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Enlisting the power of ‘brand Australia’

ince the Australian Made logo was

createdin 1986, its reach and power

as amark of home-grown authenti-

city has gone from strength to
strength. Ninety-nine per cent of Australians
recognise the gold kangaroo and green tri-
angle, and more than eight in 10 know it’s a
symbol they can trust.

Increasingly, overseas markets have awa-
kened to thisbold stamp of genuine Aus-
tralianness, which is now proudly displayed
ontens of thousands of items sold here and
throughout the world, produced by more
than 2800 companies.

Now, thanks to the Australian Makers
series of short, documentary-style videos, a
light is being shone on those producers and a
compelling picture has emerged of the many
benefits that come from seeking out that
simple, striking logo.

“It’s a wonderful way to spread all the posit-
ive messages that you can attribute to buying
Australian products,” says Australian Made
CEO Ben Lazzaro. “You're buying a product
that’s made to some of the highest standards in
the world; it pumps money back into the local
economy, it’s associated with sustainability
and ethical labour resources, and often comes
from a clean, green environment.

“Humanising through storytelling is a
great way of doing it. All the things we take
for granted here in Australia, we’re just high-
lighting those through these profiles.”

For Matthew Courtnay, owner and direct-
or of AusTANNERS, which supplies bespoke
leather producersbothlocally and overseas
from their Geelong factory, displaying the
Australian Made logo is a seemingly small
step that carries enormous weight.

Viewing the AusTANNERS story,
told through their long-standing re-
lationship with family-owned fash-
ion label Graine, underscores the
reach of Australian Made. It has
become increasingly relevant
among younger consumers, for whom ques-
tions about a product’s origins and how it
finds its way to the marketplace loom as ma-
jorinfluences in their buying decisions.

“We found, quite pleasingly, that they’re a
discerning bunch,” Lazzaro says of younger
shoppers. “They do care about getting a
unique product, a bespoke product.

“They want to know, has it been made
ethically? Has it been made sustainably?
What’s the environmental impact? They’re
more adept at using technology to find out
information about products, and they go to
the effort to doso.”

Older generations of Australians were
either embedded in the manufacturing in-
dustry themselves, or had friends and relat-
ives who were. The Australian Makers series
highlights that while manufacturing has dra-
matically changed, local production remains

WHAT AUSTRALIANS PREFER TO BUY

FOOD AND NON-
ALCOHOLIC BEVERAGES

AGRICULTURAL |
AND GARDENING |

CHILDREN AND .
BABYCARE @ '~

ANIMALS, PETS
AND PET CARE

BUILDING AND |
RENOVATION MATERIALS |

TOOLS AND |
HARDWARE

HOUSEHOLD CLEANING
AND LAUNDRY |

FURNITURE AND
HOME FURNISHINGS |

BEAUTY,PERSONAL |
CARE AND COSMETICS |

MATTRESSES, PILLOWS,
QUILTS AND BEDDING

COOKING EQUIPMENT
AND DINNERWARE |

CLOTHING, JEWELLERY,
BAGS AND ACCESSORIES |

g

CARAVAN AND CAMPING
AND OUTDOORLIVING |

MEDIA
CONTENT

DIGITAL |
PRODUCTS |

a crucial foundation of our nation, and some-
thing that people are keen to support.
“Buying an Australian Made product
means that that skill remains in Australia,
and these are skills that this country was
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built on,” Courtnay says, noting that he al-
ways knew the logo meant something, but
hasbeen impressed by the power of harness-
ing it through the telling of the story behind
his more than 80-year-old business.

Australian Made’s global push has been
further bolstered by a $5 million federal gov-
ernment commitment over three years to
promote the logo in overseas markets. Asia is
akey focus, with research in shopping cen-
tres and focus groups showing that 70 per
cent of Chinese consumers understand the
logo’s provenance.

Australian Made is trademark-registered
in India, China, South Korea, Singapore, the
US, Hong Kong and Taiwan, with registra-
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‘You’re buying a product
that’s made to some of the
highest standards in the

world.’
Ben Lazzaro

tions under way in Indonesia, Japan, Malay-
sia, Thailand and Vietnam. A promotional
program to enhance the brand in the UK,
Canada and European Union will also be
ramped up in 2020.

Companies certify individual products
rather than their overall businesses, with the
number of companies choosing to use the
logo to promote their credentials rising
sharply through 2019. As Lazzaro notes,
since the logo’s inception under Bob Hawke’s
prime ministership, the kangaroo has done a
power of heavy lifting.

“It has real cut-through, particularly in
Asia and the US - it’s embedded in the legal
framework of those countries and can help
deter counterfeiting.

“It makes the Australian connection in-
stantly, and conveys all of the positive attrib-
utes that we’re known for. Those markets
will often pay a premium for products that
are made in Australia. They absolutely value
the high standards of manufacture that
we’ve become accustomed to.”

COVER IMAGE: Budgy Smuggler swimwear,
by Gemma Peanut.

o -

JEN

Our unique
refillable design
is quick and easy
to install.

Visit us online for Retail
jenokwiperblades.com.au

NATAGE T002

OK IWAi;;er Elades

Call: 1800 976 119

Trade Enquiries
jenok.com.au

AUSTRALIAN MADE

Pegless Clotheslines

Aow L

S
PEGKEN:  UE5s

‘ESLiNg

No Worries!

