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‘‘GO FOR
GOLD!’’
Olympic gold-medal
swimmer Ariarne
Titmus supports local
makers and growers.

INSIDE:
• Economic security starts at home
• Aussies chase their business dreams
• Australia embraces the space race
• Myriad products made right here
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Economic security starts at home
Trump’s trade war
illustrates the benefit
of buying Australian,
writes Anders Furze.

A local presence
can give
manufacturers an
edge, says Sam
Czyczelis (top).
Australians
strongly support
buying locally,
says the
Australian Made
Campaign’s Ben
Lazzaro (above).

This year’sAustralianMadeWeek
comes hot on the heels of theUS
government slapping tariffs onmost
imports, highlighting the value of local
support forAustralianmanufacturing
in times of economic uncertainty.
“Aussieswant to helpAussies, that’s

an evergreen result thatwe [always]
find in our research,” saysBen
Lazzaro, chief executive of the
AustralianMadeCampaign. “They’re
more likely to buy products if they
know it’sAustralian.”
In earlyApril, USPresidentDonald

Trump imposed a 10 per cent baseline
tariff onmost imported goods,
affectingmostAustralian exporters to
the country. Lazzaro says the tariffs
are a stark reminder of the importance
ofAustralia’s sovereign
manufacturing capability.
“Wedowell whenweband together

and acknowledge the importance of
looking after our own industry…and
the impact of those purchasing
decisions,” he says.
“It’s neverbeenmore important to

support ourAussiemanufacturers,
growersandprimaryproducers.These
sectorshave facednumerouschallenges
in recent times, and it has just become
morechallenging for some.”
Research fromRoyMorgan shows

widespread support amongAustralians
for buying locally. Some91 per cent of
Australianswant to seemore locally
madeproducts,while 77per cent of
Australians arewilling to paymore for
Australian-madeproducts.
Lazzaro is advocating for amore

strategic approach to buy-local
initiatives, incorporating consumers,
businesses and all levels of
government.He alsowants the federal
government to focus onAustralian-
made suppliers, given the overall value
of government contractswas
estimated to be $100 billion last
financial year.
“Improving government and

business local procurement policies by
prioritisingAussiemakerswill help
alleviate the impact of tariffswhile
strengthening the economyand
creating local jobs.”
NathanPark, businessdevelopment

andcustomer fulfilmentmanagerat
localmanufacturerSprocketsAustralia,

agreeswith the call for thegovernment
tobuy frommore local suppliers.
“Weknow for a fact that

governments don’t always use us, but
theywant to look like they’re
promoting us. [Government support]…
helps across thewhole economy.”
Every year, theAustralianMade

Campaign runsAustralianMadeWeek
to drawattention to the benefits of
buying local and changing shopping
habits. This year’s ambassador is
three-time individualOlympic gold
medallist andworld record-holder
AriarneTitmus.
“As a proudAussie, I’m super

excited to fly the flag forAustralian
made goods and to recognise and
celebrate the hardwork, guts and
determination that it takes to be

successful as a home-grownproducer
despite tough competition,” she says.
“I’d love everyone to joinme on

TeamAustralianMade – because no
matterwhat you’re buying,when you
buyAustralianMade, we all win.”
Lazzaro saysTitmus “embodies the

Australian values of hardwork and
resilience,”which localmakers and
growers demonstrate every day.
“She is a true champion and a fitting

ambassador for our annual celebration
ofAustralianmanufacturers.”
ManufacturerLeitzAustralia is one

companywhosebusinesshasbeen
affectedbyAmerican tariffs.Demand in
Australia is surging for itsCNCpanel
processing tools,made locally and
developed inpartnershipwith the
Australian-ownedANCA.The tools are
used foramodernapproach to
manufacturing furniture thatdoesn’t
require large sawsormultiplemachines.
But exports to theUSaredown, says

managingdirectorSamCzyczelis.The
company is looking to increase its
footprint inNewZealandandSouth-
EastAsia, but faces toughcompetition
fromcheaperproducts in thosemarkets.
Czyczelis says that inAustralia,while

cheaper imported toolsmay look similar
to locallymadeproducts, theywearout
faster andcanbedifficult to replace.
“Our customers can getwhat they

need,when theyneed it,” he says of the
benefits of businesses buying from

locally basedmanufacturers. “There’s
nowaiting or unpredictable shipping
delays.That’s a huge competitive edge.”
NathanPark of SprocketsAustralia

agrees that cheap imports often cost
more for businesses in the long run,
and that local knowledge saves them
time andmoney. “There’s real value in
local expertise,” he says. “Our
customers benefit from faster
turnaround times, responsive service
and a deep understanding of
Australianworkplaces.”
Park isanadvocate forAustralian

MadeWeek,andsays it’s a “fantastic
opportunity” tocelebrateandspotlight
thestrengthof localmanufacturing. “For
us, it’s a reminderof thevaluewebring to
ourcustomerseveryday–realproducts,
maderightherebyrealpeople.”
Hesays it’s a “toughenvironment” for

many localmanufacturers, and that the
government couldbedoinga lotmore to
support the local industry. “Local
manufacturing isn’t just about economic
resilience. It’s about sovereignty.”

Consumer attitudes
on buying Australian
91%ofAustralianswant to seemore
Australian-madeproducts

89%ofAustralians aremore likely to
buy aproduct if they know it is
Australian-made

77%ofAustralians arewilling to pay
more forAustralian-madeproducts

71%ofAustralians havebeen looking
tobuymoreAustralian-made
products in thepast 12months

72%ofAustralianswill be looking to
buymoreAustralian-madeproducts
in thenext 12months

Business attitudes to
buyingAustralian
100%of Australianbusinesses
surveyed recognise theAustralian
Made logo

84%of businesses buyAustralian-
madegoodswherever possible

77%of businesses trust the
AustralianMade logo

85%of businesses are confident
products displaying the logoare
actuallymadeor grown inAustralia

57%of organisations are likely to
consider a tender froma licensed
Australian-madebusiness
Source: RoyMorgan
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Founders chasing their business dreams
Starting a new path
can have surprising
benefits, writes
Owen Thomson.

