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board director and 
committee member.

Publisher’s 
Note
Welcome to our first edition of 2018 with some 

new and exciting things going on.

Firstly, our podcast interviews will be available on 

youtube making them easier and more accessible. 

As we continue to digitize the business this will take 

our interviewee profiles to a whole new audience 

beyond our subscribers. Search youtube for  

TheAbe.com.au

I’ve also launched Landry.audio for my 

conversations with professionals that go beyond 

the scope of Australian business personalities. If 

you’d like to find out more, head to youtube and 

search for Landry.audio.

This year you’ll also start to see more regular guest 

contributors appearing in our publication and 

website (www.TheABE.com.au). This content is 

being specifically designed to address the business 

and management issues our readers want to know 

more about. 

On a personal note my baby daughter was recently 

born and I am looking very much forward to having 

her around as I work on The Australian Business 

Executive. Daddy loves you very much Aurelie. 

J. Landry
Publisher

Published quarterly, The Australian Business Executive (The ABE) provides an in depth view of business and economic development issues taking place across the country. 

Featuring interviews with top executives, government policy makers and prominent industry bodies The ABE examines the news beyond the headlines to uncover the drivers of 

local, state, and national affairs.

All copy appearing in The Australian Business Executive is copyrighted. Reproduction in whole or part is not permitted without written permission. Any financial advice published 

in The Australian Business Executive or on www.TheABE.com.au has been prepared without taking in to account the objectives, financial situation or needs of any reader. Neither 

The Australian Business Executive nor the publisher nor any of its employees hold any responsibility for any losses and or injury incurred (if any) by acting on information provided 

in this magazine. All opinions expressed are held solely by the contributors and are not endorsed by The Australian Business Executive or www.TheABE.com.au. 

All reasonable care is taken to ensure truth and accuracy, but neither the editor nor the publisher can be held responsible for errors or omissions in articles, advertising, photographs 

or illustrations. Unsolicited manuscripts are welcome but cannot be returned without a stamped, self-addressed envelope. The publisher is not responsible for material submitted 

for consideration.

The ABE is published by Romulus Rising Pty Ltd, ABN: 77 601 723 111.
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News In Review
An overview of the business news taking place in Australia

Bayswater Power Station upgrade secures 

additional energy supply for NSW

A
GL will spend more than $200 million and 

create 90 jobs during work to upgrade and 

maintain the coalfired Bayswater Power Station 

in Muswellbrook, a key part of our NSW Generation 

Plan.

The upgrade is among the investments being 

made by AGL to replace the 1000 megawatt capacity 

shortfall AEMO identified could follow the repurposing 

of our Liddell plant in 2022.

The Bayswater upgrade will improve the power 

station’s capacity and efficiency, providing enough 

energy for up to 100,000 homes - increasing electricity 

supply without increasing coal consumption or 

emissions.

AGL Macquarie General Manager Kate Coates, 

NSW Parliamentary Secretary for the Hunter Scot 

MacDonald and Member for Upper Hunter Michael 

Johnsen today announced that the project will 

now be assessed by the Department of Planning & 

Environment.

Ms Coates said AGL is investing more than 

any other energy company in Australia to increase 

electricity supply and help put downward pressure on 

prices.

“By replacing the original turbines with modern 

turbine technology, Bayswater will have an additional 

100MW capacity, which is enough energy for up to 

100,000 average Australian homes,” Ms Coates said.

“This extra electricity supply will be generated 

without the need for additional coal use, and therefore 

without additional emissions.

Subject to approvals, the upgrade works are 

expected to commence by February 2019 and span four 

years, with Bayswater’s four turbine sets proposed to 

be replaced during planned unit maintenance outages.

“This will ensure all Bayswater’s upgraded 

turbines are fully operational by 2022.

“The project will also create 90 jobs for the 

duration of each turbine replacement.”

Importantly, the investment of more than $200m 

over the next four years includes ongoing outage 

capital expenditure to maintain reliability.

This is in line with previously communicated 

capital spending to maintain performance for the 

working life of the plant.

AGL has recently completed a competitive 

tender process for the works and has contracted 

Toshiba as the principal contractor for the project. 

Bechtel Awarded Hail and Ghasha FEED contract

B
echtel, a global engineering, procurement, and 

construction leader, has been awarded a front-

end engineering and design (FEED) contract 

for work on the Hail and Ghasha sour gas fields in the 

Emirate of Abu Dhabi, United Arab Emirates.

“The Hail and Ghasha project is one of the largest 

sour gas recovery projects that Abu Dhabi National 

Oil Company (ADNOC) is developing to ensure a 

more sustainable and economic gas supply,” said Joe 

Thompson, Bechtel’s General Manager, Downstream 

and Chemicals. “The Bechtel team is looking forward 

to working with ADNOC on this important project, 

applying our expertise in high hydrogen sulphide 

content gas processing,”

Bechtel is a global leader in the integrated design, 

procurement, construction, and project management 

having successfully completed more than 50 major 

oil and gas field developments as well as 110 gas 

processing plants.

Caltex finalises investment in SEAOIL (Philippines)

C
altex Australia has announced that the 

acquisition of a 20 percent equity interest in 

SEAOIL Philippines Inc. (SEAOIL) had been 

finalised.

This follows the announcement of the proposed 

investment and a strategic partnership with SEAOIL on 

21 December 2017, to manage the supply of fuels via 

Caltex Australia’s fuel trading and shipping business, 

Ampol Singapore.

Caltex Australia’s Executive General Manager 

of Fuels & Infrastructure Louise Warner said, “The 

prospects available for both companies through this 

new partnership are exciting. As two independent 

businesses with shared values and a strong alignment 

of interests we believe we are exceptionally well placed 

to meet our shared objectives.”

SEAOIL CEO Glenn Yu said, “We look forward to 

working closely with Caltex Australia to drive further 

growth in our business and realise our aim of becoming 

a leading top three player in the Philippines market.”

With the support of Caltex Australia, one of 

the region’s largest independent downstream fuel 

companies, SEAOIL expects to increase its market 

share, expand its product offerings and enhance 
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its operating capabilities in the Philippines. SEAOIL 

expects to capitalise on Caltex Australia’s broad set of 

capabilities which include expertise in product supply, 

convenience retailing, B2B sales, lubricants and supply 

chain operations.

The investment by Caltex Australia has been 

funded utilising existing debt facilities and is expected 

to be EPS-accretive and generate returns above cost 

of capital in its first full year of ownership.

Commonwealth Bank announces ongoing board 

renewal 

T
he Chairman of Commonwealth Bank of 

Australia, Catherine Livingstone, has announced 

further changes to the CBA Board, reflecting a 

commitment to their ongoing renewal process.

The Board has appointed Ms Anne Templeman-

Jones as an Independent Non-Executive Director 

effective immediately.

Two current Directors will retire from the Board 

at the conclusion of the 2018 Annual General Meeting.

“As foreshadowed at last year’s AGM, Andrew 

Mohl will retire from the Board at the conclusion of the 

2018 Annual General, having served as a Director for 

over 10 years,” Ms Livingstone said.

“In addition, Brian Long who will have served as 

a Director for over eight years, including seven of those 

as Chairman of the Audit Committee, will also retire 

from the Board at the conclusion of this year’s AGM.

“I would like to thank both Andrew and Brian 

for their many years of service on the Board. Their 

expertise and insights have been invaluable to the 

Board’s deliberations over a number of years.”

Ms Templeman-Jones is an experienced listed 

company non-executive director, currently serving on 

the boards of HT&E Limited, GUD Holdings Limited, 

Citadel Group Limited and WorleyParsons Limited. 

She has been Chairman of the Commonwealth Bank’s 

financial advice companies since 2015 and has been a 

director of Cuscal Limited, Pioneer Credit Limited, TAL 

Superannuation Fund, and HBF’s private health and 

general insurance companies.

In addition, Ms Templeman-Jones has corporate 

banking experience gained from the Bank of Singapore 

and Westpac Banking Corporation, and private banking 

experience from her role at ANZ Group.  

She holds a Bachelor of Commerce, a Masters 

in Risk Management, and an Executive MBA, and is a 

member of Chartered Accountants Australia and New 

Zealand and a Fellow of the Australian Institute of 

Company Directors.

Ms Livingstone said: “It is with great pleasure I 

welcome Anne as a Director of the Bank. She will bring 

to the Board experience in the financial services sector, 

as well as a breadth of risk management expertise, and 

we look forward to her contribution.”

Australia’s golden age of gas is over

E
nergyAustralia, one of the country’s leading 

energy retailers, has declared that Australia’s 

golden age of gas is over.

EnergyAustralia Executive – Energy, Mark 

Collette, used the 6th annual Australian Domestic Gas 

Outlook Conference in Sydney to break the news to 

attendees.

“The ubiquitous resource which meant stable 

prices and constant availability has ended,” Mr Collette 

said. “We had a great run; 30 years where no one had 

to worry about gas. It was plentiful, it was accessible 

and most important, it was cheap.”

During his presentation Mr Collette attributed 

geology as one of the key factors, specifically Bass 

Strait, saying “these older fields were like filling a 

swimming pool with a fire hose.”

Mr Collette said there’s still lots of gas in the 

ground, but the cost of its extraction is higher than the 

older fields. “Some of the new coal seams seem more 

like filling the swimming pool with a kid’s water pistol. 

You can do it – but it’s hard work.”

“Buying gas today is fundamentally different to 

during the golden age,” Mr Collette noted.

