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Charlie Henderson 
has worked with 
and managed projects 
for some of Australia’s 
leading companies 
and organisations 
in a diverse range 
of industry sectors.
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	 profile

	 �Creative, Passionate, Efficient, Hard 
Working and Proactive.

	 �Charlie Henderson is equipped with more than
17 years experience across a wide range of 
industry sectors and has proven himself to be 
a passionate, and enthusiastic hard worker, 
focused on implementing simple, efficient, 
cost effective solutions and processes to 
increase productivity and maximise the 
return on investment.
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	 skills

Client service & 
relationship building

Cooking, catering 
& event management

Project management

Brand positioning 
& management

Design & production
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	 skills

	 Client Service
	� Energetic and able to engage with and form 

relationships with clients and share a synergy 
in the progress of work that encourages 
business growth.

	� Encourage good will with subcontractors 
through efficient liaison and process.

	 Cooking
	� Qualified Chef with over 8 years experience 

cooking a wide range of culinary  places. 
Restaurants, bars, cafe, function centres, 
entertainment venues, catering and festivals.

	 Event Management
	� Experienced in running successful restaurants, 

café’s and bars with a strong focus on functions, 
events and catering. Menu design, equipment 
hire, room preparation, audio and visual 
management, budgets, costings, sales 
forecasts  and staff management.

	 �Project Management
	� Efficient work procedures / reporting & 

communications / forecasting / proposals 
/ estimating / quality control / positive & 
effective team leader.

	� Able to quickly Identify and execute opportunities 
and areas where increased customer care, revenue 
and gross profit can be applied.

	 �Design & Production 
	� Experienced in branding, corporate identity, print 

advertising, packaging, retail display signage, 
promotional materials, websites, catalogues.
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	 technical

Apple Macintosh 
computer software 
& hardware specialist

Audio & Visual 
Entertainment

IT networking 
data integration 
management

Web Design & 
Development
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	 technical

	 Software & Hardware
	� Experienced in Microsoft Office and most job 

tracking/management and accounting software.

	� Skilled at producing diagrams and illustrations 
in most Adobe CS programs. Photography, Photo 
editing, presentation templates, design, web. 
Comfortable using  Windows and very experienced 
with Apple Mac environments.

	 Networking
	� Experienced in networking computers systems, 

printer environments and quality control, 
telephone and data networks, server and 
Internet installations and IT Upgrades, 
Maintance and Integrations.

	 Web Design & Management
	� Trained in UX, CMS, CRM Solution based approach 

to websites and online applications. Able to 
design/develop web pages, produce and 
manipulate digital images for the web, email 
and multimedia. applications.

	� Manage server security and preventative 
maintenance. Employ networking principals 
and application.

	 �Writing
	� Comfortable and experienced writing in academic, 

business, technical and informal styles.

	 Audio & Visual
	� DJ for over 8 years experience. DJ/MC and visual 

coordinator for 4 years.

Apple Macintosh 
computer software 
& hardware specialist

Audio & Visual 
Entertainment

IT networking 
data integration 
management

Web Design & 
Development
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	 education

Educated and trained 
in design, hospitality, 
management and 
technology.
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	 EDUCATION

	 First Aid Course 1
	 Aug 2009
	 St Johns, Melbourne

	 Certificate IV in IT
	� Oct - Dec 2008 

(Website Design) ICA41101 & 
(Website Administration) ICA41001, 
Oct - Dec 2008, CAE, Melbourne.

	 �Responsible Service of Alcohol	
Mar 2005 
�Swinburne University of Technology

	 �Certificate 1-3 Cooking
	� 2001 – 1998 

William Anglise Tafe, Melbourne.

	 �VCE Year 11 & 12
	 1997 – 1996 
	� Caulfield Grammar School, Elsternwick 

St Michael’s Grammar School, Windsor
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	 experience

Experience working 
with clients from 
a wide range of 
industry sectors –
Corporate, Retail, 
Education, Finance, 
Energy, Government, 
Design, Hospitality, 
Sport & Property 
Development.
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	 Dates
	  Jun 2010 – Jun 2005

