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Letters to
the Publisher
Australia’s leading business personalities write in
to our publisher Jesse Landry, discussing the HEading
industry
issues that matter to them most.
HEading

T

he Federal Government has just released the
Terms of Reference for its review into the way it
calculates funding for non-government schools.

The review of the socio-economic status (SES)
score methodology - by the newly minted National
School Resourcing Board – will be significant for the
Catholic sector, the largest non-government provider
of schools in the country. One in five Australian children
attend a Catholic school.

R

ed tape costs the Australian economy $176
billion every year. That’s a concerning enough
number on its own but it’s even more worrying
in the context of the broader Australian economy.
$176 billion a year equates to 11% of Australia’s
gross domestic product. That’s a larger share of the
economy than any single industry. Mining is our largest
primary industry at 7%. Manufacturing is 6%, and
agriculture is 2%.

At stake is a foundational principle of Australian
public policy – school choice for parents.

At $176 billion red tape costs every household in
Australia just shy of $20,000 every single year.

The NSRB therefore needs to produce a more
accurate way to assess the capacity of families to
contribute to the running costs of their schools – the
basis on which the Commonwealth decides how much
public funding each non-government school receives.

And it’s not just a problem because of foregone
economic output. This overwhelming regulatory
burden strangles businesses and individuals. Every
layer of bureaucracy makes it harder for individuals
to make choices about their own life. And it kills
entrepreneurialism and opportunity.

We all want a fairer system; the current system
assigns each non-government school an average SES
score based on factors such as parents’ postcodes and
their educational level. The problem with this approach
is that it treats high and low income families at the same
school as though they are able to contribute equally.
The 2011 Gonski report highlighted the
shortcomings of this methodology. Even the architect
of the model, Professor Stephen Farish, has said it’s not
working and needs to be made fairer.
The Commonwealth is the major funder of
Catholic system schools and therefore the main reason
our schools are able to provide quality, affordable
education for most families. Catholic school parents,
therefore, have a major stake in the outcome of the
review.
The parents of Australia’s 765,000 Catholic
school children will be watching with interest.

6

According to the latest figures from the
2016 Competitiveness Index released by the World
Economic Forum in October places Australia 80th in
the world for burden of government regulation. Every
other Anglosphere country is way out ahead of us –
United States (12), New Zealand (21), United Kingdom
(32), Canada (38). We have got a long way to go
before we can even think about catching Singapore
at number 1.
Important research conducted by the IPA’s
Daniel Wild recently also highlighted the fact that
business investment as a percentage of GDP is now
lower than it was under the Whitlam government.
His analysis found that red tape is one of the biggest
constraints on investment, and that removing this
significant constraint would lead to a faster growing
economy.

Dallas McInerney

Simon Breheny

CEO
Catholic Schools NSW

Director of Policy
Institute of Public Affairs
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he travel industry needs to ensure sustainability
in all its practice. At the very heart of it, we
understand that travel matters; it allows us to
explore the world and gain a deeper understanding
of each destination, its history and culture, through
enriching experiences. But we have a responsibility to
help protect the places we visit and take care of the
world around us.

T

a young Chief Executive, I certainly view this transition
as an opportunity to make a significant contribution
to the future direction of rugby including a strong
focus on gender diversity and inclusive leadership.
This starts at governance level, evident in the CRFU
Board recently approving my recommendation for the
appointment of our first Female official in 138-years to
the position of Vice-President.

The Travel and Tourism industry have a vital
role in protecting the world’s natural habitats,
cultural heritage sites and communities. We need to
encourage sustainable tourism development through
conservation, leadership and support for communities.
These principles should be extended through to guide
all actions with external partners, whether at a regional
level or when taking guests around the world. We
must be dedicated to bringing the industry together
with a shared goal of benefitting the environment
and to empower generations – leading by example
via Social Responsibility (SR), continually working to
further embed the principles of sustainability into the
core of any business.

Earlier this year we also launched the ‘We All
Bleed Red’ anti-discrimination campaign, supported
by a number of high profile individuals, and in doing
so we became the first rugby union in NZ to tackle
an important societal issue that transcends the game
of rugby. Having worked across 3 codes including
the AFL and A-League, I’ve certainly experienced
first-hand some of the positive work being done in
Australia to not only call out this behaviour but more
importantly celebrate diversity.

Our industry has to take leadership on this
responsibility to ensure travellers tread lightly today
and always.

John Veitch
CEO Australia
The Travel Corporation

T

My team have also been tasked with developing
and commercialising alternative game products that
appeal to the next generation. This thinking is based
on a series of focus groups conducted with millennial
students, who want to see more ‘pop-up’ style
festivals and social connection as part of their rugby
experience, replacing the structure of traditional
Tuesday/Thursday training and Saturday afternoon
game.
I’m honoured to lead Canterbury Rugby, but
ultimately we are all just custodians, and my goal is to
hand this torch over with a brighter flame than when I
received it. I read a book recently called Legacy which
shared a few insights into the All Black culture, and
the message was that peak performing organisations
change when they are on top. That time is now…
fortunately I’m a change agent!

he Canterbury Rugby Football Union is a legacydriven organisation, established in 1879 it has a
reputation for producing world class players and
coaches. In my first year as CEO, I’m proud to walk
past a trophy cabinet that now includes the Super
Rugby trophy, and both the Men’s and Women’s NZ
Championship cups.

Nathan Godfrey
CEO
Canterbury Rugby Football Union

My leadership philosophy is based on the
Japanese proverb - Kaizen - which simply means
continuous improvement. Our high performance
culture is built around trusting our succession plans.
This starts at academy level where 92% of our talent
is converted to the professional environment, many
going on to wear the All Black jersey.

W

Rugby has always enjoyed a lofty position in NZ
society, but the game is preparing for a paradigm shift
as it seeks to reflect the changing needs of a diverse
population. After a number of high profile incidents last
year, NZ Rugby conducted a Respect & Responsibility
review which has challenged the culture of the game. As

We have re-established our management of
the Jets’ Westfield W-League side, as well as the
Newcastle Jets Academy – with 11 teams from U/13 to

e’ve enjoyed an amazing start to the season
here in Newcastle, with success on the
pitch and stability off it. Throughout the
off-season we’ve worked hard to build a unified club,
encompassing not only football, but the entire Hunter
community.
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U/19 – and are the only Hyundai A-League club to run
a girls Academy program.
In the community, we are taking great strides
to re-connect with fans and attract new ones through
community engagement and our connection to local
football. This community-based approach can only
reap positive results for the club and for our fans, as
we take the entire City of Newcastle on our journey to
success.

The overarching theme of these enquiries is to
determine whether small to medium sized businesses
need “consumer” protections when running their
businesses.
While I uphold the right of every consumer and
every business to be protected from unjust practices
and to have ready access to fair remedies, a distinction
must be made between the needs of consumers and
businesses when seeking to borrow money.

Within our back office we have recruited
experienced football personnel across the board –
spearheaded by A-League Head Coach, Ernie Merrick
– that have allowed our current results on the pitch to
reflect the positivity around the entire club.

In 30 years of commercial practice I’ve never
had a client ask me for extra forms to fill out or more
hoops to jump through. They just want to be able to
get on with running their businesses, and to be left
alone.

We’re lucky to have strong leadership from our
owner, Martin Lee, of the Ledman Group. Since taking
ownership of the club, Martin has been unwavering in
his support of our work within the community as we
rebuild the Jets’ brand and develop strong footballing
pathways within the club – securing our future and
fostering long-term success.

At the same time, I constantly have regulators
looking into how much I get paid and looking for flaws
in the processes I follow, but I’ve never been asked
about the outcomes I provide, or how much money
I’ve saved my clients, or how much easier I’ve made it
for them.

Overall, the work we have been putting in throughout
the off-season, and over the last 12 - 18 months has
been about creating strong partnerships to help take
this club forward and return it to a powerhouse of
Australian football and I think we are well on the way
to achieving that.

Lawrie McKinna
CEO
Newcastle Jets Football Club

A

s well as running a substantial Commercial
Finance Broking firm with my partners, I
have an industry role as the President of the
Commercial & Asset Finance Brokers Association of
Australia (CAFBA).
Over the last two years in that role, I have
needed to make submissions to the ASFBEO Enquiry
into Small Business Credit, The Ramsay Review into
External Dispute Resolution (EDR) Schemes, the ASIC
Enquiry into Flex Commissions, various submissions on
the Point of Sale Exemption for motor vehicle dealers,
the ASIC Enquiry Broker Remuneration, the Sedgewick
Enquiry Broker Remuneration, an ASIC Report into the
behaviour of motor insurance providers at the Point of
Sale, the Enquiry into Codes of Conduct for Industry
Associations, another ASIC Report into investigation
of broker fraud, and The Productivity Commission
Enquiry into the financial system – among others!
8

We know that finance is an enabler and that
regulation should assist rather than hinder the ability
of businesses to expand and grow. Unintended
consequences have to be avoided, and any amended
or new regulation has to be specifically targeted to
areas that actually require improvement, rather than
applying broad based “remedies” that simply impose
more processes and cost rather than outcomes.
The risk is this big regulatory cloud that
constantly hangs over ourselves and banks, is creating
an environment where banks over-compensate for the
risks of non-compliance, they standardise processes
because there are so many codes they have to comply
with. That closes gaps and niche markets - and it
follows that they become more risk averse and less
willing to lend.
Individually these issues don’t mean much,
but collectively they are restraining small business
owners’ ability to fund their aspirations to grow their
businesses and create wealth.
The irony is that the regulatory bodies who
are charged with improving conditions for business
owners are contributing to the impediments they are
meant to be removing, with an exponential risk to the
greater economy.
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Director
Quantum Business Finance

Smartgroup On
Providing Employee
Benefits Through
Salary Packaging
Dave Adler,
Chief Executive of Leasing and Fleet,
Smartgroup

D

ave Adler, is the Chief Executive of Leasing and
Fleet for Smartgroup. Smartgroup is amongst
Australia’s leading providers of employee
benefits and workplace optimisation services. Their
services are available to government, health and
corporate sectors, and draw strength from continual
improvement in their people, customer-service, and
technology.

S

Amongst the key services Smartgroup offer is
salary packaging. Also known as salary sacrifice, the
process of salary packaging allows employees to take
a portion of their salary as non-cash benefits, the bulk
of which can be paid for with their pre-tax income.
Salary packaging was born in 1986 when Fringe
Benefits Tax (FBT) was introduced. In modern use, it is
one of the most effective ways that not-for-profits and
public sector organisations can offer earnings to their
employees that are competitive with those available
within the private sector. It also allows those in the
private sector to increase their take home pay.

A couple of Melbourne-based providers took
most of the market, but didn’t excel at providing
good levels of service, thus encouraging a number
of their clients to look for alternatives. This allowed
Smartsalary to win a number of hospital clients and
gain a solid presence in the market. Our journey and
growth essentially commenced in 2002 when we won
a large hospital contract in Victoria.

Since 2002, Mr Adler has taken on a variety
of roles at Smartgroup including operations, client
services, business development, marketing, and has
been part of the company’s key executive team since
2006.
The Australian Business Executive (The ABE)
spoke to Mr Adler about Smartgroup’s customercentric viewpoint, innovation, and the services they
provide.
How would you describe how Smartgroup came
about and what it has evolved into today?

martgroup began as Smartsalary Pty Limited
in 2001. We were fairly late entrants into the
salary packaging market, the major players had
been around since the mid-90s and were doing a
good job capturing market share. The Fringe Benefits
Tax (FBT) legislation was relatively new and quite
complex. Organisations didn’t really understand salary
packaging and so immediately looked to outsource.

Since day dot, our focus has been on serving our
current clients as best we can.
In over 15 years with the business, what have you
learned is important to its success?

N

umber one is making sure our customers are
looked after. We’ve managed to retain the vast
majority of our clients by focusing on providing
and maintaining great service. Customer loyalty is at
the pinnacle of our capability triangle.
We’ve measured net promoter score since 2010.
This gives us a very clear understanding of customer
loyalty-who is promoting us and talking to their
friends about us, and what we need to do about the
few customers who may be on the detractor side. But
that core principle of looking after our clients and our
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customers, the end users, has been in place throughout
our entire history.
The term salary sacrifice is bandied around but a
lot of our readers may not fully understand how it
works. Could you give us a grounded explanation of
this and who uses the service you provide?

I

t’s basically an employee benefit based on Fringe
Benefits Tax legislation in Australia. It’s a way for
people, rather than taking their entire salary as cash,
to take a combination of cash and specific benefits
that can be primarily paid with pre-tax dollars.
While the users range from not-for-profits and
government employees to corporates, the main group
that it benefits are employees of not-for-profits, often
called Public Benevolent Institutions (PBIs). The idea is
that they get a portion of their salary tax-free, and they
can allocate that tax-free cap to pay for a range of
benefits. Knowing that the public sector or the not-forprofit sector cannot compete with the private sector
in terms of actual salaries, these tax concessions are
a way to even it out so employees in all sectors are
earning similar amounts.
How did you roll out these services
across different industries?

T

wo services are available to all sectors regardless
of whether they are for-profit or not-for-profit, or
whether they are a public benevolent institution.
The first being additional superannuation contributions
over and above the super guarantee that is paid by the
employer.
The second is novated leasing. Novated leasing
is the car leasing benefit. It has become one of the
fastest forms of vehicle financing in Australia as a
result of not only tax concessions, but some additional
savings in the form of discounted vehicles, not paying
GST on the purchase price of the vehicle, competitive
finance rates and insurance rates that are lower than
what the employee could source themselves. There
is a combination of savings, plus the convenience of
outsourcing car leasing management to us, that makes
this benefit very attractive.
As a result of these two opportunities, employees
in a number of sectors have started to salary package.
Today, for example, the offering of salary packaging
is in many of the enterprise bargaining agreements,
so it’s something that organisations must offer their
employees as part of the remuneration program.
Why are salary packaging and novated leasing
important benefits in the corporate sector? In the
government sector?

I

n many cases employers see salary packaging as an
extension of their overall remuneration and benefits
offering to staff. We typically see the highest levels
of employee participation at organisations that view
these benefits as a critical part of their remuneration
10

and benefits program, so when the HR department
truly believes salary packaging employees can improve
their financial wellbeing and increase their take-home
pay. These companies are supportive of us educating
their staff about the benefits available to them. It’s
important to make employees aware that besides their
cash salary there are other legal ways that allow them
to increase their take-home pay, often significantly.
There’s a misconception that novated leasing
is for those earning six-figure salaries. Really, it works
for employees on a middle income. 70% of users are
employed in Health, Education, Charities, Government
and Emergency Services and the annual salary range
for most users of novated leasing is $80,000-$89,999.
And lastly, the average purchase price of a novated
lease vehicle is around the $37,000 mark.
Smartgroup has won several awards for innovation,
including being named on the Australian Financial
Review’s Most Innovative Companies list for 2017,
how does innovation feed into your company
philosophy?

W

e represent our key capabilities as a triangle.
At the base of that triangle is employee
engagement. We believe if staff are not
engaged, it’s really hard to motivate them to do the
right thing. At the pinnacle of our triangle is customer
loyalty. Without loyal customers, you’re not able to
grow over time.
In many ways the salary packaging industry is
no different to other industries. The product we offer
is highly legislated, and the product and the benefits
that we offer are also offered by all of our competitors.
In our case, differentiation of product is not really an
option - it’s all about how we differentiate our service.
We introduced innovation to the core of our triangle
to encourage positive change that adds value to our
customers’ experience. We were first recognised
for innovation in 2012. At the time it was known as
BRW’s most innovative companies list, but over the
last couple of years it’s been know as the Australian
Financial Review 50 most innovative companies list.
We’ve been recognised in those rankings four times in
the past 5 years. It’s all about innovation that delivers
a better outcome for our customers and our suppliers.
You recently received the highest audit score
ever recorded by the Customer Service Institute
of Australia (CSIA), can you comment on the
Smartgroup approach to customer service?

T

he CSIA is the peak body for customer service in
Australia. We’ve been accredited with them since
2008, and when we initially gained accreditation,
we really saw it as a stamp of approval. The real
meaning comes from the feedback we get as a result
of the audit.
CSIA visit our office and they actually talk to
people, not to the management team, but they talk to
staff who are in customer facing roles to make sure
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that what we said in our submission is in fact what
we’re doing - that we are living by our principles. It’s
not only customer service staff they speak to (as in
people who are answering the phone and having a
direct conversation with the customer) CSIA also talk
to people in marketing who are communicating with
the customer, and the sales team who are educating
and signing people up for services. In the past three
years we’ve had the highest score issued in the history
of the CSIA. In 2015, 2016 and again 2017.
What is the benefit of outsourcing employee
remuneration and benefits administration?

I

f you’re offering a novated leasing program, it is
really hard to do in-house because of the intricacies
and number of providers that are necessary to put
a novated leasing program in place. For example: in
order to have an attractive cost-effective program, you
need to have access to a network of car dealerships to
source vehicles. You also need to have access to funding
or financiers in order to finance those vehicles. You
need a range of different insurance options, whether
it’s comprehensive or CTP insurance, and other more
specific insurances like redundancy insurance.

for out-of-pocket expenses for that vehicle can be
made through our app or mobile-friendly website.
They can also change their deductions for some of
their expenses online. We have fuel cards, which are a
critical part of the program, and people can order or
cancel these online. There’s a layer of technology that
employers don’t have.
There’s also the management. The financial and
the tax management should be outsourced so you’re
not taking on any potential liability or financial risk. If
you do it yourself and you have the wrong calculation,
you might end up with liabilities.
Most organisations don’t really have the time or
skills to carry out this whole function. They need an
outsourced provider to do it for them because to offer
novated leasing without a third party is practically
impossible. We’ve found some hospitals and not-forprofits who do manage salary packaging in-house and
outsource their novated leasing.
We’ve seen not-for-profits thinking “I want a
lower cost program, I don’t want to do the admin, I
want to partner with an organisation that can help me
increase the participation rates for better service and
better technology.” The benefits are significant.

When an employee’s package is built, they go
through the credit application process. Payments are
bundled into a monthly lump sum. Pre-tax and aftertax deductions on that vehicle need to be managed
and payments need to be made to the various suppliers
for the term of the lease. Then at the end of the lease,
employees often want to trade in or purchase their
vehicle outright.

Since establishment as Smartsalary Pty Limited
in 2001, Smartgroup has achieved business success
through their attention to customers, workforce and
technology, putting their efforts into serving their
loyal customer base. They are thoroughly engaged in
the improvement of their systems and services, and
welcome external scrutiny.

