Roy Morgan Research 2020

In July 2020, the Australian Made Campaign partnered Roy Morgan to undertake consumer behaviour
research. The research investigated:

Recognition and trust of the Australian Made logo

Which country of origin label provides the most confidence

If Australians have a preference for Australian Made products

If and what are the benefits of displaying the logo for businesses, retailers and industry bodies
The impact of COVID-19 pandemic and consumer purchase behaviour
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Australians associate the following attributes with the Australian Made logo
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899/, Use of ethical labour 749, Clean and green

979 Supports local jobs & employment 839 Good value
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73% of Australians

have a positive opinion of businesses that partner
with the Australian Made logo
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Australians have a preference for Australian-made products in each category
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The Impact of COVID-19
on purchasing decisions

The preference for Australian-made products was already high before the pandemic with Roy Morgan
research in January finding 88% of Australians were more likely to buy products made in Australia.

Since the start of the COVID-19 pandemic...
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More than half of Australians Almost half of all Australians Nearly half Australians are more
have shown a higher preference more likely to buy more likely to look for the country of
for Australian made products Australian made products origin labels on products

Comparison between January and July 2020

believe Australia should produce more products locally.

When asked why?

said “the pandemic has highlighted Australia’s reliance on other countires”
said “to create new employment opportunities and keep jobs in Australia”

said “we need to support Australian businesses and industry”

said “the pandemic has highlighted vulnerable international supply chains”

said “to strengthen Australia’s economy and survive the recession”



