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THE DOCTOR – SURF SKI WORLD CUP

About The Doctor – Surf Ski World Cup 
The Doctor is a two-day, two race ocean paddling se ries incorporating the Surf Ski World Cup (a 23km rac e from 
Rottnest Island to Scarborough) and a two person te am event (a 15km race from Fremantle to City Beach). 
Categories include male and female surf ski, stand- up paddleboard and solo outrigger canoe.

Objectives
Increase awareness of the brand, the profile of oce an paddling and Perth / Rottnest Island as the venu e. 

Our Strategy
Using the rivalry between the leading Australian an d South African paddlers, some localised athlete fo cus and the 
profile of Olympic gold medallist Clint Robinson, G SI Communications engaged interest from targeted pr int media in 
the lead up to the race before allowing the race re sult to tell the post event story. Given the race was  in Perth on a 
Saturday afternoon we worked in advance with Sunday newspaper sports editors to ensure coverage was pla nned 
& possible. We also planned to work in unison with the event’s contracted television production crew to  ensure a TV 
news package was ready to be delivered to a local ne twork as soon as possible after the event, the netw ork then 
co-operating by feeding the package to all other ne tworks.  

Result 
The Doctor garnered capital city, regional and inte rnational print coverage prior to the race. On race day there 
were TV crews in attendance at the finish as well a s on-air coverage that night. There was also post ra ce coverage 
nationally on Fox Sports and in major capital city & regional Sunday& weekday newspapers. 
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ZIGGYBID.COM.AU

About Ziggybid 
Australia’s first online auction where banks and ot her home loan lenders bid for consumers home loans.  

Objectives
Launch Ziggybid into the marketplace, increase awar eness of the brand, educate the target market on th e service 
and drive people to the website. 

Our Strategy
Using the profile of Ziggybid ambassador Ian Thorpe , GSI Communications organised a major media confer ence to 
announce the new service and Thorpe’s involvement. C onsidering Ziggybid’s demographic, GSI Communication s 
targeted major metro finance editors across TV, pri nt and radio. By leveraging news about the downturn in the 
economy, lowering interest rates and the opportunit ies in the property market, GSI was able to create awareness 
and position Ziggybid as a win for consumers. Educa tion was also a key part of the campaign.

This campaign is ongoing.  

Result 
So far Ziggybid have been featured in national major metro newspapers (and online) with a detailed expla nation of 
the service and link to the website. Ziggybid also received national TV and radio coverage with an info rmative “how 
it works” focus. 

Ziggybid achieved over 1000 loan applications in the day s following the launch with a conversion rate of over  40%
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WINNERS CADEL’S MOUNTAIN MIX

About Winners Cadel’s Mountain Mix 
Winners – Cadel’s Mountain Mix is an all natural sus tained energy bar for any health conscious outdoor or exercise 
related activity.

Objectives
Increase awareness of the brand, align Cadel Evans w ith the product. 

Our Strategy
Using the profile of Cadel Evans, GSI Communications  launched Cadel’s Mountain Mix via a mass distribut ed press 
release and series of placed, prominent media oppor tunities. 

Result 
Cadel sat down for a profile story with Ch7’s Today  Tonight and Ch9’s Wide World of Sports, was featur ed on Ch7’s 
Sunrise and was photographed and interviewed for Fai rfax’s Sunday Life and Sport & Style magazines. Cad el carried 
out the television interviews in a Winners branded po lo shirt. GSI Communications also put together info rmation 
packs for many metropolitan newspapers and cycling / fitness / sport magazines resulting in national c overage. The 
success of the ongoing PR campaign and positive impa ct on sales has resulted in Winners making undertak ings to 
develop further products with Cadel to take to marke t.
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SILENCE

About Silence 
An anti-snoring spray being launched into Australia  on the back of the rising profile of cyclist Cadel  Evans who rides 
professionally for the Belgian based Silence – Lotto  team.

Objectives
Increase awareness of the brand, align Cadel Evans w ith the product in Australia. 

Our Strategy
Using the profile of Cadel Evans, GSI Communications  organised a media day to allow Cadel the opportunit y to 
respond to some of the dozens of media requests he had received, whilst educating the media about the br and. 
GSI Communications targeted all major TV, print and  radio organisations. By giving 22 one-on-one intervie ws in front 
of branded signage, and  with a riding jersey in sh ot, Silence was able to gain a huge amount of visua l brand 
recognition. Cadel also carried out the interviews i n a Silence branded polo shirt.

Result 
Feature stories appeared in all national major metr o newspapers (and online), as well as on TV network s including 
Ch 9, 7, 10, ABC, SBS, Sky News, Fox Sports News & ESPN.  The Silence brand was visually recognisable in a ll TV 
interviews and formed part of the feature story on S ky News that ran for four days.
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