Glen Moret and
Nabeela Suleman
have forged their
own paths in
fashion and art.

ManyAustralians dreamof escaping
the nine-to-five grind and turning
their ideas andpassions into
flourishing businesses.
Former journalist and news

reporterGlenMoret and artist
Nabeela Suleman are twowhohave
made the leap, the former launching
his own swimwear brand, TOZA,
earlier this year andSuleman
converting her original artwork into a
variety of printed products.
“I never imaginedmyself owning a

swimwear brand, and itwas something
that took awhile to comeup,” says
Sydney-basedMoret, 31. “Also, having
a background inmarketing, the idea of
my ownbusiness came froma
frustration ofworkingwith other
people’s products and services.
“I thought the only real solutionwas

to havemy ownproduct. Swimwear
was an industry I thought could be fun,
light-hearted, not too serious, and
exciting tomarket visually. Now I’m in
it, that is definitely true.”
With no previous industry

experience,Moret committed to
learning everything fromscratch –
frommanually cutting out cardboard
patterns, to hunting down labelmakers
and fabric suppliers.
“It took about 14months of

experimenting,” he says. “After
initially trying to get samplesmade in
China, I’ve now switched to an
Australian-made product, which has
made things easier and faster.”
Moret says a high level of community

support has been the biggest reward
so far.
“The swimwear business is helping

me connectwith like-minded people,
with the business focused on gaymen
aged 25 to 45,” he explains. “The best
part is having customers that are
comfortable engagingwithme through

socialmedia. It’s kind of becoming this
little community of people that are into
swimwear andwho helpme choose
newcolours and newpatterns. I didn’t
expect that.”
GoldCoast artistNabeela Suleman

is also a recent convert to full-time
self-employment.
The former accountant is the driving

force behindToTheMoonAndBack
Prints, whichmarkets bookmarks,
cards,wrapping paper, prints and gift
tags featuringSuleman’s original
artwork. The venture represents a

culmination of her life-long love of art
and her desire to help facilitate positive
human experiences.
“It’s not only about drawing or

creating something - it’s about seeing
how itmakes other people feel,” she
says of hermotivation. “Whether it’s a
funnybirthday card or a card to
encourage a friendwho’s going through
adark time – it’s thatwhole purpose
behind itwhich really fuelsme.”
Having taken time away fromher

artistic endeavours to pursue career
and study, Suleman says she ultimately
couldn’t resist the powerful urge to re-
engagewith the creative process. After
a period of combining full-time
accounting and “doing little sketches”
for peoplewho requested their own
personal drawings, she finallymade
the full-time switch earlier this year.
“I think itwas just a really strong

desire to try something new,” she
explains of her decision to take
the plunge.
“Iwas just completely burnt out in

my accounting role, and somewhere
inside I just knew therewas something
significantmissing. And I think a
creative outletwas really good formy
mental health. It’s the best thing I
could have ever done.”
Allwell as ensuring that her products

aremadeusing recycledmaterials,
Sulemanhas also donated aportion of
her profits to organisations including
BeyondBlue,DoctorsWithoutBorders,
andShare theDignity.
“Abig part of this is about giving

back, of using art tomake a
connection,” she says.
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Local products bolster housing supply
Using quality local
materials is key to
solving Australia’s
housing shortage.

A new home by
passive house
designers
Altereco and built
with James
Hardie’s Stria
cladding (top) and
(above right)
James Hardie’s
Asia Pacific
president John
Arneil.

Our homes aremore than just a
building. They are the one placewe
can retreat, spend timewith loved
ones andmake a lifetimeworth of
specialmemories.
Behind everyAustralian home is a

construction industry that annually
contributes $156 billion to the economy
and employs over onemillion people
across various construction sectors.
With the housing shortage a

dominating topic at the federal
election, and the recent announcement
of theNationalHousingAccord,where
a government commitmentwill see
1.2 million newhomes by 2029, the
pressure is on to build houses faster to
meet demand.
Akey part of the solution to achieve

this – thatminimises the risk of
compromising standards, quality,
durability and style – is to use
Australian-made buildingmaterials.
JamesHardie has been proudly

providingAustralian-made building
products for over 100 years
“We remain committed to

manufacturing qualityAustralian-
made building products and
supporting local jobs and the
communitieswe serve,” says James
HardieAsia Pacific president
John Arneil.
The company produces awide range

of innovative fibre cement building
materials acrossmanufacturing
facilities located inRosehill, NSW, and
Carole Park, Queensland.
“By producing locally, we deliver

products engineered specifically for
our climate and building standards,
providing homeownerswith high-
qualitymaterials they can trust,” he
says.
It is for these reasonsmajor players

within the industry partnerwith James
Hardiewhen building our homes.
prefabAUS is the peak body for

Australia’s off-site construction
industry and acts as the hub for
building prefabrication technology
and design.
The body’s executive chairman,

DamienCrough, says: “Our
partnershipwith JamesHardie is a
perfect example of howglobal
capability and localmanufacturing can
come together to drive scalable,

sustainable solutions in offsite
construction. Their technical
leadership andproduct innovation are
amajor asset to our ecosystem.
“Ourmembers are looking for

certainty – in supply chains, in product
performance and in long-termvalue.
WorkingwithAustralianMade
partners like JamesHardie helps
ensurewedeliver on all three.”
Melbourne-basedSAW

