New faces
the best in
the business

Mi:haal numrs

THE Eastern Suburbs is peppered
with them: yvoung. successful busi-
nessmen and women who know what
they want from life and have done
their utmost to achieve it.

But what does it take for someone
to turn their big idea into a thri\'mg
enterprise that captures the
tion of consumers and, ulhmalely.
turns a tidy profit?

After speaking to four Eastern
Suburbs entrepreneurs, we have a
clear answer: a healthy penchant for
risk.

A desire for world domination
doesn't hurt, either.

Green Pages founder Katie Patrick

- I'mnot doing this because

| want to make heaps of
ﬂw.l’rnjustdoingitbe-_*
cause | want to be the best.

= ASM Liguor founder Bon Anderson

1t seems a touch of naivete can be
helpful for young entrepreneurs.

Take 26-year-old Randwick jewel-
lery designer Samantha Wills, whoin
five years has turned her eponymous
costume jewellery business from a
kitchen-table hobby into an interna-
tional fashion hit

A recent lrlDlﬂ the USon a fact-find-

both these es.
sential qualities.

At 25, she packed in a promising
career as an environmental design
consultant to launch Australia’s first
print and online directory of "green”
businesses,

“I'm not one who is scared of taking
on a challenge,” she said. “There's
this ridiculous thing I have in my
mind - and I'm not sure whether it's
some sort of disorder or not - where |
don't perceive the risk of things.”

‘Two years later, Ms Patrick’s dream
isareality, in the shape of a quarterly
publication produced from her Surry
Hills office that features more than
5000 businesses and organisations.

“It's probably a lot bigger than what
I thought it would be and there were
things | was a bit naive about. I didn't
think it was going to cost $300.000
to build a website, for a start.” she
said.

VE-Opening expe-
rience for the Port Macquarie native.
“David Jones has 30 stores across the
country but chains in America have
ROt 1000 stores,” she said.

Ms Wills - who also models when
her diary allows it - has found lend-

ing her own name to her business to
be a worthwhile strategy.

“My friends see stories about some-
one wearing Samantha Wills and they
say, ‘Samantha Wills isn't a product,
she’s my friend’.” she said.

“It isn't something that | foresaw,
but the positive is that every time
your name is mentioned, your brand
is mentioned as well.”

ASM Liguor founder Ben Anderson
followed a similar path by parlaying
his passion intoa

Rather than focusing on a specific

hobly,
resident admitted his drive came from
building a business - any business
- by using his marketing nous.

Mr Anderson went solo after com-
pleting his university degree, start-
ing up two advertising agencies and
eventually selling one. Maverick
Communications, in 2002 to fund his
liquor venture, best known for its
Vodka O brand,

Having established a foothold in the
market afler five turbulent years, Mr
Anderson is now looking towards rap-
id expansion.

“I'm not doing this because | want to
make heaps of money, I'm just doing
it because I want to be the best,” he
said. “1 don't know what else I'd do if
1 wasn't in business; it's all I've ever.
done.”

It's a similar story for Sumo Salad
co-founder Luke Baylis, who founded
the healthy fast-food chain five years
ago with his friend James Miller.

The two former IT professionals
recently opened their 60th store, in
Bondi Junction, and Mr Baylis said
such growth would have been impos-
sible but for their decision to fran-
chise their stores.

“It was a huge step for us. It was our
baby - but it became a matter of how
we maintained control while allow-
ing the: business to grow,” the Bondi
resident recalled

“We were originally working 120-
hour weeks, doing 18-20 hours some
days for about six to eight months.
But we're enjoying the work more
50 now."

The 2008 Wentworth

Ry o Courier/TrueLocal

L Business Awards are now
on. See page 50.



The fantastic four on how to succeed in business

KATIE PATRICK

Whao: Founder
and CEO, The
Green Pages
What: The Green
Pages is a print
and anling direc-
tory featuring
'maore than S000
environmentally-
focused businesses
and COmpanies.
When: Founded in 2006,
Why: “My vision is for Geeen Pages to be
‘the nineMSN, the Yellow Pages and the

Fairfax Media of the green industry.”
Next step: An international presence
Ms Patrick says will have 1o wait until the
brand is firmiy established in Australia,

LUKE BAYLIS

Who: Co-founder,

ness partner lames Miller and 1] had both

worked in the US and saw some of the
trends of greasy food that were start-
ing and we couldn't find any healthy
alternatives. With the beautiful produce
coming out of Australia, we thought we
could make a beautiful salad bar”

Next step: Mr Baylis and Mr Miller ar
looking 1o expand their Australian pres:
ence by 50 per cent to 90 stores na-
tionally, as well as consolidating their
presence in the UK and Dubai and ex-
ploning options in other countries.

BEN ANDERSON

‘Who: Co-founder
and sales dinector,

ably-priced spirits.
including

0, Tequila Biu and
Jinn Dry Gin, which
are free of chemi-
cal impurities.
When:

Founded in 2003.

Why: “To sell a $70 bottle of booze for $35.
‘We're the only company taking market share
froem both the 1op end and the middie. it's
confused the hell out of the liquor industry.”
Mext step: With a market capitalisation

‘of $20 million, Mr Anderson is planning
rapid expansion. A deal 1o export the
products to 48 countries will underpin his
goal of $100 million in annual turnover.

SAMANTHA WILLS

designer,

tha Wills jewellery
and accessories
Wihat: A high-
‘end collection of
‘costume jewellery
accessones that
has adorned the
likes of Jenni-

fer Hawking, Deita
Goodrem and Nicole Richie.

When: Founded in 2003,

Why: “1 started with school holiday beading
classes when | was a little girl. Having no
formal training, it's something | can make
myself; it's something | really appreciate.
Mext step: “World domination,” she said.
With her US venture on the bosd, Ms Wills.

I8 now investigating strategies for cracking
the boutique fashion houses of Europe.




