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NSW Business Chamber 

  

 The New South Wales Business Chamber was the very first long-term client for Mandos 

Design, the graphic design business I launched in late 2004, shortly after resigning from 

KPMG Australia. I was contacted by Ms. Paula Martin, who was the Marketing Manager 

at KPMG, and had recently taken the position of Marketing Director at the Chamber.

 Ms. Martin had recommended me to be part of the KPMG Global Rebranding 

campaign (2002/04), and knew from the experience I gained on an international level, 

I would be a valuable person to contract with the Chamber assisting to direct their 

Rebranding campaign. 

 The campaign was deemed very successful as it proved to be strong and relevant for 

the next 5 years. During this time, I was contracted full-time to manage the brand. I also 

employed designers to train and project manage, assisting with executing the brand 

over many different types of mediums and media.

 Unfortunately I don’t have a large selection of examples to present from my archives, 

but the following page show a few pieces that evolved.
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NSW Business Chamber Cont’d

In 2009 I was re-invited to 

direct a refresh of the brand. 

One of the areas we wanted to 

experiment with, was with stock 

photos. 

We found marketing collateral 

dated quickly when similar 

photos were used over a range 

of marketing collateral. We also 

needed to follow a budget so 

we decided to try a new style. 

Purchased photos were 

outlined in Illustrator, creating 

a vector image, that could be 

applied in different colours and 

backgrounds. 

This style produced a sense 

of longevity – and positive 

feedback received from the 

marketing staff backed it.

We also decided to place a 

holding panel behind the 

logo, to reduce legibility issues 

when the logo was placed over 

imagery. Overall the refresh 

was well received and lasted for 

another 5 years.

Invitation flyer to attend the launch of the 
NSW Business Chamber brand re-fresh
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NSW Business Chamber Cont’d

Call 13 26 96 nswbusinesschamber.com.au

Manufacturing  
 futures
A paper by the  
 Australian Business Foundation  
 for the NSW Business Chamber

April 2011 

Invigorating business

Australian Business
Consulting and Solutions

   © Australian Business 2010

For more information  
Call 13 26 96OHS Advance CD

ohsadvance.com.auCall > 1800 505 529

AB 293_OHS Advance CD_Label v2.indd   1 25/11/10   9:50 AM

NSW Business Chamber 
provides members with 
access to a wealth of  
HR and IR information,  
advice and support tools to  
ensure you manage your 
workforce and meet your 
obligations as an employer. 

Call 13 26 96 to find out more about  
how NSW Business Chamber can help  
you manage your workplace obligations.

We can help you:

 Connect directly to specialists who can  
answer your HR, IR and workplace 
questions

 Ensure your critical employee documents  
are legally compliant and up to date with 
changing laws

 Ensure your termination and dismissal 
processes comply with the law 

 Understand the rates of pay and minimum 
conditions that apply to your business 

Invigorating business

Call 13 26 96 nswbusinesschamber.com.au

I need to make sure I’m meeting my  
HR and IR obligations

Workplace advice
The Workplace Advice Line connects you to an experienced professional who can answer your questions about:

N
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C
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R_
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I need to make sure I’m meeting my  
HR and IR obligations

Call 13 26 96 nswbusinesschamber.com.au

•	 Wage rates

•	 Modern awards

•	 Transitional wage provisions

•	 National employment standards (NES)

•	 Workplace policies

•	 Superannuation

•	 Creating a more flexible workforce

•	 Redundancy and termination

•	 Leave provisions

•	 Workers compensation

•	 OHS

They can also save you costly legal bills. Make workplace decisions with the confidence of a specialist by your side.

Modern awards
Access copies of the modern awards that affect your business, as well alerts and updates to keep you informed if things 
change. Access the expertise of industrial relations experts who understand the intricacies of your awards, who can help you 
interpret the meaning of each area of your award or answer specific questions you might have relating to your award.

Legal advice
NSW Business Chamber members receive exclusive discounts on services provided by Australian Business Lawyers and 
Advisors, one of Australia’s most respected employment and commercial law specialists.

Visit ablawyers.com.au

Compliant HR contracts, policies and correspondence
HR Advance is a simple to use online HR document library that allows you to create legally accurate contracts, policies, 
checklists and correspondence simply and easily – and all updated as laws change.

Visit hradvance.com.au

Recruitment 
Australian Business Talent is a recruitment agency with a difference. Many recruitment firms charge a large fee based on a 
percentage of salary and super. We offer you a pricing schedule based on a flat fee per placement, together with a customised 
and collaborative approach to your recruitment.

HR and IR news and updates
Businesses need to be sure that their practices and policies are compliant, and that they are meeting the benchmarks set by 
businesses who engage in best practice performance. With daily alerts, in-depth analysis and specialists on hand to answer 
your specific questions, WorkplaceInfo is the complete workplace resource for HR, IR or payroll professionals.

Visit workplaceinfo.com.au

‘How to’ information, resources and tools
Ask Us How is a huge online library of practical and instructional articles, documents, check lists and resources,  
giving you access to a wealth of easy to navigate information at your fingertips. 

Visit askushow.com.au

Representation 
NSW Business Chamber, through our industrial arm Australian Business Industrial, lobbies state and federal government 
departments, regulatory authorities, ministers and opposition representatives about workplace and industrial relations  
issues. We also represent members’ interests in test cases, award matters and inquiries before Fair Work Australia and the  
New South Wales Industrial Relations Commission. 

HR events, workshops and seminars
NSW Business Chamber run dedicated IR and HR education events throughout the year, helping businesses better understand 
their IR obligations and the HR function in the their business.

Apprenticeships and traineeships
Australian Business Limited Apprenticeships Centre (ABLAC) is a specialist provider of Australian Apprenticeships services.  
Funded under an Australian Government contract services are provided at no cost to your business. Over 25 offices 
throughout NSW.

A joint flyer with 
the NSW Business 
Chamber and the 
Australian Business 
foundation

ABC and Solutions OHS Advance 
Promotional CD

A double-sided 
A4 marketing flyer 
designed for the 
NSW Business 
Chamber
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NRMA Motoring & Services 

  A colleague who I had worked with closely at KPMG and who had become the editor-in-

charge of the NRMA Motoring & Services monthly membership magazine, contacted me 

requesting my graphic design services. 

From Union and League to AFL and Football 

Don’t get ripped off 
Our guide to buying a used car

Sydney’s toll mayhem
The real cost of ‘e-roads’

Saving lives 
The facts about organ donation 

Houseboat highlights  
The pleasures of river life

WIN
Over $10,000 worth of  

Coleman camping prizes! 

Footy stars & their cars

nrma member magazine
March/April 2006

I was contracted to design and format sections of the 

bi-monthly Open Road magazine for NRMA Members.

I would attend and direct photoshoots for the magazine 

as per the example cover to the left.

Outside of the magazine responsibilities, I would respond 

to many day to day business design requests from the 

NRMA Marketing team. Please see various examples 

below and overleaf.

I contracted at NRMA for approximately 8 years.

Q1:  To enter a mobile or home phone 
number for a new Membership in Bonus 
it must be how many digits in length?

a)	 Eight						b)					Nine						c)					Ten
d)	 It	doesn’t	matter,	Bonus	will	accept		

any	length	for	new	Memberships

Q2: If NRMA M&S could double the number 
of lapsed Members we could call, how 
many extra Memberships are we likely 
to retain each year?

a)	 20,000						b)					2M						c)					40%
d)	 670,000				e)					135,000

Q3: To help improve the number of accurate 
Member phone numbers we hold the 
Membership team has:

a)	 Upgraded	Bonus	to	include	an		
additional	phone	number	field

b)	 Made	it	mandatory	to	capture	a	
phone	number	in	Bonus	for	all	new	
Memberships

c)	 Cancelled	all	Membership	that	do		
not	have	a	valid	phone	number

d)	 Both	a	and	b	above
e)	 a,	b	and	c	above

Q4: Why has Membership added in  
‘dynamic messages’ to Bonus?

a)	 It	sounded	like	a	funky	way	to	
communicate	with	frontline	staff

b)	 To	make	BONUS	look	better
c)	 It	is	a	good	way	to	inform	Call	Centre	

Reps	that	a	calling	Member	has		
incorrect	or	missing	contact	details	

d)	 It	can	prompt	Call	Centre	Reps	of	which	
contact	details	need	to	be	updated	while	
a	Member	is	on	the	phone

e)	 Both	c	and	d	above

Q5: Why does NRMA M&S want to record 
which Members have had their postal 
mail returned?

a)	 To	stop	future	Member	mailings	being	
sent	to	the	incorrect	address

b)	 To	enable	NRMA	M&S	to	try	a	different	
channel	to	contact	the	Member	
regarding	important	information	e.g.	
their	Membership	renewal

c)	 To	reduce	wastage	associated	with	
producing	mail	that	is	not	received	by	a	
Member	due	to	incorrect	mailing	address

d)	 Only	a	and	b	above	
e)	 a,	b,	and	c	above

Q6: Does providing Members with an SMS 
alert when the Patrol is approaching 
their vehicle generally improve the 
Member experience?

a)	 Yes						b)					No

Q7: Why does NRMA M&S wish to collect 
current email addresses from Members?

a)	 In	order	to	SPAM	Members
b)	 To	contact	the	Member	via	email	when	

appropriate
c)	 In	the	near	future,	to	be	able	to	provide	

the	Member	with	their	Membership	
renewal	via	email	should	their	posted	
renewal	be	‘returned	to	sender’

d)	 b	and	c	above
e)	 a	and	c	above

Q8: What is Membership doing to improve 
the number of correct Member mobile 
phone number records it holds?  

a)	 Making	improvements	to	Bonus
b)	 Regularly	washing	records	against		

Sensis	data
c)	 Nothing,	a	Member	should	let	us		

know	when	they	change	their		
contact	details

d)	 a	and	b	above

The Grand Finale Quiz

Simply	circle	your	answers	below.	First	correct	entry	drawn	WINS!

Name:	

Contact	no:

For	Terms	&	Conditions	email	andrew.graham@mynrma.com.au

Now	complete	your	details	below	and	place	your	entry	form	in	the		
Entry	Box	in	Gosford	or	North	Strathfield	level	1	lunch	room.		Good	luck!

Priz
e w

orth
 $50

0!  

Ta
ke your p

ick
!

WIN	a	$500	prize	of	your	choice!
A Dyson vacuum cleaner,	or	

A Night	Escape	at	the		
Shangri-La hotel,	Sydney,	or
A Westfield	Shopping	Spree!

Signature Panel

Magnetic Stripe

Terms & Conditions: The recipient of this Gift Card must be between 16-20 years of age at time of redemption.  
The recipient is not a Member until the Gift Card is redeemed via an NRMA office or by calling 13 11 22 and  
providing Membership details. You will not be covered for roadside assistance until 48 hours after the card is 
redeemed. This Gift Card must be redeemed within 6 months of issue, cannot be redeemed for cash and may  
be used in conjunction with any other offer. Subject to Membership Terms & Conditions. 

To redeem your Gift Card please visit an NRMA office or call 13 11 22. Card expired 6 months after date of issue.

DATE OF PURCHASE Roadside Assistance 
Gift Card

NRMA Open Road Bi-monthly magazine front cover

NRMA Free2Go Gift Card
NRMA Data Drives Dollars advertisement to 
appear in the Open Road
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NRMA Motoring & Services  Cont’d

Join & Go ChampionshipJoin & Go Championship

Earn tickets for Earn tickets for 
ALL Join & GoALL Join & Go sales!  sales! 

