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CHINA’S decision in August to devalue the 

yuan – for the third time that month – sent 

world markets into a spin. It was a desperate 

measure by Beijing to stall a fagging 

economy. Its stock market had plummeted,  

a once-booming manufacturing sector was in 

decline and exports were down 8.3 per cent. 

The outlook seemed grim – and indeed 

was for many Chinese who’d invested  

their savings in property and shares. But  

China’s economy continues to grow at  

an astonishing seven per cent annually 

(compared to Australia’s, which is teetering 

China’s capacity for commercial growth is mind-boggling,  
despite its current fnancial woes. And with its need for the sort  
of expertise Australian industry has on tap, the Asian behemoth 
represents opportunity for enterprising Antipodeans who have  

the know-how. We ask four experts what it takes to crack the 
markets of this culturally complex country.

C H I N E S E

W H I S P E R S

at about two per cent) and every day there 

are a multitude of new opportunities for 

Australian businesses. 

You just need to be smart.

Starting a business in any foreign country 

is never going to be a walk in the park but 

China presents some unique challenges. For 

starters, each of the country’s 34 regions has 

its own administration and local government 

– there is no “one rule fts all”. To complicate 

matters further, competition from local 

businesses is hotting up, thanks to President 

Xi Jinping encouraging their development. 

The good news is that the rapid uptake  

of the internet across China means foreign 

investors can now leapfrog the middleman to 

deal directly with net-savvy bosses, gaining 

tight control of their businesses.

China is the world’s largest, most complex 

economy with a long history of cyclical 

prosperity and decline. Where once its 

strength was a vast pool of cheap labour, now 

a wealthy, educated middle class is evolving 

and with it many more opportunities for 

Australian entrepreneurs – if they get it right. 

Here, four insiders share their advice.



October 2015  |  QANTAS 1 2 3

AFTER 14 years of living in China (fve of 

those in the 1980s), Geof Raby says the 

country is “unrecognisable” but there’s  

“a bit of plus ça change: the more things 

change, the more they stay the same”. 

The country’s wealth, prosperity, openness 

and internationalisation have rocketed ahead. 

However, he warns, “you’re still dealing  

with a country run by the Communist Party  

and that shapes how you do business and 

everything else in China.”

That aside, it’s a lot easier to do business 

in China today than it was in the 1980s,  

says Raby, who calls Beijing home. There’s 

greater understanding between the  

people administering the system – China 

does not operate as a single market – and 

those trying to operate within it. “There’s  

a stronger realisation about the importance 

of relationships and that you can’t just 

proceed on black-letter law [of contracts  

or trademarks] and on the basis of written 

agreements alone. You need to be buttressed 

with networks of personal relationships, 

which can take many years to develop.”

In terms of trade, China is by far the  

most important country for Australia. It has 

been our biggest trading partner since 2007 

and our largest export market since 2009.  

“If you take out Japan, China alone is bigger 

than the next four markets – India, the US, 

[South] Korea and New Zealand. That gives 

you an idea of the scale of it.”

With his wealth of knowledge and 

experience, Raby is well placed to advise on 

strategic development backed by analysis and 

updates on the economic, political, regulatory 

and business environment. Rule No. 1, he 

says, is due diligence: know your market, 

know your competition, know the law. 

Australians’ biggest misconception is that 

entering the Chinese market is a cinch. They 

don’t understand what they don’t understand 

– which can lead to mutual confusion. As  

a consequence, business operators hit the 

ground unprepared for the long haul yet 

eager to turn a quick proft. Being impatient 

and underestimating the complexity of the 

situation are the biggest mistakes Australians 

make. “Doing business in China takes longer 

than most people anticipate,” says Raby. “You 

need to commit to a long-term plan and have 

the fnancial resources to back it.”

Besides running his own company, Raby 

is co-chair of Corrs Chambers Westgarth’s 

China legal practice and vice-chairman of 

Macquarie Group (Greater China). The 

combined roles give him a rare insight into 

where China is headed. “China’s economy  

is among the fastest growing and its scale  L
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is enormous. This is the thing you’ve always 

got to bear in mind. Since I went to China 

nine years ago the economy has more than 

doubled. While the growth rate today is 

lower, the base on which that is coming  

from is more than twice what it was. That 

still translates into a massive net annual 

increase in consumption, demand and 

economic activity.”

There are limitless opportunities,  

he says, given Australia’s diverse set of 

sophisticated business skills. “But you have 

to be realistic. We so often don’t have the 

scale or size of their businesses to do things 

in China. But where we do have strengths, 

Australia is well represented: the fnancial-

services sector, banks, big architectural 

frms, urban environmental services, 

sanitation, waste management and water 

management. A lot of Australian activity  

is not just focused in the main centres;  

it’s spread through the length and breadth  

of the country.” 