“Australia is part of the world market for gas now 

and it is the cost of new projects across the world that 

set the contract price for gas – often measured via oil 

linkages or Henry Hub pricing.

“The Australian gas market is tighter than in the 

past with less physical redundancy – meaning security 

of gas supply must now be considered by big buyers 

in planning their gas needs.”

The good news is the Australian industry can still 

compete internationally. Mark said EnergyAustralia has 

a portfolio of physical and financial options available 

to both secure physical gas and hedge gas price risks.

“Customers who enter longer term supply 

commitments that underpin new gas fields, LNG 

import terminals and/or pipelines will develop a suite 

of physical and financial supply options that can help 

their businesses succeed.”

“Our job is to understand our customer’s business 

and develop the right gas options – to provide deals 

that give customers the best chance to succeed in 

their markets,” Mr Collette said.

News In Review
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Open Universities Australia welcomes new CEO

F
ormer Chief Financial Officer and Executive 

General Manager of Corporate Services, Stuart 

Elmslie, has been appointed the position of CEO, 

following on from the departure of Paul Wappett.

Mr Elmslie brings with him a wide breadth of 

experience in managing and growing technology 

and digital based businesses, from start-up size right 

through to managing 90 employees across Australia 

and the UK in his role as General Manager for e3 

Learning, OUA’s online corporate compliance and 

training business.

Mr Elmslie says he feels very humbled to be 

taking on the CEO position during such an exciting 

time for the organisation.

‘Right now is a brilliant time to be at OUA—

we’ve just re-launched our website, introduced 30 

new programs to our growing portfolio, on-boarded 

Australian National University, and are well on our 

way to becoming Australia’s destination for anyone 

wanting to study higher education online,’ he says.

‘2018 is set to be a big year with ambitious goals, 

and we’re ready for the challenge. I can feel the energy 

amongst the team and it’s truly a privilege to be able 

to lead such a talented group of people.’

With Mr Elmslie’s transition into the CEO role, 

Anthony Elliott has been appointed the position of 

Executive General Manager of Corporate Services.

Prior to his new role, Mr Elliott had spent over 

two years working for OUA as Head of Business 

Planning, Reporting & Implementation.

In his new position as Executive General 

Manager of Corporate Services, Mr Elliott will oversee 

the functions of finance, ICT, people performance 

and culture, general council and company secretary, 

planning, reporting and improvement.

Mr Elliott brings to the role a considerable 

depth of knowledge and experience working cross-

functionally at OUA.

Wesfarmers intention to demerge Coles

W
esfarmers has announced its intention 

to demerge its Coles division, subject to 

shareholder and other approvals. 

It is anticipated that the proposed demerger 

would create a new top 30 company listed on the 

Australian Securities Exchange, with leading positions 

in supermarkets, liquor and convenience, strong 

cash generation capability to underpin dividend 

distributions, and an earnings profile which is expected 

to be resilient through economic cycles. 

The decision follows a review of the Wesfarmers 

portfolio and an assessment of the composition 

of its capital employed to support higher levels of 

future growth and total shareholder returns. As at 31 

December 2017, Coles accounted for approximately 60 

per cent of the Group’s capital employed and 34 per 

cent of Group divisional earnings.

Wesfarmers Managing Director Rob Scott said 

the Group was repositioning its portfolio to target 

a higher capital weighting toward businesses with 

strong future earnings growth prospects.  

“Wesfarmers acquired Coles as part of Coles 

Group in 2007 and since then has successfully turned 

around the business and restored its position as a 

leading Australian retailer,” Mr Scott said.

“We believe Coles has developed strong 

investment fundamentals and is of a scale where it 

should be operated and owned separately. It is now 

a mature and cash generative business, which is 

expected to have a strong balance sheet and dividend 

paying capacity. Coles will be well positioned to 

continue to deliver long-term earnings growth, with an 

earnings profile that is expected to be resilient through 

economic cycles. 

“A demerger of Coles will facilitate greater focus 

by Wesfarmers on growth opportunities within its 

remaining businesses and the pursuit of value accretive 

transactions. The capacity to act opportunistically will 

be retained through a strong balance sheet and a cash 

generative portfolio. The Group expects to retain its 

current strong credit ratings and the dividend policy 

will remain unchanged.” 

Wesfarmers Chairman Michael Chaney said the 

demerger would extend the Group’s long history of 

actively managing its portfolio.

“Wesfarmers’ operating model has benefited 

our shareholders over the long term and will continue 

to provide the framework for future capital allocation 

decisions,” Mr Chaney said.

Sunsuper announces board changes

A
ndrew Fraser has been appointed as the new 

chair of Sunsuper, taking over the position with 

the conclusion of Ben Swan’s term.

The appointment of Mr Fraser – who has been 

an independent director on the board since 2015 - 

comes as a result of the board’s decision to adopt a 

‘best person for the role’ approach to chair selection 

and move away from rotational terms. Historically the 

role of chair of the board had been rotated every three 

years between member and employer directors.

News In Review
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News In Review

Mr Swan welcomed Mr Fraser to his new role and 

said he had the unanimous support of all directors to 

lead the board through the next phase of Sunsuper’s 

success.

“The board is acutely aware of the importance of 

strong governance particularly given the scope, scale 

and strategy of the Fund and, as such, has made a 

decision to adopt a ‘best person’ approach to the role 

of chair,” Mr Swan said.

“This approach, which has resulted in the 

appointment of an independent director to the 

position for the first time, is a further extension of the 

strength of the Fund’s governance model. It is an area 

in which we will continue to strive to achieve industry 

best practice.”

Mr Swan said he was proud of the achievements 

of Sunsuper and looked forward to continuing as a 

director of the Fund.

“I have thoroughly enjoyed my time as chair and 

am pleased to continue to work with Andrew in my 

capacity as director to govern Sunsuper in the best 

interests of members.”

Mr Fraser said that as one of the nation’s 

fastest growing funds with $50 billion in funds under 

management and more than one million members, as 

well as its status as Australia’s most awarded fund in 

2017, he was honoured to accept the role of chair of 

Sunsuper.

“I come to the role of chair at a very exciting 

time for the organisation and will continue to work 

with the board to ensure Sunsuper is governed in the 

best interests of its members,” Mr Fraser said.

“We have a very strong board with a clear 

commitment to delivering quality professional 

governance in support of a management team that 

has been delivering outstanding results.

“I’m honoured by the support of my colleagues 

and on their behalf I would like to thank Ben for his 

leadership and contribution to the organisation during 

his time as chair.

As well as sitting on the board as an independent 

director, Mr Fraser has also chaired Sunsuper’s 

Investment Committee since 2016, but he will now step 

down from this role to take up the position of chair.

Perth Airport appoints new Chairman

P
erth Airport Pty Ltd has announced the 

appointment of Mr Nev Power as Chairman of its 

Board of Directors effective May 1, replacing Mr 

Colin Beckett who will stand down from the role on 

April 30.

Mr Beckett, Chancellor of Curtin University, 

Chairman of Western Power and Deputy Chair of Beach 

Energy, has been Chairman of Perth Airport since 

March 2015. This has been a period of intense activity 

for Perth Airport as its first wave of redevelopment 

projects, including the new domestic pier in Terminal 1 

and the major upgrade of the arrivals and departures 

sections of the international terminal, moved from 

construction to an operations phase.

More recently Mr Beckett has helped guide the 

strategic planning process which has positioned Perth 

Airport to deliver a further $2.5 billion of investment 

in a new parallel runway, a major expansion of the 

international terminal and the consolidation of Qantas 

operations into the Airport Central Precinct.

“This has been a particularly rewarding three 

years at the helm of Western Australia’s most important 

transport infrastructure company,” Mr Beckett said.

“We have helped change the way Western 

Australians think about their airport. At the same 

time, we’ve kept a strong focus on delivering greater 

efficiencies for airlines and a quality experience for the 

travelling public.”

Mr Power has most recently been the Chief 

Executive Officer of Fortescue Metals Group and has 

more than 30 years’ experience in the mining, steel 

and construction industries and the delivery of major 

infrastructure projects, as well as a keen interest in 

aviation as a commercial pilot

“This is an incredible time to be involved in 

aviation in Western Australia,” Mr Power said.

“Perth Airport’s plans for its next wave of 

development will position it to embrace the future and 

deliver major economic gains for the tourism industry, 

the resources sector, agricultural exporters and higher 

education.

“We will work with the airlines, government and 

the community to ensure we deliver on the airport’s 

full potential and, in doing so, help unlock the full 

economic, social and cultural potential of our State.”

Perth Airport CEO Kevin Brown has paid tribute 

to Mr Beckett and welcomed Mr Power’s appointment.

“Colin has made an outstanding contribution as 

Chairman.” Mr Brown said.

“Perth Airport is now uniquely placed to fully 

capitalise on its potential and really capture the 

imagination of travellers and the community.

“Mr Power’s experience and profile at a national 

and international level will add great value to the 

Board as we look to move these major projects from 

the drawing board to construction.”
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PolyNovo
Improving Outcomes



“I
’ve always had a curiosity in manufacturing 

and project development,” Mr Brennan says, 

“at ConvaTec, Ansell and Smith & Nephew, so 

I’ve always been curious as to how each part of the 

business works.”

When the opportunity arose to apply for the 

position at PolyNovo, Mr Brennan felt it represented a 

good mix of everything he’d been previously involved 

with, all concentrated into one role.

