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A B O U T
P D P R  M A R K E T I N G  A N D  C R E A T I V E

PDPR MARKETING AND CREATIVE IS A LEAD COMMUNICATIONS 
AGENCY THAT PROVIDES A COMPLETE RANGE OF INTEGRATED 
MARKETING SERVICES THROUGHOUT AUSTRALIA AND THE
ASIA PACIFIC REGION.

Experts in the CORPORATE CONSUMER space, our eventing, 
social media and digital capabilities sit within our fully integrated 
PR service model, delivering dynamic, intuitive and responsive 
solution to all your communications requirements. 

Our PR programs and campaigns all have the same ingredients: 
great storytelling, multiple tactical layers, dedication, extensive 
media relations, and an innovative approach.

By creating strategies that include harnessing the proven power 
of traditional PR, we help our clients build brand awareness and 
drive growth.

WHAT CAN YOU BE ASSURED OF?
A dedicated, professional and experienced marketing partner 
that brings holistic strategy, creative vision and meticulous 
positioning to every campaign to ensure superior ROI.

WITH OFFICES IN QLD AND NSW, PDPR IS ABLE 
TO SUPPORT YOUR IN-HOUSE ENDEAVOURS WITH 

A SKILLED TEAM OF PUBLICISTS THAT DELIVER 
DEDICATION, KNOWLEDGE AND EXPERTISE.

Directors Briana Cicchelli 
and Annika Launay
Directors Briana Cicchelli 
and Annika Launay
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T H E  C L I E N T
Naturalena Brands is the Australian founded and owned parent 
company of Happy Little Camper and Veeda. Launched in 2013, 
it is the fastest-growing personal care business with plant-based, 
organic, and natural products in North America; it currently has 
over 50,000 points of distribution. The company provides three key 
products; Baby Care, Feminine Care, and Incontinence Care.

T H E  B R I E F
The brief was to undertake Australian public relations coverage for 
the offi cial announcement of  US celebrity Hilary Duff as the Group’s 
Chief Brand Offi cer. 

D E L I V E R A B L E S
Public Relations

R E S U LT S  +  C O V E R A G E

11 individual pieces of press were achieved across all major national 
outlets. This included;

• Kyle and Jackie O Show
• New Idea Magazine
• Today Show
• Today Show Extra
• Courier Mail

This coverage reached a cumulative potential reach of 1,528,036 
and an ASR of AUD$374,567

F M C G :  N A T U R A L E N A  B R A N D S
P U B L I C  R E L A T I O N S
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A
fter her � ancé Matthew 
Koma referred to her as 
his ‘wife’ in a recent Insta 
snap, Hilary Du� ’s fans 

were convinced that the Younger
star had tied the knot in secret. Not 
true, the star insists! ‘No, we are not 
secretly married,’ the 32-year-old 
mum-of-two said last week. ‘But 
we are basically married.’  � e pair 
were engaged in May this year and 
live together with their daugther 
Banks, who turned one in October, 
and Hilary’s son Luca, seven.

Instead of nuptials, 
Hilary, who’s also 

starring in the 
upcoming Lizzie 
McGuire reboot, 

is focusing on her career right now.  
‘My life is very crazy and busy but 
I love it that way,’ she admits. 

� e actress-singer has also 
teamed up with Australian 
company Naturalena to launch 
its natural babycare and feminine 
hygiene lines here and in the US, 
and threw a garden party at her 
LA home to celebrate the collab. 
‘I’m excited to take on this role 
and help provide clean, plant-
based products for babies and 
mums,’ she said. Talk about one 
switched-on mama!  

HILARY  DUFF

‘I’M NOT 
SECRETLY 
MARRIED!’

The star’s focused on family and 
her next career moves for now

ONLY 
IN OK!

ONLY 
NATURAL

‘It’s almost impossible to 
fi nd products that are 

sustainable  yet functional,’ 
says Hilary of her 
collaboration with 

Naturalena.

Hilary’s in no 
rush to marry 

musician 
fi ance 

Matthew

Hilary, 
her besties 
and bubs 
celebrated at 
her LA home

The garden 
party boasted 
an Aussie 
theme

‘My little 
beauty,’ says 
Hilary of little 
cutie mini-me 
Banks. Aww! 
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T H E  C L I E N T
The National Association of Women in Construction is the peak 
body for women in the Australian construction industry. NAWIC 
advocates, educates, empowers and connects.

