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Currently, a communications strategy is focussed on gathering and promoting meaningful stories that tell the story of 
Australia Unlimited. A brand engagement strategy is focussed on strengthening and establishing mutually beneficial 
partner relationships with organisations that have an interest and role in promoting Australia internationally. Read 
more about these opportunities here. 

Why is this necessary?  

Global research shows that while Australia has a great reputation, it is built largely on positive perceptions of the 
natural beauty and lifestyle it offers. It is not as highly regarded in relation to its technology, products and services, or 
inventiveness. 
 
Country perception is becoming an increasingly important factor on the global stage, determining what to buy, who to 
do business with and where to visit. The way we are perceived as a country can’t be left to others to define. It is our 
role to shape and redefine what Australia stands for today. 
 
Being a ‘quiet achiever’ is not going to cut it in the 21st century. Australia needs to talk about its achievements, 
highlight its business capabilities and promote the very significant contribution its citizens make on the global stage. 
 

What does the logo mean?  

Australia is already well known for its friendly people, spectacular environment, resources and lifestyle. But this is only 
part of our story. Contemporary Australia is a confident, creative and outward looking nation, with a strong economy 
and an abundance of talented people. 
 
A powerful optimism lies at heart of Australians, and this in turn drives our country forward and offers unlimited 
possibilities. We’ve defined it as Australia Unlimited – a simple, modern and beautiful brand identity inspired by our 
ancient land, positivity and unique global outlook. 

How can I get involved? 
 
The Brand Australia Program seeks brand partners to further the program’s objectives with target audiences in priority 
international markets. 

› If your core business, activity, event or program involves the presentation of Australia to an international audience we would 
like to hear from you. 

› If your core business is the international marketing of Australian educational services, we recommend you consider using the 
‘Future Unlimited’ brand.  

You can use Australia Unlimited by: 

› applying the ‘Australia Unlimited’ brand mark  on your marketing collateral. This is defined as cooperative marketing. 

› applying the brand (brandmark and assets, using the brand guidelines) across specific international events, meetings and 
exhibitions. 

The Brand Program also has limited funds available to sponsor activities that substantially add to the program or 
impact of existing international activities.    

 



 

 

Where has it been used? 
 
Highlights from 2010-11 include  FIFA World Cup (Johannesburg), Australian Export Awards Winners and Hall of 
Fame Dinner, Forbes  Global CEO Conference, China International SME Fair, Commonwealth Games, (Delhi), 
FilmInk ipad launch, Australia Day address, Bio International Convention, Innovation Road Show to Europe and Latin 
America’s premier mining event – Exponor. 

 

 


