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The Federal Government 
has decided to proceed with 
the implementation of a 
new mandatory country of 
origin food labelling system 
incorporating the Australian 
Made, Australian Grown 
(AMAG) logo.  

When the states and Territories ratify 
the new system, and it is adopted by the 
Federal Government, the rules for using 
the logo on food products will change.

The Austra l ian Made Campaign 
has had several meetings with the 
department of industry and science 
in recent weeks and we anticipate 
a draft of the information standard, 
which will effectively set down new 
rules for companies to follow, will be 
released shortly.

The new labelling system will be 
mandatory for all foods, except for a few 
categories such as alcoholic beverages, 
s o f t  d r ink s  and  confe c t i one r y 
(product categories identified in the 
Government’s consumer research 

update on the proposed new  
country-of-origin food labelling scheme

as being of low concern as regards 

country of origin). You can find out 

whether the products you make will be 

required to carry the new logo on the 

department of industry website.

A large education campaign directed 

at both consumers and business is 

envisaged by the Government.

W i d e s p r e a d  u s e  o f  a  s y m b o l 

incorporating the logo that clearly 

identifies genuine Australian food 

products and produce should further 

boost the logo’s strong connection to 

Australia, and with that, the sales of 

great Aussie goods in domestic and 

global marketplaces. We anticipate it 

will have a ‘halo effect’ on other product 

categories too, lifting the profile of all 

other products carrying the logo.

The Government has confirmed that 

there will be no cost to access the new 

food labels, and there will be an online 

portal where companies can access 

information and download the labels.

The new labelling system will impact 

on the operations of Australian Made 

Campaign ltd (AMCl) because of the 

mandated involvement of the AMAG 

logo – but it is of course too early to 

be at all clear about that. 

As it stands, legislation is set to be 

introduced into Federal Parliament 

sometime between december 2015 

and April 2016. 

Once the new proposal becomes 

law, there will be a staggered phase-

in period of 3 months to 2 years 

(depending on the type of product) 

which will enable businesses to 

minimise and spread the cost of 

relabelling. 

At this stage it is business as usual for 

AMCl and for use of the AMAG logo. 

licensees will be kept fully informed 

and advised as soon as further details 

come to hand. in the meantime, please 

visit the department of industry’s 

website for more information.

Packed in 
Australia
Grown in 
France

Made in 
Australia 
from more 
than 50% 
Australian 
ingredients

Grown in 
Australia 



The Australian Made Campaign Newsletter

THE AusTrAliAn MAdE CAMPAiGn   |   NOVEMBER 20152

Coffee Machine Technologies’ 
‘Viper’ multi-purpose steamer 
won the Best New Australian 
Made Product Award at the 
food industry’s largest trade 
event, Fine Food Australia in 
September.

The V iper s teamer is  made in 

Victoria, can froth milk manually 

or automatically and dispense hot 

water for tea. Because it works 

independently, it can supplement an 

existing coffee machine, saving bench 

space and improving productivity 

without adding another machine.

The prize for winning the award was 

a licence to use the Australian Made 

logo, paid in full for one year. 

runners up for the award were 

Queensland Plastics, for its preparation 

board, and Kialla Pure Foods for its 
‘Plate 2 Farm Tracker’ software.

To find out more about the Coffee 
Machine Technologies’ Viper steamer, 
visit www.vipersteamer.com.

Best new Australian Made 
Product Award

The average number  of 
businesses registering to 
use the Australian Made, 
Australian Grown logo each 
month has almost doubled 
over the past year.  

“Our research shows country-of-

origin is a key factor in product 

purchase decisions, particularly for 

food, and consumers are looking for 

goods made and grown in Australia, 

so it’s no surprise that businesses are 

keen to capitalise on this sentiment,” 

Australian Made Campaign Chief 

Executive, ian Harrison said.

“The Australian Made, Australian 

Grown logo is the only registered 

country-of-origin certification trade 

mark for all classes of Australian 

goods – as well as third party 

accreditation it is a powerful selling 

tool,” Mr Harrison said.

“Australia’s reputation for producing 

produc t s and produce to high 

quality and safety standards is 

driving sales in Australia, but we’re 

also seeing a huge impact overseas 

– opportunities for exporters are 

booming.”

“it is fantastic that after almost 

thirty years, the Australian Made, 

Austra l ian Grown logo is  s t i l l 

delivering significant competitive 

advantages for Aussie fishermen, 

producers and manufacturers,”  

Mr Harrison said.