T H E  B R I E F
PDPR was bought on board to deliver multiple marketing solutions 
including social media, marketing and public relations in a long-
term contract designed to deliver steady brand growth and voice 
amplifi cation throughout the industry.

D E L I V E R A B L E S
Social Media
Internal Communications
Graphic Design
Public Relations

We also completed an entire rebrand for the Association in 2021, 
this included a new logo, colour palette, fonts and style guide as 
well as individual items including pullup banners, social tiles and 
presentation templates.

R E S U LT S  +  C O V E R A G E

Steady year-on-year growth in all sectors has been achieved.

Within public relations, the 2021 average was 13 pieces published 
per month with an average monthly AVE value of $138,990. 

This is a ROI of 3,270%.

N A W I C
P U B L I C  R E L A T I O N S

THE NATIONAL ASSOCIATION OF
WOMEN IN CONSTRUCTION
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It’s no secret that the rail construction industry needs more women in its ranks. 
As a senior leader, Metro Trains’ Lisa Hogben wants to break down barriers for 
women and people of colour.

INDUSTRY INSIGHTS

2525

I n February she took a position as 
Package Director for the Melbourne 
Airport Rail project, building 
a diverse team with an equal 

representation of women and men. 
In a few short months, Ms Hogben 

created and nurtured an inclusive 
workplace culture where women and 
people of colour not only have a seat at 
the table – they are helping shape the 
future of our rail network. 

When it comes to hiring a diverse 
team made up of the best people for the 
job, Ms Hogben leads by example. 

Having spent the majority of her 
career in the rail construction industry 
in the UK, Ms Hogben was lured to 
Australia by the prospect of working 
for an organisation that celebrated and 
empowered women and diversity.

And of course, she was excited at the 
prospect of a little more sunshine. 

STRIVING FOR GENDER EQUALITY
In Metro’s Projects division, women 

currently make up more than 30 per 
cent of the workforce, making Metro an 
industry leader in gender parity. 

“Honestly, 20 or 30 per cent of 
representation isn’t enough – we should 
be representative of the working 
population,” Ms Hogben said. 

As a divisional ‘Women in Rail KPI 
Champion’, Ms Hogben is striving for 
greater gender equality across Metro. 

Last month, she was elected to the 
role of Board Director for the National 
Association of Women in Construction 
(NAWIC), and she’s also hoping to 
ramp up these efforts right across 
the industry. 

In her role at NAWIC, alongside four 
other elected women, Ms Hogben wants 
to champion women and people of 
colour in rail and construction and help 
them to reach their full potential. 

“I want to be a role model for 
women of colour in the industry 
and drive initiatives to attract more 
women from black, Asian and ethnic 
minority backgrounds," Ms Hogben said.

“I also want to shine a light on the 
covert, micro-inequalities that plague 
women and form the ‘lived experience’ 
that often means they don’t stay in the 
industry for long.” 

In her spare time, Ms Hogben 
volunteers at the Asylum Seeker 

Resource Centre as a Professional 
Mentor, helping people prepare for 
entering the workforce in Australia.

“Growing up as the only brown girl in 
a small town in the UK has an impact on 
you. Being the only woman or person of 
colour in a room has an impact on you.” 

Ms Hogben said that a stronger focus 
on hiring women and girls who have 
strengths outside maths and science 
but could work in project management, 
communications, finance, safety and 
human resources will also help the 
industry move closer to gender parity.

“Organisations are so much stronger 
when they hire a diverse workforce with 
different skills. Even in a smaller team 
like mine, you can see the benefits are 
huge,” she said.

MANDATING INDUSTRY 
REPRESENTATION

The Victorian Government 
agrees. From 1 January 
2022, the new Building 
Equality Policy came into 
effect, mandating female 
representation in some of 
the country’s most male-
dominated industries 
– building, infrastructure 
and civil engineering. 

Under the policy, for 
major projects valued 
at $20 million or more, 
women need to represent 
at least three per cent of each 
trade role, seven per cent of 
each non-trade position, and 35 per 
cent of management, supervisor and 
specialist labour roles. 