“It’s ever-changing, very dynamic. We’re fast 

growing and it’s very challenging. But a lot of those 

core strengths on marketing, corporate structures, 

quality management systems and manufacturing, are 

things that I’ve been able to draw on in this role.”

PolyNovo’s work is based around the unique 

polymer NovoSorb™, and focuses on the development 

and commercialisation of innovative medical devices in 

the treatment of burns, surgical wounds and Negative 

Pressure Wound Therapy.

“[The polymer] is biodegradable and very cell-

friendly, meaning it’s non-toxic to new cells. So we help 

reconstruct damaged tissue in a variety of fields with 

a novel polymer that you then excrete through your 

urine or breath out through your lungs.”

Biodegradable Polymer

The company’s first product to go to market 

utilising the NovoSorb™ polymer is a wound dressing 

product for full-thickness wounds and burns known as 

a Biodegradable Temporising Matrix (BTM).

“Whenever you lose the underlying structure 

of your skin, which is call the dermis, we can actually 

regenerate that dermal layer by putting in a unique 

polymer, and the cells of your dermis grab back into 

that layer and re-vascularise.”

The dermis is the layer of skin that contains all 

the blood vessels, fat, elastin and cellular structures, 

and can be lost through the excision of a melanoma, 

burns, trauma, reconstructive surgery or infection.

“[The polymer] remains inside you for up to 

twelve months, and dissolves away over that period, 

and you excrete it through your urine predominantly 

as lactic acid, and you’re left with a very supple and 

mobile skin, and a very good cosmetic and functional 

outcome.”

PolyNovo’s BTM is currently on sale in Australia, 

New Zealand, South Africa and the United States, with 

other markets poised to come on board very shortly, 

most notably Israel and Saudi Arabia.

“The technology was invented by the CSRIO 

[Commonwealth Scientific and Industrial Research 

Organisation],” Mr Brennan explains, “and spun out 

into a listed company to fund its development pathway 

in 2004.”

The path to this point has not been easy, and 

has taken in various corporate ownerships, but a 

company restructure and new board in 2014 steadied 

the ship, with a fresh injection of investment going into 

commercialising and developing the product.

“Since 2014 we’ve built a clean room 

manufacturing facility, enhanced our quality 

management system, built our regulatory team, our 

R&D science team as well, and we’ve done all of the 

animal studies that were required, and all the laboratory 

works.”

The result of this hard work is a product fit for 

human use, and one that has proved to be exceptionally 

good. The product has produced excellent aesthetic 

and functional outcomes for patients treated with it.

“In this space, the products that are used today 

are animal-derived. By having a purely synthetic 

product that is bio-reabsorbed by your body and 

replaced with your own tissue, you have no foreign 

proteins or foreign body risk.”

The pathways to application for the product 

are broad, although Mr Brennan admits that the stark 

reality of the business is that there is a clear limit to 

how much can be done at any one time.

“At the moment, it’s about the BTM, having that 

established commercially within the market, bringing 

on our hernia range of products and a range of breast 

products. We’re partnering with another company, 

Establishment Labs, to bring Breast products to 

market.”

On top of these main products, the company is 

in second tier development on a range of others, such 

as a drug-alerting palette, a product which releases 

a measured dose of a drug per day as the polymer 

dissolves.

“We’re also growing within implanted NovSorb 

BTM—with another company in Adelaide, Beta Cell 

PolyNovo

Global medical device company PolyNovo (ASX:PNV) is focused on delivering improved 

patient outcomes through the use of innovative polymer technology. Paul Brennan was 

appointed as CEO in 2015, and brings extensive knowledge and experience to the role.
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Technologies—islet cells, which are from the pancreas, 

that produce insulin, and they can successfully be 

grown in pig studies within the BTM and produce 

insulin for type one diabetes management.”

In order to find market opportunities across so 

many different applications, PolyNovo identifies clinical 

needs in the market, clinicians who express concerns 

in treatment modalities, and apply the polymer to 

address a clinical outcome.

Commercialisation Process

T
he company’s commercialisation process takes 

in the different regulatory conditions across the 

world. In the US the company is already FDA 

approved, registered and on commercial sale, but the 

Australian market works differently.

“For Australia, the current use is under the TGA 

Prescribers Exemption Scheme, and that’s a pre-

registration scheme, so it allows individual surgeons to 

request the use of the product for an individual patient. 

It’s not a blanket acceptance.”

In addition, the company has recently filed its 

regulatory dossier with the TGA, and is expecting 

to achieve a listing on the Australian Register of 

Therapeutic Goods (ARTG) in the second quarter of 

2018.

“[ARTG] is the TGA regulatory approval, and that 

would allow any hospital and any surgeon to purchase 

the product for its appropriate use, without having to 

go through an exemption application.”

As the company’s home market, Australia will 

always be important for PolyNovo, despite being 

a relatively small global market. The TGA approval 

will help the company achieve good margin and be 

profitable.

“Our commercial future looks very strong. The 

main focus of the commercial opportunity remains the 

US, followed by Europe, which we’ll enter at the end of 

2018, then the other countries around the world, as we 

can address the regulatory entry points for each.”

The sale of the product in the US should provide 

sufficient funds for PolyNovo to launch its expansion 

into other world markets. The strategy of entry will be 

country-dependent, focusing on the particular areas 

where these products are to be used.

“In the American market and the Australian 

market, it’s large surgical wounds, the area of most 

opportunity, so our focus there is to identify plastic 

and general surgeons who have advanced skills within 

this space and target them for the entry into that 

segment.”

PolyNovo

The company’s first 

product to go to 

market utilising the 

NovoSorb™ polymer 

is a wound dressing 

product for full-

thickness wounds 

and burns known 

as a Biodegradable 

Temporising Matrix 

(BTM)
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When surgeons are looking for new products, 

they look for three things: the efficacy of the product 

in terms of outcome, the cost impact of the product 

to the health system and the long term outcome for 

patients using the product.

“We’ve got a very good clinical understanding of 

the application of the product,” Mr Brennan says, “and 

the types of surgeons that would be adopting the use 

of this product in a hospital.”

The company has seen significant recent growth, 

resulting in a huge rise in staff numbers, an outcome 

that has stemmed from a multitude of factors, 

predominantly PolyNovo’s entry into the US market.

“We’ve had a very supportive board. Our 

chairman is very committed to investing in the 

company, to make sure that it can succeed. Having a 

very active, engaged and supportive board is essential 

for our future growth and development.”

People are a positive resource for any company, 

and its success relies on its staff and the output 

that they produce. As PolyNovo expands into other 

markets, staff numbers are growing because of a need 

for the product to be successful.

“Our staff are very focused on their particular 

areas, but in all of those what is central is: how does 

our product enter the market and improve the life of 

a person who actually has a terrible need because of 

their illness or condition to be treated?”

The acceleration in the company’s R&D in new 

product pipelines has also been vital, with work still 

going on behind the scenes to bring its hernia, breast 

and tier two products to market following the success 

of BTM.

The company’s R&D investment is not just 

focused on growing its product line, but also on new 

innovations. The BTM product itself was subject to 

changes which improved its overall functionality.

“It’s getting close to our customers, looking 

at what’s their experience, what’s their need? And 

then incorporating those back into the design of a 

product improvement and then bringing that through 

the regulatory and quality processes so that we can 

market it.”

 All of this ensures that PolyNovo has a bright 

future. Mr Brennan is proud that the company makes 

its product at home in Australia, employing Australians 

and manufacturing in its Port Melbourne plant.

“This is a unique market space in the world, true 

innovation out of CSIRO, and very proudly employing 

Australians and showing that we can, as a country, 

deliver innovative technologies to the world. It’s a very 

progressive and exciting phase that we’re in.”

PolyNovo

PolyNovo has seen significant recent growth, resulting in a huge rise in staff numbers, an outcome 

that has stemmed from a multitude of factors, predominantly their entry into the US market
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S
irtex Medical (ASX:SRX) is an Australian global 

life-sciences company that develops and delivers 

effective oncology treatments by utilising 

innovative small particle technology. 

The company is considered a global leader within 

the rapidly growing market of Interventional Oncology, 

a field of interventional radiology dealing with the 

diagnosis and treatment of cancer using targeted 

and minimally-invasive procedures. On the back of a 

particularly challenging 2017, the company has worked 

hard to restore shareholder value and grow earnings, 

and announced in late January 2018 a proposed 

acquisition by Varian Medical Systems (NYSE:VAR) for 

the company valued at A$1.6 billion or $28 per share 

in cash, as CEO Andrew McLean explained recently to 

The Australian Business Executive.

Andrew McLean

“I
’ve been in medical devices almost all of my 

career,” Mr McLean says. “I spent over a decade 

at Becton Dickinson, starting out in the Australia 

and New Zealand business, primarily in marketing 

roles.”

After working his way up to marketing manager 

in one of Becton Dickinson’s business units, he left to 

work for Pfizer in a higher level sales and marketing 

leadership role, in a small business unit for Australia 

and New Zealand.

“I then did two stints in China with Pfizer, then 

came back to Australia and actually re-joined Becton 

Dickinson as director of the medical business. I did 

that for roughly three and a half years, and then 

Becton Dickinson asked me to relocate to their US 

headquarters.”

Mr McLean spent the next three years in the 

company’s head office in New Jersey, filling a variety 

of different roles in medical devices. After this he was 

approached by a small British company called Synergy 

Health.

