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THERE is no better way to be inspired 
than by recognising young talent.

Young entrepreneurs have a different 
outlook on life, largely driven by their 
higher risk profile and their hunger for 
success.

Throw enthusiasm into the equation 
and you have the potent mix that best 
describes this year’s entries in the 
Brisbane Young Entrepreneur of the Year 
Awards.

In some cases, our young 
entrepreneurs have taken great 
strides in business through wide-eyed 
enthusiasm. But the one common 
element among them is a belief in their 
abilities, a commitment to their vision 
and the strength to take themselves 
seriously when others didn’t.

The biggest trend this year has been 
the explosion of digital and technology 
businesses vying for the digital category. 

Brisbane Business News was 
inundated with entries for this category 
– an encouraging sign of Brisbane’s 
emerging role as a technology hub.

In recognition of the strength of all 
entries this year, we have made an effort 
to give finalists broader recognition.

Their stories can be found in this 
final printed edition of Brisbane 
Business News, and on our website, 
brisbanebusinessnews.com.au.

The online space is the new home for 
Brisbane Business News, allowing us to 
deliver the news directly to our readers 
each and every day.

Brisbane is thriving with entrepreneurs, 
and we will continue to follow their 
stories and those of others as they 
unfold.

While this is the last printed edition 
of Brisbane Business News, it not the 
end of the road for the Brisbane Young 
Entrepreneur of the Year Awards. 

The awards will be back in 2015 and 
Brisbane Business News will continue to 
bring their successes to life in the digital 
space throughout the year. 

Indeed, this is the start of a new era as 
our talented Business News Australia 
team positions Brisbane Business News 
as a dedicated online business news 
platform – presenting Brisbane with the 
stories that matter each and every day 
to the business community.

Camilla Jansen 
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>>ProPerty & ConstruCtion

BRiSBane’S young entrepreneurs are 
capitalising on a raft of opportunities that 
abound in an economy in transition.

They are also proving that their success 
does not heed the dour views of forecasters 
lamenting tough market conditions.

This year’s Brisbane Young Entrepreneur 
of the Year Awards offer an inspiring look 
at the city’s young business owners who 
are embracing innovation, creativity and 
opportunity to grow and prosper in diverse 
fields of endeavour.

The awards highlight spectacular 
growth in the technology, marketing and 
communications sectors from entrepreneurs 
who are forging new paths in these fields.    

In some cases, this growth has come from 
new strategies that deliver basic needs 
for businesses, such as Ben Shipley’s 
telecommunications giant Commscentre.

Others have taken advantage of their 
creative energy to capitalise on the rise of 
social media and online retailing.

To recognise this year’s diversity, and depth 
of business talent, Brisbane Business News 
has spread the awards across eight new 
categories.

Each category winner is a young 
entrepreneur to celebrate, and none more 
so than Brisbane Young Entrepreneur of the 
Year, Robert Rowe, the founder of shopfitter 
Tú Projects.

Aged just 33, Rowe is a seasoned 
business player who is heading for a stellar 
2015.

The standard of this year’s winners also 
elevates our recognition of all the award 
finalists, some of whom have missed out by 
the barest of margins to claim the prize.

This special edition of Brisbane Business 
News highlights their respective journeys to 
success. 

However, for more on each of the 
award finalists and winners, click on to  
brisbanebusinessnews.com.au.

ROBERT ROWE
TÚ PROJECTS

WINNER
YOUNG ENTREPRENEUR 2014
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ten yeaRS ago Robert Rowe had just 
$64 in his bank account and a maxed-out 
credit card.  

Now the founder of Tú Projects is 
maxing out on a different scale with his 
shopfitting company producing annual 
revenue of $40.5 million – with that figure 
set to double in 2015.

The 33-year-old kick-started his career 
in his father’s shopfitting business in his 
early 20s before venturing out on his own 
with a vision of revolutionising the industry 
and establishing new and innovative ways 
to transform commercial spaces.

Rowe has achieved his vision and 
says the success of the business would 
not have been possible without the 
support and assistance of his employees 
who have contributed to its overall 
achievements. 

“Since founding Tú Projects in 2004,  
I have learnt that the success of the 
business is never a one-man job,” says 
Rowe

“The power of our organisation is in the 
hands of our people and what they achieve 
together is phenomenal. At times, the 
biggest challenge is finding team members 
who believe in the potential and the success 
of themselves, but once you find them the 
possibilities are endless.” 

Rowe says his company, which has 
achieved 30 per cent year-on-year revenue 
growth, is more than just a shopfitter and 
“walks alongside its clients” to see their 
businesses prosper.

Tú Projects provides estimation, project 
coordination, project management, 
construction management, client 
management and warranty and 
maintenance management services to its 
clients.

The company has consulted to a long list 

of top-notch Australian brands, including 
Vapiano, Ben & Jerry’s, Kookai, Koko Black, 
Universal Store and Sumo Salad. In 2014 
it completed its biggest project to date – a 
4000sqm H&M Macquarie store in Sydney.

Tú Projects reached another milestone 
this year by expanding internally, and it 
now owns and operates all key quality 
components required in a project, including 
the manufacture of joinery, signage, 
stainless steel and catering equipment.

“We essentially own every piece of the 
puzzle and take full responsibility for the 
detail and quality of products for our 
clients,” says Rowe.

“As a result of this expansion, the group 
will make $90 million in revenue this financial 
year.” 

The company is also developing operations 
offshore with potential contracts in Dubai 
and Sri Lanka.

The biggest challenge is 
finding team members 
who believe in the 
potential and success 
of themselves, but 
once you find them the 
possibilities are endless.

FROm RaGs

Tú RICHES
ON dIsPlaY
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>>

MiCHael Trusler 
was just 24 years old 
when he launched 
PlantMiner.com.au – 
the first online platform 
for the $4 billion plant 
and equipment hire 
industry.

Initially, the idea for 
the online portal was 
to solve a frustrating 
issue that continued 
to present itself to 
Trusler while he 
was working as an 
engineer for a civil 
construction company 
on Queensland’s 
coalmines. 

One of his roles was 
to source equipment 
for job sites which he 
says was a tedious 
task that involved 
countless hours of 
calling suppliers, 
flicking through Yellow 
Pages and research on 
the internet.  

Since its inception 
in early 2013, the 
company has seen 
889 per cent revenue 
growth and has taken 
staff numbers from two 
to 55.

“We attribute the 
growth to a lot of 
people in Australia 
in construction and 
mining companies 
having the same 
problem that I did, and 
the uptake has been 
overwhelming,” says 
Trusler, now 26.

“It has organically 
grown but it has 
organically grown very 
quickly because the 
product is one that is 
solving a big issue.

“It is also giving our 
plant and equipment 
hire suppliers a great 
chance to market 
their gear online in a 
way that is cheap and 
affordable.”

The site first went live 
listing 35,000 pieces of 
equipment for hire and 
has grown to include 
more than 340,000 
listings from more than 
2500 hire suppliers 
Australia wide.

Trusler says 
PlantMiner.com.au has 
become a portal on 
which plant equipment 
hire companies in 
Australia want to be 
listed.

 “We list everything 
from a portable 
toilet for a small 
construction site on 
the weekend to 100 
tonne excavators 
for the biggest 
mining construction 
companies in 
Australia,” he says. 

“There is no other 
company in Australia 
that services 
everything we do - 
all spectrums and 
all different parts of 
Australia.”

mIchaEl TRUslER
PLANTMINER

cUlTIVaTING NEW 
ERa FOR mINING

ProPerty & ConstruCtion



WHen Henry Ford famously quipped that 
“coming together is a beginning; keeping 
together is progress; working together is 
success”, he must have had Justin and 
Alison Hagen in mind. 

Married for seven years and business 
partners for five, the dynamic duo launched 
Calibre Real Estate in 2009 and have grown 
the company to employ 30 full-time staff. 
Last financial year the company turned over 
$2.2 million – nearly double the previous 
year.

The couple moved from Sydney to 
Brisbane in 2006 to purchase their first 
home and an investment property, finding 
the process confusing and stressful.

Although they had no prior real estate 
experience they wanted to fill a void in the 
market, offering a “straightforward” real 
estate management and residential sales 
consultancy.

An aircraft engineer by trade, Justin says 
they began managing their own properties 
and projects including small developments 
and renovations and later were approached 

by friends and family to assist with their 
investments.

The company has expanded to include two 
offices in Brisbane and a marketing office in 
China targeting investors.

“Brisbane is not really a well know city to 
the Chinese investors, they are looking more 
to Sydney and Melbourne,” says Justin.

“One of my agents has been flying over 
there once a month to educate them about 
why Brisbane is a great city and to get it on 
the map in terms of investment.

“We have been getting some good sales 
through. It is a work in progress but we are 
definitely going to build more in the future.”

Justin says Calibre Real Estate has a 
strong focus on sustainable growth and he 
attributes the success of the business to a 
strong, passionate team.

“We spend a lot of time on training our staff 
and my sales team still gets trained every 
Friday for an hour-and-a-half. It doesn’t 
matter how good they are or if they are just 
beginning, everyone sits in.”

JOsh aThERTON
PPI PROPERTY AdvICE

MeiGHan Hetherington admits she caused a bit of a stir in the 
real estate industry when she first launched Property Pursuit, one 
of Brisbane’s first buyers’ agents. 

Before founding the company in 2003, Hetherington says she 
sold real estate for 18 months and was alarmed to see property 
buyers entering into purchases with no professional advice or 
representation.

“Buyers were spending a lot of money – hundreds of thousands 

of dollars – and making decisions just based on an emotional 
response to a property,” says Walker. “It became increasingly 
concerning to me that there was no one looking out for the 
interest of buyers of properties, only sellers.”

Property Pursuit aims to provide clients with independent, 
reliable information about the buying process including research 
and acquisition, financing options and the management of 
investment properties.

mEIGhaN hEThERINGTON PROPERTY PURSUIT

PPi PRoPeRty adViCe has more 
than doubled its business each year 
since inception in 2011, and now has 
more than $30 million in development 
and investment under management.

Founder Josh Atherton attributes 
the growth to an intrinsic need in the 
property investment landscape for 
independent, unbiased, strategic advice 
and solutions.

Operating under its own Australian 
Financial Services Licence, Atherton 
says he and his team are paid by 
the investor, work for the investor 
and provide property advice “without 
actually selling a product”.

He says property is a high-risk 
investment compared to shares and 
managed funds, and investors need 
to be aware of the dynamics of the 
property market and the risks they 
accept when purchasing a property. 

Atherton says a lot of investors borrow 
significant amounts of money from the 
bank and this is risky without planning 
processes, risk mitigations and exit 
strategies in place.

PPI Property Advice, which has offices 
in Melbourne, Sydney and Brisbane, 
spent it first few years on brand 
recognition. 

“For two years we had to position 
ourselves as different in the industry 
and clients would always ask who we 
are and why we are different,” says 
Atherton. 

“This year we really haven’t been 
asked that at all – our brand is 
recognised as being quite different from 
the rest and quite independent.”

PPI works with international clients 
and Atherton says a lot of investors 
come from Western Australia and 
Darwin to utilise his services.