Minister for Public Transport, Ben 
Carroll, said, “It is positive to see 
representation of women mandated in 
the rail construction industry, and to 
see Metro prioritising the support 
of women and diversity as part of 
their business approach." 

Ms Hogben is calling on hiring 
managers and leaders in the rail 
construction industry to take action. 

“We’re the ones with the power to 
make change. If we keep doing the 
same thing, we’ll keep getting the 
same results.”

“When we’re creating our teams, 
we need to take a step back and ask 
ourselves – how can we support women 
and support people from diverse 
backgrounds and how can we make 
them a much bigger part of what we’re 
trying to achieve here? 

“There really is an opportunity 
for everyone.”

www.infrastructuremagazine.com.au 

Lisa Hogben is 
Package Director – 
Melbourne Airport 
Rail at Metro Trains 
Melbourne.
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CHANGING THE TIDE ON DI9ERSITy IN RAIL
CONSTRUCTION
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T H E  C L I E N T
Aore Island Resort is a luxury, boutique island resort in Vanuatu. The 
Resort caters to those who are looking for an active escape and a 
tranquil place to relax and unwind. 

T H E  B R I E F
The brief entailed showcasing the resort’s stunning features through 
professional photography, social media and public relations to drive 
brand awareness and raise the profile of the Resort at a national and 
international level.

D E L I V E R A B L E S
Public Relations
Photography 
Content Creation  
Social Media Management

R E S U LT S  +  C O V E R A G E

• PR value gained over 12 months - ASR of AUD$230,000 
• From under 500 followers to the most followed hotel in Vanuatu 
• Click-through rate 30% above the industry average 
• Engagement score 10 times the global standard
• 700 new followers per month on average

PDPR Photography

T O U R I S M :  A O R E  I S L A N D  R E S O R T
P U B L I C  R E L A T I O N S  +  S O C I A L  M E D I A
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T H E  C L I E N T
Home Consortium is a wholly Australian-owned property group, 
backed by some of Australia’s most successful retail organisations. 
There are 30 centres across five states under the HomeCo brand, 
offering a unique mix of everyday needs and inspired lifestyle 
brands, with many anchored by national supermarkets

T H E  B R I E F
The Family Fun Day campaign was a three-store experiential 
activation that delivered key messaging to position the centres 
not only as a destination of choice for local shoppers, but also 
promote Home Co. as a property group of choice.

With these objectives, PDPR executed the three Family Fun 
Days across two separate dates, combining activations that 
successfully helped drive brand awareness, incentre purchase 
and return visitation. 

“Working with Clara, Briana and the PDPR team has been 
nothing short of fantastic! The team is efficient, well organised 
and really understands our company and the market we are 
within. The event management and PR experience of the team 
ensures that our events are well planned and advertised. Not 
only that but the team offers a huge range of other expertise 
that can be utilised including PR, marketing and branding 
campaigns and much more! We will continue to work with 
PDPR for upcoming events and future projects.”

Nicky Bell, Marketing Executive - Home Consortium

R E T A I L :  H O M E  C O .
I N - C E N T R E  A C T I V A T I O N
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T H E  C L I E N T
Gelatissimo is an Australian-owned franchise chain with over 
40 stores throughout Australia and 26 in overseas locations 
including Singapore, Saudi Arabia, China and most recently the 
United States.

T H E  B R I E F
PDPR was bought on board to bring public relations expertise to 
the small yet dynamic inhouse marketing team.

D E L I V E R A B L E S
Over the last year we have successfully delivered over 30 
individual public relations campaigns and industry news pieces 
as well as provided infl uencer contacts, brand connections and 
proactive marketing ideas. We have worked in a collaborative 
manner with the inhouse team which has achieved outstanding 
results as a group.

R E S U LT S
Steady results have been maintained throughout the year, 
with a 2021 monthly average being 22 pieces published 
with an average reach of 466,379 and an AVE of $315,767. 

This coverage includes tv, radio, print and digital 
across general, industry and food-specifi c outlets.

G E L A T I S S I M O
P U B L I C  R E L A T I O N S



T H E  C L I E N T
Westside BMW promises to deliver outstanding 
customer service and exceptional value; priding 
themselves on providing a complete BMW 
experience that is second to none.  The Westside 
BMW dealership covers 5000 square metres and 
boasts up to 70 new and used BMWs.