“I was with that organisation as CEO of Applied 

Sterilization Technologies and Laboratories, for around 

about three years, before we were acquired by STERIS 

Corporation in the United States.”

The merger turned out to be a particularly 

difficult one for Synergy Health, going up against the 

US Federal Trade Commission, which believed the 

merging of the companies was of an anti-competitive 

nature.

“We believed otherwise,” Mr McLean explains, 

“so we challenged the FTC on that. We ended up going 

to court and prevailed, and as a result the combination 

went ahead.”

Mr McLean spent almost a year with STERIS, 

Sirtex Medical 

Rebuilding Confidence
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helping it to integrate and leading a major business 

unit called Hospital Sterilization Services, before being 

offered the chance to return home to Sydney and lead 

Sirtex Medical.

SIR-Spheres® Y-90 Resin Microspheres

“S
irtex Medical is an Australian listed 

organisation,” Mr McLean says, “and our 

key product consists of millions of tiny resin 

microspheres that are coupled with a radioactive 

isotope called Yttrium-90 (Y-90), and those tiny, 

radioactive microspheres are used for what’s called 

Selective Internal Radiation Therapy [SIRT].”

These microspheres, which are regulated as a 

Class III medical device, are delivered using a doctor 

administered catheter that is placed within the liver 

and targets inoperable liver tumours directly where 

they occur. To date, the device has been used for 

treatment over 80,000 times in more than 1,090 

treatment centres worldwide.

“SIR-Spheres Y-90 resin microspheres comprise 

tiny radioactive microspheres that become lodged 

in the capillaries supplying liver tumours, providing 

high doses of radiation directly to the tumour and 

minimising damage to normal liver cells.”

Sirtex Medical was started in 2001 by Dr Bruce 

Gray, a surgeon from Perth who came up with the idea 

of the SIR-Spheres microspheres. The company is now 

well into its commercialisation process, gaining US 

Food and Drug administration (FDA) approval in 2002.

“The mission was to treat liver tumours that 

had not been successfully treated with other forms 

of therapy,” Mr McLean says, “such as chemotherapy. 

The other key point is that liver tumours cannot be 

effectively treated via external beam radiation.”

Because of the sensitivity of the human liver, the 

amount of external beam radiation needed to properly 

treat such a tumour would be extremely harmful to 

surrounding healthy liver tissues. This is one of the 

reasons why SIRT is such an important treatment 

modality.

“The main categories of treatment that are 

available for cancer include surgery, and that’s possible 

in around about 15% of cases, where you resect the 

liver and take out the cancerous part, and leave the 

healthy tissue there.”

Another key treatment for liver cancer sufferers 

is a transplant. This particular treatment is subject to 

the limited availability of organs for transplant, making 

it a far less reliable route to go down. 

There is also the process of ablation, where 

a probe or probes are put directly into the tumours 

and some form of energy kills the cancer. This kind of 

treatment is limited to three or less tumours, no more 

than three centimetres in size.

“Then you’ve got different forms of 

chemotherapy, and then you’ve got the new biologics 

and immunotherapies that are coming onto the market, 

and then you’ve got SIRT, which is primarily used in 

what’s called the salvage setting.”

Salvage therapy is used on patients who are 

not suitable for surgery or transplant, or there is no 

transplant available, who can’t be treated with ablation 

or chemotherapy, and for whom all other forms of 

medication have previously failed.

“Therefore, there’s no other choice available, 

so you go for SIRT,” Mr McLean explains. “There are 

some instances where physicians will choose to use 

SIRT somewhere earlier in the regime, but primarily it 

is what’s called a salvage therapy. It’s the last line.”

The therapy is therefore seen as a life-extension 

modality. Some patients have found it to be curative 

and have added a decade to their life, but Mr McLean 

explains that based on the more than fifteen years in 

the market, the scientific literature supports that, on 

average, a patient may see a benefit of 3-6 months 

in life extension within the salvage setting using the 

product. 

“The product has a shelf life of roughly 64 

hours, after which it loses its potency. Anything 

that’s radioactive has what’s called a half-life, where 

essentially the radiation is diminishing over time. Some 

forms of radiation, say Cobalt-60, will last decades.”

Yttrium-90 has a very rapid depletion-of-energy 

schedule, meaning the whole treatment needs to be 

administered over a very short space of time. For SIR-

Spheres microspheres, 90% of the radiation is delivered 

over just 11 days.

“That’s very important, because you don’t want 

the radiation ongoing for a long time in the body. What 

you want is to hit that sweet spot between enough time 

to have a therapeutic effect on the cancer tumours, 

but not so long as to damage the healthy liver tissue.”

Sirtex’s SIR-Spheres microspheres are agnostic 

to the particular type of cancer, meaning any cancer 

that spreads eventually to the liver, even if it has 

originated in another area of the body, can be treated 

by the product.

Major Markets

T
he company now has regulatory approvals in 

most of the major markets around the world, 

and has conducted an enormous amount of 

clinical research in the space, more so than any other 

Interventional Oncology company.

“Some of our clinical studies have shown 

Sirtex Medical
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good results in terms of quality of life for patients, 

less toxicity, less side-effects versus other systemic 

chemotherapeutic agents.”

When these results are analysed further, it is clear 

for healthcare professionals to recognise substantial 

differences between Sirtex Medical’s SIRT treatment 

and the major chemotherapeutic treatments.

With its global business continuing to expand, 

Sirtex deals with a string of different regulatory 

conditions across the countries it works in, many of 

them offering reimbursement approvals, these being 

national coverage by a healthcare provider.

“We’re in over 40 countries now with regulatory 

approvals, and also reimbursement approvals across 

private and public payers. In some markets we have a 

bit of reimbursement, in others we have full coverage 

and reimbursement, but that’s country specific.”

In France and Spain, for example, the company 

receives reimbursement by the government for 

metastatic colorectal cancer that has spread to the 

liver. Similarly, in the US, there is coverage available, as 

is the case in several other countries.

The business is certainly performing well 

worldwide. Introducing the product onto the market 

back in 2002, the company has generated $234m in 

2017 alone, coming out with an underlying net profit 

of $42.4m. 

Sirtex will look to expand its market in 2018 by 

growing in the area of Interventional Oncology. This 

is an area that includes any form where the physician 

needs to intervene to eradicate a tumour, and can 

come in different modalities. 

“As we branch out and consider mergers and 

acquisitions, the particular market segments we’re 

going to focus on are areas where we have core 

competencies and capabilities, and the resources that 

have those skills in those market segments.”

This means that, if the company were to look 

at mergers and acquisitions in the coming year, it 

is likely that it would be targeting the segments of 

Interventional Radiology and Interventional Oncology.  

Now with the proposed acquisition of Sirtex by Varian, 

there is even greater scope to accomplish these goals 

under a combined structure. 

Business Strategy

S
irtex has recently introduced a new mission 

statement and group corporate strategy, 

designed to improve the quality and longevity 

of patients’ lives by providing innovative interventional 

oncology solutions.

“What we are trying to do is to have a multi-

faceted strategy,” Mr McLean explains, “which we’re 

now implementing, and that strategy has several 

Sirtex Medical

Sirtex Medical has conducted an enormous 

amount of clinical research in the space, 

more so than any other Interventional 

Oncology company
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operational components, and four primary areas of 

organic expansion.”

These four areas are concerned with geographical 

expansion, new segments within existing geographies, 

reimbursement and broadening indications. There is 

also a marketing element, which looks at improving 

Sirtex’s differentiation from its competitors.

“Finally, we’ll also look to target new revenue 

streams through targeted Research & Development 

and acquisitions. We’re positioning ourselves for the 

future with a new focus on becoming a more efficient 

business, with better business processes.”

By lowering staff numbers and opening a new 

manufacturing facility in Germany, the company 

has increased efficiency, as well as moving closer to 

the customer in Europe, the Middle East and Africa, 

ensuring quicker delivery of the product.

“One part of our organic growth strategy that 

we’re excited about is developing new business 

segments within existing geographies, and one 

example of this is that we’re leveraging the trend 

of healthcare moving outside of the hospital in the 

United States.”

This change has seen Sirtex build up several 

partnerships in what is known as the Office Based 

Laboratory (OBL) segment. The company has assisted 

in getting licences for several OBLs where patients 

have already been treated, and more are scheduled.

“This therapy does have a lot of long term growth 

potential,” Mr McLean says. “Today we estimate that 

out of the total available market, the countries which 

we currently have regulatory approval in, we’re only 

accessing roughly 5% of the available product.”

This means that, as Sirtex moves closer towards 

market saturation, the potential for long term growth 

is significant. The company estimates that the market 

itself is growing somewhere between 8-12%, presenting 

a real opportunity for growth.

“So not only do you have an under-penetrated 

market,” Mr McLean explains, “but you have a 

growing market, so we find those two factors very 

advantageous for the outlook of the business.”

The growth of the market also offers further 

global opportunities. So far the company is present 

in countries across Europe such as Germany, Italy, 

Belgium and the UK, as well as in Canada, the United 

States, Singapore and Australia, amongst others.

“We really are all across the world, and all across 

those markets there’s still a long way to go to bring the 

referring medical physicians an increased awareness 

that this therapy exists and have a higher level of 

patient referrals to this therapy.”

Part of the company’s success in these countries 

has come from the reimbursement it has gained from 

private and government healthcare providers, an 

arrangement which significantly boosts the uptake of 

the therapy.

