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. Australian Government

ek X Australian Skills Quality Authority

Australian Skills Quality Authority

Problem

Australia’s Vocational Education and Training (VET)
sector is currently undergoing reform, focusing on
strengthening the sector. Alto was engaged to align a
brand refresh with ASQA's vision for the future and the
sectors as a whole - a mutual understanding of shared
responsibility for quality.

What we did

- Brand Transformation

- Brand Vision, Mission, Values
- Brand Tone of Voice

- Brand Narrative

- Communication Collateral
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& Australian Government
95 Australian Skills Quality Authority

Play brand narrative video



https://vimeo.com/490983149
https://vimeo.com/490983149
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R %, \ Operating in ,
Advice for 9)>Y apandemic Workingtogether

towards effective

RT()Q i self-assurance

{ Working togethar )

({ Working together)

Survey r_)i)ﬁ

closing
30 APR
of Compliance

Austratian Skills Quality (AS0A) + Follow +++
143 fotowes

Is your RTO Understanding Working together)
on track? Assessment

Submit your 2020
Declaration of Compliance

pessivesivsen | ASQANET upgrade

Working together) R Join the ASOQA

6.00 — 2.00pm AEST

Thursday 18th June Stakeholder
Registration Liaison Group
( hold now available

for providers -~
& Like ] comment 2 Share < Send

Austealian Skills Quslity Autharity (ASOA) + Follow +os
15n » @
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I} ﬁ __%ustnll:'an Government AS( )A What are you looking for?
.'s';"_;]:i. _ ~

*%  Australian Skills Quality Authority

RTOs~ CRICOS~ Course accreditation~ Students~ Decisions - News~ About~

We are the national
regulator for vocational
education and training

Latest news =

Regulatory decisions =
Education resources -

We register training providers and accredit VET courses to ensure nationally
approved standards are met

&, Q@ I &)

Woerking together for ASQA's approach to Legislative changes COVID-19 (coronavirus)

better regulation compliance

Changes to the National Health, regulatory and visa

1"

Information and updates on consultation Vocational Education and information for providers and

ACOIA rafarm artivitiae B Bl e e B A TN A Training Requlator Act. students.
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Low Carbon Living Research Centre

Problem What we did

To better connect sustainable building best practices - Naming

and research to industry, the Cooperative Research - Brand Transformation
Centre for Low Carbon Living (CRCLCL), needed to
transition from an academic research project to a
user-friendly consumer brand.

And also have a name that wasn’t such a mouth full.

- Brand Narrative

- Communication Collateral
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Resaarch Partnars Rassarch Nodes Rasources

=P . Lo CARBON LIVING

-

CRC

From 2012-2019 the CRC for Low Carbon Living was
Australia's leading research and innovation hub dedicated
to driving the nation’s built environment sector towards a
globally competitive low cartion future. % LOW CARBON LIVING
Visit our legacy knowledge hub Builtbetter for all our ERC

resources and find our Exit Report 2012-2019 here
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Better homes & workplaces

Better communities

Built
Better

Better cities

||
® »
. L,
| [] l
' #
= ¢ '

Play narrative video



https://vimeo.com/230868035

Towards a sustainable
future in the built
environment.

What does BuiltBetter do?

BuiltBetter brings research evidence on the built environment to policy makers and industry practitioners o
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Paris Climate
Agreement

Did you know?

Social,

Economic &
Environmer
Dimensions o

T

S’

pment
. |

Understanding climate
change pereeplions

uiltBetter assists policy-makers
i) aee b tectorad practioners meet
Lnc i

& BuiltBetter builibeotterong M BuiltBetter buibottor.ong
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S BuitDetter

¢ =2 C O buitbetterong ||

‘BBt:allttter ABOUT COLLECTIONS LOGIN JOIN

, ‘ + ADD A RESOURCE

HOME

Resource

2017 AEMC retail energy
Competition review - final report
25 Jul 2017 * %

This review report makes a number of recommendations to make it easier for
customers to take advantage of competition and make the best energy choices for
their household or business.