Under 30’sUnder 30’s
Free2goFree2go

Premium CarePremium Care
Classic CareClassic Care

Nintendo DS Lite’s & Sony CamerasNintendo DS Lite’s & Sony Cameras
Myer Vouchers & Fuel Cards Myer Vouchers & Fuel Cards WINWIN

Grand fi n
ale priz

e

Grand fi n
ale priz

e

APPLE 

APPLE 

MACBOOK!

MACBOOK!

Working Together To  
Grow Under 30’s Members

It’s time to Blow Out  
your sales targets!

Earn Blow Out tickets to  
WIN amazing weekly prizes.
Every sale is an opportunity!

Grand finale priz
e

APPLE  

MACBOOK!Myer Vouchers, Fuel Cards  
Nintendo DS Lite’s &  
Sony Cameras WIN

Creating more 
opportunities to help

our journey
fr om a Good to Great 
Member ex perience

NRMA_Patrol Booklet A5 NEW.indd   1NRMA_Patrol Booklet A5 NEW.indd   1 28/9/07   12:51:03 PM28/9/07   12:51:03 PM
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NRMA SAFER DRIVING
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All company details (phone/fax)

Correct colours are used

Correct banner is used

Positioning of artwork

Spelling

Please check the following:

2
7
6
5
m
m

1210 mm

Please note that PMS colours will print out 
according to the 'Uncoated' version of your 
selected pantone colour.  If your logo uses 
'Coated' pantone colours please acknowledge 
your acceptance of this, or discuss with us prior 
to approving your proof.

This template has been scaled to 10% 
of its actual size.  If scans are to be 
placed, their size should be 
1500x3000mm at 100dpi or A1 at 300dpi

20/06/2002

Advertisement to appear in the Open Road and local papers

Cover page to the A5 information booklet

Advertisement to appear in the Open Road

Polyester wind-resistant banner to  
promote NRMA at outdoor events
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The Benevolent Society

  I contracted with The Benevolent Society of NSW for approximately 12 years. During this 

time, I was involved in many projects – from simple internal logo design to extensive 

advertising campaigns to annual reports. I really enjoyed working within this brand, as it 

had a playfulness about it that didn’t present many limitations. Overall a very flexible brand.

2010 2009 2008

Number of services 122 124 82

Number of locations 55 48 42

Number of staff 798 698 783

Number of volunteers 690 600 700

Total revenue $61,667 $59,880 $55,244

Private funding $2,661 $2,160 $2,826

Investment income $3,685 $2,953 $4,749

Net assets $87,122 $80,622 $84,830

Where our government  
funds come from

2010 snapshot

Our vision is to make a long-term difference 
by inspiring people to create positive change 
for themselves.

The Benevolent Society operates from 55 locations. We employ 
800 staff, who are assisted by 700 volunteers. Our programs and 
services are grouped under five core areas of expertise: children 
and families (including domestic violence), ageing, community 
development, mental health care and Social Leadership Australia. 

In the past year we provided support to more than 31,000 
people. More than 700 people and 200 organisations participated 
in our community development projects. A further 500 people 
from business, government and non-profit organisations took 
part in one of our Social Leadership Australia programs.  

Federal Department of Health & Ageing 
Federal Department of Families, Housing, 
Community Services & Indigenous Affairs 
NSW Community Services 
NSW Department of Ageing, 
Disability & Home Care 
NSW Health
QLD Office for Early Childhood 
Education and Care
QLD Department of Communities

QLD 9%

NSW 56%

Federal 35%

20%
15%

36%
10%

10%

7%

2%

1951

3290
3900

5729

4612

11601

1098

1932

3427

2291

0
294 166

Financial Year 2005–2006

Financial Year 2009–2010

This chart shows changes in client numbers over a four year period. It shows changes in numbers of families (rather than 
children and adults) for our child and family services to enable direct comparison of figures between the two census years.  
It does not include numbers for our Communities for Children and Partnerships in Early Childhood programs. 
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2010 2009 2008

Number of services 122 124 82

Number of locations 55 48 42

Number of staff 798 698 783

Number of volunteers 690 600 700

Total revenue $61,667 $59,880 $55,244

Private funding $2,661 $2,160 $2,826

Investment income $3,685 $2,953 $4,749

Net assets $87,122 $80,622 $84,830

Where our government  
funds come from

2010 snapshot

Our vision is to make a long-term difference 
by inspiring people to create positive change 
for themselves.

The Benevolent Society operates from 55 locations. We employ 
800 staff, who are assisted by 700 volunteers. Our programs and 
services are grouped under five core areas of expertise: children 
and families (including domestic violence), ageing, community 
development, mental health care and Social Leadership Australia. 

In the past year we provided support to more than 31,000 
people. More than 700 people and 200 organisations participated 
in our community development projects. A further 500 people 
from business, government and non-profit organisations took 
part in one of our Social Leadership Australia programs.  

Federal Department of Health & Ageing 
Federal Department of Families, Housing, 
Community Services & Indigenous Affairs 
NSW Community Services 
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This chart shows changes in client numbers over a four year period. It shows changes in numbers of families (rather than 
children and adults) for our child and family services to enable direct comparison of figures between the two census years.  
It does not include numbers for our Communities for Children and Partnerships in Early Childhood programs. 
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About us
02 2010 snapshot

BenSoc GCT
Taste Food Tours
Logos 
Option 1
—

F O O D  T O U R S

TA S T E  O F  A S I A

S U G A R  &  S P I C E

CO O K I N G  C L A SSEUROPEAN DELIGHTS

M I D D L E  E A S T E R N

E X P L O R E R

W O R L D  F A I R

F O O D  T O U R S

TA S T E  O F  A S I A

S U G A R  &  S P I C E

CO O K I N G  C L A SSEUROPEAN DELIGHTS

M I D D L E  E A S T E R N

E X P L O R E R

W O R L D  F A I R

F O O D  T O U R S

TA S T E  O F  A S I A

S U G A R  &  S P I C E

CO O K I N G  C L A SSEUROPEAN DELIGHTS

M I D D L E  E A S T E R N

E X P L O R E R

W O R L D  F A I R

F O O D  T O U R S

TA S T E  O F  A S I A

S U G A R  &  S P I C E

CO O K I N G  C L A S SEUROPEAN DELIGHTS

M I D D L E  E A S T E R N

E X P L O R E R

W O R L D  F A I R

www.tastetours.org.au

Covers and introductory 
pages to The Benevolent 
Society 2010 Annual 
Report
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The Benevolent Society Cont’d

Annual Report 2017
TransformationBoard

Lisa Chung (Chairman)
Tim Beresford (Deputy Chairman)
Mike Beckerleg
Kathleen Conlon
Karen Healy
Charles Prouse (on leave)
Robert Warren
Andrew Yates
Rod Young

Elaine Leong (Company Secretary)

Endowment Investment 
Advisory Committee 
Craig Ueland (Chairman)
Sally Collier
Paul Heath
Robert Warren 
Justin Wood

Leadership Team 
Jo Toohey (CEO)
Annette Chennell
Simon Curtis
Matt Gardiner
Jo-Anne Hewitt
Kirsty Nowlan
Anna Robinson
Rosie Stilin

Head Office
Level 1, 188 Oxford St
Paddington, NSW 2021
1800 236 762
benevolent.org.au
ABN 95 084 695 045 
TBS 001_1017

Playing naturally
The benefits of  
learning with nature

www.benevolent.org.au

We are The Benevolent Society
We help families, older people and people with 
disability live their best life, and we speak out for a 
just society. 

We’re Australia’s first charity. We’re a not-for-profit  
and non-religious organisation and we’ve helped  
people, families and communities achieve positive  
change since 1813. 

Visit our website to find out more  
or connect with us at 

Please call your local office to discuss your 
needs and preferences. 
Eastern Sydney 02 8314 9400
Western and Northern Sydney 02 8422 2300
South East Sydney 1800 917 139
South West Sydney and Southern Highlands 02 4633 3777
Nepean, Hawkesbury and Blue Mountains 02 4720 1000
New England – Tamworth 02 6762 9700
www.benevolent.org.au

www.benevolent.org.au
CDC047_0316

Please call your local office to discuss your needs. 

Our contact details are on the back. 

Your life, your choices
Client Handbook – Private Services

2015 Better Practice Award Winner
Australian Aged Care Quality Agency

CDC047_Home Care Private Services Brochure_A4_COVER 0216 FA.indd   1 14/03/2016   5:21 pm

www.benevolent.org.au

We are The Benevolent Society
We help families, older people and people with disability 
live their best life, and we speak out for a just society.

We’re Australia’s first charity. We’re a not-for-profit  
and non-religious organisation and we’ve helped  
people, families and communities achieve positive  
change since 1813. 

Visit www.benevolent.org.au to find out more  
or connect with us at 

North Gold Coast Early Years Centres
Nerang – 40 Martin Street   T  07 5644 9100 
Labrador – 57B Billington Street  T  07 5656 6300 
Upper Coomera – Old Coach Road T  07 5644 9400
www.facebook.com/northgoldcoasteyc 
eycenquiry@benevolent.org.au 
www.earlyyearscentre.org.au

North Gold Coast  
Early Years Centres 
Nerang, Labrador and Coomera Springs
Community Connection, Education, Development, 
Child Health,Parental Support & Advice  

CSN072_0216

A few examples of The Benevolent Society marketing collateral



8 of 33

The Benevolent Society Cont’d

Wheely Good Fun
T 02 9814 5100

T 07 3386 9000

T 07 3386 9000

T 07 3386 9000

The Benevolent Society  
vinyl tablecloth artwork

The Benevolent Society Community Bus vehicle wrap
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The Benevolent Society Cont’d

The Benevolent Society  
2016 calendar

The Benevolent Society  
window signage concepts



PPB Advisory Firm 

  I initially contracted with PPB Advisory to head their Rebranding campaign, which 

involved everything from redesigning their logo to ensuring (on a long-term basis) the 

Brand was being applied correctly to general business collateral. I contracted with PPB 

for approximately 6 years. Below are extracts from the Branding Guidelines that I solely 

directed, designed and assisted with the launch.

10 of 33

Brand Guidelines 2008

2      PPB Brand Guidelines 2008

Contents
Introduction

Section 1  Brand strategy  04
How we want to be seen

Together we unlock value

Brand architecture

Applying the brand architecture

Section 2  Identity elements  12
The logo

The Recovery Forensics Advisory descriptor

Colour

Typeface

The PPB Wheel

Section 3  Communication elements  30
Photography

Tone of voice

Section 4  Applications  38
Letterhead

Business card

Brochures

Brochures—Back covers

Brochures—Inside spread example

Fact sheets/Updates

Newsletters

Advertising

PowerPoint—On-screen

PowerPoint—Report

Annual reports

Website

Communication—email alerts 

Promotional/Media Releases

Business gifts

PPB environments

Images

All images shown in this document  

are for illustration purposes only. 

Colour 

In this document, colour reproduction may 

not be accurate due to the limitations of 

laser printing.