“Like all innovative therapies, SIR-Spheres 

microspheres is not cheap. So getting reimbursement—

whether that be public or private—is essential to our 

business growth and success.”

Another element of the company’s business 

strategy relies upon the high margins on the product, 

which are at about 85%, providing the company with 

the opportunity to invest in more R&D, along with 

promotion, education and raising awareness of the 

product.

“Over the years, many medical products have 

come under significant pricing pressure,” Mr Mclean 

adds. “Our pricing has been relatively stable. If we 

were to look back to 2008, in the United States, 

reimbursement has increased from $12,600 per dose 

up to $16,716.”

Year-by-year pricing has remained stable, and 

even in some cases grown a little. The same trend can 

be seen across Europe and Asia, meaning the product 

has fared significantly better than many other medical 

products and devices, where price pressure still exists.

“Overall, every year the volume’s going up and 

the pricing is remaining stable. In the vast majority of 

cases, you compare SIRT and the costs of that, versus 

being on a programme of chemotherapy, there’s less 

side-effects and it’s cheaper.”

The business remains a highly profitable one, 

and is actively seeking to become more so. At the end 

of the last fiscal year, the company had $118m in cash 

and no debt, and it continues to generate extremely 

strong levels of cash.

“We’ve cut back on some non-core R&D 

initiatives,” Mr McLean explains, “and now that the 

major clinical studies have reported out over the last 

twelve months, we are also spending less cash, so that 

cash generation should actually be enhanced moving 

forward as well.”

In addition, Sirtex has made two significant 

moves over the last twelve months to reward its 

shareholders. The first was a share buyback for $30m, 

and the second was a significant dividend payment.

“We’ve rewarded shareholders and given back 

to them. We don’t have a dividend policy or a buyback 

policy, but we’ll review what we do in the future against 

the backdrop of our strategy and how we want to use 

our cash.”

Going forward, acquisitions will form an 

important part of the company’s overall strategy, but 

there will also be several other areas of the business 

Sirtex Medical
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that will receive increased focus, giving a rounded 

approach to the coming year’s activities.

Rebuilding Confidence

Despite the ongoing success and growth of 

Sirtex Medical, Mr McLean is the first to admit that the 

company experienced a tough time in 2017, finding 

itself up against several significant challenges.

“We’ve had multiple leadership changes in 

our US market,” he explains. “We’ve had leadership 

changes across our European and Asia-Pacific 

markets, and a number of our major clinical studies 

failed to reach their primary end points.”

In addition to these concerns, the company has 

recently appointed a new Chief Medical Officer and has 

had to deal with an investigation by ASIC for alleged 

breaches in continuous disclosure obligations—an 

investigation which is now finalised and in the past.

“In addition, we experienced a decline in our 

growth, missed our guidance and had class action 

lawsuits against us. So all of that has led to a marked 

deterioration in the share price and a significant loss 

of investor confidence.”

Despite these trying events, Mr McLean is happy 

to say that the company is rebuilding the trust and 

confidence lost over this period, with staff rallying 

around Sirtex and its important product to help it out 

of these difficult times. This turnaround culminated 

in late January, when the Board of Directors of Sirtex 

unanimously recommended the company be acquired 

by a large, US medical device company specialising in 

oncology called Varian Medical Systems, Inc.  

Proposed Acquisition by Varian

T
he proposed acquisition by Varian via a Scheme 

of Arrangement values Sirtex at A$1.6b and the 

all-cash offer of $28 per share represents a 49% 

premium to the closing share price of Sirtex prior to 

the announcement. The transaction, if approved, is 

expected to complete in late May. 

Mr McLean was excited by the potential of 

the combined businesses moving forward. “Varian 

employs approximately 6,500 staff globally, had 

2017 sales of US$2.7b and has a market value of 

approximately US$12b.  It is a leader in developing and 

delivering cancer solutions.  Sirtex has a significant 

focus on the medical oncology and interventional 

radiology market, so the ability to leverage those 

additional relationships means the business synergies 

are potentially quite significant.”

When asked about the financial markets 

response to the deal, Mr McLean commented “It’s fair to 

say the investor and analyst response to the proposed 

acquisition has been overwhelmingly positive.  The 

price Varian are prepared to pay to acquire Sirtex 

is greater than 50% above the consensus analyst 12 

month price target for the stock, and is very attractive 

based on commonly used transaction multiples, such 

as price to earnings, and enterprise value to sales and 

EBITDA.  We remain hopeful that once the Scheme 

Booklet is available to all our shareholders for review, 

they will see the merits of the deal proceeding as much 

as we do.”

. Dow Wilson, the Chief Executive Officer of 

Varian, said “Sirtex is a highly complementary strategic 

fit with our existing solutions for the treatment of 

cancer. We are excited by the opportunity to expand 

Sirtex’s business and continue to provide physicians 

and patients around the world with smart, efficient, 

and high-quality care.” 

Mr McLean concluded “I really want to thank 

all the staff of Sirtex for their contributions and for 

their faith in the business,” he adds, “because we are 

rebuilding the business, which has been absolutely 

recognised by Varian and together we are obviously 

going to do well in the future.” 

Sirtex Medical

Varian Medical Systems has proposed to acquire 

Sirtex Medical for the value of A$1.6b
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Youngcare is giving back 
young lives to young people  

in the disability space

A
nthony Ryan is the CEO of Youngcare, a not-

for-profit which has received national attention 

for their work in establishing and facilitating 

living spaces for people with disabilities between ages 

18 and 65, and working toward a future where young 

people are given the “young lives”.

Mr. Ryan believes they deserve. We spoke to Mr. 

Ryan about how Youngcare are embracing the National 

Disability Insurance Scheme (NDIS), running their not-

for-profit business like a corporate, and why on every 

whiteboard in their office Youngcare have written the 

phrase “Make ourselves redundant”.

While Mr. Ryan asserts that Youngcare was “born 

out of a gap that existed in the social infrastructure 

of Australia.” He also mentions that the company was 

incited by a real need, when Mr. Ryan’s friend, Dave 

Conry, realised first-hand the failings of the Australian 

disability space, while looking into care options for his 

wife who had been diagnosed with Multiple Sclerosis. 

“During that time he found it more and more 

difficult to look after her and, started looking for care 

models, finding only nursing homes and aged care 

facilities. Ultimately that drove him to really start 

engaging government and media, to say ‘Well is this 

really all that’s out there to help young people who 

have been given a really hard journey in life?’” Mr. Ryan 

said. 

Mr. Ryan joined Youngcare in 2016. Three close 

friends, also mutual friends of Dave’s, had left their own 

successful careers to form Youngcare thirteen years 

ago, and finding he admired what they were doing, 

Mr. Ryan felt honoured to join them. Saying, “When I 

was asked whether or not I would consider becoming 

CEO of Youngcare, it just felt like this incredibly natural 

progression, but it was also an incredible honour. 

Because I saw four of our mates, four people who had 

done something so well, and brought attention to the 

issue and led the issue nationally, I thought I could 

carry on their good work.”
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Youngcare

M
r. Ryan says that Youngcare are not themselves 

care providers, but find their strengths in 

building networks, setting up stakeholders, 

“looking at the gaps,” in Australia’s disability space and 

finding real and viable solutions. They define young as 

between ages eighteen and sixty-five, maintaining that 

these are the ages in which an aged care facility is not 

an adequate support space for people with disabilities. 

“We don’t think a person who is 45 wants to live 

in a nursing home.” Mr. Ryan said, “They want to live 

somewhere that gives them access to facilities, gives 

them access to pubs, shops, cafes, movies concerts, 

sporting venues, things such as that.” Mr. Ryan and 

Youngcare believe these availabilities are vital to make 

people feel energised by where they live, and Mr. Ryan 

notes statistics which have said that a young person 

living in an aged care facility will be visited less than 

three times a year. This isolation is something that no 

young person should be feeling, regardless of their 

care needs.“I couldn’t think of anything worse,” Mr. 

Ryan says. 

Youngcare has worked with Cox Architecture 

in designing fully automated spaces which also 

celebrate youth, independence and choice. Their work 

in designing spaces and designing homes “people 

want to live in,” has led Youngcare to become experts 

in other fields within the disability space. Mr. Ryan 

mentions that their previous work has enabled them 

to expand with other services including Youngcare 

Connect, a free support line to inform people trying 

to navigate themselves through the disability space. 

“We have people who man the phone and assist them 

in how they navigate through the best care, residential 

options, even other people they can connect with.” Mr. 

Ryan says. 

As Youngcare establishes themselves as 

knowledgeable thought leaders within the disability 

space, individuals, families and other not-for-profit 

companies have come to them for information. 

Youngcare are happy to share their information. An 

attitude which has established them as an impactful 

and innovative organisation, and has resonated with 

many media bodies. 

Youngcare has the motto “Make Ourselves 

Redundant” written on each of the whiteboards in their 

office, and Mr. Ryan says this attitude instils a sense 

of personal responsibility. “That’s what drives us.” Mr. 

Ryan says, “We don’t want to be feeding ourselves 

into a role. We all know, that if we’re successful in what 

we do, in ten years’ time there will be no need for 

Youngcare.”

Media Attention

M
r. Ryan credits the way Youngcare has engaged 

with media bodies to tell the stories they 

believe aren’t being told, saying, “We’ve been 

able to tell the story very well, and people in Australia 

get surprised by that. They get angered that people 

on their watch are getting treated in such a negative 

way.” He suggests that the company’s mission to 

make themselves redundant has resonated with media 

agencies and corporations, who feel a responsibility to 

use their role in helping Youngcare achieve their goal.