ABOUY  coLL BN LOGIN

+ ADD A RESOURCE

HOME | GOLLEGTIONS

CONSUMER DECISIONS IHDUSTRY DECISIONS

ts fourth annual review of the state of competition in retail energy
msland, New South Wales, Victoria, South Australia, Tasmania and
:;ommendations to improve customer oulcomes.

inage their energy use and are looking 10 lake up new technology
are likely to adopt battery storage in the next two years 18% are likely
irs. New retailers are entering the market with new business models
ders are introducing technology, digital platforms and software

BuitBarter ’
sng traditional retailers to compete not just on price, but with more Tousrda & sustainable hours i e Sy P D canluip Yo bigcst ki he goieica
L

5205 48

Builte o Treroots Tweets & replies M

Tomapcs 8 sustainable futute in The buill emaronment.

DuiiDETIer.ong

A 4 : : 4,240 ¢
jurisdictions with price deregulation.By shopping around some

d 30% or $285 on gas. These potential savings are larger than last
more than 80% of energy consumers know that they can choose
ose their current energy offer. 30 Pacaca ant vetess

For architects

BuiltBettee : v
1 or offer they are on, and consumers find it harder (o compare energy . ST —— ::lm:::;:«;:ﬁl" can help you in your
Consumer awareness of the government’s Energy Made Easy (link is ¥

iumber of recommendations o make il easier for customers 1o lake
| siness.

For architects

Resource Type:

APO URI:

Publication Place: Sydney

Copyright: Australian Energy Market Commission (AEMC) 2017
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D RMIT

UNIVERSITY

RMIT 2020 Strategy

Problem What we did

“Boring unis publish boring strategy docs. - Sub-brand Creation

RMIT is different — we take our strategic plan - Engagement Campaign
- Communication Collateral

to the streets! #shapeRMIT” emmunication Collacers
- Marketing Collateral
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Realising strategy through high performing people

2011-2015

Workforce
design

» RMIT Strategy and
business objectives

» Legislative
environment

; o HR Strengthens
eadership n' & I
» Competitive and people Organisationa

x5 HH T Payroll
staff market development Capabilities and Human

o Resource
» Staff contribution systems

and engagement
Reward and
recognition Performance
culture
A, S
Oi sy A=

Juman Resources

People Plan to 2015
Progress towards RMIT 2010: Designing the future Realising strategy through high performing people

HiMIl = & global unserssty ol technak 1 115 NEart in the city. Athough We FEMain Commitiad 10 our goals, stralegy develops

threugh action and refiection. This document is a reminder of our
goals, a refaction on e5s 1o date, and a call ta acton shapad
by the croumstances now befons us.

Iy 2008 a fve-year strategic plan RMIT 2010: Designing the Future

was put in place to give direction ard form to this description. In the H H

third year of implementation of this plan, il i tme to reflect on our '(_\é’, RMIT Counc" Brleﬁl"lg
progress to date, L F"{?”,C/'(‘“"’ 5/‘_/5.51" s Marcia Go ugh

We have already reached some of the targets we set in 2005, but L//

this means thare i
early successe wr goals are shl to be reached, bul with Professor Margaret Gardner AQ
continued focus a ther improvermnant | am confident that they
can ba realised by 2010,

ore work to maintain as well as bulding on

Wice-Chancellar and President

Throughout this joumey AMIT has remained co
core vales {hal s &8s an nstitution
useful, craathe, connectad, far and passionats

itted to those
11— that we are

® RMIT

UNIVERSITY

#® RMIT

www.rmitedu.au UNIVERSITY

Strategic
outcomes

High performing
university

Employer
brand

Effective
relationships
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MONASH
‘@ University

Monash Science Faculty

Problem What we did

Science. Quiet labs. White coats. - Faculty Sub-Brand Creation
Hours spent solving complex equations... yawn. - Market Repositioning
We built the dynamite that Monash Science
needed to explode the myths around
careers in science.

- Awareness Campaign

- Communication Collateral



Before

Faculty of Pharmacy and Pharmaceutical Sciences Bursary

A one-off A$4,000 bursary will help students
settle into Australia

The bursary wil be offered to intermnational students who
commence an undergraduate coursework degres with
the Facuity of Phaimacy and Pharmaceutical Sciencas
in Semester 1, 2013",

Rankad number 1 in Austraka and &th in the world for pharmacy
and phamacology (O Werld University Rankings by Subject
2012) Monash offers contemnporary pharmacy programs at
Monash's inner city Paroile campus.

