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SEA Gas

case studies

projects

The communication pipeline
The situation

Elements

The South East Australia Gas (SEA Gas) underground gas pipeline – a
joint venture between International Power, Origin Energy and TXU
Australia - was constructed to transport gas from Port Campbell
in Victoria to Adelaide. The construction area has spanned 680
kilometres with work crossing two States, 13 State and Federal
electorates, 15 Local Government areas, the catchment of several
hundred local, regional and metropolitan media outlets, and more
than 660 properties over a 12-month period. Hughes Public Relations
was appointed by the SEA Gas consortium in the feasibility stage
of the project in 2001 to assist in managing communication with a
broad range of stakeholders, who could impact upon the timely and
cost-effective delivery of this major “fast track” energy infrastructure
project, and to protect the public reputations of the consortium
partners.

Implementation of the communications program consisted of the
following key elements:

Objectives
Key objectives of the communications program included:
• Supporting positive government relations efforts at a local, state and
federal level;
• Supporting the efficient administration of regulatory requirements
through clear and sensitive communication of environmental, cultural
heritage and community commitments by the SEA Gas consortium;
• Protecting and enhancing the reputations of the members of the SEA
Gas consortium, particularly given that construction of the
project was undertaken by an independent “turn key” contractor;
• Managing landowner expectations to minimise disruption to “fast
track” construction activities;
• Managing inevitable issues and crises associated with construction
of the project in a manner that allowed continuity of the construction
process but which respected the regulatory and other commitments
of the consortium.

• Establishment of a Public Affairs Team that met weekly via
teleconference since before the commencement of construction with
the Public Affairs Team Chair reporting weekly to SEA Gas Directors;
• Establishment of strict policies and procedures for Public Affairs,
Issues Management and Sponsorship (prepared by Hughes Public
Relations);
• Consultation with key project participants prior to commencement
of the project resulted in the development of a Public Affairs Guide
identifying predictable risks to the project;
• Compilation and regular updating of a comprehensive stakeholder
database;
• Regular direct Ministerial briefings by the Chair of the Public Affairs
Team;
• Pro-active dissemination of information to regional media along the
pipeline route prior to construction commencing in their region
including news releases and fact sheets;
• Prompt reactive media responses (where required) to manage issues
identified through research;
• Regular distribution of newsletters to all landowners and other
stakeholders along the pipeline route;
• Development of key messages to assist clear communication on
potential issues prior to their emergence in the public arena;
• Speaking engagements at local community organisations for the
Project Liaison Officer and speaking engagements for SEA Gas
Directors to reach government, regulators and industry stakeholders;
• Regular provision of news and technical articles to industry journals
to inform government, regulators and industry stakeholders;
• Identification of key sponsorship opportunities;
• Development and regular updating of a website including access
to all news releases, environmental reports and other statutory
documentation to ensure accessibility and transparency;
• Preparation of a static display for positive branding of the project at
public events.

Outcome
Construction of the SEA Gas pipeline was completed on budget, ahead of time, with progress marked by a virtual absence of negative media
comment or community concerns. Its construction – in contrast – has generally enjoyed strong local community support, positive media
coverage, strong local government advocacy and the continuing support of both the South Australian and Victorian State Governments.
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The watson

case studies

projects

Sales launch
The situation

Elements

In April 2012, the Asian Pacific Group announced it would open its
first Art Series Hotel outside of Melbourne in the Adelaide suburb
of Walkerville and it would be named after Aboriginal artist Tommy
Watson.

Hughes PR developed a 3-stage Communications Plan which included:

However, following this initial announcement very little
communication was provided and the public perception was The
Watson would be a hotel rather residential apartment building.
In fact, the hotel was just a small component of the development and
residential apartments would occupy the majority of the development.
In late January 2013, Hughes PR was appointed to manage the launch
of the 210 apartments onto the market and to establish the Asian
Pacific Group’s credentials in South Australia.
The consultancy was given ten weeks to develop and implement a plan
which would build awareness and provide momentum in the lead up
and following a public sales launch on Saturday 16th March, 2013.

Objectives
The Asian Pacific Group had a number of objectives for the launch of
The Watson including to:
• Establish the Asian Pacific Group’s credentials to provide purchasers
with confidence in the project;

Stage 1 – Brand and Relationship Building
• Coordinating and managing a project ‘ground breaking’ event with
the Premier of South Australia, industry representatives and media;
• Developing digital communications including web site content,
establishing an Electronic Direct Mail program and managing online
video content.
• Project familiarisation for local key opinion leaders including
retailers, council and residents; and
• Media pitches – Work commencing onsite, The Watson’s role
in regenerating Walkerville Terrace precinct, making Walkerville
accessible for younger buyers, Adelaide development activity in 2013
(national media) and business profile piece on the Asian Pacific Group.
Stage 2 – Project Launch
• Coordinating and managing the Display Centre/Display Apartments
VIP preview event and key stakeholders and Public Opening event.
• Launch Electronic Direct Mail including new video and photos;
• Video Production – Creating video packages from the two events; and
• Media Pitches – Michael Klim to design pool, opening day media call,
opening weekend sales and local buyers investing in The Watson
Stage 3 – Post-launch brand and relationship building

• Assist the Asian Pacific Group develop relationships with local
government and industry to support future growth in South Australia;

• Media Pitches – Sales updates, community playground plans and
Asian Pacific Group’s plan for more SA projects;

• Position The Watson as a unique and desirable project for owner
occupiers and investors;

• Coordinating project success briefings;

• Build registrations of interest and project enquiries;
• Create a positive environment to support the project launch;
• Identify and mitigate any risks associated with the project; and
• Drive sales with the objective of selling down the project in less than
8 weeks.

• Coordinating and managing a celebratory event for all onsite
tradespeople;
• Briefing on the project’s success and a site tour with Tom
Koutsantonis MP, Minister for Housing and Urban Development and
senior members of Renewal SA; and
• Review of possible industry award submissions.

Outcome
Following the VIP launch and opening weekend, The Watson sold 139 of the 210 apartments at a value of $51.6 million. Two weeks later, this
figure has risen to 160 apartments and by the end of April The Watson had sold 195 apartments at a value of $74 million. In six weeks and
despite a very flat market where many local apartment projects were being shelved, The Watson had become the fastest selling apartment
project in South Australian history. Hughes PR’s work has been recognised by the developers and through independent research with buyers
as making a significant contribution to the project’s success. Research conducted with buyers showed 80% had registered as a result of
seeing a media story. In ten weeks, the consultancy:
• Coordinated and managed three major events including securing attendance from the Premier of South Australia at short notice;
• Secured and managed all project suppliers and associated budget including photographers, caterers, audio visual, hire companies and
signage specialists;
• Produced 3 project videos which generated more than 3000 YouTube views;
• Conducted project briefings for all key stakeholders and media;
• Generated 20 individual pieces of national and local media coverage in 15 publications including coverage in The Australian, Financial
Review, The Advertiser, Channel 7 and City North Messenger.
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Clean Seas
Tuna Limited

case studies

CAPITAL RAISING

Fishing for investors
The situation

In late July 2005 Hughes Public Relations was appointed by Clean
Seas to assist with the communication of its October, 2005 Initial
Public Offering of some $18 million. At the time, Clean Seas was
virtually unknown beyond the Port Lincoln region and the inner circles
of the Australian aquaculture industry. Its Chairman, Hagen Stehr,
AO, was known as a successful “flamboyant tuna fisherman” but not
widely acknowledged for his pioneering role in Southern Bluefin Tuna
farming or the successful breeding, grow-out and multimillion-dollar
worldwide export of South Australian kingfish and mulloway.
The communication task facing Hughes Public Relations was threefold:
1. With relative speed, establish the credentials of Hagen Stehr and
the Stehr Group as successful and credible pioneers of Australian
aquaculture (prior to the announcement of the IPO and prospectus
release in October 2005);
2. Aid the Board and the Due Diligence Committee formed for
the public listing, with appropriate communication tools and
opportunities to educate and excite the investment market about
the commercial potential of Clean Seas, as a means of generating
investment support for the company’s Initial Public Offering (through
the issue of its prospectus on October 28, 2005);

independent academics) to win support for sought-after research
dollars from leading government agencies for the world-first project
to come to fruition;
• Building interest in the State’s aquaculture industry and the Stehr
Group in the context of the growing international requirement for
protein food sources (increasingly from sustainable fishing);
• Creating goodwill and support among the local community;
• Specifically promoting the capital-raising program on the back of an
announcement of Clean Seas Aquaculture’s success in obtaining a $4
million+ AusIndustry Commercial Ready Grant for the closure of the
Southern Bluefin Tuna lifecycle; and
• Promoting the Stehr Group’s efforts to date preparing for the breeding of
tuna at Arno Bay, and then supporting the capital raising with ongoing
positive communication through the media and other avenues.

Elements
The consultancy developed an objective-focused communication
strategy comprising the following elements:
• The consultancy established and coordinated a “communication
team”;

3. Build and sustain investor interest in Clean Seas stock to coincide
with the company’s listing on the Australian Stock Exchange on
December 12, 2005.

• Clean Seas Tuna Limited Chairman, Hagen Stehr’s profile was finetuned as the spokesman for the company;

The communication strategy roll-out was based on achieving the
above key outcomes within the timelines also outlined above.

• The consultancy developed an outcome-focused PR Calendar;

Objectives

• The consultancy identified and briefed key aquaculture advocates;

Hughes Public Relations’ task was to plan and implement a program in
support of Clean Seas Tuna’s impending listing:
• Identifying and briefing key aquaculture industry advocates
(including key State and Federal MPs, senior bureaucrats and

• Key media were targeted and kept informed;
• The consultancy coordinated and oversaw the production of all
supporting material to ensure all material was consistent and cohesive;
• Organised and supervised media training for Clean Seas Chairman
Hagen Stehr and his son, Clean Seas General Manager Marcus Stehr;
• Organised an exclusive event to commemorate Clean Seas’ historic
listing on the Australian Stock Exchange.

Outcome
Hughes Public Relations, through a carefully planned strategy and relationships established with key national business and financial
journalists, achieved widespread and consistent positive publicity in the lead-up to the listing. Although Clean Seas was based in remote
Port Lincoln, the consultancy achieved national media cut-through by involving company Chairman Hagen Stehr in relevant aquaculture
industry articles with mass appeal to the public. Extensive coverage was achieved in The Australian, The Australian Financial Review, The
Daily Telegraph, The Herald Sun, The Courier Mail, The West Australian, The Adelaide Advertiser and ABC, along with feature-style stories on
the ABC’s Stateline program and in Business Review Weekly. Extensive coverage was also achieved more broadly on radio and television. The
media coverage generated had a ripple effect throughout the Australian and overseas investor communities. Financial analysts began tracking
the company and its progress, alerting investors to the opportunity. The prospectus – which the consultancy played a key role in shaping and
project managing – achieved very positive feedback from ASIC on presentation and review.
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Petratherm

case studies

CAPITAL RAISING

Launch of flagship Paralana project
The situation

Elements

In August 2009, ASX-listed Australian pioneer of geothermal energy
development Petratherm officially commenced major drilling at its
flagship Paralana project in South Australia’s Far North.

Extensive planning and coordination was required in the lead-up to the
Ministerial Launch and on the day of the event to ensure Petratherm’s
objectives were met. Key activities included:

Hughes Public Relations was commissioned to manage a “Ministerial
Launch” event for Petratherm and its joint venture partners Beach
Energy and TRUenergy Geothermal, including Federal Minister for
Resources and Energy Martin Ferguson, SA Premier Mike Rann and SA
Minister for Mineral Resources Development Paul Holloway.

• Coordination of Ministerial Launch through the development and
regular update of a comprehensive Event Brief, which was managed
in conjunction with Petratherm. Specific activities included organising
charter flights for media, government, representatives and VIPs and
support media including photographer and videographer;

The consultancy was also asked to invite and coordinate media at
the launch with a view to boosting the profile of the Paralana project
among Petratherm’s target audience, including the business and
investment communities and renewable energy sector.