Constructions,who specialise in
building townhouses, enjoy similar
benefits through their trade
partnershipwith JamesHardie.
Co-founder of SAWConstructions

anddirector of sales andmarketing,
SteveVranesic, explains: “Ourmission
is to deliver homes that are not justwell
built, but thoughtfully built homes that
stand the test of time and serve the
peoplewho live in them for
generations. That startswith using

premiummaterialswe can trust.
JamesHardie’s reputation for durable,
high-performance productsmakes
themanatural fit for our projects and
the communitieswe help bring to life.”
Anexample of suchproducts is

JamesHardie’s newly releasedStria
CladdingFineTexture.A convenient
andversatile product, the cladding’s
14 millimetre-thick stackable boards
comepre-primedandhave interlocking
edges,which allow for quick andeasy
installation, are suitable for timber or
light-gauge steel frames, anddonot
require facefixing orpatching.
“Weare constantly looking for

smarter,more efficient, andmore
sustainableways to deliver value—and
partneringwith thosewhoare equally
invested inpushingboundaries allows
us to stay aheadof evolving
expectations,” addsSAWConstructions
co-founder andCEOAndrewAllen.

With thepandemic’s supply chain
disruptions still fresh in thememory
andcurrent uncertainty about the
potential impact of the tariffwar on
international shipping, buying locally
manufacturedproducts reduces the
risk of supply chaindelays impacting
delivery times. “Australianmadehelps
keepourprojectsmoving andour
promises delivered,” he says.
BeingAustralianmadegives James

Hardie’s partners greater confidence in
reliable and consistent lead times and
assured compliance.
AsVictoria’s prefab experts, having

mademore than 10,000 self-contained
and transportable dwellings (such as
grannyflats andmain residences)Todd
DevineHomesknows thatAustralian
conditions areunique,with ourhomes
facing everything fromsearingheat to
blustery coastal conditions.
“WithAustralian-madeproducts,we

know theymeet local standards—no
guesswork, no shortcuts. That’s a big
dealwhen it comes to council approvals
and long-termperformance,” saysTodd
DevineHomes’ generalmanager
WayneWalsh.
ToddDevine himself adds: “It’s

about delivering homes that are safe,
certified, and built to go the distance.
For bushfire zones and some
compliance categories, Australian
certification becomes essential. It’s a
big advantage knowing yourmaterials
meet those standards.”
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Innovation and
a commitment
to quality built
in our backyard
By setting high standards, Australian firms are
taking on the world, writes Elissa Doherty.

Australia’s biggest
manufacturer of
goal posts and
flag poles, PILA,
says Australian
Made represents a
“commitment to
quality, integrity
and community”.

FromBondi Beach toKing’s Park and
even the local playground,Australia
boasts some of theworld’smost
enviable outdoor spaces.
And the equipmentweenjoy in our

leisure timehas also put ourhome-
grownmanufacturers on themap.
TakeChristie Barbecues,whose

public barbecues have been
synonymouswithAussie summers for
nearly 60 years.
The award-winning gas and electric

grills are nowpopping up along the
RiverThames in London, inDubai
skyscrapers, and even firing up in the
Swedish snow, giving theworld a true
taste ofDownUnder.
Head of sales Paul Conradie says the

Victoria-based company started in
1965 as an electrical engineering
service before launching the first
community barbecue in 1974.

“We constantly get inquiries fromall
around theworld and it’s driven pretty
much by people that comehere on
holiday or see it on socialmedia and go:
‘This is a fantastic product’,’” says
Conradie.
“People love them, and they are safe

– first and foremost, we are in the
safety business.”
The third-generation family

company estimates there are 50,000of
the energy-efficient barbies in public
parks, universities, aged care facilities
andapartment towers acrossAustralia.
The range has evolved froma coin-

operated electricmodel to a stainless-
steel push button today,with safety,
accessibility and durability at the
forefront of the design.
“The biggest challenge isworking in

theAustralian business environment
andmaking sure that the product is fit

for purpose andmeetsAustralian user
expectations, but also to keep
manufacturing here,” Conradie says.
“The temptation is to go overseas for

components ormaterials to reduce the
cost, especiallywhen you have a
premiumproduct like ours, which is
designed to last forever in our harsh
climate.
“But this is, first of all, anAustralian

invention, anAustralian product. The
Christie family is very proud of that.
And once you take that away, you’re
stripping it of its identity, and you’re
losing the quality control.”
Another family businessmaking

huge strides both domestically and
internationally isModuplay.
Fromhumble beginnings in

UnanderraNSW in 1989making

Learning the ropes of making circus equipment
A fifth-generation
circus performer saw a
growing market,
writes Elissa Doherty.

Trix Circus
operations
manager Amanda
Lynch (above),
and employees
Talia Donoghue
and Ellie Dunning.

Circusskillshaveescaped thebig top to
takecentrestage insuburbanstudios,
danceclassesandsocial feeds.
Andthegrowingmainstreamappealof

thedaredevil sporthas takenbusinesses
likeTrixCircus tonewheights.
TheQueensland equipment

manufacturer supplies everyone from
Instagramacrobats to the acclaimed
Cirque duSoleil amid increasing
demand for safe, high-quality
products.
RodleighStevens, a fifth-generation

circus artist, started the business in
2001 as a school for circus performers.
But he soon realised his students

didn’t have proper equipment, and
beganmaking it himself.
“It became a business purely by

accident, and it has grown in away I
never expected because circus as a
recreational sport has grown so
rapidly,” he says.
“A lot of dance studios now, for

example, have brought in aerial
dance.”
TrixCircus supplies everything

from trapeze, silks, hoops, hammocks,
nets and slings aroundAustralia and
overseas,with all products
manufactured professionally on the
GoldCoast frommostly locally sourced
materials.
He says likemany circusperformers,

he grewup learning how tomakehis
owngear out of necessity before gaining
his advanced rigging certificate.