T H E  B R I E F
Westside BMW engaged PDPR to utilise digital 
marketing strategies to generate sales, promote the 
dealership and raise awareness of its geographical 
location. Featuring the recently launched BMW 
X2, PDPR designed and executed a 12 week test 
drive campaign promoting the model and the 
dealership online. 

D E L I V E R A B L E S
Digital Infl uencer Engagement + Management
Content Creation
Photography 
Sourcing + Logistics

R E S U LT S
A unique 12-week campaign with digital 
influencers f rom our influencer portfolio 
the@LIST, that garnered over 64k views, 35.6k 
likes and exposure to a loyal following of 550k.

A U T O M O T I V E :  W E S T S I D E  B M W
I N F L U E N C E R  C A M P A I G N



Driverless Vehicle Summit 
opening in Adelaide
November 14, 2017

story

photos

International experts converge on South Australian capital to showcase next-generation transport 
technologies

The 2017 International Driverless Vehicle Summit kicks off in Adelaide on Thursday November 16 
at the Adelaide Convention Centre, bringing together 300 national and international 

T H E  C L I E N T
MacroPlan provides value to important 
property, planning and economic development 
projects. Their national team of dedicated, 
award winning professionals provide economic 
analysis, strategic and statutory planning, 
in-depth research and specialised advisory 
services to all property sectors.

T H E  B R I E F
To support the Macroplan marketing team in 
delivering a successful launch through creating 
PR opportunities both at a national and local level.
Additionally, to raise the profi le of Brian Haratsis 
within the Australian market as Australia’s leading 
proptech specialist.

R E S U LT S
The six week campaign generated over 
AUD$70,000 value in coverage across television, 
print and radio including Sky News, ABC Radio 
Melbourne and the Financial Review.

05/12/2017 Space game: Driverless cars could save suburban malls from the Amazon threat | afr.com
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Space game: Driverless cars could save suburban malls from the
Amazon threat

Save Article Print License Article

Google's autonomous car Waymo: self-driving cars could create more opportunity for shopping centre owners.

Driverless cars could save suburban malls from the Amazon

threat by allowing smaller shopping centres to turn car parks into

community facilities and by turning car journeys into productive

time. 

At a time when the online juggernaut is poised to hit the

Australian retail economy and analysts predict prices and the

value of retail leases to fall, the arrival of autonomous vehicles could give a much-

needed boost to smaller shopping centres in particular, says JLL's Australian property

and asset management head Richard Fennell. 

By freeing up space currently allocated to parking – autonomous vehicles will greatly

cut the need of malls to provide parks for customers who drive themselves there –

even smaller ones will be able to repurpose space for facilities that will turn a

shopping centre into a place that offers an experience, rather than simply meeting a

need to consume, said Mr Fennell, the co-author of new report The Human

Revolution. 

Changing commuter expectations hint at the change to come. By 2030, just 16 per

cent of people expect to drive themselves to work compared with 66 per cent who do

so currently and this will alter the way people travel to and regard shopping centres,

Mr Fennell said. 

by Michael Bleby

$4,395,000
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Home News Business Markets Street Talk Real Estate Opinion Technology Personal Finance LeadershipMenu

P R O P E R T Y :  M A C R O P L A N
P U B L I C  R E L A T I O N S



T H E  C L I E N T
Brisbane City Council’s Green Heart Fairs are 
Brisbane’s favourite sustainable living community 
events! The fairs feature over 120 of Brisbane’s 
leading sustainability experts ready to share 
practical tips and tricks to help our communities to 
live a more eco-friendly life.  Visitors can experience 
sustainability displays, workshops, eco-f riendly 
products, f ree native plants, artisan markets, live 
entertainment, food trucks and more.

T H E  B R I E F
To support Brisbane Sustainability Agency in 
delivering a successful event through creating 
PR opportunities at a local level and to raise the 
prof ile of key suppliers and stakeholders, including 
the Lord Mayor. A key element of the campaign is 
to provide all event details to the community via 
comprehensive event listings to promote ease of 
attendance.

R E S U LT S
The six week campaign generated over 
AUD$191,363 value in coverage with 34 pieces of 
content across television, print, digital and radio.