• Invitations distributed to all major media to attend the full-day event,
including national press, radio and TV outlets;

Objectives
Petratherm’s Paralana project is remotely located approximately
700km north of Adelaide in SA’s remote northern Flinders Ranges near
Arkaroola, which presented a major logistical challenge in organising
activities for the Ministerial Launch.
Key strategic objectives of the event included:
• To officially commemorate the commencement of major drilling at
Petratherm’s flagship Paralana JV project in South Australia’s Far
North;

• Developed and distributed news releases and supporting materials
(including fact sheets, corporate brochures) for media;
• Coordinated media materials and content with Petratherm’s joint
venture partners Beach Energy and TRUenergy Geothermal, as well as
Federal and State Government departments involved in the launch;
• Hosted media representatives throughout the day and helped
facilitate interview and photo opportunities; and
• Assisted in the coordination of key government attendees on the day,
including Federal Minister for Resources and Energy Martin Ferguson,
SA Premier Mike Rann and their respective aides.

• To position Petratherm as the leading geothermal company in
Australia with key stakeholders including the Federal and State
Government; and
• To promote the credentials of Petratherm’s management team, major
shareholders and joint venture partners Beach Energy and TRUenergy
Geothermal with a view to attracting funds from investors and
government grants for the development of clean energy alternatives.

Outcome
Despite the challenges of attracting and transporting a large number of journalists (and photographers/camera crews), government ministers
and key industry stakeholders to a full-day event in such a remote location, the Paralana Ministerial Launch proved to be a major success for
Petratherm and the company’s joint venture partners.
A greater than expected number of VIPs attended the day to witness the formal commencement of major drilling on-site, including a full media
contingent which Hughes Public Relations was able to coordinate and help secure positive and informed coverage of the event.
Media outlets attending the launch included The Australian, The Advertiser, The Age and Independent Weekly, plus ABC Radio and TV news
crews from the ABC, Channel 7, Channel 9 and Channel 10. Strong coverage was also received through trade publications and online outlets.
Overall, the event was judged by the client as an outstanding success which contributed to strengthened ties with key government
representatives (Federal and State), industry stakeholders, project partners, the local community and media.
Since the Ministerial Launch, Petratherm has continued to develop a positive public image and respected reputation as a viable and strong
renewable energy developer among its target audience. Significantly, Hughes Public Relations continues to provide communications
assistance to Petratherm today, including ongoing support with shareholder communication, event management and media liaison.
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St Patrick’s
Technical College

case studies

DIGITAL CAMPAIGN

Social media for Schools

The situation
St Patrick’s Technical College provides a trade-focused SACE education
for Year 11 and 12 students. Its mission is to have a positive impact on
the social, economic and environmental wellbeing of young people
and the wider community in the Northern Adelaide region.
In Autumn, 2011 St Patrick’s Technical College sought to increase
enrolments to achieve its objective of attracting over 340 new students
in 2011. A major barrier to achieving this was a lack of awareness
among potential students and parents, the local community, local
schools and industry about the College and the range of opportunities
it has to offer.
The College required a communications campaign that could quickly
and effectively engage with these target audiences in order to boost
local interest in the College ahead of its Open Day in November, 2010.
The priority was to communicate within the catchment of the College,
which extends to around a 10 kilometre radius.
In response, Hughes PR developed a communications strategy which
included a strong digital and social media component. This provided
St Patrick’s College with practical support and training on how to
maximise communications opportunities effectively and securely in
both the immediate enrolment phase and over the long-term.

Objectives
The key objectives of the digital and social media strategy were to:
• Raise awareness of the College among key stakeholders including
current and potential students and their families, local community,
industry and local schools;
• Position St Patrick’s as the trade training experts;
• Encourage discussion of and endorsement for St Patrick’s among key
stakeholders, particularly among current students who provide the
most new student referrals;

• Establish credibility among the families of current and potential
students that St Patricks is providing the best pathway to kick start
their family member’s career;
• Drive enquiries to the College and traffic to the College’s website and
social media channels.

Elements
To achieve these objectives, Hughes PR provided St Patrick’s College
with:
• Advice on the design and development of social media channels
including a new St Patrick’s YouTube channel and Facebook page;
• Redesign of the College’s printed Blueprint newsletter into an e-News
bulletin with a sign up page integrated within the Facebook page;
• Guidance on Search Engine Optimisation;
• Recommendations for a staff policy on the use of social media and
online communications;
• Training for key staff on social media risk management and record
keeping;
• A practical tone and style guide governing online communication.

Testimonial
‘Since the implementation of our new program, enrolment figures to
the middle of this year are up 300% on last year and 135% on our best
previous year with most enrolment enquiries noting an interaction at
some point prior to lodging an application with at least one element
of our online presence or a Social Media channel. As a bonus, our
Facebook presence in particular has provided a channel for College
graduates to re-engage with our school and in so doing for us to be
able to share in and celebrate their post-school successes.’
Patrick Kelly | Business Development Manager

Outcome
The St Patrick’s College social media channels are now being regularly monitored and updated by staff and demonstrate a high level of
interaction between the College and its students, their families and alumni. Its YouTube channel features a variety of videos created by staff
and students; the Facebook page is now a major communications channel for the College; the college website features a regular Principal’s
blog; and the redesigned Blueprint e-News bulletin is distributed to over 100 supporters of St Patrick’s College. The increased local interest
in the College as a result of this campaign is reflected in the high level of media coverage leading up to and following the Open Day which
included articles in the Adelaide Advertiser, Bunyip, Guardian, Messenger, News Review Messenger and Southern Cross newspapers.
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Cool Rules

case studies

DIGITAL CAMPAIGN

Product: The Apostrophe
Song iPhone app
The situation

Elements

The Apostrophe Song is a fun and catchy tune designed to guide the
correct use of apostrophes. It was first developed more than 10 years
ago by Adelaide musician and educator Shaun McNicholas as just one
part of an innovative educational concept he called Cool English.

Once the iPhone app was designed and ready for sale, Hughes PR
developed a comprehensive digital communications plan, which began
with establishing a new website. Another vital element of the
campaign was the establishment of a unified description of The
Apostrophe Song and its key messages.

Cool English was critically acclaimed, and was a major award winner at
the 2000 Australian Interactive Media Industry Awards.
Mr McNicholas then partnered with Adelaide-based Enabled Solutions
to develop an iPhone app as a new way for parents and teachers
around the world to purchase The Apostrophe Song.
While the app was in development, Mr McNicholas approached Hughes
PR seeking ideas for reaching a wide audience.
In response, Hughes PR developed a digital communication and social
media strategy to raise consumer awareness of The Apostrophe Song
and the Cool Rules concept.

A blog authored by Mr McNicholas was incorporated into this website
to help establish him as the ‘go to’ person for advice on how to teach
English grammar and he was supported and encouraged to interact
in relevant online forums.
Further social media platforms followed included a Facebook page
and a Twitter account – harnessed to drive traffic to the Apple iTunes
store. A digital media release was distributed to key national and
international media, as well as relevant app reviewers and bloggers.

Objectives
Cool Rules’ primary objective was to raise awareness of The
Apostrophe Song iPhone application to help boost sales.
To achieve this, the aims of the communications campaign were to
trigger interest in and conversations about the product across social
media, to drive traffic to the Apostrophe Song in the Apple iTunes
store and the new Cool Rules website and to establish Cool Rules as a
resource for innovative educational learning methods.
The campaign required a global focus to target parents, students,
teachers, adults in ‘writing occupations’ in Australia, UK, US, Canada,
Singapore, Korea, China, Vietnam, Hong Kong and India.

Outcome
With his new understanding of social media and knowledge of online engagement practices, Mr McNicholas uploaded a ‘home-made’
YouTube clip of The Apostrophe Song which has received more than 62,000 views to date. The link to this clip was retweeted by high-profile
comedian Stephen Fry to his 2.5 million Twitter followers.
The Apostrophe Song received coverage on the Huffington Post, the world’s most popular blog. Numerous blog mentions and positive
online peer recommendations posted from around the world followed, including the English Department of St Columba’s College in Dublin,
Ireland. The innovation of the iPhone app was also recognised by the App Store Reviewer whose video review of The Apostrophe Song
has been watched by more than 6,000 viewers. Media coverage of the song and the app from online news providers included articles from
AdelaideNow and Crikey.com.
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Crowne plaza

case studies

DIGITAL CAMPAIGN

Twitter Competition
The situation

Elements

In 2010, Crowne Plaza Adelaide was the first newly built, internationally
branded hotel to open its doors in South Australia in more than 20
years. Hughes Public Relations worked with the hotel to implement a
communications program to raise awareness and generate excitement
about its opening. One of the elements of the campaign was an
innovative Twitter competition.

Hughes PR developed and implemented a communications calendar
of activity in the lead-up to the launch of Crowne Plaza Adelaide,
executing a program including hosting hard-hat pre-event media tours
and exclusive tours with key “influencers”, including members of the
tourism industry.

Objectives

Crowne Plaza Adelaide established a presence on Facebook and
Twitter, and Hughes PR assisted the hotel to manage a Twitter-based
competition called “Tweet Yourself to a Night at the Crowne Plaza’ to
generate interest and attract more “followers” to the hotel.

Crowne Plaza Adelaide’s objective was to position itself as the leading,
upscale hotel in Adelaide. It also sought to drive awareness of the
hotel’s accommodation, food and beverage offerings among key
markets including Adelaide, regional South Australia, Victoria and New
South Wales.

Media releases and images were distributed to long-lead publications,
and stories pitched to magazines, newspapers and travel websites.

Hughes PR facilitated meetings with key industry organisations such
as the South Australian Tourism Commission and South Australian
Tourism Industry Council. Contact was made with key Tourism
Australia representatives in the lead-up to the Australian Tourism
Exchange, to be held in Adelaide in 2010.
We developed a bank of editorial and news stories including restaurant
reviews, travel editorial, business stories and industry editorial aimed
at the travel and conference sectors. A list of key opinion leaders and
stakeholders for regular briefings was also created.

Outcome
• Opening day reports on TV Channels 7, 9 and 10.
• Live Channel 10 weather cross from the hotel the week prior to the opening.
• Profile of Red Salt Restaurant’s new chef profile in News Ltd ‘Taste’ publication.
• Key appointments announced in newspaper business sections.
• Hotel opening coverage in travel media and major regional South Australian newspapers.
• Capacity bookings in the first two weeks following its opening, with strong bookings also received in advance for April and May 2010.

88 O’Connell

19
case studies

community
engagement

A New Heart for North Adelaide

The situation
The Makris Group is South Australia’s largest privately owned retail
property group with extensive property holdings in South Australia,
New South Wales, Victoria and Queensland.
In December 2014, the Makris Group sought to put forward a proposal
for the development of its long-held and vacant high profile site at 88
O’Connell Street, North Adelaide. The “former Le Cornu site” had been
the subject of numerous unsuccessful development proposals over
more than 20 years, resulting in high levels of Government, community
and media skepticism and frustration. In addition, the site sits within
an historic, low-rise residential environment fiercely protected by an
active ‘heritage’ lobby.
The Makris Group’s $200 million redevelopment plans for the landmark
site featured a high-end shopping and restaurant precinct, multistorey residential apartments from one bedroom through to luxury
penthouses; commercial offices; and a boutique hotel, with the aim of
injecting vitality in to one of the city’s most valued precincts.
The Makris Group appointed Hughes to develop and implement a
communications program to support the planning approval process
including community consultation and promotion of the benefits
flowing to the region and State – while also encouraging and
facilitating the management of registrations of interest from potential
tenants and purchasers.

OBJECTIVES
Communication objectives for the 88 O’Connell project included:

• Protecting and building Makris Group’s reputation as an Adelaidebased organisation committed to the development of a stronger
South Australia;
• Supporting demand for leasing and purchase decisions in relation to
the project.

ELEMENTS
The communication strategy comprised:
• Developing a video fly-through of the project;
• Producing a “contextual” video promoting the benefits of the
project through interviews with project planners, designers and third
party advocates (including retailers and property owners who were
supportive of the project);
• Briefing key influencers in Government, business, the community and
media prior to public release;
• Establishing a Project Information website including contextual
video; virtual ‘fly-through’; project facts ; feedback mechanism; and
a marketing portal for online Registrations of Interest and database
development;
• Establishing a Community Consultation Suite in an adjacent shopping
centre to complement on-line consultation;
• Organising an information meeting for traders, property owners,
heritage proponents and the local community;
• Individual briefings of key influencers in the property and business
communities;

• Fostering a community, political and media environment which
supported planning and development approval;

• Preparation of collateral to support public awareness of the project
including Media Release, Fact Sheet, Key Messages, and Frequently
Asked Questions tailored to a number of stakeholder groups;

• Overcoming significant skepticism within the community about
development of the site;

• Timing the public (media) release of information to coincide with the
opening of the Community Consultation Suite.