There’s a layer of technology that we offer in
terms of online calculators and models to help people
to understand how much money they can save. They
have the ability to apply for credit online and claims

The team at Smartgroup has done an excellent
job of demystifying the many services Smartgroup
offer, and you can find out more including how their
services can suit you or your business by visiting
www.smartgroup.com.au
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Make your budget
work harder and
keep your best
people engaged

Balancing employee rewards and your people budget
can be a challenge. At Smartgroup, we partner with
corporate and government organisations around
Australia to deliver cost-effective employee remuneration
and benefit services, while finding significant cost savings
through workforce modelling and asset optimisation.
Talk to us about how we can help you achieve
cost-effective, high-performing remuneration
and benefits for your organisation.

smartgroup.com.au | 1300 665 855

Novated Leasing
Salary Packaging
Payroll Solutions
Fleet Management
Employee Share Plans
Workforce Management

Maxxia On Plugging
The Gaps In Your Employee
Value Proposition

S

uccessful businesses know the importance of
investing in their employee value proposition
(EVP). Many have comprehensive performance
metrics and KPIs to measure and report on multiple
aspects of their EVP including benchmarks for
salary and incentives, training and development and
employee engagement and satisfaction. According to
Andrew Daly, Group Executive Customer Development
for Maxxia, your benefits program could be the
element that’s holding you back from creating that
perfect package to attract and retain talent.
Why do employee benefits still matter when
businesses have so many ways to
make staff feel valued?

I

t’s no secret that human capital is the most critical
asset for any organisation. Brands compete on
their customer service, innovation and R&D talent.
At the same time recruiting staff is time consuming
and expensive. So once you’ve found the right talent,
retaining that talent is a good investment.

To stay competitive organisations are making a
big commitment to getting the right staff on board
and keeping them - from defining and developing
workplace culture to career progression and training.

Employee benefits are just one of many elements that
can make or break that sense of value and engagement
we want staff to experience through their work.
Some of these benefits - such as the
superannuation guarantee - are mandatory, a box
to be checked as part of the on-boarding process.
Others, like health insurance, might be discretionary
but are often treated in much the same way. Perhaps
that’s why all benefits tend to be seen as standard
perks an employer is expected to offer rather than
something that can deliver substantial value to both
employees and the business.
So while “employee benefits program” might be
the words that make new staff glaze over during the
induction process, they can actually be very effective
in securing engagement from the outset. By providing
access to salary packaging benefits that enable savings
on a range of goods and services like owning a new
car, or the cost of living in a remote area for work, staff
can feel as if they’ve enjoyed an unexpected windfall.
And if they’re thinking about leaving in the future,
reliance on a range of salary packaging benefits for
cost-effective, tax efficient extras and essentials can
be an important reason for staying put.
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Maxxia On Plugging The Gaps In Your Employee Value Proposition

What can a best-in-class benefits package
contribute to the employee experience?

T

here are two main areas where employees can
reap the rewards of a really strong benefits
package. They give back to staff in terms of both
time and money saved and that’s why they can make
such a big difference to quality of life when you deliver
these benefits to a much higher standard.
With novated leasing of vehicles for example,
the immediate dollar value comes from savings in
tax which can be more or less substantial depending
on the marginal tax rate of the employee. But there’s
also a whole raft of further savings that come from
competitive pricing on purchase and insurance and
genuine value from a trusted network of service and
maintenance providers. So the financial savings are
there from the outset and for the life of the vehicle.
The less tangible, measurable value is in the
convenience, both immediate and ongoing of having
every aspect of managing your vehicle taken care of
by a third party. When one company were making
the call on whether to withdraw novated leasing from
their benefits package, we surveyed employees on
what they valued most about the offering. What we
found was how much importance they placed on not
having to be concerned with the hassle of securing
a vehicle, organising service and maintenance and
registration renewal. Most of all, they don’t need to
have the headspace or discipline to budget for these
large occasional expenses because they’re all included
in a regular pre-tax payment.

productivity and staff retention
As a provider of employee benefits, we’re
constantly finding that the same standards of scrutiny
just don’t apply to this segment of the whole employee
value proposition. The general measure of satisfaction
with an existing employee benefits program is that no
complaints are received and therefore it’s achieving a
desirable level of performance!
Unfortunately, this lack of negative feedback
usually signals a widespread lack of engagement
with and take-up of employee benefits. Given their
significant potential to provide value to employees
and drive their engagement, the absence of employee
benefits from the metrics dashboard is something
that’s important to address.
This is why we offer industry specific benchmarks
an employee benefits program should expect to
achieve. We find this to be a critical part of reaching
an absolute verdict on how a program performs, both
in terms of actual savings to each individual employee,
but also as a measure of overall value to the business.
When our benefits assessment process shines a light
on the comparative value a company is realising
from their own offering, it really changes the whole
conversation about how satisfied they are with what
they’re delivering.

Car ownership is likely to be in the top three
household expenses for many employees. If they also
own a home, paying off the mortgage takes perhaps
the greatest chunk of anyone’s wages. For one of our
clients with staff spread out across remote areas, we
investigated the potential savings for salary packaging
home loan payments. The average tax relief per staff
member was expected to put $4,000 each year back in
their pocket. When you present anyone with that kind
of incentive, it gives them a sense that their employer
is really looking after them by making something as
fundamental as housing more affordable.
When it comes to measuring performance, why are
employee benefits packages so often overlooked?

W

hen talent is scarce, it’s very important to
keep tabs on how likely your people are to
stay in their jobs. Investing a substantial
share of HR time and resources in monitoring the full
gamut of employee engagement metrics has become
the norm for businesses in the 21st century. Reporting
on performance against KPIs and benchmarks for
job satisfaction, career progression and alignment
with organisational values is considered a vital
early-warning system for potential problems with
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Maxxia designs programs
with measurable financial value

Maxxia On Plugging The Gaps In Your Employee Value Proposition

Employee benefits are just one of many elements that
can make or break that sense of value and engagement

What should a business be looking for in an
employee benefits package?

A

chieving or exceeding that benchmark can
be a major challenge in a number of ways.
Part of the formula that drives participation in
benefits programs is offering a broad range of perks
that suit the demographic composition and lifestyle
of employees. Setting up multiple benefits has often
been taken on by HR, who might engage a whole
range of sub-contractors, from the gym around the
corner to the fleet management company. When there
are problems, with staff complaints about car service
arrangements for example, or reconciling benefits and
liabilities when a member of staff leaves, no one wants
to accept the responsibility or financial fallout.
Outsourcing salary packaging transactions and
their associated risks to a single expert provider is just
one of the ways a business can counter the internal
perception of program delivery as being more trouble
than it’s worth. When payroll no longer see salary
packaging as a task that stretches the capability of
their current technology, then at least one of the
barriers to scaling up delivery of your employee
benefits program is taken care of.
Another significant advantage of getting
the experts involved is securing the capacity and
commitment it takes to get staff educated and
motivated about what’s in it for them. By segmenting
communication to different groups of staff according
to their age and lifestyle needs, an internal campaign
can use a whole range of channels - emails, posters,
face-to-face and online - to increase awareness and

participation. With this type of internal marketing
approach, companies can soon reach the point where
reaping the benefits of salary packaging is the rule
rather than the exception, and the savings for staff are
something worth broadcasting.
High standards and a consistent, professional
level of interaction with employees builds the
foundation for delivering intangible value that can
be the difference between success and failure in the
employee engagement stakes. Staff will feel both
cashed up and cared for if they’re given multiple
opportunities to interact positively with their benefit
provider - from reports and updates on what they’ve
saved to reassuring reminders that all ongoing
responsibilities for their vehicle, home or chosen
service are well in hand. It’s by providing peace of
mind in an uncertain world that businesses can be
seen as caring for employers in a way that has real
meaning for them.
Let’s not forget that peace of mind for all
company stakeholders relies on a stable financial
position. A Fringe Benefits Tax (FBT) shortfall, adding
up to as much as $600k for large corporates, can
become a big problem when not accounted for in
financial forecasts. By monitoring FBT liability that can
arise from employee benefits, a premium provider can
ensure there are no unpleasant surprises for balance
sheets and profit & loss outcomes.
To find out how your benefits program
performance measures up contact Andrew Daly
and his team on 03 9097 3361 today or visit
business.maxxia.com.au/performance
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FCM Travel Solutions
On Keeping Your Staff Safe
When They Travel

I

t’s quite surprising the number of organisations that
don’t have a full travel risk management plan and a
crisis response plan. Both are important components
in ensuring the safety and wellbeing of staff when they
are on the road.
Whilst catastrophic events, such as a terrorist
incident, natural disaster or an outbreak of Ebola may
grab the headlines, it’s the high-frequency and lowimpact events, such as a traffic incident or stomach
upset from contaminated food, that are most likely to
affect staff when travelling. This is why both ends of
the frequency-impact spectrum should be considered
when employers look at duty of care for their travellers.
Of course, emergencies do happen and knowing
where your team are at any one time is essential if there
is a local or transnational incident where immediate
follow-up is needed to establish if staff in the area are
safe. Appropriate actions can then be taken swiftly to
aid those affected. In the more likely event of a minor
incident, further stress and delays can be reduced by
employers ensuring their travellers know where to
seek help, using expertise from their TMC, insurer or
travel risk management provider.
Putting together an effective travel policy

T

he first step is to think about the risks impacting
your particular business and industry sector, and
what your organisation’s risk tolerance level is –
for example, an aid organisation is likely to have a high
travel risk tolerance because they are sending workers
into warzones or places where there may be civil
unrest, famine and disease. The risks these workers
face are likely to be very different from a banking

organisation sending staff to Singapore, New York,
London and Sydney.
Encouraging your staff to book travel via your
preferred TMC

W

hilst the benefits of protecting staff safety
and wellbeing are clear, employers need
to be proactive and even repetitive in
communicating what the travel risk policy is to staff
so that they are aware of the protocols in place and
why they are there. This should encourage traveller
compliance and hopefully reduce off-channel
bookings via travel websites that do not collate and
report on flight times, location of hotels and itineraries,
rendering employers ‘in the dark’ and less able to
respond promptly if an incident occurs.
Primarily, engagement should be sought
by communicating with staff about travel risk
management and what systems are in place to protect
their safety and wellbeing when they are travelling for
work. Employees feel supported by companies who
invest in their health and wellbeing. Ensuring that the
travel policy can be easily accessed, easily understood
by staff and that bookings can be made easily through
the preferred TMC will also help ensure compliance
and avoid bookings via other platforms.
In cases where a traveller has booked their
travel via other means, employers should enquire as
to why and seek feedback – is it a perception of cost
differential or are there delays getting through to the
travel management company’s consultants which
need to be addressed?

The Australian Business Executive - Q4 2017

17

FCM Travel Solutions On Keeping Your Staff Safe When They Travel

more mobile. A travel-risk platform and its technology
should be linked up to staffs’ mobile phones for ease
and accessibility on the go, enabling travellers to
report their exact location, rather than leaving their
employer to rely solely on itinerary data. However,
there are also challenges with mobile safety reporting
in that mobile networks can quickly go down if a major
incident occurs, so this should not be seen as a catchall solution on its own.

Ultimately, there has to be reasonable followup with non-compliant travellers, which should be
tangible and some organisations use gamification as
part of that. There’s nothing more incentivising than
a leadership table of strong performers within your
organisation showing loyalty to the travel policy,
where percentages of bookings made off-channel or
without pre-trip approvals, are made known. There is
an element of competitive spirit about this approach
which may appeal to your staff.

Something to think about

From travel risk policy to testing crisis response

O

nce a travel risk policy is in place, organisations
should consider how they will respond to a
variety of critical incidents and then test these
response plans. A crisis response plan needs to be
pro-actively and robustly tested on a regular basis to
ensure that it is fit for purpose – companies need to
answer questions such as ‘how do we work with our
chosen travel management company when an incident
occurs?’ and ‘how do we ensure there is 24 hour
coverage in our organisation?’ If something happens
in the middle of the night in your organisation’s time
zone with a traveller who is in another part of the
world – how are you going to respond to that?

U

Consideration also needs to be given to the pros
and cons of using smartphones as our world becomes

ltimately, the legal duty of care for staff whilst
they are working, whether they are on site or
on the road, lies with their employer. Whilst
implementing a robust and dynamic travel-risk policy
may seem daunting, travel management companies
like FCM Travel Solutions and risk providers like
iJET International are on-hand to offer support and
guidance to ensure successful implementation of this
policy.
Similarly, when the worst happens, a wellconstructed crisis response plan with the buy-in of
all necessary stakeholders, that has been rehearsed,
tested and socialised will go a long way to ensure that
an organisation is doing all it can to reasonably keep
their travellers safe.

Partner with travel
specialists who’ll
learn your business
inside and out.

It’s only through strong collaborations with our clients that the ability to deliver truly
customised travel programs emerges. With FCM Travel Solutions you’ll never experience a
‘one size fits all’ approach to managing your travel. Wherever you operate in the world you’ll
always receive personalised service and advice based on exceptional industry expertise that’s
always relevant to your unique business.
Visit fcmtravel.com.au or call 1300 557 854 to find out more.
Australian OpCo Pty Ltd (ABN 20 003 279 534) trading as FCM Travel Solutions. ATAS Accreditation No: A10412.
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Capsifi On Doing Business In
The Digital Economy

A

cross the globe, digital initiatives are enabling
new forms of doing business at lightning speed,
anytime and anywhere.

Digital
business
offers
profound
new
opportunities for personalised, contextual customer
interactions. This sort of transformation is not just
a technology shift; it requires entirely new thinking
about how you do business.
• 90% of large enterprises have digital business
initiatives underway 1
• CEOs expect digital to contribute approximately
40% of their revenue by 2019 2
• 44% of CEO’s believe their current business models
will be completely disrupted within the next 2 years 3
• 73% of business and IT executives surveyed said
the biggest challenge to their digital transformation
efforts is execution 4
It’s well acknowledged that executing a digital
transformation can be complex, expensive, involve a
significant exposure to risk and can often fail. A key
reason for failure is that the blueprints for how the
business runs, are generally fragmented, imprecise and

ambiguous. Where it exists, business documentation
from previous projects is mostly inconsistent, out-ofdate and rarely reusable.
Where does your business model live today?

M

ost businesses do not have a tangible business
model that explains how they operate. The only
detailed explanation for how everything works,
is typically buried inaccessibly in aging enterprise
systems.
All technology platforms inevitably succumb to
the tyranny of legacy, becoming inhibitors rather than
enablers of business agility.
Capsifi business models – precisely explain the
semantics of what you do from strategy through to
execution

C

apsifi provides an intelligent, cloud-based
platform that generates semantic models
explaining precisely what a business does
from your business strategies all the way through
to execution. This integrated knowledge-base aligns
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information, people, processes and business logic to
provide a single, consistent, expression of the business
operation.
Like the language we speak, a Capsifi model
establishes the vocabulary and grammar of the
business; defining business concepts and articulating
business capabilities. The result is a dynamic and
integrated view of your enterprise that not only
accurately explains the “as-is” situation of today but
also where you are planning “to-be”.
Capsifi has been described as “CAD/CAM for
business”. Just as an engineer would develop detailed
digital models that precisely explain the designs for a
building before it is constructed, Capsifi helps business
architects design precise models of a business before
it is automated.
Capsifi business models - a core strategic asset that
insulates you from ongoing technology disruption

A

Capsifi business model is a core strategic asset
that encapsulates the business model and
protects that knowledge to support ongoing
adaptation to change.
Technology is not an enduring asset; your true
strategic asset is the business model. An intelligent
business model allows you to rapidly assimilate and
embrace innovation, insulating your business from
disruption and minimizing the impact of ongoing
technology advances. This allows you to focus on
your core business; the things that you do, not the
technologies you need to do them.
With the pace of technology innovation, it’s
not about transforming the business, but building
the capacity to continuously transform. The value
of a Capsifi intelligent business model endures way
beyond the life of a single program into a dynamically
evolving explanation of how the business operates.

Capsifi future-proofs your business with an
enduring, incrementally evolving knowledge-base
that helps you adapt and keep pace with the constant
pace of technology innovation.
Capsifi business models - accelerate business
transformation

C

apsifi completely inverts existing paradigms
for developing technology solutions - placing
business first.

As an integrated explanation of the future state
operating model in a dynamic consolidated platform,
a Capsifi business model is the single source-of-truth
guiding and de-risking the transformation journey
with integrated knowledge that is entered in one
place, once, consistently explaining all aspects of the
program.
Returns on investment accrue exponentially
with each subsequent piece of knowledge captured.
Each new project reuses and builds incrementally on
previous projects without ambiguity. All changes to
the model are dynamic and instantly ripple throughout
the platform.
Capsifi business models helps customers to:
• Dynamically explain how everything works – never
analyze the same thing twice!
• Reduce waste, eliminate duplication, maximize reuse
of business knowledge
• Gain insights into business bottlenecks and
inefficiencies
• Eliminate layers of development effort.
• Rapidly transition legacy business transactions onto
digital platforms
• Dramatically reduce the cost of technology
deployments
With Capsifi everything is consistent, everything is
connected, everything is aligned.

Capsifi Transforming Business
• ServiceNSW. Reduced the time to digitize an average customer interaction from around
160 man-days to 6 man-days
• City of Parramatta. Reduced the complexity of establishing a new bar or café from 48
forms across 8 agencies to a 1 personalized interaction. Average application processing
time reduced from 18 months to 3 months
• Federal regulatory agency. Through better articulating the business requirements,
Capsifi reduced the cost of a CRM implementation by 30%, enabling a financially
unviable project to proceed.
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How are you managing your
digital transformation?

Capsifi has a cloud-based modeling platform for managing a
business transformation from strategy through execution,
that provides you with:
A consolidated target operating model that explains everything you plan
to achieve
A transformation roadmap that communicates the plan and guides your
team through the journey
A comprehensive digital blueprint that accelerates and de-risks the
change initiative

With Capsifi, everything is consistent, everything is connected,
everything is aligned.
Test drive now at capsifi.com
SYDNEY • MELBOURNE • CANBERRA • CHICAGO • STOCKHOLM

CQR On The Importance
Of Certification
In An Increasingly
Interconnected World

W

hen they were first invented as business
structures, companies tended to operate
as stand-alone entities. Each would carry
out all the activities required to create the goods or
services provided to their customers.
During the 1980s, this situation started to
change. The concept of ‘outsourcing’ became popular
and companies began to offload elements of their
operations to external parties. The rationale was
that they could do it faster, better and more cost
effectively while the company itself focused on its
core competency.
As a result, organisations found they no longer
operated in isolation but instead had a web of links
to other companies. These links became vital for their
ongoing operation and growth. Any disruption in one
area could have rapid and significant flow-on effects
in others.

Unfortunately, there is currently no legal
requirement for such certification. Indeed, anyone
can hang out a shingle and call themselves a cyber
security expert. There are companies offering security
services without any qualifications or certifications at
all, and this should be a very real concern for anyone
making use of their services.
Before establishing links with any external party,
a company should carefully review its certifications
and ensure they are operating efficiently, effectively
and securely. A failure to do this could result in
business disruption and loss.
Inter-company trust has never been more
important and it has now become the bedrock of the
modern economy. That bedrock needs to be hardened
with proper certifications.