Technical guidelines 

Do not use this document for the 

preparation of applications. Refer to 

detailed technical guidelines

Section 1  Brand strategy
How we want to be seen

Together we unlock value

Brand architecture

Applying the brand architecture

PPB Brand Guidelines 2008      7

RESPECTFUL

Together we unlock value

> respect individuals and 
their differences

> treat all with openness, 
fairness and honesty

> do not tolerate bullying, 
selfishness,
harassment, rudeness 
or any other form 
of disrespect

ETHICAL

> always accountable 
for our actions and 
our failures to take 
action – no excuses

> look out for the 
best interests of our 
clients, staff and 
our community

> exhibit candour, 
discretion, integrity 
in dealing with each 
other, our clients, 
and our community

> actively guard against 
breaches of confidence, 
trust and general 
misconduct

COLLEGIATE

> support and help 
each other at all times

> communicate openly 
– readily sharing 
information and ideas

> serve our clients as a 
firm, not as individuals

> have fun working 
together

> welcome new people 
to the team

> do not gossip 
about or exclude 
colleagues

INNOVATIVE

> look for new ways 
of delivering value

> constantly 
improve ourselves

> strive to perfect 
our processes 
and knowledge

> drive change 
and capitalise on 
new opportunities

> strive for industry 
‘best practice’ in the 
way we store and 
share our information 
and insights

PROFESSIONAL

> deliver excellent 
client service through 
listening, responsiveness 
and caring

> expect our people to 
give of their very best 
and do not tolerate 
poor performance

> dedicated to our 
assignments – always 
going the extra mile

> maintain behavioural 
standards, e.g. use 
appropriate language, 
and maintain composure
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Brand architecture
The PPB brand architecture makes clear to external audiences  
“what we do” and “what we offer.”
It is the structure that allows us to coordinate all our communication mediums by  
presenting our firm and our services clearly and consistently under the PPB brand.

The chart (below) shows a schematic representation of the PPB brand architecture.  
It illustrates the key components of the architecture and their relationship to each other.

Remember that the chart illustrates how we wish to present our firm externally,  
to clients and prospects, and does not necessarily reflect our internal structure.

The component parts of the chart are explained on the next page.

What we do

1

2
Service Pillars3
Service Products

Service Specialisations4 a

b

a

b

TBA

Recovery AdvisoryForensics

Industry Lines

Note: Be consistent in using an ampersand (&), not “and,” in names.

Who we are

TBA

TBA

TBA

TBA

TBA

TBA

TBA

TBA
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Applying the brand architecture
The brand architecture translates directly 
into our marketing materials and how 
we make clear ‘who we are,’ ‘what we 
do’ and ‘what we offer’ through our 
communications.

Application of these principles across our 
marketing communications, in a consistent  
way will facilitate a clear understanding  
of what our firm can offer.
The illustration shows a typical piece of marketing 
material and the correct relationship between the 
elements of the PPB brand architecture  
in application.
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Applying the brand architecture (continued)
Brand architecture is also reflected in 
our business documentation.  Business 
cards, stationery and other documents 
are directly aligned to what we do—
RecoveryForensicsAdvisory—and how  
we go to market. 
Business cards under the PPB name must be  
approved by ____________________________________.
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The PPB logo is our most valuable visual 
asset and identifies ‘who we are.’
The segmented wheel of the logo represents the 
solidarity and progressiveness of the PPB brand 
– a wheel constantly moving forward – a dynamic, 
cohesive and energised force. 

The individual segments of the wheel are symbolic 
of the multi-faceted products, services and solutions 
encapsulated in our firm. The keystone in the darker 
blue colour completes the wheel, representing the 
value PPB unlocks by working together with our 
clients and our people.

The logo presents all PPB member firms 
as a unified, national firm.

The logo must be used prominently 
and consistently on our marketing and 
business materials.
There are four permitted versions of the logo.

PPB primary logo
The primary logo is preferred for the majority of 
applications and should be used wherever possible.

It is used on white or very light backgrounds.

This is the preferred version.

PPB secondary logo
This version is used in specific instances where 
legibility of the PPB name is paramount. 

The secondary logo, with white keyline, only 
appears on PANTONE Matching System® (PMS) 
638 blue backgrounds, so that the wedges remain 
the original colour.

PPB black & white logo
This version, with the segments of the logo in a 
30% tint of black, is only used in applications where 
reproduction of the logo in colour is not possible, 
not cost-effective, or facsimile usage.

This version of the logo only appears on white or 
tonally very light backgrounds.

PPB reversed black & white logo
This version, with the segments of the logo in a 
keyline of white, is only used in applications where 
reproduction of the logo in colour is not possible, 
not cost-effective, or facsimile usage.

This version of the logo only appears on black or 
tonally very dark backgrounds.

Our logo
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Logo position and exclusion zone
To maximise the impact of the logo it 
should always appear prominently, on its 
own, away from other graphic elements.
An area of clear space must be maintained around 
the logo.

Never allow text or any other graphic elements to 
interfere with the logo or be positioned close to it. 
The “exclusion zone” defines the minimum amount  
of space to remain clear around the logo.

Logo clear space exclusion zone
The clear space area is defined by the 
height and width of the first character 
from the PPB logo, as illustrated.

Positioning the logo
On the majority of applications the logo is located at the top  
left-hand corner.
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The PPB logo is our most valuable  
visual asset. Using it incorrectly will 
undermine the visual expression.

The illustrations indicate some  
potential misuses of the logo.

Logo misuse
PPB primary logo

PPB secondary logo

PPB black & white logo

Background impairs legibility of the logo. Background impairs legibility of the logo.

The secondary logo wedges must always 
appear cyan on a background. 

Never re-colour the secondary logo.

Background is not a clear area of PMS 638.

TOO DARK Background impairs legibility of 
the logo.

TOO LIGHT background impairs legibility of 
the logo.
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25% PMS 7413 25% PMS 612 25% PMS 320

50% PMS 7413 50% PMS 612 50% PMS 320

25% PMS 1807

50% PMS 1807

75% PMS 1807 75% PMS 7413 75% PMS 612 75% PMS 320

Colour is a strong and powerful design 
element that contributes to the recognition 
and identification of PPB’s brand. Our 
primary colour is blue and, in order to ‘own’ 
blue in the marketplace, we must use blue 
consistently and imaginatively.
The distinctive use of blue is achieved by using our 
primary colour, PMS 2738 and the lighter PMS 638,  
plus a supporting palette of tints of PMS 638.

Our ownership of blue is further enhanced by the use  
of blue in photography (see pages 34).

The palette of secondary colours has been carefully 
selected to complement each colour and allow 
appropriate graphic expression. 

The secondary colours and tints are intended as accent 
colours, to be used together with blue, and are for 
highlighting purposes only. Avoid using these colours in 
large areas. Use of any other colours is prohibited unless 
there is a specific business reason for doing so.

Colour palette
PPB primary colours

PPB supporting blue palette

PPB secondary colour palette

PMS 2738 PMS 638

10% PMS 63822% PMS 63830% PMS 638

PMS 1807 PMS 7413 PMS 612 PMS 320Points to remember for the colour palette
1 The PPB primary colour is PMS 2738 & PMS 638.

2 We use blue distinctively, creatively and imaginatively.

3 Blue in photography should appear natural.

4 There is a specified limited range of secondary colours to be 
used in small areas only.

5 Secondary colours must not be used to sub-brand or identify 
specific offers or functions.
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Business gifts are an application of the identity 
that requires careful consideration. The gift 
must be of good quality, encourage the recipient 
to retain the item and reflect well on PPB. 
Branding of such items must be done with care, 
and application of the logo must be considered 
in relation to the materials, surface texture and 
reproduction technique.
The principles for logo application apply. Ideally, the primary 
logo in blue should be applied if the item is white or light 
in colour. If the item is blue, the secondary logo should be 
applied in white.

It will not always be possible to choose fabrics or materials 
that match PMS 638, in which case the secondary logo may 
appear in white on other darker shades of blue.

Some premium items and materials (e.g. light metallic silver) 
may not suit the application of a logo in colour, in which case 
the black and white logo should be used.

Similarly, dark materials that are not blue should use the 
secondary logo in white or silver.

The logo may appear embossed on some materials. In these 
instances the secondary logo should be used.

Business Gifts

Caps

Silver metal
luggage tag

htiw yraid rehtael kcalBallerbmu eulB gniviL
secondary logo in silver 

White pen, blue primary logo

Silver pen, black and white logo

Shirts
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Agribusiness 
newsletter
August 2008

Meat Industry
Feedlots  nally recover

The number of cattle on feed increased  >
by 13% in the past six months, although 
the number is still well down on June 
last year.  Currently, the number of cattle 
on feed only accounts for 51% of the 
available feedlot capacity in Australia.

The increase in the availability of  >
cheaper feeder cattle from drought 
stricken areas in Northern Australia, 
as well as a ‘bumper’ northern summer 
sorghum crop are the key reasons for 
the recent uplift in the number of cattle 
on feed. 

Cattle on feed in Queensland alone,  >
increased by 30%, compared to the 
results of the last survey compiled in 
March this year.

However, the continuing high Australian  >
dollar and high feed and feeder cattle 
prices, have still contributed to low 
feedlot margins.

According to the Australian Lot Feeders’  >
Association, any expansion plans for 
feedlots have been shelved and it is 
unlikely that the industry will see any 
short term capital expenditure.

Beef prices tumble in Australia’s 
lucrative Korean market

Following the Korean authorities  >
decision to re-open its market to US 
bone-in beef from cattle under thirty 
months old, the average price for a 
Korean beef carcass has decreased 
17%, compared to the same time 
last year.

According to Meat and Livestock  >
Australia, 6,000 tonnes of chilled US 
beef, which had been sitting in docks 
due to the uncertainty of the market re-
opening, has been heavily discounted.  
It is reported that US beef is selling at 
about 50% of Australian beef prices in 
order to clear stocks.

The real impact of the Korean decision  >
will not be felt until later next month, 
when ‘real prices’ of US beef sinks in.

Contents

Meat Industry
Feedlots  nally recover

Beef prices tumble in Australia’s 
lucrative Korean market
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the high Australian dollar
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Wine Industry
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Other
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Global Market Volatility 
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The number of cattle on 
feed increased by 13% in 
the past six months, although 
the number is still well down 
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Welcome CEO – Stephen Purcell
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PPB, one of Australia’s leading independent strategic and 
advisory practices, is delighted to announce the appointment 
of Stephen Purcell as CEO and a Senior Partner.

Stephen was previously the Managing Partner of a highly 
successful professional services  rm and has a history of 
outstanding vision, leadership and management.

We welcome Stephen and know that he will add signi cant value 
to the strategic direction and operational management of PPB.

Stephen Purcell

t +61 2 8116 3000
f +61 2 8116 3111
e spurcell@ppb.com.au

Merry Christmas

PPB Xmas Cards_DL fold art2.indd   1PPB Xmas Cards_DL fold art2.indd   1 12/12/08   4:55:58 PM12/12/08   4:55:58 PM

Agribusiness
Wishing you a merry Christmas 
and a very productive 2010

100100%% Pure Australian Honey Pure Australian Honey
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Name Surname
Title (one title line for each)

t +61 2 8116 3000 
f +61 2 8116 3000 
m 0409 949 949 
e name@ppb.com.au

Level 46, MLC Centre, 19 Martin Place
Sydney NSW 2000, Australia

PPB wine gift box

PPB Christmas Card

PPB Business Card Template
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SNP Security Services 

  At the same time as I was working on the PPB Rebranding campaign, I was also 

endeavouring to plan, design and implement the SNP Security Services Rebranding 

campaign. The logo wasn’t up for redesign, but the overall look & feel, photo stock 

library, tone of voice and graphic assets were. Below are example pages from the 

Branding Guidelines.

Brand Identity

The logo of SNP Security has a strong and proud heritage.  

The modern form of the logo is directly derived from the original logos used  
over 85 years ago, representing that the ‘sun never sets on a premises secured by SNP’.

Logo

Full Colour
The SNP company logo and its colours are the fundamental and important 
components	of	our	visual	identity.	The	logo	has	been	specifically	formed	and	
must never be used in any form other than the ones shown in this manual.

