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Public relations is a highly effective marketing avenue, whether you are growing 

a product, service, brand or event. In its simplest form, public relations 

communicates influential messages to target audiences through avenues  

such as the media, digital channels, social media, events, the community, and 

other stakeholders. 

A well-planned and well-executed public relations program creates more 

credibility than advertising, increases awareness and generates leads. It also 

often allows for two-way communication between an organisation, its customer 

targets and its stakeholders. 

The public relations consultancy you choose is an important decision. Experience 

in your industry, a track record of results, and strong industry contacts are 

important criteria to look for. 

The Ideas Suite has delivered strong results in areas such as e-commerce, property, 

finance, professional services, entertainment, publishing, home products, and 

health 

and wellness. We have carried out public relations programs in: 

 

• E-commerce

• Food

• Professional services

• Finance (mortgages, credit cards, superannuation, insurance)

• Property and real estate

• Health and wellness

• Gadgets and home products

• Children’s products

• Not-for-profit campaigns

This document outlines our approach, our experience and results, and the 

resources we have available to you. We look forward to the possibility of 

developing a PR program for your brand. 

DR MARY CASEY,
CASEY CENTRE

INTRODUCTION

ONE OF  
MY BEST  
DECISIONS  
SO FAR…  
I’M A VERY  
SATISFIED  
CUSTOMER.



The Ideas Suite is committed to not only communicating to your target audience 

on your behalf, but in a way that seeks to improve your bottom line. To meet this 

commitment, we ensure that the results we work towards are aligned with your 

business objectives. 

We understand that many companies seek public relations to: 

 • cement their credibility among their target markets

 • communicate their point of difference from competitors

 • create or raise awareness of their products, services or brand name

 • improve their image among their target markets

 • engage their audiences through social media and promotions

 • communicate changes within their businesses

 • generate sales leads.

Knowing this, we work closely with our clients from our very first meeting, firstly 

to fine-tune the agreed objectives, then to identify targets and expected results, 

design the plan, and set evaluation tools in place. We meet with clients regularly 

throughout the PR program to review strategies and assess results.
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OUR 
COMMITMENT 
TO YOU

COLIN FABIG,  
CHAIRMAN, LIVINGSOCIAL

JULIA AND HER  
TEAM ARE VERY  
COMMITTED AND  
PASSIONATE  
AND HAVE  
ACHIEVED  
CONSISTENT  
RESULTS FOR US  
MONTH ON  
MONTH.



THE IDEAS SUITE CREDENTIALS AND CAPABILITIES STATEMENT + 05

R e a l  E s t a t e
RAP TNERSSTARR

OUR CLIENTS



Our clients have come to depend on our structured approach to developing 

public relations proposals and plans, as well as our implementation, reporting 

and evaluation processes. 

ANALYSING YOUR PR NEEDS

One of our strengths is translating business problems into specific public relations 

objectives and briefs. We are approached by numerous companies without a 

public relations brief, yet with clear PR needs. 

The first step is to analyse the following:

 • Who are your competitors and how are they marketing?

 • What are your points of difference?

 • What are the marketing challenges and opportunities in your industry? 

 • What are your business goals?

 • Who are your target markets?

 • What do you want to say to them?

 • What do you want them to do?

We then develop a tailored proposal that conveys our understanding of your 

business goals, your PR objectives and needs, who we will communicate to on 

your behalf, our strategic approach, budget and evaluation options. Our proposal 

also suggests solutions to the following:

 

 • How do we influence your target markets?

 • Through which avenues do we influence them?
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OUR APPROACH

INDENTIFY
MARKETS &
PR NEEDS

INDENTIFY
BUSINESS
PROBLEM

PRESENT 
PR

PROPOSAL

ASSEMBLE 
TEAM

PRESENT
PR 

PLAN

ESTABLISH 
REPORTING
PROCESS

CAMERON CRAIG, 
WHISTLEOUT

THE  
IDEAS SUITE  
HAVE BEEN  
LIKE THE LEAD 
BLOODHOUND  
IN A FOX HUNT….  
WE’D  
RECOMMEND  
THEM.



Once you appoint The Ideas Suite, we develop a tailored public relations plan 

(or strategy). A good PR plan is vital, as the more careful the planning, the greater 

the PR results. (See ‘Your public relations plan’ below)

We assemble your consulting team – normally an Account Director (strategy) and 

an Account Manager (implementation). Depending on your needs, additional 

specialist consultants – such as an issues & crisis manager, social media manager 

or events manager – may be required.

At this stage, we also agree on communication processes between ourselves 

and you throughout the PR. 

The Ideas Suite’s PR planning process is explained below.

YOUR PUBLIC RELATIONS PLAN

Where are you now?

If required, to gain an understanding of where your business is right now, the first 

step is to analyse your brand’s history, product/service offerings and marketing 

activities. We then identify your strengths, weaknesses, opportunities and threats 

in relation to your competitors.
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UNDERSTANDING
THE MARKET
RESEARCH

WHERE ARE 
YOU NOW?

IDENTIFYING
YOUR 

AUDIENCE

DEVELOPING
YOUR

MESSAGES

COMMUNICATING
YOUR NEWS

IDENTIFYING
YOUR PR
AVENUES

EVALUATION REPORTING

JOT LYNAS,  
MD, UNLEASHED TRAVEL

THE TEAM  
HAS ALWAYS  
DELIVERED WHAT  
THEY SET OUT  
TO ACHIEVE.

OUR APPROACH



Understanding the market

We analyse your competitors’ marketing activity, and the challenges in the 

environment in which we’re marketing your brand. We explore opportunities  

with the assets available within your organisation.. 

Identifying your audience

We may segment your target markets. This helps us to identify your PR avenues 

(see next step). 

Identifying your PR avenues

The PR avenues we agree on depend on your expected outcomes, budget and 

timelines. While media and social media are common avenues, we may also 

include avenues such as events, speaking engagements, partnerships with 

third-party organisations or community consultation.

For larger campaigns, we also develop a “big idea” – a creative campaign idea 

that wraps the message and drives it home. 

Developing your messages

In consultation with you, we develop key messages for media interviews, your 

company profile, personal profiles, backgrounders, and fact sheets. Should it be 

a need, we offer media training for your organisation’s media spokesperson. 

Implementation: Communicating your news

We begin communicating your news through the agreed PR avenues. We provide 

regular and consistent feedback throughout, and follow a stringent approval 

process before sending any material out to your audiences.

Reporting

To ensure clarity and transparency, we communicate with you through regular 

PR Activity Reports, meetings, phone calls and emails. 