G O V E R N M E N T :  G R E E N  H E A R T  F A I R
P U B L I C  R E L A T I O N S
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WHAT’S HOT THIS 
WEEK

Brisbane City Council’s Green Heart Fair will 
inspire residents and businesses to become 

waste warriors at home.
To be held at Chermside on Sunday, people can 

learn how to create a green home and garden 
with sessions from sustainability experts 

including Green Living Australia and Bee One 
Third. The event is set to encourage more 

people to reduce waste at home by highlighting 
ways to reduce waste for a more sustainable life.

Lord Mayor Adrian Schrinner (pictured above) 
says: “When it comes to sustainability, we all 

have to start somewhere, and small, everyday 
decisions by households will continue to have a 

big impact on our city’s sustainability.”
The event will be held at 7th Brigade Park, 

Newman Road, Chermside from 9am to 3pm.

GREEN HEART FAIR

CIRRUS RESIDENCES

A new boutique development of luxury 
apartments at Highgate Hill is tailored 
specifically for astute owner-occupier 

purchasers.
Empty nesters Jeff and Alana Page
(pictured left) are keen to return to

an easy-maintenance
lifestyle at Cirrus Residences after
living at Chapel Hill for the past five

years. The rare collection of 20
residences consists of two medium-

rise buildings set amid lush,
subtropical landscaping. 

With construction due to start in July, Cirrus, 
designed by award-winning luxury home

designer John Cunningham, is being developed 
by Queensland company Birch

Developments.
Prices range from $1,299,000 to $1,749,000.

SECTION: HOME     ARTICLE TYPE: NEWS ITEM     AUDIENCE : 166,502     PAGE: �     PRINTED SIZE: 233.00cm²
REGION: QLD     MARKET: Australia     ASR: AUD 6,203     WORDS: 222     ITEM ID: 144�410067

Page 1 of 1

29 MAY, 2021

WHAT
S HOT THIS WEEK

Courier Mail, Brisbane

Licensed by Copyright Agency. You may only copy or communicate this work with a licence.

SUSTAINABILITY TOPS AT GREEN HEART FAIR
FREE native plants, sustainability 
experts and practical tips to live a more 
eco-friendly life will be on the agenda 
when Brisbane City Council’s Green 
Heart Fair returns to Chermside this 
month. 

More than 120 Brisbane experts in 
innovative environmentally-friendly 
products and services will cover 
everything from composting tips to how 
to keep bees at home.

Talks will cover a range of 
sustainable living topics, food trucks 
will have more plant-based food options 
than ever before, and visitors can take 
home two native plants to grow at home 
or in their community. 

There will be 3000 free native plants 
given away on a first-in, first-served 
basis at the Council marquee.
Other highlights include:

•  Learn how to create a green home and 
garden with sessions all day from 
sustainability experts including Green 
Living Australia and Bee One Third. 

•  Be inspired to reduce your waste at 
home as the Waste Zone highlights 
ways to reduce waste for a more 
sustainable life. 

•  Grow your green thumb at Grow Zone 
by learning how to keep bees at home. 

•  Move for Less by test driving electric 
scooters, check out electric vehicles 
and learn more about sustainable 
travel. 

•  Brisbane’s best artisans will showcase 
their finest collections of locally 
handmade trinkets at stalls 

• Live music
7th Brigade Park, Newman Rd, 

Chermside. Sunday, May 30, 9am-3pm. 
Visit greenheartfair.com.au 
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T H E  C L I E N T
Wintergarden is a shopping mecca located in the heart of Queen 
Street Mall in  Brisbane, Queensland. Home to a number of 
fl agship retailers including Mecca Maxima, Seed and Nespresso; 
and in addition the newly launched COS direct from London. 
It is complimented by a hub of specialty stores and a lifestyle and 
leisure precinct.

T H E  B R I E F
To support the Wintergarden and ISPT marketing teams in 
delivering a successful launch of the international retailer, COS 
in Queensland and driving traffi c for Wintergarden’s 2018 Black 
Friday Sales campaign by creating multiple PR opportunities.

