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It’s an internationally recognised symbol, an icon that 
connotes quality and instils trust for shoppers everywhere. 

The Australian Made logo celebrates its twenty-fifth anniversary 
this year, and the campaign is stronger than ever with a membership 
of over 1,700 businesses selling over 10,000 products that are 
proudly Australian Made. 

Chief Executive for Australian Made, Australian Grown Ian Harrison 
explains: “Our licensees get access to a symbol that’s recognised 
by 94 per cent of Australians. More importantly, it’s trusted over 
other country-of-origin symbols, such as maps or flags or pictures 
of animals, by 85 per cent of Australians. It’s a very powerful symbol  
in the marketplace.”Local manufacturing has not been receiving 
the support it needs of late, either from government or consumers. 
People fail to recognise the importance of supporting the industry. 
As Ian highlights, “Manufacturing is an absolutely essential part of 

Australian Made, Australian Grown 
is helping consumers, supporting 

local producers, and sustaining our 
nation’s manufacturing sector both 

domestically and overseas.

Supporting 

Local Industry

on the services sector, a lot of which, in turn, is reliant on 
manufacturing. Or we become reliant on mining, which is very 
strong at the moment and will be for a while yet by all accounts  
– but it does not generate many jobs. We could, then, look to  
the tourism sector, which is not enough. Besides, tourism as  
an export industry has been hit very hard by the high cost of  
the Australian dollar.”

It has not been easy for local manufacturers, particularly owing to 
the current exchange rate. Ian points out, “There’s been a huge 
impact from the strength of the Australian dollar, and the real issue 
with that is yet to properly emerge. It surfaces quickly when you 
go shopping and see the price of imported products going down. 
But for our exporters, they often have long-terms contracts,  
or contracts with a fixed exchange rate – companies that have 
hedged their currency movement. But when those contracts run  
out and they re-negotiate, the price of their product in the foreign 
market can be 20 to 40 per cent higher. So the impact of this 
hasn’t been fully felt yet by any stretch, but it’s certainly moving 
through the economy.”

As an advocate for supporting local manufacturing and produce, 
Australian Made, Australian Grown is greatly concerned about 
how the carbon tax will impact its members. Ian notes, “It will place 
Australian manufacturers and our producers at a disadvantage 
compared to their international competitors, whose countries aren’t 
imposing a similar cost increase for manufacturing goods. That’s  
the issue for us. We don’t involve ourselves in the 
debate about whether or not it’s an 
appropriate policy 

very important, because that means it has  
a set of rules approved by the ACCC that 
govern its use. The Marksun case recently 
was a Federal Court hearing in Perth, 
where the company was fined a total of 
$434,000 for claiming their product was 
made in Australia when in fact it wasn’t, 
and for using the Australian Made logo 
without approval. We were part and parcel 
of that process; we submitted affidavits, 
and we actually got onto Marksun early  
in the process. We’re very pleased with 
that court case because the judge, when 
handing down the penalty, allocated 
$340,000 for false advertising and 
misleading conduct. And he added  

measure; we are rather far more concerned with the timing of the 
introduction in Australia. It seems to be way out of step, firstly  
with Australia’s contribution to any global problems, and secondly, 
with the fact that other major countries that generate a significant 
proportion of the carbon being emitted are not equally placing a 
similar burden on their industries. We don’t believe this government 
should have moved before some general international agreement, 
particularly among our trading partners – because it will reduce the 
competitiveness of Australian business, and that’s bad for anyone 
making products or growing produce in this country.

“Consumers,” Ian remarks, “particularly in the area of food, have  
a natural concern about what’s in the products and produce that 
they purchase. We have a view that the labelling in respect to the 
‘made in’ definitions in the Australian Consumer Law, previously 
the Trade Practices Act, could be tightened up quite a bit in the 
area of the description that’s used for ‘Made in Australia’. We’ve 
just gone through a process with our own rules and have tightened 
those up, so that we’ve effectively said that some of the products 
that once could be described as ‘Made in Australia’ can no longer 
meet the standards we use for our logo.”

Australian Made, Australian Grown has made it the company’s 
mission to ensure manufacturers are not misleading consumers or 
misusing the Australian Made logo. Ian elaborates on recent action 
taken by the Australian Competition and Consumer Commission 
(ACCC) regarding misuse of the Australian Made logo by ugg-boot 
trader Marksun: “Our logo is a certification trademark; and that is 

“Manufacturing is an 
absolutely essential 

part of the Australian 
economy and the 
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Apart from the million 
or so jobs it provides, 
it is a major source of 
training opportunities 

and skill formation 
for Australians, 

particularly young 
Australians.” 