If running a media campaign, we email you media clippings the day they arrive 

via our third party media monitoring agency. These are then collated and 

analysed in your media reports.

Evaluation

The evaluation tools are decided between ourselves and you. These may include 

surveys with your target markets, readership/audience and advertising figures for 

media campaigns and engagement statistics for social media campaigns. 
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OUR APPROACH

JONATHAN BARRATT,  
MD, CELSIUSPRO.

THE CAMPAIGNS  
WERE SHORT,  
SWEET AND  
WELL PLACED  
IN MAINSTREAM  
MEDIA.



While The Ideas Suite is a boutique consultancy, we provide the full communication 

service through our network of reliable specialists. To give our clients the best 

possible service in areas such as issues and crisis management, government 

relations and experiential, we have forged close relationships with external senior 

consultants who specialise only in these services.

Media relations

Our consultants have strong relationships with media. We are proactive and 

ensure your brand receives media exposure regularly in the right media outlets.

Media training 

We provide one-on-one media training in preparation for interviews, from the 

length of your answers to how to answer a contentious question with ease.

Copywriting

We are copywriting specialists. We write for websites, brochures, intranet sites, 

magazines, newsletters and product packaging.

Social media/micromedia

We build trust and engagement between you and your audiences through 

Facebook, Instagram, LinkedIn, Pinterest, blogs, videos and podcasts.
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OUR CAPABILITIES

MEDIA SOCIAL
MEDIA

STAKEHOLDER
COMMUNICATIONS

EVENTS

MEDIA EXPOSURE & MEDIA
MANAGEMENT

MEDIA TRAINING

ISSUES & CRISIS
MANAGEMENT

FACEBOOK &
INSTAGRAM

LINKEDIN

COMPETITIONS &
PROMOTIONS

EMAIL CAMPAIGNS

STAKEHOLDER
ANNOUNCEMENTS  

ISSUES & CRISIS
MANAGEMENT

COPYWRITING

CUSTOMER
PROMOTIONS

SPEAKING
ENGAGEMENTS

MEDIA
LAUNCHES

KEVIN YOUNG, 
 THE INVESTORS CLUB

THE RESULTS  
IN JUST SIX  
MONTHS OF  
PR HAVE  
BEEN TRULY  
IMPRESSIVE.



Events

Product launches, business breakfasts, speaking events and conferences.

Promotions

We can incorporate promotional events, product sampling and giveaways into 

our campaigns to increase audience loyalty to your brand.

Stakeholder announcements

We can design and implement communications strategies to help you strengthen 

your relationship with your stakeholders – from employees to customers.

Issues and crisis management

Every brand must be prepared for issues that may inflate into a crisis. We help diffuse 

potentially negative media coverage, and we develop communications for your 

stakeholders (employees, suppliers, customers, shareholders) that help to put your 

most important people at ease.

Additional services

We have close alliances in design, marketing, advertising and publishing, 

enabling us to deliver creative ads, advertorials, direct mail, and  

publishing services.
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OUR CAPABILITIES

KENELM TONKIN, 
TONKIN CORPORATION

I GAVE  
THE IDEAS SUITE  
A VERY SPECIFIC PR 
BRIEF AND  
THEY DELIVERED  
ABOVE MY 
EXPECTATIONS  
WITHIN A  
SHORT TIME  
FRAME.
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YOUR PR TEAM

JULIA NEKICH, PRINCIPAL

Julia was a PR consultant, advertising copywriter, journalist, corporate writer, 

and book editor over more than a decade before establishing The Ideas Suite in 

2007. She has helped produce books by well-known Australians such as Paul 

Keating, and reported for leading media such as Sydney Morning Herald, Sunday 

Telegraph, Belle and Vogue Living. At The Ideas Suite, Julia has built a portfolio 

of internet, B2B and consumer brands, both local and international.

EVE HANKS, SENIOR PR CONSULTANT

Eve has a strong background in corporate and consumer PR and event 

management, with 10 years’ experience. She was a journalist for many years 

with mass media consumer magazines and major newspapers, including The 

Australian. She helped run the PR program for Surf Lifesaving NSW, and ran the 

highest achieving PR campaigns internationally during her four-year tenure as 

Australia and New Zealand PR manager for Pandora.

VASINEE JORDAN, SENIOR PR CONSULTANT

Vasinee has more than 15 years’ experience in PR, including for Prime Television, 

Movie Network Channel, Nikelodeon, and Commercial Radio Australia. Vasinee 

has developed and delivered highly successful PR campaigns that have achieved 

more than $20m in PR coverage over campaign periods.

ALANNAH GREEN, SENIOR ACCOUNT MANAGER

Alannah has four years’ experience in PR, including for global brands Turner 

Broadcasting, CNN, MTV and Sony Pictures Television. She has strong skill sets 

in media coverage, social media growth, events and direct email marketing.

SARAH LAING, ACCOUNT EXECUTIVE

We only use the best PR graduates, and Sarah graduated from the University of 

Technology with a Bachelor of Communication, where she achieved a distinction 

average. Sarah assists in securing outstanding coverage for our clients, carries 

out our media monitoring and research, and compiles our reports.

Julia Nekich, Principal

DENYSE MCDONALD, 
PARTYLITE AUSTRALIA

I’M LOOKING 
FORWARD 
TO FUTURE 
CAMPAIGNS 
WITH THE IDEAS 
SUITE AND EVEN 
BROADER BRAND 
EXPOSURE.



Commitment to excellence

Our team is highly motivated, energetic and enthusiastic about any campaign we 

undertake. We take pride in our work and the results we achieve for each client.

Highly structured approach

Our structured PR approach, detailed in this document, ensures you know 

exactly what to expect, from initial meetings through to the evaluation.

Value for money

Not only are our services cost-effective, we also focus on delivering impressive 

ROIs. We agree on fees upfront with you, and obtain your approval on costs 

before carrying out any additional services.

Realistic about outcomes

We only take on PR projects when we know we can achieve results – and we 

never promise what we can’t deliver. We agree on our evaluation tools with you, 

and are clear and realistic in expectations about results.

Personal service

As a boutique agency, we deliver a personalised service. The consultants you 

meet in initial briefings are the consultants who work with you throughout the PR. 

Regular communication and feedback

Our reporting process ensures you are updated regularly about activities and 

results. This includes regular PR Activity Reports and Evaluation reports.

Detail oriented

We are highly organised and detail-focused. We ensure key messages, 

databases, media kits and run sheets are checked thoroughly. 

