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Abstract

In May 2010 the Australian government launched “Australia Unlimited”, a four-year

Austrade campaign to sell Brand Australia. Logistically and politically, Brand Australia is

a delicate proposition, since it calls for consistency and coherence, as well as

consensus. Given that nations are already “messy”, politically, culturally and socially,

any symbolic representation designed to resolve or mask this mess would be

contentious. Brand Australia thus constitutes a fragile, highly contingent but, according

to government bureaus, economically necessary strategy: globalisation compels

nations to flag their strengths with clarity and in competition. Brand logic entails that

these strengths are folded into a single and stable message. In the case of Australia,

though, certain images have contributed to perceptions of the nation that clash with

those of “Australia Unlimited”. The history of Australia's tourism campaigns has played

a part in this, as have specific events in Australia's recent history. As an idealised

national narrative, then, there is a fundamental problem with this campaign: it speaks

of a cosmopolitan multiculturalism that is absent from other, more dominant
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representations of the nation, a disjuncture that undermines the premise and potential

of effective brand management.

Keywords:

place branding Simon Anholt Tourism Australia Brand Australia advertising

Notes

1. Quoted in Tony Eastley, “Crean Challenges Ad Agencies to Create Australian Brand,”

ABC Transcripts, August 26, 2009 accessed May 20, 2010, http://global.factiva.com.

2. Peter van Ham, “The Rise of the Brand State: The Postmodern Politics of Image and

Reputation,” Foreign Affairs 80.5 (2001): 3.

3. Simon Anholt, “Place Branding: Is it Marketing, or isn't it?” Place Branding and Public

Diplomacy 4.1 (2008): 106.

4. Simon Anholt, “Editor's Forward to the First Issue,” Place Branding 1.1 (2004): 5.

5. Simon Anholt, “Why Brand? Some Practical Considerations for Nation Branding,”

Place Branding 2.2 (2006): 98.

6. Wally Olins, “Branding the Nation – the Historical Context,” Brand Management 9.4–5

(2002): 243.

7. John O'Shaughnessy and Nicholas Jackson O'Shaughnessy, “Treating the Nation as a

Brand: Some Neglected Issues,” Journal of Macromarketing 20.1 (2000): 60.

8. Simon Anholt, “Some Important Distinctions in Place Branding,” Place Branding 1.2

(2005): 119.

9. GfK Roper Public Affairs and Media, The Anholt-GfK Roper Nation Brands Index 

2008 Global Report for Media Reference (2008): 3.

10. “About,” Australia Unlimited, accessed May 17, 2010,

http://australiaunlimited.com.au/about.htm.

SM

https://www.tandfonline.com/keyword/place+branding
https://www.tandfonline.com/keyword/Simon+Anholt
https://www.tandfonline.com/keyword/Tourism+Australia
https://www.tandfonline.com/keyword/Brand+Australia
https://www.tandfonline.com/keyword/advertising
http://global.factiva.com/
http://australiaunlimited.com.au/about.htm


11. Simon Crean, The Hon., “Speech at the Domestic Launch of Brand Australia, Sydney

Opera House,” accessed May 14, 2010, http://www.trademinister.gov.au/speeches.

12. Quoted in Opinion, “Australia's International Image Sets a $20m Poser,” Australian,

August 28, 2009.

13. Danielle Cronin, “Selling the Farm; $20m Makeover for International Image,”

Canberra Times, August 26, 2009.

14. Quoted in Michelle Elliot, “Australia to undergo $20 Million Rebrand,” AdNews,

August 14, 2009, accessed February 12, 1010, http://www.adnews.com.au/archives.

15. Accessed September 2, 2010, http://www.buildingbrandaustralia.com.au/.

16. Jenny Dillon, “Beyond Barbies and Koalas, Oz Sells a Bigger Image,” Advertiser, June

1, 2010.

17. Michaela Boland, “Culture Comes Down to a Cartoon,” Australian, May 24, 2010.

18. Simon Anholt, “Nation Brand as Context and Reputation,” Place Branding 1.3

(2005): 224.