“A lot of circus artists become a Jack
of all tradeswhen touring,” says
Stevens.
“You learn to fixwhat’s broken so,

for example, at 13, I attemptedmyfirst
safety net for the flying trapeze.”
TrixCircus operationsmanager

AmandaLynch says the quality and
standard of equipment has improved
as the industry has evolved.
The business sells thousands of

products a year, andLynch says they
have “to a certain extent, become a
benchmark for others”.
The former singing trapeze artist

saysTrixCircus is asmuch about
education as designing and
manufacturing sturdy, tailor-made
equipment.

“Now that it’s a recreational sport,
andmore people are doing it, there’s
more oversight and thought about how
things should be done,” she says.
“We educate our clients about the

safety and engineering aspects,
including the force that equipment
can handle. I’ll getmums, dads, and
grandparents callingme saying,
‘I want to hang a thingy froma thing’.
Andwehave to have a big discussion
because they often don’t understand
the loads involved . . . this is
high-risk equipment.”
Lynch says she is proud to have a

female-forward hiring policy to
support and empowerwomen, and
develop a truly progressive business.
‘‘I come fromawomen’s circus

background andbelieve deeply in
havingwomen in theworkshop,’’ she
says.
‘‘It builds their confidence and gives

themaccess to knowledge about tools
and equipment that they are not often
exposed to.’’
She says being certifiedAustralian

Made is critical to the teamaswell as
their customers.
‘‘Tomanufacture here inAustralia,

to know the staff are treatedwell and
to know thematerials used are of the
best qualitymakes amassive
difference to consumers.
‘‘Our equipment is some of themost

expensive on themarket butwe have
amazing quality and customer service
that people arewilling to pay for.’’
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FOR AUSSIE 
ADVENTURES

Built for the bush, the beach, and everything in between, 
our classic camping stool is a true Aussie essential.
Get adventure ready with reliable, Australian made 

outdoor gear at supex.com.au.

Head of sales Paul
Conradie (top)
alongside newly
installed Christie
Barbecues in
Bournemouth,
UK. Moduplay is a
leading
manufacturer of
top-flight
playground
equipment (left).

backyard playgrounds, the company is
nowone of the biggest commercial
manufacturers in the country.
Co-founderAtholQuinsey,whowas

the company’s first employee, says
Moduplay is competing in a saturated
market that demands high standards.
He says the industry has undergone

significant changes in recent decades,
including shifts in safety standards and

urban planning, an increased focus on
inclusive design, and sensory offerings
for neurodivergent children.
“Abig positive change has been the

shift to inclusivity, andwhatwenow
call invisi-clusive play products”
Quinsey says.
“Earlier, inclusive products looked

like theyweremade for childrenwith
wheelchairs.Whatwe aremaking,

through clever design, is products that
are ‘invisibly inclusive’ – so that kids of
all abilities are able to join inwithout
any stigma attached.”
HesaysCOVID-19hasalsobeena

turningpointwithmoreattentionon
outdooractivities. “We’ve spent thepast
15 to20yearseducatinggovernment
departments that thebestwaytoaddress
the increase in screen timeamong

children is tomake itmore inviting toget
outside.Thebiggesthelpwegot for that
wasCOVIDas it shiftedeverybody’s
focus towhat theycandooutside.”
TheAustralianMade accreditation

gives themadistinct advantage, but
was not the sole reason theywere
awarded projects by councils and
government departments.
Quality, street appeal and the ability

to service a product throughout its
lifetimewere among the factors that
won themclients.
“BeingAustralianMadeand locally

sourcedhas a lot of upsides for councils,
because the shorter lead times and the
longevity of the product and company
give credibilitywhen theybuyour
product,”Quinsey said recently.
PILA, the nation’s biggest

manufacturer of goal posts and flag
poles, saysAustralianMade isn’t just a
badge – it’s a “commitment to quality,
integrity and community”.
“Itmeanswe support local jobs,

preserve essentialmanufacturing
skills, and build products thatmeet
Australia’s strict safety and
compliance standards,” says general
manager SianWooldridge.
The business is literally kicking

goalswith tens of thousands of
products used atAustralian schools,
clubs, regional and community
grounds, government andmilitary
facilities, elite training venues, and
major stadiums includingAFL,VFL,
NRLandRugby grounds.
“Localmanufacturing can comewith

higher upfront costs, but that’s the
price of doing things right – and buying
cheap imports often leads to expensive
replacements,”Wooldridge says.
“Wepay fairwages, use high-quality

materials andmeetAustralia’s strict
compliance standards.”

AUSTRALIAN MADE
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Space technology innovations
These Aussies are
innovating rockets
and rovers, writes
Owen Thomson.

Top and above
right: James (left)
and Adam
Gilmour, and
Gilmour Space
Technologies’
Eris rocket.

Above: Lunar
Outpost Oceania
is adding to
ELO2’s moon
rover fleet.

With space technology development
occurring at an unprecedented rate,
twoAustralian companies are
establishing themselves as key players
on the global stage.
Spearheading thedevelopmentof

Australia’sfirsthome-grownorbital
launchvehicle,GilmourSpace
Technologieshasspent thebetterpartof
the lastdecadedevelopingnewcost-
effectivecapabilities for launching
satellites intospace.
The culmination of its efforts is the

Eris rocket – a 23-metre-long,
34-tonne, three-stage vehicle that is
due to launch fromBowen in
Queensland’sWhitsunday region for
the first time thismonth.
“By launchingEriswewill be

demonstrating a sovereign launch
capability thatAustralia hasn’t been
seen in 50 years,” says company
founder JamesGilmour.
“This is pretty significant and really

exciting. Essentially, we’ve designed
this launch system from the groundup.
‘‘With some slight tweaks,wewill

mass-produce these launch vehicles at
scale.Wewill produce these rockets in
Queensland and launch these rockets
fromQueensland.”
Gilmour says theEris rocket is set to

become a space-age productwith a
globalmarket.
“Wewant to be theFedEx orTNTof

space delivery – on-time, on-demand,
and cheaper than the known
competition,” he says.
“We intend to carry satellites for

communication, earth observation,
remote sensing, fire detection and
many other applications.”
Since starting in 2012 under the

stewardship ofGilmour andhis
brotherAdam,GilmourSpace has
grown to become the largest space
technology employer in the country,
with over 217 full-time employees.
“Mybackground ismarketing and

communication andmybrother’s
background is banking andfinance,”
Gilmour says.
“Both of us grewup loving and being

very inspired by science and space
technology,with plenty of trips toCape
Kennedy andwhatnot.We just sawan
opportunity in the space industry and
decided tomake that bold step.”