The	SNP	logo	is	to	be	used	on	white	only	unless	specified	to	the	contrary	in	 
the manual.

Tonal Single Colour 
This version of the logo should be used whenever it is not possible to print more 
than one colour. 

Solid Single Colour 
This version of the logo should be used whenever it is not possible to print more 
than one colour and not possible to use tone. 

Colour on Black Background 
This version of the logo can only be used on uniforms with a black background. 
In	all	other	instances	use	colour	logo	above.	

Logotype
Logotype	is	to	be	used	only	when	there	is	no	space	to	fit	the	icon,	eg.	narrow	
sign panels. Never use the icon without the logotype.

The ‘service circuit’ is a modern device to graphically represent the 
different solutions SNP can deliver, and the integrated nature of our 
service.  

Reminiscent of several common icons within security, such as the interlocking key 
mechanism,	complex	electrical	circuitry	or	process	maps,	the	‘Service	Circuit’	is	a	
flexible	tool	reflecting	the	modern,	integrated	brand	values.

Wherever possible, the service circuit should be used to accompany the logo.  
Depending on the purpose, a variety of circuits are available.

Integrated Service Circuit

Full Colour – simple text version Full Colour – photographic version

GUARDS

MONITORING

ELECTRONIC SECURITY

MOBILE PATROLS

AVIATION

GUARDS

MONITORING

ELECTRONIC SECURITY

MOBILE PATROLS

AVIATION

Colour on Black Background 
This version of the Service Circuit is used only with a black only panel to highlight 
the services within the particular Line of Business.

Integrated Service Circuit – continued

Alarm response and tracking  |

Site inspection  |

Staff Escorts  |

Opening/ Closing of premises  |

Data recording  |

Cash In Transit  |

Plant and Equipment checks  |

24/7 Ad Hoc Guard services  |

GUARDS

MONITORING

ELECTRONIC SECURITY

MOBILE PATROLS

AVIATION SECURITY

National Response Centre  | 

Photography is a key element in communication of the SNP brand.  
Balancing	the	technological	‘Service	Circuit’,	photographs	convey	the	 
importance of the relationships and human interaction in SNP’s services.

SNP Security uses photographs that represent friendly, positive interactions  
with	our	customers	and	‘their	customers’	–	for	example	visitors	and	the	 
general public.

SNP	Security	personnel	should	have	a	friendly	expression	and	relaxed	 
body stance.

SNP Security personnel should be in correct uniform, neat and tidy appearance.

Situations in which SNP security personnel are engaging should appear  
natural, active and normal.  They should represent typical interactions or  
activities, and be not overtly posed.

Photographs should not include:

•	 Frowning,	overbearing	expressions.

•	 Rigid	body	posture,	including	hunched	shoulders	or	crossed	arms.

•	 Non-standard	uniform	elements.

•	 Untidy	or	haphazard	props.

Photography

Correct imagery Incorrect imagery

The logo of SNP Security has a strong and proud heritage.  

The modern form of the logo is directly derived from the original logos used  
over 85 years ago, representing that the ‘sun never sets on a premises secured by SNP’.

Logo

Full Colour
The SNP company logo and its colours are the fundamental and important 
components	of	our	visual	identity.	The	logo	has	been	specifically	formed	and	
must never be used in any form other than the ones shown in this manual.

The	SNP	logo	is	to	be	used	on	white	only	unless	specified	to	the	contrary	in	 
the manual.

Tonal Single Colour 
This version of the logo should be used whenever it is not possible to print more 
than one colour. 

Solid Single Colour 
This version of the logo should be used whenever it is not possible to print more 
than one colour and not possible to use tone. 

Colour on Black Background 
This version of the logo can only be used on uniforms with a black background. 
In	all	other	instances	use	colour	logo	above.	

Logotype
Logotype	is	to	be	used	only	when	there	is	no	space	to	fit	the	icon,	eg.	narrow	
sign panels. Never use the icon without the logotype.
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Core Colours
The combination of SNP gold, red and black is the foundation of SNP’s identity.	It	is	essential	that	these	core	colours	are	correctly	specified.	 
This is to make sure that consistency of colour is achieved across all media. 

Tints of the core colours must never be used as this diminishes the impact of SNP’s identity.

Colours

Core palette Pantone Solid (Spot) CMYK RGB

PMS 485 C C 0  M 100  Y 91  K 0 R 220  G 36  B 81

PMS 617 C C 89  M 0  Y 7  K 0 R 0  G 175  B 216

PMS Black C C 89  M 0  Y 7  K 0 R 0  G 175  B 216

Single colour option

The following values are used in substitution of core colours when a single colour is only available.

PMS Black C 50%

PMS Black C 25%

PMS Black C 100%

Colours – continued
Accent colour palette
A palette of accent colours has been created to support the core colours. They are to be used when additional colours to the primary colours are needed. eg. 
graphs, diagrams and colour coding. 

The accent colours have two primary roles:

1.	To	project	a	broader,	more	varied	SNP	brand.

2. To add clarity to information such as colour-coding.

No	matter	what	method	is	used	to	carry	the	accent	colour	it	must	not	over-power	the	core	colours	or	dominate	the	designed	area.	It	is	an	accent	only	and	should	
occupy no more than 33% of the layout.

PMS 2727 C C 75  M 50  Y 0  K 0 R 58  G 125  B 218

PMS 369 C C 71  M 4  Y 100  K 0 R 85  G 165  B 28

PMS 116 C C 0  M 21  Y 97  K 0 R 255  G 203  B 0

PMS 716 C C 0  M 62  Y 98  K 0 R 240  G 123  B 5

PMS 8180 C (Metallic) C 58  M 43  Y 30  K 2 R 123  G 135  B 151

Please Do Not
To maintain consistency of our brand, the colour balance and relationship should not be altered.

a. Do not reproduce the logo in % tints of the core colours.

b. Do not use drop shadows or outlines.

c. Do not transpose the colours of the logo.

d.	 Do	not	reproduce	the	logo	in	any	other	colour	combinations	other	than	previously	specified.

e. Do not reproduce the colour in a single colour other than black.

f. Do not use vignettes or patterns in the background or through elements.

Primary Typefaces
The SNP typefaces are essential to our distinctive identity.  
Do not use any typefaces other than those shown on the following two pages.

The primary typefaces are the main faces that appear on SNP designs.

The	primary	type	face	is	to	be	used	on	all	short	text.	The	only	time	the	primary	
type	face	is	substituted	for	a	secondary	type	face	is	in	long	text	documents.	 
eg tenders, company publications such as Snapshot, etc.

The primary typeface is to be used strictly in all communication material  
created	by	external	suppliers.

Bentwood Bold

Read me! I’m bold  
and confident.
Bentwood Regular

Read me! I’m strong and confident.

Helvetica	Neue	Light

I’m	human	and	approachable.

I	talk	intelligently.

ONLY internal documents created by SNP staff can use Arial as a substitute 
Headline	font.

To	get	direction	on	font	sizes	see	‘layout	guidelines’.	

ONLY	internal	documents	created	by	SNP	staff	can	round	type	size	to	the	 
closest whole point value due to the restrictive nature of internal software.

Arial Regular

I’m human and approachable.

I talk intelligently.

Typography

Typographic Principles
To create a distinct typographic style for SNP, the key typography on any 
application will feature a combination of our primary typefaces (Primary  
typeface for heading and short type areas) and secondary typefaces  
(Secondary typeface for long type areas).

SNP’s	typography	is	strong,	confident	and	clear.	

Headings,	text,	captions,	etc	should	always	be	range	left.	The	leading	and	
kerning should hold the copy together in a way that is most legible, not too  
loose and not too tight. Always use the combination of initial capitals and  
lower case. Never set type in all capitals and create balanced line lengths  
with similar number of words.

Messages	can	be	made	clearer	simply	by	changing	the	type	weight.

Using	contrasting	type	weights	helps	to	maximise	the	delivery	of	the	 
message and create emphasis.

The	typographic	style	for	headings	is	clear	and	confident	by	adjusting	 
point	size.	This	will	add	dynamism	and	impact.

Typography – continued For $599*
•	 Wireless	Alarm	Panel	

•	 2	Motion	Detectors

•	 2	Key	Fobs	

•	 Power	Supply	

•	 Installation	by	a	licensed	Technician.

*	Price	offered	upon	acceptance	of	a	base	monitoring	
agreement	at	$1	a	day,	for	a	12	month	minimum	contract.

Quality Wireless Alarm System  
SNP Security’s wireless alarm system is a full 
featured security system which looks great and 
requires minimal impact on your premises, with  
no cabling required

The system can be expanded easily by  
adding more detection devices or relocated  
to new premises, as your business grows. 

Plus it’s easy to use – with large keypads,  
one-touch function keys and the industry’s  
largest, full message LCD display.  

All backed by the quality service and Grade A1 
Monitoring Centres of SNP Security, Australia’s  
largest integrated security provider.

To find out more, contact SNP Security:  
Tel: 1300 30 31 32 

www.snpsecurity.com.au

Small Business  
Alarm Package

GUARDS

MONITORING

ELECTRONIC SECURITY

MOBILE PATROLS

AVIATION

Better Security for  the Justice System Gaining access to all court locations 
throughout Australia using a single 
access control card is about to become a 
reality for all Commonwealth Law Court 
and Family Court of Australia staff. The scale of the project, and the complexity of integrating 

different access systems across the country’s five separate 

duediseriars posed some unique technical challenges for 

the security-sensitive environment of the court system.There were 650 different access control points, 
24 locations and 14 separate workstations, all 
controlling thousands of Commonwealth Law 
Court staff members with multiple access 
control keys.
SNP Security, in collaboration with IPP Consulting 

and GE Security, worked with multiple stakeholders to 

identify common ground and to standardise not only the 

hardware to be utilised, but also the naming conventions 

and all operational aspects of the system.Multiple system platforms were in use, including Titan, 

DKS Key and MIL systems.   These had to be modified 

and reduced to two operational platforms to ensure 

operating reliability.  SNP Security implemented a new 

Forcefield Enterprise solution to replace 11 systems, 

working alongside the Cardax system used in three 

locations.  

These two different platforms, Forcefield and Cardax, 

were retained to allow greater client flexibility to adopt the 

best solution for future upgrades.A major hurdle was the absence of availability of a 

common network, and in some cases, only limited 

accessibility and network infrastructure.  This required a 

radical change in thinking to enable network connections 

for each and every access point.The Forcefield Enterprise server operates via a dedicated 

Wide Area Network (WAN) to integrate 14 workstations. Updates to staff access levels to permit access 
to Court Buildings can now be made in any one 
of the workstations in different locations, linked 
to the Forcefield Enterprise server.“Forcefield Enterprise acts as the major core of the 

system by storing all information on users and system 

configuration in a central location” says SNP Security 

Project Manager, Tony Vuu 
“Full redundancy is offered, with a second server operating 

as backup for disaster recovery”.Security is maintained by partitioning each workstation 

computer within the network, allowing local users to view 

and change security within their individual locations.  The 

ability to make changes at the national level is restricted 

to those with appropriate security roles, as tightly defined 

within the system.

The new solution allows updates to be communicated 

directly to the Field Device Controllers in each location via 

dedicated WAN networking back to the central database, 

quickly updating access through individual doors.  This 

significantly reduces technician time in each location, by 

eliminating the need to manually update each controller.
SNP Security has issued new access control cards 

that are able to be used within all buildings across both 

platforms, completely eliminating the need for Court staff 

to have multiple keys.  
“Forcefield Enterprise represents a huge saving to the 

Courts in terms of technician time, as well as greatly 

improved convenience to the many staff members” says 

Tony.