“AWARD WINNING TRAVEL ACCESSORIES”

Travel Journal 5

Use coupon code

AUSSIE20

V“Desi ned for' -
ALLtypesof L4
adventures

AUSTRALIAN MADE
AND OWNED

www.caravcmningwithkids.com.au/shop ) f




R CRIF ¥
J1IONS s L U7 ICHNS

MOISTURE BALANGE oL

- | SHAMPOO
CRUELTY FREE, VEGAN CERTIFIED. ' 1POO
AUSTRALIAN MADE, i {11, OILY AND

| AND COLOURED HA
SALON PROFESSIONAL HAIRCARE NA i ' ED HAIR
_ : . ) WITH AUSTRALMY,
ROTANICALS AND
HDES TO CLEANSE DILY
NOVIDE COLOUR —
Non AND AGE REPAI B

NATAGE T003




4 SUNDAY AGE SUNDAY, JANUARY 26, 2020

A“Stralian Made Advertising Feature

Reshoring:

how to

bring manufacturing
back to Australia

It may comes as a surprise to learn that Australia can
compete on the world stage as a nation of “makers”.

t will come as no surprise to his many

devotees that Bob Dylan might have

been onto something before the rest of

us. When it comes to Australian com-
panies and their manufacturing, the title of
Dylan’s 1965 album Bringing It All Back Home
looks tobe ontrend.

It’s now 150 years since German brothers
Heinrich and Edward Kramm started produ-
cing linen in South Australia using a horse-
driven spinning mule. As Onkaparinga grew,
so did its reputation for producing beautiful
Australian woollen blankets and bedding.

High costs eventually drove production
overseas, but the growing trend towards res-
horing - bringing manufacturing back home -
hasbeen embraced by Onkaparinga, fittingly
as it marks a milestone that stamps it as one
of Australia’s oldest brands.

“We know people want to go back to
Australian-made,” says sales and marketing
manager Zane Nawrocki, noting Onka-
paringa’s pride in its ‘Australian Collection’
of quilt and pillows that are manufactured
here and coincide with the

Evolve specialises in developing globally
scalable products for everything from pools
and spas to plumbing and gas fittings, auto-
motive and electrical. Hermans aims to win
back $400 million of work in the next decade,
injecting dollars and jobs into Australia.

Being Australian-made is abedrock of the
business, as solid as the award-winning
foundation blocks that Evolve Group also
makes.

Hermans believes the gold kangaroo in the
green triangle has been key to protecting
Evolve’s products from being targeted by
cheap imitations from overseas producers.
He expects many Australian companies to
follow the reshoring lead.

“If we can raise the profile of Australia’s
capability, but more importantly our compet-
itive edge over imported product, buyers/
procurement officers, engineers, developers
and designers will start to spec Australian-
made,” he says.

Ben Lazzaro, chief executive of Australian
Made, notes that a major challenge for any

industry looking to build

company’s 150th birthday.

its presenceistohave the

“It’s basically anod to our When manlﬂaCtunng skills necessary to thrive.
heritage. moves offshore, the “When manufacturing

“We’ve done trade s 72 . moves offshore, the spe-
shows in China presenting spec1allst skills often g0 cialist skills often go with
this quilt. They allrecog- ~ With them and arenot  themand are not passed
nise the green and gold down or taught to the next
kangaroo; they recognise passed down or tal'.lght generation of workers,”
that symbol.” to the next generation  hesays. “Bybringing

Onkaparinga find them- of workers.’ manufacturing back to
selvesin good company. * Australia, there’s going to
Evolve Group has built a Ben Lazzaro be a skilled workforce
reputation on proving that building here that canbe
eveninthe production of plastics -longman-  leveragedinthe future.”

ufactured offshore on cost grounds - it is
possible for Australian companies to design
and manufacture in-house with unmatched
efficiency and cost effectiveness.

“In plastics, it’s as simple as this - there
should not be a single plastic/composite
product or component imported into Austra-
lia,” Evolve’s founder and managing director
Ty Hermans recently told @ AuManufacturing.

“When designed right, we can manufac-
ture them all here in Australia more cost-
effectively than China or other offshore sup-
pliers.”

For some Australian companies, like
Manly swimwear start-up Budgy Smuggler, a
fundamental reason to manufacture locally -
and not have to wrestle with the reshoring
conundrum - goes beyond benefits such as
quality control and fast turnaround.

“Our type of swimwear is an Australian
invention, and that’s part of the reason we
haven’t gone offshore,” says the company’s
founder, Brenden Hartmann. “We feel like
it’s almost against Australian culture to make
an Australian product overseas. It just
doesn’t sit right with us.”

. Onkaparinga is one of Australia’s
o brands and is at the
foref of the push to bring
manuf‘turing back home.
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With photographs dating back to the early 1900s, our photo
archive has accumulated over a century’s worth of iconic
images. We offer unique Australian photography by our award
winning photographers.

* Photo prints from $50 or fine art prints from $65
* Framing options available

1300 656 059
thestore.com.au/photos

‘Campbell the Swaggie’, Campbell Irvine,
0 R D E R N OW THE Ll AGE at the back roads around Yackandandah

INDEPENDENT. ALWAYS. in Melbourne, 2018 - FXB328352
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Tastic Luminate Single Tastic Luminate Dual Tastic Luminate Tastic Luminate Tastic Luminate
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All Tastic Luminate models available in White or Silver.
*Applies to Tastic Luminate Single and Dual models.