	 Jun 2005 – Mar 2005

	 Mar 2005 – Nov 2002

	 Jun 2005 – Jun 2004

	 Mar 2005 – Jan 2004

	 Jul 2004 – Jan 2002

	 Jul 2005 – Jul 2003

	 Nov 2002 – Dec 2000

	 May 2002 – Nov 2000

	 July 2001 – Oct 2000

	 Sept 2000 – Feb 2000

	 Jan 2000 ¬– Apr 1999

	 May 1999 – Mar 1999

	 Dec 1998 – Aug 1998

	 Mar 1999 – Nov 1997

	 Nov 1997 – Jan 1997

	 Jan 1997 – Oct 1996

	 Apr 1997 – Mar 1996

	 Oct 1996 – Jan 1996

	 Jul 1996 – Jul 1996

	 Aug 1995 – Feb 1995

	 Nov 1994 – Jan 1994

	 Employer
	 R-Co Brand Identity

	 Loco Cafe

	 Showgirls Bar 20

	 The Palace

	 Royal Melbourne Hotel

	 Off the Cuff Catering

	 Loco Catering

	 Life’s a Party Catering

	 Il Pomodoro Restaurant

	 Damm Fine Food

	 Geoff Slattery’s Restaurant

	 Nuvolari Restaurant

	 Relish Vietnamese Restaurant

	 The Greville Bar

	 Events Warehouse by BLAKES

	 BLAKES Restaurant

	 Vista Bar and Bistro

	 Donovan’s Restaurant

	 FHA Design

	 The Albert Park Deli

	 SJB Architects

	 Coles Supermarket

	 The Barn Coffee Shop

Position
Design & Technology Manager, 
Client Service, Account Executive, 
Business Services.

Chef

Head DJ / MC

Head Chef / DJ

Chef / DJ

Sous Chef

Head Chef / Owner / Manager

Sous Chef

Chef

Chef

Chef

Chef

Chef

Chef

Apprentice Chef

Apprentice Chef

Cook

Cook / Waiter

Designer (Work Experience)

Waiter / Kitchen Hand

Architect (Work Experience)

Cashier

Waiter / Kitchen Hand

05

	 experience
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	 Jun 2010 – Jun 2005

	 R-Co BRAND IDENTITY
	

 	 Design & Technology Manager	
	 Client Service	
	 Account Executive	
	 Business Services
	
	 Responsibilities
	�� Engage with and form relationships with R-Co 

clients and share a synergy in the progress of 
work that encourages business growth.

	� Encourage good will with R-Co subcontractors 
through efficient liaison and process.

	� Scheduling of design and artwork requirements 
and management of process.

	� Understand and be able to articulate the R-Co 
usp’s / values / vision, to clients, prospective 
clients and the marketplace.

	� Establish efficient work procedures – reporting 
& communications/day- to-day process 
proposals/ estimating – and develop a structure.

	� Assist in the development and design of client 
presentation as required.

	� Ensuring (in collaboration with designers) that 
all creative solutions meet /exceed client 
expectations as defined in the brief.

	� Assist management in the direction of increased 
customer care, revenue and gross profit.

	� Be up to date on current trends and influences. 
Identify opportunities to participate in seminars, 
conferences and to be aware of technological 
developments.

	� Be involved with all new business opportunities, 
proposals, meetings and clients.

	� Liaise with all suppliers, production specialists 
and partners.

	� Purchasing, ordering and organising 
of all supplies, offce furniture and 
stationery equipment.

	� Set-up the whole office from plan to 
rollout and continued maintenance.

	� Archiving of samples, folders and files 
on-site and off-site.

	 Security Management and Surveillance.

	� General Maintenance of the building 
and liaising with the building builder 
and owner.

 

	 Specific Technical Requirements
	� Ensure that computer support systems 

are maintained to a  standard and our 
capabilities are world class.

	� SOE Image management, deployment 
and creation.

	� Software and hardware management 
of all computers.

	� Installation, Setup and Management of 
all telecommunications and data networking 
of Building Levels 2 and 3.

�	� Printer calibration, management and 
technical support.

	 Purchasing and ordering all IT products.

	� Management of all servers, hosts, domains, 
emails and computer assets.

	 Archiving and Cataloguing all files.

	� Managing server back ups and file recovery 
emergencies.

	� Managing Internet and online systems.	
Printer tracking management.

	� 7 day /24 hour technical support 
and maintenance.

	 experience
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	 Achievements
	 ���Obtained a MelbourneFC Sponsorship worth 

$100k to promote the company and produce 
further leads worth approx. $200k +

	 �Project Manager, Designer and Client Service 
Manager for the development of the complete 
GeekIT brand and fashion accessorie range	
and the GeekIT concept stores in Myer. 

	 �Travelled to China to complete the production	
of the ‘Platinum’ GeekIT fashion accessory range.

	 �This was a special project that required dedicated 
management through the concept, design, 
production, in-store set-up and coordination 
process.

	 �Reduced company spenditure through regular 
budget reviews, more efficient systems and 
processess, cost effective supplies, office 
equipment and IT solutions that saved	
money and time.

 	 �2007 - Reduced monthly SLA costs	
by around 50% ($20K).

 	 �2008 - Reduced the supplier and	
Office Costs by 45% ($35K).

	 �2009 - Achieved positive supplier, sponsor	
and partner programs worth over $100k

	

	 Salary
	 $90,000.00 PA

	 Clients
	� AGIdeas 

AustralianSuper 
BlueScope Steel 
Brand Tasmania 
Bunnings 
DIA 
DIIRD 
Donovans 
Eco Timber 
Emu Creek 
Equiset 
ESSSuper 
First Home Buyers Group 
Foodworks 
Guy Grossi 
Lin Fox 
Lustig & Moar 
MCC / MCG 
Melbourne FC 
MECC 
Mitre 10 
Mulitplex 
Monash University 
RMIT 
Saxton Speakers 
State of Design 
Tennis Australia 
Yarra Trams 
and many more...