Gilmour is proud of the contribution
his companymakes to the local Bowen
area and the broader economy.
“I think it’s importantwhatwedo,

particularly in-region,” he says. “In
Bowenwe’ve probably invested about
$10million into the community to build
the launch site and increase our supply
chain to fuel the operation.
‘‘We’re also stopping thebrain drain

andwe’ve been able to hire locally.
Having that opportunity in regions is
something that hasn’t really been seen
before. I thinkweneed tomakemore
noise to support theAustralian space

industry because it is so important for
jobs, growth and innovation.”
AnotherAustralian company is

assisting in the quest to enable a
sustainable off-world humanpresence.
LunarOutpostOceania is co-leading
national efforts to design, construct,
and operate the firstAustralian-made
rover –Roo-ver – on the lunar surface.
Winner of the start-up of the year

award at theAusSpace24Australian
SpaceAwards, the company is co-
leading theELO2 consortium– an
unparalleled collaboration bringing
together leading industry partners and

research institutions to deliver
technologies and capabilities thatwill
shape the future of space exploration.
Once deployed, Roo-verwill be

remotely operated fromEarth butwill
also have autonomous capabilities.
“ELO2being selected by the

AustralianSpaceAgency to build, test,
and operateRoo-ver on themoon is an
enormous opportunity – both for us
and for the broaderAustralian space
industry,” says LunarOutpostOceania
technical directorKatieDoyle.
“While developing a vehicle thatwill

operate in an extreme environment
hundreds of thousands of kilometres
away is themain objective, this project
will also pave theway for the related
technologies to be deployed into global
supply chains, aswell aswithin other
Australian industries likemining,
agriculture anddefence.”
Importantly, the project is part of a

broader collaborationwithNASAand
other partners under theArtemis
program,which aims to establish long-
termhumanpresence on themoon.
“Space used to be the domain of a

small set of government agencieswith
large amounts of capital,” Doyle says.
“Now it’s a placewhere a lot of people
can play and drive innovation. That’s
opened up a lot of opportunities for
start-ups like us.”
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A truly Australian-made home – outdoors
Crusader
Hose

LaTink Freedom
Modular

Freedom
Retractable Screens

What makes for a truly
Australian-made
home? Surely it’s one
that would reflect the
unique climate of the
country and the
lifestyle of the people.
An Australian-made
home should be
equipped to handle all
the elements, and
designed to provide
comfort and relaxation
in style. Shae
Wiedermann profiles
local manufacturers
who are experts at
creating fixtures,
designs and elements
for use both inside and
outside the house.

YvesSteverlynck andhis son
Francois started their family
business inBayswater in 1985,
setting out to be leading
Australian-mademanufacturers
of hoses and reels. Fromdriving to
businesses all around the country,
to providing layflat hoses to
firefighting, industrial andmining
sectors, CrusaderHose continues
to grow.Their Excalibur FireHose
Kit is lightweight, easy to use and
can connect easily to your home
firepump for quick and simple
setup in emergencies.

These quality pieces fromLaTink
are sure to brighten up your home,
and your day. LatinkaCubitt
started bymaking custom
Christmaswreaths for friends,
which then grew into a range of
decor products suitable for the
indoors and the outdoors. The
pieces are artisanally crafted from
mild steel, corten,modwood and
timber,making themdurable and
resilient against the elements.

There’s quite a fewperks to
choosing amodular home: it’s
quick, flexible, reduceswaste, and
hasminimal site disruption.
FreedomModular takes these
qualities in their stride, offering
high-quality, adaptable, energy
efficient and durable structures.
The homes can be permanent or
relocatable for short-termuse, and
all aremade off-site. These
modernmethods of construction
might just transform theway
Australia builds.

Seamless indoor-outdoor flow is
essential to anAustralian home,
but bugs aren’t. Freedom
Retractable Screens keep the
insects out and the home looking
stylish,without compromising
views. The newZLXrange of
screens have precision-engineered
latches, elegant handles and
powder-coatedmetal housing end
caps. They also fit ontomodern
and retrofitted doors, and have a
brake system to eliminate
slamming. Entertaining in the
summerwill surely be a breeze.
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Regional
pottery
looks to
reshape
future

Bendigo Pottery is
confident it can get its

products out into
global markets.

Visitors to Bendigo Pottery can enjoy a hands-on experience.