*We recommend, adding additional ventilation above open showers. Check out our website for stockists.
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Australian-made goods are an
increasingly popular
drawcard at trade fairs.

Trade fairs across the country
are providing a leg-up for
handmade, bespoke
Australian gifts and products.

ulie Nichols acknowledges that start-
ing Handmade Canberra in 2008 - at
the height of the Global Financial Cri-
sis - could have been viewed as a
masochistic piece of retail timing.

Her business’s subsequent success and
growth have assured her that, when it comes
to buying gifts for those we love, Australians
are adept at seeking out local, bespoke
products. Especially when times are tough.

“We figured that Christmas would still
happen, birthdays would still happen, people
would still purchase things; they were just
going to be more considered with their pur-
chasing,” Nichols says.

“That was areal bonus for us - instead of
going to a mass producer or buying some-
thing from another country, they can come
tous and buy something that has been made
by an Australian small business. They can
eventalk to the person who made it, and
then really feel good about their purchase
while getting something unique and well-
priced.

“Werealised five or six years ago that our
real niche lies with Australian products.

A“Stralian Made Advertising Feature

That’s something that’s dear to us; we're
passionate about it.”

Roy Morgan research has found that 77
per cent of Australians prefer buying
Australian-made children’s and baby care
products, while 72 per cent target
Australian-made when buying for their pets
and 58 per cent when seeking out beauty,
personal care and cosmetics products.

It’s a snapshot that says, when we’re buy-
ing for those we care about - or ourselves -
we like to buy goods that are genuinely
Australian-made.

“Besides a warm, fuzzy feeling, people
know they’ll get a quality, well-made, well-
priced product, produce or design,” says
Nichols, whose pre-Christmas market in
Canberra’s Exhibition Park drew 35,000
people from across Australia. “They’re go-
ing to get something that they’re passionate

about, something that’s well-considered. It’s
about quality.”

Australian Made is fundamental to Hand-
made Canberra’s four markets each year
(held in March, June, September and Decem-
ber). If a component of a stallholder’s offering
isimported - perhaps the linen an artist uses
for a printed tea towel - they are compelled to
display a sign making that clear.

Feedback repeatedly reassures Nichols of
Australian Made’s retail power, especially
when it comes to gift buying.

“I'think I can safely say, Australia-wide,

‘Demand for authentic
Australian-made products
is far greater than in recent
years, with even more

Australians choosing to

shop local’

Handmade Canberra founder
Julie Nichols

people are thinking about it. The hits on our
website show that, as do the comments to
our social media. Everything is backed up by
the customer being very happy to tell us that
that’s why they shop with us.

“That ethosis only getting stronger as
drought takes hold, and as problems with

the climate increase. Every time you have
bushfires, or other hardships, that attitude
gets stronger. People thinking, ‘Right, I'm
going to do something good with this pur-
chase, so I can support another small busi-
ness or producer or designer’.”

Likewise, the Australian Gifts and Home-
wares Association (AGHA) has happily
watched a steady increase in the number of
local and overseas buyers attending its an-
nual trade event in Sydney and who are
looking to buy Australian-made products,
homewares, gifts and souvenirs, confident
that they have been produced ethically and
sustainably, and to the highest standards.

To help meet demand, the association has
partnered with the Australian Made cam-
paigntolaunch a new Australian Made Pa-
vilion at the Sydney Gift Fair, held on Febru-
ary 21-24 at Sydney Olympic Park. For
AGHA chief executive Wayne Castle, it’s
simply a nod to the quality of Australian-
made goods.

“It’s not surprising that the benefits of
shopping local are being recognised,” Castle
says. “Not only are Australians wanting to
buy boutique gifts and keepsakes that are
made tolast, they are more interested in
knowing where products are made and who
by.

“Demand for authentic Australian-made
productsis far greater thaninrecent years,
with even more Australians choosing to
shoplocal.”
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Red Energy

The energy provider is
deeply invested in what it
means to be Australian and
in connecting with the
community it services.

t atime of great hardship and ad-

versity, comfort and strength

have been drawn from our unique

sense of what it is to be Australian,
from our unwavering commitment to com-
munity to the wonders we can achieve by
working together.

Asthe only energy retailer certified by the
not-for-profit Australian Made campaign,
Red Energy is proud that these values un-
derpin all they do. For chief executive Iain
Graham, being Australian - and all that
boast entails - has been a key to his com-
pany’s standing since it entered the local
market in 2004.

“One thing that can separate an Australi-
an business from an international business
isthat we live here, we’re locals, and we want
to contribute to the local economy,” Graham
says.

“Our customers have told us the fact we
are an Australian company is really import-
ant to them, so we are very proud to carry
the Australian Made and Owned logo.”

Red Energy’s “deep and genuine commit-
ment to local communities” takes many
guises - through its 1200 Australian-based
staff who reflect the diversity of multicultur-
al Australia, and through the support for

‘Our community has come to
trust Red as a truly

Australian energy provider.’
Red Energy CEO Iain Graham

causes with national reach such as Breast
Cancer Network Australia (BCNA), down to
regional and rural partnerships with the
likes of Calder United Soccer Club and the
Police Citizen Youth Centre.