Page 26Charlie Henderson © | CH_Portfolio_FA8

	 Jun 2010 – Jun 2005

	 R-Co BRAND IDENTITY
	

 	 Design & Technology Manager	
	 Client Service	
	 Account Executive	
	 Business Services
	
	 Responsibilities
	�� Engage with and form relationships with R-Co 

clients and share a synergy in the progress of 
work that encourages business growth.

	� Encourage good will with R-Co subcontractors 
through efficient liaison and process.

	� Scheduling of design and artwork requirements 
and management of process.

	� Understand and be able to articulate the R-Co 
usp’s / values / vision, to clients, prospective 
clients and the marketplace.

	� Establish efficient work procedures – reporting 
& communications/day- to-day process 
proposals/ estimating – and develop a structure.

	� Assist in the development and design of client 
presentation as required.

	� Ensuring (in collaboration with designers) that 
all creative solutions meet /exceed client 
expectations as defined in the brief.

	� Assist management in the direction of increased 
customer care, revenue and gross profit.

	� Be up to date on current trends and influences. 
Identify opportunities to participate in seminars, 
conferences and to be aware of technological 
developments.

	� Be involved with all new business opportunities, 
proposals, meetings and clients.

	� Liaise with all suppliers, production specialists 
and partners.

	� Purchasing, ordering and organising 
of all supplies, offce furniture and stationery 
equipment.

	� Set-up the whole office from plan to rollout 
and continued maintenance.

	� Archiving of samples, folders and files on-site 
and off-site.

	 Security Management and Surveillance.

	� General Maintenance of the building and 
liaising with the building builder and owner.

 

	 Specific Technical Requirements
	� Ensure that computer support systems are 

maintained to a  standard and our capabilities 
are world class.

	� SOE Image management, deployment 
and creation.

	� Software and hardware management 
of all computers.

	� Installation, Setup and Management of all 
telecommunications and data networking 
of Building Levels 2 and 3.

�	� Printer calibration, management and 
technical support.

	 Purchasing and ordering all IT products.

	� Management of all servers, hosts, domains, 
emails and computer assets.

	 Archiving and Cataloguing all files.

	� Managing server back ups and file recovery 
emergencies.

	� Managing Internet and online systems.	
Printer tracking management.

	� 7 day /24 hour technical support 
and maintenance.

	 experience
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	 Jan 2002 – �Jul 2004 

	 �OFF THE CUFF CATERING

	 Sous Chef
	� Complete management of food preparation, 

cooking, service and management of kitchen 
and functions.

	 Coordinated with front-of-house staff.

	 Checked and maintained stock levels.

	� Functions ranged from approx. 100 – 1000 guests. 
 
 
 
	�Jul 2005 – Jul 2003

	 Loco Catering

	 Head Chef / Owner / Manager
	� Event planning, sales, promotions and new 

business.

	� Food preparation, distribution and management 
of functions.

	� Head chef and in control of menu planning, 
budgets and wine selection.

	� Managed food preparation, purchasing 
processeses and sales.

	 Coordinated with front-of-house staff.

	 Checked and maintained stock levels.

	� Front of house setup, entertainment and 
customer relations.

	� Driver and equipment hire, setup and delivery.

	� Functions ranged from approx. 100 – 300 guests.

	 �Nov 2002 – Dec 2000

	 �Life’s a Party Catering

	 Sous Chef
	� Food preparation and management of functions.

	� Food Distribution and co-ordination for events.

	� Event planning, sales, promotions and new 
business.

	� Food preparation and management of functions.

	� Managed food preparation processes.

	� Coordinated with front-of-house staff, runners 
and base kitchens.

	 Checked and maintained stock levels.

	� Driver and Equipment setup and delivery.

	� Functions ranged from approx. 
100 – 30,000 guests.

	� Events include – Melbourne Cup Carnival
(92 Marques – 16,000+ people), Australian	
Grand Prix (1,000 – 5,000 people), and	
Visy Xmas Party (15,000 staff/suppliers	
Sat – 8,000 staff/families Sun).
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	 experience

	 �May 2002 – Nov 2000

	 �Il Pomodoro Restaurant

	 Chef
	� Food preparation and service for Pans and 

Larder Sections. 
 

	 �July 2001 – Oct 2000

	 Damm Fine Food

	 Chef
	� Food preparation and service for large functions.

	� Moulin Rouge Premier (Approx. 3,000+ guests)

	� Mini Cooper Launch – BMW Showroom 
(Approx. 2500+ guests)

	� Tropfest Melbourne – Spin Event (1,500+ guests)

	� The Worlds Longest Lunch (1,000+ guests)

	 �Voted the best ever!… By the Melbourne Food	
& Wine Fest Director.	
	

	 �Sept 2000 – Feb 2000

	 �Geoff Slattery’s 
Restaurant

	 Chef
	� Operation of pans and larder section in kitchen.

