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Background 
statement 
10th birthday 
issue
We celebrated 10 years of 
sunday magazine in 2007 with 
our biggest issue ever. I took the 
opportunity to make a number of 
design changes throughout to 
keep the magazine fresh and to 
ensure it is constantly evolving. 
No two issue are the same!  
The simple, strong combination 
of unisex fonts, the best 
photography and clean design 
helps layouts to stand out 
against an ad ratio of around  
50 per cent. I also started to 
commission regular illustrations 
and photo montages to add 
another dimension to our pages; 
despite tight turnarounds and 
overseas commissions, they are 
now an integral part of the 
design. On the cover, featuring 
Eric Bana, I limited the type to 
make the image as impactful  
as possible and introduced a 
special azure blue pantone that 
has since been used across all 
trade communications.  
OCTOBER 14, 2007

rebecca 
burrell
burrellr@newsmagazines.com.au 
(02) 9288 2787 mobile 0414 406 044 

Employment
2006 to present Art director,  
sunday magazine
2004 – 2006 Deputy art director,  
sunday magazine
2003 – 2004 Freelance art director, Fairfax
2000 – 2003 Art director, Pacific Magazines
1998 – 2000 Deputy art director,  
ACP Magazines
1996 – 1998 Designer, Murdoch Magazines
1994 – 1996 Junior designer, Text Media 
 

Tertiary 
education
1991 – 1994 Bachelor Design/Environmental 
Studies (University of Canberra)
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A decade of movie magic with Australia’s leading man
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10 SUNDAY MAGAZINE 

SUNDAY BEST
 Edited by Jane Hutchinson

Platypus Platy 
Bottle (500ml), 
$13.50.

Have you 
noticed...
For Sale: Desirable estate agent. Has big smile, winning ways and a nice suit. 
Oh yes, and a three-bedroom house he wouldn’t mind showing you as well.

What is it with real-estate agents? Suddenly they’re promoting themselves 
more than their properties. Take Manly-based agent Adam Moore of Richardson 
& Wrench, for instance. His smiling fi gure aboard a boat, with the tagline ‘Sale 
to Success’, graced a billboard several metres wide. According to Moore, he’s 
promoting himself as a brand – a tip passed on at a training seminar.

“It makes people aware of you,” he points out. “That way you’re the person 
they call when they’re thinking of selling their house.” Does it work? Well, plenty 
of people have been coming up to him and saying, “Hey, you’re the bloke on 
the boat.” It’s worked for others, apparently, which was why he decided to do it 
– although he admits he’d get “too much ribbing” if it was in his hometown. 

Noel Nicholson at Ray White Prestige doesn’t do puns, but he does put up 
billboards of himself when he sells a property. “I’m new to the business and I 
want to get my name and reputation out there,” he explains.

Not everyone is impressed. One elderly gentleman residing in an area replete 
with Nicholson billboards had had enough, and began defacing them with 
horns, moustaches and glasses. “I’m sick of real-estate agents,” he harrumphed. 

Warren McCarthy, chief executive of LJ Hooker can also see the wisdom of 
putting your best face forward – within reason. Last year, the fi rm lifted its ban 
on billboard mug shots, after extensive market research found that most people 
didn’t fi nd the idea abhorrent. “It’s a more personal approach and, after all, real 
estate is about people, not just about houses,” he says.

But LJ Hooker’s head offi ce imposes restrictions on the size and positioning 
of headshots. “It’s all about keeping it in proportion,” says McCarthy. “Some 
agents have very healthy egos, but we don’t want the ego to overshadow the 
vendor’s property.”  BEVERLEY HADGRAFT

+ INVEST IN A HEALTHIER AND HAPPIER FUTURE FOR ALL CHILDREN, VISIT WWW.MCRI.EDU.AU 

Message Sticks Indigenous Film festival Film-makers 
present a snapshot of Aboriginal life. July 4 to 6 at 
Sydney Opera House. Individual sessions: free. Call 
(02) 9250 7777 or visit www.sydneyoperahouse.com.

HOT
BOX Tell Me on a 

Sunday Jolene 
Anderson looks for 
love in NYC, in an 
Andrew Lloyd 
Webber musical. 
August 19 to 30 
at the Seymour 
Centre. Tickets: $75/
$85. Call (02) 9351 
7944 or visit www.
kookaburra.org.au.

Rebecca Driffi eld: The Eye of the 
Mind It’s been 20 years since this 
Paris-based Australian artist had a 
solo show at home. See it at Charles 
Hewitt Gallery, Darlinghurst. July 16 
to August 5. Call (02) 9331 4988 or 
visit www.charleshewitt.com.au.

ECO A-GOGO 

BY JON DEE, FOUNDER OF PLANET ARK
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real estate has gone narcissistic?

Perfect for 
backpacking and 
commuting, the 
Platypus foldable 
water bottle can 
be rolled up and 
placed in the 
smallest spaces. 
Despite this, it’s 
tough enough 
to freeze. For 
stockists, call 
(02) 9966 9800.
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The addition of regular photo 
montages and illustrations 
complements sunday magazine’s 
first-rate photography and gives 
the design a fully rounded appeal.