The importance of trust

A

s this outsourcing trend grew, the importance
of inter-company trust came to the fore.
Companies realised they needed to be able to
trust their chosen third parties to carry out functions
professionally and securely.
This was particularly the case when it came to
outsourcing the IT function. A company needed to
be sure the selected third party had the qualifications
and knowledge required to ensure systems were
maintained and secure at all times.
Today, this subject of trust is particularly acute
when a company opts to make use of a cloud service
provider. The company must be confident the provider
has in place the necessary systems and processes to
ensure the service is reliable and resilient to cyber
attacks.
Certification is key

O

CQR ENSURES
YOUR BUSINESS,
PEOPLE, INFORMATION
AND TECHNOLOGY
ARE PROTECTED
AND EMPOWERED.

TM

ISO
22301
CERTIFICATION

ne of the most effective ways of creating
trust between companies is through the use
of certifications. A potential provider must be
able to demonstrate that they have been reviewed by
an independent party and found to be operating in
accordance with industry best practices.
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INDEPENDENT
CYBER SECURITY
SPECIALISTS

Information
Security
ISO 27001

PCI
Security
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Burbank
Group of Companies
Building Success

F

ormed of a host of subsidiary companies that
cover the full spectrum of building industry
services, including the award winning Burbank
Homes, the Burbank Group of Companies is
reimagining the format of a home and property group.
The group’s Managing Director, Jarrod Sanfilippo, talks
about the diversification that interlinks the companies
and the continuing expansion that has seen the group
continue to go from strength to strength.

All in the Family

“I

t was a business started by my father,” Mr
Sanfilippo says. “Everything we do is linked
through to property or built form assets, in one
way or another.”
The group consists of companies that deal with
the land needed for building, trade firms that help

build properties, storage firms helping people store
items when work is underway and a finance business
that helps customers pay for their homes.
“My father was an accountant, and his stepbrother was an electrician. Obviously, the major two
sides of building are the sales, marketing, accounting
side of the business, and then there’s the trade,
supplier base. So, together they formed Burbank
Homes, to start with.”
This first company, a firm that has since grown
to become one of Australia’s leading builders, began
as a modest weekend project. Years of hard work
helped it develop in size and stature, and from there
the Burbank Group of Companies grew with it.
“They ended up deciding to make it a business,”
Mr Sanfilippo explains. “It started from just one display
home in the nearby suburbs to their home, and it’s
now grown to spread right across Victoria.”
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The Burbank Group of Companies is
reimagining the format of a home
and property group

Mr Sanfilippo’s uncle left the business nearly a
decade ago.

within the group stand alone, and not rely solely on
another part of the group for trade.

Burbank Homes started a slow but steady
migration across the country, and has since moved
into New South Wales and South Australia over the
last five years.

A key part of the group is National Pacific
Finance, a privately-owned company that acts as a
brokering service for the group’s customers to buy
Burbank homes, as well as anything else they might
want to finance.

Mr Sanfilippo and his father spent some time
running the company together, with the former
concentrating on developing the group into other
states in Australia, while the latter focused on the
group’s land development company.
“That allowed us to both grow together,” Mr
Sanfilippo says, “having a separate focus but also
interlinked, because obviously working as father-son,
but also the two crucial parts of the group.”
With the intention of not only helping grow
Burbank Homes, but also of creating a business that
could develop in its own right, the company started
selling land off to other builders and customers. This
developed into offering a full service in property
development.
“The two trades required for certificates in
the building process are plumbing and electrical. So,
to control that process and to understand it, it was
decided to start plumbing and electrical businesses
which now carry out all of our work, plus have their
own clientele outside of Burbank Homes.”
As well as undertaking all work for the group,
these companies are mandated to work outside of the
company structure. It is important that all businesses
24

“We created National Pacific Finance to not
only help customers obtain loans,” Mr Sanfilippo
continues, “but also provide us with the avenue to be
able to understand more about our customers. And,
the group just continued to grow organically.”
The size and diversity of the group has meant
it has been able to acquire many smaller companies
over the years, and is now made up of a long list of
firms working across several different industries.
“The Burbank Group is our parent brand, which
has all the other companies underneath. So it includes
Storage Box, National Pacific Properties, Dynamic
Technology Solutions, Vault Plumbing, National Pacific
Finance, Beacon Building Services, Digital Minds
Software Solutions, Urbanedge Homes and Eight
Homes—all those companies which are in the group,
but we also have Burbank Homes.”
The group itself is made up of eleven companies,
one of which is Burbank, which is further split into
several smaller companies that work across the
different territories and the three different areas of the
building process.
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National Footprint

F

ollowing the passing of his father last year,
Mr Sanfilippo has now taken over the reins
of the business. In the past half-decade, the
transformation from Victoria-based company to one
of national renown has been quite astounding.
“It was really off the back of a very strong
business in Victoria,” he explains. “Expanding into
Queensland first, we’ve always done it slowly but
carefully. We grew naturally, not just going out and
expanding at a big rate. It was just one step at a time
really.”
The solid base of Burbank Homes and National
Pacific Properties, the two major Victoria-based firms,
helped the group significantly. It was able to lean on
these resources from a corporate perspective, while
simultaneously expanding with General Managers in
each state.
“Each state start-up was all going very differently.
Queensland started by myself going up and searching
for office space and display locations, and then starting
the construction off that and recruiting someone to be
on the ground for me.”
The start-up in South Australia came out of the
purchase of Japanese home builder Sekisui House,
owners of residential developers AVJennings. As a
result, Sekisui House decided to pull out of contract
housing in NSW, which likewise left an opening for
Burbank to move into.
“There was an instant team, an instant book of
work and a process in place already. So NSW and SA
were closely linked in terms of us taking over another
business that was already operating.”
The size of the operation moving into South
Australia worked as a perfect small-size test case,
allowing the group to work out its management
methods and carry them over on a larger scale into
the business in New South Wales.
But although this kind of acquisition was
beneficial for effecting a quick and smooth start-up in
these regions, it did not come without challenges of its
own, most specifically the lack of brand awareness in
new territories.
“At first,” Mr Sanfilippo says, “nobody knew us,
and a lot of the challenge was, when they opened
the doors in Queensland, or NSW, or SA, the reaction
often was ‘who’s Burbank’? The name was not known
or trusted, so there was a lot of work to educate the
customers.”
This meant the group had to invest a lot of time
in ensuring potential customers in new territories
understood the history and values of the brand, to
send the message that it wasn’t just an inexperienced
start-up.

“Off the back of us expanding interstate, a lot
of the way we market is how we have been building
for thirty years. The fact that we have that stability of
history and growth and also have the group structure
behind us which we can all lean on, helps us grow.”
Other USPs for the group include the offer of an
extended warranty on its homes, which other places
do not provide. Burbank homes are guaranteed for
fifteen months rather than the industry standard of
three months.
“That’s our point of difference,” Mr Sanfilippo
says, “is fixed costs, so there’s no surprises. We’ll lock
that total price in with no more variation. We also offer
fifteen months’ structural guarantee and we’ve been
building for nearly thirty-five years.”
In addition, the company is one of very few able
to offer experience and knowledge in the three key
areas of residential construction, these being detached
homes, townhouse developments and apartment
buildings.
Mr Sanfilippo can’t name another organisation
in the country that offers all three of these areas of
expertise, and therefore cites this as being the group’s
biggest selling point. But the group’s diversification
also has a big effect on how it gains custom.
“When you become a player in a certain industry,
you understand that industry well enough, and there
are a lot of trends and information that you learn, so
you can put those together and paint a more solid
picture on how to strategize each company moving
forward.”
Owning a finance business, for example, allows
the group to see what is happening with banks and
at the financial level, and to use this information to
influence things happening at the level of the build.
The same can be said for other parts of the group.
“We can see what’s happening in land, when
land’s coming up, what the strategies are with
government proposals or regulations, how fast things
are selling, pricing intel, and how that links in with
building a residential dwelling.”
By following and recognising trends over time,
the group can see how they correlate and use the
information to better inform every part of its business,
to make the business smarter, both collectively and at
the individual level.
“For example, if sales start to slow down in land,
it follows about 6-12 months later in the building arm,
because they need the land first and then they need to
start building on it. Things like that we need to monitor
and be more aware of.”
This gives the group a significant advantage
over its competitors, as it can often put Burbank
significantly further ahead in a building process than
those who don’t have such close ties to other areas of
the industry.
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A key part of the group is National Pacific Finance,
a privately-owned company that acts as a
brokering service for the group’s customers

Key Milestones

“T

o grow across the Eastern Seaboard over five
years has taken a lot of focus and time and
strategy from the management group, so
that’s definitely a key milestone. Queensland was five
years ago, SA was two and a half and NSW was one
year ago.”
Within this time, the group is proud to have
become a shareholder in Urbanedge Homes, a highend architectural firm in Victoria with over a decade of
experience building premium service and luxury new
homes.
“All of our expansion meant we are one of
Australia’s top ten home-dwelling construction
businesses,” Mr Sanfilippo explains, “which was
[another] big milestone for us.”
Another of the group’s key achievements comes
in the form of software development company Digital
Minds Solutions, a company started and operated in
India, and created for a very specific role in the day-today running of the group.
“Digital Minds was created because for all group
subsidiaries to efficiently linked in with each other,
our IT-based requirements are high. Digital Minds
26

is responsible for all of our software development
within the group, helping us streamline our digital
environment and improve efficiencies.”
Because of the high volume of digital expertise
available in India, the group came up with the idea
of developing and building a company capable of
handling all the group’s IT requirements, rather than
outsourcing to a firm in the same area.
“Whether that’s support, whether that’s website
creation, whether that’s computer-generated imagery.
For example, if we’re to build an apartment building
or townhouses, they create the renders of lifelike
computerised images for our marketing material.”
All of these extras help the group get ahead in an
industry that, like all others, experiences several issues
that need to be overcome by those working within it.
Mr Sanfilippo believes most of these issues are arising
from the problem of housing affordability.
“The prices are rising massively across the
industry, from the price of land through to the homes.
So, overall a house and land package, or land and
dwelling that they’re buying separately, are costing
more and more.”
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Burbank Group of Companies

Burbank Homes started a slow but steady migration across
the country, and has since moved into New South Wales
and South Australia over the last five years

Much of this rising cost is fuelled by the strength
of the economy, although in the last two years there
has been a significant increase in the number of
active building sites across the industry, putting huge
pressure on the trades needed to keep the industry
moving.

the time you go to build it.”

“Whether that be drafting, estimating, or whether
that be bricklayers or carpenters, there is really a need
for greater training in that space, because all builders
are short on trades that can meet the demand. Supply
and demand is becoming very critical.”

In the long term, the group intends to bring
land and development projects into the other states,
moving across the other companies in the group to
replicate the model that has been so successful in
Victoria.

Another issue in Victoria is related to the costs
of building and the amount of time it takes for a
project to get started. When a home is sold now, on
many occasions the land cannot be titled for another
12-18 months.

“Our goal is really to replicate the Group
businesses we have in Victoria into the other states,”
Mr Sanfilippo concludes, discussing the group’s future
plans.

“If we sell a home today, it doesn’t get to site on
average for 10-12 months. So you’re selling at today’s
price, but the price rises that happen with trades and
regulation changes—it really squeezes your margin by

Mr Sanfilippo admits this is a huge challenge
for the industry in general, with single firms unable to
control the timings from sale to the start of building,
meaning many of them are looking for regulations to
change for protection.

“We do have our Dynamic Technology Solutions,
Vault Plumbing and Beacon Building Services in some
states other than Victoria,” he continues. “But over
time, we want to expand to have a whole Burbank
Group presence in other states.”
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LBT Innovations
Expansion and development
in artificial intelligence platforms

B

rent Barnes is the CEO of LBT innovations, an
artificial intelligence company which has made
its mark as a designer of ground breaking
advanced automated technologies for microbiology
laboratories.
Brent Barnes’ career in technology began at
the Sydney-based global headquarters of Cochlear,
tasked with moving the company’s paper-based
configuration and document management processes
to an electronic-based system over a period of
two and a half years. His time in Sydney led to an
opportunity to relocate to the North American head
office of Cochlear in Denver, Colorado. His list of
diverse responsibilities moved to include running
technical service operations and logistic functions,
start a manufacturing subsidiary and also run sales.
“A company like Cochlear exposed me to an
extensive range of skills and opportunities, not only
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from an internal product development perspective, but
also from a field and operations-based perspective, in
being responsible for revenue and having access to
live in certain countries,” Mr Barnes says.
After four years in the US, Mr Barnes moved
back to Australia in 2011, remaining with Cochlear, he
took on a role as the Director Asia Growth Markets
and Operations in Asia-Pacific. His main role was to
expand into new markets and grow sales and revenue
growth in a diverse range of countries predominately
in South East Asia as well as Pakistan and Sri Lanka.
“It’s really interesting looking at the different
markets that exist in Asia, I had a really varied range
of responsibilities which included going to countries
such as Myanmar, which required establishing medical
disciplines such as Audiology that didn’t exist, yet was
required to market and sell cochlear implants into the
country.”
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LBT Innovations

As his skills strengthened and diversified, Mr
Barnes was headhunted to become the CEO of
LBT Innovations. The company was moving into a
transitional phase toward commercialisation on a global
scale. Knowing Mr Barnes would have the necessary
skills and experience to not only help market their
newest product, APAS, to global markets, however
also establish a company strategy for future growth.
“It’s important to have someone with some
background who understands the regulatory
environment and the quality processes required for
product development. More importantly, I had the
experience with global markets and ability to navigate
the sales process and commercialisation of distributors
and direct sales teams. It also helped being successful
in revenue generation.” Mr Barnes says.
LBT Innovations

L

BT Innovations are an artificial intelligence
company distinct in their field for having
technology which is patent protected and FDA
cleared. They made their first impression in 2009 with
an invention which would later become MicroStreak,
a technology for automated culture-plate streaking
and inoculation which obtained the largest share in its
market within just five years of global sales.
“During the past 11 years, we have brought
two products to the market. The first is automating
the inoculation in the streaking of the specimen on
agar plates. Rather than a human needing to put
the specimen onto an agar plate, we developed an
instrument that did it automatically, and provided
some automation with respect to that first step. That
product was launched in 2009 and resolved between
2009 and 2015.” Mr Barnes says.
In parallel with their first product, LBT began work
on the Automated Plate Assessment System, known
by its acronym, APAS. APAS is an artificial intelligence
technology that reads and interprets colony growth on

an agar plate following incubation. “After incubation,
the agar plate comes out. Rather than a scientist or a
microbiologist needing to handle it, we’ve developed
the technology that is able to automate that process.”
“The technology itself is quite unique, we have
developed a portfolio of patents where we have
global coverage on our core technology. We have
some patents around the imaging apparatus that are
unique to our own technology, and we have used
artificial intelligence specifically to train our algorithms
to interpret the colony growth on the agar plate. We
have entered into a 50/50 joint venture and created the
company Clever Culture Systems (CCS) who are the
legal manufacturer of APAS products and responsible
for bringing the product to market globally.”
The superiority of their technology was
demonstrated in a recent FDA clearance announcement
on October 10th of 2016 following a clinical trial
consisting of 10,000 patients. 7,500 patients from
the US and 2,500 patients from Australia took part
in the global multi-centre study. The clinical trial and
data were submitted to the FDA in December 2015
and the clearance was obtained to approve a “de
novo” submission. “The ‘de novo’ necessarily indicated
that there is no predicate device or no other similar
technology that has received clearance for its intended
application and use within the United States. Receiving
that clearance in October last year was a really
significant milestone.”
“The market, both from a capitalisation share
price perspective and also from a microbiology
perspective really saw this as a validation to the clients
that it absolutely works. We worked collaboratively
across a ten month period, and having gone through
that process satisfied the FDA that the achievement of
the output of the technology was successful.”
The FDA clearance was a great milestone for
LBT Innovations, but the company was still twelve
months away from having a product available for sales.
The span between the FDA announcement and their
marketable product caused major fluctuations in their
stock value, and Mr Barnes described their stock market
fluctuations as a “double-edged sword,” as their share
price spiked significantly over a short period, signalling
day trading, and created uncertainty in the investor’s
minds as to what the company was doing.
“The positive part around all of this is that
we ended up more than doubling the value of the
company.” Mr Barnes says, noting that, since the FDA
clearance, the company’s market cap peaked at ~$100
million, although has stabilised over the subsequent 12
months into “normal levels” of around $40 million.

LBT Innovations are an artificial
intelligence company

The first APAS to go into a laboratory was in St.
Vincent’s Hospital in Melbourne, “This is the first APAS
Independence instrument in a laboratory for clinical

The Australian Business Executive - Q4 2017

29

LBT Innovations

evaluation. Over the last 12 months we’ve been running
an accelerated engineering schedule where we’ve
had an instrument at trade shows which has been
working, but it’s been a demonstration instrument at
trade shows in an exhibition centre. St Vincent’s is the
first time that the instrument has been installed into a
laboratory, and they have successfully completed an
independent evaluation of their APAS Independence
instrument. The evaluation being the first in situ
installation of the instrument globally.”
“Placement in St Vincent’s Hospital, a highly
regarded centre of excellence, enabled the evaluation
of the instrument’s performance within a diagnostic
pathology laboratory in an end user style setting with
pathology scientists using the APAS Independence
instrument over a six- week period.” Mr Barnes says,
“The evaluation included over 3000 urine samples
which were automatically read and interpreted, and
the instrument was successful in triaging the negative
plates, allowing microbiologists to focus on positive
plates only. The APAS Independence will deliver
efficiency savings in the reading and interpretation of
urine cultures because all of the negative plates are
removed from the workflow, allowing skilled scientific
staff to focus on positive samples. In addition, the
APAS Independence facilitated significant upstream
efficiencies in specimen processing, which we did not
expect.”
“The evaluation, provides further validation that
the foundational technology works, and the instrument
does deliver efficiencies in a laboratory.”
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Expanding their technologies

L

BT Innovations have established their technologies
in microbiology, but Mr Barnes and the company
do not intend to limit themselves to a singular
field. Looking out toward humans and human blood
samples as well as applications in agriculture, the
company is working to extend the training of their
algorithms into other specimen types. “We’ve done
the work with respect to the algorithms for urine, but
there are other specimen types that we will still need
to train to further expand its clinical use. So, blood,
MRSA, sputum, wounds, swabs are all examples of
specimens that we will need to further develop as
part of our portfolio of what we call analysis modules,
which we can provide to the market.”
“When joint venture company CCS release this
instrument next year for sales, we expect to cover the
majority of specimens and the majority of volumes.
We want to make sure that we’re covering around 60 70% of all specimens that go through this culture plate
workflow. We’ll then look to further expand the other
specimen types.”
Another upcoming groundbreaking technology
in its prototype stage is in woundview. The technology
implements LBT’s FDA cleared artificial intelligence
platform to look at chronic wounds and automatically
calculate the surface area of the wound using a 3D
camera alongside algorithms which identify tissue
constituents and tissue types on the wound. “The
focus is within the clinical microbiology segment,
however woundview demonstrates that our platform
technology can be applied more broadly.” Mr Barnes
Says.
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Commercialising APAS

“A

microbiologist will typically do between 40 to
60 reads per hour. The APAS Independence
will be able to process 200 plates per
hour. That’s at least three times faster than a human.
This efficiency gain for the lab allows the scientists
or microbiologists to focus on all the value-added
activities that you really need them to be working on.”

