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Brand Australia  Research > 2
 

• Overall, Australia is perceived slightly more positively across 8 of the 11 reputation drivers, with the largest improvements being 
on perceptions of Australia’s Business Environment and being an enjoyable place to be.  

• Last year, this report highlighted the challenge of improving perceptions of Australia’s Products and Services, Innovation and 
Technology. Encouragingly, across the G8 countries there has been an improvement in perception of Australia’s Products and 
Services but no such increase was recorded for the areas of Technology or Innovation.  

• As a result of these lower perceptions, the supportive behaviour of recommending the purchase of products and services for a 
country is the only one that Australia fails to rank in the top five. Currently, Australia ranks 9th with Switzerland, Sweden, 
Germany, Canada and Japan making up the top 5.  

• Australia is considered to be the most reputable country in the USA, Italy, Germany and ranks in the top 5 countries among UK 
and Canada residents.  

• Perceptions of Australia in France, Russia and Japan remain lower with Australia ranked outside of the top 5.  

• The top 10 G8 countries, in terms of reputation, are: Canada, Sweden, Australia, Switzerland, New Zealand, Norway, Denmark, 
Finland, Scotland, Austria.  

• The change in Prime Minister, strength of the Australian dollar, media coverage of the Queensland natural disasters and Oprah 
Winfrey’s Australian tv shows have all had the potential to impact Australia’s international reputation  

• Finally, Australia is ranked 5th in terms of a place to study and 10th as a country that values education. This provides an 
excellent opportunity to promote Australia’s tertiary education system overseas and help further increase the inflow of students 
to Australia.   

TNS Research for Building Brand Australia 

As part of the Building Brand Australia program, TNS was commissioned to research Australia’s brand positioning in 14 countries: 

Australia, Brazil, China, France, Germany, India, Indonesia, Japan, Korea, Malaysia, Russia, UK, US and Vietnam. 

This quantitative and qualitative research was designed to provide insights into Australia’s current and desired brand positioning. It 

involved interviews with approximately 14,000 consumers and over 130 in-depth interviews with stakeholders across the 14 

international markets. 

The research undertaken validated other research which shows Australia is perceived to be a vibrant, friendly and welcoming 

nation, supported by values of positivity, energy and practical solutions.  The research also served to identify a ‘creative territory’ 

for Brand Australia that was found to be consistently motivating across stakeholder and consumer groups both in Australia and 

overseas.  

The Australia Unlimited concept was found to best deliver to this creative territory. In addition, Australia Unlimited was found to 

convey a strong sense of professionalism and future focus. These elements were consistently cited by stakeholders participating 

within the research as being key for industry adoption and support of the brand and in keeping with their desire for Australia to be 

perceived in a more contemporary and multi-dimensional light than has previously been delivered. 

The Australia Unlimited concept has thus been chosen as the visual identity for Brand Australia as it both encapsulates the current 

image and perceptions that are had of Australia, whilst at the same time allowing for the incorporation of more assertive and 

dynamic elements than are traditionally known. 

 