“Our ultimate vision is to have stand-
alone offices in every state in Australia.”

alIcE & JUsTIN haGEN
CALIbRE PROPERTY
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>>ManufaCturing, Wholesale & Distribution

BRiSBane coffee king Phillip Di Bella 
has a knack for growing his business, and 
2015 promises to be a caffeine-injected 
ride.

Di Bella, who has entered a $30 million 
share sale agreement for Di Bella Coffee 
with multi-brand franchise operator Retail 
Food Group (ASX: RFG), is still in charge 
of the company he founded 12 years ago.

He also will be driving the global 
expansion plans mapped out in recent 
years for Di Bella Coffee, an independent 
specialist coffee group.

“We’re excited by the opportunities,” 
says Di Bella, who underscores his 
ongoing role with Di Bella Coffee after the 
RFG deal settles in January.

“We’re not fusing the businesses 
together (with RFG). We still operate in 
specialty coffee, I’m still at the helm as 
managing director and the only difference 
will be that I won’t own the shares.”

Under the agreement, which is subject 
to due diligence, Di Bella is receiving 
$27.4 million in cash and $2.6 million 
in RFG shares. Di Bella and his senior 
management team remain with the 
company to continue driving business 
growth.

The RFG deal caps off a solid year for 
Di Bella, who has been named Brisbane 
Business News Young Entrepreneur in 
Manufacturing, Wholesale and Distribution.

Company revenue is tracking 19 per 
cent higher than last year, capitalising on 
national expansion.

“We’ve had a huge year,” says Di 
Bella. “The business is strong and we’re 
penetrating into WA and Sydney which is 
our target focus.” 

Di Bella has developed an extensive 
distribution network for his products, 
pushing into retail and wholesale markets 
including hotels and airlines.

Di Bella says the company plans to 
extend its reach further.

“We’re looking for new opportunities and 
new markets, so that’s only going to get 
stronger.

“We’re still pushing hard in Asia and 
India, where we’re getting a lot of traction. 
The Philippines has come on line and 
going really well, but I’d say the next step 
for us will be the US market.”

Di Bella Coffee’s specialty focus is being 
aided by a number of new initiatives, 
including a new online diploma which 
Di Bella says is the first of its kind in the 
world. 

The diploma is centred on Di Bella’s 
Crop to Cup brand, taking in coffee bean 
production, roasting and barista skills.

“It’s a new product and showing great 
uptake,” says Di Bella. 

“The Crop to Cup is our point of 

difference where we buy everything direct 
from the farmer and manage the process 
right through to training people in making 
a great cup of coffee.

“We encapsulated that into an online 
learning system. Whether you’re a coffee 
enthusiast or a budding barista or a quality 
barista, you can go online at your own 
pace to do an interactive course to upskill 
yourself in all things coffee.”

Di Bella says his ongoing focus on being 
a specialty coffee group is gaining traction 
as coffee edges closer to $4 a cup.

“That’s where we can prove our point of 
difference, because if you’re paying $4 
for a cup of coffee you want to be buying 
a specialty product and buying it from 
a fresh roasting company and made by 
a qualified barista. It has to be made to 
perfection.”

Di Bella says the RFG buyout will not 
water down the company’s philosophy on 
this score. 

“Tony Alford (the RFG chief executive) 
made it clear he has bought the number 
one specialty brand in the country and we 
don’t want to change it,” says Di Bella.

“These guys are serious about what they 
do. They’re excellent business operators 
and they haven’t bought a business to 
change it. They’ve bought this business 
because they love the brand and what it 
stands for.”

PhIllIP dI BElla
dI bELLA COffEE

WINNER
MANUfACTURING, WhOLESALE & dISTRIbUTION
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E3 STYLE
VaNEssa GaRRaRd

one in two Australians own one of Vanessa 
Garrard’s electronic consumer gadgets. 

Garrard pins down first-mover advantage 
as being the key to growing her company 
E3 Style, a trailblazer since it was  
established in 2006.

Since then, Garrard has negotiated deals 
with retailers including JB Hi-Fi, Big W and 
Kmart, as well as major brands such as 
Motorola, Kodak and Warner Brothers, the 
latter for which she has secured exclusive 
licensing and distribution rights. 

Garrard has an unrivalled foothold in 
the consumer electronics market, and a 
lucrative youth market around the world 
through her distribution of products for 
some of the world’s most sought-after 
brands.

These include Superman, Batman, Barbie 
and Star Wars – brands that deliver across 
generations.

“We pick brands with high global 
recognition rates so we can enter into any 
market,” says Garrard, who operates offices 
in China and Brisbane, and has global 
distribution partners in Asia, Europe, the US 
and the UK. 

“After we impress the people with our suite 
of clients, we then bring our private label 
brands out in the same meeting and discuss 
these too.” 

In what could be a game-changing move, 
E3 Style is using its insights and economies 
of scale to launch its own products to 
compete against the world’s leading 
electronics brands. 

“At heart, we have always been a product 
development company,” says Garrard.

“We found that a lot of products don’t fit 
the retailer’s brand, so we developed our 
own brand.

“We’ve been able to build and position 
some of our own branded products and 
those are performing particularly well in 
retailers.

“It’s a huge shift in our business model – 
but it’s working, and now we are actually 
taking on big companies like GoPro through 
our own private label.”

Garrard settled on this new direction 
following extensive evaluation of consumer 
culture, which led her to the conclusion that 
brand equity is diminishing for second-tier 
brands. 

She believes the market and industry 
will continue to push consumers into the 
private-label domain.  

“If you’re not an A-brand, especially in 
the Australian market, then your market is 
declining very quickly because the market 
leaders like Apple and Samsung now have 
more pull than ever before.

“A whole variety of brands used to sit on 
the next level and make strong margins; but 
retailers are now realising that by working 
with a manufacturer like us, they can build 
their own brands, reap high margins and 
offer consumers a more aggressive price 
point.

“Bigger brands generally charge more for 
their products because of their marketing 
spend, but consumers are becoming 
savvier. They understand it’s about the value 
proposition, and are less willing to spend 
more on trending products especially for 

kids who tend to change their minds so 
often.” 

Like a true trailblazer, Garrard has adapted 
her business by will; not by force. This is the 
approach she has always taken to business, 
from recruiting kids in the neighbourhood 
at age 12 to sell lollies, to stepping out of 
a consumer electronics business with two 
colleagues to set up E3 Style.   

E3 Style’s revenue declined 34 per cent 
during financial year 2014, to almost $13.5 
million, but its EBIDT increased. 

“Our agile business model means cash 
isn’t tied up in warehoused stock as 
with similar companies in the product 
development industry,” says Garrard.

“We will continue to hire more people in 
our China office and have invested a lot in 
the past 12 months in IT, accounting and 
logistics systems in particular. We have 
found investing in systems is critical to our 
agility as it allows us to scale up quickly.  

“We have had more turnover in the first 
three months of this year than overall last 
year, so the business is definitely growing in 
the right direction.”

TRAILbLAZER 2014

WINNER
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JaSMin Robertson has been adding extra 
spice to Roza’s Gourmet Sauces, a move 
that has helped the brand increase revenue 
fourfold to seven figures in just three years.

In 2011, the 28-year-old took over the 
business which was started by her parents 
more than two decades ago. 

She began with a new corporate structure 
for Roza’s Gourmet Sauces, then she 
gave it a rebranding and opened up new 
distribution channels. 

Last year, the business outgrew the 
family kitchen to move into a 440sqm 
manufacturing premises in Sumner Park. 

It was never on Robertson’s career path to 
inherit the family business, and she admits 
it hasn’t been easy to assume the role in all 
aspects for sentimental reasons.  

“From 1991 to 2001, my mother Roza 
and father Bill built up the brand to 30 
varieties of gourmet sauces through mum’s 
European flair with food,” says Robertson. 

“Then I continued to help my father 
maintain the business when my mother 
passed away in 2001.

“At 80 years of age, my father was retiring 

ROZA’S GOURMET SAUCES

It was difficult coming to the front of 
the company because it wasn’t always 

something I wanted to do - but when it’s from 
the heart and about carrying on a legacy, you 

look at things in a different light

>>ManufaCturing, Wholesale & Distribution

JasmIN 
ROBERTsON

in 2011 and I felt like it was up to me to 
assume control or it would die a slow death.

“It was difficult coming to the front of the 
company at first because it wasn’t always 
something I wanted to do – but when it’s 
from the heart and about carrying on a 
legacy, you look at things in a different light.” 

Robertson says running some divisions of 
Roza’s Gourmet Sauces – such as financial 
management and accounting – haven’t 
come naturally to her.

However, there is no denying she has 
a natural affinity with the brand, which is 
something that could never be learned.

“I have been involved in the business since 
the age of four, my first job tying the ribbons 
on the jars because I had the smallest 
fingers, before progressing to labelling, 
delivering and then working at our various 
market stalls,” says Robertson.

“I’ve always had a very personal approach 
with the business, directly securing 
distribution through stores which is how my 
mother always went about business, and 
very rarely going through distributors.

“While the nuances of trade were beyond 

me when I took over the business, I knew 
how to sell the product because it was 
essentially a matter of laying my life out on 
the table.”

Robertson says the strategy she has 
carried out over the past three years could 
only have been developed with insider 
knowledge.

In 2011, Robertson reined the brand back 
into her family home, reinstating to the 
kitchen the manufacturing process, which 
was previously contracted out.

Then came the new packaging, a refresh 
that heeded customer feedback.  

“The feedback we constantly received at 
markets was the recognition of the black 
and white label,” says Robertson.

“If we changed that we would have lost 
all of our customers, so instead we kept 
it simple and added the ingredients to the 
front of jar. We wanted the key selling points 
to be clearly communicated including the 
dietary information, which coincides with 
the movement towards ‘free-from’ foods 
and caters to our strong following of food-
intolerant customers.”
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cRaIG JONEs
CRaiG Jones is the classic entrepreneur 
who thought outside the box.

Jones started with a simple product, 
adapted from one with a different purpose, 
and went on to manufacture 20,000 units of 
this product within the first two months of 
doing business.

His White Magic Microfibre Sponge fast 
became the business namesake, serving as 
the signature product in a long line of others 
that work with an ethical social conscience.

“The product was invented by a German 
company and used for sound insulation, 
before a Japanese guy discovered its 
cleaning potential,” says Jones.

“My two former business partners saw 
the explosion of the product in Japan, 
where there is a huge market for cleaning 
products, and decided to introduce it to 
Australia.”

White Magic originally comprised three 
Bond University friends in 2003 working 
from Burleigh Business Park, a small 
storage facility on the Gold Coast, where 

Jones says they would spend their days 
making cold calls to retailers across the 
country.

He bought out his business partners in 
2008 and the backbone of the business 
is now supported by five employees, the 
engine behind $2.2 million in turnover last 
financial year.

“The big thing for me has always been 
persistence – small businesses receive a lot 
of rejection early on, but you just can’t listen 
to the naysayers,” says Jones. “I’ve known 
our product is the best on the market for a 
long time but getting it in front of the right 
stakeholder and decision maker is difficult.”

Graduating with a Bachelor of Business, 
Jones understands that forming the right 
relationships makes all the difference in 
business. 