For Graham, seeing tens of thousands of
women come together each year, standing
shoulder to shoulder as part of BCNA’s
“Field Of Women”, is a humbling reminder
of the power of working together as we
strive to be better.

“We partner with BCNA because they
share the values we hold dear, of decency
and courage particularly. The contribution
of BCNA to the community is profound and
we are proud to be able to contribute and
support what is a very personal cause to
many Australians.

“We are all human and make mistakes,

but we always strive to be better. I strongly
believe that you end up behaving like the
people you hang out with. We want to be like
BCNA as we grow. We can never forget
there’s ahuman being behind the meter.
“Our community has come to trust Red as
atruly Australian energy provider, knowing
that every phone call they make will be ans-
wered by someone in Australia, which bene-

fits not only the customer but local econom-
ies, communities and families.”

Red Energy’s dominance of the Canstar
Blue award for Most Satisfied Customers
tells a compelling story of how highly they
areregarded by those who matter most.

The company services more than 1 million
customers, offering electricity in Victoria,
NSW, South Australia, Queensland and the

is true blue Aussie outfit

ACT, and gasin Victoria, NSW and SA. Red
Energy is owned by an Australian energy
powerhouse, Snowy Hydro.

The latter operates the Snowy Mountains
Hydro-Electric Scheme, a series of hydro-
electric power stations and dams which for
decades has been a major source of renew-
able energy for Australian homes and indus-
tries.

Seventy years ago Snowy Hydro started
something many people thought was im-
possible. The first blast near the township of
Adaminaby in NSW marked the start of
Australia’s greatest engineering achieve-
ment of the 20th century.

The grit, mateship and expertise of more
than 100,000 men and women turned a bold
vision into a reality. It’s hard to imagine
Australia today without the mighty Snowy
scheme, its legacy extending well beyond the
dams, tunnels and hydro stations to the peo-
ple behind the power.

“As morerenewable energy enters the
market, the Snowy scheme’s large-scale
storage and fast-start generation capabilit-
ies will be in high demand,” Graham says.

“Snowy today, and in the future, will con-
tinue to transform Australia’s renewable en-
ergy landscape, and Red Energy will be at
the forefront of this transformation.”

Owned by :
snowy hydro ‘

100% Australian Electricity & Gas
redenergy.com.au

131 806
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Saddling up for quality in the bush

Local companies are based far
and wide, and manufacturing
quality goods throughout
regional and rural Australia.

ngus Barrett is proud of the fact

that everything he sells - the brid-

les and breastplates, halters and

hobbles, wallets and belts and
bags - has been made within cooee of the
Angus Barrett Saddlery shop in central Or-
ange. Moreover, when your customer base is
largely the people of rural Australia, he
reckons it simply makes sense to manufac-
tureinthe bush.

“It’s pretty tough out here at the moment;
there’s just not the dough running around,”
Barrett laments. “But I canlook up and
down the length of Summer Street and say,
‘'m the only one in this town who’s made my
stuff on one side of town and carried it
across here to sell.” Everything else comesin
boxes stamped ‘Made in China’.”

Barrett seesimporting as producing
something cheaply before adding as much
margin as you can. “That to me is ripping off
your neighbours,” he says. “The price should
represent the quality of the product, not the

‘That’s why regional
manufacturing businesses
are very successful. [Tlhere’s
a huge market out here that

requires a quality product.’
Angus Barrett

margin someone overseas puts on it to make
aprofit.”

He’s been making things with his hands
since he was a boy, and leather goods profes-
sionally for 20 years. Everything he craftsis
guided by his customers - Barrett reckons
the first five leather items he made were his
own designs, but “the last 800” have been
driven by feedback.

“People in the bush are very good at tell-
ing you the truth. You’re always made aware
by these beautiful, frank customers who use
everything toits full extreme.”

Practicality drives design, while the raw
material - leather with a roughness and
uniquely Australian feel - ensures durabil-
ity. Manufacturing in the bush keeps Barrett
in touch with the people who use his goods,
and who aren’t shy in telling him how they
perform.

“If you sell a wallet to a bloke in the bush,
that wallet’s going to go in the pocket of his
jeans every single day. When he jumpsin the

tractor down the paddock he’s going to
throw it on the dashboard; it’s going to sit in
the sunin 40-degree heat and in the dust.
Then he’s going to put it back in his pocket
and bounce around on it in the ute. The
wallet has to be really, really good.”

When the drought began to bite three
years ago, Barrett started producing more
ofthe leather goods that appeal to city folk
and tourists with an eye for quality.

But the “cockies” remain his core clien-
tele. “These guys wear my belts to work

every day,” he says proudly. “They wear
them to every funeral and every wedding.”

The harshness of life in regional Australia
makes the partnership between businesses
like Barrett’s and Australian Made all the
more powerful.

Oftough times in the bush, Australian
Made CEO Ben Lazzaro notes: “We can al-
ways give money, but when we buy from
companies based in rural areas, that can
help people get back on their feet and keep
their businesses ticking over so that they

Angus and Sarah
Barrett in their
workshop

in Orange, NSW.

Angus Barrett
Saddlery produces a
range of Australian-
made, top-quality
leather goods.

can continue to do what they’re good at.”

Angus Barrett’s staff are used to hearing
his mantra in the workshop: “We don’t do
things here, we make things.” They eschew
high-volume production in favour of making
goods to work, and to last. It’s a genuine, old-
fashioned approach befitting an Australian
bush ethos.