Find cut more about the faculty and its courses today at
www.pharm.monash.edu.

* Stuckents who have dready recavad 4 scholarship, hive conpleted MUFY
or are applying via YVTAC arenod digible fo e busary.

% MONASH University

>>>>>>:

Faculty of Science
2012 Orientation — Semester 2

How to Survive & Succeed in Science

Apply now for
our two new
scholarship
programs

wwnw.monash. edu/international-scholarships

Teat

e - -

Depending on the unit, your

contact hours may consist of any

of the following:

» Lectures

» Laboratory Classes
» Tutorials

» Computer labs

» Workshops

» Field Trips

» Online Tools

& MONASH University

Two new scholarship programs for
international students

Monash iis proud to anncunce two new axciting scholarship
programs® for international coursework students:

Monash International Leadership
Scholarship

B 100% course remission for high achieving memnational
coursework studants

B Selection is based on academic achievements,
application statemeant and tha studant’s potential to be a
Monash University ambassador.

B Sdection rounds are opan for Semester 1 and Semester
2, 2013
Monash International Merit Scholarship

B A%10,000 paid per year to high achieving international
coursework studants

B Salection is based on academic achisvements

B Sdection rounds are open for Samester 1 and Semester
2 2013

“Terns and condiions apply

33




After



MONASH
‘@ University

SC|ence
Myths
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. Think science is all quiet labs, white Alumni and current students will provide
8|mp1y o aoahmdspemllm,hou‘swlﬂnq insight into a range of topics:
SC!enterrlf|CI wreng! ;;qmohﬁvztulmhe;ﬁwlar H ?dmtm&:mw "'d’:c“:’m"’
An evening of those who want to unlock the secrets e fmipdid gk an b B o

. of the universe... and have a lot of
scilence career fun in the process. Scientists dissect & Hlear b feat on) seocees yeer shdents

on how to successiully tacke the
and discover, explode and explare, § !
investigate and invent — and their work CRERTCeM NOKE I eking e tnciin

exploration.

16 September, 4.0
Gireen Chemical A

E. MOMNASH University
Monash Clayton

\

An evening of
science career
exploration.

Clayton Campus
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An evening of Science
Career exploration
16 Septomber, 4.00 - 7.30pm

Groen Chemical Futures Building
Manash University, Clayton

wovents mythbuster %
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¥ explode

N What did yof | d !SCOVGF
explode tod?y? | d |Ssec t
Il Invent

#simplyscienterrific




Follow Up Campaign
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Monash Science )Mo ence -.Jan 8
New year, new career goals: Come chat with us and discover course
and career oplions at the Monash Graduate Expo on Tuesday, 30 Jan. '

—

1080 am

Photo

_ wonash Uni Science
B monashscience .

postgraduate studies or know of someon
ff and academics at the Monash Gradu
at the Hotel Windsor about our course
ter options. http://bit.ly/2wmadrh

P Monash Uni Science
ﬁ

layisthe ~
liighest form

research.”

Did you get a new telescope for Chy
Astronomy Associale Professor Mig
explore the stars with it via The L‘,uJ

54 likes

monashscience Seeing stars, in a good way )
Find out more about our Physics and Astronomy
courses, hink n o

() Comment > Share

3 |l
You too can be an astrophy:
Sa you got @ new telescope for Cheistrl)
the ﬁ:gﬁl’ sky you can also use your telesy
uUmiversa,

1) Like ) comment & Share




Angliss

Institute

William Angliss Institute

Problem

Angliss’s need to shift the perception of a
‘conservative service-based institute’ was
long overdue. It was finally time to be known
as the vibrant, exciting, experience-led
brand that Angliss really is.

What we did

- Campaign Brand Creation
- Awareness Campaign
- Campaign Narrative

- Communication Collateral

Marketing Collateral



Before

Awllllamll Specialist centre

g for foods, tourism
Institute | hospitality & events

Villiam

Angliss

Institute

FOODS
TOURISM

INTERNATIONAL
COURSE GUIDE 2017/

updated January 2017

ol

T o s | e i
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ANGLISS.
EXPERIENGE EXPERTS

TAFEVORIA



TASTESTRTAR EivieNy

EL

lger il

ANGLISS.EDU.AU/ EXPERIENGE r [EDUZAL/EXPERIENCE




START YOUR FUTURE IN THE EXPERIENCE INDUSTRY TODAY AT
ANGLISS, EXPERIENCE EXPERTS.