• Managing sometimes ‘polarised’ debate to ensure balanced public
and community views of the project;

Outcome
The results of the coordinated communication campaign in support of the Community Information and Consultation program included:
• Very extensive, prominent and significantly positive coverage of the 88 O’Connell project proposal in local, state and national media;
• Positive commentary from key opinion leaders including the CEOs of the Property Council of Australia, the Urban Development Institute of
Australia, BusinessSA; Adelaide Lord Mayor Martin Haese and Premier Jay Weatherill – as well as media commentators;
• An 85 per cent approval rating from readers of The Advertiser as determined by an AdelaideNow online poll of up to 1000 respondents;
• Overwhelmingly positive feedback via the project website;
• Positive feedback via the project display in North Adelaide Village;
• More than 60 online Registrations of Interest in the residential component of the project via the project website;
• Strong interest received from international hotel operators and Sheraton chosen to operate boutique hotel;
• Key retail tenancies committed before project approval.
The Development Assessment Commission approved the Makris Group’s plans in their entirety and with only minor modifications within six months.

SE Professional
Fisherman’s Assoc.

21
case studies

community
engagement

Marine Parks: What’s below the surface?

The situation
In early 2009, the South Australian Government – through the
Department for Environment and Heritage – proposed a network of
marine parks comprising 46% of the State’s coastal waters, including
70% of coastal waters in the South-East.
As one of the largest commercial fishing organisations in SA, the
South Eastern Professional Fisherman’s Association (SEPFA) strongly
opposed the Government’s plans and its proposed proclamation of
outer boundaries for the marine parks network.
Staunchly committed to the management of the State’s aquatic
resources through appropriate management measures that are
demonstrably in the best interests of conservation and sustainability,
SEPFA approached Hughes Public Relations to develop a
communications campaign to support its reasoned opposition to the
Government and promote its alternative position.
Working with the commercial fishing industry, marine scientists and
concerned recreational fishers, Hughes PR implemented a state-wide
campaign – with a specific focus on the South-East of SA – emphasising
the potential threats of the Government’s proposed marine parks
legislation to the future viability of a sustainable fishing industry.

Objectives
Hughes Public Relations’ task was to plan and implement a program
in support of SEPFA’s opposition to the proposed outer boundaries for
marine parks in SA.
In particular, SEPFA commissioned the consultancy to achieve the
following objectives:
• Support a community understanding of the proposed marine parks
legislation which pressures changes to the current proposal in line
with SEPFA’s position;

• Express the SA fishing industry’s concerns about the proposed marine
parks to key Government stakeholders, local communities and the
wider public;
• Utilise and promote credible third-party information which
demonstrates the SA Government’s advertising campaign was
misleading and its position on marine parks was unfounded and
unreasonable;
• Emphasise the potential threats of the marine parks proposal to the
future viability of a sustainable fishing industry;
• Engage local communities and the wider public to ensure successful
outcomes; and
• Emphasise the fishing industry’s ongoing commitment to the
conservation of the marine environment.

Elements
The consultancy developed an objective-focused communication
strategy for SEPFA asking key target audiences and stakeholders to
consider “What’s Below The Surface?” of the Government’s contentious
marine parks proposal.
The communications strategy comprised the following elements:
• Identification of key target audiences and stakeholders;
• Development of agreed “key messages” and a calendar of PR
activities and opportunities which underpinned the strategic
direction of the campaign;
• Oversaw a state-wide advertising program and creation of
promotional materials to directly address the State Government’s
advertising campaign on marine parks;
• Development of news releases and media stunts and opportunities;
• Creation of a dedicated website.

Outcome
The “What’s Below The Surface?” campaign surpassed the expectations of the client with a number of key outcomes achieved. Significantly,
in response to the campaign the State Government agreed to negotiate new smaller marine park boundaries in line with SEPFA’s requests,
giving particular assurance to the Association for waters in the South-East. The Government subsequently set up a series of “working groups”
giving commercial and recreational fishers equal representation alongside government representatives to discuss a more appropriate
marine park system for the State. Importantly, the campaign satisfied each objective including bringing together commercial fishers with key
recreational fishing groups and achieving strong industry, community and local government support for SEPFA’s position. Extensive media
coverage was also generated in metropolitan and regional areas across press, radio and TV mediums.
In addition, the campaign received widespread online attention through the www.whatsbelowthesurface.com.au website. As well as
maintaining a record of news and media coverage received during the course of the campaign, the website’s specially created “Supporter
Group” attracted overwhelming support from business organisations and individuals across the State adding further weight to SEPFA’s
influential community relations campaign.

Heart
Foundation

23
case studies

community
engagement

Warning Signs
The situation

• Production of a media kit including case studies and detailed
factsheets covering a wide variety of news angles;

The Heart Foundation is an independent charity which aims to reduce
suffering and death from heart, stroke and blood vessel disease in
Australia. It is a national organisation, working cooperatively on select
national marketing campaigns, but also rolling out key stand-alone
campaigns within individual states.

• Stakeholders Launch event at the Palace Nova Cinema for an
audience of health professionals, paramedics, health administrators
and government health bodies, other NGO’s and key Heart
Foundation donors;

The Heart Foundation SA has a small local communications team and
sought PR support to achieve a strategic and proactive approach to
launch its ‘Will you recognise your heart attack?’ campaign. It was
the first time the Heart Foundation SA had engaged an external PR
company for such a campaign.

Objectives
The ’Will you recognise your heart attack?’ campaign aimed to increase
the relevance of heart health to Australians, to increase Australians
recognition of the warning signs of a heart attack and to increase the
awareness of the correct actions to take. The campaign in particular
targeted those who did not perceive themselves as typically ‘at risk’ of
suffering from a heart attack such as women and younger people. Key
objectives of the campaign were to:
• Raise awareness of the warning signs of a heart attack and what to do
about it: call Triple Zero (000);
• Support the Heart Foundation advertising campaign and educational
messages;

• Media Launch event at the Royal Adelaide Hospital featuring
keynote speeches from Heart Foundation SA’s Chief Executive, VIP
spokesperson (former State Premier and heart attack victim) John
Olsen and leading cardiologist Professor Ian Meredith;
• Media briefings and timely media releases throughout the campaign
e.g. highlighting World Heart Day and the associated Memorial
Service at St Francis Xavier Cathedral;
• Engagement with cardiovascular health stakeholders through
regional events and briefings for SA health professionals;
• Community engagement through the support of the Heart
Foundation’s annual Doorknock Appeal;
• Generation of ongoing media stories throughout the campaign;
• Identifying and training key VIP spokespeople
to engage with the media;
• Providing media interview opportunities for Heart Foundation SA’s
Chief Executive and VIP spokespeople; and
• Supporting the campaign via the Heart Foundation SA’s Facebook and
Twitter accounts.

• Further position the Heart Foundation as the leading authority on
heart attacks and heart health; and

Testimonial

• Secure one substantial media piece per week for the 8 week period of
the campaign, across a range of media channels.

‘Hughes PR helped the Heart Foundation to develop a strategy and
activities to launch and support our ’Will you recoginse your heart
attack?’ campaign in South Australia. The advice generated activities
we could deliver to budget and maximised the media take up of our
messages resulting in 12 weeks of sustained TV, Press and Radio PR.

Elements
The ‘Will you recognise your heart attack?’ communication campaign
consisted of the following key elements:

A great result!’
Darrin Johnson | Director of Marketing & Business Development

Outcome
The campaign culminated in extensive print and online media coverage including an article and front page headline in The Advertiser’s
Boomer Magazine for the over 50s, a Sunday Mail article focusing on the personal experiences of former Premier and Heart Foundation
spokesperson John Olsen, AdelaideNow articles; ‘Women should wise up to heart risks’ and ‘Heart attack signs don’t follow a script’ and an
InDaily article. Articles highlighting the key messages of the campaign were also printed in the national newspaper The Australian and nine
SA regional newspapers. The ’Will you recognise your heart attack?’ campaign was also featured on commercial and ABC radio and TV news
services and talk-back programs, as well as Radio Australia and ABC National radio. SA regional radio stations also covered the campaign in
the first twelve weeks. On the campaign launch day the ’Will you recognise your heart attack?’ television commercial was embedded in News
Limited website AdelaideNow, and received almost 1000 views over 24 hours.

Dental Hygienists
Assoc. of Australia
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Drooling for publicity

The situation

Elements

The Dental Hygienists Association of Australia is a professional body of
health professionals devoted to oral health and is one of 24 national
bodies that comprise the International Federation of Dental Hygienists.

The key elements of the campaign were:

Its members are all graduates of accredited schools of dental hygiene
and they promote total health through the prevention of oral disease.
Through clinical services, education, consultative planning and
evaluation they work with dentists to prevent oral disease, provide
treatment for existing disease and assist people to maintain an
optimum level of oral health.
As a relatively small professional association, the DHAA has limited
funds to promote oral health and must take a strategic view of the
application of its resources to the oral health agenda.
It recognises the necessity of promoting oral health, and the services
of its members in providing oral healthcare services, so has engaged
Hughes Public Relations to devise and implement periodic publicity
campaigns to promote its interests.

Objectives

• Concentrating on print and radio media nationally as the two
communication channels most likely to take up the story and also
provide access to young people and those who influence them;
• A strong message, covering “confronting” topics and couched in
language that would provide catchy print news copy and headlines
and also generate provocative “sound grab” phrases for radio;
• Organising local Association spokespersons to be quoted in media
releases and participate in resulting interviews – particularly radio –
in each state and the ACT;
• Development of separate radio and print news releases in each state
and the ACT;
• Following up with subsequent news releases for magazines to health,
women’s, men’s and gay magazines.
The news releases were prepared and issued to metropolitan and
regional newspapers, radio presenters and radio and television
newsrooms in a coordinated nation-wide release covering all states
and the ACT.

The Association decided early in 2003 that the practice of tongue and
lip piercing had become so widespread that it constituted a public
health issue in Australia. The Association briefed Hughes Public
Relations to mount a publicity campaign in March 2003 to warn young
people about the dangers of oral piercing.
The objectives were to capture the attention of the whole Australian
community, particularly young people who undergo oral piercing as a
fashion or identity statement or in response to peer pressure.
The underlying key message of the campaign was to make young
people aware of the general and dental health risks they faced.

Outcome
The results were spectacular – 27 identified newspaper articles and 56 radio bulletins and interviews. The newspaper coverage was
outstanding – including prominent articles in the Sydney Morning Herald, The Age, The Courier-Mail, The West Australian and the Mercury,
and coverage in regional newspapers across five states. Overall, the Association’s warning hit an estimated media audience of more than
seven million Australians in the publicity campaign through metropolitan and regional print and radio outlets. Further coverage was
achieved, but not measured, in regional radio and magazine coverage. All monitored news coverage mentioned the Association and most
included the nominated key messages developed for the campaign – drooling and slurred speech, as well as the risk of infection and
permanent damage to teeth and mouth.

Image courtesy of Jason South / Fairfax Syndication
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Morwell Mine Fire

The situation

Elements

GDF-SUEZ Australian Energy owns and operates the Hazelwood Power
Station in Victoria’s La Trobe Valley. Hazelwood supplies up to 25 per
cent of Victoria’s energy requirements and more than 5 per cent of
Australia’s energy demand.

As providers of communication services to GDF SUEZ, Hughes
supported the company’s Group Manager, Corporate Affairs and
Communication Strategist through a strategy based on:

On February 9, 2014 out of control bushfires raged across Victoria
fanned by temperatures of 40C-plus and wind gusts of up to 100 kmh.
Seventy fires burnt 16,000 hectares and 45 homes north of Melbourne
while at Morwell, the fire spread from surrounding bushland and
established a hold inside the Hazelwood open cut coal mine,
threatening electricity generation and harming air quality.
On March 11, the mine fire was officially declared under control and by
March 25 it was officially declared extinguished – 45 days after starting.
A 20 year-old was arrested on June 26, 2015 in relation to the fire,
which is alleged to have been deliberately lit on February 7, 2014.
Managing communication was difficult due to confused intelligence
about the extent of fires, particularly in the Morwell area due to fire
resources being stretched across the State.