That’s a fairly recent development. Most 

Australians targeted Beijing, Shanghai and 

Guangzhou but, when he was ambassador, 

Raby made it his objective to reorientate 

thinking away from the frst-tier cities to  

the second, third and even fourth tiers.  

He saw that in smaller cities there was 

greater capacity to build a business with  

less competition and that local ofcials  

were hungry for Australian engagement. 

“That strategy has proved efective,” says 

Raby. “[In 2013] we opened a consulate in  

Chengdu at a time when most Australians 

would not have heard of Chengdu.” The 

Chengdu Consulate-General covers Sichuan, 

Chongqing, Yunnan and Guizhou provinces 

– home to more than 190 million people and 

endless possibilities for Australian businesses. 

Needless to say, Raby remains optimistic.

G E O F F  R A B Y

CEO, Geoff Raby & Associates; former Australian 

ambassador to China (2007-11)
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AN honours degree in Chinese languages,  

a Qantas bursary to study Mandarin in 

Beijing and an Australia-China Council 

scholarship to study at Wuhan University in 

the early 1990s cemented Tracy Colgan’s love 

of the country she’s called home for 25 years.

Even though she’s fair with red hair, 

Colgan is so fuent in Mandarin that people 

don’t ask her where she learned it; they ask 

which region she’s from. China is so ethnically 

diverse that it’s not such an odd question.

Mandarin is three-dimensional, she 

explains. “It’s not just the sound but also  

the meaning and visual impact.” So her 

advice to anyone entering the market is to 

hire a good interpreter. “Whoever controls 

the translation controls the dynamic.” 

Relationships are of equal importance. 

“I’ve seen so many cases where projects have 
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fallen apart because they relied on one key 

person on the Chinese side,” says Colgan. 

“They haven’t done the work foreigners are 

supposed to do, which is maintain your own 

relationships. You can’t just hand over your 

business to somebody and trust it will all go 

your way. You must have a business model 

that works without relying on one person. 

Then you have to think through whether 

[both businesses] are aligned because often 

they aren’t; they have diferent objectives.”

In the late 1980s, factory directors were 

rewarded for bringing in foreign exchange 

but resulting joint ventures weren’t always 

about the product or service or maintaining 

relationships; they were about the money.  

A lot of Australian businesses got caught out.

“Businesspeople need to understand that 

Chinese companies are no longer looking for 

money; there’s plenty of that. It’s whether 

you have access to international brands  

or distribution channels because Chinese 

companies have international aspirations.”

The competition is “incredible”, she adds. 

“Australians have to realise that when they 

go to China they’re competing with the 

world; everybody is there trying to get 

attention and money or market access.”

Due diligence is an absolute must. An 

Australian-Chinese colleague of Colgan’s 

spent 10 years researching and building  

a market for his hotel-management service. 

Today he has 100 hotels across China on his 

books. But there are lots of failures out there. 

Fraud is a big issue. Colgan has worked 

with technology companies whose Chinese 

partners have stolen their intellectual 

property. Smaller companies that couldn’t 

aford to pursue the cases have been 

bankrupted before they could commercialise 

the product. “Protecting your IP is a 

challenge. [Theft] is hard to redress through 

the courts when you’re the outsider.” 

But Colgan sees plenty of scope for 

Australian businesses, especially in fnancial 

services, hospitals and aged-care facilities. 

Given the free trade agreement signed  

by the two countries in June, she is excited 

about the opportunities that could result 

from the $1.5 trillion worth of infrastructure 

investment the National Farmers’ Federation 

estimates Australia will need over the next 

35 years. The potential for Australian 

businesses to develop consumer markets  

and distribution channels in China, she  

says, is huge.

Another project Australian businesses 

should be investigating, says Colgan, is the 

One Belt, One Road strategy that President 

Xi Jinping announced in 2013. Following the 

ancient Silk Road and the maritime routes 

linking Asia, Africa and Europe, it aims to 

boost connectivity and commerce between 

China and 65 countries – total population  

4.4 billion – by building infrastructure  

and improving fnancial and trade ties.  

The opportunities are vast and Australia  

has many of the high-end skills that China 

requires, particularly in construction.

At the other end of the scale, dairy 

products are one of the biggest contributors 

to Australia’s annual $100 billion-plus export 

trade with China. The demand for fresh milk 

(Colgan pays $15 a litre in her local market) 

and infant milk formula is growing fast. 