The second phase of the project is the 
streamlining of card production and access 
management through a Universal Management 
Interface System (UMIS).  Specially designed by GE Security, the UMIS is intended 

to act as the interface between the Forcefield Enterprise 

and Cardax FT system.

The UMIS solution is a “first of a kind”, as it required 

integrating existing card access systems from different 

manufacturers and finding a single workable resolution 

without replacing the existing systems. UMIS offers the 

ability to integrate not only with a limitless number of third 

party systems, but also provides easy and controlled 

access to manage users via the web interface.

Autumn 2009

Tony Vuu, SNP Engineer and Project Manager

Cards can be used across all Court buildings

GUARDS

MONITORING

ELECTRONIC SECURITY

MOBILE PATROLS

AVIATION

TeSO: 
Taking Protective Services to a new level
Traditional guarding services are about to be taken to a new level, through SNP 

Security’s new TeSO solution.  Standing for ‘Technically enhanced Security Officer’, 

TeSO enables a Security Officer to access site maps, information and reports through 

a handheld device. 
Digital CCTV footage can be viewed through the device, enabling Security Officer to verify alarm 

events in one area whilst on patrol in another. Custom built by SNP Security’s IT Development team, TeSO has been trialled on one of SNP’s most complex guarding 

sites, The University of NSW.  Comprising over 80 buildings over 38 hectares, Security Officers can now access all 

required information within this easy to use device. TeSO can be customised to any major permanent guarding site.

“TeSO significantly improves guarding efficiency, a complete integration of electronic security and protective 

services” says Kevan Peters, General Manager Protective Services.
“TeSO represents SNP security’s commitment to delivering long term, cost reduction partnerships 

with our clients”.

Stirling Mortlock – Brand AmbassadorYou know, many people don’t realise how much security touches our everyday lives.  It’s never been so apparent to me as it was at the last World Cup.
Back at home, I’ve found it really surprising how 
often security is provided by SNP.  At the Brumbies 
matches, at screening points in Sydney airport, 
in city buildings; SNP seems to be everywhere.  I 
guess people only really think about security when 
assessing their own security needs.  In the time I’ve been associated with SNP, I’ve been 

amazed by how many parallels there are between 
rugby and running a leading security team.  Like a 
rugby team, a winning security service calls for a 
variety of capabilities.  And like a rugby player, you 
can never afford to take your eye off the ball.It’s great to be part of a winning team, and I’m proud 

to be associated with SNP – they’ve been providing 
breakthrough security solutions since 1923.Stirling Mortlock Captain, Australian Wallabies and ACT Brumbies, and SNP Brand Ambassador

SNP Security welcomes  new clientsDuring the last few months, SNP Security has welcomed 

several new clients – we look forward to working with  

them to protect their business!Albury Airport
Boeing
British American Tobacco Dame Phyllis Frost Women’s PrisonDelta Group

Department of Community Services, NSWDepartment of Human Services, VictoriaEli Lilly
Ettasons
Forensicare 
IBM Australia
International Freight
Johnson & Johnson 
McKell Building
Ombudsman Victoria
Powerlink
Romano ConstructionsRoyal Institute of Death & Blind Institute State Library of VictoriaTangelo Foods

Venture Industries
Victorian Police Evidence CentreWestern Sydney Park LandsBlue Star Pacific

KLM Group QueenslandRockdale City CouncilNewcastle Port CorporationMangoola Coal (Xstrata)Country Energy

24 Hour Tel: 1300 30 31 32 www.snpsecurity.com.au

Commonwealth Law Courts cover 24 locations nationally

Stirling Mortlock mingled with guests at  
SNP’s tent at the Canberra Show

Supported by Rebel Sport, three SNP teams  
competed in the recent BRW Triathlon  

Master Licence NSW 400674602Master Licence ACT 17501220Security Firm Number QLD 41315Agent’s Licence No SA ISL 178143 
Private Security Business Licence VIC 652-374-11S
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Follower

Subsidiary Letterheads

Stationery – examples

Sydney Night Patrol and Inquiry Co. Pty Ltd    ABN 11 000 013 098

Sydney
937–941 Victoria Rd 

West Ryde  
NSW 2114

T. 61 2 8762 6666 
F. 61 2 8762 9140

www. snpsecurity.com.au

Brisbane

Canberra

Melbourne

Newcastle

Sydney Night Patrol and Inquiry Co. Pty Ltd    ABN 11 000 013 098    Master Licence (NSW) 400674602

Master	Licence	NSW	400674602
Master	Licence	ACT	17501220
Security	Firm	Number	QLD	41315
Agent’s	Licence	No	SA	ISL	178143	
Private	Security	Business	Licence	VIC	652-374-11S

24 Hour Tel: 1300 30 31 32 

Email enquiries@snpsecurity.com.au 

www.snpsecurity.com.au

Sydney (Head Office)
937–941 Victoria Road

West Ryde NSW 2114 Australia
Tel 61 2 8762 6666 

Fax 61 2 8762 9140

Brisbane
Building 6 Sunnybank Office Park 

18 Torbey St
Brisbane QLD 4109
Tel 61 7 3323 1766

Fax 61 7 3323 3339 

Canberra
Unit 3 & 4/45-51 Grimwade Street 

Mitchell ACT 2911
Tel 61 2 6201 1200

Fax 61 2 6242 9461 

Melbourne
Unit 3, 297 Ingles Street 

Port Melbourne VIC 3207
Tel 61 3 9647 9200

Fax 61 3 9647 9299

Newcastle
54 Hudson Street

Hamilton 2303 NSW 2303
Tel 61 2 4940 7777

Fax 61 2 4940 7891

Aviation Security
Sydney Airport

Level 1, FAC House 
Cnr Keith Smith Ave & Seventh St

Mascot NSW 2020
Tel 61 2 9667 5200 

Fax 61 2 9667 5299
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Invitation
ACT Client Luncheon
Tuesday 23 March 2010
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Finding kids. Fighting fires.
Increase efficiency by leveraging your existing workforce, with  
a Security Team that covers diverse FM roles. 

Beyond traditional guard duties, SNP Security Officers deliver 
customer service, mailroom, AV maintenance, transport services, 
emergency medical and fire response.  

Underpinning SNP’s service delivery is a high supervisor ratio, 
rigorous recruitment and training. SNP’s clients enjoy personal 
account management and local billing team. 

Working in with your needs; SNP Security focuses on  
long-term, cost reduction partnerships. 

Tel: 1300 30 31 32

Guarding services

To order, or for more information:  
Tel: 1300 30 31 32 

Email lposales@snpsecurity.com.au 
www.snpsecurity.com.au

Electronic Security for  
LPO – Special Offer
SNP Security is different.   
Enjoy	the	best	of	both	worlds	–	with	

personal	attention	and	responsive	

service,	backed	with	the	expertise	

of	Australia’s	largest	privately-owned	

security	company.

SNP Security are specialists in tailor-making solutions for 
customers on all aspects of security… Without doubt the 

proven leader in the security industry in Australia.

Alan Barwick, State Manager NSW/ACT

Corporate Security Group, Australia Post
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SNP Security

Over 80 years ago, SNP was established to provide superior patrol service. 
Today, SNP guards, patrols and corporate services staff are highly skilled and 
have received expert training in accordance with the latest industry standards 
and site specific requirements.

Home

Downloads

Search

Client log-inContact us

Contacts   |   Site map   |   Disclaimer

Security Services Security Advice About us Careers News

News

SNP Acquires Prominent 
Canberra Security Firms

SNP expanding up the 
NSW NorthCoast

SNP Security Recognised for
Excellence in Aviation and Critical

Infrastructure Security

Australia Post Win

SNP Security climbs the ranks of 
the BRW Top 500 Private Companies

SNP wins global contest

Case studies

Railcorp loves SNP

Olympic flame protected 
by SNP Security

SNP Guard receives 
medal for service
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Print Page TOP

SNP Website Home page
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Concierge  |  Customer service  |  Building maintenance  |  Systems management  |  Special events  |  Gate duties  |   Security Officers  | 

Security awareness training  |  Dog support services  |  Corporate services  |  Cash in transit  |  Security Awareness training

Grade A1 Alarm monitoring centres  |  CCTV verification  |  Open/close times and user identification  |  Alarm Response

System design and installation: CCTV • Access control • Security systems  |  Emergency response and repairs  |  

Maintenance contracts  |  Enhancements and upgrades

Site inspection  |  Data recording  |  Alarm response  |  Cash handling

Access Control  |  Aircraft guarding  |  Aviation Security Management and Improvements  |  Capability Development & Training  |  

Cargo Screening  |  Checked Baggage Screening  |  Consultancy & Advice  |  Control Room Operations  |  Vehicle & Foot Patrols

SNP_Presentation Folder Internal_Flat.indd   iSNP_Presentation Folder Internal_Flat.indd   i 15/8/08   11:36:55 AM15/8/08   11:36:55 AM

SNP Security  
937-941 Victoria Road 
West Ryde NSW 2114 Australia

Adare Scouse
Manager 
National Monitoring Centre

Tel 61 2 8762 6628 
Fax 61 2 8762 9141 
Mob 0410 542 941 
email ascouse@snpsecurity.com.au
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Australia’s latest  
Grade A1 Monitoring 
centre opens 
NSW Police Minister, David Campbell MP, 
officiated the opening of SNP Security’s 
new hi-tech headquarters in West Ryde, 
on Thursday 21st August. 

Housing the latest Grade A1 monitoring system, the new 
Monitoring Centre exceeds the grading requirements for 
the highest possible Australian standard. Construction 
required over 80 kilometres of Ethernet cabling, 50 
kilometres of electrical cabling and its own electrical sub-
station to meet power needs.

With a client list exceeding 30,000, including many well-
known Australian companies and landmarks, it is critical 
that SNP Security’s new Centre keeps functioning under 
any circumstance. Over 23 million alarm events are 
logged each year, with 129,000 alarm events requiring 
further action.

Therefore the Centre has been designed as a self-
contained bunker underground, with dual UPS systems 
(un-interruptible power supply), redundant and self-
contained air conditioning, standby emergency generator 
housed inside the building and special telecommunication 
paths to ensure that data lines cannot be severed. The 
site has been fitted with the latest technology in CCTV 
monitoring equipment ensuring that any sign of an issue 
is detected and recorded.

Within the centre, external seismic alarms detect any 
possible attack, triggering full emergency alerts and 
diverting all alarm events to a second Grade A1 Monitoring 
Centre, located in Newcastle. This ability to deliver full 
disaster recovery and redundancy is completed through 
dual 1 & 2mb telecommunication pipes.

SNP Security Managing Director, Tom Roche says every 
possible scenario and plan had been considered in 
developing this new site. 

“We wanted to get everything right: for  
our staff, for our clients and for the industry,” 
said Tom.

“This is an exciting time for us, as SNP Security is now 
in the enviable position of being able to provide superior 
support to our clients and the general community.” 

The new office has been nominated for architectural 
awards, and provides a high quality open plan environment 
for all SNP staff members to encourage collaboration 
and communication between teams. Large training 
facilities have been included, indicative of SNP’s ongoing 
commitment to training.

An interesting feature of the office is a small 
museum area – featuring original photos of 
SNP’s beginnings and antiquated security 
equipment dating back to the 1960’s, including 
the original ‘Watchmans Carry Clocks’, alarms, 
detectors, a switchboard and original CCTV 
cameras.