19. Simon Canning, “Ambush Highlights High Stakes of Tourism Gamble,” Australian,

April 5, 2010.

20. Robert Crawford, “‘Anyhow … Where D'yer Get it, Mate?’ Ockerdom in Adland

Australia,” Journal of Australian Studies 90 (2007): 1–15.

21. Judson Knight, “Australian Tourist Commission: Shrimp on the Barbie Campaign,”

Encyclopedia of Major Marketing Campaigns 1 (2000).

22. John Fiske, Bob Hodge and Graeme Turner, Myths of Oz: Reading Australian Popular

Culture (Sydney: Allen & Unwin, 1987), 163.

23. Susie Khamis, “‘I'd Rather Take Methadone than Ken Done’: Branding Sydney in the

1980s,” Scan: journal of media arts culture 2.2 (2005), accessed September 1, 2010,

http://scan.net.au/scan/journal/display.php?journal_id=50.

24. Scott David, “Looking at Life in a Different Light: The Branding of Australia,” Screen

Education 36 (2004): 23.

http://www.trademinister.gov.au/speeches
http://www.adnews.com.au/archives
http://www.buildingbrandaustralia.com.au/
http://scan.net.au/scan/journal/display.php?journal_id=50


25. Anthony Denis and Julian Lee, “Sun, Sand and Salesmanship,” Sydney Morning

Herald, April 17, 2004.

26. Andrea Sophocleous, “Icons are there, in a Different Light,” AdNews, May 21, 2004,

accessed February 12, 2010, http://www.adnews.com.au/archives.

27. Quoted in Michelle Elliot, “Marketing on Top Down Under,” AdNews, June 5, 2009,

accessed February 12, 2010, http://www.adnews.com.au/archives.

28. Nikki MacLennan, “Australia: The Marketing Epic,” AdNews, October 31, 2008,

accessed February 12, 2010, http://www.adnews.com.au/archives.

29. Julian Lee, “Tourism Body Needs to Get Lost,” Sydney Morning Herald, February 19,

2009.

30. Charlie Ward, “A Tale of Two Legends,” Meanjin Quarterly, January (2010): 93.

31. Brian McFarlane, “There's a Lot Going on in Australia,” Metro Magazine 159 (2008):

12.

32. Peter Conrad, “Gone with the Wind,” The Monthly February (2009): 30–6; Alice

Bugin, “History Goes Walkabout in Australia,” Metro Magazine 160 (2009): 176–81.

33. Philip Brophy, “Targeting Australia,” Realtime February/March (2009), accessed

February 10, 2010, http://realtimearts.net/article.

34. Carol Simondson, “Tourism, Primitivism & Power: An Analysis of Some Advertising

Literature of the Australian Tourism Industry,” Olive Pink Society Bulletin 7 (1995): 27.

35. Episode (original air date: March 18, 2009) accessed September 2, 2010,

http://www.abc.net.au/bestof/archive/20090319.htm.

36. Tourism Australia, “Essentials: Message from Andrew” (2010), accessed April 8,

2010, http://www.tourism.australia.com/en-au/news/essentials.

37. Quoted in John Davidson, “DDB's Tourism Oz Assault”, AdNews, July 25, 2008,

accessed February 12, 2010, http://adnews.com.au/archives.

38. Angela Saurine, “A Tourism Slogan to Divide Opinions,” Advertiser, April 1, 2010.

39. Simon Canning, “Tourism Body Keen for Image that Stands the Test of Time,”

Australian, February 8, 2010.

http://www.adnews.com.au/archives
http://www.adnews.com.au/archives
http://www.adnews.com.au/archives
http://realtimearts.net/article
http://www.abc.net.au/bestof/archive/20090319.htm
http://www.tourism.australia.com/en-au/news/essentials
http://adnews.com.au/archives


40. Andrew Jakubowicz, “On the Beach: Selling Australia as a Land or as a People,”

(2010) accessed June 21, 2010, http://andrewjakubowicz.com/publications.