Fresh meat and wine are also appearing on 

the family dinner table as incomes increase 

and tastes change. 

It’s all about feeding the dream.

T R A C Y  C O L G A N

Chair, China-Australia Chamber of Commerce in Beijing 
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This global interaction is going to be much 

stronger. In specifc areas China will start  

to take a lead in tech development.”

That won’t be a problem for Australia 

because it doesn’t compete with China in 

producing cars or a full range of electronic 

goods. China, Japan and Korea will continue 

to dominate those areas but China will still 

want Australian scientifc expertise.

For the past three years, Hendrischke – 

who speaks Mandarin – has taken MBA 

students to work with six Chinese companies 

based in the Lower Yangtze region around 

Shanghai, in particular the provinces of 

Jiangsu and Zhejiang, where the Chinese 

economy really took of. Most of the  

students have at least 10 years’ experience  

in business but have not been to China.  

It’s an opportunity for them to see how  

a Chinese business with links to Australia 

operates, to fnd out what the owners seek 

from the Australian market and what are 

their expectations. 

“They don’t just visit exhibitions and 

supermarkets,” says Hendrischke. “They  

sit down, have a dialogue and come away 

with practical results. The most common 

misconception is that there is one China. 

Most businesses and governments tend to be 

very sophisticated in diferentiating between 

diferent regions, levels of governments and 

corporate interests. They see China as a highly 

diversifed country, economy and society.”

The most important diference is the way 

in which trust is built. “The Australian system 

is essentially based on a legal model,” says 

Hendrischke. “You operate with contracts that 

nail down transactions in detail. You know 

exactly what the responsibilities are and you 

can do one transaction after the other on that 

basis. The Chinese idea is that you need a 

personal relationship frst and then you look 

at contracts. But the personal relationship 

would take you from contract to contract.  

If you manage to get that relationship going 

then you will have a good outcome.”

trend is towards quality aged care, which is 

expanding in tandem with higher salaries 

and better health care. 

“It’s a diferent country, a diferent form 

of wealth now,” says Hendrischke. “It’s a 

much more confdent country and people 

feel they are global citizens… they can 

travel, talk to people and invest overseas  

in a way they could never do before.”

In 10 years, he adds, “the most likely 

scenario is that China will be much more 

integrated in global value chains. They will 

be interacting with other economies on a 

level that’s slowly starting to become visible 

now. Australian technological know-how 

will go into products that are put together  

in China and sold in Europe or the US.  

◖ Get a visa that 

allows more than 

three visits

◖ Set up a WeChat 

digital-messaging 

account before 

you leave home

◖ Make sure your 

business cards are 

dual-language

JUST three months after China’s ambitious 

and comprehensive economic reform policy 

was initiated in 1978, Hans Hendrischke 

arrived in Beijing to begin work at the West 

German embassy. Political and business 

leaders from all over the world were arriving 

to see what was happening. Change was afoot 

and Hendrischke was there to witness it.

Three years later he left public service  

for the fnance industry. It gave him insight 

into how rapidly China was developing.  

For the past 20 years he’s conducted annual 

surveys with private entrepreneurs operating 

outside Shanghai. The results give him a 

clear perspective on how Chinese businesses 

operate and where the opportunities for 

Australians lie. 

He’s amazed by how many small, humble 

Chinese businesses have become large 

enterprises. One example? The owner  

of a little workshop repairing work pumps 

for local farmers in Wujiang near Suzhou. 

When land reform introduced a family-based 

contract system in the late 1970s, he fgured 

manufacturing pumps for individual families 

was the way to go. Today he’s fabulously 

wealthy, running a huge factory – it even  

has its own motorway exit – supplying air 

conditioners to skyscrapers around the world.

“There are certainly opportunities for 

Australian businesses to get involved with 

something like that,” says Hendrischke. He 

points to the many possibilities in China’s 

agricultural industry around building up 

supply chains that stretch from the Australian 

farm to Chinese consumers. “There’s a 

market for a whole range of horticultural 

products from fruit to nuts, berries and 

vegetables. The challenge is economies of 

scale. Australia is not yet able to supply large 

quantities – and Australian producers are 

competing against each other when it comes 

to selling to China.”