	 Daily larder and dessert specials.

	 �The Age Epicure rated my dessert special	
as a ‘work of genius’	
	
	
	
	
	
	
	
	

	�Jan 2000 – Apr 1999

	 Nuvolari Restaurant

	 Chef
	� Operation of pans and larder section in kitchen 

and dessert specials. 
 

	 �May 1999 – Mar 1999

	 �Relish Vietnamese 
Restaurant

	 Chef
	� Operation of pans and larder section in kitchen. 

 

	 Dec 1998 – Aug 1998

	 The Greville Bar

	 Chef
	 Part-time larder chef for service. 
 

	 �Mar 1999 – Nov 1997

	 �Events Warehouse, Blakes 
Restaurant, Stella & 
Stella at Heide

	 Apprentice Chef
	� Operation of larder and canapé section in kitchen.

	 �Stella was consistently awarded 3 chefs hats in	
The Age Good Food Guide, Blakes held 2 chefs	
hats for 7 years.
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	 �Nov 1997 – Jan 1997

	 Vista Bar & Bistro

	 Cook
	 Food preparation and service

	 Dishwashing and cleaning

	 Garden Maintenance. 
 

	 �Jan 1997 – Oct 1996

	 �Donovan’s Restaurant

	 Cook / Waiter
	 Food preparation and beverage service. 
 

	 Apr 1997 – Mar 1996

	 FHA Design

	 �Designer (Work Experience)
	 Office and design assistance. 
 

	 �Oct 1996 – Jan 1996

	 Albert Park Deli

	 Waiter / Kitchen Hand
	 Waitering and washing dishes. 
 

	 Jul 1996 – Jul 1996

	 SJB Architects

	 Architect (Work Experience)
	 Architecture basics and archive duties.

	 Aug 1995 – Feb 1995

	 Coles Supermarket

	 Cashier
	 Cashiering and Managing Stock. 
 

	 	Nov 1994 – Jan 1994

	 �The Barn

	 Waiter / Kitchen Hand
	� Waitering, coffee making and dishwashing.
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	 portfolio

The following 
portfolio of works 
are indicitive only 
and have been taken 
from works that I 
have project managed 
or assisted in the 
various deliverables 
during employment 
at R-co Brand Idenity. 
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AustralianSuper
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The Challenge

When the Australian Retirement Fund 
(ARF) and the Superannuation Trust of 
Australia (STA) merged, a new identity 
and name that integrated the two 
organisations as a single entity was 
required. The immediate challenge was 
to develop a brand name that would 
stand out from its competitors, 
demonstrate that it was different, and 
provide substantial marketing and 
advertising versatility. 

The Creative Strategy

The creative strategy relied upon a 
tailored brand rationalisation and 
culture rejuvenation process that 
comprised comprehensive brand audit 
and value discussion groups, and 
objective brand positioning exercises. 
This process revealed a range of new 
‘values’ that best described the  
new fund’s attributes, skills, and 
corporate demeanour.

The Creative Idea

Working just for you

The ROI

The outcome was a new name and 
a new identity. Using earthy Australian 
tones and referencing a subtle 
‘boomerang’ shape, the new 
brandmark was designed to marry 
the attributes of Australian culture 
with the fund’s future objectives. 
The AustralianSuper brand tone of 
voice communicated a revitalised 
positioning: innovative, genuine, 
diverse, proud and a specialist in 
Australia’s Superannuation market.

AustralianSuper

	 portfolio
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23 I RCo Credentials Master FA1-9 I 27.07.2010 I © Copyright

Finsia

22 I RCo Credentials Master FA1-9 I 27.07.2010 I © Copyright

The Challenge

 The challenge was to devise a 
comprehensive brand image and ‘look 
and feel’ strategy for the merger of 
The Securities Institute of Australia 
and the Australasian Institute of 
Banking and Finance - including 
brandmark, printed collateral, signage, 
and stationary. The identity had to be 
supported by a flexible image strategy, 
and infer a ‘destination for finance 
professionals to visit for the most 
current, practical and leading edge 
information’.

The Creative Strategy

  Integral to the creative strategy 
was the development of a new 
brand name, Finsia – which resulted 
from stakeholder/staff engagement. 
Once the name was established, the 
strategy relied upon developing unique 
brand architecture for each of Finsia’s 
service offerings: Education, 
Professional Development, and 
relevant courses. A look and feel tool 
kit was created, inclusive of colour 
palette, typography, and photographic 
categories.

The Creative Idea

Confidence in tomorrow

The ROI

 The brand identity and strategy has 
effectively positioned Finsia as the 
market leader in financial education. 
It has also fostered new professional 
practice needs, and successfully 
represented the views and interests 
of overlapping constituencies with 
clarity and endurance.