“As a wholesaler, relationships with retailers 
are the most important things to us, which 
also raises the importance of having the 
right agents going door to door and fronting 
the brand,” Jones says, adding that White 
Magic recently lodged its first order from 

WhITE MAGIC
Harvey Norman, which has taken five years 
to come to fruition.

“Environmentally friendly cleaning has been 
an unstoppable force in the last 10 to 15 
years and become a competitive warzone 
– it’s important for us to build trust with 
retailers so they prefer us over the cheaper 
knock-offs.”

Jones says White Magic’s differentiation 
strategy is more sustainable than price 
alone, with the company working hard to 
entrench strong ethical standards across its 
operations.

“Asthma Australia has been a partner 
of ours for three years which has added 
a lot of credibility to our brand, because 
people know buying from us is reducing the 
likelihood of triggering asthma, as chemical 
use is a known trigger,” he says.

“We have also just launched pet products 
and have recently begun a relationship with 
the Animal Welfare League of Queensland, 
so we will donate to them a value unit of 
each of these products sold.”

JESSICA T
JEssIca RUss
WitHin 12 months of launching, Jessica 
T products were stocked in more than 100 
stores internationally. 

Two years later, Jessica T has grown  
collective revenue to more than $1 million.

Founder Jessica Russ credits the fast 
growth to running two women’s accessory 
businesses parallel to a label and 
production development division. 

Jessica T designs, manufactures and 
imports accessories and jewellery for some 
of Australia’s largest fashion chain stores 
and labels – including Dissh, City Beach and 
Valleygirl.

It is also growing its footprint in the 
promotional and corporate gifting sector.

The creative side of the business comes 
naturally to Russ, who graduated from QUT 
with a Bachelor of Fine Arts (Fashion) with 
honours.

After graduating, she extended her flair 
through a buying position for Colorado and 
product development for a niche wholesaler 
in West End.

She says going out on her own and leaving 
a steady pay cheque was challenging, but 
“the rewards far outweigh any negatives”.

“What makes Jessica T successful is 
running two businesses parallel to each 
other under the same roof, and my specific 
skill-set gained over the last 10 years in the 
industry,” says Russ, who manages four 
employees.

“The Jessica T label is all things quirky, 
chic and unique, then we have the product 
development side of the business where we 
manufacture for fashion chain stores and 
shopping centre complexes.

“We have quite a diverse customer base 
and both businesses feed off each other, 
with one informing the other – my mentor 
in Hong Kong has always said to me to go 
with the flow in business.”

Russ perceives the south-east Asian 
market as having great potential for Jessica 
T growth, and she plans to launch there in 
the next couple of years.
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FRoM home office to powerhouse, Reload 
Media has exploded into one of the top 
digital marketing and strategy firms in the 
country.

From its humble beginnings in 2008, Llew 
Jury has grown the company exponentially, 
with income doubling year-on-year in its first 
three years.

Reload Media is now a global force to be 
reckoned with, boasting offices in London, 
Manila and Auckland and a client portfolio of 
up to 500 accounts.

The company offers a comprehensive 
range of services, including search engine 
optimisation, pay per click, content 
marketing, social media and consulting.

Reload Media’s “one size doesn’t fit all” 
approach has resonated with clients across 
all industries, and clients such as Super 
Cheap Auto and Heritage Bank.

It has triggered a number of accolades for 
the agency as a result, notably by taking 
out top honours in customer service at the 
Australian Service Excellence Awards earlier 
this year.

Jury says it’s a testament to his game plan 
of exceeding the traditional standards of 
customer liaison, while combining it with 
expertise in technology.

“It’s called customised solutions - basically 
everybody is different and going to need 
something that will answer their number 
one demand, particular key performance 
indicator or key thing that makes them tick,” 
Jury says.

“Answering that question across more 
than 400 concurrent accounts is always a 
challenge.

“But if you get the right people with great 
attitudes, you become partners with those 
clients and you’re on to a winning formula.”

Client retention is a highly valued metric at 
Reload Media, with an 11 per cent increase 
in return contracts and 28 per cent rise in 
new business sales contributing a healthy 
boost to its bottom line in FY14.

Reload Media also strengthened its 
partner channel to 140 agencies, providing 
invaluable access to a range of technical 
capabilities in design, advertising and digital 
fields.

This has allowed the company to invest in 
its future and expand internationally, with 
director Craig Somerville moving to London 
in 2015 to oversee operations.

“The UK has got 65 million people and 
more than 10 million in London, so if we can 
take the DNA of what we do with 40 staff in 
Brisbane and apply that to the UK it’s going 
to be a success,” Jury says.

“We’ve already got it under way with 
seven staff, but we’re ready to take it to a 
bigger league. We’re looking at doubling the 
headcount in 12 months.”

The “Reload DNA” involves creating 
multiple levels within the business and its 
services, rather than focusing on a single 
channel.

This mentality applies to networking and 

RELOAd MEdIA

>>Digital

llEW JURY

maRkETING

 gun
promoting brand recognition, with Jury also 
acting as a technology commentator and 
team members often sharing expertise at 
events.

“The difference with Reload is we 
encourage our staff to run the speaking gigs 
as well, so it’s not just the one figurehead 
talking all the time about something 
technical,” he says.

“What it’s doing is breeding the next 
generation and generally those staff 
members want to stick around. 

“There’s not only a career path, but also a 
personal branding path that allows them to 
really enhance their own opportunities.”

Jury says it encourages autonomy and 
empowers the team, leading to a large and 
“mobilised work force” sharing positive news 
about the company.

“You can’t be just focused on the 
technology side, you’ve got to be good at 
content marketing and customer service as 
well,” he says.

“What we used to have was a lot of 
technical people on staff and now we’ve 
got a lot more journalists and PR who are 
actually having that content conversation.

“Digital marketing entrepreneurs are going 
to be the next classification of business 
leaders of tomorrow. 

“I’m starting to see a lot of that happening 
already.”

WINNER
dIGITAL
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<< Digital

niC Blair was working as a digital 
marketing executive when he identified a 
gap in the marketplace that he could fill. 

He says back in 2011, there were very 
few search marketing agencies offering 
services tailored to a much higher 
standard of work than the agencies with 
which he was engaging. 

Blair says although it was extremely 
daunting leaving a secure job to pursue 
a dream of running his own business, it 
was a risk that paid off. 

“When leaving my last job to start 
Search Factory, the most challenging 
part was the uncertainty of the first few 
weeks,” he says.

“At that point in time I didn’t have any 
existing clients but said to myself, ‘it’s 
time to leave and make it happen’.

“I had my four-weeks’ notice to try 
and bring some clients on board and 
generate an income, which fortunately all 
went well.”

Search Factory offers a broad range of 
services, including SEM, SEO, content, 
marketing and content development, 
and it has delivered services to clients 
including Super A-Mart, Barbeques 

NIc BlaIR SEARCh fACTORY & bRUS MEdIA
Galore, Flight Centre, Politix, and 99 Bikes.  

The company grew turnover to $2.2 million 
last financial year – a significant increase 
from the $564,000 in the first year of 
operation.

The team has also grown from two staff 
to 25.

Blair attributes the growth to a strong focus 
on providing a high quality service, superior 
to that of its competitors.

“This has led to a strong value proposition, 
which has generated a high volume of 
referrals,” he says.

“Word of mouth has been the strongest 
driver of sales for the business, which goes 
to show we are definitely doing something 
right. 

“Our core principles include no offshore 
outsourcing, no lock-in contracts and 
custom strategies for each client.” 

In addition, Blair has co-founded a 
business called Brus Media, focusing on 
the growth and monetisation of iPhone and 
Android applications.

Blair says the mobile app market is one 
of the most exciting emerging industries at 
the moment and, like any business, getting 
your marketing strategy right is the key to 

succeeding in a crowded marketplace.

“Brus Media focuses on generating app 
downloads through a cost-per-install 
model, which means advertisers only 
pay when a user installs and opens their 
app,” he says.

“This removes a large portion of the risk 
associated with other advertising types.

“We have a strong network of mobile 
applications, media buyers and 
advertising networks that we have 
partnered with to provide traffic for our 
advertisers and increase their chance of 
success in the Google and Apple app 
stores.”  

Last financial year Brus Media’s revenue 
reached $1.6 million.

Blair says Brus Media is one of only two 
companies in Australia providing the type 
of cost-per-install app advertising service 
that it does.

“The key to our growth has been the 
focus on international markets,” he says.

“By expanding and building 
relationships in high-demand markets, 
we’ve generated the majority of our 
revenue through advertisers in the US, 
UK, Europe and Asian markets.” 
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chRIs BYRNEs & daVId PERkINs
KlyP founders Chris Byrnes and David 
Perkins have faced many challenges as 
young entrepreneurs. 

The company, founded in 2003 when 
Byrnes and Perkins were both just 19 years 
old, presented its most trying times in the 
early days.

“We had a clear vision, we were very good 
technicians but we lacked business acumen 
and had very little in the way of capital,” 
says Byrnes.

“Our biggest challenge was surrounding 
ourselves with the right people, getting 
the right advice and understanding what 
is involved in HR, legals and government 
compliance.”

In 2005, after seeing rapid growth, one of 
the company’s biggest clients suddenly took 
its work offshore and disappeared without 
a word.

Not paying attention to the fine print in the 
contract meant the company went from 17 
staff members to six and was down to its 
last $2.

However, over the past nine years Byrnes 
and Perkins have lived up to their “never 
give up” mantra.

The team has managed to rebuild the 
business and it has been the challenges 
that have been the biggest learning 
curves, helping the pair grow their small 
digital agency to a thriving full-spectrum 
development, design and marketing 
company. 

BRett Wiskar is a strong believer in 
technology as the key to revolutionising 
a business.

The director of Speedwell says it is 
essential in maintaining a competitive 
edge in today’s business arena.

“Digital is the greatest change to 
business since the industrial revolution 
and it is only getting more powerful and 
faster on a daily basis,” he says.

“Almost all businesses have been 
disrupted by the power of digital and the 
power of technology and there is only 
going to be more of that going forward.

“It is the key to doing more work 
with fewer resources and making the 
resources and capital invested in other 
businesses work harder and produce 
more.”

What started as a web development 
company, Speedwell has evolved 
to design, build and maintain digital 
and technical solutions which closely 
integrate with the client’s business 
processes and align with business 
strategies.  

During the 10 years that Wiskar 
has been a partner in Speedwell, the 
company has grown from six staff to 36 
and consults to a range of big names 
including Michael Hill Jeweller, Suncorp, 
Tourism and Events Queensland and Di 
Bella Coffee.

Wiskar says the distinction between 
Speedwell in the market place is its 
strong focus on delivery and execution.

He says Speedwell takes big business 
problems, analyses them and identifies 
solutions. 

“Every man and his dog owns a web 
design company or a web development 
company – the distinction that we have 
is we undertake complex challenges 
and execute them well,” he says.

“We are looking for clients who 
are genuinely interested in making 
significant change to how their business 
works and how they generate revenue.

 “If we have e-commerce clients we 
have e-commerce clients that are 
turning over millions of dollars a year 
and are trying to figure out how to find 
the next million dollars.”