Confidentiality

We respect your confidential information. All sensitive information is stored safely 

and destroyed or returned to you at the completion of each PR program.
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BENEFITS 
OF DEALING 
WITH US

SIMON BOULTON, DIRECTOR, 
AEQUALIS CONSULTING

BOTH THE  
VOLUME AND  
PROFILE OF THE  
“MEDIA HITS”  
HAVE BEEN  
FANTASTIC.



HERBALIFE

Herbalife is a global nutrition 

company that offers nutrition, weight-

management, energy, sports and 

personal care products and programs 

for consumers  and athletes. The 

Herbalife Family Foundation improves 

the lives of children around the 

world by supporting charities that 

improve children’s nutrition. Herbalife 

commissioned The Ideas Suite to 

promote its annual Herbalife Family 

Foundation Bike Ride – a charitable 

initiative that saw 17 cyclists take part 

in a 40-hour 850km bike ride from 

Geelong to Adelaide and raise funds for 

the Herbalife Family Foundation.

Strategy

To gain media attention, The Ideas Suite 

developed targeted media releases for 

local media outlets, alongside a series 

of case studies of participants who 

were willing to share their powerful, life-

changing stories in the quest for health, 

and empower others to do the same.

Results

Over a 10-week period – including 

Christmas and January - The Ideas 

Suite secured 28 media stories across 

broadcast, print and online, a repeat 

audience of over 5.9 million. Highlight 

results include the Herald Sun and 

PerthNow, and event coverage by 

Channel 7 News in Adelaide.
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CASE STUDIES

RUBBISH REIGNITES A CYCLE OF PASSION 
CATHERINE LAMBERTA CHANCE discovery on the 

side of the road changed 
Kevin Beale’s life.

The 69-year-old 
landscaper from Torquay had 
a range of health problems 
including high blood 
pressure, arthritis, poor 
digestion and fatigue.

But two years ago during a
Queensland holiday, his life 
began to change.

“I just happened to find an
old bike on the side of the 

road with some old rubbish 
and it looked to be in good 
condition so I picked it up 
and started riding after I 
changed its lady seat,” Mr 
Beale (above) said.

“One day I realised I had
ridden 30km from Moreton 
Bay to Wellington Point in 
Queensland and thought I 
was really on to something. 
I’d bought a very expensive 

bike in Melbourne eight 
years earlier but couldn’t 
even ride 12km without 
feeling dead on my feet.”

He left the scrap bike in 
Queensland and when he 
returned home he got his old 
bike out and started riding it 
again, gradually losing 10kg.

“For the first time in many
years I actually started 
jumping out of bed in the 
mornings,” he said.

Last January he rode 

850km to Adelaide and he is 
about to do it again.

The long ride from 
Geelong to Adelaide will 
raise money for the Herbalife 
Family Foundation, which 
partners with the Melbourne 
Lighthouse Foundation and 
the Infants’ Home in Sydney.

Last year’s marathon cycle
raised $100,000 and Mr 
Beale hopes to repeat his 
success on this year’s ride, 
which begins tomorrow.
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MENULOG

Menulog is Australia’s largest online 

and mobile takeaway website, with 40 

million meals ordered in Australia and 

110,000 customer reviews since it was 

established in 2009. With more than 

5000 participating restaurants offering 

more than 130 different cuisines and 

over 16,000 special offers at any given 

time, Menulog also offers Australia’s 

most comprehensive range of meal 

options on a single platform.

Strategy

Menulog commissioned The Ideas Suite 

to boost the brand’s profile, service 

offering and benefits in print and online 

media. The Ideas Suite created a 

bespoke and proactive media strategy 

that centred on results and media 

relations building to secure consistent 

coverage in targeted media titles.

Results

In just four months, The Ideas Suite 

secured 161 print and online media 

placements, reaching a (repeat) 

audience of more than 23.5 million. Key 

media outlets included Good Food, The 

Australian, The Daily Mail, The Age, 

Elle, The Australian Women’s Weekly, 

The Canberra Times, The Sydney 

Morning Herald and major metro papers 

Australia-wide.
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CASE STUDIES



NABO

Nabo is Australia’s largest 

neighbourhood social network that 

enables local residents, community 

organisations and groups to instantly 

and directly connect online with people 

in their communities. Nabo is funded 

by Westpac’s Reinventure Group and 

Seven Network, and aims to build 

better, safer and healthier communities.

Strategy

The Ideas Suite developed a six month 

PR program that involved launching 

NABO into the public sphere via the 

media and generating awareness and 

buzz about its benefits and growth. 

The PR program involved a four-tiered 

approach focussing on proactive 

media relations building, story seeding 

through data-driven content, key 

leadership profiling and Nabo’s growth 

story through funding and third-party 

partnerships.

Results

The Ideas Suite specialises in firmly 

placing new and innovative internet 

brands on the media radar. Within six 

months, The Ideas Suite secured 121 

media placements across print, online, 

radio and TV, reaching an audience 

of more than 10.6 million. Highlight 

coverage includes TV spokesperson 

appearances on Channel 7, Channel 

9 and Sky News; a feature story 

syndicated nationally across the Fairfax 

and News Corp network, and radio 

interviews the likes of 2UE, ABC Radio 

and 4BC.
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CASE STUDIES

 
 
 

 

 



REDBALLOON

RedBalloon is Australia’s most 

recognised online experience 

retailer, selling more than 2.5 million 

experiences since it was established in 

2001. Today it offers more than 3000 

unique experiences from more than 

1000 providers across Australia and 

New Zealand.

Strategy

Already a high profile Australian brand, 

RedBalloon engaged The Ideas Suite 

to build its ‘happiness’ brand equity 

across its customers, stakeholders 

and the community - as well as to 

build its corporate credibility. The Ideas 

Suite maximised media coverage of 

RedBalloon experiences around key 

gifting occasions, strengthened public 

perception of the current CEO, boosted 

awareness of RedBalloon as a pioneer 

in its field, and boosted broadcast 

media. Our aim was to take the brand 

to the next level in the media and deliver 

a constant flow of targeted, national 

results.

Results

Over eight months, The Ideas Suite 

secured 130 media placements 

across print, TV, radio and online 

outlets, reaching 28.3 million (repeat) 

Australians. Highlight coverage 

includes: Ch 9 and ABC TV, Qantas 

Inflight Radio, The Australian Women’s 

Weekly; regular monthly coverage 

in national and state metropolitan 

newspapers; and product placement in 

consumer lifestyle media.
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CASE STUDIES

 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 

 

 



TRUELOCAL

TrueLocal is a trusted Australian local 

business directory and review platform   

providing millions of Australians with 

access to local business listings and 

reviews Australia-wide. TrueLocal is 

owned by Sensis, Australia’s largest 

online marketing services company.