“That’s why regional manufacturing busi-
nesses are very successful,” he says. “Be-
cause there’s a huge market out here that
requires a quality product.”

OIL CARDEN

ESTD BYRON BAY 1985

Natural, Sustainable and Proudly
Australian Made and Owned.

Available at Chemist Warehouse, selected Pharmacies
and online at www.oilgarden.com.au

@ @oilgardenbyronbay
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Never miss that |
important delivery again....

...install your own Parcel Locker

Have all of your parcels delivered to your own parcel
locker and collect at a time that suits you - safely, securely
and freeing you up to do the things you like to do. My
Parcel Locker provides a proven delivery solution for
apartments and commercial buildings that addresses the
needs of time poor people.

My Parcel Locker offers Australian Made custom-built
parcel locker solutions to suit any building. The process is
simple- the courier enters the delivery into the secure
parcel locker and a message is automatically sent to the
consumer telling them they have a parcel for collection,
along with a QR code that they scan to retrieve their
parcel.

LOCKER o

PARCEL LOCKER SYSTEMS

gm MY PARCEL
<>

myparcellocker.com

All movements are electronically logged, a measure
developed in conjunction with Australia Post and other
major courier companies. My Parcel Locker's in-house
electronic engineers and IT developers have placed so
much emphasis on cyber security that the US Embassy in
Canberrais among their clients.

Installing your own parcel locker means your parcel is safe
and secure, until you want to pick it up.

Enquire about our flexible rental and purchase options
from as little as $60 per week (6 door parcel locker)
including installation, full support and a 10 year warranty.

AUSTRALIAN MAD%
AND OWNED

Brisbane : 07 3123 2868 | Sydney: 02 8073 4298 | Melbourne : 03 9034 5079 | Perth 08 6365 4675
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10 products you might not

With more than 2800 companies proudly displaying the Australian Made logo on tens of thousands of
than ever before. It's message of authenticity and reliability is increasingly being embraced by Aussie

1 Volvo and Mack Trucks

Volvo, aniconic Swedish brand with
a Scottish managing director, last
year celebrated its 65,000th truck
rolling off the productionline at
Wacolin Brisbane, where Mack
Trucks Australiais alsobased. To
mark the milestone, the truck was
painted greenand gold and carried
the Australian Made logo. Volvo has
since been taking orders from
people who want their own green
and goldtruck.

2 State of Escape

Founded by Desley Maidment
and Brigitte MacGowan in 2013,
State of Escape are the creators
of the original cult Escape
neoprene tote bag collection,
designed to nourish your artistic
soul, while inspiring your
imagination and adventures. The
perfect travel companionas you
explore near and far. The State of
Escape brandisdriven by an
appreciation for sophisticated
simplicity which has continued to
betheir focus as they’ve
expanded their collection.

3 eftpos

As the way we pay for goods and
services continues to evolve,it’s
comforting to know that eftpos pays
itstaxesin Australia,and that every
single transaction under its banner

is processed right here, not offshore.

Its green and gold credentials were
formalised in 2018, when eftpos
became thefirst card payments
platformto adopt the Australian
Madelogo.

4 Custom Bus Group
Afocusonquality andinnovation
has earned the western Sydney
bus-body builder astrong
reputation and a host of
government contracts (from
schools to low-floor city buses),
sinceits first vehicle rolled off the
productionlinein1955.

5 Rode Microphones

It’'s easy to assume anything
electronicis produced overseas, but
Rode has been making high-end,
world-class recording equipment
out of its Sydney base since the
1990s. Highly regarded as one of the
world’s leading producers of
microphones.

y

AUSTRALIAN MAD(E
AND OWNED

Australia has the world’s most annoying flies,
so we've made the most effective fly trap.
It's people safe, pet safe and planet safe.

envirosafeaustralia.com.au
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know are Australian-made

products sold here and overseas, the gold kangaroo in the green triangle is reaching more consumers
businesses, drawn to its power to drive their venture. Here’s a few items that might surprise:

6 Thongs Australia

Other versions of a product thatis
quintessentially Australian might be
designed here, but Melbourne-
based Thongs Australia is the first
manufacturerto carry the
Australian Made logo on thisiconic
footwear —and the company is100
per cent Australian-owned and
operated. With sustainability such a
key plankin the Australian Made
ethos, Thongs Australiais
committed to producing afashion
essential that will last.

7 Mater Nappies

With last year’s closure of the
Huggies factory inSydney’s
south-west (as production
moved to Asia), many assumed
nappies had simply become the
latest essential item that’s no
longer made locally. Not so.
Queensland-based Mater
Nappies are so staunchly Aussie
they regard the thousands of
midwives and mothers who they
consultindesigning their
nappies as “co-creators”.

8 Daikin Airconditioning
Launchedin Australiamore than50
years ago, Daikin has been
producing locally since 1982 and last
year expanded its local footprint
with four products carrying
Australian Made certification.

sgnnéen

9 Sonnen Batteries

In atextbook example of one
door closing and another
opening, the German battery
maker is committed to driving
Australia’s clean energy
transition from its base at the
former General Motors Holden
factoryin Adelaide. It recently
won Australian Made status for
its solar power storage systems.