“Globally there are around 27,000 pathology
labs, however, based on market segmentation the
addressable market size for labs to purchase an
instrument is around 13,000 labs.” Says Mr Barnes,
“Our return on investment calculations indicate the
payback on a lab processing 400 plates per day is a
little over three years. So we are focusing on those labs
who process more than 400 plates per day. When labs
get up to 800 plates per day, the return on investment
is between one and a half and two years based on
primarily headcount savings alone.”
As these technologies make their way to the
market, LBT have stated that the product would be
available worldwide through international distributors.
“Our joint venture company CCS plan on selling the
instrument through distributors in the global market.
LBT has been appointed the distributor for the
Australian market, and the Australian market is very
representative of other global markets. Going direct
here makes a lot of sense.”
Clever Culture Systems have made plans to
develop comprehensive training tools which will train
distributors based on customer feedback.
“We expect Europe to be in the first half of next
year, and the US to be in the second half of the next
calendar year, 2018. We expect to commence our first
European centre of excellence evaluation, similar to
what was done at St Vincent’s in the first quarter of
2018 calendar year.”
APAS Independence will be available in Australian
markets by January 2018, following the St. Vincent’s
evaluation. LBT Innovations is actively talking to other
labs in the region in order to line up the next location
to receive the instrument from the beginning of next
year. Their product will be sold at a one-off cost of
USD$300,000 and an annual software licence (SAAS)
fee of around USD$30,000.
Mr Barnes intends to expand the capabilities
and applications of LBT’s platform technology through
opportunities to partner, merge and acquire other
companies. Amongst these opportunities is their
partnership with Chinese company Autobio, “We’ve
been working with this company in China called
Autobio, they have a market cap of around $4 billion

Mr Barnes intends to expand the
capabilities and applications of
LBT’s platform technology

and are listed on the Shanghai Stock Exchange. They
are the largest culture plate manufacturer in China
and they operate within the microbiology space.” Mr
Barnes said, “We have transferred the patents of our
founding technology, MicroStreak, over to them, and
they will look to redevelop the instrument and bring
it to market in China. They have taken a $2 million
strategic placement in LBT to own around 4% of the
company. Having a technology partner sitting on our
share registry as a top shareholder is really positive
and there is absolutely opportunity where we can
cooperate and co-develop products.”
Mr Barnes’ effect and vision as CEO of LBT
Innovations is to handle both the expansion of their
company into world markets and development of their
products in tandem. In his time as CEO he has focused
on how he can bring the broad skills and understandings
he has developed throughout his career into the new
field of artificial intelligence. His role as the CEO is
now to create an inflection point which builds on their
past success and looks to build new opportunities for
their groundbreaking APAS technology across global
markets.
“What we are doing to scale up the company
is really focused around building core capability
and expanding the application of our platform AI
technology, which builds on what we’ve achieved
over the last 11 years. We’re also looking to really
develop this platform technology, and that is through
the employment of new resources to transition
to insource capability rather than outsource to
expensive engineering companies. I’ve built some real
bench-strength in our organisation over the past 15
months and we are bringing science and technology
together.”
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Oxmar Properties
Building Relationships

Q

ueensland-based property developer Oxmar
Properties is committed to developing land into
attractive and well-planned residential estates,
with allotments for family living available at reasonable
prices. The company boasts nearly three decades of
experience as a property developer, striving to find
Queensland landscapes that will offer dream lifestyles.
Company Director, Phil Murphy, is the driving force
behind the business, and spoke to The Australian
Business Executive about what the company means
to him.
Starting Out

“I

was a jockey as a kid going through school,” Mr
Murphy says, “[in order] to get enough money to
do law at university. I actually rode 100 winners
before I turned 17, most of them in the bush. I had my
first ride in a race when I was 13.”
After suffering an accident in a track gallop, Mr
Murphy damaged his spine and was in a plaster cast
for five months. Because of this, he only passed three
subjects during his senior, and never got the chance to
do law. This meant he had to work even harder to earn
a living.
“At 21 I had five jobs. I was at BCC, Brisbane City
Council, as a clerk. I was working selling furniture on a
Saturday morning, I was riding horses trackwork. I was
training two race horses [and] I was pouring beer at
the Hamilton pub four nights a week.”
32

Mr Murphy’s strong work ethic hasn’t diminished
over time, and there is little doubt he is fiercely
dedicated to his job. This is made all the more
impressive by his admission that at a very young age
he experienced significant financial troubles.
“Years and years ago I started bookmaking as
well, and then I started punting. I went through a quarter
of a million dollars in six months in 1977, and I had to
declare myself bankrupt. I came out of bankruptcy and
had to plead to get a job as a car salesman.”
As a condition of getting this job, Mr Murphy
promised that he would work for free for a month,
in the hope of beating the sales record of 20 cars.
He achieved this by working every night and every
weekend for a month, and as a result was given the
job full time.
Mr Murphy insists that only this kind of hard
work can produce success, and that nothing in life just
falls into your lap. He went on to spend several years
working in auto sales, before deciding it was time to
change direction.
“I had a Toyota/Mercedes Benz dealership in
Bundaberg, sold it and came back to Brisbane. My
brothers had been developing land and I thought that
was a good way to go. I wasn’t certain what I was going
to do, so I thought I’d have a crack at developing land.”
Over the following years, Mr Murphy singlehandedly contacted more than 2,000 land owners
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Oxmar Properties

within 15km of the Brisbane GPO, sending letters,
knocking on doors and making phone calls in order to
pursue his new venture.
“I finished up acquiring a site at Cashmere,
which was my first big development. It was 115 acreage
lots, half with town water. I also acquired a site at
Wellington Point, which was less than 30 lots. Most of
them had views of Stradbroke Island and were close to
the ocean.”
In following this new career path, Mr Murphy
attended an auction one day where he ran into an
old friend, Peter Bettson. Mr Murphy had purchased
vehicles previously from Mr Bettson’s firm, Brisbane
Motor Auctions.
“I hadn’t seen him for a couple of years,” he
says. “As a business relationship, it was a friendly
relationship. We got talking over the next few months,
and eventually he said: ‘can you show me some of the
stuff you’re doing?’”
Over the coming months, the two men drove
around viewing properties that Mr Murphy had
been working on, having already had meetings with
surveyors, engineers, councils and consultants, getting
a feel for whether the properties would be suitable for
development.
“The shotgun approach that I had in contacting
so many people led me to some properties that had
various impediments that could not be overcome

through an approval process, such as lots of trees and
wrong zonings.”
As time went by, Mr Murphy identified the
properties that he felt had value, weeding out those
with too many issues. By taking these properties
to consultants and speaking with councils, he was
learning the ropes of his new career.
“Peter Bettson spent lots of time driving around
with me. In a matter of months, we became close
friends. He sold Brisbane Motor Auctions and we
realised that each of us could stand on our own two
feet. One day he said to me, out of the blue: ‘do you
want a partner?’”
Mr Murphy accepted straight away, and the
partnership was sealed with a handshake. After some
discussion, the company name was decided upon,
a combination of the two streets the men lived on:
Oxlade Drive and Marlene Street. Oxmar Properties
was born.
“In that time we had built up about ten projects
together, that we’d bought in two names. We never had
a partnership agreement signed, we never had a joint
venture agreement signed. We never had anything at
all that represented any legal obligations.”
When Mr Bettson took the decision to leave the
company for personal reasons, the two men agreed
upon an amicable split of their assets and went their
separate ways. Mr Murphy tells of how they have
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• Bulk earthworks
• Landscaping
• Environmental remediation
works

Oxmar Properties

remained the very best and dearest of friends, catching
up weekly.
“Since that time,” Mr Murphy says, “Oxmar
has grown bigger and bigger. So much so that I’ve
probably got more than 25 land projects, some with
townhouses, ready for sale now, and currently at the
moment we’ve got eight projects live, selling land.”
Queensland Lifestyle

M

r Murphy is perfectly aware of the benefits
people experience by locating to Queensland,
particularly South East Queensland. He is a
genuine advocate of the area, describing it as offering
a wonderful lifestyle and true value to its inhabitants.
“There’s a buzz in Queensland that won’t die,”
he says. “The culture is a spirit that the State of Origin
[rugby league] team shows year in, year out. That’s
the lifestyle of Queensland through and through.
Determination and persistence to achieve and get
positive results.”
Mr Murphy takes this spirit with him into his
business, describing his office and his team as being
like his home and family. He has always been of the
opinion that you are only as good as the people you
surround yourself with.

It all comes together...
everytime

“No one human being can be what they are,
when they’re successful, without surrounding himself
or herself with good people, particularly having a
loving family.”
He goes on to make a particular note of his
wonderful wife Diane who has been by his side since
1978 while adding “at the moment there’s an election
coming up, and some are promoting family. I think
that’s what Queensland is. I believe Queensland is
family.”
Oxmar is also in the habit of forming long term
relationships with the people involved in the company,
both staff and consultants. Some of the team have been
on board for 20 years or more, and Mr Murphy greatly
values this sincerity and longevity of commitment.
“We believe we’ve got wonderful consultants
around us,” he says. “Such as engineers, surveyors,
planners, landscape architects, contractors. We’ve
managed to stick solid with a lot of those people from
day one.”
Oxmar Properties is currently selling blocks of
land in several projects across Queensland, including
1,200 lots at Narangba Heights, Narangba, about 500
lots at Griffin Crest, Griffin, and 200 lots at Bridgeman
Hilltop, Bridgeman Downs. All three land estates have
sales teams on site.

PROUD TO BE A
FAMILY OWNED AND OPERATED
EARTHMOVING AND QUARRYING BUSINESS
SERVING SOUTHEAST QUEENSLAND
SINCE 1968

Delivering high quality landscape construction services statewide.
We service all levels of government, along with Queensland’s
major land and housing development companies

CALL 07 54281 699
Call 1300 13 13 53
www.tlcc.net.au | mail@tlcc.net.au

alzino.net.au
lauren@alzino.com.au
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Oxmar Properties is currently selling blocks of land in
several projects across Queensland, including Narangba
Heights, Narangba, lots at Griffin Crest, Griffin, and lots at
Bridgeman Hilltop, Bridgeman Downs

“My son has been with me for twenty years, he
manages Griffin Crest, plus Murrumba Castle, which is
at Murrumba Downs. The Narangba Heights estate is
managed by Cam Haag, who also has been with me
on and off for about twenty years.”
In addition, Oxmar Properties has on the books
a seaside development at Burrum Heads, called On
the Beach, a 1km beach frontage estate which consists
in total of over 700 lots and 170 villas.
“Bridgeman Hilltop is a couple of hundred lots.
It’s the seventh development I’ve done in Bridgeman
Downs. I’ve lived in that suburb for more than 15 years,
and my office is at nearby Aspley. I work five minutes
from home, and ten minutes from most of my estates.”
Another property, the Samford Royal Estates,
located in the south-eastern Brisbane village of
Samford, will soon begin the last stage of development.
This project consists of acreage lots with town water,
with sizes up to 8,000sqm, and is located 14km from
the city.
“We’re building townhouses at Carseldine,
which is again five minutes from Aspley. I have another
estate at Bridgeman Downs called Bridgeman Heights,
which only has half a dozen blocks left.”
The Investor Market

O

xmar also has a property in Bray Park which is a
little more unique, being one of the company’s
only estates that operates at 50% investor and
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50% owner-occupier, making it extremely affordable.
“We strive to maintain at least 80% owneroccupiers in most of our other estates. We screen very
closely our buyers, which takes a lot of extra effort
and time, but the effort is reflected in the calibre of
the estate. It doesn’t cost a lot extra to achieve great
street appeal, something you simply don’t get in
investor-driven estates.”
Mr Murphy explains how many estates are
dominated by rental properties, sometimes with 90%
of the homes sold to the growing Sydney or Melbourne
investment market. Oxmar Properties doesn’t want its
estates to be so heavily investor driven.
“If you had a house out at, say, Liverpool, or in
the Hills District or in Newcastle, or any place close
to Sydney—you could come to Brisbane and be a lot
closer to the city, and could buy two of the same thing
for the same price as the one property you’ve just sold
in Sydney.”
The median house price in Brisbane is currently
around $550k, which provides investors with a rent
return of around $450-500 a week. This is in contrast
to Sydney, where the median price of around $1.15m
gives a rental return of approximately $800 a week.
“So you’re getting a higher rent return for
the two properties in Brisbane than you do for the
one in Sydney, and the most appealing thing to the
investors, particularly from Sydney and Melbourne, is
they’re getting two products against one. So they’re

The Australian Business Executive - Q4 2017

Oxmar Properties

spreading their risk.”
As a result, the company makes sure to screen
all investor inquiries for its properties. Mr Murphy
meets personally with any potential investors to make
sure that the company requirements will be honoured
and accepted.
“Our requirements are not too onerous, and
they don’t make houses unaffordable, but it’s critical
that when you drive through any of our estates the
homes always look appealing and presentable. A huge
percentage of investor estates or rental estates are
not cared for anywhere near as much as estates which
are occupied predominantly by owner-occupiers.”
Mr Murphy understands the need for many
more people to be renting in the current climate, but
insists that if people come to rent in the area in which
he has estates, the aim is to have them renting in the
best possible conditions.
“I’m sincerely passionate about that,” he says.
“Anyone who buys land from us, and builds in our
estates, receives our promise to do our utmost to
protect their security for as long as possible.”
The purchase of a home and land is always one

of the most significant commitments anybody will
make throughout their life, so it’s critical that buyers
are able to trust the company to protect their security.
In practice, this means a salesperson going
through each clause in the contract with the buyer,
whether they are an owner-occupier or investor,
making sure that all of the specific covenant conditions
Oxmar needs in order to protect people are agreed
upon.
“Even as far as solar is concerned, a developer
cannot prevent persons putting solar on their roof,
and we wouldn’t seek to, but our covenant ensures
that we try to get the solar in the best position, so its
least visible as possible from the streets.”
The covenant standards are not designed to
restrict buyers, but to allow the company to continue
providing the best living environment available for
those who buy from it. It is clear that Mr Murphy cares
about every one of his buyers.
“I try and meet as many buyers as I can,” he
explains. “My mobile phone number is available to
every single buyer, and our office number is given to
every single buyer, so that they have access to me.”

Proud to assist
Oxmar Properties
with their
legal needs

To discuss your Commercial,
Property and Construction needs,

Call 07 3227 1500

clintonmohrlawyers.com.au

The Australian Business Executive - Q4 2017

37

Oxmar Properties

Phil Murphy believes you’re only as good as
the people you surrounded yourself with.
Pictured here is the Oxmar team alongside
boxing Champion Jeff Horn

Keeping it in the Family

A

way from his work life, Mr Murphy is just as
active. He is at heart a family man, and speaks
with great fondness about both his own family
and those of his employees, who he treats with the
same level of love and respect.
“We’re a very, very close-knit family set up at
Oxmar,” he explains. “All my staff have young families.
We celebrate each staff member’s birthday with a lunch
in the boardroom, which everyone enjoys together. We
all sit round the table and everyone writes little poems
and tells jokes. We all enjoy these fun times.”
Members of Mr Murphy’s own family are also
deeply involved with the business. His eldest son Justin
has worked for him for many years, and his daughter
Stacey also came on board about four years ago.
In addition to his position as director at Oxmar
Properties, Mr Murphy is also heavily involved in the
world of sports, owning 22% of the Brisbane Broncos
rugby league team, as well as being the major sponsor
of Australian World Champion boxer Jeff Horn.
“One of my hobbies is watching great jockeys
compete in racing. I enjoy a red wine two or three
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nights a week with my dear wife, and I don’t mind the
occasional Mount Gay rum with ginger beer. My life is
my family and my work.”
Mr Murphy’s main pleasure is derived from
his relationships with family and co-workers, and he
speaks fondly of the Oxmar Christmas party, where
staff bring their children along to be involved in a close
family celebration.
It is an appropriate note to end on to mention
another of Mr Murphy’s great passions, that being for
chaplaincy. As a man of faith, he believes in the power
of this service for children who go through hard times
at school, often caused by drug- or alcohol-affected
families.
“No-one knows the amount of children’s lives
that are saved by a chaplain at schools. For kids who
are going through hard times, a chappy is a shoulder
to cry on, provides a caring listening ear, is available,
and is a good friend or mate.”
Hard work, compassion and family are mainstays
of Mr Murphy’s life. In this respect, all these things feed
into Oxmar Properties, making it not just a successful
business, but a business that truly cares about all the
people it comes into contact with.
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The Canberra Quarterly
Presented by Inside Canberra’s Michael Keating

Inside Canberra’s
Editor-In-Chief Michael Keating
provides a summation of
Canberra’s political landscape
for the last quarter of 2017.

authorities who appeared before the committee. The
view of the experts was that cladding had considerable
advantages and the risk could be managed. Labor
Senators, led by Senator Kim Carr, said that the
flammable materials were the equivalent of asbestos.
October

T

September

L

abor has been promising that it would challenge
the legitimacy of Barnaby Joyce remaining on
the front bench. The argument became a trifle
confused when they also challenged the legitimacy
of the Coalition to form government because of the
doubts over the Deputy Prime Minister’s eligibility to
sit in Parliament. The matter was put to the test when
the Leader of Opposition Business in the House, Tony
Burke, moved for a suspension of standing orders so
that Barnaby Joyce’s right to be a minister could be
debated. The motion lost by one vote, presumably
Mr Joyce’s, because the crossbenchers voted for
the motion. The crossbenchers’ position was that he
should stand down.
However the crossbenchers’ patience wore
thin later in the week and by Wednesday they were
voting against Tony Burke’s third motion to suspend
standing orders. They were clearly concerned that the
Parliament should get back to its core business and
were happy to leave Mr Joyce’s future to the High
Court.
Anthony Albanese developed a new approach
for Labor on Wednesday when he asked a number of
questions of Infrastructure Minister, Darren Chester,
about projects that had recently been started in Mr
Joyce’s electorate of New England. He asked whether
the Deputy Prime Minister had already started
campaigning for the inevitable by-election that would
follow an adverse High Court decision. Mr Chester
unashamedly delivered a campaign speech for his
National Party leader.
A Senate committee released a Labor majority
report that recommended an import ban on flammable
building materials. Government representatives
opposed the ban, a view that was supported by the fire

his week the political circus visited the precincts
of the High Court, sitting as the Court of Disputed
Returns, for the dual citizenship applications
related to six Senators and Barnaby Joyce. The hapless
politicians were represented by a gaggle of lawyers
who were said to be costing the Commonwealth a cool
$2 million for the three days of hearings.
When the Solicitor General, Dr Stephen
Donaghue QC, opened proceedings the Chief Justice
Susan Kiefel asked the obvious question: why did the
Court have to deal with this problem when Parliament
had been aware of it for 25 years? Dr Donaghue said
that there were matters of ambiguity in section 44(1)
of the constitution that the Court needed to resolve.
The Solicitor General said that the applicants had to
be divided into two groups: those who were born
overseas and acquired foreign nationality at birth
and those who were born in Australia and acquired
citizenship by descent. He argued that the latter group
should not have to take measures to revoke their
foreign nationality because it was not incumbent on
them to be aware that they held dual citizenship.
Former Solicitor General Justin Gleeson SC,
representing Tony Windsor, argued that this would
lead to instability within Parliament because there
would be no certainty as to who was eligible to be
members and who wasn’t and that the state of parties
on the floor of the House of Representatives would be
unclear. He argued that it was incumbent on members
to undertake the appropriate due diligence.
The lawyers for Malcolm Roberts argued that it
was unAustralian for there to be a distinction between
people born in Australia and those who were not
because Australia was a multicultural country. The
Court seemed to lose patience with this argument and
his lawyers were repeatedly told to hurry up with their
submissions. At the present time there is no indication
as to how the court will rule.
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The Canberra Quarterly

