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Message from former 

Prime Minister 
Bob Hawke

I thank the Chairman of the Australian Made,
Australian Grown campaign, Mr David Gray,
for the invitation to be with you in Canberra
tonight, and I regret that this is not possible.

The occasion of the 25th anniversary of the
Australian Made logo is a timely reminder, 
as we look back, of just how successful and
enduring this campaign has been. The aim and
ambition of the campaign has not altered; that
is to encourage Australians to buy local products
over imports where the local product offers
value for money. Of course, with changes over
the years in tariff reductions and negotiated
free trade agreements, the campaign has, at
times, been severely challenged, but the member
businesses, now totalling 1750, remain proudly
committed to this official symbol which gives
their product a quality branding.

The highly recognisable green and gold triangle
with the stylised kangaroo logo has now gone
international, carrying the tag of Australian Made,
Australian Grown, making it a most powerful
marketing tool for Australian manufacturers and
producers. Many in the room tonight will still
remember the launch of the campaign with the
unforgettable tune and words of John
Williamson’s “Hey True Blue”.

I am sure the campaign will continue to play,
for at least another 25 years, an important role
in marketing Australian products and produce,
which now includes our wonderful “Australian
Seafood” and I wish the very best to all
involved.

R J L Hawke
23 November 2011

THE Australian Made logo is as still important as ever, a quarter of century
after it was first introduced.

The 25th anniversary of the certification trademark was celebrated in style at
the Australian Chamber of Commerce and Industry’s annual dinner in Canberra
last November.

AMAG Chairman David Gray (pictured) recapped many of the symbol’s 
milestones in front of 200 members of the business community. 

Guests were treated to an exclusive viewing of AMAG’s new corporate video 
featuring music by Australian Made ambassador and didgeridoo artist William
Barton teaming up with Aussie band, IceHouse. 

Attendees also received an Australian
leather key fob made by licensee, Adori
Leather, as a memento of the occasion. 

The certification trademark was
launched in 1986 by then Prime
Minister Bob Hawke to encourage 
consumers to buy Australian. 

Mr Hawke was kind enough to write to
AMAG and pass on his congratulations.

Australian Made 
logo turns

Highlights 
2011 ‘Australian Seafood’ and ‘Australian’ logos are introduced 

2010 Australian Made Media launched; bilingual directory of Australian made products 
published in China 

2007 ‘Australian Grown’ logo launched; logo recognised as a Superbrand 

2005 Head office relocated to Melbourne 

2004 Campaign to actively promote logo as export brand with support from the 
Federal Government commenced 

2002 Australia Government assigned logo ownership to AMCL 

1999 AMCL formed by Australia’s chamber of commerce network; the logo assigned 
by the federal Government to AMCL and the campaign re-launched 

1996 Advance Australia Foundation, which administered and promoted the logo for 
the first 10 years, closed 

1986 Australian Made logo created by the federal Government
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Make every day 
Australia Day

Australians were asked to commit to making
Australia an even better place for the future by
supporting local manufacturers and growers as
part of Australian Made, Australian Grown’s
Australia Day campaign this year. 

The collective campaign to promote the logo and
the thousands of products which carry it included
a 12-page supplement in The Age, ads in The
Australian and Woman’s Day and radio interviews
across the country.

Chief Executive Ian Harrison took the opportunity
to reflect on the importance of buying Australian. 

“The equation is simple. Buying Australian
means that you are helping the Australian 
economy, supporting local jobs, creating 
training opportunities for young Australians
and, most importantly, getting products and
produce which meet the highest standards”, 
Mr Harrison said.

“The mining boom is fantastic for this country
but manufacturing and the produce sector 
still underpin our community. They create an
incredibly wide range of opportunities for
Australians, including in regional Australia, and
the national security implications of being able
to make and grow things for our own population
can never be ignored. Buying Australian needs
to be a part of the purchasing decision for all
Australians,” he added.

The Australian Made, Australian Grown logo is
featured on over 10,000 products and shoppers
were encouraged to look for the logo when
buying all the necessities for their celebrations –
barbeques, sports equipment, drinks, fresh fruit
and the inevitable snags!