Strategy

TrueLocal engaged The Ideas Suite after 

a competitive PR pitch. With the aim 

of positioning TrueLocal as the go-to 

business directory to search, rate and 

review business listings, The Ideas Suite 

developed a media liaison program 

that aimed to boost TrueLocal’s brand 

benefits in the media.

Results

Over a 12-month period, The Ideas 

Suite secured over 160 media stories 

in national and state media outlets, 

achieving a (repeat) audience reach 

of 25.5 million across print and online 

titles. These included feature stories 

in tier-one media such as NewsCorp’s 

MoneyHQ, The Herald Sun, Yahoo!7 

Finance, The Sydney Morning Herald, 

The Age and WA Today. With a focus 

on small business media and local 

media, The Ideas Suite also secured 

publications including The Fairfield 

Champion, Penrith Press and Gold 

Coast Bulletin, and lifestyle and trade 

publications.
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COMPARETHEMARKET.COM.AU

Comparethemarket.com.au is 

Australia’s most recognised comparison 

website, comparing more than 100 

brands across insurance, home loans, 

energy and petrol. It’s a completely 

free service enabling Australians to 

make purchasing decisions with greater 

knowledge, confidence and savings. 

Strategy

The Ideas Suite was briefed to help 

grow the Comparethemarket.com.au

brand in the Australian media 

landscape, to drive website traffic 

and comparisons and to boost 

SEO. The Ideas Suite used data 

from Comparethemarket.com.au 

to establish the brand as a thought 

leader, generating creative story angles, 

educating consumers and securing 

stand-alone stories in major personal 

finance print and online media. Creating 

a strong television presence through 

brand spokespeople was also an 

objective. 

Results

In the first three months alone, The 

Ideas Suite generated 92 media stories, 

including 11 major television pieces. 

Highlight coverage included Channel 

Nine News, Today, Network 10 News, 

Channel 7 News, The Australian,

news.com.au, Sydney Morning Herald, 

and The Daily Telegraph. Coverage 

reached a (repeat) audience of 26.6 

million.
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LIVINGSOCIAL
LivingSocial is the leading group 
buying company in Australia, with 
2m+ email members, 730,000+ 
Facebook fans, and 1m+ web visitors 
per week. LivingSocial provides up to 
90 per cent off the best handpicked 
experiences in local communities. For 
businesses, they provide thousands 
of guaranteed new customers at 
no risk or upfront cost. LivingSocial 
Escapes and LivingSocial Families 
provide unforgettable travel and 
family experiences, respectively, 
at unbeatable value. 

Strategy
The Ideas Suite has focussed on 
generating media coverage of the 
growing online coupon industry in 
Australia, alongside the growth of 
LivingSocial. Story angles also included 
the massive savings that consumers 
enjoyed. Both consumer, business  
and investor media were targeted.

Results
More than 180 stories were generated 
across TV, radio, print and online, 
including Today Tonight, Daily 
Telegraph, news.com.au, Australian 
Financial Review, Sydney Morning 
Herald, Sunday Telegraph, The Age, 
Women’s Weekly, NineMSN and ABC 
Perth. The coverage reached more than 
$920,000 in advertising value and an 
audience of more than 55 million.
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FINDER.COM.AU
finder.com.au is Australia’s leading 
financial comparison website, 
helping 5 million Australians save 
time and make informed decisions 
on credit cards, home loans and 
life insurance plans since its launch 
in 2006. One visitor every five 
minutes uses Finder.com.au or 
sister sites Creditcardfinder.com.
au, Personalloanfinder.com.au, 
Savingsaccountfinder.com.au,  
and Lifeinsurancefinder.com.au 

Strategy
Finder.com.au approached The Ideas 
Suite to boost its share of voice in  
the media and traffic to its sites. The  
Ideas Suite developed creative lifestyle 
-focussed story ideas that would 
resonate, and create an emotional 
connection with, audiences and 
generate large, stand-alone stories in 
major consumer and personal-finance 
media. Online media coverage was the 
focus, with hyperlinked URLs to help 
drive website traffic.

Results
In the first three months, The Ideas 
Suite generated 199 media stories, 
more than 80% of which were stand-
alone stories. Our stories appeared 
in BRW, news.com.au, smh.com.au, 
theage.com.au, Sky News, Money 
Magazine, Yahoo!7 and NineMSN. 
Coverage reached an audience of  
9.4 million (includes repeat audience).
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SAI GLOBAL
Lead certification brand SAI Global 
(ASX: SAI) helps organisations 
manage risk, achieve compliance and 
drive business improvement through 
delivering standards, regulatory 
and legislative information, training 
around food safety and management 
systems, and assurance through 
audit and certification against 
standards. Companies certified 
through SAI Global are able to 
display the highly credible ‘Five 
Ticks’ Standards mark. 

Strategy
SAI Global approached The Ideas Suite 
to drive traffic to its 20th Australian 
HACCP Conference, and drive entries 
to its HACCP Awards program. In the 
lead up to the event, The Ideas Suite 
showcased key event speakers and 
awards finalists in major media. Post-
event, award winners were promoted 
in the media to encourage award 
submissions in the following year.

Results
In the three-month campaign, The 
Ideas Suite generated 168 media 
stories, including in BRW, news.com.
au, smh.com.au, theage.com.au, Sky 
News, Money Magazine, Yahoo!7 and 
NineMSN. Key food trade media also 
attended the event. Coverage reached 
an audience of 9.8 million (includes 
repeat audience).
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More food for thought needed

T
■ John Hartley

T
he world is facing a

disastrous food and

water crisis by 2050

unless key countries

such as Australia act

urgently and rethink

their food policies. 

As part of Australia’s strategy,

incorporated in the Federal

Government’s recently released

National Food Plan, there are high

hopes of turning northern

Australia into a food bowl for

Asia. 

But the question is, how

realistic is it to rely on increasing

food production in the fragile

eco-system of WA’s North West

and other northern regions to feed

a burgeoning population in Asia.

It can be argued that the

combination of area, location and

water means the northern region

has the potential to produce much

more food than has been the case.

But though there is every

possibility that northern

Australia could produce more

food, ultimately it cannot become

a food bowl for billions of people. 

We urgently need a properly

researched analysis of the

northern land’s agricultural

potential, the challenges

presented by its soil, and how

much water is actually available

for food production.

Meanwhile, the looming food

crisis is being fuelled by a rapidly

growing population, increasing

demand for fresh water and a

shortage of arable land.