10 ATE Tankers
Fromfueltankerstoroadtrains, ATE
works with avast range of clients to
design and manufacture bespoke
solutionsto theirindividual
transport needs. Based in Sunshine
in Melbourne’s outer-west, ATE is
proudly the only tanker producerin
the world to have been awarded the
iconic Australian Made
accreditation.
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A“Stralian Made Advertising Feature

Sustainability driving con

-

Younger people, in particular,
are seeking out sustainable
products and those made
using sustainable practices.

renden Hartmann and histeam at
Budgy Smuggler only need to
check their social media channels
tobe reminded that their target
audience is concerned with more than
simply how their very Australian brand of
swimwear looks. If they don’t align with the
customer’s focus on sustainability, Hart-
mann knows his budgies are going nowhere.

“We get alot of questions about this,” says
Hartmann, who founded Budgy Smuggler in
Manly seven years ago. “The younger audi-
ence is certainly aware of the sorts of things
companies can do to do their part.

“They care more when they understand
that we are taking steps to improve our
current footprint - it resonates with them.
It’snot just swimwear they’re buying,
they’re buying a story and a reason behind
it.”

Budgy Smuggler offers a fun take on the
iconic Aussie cozzie (its range includes
swimming trunks dubbed ‘Coco Nuts’,
‘Smashed Avos’ and ‘Bacon and Eggs’). But
the start-up that now employs seven full-
time staffis acutely aware that it needs to be
more than a pretty face with a clever wit.

With impact on the planet front of mind, it
uses environmentally friendly inks that
won’t harm the ocean or its inhabitants. Its
packaging includes reusable snap-lock bags
made from recycled materials, and calico

~ Greener brand: Budgy
fmuggle; cozzies.
£ 4

bagsthat are ideal for carrying your gear to
and from the beach.

Machine cutting means minimal fabric
wastage, a plus from both a sustainability
and business perspective. Hartmann is also
exploring using material made from re-
cycled plastic for his swimmers, knowing
that carrying the Australian Made stamp
already gives Budgy Smuggler an edge in
many consumers’ eyes over Speedo, which
was founded in Australia but manufactures
in America.

“Ifthere’s a point of difference that we can
get people to have an emotional connection
tothe product, that goes along way in chan-
ging attitudes towards swimwear,” he says.
“Backin the day, it was only really surf club
people who wore swimmers. People now

-

might not care so much what they look like,
but they care what the brand stands for.”

Stefania Pallotta and husband Sandro
founded the Organic Tshirt in 2011 with this
same sentiment front of mind. Building on
their experience in fashion production in
their native Italy, from pattern-making
through to garment-finishing, the couple are
committed to changing the way consumers
think about the clothes they wear.

“The statement we want to make -it’s
about going back to slow fashion,” Stefania
says. “For us, fashion is something that’s
very precious, not something you wear once
and then throw away.”

The volume of cheap clothes - not the
least, t-shirts - that end up in landfillisa
factor that motivates the couple, under-

A
£e

sumer choices

pinned by a confidence that by being edu-
cated in the ultimate cost to the planet will
spur people to spend a little more for the
greater good.

With organic cotton using less water and
no pesticides, and 62 per cent less non-
renewable energy sources overall, Stefania
knows Organic Tshirt ticks many of the at-
tributes of sustainability that consumers as-
sociate with products that carry the Austra-
lian Made logo.

“We just don’t talk enough about slow
fashion,” says Stefania. “The big change has
to come from the big brands. There are peo-
ple who do the right thing, not just with their
fashion, with their everyday living. They un-
derstand the importance of that choice, but
they’re still a minority.

Advancing Australian
Security and Safety

Leaders in innovative products and

hostile vehicle mitigation solutions

The RAMA48 is PAS 68 crash test certified to stop heavy vehicles
weighing as much as 7,500 kg and travelling up to 48km/h. Following
impact, the vehicle is stopped and immobilised — and therefore no
longer a threat to people and property. The bollard remains in place
ready to protect against the next threat or impact.

High level protection from out of control vehicles

PAS 68 certified and installed with secure footing

Crash-tested and rated for 7,500 kg trucks travelling up to 48km/h

Designed in Australia by experienced security engineers

Four models available to suit your unique specifications

Pictured: Test vehicle collision with RAM48 bollard.

ROADSIDE

.ERVICES AND SOLUTIONS

BOLLARDS
CIVIL WORKS
ENGINEERING
LINEMARKING
SIGNS

P 1300022 222 E roadside@rss.net.au W roadside.net
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The beauty behind Aussie products

The ‘A-beauty’ trend towards
locally made comestics is
gathering momentum and
exciting consumers.

Alex Fevola readily admits that when she
first used cosmetics, she had noidea where
the lipstick and make-up she applied to her
face had come from, let alone what they were
made of or how they’d been manufactured.

Now, as founder and director of Mel-
bourne beauty company Runway Room, she
champions the trend towards “A-beauty” for
all of the wholesome, local benefits it brings.
When the Australian Made Campaign en-
courages people to “look good, feel even bet-
ter” by looking for the AM logo when buying
beauty and personal care products, Fevola
knows that’s not only good for business, it’s
good for the customer too.

“I see alot of loyalty to the brand because
our customers know it’s made here,” she
says. “Not only are they contributing to the
economy, it’s that trust factor. Even over-
seas, people see Australian Made products
as being premium quality. It definitely
resonates with the consumer.