Australian consumer legislation
still causing confusion over 
country of origin labelling

DEFINITIONS of ‘made in Australia’ in Australia’s consumer laws continue 
to cause confusion and discontent in the community around country of 
origin labelling.

Current legislation allows some fully imported foods to be processed in
Australia in such a way that those resulting foods can be called Australian
made. For example, importing coffee beans and then roasting them locally
can be sufficient to have the finished product labelled ‘made in Australia.’
The same can be true for imported fish which is then crumbed in Australia,
and fruit juices which are blended here. 

In a submission to the Senate Select Committee on Australia’s Food
Processing Sector, AMAG Chief Executive Ian Harrison recommended that: 

all food products should be required to carry a country of origin claim;

the definition of ‘substantial transformation’ needs to be made more
exclusive in relation to food products so that it is more difficult for 
certain products, particularly those with a high imported content, to
meet the substantial transformation test necessary for a ‘Made in
Australia‘ claim; 

and an administrative mechanism should be established to enable 
a company to obtain a ruling as to whether its product meets the 
‘substantial transformation’ test; 

the use of qualified claims such as ‘Made in Australia from imported
and local ingredients’ should no longer be permitted unless the product
meets the tests for an unqualified ‘Made in Australia’ claim;

The Government should actively and financially support the promotion
of the Australian Made, Australian Grown logo as Australia’s official
country of origin symbol, in both the domestic and export markets.

Mr Harrison said the AMAG campaign had recently introduced a much
stricter definition of ‘substantial transformation’ for food products carrying
the AMAG logo. These important changes to the rules for using the AMAG
logo were done with the support and approval of the federal Government, 

“Imported vegetables that are diced and mixed locally or imported pork cured
into bacon here may still fit the criteria to be labelled ‘made in Australia’, but
they won’t meet the standards to use the AMAG logo,” Mr Harrison said.

“These changes simply reaffirm the position of the AMAG logo as the symbol
that consumers should look for to be satisfied that products are authentically
Australian made or grown. The simple, fool-proof way of knowing that what
you are purchasing is Australian is to look for the green and gold Australian
Made, Australian Grown logo,’ he said. 



Australian Made, Australian Grown Campaign (AMAG) is
encouraging all manufacturers of Australian made products 
to increase their participation in major Australian projects by
registering with the Industry Capability Network (ICN).

AMAG will work strategically to link manufacturers with ICN
over the next four years as part of the Federal Government’s
Buy Australian at Home and Abroad (BAHA) initiative.

The ICN Gateway database is an online connection 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.

“AMAG is encouraging all its licensees and other manufacturers
of Australian-made products not already registered on this
database to go to www.gateway.icn.org.au and register,” 
says Ian Harrison, AMAG Chief Executive.

“This will be an important first step to building effective and
potentially lucrative project partnerships, whether as a supplier
of technologies and heavy industrial equipment or food products
and everyday consumables.

For more information and to register visit
www.gateway.icn.org.au or call AMAG on 1800 350 520.

Buy Australian at 
Home and Abroad

03www.australianmade.com.au

AMAG sponsors industry’s 
highest export achievers

Businesses setting excellent standards and delivering high quality
work in the Building and Construction industry have been
recognised at the Master Builders Australia National Excellence
Building and Construction Awards for 2011.

Australian Made logo user Worldpoly and IFS Construction
Services were announced winners of the National Export Award
category, sponsored by AMAG.

Worldpoly, a Victorian-based business, has been heavily involved
in the polyethylene pipe industry as a manufacturer of pipe and
fittings, welding contractor, fabricator and consultant for over
50 years. It has developed and manufactured a complete range
of international standard butt fusion equipment and exports to
more than 85 countries.

The National Excellence in Building and Construction Awards
are presented to businesses that showcase entrepreneurship,
innovation, and commitment to continuous improvement.

National Export Awards

AMAG has been the proud sponsor of the Large Advanced
Manufacturer category of the National Export Awards for 12 years.