- Ian Harrison

the Australian economy and the Australian community. Apart from 
the million or so jobs it provides, it is a major source of training 
opportunities and skill formation for Australians, particularly young 
Australians. It’s a very trade-exposed sector, so it is up against 
significant import competition and, of course, the competition of  
the markets. But manufacturing generates an enormous number  
of jobs, and it is strategically important. A country that doesn’t 
manufacture would be a vulnerable country in terms of world 
position.”

The Australian Made, Australian Grown logo is a well-recognised 
symbol that provides consumers with peace of mind. Ian says, 
“What it gives the consumer is products that are made here to  
our very high standards, be that in food or manufacturing. The 
specs are set up to actually accommodate Australia’s particular 
environment – a rugged environment with extremes in heat, dryness, 
or rainfall. I think, from a consumer perspective, the option of buying 
Australian Made offers genuine benefits and value for money. 

“From a community viewpoint, think of what we would look like 
without a manufacturing sector. We would become dependent  
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a $100,000 penalty for misuse of the Australian Made, Australian 
Grown logo, because the judge recognised it’s such a strong and 
important logo, and its credibility and integrity needed to be 
protected.”

“The future of the Australian Made, Australian Grown logo is very 
strong,” Ian concludes. “It is a powerful marketing symbol, and it  

“The future of the Australian Made, Australian 
Grown logo is very strong. It is a powerful marketing 

symbol, and it is recognised as such by business.” 
- Ian Harrison

is recognised as such by business. The campaign is funded entirely 
by the licence fees that companies pay to use that symbol, and the 
number of companies involved in our campaign over the last six 
years has doubled. Six years ago was when we brought the office 
out of Canberra, set it up in Melbourne, and gave the campaign a 
kick along to get it going again. It’s a collective program; the more 
companies that use it, the more products it sells, the more people 
will see it – and bear in mind the trust and recognition figures are 
extremely high already. It is truly Australia’s global product symbol 
– our global country-of-origin symbol for its products and produce.  
In that context, the future is very bright for the campaign.”

Australian Made, Australian Grown is bringing Australian 
manufacturers to the forefront of local and international markets, 
creating a network of trusted brands and products that are 
recognised and respected across the globe. The future of our 
national manufacturing sector may seem uncertain, but Australian 
Made, Australian Grown is reinforcing the importance of 
supporting local industry.  

WorkSafe Victoria has launched a statewide blitz  
targeting the most dangerous industries in the state. Food 

manufacturing and processing, wood product manufacturing, 
fabricated metal, transport equipment manufacturing, plastics and 
rubber manufacturing, road transport, warehousing and storage, 
and residential aged care services will all receive visits as part of  
this campaign to reduce work-related injuries. It aims to create 
awareness among employees about the importance of work  
safety. Reducing workplace injuries can have a positive impact  
on operating efficiencies. And with many injuries caused by 
hazards that can be removed or reduced with appropriate risk 
controls, there is no reason not to take steps towards change.

Media Manager for WorkSafe Victoria Michael Birt explains the 
importance of work safety: “It’s a major issue because the flow- 

Manufacturing a  
Safer Workplace
By Jay Garcia

With manufacturing regarded as one of the most dangerous industries 
in the nation, it’s clear why WorkSafe is targeting the sector to minimise 
work-related injuries and promote awareness for work safety.

FEATURE

on effects are so big. The human and commercial impact is 
obvious, but the effect on the business and its commercial 
reputation are enormous. We’ve been working with each of these 
industries for a number of years, but the rate of injury reduction is 
not moving fast enough. The average claim in Victoria is currently 
around $70,000. As with other forms of insurance, this cost is 
recovered by the scheme from the business and the industry in 
which it operates. Ultimately, it will be passed on to consumers  
of the goods and services. 

“Where there have been obvious breaches of the health and safety 
law, there is also the chance of prosecution and the attendant 
legal costs; and reputation can also be undermined as a result of 
media coverage of incidents and later enforcement. At the human 
level, injuries hurt people and families, and have an effect on 
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A proud 100% Australian owned company, NHP Electrical 
Engineering Products Pty Ltd specialise in motor control 
and drives, power distribution and automation systems.

With a state of the art National Manufacturing and 
Distribution Centre that is supported by impressive 
inventory management technologies and a highly skilled 
team of quality personnel, NHP have both the resources 
and the expertise to offer the manufacturing industry the 
complete industrial electrical and automation solutions 
package.

When it comes to manufacturing and project delivery, 
NHP form the ultimate choice in the Australian electrical 
and engineering market.

CUSTOMISED SOLUTIONS FOR AUSTRALIA FROM NHP

•	 NHP Concept Panel Boards
•	 Power Factor Correction Systems
•	 Air Circuit Breakers
•	 Liquid Resistance Starters
•	 High Current Circuit Breaker Chassis
•	 Automated Transfer Switches
•	 Cam Switches, Meters and Joysticks
•	 Motor Control Panels – Variable Speed Drives & Soft Starters