Many more markets will open up when 

the free trade agreement kicks in over the 

next few years, he says. Right now, the big 

◖ Hire your own 

interpreter;  

don’t rely on the 

other party’s

◖ Understand that 

each region or  

city has its own 

unique rules for 

market entry

◖ Find an adviser 

familiar with  

the subtleties  

of your market

◖ Invest in local 

managers early 

on but don’t hand 

over control of 

your business  

to one person

◖ Visit regularly to 

check progress 

and show 

commitment

◖ Hire a car  

and driver

◖ Be patient; 

multiple levels 

of bureaucracy 

and current 

major market 

reforms can 

slow progress

1 0

T I P S 

F O R

D O I N G 

B U S I N E S S 

I N

C H I N A

H A N S 

H E N D R I S C H K E

Professor of Chinese  

business and management,  

University of Sydney



QBusiness.

1 2 6  QANTAS  |  October 2015

G
r
a

h
a

m
 U

d
e

n

SIX years ago, John Buck and his Hong Kong 

Chinese wife, Tan, moved to Beijing when 

she was promoted by an Australian bank. 

Through the expat community, Buck became 

the go-to man for entrepreneurs who’d arrive 

hopelessly underprepared and desperate for 

basic information. “I was forever writing 

notes and sending emails about what they 

should and shouldn’t do. Crazy, simple stuf.”

Buck, a digital publisher, saw a need for  

an app supplying information on everything 

from where to fnd a translator in Beijing to 

navigating China’s mega-cities and, most 

importantly, where to fnd decent cofee. His 

travel-guide app, Nixon Toolkit, was born.

The biggest problem, Buck fnds, is that 

many people don’t do enough research 

before they leave home. They don’t realise 

the potential for business is not in Beijing or 

Shanghai but in growing cities they didn’t 

know existed. “There’s great information  

out there but it’s either in people’s heads,  

in chambers of commerce and trade groups 

or it’s aimed at multinationals and large 

companies,” he says. “Small-business 

managers don’t have the resources or time  

to fnd the right information about China.”

Communication is vital. On arrival, he 

says, buy a phone. Go into any China Mobile 

shop and for $100 you’ll get a phone that  

lets you use wi-f passwords in any café.

The next decade will see the most 

dramatic change, says Buck. For years the 

West has been buying cheap goods from 

China but, with increased wages, the Chinese 

are now looking for quality products they 

can aford. There’s unlimited potential for 

Australian businesses to export expensive, 

top brands and niche services to the status- 

conscious middle class. 

“I don’t think anyone can comprehend  

the growth of internet commerce in China,” 

says Buck. “There are more than 350 million 

online buyers here – growing at more than 

40 per cent annually – and really low 

delivery costs. If Australian companies  

can get up here, meet the right people  

and execute the right strategy, they could 

take full advantage.” 

While the Chinese government has named 

education and health care as two areas they 

want to bring into the 21st century, it’s short 

on solutions. Australia is well placed to share 

its skills in both areas. The same goes for 

technology. Buck points to Cochlear, the 

Australian company that dominates 

two-thirds of the world’s hearing implant 

market. “Cochlear has done great work here 

because from the outset it treated China  

as many markets, not one. It didn’t rely on  

a single local distributor like many do and,  

as a result, it had strategies in place for 

diferent cities and kinds of government 

agencies. Cochlear also transitioned to  

a locally run business because you cannot 

run your China business from Australia.”

But a lot of businesses have got it wrong. 

One spectacular Australian case involved 

Foster’s, which went to China in the 1990s 

with high hopes of cracking the beer market. 

It imagined there were a billion people 

wanting premium beer and, rather than 

adapt its products to local tastes and stick to 

a long-term plan, it did the opposite. It failed 

to compete against low-priced local brands 

from highly competitive companies with deep 

pockets and, after incurring massive losses, 

began pulling out of China within a decade.

The lesson learned is that brands that 

work at home don’t necessarily work 

overseas. Ergo: give the market what it wants, 

not what you think it might like. Research, 

research and more research; you can never 

do too much and it may save you from 

disaster. And remember, the business system 

is tipped in favour of the Chinese people. 

“Some Australians come to China and expect 

to be able to bluf their way through,” says 

Buck. “The people who do well here are  

quite humble when they arrive. And they 

take it step by step: one city, one region  

and build on that.”

Buck recommends gleaning information 

from other foreign companies in your line  

of business, hiring an English-speaking 

adviser and asking for a list of places relevant 

to your product. Contact Austrade and the 

Australian Chamber of Commerce and 

Industry; they can identify opportunities  

and provide links to the right people.

The more informed a person is, the less 

likely they are to be exploited. “People who 

thought their existing sales pitch would work 

in China get ripped of,” he says. “That’s what 

I see over and over. They get overwhelmed by 

the number of people, forget their business 

sense and make bad decisions.” 