Jennifer Westacott at the Press Club

D

uring her address to the National Press Club,
Jennifer Westacott, CEO of the Business
Council of Australia (BCA), announced a major
reform to tertiary education that her organisation
wants implemented. She framed the need for the
reform in the context of the requirement for Australia
to improve productivity if it was to remain competitive
within the global economy. This enabled her also to
call for energy and tax reform as productivity enablers.
Ms Westacott acknowledged the reform that
had taken place in the schools sector as a result of
the Gonski initiatives. She said that, while the schools
system had received a lot of funding recently, the
reform of that sector was still a work in progress.
The key was getting students to enjoy school while
at the same time acquiring the necessary learning.
Mathematics is a key component of that learning and
we need to change the way that maths is taught.
Ms Westacott added that we need to support and
empower teachers in particular through developing
an approach that allows good teachers to be paid
more without swapping teaching for administration.
However she said that before we do more to reform
schools we need to settle on the objectives for
education. One key objective should be that no child
should leave school without a knowledge of reading,
writing and mathematics.
When it comes to tertiary education there’s a
need to value university and vocational education
(VET) equally. At the moment there is a cultural bias
in favour of university education. Funding is distorted.
University students get substantial subsidies whereas
VET students get much less assistance which means
that students are more inclined to go to university
than to undertake skills based learning. Universities are
responding by credentialing more and more courses
that are of limited value when it comes to national
productivity.
The government spends $20 billion a year
on higher education but it has no idea whether it is
getting value for money. The BCA has produced a
report which recommends measures that would lead
to better economic returns from the expenditure. The
report suggests that funding should belong to the
learner. It proposes that every individual should have a
lifelong learning account that would be funded by the
government on an assisted loan basis and which could
be applied at the owner’s discretion for courses that
are deemed to contribute to economic productivity
by an independent statutory authority established by
the Commonwealth and the states.
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The report also proposes the establishment of an
independent platform that would list eligible courses,
their prospects in the job market and the likely income
that would they lead to in comparison with the cost of
the course. Ms Westacott argues that this would lead
to both a better allocation of educational resources
and better economic outcomes.
In the meantime the BCA argues that no more
money should be removed from the VET sector and
TAFE should be reformed so that it can compete
in the education market on the same terms as the
private sector. At the same time there should a cost
benefit analysis of the tertiary sector to ensure that
the government is getting value for money.
Inside Canberra asked Ms Westacott whether
a lifelong learning approach should include a
reinstitution of the technical colleges first introduced
by the Howard government so that secondary students
could acquire high level technical skills prior to making
career choices. She replied that the priority should be
accorded to mature workers who needed to retrain.
Ms Westacott concluded with the observation
that big reform was not beyond Australia but that it
required leadership from both sides of the political
divide and a focus on what was needed for the
economy. It is not a case of trade-offs: tax cuts for big
business will drive business investment which will lead
to higher wages and stronger productivity. Higher
tax revenues could support income tax cuts for those
coming under pressure from bracket creep. It is not a
case of one or the other.
November

M

alcolm Turnbull had problems coming at him
from all directions: the Libs and the Nats were
fighting over the Senate presidency; more
Coalition members were under threat of exposure
as dual citizens; there were stories appearing that
backbenchers are discussing leadership change; and
Tony Abbott was talking of a resurgent conservative
movement. With Labor threatening to create chaos
on the floor of the House of Representatives when
Parliament resumes for the last two sitting weeks
before the summer break, there were questions about
whether the government can hold it together until the
end of the year.
The first issue was whether the government
can keep control of the parliamentary process until
Barnaby Joyce returns after his by-election. In normal
circumstances this shouldn’t be a problem: in order
to get a bill, say to establish a bank royal commission,
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voted on, the opposition would have suspend standing
orders which requires an absolute majority of 76 votes.
With all the Labor members and the crossbenchers
it can muster 74 votes at the most so they need two
government backbenchers to cross the floor. There are
rumours that George Christensen and Warren Entsch
are prepared to do that on banks but that remained
to be seen. The position is less clear on the other bill
that Labor wants to get up, the reversal of the Fair
Work Commission (FWC) decision to cut penalty
rates. George Christensen had indicated that he was
unhappy with the FWC decision and earlier this year
he crossed the floor to vote with Labor on a motion
to have the issue debated. Labor will target him
and Warren Entsch, both of whose electorates have
suffered because of the cuts in penalty rates.
The dual citizenship issue is a festering sore
for the government. Then over the last few days
Josh Frydenberg and Alex Hawke have been outed
as potential dual citizens and Labor has called for a
process of universal disclosure whereby all Members
and Senators will produce any material they have that’s
relevant to their citizenship, presumably to the clerks
of the House and the Senate who will open them for
public inspection. Greens leader Richard Di Natale had
a proposal that went further. He wanted to establish
a parliamentary committee that would review the
citizenship status of all Senators and Members and
to refer all those that can’t be completely vindicated
to the High Court. Presumably they would be asked
to stand aside while their cases were pending. This
proposal has hallmarks of Robespierre, St Just and
the Committee of Public Safety during the French
Revolution. It would be surprising if the parliamentary
committee was not dominated by Labor, the Greens
and the crossbenchers while the Liberals would be the
party in the frame.
The rumours about leadership threats were
raised with Tony Abbott’s offsider Kevin Andrews
when he was interviewed on Sky News at that time.
Mr Andrew’s insisted that he had confidence in the
Prime Minister despite being at odds with him over
citizenship. He said that he was unaware of any moves
against Mr Turnbull at the moment. There are reports
circulating that a group within the Liberal Party is
trying to destabilise the leadership. This group is said
to be behind the allegations over Josh Frydenberg’s
citizenship and possibly the story about Alex Hawke.
However this doesn’t mean that there is a plot to
replace the Prime Minister before the election. At that
moment it seemed as if he will lead the Coalition to a
calamitous loss.

December

W

e are approaching the killing season, the
time when weak leaders are put to the
sword. Malcolm Turnbull is now a leader
without authority, unable or unwilling to honour his
promises. On same sex marriage he promised religious
protections but would not support amendments that
were supported by the majority of his party, a majority
of his cabinet, and a majority of Liberal voters. The
public has stopped listening to him and he can’t get
the polls to move in any direction except down.
‘The Australian’s’ Dennis Shanahan says that
in the circumstances a party has three options:
change the leader; change the ministry; or change
the conversation. At the moment the government’s
leadership group appears not to want to take any of
these options and seems to prefer to lose government.
The problem is that, in these circumstances, a
substantial number of Liberals will lose their seats. This
prospect is making the backbench extremely nervous
and causing the Nationals to adopt a separate political
identity which is leading to support for a commission
of inquiry into the financial sector.
At the end of this week the government will know
how many by-elections it is likely to face next year.
At the moment it’s reckoned to be at least six which
is enough to bring about a change of government.
Seen through this prism the Prime Minister will be
matched with Bill Shorten in what is a proxy for a
general election. If he loses government then he’s
finished in politics so jeopardy is closer than ever. At
the moment the Liberal Party is not ready for a major
political stoush. It’s possible that John Alexander will
win the Bennelong by-election because of issues that
are peculiar to the electorate but it’s unlikely that these
factors will come into play with other by-elections next
year which Labor will represent as a referendum on the
government and its leader.
And now we see the Prime Minister engaging in
major reversal of his long-standing position opposing a
royal commission to examine the several wrongdoings
of the big four banks, apparently at the direct request
of those big four banks although, at least around the
water cooler, there seems to be a measure of scepticism
about just who prompted who to ask for what.
Oh and another thing: Malcolm Turnbull
announced that he’d vote in the Reps in favour
of Attorney General George Brandis’ proposed
amendment to the same sex marriage bill to protect
the position of religious charities.
Stay up-to-date with what’s happening
in Canberra by subscribing to Inside Canberra:
www.InsideCanberra.com
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No More
Excuses,
The Future
Is Now
Paul Shetler

T

here’s plenty of hype around digital. A few
basic figures are enough to show that it’s not
overblown.

3.4 billion people are on the same, global
network. Internet is the world’s biggest communication
platform, information hub and data generating
machine — ever.
It’s also the world’s largest market, and it’s
growing rapidly, at 10% year-on-year.
We’re used to looking to the future to find
the hockey stick moment, where suddenly growth
becomes exponential. We don’t need to look any
further. It’s already happened.
A new generation of companies have used
Internet to increase their reach, or to target niches
that previously wouldn’t have had the scale to be
profitable.
40% of the world’s top 20 companies by market
capitalisation are tech companies.
A new global market has allowed firms to quickly
scale up, and accelerated network effects have forced
firms to speed up everything they do. .
That’s released a new wave of competitive
pressures. Alibaba and Amazon aren’t bound by
geography. They’re willing to compete anywhere with
a network connection. Right now, that means just
about anywhere.
The world’s most nimble, fastest-moving
companies are hunting slow-moving lunch: companies
that are too complacent to protect themselves from
digital competition.
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As Jeff Bezos says, “your margin is my
opportunity”.
Digital entrants are coming into industries we
never would have expected.
It started in industries that were easily
digitised: think of music (Napster and Spotify), media
(Buzzfeed and Breitbart) and classifieds (Seek and
LinkedIn).
It’s moving into industries that we used to think
were too strictly regulated to accommodate a radically
new business model: like hospitality (Airbnb and
Deliveroo) and financial services (Monzo and WePay).
Every company is becoming a digital company.
If your customers are used to watching movies on
Netflix, managing calendars on Google and booking
transport on Uber, they’ll grow frustrated when their
insurer or retailer can’t keep pace.
Customers aren’t comparing one bank to
another. Their expectations are being set by the
world’s most digitally-sophisticated players.
And companies the world over are starting to
realise.
Australian firms have been slow to change.
Even now, too many Australian companies think of
themselves as having a digital channel, and refuse to
be compared with the world’s best digital firms.
Take the saga of Harvey Norman and Amazon.
In June, Gerry Harvey said Amazon was aeons away
from an expansion into Australia: gaining approval for,
planning and building warehouses would take years.
When Amazon went ahead and bought an existing
warehouse in Dandenong, Harvey doubled down,
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saying Amazon would get a few customers in urban
centres like Melbourne, but couldn’t match Harvey
Norman’s national reach.
That’s the same thing Macy’s CEO was saying,
before his company was forced to shut 100 stores
recently, in part because of fierce competition from
Amazon.
The new era of digital means Amazon can
go from bookstore to leading private label supplier
of baby wipes and batteries, from Washington to
Melbourne, from garage retailer to global behemoth
with over 310 million customers. Consider that it took
Walmart 54 years to reach a customer base of 260
million shoppers per week.
Australian businesses have had 26 years of
sustained growth. They have not needed to innovate,
to upgrade their business models or their management
and leadership skills. How will they compete with
global digital companies?
This is a challenge like we’ve never seen before.
It’s also a lesson about the success of companies
meeting the digital imperative head-on. To compete
and succeed as digital companies, Australian firms
need to act on three fronts.
First, corporate governance needs to be ready
for modern, digital ways of working. We’re used to
the era when digital and IT projects involved large
capital expenditure, heavy governance and lengthy
procurement processes. Now, you can use your credit
card to go onto AWS and rapidly experiment with a
product.
These days, the best way to reduce risk isn’t to
write a lengthy requirements document — it’s building
a product quickly, releasing it to users for feedback,
seeing what they really want and getting it to market
fast. Established companies need to learn that lesson
from the agile, innovative start-ups trying to disrupt
them.
Second, it means insourcing digital business, and
ensuring internal digital teams have the capability and
aptitude to build and operate great digital products
themselves.
Too many companies are in the habit of
outsourcing their IT to large vendors. This stops
them from rapidly experimenting and improving their
products in-house.
Google updates its servers thousands of times a
day; you can’t do that if every update involves a call to
your vendor negotiating a change in scope.
Digital companies don’t outsource the
development of their digital products because that
would be outsourcing their competitive advantage.
That’s why there is a war for talent.
Third, it means strong leadership to generate
the political will to transform the company. Digital

transformation involves telling people there is a better
way to get things done.
That can be painful, but it’s necessary.
Transforming
business
models,
organisation
structures and relationships between suppliers, staff
and communities is confronting. Shedding wrong
people or retaining the wrong skills will stall the
competitiveness and threaten the very existence of
a company. Transitioning a large workforce out of an
industry requires courage and the cooperation of the
government and the unions.
If Australia doesn’t equip workers with modern
digital skills, and actively encourage the development
of a competitive economy, we will see a significant fall
in living standards. Not all workers have the means
, time or energy to devote themselves to retraining.
Part of that responsibility needs to be borne by
government, and the companies who will benefit from
their digital workforce.
This isn’t a question of ‘Evolution, not Revolution’
anymore — if Australian companies don’t start to make
the switch, their competitors overseas will be happy
to do it for them.
Paul Shetler is a technologist and entrepreneur
with over two decades’ experience working on
large scale IT and organisational change projects –
spanning the public and private sectors. He has cofounded two start-ups, worked in two others and also
been in leadership roles at large suppliers like Oracle,
Microsoft, and the global payments network, SWIFT.
More recently, Paul was responsible for
transforming the way government delivers public
services. He was appointed CEO of Australia’s
Digital Transformation Office in July 2015 by
Malcolm Turnbull and served in that role and later as
Australia’s Chief Digital Officer until November 2016,
delivering 6 exemplar services, a digital marketplace,
a government cloud platform, a services dashboard,
an alpha of a whole-of-government website – GOV.
AU – and an alpha government identity platform.
Paul also signed an MOU with the British government
that strengthened the relationship between the two
countries’ digital teams and made it easier for them to
work together.
While working at the UK’s Government Digital
Service, he helped develop a suite of practical lessons
from its work to transform 25 exemplar services.
Before that, he was Chief Digital Officer at the UK
Ministry of Justice (where his team delivered four of
those 25 exemplar services).
Paul has lived and worked in New York City,
Rome, Milan, Paris, Amsterdam, Brussels and London
and done the weekly commute to work from the East
Coast of the US to San Jose. Currently,
Since 2015 he’s called Sydney home where he
works as Expert in Residence for Stone & Chalk.
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Leveraging
Legal Leadership
The General Counsel as an
influencer of corporate culture
Gillian Wong,
National President, Association of
Corporate Counsel (ACC) Australia

W

ithin the Australian business sector, the role
of general counsel or chief legal officer,
continues to evolve from what was once a
purely legal advisory position to one of organisational
wide business strategist and one that encompasses
an increasing number of roles simultaneously.
Today’s general counsel are more strategic in focus,
more connected to other corporate departments
and operating units and more involved in assuring
the legal, ethical, and reputational integrity of their
organisations.
The reporting structure of the general counsel
position is an important indicator of the influence of
the legal department. General counsel who report
to the CEO are more likely to be involved in critical
business decisions and strategic planning efforts,
increasing the likelihood those decisions and plans
will take into account legal and regulatory risks.
Today’s general counsel need to be highly adept in
translating complex information into simple concepts,
demonstrating active listening skills and applying
strategic thinking.
The ACC Australia 2017 Benchmarks and
Leading Practices Report reveals that 50% of heads of
legal report directly to the CEO or equivalent. A slight
increase from 47% reported in the corresponding 2015
report. The 2017 report further reveals that 28% of
general counsel report to a person that reports directly
to the CEO or equivalent, again a slight increase from
that reported in 2015. Though it’s apparent that the
role of the general counsel is rapidly evolving, the
ascendancy of the position to the leadership table has
not been as pronounced.
When the general counsel has a seat at the CEO’s
leadership table, it sends a signal to the organisation’s
stakeholders (internal and external) that ethics,
compliance, and other legal risk considerations are a
top priority of the company. However, general counsels
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with an executive role must be vigilant in maintaining
the delicate balance between that position and their
duties to the organisation as their client.
A direct reporting line between the general
counsel and CEO is important to corporate culture as
a reflection of the “tone at the top,” and through which
the CEO sends a powerful message that business
decisions are made with appropriate consideration
of the ethical, legal, and reputational impacts. It also
says something about the CEO: that input from legal is
valued, and that the CEO’s vision for the organisation
prioritises ethics and integrity. The ACC Chief Legal
Officers 2017 Survey highlighted that general counsel
who report to the CEO were much more likely to say
that the executive team “almost always” seeks their
input on business decisions.
It is also important for organisations to develop a
culture where in-house counsel are regularly consulted
in decision-making at levels below the general counsel,
to ensure that legal and risk considerations are taken
into account as new products, services, or business
practices are developed. Pre-decision consultation
at all levels helps the legal department fulfil its
preventative role within the organisation too.
As the value and influence of the legal
department rises, 21st century general counsels are
taking on a more significant role in providing business
and strategy guidance at the business and executive
level. As an executive, general counsels are also
taking on more non-legal responsibilities that include
governance, company secretary and compliance.
Indeed, there is a trend toward consolidating
control of some of the corporate functions that
address these legal-adjacent issues within the legal
department. For example, the ACC Law Department
Management Report highlighted that the legal
department often oversees the government affairs
function (44%) security (23%) public policy (21%)
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General counsel who report to the CEO are more likely
to be involved in critical business decisions

and communications (19%). Even if the general
counsel is not directly responsible for these matters,
management should proactively seek the advice of the
general counsel on these issues. The legal department
cannot be excluded from decision-making on such
matters if an ethical culture is to thrive.
The reporting structure of the general counsel
position is an important indicator of the influence of
the legal department, and there is a direct connection
in a general counsel successfully managing the legal
department and its ability to achieve such an enhanced
profile organisation wide. As such, general counsels
must be sure to maintain their core legal department
competencies on the road to enhanced authority and
leadership, with a continued focus on cost efficiency,
innovation and value.
The preventative role of the general counsel
and corporate legal department is key to their
contribution to compliance and corporate culture.
When the general counsel is included in discussions of
business strategies before they are implemented, they
can help the company assess and avoid legal risks.
As preventing violations of laws and regulations is
preferable to mere detection of violations when they
occur, the general counsel has become instrumental in
improving a company’s overall compliance, as well as
protecting its reputation.