If we do not take action to avoid

it, besides the humanitarian

considerations of failing to meet

considerations of failing to meet

our responsibilities, Australia

may face a refugee crisis that is

much worse than the present

situation as desperate people leave

their homes in search of places

which can provide food and water. 

The global population is

forecast to increase 35-40 per cent

by 2050; by 2030 we will need 40 per

cent more fresh water; and by 2050

a third of the world’s population is

expected to live in deserts.

Already about 25 per cent of the

Earth’s land is so degraded that

food cannot grow on it.

The Federal Government’s food

plan, announced recently by

Agriculture Minister Joe Ludwig,

and welcomed by farmers, will

provide money for research into

ways to expand food exports into

Asia and strengthen trade ties.

But the plan has come under

fire from conservationists and

others who point to lessons not

learnt from the long history of

land and water mismanagement

in this country which has led, for

instance, to huge problems with

the Murray-Darling Basin river

system and the subsequent cost of

billions to taxpayers.

There has also been criticism of

what is seen as inadequate

funding and research, an

overregulated process and

minimal planning to deliver many

of the proposed outcomes. 

Northern Australian soils are

ancient and leached, and although

water is plentiful in parts, it is

seasonal and not necessarily

available when and where

required. There are also the

required. There are also the

environmental issues,

infrastructure, governance,

ownership and lack of relevant

research to consider.

On the positive side of the

national plan, issuing a statement

that results in greater awareness

of the extent and opportunities of

our agricultural and pastoral

sectors, including the need to

develop new markets and to

increase production, could help

ensure the food security of future

generations. 

And the concept of a special

northern economic zone has

drawn support as a means to

attract much-needed investment.

It also brought opposition on the

basis that it would involve setting

up yet another political entity that

would require changing elements

of national governance as well as

that of two States and a Territory.

There has been a long debate on

whether northern Australia can

or should be exploited to produce

more food. But we live in a

changing world and too often we

do not consider what is happening

now and may change in the future.

Four issues that were generally

not considered in the past are now

likely to influence judgments on

the viability of the northern food

bowl concept, or at least cause

them to be reviewed. 

First, there is an increasing

acceptance that nationally,

regionally and globally, the

demand for food is likely to

outstrip its production. Australia

exports food for about 40 million
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Food industry onnotice as allergies rise
JORDANNA SCHRIEVER

HEALTH REPORTER
FOOD producers and the
food service industry must
consider the growing rate
of food allergies in Austra-
lia, a leading allergy action
group says.
Allergy and Anaphylaxis

Australia president Maria
Said said one in 10 Austra-
lian infants now has a food
allergy, but this growth was
not recognised by food
manufacturers.
Most food allergies are

outgrown, but 6 per cent of
children and about 2 per

children and about 2 per
cent of adults continue to
livewith them. And the rate
is expected to rise.
‘‘Our goal is for all in-

gredient labels to provide
reliable and consistent
sources of information, and
for food service staff to
understand the process
when preparing food,’’ Ms
Said said.
‘‘We feel there is still a

lot of education required to
instruct businesses on how
to limit consumer risk.’’
She said misunderstand-

ing still surrounded food

ing still surrounded food
allergies. ‘‘I think people
are more aware of allergies,
but there are certainly
sceptics out there.’’
The most common

allergies among young chil-
dren include cows milk and
raw eggs, but nut allergies
were the most severe.
Hospital admissions for

severe allergic reactions
have doubled over the last
decade in Australia, the US
and the UK.
Ms Said will speak about

challenges the food indus-
try faces due to rising al-

try faces due to rising al-
lergy rates at the 20th Aus-
tralian HACCP food safety
Conference in August.
A new study, released

today, has found that the
severity of the skin condi-
tion eczema was linked to
the level of sensitivity to
common food allergens.
Stepney dad PJ Taylor

said his sons James, 4, and
Zachary, 18months, had not
developed food allergies.
‘‘It is a relief that they

don’t have any,’’ he said.

FORTUNATE: James, 4, has not developed any allergies, unlike many children his age. Picture: CALUM ROBERTSON
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UNLEASHED TRAVEL
Unleashed Travel specialises in 
overseas group travel packages 
for school leavers looking for 
the ultimate experience in a safe 
environment. Since it was founded 
in 2006, Unleashed Travel has 
researched exotic overseas locations 
and today offers school leavers 
holiday packages in Fiji, Bali, Vanuatu 
and Thailand. Unleashed Travel is 
growing at over 40 per cent year  
on year and has been acknowledged  
as a BRW Fast Starter in 2011  
and 2012.

Strategy
The Ideas Suite created and 
implemented a proactive media 
strategy comprising personal branding 
in business and consumer media for 
CEO Jot Lynas; establishing Unleashed 
as a travel expert on TV; developing 
original research material on Schoolies 
for media placement; media famils; and 
promoting new Unleashed packages. 

Results
In the first three months, The Ideas 
Suite achieved widespread media 
coverage, including interviews on 
Channel 7’s The Morning Show and 
Channel 10’s Breakfast Show, radio 
interviews of 2DayFM’s Hot30, Triple 
M’s Merrick Watts and The Highway 
Patrol, 2GB, 6PR, 4BC, and ABC.  
Print coverage included Daily Telegraph 
and news.com.au, The Age, eTravel 
Blackboard, The Canberra Times, The 
Brisbane Times and The Sun Herald. In 
the first three months, the PR campaign 
reached an audience of just under  
2 million (including repeat audiences), 
an online repeat audience of 15.6 
million and an advertising value of  
over 186,500. 
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WOMO
WOMO (Word of Mouth Online)  
is Australia’s number one and  
award-winning business review 
website, where Australians share 
their experiences of services from 
hair salons and restaurants,  
to dentists and tradespeople, to 
improve their customer service 
experience and empower their peers. 
WOMO is an online forum so popular 
it attracts a customer review every 
5 minutes, adding to its 300,000+ 
reviews daily. It receives 1 million  
hits a month, and it’s estimated 
that 1 in 4 Australians have used 
reviews on WOMO.com.au in the last 
12 months to help them find great 
businesses. WOMO approached  
The Ideas Suite to increase its brand 
recognition in the media.

Strategy
To position WOMO as a thought  
leader in the customer service and 
online review space, and as a brand  
at the coalface of customer sentiment,  
The Ideas Suite developed a 
comprehensive survey which went  
out to WOMO’s reviewer base. The 
results were used to develop strong 
news angles, which were pitched to 
media Australia-wide. Media releases 
sharing WOMO’s customer service 
secrets were also developed and 
pitched, as were success stories of 
businesses listed with WOMO’s  
Happy Customers Program.   

