTS 

CHINA



ASIA - OUTSIDE CHINA QUANTITATIVE RESEARCH RESULTS 

ASIA (EX-CHINA)



UNITED KINGDOM QUANTITATIVE RESEARCH RESULTS 

UK



UNITED STATES QUANTITATIVE RESEARCH RESULTS 

USA



HOWEVER…

AUSTRALIA'S NATION BRAND 

…this goodwill is not being capitalized for the 

Australian economy.



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



38AUSTRALIA'S NATION BRAND 

“For Australia the longer term challenge is to progress 

from being merely popular to truly respected”



PROJECT APPROACH AND TIMELINE



May/Jun/JulFeb/Mar/Apr Aug/Sep/Oct Nov/Dec 2019

PROJECT INITIATION 
& RESEARCH

IMPLEMENTATION 
PLAN DEVELOPED

ASSET 
DEVELOPMENT

LAUNCH & GLOBAL 
ROLLOUT

BRAND STRATEGY 
DEVELOPED

RESEARCH❶ STRATEGY❷ ASSET
DEVELOPMENT❹ DELIVERY &

ACTIVATION❺

PROJECT MAP 

STAKEHOLDER ENGAGEMENT

GOVERNMENT | INDUSTRY | COMMUNITY

VISUAL IDENTITY 
DEVELOPED & 

TESTED

❸
CREATIVE 
DESIGN



AUSTRALIA’S NATION BRAND ADVISORY COUNCIL 

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

Bob East

Chief Executive 
Officer, Mantra, 
Chairman Tourism 
Australia 

Christine Holgate

Chief Executive 
Officer, 
Australia Post 

Glenn Cooper AM
Chairman, 
Coopers Breweries

Michael O'Keeffe

Chief Executive 
Officer, Aesop   

Dr Stephanie Fahey

Chief Executive 
Officer, Austrade 

Alan Joyce AC
CEO, 
Qantas

Mike Cannon-
Brookes
Co-Founder and Co-
CEO, Atlassian

Jayne Hrdlicka
Chief Executive 
Officer, A2 Milk 
Company

Wesley Enoch

Sydney Festival 
Artistic Director

Rod Jones
Former Group 
Chief Executive 
Officer, NAVITAS

Edwina McCann
Board Director 
Australian Fashion 
Council, Editor in Chief, 
Vogue Australia



INDUSTRY, GOVERNMENT & COMMUNITY 

ENGAGEMENT 



INDUSTRY ENGAGEMENT PROGRAM



INDUSTRY FORUMS & DIGITAL PLATFORMS



45AUSTRALIA'S NATION BRAND 



PEOPLE PLACE PRODUCT

INDUSTRY ASPIRATION FOR A NATION BRAND



WHAT’S NEXT? 



SEPAUG OCT NOV

2019

CREATIVE AGENCY 

RFT RELEASED 

CREATIVE 

DESIGN 

MARKET 

TESTING
APPROVAL 

KEY DATES 

GLOBAL LAUNCH

DEC JAN FEB MAR

ACTIVATION

PLAN 





SUCCESS IS A NATION BRAND THAT

• instills a sense of pride and confidence in Australians 

• resonates with international audiences 

• is embraced and championed by Australian industry, 

business and government 

• being Australian enhances competitiveness and supports 

economic growth

• is used 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

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


QUESTIONS?