C O V E R A G E
Channel 7
Broadsheet
Courier Mail
Concrete Playground
Urban List
Shopping Centre News
Indulge Magazine
Weekend Edition

Hobart Mercury
Townsville Bulletin
Geelong Advertiser
Tasmanian Mercury
Cairns Post
Herald Sun
Daily Telegraph
Adelaide Now

R E S U LT S

• An AVE value of over AUD$245k

R E T A I L :  W I N T E R G A R D E N  B R I S B A N E
P U B L I C  R E L A T I O N S
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T H E  C L I E N T
Regional Flavours Festival is produced by South Bank Parklands 
and Brisbane Marketing, and presented by the Courier Mail. It 
is Australia’s largest free foodie event held in Brisbane’s South 
Bank each year.

T H E  B R I E F
The project brief encompassed a complete and comprehensive 
public relations campaign for Regional Flavours 2019, 

On day management was also provided, with team PDPR on 
ground throughout the Festival to assist with live news crosses 
and coverage.

D E L I V E R A B L E S
Public Relations (KPI Target $1 million in AVE)
Media Liaison
Event Management
Stakeholder Engagement
Photography
Emcee and Hosting 

R E S U LT S
The 2019 Regional Flavours public relations Campaign 
delivered AUD$1,449,265 total AVE value across 286 individual 
pieces of coverage.

Licensed by Copyright Agency. You may only copy or communicate this work with a licence.

SEAFOOD PLATITUDE: Television chef Alastair McLeod advocates local produce. Picture: AAP/Steve Pohlner

THERE is no better time to embrace
Queensland produce than now, celebrity
chef Alastair McLeod says.

With winter comes some of the finest
Queensland seafood, as well as a smor-
gasbord of the best root vegetables in the
country, and Mr McLeod said we needed
to ditch the inferior imports and support

our local producers or risk seeing our
farms shut down.

“We should be buying local produce,”
he said. July is peak time for king and
tiger prawns and Moreton Bay bugs, as
well as vegetables such as pumpkin,
carrots, beetroot and cauliflower from
the Lockyer Valley.

“By shopping locally, it’s good for the
farmer and it’s good for food waste

because you know where it comes from,
so you’ll want to cook it better and you’ll
be less inclined to waste it.”

The TV host and caterer behind
Al’FreshCo will be spruiking this message
at a special dinner tomorrow night with
fellow TV cook Justine Schofield at the
Marriott Brisbane and again at Regional
Flavours – Australia’s largest free food and
wine festival – this weekend at South Bank.

NOW IS NOT THE TIME TO BE SHELLFISH 
ANOOSKA TUCKER-EVANS

Visit one of 
The Courier-Mail 

stalls at

REGIONAL 
FLAVOURS 

to grab your 
reusable wine 

glass for $5 each, 
or a special 

showbag for $25
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WHETHER OUR CLIENT IS A PROPERTY DEVELOPER, A RESORT, A LOCAL 
GOVERNMENT OR A MAJOR RETAIL CENTRE, WE HAVE THE INSIGHT, 

EXPERIENCE AND CONTACTS TO DELIVER COMMUNICATIONS CAMPAIGNS 
WITH REAL PUNCH, WOW FACTOR AND ABOVE ALL ,  MEASURABLE RESULTS.

Marketing Strategy

• Strategy + Integrated Planning

• Topline Consultancy

• Campaign Management

• Brand Partner Engagement

• Media Planning + Purchase

• Ambassador Endorsement

• Strategic Partnerships

Brand Development

• Brand Identity Creation

• Brand Re-alignment and Re-fresh

• Logos and Brand Suites

Public Relations

• Media Liaison

• Press Days + Media Famils

• Influencer Engagement

• Monitoring + Measuring

• Product Placement

Social Media
• Social Media Strategy + 

Management

• Content Creation

• eCommunications

• Blogger Engagement

Creative Content
• Copy Writing + Editorial

• Photography

• Graphic Design + Branding

• Branded Assets

• Corporate Collateral 

Experiental Marketing
• Retail Pop-ups + Activations

• Placemaking Experiences

• Product Launches + Showcases

• Promotional + Open Days

• Media Famils + Influencer Events

W H A T  W E  D O



OUR GREATEST STRENGTH IS OUR 
ABILITY TO CONCEIVE OF, AND 
DELIVER, TOPLINE STRATEGIES 

THAT COMBINE MULTIPLE 
MARKETING STREAMS TO 

ACHIEVE A CLEAR OVERARCHING 
VISION, TANGIBLE RESULTS AND 

A REAL CONNECTION WITH 
THE TARGET AUDIENCE.
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