Finsia
	 Finsia
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Tolhurst

28 I RCo Credentials Master FA1-9 I 27.07.2010 I © Copyright

The Challenge

The challenge was to create a new 
brand identity and look and feel for 
one of Australia’s oldest and most 
prestigious share trading, financial 
planning and financial services 
providers – Tolhurst Noall. A trusted 
and talented market leader in the 
traditionally conservative financial 
services sector, the company 
recognised an opportunity to 
rejuvenate their business, visions and 
values using the process of re-
branding.

The Creative Strategy

 The creative strategy saw the 
development of a new name, Tolhurst, 
which positions the business with 
distinction and clarity – one name, one 
face and one voice. The brand identity 
conveys the company’s key visions and 
values of security, intelligence, 
confidence, pride and discipline. 
Focusing on a central concept that 
‘ideas and understandings’ create 
value, the new brandmark comprises 
a disciplined design framework 
suggesting strength and commitment.

The Creative Idea

A wealth of ideas

The ROI

Successfully transforming the 
business, the outcome is a new brand 
that communicates in an expert and 
impressive manner and reflects the 
company’s commitment to presenting 
a clear message to the marketplace. 
A brand architecture and specific, 
strategic colour palettes were created 
to communicate Tolhurst’s diverse 
range of professional services – 
including retail stockbroking, 
institutional stockbroking, wealth 
management, corporate finance, 
financial planning and research. 

Tolhurst
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The Challenge

Eco Ash is a farmed timber product 
that has been grown in response to 
the need for timber that is not old 
growth, but contains the same 
qualities. The brand identity was 
required to sit within the ‘family’ of 
competing timber brands and at the 
same time express a bold statement 
of confidence that would provide cut 
through in both wholesale and retail 
environments.

The Creative Strategy

The creative strategy resulted in 
an identity that includes a palette 
of imagery that both reinforces 
Eco Ash’s distinction in the timber 
market and provides opportunities 
to build brand heritage for internal 
and external audiences, alike.

The Creative Idea

Intelligent solutions to critical 
environmental issues

The ROI

As a result of Eco Ash’s new brand 
identity the company has ultimately 
achieved a dignified clarity in the 
congested wholesale timber 
marketplace. Now equipped with 
a clear and compelling ‘story’, the 
business has a visually memorable 
distinction, and a vital quality that 
sets it apart from its competitors.

Eco Ash
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Eco Ash

BROUGHT TO YOU BY FEA TIMBER PT Y LTD

Naturally StrongTrees are the lungs of
our planet. They are 
a source of beauty,
warmth and shelter 

BROUGHT TO YOU BY FEA TIMBER PT Y LTD

FEA Timber Pty Ltd

PO Box 733 Launceston 7250 

233B Charles Street 

Launceston Tasmania

T + 61 3 6334 7811

F + 61 3 6382 4934

E fea@forestenterprise.com

For Sales and Information contact  + 61 3 6334 7811

It’s our future
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The Challenge

Tasmania is undertaking a global 
positioning program aimed at building 
awareness of Tasmanian products, 
services and the quality of the 
environment across all market sectors.

The Creative Strategy

The creative brief required the map of 
Tasmania and the word ‘Tasmania’ to 
be incorporated into the design. The 
creative solution was developed based 
upon landscape, and a sense of 
preciousness.

The Creative Idea

Best of all

The ROI

Launched in December 2008, the 
identity is vibrant, clear and genuine. 
The Brand Tasmania colour schemes 
are derived from elements in nature.
They symbolise Tasmania’s varied 
and vibrant offering.

Brand Tasmania

53 I RCo Credentials Master FA1-9 I 27.07.2010 I © Copyright

Brand Tasmania
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The Challenge

Design Victoria is a State Government 
initiative aimed at encouraging design 
engagement by business and industry. 
The brand identity was required to act 
as the centre point for a diverse range 
of on going communications.

The Creative Strategy

The strategic approach was about 
collaboration, clarity, simplicity, 
expertise and relevance to the 
marketplace.

The Creative Idea

Smart design connections

The ROI

Adopting a contemporary brand 
identity design has enabled Design 
Victoria to be seen as accessible to 
the marketplace, with a collaborative 
approach to assisting business and 
the community.

Design Victoria
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Design Victoria
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State of Design 2008

The Challenge
The 2008 State of Design Festival 
identity is one of our most important 
assets. It reflects who we are, what 
we stand for, our values, personality 
and our commitment.

A program like the 2008 State of 
Design Festival needs cooperation 
to get the full strength of the brand 
across to a broad target audience.

The Creative Strategy 
State of Design is about engagement 
and knowledge transfer. Using a 
speech bubble as the common device, 
a family of brands were created.

The Creative Idea 
Design is a verb

The ROI 
The identity reflects the capabilities 
and confidence of the organisation 
and its focus on encouraging both 
local and international conversations 
on design.

The State of Design Festival in 2008 
was the first event of its kind in 
Australia and highlighted the Victorian 
Government’s commitment to design 
and innovation.