“SNP Security is very proud of our 85 years of history, 
and this collection is a true demonstration of how SNP 
has pioneered leading edge technology – throughout 
all eras,” said Tom. “The museum includes pieces that 
reflect the history of the company and developments of 
the security industry, including dusty relics rescued from 
clients sites, old warehouses and sheds”. 

Spring 2008

Kevin and Peter Roche explain the old technologies  
in the new SNP Museum, to Assistant Commissioner  
Denis Clifford and Assistant Inspector Kathy Foley

Brian Foster with Michel Nicholson (Pfizer Australia)

Kevan Peters with Murray Hall (Insurance Australia Group)
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TechTalk 
Understanding Australian Standards: Alarm Transmission Systems
A new Australian standard exists in relation to alarm transmission systems, and selection of a transmission system is 
dependant upon the level of risk for your premises. The standards are not based on the technology used, but rather 
on different aspects of transmission – including the frequency of connection checks, and annual network availability. 

“It’s important to business owners and security managers to check with their insurance providers and assess their 
current monitoring against the standards, to ensure appropriate coverage.” said John Fleming, General Manager  
of Electronic Systems. “In general, we recommend that businesses should utilise Class 3 or higher to safeguard  
their premises”.

For more information on the new standards, contact your SNP representative or go to our website. 

Automated Monitoring Technology
In a world first, SNP has implemented Automated Monitoring technology – the first in the world to be integrated into 
the MAS (Mastermind) monitoring platform. MAS monitors 73% of the world’s alarms.

The system allows automated late-to-close alarm notifications via an automated voice/telephone system, making it 
easier for clients to extend their working hours and delay alarm activation – but also freeing up the Monitoring Centre 
operators to respond to customer calls and actual alarm events.

Integrated Monitoring and Alarm Response Tracking
SNP Security has developed a new software solution, Automated Response Tracking System (ART), which links the 
mobile patrol officers back to our Monitoring Centre. Patrol responses are tracked seamlessly within the monitoring 
centre, with regular checks until a report is provided. 

ART was developed by our in-house IT team and is linked to our MAS monitoring software which allows a more 
complete picture of an alarm incident and patrol follow up. ART is also capable of being a stand-alone system for 
“response only clients” – meaning SNP can provide a professional response service to business with their own 
monitoring software.

This improves the safety of officers, as well as increases the reliability of service for Australia Post and other infrastructure 
being protected by SNP. Each response is guaranteed to be completed, with no room for error.

The ART solution was designed for Australia Post, to create a single platform for alarm response and  
patrol information. 

Managing the mobile patrol response to alarms for Australia Post is further streamlined through our National Response 
Centre. This innovative solution supports Australia Post’s large geographical reach, with one single point of contact for 
national mobile patrol coordination. 

Stirling Mortlock 
– Brand Ambassador
Stirling Mortlock, Captain of the Australian 
Wallabies Rugby Team, has signed on as 
SNP’s Brand Ambassador. Renowned for his 
reliability, leadership and teamwork – Stirling’s 
values reflect those of SNP Security. 

Stirling will appear on SNP advertising and 
at several upcoming SNP events. Video 
footage can be seen on the new SNP website  
(www.snpsecurity.com.au).

Frequency of Connection Checks: Annual Availability

Class Device to Monitoring Centre Alarm to Device
Class 1 Every 8 days None 97%
Class 2 Every 25 hours None 98%
Class 3 Every 120 seconds 120 second supervision 99%
Class 4 Every 60 seconds 60 second polling 99.7%
Class 5 Every 20 seconds 20 second polling 99.95%

SNP Security 
welcomes  
new clients
During the last few months, SNP Security has  
welcomed several new clients – we look forward to  
working with them to protect their business!

ACT Chief Ministers Department

ACT Health 

Actew AGL (ACT) 

Action Buses (ACT) 

Amway Brisbane

Australian Bureau of Statistics

Australian National Library

Australian Red Cross Blood Service

Boeing Corporation Brisbane

Comsuper

Connel Hatch 

Department of Climate & Change

Department of Commerce (NSW)

Department of Community Services (NSW)

Department of Human Services

Department of Prime Minister & Cabinet

Embassy of the Peoples Republic of China

Fujitsu 

Hunter Economic Zone

Medicare Australia

Mildura Airport

National Portrait Gallery

Port Macquarie Airport – Hastings Council

Powerhouse Museum 

Sydney Observatory

Venture Australia

Virgin Atlantic 

Wollongong University 

Wyong Council

Nigel Seager, Monitoring Platform Administrator, manages 
the technology to support the new Monitoring Centre

24 Hour Tel: 1300 30 31 32 

www.snpsecurity.com.au

Minister David Campbell presses the button  
to officially open the Monitoring Centre

Master Licence ACT 17501220

MEMBER

AUSTRALIAN SECURITY INDUSTRY
ASSOCIATION LIMITED

SNP delivers  
state-of-the-art security
for a 21st Century airport 
Announcing a new role for SNP Security in Canberra.
At SNP, we’re leaders in aviation security with over 40 years experience at Australia’s 
largest airport. Now we’ve been appointed to supply integrated security services to the 
new Canberra Airport terminal.

Our role at Canberra Airport includes the supply and installation of the sophisticated  
Cardax Access Control and the Avigilon CCTV systems, both state-of-the art technologies.

We’re also providing passenger screening services to the new airport terminal, so our 
strength in manpower based security will complement the advanced technology  
inherent in our electronic security solutions. 

At SNP Security, we provide security solutions to businesses of all sizes as well as an 
impressive portfolio of government clients. 

Security Officers

Aviation Security

Mobile Patrols

Electronic Security

Grade A1 Monitoring

To find out how SNP Security can help your business 
visit www.snpsecurity.com.au and click on case studies 
or call us on 1300 30 31 32

SNP quarterly newsletter

SNP local paper advertisements
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Working as an Aviation Screening Of cer at 
Sydney Airport, you will enjoy great bene ts as 
well as increased job security – some SNP team 
members have been with us for over 30 years!

Working in security isn’t just standing outside pubs and clubs 
– we can offer a safe, indoor working environment focused on 
customer service and teamwork.

Both male and female applicants of all ages are encouraged to apply.

For information on the long-term bene ts of working at SNP, how to gain 
your security license and an invitation to a group assessment, call our 
Recruitment Team on 02 8762 6668 or go to www.snpsecurity.com.au

Looking for Job Security?Looking for Job Security?
Worried your current job won’t last?Worried your current job won’t last?

SNP Employment ad Postcard.indd   1SNP Employment ad Postcard.indd   1 10/11/08   12:03:45 PM10/11/08   12:03:45 PM
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Invitation
Official Opening 
Ceremony
by the Minister for Police – 
The Hon. David Campbell, MP.

SNP Opening launch_invite0708.indd   1SNP Opening launch_invite0708.indd   1 14/7/08   11:14:16 AM14/7/08   11:14:16 AM

On behalf of the SNP Security team in the ACT, I would like to 
invite you to attend our VIP Client Luncheon, with special guest 
and SNP Brand Ambassador Stirling Mortlock.

The luncheon will be a great opportunity to meet other SNP 
clients, reconnect with old friends and make new ones.

I look forward to seeing you there.

Peter Georgiou 
ACT Branch Manager

 Location  > Ottoman Restaurant  
   Corner of Broughton & Blackall Sts.,  
   Barton

 Date > Tuesday, 23 March 2010

 Time  > 12.30pm

 RSVP >  Friday, 12 March.  
   Call Peter Georgiou on  
   02 6201 1234 or email  
   PGeorgiou@snpsecurity.com.au

   * Invitations are not transferable. Thank you.

SNP local paper advertisements

SNP branded vehicle wrap  concept
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Vivacity Health

  Vivacity Health is an agency that assists Pharmaceutical companies to build and create 

documents that convey information about their products. I worked with Vivacity 

Health for over 3 years, mainly on their marketing collateral and presentations.

 As their products are content sensitive, I could only select one example that I designed. 

A majority of the work focussed on major health issues – and are probably not ideal for 

displaying on a general basis. With that said, I did enjoy working with Vivacity Health as 

the projects were challenging and varied.

UNDERSTANDING  
ACROMEGALY

A guide for people prescribed  
Sandostatin® LAR® (octreotide)

NOVSH002 Acromegaly patient booklet_210.indd   1 4/12/2014   3:33 pm

ABOUT THIS BOOKLET

Whether you have just been diagnosed with acromegaly 
or were diagnosed some time ago, you may be wondering 
how it will affect your life. 

People feel more involved in the decisions that need 
to be made about their condition if they have a better 
understanding of the disease and the treatments available  
to them. That’s why this guide has been developed, as part 
of the SHINE program, for people who have been prescribed 
Sandostatin® LAR® (octreotide) intramuscular injection.

Sandostatin LAR is a medication for people with acromegaly. 

As with any prescription medication, there are certain 
things that you should know about your treatment. While 
this booklet aims to answer common questions people may 
have about acromegaly and its treatment with Sandostatin, 
it should not take the place of speaking with your doctor 
about your condition or its treatment. 

You should also read the Sandostatin LAR Consumer 
Medicine Information leaflet, which you can download  
from www.novartis.com.au.

NOVSH002 Acromegaly patient booklet_210.indd   2 4/12/2014   3:33 pm
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What is acromegaly?

Acromegaly is a hormonal disorder that develops when 
your pituitary gland produces too much growth hormone 
during adulthood. Excessive amounts of growth hormone 
then stimulate the growth of all body tissues, including 
bone and skin.

In around 99% of cases, acromegaly is due to a non-
cancerous (benign) tumour on the pituitary gland (known 
as pituitary adenoma). In the remaining 1% of cases, the 
cause is a growth hormone-secreting tumour somewhere 
else in the body.

The pituitary gland 

Located in the brain, the pituitary gland 
produces a number of hormones including 
growth hormone. Growth hormone promotes 
growth in childhood and controls metabolism, 
muscle and bone mass in adults.

Understanding acromegaly 3

NOVSH002 Acromegaly patient booklet_210.indd   3 4/12/2014   3:33 pm
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BDO Australia

In 2016, I submitted a proposal to BDO Australia applying to provide in-house graphic design services for the 

Sydney office (800+ Partners & Staff) and was successful with my bid. The contract was for 2 years. In this time, 

I created templates for BDO branded proposals to ensure quick turnarounds, implemented a new archiving 

system and created a design services guide for staff to refer to prior to submitting design requests (highlighted 

overleaf). I also worked closely with the designers in the BDO offices located in Brisbane and Melbourne.

MANDOS DESIGN | Proposal for BDO

CORPORATE DESIGN SERVICES  
PROPOSAL FOR BDO 

Mandos Design Pty Ltd
mandosdesign@mac.com
www.mandosdesign.com
+61 409 949 734
Company Director – Mark Anderson

Proposal Issued:
8 March 2016

Prepared for:

BDO Australia – Sydney
BDO Australia
11, 1 Margaret St, Sydney NSW 2000, Australia

Statement of Confidentiality
This proposal and supporting materials contain confidential and proprietary business information of Mandos Design Pty Ltd.  

These materials may be printed or photocopied for use in evaluating the proposed project, but are not to be shared with other parties.

MANDOS DESIGN | Proposal for BDO

One

MARK ANDERSON
COMPANY DIRECTOR

Having over 20 years of design, studio and team management  
I understand how graphic design works within the corporate environment.
Find out what is the different between us and our competitors.

WHO WE ARE WHAT WE DO

We are a small but very flexible design studio 
that designs for print and web. We work 
around the clock to meet the needs of the 
client, to fulfil their design requests. Whether 
you need a new brand created, marketing 
materials or a responsive and functional 
website, we are confident you will be pleased 
with the results.

