
Brand 
Transformations



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.

–  Brand Transformation

–  Brand Vision, Mission, Values

–  Brand Tone of Voice

–  Brand Narrative

–  Communication Collateral

Problem What we did

Australian Skills Quality Authority
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Play brand narrative video
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https://vimeo.com/490983149
https://vimeo.com/490983149
https://vimeo.com/490983149
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To better connect sustainable building best practices 
and research to industry, the Cooperative Research 
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.

–  Naming

–  Brand Transformation

–  Brand Narrative

–  Communication Collateral

Problem What we did

Low Carbon Living Research Centre
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Play narrative video
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https://vimeo.com/230868035
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RMIT 2020 Strategy

“Boring unis publish boring strategy docs.  
RMIT is different – we take our strategic plan 
to the streets! #shapeRMIT”

–  Sub-brand Creation

–  Engagement Campaign

–  Communication Collateral

–  Marketing Collateral

Problem What we did
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Monash Science Faculty

Science. Quiet labs. White coats.  
Hours spent solving complex equations… yawn.  
We built the dynamite that Monash Science  
needed to explode the myths around  
careers in science.

–  Faculty Sub-Brand Creation

–  Market Repositioning

–  Awareness Campaign

–  Communication Collateral

Problem What we did
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Follow Up Campaign
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William Angliss Institute 

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.

–  Campaign Brand Creation

–  Awareness Campaign

–  Campaign Narrative

–  Communication Collateral

–  Marketing Collateral

Problem What we did
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ANGLISS.
EXPERIENCE EXPERTS
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Play brand narrative video
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https://www.youtube.com/watch?v=A5PyqcBgozs
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“This is the campaign 
that industry has 

been talking about 
creating for years”

Karen Hook, Angliss Chief Marketing Officer
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APO is a vital knowledge hub for those who 
develop policy. However, this award-winning 
not-for-profits existing brand did not reflect 
the passion, purpose and drive of the people 
and culture that surrounds good policy.

–  Brand Transformation

-   Brand Narrative

–  Awareness Campaign

–  Communication Collateral

–  Marketing Collateral

Problem What we did

APO Analysis & Policy Observatory
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APO Submission to the Intellectual Property Arrangements Draft Report 2016                                                                                                           
1 

 

 

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 (DOIs) 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 
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Play brand narrative video
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https://player.vimeo.com/video/286445136
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Arc Public

Essential Media needed to develop a brand new 
name and visual identity for their government 
practice, with a vision to do public engagement 
for government in a considered, effective way.

–  Brand Visual Identity

-   Brand Narrative

–  Communication Collateral

–  Marketing Collateral

Opportunity What we did
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Connecting Government with Community
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https://www.studioalto.com/work/arc-public/
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studioalto.com  our  work
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https://www.studioalto.com/our-work/