“It almost becomes infectious, this energy around 

us. We have had movie stars, rock stars supporting us 

because we communicate well with them. We let them 

feel impassioned with our idea, but we also say to them, 

our success will mean the death of our organisation.” 

Mr. Ryan said, adding “We don’t want to grow, we just 

want to be loud, we want to disturb, we want to solve 

the issue and then move on.”

Mr. Ryan lists Channel Nine as one particularly 

supportive media outlet, who identify with their own 

responsibility to Youngcare’s cause, “I walked out of 

Channel Nine two weeks ago, as I got into the car and 

drove away, I was almost numb by what they had just 

offered us. We went down with 12 ideas to try and build 

our relationship.” Mr. Ryan said, “Some of them we 

thought were outlandish, but at the end of the meeting 

not only had Channel Nine agreed to all twelve, but 

they actually suggested three others. They want to tell 

the stories of the people who need support. They want 

to, in some ways, create a little outrage in Australia.”

Whilst Youngcare aims to disturb and to create 

a sense of outrage amongst Australian people, Mr. 

Youngcare

Youngcare designs homes and spaces  

for people living with disabilities
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Ryan says that they at Youngcare are not angry at 

the Australian Government. He is instead interested 

in working with the Government, and feels that the 

new National Disability Insurance Scheme (NDIS) is an 

indication that the Government is willing to proceed 

with positive changes within the disability space. Mr. 

Ryan called the NDIS a “quantum leap,” in the right 

direction.

NDIS

T
he National Disability Insurance Scheme aims 

to move the focus of disability services away 

from institutions and toward the individual. This 

refocus on the individual treats people with disabilities 

as “customers, rather than numbers”, and seeks to 

work based on individual needs.

“A lot of organisations are going to be impacted 

in quite significant ways [by the NDIS],” Mr. Ryan says, 

“because the way they set up their structure relied 

on grants and Government funding, and acting as 

a not-for-profit rather than as a corporate-minded 

organisation looking after their own sustainability.”  

The NDIS challenges the private sector to 

take part within the disability space, and as many 

Government and corporate bodies have little or no 

experience with the disability space, Youngcare’s role 

will be in uniting Government, developers, investors 

and corporations, building toward a platinum standard 

of care and housing.

“We believe our media presence needs to drive 

that sense of optimism.” Mr. Ryan said, “We will be, 

over the next three years, utilising our space, network, 

and voice to sit down with Government. We realise 

we’re in a privileged position where we’ve been asked 

our opinion, and we think our biggest space is in 

assisting in the SDA component of the NDIS.”

The SDA is a Specialist Disability Accommodation 

package available to close to fifty percent of young 

people with high care needs. The package incentivises 

developers and investors to build for people who 

possess an SDA package, and Youngcare is able to 

bring their experience into the equation.

As Youngcare further intertwine their expertise 

with Government, corporations, individuals and carers 

within the disability space, the company are steadily 

working toward their end goal of young lives for young 

people, and a world which doesn’t need Youngcare. 

“One of the things which drives me every day as I get 

out of bed is that we can be part of solving a social 

issue that has always been part of the Australian 

fabric.” Mr. Ryan says, “We’ve got this window of time 

where we can solve this together, and to be part of 

that is something absolutely special.” 

Youngcare
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Cancel anytime.

(02) 8046 7400

Youngcare intertwines their expertise 

with government, corporations, 

individuals and carers within the 

disability space
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Lions Clubs Prepare Their  
“Good Ideas Organisation”

For The Future

R
ob Oerlemans is the Executive Officer of Lions 

Clubs Australia, a self-described “Good ideas 

organisation,” with a footprint encompassing 

community, environmental, medical and disaster relief 

initiatives. Lions Clubs comprise an apolitical and 

secular organisation of 1,200 clubs nationally and an 

international membership of one and a half million 

individuals. Mr. Oerlemans gave an introduction to Lions 

Clubs many operating areas, and spoke about how 

Lions Clubs are embracing new challenges including 

digitisation and changing volunteering habits amongst 

younger generations.

Executive officer of Lions Australia since 2006, 

Mr. Oerlemans has seen Lions Clubs address broad 

and ever-changing needs on a local, national and 

international level, saying “When I talk to people outside 

of the organisation, I say: When you think about a need 

in the community, you can be fairly certain there’s a 

Lion’s Club either nationally or locally that’s been 

involved in doing something about that issue.”

Lions Clubs members serve the community 

without a personal financial reward, which Mr. 

Oerlemans said fills many members with a sense of 

citizenship and service to county. “many Lions will give 

up more in their voluntary role than some people in 

their day to day jobs.” Mr. Oerlemans said.

Good Ideas Organisation 

“P
eople often think there’s a bit of mystery 

about Lions Clubs,” Mr. Oerlemans said, “at 

its core it’s really just a group of interested, 

community spirited individuals who decide to get 

together at their local community level and do 

something positive to improve it.”

Lions Club members join at a club level, and clubs 

join the Lions Organisation. While each club decides 

on its own program, there are national initiatives 

which bring several clubs together. “Lions join Lions 

Clubs and stay with Lions Clubs because they become 
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Servicing Lions Australia for 39 Years 

JUA Underwriting Agency Pty Ltd 

Website: www.jua.com.au 
Free Call: 1800 252 263 

Email: sydney@jua.com.au  
AFSL 235 411 

 

“We are proud of our relationship with Lions Australia. Over the years we have 

tailored many unique insurance solutions that have enabled Lions Australia to 

focus on what they do best – Helping the community.” 

Ken Welsh 
Executive Chairman 

JUA Underwriting Agency Pty Ltd  
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INSURANCE PRODUCTS  

 Property 

 Contingency Risks  

 General Liability  

 Event Liability  

 Professional Indemnity  

 Directors & Officers Liability  

 Association Liability  

 Management Liability  

 Specialised Schemes  

 Personal Accident & Employee 

Benefits  

 

JUA pioneered the establishment of Australia’s first 

hard-to-place insurance facility in 1980, clearing the 

way for local brokers to offer cover to clients in 

industries previously considered uninsurable, from 

privately owned public power supply companies to 

forms of adventure travel such as white water rafting, 

canyoning and horse riding.  

Since that time JUA have paid out more than a quarter 

of a billion dollars in claims for our underwriters 

across our whole book of business. This included 

seventy million dollars in liability claims.  

JUA have seen many competitors come and go, 

attracted by the opportunities, but ultimately unable 

to weather the storm of servicing and supporting 

these challenging markets.  

More than 35 years later, JUA’s expertise in this area 

remains unsurpassed. 

JUA are proud to be the oldest Lloyd’s Coverholder in 

Australia. Lloyd’s of London paid special tribute 

Executive Chairman Ken Welsh in 2014 presenting a 

Special Recognition award for JUA Underwriting 

Agency’s valuable contribution to the Lloyd’s market.  

JUA are proud of the Agency’s strong standing and 

longevity in the insurance market. With a number of 

agencies and insurers growing and consolidating, JUA 

are different in that they are completely 

independently owned and operated with no conflicts 

of interest. 

 

 

 

JUA: Specialist expertise 
plus unrivalled experience 

 

 

JUA Underwriting Agency Pty Ltd 

ABN 70 004 566 465 / AFSL 235 411 

Free Call: 1800 252 263  

Mail: Locked Bag 11 Royal Exchange NSW 1225 

Email: sydney@jua.com.au 
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their family. Working alongside other people brings us 

together and keeps us together.” Mr Oerlemans said.

Amongst staples including food drives, helping 

out sporting and community events, and fundraising, 

Mr. Oerlemans detailed several other large initiatives 

Lions Clubs have taken on, “We’ve got a long history 

in blindness prevention and sight improvement, and 

we find work for the most needy in the community.” 

Mr. Oerlemans said, “We’ve also got a long tradition 

of environmental projects, you go to most towns in 

the county and you’ll find a Lions park, those were 

established many years ago, but also modern Lions 

Clubs are getting involved in tree planting around 

the country and development of wetlands and local 

facilities.”

Efforts from Lions Clubs national initiatives 

include a major initiative looking to cure children’s 

cancer, The Australian Lions Childhood Cancer 

Research Foundation in partnership with the Garvan 

Institute is currently mapping the genome of 350 

children with cancer.” Mr. Oerlemans said, “We’re also 

better understanding the process of the disease and 

looking at the sort of treatments that can work. And 

it’s not only about research, it’s directly helping those 

participating in the study.”

As Lions Clubs have no single goal, they are able 

to use their efforts to react quickly and effectively 

to needs as they arise, a quality which is particularly 

effective in disaster relief, “One of the great things 

about Lions is that when the emergency and the 

disaster is finished we don’t walk away. We stay there 

and help the people who have been affected.” Mr. 

Oerlemans said. 

Unique Amongst Not-for-profit Organisations

M
r. Oerlemans credits the fact that Lions 

Clubs don’t take public money to cover their 

operating costs as a key factor which makes 

Lions Clubs unique amongst most other national and 

international Not-for-profit organisations, “Not only do 

we rely on members to give up their time, we also ask 

them to pay fees to support the infrastructure of the 

organisation and all of our running costs.”

“What that means, for example, is that when 

a member of the public donates ten dollars to their 

Lion’s Club, towards for example our kid’s cancer 

project, every cent of the donation goes to where it’s 

intended. That’s pretty important to our members.” Mr. 