Vintage collectorswill tell you it’s the
thrill of the hunt.When rummaging
through op-shops and second-hand
markets you’ll definitely score a
dopamine hit if you chance upon a
BendigoPottery piece out in thewild.
AsAustralia’s largest and oldest

working pottery, using traditional
productionmethods and locally
sourced clay, the distinct brownhues
of BendigoPottery pieces have turned
them into collectors’ items.
However,while thisAustralian

success story has a six-generation
history, it also has an exciting future,
with plans for global expansion and
newproduct designs.
RaymondLaurens is the owner of

Northcote Pottery Supplies, an
industry leader supplying clay, glazes,
tools and kiln products to
professionals, schools and amateur
artists. Three years ago, Laurens

acquired one of the largest clay
manufacturers inAustralia and,
seven months after that, bought
BendigoPottery.
“Itwas a great opportunity to

relocate all of ourmanufacturing up to
Bendigo, and see the entire process
through fromclay production to
finishedware,” Laurens explains.
TheBendigoPottery site is already

an establishedmajor tourist
attraction, offering visitors the
opportunity not only to purchase
these iconic pottery pieces but also
explore historic kilns, learnmore
in the museumand even try their
hand at pottery through a range of
hands-on activities.
“Wewant to enhance this even

further as an artistic hub,’’ he says.
‘‘We already have quite a fewdifferent
resident artists fromdifferent
disciplines, like ametal sculptor, glass
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… and some ideas for indoors aswell
AM-BOSS
Ladders

Bambi Bluelab Design
Furniture

Classic Blinds
and Shutters

Just
Cushions

These ladders fromAM-
BOSScanhelp youmake the
most of the storage space in
the attic. High-grade
materials combinewith
precision engineering to
ensure they’re safe, long-
lasting and easy to use.
Established in 1979, AM-
BOSSwere the first to
introduce anAustralian-
made pull-down attic access
ladder. The teambehind the
ladders can customise each
one to fit unique spaces, and
they even offer a 20-year
warranty on their
residential range.

The bedding range atBambi
is as cute as the fawn that
shares the name, andwill
surelymake youmuch
happier than the film.Bambi
beganwithPeterWitney,
who startedmakingwoollen
car seat covers in his garage,
and grew into one of
Australia’s leading, family-
owned bedding
manufacturers. Thewool is
sourced from the best
growing regions inAustralia
and the products are
manufactured on the
Central Coast. Fit your
bedroomwith aBambi
pillow,mattress topper,
quilt and blanket.

Whether you’re
entertaining in the evening
or getting up early on a dark
wintermorning, the lighting
in your home is essential to
creating the perfect
ambience. BluelabDesign
can help you set themood,
with their timber lighting
that’s stylish and
sustainable. The reclaimed
timber is sourced locally and
designed for upcycling, so
that they can be renovated
or repaired at the end of the
LEDoperational life.

One-of-a-kind furniture is
hard to come by, especially if
you’re spending hours
digging through flea
markets, and even then, it
might not be exactlywhat
you’re after. Design
Furniturewill actuallywork
with you tomake bespoke,
upholstered furniture that’s
unique to your style and
your home.The family-
owned business is
committed tomaking
sustainable pieces that last
long and look good.

NoAustralian home is
completewithout something
to keep the rays out on a hot
day. Fromplantation
shutters to curtains and
blinds, Classic Blinds and
Shutters have something for
every type of home.After
manufacturing quality-
made blinds and shutters for
21 years, the teamare now
launchingSleepMax, their
100%block-out shutter,
perfect for thosewhoneed
to catch some z’s during the
day.

Craft a comfortable homeby
adding these cushions to
your beds and sofas. Just
Cushions began in a
backyard boat shed,where
SarahEdwards started
sewing cushions and
delivering them in herFord
Wagon. TheFordwas
upgraded to a van, and the
shed upgraded to a small
factory, and then to a larger
one.Now, Sarah andher son
Matthewcontinue to run a
teamof cushion crafters to
make durable cushions for
theAustralian home.
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The pottery is
releasing a new
range of products
in comingmonths.

artist, painters, sowe are really
wanting tomakeBendigoPottery a
destination for people interested in all
types of creative endeavours.”
For treasure hunters, there’s also a

large bazaarwith 30 stores in the
antiques and collectables centre.
When it comes to the pottery pieces

themselves, Laurens saysBendigo
Pottery’s famedheritage shapes and
characteristic finisheswon’t be going
anywhere. “Each piece reflects a
commitment toAustralian-made
artistry, with highly skilled potters
shaping, glazing, and firing in kilns that
have stood the test of time,” he says,
adding that some of their artisan
employees have beenworking there for
more than four decades.
However, in the comingmonths and

years, therewill be an “evolution”
within the range. “We’reworking on
newdesigns, using different clay

bodies, whichwill create somenew
aesthetics,” he says.
Expect to seemore contemporary

muted shades and natural finishes, plus

expanding the line to include vases and
homewares. They have also developed
a claywith a vibrantwhiteness, which
will be the basis for a premiumrange.

“Thiswill allowus to getmore vibrant
colours that aren’t necessarily
availablewith the standard clay,”
he explains. “It’s really an exciting time
for us. There’s nothing negative about
whatwe’ve beenmaking, andwewill
continuewith the historical product,
but it’s always nice to develop new
things,” Laurens says.
To that end, BendigoPottery have

their eye onAsia next. “We’re very
confident thatwe can get our product
out into globalmarkets,” he predicts.
“Our pieces are special because they

areAustralianmade. The product is
from the ground here, so there’s
certain qualities of thematerials that
aren’t available anywhere else in the
world. Sowe knowwe’ve got a special
product that not justAustralians
deserve the opportunity to buy, but
everyone around theworld does.”

Joanne Brookfield



NATAGE S012

12 SUNDAY AGE MAY 18, 2025

AUSTRALIAN MADE

Looking after your skin (and your dog’s)
St Saj Denu Aromababy

CJP Beauty Dermalume Ms Morning … also, Sandy Snoots

Australians are spoiled for
choice when it comes to high-
quality, locally made products
that enhance our daily life.
This really rings true in the
realm of skincare, with so
many natural and local
ingredients at our fingertips,
and a desire to keep our skin
safe under the harsh sun.
These seven homegrown
brands will make looking after
your skin – and even that of
your dog! – effortless and
enjoyable, writes
Shae Wiedermann.