Speedwell has achieved a turnover of 
more than $3.5 million each year over 
the past four years. The company also 
employs full-time developers who are 
building significant apps for Brisbane 
Airport, the Premier’s Department and 
Tourism Events Queensland. 

SPEEdWELL

KLYP

BRETT  
WIskaR

With offices in Melbourne, Sydney and 
Brisbane, Klyp offers digital solutions from 
designing websites and apps to search 
engine optimisation and the development 
and execution of social media strategies.

The duo is also looking at strategic 
partnerships in London and already has a 
number of overseas clients.

Klyp consults to a range of businesses 
including NightOwl, Sleepy’s – The 
Mattress Experts, Judith Wright Centre of 
Contemporary Arts, Mining Careers, Opera 
Queensland and Women’s Legal Services.

Byrnes attributes the company’s diverse 
portfolio to a competent team that actively 
seeks new partnerships and is passionate 
about the clients they work for.

“Every year we sit down with the team to 
do a strategy session,” says Byrnes.

“Each and every team member has to put 
up on a board three clients that they want to 
work with, why and what we could possibly 
do for them.

“This allows the business development 
team to focus on projects that the team are 
really excited to be a part of and allows us 
to not be reliant on a specific vertical.”

Byrnes and Perkins have a goal to push 
revenue to $5 million annually. 
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BEN shIPlEY

<< teChnology

COMSCENTRE

FoRMeR magician Ben Bradshaw 
has performed a feat of a different 
kind, transforming SponsoredLinX 
into one of Australia’s leading 
providers of search engine 
marketing.

Two-time Guiness World Record 
holder Bradshaw has clocked the 
fastest escape from a straitjacket, 
as well as the fastest escape with 
the same trick under water.

He turned to online marketing and 
Google AdWords to grow his magic 
business, with fellow entrepreneurs 
asking how they could capitalise on 
the benefits.

Bradshaw eventually hung up 
his straitjacket and launched 
SponsoredLinX in 2006, assisting 
small to medium-sized businesses 
with search engine optimisation, 
social media management, web 
design and mobile marketing.

The multimillion-dollar business 
now boasts a team of 70 
employees and manages more than 
2000 client accounts.

“We’ve had one of our biggest 
years ever in terms of growth and 
we’re well above 30 per cent,” 
Bradshaw says.

“The business is almost 10 years 
in and to still be growing at that 30 
to 40 per cent mark is impressive, 
it definitely surprises me. Overall 
we’re maturing as a company and 
getting a lot smarter.”

SponsoredLinX has plans to enter 
the New Zealand market and it sees 
Facebook management as a key 
growth area.

Bradshaw was one of the few 
candidates from Australia to be 
selected to tour the Googleplex 
headquarters in Silicon Valley.

As part of the Google Partners 
AllStars Summit in August, he 
participated in training sessions 
and accessed the latest suite 
of products during their testing 
phases. Impressed by the 
creative environment, Bradshaw 
has expanded SponsoredLinX’s 
company culture with special food 
vans and activities to boost morale.

He also says it’s vital to foster a 
social conscience within the team.

“As our resources get bigger, we 
definitely want to make an impact in 
any way we can.”

BEN BRadshaW
SPONSOREdLINX

in a little over a decade, Comscentre 
has gone from a one-person start-up 
in a home garage to become one of 
Australia’s leading integrated telcos.

Founded in 2002 by Ben Shipley, the 
company has expanded its workforce to 
120 on the back of 30 per cent growth 
last financial year, while the industry as a 
whole only grew by 3 per cent.

This success is set to continue with 
Shipley announcing Comscentre 
has more than $75 million worth of 
contracts in the pipeline, providing 
telecommunication services to around 
670 Australian businesses.

Shipley was working as an executive 
in private enterprise and government 
when he recognised that only large 
organisations could afford unified 
communications networks.

“As such they had a distinct advantage 
over small businesses,” says Shipley.

“As we know, small business is the 
backbone of the economy so I felt there 
was a giant opportunity here.”

Shipley says he worked on the principle 
of combining “disparate providers into 
a single supplier solution”. He also 
developed a “return on investment 
business model” to minimise or remove 
upfront capital outlay in favour of a 
medium to long-term contract.

He says this allowed him to develop a 
business model that is both attractive to 
smaller businesses and offers a stable 
income stream.

The core of Comscentre’s services is 
One Touch Control – a fully managed, 
cloud-based integrated communications 
service for business.

Shipley says businesses are attracted 
to Comscentre’s ability to offer product, 
service and the whole-of-business 
communications for a fixed price.

“Typically providers of communications 
services have had to use multiple 
disparate software applications in 
an attempt to manage the many 
components of a communication 
network,” says Shipley.

“Such complexity requires a range 
of tools and functions capable of 
performing isolated tasks but unable 
to integrate with neighbouring systems 
burdened with alternative responsibility.

“One Touch Control was born out of a 
vision to incorporate the many systems 
required throughout the lifecycle of 
customer engagement into one easy-to-
use interface, capable of both internal 
and external presentation, addressing 
the varied requirements of a customer.”

Comscentre is currently Queensland’s 
largest privately-owned communications 
company.

dIallING INTO BUsINEss 
acROss ThE NaTION

WINNER
TEChNOLOGY
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PeteR Ward’s biggest 
accomplishment of the past 
financial year is his biggest 
accomplishment to date.

His data solutions 
company, WARDY IT 
Solutions, was named the 
Microsoft 2013 Worldwide 
Data Platform Partner 
of the year – an award 
that recognises Microsoft 
partners delivering 
innovative solutions that 
directly address customer 
challenges. 

Founded in 2004, 
WARDY IT Solutions is 
Australia’s leading SQL 
Server consultant providing 
support, training and data 
administration services.

With more than 50 
employees, the company 
has clients throughout 
Australia, the Asia-Pacific 
region and North America. 

Ward says he aims to help 
businesses make the most 
of their data assets.

“Data is the key asset for 
any organisation and what 
allows one organisation to 
differentiate itself from the 
other is being able to exploit 
the value that the data 
provides,” he says.

WARDY IT Solutions offers 
a 24/7 managed service 
to allow organisations to 
outsource the management 
of their Microsoft SQL 
Server database platform.

“The other key service 
we offer is our reporting 
and analytic solutions 
which allows us to build 
business intelligence for 
organisations, allowing them 
to provide a single pane of 
glass across their data and 
provide deep rich insights 
for data,” he says.

“It is the old analogy of 
garbage in, garbage out 
so we provide master data 
management and data 
quality services to actually 
assist organisations manage 
that service. Our business is 
known for its deep technical 
expertise that addresses 
business problems and 
finds solutions in an 
inventive industry.”

at just 25, Vu Tran and Andrew 
Barnes might be two of our 
youngest finalists, but they are not 
short on knowledge and experience.

The enthusiastic duo has managed 
to grow e-learning and digital 
business systems company GO1 
into a thriving international business 
serving multinational corporates 
and government departments with 
offices across Australia, South-East 
Asia and the United Kingdom.

Tran says the reason for starting 
the business was to avoid stocking 
shelves at Woolworths, coupled with 
a passion for technology. Both he 
and Barnes were still in high school 
when they first started attending 
business meetings after establishing 
the business in 2005. 

Tran, who presented a series of 
talks about nurturing young talent 
and entrepreneurialism at the Global 
Café for the G20, says the key to 
launching a successful business at a 
young age is confidence. 

“At the end of the day, if you take 
yourself seriously enough, other 
people will too,” says Tran.

“In one of the first sales we did, 

we rocked up to the meeting at 16 
years of age with our school hats, 
school socks and school tie still on 
but we sat down and took ourselves 
seriously.

“You’ve got to put yourself out 
there and have confidence to back 
yourself because regardless of what 
your age is, it’s the experience and 
the maturity that matters more.”

The company has grown from 
developing websites to offering a 
range of technologies including 
learning management systems 
(LMS) such as Aduro (aduro.com.au) 
which was this year recognised as 
one of the top 10 LMS in the world 
and the best in the Asia-Pacific 
region.  

GO1 employs more than 50 staff 
and in FY14 posted turnover of 
more than $2 million with a vision 
to increase revenue tenfold over the 
next two years.

Tran says since he and Barnes 
established the company, they 
have produced more than 1000 
projects across web and learning 
management systems for clients, 
including Oxford University, ANZ and 
National Australia Bank. 

WARdY IT
PETER WaRd

VU TRaN & aNdREW BaRNEs
GO1 
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TasmIN TREsIzE, JakE PhIllPOT,
JOsh camERON & alEx GhIcUlEscU  

TIPI hQ

diSinClined to climb the corporate 
ladder after graduation, four university 
friends decided to pursue their own 
business instead.

Tanda, which stands for Time and 
Attendance, was conceived in 2012 when 
they were unable to find a suitable product 
to monitor employees while working at the 
student guild.

Tasmin Trezise, Alex Ghiculescu, Jake 
Phillpot and Josh Cameron developed a 
digital solution that automates the payroll 
process, from timesheets and rostering to 
calculating pay rates.

The time clock captures data and creates 
accurate timesheets, while automatically 
calculating the relevant industry award 
and managing staff costs. Not only does 
it reduce the time it takes to complete the 
repetitive process, it also lowers the risk for 
human error.

This year has marked impressive growth 
for the partners, including moving into 
their first office, taking on employees and 
snaring key contracts.

Trezise says their respective studies 
in finance, accounting, law and IT form 
the basis of payroll and gave them the 
confidence to launch Tanda.

“Because we’re young, we don’t have 
as much to lose and we don’t have the 
responsibilities of life,” Trezise says.

Tanda cemented its position in the market 
after securing contracts with 15 Pizza 
Capers stores, Tristar Medical Group, a 
few Telstra retail outlets and a franchised 
Red Rooster. 

About 6000 employees clock in and out 
using Tanda now, up from 1000 in early 
2013. To sustain the growth, Trezise says 
the company utilises a partner program 
with accountants and bookkeepers, as 
well as word-of-mouth promotion. 

GUY mckENzIE, adam 
GIlmORE & daVE acTON

TANdA

WHat began as a start-up venture 
between three friends has evolved to 
become a market leader in pharmaceutical 
data analytics, recording more than one 
million transactions globally through its 
software each day. 

Founded in 2010 by Guy Mckenzie, Adam 
Gilmore and Dave Acton, Tipi HQ provides 
data solutions to more than 2000 Australian 
pharmacies. It also exports to Japan and 
Europe, with a 25 per cent market share in 
France.

Mckenzie says the trio established the 
business after realising that pharmacies 

were running their businesses on data that 
was sometimes “30 days old”.

“They were using data to run their 
businesses but they were using yesterday’s 
data to try and effect change today,” says 
Mckenzie.

“I saw an opportunity to bring live data 
analytics and visualisation to an industry 
that hadn’t seen it before.”

Tipi HQ specialises in the extraction, 
analysis and visualisation of data in real 
time and has reported exponential growth 
in customer transactions year on year.

“Our growth is attributed to the fact that 
we continue to innovate our project – we 
don’t just build a piece of software and sell 
it to our customer and say ‘see you at the 
end of the contract’,” says Mckenzie.