Results
In the first three months, The Ideas 
Suite secured more than 70 media 
stories for WOMO, including Today and 
Sky Business News, News.com.au, 
NineMSN, Yahoo!7, 2GB and 2UE.
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CASEY CENTRE 
Casey Centre is a leading integrated 
health and education service with 
three centres in NSW. Established 
in 1993, Casey Centre comprises 
Nursing Group, a nursing service that 
employs more than 200 nurses and 
carers; Casey College, which offers 
nationally accredited nursing courses 
to more than 500 students every year; 
and Lifestyle Directions Counselling, 
specialising in individual, group and 
workplace counselling. Through 
the Centre, CEO Dr Mary Casey 
(PhD Psychology) also specialises 
in developing and implementing 
programs and products in health 
and education. 

Casey Centre sought a public relations 
program that would raise awareness 
of its services, products and programs 
– across the company’s four divisions.

Results
In the first six months, The Ideas Suite 
secured around 45 media stories, 
including: Sunrise, Today, and The 
Morning Show TV interviews with 
Dr Mary Casey 12 radio interviews 
in Sydney, Melbourne, Adelaide, 
Canberra and Victoria; and 20 bylined 
articles including Canberra Times, 
Sydney Morning Herald and The Age.

During this time, the PR campaign 
reached an audience of more than 
6 million, and generated media 
coverage of more than $485,000 in 
value. Dr Casey now appears regularly 
on Channel Seven’s The Morning Show.
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CHRIS GRAY, EMPIRE

Chris Gray is a property investor, 

educator and CEO of property portfolio 

company Empire. Chris enlisted The 

Ideas Suite to raise his profile and 

increase awareness of Empire through 

an ongoing media campaign. 

Strategy

The Ideas Suite leveraged Chris’s 

expertise by securing regular features 

and news stories in media, locked in TV 

appearances, promoted Chris’s books, 

and secured speaking opportunities.

Results

Media coverage includes Sky Business 

News, A Current Affair, Sunday 

Telegraph, Sun-Herald, The Age, and 

AFR Smart Investor. The Ideas Suite 

formed relationships between Empire 

and industry associations such as 

REINSW, and speaking opportunities at 

events such as the Home Buyers Show.

Each quarter, The Ideas Suite 

achieves an impressive ROI. In the 

first three months, $903,500 worth 

of (unmultiplied) advertising value 

was achieved, and nearly 8,500,000 

audiences were reached. Highlight 

achievements that The Ideas Suite 

secured for Chris Gray include 

his own TV show on Sky Business 

News Channel Friday nights, and 

a role as Financial Judge over an 

entire season on Channel Ten’s  

The Renovators.
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properties I couldn’t afford, so I
couldn’t stand the one-bedroom unit
that everyone else was looking at but a
nice three-bedroom house with
polished floors close to the city was
something just up my street. When I
looked at what I wanted, it was then
just a case of working out how to pay
for it. What I worked out was that a
three-bedroom house was cheaper
than a one-bedroom unit – the reason
being that if you could get a three-
bedroom house and you get two of
your friends renting off you, in the UK
the rents used to be about 11 or 12 per
cent in those days, that would actually
pay the majority of your mortgage.

I ended up buying a property for
200,000 (pounds) that was worth
250,000, so I made 50 grand overnight,
which was probably two years’ salary,
and I ended up living in a place that I

virtually got for nothing. That’s when it started to dawn on
me that there were cleverer ways to do things.

Where does your property portfolio sit now?
I’ve got about a dozen properties worth probably about $9
million. I’ve doubled that in the last six months – it was
around $4.5 million.

Where is most of your portfolio located?
A lot of it’s in Sydney’s eastern suburbs where I live, which is
a very high capital growth area. I’ve still got one up in
Queensland and two in the UK but I’d probably say about
three-quarters of the portfolio’s around the east. I do believe
in diversification but at the same time I believe in specialisa-
tion. I know a lot of the agents around the eastern suburbs
so if I’m buying a $500,000 property I might make $50,000 to
$100,000 within a month of buying it, so that immediate
profit will quite often offset the risk (of not diversifying).

What’s your plan for the next five years?
To keep buying, basically. During 2008 I want to be in the $10
million to $15 million bracket of assets and then from there
starting slowly to reduce my gearing.

In your former career you were on the inside of the
dot.com boom in Australia. What was that like? 
The dot.com time was great. I was actually working for a
dot.com and I bet one to two years’ salary on our share price

going up and I think each cent it rose I got $1000, so I was
initially looking at buying one of those Jeep Wranglers and I
ended up putting the Jeep Wrangler on the share market
instead and ended up walking away with a Ferrari – a cheap
Ferrari but it was still a Ferrari. So I did quite enjoy it – but I
didn’t really sleep for four days.

You could say I do like the share market but it’s so
unpredictable. One of the venture capitalists said to me, ‘No
matter how good the company is, you can’t beat the market’,
so if the market’s going down there’s nothing you can do
about it. And that’s what I don’t like about shares is that you
can’t control them, whereas property you can do a lot more.

And then your company suffered in the bust as well…
(The share price) went from 50 cents and I think I sold out at
$1.25. It then carried on going up to $7.50 and I put some
more money in expecting it to double to $15 and I went
skiing for three weeks and it shot down to about $3 and now
it’s down to about a cent or something. So as well as making
some money I certainly lost some in there as well.

I think whether you’re investing in shares or property
you’ve got to understand that the markets don’t always go

up. Where you do lose money – and I have lost money in
property as well – you’ve got to take it on the chin, you’ve got
to accept it and you’ve just then got to tighten your own
policies and strategies to make sure that you’re aware of a
potential loss next time.

You mentioned you’re recently married. Tell us about
your family.
My wife’s name’s Tanya. We got married in March (2007) in
Australia and then I normally go overseas for a month in
August so we got married over in the UK as well. A baby was
conceived in between those two dates and so is due any
minute as we speak. I’d always said I wanted to be a live-at-
home dad. I don’t mind working a few hours a week but I
certainly don’t want a full-time job, so we’ve just moved in to
a great new house with gym and sauna and pool, so
hopefully I can be at home on the computer or on the phone
but I’ve still got the baby sitting there and I can make the
most of family life. That’s the great thing about property – it’s
passive, so you can take a step back.

You’ve described yourself as a ‘lifestyle junkie’. What
does that mean?
My biggest focus has always been on enjoying life. You only
get one life so you’ve got to do the most with it.