All certified Australian 

Made, Australian Grown 

and Australian Seafood 

products can be 

found online in the  

product directory at  

www.australianmade.com.au.

Businesses rush to brand 
products as genuinely Aussie

Maintaining integrity:  
Compliance is a 
collective effort
As an authorised user of the 
Australian Made, Australian 
Grown logo, you can play 
an impor tant  r o l e  i n 
ensuring its credibility is 
maintained, beyond your 
own products’ compliance. 

i f you spot the logo being 
misused, please get in touch via 
compliance@australianmade.
com.au with details. All reports 
of  misuse wi l l  be treated 
confidentially, investigated 
and appropriate action taken. 
Maintaining the reputation of 
this valuable asset requires a 
collective effort.

W yndham Ci t y  Counc i l  has 
become a Campaign supporter 
of the Australian Made Campaign 
to encourage its local growers 
and manufac turers .  We are 
delighted to have them onboard. 
Campaign supporters promote 
and advocate for local growers 
and manufacturers by integrating 
the logo and the ethos that it 
represents into business and 
community initiatives.

New Campaign Supporter
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Furnishing in focus
The Australian Made Campaign 
will again be partnering with 
l ead ing  Au s t ra l ian  fabr i c 
supplier Warwick Fabrics, to 
bring the national Furnishing in 
Focus exhibition to Melbourne 
again in June 2016.

The trade-only exhibition has gained 

a high profile among buyers in recent 

years because it is the only national 

furniture and furnishing event featuring 

exclusively Australian-made goods. it 

promises to offer the biggest selection 

to be shown under one roof all year.

Visitors from a broad cross-section 

of retailers and furniture-related 

industr ies wil l  be introduced to 

Australia’s top manufacturers and their 

locally made goods over two big days 

at the Melbourne Convention and 
Exhibition Centre, 8-9 June 2016.

Buyers and suppliers will also have the 

opportunity to network in an informal 

setting, and awards will celebrate those 

who have made long-term contributions 

to the Australian furniture industry.

Furnishing in Focus spokesperson John 

Mackinnon, says the concept has been 

steadily growing in popularity since it 

was initiated by Warwick Fabrics back 

in 2010.

“With fantastic industry support this 

‘import-free’ trade show has become 

a national event, which will expand 

even further in 2016 to embrace 

a wide variety of fabric suppliers 

offering the very latest in furnishing 

textiles,” Mr Mackinnon said.

“This is a great example of what can 

be done by an industry prepared to 

work together.”

 “The Australian Made Campaign 

i s  p roud to  suppor t  Aus t ra l i a ’s 

manufacturers at Furnishing in Focus 

2016,” Australian Made Campaign 

Chief Executive, ian Harrison, said.

“This exhibition will showcase the 

exceptional skills Australia’s furniture 

and furnishing manufacturers have 

to offer, increase visibility of the 

variety that is readily available, and 

demonstrate how much more flexible 

buying locally can be.”

For more information about 
exhibiting at Furnishing in Focus, 
or to register to attend, visit 
www.furnishinginfocus.com.   

Country-of-origin branding even more 
important now the TPP has been signed
The Australian Made Campaign 
ha s  i s sue d  a  reminder  to 
businesses to boost country-of-
origin branding on products and 
produce as an important part 
of their strategy to leverage 
the new export opportunities 
available via the Trans-Pacific 
Partnership (TPP). 
“The TPP will significantly reduce trade 
barriers, opening up new markets for 
Aussie growers and manufacturers, 
but it is important that they make the 
most of the marketing opportunity 
p r e s e n te d  by  ‘b e i n g  Aus s i e ’,” 
Australian Made Campaign Chief 
Executive, ian Harrison said.

“P rominent  count r y - of- o r ig in 

branding will play a key role in driving 
sales in the Pacific region, which has 
demonstrated increasing demand for 
Australian products and produce.”

 “The stylised kangaroo has been used 
to promote genuine Aussie products 
and produce for almost three decades, 
and the research shows it works,”  
Mr Harrison said.

research clearly establishes that the 
Australian Made, Australian Grown 
logo is by far Australia’s most recognised 
and trusted country-of-origin symbol. 
in addition, surveys conducted by YsC 
Online in 2010 found that products 
carrying the logo in export markets 
were more likely to have increased sales 
than those which did not.