Much of the general counsel’s value when it
comes to supporting a strong corporate culture
stems from the fact the legal department’s metric for
success is not the company’s quarterly performance.
The general counsel promotes ethical behaviour and
integrity in corporate decisions by taking the view
that short-term gain is not worth compromising
long-term sustainability. This perspective can be
important to informing what a company considers
ethical. Experts consider corporate culture to be the
intangible framework meant to navigate individual
and organisational behaviour through grey areas.
With their legal background, ‘grey areas’ are spaces
that good general counsel can help an organisation to
navigate especially in situations where laws, cases or
regulations fail to offer a ‘bright line’ rule.
A company that leverages its general counsel
and legal department to fill in those grey areas, both
within and beyond the legal context in a manner
that promotes ethical practices and compliance with
the law helps solidify an overall corporate culture
that emphasises those characteristics and values.
On the other hand, when the general counsel is not
empowered in such a manner, business units may fill
in those grey areas in a way the maximises short-term
returns over the longer-term interests of the company,
and compromises the organisations’ desired ethical
culture.
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A strong general counsel can establish the
practices that reinforce a corporate culture that
values ethics and integrity. But this value can only
occur if the general counsel is properly situated
within the company, and the legal department has
interactions with the organisations’ business units.
A management team that marginalises the general
counsel and the legal department not only loses out
on this risk-management perspective, but also sends
an organisation-wide message that legal risk, ethics
and compliance are not taken seriously.
As the business community faces increasing
regulatory complexity, stakeholder activism on social
licence to operate issues and an increased focus on
corporate culture, ensuring an organisation has an
empowered, strong general counsel and legal team is
becoming an essential part of the modern business
landscape.

About ACC and our research

T

he Association of Corporate Counsel is a global
bar association that promotes the common
professional and business interests of in-house
counsel who work for corporations, associations
and other private-sector organisations through
information, education, networking and advocacy. We

anticipate and understand the needs of the in-house
bar; help members deliver services to their corporate
clients efficiently; promote the value of in-house
services; influence the practice of law as it affects
the in-house bar; and deliver a mix of relevant, timely
services including information, education, networking
and advocacy.
With more than 43,000 members employed
by over 10,000 organisations in 85 countries, ACC
connects its members to one another and to the
people and resources necessary for their personal and
professional growth.
The 2017 ACC Australia Benchmarks and
Leading Practices Report contains benchmarking
data, practical tips and case studies for the in-house
profession in Australia and New Zealand.
The ACC Chief Legal Officers 2017 Survey is
the largest global study of the challenges facing chief
legal officers and general counsel in corporate legal
departments. It incorporates the insights of nearly
1,100 general counsel in 42 countries.
The ACC Law Department Management Report
was a 2016 study of corporate law departments and
their operations. The report explores operational
factors driving modern law departments and the
evolution of the general counsel role.

“ We have the ability to touch
individual lives in a way that
addresses the broader social
issues of our time.”
Greg Case, President and Chief Executive Officer, Aon

Aon Empowers Results for Clients, Colleagues and Communities
At the heart of Aon’s work is a mission to empower economic and human possibility.
The “why” of what we do matters. It matters to our clients. It matters to our colleagues.
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By enabling organizations to take risks, we create positive social impact every day –
driving innovation and economic growth, and helping millions of people recover
and thrive in the face of adversity.

aon.com.au
© 2017 Aon Risk Services Australia Limited ABN 17 000 434 720 | AFSL No. 241141
ARS0263 0817

46

The Australian Business Executive - Q4 2017

Australia Must Have
No Place In Law For
Incompetent Judges
Charles Figallo,
Managing Director, Basetec Services

B

asetec Services MD Charles Figallo previously
told The Australian Business Executive (The
ABE) how some companies are legally able to
conduct business in a manner which can create great
difficulties for sub-contractors, who can struggle to
receive payments due.
Chevalier Charles Figallo, MD, who last year
received an Order of Australia Medal for promoting
Australian businesses, recently received a lot of
positive feedback and support for speaking to The
ABE about a corrupt legal system which is totally
against SMEs.
“Legal representation is disproportionately
expensive, and the Courts decide issues which can
be baffling even to those within the legal profession.
Trials can end up being a deliberately drawn-out legal
conundrum designed to totally bankrupt you.”
“It is in the interests of some companies to
bankrupt SMES and the Courts have this totally wrong
to such a degree, showing bias in favour of companies
with deep pockets.”
“In my opinion the 2014 legal reforms designed
to extend protection to small businesses against unfair
contract terms do not go far enough, and how some
judges interpret the law leads to results which can
undoubtedly be biased.”
“We need a legal system which is objective and
treats businesses equally, rather than one which is
easily manipulated by parties with the most resources,
such as when a small company is made to put up
financial security in the way of cash. The defendant
who counter-claims should also have to put up
security to the Courts for the work done, or at best to
the value of the signed contract.”
“Judges are taking far too long to hand down
their decisions, and this is a major problem. Strong
indications are coming to me, supported by a recent
letter from the court, that the judges junior associate
may be actually writing the decisions. There is
undoubtedly something going wrong here. And as a
year or two goes by, prior to judgement, has the judge
lost all reasoning or knowledge of what took place in
the courtroom? As an example, our QC tore a strip
off the judge clearly stating ‘where has the $800,000

gone that you yourself awarded?’ Further to this,
23 grounds of appeal were submitted. This alone is
evidence that something has gone wrong. Another
important issue is that the trial judge pulled the
defendants’ witness up for committing perjury. When
I queried this, the Federal Court has refused to answer.
I would call this biased and contempt of Court.”
“I am receiving very favourable comments on
the need for a fair court system from the business
community and including the judiciary. I am told time
and time again to keep up the fight for our country.”
“Judicial decisions depend largely on the
individual biases and social situation of the judge.
Law is not neutral or objective. The logic and
structure attributed to the law grow out of the power
relationships within the business community, and
can be dominated by certain companies who regard
themselves as beyond the scope of the law of any one
country. ”
“What’s happening is that smaller contractors
aren’t getting paid. People are depressed, even
committing suicide due to a lack of honesty and
transparency in business dealings, and a legal system
which protects the rights of certain companies who
are able to manipulate the system.”
“SM businesses need an avenue to make
official complaints and for these to be investigated
independently of the legal and court systems, as I
strongly believe that some judges are not carrying out
their duties correctly.”
“Another thing I have noticed in our courts, and
this is extremely important, that SMEs should not have
to disclose their financials or their personal assets. This
goes totally against SMEs, and is extremely biased.”
“There are great business opportunities in
Australia and for Australian businesses overseas. What
Australian business needs is a fairer, unbiased legal
system which delivers speedy and affordable justice.
This is becoming apparent in the courts overseas.”
Mr Figallo campaigns tirelessly to extend
Australian
business
opportunities
overseas
whilst raising money for charities supporting the
disadvantaged, such as children with cancer.
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HRH
Prince Philip
Ideas have consequences
Ron Manners,
Managing Director, Mannwest Group

I

deas have consequences, particularly when applied
to the study of liberty. This is the story of how an idea
of HRH Prince Philip had many major consequences,
among them being the creation of Mannkal Economic
Education Foundation.
In 1956 HRH Prince Philip, a keen observer of
industrialisation and its effect on individuals, realised
that the three main community sectors (industry,
trade unions and government) were not talking to
each other. He devised a plan to select 100 potential
leaders from each of these three sectors and ‘lock
them up together’ for three weeks. This way, he felt
that life-long bonds would be forged between warring
parties and the benefits would become obvious during
subsequent years.
He taught us how to ask questions by reminding
us that, the first time we ask anyone a question, we
will only receive a polite answer. This is because they
are unsure if we really want to know. The second time
we asked that question they will take us slightly more
seriously and again give a partial answer. It’s only on
the third time when we ask the same question, still
being polite, that we will really get inside their mind
and once they realise how serious we are they will
open up and give us the true story. HRH Prince Philip
said: “That’s the answer I want you to bring back to
me, fully refined and fully focused.”
He recognised that a single approach doesn’t
suit everybody. “We can bring our children up by the
book as long as we use a different book for each child,”
he said. He asked us to think and speak as individuals
and not just be a spokesperson for any organisation
or government. He told us to get over our great
Australian distrust of excellence.
These were the two points that he wanted to
leave us with. Firstly, that we should come to our
own conclusions and act as an individual to avoid
what is now termed ‘group-thinking’. He’s so focused,
on individualism, that when he invited us to the
Buckingham Palace 50th Anniversary Reunion he
said: “… and you can’t bring your wives or partners
because I’m not bringing mine.”
His secondary message was always: “Don’t be
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afraid to excel and be the very best person you can
possibly be.” He commented that our grandfathers
described themselves as being the last generation of
untrained managers but when we meet the managers
of the future, we will realise that our grandfathers may
have been referring to us.
Known for his ‘zingers’, HRH Prince Philip
has a way with words. While in Australia with us he
marveled at “corri-bloody-gated iron roofs” on houses
and enjoyed the notion of “wowsers”, or people
who weren’t willing to do their bit. Travelling around
Australia with HRH Prince Philip in 1968 we picked up
many words of wisdom from the Prince himself. He
told us: “the rate of change made it more important to
teach people how to think rather than what to know”.
He saw the problem of obsolete teachers and itinerant
teachers. If only our educational system, then and
now, followed his advice. He described governments
as moving “with the fleet-footedness of a centipede
with arthritis of the legs”.
He commented that some of our politicians
should keep their wisdom to themselves.
In 1968, HRH Prince Philip was ahead of his time
with many of his words still ringing true today. He
said: “Ideas are coming into Australia from the young
people and unfortunately there is a time delay before
they permeate through to the old. Don’t leave the
change too long. Be tolerant but not permissive with
our young. They are as much the children of their age
as we were of ours.”
These comments, and the study tour itself, were
behind my inspiration to set up our Mannkal Economic
Education Foundation.

Mannkal Economic Education Foundation

T

he logos of both Mannkal and Mannwest, feature
a conveyor belt containing either material or
ideas as part of the crushing, sorting and refining
process.
Mannkal’s strategy incorporates the economic
philosophy of the Foundation for Economic Education
(FEE). In 1952, when I was 16 years old I connected
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with them. We have put these thoughts and actions
through our ‘corporate crushing, screening and
refining process’ and our ‘output’ is smart, questioning
and useful young West Australians (over 1000 so far).
Within Mannkal, young people are interviewed
and selected for events that will expose them
(many, for the first time) to economic and political
philosophic principles that promote the virtues of
individual responsibility (which is difficult) as opposed
to the (easier) alternative of ‘living off’ the efforts of
unsuspecting taxpayers, many of whom are less welloff than the recipients of handouts.
This leads these young people to studies into the
(often unintended) long-term consequences of many
of today’s short-term legislative solutions and policy
proposals. Ideas have consequences, particularly
when applied to the study of liberty.
Liberty. It’s a simple idea, but it’s also the linchpin
of a complex system of values and practices: justice,
prosperity, responsibility, toleration, co-operation and
peace. Many people believe that liberty is the core
political value of modern civilisation itself, the one that
gives substance and form to all the other values of
social life.

In this year of Mannkal Foundation’s 20th
Anniversary, the momentum is building to the
point where it is taking me away from my life-long
involvement in mining and management and I look
forward to writing a similar letter to that written in 2006
to Study Conference attendees by HRH Prince Philip.
I’ll write that letter, in 30 years’ time, requesting that
Mannkal Foundation scholars might like to contribute
to a 50 year commemorative book. Just as we did,
with this book, to mark the significant achievements
of the Duke of Edinburgh’s Commonwealth Study
Conferences.
I think it is appropriate to drink a toast to the
continued good health of HRH Prince Philip.
Ron Manners is the Managing Director of the
Mannwest Group. He is a Fellow of both the Australasian
Institute of Mining and Metallurgy and the Australian
Institute of Company Directors. His contributions to
industry and Australia have been marked by several
awards including being elected as a ‘Mining Legend’
at the 2005 Excellence in Mining & Exploration
Conference in Sydney. In 2010 Ron was appointed to
the Advisory Council for the Atlas Economic Research
Foundation, Washington, DC.
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Developing
A Growth
Mindset
And Mental
Toughness
In Your
Organisation
Michelle Bakjac,
Director, Bakjac Consulting

W

orldwide, only 13% of employees are
engaged at work. That’s a pretty shocking
statistic. In Australia, we are slightly better.
24% of Australians are engaged in their work (we are
2nd world wide behind the USA), but 60% of staff are
actively disengaged. That’s a big drain on productivity
in the average workplace.
Research conducted by Great Place To Work
shows that only 12% of CEOs globally believe they
are driving the right culture in their organisation. So
really, is it any surprise that only 13% of employees are
engaged in the workplace?
Consider too that mental health costs
Australian businesses 10 billion dollars per year in lost
productivity. (4.7 billion in absenteeism and 6.1 billion
in presenteeism).
As a business leader, we need to invest in
recognising the benefits of developing mental
toughness and a growth mindset in our organisation,
teams and the individuals who are responsible for the
success of any business.
If individuals have a fixed mindset, they believe
their basic qualities – their intelligence, their talents,
their abilities- are just fixed traits. In other words, they
are considered a part of you that cannot be changed.
However, an individual with a growth mindset believes
that even basic talents and abilities can be developed
over time through experience and dedicated effort.
People with a growth mindset “go for it”. They are
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not plagued by anxiety about how smart they are or
how they’ll look if they make a mistake. They challenge
themselves to grow. Those with a growth mindset are
also those who tend to have higher mental toughness.
They focus on making things happen, they embrace
challenges, they persist in the face of setbacks, they
learn from criticism and welcome feedback and find
lessons and inspiration from the success of others.
Are you currently able to look around at your
team and recognise those who have higher levels of
mental toughness and those who are more mentally
sensitive? Do you have team members who always
volunteer for new projects, manage their emotions
and commit to dedicated action? Or do you have a
team who struggle with change, let their emotions get
the better of them and lose focus easily?
Mental Toughness is basically a mindset that a
person adopts in everything they do and determines
how they perform under stress and pressure
irrespective of the prevailing circumstances. Mental
Toughness is more than resilience alone. If Resilience
is our ability to “survive”, then Mental Toughness is our
ability to “thrive”.
Our current working environments are more
challenging than ever. VUCA (Volatility, Uncertainty,
Complexity and Ambiguity) is a leadership concept
well known to many organisations and has almost
become the “new normal” given the constant change
that often surrounds many businesses.
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So what are you looking for to identify if your
team has high levels of mental toughness and a
growth mindset?
Individuals within a team need to demonstrate
Emotional Control. They need to feel they can shape
what happens to them, be able to manage their own
emotions as well as understand and recognise other
people’s emotions and how to manage these. They
are not difficult to provoke or annoy and do not get
anxious or angry easily. They stay calm in a crisis and
are able to keep a much broader perspective on things.
An individual with high levels of Mental
Toughness also has Life Control. They believe they
can make a difference, are comfortable to do several
different things at once, are good at planning,
prioritising and time management and are prepared
to work hard to clear blockages from their path. They
believe they can define what needs to be done and
see the solution rather than the problem.
Mentally Tough individuals have Commitment.
They like setting clearly defined goals and use goals to
define what their success will look like. They are able
to maintain focus and have a sense of purpose.
They see Challenges as opportunities rather
than threats and are likely to provoke change and
continuous improvement. They are happy to commit
to projects, enjoy healthy competition, work hard and
are not afraid of extra effort to achieve success.
Mentally Tough individuals have Confidence
in Their Ability. They have little need for external

validation, but rather an internal focus of control.
They are happy to ask questions and seek advice and
provide full and clear responses. They see feedback
as a positive opportunity and see competence and
excellence in others as a form of motivation. They
also have Interpersonal Confidence. They will engage
in discussion and can be more risk oriented. They are
happy to ask for support and are not shy in coming
forward. They enjoy working in a group of like-minded
individuals and engage easily.
As business leaders, there is a significant
opportunity to enhance work place engagement
and build a workforce that are accountable, solution
focused, growth focused and see challenges and
change as opportunities. Implementing potential for
the development of a growth mindset and mental
toughness can lead to significant increases in
productivity, staff retainment and engagement.
Michelle Bakjac is an experienced Psychologist,
Wellbeing Strategist, Leadership and Wellbeing
Coach, Speaker and Facilitator. As Director of
Bakjac Consulting, she is a credentialed Coach
with the International Coach Federation (ICF) and
a member of Mental Toughness Partners and an
MTQ48 accredited Mental Toughness Practitioner.
Michelle assists individuals and organisations
to develop their Mental Toughness to improve
performance, leadership potential and wellbeing.
You can find her at www.bakjacconsulting.com or
michelle@bakjacconsulting.com
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The Shift
From Sales
To Revenue
Tibor Shanto,
International Sales Expert

A

key opportunity and challenge for companies
today is streamlining and fine tuning their
revenue generation operations.
While on
a broad basis it could be argued that this involves
everyone in the company, most focus on two key
groups or functions, sales and marketing.
Traditionally when revenue improvement
initiatives were introduced, each group went about
delivering in their own way, with little discussion or
regard for the other. While they may have been present
at the same initial strategy meetings, the rest was done
within their own silo, with little or no consideration or
input from the other. In some companies, the only
purpose one grouped served for the other, was as a
scapegoat for failure.
Over the years there has been talk of, and some
steps taken several to aligning and bring the two
organizations together, but few companies achieved
much traction. Often the catalyst was less will, than
other drivers, both internal and external, forcing the
two to work together. Sales and marketing failed to
realize that many of these unsuccessful efforts were a
direct extension of market and customer expectations.
Some did break down barriers between the
two groups, but it most quickly went back to their
assigned lanes. Marketing, looked after branding, lead
generation, more recently “content”. Sales, filling their
pipeline, often with leads they generated, instead of
those generated by marketing; then moving those
opportunities through the cycle to close. Marketing
rarely if ever actively participating beyond the point
where the “Marketing Qualified Lead” was handed off
to sales.
It is not surprising that the most successful
companies are those that are responsive to the market
and their clients, and focus on innovating and getting
ahead of customer expectations, and winning new
customers by delivering an experience that exceeds
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customers’ demands and expectations. Something
difficult to achieve when two key groups who should
have a singular focus and purpose, are marching at
different paces, and not always in the same direction.
Alignment Is No Longer Enough

T

alk of aligning sales and marketing is interesting,
but no longer enough. Sort of like saying that
Blackberry is a smartphone, when everyone
expectations are guided by iPhone or a Note. Smart
companies are past alignment, and have moved to
eliminating two groups in favour of one organization,
Revenue. Within the revenue team, there still specific
functions that reflect things traditionally associated
with sales or marketing, but they are all on the same
team, same responsibility and accountability, namely
revenue.
There is more to this than assigning someone at
the top with the title of Chief Revenue Officer, while
allowing for business to go on as usual. Revenue
teams need to have the same accountability and be
responsible for revenue success and growth.
Shared Accountability