My father worked until he was 65 and when he retired he
carried on working and then died at 68 with a heart attack.
Now, he enjoyed what he did and so if he had his time again
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Who is Chris Gray?
I’m 37 years old, recently married and with a baby virtually
due to drop out any second now. I’m an accountant by trade
and basically started out with a $35,000 inheritance when I
was 22, built it into a $3.5 million portfolio by the time I was
31 and retired from having a full-time career. Over the last
five or six years I’ve been concentrating on investing and I’m
the property expert on MyHome TV on Channel Nine. So
now I work part-time buying properties for me, buying

properties for clients and running seminars and doing some
education classes.

And you grew up in the UK?
I was born in the UK, came here on a backpacking visa at 18
and absolutely loved it. I was deep in debt, had no money
and worked seven days a week, living in a backpackers
hostel, four to a room, but walking down to Manly beach,
there was nothing better. I worked out that even if you’ve got
no money in this country it’s an amazing place.

When did you permanently move to Australia?
I immigrated over here, became a permanent resident and
got my citizenship when I was about 27. I’ve been here for
about 10 years.

How did you get started with property investing?
When I returned from backpacking in Australia… I got so
annoyed with my parents telling me what to do that I
thought I wanted to go out and find my own place. I started
looking at properties and I started falling in love with all the

Chris Gray is an author and
television presenter, as well as
being a self-confessed ‘reformed
accountant’ and ‘lifestyle junkie’.
His life of financial freedom all
started with property investing. 
Matthew Liddy

the interview

Gray’s
I think whether you’re investing in shares
or property you’ve got to understand that

the markets don’t always go up.
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THE INVESTORS CLUB

The Investors Club helps investors build 

property investment portfolios across 

Australia and New Zealand. Since it 

was established in 1994, The Investors 

Club has researched, sourced and sold 

nearly 15,000 properties to more than 

9700 investors. The Club offers many 

services free to its investors, including 

tenant sourcing, property management, 

property research and building 

inspections.

Strategy

In the media, The Ideas Suite’s strategic 

approach is to maximise awareness of 

The Investors Club’s expertise, service 

offerings and results through its investor 

case studies, profiles of its key people, 

and providing property investment 

strategies, property forecasts and 

expert comment. 

Results

With more than 150 media stories in the 

first 6 months of PR, The Investors Club 

has been published widely across print 

and online, and its comments broadcast 

on TV and radio, including two major 

features in The Australian Financial 

Review. Media stories include investor 

profiles in Australian Property Investor, 

Your Money magazine, The Advertiser, 

The Courier Mail and The Sunday 

Times; major broadcast interviews on 

2UE, 2GB, 3AW, ABC, SKY Business 

News and more. Coverage has, to 

date, reached a (repeat) audience of 42 

million, with an equivalent advertising 

value of $900,000.
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CASE STUDIES



ANTHEA CRAWFORD 

One of Australia’s longest-running 

fashion labels, Anthea Crawford has 

been renowned for more than 30 years 

for its exclusively developed digital 

and screen print collections. Targeted 

at professional and mature women, 

Anthea Crawford has 25 stores and 

boutiques across Australia, including in 

David Jones. 

Strategy

The Ideas Suite was briefed to 

conceptualise and implement consumer 

promotions at the MLC Centre store 

to increase foot traffic and sales, and 

boost awareness of the store in the 

Sydney CBD. In its first promotion, The 

Ideas Suite conceptualised an in-store 

celebrity stylist event and fashion show 

free for the Sydney CBD community. 

The Ideas Suite sourced celebrity stylist 

Trish Murray to present her styling tips 

from desk to dinner, with a fashion 

show, a 20% discount on the night, 

free gifts for all guests and catering. 

The Ideas Suite sourced guests, free 

catering and free gifts. 

Results

This was the MLC Centre store’s most 

successful event to date. All seating 

was filled, with standing-room only 

available. Anthea Crawford’s return on 

investment (sales vs event cost) was 

200%, with all attendees also opting in 

to the VIP email list. Ongoing marketing 

opportunities were secured with local 

businesses.
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PAKLITE

Paklite launched in 1961 with Australia’s 

first zippered soft-side luggage. Paklite 

has since remained synonymous with 

innovation, quality and affordability. 

Paklite’s ongoing commitment to 

creating highly durable, lightweight and 

unique luggage for people on the move 

has cemented its position as a leader in 

the travel goods industry.

Strategy

Paklite commissioned The Ideas Suite 

to grow brand awareness through 

traditional media, digital media, 

and social media. The Ideas Suite 

developed and implemented a strategy 

that included celebrity seeding, product 

reviews and promotions in the media, 

blogger reviews and promotions, and 

sampling among key travel journalists. 

The Ideas Suite targeted major travel, 

lifestyle and fashion media to help 

establish Paklite as a premium, leading 

travel goods provider, and promoted the 

new ranges as the most fashionable, 

lightweight and durable on the market.

Results

In the first three months of PR, 

The Ideas Suite secured 40 media 

placements for Paklite’s new lines 

in print and online media. Highlight 

coverage included The Sunday 

Telegraph, The Sun Herald, The Sydney 

Morning Herald and The Australian 

as well as social media coverage by 

celebrities such as Simon Pryce from 

The Wiggles and Kate Johnson, Miss 

Australia. In three months the media 

coverage reached a (repeat) audience 

of 10 million.
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KEZ’S KITCHEN

Starting as a family home-based 

business supplying chocolate-chip 

cookies and other indulgent treats to 

cafes and small gourmet retailers 20 

years ago, Kez’s Kitchen has today 

grown into a leading, premium biscuit, 

cereal and snack brand available in 

Coles, Woolworths, Qantas flights and 

premium cafes.

Strategy

The Ideas Suite was briefed to grow 

brand awareness for Kez’s Kitchen 

through traditional and digital media. 

The Ideas Suite pitched new product 

launches alongside the Kez’s business 

story to major food, health and 

business media. A blogger program – 

including gluten-free bloggers – was 

also implemented alongside the media 

program, to boost product reviews, 

and consumer sampling through 

promotions.