Receive modern professional results for your 
company. Corporate Design is one of the 
parts which can be a reason why potential 
customers  will become your customers.  
Take this chance and go your with us to 
create a strong brand that will confident in 
the market. We will assist you as a friend and 
a smart business partner.

We strive to be the best and offer:

   corporate graphic design

   brand development and visual identity

   assessment of current processes

   implementation of process management

   team placement and co-ordination

   hardware and software maintenance

   a service not confined to office hours.

ABOUT USOUR VISION IS  
TO HELP TO BRING  
YOUR PROJECTS  
INTO THE MARKET 
WITH QUALITY AND 
QUIET CONFIDENCE.

We believe that analysis of your company 
and your customers is key in responding 
effectively to your promotional and proposal 
needs and we will work with you to fully 
understand your business to achieve the 
greatest amount of publicity possible so that 
you can see a return from design services.

The team is up-to-date with the latest 
technologies, media trends and are keen to 
prove themselves and that is what you need 
to be successful.

Whatever the level of support you require, 
we are sure that we will have a package that 
meets your needs. We will assess the current 
production process and offer a better way, 
that is competitive and sustainable for the 
company.

Mandos Design has accumulated valuable 
experience working with two of the Big 4 
(KPMG, PwC) over the past 20 years, and we 
are ready to pass this experience over to you.

Mandos Design works with clients big and small across a range of sectors and 
we utilise all forms of media to get your company name out there in a way 
that’s right for the company.

MANDOS DESIGN | Proposal for BDO MANDOS DESIGN | Proposal for BDO

Other responsibilities involved weekly new staff 

photo-shoots (with a green screen background) and 

manipulating the photos to have a consistent look.  

This practice was also adopted in the other State offices.
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BDO Australia cont’d

2017

WINNING WORK
A BID OPPORTUNITY GUIDE

158
COUNTRIES &
& TERRITORIES

GLOBAL REVENUES TOTAL REVENUES
INCREASED BY

REVENUE GROWTH AT 
CONSTANT RATE 

5.8%
EMEA

9.0%
AMERICAS

9.8%
ASIA

PACIFIC

$7.6US
BILLION

GLOBAL NUMBER OF GLOBAL AVERAGE 
PROFESSIONAL STAFF TO  

PARTNER RATIO OF
9 TO 1

OFFICES

INCREASE
YEAR ON YEAR

HEADCOUNT

67,731 1,401
5.33%

Statistics as of 30 September 2016

OVER

30
MERGERS

NETWORK-WIDE

CLIENTS & MARKETS

DESIGN SERVICES
Procedure Guide 2017

TECHNOLOGY, MEDIA & TELECOMMUNICATIONS SERVICES
CAPABILITY STATEMENT

BDO NETWORK BDO CONTACTSINDUSTRY UNDERSTANDINGOUR INDUSTRY LEADER INDUSTRY INSIGHTSINDUSTRY EXPERIENCE OUR SERVICESOUR TMT CLIENTS

BDO Interactive Capability Statements
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JJ O’Toole Packaging

In 2018, I immigrated from Australia to Ireland, with my (Irish) wife and son to be closer to family. Prior to 

leaving, I applied for a position as Creative Lead (Designer) with JJ O’Toole Packaging based in Limerick, Ireland. 

When I arrived to start at JJ O’Toole, I found the studio to be what could be basically described as in disarray 

and the team were using an archaic job tracking method. In the first 2 months, I turned all of this around by 

implementing online project management tools and re-organising the studio. I provided intensive training for 

the mid-weight and junior designers. 

I gained substantial knowledge about packaging, stock, printing and finishing methods by dealing closely with 

producers in China and Europe. The example below is one of the concepts I submitted to secure the position.
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Byrnes Restaurant

The proprietor of a prominent restaurant in the village of Ennistymon on the West coast of County Clare, 

Ireland contacted me requesting for design concepts. He needed assistance to revive the ageing restaurant 

facade. Below are the mood boards I presented to the owner. Unfortunately, with the advent of the CoVid-19 

lock down this project was put on indefinite hold.

Contemporary Ireland
Modern design refers to an era that has passed, while 
contemporary design is all about the now and the future.

Materials
Stone Cladding

Laser Cut Signage

Mood Lighting

Projected Lighting
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Byrnes Restaurant cont’d

Additional boards.

the now...

...and
   the future.

...and  
after the  
sun sets.



26 of 33

Henry’s Bistro & Wine Bar

Fancy fish & chips 
before the cinema?

Henry’s Bistro & Wine Bar
Market St. Ennis, Co. Clare

info@henrysbistroandwinebar.ie 
www.henrysbistroandwinebar.ie

OPEN for  
Lunch & Dinner  

Wednesday to Sunday

065 6899393

#Great Food #Great Service

Wine Bar bites.
Wednesday to Sunday.

Henry’s Bistro & Wine Bar
Market St. Ennis, Co. Clare

info@henrysbistroandwinebar.ie 
www.henrysbistroandwinebar.ie

OPEN for  
Lunch & Dinner  

Wednesday to Sunday

065 6899393

#Great Food #Great Service

Henry’s Bistro & Wine Bar Window decals_May 2019
Henry’s Bistro & Wine Bar Window decals_May 2019

I met Dermot, the proprietor of Henry’s Bistro & Wine Bar in Ennis, County Clare, Ireland, when 

calling on businesses and handing out my business card. While handing out my card I would 

start-up a discussion to enquire if there was a need of graphic design services, which Dermot 

agreed to. Initially we had a few meetings discussing where areas could be strengthened 

to bring a professional light to the business. We started with the exterior branding, window 

decals and the exterior menu board. Menu formats and advertising in local newspapers 

were next. With these new designs in place, assisting with the website SEO settings plus 

highlighting the restaurant in prominent tourism websites eg. Wild Atlantic Way, the 

restaurant received an increase in popularity based on Trip Advisor ratings. Again, the positive 

momentum of this campaign was put on hold by the CoVid-19 lock down.
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Annual Reports

A large contingent of my work involved designing and formatting Annual Reports before the end of the 

financial year. As I’m sure you can appreciate, it was a very time-sensitive process with delivering the reports 

to share-holders on an exact date, with the exact and latest figures. Below are a few cover examples. Please 

be aware, that these covers represent on average, 120 page documents with multiple edits received and 

implemented in a very short space of time. Generally the reports were off-set printed.

Level 1, 47 Colin Street, West Perth WA 6005

P +61 (8) 9485 1000 F +61 (8) 9485 1060
E info@tapoil.com.au W www.tapoil.com.au 

Annual Report 
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ANNUAL REPORT 2010

Condor Nickel Limited
…. Successful exploration for base metals….

BONDI SYDNEY AUSTRALIA 
CONFERENCE AND 
EVENTS GUIDE

Proposal

tourism, travel & transport

annual report 

2008

CARRICK GOLD LIMITED

carrickgold.com

Willmott Forests Limited Annual Report 2008

08
Annual  
Report 2011

Australian Business Foundation
Level 12
83 Clarence St
Sydney NSW 2000
Email:  foundation@abfoundation.com.au

www.abfoundation.com.au
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Multi-page documents

Similar to annual reports I would design and format multi-page documents (surveys and 

reports). I would be supplied with a brief and copy, usually in a Word document and an 

agreed deadline to deliver by. Below is a favourite example.

    

> supporters

not-for-profi t
risk survey
2010

> in conjunction with  > sponsor

not-for-profi t risk survey 2010

1

The not-for-profi t sector consists of a diverse range of organisations, ranging from small to very large 
and across a wide variety of sub groups from business associations and unions to education and research 
to religious organisations and disability services. 

The Productivity Commission Research Report1 stated:

The not-for-profi t sector is large and diverse, with around 600,000 organisations:

 > The Australian Bureau of Statistics has identifi ed 59,000 economically signifi cant not-for-profi ts, contributing 
$43 billion to Australia’s GDP, and 8 per cent of employment in 2006–07.

 > The not-for-profi t sector has grown strongly with average annual growth of 7.7 per cent from 1999–2000 to 2006–07.

 > 4.6 million volunteers work with not-for-profi ts with a wage equivalent value of $15 billion.

Due to the wide ranging nature of not-for-profi t organisations, this survey provides information in a number of ways – 
by classifi cation, by turnover, by number of employees and volunteers and by location. 

Responses to the survey
A total of 291 responses were received to the 2010 PPB not-for-profi t risk survey with responses coming from all 
categories of not-for-profi ts and from every state/territory in Australia, from New Zealand as well as from overseas.

Respondents were classifi ed as follows:

 > 43% of respondents had turnover of $1,000,000 or less, while 57% of respondents had turnover of more than 
$1,000,000, which included 4% or respondents with turnover in excess of $100,000,000.

 > Respondents were spread over the 12 categories of not-for-profi ts with most respondents coming from 
Social Services, Health and Business & Professional Associations, Unions and Peak Bodies.

 > Respondents operated around Australia, in New Zealand as well as internationally with the majority of respondents 
having their main operations in New South Wales / ACT, Queensland, New Zealand and Victoria.

 > Most respondents had between 1–20 paid employees as well as between 1–20 volunteers.

 > The major sources of funding were from grants / government funding and business operations.

Annual turnover
Survey participants have the following annual turnover:

 Annual turnover of respondents

4%
15%

38%38% 14%

%

9%4%
15%

14%

20%

9%

< $100,000
$100,001 - $500,000
$500,001 - $1,000,000
$1,000,001 - $10,000,000
$10,000,001 - $100,000,000
> $100,000,000

As can be seen from the 
respondents to the survey, 
not-for-profi t organisations 
turnover ranges greatly.  43% 
of respondents had turnover 
of $1,000,000 or less while 57% 
of respondents had a turnover 
of over $1,000,000.  The largest 
single group of respondents 
was in the $1,000,001 to 
$10,000,000 turnover range 
with 38%.

Section 1 
About the survey respondents

1 Productivity Commission Research Report, “Contribution of the Not-for-Profi t Sector”, January 2010, Overview, Page XXIII

not-for-profi t risk survey 2010

3

Employees and volunteers
Both paid employees and volunteers play an important role in not-for-profi t organisations. 

The Productivity Commission Research Report2 stated:

 > Not-for-profi t sector employment has grown from 604,000 in 1999–2000 to 890,000 in 2006–07, while over the same 
period the number of volunteers increased from 285,000 to 317,000 full-time equivalent workers.

The split between male and female paid employees shows that 71% of paid employees are female while 29% are male.

The split between male and female volunteers shows that 60% of volunteers are female while 40% are male.

Funding sources
Just as the types of organisations in the not-for-profi t sector vary, so too does the source/s of funding each organisation 
uses to continue to meet its mission.

0% 12.5% 25% 37.5% 50%

8.25%

9.28%

11.68%

18.56%

47.77%

4.47%None

 1 – 20

 21 – 50

 51 – 100

 101 – 250

 250+

Number of paid employees
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5.84%

11%
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19.59%None

 1 – 20
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 250+

Number of volunteers

71%

29%

71%

29%

MaleFemale

Paid employees by male/female

60%

40%

60%

40%

MaleFemale

Volunteers by male/female

Grants / govt funding

Donations

Fund Raising

Bequests

Memberships

Business Operations

Sponsorships

Subscriptions

Other
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Where are the major funding sources of respondents?