57 I RCo Credentials Master FA1-9 I 27.07.2010 I © Copyright

State of Design 2008
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The Challenge
To develop a distinctive identity for 
the 2009 festival, which could be 
integrated into the existing identity; 
and to develop a theme that reflected 
the desired positioning and 2009 
Festival's focus on sustainability.

The Creative Strategy
Because the communication program 
would be implemented by various 
design agencies and SOD's in-house 
resources, the 2009 identity strategy 
required an iconic graphic element to 
unify all expressions, acting as an 
easily recognised beacon.

By developing a tool box of graphic 
compositions using a yellow square 
with typographic signature of (F?), a 
consistent sign posting was achieved, 
enabling the creative messages to be  
varied and individual

The Creative Idea
Sampling the future...? (F?)

The ROI
The identity of the 2009 theme (F?) 
acted as a distinctive badge which 
could be applied easily onto many 
applications, providing a practical 
icon to brand all 2009 State of 
Design Festival activities.

State of Design 2009

59 I RCo Credentials Master FA1-9 I 27.07.2010 I © Copyright

State of Design 2009
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The Challenge

To create a brand identity that 
captures the essence of Melbourne’s 
spirit, enhance the customer 
experience and reflect KDR’s 
key values.

The Creative Strategy

 Increase visibility and safety using 
a graphic language that reflects 
Melbourne’s natural environment 
and adds vitality to our moving 
Melbourne icon.

The Creative Idea

One network, many journeys.

The ROI

The new identity will be progressively 
rolled out across the network. It will 
provide tangible evidence of new 
values and strengthen pride in 
Melbourne’s public transport network. 

Yarra Trams

63 I RCo Credentials Master FA1-9 I 27.07.2010 I © Copyright

Yarra Trams

Trams are a quintessenti al icon of Melbourne, 
fi lling the streets with warmth, character 
and sound. The experience of the journey, 
Melbourne’s natural beauty and tree-lined 
landscape are the inspirati on for 
the Yarra Trams brandmark.

  Brand touchpoints – 
informati ve, responsive and helpful
Our ‘fi nd your way’ program covers the enti re
passenger journey experience. We want all 
passengers to feel confi dent when using the network, 
especially on diff erent routes or in unfamiliar areas.
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52 Collins Street, Melbourne

The Challenge

The challenge was to afford an 
identity, personality and visual 
statement for one of Melbourne 
CBD’s most exclusive redevelopment 
projects.

The Creative Strategy

The creative strategy focused on the 
identification of the development’s 
address, 52 Collins Street, as its 
primary persona. With 101 Collins 
Street and Number One Collins Street 
already established as icons of 
prestige and corporate/architectural 
sophistication, the use of 52’s physical 
identity immediately positioned it in 
‘excellent company’. Another key to the 
creative strategy was the pre-existing 
design of the building’s lobby – which 
is highly contemporary, therefore 
creating a distinctive disconnection 
with its sharply conservative, heritage-
listed façade.

The Creative Idea

A new icon

The ROI

The ultimate outcome of our brand 
identity program for 52 Collins Street 
was the successful implementation 
of a brand that serves as identification 
of place and personality.

69 I RCo Credentials Master FA1-9 I 27.07.2010 I © Copyright

52 Collins Street, Melbourne

 

52 Collins Street | Melbourne VIC 3000 | T 61 3 8621 3361 | F 61 3 8621 3330               www.52collins.com.au

 

52 Collins Street | Melbourne VIC 3000 | T 61 3 8621 3361 | F 61 3 8621 3330               www.52collins.com.au
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The Challenge

The challenge was to create an all-
encompassing brand identity for Lustig 
& Moar’s iconic luxury residential 
development on Melbourne’s St. Kilda 
Road, ‘Lucient’.

The Creative Strategy

 The creative strategy stayed true to 
the property’s key message of ‘grace 
and light’ – using the timeless image of 
a male ballet dancer in ‘full flight’ to 
convey this notion of poise and 
dexterity. Ultimately, the strategy 
hinged on the ability to create a 
persona for Lucient that would engage 
potential investors and residents, and 
one that could be easily and 
effectively initiated across every 
aspect of the development’s 
communications and marketing 
regimes – from prospectus documents 
and information brochures, to signage, 
advertisements and online portals.

The Creative Idea

Let there be light

The ROI

 The brand identity and personality 
program for the $120 million Lucient 
development afforded it a truly unique, 
memorable, and engaging presence. 
With careful consideration given to 
every aspect of the potential high-end 
investor/residential experience, an 
exclusive, individually numbered print 
of the key ballet dancer image is 
presented to all purchasers for present 
and future posterity.

Lucient
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Lucient
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Twenty8, Freshwater Place

The Challenge

Create a brand identity and story 
for Australand’s state of the art 
commercial office building in the 
heart of Freshwater Place, Southbank 
Melbourne designed by BatesSmart 
Architects. The brief required a name 
and a brand communication strategy 
that would reflect the quality of the 
opportunity for potential tenants 
as well as establish a sense of 
destination.