◖ Always accept a business card with 

both hands

◖ Accept all offers to dine, regardless  

of your dietary needs

◖ Don’t sit down in meetings or at 

meals until someone gestures to you

◖ Don’t start eating before the host

◖ Never pour your own drink

C H I N E S E  B U S I N E S S  E T I Q U E T T E

J O H N  B U C K

Founder, Nixon Toolkit
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PA R K  H YAT T  S Y D N E Y

7 Hickson Road, The Rocks

sydney.park.hyatt.com  

It’s no surprise the luxurious 

Park Hyatt charges handsomely; 

its coveted location and gun- 

barrel harbour views practically 

scream “Sydney!” The picture-

perfect panorama, which takes 

in the Opera House and Harbour 

Bridge, is best seen from the 

$17,000-a-night Sydney Suite.  

If that’s a bit steep, take comfort 

knowing that all 155 guestrooms 

have spectacular vistas, 24-hour 

butler service and are ftted  

out in style. 

Business centre Open 24 hours  

a day and staffed 9am-5pm with 

services including secretarial 

help, translation and bookbinding. 

Assistance is available outside 

business hours on request.

Wi-fi Complimentary

Food and wine Three dining 

options plus 24-hour room 

service fall under the attentive 

gaze of executive chef Franck 

Detrait. The Dining Room is an 

elegant fine-dining restaurant 

that gives local produce a  

French polish with dishes such  

as Hunter Valley escargot. The 

Living Room provides relaxed 

all-day dining, while The Bar is  

a sophisticated lounge serving 

drinks and light refreshments 

from 5pm.

Fitness and wellbeing The gym  

is open 24 hours and the heated 

rooftop pool is open from sunrise 

to sunset. The Spa offers various 

decadent treatments. 

Run route Head for Circular Quay, 

swing past the ferry terminal 

then run towards the Opera 

House. Cross the Opera House 

forecourt to enter the Royal 

Botanic Gardens then continue 

along the shoreline to Mrs 

Macquarie’s Chair. Now return to 

the Hyatt along the same route 

to complete 5.5 kilometres. 

S TAY

Business 
Travellers’ 
Guide

S TO RY BY CA RO L I N E M E A D

Sydney
The Park Hyatt’s 

elegant Dining Room 
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S Y D
Qantas and QantasLink fly 

to Sydney from more than 

15 cities around Australia. 

qantas.com

F L I G H T  P A T H

R A D I S S O N  B L U  

P L A Z A  H O T E L

27 O’Connell Street, Sydney

radissonblu.com/ 

plazahotel-sydney

Set inside a heritage-listed  

1850s building that was once 

home to the Bank of New  

South Wales, Raddison Blu  

has everything today’s savvy 

corporate traveller could need. 

The hotel has 362 rooms and  

is located in the heart of 

Sydney’s CBD. Book a Business 

Class Room and you’ll have 

access to an intimate 10th-foor 

lounge that’s perfect for small 

meetings during the day and 

drinks in the evening. Request 

room 605 to experience one  

of the new-look rooms before 

they’re unveiled in 2016.

Business centre All guests  

have complimentary access  

to computers, fax machines, 

scanners and printers. 

Wi-fi Complimentary

Food and wine The fabulous 

Bentley Restaurant & Bar, which 

relocated from its Surry Hills 

home to the Pascale Gomes-

McNabb-designed space at the 

Radisson Blu in 2013, is a must. 

Chef Brent Savage delivers 

delicious, earthy flavours in 

dishes such as suckling pig with 

native apple and black rice. The 

restaurant is open from midday 

and reservations a week in 

advance are recommended  

for weeknights. There are two 

other dining options and 24-hour 

room service is available.

Fitness and wellbeing A small 

fitness centre is open 24 hours 

and a 15-metre indoor lap pool  

is open 5am-10pm. Evangeline’s 

Hair & Day Spa offers a selection 

of in-room treatments.

Run route Head to Potts Point 

for a four-kilometre dash around 

the inner city. Run north-east on 

O’Connell Street, turn right into 

Bent and cross Macquarie Street. 

Run past the State Library, veer 

right into Hospital Road then 

turn left onto the walkway that 

crosses The Domain. Take the 

stairs left of the Art Gallery of 

NSW down to Woolloomooloo 

Wharf. Run along Cowper Wharf 

Road and up the McElhone 

Stairs. Take a left at the top onto 

Victoria Street and then a quick 

right into Challis Avenue. Turn 

left at Macleay Street, which 

becomes Wylde, then left onto 

Cowper Wharf Road to return 

the way you came.