• Strict adherence to GDF-SUEZ Australian Energy issues management
protocols;
• Intelligence gathering through traditional and social media
monitoring;
• Strong top down engagement with the Victorian Government
to ensure a strategic approach to problem solving and consistent
communication;
• Minimal engagement with media by GDF-SUEZ Australian Energy to
ensure clear messaging from Government – avoiding the potential for
“divide and conquer” and potential descent into a “blame game”;
• Clarification of facts with media and the community to minimise
speculation and emotion;
• Establishment and promotion of 24-hour toll-free hotline;

The interruption of coal supplies and the proximity of Hazelwood
Power Station presented a significant threat to Victoria’s power
supplies while at the same time the State Government was under
pressure to ensure continuity of supply and manage the impact of
smoke on residents.

• Positioning of the fire as a shared concern to emphasise GDF-SUEZ
Australian Energy’s integral role in the community. (More than 500
GDF-SUEZ Australian Energy staff and 300 contractors live near the
Hazelwood Power Station and mine);

Understandably, there were high levels of community concern about
air quality which saw the Environment Protection Authority called in;
a health assessment centre established; children bussed to nearby
schools; and pregnant women, young children and the elderly urged to
evacuate the town.

• Provision of financial assistance to local community; and

• Preparation and circulation of Q&As in response to emerging issues;
• Visible post-event cooperation with Victorian Government and
agencies.

Community anger was increasingly aimed at Government and mine
operator GDF-SUEZ Australian Energy.

Outcome
• GDF- SUEZ Australian Energy has maintained high-level dialogue with the Victorian Government post the Morwell fire;
• GDF-SUEZ Australian Energy assisted the Hazelwood Mine Fire Inquiry Board as they conducted their investigations, including facilitating
inspections and responding to requests for information;
• GDF-SUEZ Australian Energy has supported the inquiry and attended public hearings to answer relevant questions as and when required by
the Board;
• The company has provided ongoing support for a number of local community organisations and played its part in the area’s revival after
the fire through contributions to the Gippsland Emergency Relief Fund and support of other social and economic stimulus initiatives for the
benefit of the Latrobe Valley community;
• Relationships between GDF-SUEZ Australian Energy and its stakeholders – including Government and the community – have, in the main,
returned to normal.

harris Scarfe
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Bringing a retail icon back to life

The situation

Elements

In April 2001 the future of 150-year–old retail icon Harris Scarfe Limited
looked bleak.

Key elements included:

Trading of its shares on the Australian Stock Exchange had been
suspended, a Voluntary Administrator had been appointed by the
Harris Scarfe Board to investigate accounting irregularities totalling
nearly $125 million and the company’s major creditor had appointed
Ferrier Hodgson as Receiver and Manager.
Unsecured creditors (mainly suppliers) were estimated to be owed
$65 million, uncertainty hung over the future job prospects of
the company’s 3000 employees nationally, and customers were
abandoning the stores.
Hughes Public Relations was appointed by Ferrier Hodgson to manage
communication in support of the firm’s efforts to restructure and sell
Harris Scarfe.

objectives
Key objectives of the communication program were to:

• Establishment of a communication team, which met daily in the
early weeks, to drive and manage the communication planning and
implementation;
• Choosing and briefing a single spokesperson with key messages,
updated as necessary;
• Identification of all relevant news media and timely provision of
accurate information and specific briefings when required;
• Managing media inquiries to balance the conflict between media
deadlines and requirements and management’s availability and
confidentiality issues;
• Establishment and management of free call hotlines for suppliers and
customers;
• Monitoring media and free call topics to ensure that incorrect
information was quickly identified and corrected;
• Maintaining milestone publicity to ensure that all major events were
publicised.

• Address supplier nervousness and maintain supply of stock;
• Rally the morale of employees to protect jobs and enhance customer
service and sales;
• Foster the ongoing support of Harris Scarfe shoppers to maintain
short-term revenues and long-term loyalty;
• Assist the business sale process by building public acceptance of its
viability;
• Ensure consistent communication with these key stakeholders and
the news media, government and unions.
The communication program rested on specific strategies targeted at
supporting the business plan of the Receiver and Manager.

Outcome
The communication program played its role in a successful outcome. Eight months later, in November 2001, the consultancy assisted Ferrier
Hodgson in announcing the successful sale of Harris Scarfe. The consultancy has continued to work with the company’s new owners to
relaunch and build a revitalised Harris Scarfe. Today, Harris Scarfe continues to build on its 150-year retail heritage under new ownership and
with a new lease of life. While store numbers have been rationalised from 35 to 23, the jobs of 1700 people in the company’s core markets of
South Australia, Victoria and Tasmania have been saved. The company’s head office and flagship store have been retained in Adelaide. Its
customer base is intact and growing.

Adelaide
Airport Limited
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Terminal 1 delayed opening
The situation

Elements

In November, 2003, Adelaide Airport Limited committed to developing
a new $260 million Terminal after five years’ delay due to the 9/11
bombing and collapse of Ansett.

As communication advisers to Adelaide Airport Limited, Hughes
worked with the AAL Leadership Team and its Strategic and Corporate
Affairs Adviser to deliver a multi-faceted strategy which included:

The Terminal was officially opened by the Prime Minister John Howard
on October 7, 2005 with about 100,000 South Australians inspecting
the state-of-the-art Terminal over the subsequent two days. On
October 10, a fault was found in the fuel delivery system during final
testing and the planned move of domestic aircraft to the new Terminal
was delayed – initially by a week but in totality, four months. The new
Terminal finally opened on February 17, 2006 – three weeks before a
State election.

• Media – The strategy was adapted over time from a preferred
position of transparency and accessibility designed to create
“shared ownership” of the issue but moved to a more conservative
position which starved the issue of oxygen as the delay extended. All
communication was based on information, not speculation.

The delay occurred against a background of high levels of pentup public excitement and existing terminal facilities in very poor
condition. Public awareness and political pressure was heightened by
ongoing media interest during the so-called Summer “Silly Season”;
the peak passenger Christmas period; and a State Government election
due on March 18, 2006, with then-Premier Mike Rann closely aligned to
the delivery of the new Terminal. Communication management was
further complicated by diverse stakeholder interests.

• Multiple stakeholders who were dragged into the issue through
media debate required management through high levels of personal
contact with business leaders, airlines, trade unions, contractors and
employees.
• Government and Opposition representatives from the Premier down
were kept informed on a daily basis as a courtesy with the goal of
instilling confidence in the ability of privately-owned AAL to resolve
the complex issue without public intervention.
Post opening, communication by AAL was reduced for a period
“to let the dust settle” and then recommenced with pro-active
communication and community engagement through leveraged
sponsorships, publicity and thought leadership events.

Outcome
• AAL’s well-stocked “Goodwill Jar” was undoubtedly depleted as a result of prolonged bad news, but AAL remained in “credit”.
• Stakeholders were largely contained due to high level contact and comfort which avoided splintering support for AAL, with the result that
relationships “resumed where they had left off ”.
• The Government was kept fully informed but at arm’s length, earning the ongoing trust of Government and underpinning future mutual
efforts to generate economic development for the State through the airport.
• Ongoing research showed strong and sustainable community pride in Adelaide Airport and satisfaction with its performance.
• Adelaide Airport was voted Australia’s Capital City Airport of the Year in 2006 and 2009, the world’s second best airport in the 5-15 million
passenger category in 2007 by Airports Council International; and in 2008 voted equal best Australian airport for quality of service by the
Australian Competition and Consumer Commission.

Kingston
Estate Wines
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Looking for a silver lining

The situation
The Australian wine industry was shocked in May 2000, when
newspapers and radio news bulletins reported that the Australian Wine
and Brandy Corporation had suspended the export licence of major
Riverland wine producer, Kingston Estate Wines.

The key objectives were to:
• Minimise negative impacts on domestic and export sales;
• Protect the integrity of Kingston Estate Wines’ brand and products;
• Minimise competitor criticism;
• Manage media liaison and minimise media criticism and speculation;

The suspension came after Kingston Estate admitted it had used
“technically illegal” substances in its winemaking, which breached the
Australian Food Standards Code. The Corporation’s investigation was
sparked by email allegations circulated worldwide by two disgruntled
students who had worked at vintage at Kingston Estate.

• Limit the geographical spread of media coverage;

The breach was only technical – given that the introduced levels of
silver nitrate used to kill off sulphides odours were significantly lower
than the maximum allowable concentration for normal drinking water
and did not constitute any health risk.

The key elements of the program were:

But the Corporation’s action was taken to protect the reputation of the
Australian wine industry in export markets. It subsequently initiated
action for prosecution for the breach.
Kingston Estate faced the likelihood of loss of market share in both
export and domestic markets and sought Hughes Public Relations’
assistance in limiting damage from the incident.

Objectives

• Protect the integrity of the Australian wine industry in world markets.

Elements
• Cooperate fully with the Corporation;
• Be fully accessible to the news media and answer all queries in a
straightforward manner;
• Use only one media spokesperson to ensure consistency of message;
• Monitor news media to ensure accuracy and to monitor breadth of
coverage;
• Keep all stakeholders briefed – employees, suppliers, wholesalers,
retailers and customers;
• Maintain high-level and consistent contact with the Corporation and
relevant state authorities.

It was imperative that Kingston Estate work with the Corporation to
achieve a speedy agreed outcome – the longer the issue dragged on,
the less likely it would be contained and the greater the collateral
damage to both Kingston Estate Wines, the Corporation and the
industry.
Hughes Public Relations immediately developed a Crisis Management
Strategy outlining background to the allegations, key objectives and
messages and key support requirements, nominating spokespeople,
making stakeholder communications recommendations and
developing media material.

Outcome
Within a week of the story breaking, Kingston Estate’s export licence was re-instated, but the prosecution went ahead and in January 2001
the company was fined $4,000 in the Adelaide Magistrate’s Court for using illegal additives in an export product. The company’s frankness
in admitting the offence, its cooperation with the Corporation and State authorities, its readiness to deal with the news media and its ready
compliance with inspection conditions imposed with the reinstatement of its export licence all contributed to the minimisation
of the marketplace impact of the incident. Kingston Estate Wines is still a successful Australian wine producer that is playing
an important part in building the reputation of Riverland wines.

Nippy’s
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Saving a company from salmonella
The Situation

Elements

In March 1999, a thunderbolt hit John Knispel, managing director
of Knispel (Nippy’s) Fruit Juices. He received a call from the SA
Department of Human Services. The Department had found a potential
link between fresh chilled fruit juice made by Nippy’s and salmonella
infection.

The communication strategy rested on Hughes Public Relations being
a core member of the crisis management team, which also comprised
legal, systems and business advisers. This enabled Hughes Public
Relations to have 24-hour access to information and to act quickly and
effectively to:

The company moved quickly, instituting a national product recall and,
recognising that this was a major public issue, engaging Hughes Public
Relations to provide crisis communication management.

• Prepare John Knispel as Nippy’s sole spokesperson and equip him
with key messages about the company’s strengths, its perfect safety
record, its 32-year history and vast industry experience;

While the Hughes Public Relations team developed a communication
and media strategy to protect Nippy’s reputation and brand, the
company checked its processing plant but was unable to identify any
source of contamination or lack of food safety.

• Provide fast, factual information to the news media and anticipate
media requirements;

Objectives
The objectives of the communication strategy were:

• Manage strong and positive communication with customers to
maintain essential product confidence and enhance trust in Nippy’s;
• Ensure Nippy’s national distributors and retailers were kept informed
and reassured through direct meetings and frequent telephone
contact;

• Present Nippy’s to the community, and especially its major
stakeholders, as primarily concerned for the safety of its customers;

• Regularly update Nippy’s “front-line” team, including distributors and
office employees, on the situation and the communication strategy,
using face-to-face briefings;

• Minimise media criticism and speculation
and manage media interest;

• Provide a daily staff bulletin, which was displayed alongside
messages of support from customers and recent media coverage;

• Minimise the loss in sales;

• Establish a national toll free advice line, established within 24 hours
of the re-call and staffed by a fully trained team of operators, running
24 hours a day;

• Prevent further infections.

• Commission a telephone survey of Adelaide adults, which showed
that 90 per cent of those contacted who were Nippy’s drinkers would
return to the product as soon as it was available;
• Liaise with the South Australian Health Commission, the Minister for
Human Services’ advisers and the Office of the Premier and providing
liaison between Government and Nippy’s.

