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AUSTRALIAN MADE: FORD DIDN’T UNDER

Quite apart from the job losses within Ford and it

announced closure of Ford Australia

the ‘Aussie-made card’, Australian Made Campaign Chief Executive, Ian Harrison, says.

“Today’s sad announcement is not a reflection o

models – which are brilliant – it is the marketing 

the biggest disappointment,” Mr Harrison said.

“A campaign based around its Australian workforce could have had a huge impact,” he said. 

 

“For some time now there has been a growing sense of uncertainty in the community about future 

job prospects, and in this type of environment consumers are far more

focussed on the consequences of their shopping decisions. Ford never 

 

According to recently released research by Roy Morgan Research*,

Australian-made products over products m

 

Today’s announcement sends yet another message to Governments, at all levels, 

for an ongoing campaign educating consumers about the value of buying Australian.

 

“It is important that we keep the benefits of b

down to actual purchase decision

can make informed decisions,” Mr Harrison said. 

 

“The irony of course is that Ford will continue to se

which will be subsidised to some extent by Governments elsewhere.

Australian-made product is now going out the back door

 

“Australia has become a high cost country; we have 

quantum shift in consumer preference for small imported passenger vehicles. But the marketing for 

the Falcon and the Territory could have been so much better.”

 

The Australian Made Campaign is the not

Made, Australian Grown (AMAG

labels a product as authentically made or grown in Australia.

 

*Roy Morgan Research 2013 

 

                       

  

AUSTRALIAN MADE: FORD DIDN’T UNDERSTAND THE VALUE OF BEING AUSSIE

e job losses within Ford and its suppliers, the biggest disappointment about the 

Australia’s manufacturing operations is that the company never played 

Australian Made Campaign Chief Executive, Ian Harrison, says.

is not a reflection on the engineering or build quality of the current 

it is the marketing of Ford’s Australian-made products that has 

,” Mr Harrison said. 

“A campaign based around its Australian workforce could have had a huge impact,” he said. 

“For some time now there has been a growing sense of uncertainty in the community about future 

job prospects, and in this type of environment consumers are far more receptive to a campaign 

focussed on the consequences of their shopping decisions. Ford never seemed to grasp

esearch by Roy Morgan Research*, 88.5% are more likely to buy 

made products over products manufactured in other countries. 

Today’s announcement sends yet another message to Governments, at all levels, 

campaign educating consumers about the value of buying Australian.

“It is important that we keep the benefits of buying Australian top of mind, so that when it comes 

actual purchase decisions, particularly on goods as significant as motor vehicles, 

,” Mr Harrison said.  

Ford will continue to sell its range of imported cars in Australia; all of 

which will be subsidised to some extent by Governments elsewhere. Meanwhile a truly world

is now going out the back door. 

“Australia has become a high cost country; we have an overvalued $AUD and we have had a 

quantum shift in consumer preference for small imported passenger vehicles. But the marketing for 

the Falcon and the Territory could have been so much better.” 

The Australian Made Campaign is the not-for-profit organisation that administers the

AMAG) logo. The AMAG logo is the registered certification trade mark that 

labels a product as authentically made or grown in Australia. 
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http://www.roymorgan.com/findings/australian-made-all-the-way-201305060449 

 

NOTE TO MEDIA 

Australian Made Chief Executive, Ian Harrison, is available for interview and vision opportunities. 

Please contact us if you would like to schedule a time. 

 

MEDIA CONTACT 

Catherine Miller, Media and Communications Officer  

P: +61 3 9686 1500 / +61 422 071 256 

E: catherine.miller@australianmade.com.au  

 

ABOUT THE AUSTRALIAN MADE, AUSTRALIAN GROWN LOGO 

The AMAG logo supports growers, processors and manufacturers in Australia by helping businesses 

to clearly identify to consumers that their products are Australian. At the same time it provides 

consumers with a highly recognised and trusted symbol for genuine Aussie products and produce. It 

does both of these things in conjunction with a campaign encouraging consumers to look for the 

logo when shopping; it has been doing this since its introduction by the federal Government in 1986. 

 

The AMAG logo can only be used on products that are registered with the not-for-profit organisation 

Australian Made Campaign Limited. The strict set of rules governing the logo’s use also require that 

it must always be used with one of five descriptors; ‘Australian Made’, ‘Australian Grown’, ‘Product 

of Australia’, ‘Australian Seafood’ or ‘Australian’ (for export use only). To use the logo goods must 

meet the criteria set out in the Australian Consumer Law as well the more stringent Australian 

Made, Australian Grown Logo Code of Practice. More than 1700 businesses are registered to use the 

AMAG logo, which can be found on more than 10,000 products sold here and around the world.  

 

Australian Made Campaign Limited is located at Suite 105, 161 Park Street, South Melbourne, VIC 

3205. 

 

www.australianmade.com.au  

 

 