41. Michael Bruce, “Tourism Australia Defends New Campaign,” B & T, June 3 (2010),

accessed June 21, 2010, http://bandt.com.au/news.

42. Tourism Australia, Campaign Brochure: There's Nothing Like Australia (2010).

43. Tourism Australia, Campaign Brochure.

44. Quoted in William Sykes, “‘Boofhead’ Tourism Image Hurts Aussie Exporters” (2010)

accessed August 26, 2010, http://eglobaltravelnews.com.au.

45. Quoted in Kelsey Munro, “Tourism Ads Throw Business into Barbie,” Sydney Morning

Herald, August 8, 2010.

46. Sue Curry Jansen, “‘Designer Nations’: Neo-Liberal Nation Branding – Brand

Estonia,” Social Identities 14.1 (2008): 122.

47. Robert Manne, “Is Neo-Liberalism Finished?,” in Goodbye to all that? On the Failure

of Neo-Liberalism and the Urgency of Change, ed. Robert Manne and David McKnight,

(Collingwood: Black Inc. Agenda, 2010), 11–36.

48. Arjun Appadurai, “Disjuncture and Difference in the Global Cultural Economy,”

Public Culture 2.2 (1990): 7–8.

49. Lyn Calcutt, Ian Woodward and Zlatko Skrbis, “Conceptualizing Otherness: An

Exploration of the Cosmopolitan Schema,” Journal of Sociology 45.2 (2009): 173.

50. Janine Wilder, “Nation Branding: With Pride Against Prejudice,” Place Branding and

Public Diplomacy 3 (2007): 149.

51. Heather Skinner and Krzysztof Kubacku, “Unravelling the Complex Relationship

between Nationhood, National and Cultural Identity, and Place Branding,” Place

Branding and Public Diplomacy, 3.4 (2007): 313.

52. Katharine Murphy, “More Fun in the Sun Down Under,” Age, April 2, 2010.

53. Quoted in Paul McIntyre, “It's Nothing like a Bingle,” AdNews, April 9, 2010: 7.

54. Quoted in Julian Lee, “‘No Place like Home’ for Cheap Marketing,” Age, April 1,

2010.

http://andrewjakubowicz.com/publications
http://bandt.com.au/news
http://eglobaltravelnews.com.au/


55. Mihalis Kavaratzis, “Place Branding: A Review of Trends and Conceptual Models,”

Marketing Review 5.4 (2005): 337.

56. Nina Lees, “Bloody Campaign Faces the Axe,” AdNews, January 25, 2008, accessed

February 12, 2010, http://www.adnews.com.au/archives.

57. Quoted in Dave Clutterbuck, “Where the F****** Hell Are You?,” AdNews, March 24,

2006, accessed February 12, 2010, http://adnews.com.au/archives.

58. Verna Robertson, “Influences of Language Proficiency, Bilingual Socialization, and

Urban Youth Identities on Producing Different Arabic-English Voices in Australia,”

Novitas-Royal 1.1 (2007): 45.

59. Nina Lees, “Learn from PR disasters of 2006,” AdNews, January 12, 2007, accessed

February 12, 2010, http://www.adnews.com.au/archives.

60. Quoted in Christine Sams, “Luhrmann's Peace Mission to India,” Sunday Age,

February 14, 2010.

61. Amanda Hodge, “Indian Students Ditching Australian Education Plans,” Australian,

November 29, 2010.

62. Quoted in Dan Harrison, “Australia World's ‘Dumb Blonde’,” Age, October 14, 2010.

63. Quoted in Unattributed, “Australia Used to be a Much-Admired Nation. Now Others

Think … We're the Yucky Country,” Courier-Mail, October 16, 2010.

64. Quoted in Julie Hare, “National Identity Can't be Brand-Made,” Australian,

September 29, 2010.

65. Gilles Lipovetsky, with Sébastien Charles, Hypermodern Times (Cambridge: Polity

Press, 2006), 37.

66. Fred Hilmer, “The Dumb Blonde of International Education,” Australian, November

1, 2010.