A

good start is incentive, it has always been
strange that these groups are often rewarded in
different ways, for different outcomes, which at
times are not aligned. For example, marketing may get
measured and rewarded on the number (and at times
even the quality) of leads generated. Yet in practice,
only a small percent of these leads are ever worked by
sales, many put it at single digits. Both arms duplicating
efforts, expenses, and squandered resources and time.
While there are a range of reason for sales not wanting
to depend on marketing for leads, the reality is that it
is less likely to happen if both were tied to the same
outcomes.
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Smart companies are past alignment, and have
moved toeliminating marketing and sales in favour
of one organisation, Revenue

The above is a symptom of a widely held, yet
erroneous view, that marketing is responsible for one
part of the buyer journey, once buyers reach a specific
point in the journey, they are punted over to sales.
Unlike football, the best results are achieved when
everyone brings their expertise to bear throughout the
buyer journey.
Sales needs to realize that they can do a much
better, and I would add, easier job of helping the
buyer to make the right decision if they worked with
marketing to ensure that buyers are receiving the
right insight at each stage, from pre-lead to close, and,
beyond. Sales also has to understand that they don’t
need to carry out the “latter” part of the journey alone,
that marketing can seed their path, making it easier for
buyers to move towards close.
This requires clear and ongoing communication
between sales and marketing throughout the ‘client life
cycle’. While some may not like the analogy, but one
needs to think of it as Marketing providing air cover
for the ground troops, Sales. To be clear, we are not
hunting prospects, we are hunting revenue, and that
is serious business. There needs to be clear lines of
communication, sales need to feedback to marketing
what is happening on the ground, and why. Marketing
in turn needs to provide sales and the buyer with
insights that facilitate the buyer’s understanding. This
feedback loop allows sales to have input not just in
what they need to win current deals, but have a direct
influence on the type of leads marketing should be
targeted to achieve collective revenue goals.
A key opportunity for marketing is to provide
insights to both buyers, and their own sales people.
Insights that go beyond curation of content, and generic

information, to elements that spur interaction and
reliance on the salesperson subject matter expertise;
expertise that itself is supported by marketing.
At one company I worked with, we involved
marketing in deal post mortems. These are easy for
sales to conduct when they win the deal, but not so
when they lose one. The knee jerk response from
buyers who choose another vendor, is to point to
price and features, after all, the buyer has transitioned
from decision to implementation. Yet, when marketing
approaches these same buyers, with a well-crafted
set of question that are aimed at understanding the
outcome rather than relitigating the sale. The insights
gained help both sales in terms of specific steps they
can take in the next similar sale. Helps marketing
fine tune their messaging throughout the sale, and
right down to leads targeted, and new upsell/cross
sell opportunities. In other words, a singular revenue
process, versus the typical asynchronous approach
most take.
It is not just about getting along, and all about
integrating and working as one revenue generating
unit.
About Tibor Shanto

T

ibor works with leading B2B companies including
Bell Mobility, Imperial Oil, Pitney Bowes, and
others, helping them improve their sales execution
and results. Called a brilliant sales tactician, Tibor works
with clients to translate sales strategy to reality. Tibor
develops sales people who understand that success in
sales is about Execution – Everything Else Is Just Talk!
www.TiborShanto.com
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If Your
Marketing
Function
Is Not Driving
Growth,
You’re Not
Doing It Right
Darren Woolley,
CEO, TrinityP3 Marketing
Management Consultants

O

ne of the big issues facing marketing is the
perception, commonly held in businesses,
that it is nothing more than the ‘colouring in
department’. It is a demeaning phrase and one I heard
most recently earlier this year when I was invited to
participate in a CEO Forum in the City by one of the
accounting firms.

our own B2B professional services business. It is a
seamless and integrated approach that starts with
defining the business requirements and the revenue
and growth objectives and identifying the segments
and services we believe will deliver this growth based
on past data and informed by market changes and
customer trends.

It was a breakfast meeting with a speaker
presenting on how to drive business growth in low
growth economies. There were about forty CEOs
all enjoying pastries, fresh fruit and yogurt. Most
were from medium to large private businesses
predominantly with a business-to-business focus.

Six years ago we implemented a major change
in marketing direction, moving from a traditional outbound marketing approach to an in-bound marketing
strategy. This meant we went from a sales support
model for marketing to one under which content
marketing, SEO (search engine optimisation) and
social media drove customers to our website and
content, at which point automated marketing would
help identify those customers and score their sales
potential with encouragement to make an enquiry
and become a lead. This lead would then be handled
by sales to discuss the needs of the client, propose a
solution and convert the lead to a sale.

The presentation soon gave way to an open
discussion between those present on the drivers of
growth, with a heavy emphasis on the sales function
as the real driver of revenue growth. Marketing did
not get a mention until the speaker asked about the
role of marketing and one of the CEOs delivered his
knock-out put-down of marketing, which was met by
the general consensus of the others in the room.
Reflecting on this, I considered how the
marketing and sales function works seamlessly in
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The change in strategy had a significant impact
in the first year leading to a 300% increase in traffic
to our website and a 30% increase in revenue in that
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Darren has been working with companies
across the globe to implement marketing strategies

first year. You can read about this in more detail on
our site including specifics on how it was developed
and implemented. Under our outbound marketing
strategy we were averaging a conversion rate of 26%
- considered quite healthy. But with the in-bound
marketing strategy our conversion rate is now 64% as
in many ways the prospect is self-validated at the time
they decide to become a lead.
For those interested, follow ups on those that
do not convert indicate that it is usually because the
prospect does not have the budget required or have
decided to take a lower cost option or even undertake
the process themselves.
At the end of last year we had over 200,000
unique visitors to the site from around the world and
the site visitors continue to grow, which is terrific for
a relatively niche consulting business in marketing
management consulting. You can read more about
how we achieved this visitor growth on our website.
The quality of those visitors is also high, based
on the number of pages visited and time on-page,
which all goes to calculate their Lead Score. We are
continually testing the process of turning visitors into
leads, looking for ways to optimise lead generation
and conversion rates.
While some marketers will wonder where the
role of brand building fits into this strategy, the fact is
the content and the brand presentation is integrated
into all aspects of the process to ensure every
interaction builds on the brand positioning. All parts
of the marketing and sales process are measured,
optimised and reviewed to ensure we are achieving
our short, medium and long term growth objectives,
creating interest, driving leads, converting customers
and building and reinforcing reputation.
So, it made we wonder how these other
CEOs manage their marketing teams? What is the
role of marketing in an organisation where the

leader is comfortable describing it as the ‘colouring
in department’? Don’t get me wrong, I am not
advocating in-bound marketing for any other business
and not suggesting that we are in anyway the perfect
example of business building. But the starting point
for us was a recognition that our traditional out-bound
marketing process of database cold and warm calling
along with advertising and public relations and sales
support materials was not delivering the leads and
sales conversions we needed.
It meant we needed clearly to articulate our
business objectives and then develop a marketing
and sales strategy that would attract the customers
we needed. It was not a sales-led strategy or a
marketing-led strategy, but a customer-led strategy.
The sales people and the consultants who are closest
to our existing customers inform the content and
content marketing strategy and marketing focuses
on maximising traffic and optimising leads, leaving
sales to convert those leads into sales and revenue.
All parts of the business share results and review
performance on a weekly and monthly basis. There
is no point marketing increasing leads if conversions
drop, so both must work together to drive revenue
and profitability.
Hopefully the next time you hear a fellow CEO
refer to their marketing team as the ‘colouring in
department’ you’ll share with them the fact that if they
have set up their marketing function simply to colour
in their sales support materials then they are really
not doing it right and then direct them to this article
or our website. Having the right marketing and sales
strategy working together has clearly driven growth
for our business and will absolutely deliver the same
results for yours.
Darren Woolley is the CEO of TrinityP3 Marketing
Management Consultants www.trinityp3.com a micro
multinational with offices in Sydney, Singapore, New
York and London.
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What Is
Search Engine
Optimisation?
Senka Pupacic,
Founding Partner and Principal,
Top 10 SEO Services

D

espite the profound benefits Search Engine
Optimisation provides businesses when applied
correctly, this marketing method remains
something of a mystery to many business owners the
world over.
By first understanding its definition, we can
begin to appreciate what Search Engine Optimisation
has to offer.
At its simplest, Search Engine Optimisation, or
SEO can be defined as a process that maximises the
number of web users visiting a website, by ensuring
it is displayed as highly as possible on page one of
keyword searches that the search engine will select
for you.
However, this definition barely scratches the
surface of what SEO has to offer, nor the processes
involved in implementing a successful SEO campaign,
and why it’s such an effective marketing strategy.
A brief history of search engines provides
an illuminating insight into not only how they have
changed the way we conduct many of our daily
activities, but also into how SEO came to be.
Search engines have revolutionised the ways in
which we obtain information, conduct research, search
for and purchase products and services, entertain
ourselves and connect with our peers.
At the back end of nearly every online
destination – be it a website, social network, blog or
app – lies a search engine. In fact, search engines are
now so prevalent in daily life that the word ‘Google’
has itself become a noun.
With the amount of information on the web
continually increasing, search engines were born out
of necessity. They gathered and displayed the vast
swathes of information available in a concise, easily
accessible and presentable manner. Now artificial
intelligence is being used to help organise much of
this data.
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Around 1997, when Flash was being used to
create sites, search engines were still listing websites
alphabetically – a far cry from the algorithms used
today for determining which order to display sites.
Only a handful of inquisitive and knowledgeable
web providers discovered that by reading the code
of sites being displayed on the first page of search
results, a unique code could be applied to other sites
they worked on ensuring they would also appear on
the first page.
Applying this method resulted in increased
customers for businesses hiring those that could
successfully implement this strategy. However, despite
the clear results, a degree of skepticism remained
in some regarding the relativity of the code and its
direct influence on increased visitors to the sites, and
therefore, increased business. Those that changed
their websites completely and lost the unique code
invariably found their leads rapidly drying up and left
wondering why.
The Google Revolution began in 2000

I

n 2000, Yahoo partnered with Google, allowing
them to power their organic search results instead of
Inktomi, which resulted in every Yahoo search result
displaying ‘Powered by Google’.
This move, which is considered to be the worst
strategic move in the history of search, inadvertently
contributed to Google – who, although little-known
back then, were Yahoo’s biggest competitor –
becoming the household name they are today.
Prior to this point, search engines mainly ranked
sites based on their on-page content, domain names,
and ability to get listed in relevant directories, and
their basic structure and code formation.
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To achieve success in an artificial intelligence
powered organic search world of today, it is imperative
to focus on creating a positive user experience

Google’s introduction of their algorithms and
web crawler in 2014 was revolutionary for online
information retrieval, while also setting the bar high
for it’s competitors.
Whether or not we’re aware of it, SEO is a
necessarily pertinent component of web usage. It
ensures users are directed to the information most
relevant to their search terms, and is a powerful tool
for businesses seeking more qualified leads.
If
knowledge
is
indeed
power,
then
understanding how results are delivered serves as an
essential element to any business owners’ marketing
toolbox.
First and foremost, search engines aim to
provide the most accurate results to web users’
queries. They use over 250 plus ranking factors to
determine the most unique, high-quality content
relevant to a particular search term and display each
result in a corresponding order. These factors can
be loosely defined as on-page, which considers the
quality of a site determined by a highly technical
algorithm - and off-page, whereby sites are graded by
their overall popularity.
A site’s popularity is determined by many
factors, with the most applicable influencers being the
number of high-quality backlinks from other websites,
and the level of engagement on various social media
channels.
The former is achieved through publishing highly
informative and useful content on quality websites
with the aim of earning backlinks, whereas the latter
is accomplished by encouraging engagement on the
myriad social media platforms that are linked to the
website.

Skepticism about the effectiveness of SEO
remains rife, with many still questioning the time, effort
and financial investment in improving a website’s
organic SEO. However, the acquisition and monitoring
of relevant data is an integral part of SEO, and the
results gleaned from this data lends credence to the
benefits search engine optimisation has to offer.
1. The Results Cost Relatively Little
Compared to PPC and AdWords

W

hen implemented correctly and successfully,
organic listings are a worthy investment for
business owners as it is long lasting. When
organic SEO starts to dominate, the need for paid
listings such as Google AdWords can be reduced and
in time paused so the business owners do not remain
dependant on this service. The services of a results
proven SEO professional is a worthy investment, as
consistent levels of increased traffic can be directed to
a website regularly. By contrast, traffic levels typically
drop back down to zero once a paid campaign is
paused.
2. Increased Trust in a Brand is Invaluable

W

eb users trust organic listings as much as
they trust Google to provide them with
reputable brands in searches. In other
words, the higher a site is listed in the top ten organic
search results on page one, the higher the levels of
trust in a brand – and that trust cannot be bought.
In fact, most web users tend to ignore paid listings in
favour of highly ranked organic listings. Furthermore,
the lower a site ranks, the less likely web users are to
trust the brand.
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3. Significantly Higher ROI (Return on Investment)
Than Standard Ads

W

hile a paid ad might convert a small
percentage of visitors into making a sale,
the same visitors from SEO will typically
yield a much higher conversion rate, thus deeming
SEO as the superior marketing method – both in
terms of ROI and effectiveness. Furthermore, many
web users often accidentally click on Pay Per Click
ads that the business owners still need to pay for
regardless, whereas those same accidental clicks on
organically placed listings from SEO cost nothing.
Essentially, a click on an organic listing is considerably
more valuable than on a paid ad, resulting in a much
higher ROI.
4. SEO Provides Permanent Results

A

lthough an SEO campaign may take some
time to secure the coveted first page status
with various keywords being targeted, the
results gleaned from these efforts can be everlasting.
Through the continued publication of high quality
content, it would be highly unlikely a website would
lose its high ranking positions. On the contrary, sites
that are paying for their positioning will disappear
into the ether of the internet once they pause their
campaigns or run out of budget.
The Importance of Content with Artificial
Intelligence

C

reating great content is the key to online
success – and this holds especially true with the
continued development of Artificial Intelligence

(AI) and SEO. Publishing engaging and interesting
content across a variety of websites, blogs, videos,
social media channels and guest blogs means that
should one piece of your online presence be affected
by an AI-related shift within your site, it won’t affect
your overall online presence to the same degree.
When creating content for SEO purposes, your
focus should be on the relevancy and value to your
visitors. Keyword phrases should be replaced by the
content that is centred on a key concept related to your
particular keyword. Therefore, rather than repeating
the same keyword in your content, it is much more
prudent to write a blog post, or a series of blog posts
all relating to one another that focus on a single topic
while taking a broad approach to the subject.
To achieve success in an artificial intelligence
powered organic search world of today, it is imperative
to focus on creating a positive user experience. This is
accomplished by continually creating and publishing
high quality, interesting, valuable and relevant content
that is easily accessible across all devices.
About Senka Pupacic

S

enka is the founding Partner and Principal
Consultant at Top 10 SEO Services based in
Sydney. As an author, speaker, and consultant,
she has advised and worked with companies and
organisations across two continents in web analytics,
regular testing of algorithm updates, web design,
content management and online search engine
marketing. Her aim is to assist Australian businesses
with their visibility on the world wide web bringing
them in front of the people that matter, their future
clients.

Want more executive content?

Listen to our range of podcasts by visiting
www.TheABE.com.au/category/podcasts/
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How To Handle Conflict
Among Your Employees

I

n a perfect world, every person you’ve ever hired is a
completely mature adult who is very socially aware,
takes almost nothing personally, and has a nearly
super-human ability to turn the other cheek when
others don’t display similar qualities. Unfortunately,
we don’t live in a perfect world—we live in this one.
Sometimes you will be faced with having to deal with
professional (or unprofessional) conflict among your
employees, conflict that may even detract from the
normal productivity in the workplace.
While you may feel, as many do, that you
can’t be bothered with your employees’ personality
clashes, these are the sorts of problems that can
escalate and affect the company’s reaching its goals.
Morale can slowly erode over time as problems are
left unaddressed and your employees start working
against each other instead of as a team. Workplace
politics can be very costly, and you will want to limit
this kind of inefficiency as much as you can. So if you
find that employees turn to you when they feel that
there are unresolvable personal issues on their level,
you might want to step up to the challenge and stamp
these problems out at their root using some tried and
true guidelines:

You may be tempted to simply chastise your
employees for their in-fighting, or to encourage them
to ignore the seething problems underneath, but this
will only lead to the illusion of peace. You might very
well find over the long-term that your denial will come
back to haunt you. Allow your employees to be honest
with you about what is happening, and don’t try to
compel them to sugar-coat things.
2) Strive to be non-judgmental.

D

o you want the truth? If you do, then your
employees need to feel that you won’t overreact or otherwise make snap judgments about
what they will share with you. Get both sides of the
story during conflict-resolution, and try to remain
as impartial as possible during your informationgathering phase. Even if you hear about an employee
doing something highly inappropriate, suspend your
reaction for the moment, and listen carefully. This will
encourage people to tell you the whole story, rather
than just what they think you will be able to tolerate
well. To truly get to the root of the problem, you will
need the whole story.

1) Don’t paint a rosy picture.

I

t’s easy to delude oneself that a conflict doesn’t
exist by sweeping it under the rug. For many people,
this is their very definition of “professionalism”--to
essentially pretend as if human nature and conflict
is non-existent, rather than to address it directly in a
mature way.

3) Examine issues as quickly as possible and as
they come.

I

f you preferred to ignore conflict in the past, you
may have noticed how it can seethe and blow up
over time. Sure, some problems can “take care of
themselves,” but this isn’t usually the case, so address
conflicts as you become aware of them and smother

The Australian Business Executive - Q4 2017

59

How To Handle Conflict Among Your Employees

them before they become bigger problems. If John
comes to you complaining about how he thinks Karen
took all the credit for the last major project, take
this small resentment seriously and bring it out into
the open before it turns into an all-out war of egos
between two employees.
4) Help your employees see their common ground.

W

hen discussing the problem with your
employees, try to see where they might
agree amongst the disagreement. Using this
starting point, you might actually be able to discover
that the conflict was due to a misunderstanding. Often
times, it is exactly as the cliché says: 10% of arguments
are due to a difference of opinion; 90% are due to a
wrong tone of voice.
5) Make a plan together that ends the tension.

I

deally, all parties are involved when you come to a
decision about some kind of resolution. Beware,
however, of “compromise,” as it has a tendency to
give both sides of the conflict less than what they
want. It is much better to think win-win, and try to find
a way for all employees involved to save face and have
their needs met if possible.

While you are interviewing potential team
members, ask them about their personal relationships
with coworkers at their previous place of work. Ask
them about conflicts they’ve had in the past and how
they handled them. If your prospect seems to pit the
blame on others and seems to take no responsibility
for his hand in things, then think twice about bringing
him in.
8) Lead by example.