“The customer is definitely more of a con-
scious buyer; they are aware of what they’re
putting on their face and they want some-

thing that’s as natural as possible. We’re
getting enough nasties everywhere else in
our lives - if you can get a clean make-up
then that’s definitely a bonus.”

A recent Roy Morgan study found that 58
per cent of Australians prefer to buy Australi-
an Made when choosing beauty, personal care
and cosmetics products, with demand con-
tinuing to rise for authentic goods that have
been produced in a clean, green environment
and manufactured to our high standards.

For Melanie Gleeson, the pride she

feelsin heading up endota spa since 2000
isrooted inits celebration of a natural, un-
complicated approach to wellness that is
quintessentially Australian.

Using the very best Australian ingredi-
ents was central to the 2006 launch of
endota’s organic and natural skincare
range, which has ridden the A-Beauty wave
tonow be available for online purchase in the
US, New Zealand, Indonesia, Singapore and
China.

Gleeson’s wellbeing dream is being real-
isedin a very Australian way, from endota’s
logo - the rich, green malachite stone that
occurs naturally in the Australian environ-
ment - to the exotic Australian rainforest
fruits of Davidson Plum, Lilly Pilly and Lem-
on Aspen that are essential to its skincare
products and to the collaboration on pack-
aging with Indigenous female artists of the

‘Manufacturing in Australia was important so that I could
have a heavy hand in actually developing the products.’

Runway Room founder Alex Fevola

“Right from endota’s humble beginning,
being Australian has been at the core of who
we are,” Gleeson says of endota, which she
opened asthe first day spa on Victoria’s
Mornington Peninsula, and has overseen its
expansion to more than 110 spas across the
country. “Our beliefin the power of nature to
heal became our guiding inspiration and is
now embodied in our spas, our treatments
and our product ranges.”

Marnin Studio in Fitzroy Crossing, Western
Australia.

“Endota is an Aboriginal word meaning
beautiful,” she says. “In the same way that
ancient Aboriginal waterholes (gnammas)
were a vital source of life and growth, we see
our spas as a vital place where women gather
tobe nourished emotionally and physically.

“The Indigenous female artists of the
Marnin Studio have a deep knowledge of the

Australian environment and a deep connec-
tion to Mother Nature. That’s why we com-
missioned them to design the artwork used
in the product packaging for our make-up
range.”

Being Australian-made allows for com-
plete quality control throughout the manu-
facturing process, something Alex Fevola
says overrides having to forecast further
ahead when managing stock levels and any
cost difference in producing here relative to
overseas.

“We consume cosmetics every day, we
wear make-up every day, so more than any-
thing it’s the risk and effects it can have on
your health if you’re wearing a product
that’s not well made,” Fevola says.

“For me, manufacturing here in Australia
was important so that I could have a heavy
hand in actually developing the products.
You can go and visit your manufacturer,
speak to the chemists and scientists and
have input and control.”

Gleeson concurs that any greater expense
is offset by the ability to work closely with
local manufacturers who bring science and
nature together to provide women with
quality skincare that is certified organic.

“It’s a commitment we make because we
believe in quality skincare, and we are so
pleased that we have such a high standard of
manufacturing right here in Australia that
we support.”

NATAGE T014
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WINDOWS AND DDORS

AUSTRALIAN MADE:

Your perfect home, your perfect view,

your peace of mind.

Warrior Windows specialise in BAL-FZ (Flame Zone), BAL-40 & BAL-29 fire protection,
providing a complete solution with fire rated windows, doors & shutters/curtains.

We will be exhibiting at the HIA Home Show:

Bushfire Control, Stand #J20 @ ICC Sydney 13-15 March, 2020

Contact us to find out more:
T.1800 218 258

E. info@warriorwindows.com.au
Facebook @WarriorWindows
www.warriorwindows.com.au
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Showcasing the best in local manufacturing

An eclectic list of businesses
features in videos
highlighting what it means to
be Australian-made.

The Australian Made Campaign’s series of
video portraits offers insights into Australi-
an manufacturing, focusing on enterprises
and products as diverse as beekeeping and
beeswax wraps to trucks and reusable cups.

The series offers viewers a look behind the
scenes and into the local factories, work-
shops and farms of some of the country’s
most innovative manufacturers.

The short-form ‘Australian Makers’ video
collection seeks to celebrate Australia’s di-
verse and evolving manufacturing sector
and shine a light on the people, processes
and stories behind some of our most loved
Australian products.

“We are passionate about Australian
manufacturing, so we are very excited to
launch the Australian Makers series,” says
Australian Made Campaign CEO Ben Laz-
zaro. “We’re highlighting the ingenuity and
skill of our Australian Makers ... [who] are
experts at leveraging their Aus-
tralian credentials to succeed
domestically and overseas.”

Among the Australian
Made licensees featured is
frank green, one of Aus-
tralia’s best-loved re-
usable cups and bot-
tles brands, which is
expanding overseas.

Founder and CEO

frank green features
in the video
collection.