Bentley Restaurant  

& Bar’s cavernous 

split-level space is  

a treat for all senses 

F R A S E R  S U I T E S 

S Y D N E Y

488 Kent Street, Sydney

sydney.frasershospitality.com 

The stylish 201-room Fraser 

Suites, designed by Sir Norman 

Foster, are ideal for the long-stay 

business traveller. The serviced 

apartments, with quality 

inclusions such as Nespresso 

cofee machines and L’Occitane 

amenities, are complemented by 

contemporary interiors. For the 

most striking city views, request 

a room on level 33 or above.

Business centre In addition  

to meeting and conference 

facilities, there’s a business 

centre open from 9am to 5pm. 

Reception will assist if services 

are required out of hours.

Wi-fi Complimentary

Food and wine The in-house 

restaurant, located on the  

hotel’s level-10 mezzanine, is 

open for breakfast and there  

is room service from 6am  

to 10pm. But with Tetsuya’s 

across the road and Chinatown  

a block away, there are plenty  

of alternatives to dining in.

Fitness and wellbeing A heated 

indoor pool and well-equipped, 

recently refurbished gym are 

open 24 hours.

Run route Cruise north  

along Kent Street, turn left  

into Druitt and run to Darling 

Harbour. Swing past the  

bars and restaurants of King 

Street Wharf to Barangaroo 

Point Park. Veer left onto  

Hickson Road and take a left 

when it hits George Street. Turn 

right at Argyle then on through 

The Rocks, past Observatory  

Hill, to Kent Street. After you  

run south back to your hotel  

you’ll have clocked up almost 

seven kilometres.
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B R E A K F A S T 

M E E T I N G

Bambini Trust 

Restaurant  

& Wine Room

185 Elizabeth 

Street, Sydney

bambinitrust. 

com.au

For more than  

18 years, Bambini 

Trus has been  

serving breakfas  

to the powerbrokers 

of Sydney. The marble 

and leather interior is 

moody, elegant and 

packed from 7am.  

The clientele return 

for the Single Origin 

Roasers cofee and 

Alaskan king crab 

omelette (but we  

love the toased 

Sonoma banana 

bread with maple  

and pecan butter). 

D I N I N G 

A L O N E

Saké

12 Argyle Street,  

The Rocks

sakerestaurant.

com.au

Chef Shaun Presland’s 

fusion of old and new 

Japanese cuisine, such 

as popcorn shrimp 

and sashimi tacos,  

sits comfortably in 

this modern space. 

For solo dining, the 

sushi bar is perfect. 

Alternatively, take  

a seat at the central 

banquet table and be 

seduced by some of 

the bes food, wine 

and saké in town.  

Staf crank up the 

music so things  

may get loud. But 

with food this good, 

who cares?

D R I N K S  W I T H 

C L I E N T S

The Baxter Inn

Basement, 152-156 

Clarence Street, 

Sydney

thebaxterinn.com

The intimate Baxter 

Inn, open 4pm-1am 

from Monday to 

Saturday, is renowned 

for its friendly service. 

Perfect for small 

groups and popular 

with the corporate 

crowd, the bar has  

an extensive whisky 

menu (but only serves 

pretzels to go with 

the drinks). Warning: 

it can be a little hard 

to locate and has no 

sign. Walk down the 

alley beside the bike 

workshop, turn right 

at the end and search 

for a stairwell. 

C O F F E E  

P I T  S T O P

Single O CBD

89 York Street, 

Sydney

singleorigin 

roasters.com.au/cbd

While Single O CBD 

has a long, European-

style standing bar for 

those who prefer their 

coffee in porcelain 

cups, it’s essentially  

a take-out joint 

serving excellent 

coffee from around 

the world, plus a range 

of breakfast treats. 

While you wait for 

your order (try the  

Mr Croque toastie), 

you can admire the 

beautiful interiors 

designed by Luchetti 

Krelle and a striking 

paper installation by 

Renuka Fernando.

B U S I N E S S 

D I N N E R

Rockpool Bar & Grill

66 Hunter Street, 

Sydney

rockpool.com/

rockpoolbar 

andgrillsydney

The Emil Sodersen-

designed Art Deco 

wonder that is home 

to Rockpool Bar & Grill 

is ideal for corporate 

socialising. Five 

private dining rooms 

cater for between 

eight and 30 guess. 

The à la carte menu, 

which features quality 

produce cooked 

simply but impeccably, 

changes daily and is 

available for parties 

of up to 12, beyond 

which a three-course 

set menu at $120 per 

person is ofered.

S H E R AT O N  O N  

T H E  PA R K

161 Elizabeth Street, Sydney

sheratonontheparksydney.com

While Sheraton on the Park  

has hosted celebrities from  

Elton John to Miley Cyrus,  

you don’t have to be famous  

to get star treatment at this 

sophisticated 557-room hotel. 