Oerlemans said. 

“One of the other really interesting points is 

that in some ways we’re an organisation which can 

be very flexible in our approach. We’re a good ideas 

organisation, unlike other organisations which have a 

longstanding mission which they keep going over the 

decades, a Lions Club can very quickly turn to meet 

and resolve a need in their community. It might be 

disaster relief in their community this year, next year 

it might be raising money for medical research, and a 

year after it might be out there planting trees in their 

community”

The Future of Lions Clubs

F
or Mr. Oerlemans, the future of Lions Clubs lies in 

adapting to changing people and social climates, 

and in embracing changes in technology. “We’ve 

changed quite dramatically and we’re continuing 

to change. When I started we were very much a 

traditional organisation, that sent letters in the mail 

and communicated face to face.” Mr. Oerlemans 

said, and whilst he notes that the organisation still 

conduct many important affairs in this manner, “In 

that time we’ve moved very quickly to emails. Every 

club has developed it’s own digital presence through 

an online website we offer to clubs. Most of our clubs 

are engaged in social media for communication and 

promotion.”

Lions Clubs Australia

A Lions Club can very quickly turn to meet  

and resolve a need in their community
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“As an international organisation we’ve just 

celebrated our centennial, and part of that has been 

about looking at how we can extend ourselves into the 

modern world.”

Alongside changing technology, Mr. Oerlemans 

suggested Lions Clubs are moving toward a more 

flexible approach which will encourage younger 

members to join. “We know we need to reach out to 

younger people.” Mr. Oerlemans said, “Whilst we’re 

probably seen as an old person’s organisation, many of 

our long-term members started when they were in their 

thirties.” He identifies that younger demographics bring 

with them different attitudes toward volunteering, and 

the organisation has willingness to adapt in order to 

accommodate them, saying, “Our members join a club, 

and they commit to being a volunteer for a long period 

of time and some members a lifetime. But we recognise 

that younger members are used to a different sort of 

volunteering, they like to chop and change drop into a 

land care activity or a tree planting activity. Or they’ll 

get involved with crowdfunding for a friend of theirs 

who is in trouble, or they get involved in an event, like 

volunteering for the Olympics, and then they’ll drop 

out again. What we need to do is work out how we can 

include those individuals in our organisation, which is 

very much an institutional organisation, and work with 

their needs, use their capacity, and let them go on their 

way to do other things. Knowing that some of those, 

when they reach a point of time in their lives when they 

can give more to a volunteering organisation, will come 

back to us and say they’re willing to make a deeper 

commitment, that’s a challenge the organisations are 

working through.”

More changes for Lions Clubs will come at a 

structural level, “The organisation has always had this 

idea that you serve as a leader for twelve months, we 

have a national board that we call the council, they’re 

in there for twelve months and then they move on. 

They move back into their club life and someone else 

takes on the leadership role. This helps to manage our 

members other commitments.” Mr. Oerlemans said, 

“We know that as an organisation and a legal entity 

it makes it difficult to get continued momentum in 

what we’re doing, in growth and in change. So within 

Australia we’re working through the concept to have 

an advisory board which can actually be an ongoing 

leadership entity to work with our elected official and 

keep things going in-between times. 

As Lions Clubs adapt to meet new changes 

on both a club, national and international basis, Mr. 

Oerlemans is optimistic that the organisation can 

adapt and change, both in the scope of its output and 

in its structure. “We think that part of the way we will 

succeed and grow in the future is if we have a group 

that learns and develops, and can involve our elected 

leaders in processes of innovation, change and growth 

in the longer term. “Mr Oerlemans said. 

Lions Clubs Australia

Lions Clubs encourage younger 

members to join as they bring different 

attitudes toward volunteering
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Australasian Body Corporate 

Management MD Chaz Burdett  

on how Queensland strata is  

leading the way 

D
irector of Australasian Body Corporate 

Management Chaz Burdett spoke to The 

Australian Business Executive about the growth, 

change, and competitive edge in the strata management 

industry. Now in its 32nd year, Australasian Body 

Corporate Management  manage over four hundred 

complexes throughout Queensland and New South 

Wales, with unprecedented annual growth in excess of 

25%.  

How did you come to be involved with the industry?

P
resently I am partner and managing director 

of Australasian Body Corporate Management, 

overseeing the operation of the Brisbane and 

Gold Coast offices. I have been involved in the Body 

Corporate/Strata industry and property services 

industry since 1996. Prior to join Body Corporate/Strata 

management I was involved in commercial investment 

sales and leasing, employed with Colliers International 

and later joined Jones Lang LaSalle when I relocated 

to Brisbane in 2007. Both rolls involved facilitating 

the sales and leasing of regional and major shopping 

centres, office buildings and various commercial 

facilities and sites throughout Queensland and New 

South Wales. In 2007 I purchased an apartment 

located in New Farm, Brisbane and joined the Body 

Corporate Committee, taking on the Treasurer and 

Secretary roles.  Playing an active role and undertaking 

major capital works to the complex, including exterior 

re-painting, exterior lighting upgrade and building 

security upgrade. Over a six-month period, working 

closely on these major projects and with the Body 

Corporate manager of our complex who was also the 

director of the company. This business relationship 

lead, to an employment offer with this particular 

company and this is where I commenced my career in 

Body Corporate management.     

And this led to your involvement with Australasian 

Body Corporate Management?

I
n late 2013 a decision was made to explore 

opportunities in the setting up of a Body Corporate/

Strata management company or purchasing an 

established company. It was further decided that 
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Sydney or Brisbane would be the preferred locations 

given the growth rates, particularly Brisbane. Following 

several months of investigations an opportunity arose 

in Brisbane to purchase Australasian Body Corporate 

Management. The company held a solid foundation in 

the market place, had been established 28 years at the 

time, and employed a small team of 8 staff members. 

All of which appeared attractive, as we knew we could 

grow the portfolio to a size where we felt comfortable. 

So how is your offering different from others  

in the space? 

N
ow established 32 years and growing the 

portfolio to a comfortable size, we aim to deliver 

our clients the highest financial, legislative and 

facility management services available. We ensure 

client satisfaction is achieved and to continue to 

remain a sought after and respected organisation in 

the market. Within our organisation comes a diverse 

range of talent from industries such as building, 

construction, property services, finance, facilities and 

project management. Our team is small, however we 

personally know all our clients and deliver same day 

service. Our Brisbane office holds 10 staff members 

and our Gold Coast office holds 5 staff members. 

Both offices hold facilities to accommodate owner’s 

attendance during General Meetings and Committee 

Meetings, as some meeting attract up to 40 owners in 

attendance.  We accommodate attendance in person, 

teleconference and Skype. 

And where is the business headed? 

A
ustralasian Body Corporate Management 

operates in Brisbane, Gold Coast and Sunshine 

Coast and is licenced and operates in Sydney 

and Northern New South Wales. Presently we hold 

the management of over 400 complexes with growth 

rates exceeding 25% annually. 

Would we know of any of your properties  

under management?

T
hree properties which come to mind are our 

Allegra development in Southport, Cathedral 

Place complex in Fortitude Valley, and the 

Merrimac Heights Estate. Allegra is a mixed-use 

development in the corner of Scarborough street and 

Nind street comprising 117 apartments over sixteen 

levels, including retail shops on the ground floor. 

Cathedral Place is an inner city complex spanning 

an entire city block and comprising 550 apartments in 

Brisbane, and which has been registered under BUGTA 

and comprises a Principle Body Corporate known as 

the CBC, five Body Corporate schemes known as BUP’s 

and a commercial precinct comprising of 21 shops and 

first floor offices. 

Finally, Merrimac Heights Estate is a secure 

gated complex of 150 townhouses, two tennis courts, 

two swimming pools and ten areas of landscaped 

grounds.  

From an industry standpoint, what changes are 

taking place in the sector?

F
ollowing the announcement of the New South 

Wales new Strata Schemes Management Act 2015 

which came into effect from 30 November 2016, 

several changes include; The Annual General Meeting, 

Committee Meetings, Finance, Legal, Insurance, By-

laws, Repairs and Maintenance and Strata Management 

Agreements. Some examples of these changes include:

Notices of the Annual General Meeting must be 

provided to Lot owners and tenants at least 7 days’ 

notice prior to the Annual General Meeting. A vote 

can be held to determine when the owners can hold 

their Annual General Meeting during the financial year. 

Should a quorum not be achieved after 30 minutes 

of the notified commencement time of the Annual 

General Meeting the Chairperson may adjourn the 

meeting or may declare those present achieve a 

quorum and commence the meeting accordingly. 

Australasian Body Corporate Management
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Voting on matters may be conducted by secret ballot, 

however under certain requirements only. Owners in 

large schemes may receive the Minutes of a General 

Meeting within 14 days, however only if requested. 

A maximum of one proxy per person for schemes 

under 20 Lots and for schemes greater than 20 Lots 

a person cannot hold proxies for more than 5% of the 

total number of Lots in the scheme. One co-owner of 

the same Lot may be elected to the Committee only. 

A sole owner of a Lot may not nominate more than 

one person to the Committee unless they own more 

than one Lot. An explanatory note of not more than 

300 words is required when requesting a motion to 

be placed on a general meeting agenda. Motions must 

be included on debt recovery management, annual fire 

safety assessments, known commissions and training 

services, as well as an estimate of any commissions to 

be received during the financial period. Owners may 

requisition motions upon a General Meeting, whether 

their levies are paid in full or an amount is outstanding.  