67. Ulrich Beck, The Cosmopolitan Vision (Cambridge: Polity, 2006), 2.

68. Gavin Kendall, Zlatko Skrbis and Ian Woodward, “Cosmopolitanism, the Nation-State

and Imaginative Realism,” Journal of Sociology 44.4 (2008): 403.

http://www.adnews.com.au/archives
http://adnews.com.au/archives
http://www.adnews.com.au/archives


69. Roderic Pitty, Geoffrey Stokes and Gary Smith, “Globalisation and Cosmopolitanism:

Beyond Populist Nationalism and Neoliberalism,” in Global Citizens: Australian Activists

for Change, eds. Roderic Pitty, Geoffrey Stokes and Gary Smith, (Melbourne: Cambridge

University Press, 2008), 206.

70. John Tomlinson, “Interests and Identities in Cosmopolitan Politics” in Conceiving

Cosmopolitanism: Theory, Context, and Practice, ed. Steven Vertovec and Robin Cohen,

(Oxford: Oxford University Press, 2002), 243.

71. Jörg Dürrschmidt and Graham Taylor, Globalization, Modernity and Social Change:

Hotspots of Transition (Hampshire: Hampshire, Palgrave, 2007), 83, 92.

72. Melissa Aronczyk, “‘Living the Brand’: Nationality, Globality and the Identity

Strategies of Nation Branding Consultants,” International Journal of Communication 2

(2008): 55.

73. Robyn Mayes, “A Place in the Sun: The Politics of Place, Identity and Branding,”

Place Branding and Public Diplomacy 4 (2008): 127.

74. Ying Fan, “Branding the Nation: What is Being Branded?,” Journal of Vacation

Marketing 12.1 (2006): 8.

Related research 

Recommended articles Cited by 

13

People also read



Information for

Authors

R&D professionals

Editors

Librarians

Societies

Open access

Overview

Open journals

Open Select

Dove Medical Press

F1000Research

Opportunities

Reprints and e-prints

Advertising solutions

Accelerated publication

Corporate access solutions

Help and information

Help and contact

Newsroom

All journals

Books

 Sign me up

 

 

Keep up to date

Register to receive personalised research and resources

by email

Copyright © 2025 Informa UK Limited Privacy policy Cookies Terms & conditions

Accessibility

Registered in England & Wales No. 01072954 

5 Howick Place | London | SW1P 1WG

Taylor and

Francis Group

https://authorservices.taylorandfrancis.com/
https://taylorandfrancis.com/who-we-serve/industry-government/business/
https://editorresources.taylorandfrancis.com/
https://www.tandfonline.com/page/librarians
https://www.tandfonline.com/societies
https://www.tandfonline.com/openaccess
https://www.tandfonline.com/openaccess/openjournals
https://www.tandfonline.com/openaccess/openselect
https://www.tandfonline.com/openaccess/dove
https://www.tandfonline.com/openaccess/f1000
https://taylorandfrancis.com/who-we-serve/industry-government/marketing/
https://taylorandfrancis.com/partnership/commercial/advertising-solutions/
https://taylorandfrancis.com/partnership/commercial/accelerated-publication/
https://taylorandfrancis.com/who-we-serve/industry-government/business/purchasing-options/
https://help.tandfonline.com/
https://newsroom.taylorandfrancisgroup.com/
https://www.tandfonline.com/journals?&pageSize=3000
https://www.routledge.com/
https://taylorandfrancis.formstack.com/forms/tfoguest_signup
http://facebook.com/TaylorandFrancisGroup
https://twitter.com/tandfonline
http://linkedin.com/company/taylor-&-francis-group
https://www.youtube.com/user/TaylorandFrancis
http://www.weibo.com/tandfchina
https://bsky.app/profile/tandfresearch.bsky.social
https://www.informa.com/
https://informa.com/privacy-policy/
https://privacy.informa.com/trackers/en/
https://www.tandfonline.com/terms-and-conditions
https://www.tandfonline.com/accessibility
http://taylorandfrancis.com/