Afterworking as a beauty therapist and
makeup artist, singlemumEmmylou
MacCarthy put her entrepreneur skills to
the test and assembled a teamof skincare
specialists to create the brand, ST.SAJ. The
resultswere immediate. Selling outwithin a
day after their launch in September last
year, ST.SAJ continues their growing
success by offering high-quality skincare for
all skin types. Get your hands on their
SupremeSkinKit, which features seven
products from their debut collection.

Feeling fed upwith foreign-made andmass-
produced products that dominate the
skincaremarket?Well, sowasSarahFisher,
before she launched her brandDenu.
Offering body, hair and homeproductsmade
fromhigh-quality and locally sourced
ingredients, Denu seeks to transform
everyday routines into sensory rich, self-
care rituals. The products aren’t just good
for the skin, they’re good for the planet too,
withmost of the bottles and jarsmade from
recycledmaterial, and packagedwith
compostable address labels.

FoundedbyCatherineCervasio,Aromababy
launched in 1994 as the first of its kind to
providenatural and organic skincare for
mothers andbabies. Catherinehandpicked
ingredients suchas eveningprimrose,
calendula and chamomile oils to create gentle
and eczema-friendly products that are
perfect for sensitive skin.Aromababy
products are used in selectmaternity
hospitals and there’s evengift delivery
services to babies andmums inhospitals and
homes.ThebestsellerBarrierBalm is great
for lips, sunburn, chafingandnappy rash.

Feeling that somuch of theAustralian
beauty industry is focused on skin and hair
care products, Celina Pereira decided to
launch a brand thatwould putmakeup on
the (Aussie)map. CJPBeauty is renowned
for its handmade, cruelty-free and vegan
products, including eyeshadows, lipsticks,
blushes and skincare-infused primers and
setting sprays. The brand aims to be all-
inclusive and diverse, creating products for
all ages, races and genders, so that everyone
can get that quintessential, sun-kissed
Australian glow.

Founded in 2015, Dermalume isMelbourne’s
first scented skincare brand.With over 40
years of experience in the industry, formula
designerMargaret Smith teamedupwith
perfumer artist FrançoisMerleBaudoin to
create a skincare line that’s both hydrating
and fragrant.Madewith natural and local
ingredients and through a cruelty-free
process, Dermalume’s products include
hand creams, facemasks and essential oils,
all that is needed to nourish andprotect
every skin type.

A stress-freemorning can really determine
a good day.MsMorningwas born out of
Candice Feng’s desire to create an effective
skincare procedure that didn’t take up all of
her time beforework. Packing themorning
skincare routine into a simple, one-minute
procedure,MsMorning is for thosewho are
always on the go. DawnbreakMoi-starter
was the first product by the brand, and
works as a serum, hydration booster and
makeupprimer all in one.

In the hot climatewe live in, sun protection
is always on ourminds. Butwhat about our
furry friendswho love the beach just as
much aswedo? SandySnootswas created
out of love for Bailey, a sun-loving and
sunburnt prone dog. This female-owned
business has a collection of dog rashies and
bucket hats that provide sun protection,
plus dog life jackets and bandanas tomake
beach days safe and stylish. They even have
matching rashie and sarong bundles so you
can look as good as your pooch.
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Thewoolly bears
that put an outback
town on themap
Thanks to royalty, these teddy bears have become a
cherished treasure for many, writes Elissa Doherty.

Tammy Johnson (left) and Alison Shaw took over the business in 2014.

A typical Tambo Teddy stuffed toy takes about three hours to make.

They are the cute-as-a-button teddy
bears fit for royalty –withPrince
WilliamandPrincessKate among their
celebrity owners.
And the story behindTamboTeddies

has a touchof themodern fairy tale.
What started as a community initiative
to support thewool industry andattract
tourismhas turned the fluffy toys into a
national treasure – andput a tiny
outbackQueensland townon themap.
TamboTeddies has been

handcrafting the 100 per cent natural
sheepskin teddy bears since 1992,with
75,000 toys gracing homes, offices and
even royal palaces.
The business shot to famewhen a

bearwas chosen by theQueensland
government as a royal gift forWilliam
andKate in 2014, and again forHarry
andMeghan in 2018, during their
respective tours ofAustralia.
The town ofTambo, located

860 kilometres north-west of Brisbane
andhome to just 283 people, is now
considered the teddy bear capital
of Australia.
DirectorAlisonShaw says loyal

customers visit the store from far and
widewith their bears, including
retirees caravanning around
the country.
“Iwas in the shop recently and aman

brought back his teddy calledBen to
see the other bears, and say hi,” Shaw
says. “There’s a lovely softnesswith
the brand,we are really creating
something peoplewill love forever.”

Shaw took the helmwithTammy
Johnson in 2014,when the brandwas “a
bit in the doldrums”, expanding the
reachwith a boosted online presence
and opening a regional sewing hub
in Toowoomba
They hired three Syrian refugees in

their hunt for new sewerswhen the
workshop opened in 2019, and they are
still lovingly creating the bears today.
The range has expanded into

different animals including possums,
kangaroos, echidna,wombats and
hens, all named after people they
know, including customers or even the
local publican.
Shaw says their eyes are nowfixed

on the 2032OlympicGames in
Brisbane,with hopes theirmini koala
will be chosen as a gift for athletes
and dignitaries.
‘‘People aren’t just buying themon a

whim, they’re buying a connection,’’
she says.
A typical three-dimensional toy

takes about three hours tomake,
including drawing up the skins, cutting
out the animals by hand, stuffing,
stitching and sewing themon the
machine.
Shaw says the cost of living crisis

had been a challenge for stockists, but
‘‘challenges are there to bemet’’.
‘‘We are very active on socialmedia,

and keeping the noise happening,’’
she says.
‘‘One of our key targets at the

moment is corporate sales, too.’’
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WORK WHERE 
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Join Volvo Commercial Vehicles (VCV), 
the industry leading truck dealerships 
with next-level training. 