“Aus t r a l i a  ha s  e a r n e d  i t s e l f  a 
reputation for making and growing 
high quality products and produce 
and, with the Australian dollar falling 
in value, demand for Aussie exports is 
growing strongly,” Mr Harrison said.

“For many small businesses involved 
in expor t ,  the Austra l ian Made, 
Austra l ian Grown logo, with i t s 
proven, established links to Australia, 
can become their strongest brand in 
the marketplace.”

in addition to its role as a marketing 
tool in countries worldwide, the logo 
is already a registered certification 
trade mark in TPP nations singapore 
and the  usA .  P lans  fo r  fu r the r 
registrations are underway.
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GsT on online imports under $1000
The Australian Made Campaign 

has applauded the agreement 

by the country’s political leaders 

to broaden the GST to cover 

overseas online transactions 

worth less than $1000.

The Australian Made Campaign has been 

calling for the abolition or reduction  

of the tax-free threshold since 2012.
“We congratulate all the Governments 
on arriving at this decision, which 
will remove a fundamental flaw in 
our tax system, whereby Australia 
has been effectively penalising its 
own retailers, and through that, its 
own manufacturers and producers,”  
Australian Made Campaign Chief 
Executive, ian Harrison, said.

“Eliminating this discriminatory 

application of the GsT will help level 

the playing field for local products 

competing with imports.”

“The positive ramifications for Australian 

producers and manufacturers and the 

retailers that stock their products will 

be tremendous if this goes ahead,”  

Mr Harrison said.

The Australian Made Campaign 

is proud to work with Campaign 

Supporter Gold Coast City 

Council to promote Australian 

Made and Australian Grown 

products and produce. 

You may already be aware that in 2018, 
the City of Gold Coast will be hosting 
the Commonwealth Games. 

if you are interested in tendering 
for supply opportunities for the 
Commonwealth Games, expressions 
of interest are now being taken for 
‘work packages via the iCn Gateway. 
simply search for ‘Commonwealth 
Games’ in the ‘opportunities’ field at 
www.gateway.icn.org.au. 

The iCn Gateway is  an onl ine 
connec t ion point for buyers and 
suppliers looking to build partnerships. 
it enables suppliers to search projects 
and register their company’s interest 
with just a few easy steps. similarly, 
project managers and iCn consultants 
use the database when searching for 
suppliers for specific projects. 

if you are not already registered on 
the iCn Gateway, be sure to register 
as soon as possible. if you have 
already registered, make sure your 
profile is up to date. Once registered, 
you will receive automated email 
updates detailing upcoming project 
opportunities and news. it can be one 
of the most effective ways to keep 
informed and generate new business.

Gold Coast  
Commonwealth Games 2018

Australian Made Campaign 
Partner Oz-Town launched the 
first of its proposed showrooms 
featuring exclusively certified 
Australian Made and Australian 
Grown products in China in 
September 2015.

The chain offers a ‘one-stop-shop’ 
for businesses interested in exporting 
to China, providing a wide range of 
services, from coordinating shipping, 
to overseeing customs clearance, 
managing warehousing, showcases, 

marketing, sales and customer service.

i n  a d d i t i o n  t o  promotion in its 
physical premises, which will be based 
in the key cities of Guangzhou, Haerbin, 
shanghai, Yantai and Zhengzhou,  
Oz-Town is also able to facilitate 
online retail sales via major Chinese 
ecommerce platform Jd.

More opportunities are expected to be 
provided in 2016, via major Chinese 
retailer suning, which is expected 
to launch Australian Made Oz-Town 
‘sections’ within 50 of its stores next 
year. This will be supported by an  

new export opportunities in China

online presence on the suning website.

If you are interested in exporting to 

China, visit www.oz-town.com or 

contact Sophy Liu on 02 8246 8309 

or export@oz-town.com for more 

information.

Join the  
Aussie Made Club
Show your support for 

A u s s i e  f a r m e r s  a n d 

manufacturers by joining 

the Auss ie  Made C lub, 

our free, opt-in club and 

monthly e-newsletter. 

A l l  C l u b  M e m b e r s  a r e 
automatically entered into the 
draw to win great prizes each 
month, and gain exclusive access 
to competitions. 

P l ea s e  he lp  you r  co l l e ague s 
connect with the logo by sharing 
this opportunity with them.

www.aussiemadeclub.com.au


