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Trading
in China is 

like surfing 
…









Not all 
waves are 
good, but 

persist, and it 
will change 

your life 





COVID

Like everywhere

Was HUMAN

Not political
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COMPETENCY QUOTIENT 

The “Western” response portrayed
as grossly incompetent 

Perception of scientific leadership 
shattered by recent events in US/UK

Australia is singled out amongst a 
handful of others, as an exemplar 
of containment and management 

1







Australia, is a 
BIG Small Country 

Australia, is also  
Small BIG Country 



Australia, is a 
BIG Small Country 

Australia, is also  
Small BIG Country 





Why is this great for Australian brands?

This is our chance to build our credibility 
as a competent international market

Key opportunity entrench our scientific, 
manufacturing an innovation equities 

Do not confuse ‘home comms’ with ‘China 
comms’ – keep it progressive and future-
facing (we are not US/Europe)

1 COMPETENCY QUOTIENT 
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INTERNATIONAL REBOUND

Before COVID, local consumers 
moved towards domestic brands 

As they can, consumes will move-
back to international brands 

They are particularly motivated to 
offset risk at this time, particularly in 
terms of family and health 
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Why is this great for Australian brands?

Provides ‘leg up’ in key primary sectors 
with competitive clutter 

Provides a window for Australia to 
double-down on competitive advantages

However, to take advantage Australian 
brands must communicate premium cues

INTERNATIONAL REBOUND2
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REVENGE PREMIUMISATION

It is neither – revenge saving or 
revenge spending, instead …

China’s established professional class, 
will now focus on enhancing the 
quality of the products they buy 

The range of non-compromise items 
in the shopping trolley has expanded
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Post-00s Post-90s Post-80s Post-70s Post-60s SILVERS

Rev-Sav*
Failure 

Selective
Premium 

Quality 
Driven

Lifestyle 
Driven

Experience 
Driven

Savouring
Moments 



For a country that’s 
experienced an 
essentially 
uninterrupted boom 
throughout the living 
memory of anyone 
younger than fifty
broad-based 
economic pain is 
deeply unfamiliar.



Why is this great for Australian brands?

Across the board our exports are 
positioned a premium 

Chance for us to ‘dial-up of premium’
to meet local expectations 

In this context, important to identify 
how your brand can be a premium icon

REVENGE PREMIUMISATION3
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HEALTH AS INVESTMENT 

The scare of COVID has impacted how 
locals assess their future health 

Gone are the days of flirting with all 
manner of health supplements and TCM

Increasing health profiling, creates focus 
on comprehensive and credible ways to 
build and protect health over long-term
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Why is this great for Australian brands?

Allow to build on existing foothold in 
health supplements and wellbeing

Time to present Australia as nation 
focused the future food culture and 
health outcomes

Opportunity in Post-COVID to bring 
product and Aussie lifestyle together

HEALTH AS INVESTMENT 4
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SEEKING TRANSPARENCY

Natural levels of panic and confusion 
in early days of China’s lock-down 

Psychologically this created heighted  
concern around misinformation 

The effect is similar, but more 
profound, than the melamine crisis 
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NURTI-TECHNOLOGISTS  

Australia as smaller and 

more nimble than big 

agricultural powers 

Strong integration of new 

technologies into agriculture 

and horticulture

Perception that Australia 

scientifically distills and 

condenses the best in nature 





Why is this great for Australian brands?

Australians are an honest bunch, we do 
what we say, and say what we mean

Locals want us to tell deeper stories to 
provide personal trust and credibility 

Our advantages in ag-tech/AI are an 
intuitive way for us to ‘open up’

SEEKING TRANSPARENCY5
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MY KIDS AREN’T PERFECT 

Time in lock-down has made parents 
acutely aware of their child’s faults 

Key observations have focused on 
poor social skills and digital addiction

Coming out of lock-down, parents will 
be focused on ‘upskilling’ their kids 
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FREE RANGE KIDS

Kids are free to roam, 

explore, and learn in 

nature 

Aussie kids are confident 

in the water, and 

confident in life 

This is an ideal childhood 

that Chinese parents can 

not give their children



Why is this great for Australian brands?

Locals who travel to Australia marvel at 
how free Aussie kids are 

Aussie parenting is highly aspirational to 
locals scared they getting it wrong

Big opportunity for education, also for 
the way we communicate as brands

MY KIDS AREN’T PERFECT 6
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FEMININITY ON FIRE 🔥

Chinese women did most of 
the heavy-lifting during lockdown 

They did this heroically. Post-COVID 
they demand further recognition 

Getting on-side with Chinese women, 
especially mums, is pivotal to success
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Why is this great for Australian brands?

Australian culture and brands exude 
confident and inspiring femininity 

This proud part of our culture is uplifting 
to underappreciated local women

Now is the time to bring out the
femininity and heroine in your brand 

FEMININITY ON FIRE 🔥7
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GEN Z ZOOTOPIA 

Gen Z in China see themselves 
differently to other generations 

Expect them to withdrawal further 
from other cohorts and seek their 
own personality

The world they knew is gone, 
they need an identity boost  
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Why is this great for Australian brands?

An increasingly lost generation looking 
for new places to inspire them 
They are your future, nurtue them now

As NYC and London lose gloss, 
Melbourne and Sydney take their place

Australia’s young Chinese Australians 
are a key bridge 

GEN Z ZOOTOPIA 8
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CHANNEL CONDENSATION

When China was locked-down, big tech 
providers flourished 

However, due to the tricky logistical 
and political situation, only the big 
players could take calculated risks 

In this context, big tech increased 
dominance, niche players struggled
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Why is this great for Australian brands?

Convenient - Makes a complex choice 
simpler, direct and targeted

Allow co-operative courtships of the 
China’s Big Tech to Oz’s advantage 

Provide context for co-branding ,shift 
from tactical to long-term relationships 

CHANNEL CONDENSATION9
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HEAD-START HEARTLAND 

Post-COVID, Chinese are excited to 
travel internationally again

Due to uncertainties in Europe and US, 
these destinations are “out for a while” 

Don’t be surprised if you see an 
Australia/NZ/China/Singapore 
Travel Bubble rise to the surface soon  
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LANDS OF OZ 

Australia contains an immerse 
diversity of landscapes and 
ecosystems 

Outside of the big smoke, there 
are unique places that need 
more attention

In five years - Barossa, Tasmania 
and Daintree as top-of-mind for 
Chinese middle-class shoppers 





Why is this great for Australian brands?

Chance to think of China as our principal 
tourists – rethink it from their perspective 

Moment to move past Australian 
stereotypes and highlights states/regions

Gives us opportunity to build location and 
experience into our China branding

HEAD-START HEARTLAND 10



Australia 
and China 

relations are 
FOREVER …