Work on Volvo, Mack, and UD trucks as part of our dedicated 
team. If you’re a mechanic ready to shift gears our dealerships 
are currently hiring across NSW and QLD. Keep Australia 
moving – scan the QR code to learn more and apply today.

Volvo and Mack have been manufacturing trucks in Brisbane since 1972 as part of Volvo Group Australia.

Volvo Group recognised early on the operating challenges that customers face in Australia – heavier loads, 

greater distances, and a climate ranging from the hot and dusty outback to the ice and snow of the mountains. 

Conditions that make trucks work harder than just about anywhere else in the world.

It’s for these reasons we started designing and building trucks in Australia - for Australian conditions and Australian 

customers. 53 years later, we haven’t looked back. Today our Brisbane plant has built over 81,000 Australian Made 

trucks, employs over 700 people, and has over 120 local suppliers.

We pride ourselves on our ability to build trucks that are customised to our customers’ needs with the passion 

and knowledge of our very own local engineers, technicians, and suppliers. All because we believe in the 

power of Australian manufacturing.

We build trucks that build everything else. 

Right here in Australia.
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Paving a way tomake research real
Australia’s got the
ideas – it must do
more to back them,
writes Anders Furze.

Dr Nick Berry
(above)
developed the
Weed Terminator.
The deputy vice-
chancellor of
research at the
University of
Sydney, Professor
Julie Cairney, says
when Australia
gets it right on
innovation, ‘‘we
really get it right’’.

When farmer and inventorDrNick
Berry introduced theSeedTerminator
tomarket in 2016, he foundhimself in
the oddposition of being in competition
with himself.
While undertaking research for a

PhD, he developed technology enabling
farmers tomechanically kill weeds at
harvest – an important approach, given
increasing levels of resistance to
herbicides.
But after trying and failing towin the

rights to turn his breakthrough into a
sellable product, Berrywas forced to
strike out on his own, developing
another process for killingweeds that
was faster,more efficient andmore
cost effective.
“I think the only reason that there

aremills out there killingweeds is
because I’ve dedicatedmy life to it,” he
says. “That’s the reality. You need
someone that’s just crazy enough to
really focus on it.”
AcrossAustralia, world-class

researchers and innovatorsmake new
discoveries every day. But they often
struggle to take the next step – turning
these discoveries into products and
services thatmake a difference outside
of the laboratory.
This process, commonly knownas

commercialisation, faceswidespread
barriers. They include a low risk
appetite amongbusinesses and a
mismatch between commercial and
university research endeavours.
“Australia consistently produces and

is amajor global contributor of
fundamental research, yet as anation
we’re still developing our capacitywhen
it comes to leadingnew-to-market
innovations andbusiness-university
collaboration,” saysProfessor Julie
Cairney, deputy vice-chancellor of
research at theUniversity of Sydney.
“WhenAustralia gets it right on

innovation,we really get it right – and
anybarrierswe face arenot due to lack
of ideas, thinking or hardwork, but the
broader environment for translation.”
In 2021, the federal government

launcheda research commercialisation
reviewand subsequent actionplan,
spurring ongoing efforts to breakdown
these barriers.
“Too often, research that could be

used to benefit our economyand

communities is not taken through to
innovationswhich can create new
products and services, create jobs and
lift productivity in businesses,” the
action plan found.
“In addition,most incentives for

universities place greater emphasis on
the number of research publications
and citations over research outputs
and commercialisation.”
Theproblemisnot just found in

universities.Small tomedium-sized
enterprises (SMEs)makeupthevast
majorityofAustralia’s economy,but

oftenstruggle to invest in innovationdue
to limitedresourcesandanunwillingness
–or inability– to takeonrisk.
One programattempting to address

this problem is theCSIRO’s Innovate
toGrowprogram.
The eight-week online program

gives select businesses free access to
research anddevelopment experts,
industrymentors and learning
modules to help them turn an early-
stage idea into an actionable research
plan and funding roadmap.
“AustralianSMEs are at the frontier

of our digital andAI opportunity,” says
MichelleArmistead, programmanager
for Innovate toGrow. “Our role is to
connect founderswith the science,
data andpeople they need to turn good
ideas into investableR&Dprojects.”
At theUniversity of Sydney, the

2024-2027 Innovation andEnterprise
Strategic Framework is supporting “a
cultural and structural shift toward
entrepreneurship, deep tech and
industry engagement,” saysCairney.
“We’ve created clear pathways for

researchers and students to develop
market-ready solutions including pre-
accelerators, accelerators, startup
mentoring, pitch competitions and
investor connections.”
The university recently unveiled a

$25million pre-seed launch fund, to
invest in translating academic

research into high-growth companies.
It’s already backed new treatments for
cardiovascular disease, type 1 diabetes
and technologies that capture carbon
dioxide from the air.
“It’s been designed to help bridge the

gap between proof-of-concept funding
andprivate venture capital, providing
support for promising ventures that
are associatedwith the university.”
The initial funds for Seed

Terminatorwere partly provided by
farmers themselves, who received
prototypemachines in return for their
support, Berry says. “Not only did they
bring capital to the table, but the first
prototypes thatwe built were absolute
disasters! By having themas
shareholders, they had skin in the
game [and] gave us thatwindow to
make it better.”
There arenowsome750machines

operating on farmsworldwide, and
SeedTerminator is running ongoing
trialswith universities locally and
overseas to continually refine their
weed-killing abilities. Throughout it all,
Berryhas foundwidespread interest
fromAustralian farmers,whohe says
take a long-termviewof theirwork.
“Farmers here are very innovative.

Thewords they use are that they’re
farming for the future generations –
theywant to leave their farm in a better
state than they found it.”
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