The Creative Strategy 

Referencing the building’s hightech 
heritage the precision of its design 
and appeal to the target market, the 
creative idea of “perfection” was 
developed. This provided a platform 
for ongoing communications and 
the look and feel.

The name Twenty 8 provided a 
distinction that would appeal to 
potential tenants, their employees 
and identify its location in the 
Southbank precinct.

The integrated nature of the building 
enabled messages of attention to 
detail, proximity to Southbank and 
an efficient working environment 
to be communicated.

The Creative Idea

Working perfection

The ROI

The communication plan included an 
elegant profile book which is a tactile 
reinforcement of Twenty8 and its 
unique values. Supporting this are 
crafted direct mail and onsite brand 
communications.
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Twenty8, Freshwater Place
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The Challenge

To build a distinctive brand identity 
and communications strategy that 
focuses on the uniqueness of the site 
and the quality of the development 
whilst engaging potential purchasers 
in an exclusive relationship.

The Creative Strategy

Sophistication and style was the key 
driver of the visual identity. While not 
specifically art deco or retro in style, it 
conveys a timeless quality. The classic 
style of black & white drove most of 
the colour palette and heightened the 
impact when colour was used.

The Creative Idea

Experience Timeless Quality

The ROI

Onslow’s communication strategy 
was based on building a strong and 
exclusive Onslow brand around the 
bespoke quality of the development 
and the sophisticated lifestyle of the 
area. This was incorporated into a 
stylish and contemporary array of 
corporate communications, onsite 
signage, promotional material and 
advertisements.

Onslow, Elizabeth Bay

R-Co was awarded Gold in the 26th National 
Print Awards 2009 for the Onslow Limited 
Edition Kit.
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Onslow, Elizabeth Bay
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Bunderra

Challenge

The 106-year-old Cockle Creek lead 
smelter on the shores of Lake 
Macquarie in NSW was shut down in 
2003. The ninety-hectare site is now 
part a mix of residential, retail and light 
industrial.

Creative Strategy

The solution was found in an 
aboriginal word ‘Bunderra’ (‘natural 
place’) and a graphic image, which 
depicts the hill that dominates the site.

Creative Idea

Life Starts Here

The ROI

A series of brand communications 
providing confidence in the future 
for council, stakeholders and the 
community.
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Bunderra
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Onslow, Elizabeth Bay
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Pentridge Coburg

Challenge

To create a brand identity and 
communication program for the 
redevelopment of the Pentridge 
Prison at Coburg - repositioning 
the development as a vibrant 
lifestyle destination.

Creative Strategy

The creative strategy used the 
theme of ‘new life’. A new life for the 
historic area, and in-turn a new life 
for prospective buyers.

Creative Idea

New Life

The ROI

We have integrated urban heritage 
and a sense of community by 
designing an identity that blends 
commercial, cultural and local interests.
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Pentridge Coburg
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Hidden Harbour

The Challenge

Suffering from the downturn of 
the economy along with previous 
disparate marketing and sales 
approaches, Hidden Harbour lacked 
a confident, compelling proposition 
to capitalise on its unique offering. 

The challenge was to develop a 
contemporary and relevant brand 
and communication plan that 
empowered the sales strategy.

The Creative Strategy

The campaign objective was to 
establish in consumers’ minds the 
potential of buying into Hidden 
Harbour, to motivate them to go 
to the website and to inspire them 
to visit Hidden Harbour and explore 
the opportunity.

The Creative Idea

Discover Life

The ROI  

The new Brand Identity, marketing 
campaign, sales suites, signage and 
website has invigorated Hidden 
Harbour and increased interest 
sales dramatically.
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Hidden Harbour

DISCOVER  YOUR
NEW COMMUNITY

From terraces, single and double storey 
homes to waterfront homes with marina 
berths, or maybe a vacant lot to build 
your own dream home, the choice  
is there. With land sizes from 440sqm  
to large waterfront blocks of 688sqm 
with marina berths, totalling over  
15.5 hectares of harbour front land, 
there are great options available.  
All Hidden Harbour buyers also have  
an option of acquiring a marina berth.

Nowhere else in Victoria will you find  
a metropolitan development with such  
a diverse range of housing options  
to satisfy all needs.

Explore a unique mosaic of experiences 
for all kinds of people, living, working 
and relaxing on different schedules. 
Just over an hour’s drive from  
the Melbourne CBD, the Mornington 
Peninsula offers world-class scenery 
and a host of activities for everybody  
to enjoy.

This is your opportunity to build the home  
you’ve always dreamt of and a chance to enjoy 
the natural beauty of waterfront lifestyle.

DISCOVER   WHAT  
HIDDEN HARBOUR  
HAS TO OFFER

New home & land packages are now selling from only $465,000

Mornington Peninsula Pier
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Donovans
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Melbourne Convention Exhibition Centre

The Challenge

The new “Melbourne Convention and 
Exhibition Centre” is an extraordinary 
architectural statement. To provide a 
clear identification of its purpose, 
an identity program was required. 