“Every day we continue to look at that 
software and continue to evolve it.”  

Mckenzie says the current focus of the 
business is growth in Japan with the 
country’s pharmaceutical industry roughly 
13 times larger than Australia’s. 

Further expansion internationally is also a 
goal with plans to enter the US market in 
2015.



20 Brisbane Business News  YOUNG ENTREPRENEUR 2014

>>Professional serviCes

oVeR the past four years, One Key 
Resources has grown to employ more than 
350 staff in Queensland, NSW, Western 
Australia and the Northern Territory with a 
vision to employ upwards of 1000 in the 
2014-15 financial year. 

Founded by Grant Wechsel in 2010, 
the company is a specialist provider of 
workforce development, labour hire, 
recruitment, animated training technology 
and production improvement solutions 
to the mining, gas, resources and civil 
industries.

The company’s key mining areas of 
Australia include coal, iron ore and hard 
rock. It has expanded internationally with 
projects in Zambia, Nigeria and Papua New 
Guinea and has upcoming work in Canada. 

Wechsel says he is proud of the growth 
of One Key Resources and says it is the 
company’s innovative and flexible approach 
that has helped the business succeed at a 
time when mining is under pressure. 

“The market has not become better, it has 
become worse but the labour hire industry 
has picked up because of that,” he says.

“Because there is so much uncertainty 
around long-term plans, most of the hiring 
of people is done externally rather than 
internally. 

“It’s increased our business in coal 
especially in the last three to six months. 
The first half of the year was scrambling, the 
second half of the year picked up and it’s 
now bigger than it was last year.”

GRaNT WEchsEl
ONE KEY RESOURCES

bUSINESSdEPOT
JOhN kNIGhT
FRoM a fledgling family business 
to a large corporate office 
in the CBD, accounting firm 
businessDEPOT cultivates a 
company’s ambitions.

Restricted by the traditional 
accountancy framework, John 
Knight left his partner position at 
UHY Haines Norton to establish his 
own firm with a twist.

Officially unveiled in February 
this year, businessDEPOT aims to 
empower small to medium-sized 
enterprises to execute their ideas 
and access a level of expertise 
previously only available to large 
corporations.

Daring to be different, Knight 
created a unique business model 
that challenges the norms of 
accounting – from its contemporary 
Fortitude Valley office, dynamic 
culture and diverse team of 35 
employees.

At the core of businessDEPOT is 
the usual “bean counter” services, 
including accounting, business 
consulting, tax, superannuation 
and bookkeeping. Beyond this 
offering is the Collective, a brains 
trust of aligned companies and 
outcome of the share economy.

Targeted at the SME market, 
available services range from 
digital marketing, public relations, 
research and development, 
social media and IT – without the 
guesswork or hefty retainer.

“The Collective members enable 
us to deliver our vision and to make 
a difference to our SMEs,” says 
Knight.

The company has a collaborative 
space for members to meet called 
The Hub and regularly hosts 
speaking forums sharing specialist 
insight known as Depot[x].

The approach has resonated 
with clients, and a few key 
industries have emerged as fields 
of expertise, including dental, 
medical, construction and Knight’s 
expertise in real estate.

“That is probably what will enable 
us to go national and get other 
offices, as I already do a lot of 
work in Melbourne for real estate 
businesses,” he says.

“We are now duplicating and 
replicating that focus in other 
industries like building and in 
particular medical, which is a huge 
growth area.”

Wechsel says he established the company 
after seeing a gap in the market in providing 
high quality labour solutions, combined with 
technical training aimed at improving overall 
productivity of the workforce and profitability 
of the mine site.

He says in 2010 if you could find 100 
people looking for work in the mining 
industry, you were able to find them a job.

“We started searching for staff in New 
Zealand and interstate and all over the 
place,” he says.

“It’s turned around now and we’ve got a 
lot of staff available and it’s about offering 
better service at the right price and flexibility 
for our clients. 

“We thought the idea of combining 
contract labour with productivity 
improvement programs was unique at the 
time and would be a point of difference for 
us. That proved to be the case and that’s 
where we got started from and kept going 
from there.”

One Key resources has also launched a 
program called Origin Greats which aims to 
get indigenous kids through high school and 
into the workforce, particularly on mining 
and gas projects.

“That’s been pretty successful, we’ve 
got 18 year old kids driving dump trucks 
saying they had never dreamed of doing this 
when they first entered high school,” says 
Wechsel. 

WINNER
PROfESSIONAL SERvICES



Special Annual Edition 2014   21 SIGN UP FOR bReakING NewS at www.brisbanebusinessnews.com.au

STRETEN MASONS 
LAWYERS

JOhN kNIGhT cRaIG masON

StReten Masons Lawyers 
has capitalised on its reputation 
of being a one-stop shop for a 
range of legal matters, reporting 
774 per cent growth in revenue 
since inception.

Craig Mason and business 
partner Jeremy Streten decided 
to forge paths as business 
owners in 2012, leaving their 
jobs as lawyers to create their 
own firm.

Established with Mason’s father, 
Michael Mason, the firm has 
expanded across two locations 
in Morningside and Caboolture 
with 14 employees.

Mason says it was challenging 
initially to balance his caseload 
with day-to-day operations of 
running a business.

“The most difficult part was the 
behind-the-scenes running of 
the business, such as financials, 
analysing profit and loss and 
cash flow,” Mason says.

“You don’t learn about that 
from either studying law at 
university or as an employed 
solicitor at a firm. In the early 
days, we got a business mentor 
and that’s helped us immensely.”

Streten Masons Lawyers 
covers a wide range of services, 
including conveyancing, 
property investment, insolvency, 
construction advice and 
commercial and corporate law.

The firm doesn’t specialise in 
one particular area of expertise, 
but rather specialises in a type 
of client - small to medium-sized 
businesses.

Mason says another 
distinguishing factor from the 
competition is the firm doesn’t 
use time sheets and offers an 
all-inclusive, comprehensive legal 
advice package for a fixed fee.

“We made the conscious 
decision when we first started, 
to implement value pricing and 
fixed fees,” he says.

“All of our clients know what 
the fee is going to be and there’s 
no problems down the track. 

“I think our clients appreciate it 
because they know that they’re 
getting a holistic approach from 
us and the total fee, so there’s 
no hidden surprises at the end.”

fONEbOX GROUP
JORdaN GRIVEs

iF you’ve ever dialled a 13, 1300 or 1800 
number, chances are it was hosted by 
Fonebox Group of Companies.

While working as a sales representative 
at his parent’s phone on-hold advertising 
business, Jordan Grives identified a gap in 
the telecommunications industry.

He established Fonebox in 2008 as an 
alternative to the big players in the market, 
eventually becoming the leading provider of 
corporate inbound services in Australia.

The company offers a range of inbound 
phone numbers, call routing, marketing 
tracking, call recording and an internal 24/7 
Australian-based call centre to answer 
enquiries on behalf of businesses.

“There were a lot of people out there who 
may have been doing it, but not very well, 
and they didn’t have a lot of the tools for 
routing calls efficiently or reporting on those 
calls,” Grives says.

“Just looking at complementary services, 
a lot of people would think 13, 1300 or 
1800 numbers as fairly simple and wouldn’t 
realise how complicated they can be. 
So we’ve built a lot of different products 
around call routing, call reporting and, if 
they’re missing calls, solutions to combat 
that.”

The inbound call centre has been central 
to the diversification and growth strategy, 
and Grives says it’s nice to be hiring as 
opposed to firing people.

On the other side of the scale, the 
company invests heavily into its internal 

software development team to constantly 
improve processes and automate labour-
intensive operations.

Grives is the driving force behind sales 
and has personally secured a number of 
large accounts for Fonebox.

“It really is just a matter of having a good 
product, cutting-edge technology and 
being able to push and sell that product as 
much as you possibly can,” he says. 

“Even to this day I’m responsible for 90 
per cent of the overall margin, turnover and 
clients that we bring on – it’s still me doing 
that.

“Our focus for January and February is to 
build a larger sales team to assist with that. 
If they can do 40 to 50 per cent of what I 
do personally, then the business will grow 
even faster.”

At just 26 years old, Grives - like many 
young entrepreneurs – says age was 
the main barrier while establishing the 
company.

“Having some size, scalability and good 
clients definitely makes it easier now,” he 
says. “People think that you’re working 
out of your backyard and that you don’t 
have any grey hair so how could you know 
about these products.”

Heading into 2015, the company has 
forecast 90 per cent growth and is set to 
continue its trend of doubling revenue year 
on year. Grives attributes his success to 
persistence.
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>>Professional serviCes

bRISbANE fAMILY LAW CENTRE
claRIssa RaYWaRd

tHe innovative use of technology and a 
suite of new services has driven strong 
growth for Brisbane Family Law Centre.

The specialist law firm has come a long 
way since it was established in 2008, 
boosting revenue, employees, clients and 
brand reach.

Clarissa Rayward has been at the forefront 
of BFLC’s dynamism, after falling into family 
law after graduating university.

“Over time I became really passionate 
about family law and people’s relationships,” 
Rayward says.

“Family is really important to me and 
divorce is obviously becoming really 
common, so what drives me is ensuring 
people who find themselves in that place 
are able to do it in the least destructive way 
possible.”

BFLC is a firm believer in divorce with 
dignity and specialises in assisting 
separating families to stay out of Family 
Court.

Technology has played a key part in 
growth, with the firm launching an online 

education program and Rayward’s blog, The 
Happy Family Lawyer, attracting more than 
15,000 hits.

“It’s so I can service a broader market 
space, but also because legal services are 
getting very expensive,” Rayward says.

“A lot of people find themselves in the 
family law system and simply can’t afford to 
get information and the advice they need.

“I’ve found that using a webinar platform 
has been a really easy way of giving people 
information and hopefully helping them.”

It’s estimated that a child experiences 
family breakdown every 30 seconds 
in Australia, and BLFC administers a 
complimentary counselling services for 
clients to assist.

Brisbane Family Mediation Centre operates 
under the BFLC brand, to help separating 
families handle the emotional side as well as 
navigate the legal process.

“If you take it slowly and sensibly you can 
get through it and come out the other side,” 
says Rayward. “Ideally, you’re still a family, 
just a different looking family.”

It has been a successful year for Rayward 
personally, after being selected as president 
of the Family Law Practitioners Association 
of Queensland in October and writing her 
book, Splitsville: How to Separate, Stay out 
of Court and Stay Friends.

I’ve found that using 
a webinar platform 
has been a really 
easy way of giving 
people information 
and hopefully helping 
them.



BEN WalkER

aCCountinG 101 is enough to drive 
some business owners to distraction, 
but Ben Walker is turning the tables on 
the traditional model and the result is 
proving positive with more clients now 
saying ‘count me in’.  

The Inspire CA founder has built an 
accounting firm that offers business 
performance coaching with a focus on 
understanding the numbers.

He says many of his clients are often 
in denial when it comes to the financial 
side of their business. 

Now an increasing number of them 
are gaining an understanding of how 
the numbers crunch, which is helping 
them play a proactive role in the 
success of their businesses. 