Book a Sheraton Club Room  

for access to the Sheraton  

Club Lounge on the 21st foor. 

There you can enjoy evening 

drinks and canapés while 

looking out across Hyde Park  

to the spires of St Mary’s 

Cathedral. Set high above  

the din of trafc, it truly is  

a sanctuary in the city. 

Business centre Link@Sheraton 

is open 24 hours for all guests 

requiring computers, printing 

and fax services. Sheraton Club 

guests have use of the Private 

Executive Boardroom for an  

hour during their stay. For more 

formal meetings or conferences, 

there are 18 rooms catering for 

between 10 and 650 guests.

Wi-fi Free if you book online  

and join the Starwood Preferred 

Guest program, or $20 a day.

Food and wine The Feast 

restaurant has a great breakfast 

buffet and a seafood buffet for 

lunch and dinner. The Gallery Tea 

Lounge is ideal for a quick bite or 

high tea. After 5pm, head to the 

Conservatory Bar and try house 

cocktail The Green Bicycle, with 

gin, elderflower liqueur, muddled 

cucumbers, apple juice and mint.

Fitness and wellbeing The fitness 

centre is open 24 hours, while  

the rooftop pool, sauna, steam 

room and day spa are open daily 

from 6am to 9pm.

Run route Go past the Archibald 

Fountain to St Mary’s Cathedral 

and take a left towards the Royal 

Botanic Gardens. Run by the Art 

Gallery of NSW and veer right on 

the road to Mrs Macquarie’s Chair. 

Follow the harbour around to the 

left, running along the seawall 

until you reach the Opera House. 

Head south along Macquarie 

Street, passing Parliament 

House on your way back to  

the hotel, completing a five-

kilometre circuit. 
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1. 
No trip to Sydney is complete 

without taking the 90-minute 

Bondi-to-Bronte coastal walk. 

Drink in the striking landscape 

and see evidence of an ancient 

culture in Aboriginal rock 

carvings at Mackenzies Point. 

Continue around the craggy 

coastline to the incredibly scenic 

Waverley Cemetery and spot  

the graves of famous Australians 

such as poet Henry Lawson.  

To get there, catch the 333 bus 

(sydneybuses.info) from Martin 

Place in the city.

2. 
Enjoy a leisurely dip at the 

Andrew (Boy) Charlton  

Pool, a five-minute walk  

from the CBD near the Royal 

Botanic Gardens, for $6.20. 

There’s a licensed café on  

site but we suggest you stroll 

around to Woolloomooloo 

Wharf after a swim. There,  

you can choose from a feast  

of dining options: Manta,  

Otto, China Doll and Kingsleys  

Steak & Crabhouse are notable 

hotspots. If you’re lucky, you 

might even see the wharf’s 

resident film star, Russell Crowe. 

3. 
Go off-piste and enjoy 

unvarnished Sydney on  

a guided tour with Two Feet  

and a Heartbeat walking tours 

(twofeet.com.au). Experience  

a historically accurate, culturally 

sensitive and sometimes 

irreverent two hours with a  

local guide. The Sydney with 

Conviction tour ($40) explores  

all the local icons from a fresh 

perspective. It leaves daily at 

10am and booking is required. 

Private tours are available  

on request.

4. 
Witness Sydney in all its 

sparkling splendour from  

a ferry. Head to Circular Quay 

and take the F7 Eastern Suburbs 

B E T W E E N  M E E T I N G S ?

W H E N  I N
S Y D N E Y. . . 
◖ Walking is key to getting 

around fast but the CBD 

Shuttle bus (route 555)  

is free and runs from 

Central to Circular Quay 

via George Street every 

10 minutes between 9am 

and 3.30pm on weekdays 

(9pm on Thursdays). If 

you’re heading farther 

afield, avoid the dreaded 

3pm shift change when 

cabs are scarce. 

◖ For gift shopping, it’s 

hard to go past the 

Strand (strandarcade.

com.au) at 412 George 

Street. This beautiful 

Victorian arcade hosts  

a collection of specialty 

retailers and artisans, 

including homewares-

and-jewellery store 

Dinosaur Designs, 

Gumption by Coffee 

Alchemy and Italian 

restaurant Pendolino.

◖ Head to The Barberhood 

(barberhood.com.au)  

on O’Connell Street for 

men’s grooming services. 

If more volume’s required, 

cut across to the Blow 

Dry Bar (blowdrybar.

com.au) in the MLC 

Centre in Martin Place.

