


We acknowledge Aboriginal and Torres Strait Islander peoples as the 
Traditional Owners of the lands on which we work, throughout Australia. 

We pay our respect to Elders past, present and emerging, and we 
acknowledge their culture of storytelling through art, dance and music, 

from which we draw inspiration.
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because we believe the future belongs to brands ambitious about 
contributing to people and the world

WE INSPIRE GROWTH 
FOR AMBITIOUS BRANDS



Purpose & 
Brand Advisory

INSPIRATION FROM 
THE INTERSECTION

Consulting

XD, CX, EX, BX

Design

Communication

Commerce, Data 
& Technology
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Bunches of memories and 
associations and feelings 
that we rely on to decide 
how to choose
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If you can create Emotional shortcuts to understanding your brand, you create stronger 
memories, by tapping the fast, nimble, non-conscious brain.



Touchpoints Messaging
& Tone

Products
& Services

Personal
Interaction

Business
Operations

Environments Brand
Experience

Building your brand is really building an 
experience.

A BRAND ≠ A LOGO
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Journalists

PERCENT TRUST, 
IN AUSTRALIA

CEOs Government 
leaders

My CEO Citizens of my 
country

People in my local 
community

My neighbours Scientists My co-workers
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Change, 
2022 to 2023

Distrust: 1-49
Neutral: 50-59
Positive: 60-100
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HAPPINESS = EXPECTATIONS - REALITY +



Future demand map: Tourism Australia 2022

As our sector has matured, we’ve recognized the 
fragmented nature of demand.

This has fragmented budgets and demands 
smarter ways to reach audiences. 

User generated content has filled this void. 
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your product name IS A category nameFOR your audience ,

primary competitorUNLIKE
WHICH PROVIDES main benefit .

WHICH PROVIDES competitor’s main benefit .
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We feel good when we think and act in an altruistic way. 
Elevating brands demonstrate a positive impact on society and a 
caring approach to their own customers.

ELEVATING
This talks to the social power of a brand in making us feel like we 
are making a popular, exciting choice.MAGNETIC
Motivating says that the brand offers a something different that 
will help you accomplish your goals.MOTIVATING

Inspired brands have three characteristics. They are:

How well a brand scores on these characteristics results in our proprietary Inspire Score.
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THE DESTINATIONS THAT 
MOST INSPIRE AUSTRALIANS
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LIBERATING THE COMMERCIAL 
POTENTIAL OF HUMAN MOTIVATION



#PORTLAND



PORTLANDIA



v
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THERE’S MORE
THAN THEY’RE TELLING US
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VISIT CANBERRA 
THERE'S MORE THAN THEY'RE TELLING US

https://www.youtube.com/watch?v=Cg3bTXcrTtQ
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TOURISM NEd oELAN�
GOO� MORNING dORL�

https://vimeo.com/437557847


+

0IT0AT HAVE A BITE

https://vimeo.com/707633047


5 STEPS 
TO INSPIRING 
BRANDS 
YOU CAN’T 
CONTROL:
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We are built for growth

Email Gavin Bain – CEO

Connect with us

Perth 
Level 4, 251 St George’s Tce 
Perth, 6000 
Phone: (08) 6282 6500 
Email Damiano Di Pietro – GM 

Melbourne 
The Rosella Complex, Building 18A 
64 Balmain Street 
Richmond, 3121 
Phone: (03) 9868 9111 
Email: Georigia Bruton – Growth Director 
Email: Geoff Smeaton – Head of Tech 

Sydney 
The Bond, Level 4 
30-34 Hickson Road 
Millers Point, 2000 
Phone: (02) 9929 7422 
Email Annabelle Barnum– GM

mailto:gavin.bain@wundermanthompson.com