“At the end of the day the 
performance of a business comes 
back to numbers and, if they are 
not healthy, then the business goes 
under,” says Walker.

“In this day and age when things like 
the global financial crisis wipes out a 
good percentage of small businesses, 
I think it is so important to understand 
the numbers and account for things 
like the unexpected.”

Walker says he aims to shake up 
the accounting sector by providing an 
alternative business environment for 
clients. 

As a result, he has incorporated a 

thriving café, known as Inspire café, 
into his accounting firm.

“I don’t like the old way of doing 
things and I wanted to create a firm 
that our clients enjoy coming to,” says 
Walker.

“We offer a much different 
environment to your standard boring 
accountant’s office.”

Inspire CA was founded in February 
2013 with $30,000 in annual 
equivalent revenue. It grew to 
employ four people in four months 
and produce 10 times this annual 
equivalent revenue. 

The business has also partnered with 
B1G1: Business for Good and has 
integrated the “habit of giving” into 
both the café and accounting firm.

“For each coffee we sell and each 
email we send, one child gets access 
to clean water in Malawi,” says Walker.

“For each planning session we hold 
with a client, we provide training for 
75 women in India to learn the skills 
to run micro businesses to provide for 
their family.

“We have given 82,170 gifts as a 
result of our clients working with us.”

The Newstead business also offers 
meeting room and boardroom hire, a 
gluten-free menu and event hire.

INSPIRE CA 
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>>retail & serviCes

bEGINNING bOUTIQUE

daVina Dewar was 21 and working as a casual employee at 
Paws Pet Sitters when she decided to buy the business.

She bought the company, established in 2007, for $10,000 and 
has since grown it to turn over $750,000 a year. Dewar says she 
wanted to establish a business model that could grow nationally 
and exponentially, which led her down the franchising path.  

“I saw its franchising potential and straight away started 
implementing more services so that it could be a replicated, 

lucrative system for our potential franchisees,” says Dewar. “More 
services gave us more revenue-generating power as well as initial 
franchise fees.”

Paws Pet Sitters offers a range of pet-care services including 
pet sitting, dog walking, pet minding, house sitting, hydrobathing, 
pet grooming, dog training and puppy pre-school and grooming 
courses. Dewar aims to grow the business to become a national 
household pet-care brand and to help animals in need.

daVINa dEWaR PAWS PET SITTERS

saRah TImmERmaN
SaRaH Timmerman, founder of 
online clothing store Beginning 
Boutique, treats her customers like 
they are her best friends – and the 
sales and social figures reveal that 
having friends pays off.

Timmerman and her team of 28 
are resonating with 16 to 24-year-
old females, a market responsible 
for much of the online retail 
expenditure in Australia.  

Beginning Boutique’s annual 
growth figures have consistently 
exceeded the 100 per cent mark 
and its Instagram page experienced 
the highest level of growth at 
725 per cent to reach more than 
342,000 followers. 

This is a business account where 
a picture of a puppy is posted and 
it accrues 8000 “likes” within hours, 
to the envy of even some of the 
most innovative businesses. 

Puppies and fashion may not 
seem to mesh perfectly on the 
surface, but the Beginning Boutique 
strategy isn’t haphazard by any 
means. Every move is calculated.

“I think the biggest traps that 
businesses fall into with social 
media is using it like they would a 
traditional advertisement; or their 
managers being absent from that 
conversation, with social media 
solely run at lower levels of the 
business,” says Timmerman. 

“There is no point being on there 

if you aren’t willing to get personal 
– the appeal for a traditional 
advertising campaign isn’t there on 
social media because it just doesn’t 
feel authentic.”

It helps that Timmerman, 28 years 
old, was not too long ago her own 
target customer. 

Frustrated with the experiences 
that online stores were offering in 
2008, which was largely slanted 
towards the high-end, Timmerman 
decided to create a service that 
delivered “fast fashion” products 
with lower price points. 

Beginning Boutique’s orders grew 
131 per cent from last year alone, 
but Timmerman says that online 
retail isn’t easy.

“I’m very lucky I entered the 
market early, but it’s still difficult 
to compete with stores that don’t 
care about their customers and 
then charge less because of it – 
mastering the online world seems 
like a very easy business plan but 
this is so far from the truth. 

“I could completely scale down 
my customer service team, which 
is one quarter of my business, if I 
didn’t care about BB’s customers,” 
says Timmerman, who sends out 
personalised handwritten notes to 
every customer with their order.

“Deciding whether the customers 
are going to back me on what we 
invest in is an ongoing challenge.” 

WINNER
RETAIL & SERvICES



Special Annual Edition 2014   25 SIGN UP FOR bReakING NewS at www.brisbanebusinessnews.com.au

BEN dOOlaN

lUkE sWENsON

fIvEPOINTfOUR

ThE bEARdEd ChAP

aSK Ben Doolan about what gives 
his business an edge, and he will 
deliver a passion-fuelled answer 
that will make you completely 
rethink your lifestyle.

Doolan, the founder of meal 
plan and delivery business 
FivePointFour – which stands 
for five days a week of quality 
meals with four meal plans to 
choose from – is adamant that his 
operation is poised to become the 
industry’s next empire.

The business has achieved a 
growth of more than 800 per cent 
in the past 12 months – and while 
it doesn’t yet have the scale of its 
competitors – Doolan believes it is 
in a different league.

“Our model is based on nutrition 
and not caloric content alone,” 
says Doolan.

“A lot of other meal services are 
just small portion sizes designed 
around weight loss, but not 
necessarily balanced when you 
consider the nutritional breakdown.

“Being a meal plan company, not 
just meal delivery company, we 
take out the thinking for our clients 
by being tailored to their goals.”

Doolan, who comes from a health 
science and nutrition background, 
says the first few months of 
running the business involved 
delivering meals while completing 
post-graduate study and working 
full time. 

The company’s fast growth 
since establishment in 2013 can 
be pinned down to two things, 
Doolan’s passion to get the ball 
rolling, and his engagement with 
various mentors.

“I went out on a limb and 
organised a kitchen for the 
business, then outgrew this to take 
space in a couple of warehouses 
and a new kitchen, and now have 
our own premise at Eagle Farm” 
says Doolan. “To say our growth 
has been astronomical is probably 
an understatement.”

To manage the growth, Doolan 
has brought on board a business 
partner, Tamara Trentain, who has 
taken a share of the business. 

“Our goal is to be a big contender 
and a $100 million company in 
the next 12 months, and we are 
on track to achieve this with the 
people we have on board,” says 
Doolan.

aFteR seeing room for improvement 
in the Australian market for men’s 
grooming, Luke Swenson decided 
to take a risk and pursue something 
close to his heart – or rather his face.

Suffering from beard itch, or beardruff 
as he calls it, Swenson was unable to 
find an effective product and decided 
to develop one himself.

The result is The Bearded Chap, 
which offers a range of facial haircare 
products including beard balm, beard 
oil and moustache wax that is sold 
online and through distributors.

The company has been operating for 
little more than a year, but Swenson 
says he is pleased with how the 
business has been tracking from the 
outset.

He says the organic growth has been 
achieved through social media and by 
partnering with the best barbers and 
stockists in Australia.

“To this date we have spent probably 
about $3000 in advertising which is 
next to nothing and it’s all been word 
of mouth,” Swenson says.

“As soon as we enter the US and 
European markets, we are looking 
at ridiculous growth and will take 
on board some investors to get that 
capital behind us.

“We’ve got a couple of big 
competitors around the world and,  
purely through population, their 
revenue is twice what we are. 

“But in terms of where we sit in the 
world with growth per capita, we’re 
actually way ahead of them and we 
can’t wait to compete and see how 
much market share we can get.”

The premium quality of the brand 
has resonated with influential people 
including Australian rugby union 
players through to everyday “beard 
ambassadors.”

Swenson says the niche market 
has been further broken down into 
several demographics, including 
beard bogans, corporate beards, grey 
nomads, high-end barber shops and 
females purchasing for the bearded 
men in their lives.

“I’ve met some of our customers who 
have been with us at the very start 
and it’s so cool having interactions 
with them,” he says.

“We wouldn’t be here without them. 
It’s great to hear how much they enjoy 
the product from the quality side of 
things and how it actually impacts 
their life.”

The Bearded Chap has a number 
of products planned in the pipeline, 
including beard shampoo, beard soap 
and a grey nomad edition to prevent 
staining from overuse.

Swenson also plans to release a 
top secret product set to be a “game 
changer in the beard world” to sustain 
growth, backed by iconic packaging 
and genuine values.

“It’s pretty much about executing 
distribution, teaching people about 
us and then educating bearded men 
on how to look after themselves,” he 
says. “As a result of that knowledge 
we pass on, they want to buy our 
products because they trust us and 
we’ve given them way more value 
than someone trying to palm a piece 
of luxury in their pocket and take their 
cash.”
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Ben Johnston is forever on the mark of 
the latest trends to sweep marketing and 
technology.

Over the past couple of years, he 
has shifted his digital design studio, 
Josephmark, from facilitating music 
streaming services to video streaming, and 
now into the burgeoning world of data.

Johnston, who splits his time between 
Los Angeles and Brisbane, understands 
the pace of technology is unrelenting – but 
rather than considering this chaotic, he 
believes Josephmark is helping move the 
world towards technological utopianism.

“Both my parents were stay-at-home 
artists with all the typical tendencies you 
would associate with creative types, so I 
became accustomed to living a comfortable 
life, but also willing to risk everything,” says 
Johnston.

“My old man always told me to do what 
I want, as long as I didn’t hurt anyone, 
which has become fundamental to the 
Josephmark culture – we are fearless but 
also have each other’s backs.” 

Johnston considers his industry to be 
paramount to the new world, which is being 
crafted one social platform at a time through 
services such as Myspace and Twitter.

“Never before has an industry had the 
ability to have the impact ours does, which 
is completely international in scope and 
also comes attached with a high degree of 
responsibility,” says Johnston.

Josephmark currently has eight ventures in 
its portfolio, which Johnston balances with 
interests in a number of Queensland bars. 
He says there are plenty more projects in 
the works, which will significantly raise the 
company’s value. 

Current Josephmark ventures include 
motion picture studio Breeder, which is 
utilised by global clients including HBO, 
music service Undrtone launched this year, 
and indigenous creative agency Gilimbaa, 
which has been melding indigenous 
storytelling with contemporary design since 
2008 for a string of clients including Qantas 
and BP.    

The company of 25 was notably the 
architect of last year’s Myspace revamp, 
taking the website from a social media 
website to music delivery network.

“It was a detailed brief but in the end 
we just asked ourselves: if Myspace was 
completely ours, what would we do with it?” 
says Johnston.

“We rebuilt the original social network 
around music, its core strength, which is 

BEN JOhNsTON
JOSEPhMARK

iCon Events and Marketing has delivered more than 50 yearly 
events throughout Queensland, generating in excess of $4 million 
annually for host destinations.

Founded by John Guise in 2008, the company produces and 
executes multisport events including Brisbane Skyrun, Straddie 
Salute Tri Festival, Cooly Classic, Noosa Summer Swim, 
Mooloolaba Mile Ocean Swim and Kings of the Coast. 