Results

In the first six months of PR, The Ideas 

Suite secured more than 80 media 

stories, including BRW, The Australian 

Financial Review, Taste, Super Food 

Ideas, Woman’s Day, Australian Healthy 

Food Guide, 2UE and 2GB. Our blogger 

program secured unpaid coverage on 

20 blogs. During this period the media 

coverage reached a (repeat) audience 

of more than 7 million. Through the PR 

program, Kez’s Kitchen also developed 

a strong online presence on search 

engines.
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MOBILE EMBRACE 

Mobile Embrace Limited (ASX:MBE) is 

one of the leading integrated mobile 

marketing and m-commerce companies 

in Australia that reaches, engages and 

embraces consumers via mobiles and 

tablets. Mobile Embrace is unique in 

the market in that it provides end-to-

end, integrated and award winning 

mobile marketing, advertising and 

m-commerce services. 

Strategy

The Ideas Suite was briefed to 

grow brand awareness of Mobile 

Embrace’s 4th Screen Advertising 

mobile advertising business among 

advertising agency planners – through 

the media. The Ideas Suite developed 

media releases and pitches specifically 

crafted for niche trade marketing media 

on a continual basis, to successfully 

position the company as a leader 

in contemporary mobile marketing 

and mobile campaigns. Coverage in 

these selected media ensures Mobile 

Embrace’s position in the industry and 

branding are reaching their exact target 

audience.

Results

The Ideas Suite quickly secured strong 

brand recognition for Mobile Embrace 

in marketing media. After five months 

into the PR program 30 media hits were 

secured in the niche trade marketing 

media including regular coverage in 

B&T, AdNews, Campaign Brief and  

Mumbrella – reaching over 150,000 

people in Mobile Embrace’s key 

audience.
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The Ideas Suite has been amazing. As well as going above and beyond the  

brief on many occasions, the team has always delivered on what they set out  

to achieve. Our level of exposure has increased dramatically and their support 

along the way has been outstanding.

Jot Lynas, MD, Unleashed Travel

Prior to engaging The Ideas Suite, we had found it hard going marketing our 

weather certificates as they are new and innovative. The Ideas Suite managed 

to come up with a PR plan that was energetic, topical and allowed for a wider 

acceptance by businesses of the financial risks associated with adverse weather. 

The campaigns where short, sweet, and well placed in mainstream media when 

weather events were newsworthy. This has helped to provide good exposure for 

CelsiusPro and a wider acceptance by businesses on products we offer.

Jonathan Barratt, Chief Economist, CelsiusPro.

The Ideas Suite has built MacroPlan’s national brand status in just six months. 

Their results are quite remarkable.

Brian Haratsis, CEO, MacroPlan Australia

Julia and her team have been fantastic to work with. They are a very committed 

and passionate and have achieved consistent results for us, month on month.

Colin Fabig, Chairman, LivingSocial

The Ideas Suite have been like the lead bloodhound in a fox hunt, faithfully hurtling 

itself over blind stone wall fences when following the scent…barking urgently for 

you to follow, stopping only to sniff if there’s been a change in direction, before 

continuing diligently on the trail to completion. We’d recommend them.

Cameron Craig, Director, WhistleOut
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I partnered with The Ideas Suite because I had seen their work and knew they 

would get results immediately. I have not been disappointed in the least. The 

team has demonstrated how to utilise media relations expertly to reach our target 

audience and generate an overwhelming amount of positive PR exposure. 

The Ideas Suite cares about our results as much as we do. They work extremely 

hard in securing coverage and have consistently exceeded my expectations. 

Above all, the PR has resulted in an unprecedented level of sales. 

I enjoy working with a team that’s fast and nimble, is always available, has an in-

depth understanding of the media, and is consistently professional.

Declan Murphy, CEO, BidMyLoan

I gave The Ideas Suite a very specific PR brief, and they delivered above my 

expectations within a short time frame. I was extremely impressed with the 

standard of media exposure they secured for me, including a regular column in

The Australian Financial Review. Julia and her team were very responsive, 

hardworking, and able to deliver excellent results against tight deadlines. I would 

recommend The Ideas Suite to any company looking for the same results.

Kenelm Tonkin, Chairman, Tonkin Corporation

We selected The Ideas Suite after considering a number of other PR consulting 

firms. Our previous experience of PR consultancies had not been great and, in all 

honesty, we approached the whole thing a little cynically. The Ideas Suite team 

outlined a very transparent plan over 13 weeks – and we have been delighted 

with the results. Both the volume and profile of the “media hits” have been 

fantastic. In the first 13 weeks, we have had two television appearances, a radio 

interview, and dozens of newspaper and magazine stories, including BRW. We 

were pleasantly surprised.

Simon Boulton, Director, Aequalis Consulting

Julia and her team are focused and able to work within our limited budget to 

achieve results in a very quick time frame. In just a few short weeks their efforts 

translated into national media exposure that lifted the company’s profile for both 

our field Consultants as well as the general public.  I’m looking forward to future 

campaigns with The Idea Suite and even broader brand exposure.  

Denyse McDonald, PartyLite Australia
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The results we have seen in just six months of PR have been truly impressive. We 

have seen plenty of new sales leads from our media exposure and are impressed 

with The Ideas Suite for caring not just about our PR but our business too.

Kevin Young, CEO, The Investors Club

I had heard very good things about Julia and The Ideas Suite, and ever 

since deciding to go ahead with their services as of late 2009, we have not 

been disappointed. They have consistently had us published in all types of 

media, whether it be for me personally, or any of my newly listed properties. 

I would highly recommend her to anyone looking for a hardworking PR 

company that does get excellent results.

Costa Charalambous, Principal, Laing+Simmons Coogee/Clovelly

Thoroughness, likeability, organisation, persistent follow-through... and that’s just 

the foundation. The Ideas Suite’s hard work, skills and dedication led to fantastic 

exposure for my book and for wellness coaching, which ultimately led to book 

sales and an increased, positive awareness about my field. I recommend  

The Ideas Suite to anyone who wants to achieve excellent media results.

Fiona Cosgrove, Wellness Coaching Australia

Utilising Julia and The Ideas Suite has been one of my best decisions so far.  

Julia’s professionalism and outcomes have been over and beyond my 

expectations. She skilfully maintains her initial momentum in correspondence, 

communication and results. I’m a very satisfied customer.

Dr Mary Casey, CEO, Casey Centre

Julia got me some amazing results in the first month of hiring her. I saw the 

results immediately on my website and the phone rang within days. I now see 

PR as an essential investment for my business and have got many times the 

return on what I have spent.

Chris Gray, Empire
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For more information about our 
services, or to arrange a free 

consultation, please contact us.

NOTES:

CONTACT   
DETAILS

175 New South Head Road 
Edgecliff NSW 2027

T (+612) 9279 3330
F (+612) 8078 0212

www.theideassuite.com.au 
 

Agency Principal - Julia Nekich
M 0410 796 800

jnekich@theideassuite.com.au