Outcome
The SA Health Commission investigations identified the source of the Salmonella infection as oranges supplied to Nippy’s by a fruit supplier
in the Riverland region of South Australia. Nippy’s products returned to the shelves in April with the approval of the SA Health Commission
and the strong support of its customer base. The toll free advice line received more than 50 calls of support from the community (as well as
more than 340 enquiries about returning product and seeking medical advice). Nippy’s also received several hundred telephone calls and
facsimiles of support from complete strangers.
As a result of the responsible and positive way in which the issue was handled (and as a result of the considerable goodwill within the SA
community built up by Nippy’s over the past 32 years) the company has enjoyed strong support from its customers, retailers and distributors
and has maintained its market share and price points since the crisis.
Nippy’s faith in its product and its reputation was rewarded four years later when it was awarded nearly $4 million in damages in a Federal
Court judgment against the supplier of the infected fruit.

Sabco

37
case studies

Issue
management

A clean finish for an old company

The situation

Elements

Sabco (South Australian Brush Company) was established in 1892 and
for more than a century was the oldest and most respected brand in
the market.

Following the consultancy’s briefing in July, Hughes Public Relations
prepared a range of communications for the announcement, including:

But the inroads of lower-cost imported brushware had eroded its
market share over the past decade and brought the company to
a crossroads. To compete in the marketplace it needed to invest
substantial capital in its ageing Adelaide factory and new equipment,
tools and dies – and still confront competitors retailing at prices below
Australian manufacturing costs.

• News release and other media materials;

In these circumstances the shareholders, with Macquarie Bank
holding 95 per cent of the equity, were not prepared to make a further
investment and the directors determined that the appropriate action
was to seek the orderly closure of the business and sale of its brands to
meet obligations to creditors and its 130 employees.

• Managing Director’s address to staff;

Sabco appointed corporate and recovery accountants Ferrier Hodgson
to advise it on this process and Ferrier Hodgson nominated Hughes
Public Relations to provide communication advice and support.

• Letters to customers.

On September 2, 2003 Sabco announced the sale of its brand and
closure of the SA manufacturing facilities.

Objectives

• News Alert to media;
• Briefing materials for Chairman and senior management;
• Background information on Sabco, and the companies contracted to
buy Sabco’s tooling and brands;
• Chairman’s Address to staff;
• Information kit for staff;
• Letter to government;
• Letters to suppliers;
Hughes Public Relations participated in a number of meetings with
the Sabco Executive team ahead of the announcement and devised
communication strategies to manage the issue. On September 2,
the consultancy notified key media of the sale and closure and
coordinated and managed a news conference on-site, as well as
managing off-site enquiries from media including radio and interstate
writers and tracking media coverage of the announcement.

Key internal and external communications objectives for the
announcement included:
• Protecting the Sabco assets (including its brand) for sale;
• Protecting Macquarie Bank’s reputation (as 95 per cent shareholder);
• Minimising the impact of the announcement on employees and their
families, and maximising opportunities for their re-employment;
• Avoiding government involvement and interference in the process;
• Minimising union-related issues arising from the announcement.

Outcome
The results were positive from a communications perspective, with all media coverage reflecting Sabco’s key message that the move was
“inevitable and responsible but regrettable.” Media coverage of the event was largely contained within South Australia and to a two-day
window. In addition, the key internal and external communication goals established at the outset were met in their entirety, as a result of the
coordinated preparations for the event and the smooth implementation of the integrated communications program.

Transitions
Optical
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The benefit of foresight
The situation

Elements

Hughes Public Relations was approached by leading lens producer
Transitions Optical to manage a communications strategy for
the closure of its manufacturing plant south of Adelaide, and the
subsequent loss of around 30 jobs.

Having identified the reasons behind the decision to close the
manufacturing plant, Hughes Public Relations devised a strategy
aimed at being as up front as possible with media, employees,
government and other key stakeholders, while containing the story to
local Adelaide news and within a single 24-hour news cycle.

The company indicated that following a review of its operations
globally, it had been decided to rationalise operations and the
Lonsdale plant was not part of its longer term plans. The reason for the
closure of the site was increased competition from imported products
into the Australian market; decreased global demand for its specialty
products produced at the plant; and the lower cost of manufacture of
Asian facilities.
The one positive to come out of the decision was that Adelaide
would remain the Australian and New Zealand commercial and
distribution base.

Objectives
The client’s brief to Hughes Public Relations was to devise and
coordinate a comprehensive communications strategy that involved
notifying staff, media, suppliers, retailers and government of its
decision, while protecting the reputation (and market share) of the
Transitions Optical brand.

All communications prepared by Hughes PR concentrated on why the
decision was made, who would be affected, and what the company
was doing to help those employees affected. This included seeking
to assure the company’s product consumers that Transitions would
maintain its commercial and distribution base in Adelaide, and
therefore that its world-leading products would continue to be
available throughout Australia and New Zealand.
Hughes Public Relations prepared all communications material
including news releases, letters to industry and government, Q&A’s and
a staff ‘enquiries’ help sheet.
In preparation for the announcement, Hughes Public Relations
provided advice on the most suitable company spokesperson,
organised media training and provided ongoing media monitoring
support.
Hughes Public Relations advised the company on the most suitable
timing of the announcement, and provided advanced notice to
relevant federal, state and local government representatives and MPs.

Among the key objectives set by Hughes Public Relations and the
company were to:
• Minimise the impact of the announcement
on employees and their families and maximise their opportunities for
re-employment;
• Maintain and protect the Transitions brand and product;
• Address any trade or supplier nervousness and speculation;
• Inform both on-site and off-site staff of the decision concurrently;
• Brief its key lenscaster partners;
• Brief government at local, state and federal level; and
• Manage media liaison and minimise media criticism and speculation.

Outcome
Hughes Public Relations exceeded its own expectations by containing electronic media coverage to a single day, with no employees
‘speaking out’ in the media and no public criticism by government, suppliers or retailers, and most importantly, preserving the brand’s
reputation. In summary, the key goals of minimising media criticism and protecting the reputation of the Transitions brand were well and
truly achieved.

Meals on
Wheels
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Caring for the Community
The situation

Elements

Every day Meals on Wheels SA supports more than 5,000 elderly,
housebound or disabled South Australians living independently in their
own home through the provision of delivered meals - prepared, cooked
and delivered by 10,000 volunteers.

The communication strategy rested on Hughes Public Relations being
a core member of the crisis management team. This enabled Hughes
Public Relations to have 24-hour access to information
and to act quickly and effectively to:

In 2011, Hughes Public Relations provided crisis management support
to Meals on Wheels around a precautionary food safety announcement.

• Prepare CEO Sharyn Broer as Meals on Wheels’ spokesperson with
immediate on the spot media training and equip her with key
messages about the ongoing situation and the organisation’s
response.

Though not required to do so by law, Meals on Wheels (SA) undertakes
a rigorous routine testing program to monitor the safety of the food
it produces for its clients. The presence of listeria in one product was
detected through this testing.

• Provide fast, factual information to the news media and anticipate
media requirements.

The product could not be recalled from kitchens as it had already been
served to a proportion of clients when the positive test result was
obtained.

• Manage strong and positive communication with clients and their
families to maintain essential confidence in the safety and quality of
meals and enhance trust in Meals on Wheels.

Meals on Wheels needed immediate support to inform and reassure
their clients, their families and the wider community about the
potential health risk whilst protecting its reputation as a trusted and
valued community service.

• Ensure Meals on Wheels board, staff and volunteers were regularly
updated on all aspects of the situation.

Objectives
The objectives of the communication strategy were to:

• Liaise between the SA Department of Health, the SA Health media unit
and Meals on Wheels SA.
• Provide round the clock support to the Meals on Wheels ‘front-line’
team to help minimise disruption to ongoing vital services throughout
the investigation.

• Present Meals on Wheels to the community, and especially its major
stakeholders, as primarily concerned for the wellbeing of its clients.

testimonial

• Minimise media criticism and speculation and manage media
interest.

“The incident, focused on one meal prepared by Meals on Wheels,
on one day. This amongst the many thousands of meals we produce
each day in this State. Our effective planning and early engagement
with the Department of Health, Hughes PR and our management team
ensured that this incident was treated in perspective and we believe
has had little to no impact on our brand. The expertise and experience
of Hughes PR contributed greatly to achieving a successful outcome. It
was a job well done by all.”

• Advise clients and their families of the potential health risk and the
recommended steps to take to seek help if listeriosis is suspected.
• Minimise disruption to ongoing services and ensure clients choose to
continue with Meals on Wheels SA’s services.

Sharon Broer | CEO, Meals on Wheels SA

Outcome
The South Australian Department of Health and Meals on Wheels received no reports of illness connected to consumption of the dessert
in question. Meals on Wheels (SA) engaged proactively and positively with their staff, clients, volunteers, media, SA Health and their key
messages were successfully relayed to the community by all major news outlets in Adelaide.

Adelaide
Airport
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Soaring to new heights

The Situation

Elements

Adelaide Airport Limited (AAL) operates Adelaide and Parafield
Airports in South Australia. Adelaide Airport is the major gateway to
the State and services international, domestic and regional flights,
while Parafield Airport is one of the busiest general aviation
aerodromes in Australia.

Hughes PR’s work with Adelaide Airport Ltd is ongoing and designed to
build and protect the reputation of Adelaide Airport over the long term.

Hughes PR has been providing strategic corporate affairs advice and
support to Adelaide Airport Ltd since 2001, covering a broad spectrum
of communications activities.

Hughes PR’s role includes managing communications strategy and
implementation for major airport projects and announcements, along
with day-to-day media and communications support.

Objectives
Adelaide Airport has a number of key communications objectives
across its operations and stakeholder groups. Its overarching objective
is supporting the State’s growth and promoting the economic and
cultural benefits of South Australia.
Other key objectives include:
• Supporting South Australian tourism by attracting new international
airlines and services to the State;
• Effectively managing communications around potential issues arising
from the airport’s day-to-day operations;
• Preparing and implementing communications strategies linked to
major infrastructure works at the airport;
• Building relationships with key tourism, trade and Government
stakeholders to enhance the state’s profile interstate and overseas;
• Building strategic community partnerships around opportunities to
encourage cultural development and engagement in sport; and
• Growing the airport’s Terminal 1 (T1) retail business by encouraging
visitors to the Airport to shop and eat in T1.

The consultancy advises AAL’s Managing Director and executive
management team on communications strategy at a corporate,
customer, stakeholder and local community level.

Working with Adelaide Airport requires a multi-disciplinary approach.
Over the past 10 years, Hughes PR has brought together a number
of services to deliver an integrated strategy. These services include
reputation management and stakeholder engagement, crisis
management, social media, media engagement and publicity and
community relations.
The scope of work includes:
• Crisis communications planning and establishing protocols for
responding to issues should they occur;
• Developing and implementing communications strategies to support
key events at the airport, such as the opening of the Multi User
Integrated Terminal for international in 2005, domestic and regional
services, and the opening of the new multi-level car park in 2012;
• Management of the airport’s social media channels;
• Responding to day-to-day media inquiries;
• Writing and editing Airport publications such
as the Annual Report and community magazine Plane Talk;
• Provision of marketing and communications advisory for Adelaide
Airport T1 Retail, including supporting advertising and promotional
events; and
• Assisting with the consultation phase of master planning for both
Adelaide and Parafield airports.

Outcome
There have been a number of key successes and outcomes during Hughes PR’s 15 years working with the Airport. These have included:
• Successfully managing a communications strategy around heightened community and media interest in the opening of T1 in 2005.
• Leveraging media opportunities around the announcements of new carriers and services flying to Adelaide Airport, such as Emirates and
Tiger Airways.
• Provision of strategic crisis communications counsel and support for key airport personnel during a security breach that required
evacuation of T1.
• Stronger engagement and leverage of the Airport’s sponsorships with community and arts organisations, including Adelaide Festival,
SA Museum and Little Athletics.
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Linking the College with
the Community
The Situation

Elements

Scotch College Adelaide is one of Australia’s pre-eminent coeducational, independent day and boarding schools.