Guise says the business has a strong focus on partnerships 
and these partnerships have helped Icon to grow into a thriving 
operation.

“We are in an industry where it is really critical to forge long-term 
partnerships and we recognised that early on,” he says. “Partners 
like the synergy with their products and messaging – it is a 
positive healthy environment and doesn’t feel like business.”

JOhN GUIsE ICON EvENTS

one of our core strengths too.

“We tend to break conventions with our 
user interfaces, and instead bounded the 
Myspace refresh to showcasing creativity, 
fostering collaboration and promoting 
discovery.”

Johnston says Josephmark has built a 
reputation in designing music platforms, 
kicking this off in 2009 with We Are Hunted, 
“an adventure in music discovery and social 
algorithms” that was later acquired by 
Twitter in 2012. 

“It’s not that we exclusively like working 
with music, we just like working in industries 
that are on the cusp of change,” says 
Johnston.

“We started playing heavily in the music 
industry around the same time streaming 
services started gaining popularity.”

 “Now we are spending more time on video 
than music and looking to the future. We 
have a number of ventures in the data space 
– there is a massive influx in data collection 
and the output of that gives way to a whole 
new domain.

“In taking large sets of quantifiable data, 
and decoding these with algorithms or 
social aggregations, we can develop 
amazing insights.”

WINNER
MARKETING PROMOTIONS & EvENTS
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ThE fELIX & SLINK GROUP

kaTE O’cONNOR, TOm O’cONNOR, 
sam O’cONNOR & ElYsE GOYEN
BRiSBane will always alliterate with basic, 
but The Felix & Slink Group are at the very 
least determined to make sure it no longer 
translates this way and instead buzzes with 
culture.  

For the past five years, Kate O’Connor, 
Tom O’Connor, Sam O’Connor and 
Elyse Goyen have been bridging a gap in 
Brisbane’s luxury market and the trend for 
specialist boutique agencies by executing 
cutting-edge full-service communications 
strategies.  

All 25 and under, they are the city’s 
marketing wonderkids who are changing the 
face of the city by making waves through 
lucrative contracts with companies including 
Sunland Group (ASX: SDG), Westfield (ASX: 
WDC), Topshop and Forever 21.

Most recently, in spring 2014, they were 
appointed by James Street Initiative to 
position James Street as a dynamic lifestyle 
destination.

The brief beckoned for national recognition. 
The quartet went a couple of steps 
further with branding, events, experiential 
campaigns, public relations, media coverage 
in more than 50 outlets, 15 million total 
impressions in a month, and bringing out 
Forbes 30 Under 30 digital entrepreneur 

Leandra Medine to Australia for the first 
time. 

This aptitude to go one more has caused 
The Felix & Slink Group’s revenue to climb 
at an average rate of more than 40 per 
cent per month in the past year. Since the 
beginning of this financial year, annualised 
revenue has risen more than 60 per cent 
and margins have tripled. 

“We were all united by that quest to 
change the city we grew up in, feeling like 
Brisbane was about five years behind the 
eight ball when it came to arts and culture 
at the time, and unsatisfied with the career 
trajectories for people like ourselves in 
creative fields,” says Kate, who is The Felix 
& Slink Group’s strategy director. 

“Tom, Sam and I met through mutual 
friends, and Tom and Elise met by sitting 
next to each other on their first day of 
Introduction to Public Relations at QUT.

“The inception of The Felix & Slink 
Group was quite fortuitous, with not a 
single moment defining our launch. We 
just wanted to create opportunities and 
work that rivalled what was coming out of 
Sydney, London and New York, and put 
Brisbane on the map as more than the 
place of good weather.”

One of The Felix & Slink Group’s first gigs 
was being appointed by Vogue.com.au 
in 2010 to promote its 10th anniversary, 
which involved developing a digital-focused 
campaign for a Queensland audience that 
shone a spotlight on Brisbane’s up-and-
coming scene. 

“Being entrusted by a global brand 
gained us priceless recognition and also 
encouraged that leap of faith the following 
year to pursue the business full time and 
move from our kitchen tables to an office 
space,” says Tom, creative director and 
head of strategy. 

Demand for The Felix & Slink Group has 
since been steady, with the business landing 
its first public company in 2013, Sunland 
Group.

“Although we are now in the position where 
we can truly pick and choose clients, we 
have a running office joke that we can be 
wooing a client for years before,” says Tom, 
adding that they write a “client wish list” at 
the start of every quarter.

“Sunland was a goal for years before 
considering their innovative streak and 
kicking off the world’s first fashion-branded 
hotel in 2000 with Palazzo Versace.

“I wrote managing director Sahba Abedian 
a note showing our appreciation for what 
they do and shortly after received a call to 
meet.”

The Felix & Slink Group were recruited to 
head up the marketing of Sunland’s luxury 
Brisbane residential tower, Abian, which 
involved events, experiential marketing, 
public relations, press coverage and even 
the development of an Abian signature 
fragrance through perfumeries in the south 
of France. 

Tom says the size of the client doesn’t 
dictate the difficulty in delivering the brief, 
but rather when values don’t align.  

“It can be a challenge to communicate the 
value of our services to clients, particularly 
those that are being forced out of their 
comfort zone to market themselves 
innovatively for the first time,” he says.

“One of our biggest challenges from the 
outset has been our ages, as people often 
associate youth with recklessness and 
inexperience.

“We have found the best way to tackle this 
is letting our work prove them wrong.

“As crazy as it may sound, we think our 
ages have been a huge advantage as 
entering into business without preconceived 
notions has enabled us to develop ideas, 
systems and processes that challenge 
industry conventions.”  
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>>MarKeting, ProMotions & events

ChITChAT SPEAKS

SQUARE ONE PR
kaTIE WIlkE
WHile most teens barely begin 
to find their feet at a first job 
or tertiary study, Katie Wilke 
was already running her own 
business aged just 19. 

Square One PR evolved from 
a one-person office set up on a 
rent-free dining room table in the 
family house to become a major 
public relations agency handling 
some of the nation’s most 
recognisable projects. 

Wilke and her team recently 
wrapped up the Brisbane Good 
Food and Wine Show for another 
year, in addition to working with 
high-profile clients including 
Transit Systems, the PANDA 
(Post and Antenatal Depression 
Association) campaign and the 
Melbourne Mexican Festival. 

As the driving force behind 
the company’s massive growth, 
Wilke says the success of her 
public relations agency can be 
attributed in large part to the 
can-do attitude of the dedicated 
team she has built over the 
years.

“I think it’s rare to find 
consultants that will continually 
go above and beyond what’s 
expected to get results,” says 
Wilke.

“Our passion is transparent 
to our clients and stems from 
simply loving what we do each 
day, creating a results-driven, 
accountable, responsive and 
reliable PR agency.”

Wilke says one of the most 
memorable moments for the 
company was securing the 
first retainer, which placed the 
business on a professional 
footing.

“The first retainer was for a 
voice recognition telco spin-off 
and it was a huge, hard slog, 
essentially learning a whole new 
techno-jargon language,” says 
Wilke.

“But it was awesome to be able 
to pay the mobile phone and 
internet bills,” she laughs. 

On starting a business from 
scratch, Wilke’s best advice is to 
ask for assistance whenever it’s 
needed, and to accept help in 
whatever form it comes. 

BElINda EcclEs
WoRd of mouth is fast raising the profile of 
ChitChat Speaks, an experiential marketing 
agency that is hitting its strides on the 
national stage. 

ChitChat Speaks was established in 2011 
by Belinda Eccles, who was encouraged 
by clients to start her own business while 
working for a larger firm. 

“A lot of clients told me they would come 
with me if I moved from my previous job, 
and they did,” says Eccles, who started with 
a capital base of just $4000.

“It’s our goal to show that Brisbane can 
produce big, creative events and activations 
like those in Sydney and Melbourne, and 
we believe we are set apart because we are 
based here as opposed to being contracted 
here for the short term.”

Eccles says ChitChat Speaks hasn’t 
marketed itself traditionally, but has grown 
through word of mouth and building 
relationships with larger groups such as the 
city council.

This approach has effected revenue growth 
of more than 290 per cent on average 
since 2011. A six-figure revenue figure was 
generated in the first month of this financial 
year alone.

The agency draws on 1800 casual staff, 
who are called upon when needed for 
marketing campaigns, and two full-time staff 
members. 

“I want to bring experiential marketing to 
life in Queensland, and give brands faith that 
the state is worth investing creativity and 
time into,” says Eccles.

Her client base includes the 
Commonwealth Bank, Lindt Chocolate and 
ChapStick.

“We are a national agency now, but 
recognise that experiential marketing still 
has much room for growth especially in 
Queensland as some companies haven’t yet 
caught on to the dividends it produces.”
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daNI-EllE daVIdsON & PaUla GRaNT
 XIXI LU
douBle happiness and financial prosperity 
– that’s the aim of the sister act in charge of 
end-to-end business consultancy XiXi Lu.

Dani-elle Davidson, one half of the duo, 
admits the business name – pronounced 
“She She Lu” – is somewhat of a “double-
edged sword” that she stumbled upon 
serendipitously.  

However, as a co-founder of a marketing 
operation, you can bet extensive market 
research took place before launch.

“XiXi Lu generates a lot of buzz and 
produces high-ranking search engine 
optimisation – it’s a bit of a marketing ploy,” 
says Davidson.

“It’s a namesake to the street I lived on 
in China while studying, and translates to 
double happiness and financial prosperity, 
which is exactly what we are trying to do as 
a duo. 

“We also love the attitude China employs 
to business relationships and, in a 
behavioural sense, it’s something that we try 
to emulate.”

Davidson, a former corporate litigator, and 
her sister Paula Grant, a former marketing 
executive, started XiXi Lu as a marketing 
and public relations business in 2012. It has 
since grown revenue more than 260 per 
cent from the end of that financial year to 
the most recent financial year. 

“As we went behind the scenes with clients 
we realised that marketing can only take 
you so far,” says Davidson about quickly 
adopting a corporate consultancy model.

“We are committed to going behind client 
walls to really raise product and service 
quality, Paula through marketing and myself 
through business advisory.”

Davidson says they are conscious of 
growing too quickly too soon, and instead 
are focused on “building a sustainable 
business”.

“Our greatest collective strength is our 
attitude to work – as a young lawyer I 
became accustomed to working 16-hour 
days for little remuneration,” she says.

“Contrary to how it is trending at the 
moment, entrepreneurship isn’t always 
glamorous, and in the early days especially it 

is all about building strong foundations.” 

One way Davidson and Grant are doing 
this is partnering with bigger organisations. 
They are the founders of the Marketing to 
Millennials Excellence Award which runs 
with the support of partners including Griffith 
University to offer secondary and tertiary 
students the opportunity to win a trip to 
Singapore to meet with business leaders 
and investors.  

“We saw it as a great opportunity to give 
our business a backbone and also fitting 
when we reflected on how honoured we 
are to be recognised for awards in our early 
days.

“We wanted to give back to Griffith for 
such valuable educations and providing us 
with bright-minded interns over the past 
couple of years.”