Background 
statement 
beauty and the box

Every year we do a money issue of Sunday 
Magazine where most stories share a 
financial theme. It’s tricky to find a beauty 
story. Most companies and department 
stores don’t want to divulge their financial 
to-ing and fro-ings and people who like to 
read about beauty don’t really want to 
read about business. But, what they do like 
reading about is retail. Surprisingly, I get 
most feedback about stories that explain 
how things are sold, how things are 
marketed and how people make money. I 
was chatting to ModelCo founder Shelley 
Barrett about her business one day and 
she mentioned she was going to have a go 
on a US home-shopping TV channel. I 
flagged the idea that her experience could 
make a good story for us. (I’ve known 
Shelley Barrett since she first started out. I 
love her Aussie spirit and her ‘go to’ 
attitude. With her very Australian accent 
and turn of phrase, I honestly wondered 
what the Americans would make of her.) 
Two weeks later she called me back to ask 
if I wanted to come along to the USA and 
write a story about it. Beauty in the Box is 
what happened. I love the way the pace 
builds in the middle of this story, as the 
selling hots up. This story is about more 
than one woman’s experience selling 
cosmetics in America, it’s about a huge 
change in the retail industry as we know 
it. June 29, 2008

Background 
statement 
kelly rowland
Former Destiny’s Child and now solo  
artist Kelly Rowland was in town on a 
whirlwind promotional tour and was keen 
to work with sunday magazine. Usually 
with ‘internationals’ we arm-wrestle over 
how much time we can get but in this 
instance, Kelly was happy to have the ‘full 
treatment’ of cover, four-page fashion and 
profile. She was an absolute delight, 
needing little encouragement to dance 
and sing for the camera. I came  
up with a colour palate of chocolate,  
gold, cream and hot pink, and chose to 
design with shots that reflected her  
happy-go-lucky vibe, culminating in one  
of our strongest fashion spreads and 
covers to date. JULY 20, 2008

ROCK&
ROWLAND
WHY EVERYBODY WANTS 
TO BE IN THE KELLY GANG

TELEGRAPH 
MAGAZINE

Matthew White    Pete Murray    Sophie Lee    Jonathan Cainer    +

HOW 
TO MAKE 

MUSIC, 
SWEET 
MUSIC

IS THE 
GRASS 

REALLY 
GREENER 
IN BYRON 

BAY?

DONNA 
HAY’S SAGE 

ADVICE

JULY 20, 2008
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When I was told we had access to The Wiggles and were going to shoot them, I nearly had a heart attack. I can’t 
put people in coloured skivvies on the cover! So we didn’t. Shot in an inner city props warehouse, complete with 
circus carousel, the location was private and expansive. The guys were fun and happy to be shot out of character. 
We wanted a ‘usual suspects’ style line-up and chose black suits instead of primary colours. The juxtaposition of 
sombre poses with the fun of the merry-go-round put The Wiggles in a new context that appealed to young and 
old alike. SEPTEMBER 2, 2007

Background statement the wiggles



MEET THE COLOURFUL CHARACTERS BEHIND THE WIGGLES

Pat Rafter 
on his happy 

ever after
The spa scene 
gets a macho 

makeover

Will the real 
Dicko please 

stand up?

MEN IN BLACK

SEPTEMBER 2, 2007
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Background 
statement 
mischa barton
Despite a near miss when Mischa got 
stuck in Anzac Day traffic, the Hollywood 
celeb turned up to our cover shoot on 
time… and cheery. We shot in an inner city 
studio and she was decidedly un-divalike, 
happily wearing the clothes we’d chosen 
and eating lunch with the team. I wanted 
a sophisticated look; Mischa is known as a 
fashionista, so I wanted to move away 
from her usual ‘girl next door’ styling. With 
simple props and dresses chosen for their 
style and subtle colour palette, the shots 
turned out so well we ran them over six 
pages. On the cover I chose to pick out the 
pink theme which gave a truly girly –yet at 
the same time sophisticated – feel which 
summed up Ms Barton to a T.
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JAY LAGA’AIA  +  SHAREEN JOEL + AKMAL SALEH + RACHAEL WEISS + WIL ANDERSON

MISCHA
HIT &

THE PERILS OF BEING AN ‘IT GIRL’

KATE WALSH 
TURNS A 
HOSPITAL 
CORNER

CLOWNING 
AROUND WITH 
CIRCUS OZ

ROGER THAT: 
CAN R-FED GET 
HIS MOJO BACK?

MAY 18, 2008
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HOW LOVE SAVED LARA FROM THE BINGLE BUNGLES
BRING IT ON!

NIKI GUDEX
 ANNA RAWSON

LAYNE BEACHLEY
DANNY ALLSOPP

SEPTEMBER 16, 2007
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MEET THE 
REAL LIFE 
FORREST 
GUMPS

+

SPORTY STYLE 
WITHOUT 
THE SWEAT

GLOBE-
TROTTING 
THE GUILT 
FREE WAY
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Background 
statement 
covers
The cover is the strongest element of our 
brand and, as we compete with many 
other inserts each week, we need to stand 
out. We have a strong masthead and 
simple typography, and I stick to basic 
cover design principles (mostly tight crops)  
to achieve a strong, eye-catching cover 
every week. Our covers are a combination 
of local talent and international celebrities. 
International studio images require 
publicist’s approval and I often wait until 
our final deadline to ensure I get the best 
pics. I also spend many hours colour 
correcting to make sure our images are 
first class. Each cover is a labour of love; I 
vary the colour palettes and font families 
to ensure the finished package is an 
accurate reflection of the personality 
involved and that each is different to the 
last. And that all happens 50 times a year!