• Scotch College has built a strong reputation over more than 90 years
but in the highly competitive independent schools market in South
Australia, did not stand out as an exceptional choice in an increasingly
homogeneous market place. The consultancy worked with the
College and Black Sheep Advertising to develop and implement the
unique “One School” brand for Scotch College, which has now been
applied consistently across all College communication and marketing
collateral;

It is a school firmly committed to providing a holistic education
offering every student the opportunity to develop their own special
talents and encouraging them to give back to the community.
Hughes Public Relations has worked closely with Scotch College
for more than 15 years to provide strategic communication which
positively projects and protects the College’s offerings, values and
reputation; and in building a “brand” synonymous with excellence,
resilience and positivity in education.

Objectives
The key objectives of the communication strategy are to:
• Support strong levels of enrolments aligned to the College Council’s
business and education goals;
• Reinforce publicly the College’s commitment to excellence and
innovation in education;
• Support the College’s internal sense of “community” by ensuring
consistency, clarity and continuity of communication to the academic
staff, students, parents, old Collegians and past parents;
• Protect and project the College “brand” in support of the above; and
• Position Scotch College Adelaide as a credible national leader in
education as a means of increasing its influence in educational issues
– and particularly those impacting on the independent schools sector.

• A strategic communication program underpins the “One School”
branding proposition and focuses on promoting the College’s unique
selling propositions (USPs) of positive education, co-education,
pastoral care, technology and outdoor education supporting student
resilience. Through a rolling Communication Calendar and weekly
contact with the College, opportunities for publicity and external
stakeholder communications are mapped against a series of agreed
outcomes and matched against key events in both the College and
the community, resulting in strong and sustainable media coverage
for the College;
• The consultancy acts as “brand guardian” for Scotch College,
maintaining a watching brief over the consistency of brand and
message across all communications – including its www.scotch.
sa.edu.au website and Facebook site; Scotch community EDM
newsletters; the regular Scotch Reports magazine; marketing
publications and advertising – including providing guidance on social
media innovations and protocols;
• We provide media and presentation training to key members of the
College’s senior executive team as required to ensure clarity and
consistency of messaging to internal and external stakeholders;
• Hughes Public Relations is on call to assist in managing
communication around issues with the potential to impact on the
College’s reputation, also acting as a sounding board for the Principal
and College Council on these matters.

Outcome
• Over 15 years, Scotch College has had a consistently high, positive media profile – with coverage strategically demonstrating the delivery of
its USPs, and establishing the Principal as a highly credible educational “thought leader”.
• Since the introduction of the “One School” branding initiative, enrolments have risen by approximately 20% despite challenging economic
times and Scotch College’s position towards the top of the annual fee table.
• The consultancy’s advice on the College’s effective use of digital media to reach its community has effectively engaged stakeholders in a
manner consistent with the College’s early adoption and leadership in educational technology.
• The College’s effective communication with internal stakeholders has contributed to its enviable and widespread reputation as having a
strong “sense of community”.
Hughes PR continues to work closely with Scotch College today.

Adelaide
Convention centre
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Expanding for the future

The Situation

• Make Adelaide Convention Centre the first choice for event and
conference organisers in Australia and overseas;

In 2010, the Adelaide Convention Centre appointed Hughes PR to
support its growth and future strategic direction resulting from the
$350 million expansion of the centre of the centre.

• Promote innovation through its service offering and operations;

The Centre recognised a need to realign its PR and communications
strategy to position itself for new business opportunities arising from
future increased capacity.

Elements

Locally, a need was highlighted to garner community support by
creating an understanding of the benefit to the South Australian
economy of the Centre’s operations and the expansion.
The Centre also sought to raise awareness of the strategy of
diversifying revenue by hosting its own events during the traditional
‘non-conference’ season.

Objectives
The Adelaide Convention Centre has a number of key objectives across
its various stakeholder groups.
The Centre’s overarching objective is to maximise the return to
the South Australian economy through its operations and ongoing
expansion.
In doing so, the Centre needs to effectively position itself to win new
business and retain and grow existing clients by demonstrating the
high quality services and value offered.
More specifically, the Centre is aiming to:
• Raise awareness and understanding for the Centre’s contribution
economically, environmentally and socially;
• Strategically attract new business that supports the key economic
growth drivers of the state including, but not limited to, mining,
defence, education, health and medicine;
• Clearly demonstrate and illustrate the benefit of the $350 million
expansion of the Centre;

• Effectively manage its reputation among key stakeholders.

Working with the Adelaide Convention Centre requires a multidisciplinary approach and Hughes PR has brought together a
number of services to deliver an integrated strategy. These services
include reputation management and stakeholder engagement, crisis
management, event promotion, social media, media engagement and
publicity and community relations.
This approach has included:
• Generating ongoing awareness around the Centre’s economic
contribution to South Australia;
• Activating its community and environmental partnerships with Trees
for Life and Variety SA;
• Developing and implementing a communication strategy to support
the expansion of the Centre;
• Implementing a publicity program to maintain a regular presence in
the industry media and keep the Centre top of mind for professional
conference organisers;
• Establishing a strategy for the Centre’s social media channels.
These include the corporate as well as the event and venue specific
channels;
• Developing and implementing a PR program to support the 25th
anniversary of the Centre;
• Support the growth of the Centre’s annual Cellar Door Wine Festival
event;
• Helping the Centre to prepare for a situation where its operations may
be impacted by an adverse event beyond its control.

Outcome
Our work with the Centre is ongoing and designed to build and protect the reputation of the Centre over the long term.
Since starting work with the Centre though there have been a number of key successes and outcomes. They include:
• Generating significant media coverage including TV, radio and print for the ground breaking on the Centre’s $350 million expansion;
• Securing key feature stories on the expansion in the industry media;
• Publicising and engaging stakeholders in the milestone of the Centre contributing $1 billion to the South Australian economy;
• Supporting the Cellar Door Wine Festival in achieving both record attendances and engagement through its social media channels; and
• Promoting and leveraging the Centre’s sponsorship of the Convention 2020 study.

McDonald’s
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Local support for international icon
The Situation

Elements

McDonald’s first opened in Australia in 1971 and has grown to over 800
restaurants across the country with over one million people visiting
their restaurants each day.

Hughes PR works with McDonald’s to build and protect the reputation
of the company over the long term. The scope of work includes:

In 2008, McDonald’s appointed Hughes PR to provide ongoing public
relations support in South Australia for its national and local initiatives.
As one of only four Australian PR agencies retained by McDonald’s, we
work across a diverse range of activities including restaurant openings
and developments, new menu launches, leveraging community
engagement and sponsorship, brand protection and providing PR
support for Ronald McDonald House Charities.

• Develop and implement state-based PR activities around the national
PR plan to achieve metro/regional/local media coverage.
• Develop a state-based communication plan to target key
stakeholders.
• Promote and place positive news stories for McDonald’s and its
licensees.
• Leverage media opportunities for McDonald’s sponsorships.
• Develop strategies to promote McHappy Day in South Australia.

Objectives

• Liaise regularly with state contacts and franchisees to develop
localised media opportunities.

McDonald’s has a number of strategic communications objectives
across its operations and stakeholder groups with an overarching
objective of promoting their position as a fun, convenient and choice
led restaurant and reinforcing their contribution to local communities.

• Support new restaurant planning applications and openings.

Other key objectives include:
• Build trust and understanding among key stakeholders.

• Promote employment opportunities and community recognition and
understanding for developing skills of South Australian’s.
• Support the work of McDonald’s charity of choice, Ronald McDonald
House Charities, on implementing a separate strategy that supports
the work of the house through fundraising and volunteering.

• Raise awareness of new product launches and events.
• Reinforce McDonald’s commitment to providing choice and
promoting healthier menu items.
• Build awareness and leverage media opportunities of McDonald’s
sponsorship of major initiatives, such as Camp Quality Puppets,
Zoomobile, Clean Up Australia Day, SANFL and Little Athletics.
• Inform stakeholders about key areas of the McDonald’s business.
• Raise the profile of SA licensees and their restaurants as locally owned
and operated.
• Build on McDonald’s reputation as an employer of choice.
• Raise awareness of the role of McDonald’s and its licensees in
supporting the work of Ronald McDonald House Charities.

Outcome
There have been a number of key successes and outcomes during Hughes PR’s four years working with McDonald’s. These have included:
• Successful activation of McDonald’s sponsorship of the 2010 World Cup and 2012 Olympics.
• Promotion of the McDonald’s documentary, McDonald’s Gets Grilled, on Channel 7.
• Successful national product launches including the healthy choices menu, premium products (Angus beef) and new lamb products.
• Launch of the new Ronald McDonald House in North Adelaide.
• Generating recognition for McDonald’s support of junior football, Little Athletics, Zoo Mobile and Camp Quality through metro and regional media.
• Obtaining local publicity for various licensee community sponsorships.
• Successfully working with the national and state team to bring together a cohesive communications strategy.

Force
Protection
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Entering a foreign market

The Situation

Elements

In 2010, US military vehicle manufacturer Force Protection Inc.
approached Hughes Public Relations to build its Australian profile
to assist in its bid for a $1 billion ‘Protected Mobility Vehicle – Light’
contract with the Australian Government. Force Protection had zero
presence and had conducted no contract work in Australia at the
commencement of the bid process, so Hughes PR was tasked with the
job of creating and building momentum for the company from the
ground up.

Principal strategies of the program included:

Hughes PR’s strategy covered industry and mainstream media
coverage, exhibitions, vehicle demonstrations, and making key
government connections to ensure Force Protection’s ‘Ocelot’ light
armoured vehicle was ‘front of mind’ amongst major decision makers.

• Monitoring competitor activity and media activity, and responding
appropriately;

• Coordinating media and direct marketing activity to drive awareness
of Force Protection;
• Establishing strong links with key Defence journalists in each market
ensuring a regular flow of information;
• Staging product demonstrations to highlight Force Protection’s
credentials to the Government and media;

• Identifying key speaking opportunities for Force Protection
management at major trade conferences.

Given a very short time frame in which to build Force Protection’s
profile, all avenues were explored and utilised to provide exposure,
including a media demonstration day at a 4WD park, demonstrating
the vehicle at the International Avalon Air Show, and displaying the
Ocelot at the Clipsal 500 V8 Supercar race attended by 300,000 people.
Force Protection was shortlisted to a ‘final three’ in the bidding process.

Objectives
Key objectives of the communication program were to:
• Increase the public profile and brand awareness of Force Protection;
• Establish credibility for Force Protection in the Australian
marketplace;
• Keep Force Protection at front of mind for key government contacts
and decision makers.

Outcome
Notable outcomes during the bidding process included:
• Engaging the South Australian Government in a commitment to invest in a purpose-built manufacturing facility should the bid be successful;
• Achieving regular reputation-building national coverage in Defence Industry media including the Australian Defence Magazine;
• Achieving mainstream media coverage for the Ocelot, particularly in News Corp publications, following a media day in which journalists
were invited to drive the vehicle at a 4WD park;
• Creating opportunities for key decision makers to see the Ocelot up close at trade events such as the Land Warfare Conference;
• Creating an opportunity for the Chief of Army to get behind the wheel of the vehicle by exhibiting and trialling the vehicle at the Avalon Air Show;
• Exhibiting the Ocelot at the Clipsal 500 motorsport event in Adelaide, thereby engaging public understanding and support for the project;
• Demonstrating the expertise and experience of the vehicle’s development team by securing speaking opportunities at major Defence
Industry conferences.

Beerenberg
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Growing the brand
The Situation

Elements

Beerenberg is one of Australia’s oldest family-owned jam, sauce and
condiment producers. From humble beginnings in the Adelaide Hills,
Beerenberg now offers more than 65 products and exports to 25
countries around the world.

Hughes Public Relations worked closely with Beerenberg and its
design and marketing strategy partners Stepchange Marketing and
The Elk Group to develop and deliver a communication strategy for the
rebrand which was focused around events, publicity and digital media
to communicate the brand change to key stakeholder groups.

In 2013, Beerenberg embarked on a major rebranding process which
saw the company radically change its labels for the first time in 40
years to help it stand out on shelves increasingly crowded with multinational and imported brands. Members of the Beerenberg team who
pick the fruit, cook the jam and even drive the forklift are featured
on the new labels of every one of Beerenberg’s 65 jams, sauces and
condiments – giving their tips on how they like to enjoy their favourite
product.
Hughes PR worked closely with Beerenberg to create a strategic
communications program which would educate media and industry
stakeholders about the brand change, and help retain and grow the
company’s customer base.