In December, at a gala dinner in Brisbane attended by Minister
for Trade, the Hon Dr Craig Emerson, AMAG Chief Executive,
Ian Harrison presented the 2012 Large Advanced Manufacturer
award to Finisar Australia. 

Finisar manufactures Wavelength Selective Switches (WSS), which
are sub-systems for routing optical signals in telecommunications
networks. The company was founded in 2001 and has since then
gained a massive 40 per cent of global market share, making
them the world’s largest manufacturer of WSS. They derive 
100 per cent of sales from export and in 2010/11, their exports
increased 70 per cent due to strong sales into China and Europe.

Adelaide based communications company, Codan Pty Ltd, was
awarded the Prime Ministers Exporter of the Year award, the
overall ‘first prize’ of the national export awards.

AMAG Chief Executive, 
Ian Harrison presents
Worldpoly Chairman & CEO
Robert Hall with his award.

AGM Report
The 13th AGM for Australian Made Campaign Limited was
held in Canberra on November 23, 2011.

David Gray AM was re-elected as
Chairman for two-years. Joining him
on the Board of Directors are Glenn
Cooper (Deputy Chairman), Neil
Summerson (Treasurer), Peter Anderson,
Allyn Beard, Andrew Broad, Robert
Gerard AO and Robert Hutchinson.



Staff News

AMAG is pleased to welcome three new staff members! Jess
Huddle joins the team as Administration Assistant, Lynne
Goodwin as Administration Officer and Ben Lazzaro as
Marketing & Communications Manager.

Jess joins AMAG as a trainee 
while completing a Certificate III in
Business Administration. She adds 
a wonderful mix of experience 
garnered from her ongoing studies
and her previous role as
Administration Assistant at Laser
Electrical. Jess also provides a 
much-welcomed Gen Y perspective
to the team! 

Lynne has over 20 years of administration experience, ranging
from bookkeeping roles to executive assistant positions. She 
is looking forward to providing the highest level of support 
to both the AMAG team and licensees. Lynne will be looking
after new license applications as well as license renewals.
Importantly, Lynne shares AMAG’s enthusiasm for Australian made
and grown products and is proud to contribute to building the
profile of the logo as we move forward. 
Contact: Lynne.Goodwin@australianmade.com.au

Ben brings an impressive skill-set 
to the AMAG team with extensive
experience in traditional marketing
communications methodologies,
digital marketing, integrated 
campaign execution and project
management. Ben has worked
extensively as a marketing and 
communications consultant 
alongside some of Australia’s 
leading manufacturers, and also

has experience as a digital marketing specialist with one of
Australia’s largest and most digitally innovative corporate
organisations. Contact: Ben.Lazzaro@australianmade.com.au
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New Campaign Partners to help
fast track Aussie products into Asia

The Australian Made, Australian Grown Campaign has signed
licensing agreements with new Campaign Partners AUNEW
Group and SINI Australia to help businesses exporting Australian
products fast track their entry into China and Korea.

AUNEW Group is in the process of rolling out 100 franchises 
of its Beijing concept store across China and is incorporating 
the AMAG logo into those stores.

SINI has committed to opening at least five ‘Australian Made’
branded stores in South Korea. The outlets will only stock 
products registered to carry the Australian Made logo.

Exporters with aspirations of entering Asian markets can face 
significant financial, legal, marketing and logistical challenges.

The wholesale and retail distribution platforms being offered by
AUNEW Group and SINI provide businesses with an alternative
strategy to enter those two very significant markets. At the
same time, the Australian Made logo will continue to be 
promoted as the genuine identifier of Australian products 
and produce to retailers and consumers throughout Asia. 

AMAG Chief Executive Ian Harrison says it’s an exciting time 
for businesses manufacturing and growing Australian items.

“These distribution platforms in China and South Korea may
well provide an easier market entry strategy for businesses at
both a wholesale and retail level.

“AMAG is very happy to be working with AUNEW Group and
SINI Australia to facilitate these projects and more importantly,
help businesses drive their export sales,” said Mr Harrison.

If you would like to offer products for consideration into these
markets please contact Ranjit Singh on 
Ranjit.singh@australianmade.com.au
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