A

s someone with a lot of influence, you could
easily out-muscle anyone who disagrees with
you by invoking your rank. Instead, show
understanding towards others. Don’t take things
personally when your employees have differing
opinions from yours, and give each idea respect and
consideration, even if you don’t personally agree.
Mediating conflicts between employees and
dealing with other similar human problems can be
one of the more difficult parts of being in a leadership
position. Simply remember to remain calm and
address the problems directly, rather than trying
to ignore them, and half the battle is already won.
Written by Raul Betancourt.

6) Be pro-active about conflict resolution.

O

ne of the best approaches is to simply address
problems before they even happen. If you see
an employee being negative, stepping all over
the boundaries of others, or simply behaving in a way
that invites conflict, bring it to his attention. Many
people aren’t aware of how they affect others, and
they may not even realize that the way they act causes
the people around them to resent them.
In particular, examine employees that are in
leadership or managerial positions. Power—even in
relatively tiny quantities—can enhance personality
problems, and an accumulation of small injustices
against employees that are lower in the hierarchy can
be disastrous for morale. For these sorts of people, do
your best to encourage self-awareness.
7) Screen problematic people from the beginning.

W

hen assembling your team, it is extremely
important that you take personalities into
account as much as you do technical ability.
It would be great if people could always put their
differences aside and focus on their work with the
precision and depersonalization of a fleet of robots, but
technology is not yet that advanced. In the meantime,
you will have to screen your employees as best you
can before you even hire them.
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Your employees need to feel that you won’t
overreact or otherwise make snap judgments

The Australian Business Executive - Q4 2017

How To
Help Others
See Your Vision

O

ne of the hardest tasks that you will be faced
with in an entrepreneurial endeavor—or any
journey that involves leading others—is helping
people to see the end product of the vision that you
have in your mind. Since you cannot simply transfer
your thoughts into the minds of others, you have to
face the non-trivial challenge of communicating past
their personal biases and individual perspectives. No
two people see the world in exactly the same way, but
you must find a way to help others see at least a glimpse
of your inner world in order for them to understand the
bigger picture of what needs to be done.

human beings; it has built empires as well as destroyed
them. Use this powerful source of motivation to your
advantage. Tell your team stories about what kind
of people you are and what sort of character your
organization has. Tie this identity to the kind of goals
that you want to achieve.

Hiring purely obedient contractors or employees
that have no commitment to your larger story, and don’t
really care about the end goals of their work is fine in
some cases, but you may find yourself fighting an uphill
battle to get people motivated and to understand the
meaning of their role in it all. On the other hand, a
person who sees your vision is much more likely to not
need to be micromanaged, to be more adaptable to
changes, and to understand intuitively what it is that
you are looking for.

“Who am I?” is a very important question to
every person, and if you can at least partially answer
that question for members of your team, you will gain
devotion in return.

In order to guide people towards your ends and
help them to see your vision, it takes more than simply
rational explanation. As much as the pieces seem to fit
perfectly well in your mind as a logical whole, the truth
is that people need a narrative to be the emotional glue
that will hold all of these truths together for them. How
do you do this, though? How do you induce people to
see your project the way that you see it? Nothing you
can do will guarantee it, but there are a few tactics that
you can employ to help communicate your intent in a
much better way than simply relaying a linear set of
instructions day after day:
1) First, establish the team’s identity.

P

eople have much more of a sense of mission
when they identify with their role. This sort of
thinking is both a positive and negative trait in

Take a cue from the likes of Walt Disney, who was
very specific in that his company produce media that
embodied a quality of childlike wonder. Observe Steve
Jobs and how he demanded nearly inhuman results
from his team of “pirates” during the microcomputer
revolution.

2) Explain the path towards your goal
as if it has already happened.

D

escribe things as clearly as if the finished
product were sitting before you. Even if plans
change, people work best when they feel that
there is always a direction, something definite to shoot
for. Speak in concrete terms, and see the goal the way
you would if it was already done. A little haziness can
happen sometimes, but you can’t expect people to
latch onto fog. Tell them stories of what you want and
exactly how you plan to get there.
3) Allow your team to give input
every step of the way.

P

eople can get behind something much more easily
when they feel a sense of ownership. They are
also much more likely to understand what your
goals are if they are an active participant in discussions
on how to get there. Reward your team members for
good suggestions and constantly ask for their input.
This might even help you to expand your own limited
perspective when it comes to your projects.
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“Who am I?” is a very important question to
every person, and if you can at least partially
answer that question for members of your team,
you will gain devotion in return

4) Show concrete examples of what you want.

S

ometimes your vision may be for something that
does not yet exist in this world, but a case like
this is very rare. More often than not, there will be
examples of other companies with similar goals who
have achieved their ends. Offer real-world examples of
the results that you want, and the members of your
team will have a much easier time understanding
you. As you compare the abstract ideas floating
around in your mind with the concrete results of other
organizations, you may even realize that you didn’t
have it as well figured out as you originally thought.
5) Give your team a big “why.”

Y

ou can try to communicate the path to your
goal, and you can try to influence your team to
personalize their roles, but ultimately this may
not be enough if the individual members don’t have a
big enough “why.” You may have observed that morale
is particularly low in people who feel that their work
has no meaning. If your team is struggling to find a
meaning to what they’re doing, then they probably
don’t understand your vision well enough. Sometimes
the very thing that will snap everything else into
focus is revealing why you are ultimately pursuing
62

your specific goals. The why is what determines the
how, and so it will allow your team members to better
understand the anatomy of your goals.
For example, if you decide that your business
should enter a very untested market, then explain to
your team members why you think that you will meet
success on the other side. Give specific reasons and
share all of your research with them. Do not let the
direction of your projects be a huge mystery while you
play the dictator. No one works well if they believe they
are being led to their possible doom.
Ultimately, though, the best thing that you can
do to clarify your vision to others is to first clarify it
with yourself. As you write down your plan, think of all
the details as carefully as possible. Does anything seem
fuzzy? Are you having trouble putting something into
words? Do you have any negative gut feelings about
possible obstacles in the future? Perhaps these are areas
where you are not yet clear yourself. Once your vision
is fully articulated in your mind, it is much easier for
others to get on board. An obvious confidence in what
you want will almost always induce others to follow,
and you might find that your actions and demeanor will
do much more to explain your vision than your words.
Written by Raul Betancourt.
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Six Tips On
Personal Branding
From The Movies
Chris J. Reed

H

ere are six tips from 6 movies (and TV shows)
that demonstrate why you need a personal
branding strategy in business in Australia).

The Joker:
Be Yourself
Like all people who accentuate their personal
brands, they are ultimately true to themselves and
enhance their qualities and presence to amplify their
personal brand on all relevant stages and platforms.
The Joker is very much himself, he walks into a
room, down a street, through a ceiling/door... and you
know exactly who he is every single time. The Joker’s
sense of the theatrics is unmistakable. The “business
card” of the The Joker caps the performance. Who
else’s business card makes such an impression?
The Joker walks into a room and people stop
what they’re doing and engage. He captures your
imagination and attention. Your personal brand should
rise above others to communicate your brand values
just like The Joker’s does.
If he had a LinkedIn profile it would be worthwhile
looking at and reading his thought leadership. He
commands interest, intrigue and curiosity then
delivers. Excellent personal branding characteristics.

Breaking Bad:
Know the power of your personal brand

O

ne of my favourite lines of any character in any
TV series is when Walter White (who by this
stage is very much drug warlord Heisenberg)
declares to his rivals in the middle of the desert (having
just blown away the Mafia, and his rival, and is now the
undisputed king of drugs), “Say My Name. Say it. Say
My Name”. Heisenberg is the trembling answer. King
of all he surveys!
Brilliant moment which encapsulates the
journey that Walter has taken from nerd and parttime drug creator to mega drug dealer and full on
feared gangster. The power of the personal brand of
Heisenberg has overwhelmed anything else he was
before and he wants everyone to know who he is.

Darth Vader:
How you dress is how you’re perceived

D

arth Vader isn’t just wearing a normal black
suit he is wearing a black helmet mask which
immediately grabs your attention and an
enormous black cloak combined with an impressive
black body armour suit. The clock swooshing along
behind him enhances his personal brand by growing
his body mass to look and feel even more impressive.
When Darth Vader walks, or rather strides purposefully
into a room you know about it.
If Darth Vader is using the “force” to wipe
everything in his way aside while reflecting all lasers
aimed at him and waving a vicious lightsaber, you
certainly know that he has arrived. Never has there
been a more powerful and charismatic entrance truly
reflecting his personal brand than when Darth Vader
walks through those doors.

American Psycho:
Business Cards

O

f course it had to be! American Psycho is
centred around the status of your personal
brand manifested through the quality of the
business cards the competitors at Pierce and Pierce
and their rivals invest in and show off.
The card is a symbol. It’s all about what the
card says about that person’s personal brand. It’s
amazing, but even in this digital age people are still
using business cards despite everything being online
or on LinkedIn. There is still a kudos/personal brand
statement that people communicate via their business
card.
The quality of your business card still says
lots about you and your personal brand. I personally
now just use my No.1 International Bestselling Book
“LinkedIn Mastery For Entrepreneurs” as it’s about the
same price as one of these embossed, watermarked
cards in American Psycho and doesn’t get lost while
continuing to add value and be personal brand
enhancing! More memorable in my view, but everyone
has a different take on what they give out.
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Gladiator:
Your personal brand name is your reputation

T

Chris has been named as an Official LinkedIn
Power Profile 2012-2017, has one of the world’s most
viewed LinkedIn profiles with 55,000 followers and
has just won Social Media Entrepreneur of the Year
2017 award by CMO Asia/World Brand Congress
and recently”Asia’s Most Influential Digital Media
Professional” by them too.

So when it comes to Commodus trying to silence
him he can’t merely kill him as his legend will continue.
He has to try and humiliate and shatter his personal
brand. As Gladiator’s saviour, “manager” Proximo says
memorably:

Black Marketing is an Award Winning Business
winning Social Media Marketing Award by Singapore
Business Review, The British Chamber of Commerce
Singapore Small Business Rising Star and been
nominated for The Agency of The Year by Marketing
Magazine and Social Media Influencer of the Year by
Mumbrella. It has just been nominated for Start-Up
Excellence and Success in ASEAN by BritCham.

he crux of Gladiator is a simple battle between
good and evil. The hero, a betrayed General,
now slave/gladiator is Maximus Decimus. New
emperor, the evil Commodus. Maximus is famous for
leading armies and conquering nations. His fearsome
personal brand reputation goes before him.

“You have a great name. He must kill your name
before he kills you.” The essence of personal branding
strength.

The Godfather:
It’s not what you know, it’s who you know

T

he Godfather epitomizes this more than anything
else. It’s all about your personal brand and how
that engages, influences and communicates to
people who can help you do business, and how you
can help them. The quote from the film that best sums
this up is “Friendship is everything. Friendship is more
important than talent”.

Chris is also a vastly experienced event
speaker & chairperson and happily speaks & chairs
at conferences, company events & regularly hold
LinkedIn workshops. Chris lectures at both the The
Chinese University of Hong Kong Business School and
National University of Singapore to MBA students.
Chris is also the Chair of the British Chamber
of Commerce Singapore Leadership Business Group
and also an elected board member of the BritCham
Singapore.
Chris also mentors for the CMO Council/
Singapore Management University Business School.

In this one quote it’s stating what everyone
knows if they think about it. You can be the most
talented person in the world at what you do, but
without a personal brand that people respect and want
to work with, and if you have no network, no friends,
no associates who can help you get to where you want
to go you are nothing. Your talent is meaningless.
Friends, and in this context I’m using friends as
context for business associates too, can enable your
dreams to come true and you theirs. It’s quid pro quo.
It’s all about your personal network and your personal
brand standing within it as to how much you can get
done and how much people help and enable you to
get things done. Or not of course as the case maybe....
My new No. 1 International Bestselling book
“Personal Branding Mastery For Entrepreneurs” is out
now on Amazon across the world in all formats.

Chris Reed Bio

C

hris J Reed is the Only NASDAQ Listed CEO
With A Mohawk! He is also a two times No. 1
International Best Selling Author with his latest
book “Personal Branding Mastery For Entrepreneurs”
and previously with his book “LinkedIn Mastery for
Entrepreneurs”, the No.1 book about LinkedIn on
Amazon.
Chris is a serial, global entrepreneur having
created Black Marketing - Enabling LinkedIn For You
(a NASDAQ listed award winning plc) and The Dark Art
of Marketing - Personal Branding For Entrepreneurs.
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Exclusively Strata
A SPECIALIST IN STRATA
SET UPS AND MANAGEMENT
We can assist:
• Developers and Builders
• Letting Agents
• Strata Selling Agents
• Existing and new owners
or with ANYTHING strata-related

call us today!
0422 580 448
www.exclusivelystratansw.com.au
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Is Rugby
League
In Its
Death
Throes?
Keith Topolski

A

merican venture capitalist Tony Hsieh believes
that you have to stop chasing the money
and start chasing the passion, a lesson that
would be well learned by those in charge of the
rather concerning business that is the National Rugby
League.
In their own 2016 annual report, the NRL boasted
of increased revenue, increased television ratings
and increased club memberships, yet the NRL has
somehow produced a cash shortfall so bad it applied
in June for a $30 million bank loan to ensure that NRL
clubs would receive their grants paid on time.
When your business has secured $1.9 billion in
media rights payment, questions must be asked as to
how the NRL could find itself in such a hole, and part
of that has to do with how the passion has waned for
many.
With the increasing move away from suburban
venues such as Leichhardt, Belmore, Kogarah
and Campbelltown, the interest of many fans has
dissipated.
While the toilets may not work, and the canteens
might only provide room temperature beer, there is a
charm and aura of these monuments to history that
cannot be replicated by fireworks, big screens or wi-fi.
The double edged sword, though, for the NRL
is that the more modern fan and the traditional fan
cannot be more removed from a common view on
these venues, and this is where the nuts and bolts of
cold business decisions must be made.
Fans who cannot enjoy the game in person tend

to shy away from the game, be it as supporters or
parents of young players, and this was reflected in a
two percent drop in male participation according the
2016 NRL annual report.
That number, two percent, makes an appearance
again when you look at the average attendance figures
in 2017, with attendances in the regular season also
down two percent.
With such a correlation between participation
and crowd numbers, solutions must be found to both
problems, which shouldn’t be difficult given the barrel
of money the NRL has access to.
However, the business model of junior rugby
league development is failing. Most clubs, particularly
those in country areas, still need to charge registration
fees for players, and that’s before mum and dad fork
out at least $70 for new boots, who knows what
depending on what type of mouthguard they settle
on and even private health insurance.
With the astronomical rise in cost of living
in Sydney, these are costs that cannot be borne by
many families, for whom a bike ride or walk in the park
provides an opportunity for fresh air, exercise and
avoiding potential injury.
The failure to invest in junior clubs, especially
those in lower socioeconomic areas, is a betrayal of
the code’s heritage.
It is only through innovative programmes being
introduced by the New South Wales Rugby League,
including weight for age competition, and nine a side
competitions which allow for more athleticism and
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less physicality, that junior numbers have not shrunk
even further.

more participation opportunities are created as clubs
seek more players to fill more positions.

It is at this lower level of the game that future
first grade players are created, not just by junior
participation but by second and third tier semiprofessional competitions, such as the InTrust Super
Cup in Queensland, the InTrust Super Premiership in
NSW and lower division competitions such as the Ron
Massey Cup and Sydney Shield.

The blessing that the current difficulties impose
on the NRL is that expansion of the elite competition
can drive revenue streams, ensuring governments have
more money to partner with the NRL in upgrading
suburban venues, encouraging more people to attend
games and, thus, more demand for product and more
participation in the game.

However, while this decline in male participation
and NRL attendances is cause for concern, the
exponential rise in female participation gives two
pivotal points from which the NRL can relaunch itself
against the AFL.

Sport is one of the few business models in the
world which can be kept alive by passion, and by
buying into the passion of fans, the NRL can finally
rival, and even dominate, the behemoth to its south.

While the AFL is about to embark on it’s second
season of a women’s competition, rugby league has
seen a 22 percent increase in female participation in
2016, while 2017 saw the NSW Rugby League launch
two women’s competitions for the first time, the NSW
Harvey Norman Women’s Premiership, and the Tarsha
Gale nine a side tournament for under 18s.

Biograhy

Not only has rugby league engaged more
women in playing the game, but this is setting the
game up longer term to potentially embrace more
male participation as well, as more children are allowed
to play the game by mothers who have the experience
of participating in the game as players rather than
officials and volunteers.

K

eith works voluntarily as media manager for the
Western Suburbs Magpies in the NSW Rugby
League and is the Wests Tigers’ NRL ground
announcer. He is also a regular guest commentator on
Triple H 100.1FM community radio in Hornsby and a
contributor to The Bench on Radio Northern Beaches
88.7FM community radio in Terrey Hills. Keith’s
professional background is in media and politics,
having recently finished working for a NSW State MP
as a media advisor for more than six years.

This, however, is a longer term focus for the
game, and with finances in a critical condition in the
present, more needs to be done to create financial
opportunities for the game to survive.
The NRL’s decision to take a grand final to
Brisbane during the redevelopment of ANZ Stadium
is a financial winner for the game, as is the relocation
of a State of Origin match to Perth.

Fly higher

However, this is just the tip of the iceberg, with
expansion a must for the game.
Viable yet untapped supporter, financial and
television markets currently exist on the NSW Central
Coast, Queensland’s Sunshine Coast, Adelaide, Perth,
the south island of New Zealand, Wellington and even
further afield throughout the south pacific in Fiji and
Papua New Guinea.
While the latter two markets require financial
assistance to bring their local facilities up to code, the
former markets do not, with only the Sunshine Coast
needing to build a new stadium.
Again, the future of the game would be well
served by expansion into these markets from a
participation perspective with more opportunities
for young rugby league players to make their mark in
the top grade, creating more opportunities to play for
feeder teams in a second and third division, ensuring
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with ROMULUS Business Services
Romulus Business Services provides essential
B2B solutions for companies looking for insights,
cost-cutting, and improvement solutions to
stay lean and keep focused on their core
competencies.
Through our network of global relationships we
have accessibility to a range of services and
senior executives to improve results in sales,
marketing, strategy and leadership.
To receive your free information pack visit:
www.RomulusBusinessServices.com
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IS YOUR

BANK
We are a member-owned bank that has supported the Defence Community for
over 40 years. Offering competitive rates and products, we specialise in:
>
>
>
>
>

Home Loans for Defence Force members
Mobile Home Loan Consultants
Investments and Superannuation
Award-winning Car Loans
Home, Contents and Car Insurance

Contact us today to find out more about our products and how we can help you.

1800 033 189
defencebank.com.au

Defence Bank Limited ABN 57 087 651 385 AFSL/Australian Credit Licence 234582