Our greatest collective strength is our attitude to 
work – as a young lawyer, I became accustomed 
to working 16-hour days for little remuneration.
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5 STAR 
COWORKING 
SPACE FROM 
$37 PER DAY
Reduce your costs by sharing workspace

• 10 days per month or full time memberships
• Premium locations and fit out
• Use days at our 3 locations in Brisbane or 140 locations worldwide

07 3121 3087
or visit servcorp.com.au

Riparian Plaza

10 Eagle St

Santos Place

FREE 1 DAY TRIAL  -  ALL LOCATIONS

DEMAND for flexible working spaces is 
thriving, with more start-ups and small 
businesses taking advantage of a host of 
benefits they offer.

Collaborative or virtual offices can 
provide companies with a dedicated work 
environment, teamed with administrative 
support, IT services and conference facilities 
– without huge capital outlay.

Office solution provider Servcorp is at the 
forefront of the cultural shift, reporting strong 
growth in the market.

Servcorp Brisbane manager Lisa Ulrich 
says more businesses are recognising the 
advantages in comparison to working from 
home or a traditional office.

“We’ve seen really strong growth in the 
shared office space both in Australia and 
internationally, with 16 to 17 per cent growth 
month-on-month over the past 12 months,” 
Ulrich says.

“Collaborative working environments 
help keep costs low and productivity high, 
especially without the distractions that come 
with a home office.”

The adaptive resource is generally more 
cost-effective compared to renting or buying 

cOllaBORaTION IN acTION
personal property with extra space, or 
establishing a permanent location.

In addition to having a professional place to 
work, the overhead savings can be directed 
to office support services – often considered 
a luxury for freelancers or small teams.

Ulrich says the benefits extend beyond 
a commercial capacity, with businesses 
often forging new relationships and sharing 
creative ideas.

“Collaborative working environments are 
becoming popular because they encourage 
the flow of creative ideas as people can take 
advantage of the experiences and opinions 
of those who share their work space,” she 
says.

“It also makes it much easier for staff to 
communicate with each other – whether it’s 
to chat through a document, or agree an 
agenda, rather than having to run through it 
over the phone or email.”

Servcorp’s Officeworld solutions are 
leading the charge, providing clients with 
access to highly coveted shared office 
space in Brisbane, including Riparian Plaza, 
Santos Place and 10 Eagle Street,  from as 
little as $37 per day.

“Additionally we allow clients from Brisbane 
to use their days across any Servcorp 
location in Australia and internationally, 
so if they need to travel to another city for 
business they have a space available to 
them,” Ulrich says.

To find out more about Servcorp’s flexible 
contract arrangements and tailored office 
packages, visit servcorp.com.au or phone 
07 3087 3121.

http://servcorp.com.au


Great people, great results
HLB Mann Judd firms are members of HLB International. A world-wide network  

of independent accounting firms and business advisers.

Being an entrepreneur takes perseverance. There are no 
shortcuts. You need to be willing to back yourself, and to 
keep taking risks.

At any time, there are countless issues demanding your 
attention. They can distract and slow you down – preventing 
you from making things happen.

You need a support team who genuinely care that you succeed. 

HLB Mann Judd’s team are smart, down-to-earth people 
whose passion is partnering with clients to help them 
achieve their business dreams.

We’re not simply accountants. We’re financial and business 
advisers — using our knowledge and experience to provide 
effective business solutions and ensure your financial success.

Focus on the big picture. Focus on innovation. Focus on 
growth. We can focus on the rest.

For a team that can help you make things happen, contact us.

Brisbane 
07 3001 8800                
www.hlb.com.au 
      @HLBMannJuddBRIS    
        

Making  
Things 

 Happen

http://www.hlb.com.au


32 Brisbane Business News

VOTED THE

†G

OLF CO URSE

No.1GOLD
 COAST’S

INTRODUCING A NEW 
MEMBERSHIP CATEGORY

$3,500per year

WITH NO ENTRY FEE!

*

This is your opportunity to become a 
member at one of Australia’s finest resort

courses for an exceptional price. Rated the
‘No. 1 Course on the Gold Coast’†

*Conditions apply. Please contact Links Hope Island for further details. 
†Golf Digest Magazine - 2013 Australia’s Top 100 Courses

www.linkshopeisland.com.au

Membership Options
Adult (18 years and older) - $3,500* per year (no entry fee)
Junior (10-17years inclusive) - $750* per year (no entry fee)

Membership Inclusions
• 7 Day course access without payment of Green Fees
• Access to full clubhouse facilities and locker rooms
• Use of Aquatic Driving Range and practice facilities
• Entry into all daily competitions and Honour Board events
• Preferred Green Fee for accompanied guests
• Full access to extensive reciprocal club network
• Administration of Golf Australia handicap
• Comprehensive insurance coverage

For further information contact Mark Weir 
Business Development & Golf Manager 

Phone 07 5530 9035 or email:
mark.weir@linkshopeisland.com.au

PLUS EXCLUSIVE BENEFITS AT SISTER CLUBS IN THE
FIRST YEAR WITH COMPLIMENTARY GREEN FEES 
at Noosa Springs Golf & Spa Resort & preferred green 

fees at Dragon Lake Resort in Guangzhou, China

LINKS Hope Island, the Gold Coast’s 
premier golf course, continues to blossom 
under its new owners. 

The property was bought last year by 
Golden Horse Nine Dragon Lake Holdings 
Limited, the owner and developer of 
the 45-hole Dragon Lake Golf Resort in 
Guangzhou, host of the prestigious PGA 
event, The Royal Trophy, which is an Asia-
versus-Europe version of The Ryder Cup.    

Included in the acquisition are two prime 
waterfront hotel and villa development 

sites totalling 8162sqm with approvals 
in place for up to 400 resort rooms and 
29 permanent residences to be situated 
adjacent to the golf course and private 
canals of Hope Island Resort.

The hotel may integrate with the existing 
clubhouse to utilise function rooms, 
restaurants, lobbies and full line kitchens.

Chairman of Golden Horse Nine Dragon 
Lake Holdings, Feng Di, says he is excited 
about his company’s entry into the 
Australian golf market. He says construction 

of an upmarket hotel adjacent to the 
Links Hope Island clubhouse is being 
contemplated “in the not too distant future”.  

To attract more members to Links Hope 
Island a new non-equity membership 
category has been released. Priced at just 
$3500 per year, the membership provides 
seven-day course access and entry into all 
member competitions and Honour Board 
events.

Executive general manager Mark Holland 
says the new membership category has 
plenty to offer.

 “The offering demonstrates our 
commitment to a strong membership base 
and we are confident with the calibre of our 
course, clubhouse and quality operation that 
it will be well received in the local market 
place,” Holland says.

“An added benefit for new members is 
complimentary access at our sister course, 
Noosa Springs Golf & Country Club.”     

Links Hope Island is offering membership 
without joining fees, entitling members to 
seven-day course access. 

To find out more about Links Hope Island 
Membership contact 07 5530 9000 or email 
mark.weir@linkshopeisland.com.au 

www.linkshopeisland.com.au 

lINks sET TO BlOssOm

http://www.linkshopeisland.com.au
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A RANGE OF CORPORATE ENTERTAINMENT OPTIONS  
NOW ON SALE FOR BRISBANE INTERNATIONAL

For more information, please call 07 3120 7933 or email michael.murphy@tennis.com.au.

4-11 JAN 2015 
QUEENSLAND TENNIS CENTRE  

brisbaneinternational.com.au

THE BRISBANE International will be in full 
swing again early January with a stellar line-
up of global superstars.

 Tournament director and CEO of Tennis 
Queensland, Cameron Pearson, says the 
event has gone from strength to strength 
over the years thanks to the attraction of big 
names and a great sporting atmosphere at 
the Pat Rafter Arena.

 A variety of top-seeded players have 
signed on to play the week-long tournament 
including 17-time Grand Slam champion 
Roger Federer (pictured right), Maria 
Sharapova and Kei Nishikori, as well 
as Australians Samantha Stosur and 
Lleyton Hewitt, who is also the defending 
tournament champion. 

“The players are global superstars – Maria 
is the highest paid and most visible female 
sportswoman arguably of all time, and it 
goes without saying that Roger is one of the 
greatest athletes of all time,” says Pearson.

“Brisbane International has a true 
international flavour from our player’s right 
through to our partnerships and corporates, 
and is certainly a global event, reaching 
more than 70 countries and many more 
broadcasters on top of that.”

sTaRs lINE UP FOR BRIsBaNE INTERNaTIONal
Pearson says the prestige branding of 

the tournament is being amplified each 
year, aided by Emirates coming on board 
as a multi-year sponsor of the Australian 
Open series, which includes the Brisbane 
International.

“We have support from a number of high-
end global brands including Emirates, SAP 
and Volkswagen, and are also backed by 
great national brands like Suncorp,” he 
says.

 The branding aligns with the corporate 
packages on offer, which Pearson says 
appeal each year to a range of small 
and large businesses across south-east 
Queensland.

“We have a number of corporate offerings 
available within Pat Rafter Arena, from 
our top-level fully catered indoor suites, 
premium baseline seats, and the always 
popular courtside boxes,” says Pearson.

“The benefits of being in these sections are 
far-reaching and tailored to the guests.

“They have the opportunity to get closer 
to on-court action, can gain entry into areas 
such as the corporate bar that general 
patrons don’t have access to, and also have 
access to many different catering options 

provided by our long-time partner O’Brien 
Catering Group.”

Pearson says the time of year consistently 
works in the tournament’s favour and further 
promotes a festive spirit by falling in the 
business off-season.

“From what we’ve seen, the time of year 
is great for businesses to host clients as 
most are taking a break, or at least not in full 
charge,” he says.

“It’s the perfect time to bring in customers, 
suppliers and anyone affiliated with the 
business as everyone is in a relaxed mood 
and the offerings really complement that.”

The Brisbane International runs from 
January 4 until January 11 at the 
Queensland Tennis Centre.

http://brisbaneinternational.com.au
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The 2014 Brisbane Young 
Entrepreneur Awards were 
held at Customs House 
on November 21 for 200 
business-minded young 
professionals. 

Craig Mason & Jeremy Streten Meighan Hetherington  
& Katrina Hetherington

Jonathon Welch, Deborah Welch, Jennie-Lee Schloffer & Ben Doolan

Shannah & Ben Bradshaw Jake Phillpot & Luke Swenson

Josh Smith, Gayle Williams, Meg Boyd, Bec Roy, James Cominos, Craig Harrison,  
Andre Holmes, Michelle Burton, John Knight & Joe Scuderi

Stuart Robertson, Jessica Russ & Luke Halabi



http://business.gov.au


TELSTRA BUSINESS CENTRE MILTON 
IS THE PROUD SPONSOR OF THE
2014 YOUNG ENTREPRENEUR AWARDS 
Over the years we have been honoured to support 
Brisbane’s next generation of ambitious leaders 
through Business News Publication’s Young 
Entrepreneur Awards. 

Congratulations to all the 2014 nominees and 
finalists for their outstanding contribution to 
Brisbane. 

Visit us today at Telstra Business Centre Milton for all 
your telecommunication needs. 

Telstra Business Centre Milton
349 Coronation Drive, Milton
P: 1300 132 143
E: connect@tbcmilton.com.au
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