PR |

‘In terms of getting a quality product out into [the]l market on

a daily basis, it is fundamental for us to be Australian-made.’
frank green founder and CEO Benjamin Young

Benjamin Young tells viewers: “We have Volvo and Mack Trucks), Budgy Smuggler
travelled the world, we have looked at man- Swimwear, caravan and recreational vehicle
ufacturing processes in different countries, maker Jayco, Geelong-based leather tan-

and I just think that in terms of getting to nery AusTANNERS, Thongs Australia and
market and getting a quality product out Apiary Made, a Victorian-based small busi-

into that market on a daily basis, it is ness hand-crafting a range of natural and
fundamental for us to be Australian- ethical goods derived from the beehive.
made.”
Others highlighted include Volvo ~ The first series can be found at:
Group Australia (which produces australianmade.com.au/ausmakers

Hof EDITED BY
Coffee MYFFY RIGBY

The Good Food
Guide 2020

The ultimate guide to
Australia’s best restaurants
The 40th anniversary edition of the national Good Food

i?qTr“VERSARY ' Guide celebrates the 500 best restaurants across the
EDITION g country and is the essential companion to dining out.

Available now at newsagents,
bookstores and online

thestore.com.au/gfg20
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Getting the very best
out of the good Earth

How a crippling back injury led to a successful business
venture with a genuine focus on optimal health and wellbeing,.

n 2014, Peter Griffiths was lifting his
bike onto a car rack when he hurt his
back. He could not have known that the
stabbing, debilitating pain would sig-
nal the start of a journey that would change
forever the lives of himself and wife Corrina.

Griffiths knew nothing about earthing, the
ancient practice of using the Earth’s subtle,
natural energy to enhance the body’s ability
tohealitself. Then a friend and health speak-
er, former AFL footballer Mark Bunn,
opened his eyes.

Desperate to reduce the pain and inflamma-
tion, he purchased an earthing sheet and mats
made overseas. His physical improvement was
swift, but so too was the decline of the products
- within months they stopped working.

“SoItook a punt, bought some high-
percentage silver fabric and safety connec-
tions and made my own earthing sheet,” he
says. “I had a hunch it would work as an
underlay, sleeping on your normal sheet
without even knowing it’s there, and only
needing to wash it every few months.”

And so Better Earthing wasborn, a busi-
ness that counts health practitioners from
masseurs to cardiologists among a client
base that continues to grow, even more so
since joining forces with the Australian
Made campaign last March. They turn to
earthing to combat inflammation, insomnia,

anxiety, arthritis and other auto-immune is-
sues. Around 10 per cent of their customers

use Better Earthing as a proactive measure,
simply to stay well.

“It’s anatural phenomenon that the Earth
contains free electrons, and when we’re in
conductive contact with them they enter the
body, pair off and neutralise excess positive
charges associated with inflammation,”
Griffiths says. “There are a growing number
of published studies to support this.

“Put simply, free radicals are the things
that basically kill us, and through earthing
we have free radical scavengers (antioxi-
dants) on tap while we’re sleeping.”

The couple report that 90 per cent of sleep
sufferers notice a marked difference within
aweek or two of using a Better Earthing
underlay. “Most people are telling us they’re
sleeping better - they’re getting more sleep,
or they’re waking up less. And when they do
wake up, they’re able to go back to sleep
more quickly.”

Thisis because earthing normalises the
body’s levels of cortisol, the hormone that
ideally makes us feel alert when we wake up.
“You want it to peak in the morning, not in
the middle of the night while you’re trying to
sleep,” Corrina Griffiths says. “We’ve had
people who’ve had insomnia for 10 years who
have been able to get off sleeping tablets.”

The Better Earthing underlay has come a
long way since the 2014 prototype and is
roughly the thickness of a1000-count bed
sheet - so subtle that the Griffiths’ have had
people purchase them without telling their
partner. The lead from the underlay can be
earthed using an adapter plugged into a
power point - which doesn’t need to be
turned on, as no electricity is used - or run

outdoors and earthed using a grounding rod.

The underlay sheet demands detailed
construction for optimal earthing conduct-
ivity, and the Griffiths’ are grateful they
found alocal Gold Coast sewing company
whose skill and guidance have been integral
to Better Earthing’s evolution. As a mark of
quality, they give a five-year warranty in an

industry where zero to one-year is the norm.

o TN 4
~ " ¥ ‘PeterandCorrina
_ Griffiths: founders *
. _viof Better Earthing. "
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Producing locally is a no-brainer for a
couple whose primary focus is on optimal
health and wellbeing. “It’s very important to
me that we get the most out of our minds and
our bodies,” Peter Griffiths says. “Earthing
is areally easy way to support this.”

Corrina Griffiths knows that without the
malfunction of the earthing products Peter
originally purchased, their business would
never have started. “Our focus was to make
really high-quality products, and we knew
we’d be able to do that with Australian busi-
nesses.”

As earthing naturally thins the blood, if you take
prescription blood thinning medication you
should consult your doctor before using an
indoor earthing product.

D~ Better Earthing

Earthing Products for Better Health

5
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Warranty 4

® Personally used by Thousands of Health Professionals Worldwide for Vibrant Health & Wellbeing.
® Benefits can include Better Sleep, Improved Circulation, Faster Recovery from Exercise, Less Inflammation, Pain Relief.
® Over 20 Published Studies.

® The Earth’s Surface is Rich in Free Electrons that act as natural Anti-inflammatories and Antioxidants in the body.
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Download your free ebook & find out more
Enter coupon AUSTMADE2020 for a Free Gift valued at over $25AUD with any order over $100 (excluding shipping). Valid to Feb 29, 2020.
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