The Creative Strategy

The brandmark for the Melbourne 
Convention and Exhibition Centre has 
been based upon one of the core 
attributes of the building – its ability 
to host a variety of activities (both 
large and small) and deliver an 
outstanding experience.

In a competitive and congested global 
marketplace, the identity for the MCEC 
reinforces its positioning as 
‘Melbourne’s Meeting Place’. As a 
meeting place for conventions and 
exhibitions, the graphic ‘M’ symbolised 
both function and form, creating a 
striking and timeless reference point. 
The brand strategy has been extended 
to signage, web collateral, corporate 
information, advertising and 
promotion.

The Creative Idea

Melbourne’s meeting place

The ROI

The design of the brandmark 
incorporates an optical illusion that 
reinforces a sense of space.

The graphic shapes that are created 
from this elegant visual pun are precise 
in their construction and confident 
in their resolution.
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Melbourne Convention Exhibition Centre
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Tennis Australia

The Challenge 

A new brand identity for Australia’s 
peak tennis organisation and global 
representative, Tennis Australia, had to 
be created and implemented. Launched 
to coincide with the first day’s play  
of the 2007 Australian Open Grand 
Slam tournament, the new brandmark 
and look and feel had to replace the 
sporting body’s previous identity that 
represented it for nearly a decade.

The Creative Strategy

 Combining the game’s spirit of 
universal participation with its 
Australian facets of outdoor vitality,  
enjoyment, fun, and fitness, the 
creative strategy focused upon 
actively appealing to players, fans, 
enthusiasts and Tennis Australia 
stakeholders, alike. 

Developed in close partnership with 
the organisation’s key executives, the 
new brandmark was specifically 
designed to refresh and reinvigorate 
tennis’s public persona, and to 
represent the changing, exciting new 
face of the game.

The Creative Idea

Wonderful world of tennis

The ROI

Comprising vibrant blue, green, yellow, 
and pink strokes that perfectly reflect 
the energies of a tennis ball in play 
(serve, return, volley and lob),  
the eye-catching new brandmark 
positions, the ‘wonderful world of 
tennis’ as an accessible and fun sport 
for all Australians. 

The new identity has been 
enthusiastically embraced and has 
empowered Tennis Australia’s business 
strategy by bringing its vision to life.
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Tennis Australia
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Melbourne Football Club

The Challenge 

The challenge was to create two 
brandmarks, supported by a dynamic 
visual language, for one  
of Australia’s oldest and most revered 
Australian Rules football clubs, the 
Melbourne ‘Demons’.  
While one brand had to communicate 
directly with the team’s enthusiastic 
legion of die-hard fans, the other 
needed to position the club within 
corporate arenas and represent it with 
passion and professionalism in local 
and global markets. 

The Creative Strategy

The creative strategy for both 
brandmarks relied upon an inextricable 
link via the legendary team’s historic, 
distinctive colours – red and blue. The 
club identity conveys tradition by 
mirroring the team’s 150 year-old 
symbology, while the energetic 
supporter brand reinterprets it in 
conjunction with a modern, flaming ‘M’. 
To accompany these new brands, an 
engaging and sharply contemporary 
visual language was created which 
employs photographic imagery to 
convey the speed, fluidity and ‘magical’ 
skill of the club’s elite players. Again 
utilising the team’s famous colour 
scheme, this memorable visual 
language also creates imagery of 
passion and energy.

The Creative Idea

Unleash the fire within

The ROI

 Using strategic thinking to bring a 
heritage and sporting passion to life, 
the classic red and blue insignia (based 
upon the team jumper) has been 
extended into a graphic language. The 
flame from an earlier Demons 
brandmark has been incorporated as a 
distinctive enhancement.  
The special illustrative treatment 
reinforces the significance of the 
Melbourne Football Club brand. The 
result is a disciplined brand impression 
that is instantly recognisable – it 
respects the sporting tradition and 
focus.
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Melbourne Football Club
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	 contact

Charlie’s commitment 
to R-Co was excellent 
& his understanding 
of what R-Co needed 
& how to achieve it was 
very comprehensive.
R-Co Reference, 12 July 2010
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	 REFERENCES

	� The people listed here are quite willing to be 
contacted and written references are able to 
be sent upon request.

 
	� Travis Bockman 

Sales Manager / Auctioneer, Century 21 
	T   0402 988 434

	 Prue McLaughlin 
	 Estate Agent, Ray White 
	 T   0417 389 006

	 Sharon Goyen 
	 Finance Manager, R-Co Brand Identity 
	 T   0409 045 642

	 Lynton Studham 
	 Print Specialist, LGL Trading Pty LTd 
	 T   0409 045 642

	 CONTACT

	 �Address
	� 1/68 Carlisle Street, 

St Kilda, Melbourne, VIC, 3182.

	 Telephone
	 +61 3 433 112 683

	 Website
	 www.charliehenderson.com.au

	 Email
	 charlie@charliehenderson.com.au