2   Productivity Commission Research Report, “Contribution of the Not-for-Profi t Sector”, January 2010, Chapter 10, The not-for-profi t workforce, Page 249

not-for-profi t risk survey 2010

vii

Lisa Bundesen
Lisa Bundesen is a Partner in the Forensics Division of PPB and is 
based in the Brisbane offi  ce.  Lisa has over 22 years forensic accounting 
experience and has spent a considerable amount of time working with 
not-for-profi t organisations in the areas of fraud prevention, fraud 
investigation and risk management.

Prior to joining PPB, Lisa was National Lead Partner of the Forensics Division of 
another accounting fi rm where she authored Not-for-Profi t Fraud Surveys in 
2006 and 2008.

Lisa has extensive experience in all aspects of forensic accounting as well as having 
given expert evidence in Magistrates,  District and Supreme Courts on numerous 
occasions and has assisted in mediations for a number of matters as well as 
acting as the Forensic Accounting Expert on the 2007 Queensland Fuel Subsidy 
Commission of Inquiry.

Andrew Morgan
Andrew brings in excess of 20 years experience in the provision of 
investigative and proactive fraud and security risk management services.

He joined PPB Forensics after 4 years with a Big 4 fi rm where he worked in the 
Forensic practice gaining broad experience in the provision of fraud, security, 
anti-money laundering, whistleblower services and a range of ancillary Forensic 
off erings. Andrew has also had 4 ½ years combined service with the National 
Australia Bank and Westpac Banking Corporation in risk management and 
fi nancial crime investigation management roles.

Prior to that, Andrew worked within the Major Corporate Investigations and 
Complaints Management Divisions of the Australian Securities and Investments 
Commission. Andrew was also a Senior Investigator with the National Crime 
Authority, investigating complex multi jurisdictional criminal activity and he 
was also a member of the Victoria Police for nearly 14 years in a variety of 
investigative roles.

About the authors

PPB not-for-profit risk survey 2010 – 88 pages – 3 weeks turnaround
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How important is risk management?
With the ever increasing scrutiny organisations (both for-profi t and not-for-profi t) are now fi nding themselves under 
as a result of the global economic conditions, stakeholders are paying more attention to risk management.  Most 
importantly, however, is for an organisation to be able to show that it has taken its strategic risk management planning 
and integrated the plan into achieving its mission / objectives.

Respondents were asked to consider how important eff ective risk management was to achieving the organisation’s 
objectives.  It is encouraging to note the relative importance placed on eff ective risk management techniques by 
respondents.  71% of the respondents rated the importance of eff ective risk management to the achievement of their 
mission / objectives as being either very high or high with another 22% of respondents rating the importance as fair.  
Very few organisations (7%) did not consider eff ective risk management was important to the achievement 
of organisational objectives.  

How important is eff ective risk management to the achievement of your organisation’s objectives?

0 25% 50% 75% 100%

Very High High Fair Low Very Low

< $100,000

$100,001 - $500,000

$500,001 - $1,000,000

$1,000,001 - $10,000,000

$10,000,001 - $100,000,000

> $100,000,000

19 27 27 12 15

19 45 24 10 2

32 37 24 7

30 46 22 11

46 36 11 7

17 50 33

By turnover (%)
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25%

37.5%

50%

Very High High Fair Low Very Low
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22

42

29

By percentage

    

Offi  ces

Sydney    
Level 46 , MLC Centre 
19–29 Martin Place 
Sydney  NSW  2000
t +61 2 8116 3000 
f +61 2 8116 3111

Melbourne
Level 21 
181 William Street 
Melbourne  VIC  3000
t +61 3 9269 4000 
f +61 3 9269 4099 

Brisbane
Level 3 
167 Eagle Street 
Brisbane  QLD  4000
t +61 7 3222 6800 
f +61 7 3222 6899 

Adelaide
Level 10 
26 Flinders Street 
Adelaide  SA  5000
t +61 8 8211 7800 
f +61 8 8211 8922 

Perth 
Level 21 
140 St Georges Terrace 
Perth  WA  6000 
t +61 8 9216 7600 
f +61 8 9216 7699

> in conjunction with  > sponsor

not-for-profi t risk survey 2010

67

Risk management and the improvement in performance
Respondents were asked, to what degree risk management has improved performance and / or outcomes in a 
number of areas.

Overall, respondents were positive in their opinions that risk management has improved performance and outcomes 
within their organisation.

Significant Reasonable Amount Some Not Very Much Not At All Not in Place

More robust corporate planning?

Achievement of objectives?

Quality of service delivery?

Resource allocation and utilisation?

Information systems?

Management reporting?

Communication in the organisation?

Development of a learning culture in the organisation?

Management of stakeholders and service 
recipients / customers / clients?

Organisational change?

Reputation management?

Public perceptions?

Increased recognition and uptake of opportunities?

Physical asset management?

Recurrent budget management?

Project management?

Accountability requirements?

0% 25% 50% 75% 100%

14 21 1134 5 15

13 25 1331 5 13

20 27 929 4 11

13 24 1333 5 12

15 27 1129 6 12

20 29 1026 4 11

11 31 1329 5 11

11 25 1630 6 12

12 26 1527 5 15

14 23 1333 4 13

22 22 1030 4 12

17 20 1729 6 11

13 24 1530 6 12

13 22 1234 6 13

19 24 932 5 11

20 27 729 4 13

24 26 729 2 12

In your organisation, there is

By percentage

PPB not-for-profit risk survey 2010 cont’d

29 of 33

Multiple page documents cont’d
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ii v

PART 1 – DEEPER PARTNERSHIP

VISA CREDIT PARTNERSHIP
Part 1 – Response
31 October 2017

4

1 ENGAGEMENT

63

INNOVATION SUPPORT

Visa has over 20 Subject Matter Experts in our Product team in Australia, including 10 specialists in Emerging 
Payments and Digital Innovation.

*Full or part-time at Westpac according to the requirements of the position. Option to locate in Visa’s office (Barangaroo Tower Two)

Visa onsite support model

Proposed dedicated onsite* support Visa offsite support

 Digital, Partnerships, Tech Deliver Team

 Core Product, Consulting, Analytics

 Loyalty

 Business & Commercial Solutions

 Marketing  

 Acquisition

 CSS, Operations, Rules, Processing

 Risk, Government Relations, Merchant Acquiring

TODAY’S  
BUSINESS

TOMORROW’S  
BUSINESS

Portfolio 
Optimisation

Analytics
X1

CRM
X2

Program 
Manager 

x1

Digital Products 
& Experiences

Portfolio

Operations 
(CSS Acct Manager)

Loyalty 
(Evolution)

Digital Delivery 
Expert

Commercial 
Sales Specialist

Loyalty 
(Revolution)

Commercial 
Sales Specialist

Product /  
Consulting

Marketing

Operations 
& Other

2

Current business 
recommendations
Westpac can outperform its peers by 
making the most of its current business 
while carving out people and resources 
to take advantages of opportunities 
for tomorrow’s business. Continue to 
improve CVPs to strengthen customer 
relationships in the wake of regulation and 
how your competition reacts to it. Ensure 
you have a pipeline of services to leverage 
APIs in creating better CVPs once your 
APIs gateway launches. Optimise portfolio 
lifecycle management through data, 
analytics and embedding best practices. 
Increase the returns from new onboarding 
platforms by leverages their ability to 
tailor the process to customer segment 
and behaviour.

Future business recommendations
While the current platforms and products 
are being perfected, lay the foundation 
for the sustainable outperformance 
of tomorrow’s businesses: loyalty, 
alternatives to revolve, new digital 
experiences and approving more 
customers through new data for credit 
decisions. Tomorrow’s loyalty must 
include more relevant redemption offers, 
a deeper customer experience, whole-
of-bank options and a roadmap to build 
it in stages. Offer consumers the credit 
they need with the certainty and control 
they crave: expanded instalments, 
Point-of-Sale (PoS) financing or building 
credit into the transaction account via a 
“universal credit contract.” Stay ahead 
of competitors’ digital experiences 
with the next generation of customer 
controls, alerts and features. Grow 
business and commercial lending with 
single-use virtual cards and straight-
through processing. Then differentiate 
Westpac by using those services to 
build closed-loop platforms between 
Westpac Institutional Bank (WIB) clients 
and Business Bank customers. Use 
those platforms to facilitate reconciliation, 
compliance, procurement and business 
processes beyond payments. Design all 
these services so that they can be easily 
changed in the future. Empower bank-
friendly open ecosystems rather than 
particular partners or technologies. 

INTRODUCTION

Driving your core business today and innovating 
your business for tomorrow

VISA – Proposal response to Westpac Group – 128 pages – 3 months turnaround

Multiple page documents cont’d
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Websites

Below are a few of the websites I recently designed, built and maintain.

Damai Manis Villas 
– based in Semiyak, Bali, Indonesia

Designed 2017

Created within WordPress

Logo design

Reload Tools 
– based in Adelaide, S.A., Australia

Designed 2018

Created within Shopify

The MatchMakers Daughter 
– based in Lisdoonvarna, County Clare, Ireland

Designed 2019

Created within WIX

Logo design
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Websites cont’d

Sweet’n’Green Cafe 
– based in Ennis, County Clare, Ireland

Designed 2020

Created within Wix

The Abbey Tavern 
– based in Quin, County Clare, Ireland

Designed 2020

Created within WIX

ScreenGrafix 
– based in Limerick, County Limerick, Ireland

Designed 2020

Created within Wix

Logo design



Clients and Sectors

ADVERTISING  
BWM Dentsu – Marketing/Creative Services 
(Australia) 
ElevenCom (Australia)

BUSINESS DEVELOPMENT  
Australian Business Consulting (Australia) 
Australian Business Foundation (Australia) 
Australian Apprenticeship Centre (Australia) 
NSW Business Chamber (Australia)

CHARITY 
The Benevolent Society (Australia) 
Secure Beginnings (Australia) 
Sydney Childrens Hospital (Australia) 
Voiceless (Australia)

FINANCE  
BDO (Australia) 
Clayton Utz (Australia) 
Commonwealth Bank of Australia (Australia) 
KPMG (Australia)  
PPB Advisory (Australia) 
PSK Performance (Australia) 
Radar Promotions (Australia) 
VISA (Australia)

GOVERNMENT  
Canada Bay Council (Australia) 
NSW Parliament House (Australia) 
Western Sydney University (Australia) 
Depart of State & Regional Development 
(Australia)

HEALTH 
The Royal Australian & New Zealand College  
of Radiologists (Australia)

HOSPITALITY 
Byrnes Restaurant (Ireland) 
Henry’s Restaurant & Wine Bar (Ireland) 
MatchPoint International (Australia) 
The Abbey Tavern (Ireland) 
Sydney Cricket Ground Hospitality (Australia) 
Sweet ‘n’ Green Cafe (Ireland)

PROFESSIONAL SERVICES 
SNP Security (Australia) 
NRMA Motoring + Services (Australia)

PHARMACEUTICAL 
Johnson & Johnson (Australia) 
Vivacity Health (Australia)

PACKAGING 
JJ O’Toole (Ireland)

PERSONAL SERVICES 
The MatchMakers Daughter (Ireland) 
PowerStrokes Mountain Bike Tours (Ireland)

RETAIL 
BMW (Australia) 
Omorfia Day spa (Australia) 
Re-Load Power Tools (Australia)

TOURISM  
Cathay Pacific (Australia) 
EPIC Attractions (Australia) 
Sydney Convention & Visitors Bureau 
(Australia)  
Swiss Grand Resort & Spa (Australia)
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Mark Anderson
+353 (89) 419 6059
mandosdesign@mac.com
mandosdesign.com/portfolio/

mailto:mandosdesign@mac.com