‘ Play brand narrative video

51


https://www.youtube.com/watch?v=A5PyqcBgozs
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TOURISH AT ANGLISS
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Kickstart
your career
with Angliss

ANGLISS
APPRENTICE
HEADS T0
PARIS.
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“This is the campaign
that industry has
been talking about
creating for years”

Karen Hook, Angliss Chief Marketing Officer

B



APO Analysis & Policy Observatory

Problem What we did
APO is a vital knowledge hub for those who - Brand Transformation
develop policy. However, this award-winning - el Rt
- 5 o - - Awareness Campaign
not-for-profits existing brand did not reflect o
. . - Communication Collateral
the passion, purpose and drive of the people et Gl

and culture that surrounds good policy.



Before

APO

.AP Australlan .
ORGAU POIICYO"I ine

Inquiry into
Australia’s Intellectual Property
Arrangements

Submission by Australian Policy Online (APO) to the
Productivity Commission Draft Report Intellectual
Property Arrangements

3 June 2016

Amanda Lawrence
Research and Strategy Manager, Australian Policy Online (APO)

Professor Julian Thomas
Director, Swinburne Institute for Social Research, Swinburne University of Technology
Chair, APO Advisory Board

About APO (apo.org.au)

Australian Policy Online (APO) is the largest open access repository for public policy related
documents, data, audio, video and other resources from Australia, New Zealand and
internationally. Most of the 30,000 plus collection is grey literature sourced from over 4000
organisations including university research centres and departments (one third), government
departments and agencies, NGOs, think tanks and consultants. Wherever copyright permits,
APO hosts full text documents and data adding extensive metadata on resources,
organisations and authors including issuing Digital Object Identifiers (DOls) for documents
and data and integrating ORCID identifiers.

APO is used by researchers, policy makers and analysts, advocacy groups, think tanks and
professional associations, practitioners and industry across all sectors with annual visitor
numbers at over one million visits. APO is recognised by researchers and research
organisations as a key means of disseminating and communicating with key audience
groups to achieve both engage and have impact.

APO was established in 2002 by researchers at the Swinburne Institute for Social Research,
Swinburne University of Technology, to bring together and make discoverable research and
resources on public interest issues, particularly digital grey literature.

National investment in APO amounts to over $5 million with funding secured through
National Competitive Grants Schemes including seven ARC LIEF and two Australian
National Data Service grants, as well as contributions from universities and organisations
including University of South Australia, University of Canberra, Australian National
University, University of Melbourne, University of Sydney, Queensland University of

APO Submission to the Intellectual Property Arrangements Draft Report 2016
1

Australian

PolicyOnline

m AustralianPolicyOnline
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APO | It’s good policy.

Play brand narrative video

59


https://player.vimeo.com/video/286445136

APO B of .
Policy

. people
Be informed. - e are our

Stay informed. R Z I8 people.

APO.ORG.AU
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APO | It’s good policy.
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Arc Public

Opportunity What we did
Essential Media needed to develop a brand new - Brand Visual Identity
name and visual identity for their government - Brand Narrative

- Communication Collateral

practice, with a vision to do public engagement
for government in a considered, effective way.

- Marketing Collateral



Arc Public



https://www.studioalto.com/work/arc-public/

Using research and clear
4 e Find (e best

flicct attitudes and

Wiy D
change behaviour.

W believe in the power of
storjes < the narmtive are - 10
help move bt minds:

This Is our process.
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Lynne Haultain

Managing Director
0392999999 | 0408 996 873
wnne.haultain@arcpubiic.cum.au

15-31 Pelham 5t
Carlton VIC 3053

arcpublic.com.au
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Arc Public

ArcPubic
1831 Peitmm 5t
Cariton VBT 3643

O3 529 S
Infedion

With Compliments

— )
Arc Public

AR 1IME ETTY | AR RS 4318

Connecting
government
with community.

We currently have offices in
ney, Adelaide,

Are Public

Strategles can include specific plans for
mexdia, digital, community and any other
engagemen Ing as much of the full
sulte of traditional and online comms

as |s appropriate to do the job.
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studioalto.com/our-work


https://www.studioalto.com/our-work/