◖ Need an office by the 

hour or day? Luxury 

workspace Paramount 

by The Office Space 

(theofficespace.com.au) 

– designed by Woods 

Bagot – has stylish 

offices and meeting 

rooms for rental in Surry 

Hills, on the CBD’s fringe. 

route (transportnsw.info) and 

alight at Watsons Bay. Look for 

the striped umbrellas dotted 

around the Beach Club, part of 

the Watsons Bay Boutique Hotel 

(watsonsbayhotel.com.au), and 

chow down on beer-battered 

fish and chips. Still hungry?  

The mini lobster rolls with fried 

pickles are pretty special, too. 

5. 
If you’re keen to see art on the 

vanguard, you should make 

the Museum of Contemporary 

Art (mca.com.au) part of your 

itinerary. The MCA is housed  

in a fabulous harbour-side 

building on George Street in  

The Rocks. If you have time to 

spare around lunch, there are 

free guided tours at 11am and 

1pm weekdays. Alternatively, 

avoid the crowds and see art 

after dark on a Thursday when 

the gallery and its rooftop café 

are open until 9pm.  

Sun, surf, sand: the 

cliff-top route from  

Bondi to Bronte is  

one of Sydney’s most 

spectacular walks
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“I’ll never forget the day Matt passed away. 

Louise called me at about 6.30pm; I’d just 

walked through the door from work. She said 

there’d been an accident and that Matt had 

died. I couldn’t process what she was saying. 

About half an hour later we met at the ofce 

and just looked at each other and went, ‘What 

do we do now?’ We were colleagues; we were 

close but we didn’t know each other all that 

well personally. We just hugged each other 

then called everyone in the company.

It was a horrible time and very raw.  

Louise and I spent a lot of time looking at  

each other, crying then picking ourselves up 

and getting on with it again. It made us very 

honest with each other and I think that has 

stood us in good stead since. We’ve seen each 

other in extremis.

I had joined the company in January 2013 

and became marketing and publicity director 

that October. Louise started in December of 

2013. I realised straight away that she was  

Justin Ratcliffe

and Louise 

Sherwin-Stark

What’s the connection?  

When highly respected Hachette Australia 

CEO Matt Richell died in a surfing accident in 

July last year, the publishing house appointed 

Justin, the marketing and publicity director, 

and Louise, the sales and product director, 

joint managing directors of the company. 

What makes it work? 

Honesty, collaboration and the shared desire 

to realise Matt’s vision for the company.

IN T ERV IE WS BY D I W E BS TE R
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Collective Genius

a very driven, passionate person and that  

I was going to have to be on my best game  

to keep up with her.

When the company decided to make  

us joint managing directors we were  

delighted but we also understood that it  

was an extreme circumstance we’d found 

ourselves in. I thought, ‘Is this a competition? 

Is someone expected to come out on top?  

Am I doing as good a job as her? Are they 

monitoring us?’ But the company has been 

incredibly supportive.

Running a company as an individual  

can be a very isolating experience but this  

isn’t at all because we’ve always got each 

other’s backs and we can always discuss  

our decisions. As a case study, it’s brilliant.

We’ve been through such a lot together. 

I’m so glad it was Louise I found myself in this 

situation with. We both liked and respected 

Matt enormously and were buoyed by what  

he wanted to do with the company. I hope  

he’d pleased with how we’re doing things.”

L O U I S E  S AY S

“Before Matt’s death I was already working 

closely with Justin. We hit it of straight away. 

We’ve got similar ideas, similar visions. Justin 

is a fantastic marketer and publicist; he has  

a real sales sensibility. I’ve worked across  

sales and marketing for a long time so I really 

understand marketing. You often fnd a bit  

of tension between people in those two roles 

but we were in synergy with each other.

We have diferent strengths and they 

complement each other quite well. I make 

decisions quickly and instinctively and  

he’s much more considered. I think those  

two things combined are really powerful.

When we were appointed joint MDs, one 

of my concerns was that we are diferent, 

even though we are very aligned. But every 

time I’ve thought something was going to  

be an issue, it just hasn’t turned out to be.  

The frst thing everyone asks us is: ‘Oh, how  

is it going? How do you resolve confict?’ So 

far, it hasn’t been an issue at all. If anything  

is bothering one of us we just say what  

the problem is. We’ve never failed to fnd  

a simple solution. 

Matt’s passing was obviously incredibly 

difcult, on a personal and a professional 

level. Justin and I had to work together 

immediately to get the company through 

what was a stressful and really sad time. 

When you work through something like  

that, you get to know each other very well.  

We probably couldn’t have done it without  

one another. I think Matt knew we would 

work well together.” 
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