Objectives
Key objectives of the communication program were to:
• Position Beerenberg as Australia’s leading producer of premium
jams, sauces and condiments through the promotion of the
company’s heritage, values and quality products;
• Educate Beerenberg customers of the brand change and retain them
as customers;
• Build strong demand for Beerenberg products, and attract trial and
retention from new customers;

Publicity focused on a combination of mainstream and trade media,
and extensive coverage was achieved to assist in informing and
educating consumers, industry and retailers of the brand change. The
digital media campaign featured engagement with key food bloggers
to attract third party endorsement, a completely redesigned website,
and a Facebook campaign which served to educate consumers and
encourage conversation about the new look.
Two themed long-table lunch events were held in Adelaide and Sydney
to introduce the brand change to key influencers including industry
stakeholders and media. Media guest lists for each event were targeted
towards metropolitan outlets and key food and lifestyle publications.
While the Adelaide event focused on harnessing the goodwill of the
local market towards the brand, the Sydney event was designed to
build awareness of the brand amongst influencers.
The events were hosted by food personalities, with guests enjoying
a three-course meal with a menu which showcased Beerenberg
products. The Paech family addressed guests at each event to share
the story of the brand and the reasons behind the change, while other
key Beerenberg staff also attended to share how they like to enjoy their
‘own’ Beerenberg product reinforcing Beerenberg’s authenticity, and
its personal approach behind creating and cooking every product.

• Revitalise relationships with stockists (particularly Coles and
Woolworths) and the hospitality sector;
• Revitalise relationships with advocates and influencers (including
media/bloggers).

Outcome
Beerenberg’s rebranding support program did not include any traditional advertising and did not come at any cost to profit margins, with
the launch reliant on the publicity and digital and social media campaign driven jointly by Beerenberg and Hughes Public Relations. The
stakeholder events maximised media awareness and coverage around Beerenberg’s new branding through mainstream media, national
food and lifestyle publications with coverage achieved in publications including The Australian, The Advertiser, Australian Women’s Weekly,
New Idea, Home Beautiful, Country Style, Woman’s Day, SA Life and Super Food Ideas. In the six months following the rebrand, Beerenberg’s
sales grew by up to 30 per cent in just six months. The strongest growth came from independent grocers but even well established routes to
market via the major supermarket chains of Coles and Woolworths have seen a significant lift in sales. The strongest increases in demand
came outside Beerenberg’s home market of South Australia in the key markets of New South Wales, Victoria and Queensland which were up
between 23 and 32 per cent – representing a major breakthrough in Beerenberg’s efforts to become a truly national brand.
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Principal Partner of Adelaide Fringe

The situation
On entering the partnership, BankSA was determined not to threaten
the artistic integrity and popular culture of the Adelaide Fringe Australia’s biggest arts event. However, it wished to support the event
and leverage its involvement as a means of building its brand among
18 to 35 year-olds in a non-commercial manner.
The consultancy brief was to:
• Raise awareness of BankSA’s association with the Adelaide Fringe as
Principal Partner;
• Engage and create goodwill regarding the partnership from the
community, artists, customers and staff;
• Launch and drive awareness about BankSA’s three new Adelaide
Fringe initiatives;
• Position BankSA as ‘adding value and fun’ to the Fringe; and
• Achieve and reach key target audiences during the busy month of
March.

Objectives
Hughes Public Relations’ task was to develop and implement a plan in
support of the partnership including:
• Establishing key media as ambassadors for the three BankSA Fringe
initiatives;
• Encouraging media ownership by positioning Support Act and
TalkFringe as tools the media could use and become involved in;
• Ensuring impact and coverage was gained before commencement of
the Adelaide Fringe Festival and associated activities; and
• Ongoing liaison with media during the Fringe to ensure the initiatives
were top-of-mind and all opportunities were harnessed.

Elements
• Regular meetings with key decision-makers from the Fringe and
its public relations consultancy to ensure all parties were across
BankSA’s plan and to avoid any cross-over;

• Establishment of a ‘marketing team’ comprising representatives of
the BankSA Sponsorship and Marketing Team, BankSA Public Affairs
Manager and Hughes Public Relations. The team met weekly and was
constantly in touch via email and phone;
• The drafting and updating of an outcome-focused PR Plan and
Calendar, with each communication opportunity linked to the
objectives of the overall strategy;
• Planning sessions to confirm precise timings
for the roll-out of each BankSA Fringe initiative;
• Sourcing key media talent in the form of artists, Fringe fans and Fringe
staff for potential media and interview opportunities;
• Developing a target media list of “Fringe-aware” key SA journalists
from print, radio and TV;
• Creating an innovative media kit including fact sheets detailing
BankSA’s three Fringe initiatives, branded t-shirts, posters and
tattoos, which was sent to those on the media list;
• Organising an event in the hub of Fringe territory near Rundle
Street East to announce the partnership, which consisted of a
short presentation from key Fringe and BankSA spokespeople,
combined with freestyle performances from colourful and loud Fringe
entertainers;
• Issuing a news alert and news release prior to and on the day of the
announcement and managing their attendance on the day and all
subsequent interviews;
• Coordinating a consistent approach to all publicity activities and
launches with the consultancy identifying quality opportunities which
were provided to the media at intervals to avoid saturation;
• Securing a BankSA-branded ticket giveaway and weekly Support
Act story opportunity with the Adelaide Confidential column in The
Advertiser;
• Launching each BankSA Fringe initiative by targeting media
ambassadors and coordinating the use of appropriate talent;
• Keeping the media informed of the take-up and success of the
initiatives; and
• Leveraging and forming relationships with media ambassadors and
key journalists who had responded favourably to the partnership
and its associated media opportunities.

Outcome
The consultancy achieved widespread and consistent media hits across all South Australian media. Media coverage included extensive
stories on all three initiatives in The Advertiser, City Messenger, Rip It Up, Ten News, NOVA 919, SAFM, MIX FM and ABC radio. Specific
coverage included the securing of a branded Support Act ticket giveaway every Monday and Wednesday in The Advertiser’s Adelaide
Confidential pages, which was unrelated to any advertising spend, two stories on the success of BankSA’s initiatives on Ten News and
street crew visits and artist interviews via radio. This contributed to Talkfringe.com attracting 332,951 hits, Support Act registrations
totalling 4,011, and 2,137 reviews being posted. Ticket giveaways via Talkfringe.com were very popular with 2,353 tickets worth $40,877.35
distributed free to the public. In addition, BankSA’s partnership was positively supported by the arts community and media, with only
positive feedback from all quarters throughout the process.
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International Power’s first wind farm globally

The situation

Elements

In April 2004, at Lake Bonney, in South Australia’s South-East.

Implementation of the communications program consisted of the
following key elements:

Hughes Public Relations was appointed to help boost the profile
of International Power PLC’s first wind farm globally on a local and
national scale through a comprehensive community relations
and communication campaign.
In addition, Hughes Public Relations was responsible for the coordination and management of the official groundbreaking ceremony
on April 23, 2004, and the subsequent launch with SA Premier Mike
Rann and the global CEO of International Power plc Phil Cox on March
31, 2005.

Objectives
Canunda Wind Farm represented a significant diversification in IPRA’s
energy portfolio, highlighting the UK-listed company’s continued
commitment to reducing greenhouse gas emissions through renewable
energy.
Key objectives of the communication program included:
• Foster local community support for the project and manage
community issues;
• Support positive government relations efforts at a local and state
level;
• Promote IPRA’s key messages in relation to renewable energy and the
reduction of greenhouse gas emissions through a balanced energy
generation portfolio;
• Highlight IPRA’s continued commitment to the Australian market;

• Undertook regular consultation with key stakeholders in the project
from commencement through to the official opening in March 2005;
• Developed and distributed community information and collateral
material through local Councils, schools and tourism venues;
• Liaised with local government before, during and after construction of
the wind farm;
• Hosted key VIPs at the official groundbreaking and launch
ceremonies, including the SA Premier, Mike Rann, and the SA Energy
Minister, Patrick Conlon;
• Facilitated and coordinated all event management activity in relation
to the ground breaking ceremony and subsequent launch on a remote
site at Lake Bonney, near Millicent;
• Established strong working relationships with key metropolitan,
regional and industry media contacts to facilitate positive and
informed coverage, providing them with a regular flow of strategic
information on the project;
• Prepared corporate profile editorial for inclusion in IPRA marketing
materials to highlight the launch of Canunda Wind Farm at a global level.

Testimonial
“The event was well attended and was a complete success from a
media, political and logistics perspective.”
Tony Concannon | Managing Director, International Power Australia

• Raise positive awareness of the project and its objectives amongst
regional, state and national media;
• Foster positive response from key local, state and international VIPs
through effective event management.

Outcome
Hughes PR helped build the profile of Canunda Wind Farm through a sensitive and inclusive community relations program and targeted and
proactive media relations campaign, in so doing securing community support, avoiding negative public criticism and securing extensive
and informed positive media coverage in support of the project and IPRA’s balanced portfolio position across metropolitan, regional, and
national print, radio and TV. At the completion of the highly successful green energy project, SA Premier Mike Rann joined International
Power’s Global CEO Phil Cox, energy industry VIPs and more than 70 local school students for the colourful launch of the Canunda Wind
Farm on a windy hill near Millicent on March 31, 2005.
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Receiving rave reviews

The situation

• Engage with filmmakers and media interstate to promote Shorts as a
national festival;

Shorts Film Festival stands alone as Australia’s only national short
film festival and competition entirely dedicated to ensuring that the
specialist craft of story-telling through film is fostered and celebrated.
Shorts presents a showcase of Australian talent across a week of
lounge-style film screenings.

• Promote the talents of short filmmakers and their films;

Shorts Film Festival wanted 2011 to be the year that cemented the
event’s status as one of Adelaide’s best festivals offering a fantastic
and inspiring experience for both filmmakers and audiences. 2011 was
also the first year that the Festival moved into Norwood Concert Hall
in the eastern suburbs and the first year of its Black Shorts Award for
indigenous filmmakers.
The Festival board sought to raise awareness of these developments
and create a buzz of excitement amongst the Australian film
community, potential audience members from the SA public, key
opinion leaders and government, the SA tourism industry, potential
sponsors and the media. The driving force was to boost ticket sales and
attract new sponsors. Hughes PR was appointed to develop and deliver
a far reaching and strategic PR and publicity campaign to run in the
lead up to and during the festival taking place in March - April 2011.

Objectives
The key objectives of the campaign were to:
• Promote Shorts as a fun event which acts as a platform for
showcasing the talents of Australian and international filmmakers;

• Successfully launch and promote the first Black Shorts Award;
• Promote sponsors and supporters of the event and attract new
sponsors and supporters;
• Drive enquiry and ticket sales via ticket agent and Shorts website.

Elements
Hughes PR devised a communications calendar for the 2011 Festival
and worked in partnership with GlamAdelaide and street marketing
company Passing Out to deliver all elements successfully:
• Implementation of an event driven publicity program;
• Securing national, SA and local coverage in mainstream and specialist
film media outlets;
• Marketing the festival through the council and council employees;
• Promoting the event through Business Networking groups;
• Norwood Parade Banners;
• Digital Advertising;
• Event Posters in cafes, shops and other local meeting places; and
• Building excitement online via social media e.g. Facebook and
Twitter.

• Establish Shorts in its new home at the Norwood Town Hall in
Adelaide’s eastern suburbs;
• Promote Shorts as Adelaide’s only national dedicated short film
festival;
• Promote Shorts as a social event that takes films out of the traditional
hushed cinematic environment;

Outcome
The Shorts Film Festival 2011 was a great success, attracting more than 1,500 people and receiving rave reviews from filmmakers, the filmgoing public and film critics alike. As a direct result of Hughes PR’s targeted media liaison and media release distribution, the Shorts Film
Festival 2011 secured 30 mentions and headlines in print media from March – April 2011. The story was covered by a broad range of local,
SA and national media including the Qantas in-flight magazine The Australian Way, the national women’s magazine Marie Claire, South
Australian lifestyle magazine SA Life, 10 local newspapers and a front page article by the Adelaide Advertiser. Total audience reach was
2,052,539. Shorts Film Festival 2011 also received television, radio, online and special in interest media coverage – boosting its national
profile and status.

San Remo
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The Situation

Objectives

San Remo Macaroni is Australia’s largest manufacturer of pasta
products and the major buyer of durum wheat, which is used to make
pasta, in SA. After a dramatic reduction in the level of durum wheat
production in the previous two years, San Remo had grave concerns
that the industry was on the verge of collapse due to fears of another
low rainfall year and the risk of crown rot disease.

The primary objective of the campaign was to encourage more grain
growers to plant durum wheat in Season 2007. However, rather than
telling farmers they should plant this variety (an approach which had
the potential to work against the company and the Association if it
was a poor season), the focus was on encouraging growers to seriously
consider durum wheat as a preferred crop option on the strength of its
growing characteristics and premium price benefit.

While there was no evidence that it would be a dry season,
negativity and publicity about the drought meant many farmers
were being advised to grow lower risk bread wheat, even though it
was less profitable, or feed grain which had achieved inflated prices
during 2006.
This was despite the fact that in the 15 years since the first durum
wheat was planted in South Australia (largely at the instigation of
San Remo) the industry had grown to be recognised as one of the top
durum wheat growing regions in the world. Production of durum in
South Australia peaked in 2001-02 when more than 400,000 tonnes
were produced. This steadied at just over 200,000 tonnes in 2003/04
and 2004/05. However, production in 2006 dropped to about 40,000
tonnes because of the dry weather and was resulting in a resistance to
planting durum in 2007.
The Durum Growers Association of South Australia, which has
about 120 members, had indicated to San Remo that there was
likely to be a significant drop in plantings – to about 11,000 hectares.
The Association and San Remo Macaroni were concerned about
both the short-term impact on grain supplies for the local pastamaking business and the long-term effect on future production
and the capacity of growers to capitalise on high world demand for
durum wheat.

The secondary objective was to gain wider acceptance of the benefits
of growing durum wheat as part of the development of a strong export
industry which would benefit South Australian grain growers in the
long term – thus also supporting long-term supplies of durum wheat
for pasta manufacture by San Remo Macaroni.

Elements
Following an initial briefing by San Remo and the Durum Growers
Association, Hughes PR conducted extensive research on the industry.
This provided valuable information to support the key messages and
editorial content for the campaign.
Another important source of information was the farmers themselves.
Phone interviews were conducted with durum wheat growers in
various areas of the State.
The communications strategy utilised targeted coverage in the rural
media and a direct mail campaign to all growers registered with the
Durum Growers Association of South Australia. There was also a need
to anticipate and minimise any potential negative publicity to San
Remo centred on pricing and threats to pasta supplies.
The strategy developed was based on securing the third party
endorsement of the Durum Growers Association of South Australia and
then to roll out the communication campaign through:
• Securing targeted positive coverage and debate in the rural media;
• Reaching all growers registered with the Durum Growers Association
of South Australia through direct mail; and
• Personally reaching durum wheat growers through industry channels
(Annual General Meeting).

Outcome
Widespread coverage was achieved in the required time frame and in the appropriate media. According to feedback from the Durum
Growers Association of South Australia, this successfully raised awareness of the issue and created renewed interest in durum wheat
among the State’s grain farmers. The direct mail resulted in more than 40 growers attending the Association’s Annual General Meeting and
forum on durum growing. But the main objective was to encourage growers to plant durum. The Association was concerned that only about
11,000 hectares would be planted in 2007. Following the campaign, the Association advised that it estimated plantings of between 30,000 to
35,000 hectares and - depending on weather conditions, a predicted crop of over 100,000 tonnes – compared to 40,000 tonnes the previous
year. In addition, all seed held by the Association had been sold.

BankSA
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Focusing on Business

The Situation

Elements

Business Focus is a high quality full-colour magazine distributed to
9,000 BankSA business customers.

Hughes’ role includes:

The biannual editions focus on specific industries and business
themes, providing the opportunity to promote the depth and diversity
of BankSA’s business clients across a range of sectors.

• Interviewing key spokespeople and stakeholders within the industry
under the spotlight for each edition;
• Researching statistical and analytical background information for
each article;

The Business Focus magazine is an important piece of communication
for BankSA. It enables the bank to promote South Australian
businesses that are achieving great milestones in their industries for
the ultimate benefit of the state. By sharing these stories, BankSA can
help inspire and support its other business customers.

• Copywriting articles;

The Hughes team possesses strong backgrounds in media with many
years of combined journalism experience. Our consultants are skilled
at producing written content to a high editorial integrity in a carefully
considered style designed to appeal to specific target audiences.

“The Hughes PR team provides high quality journalism for the Business
Focus publication, with clear, crisp and entertaining writing. The team
is very professional, has strong attention to detail and always meets
our prescribed deadlines. Since engaging Hughes to also lay out our
Business Focus publication, we’ve benefitted from a one-stop shop
solution for our magazine, which is time efficient, cost efficient and an
incredibly enjoyable way of working.”

With this expertise in mind, BankSA approached Hughes PR to
collaborate with them on producing Business Focus.

Objectives

• Laying out Business Focus in line with an agreed corporate template.

Testimonial

Jayne Flaherty | co-Head of Corporate Affairs, BankSA

The aims of Business Focus are:
• To champion South Australian businesses and their expertise; and
• To inform and educate BankSA customers about topical issues and
trends across a range of local sectors and industries which are
relevant to their business success.

Outcome
Business Focus supports BankSA as it maintains a leadership position in providing banking solutions and support to South Australian
businesses. The magazine strengthens the bank’s reputation as a bank for South Australians and as a well connected financial institution
which is in touch with its markets and the needs of its customers.

aDELAIDE
convention
centre

The biggest launch in the west

The Situation

Elements

A week long program of business, arts and free community events
marked the much anticipated official opening of the Adelaide
Convention Centre’s West Building – the first completed stage in a
multi-million dollar expansion.

Hughes was on-site to capture small segments of each of the events
that took place during the week. The events included:

The opening week program was designed to showcase the building’s
versatility with events including public expos, business forums,
concerts, art exhibitions, gala dinners and even a world record
attempt.
With thousands of visitors expected to flood through the doors of the
West Building over the course of the week to attend events, tour the
new building and enjoy some of Adelaide’s best newly created views,
the Convention Centre approached Hughes to develop and deliver a
series of videos to capture the opening week festivities.

• Macy Gray Concert
• ACC Client Dinner
• CEDA Presentation
• Made in SA Expo
• Longest Lamington Lunch
• Science Week Expo
• Premier’s Cocktail Reception
• Priority Precinct Expo
• Emma Hack Art Expo official launch and exhibition
• Liza Emanuele Fashion Parade (included in the Made in SA Expo)

Objectives
The series of videos were designed to showcase the Convention
Centre and the contribution it makes to the state’s economic, social
and cultural fabric. The videos were required to be fast paced and
engaging, demonstrating all the activity, effort and success of the
opening week.

Outcome
The videos effectively showcased the quality and breadth of the opening week events and were shown extensively on the Centre’s website
and in its media coverage. A short overarching video showing the highlights of the week was presented by the CEO of the Convention Centre
to a live audience including business leaders, politicians and media - the video presentation received a rousing ovation from all those in
attendance.
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Revitalising a Visual Identity

The Situation

Elements

In 2014, two enduring and respected South Australian insurance
brokers operating within the ASX200-listed Steadfast network
- Newmarket and Grandwest – merged to become Newmarket
Grandwest. With the merger came a need to move premises and
communicate the changes. The merger also provided the opportunity
to update and marry the two brands and create a new suite of more
contemporary marketing collateral both digital and printed, while also
respecting the brand and charter of Steadfast – the largest general
insurance broker network in Australia & New Zealand, comprising 304
brokerages with 747 offices across metropolitan and regional areas.

Hughes managed and implemented the rebrand on behalf of
Newmarket Grandwest including:
• Developing a new logo and style guide;
• Designing and managing production of a new website, including
drafting all content;
• Creating and managing the production of a suite of corporate
stationery including letterhead, business cards, envelopes, with
compliments slips, presentation folders and greeting cards; and
• Designing and producing a brochure and flyers for the brokerage’s
Equine Division.

Objectives
The Hughes graphic design and digital teams were commissioned
to develop a new brand identity for the merged entity which would
resonate with the new company’s core audiences yet reflect a more
dynamic and contemporary approach to the provision of general
insurance solutions, as well as the company’s specialist field of equine
insurance. The team was also entrusted to apply the new identity to
all collateral – electronic templates and printed materials – as well as a
new website.

Outcome
Refreshed by its new identity and momentum, Newmarket Grandwest continues to work closely with existing clients of both merged firms
while also attracting the attention of new clients. The creation of the more contemporary website and physical marketing materials have
been well received by all key stakeholders and have been a major reason for the successful positioning of the new entity as a trusted and
respected leader in the insurance broking industry.
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Leaping into the Digital Age
THE SITUATION

ELEMENTS

In mid-2015, the South Australian Film Corporation (SAFC) approached
Hughes to develop a new website that would showcase the world class
content being delivered by the organisation and provide further insight
into the funding and filming options available in South Australia.

Hughes was able to offer the Film Corporation a one stop, turn-key
solution. This included:

OBJECTIVES
There were a number of objectives which included:
• Bring three existing outdated websites into a single overarching site
to showcase the content, achievements and functions of the
organisation;

• Development of new site architecture;
• Creation of a new design and updated functionality across all pages
of the new site;
• Refinement of all content including key messages to position
the organisation appropriately with prospective content creators,
community, media, government and existing clients and partners;
• The development and implementation of a new mobile integrated
website with a simple content management system.

• Redefine the site architecture to ensure a high quality user
experience;
• Rewrite the content to ensure an action-bias from the individual
browsing the site;
• Ensure the site maintained the extensive locations gallery and crew
and services directories;
• Develop a new contemporary look for the site that would stand the
test of time;
• Create a content management system that could be maintained by
the internal marketing team.

Outcome
By managing the entire web development program, Hughes was able to control the delivery and timing to maximise results for the SA Film
Corporation. This also reduced both cost and time for the client.
The new website has now been launched by the SA Film Corporation and with a strong communications program it is helping to position the
organisation as a leader in the Australian and International content creation industry.
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Developing Kent Town
The situation

ELEMENTS

Developer Morgan and Hansen teamed up with Hughes to manage
communication around approval for – and marketing of - its
environmentally sensitive Verde mixed use residential, commercial and
retail development in the near-city suburb of Kent Town.

Hughes was able to offer Morgan and Hansen an integrated solution
which involved the consultancy developing and implementing a
branding and marketing communication program that took the project
seamlessly from planning to delivery.

The development - the first in South Australia to use cross-laminated
timber (CLT) in construction - incorporates 54 apartments, six SOHO
residences and six commercial street frontage properties.

The communication strategy comprised the following elements in
support of the client’s goal of generating positive project awareness;
driving buyer interest and securing strong purchaser pre-commitments
and included:

Unique features in the development also included an internal private
courtyard, central landscaped communal piazza, and its Trans4ma
convertible space apartments.

OBJECTIVES
Objectives set for the communications program included:

• Project naming and brand positioning;
• Development of a brand identity and all marketing collateral
including logo development and design, registration and marketing
websites, sales brochure, photography, onsite signage, architectural
floor plans and plates and digital marketing materials;

• Developing and delivering a brand proposition showcasing Verde as a
unique and desirable project;

• Establishment of key messages to position the project appropriately
with potential buyers, community, media, government and the
property industry;

• Identifying and mitigating any risks associated with the project
including any potential community opposition;

• Development of a database development and engagement program
to maximise interest in the project and pre-sales;

• Building registrations of interest and sales leads;

• Production of video content to promote the key attributes of the
development including the innovative Trans4ma convertible space
apartments;

• Driving sales;
• Establishing the credentials of Morgan and Hansen and joint venture
partner FA Mamac to give all stakeholders, in particular buyers,
confidence in the project;

• Publicity program to build the brand story through targeted media in
local, state-based and national media outlets.

• Educating the South Australian market about the benefits of crosslaminated timber (CLT) and giving buyers confidence to purchase; and
• Creating a positive environment to support the project launch.

Outcome
By managing the whole communications program, Hughes was able to control message delivery and timing to maximise results for
Morgan and Hansen.
The successful communications strategy for Verde resulted in:
• The project being given planning approval with no public opposition;
• Significant and targeted media coverage resulting in the development of a strong pre-launch database;
• Effective branding which positioned Verde strongly in the market and differentiated the project from its competitors;
• Consistent website traffic and registrations of interest during the pre-launch phase;
• 60% of apartments within the project were sold prior to the retail launch.

Public relations | Communication counsel
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