The Sinking Fund has been renamed Capital 

Works Fund. Auditing of financial year end statements 

is compulsory and must be carried out prior to the 

Annual General Meeting and the distribution of the 

agenda documents to Lot owners, for schemes greater 

than 100 Lots and or with an annual budget of more 

than $250,000. For a scheme greater than 100 Lots, 

when preparing annual financial budget, a specific 

amount for each item of expenditure is required and 

any variances to the 10-year capital works plan must 

include a reason for the variance. The capital works 

plan is to be used in budget preparation and should be 

followed as close as possible. The financial budget will 

include contributions raised, income received and all 

known expenditures.

So what are the most important issues facing the 

strata industry?

A 
Body Corporate/Strata complex may see a 

variance in occupancy ‘resident owners or 

tenants’. Complexes that hold a high tenancy 

ratio, generally see a low attendance rate during 

General Meetings. These factors greatly impact the 

decision-making process and therefore decisions may 

take longer to determine than normal. The importance 

of owners participating in the voting process is 

paramount. Whether owners attend meetings in 

person or by voting paper, the importance of their 

vote is valuable.  

Australasian Body Corporate Management

What are the business lessons you’ve learned?

W
e recognise that Body Corporate/Strata 

management is a service based industry 

therefore our team is committed to working 

together to ensure all service levels are reached and 

reviewed where necessary. Ensuring these service 

levels are achieved is of the upmost importance as our 

business growth is dependent upon this. The majority 

of our business growth is received by a referral from 

an existing client which is a direct result from our 

service levels. Our team continues to stand by our 

motto “Our Knowledge is your Body Corporate” to 

ensure our retention and growth rates are achieved. 

Furthermore, educating owners of their responsibilities 

when owning a property within a complex is valuable. 

Therefore, providing owners of the By-laws that govern 

the complex ensures all residents are aware of who is 

responsible and the provisions pertaining to certain 

aspects of community living. 

What misconceptions about the industry do you 

have to deal with?

M
isconceptions in the industry may vary, however 

a common misconception is that some owners 

believe their levy contributions paid, all go to 

the management company, which is not the case. The 

levy contribution owners pay, is a payment towards 

all expenses the complex will incur or save during its 

financial year. The administrative fee paid to the Body 

Corporate manager is only a small portion of the levy 

contribution owners pay and it is as small as 5% of the 

total contribution

Are there particular issues strata owners should 

better educate themselves on?

Owners need to be aware of various issues 

pertaining to their complex and to better educate 

themselves. Particularly in By-laws, Enforcement 

of By-laws & Obligations of a Body Corporate and 

Committee members. Our office regularly distributes 

information factsheets pertaining to these obligations 

which include; What is a Committee, What is the 

role of a Body Corporate Manager, What is the role 

of a Chairperson, Secretary, Treasurer and Ordinary 

Member of the Committee & How does a person 

nominate for Committee positions. Furthermore, 

matters pertaining to By-law enforcement are included 

which cover topics such as; What are By-laws and the 

responsibility of the Body Corporates to enforce its By-

laws. Australasian Body Corporate Management finds 

owners are receptive to receiving these information 

factsheets which in turn assist owners, property 

managers and their tenants to better understand 

who is responsible for what in a complex, therefore 

directing their enquiries to the correct person. 
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Australasian Body Corporate Management

Operationally, how is Australasian Body Corporate 

Management different from other providers who 

work in this space? 

F
irstly, from a management perspective we 

emphasis the importance of ensuring our staff 

are treated with respect. We feel that ‘happy 

staff equals happy clients’ therefore we ensure each 

member of our team is provided adequate support in 

their role to ensure they are not overloaded and able to 

provide the required service levels our clients require 

and expect. 

Our role is to assist the Committee in 

administering all Secretarial and Treasurer roles. Under 

the direction of the Committee, our office assists in 

the preparation and distribution of all Agendas and 

Minutes. To ensure effective meetings are conducted, 

clear communication between our office and the 

Committee is held in the lead up to any meeting. Draft 

Minutes are circulated to the Secretary within 7 days 

or sooner after the meeting for review and approval, 

prior to distribution. All action items from the meeting 

are clearly identified upon the Minutes of the meeting 

and detail who is responsible for what.  Our office can 

assist with these tasks within a timely manner.  

Furthermore, our office will assist the Committee, 

particularly the Secretary in all communication to 

owners and residents when required and implement 

any legislative requirements. Given our experience in 

the creation of By-laws, our office can value add to 

your existing By-laws if or when needed to help uphold 

the integrity of the complex.  

We pride ourselves in financial management. 

Our financial controller assists the Treasurer during the 

financial year to ensure the financial expenditure falls 

in line with the approved annual budget items and if 

not, those notations are recorded for transparency to 

owners. Our financial controller will provide a monthly 

status report exclusively available to the Committee 

detailing all payments drawn, payments received, 

bank account balance, bank statements, financial 

statements and roll changes.  

The Committee may require a review of its 

operational services. At Australasian Body Corporate 

Management our office can assist the Committee 

to obtain alternate options from service providers 

ensuring the complex is maximising its position. 

Operational services may include; security services, fire 

safety services, insurance services, electricity services, 

gas services, internet services, grounds & garden 

services, pool services, lift services, cleaning services, 

remedial repairs and ongoing general maintenance.  

Australasian Body Corporate Management can 

confidently administer all communication to and from 

all service providers to ensure all owners receive the 

best possible outcomes. Furthermore, between our 

office and our legal team we hold a 100% success rate 

in debt recovery relating to overdue levies including 

metered energy.  

Many of our complexes have saved 50% of their 

secretarial fees in the first 12 months after appointing 

Australasian Body Corporate Management.  

ABCM Partners

A
ustralasian Body Corporate Management 

holds a longstanding reputation in Body 

Corporate Management. When it comes time 

to recommend external service providers we prefer to 

recommend Body Corporate Brokers for their ability 

to obtain competitive insurance renewals, and their 

assistance during insurable events. 

ABCM ensures each member of their team is 

provided adequate support in their role
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T
he business of sport can be fickle beast as 

management can often find difficulty in keeping 

the supporter base onside while also pursuing 

the goal of profit. 

It is, indeed, not unusual for the wishes of 

supporters to clash with what, from a business 

perspective, is best for a particular organisation. 

Ergo, what to do? Or, more accurately, how are these 

conflicts best reconciled?

The focal point of a professional sporting club 

is to define itself in a crowded marketplace, not only 

against competitors in the same competition, but 

against other sporting codes, and even other forms of 

entertainment.

The Western Sydney Wanderers form a perfect 

case study of a sporting club which defined itself as 

a community organisation rather than a business. 

Upon being granted a licence to participate in the 

Hyundai A-League by Football Federation Australia 

(FFA), this random club from Western Sydney set 

about consulting heavily within the community on 

everything. It’s home, colours, name and, therefore, 

entire identity lay in the hands of the new supporter 

base.

Although run as a business, this opening up of 

identity allowed the Wanderers to identify as more a 

community organisation than professional business of 

any description, with ownership of the club, although 

legally lying with the FFA, perceived to be in the 

hands of the supporters. This laid the platform for 

record attendances which parlayed into early on field 

success, creating a spiral of success.

Contrast this with another Western Sydney 

sporting club, the Greater Western Sydney Giants 

in the Australian Football League (AFL). While the 

Wanderers identity was totally left to the community 

at large, the Giants are entirely a creation of the AFL. 

No consultation, no public campaign, nothing until the 

organisation was established under guidance from the 

AFL.

At this point it is worth noting that the Giants 

wear orange, black and white as their playing strip, 

the same colours as the Wests Tigers of the National 

Rugby League (NRL), who play games within the 

catchment the Giants are seeking to infiltrate.

This indicates, on the part of the AFL, a calculated 

bid to undermine the presence of a rugby league club 

in Western Sydney and tap into their supporter base. 

However, while this has led to an increase year on 

year in average attendance, the Giants had the lowest 

average attendance of any AFL team during the 2017 

season. In establishing the Giants as a club which 

seemed to be a stalking horse for the AFL in infiltrating 

rugby league heartland, it allowed the club to be lost 

in the sporting diaspora of Western Sydney, which is 

enveloped, at a junior level, by an almost smothering 

presence of football and rugby league.

It is this junior presence which brings us to the 

third club of interest in this case study, the NRL’s Wests 

Tigers. While the Wanderers supporters chose the 

identity of the club as a whole, and the Giants had their 

identity foisted on them by the AFL, the Wests Tigers 

found themselves stuck in the middle. A joint venture 

partnership between the Western Suburbs (Wests) 

Magpies and the Balmain Tigers, the new club is still 

seeking to establish an identity after 18 years in the 

competition. This comes about due to a geographical 

diversity in the heritage of both constituent clubs and 

economic realities of the current competition. 

Sports club 
mismanagement 
and communities  
in crisis

Keith Topolski
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Western Suburbs was originally an Ashfield based 

club, where the wealthy and powerful Wests Ashfield 

Leagues Club is located, before relocating to Lidcombe 

for two decades and then to the Macarthur region, 

which has now been home for 30 years. While Balmain 

was based at Birchgrove before finding a permanent 

home at Leichhardt Oval, the joint venture has been 

forced to play home games at both Allianz Stadium 

and ANZ Stadium due to commercial opportunities 

offered by each venue, with ANZ Stadium reportedly 

paying NRL clubs $100,000 to play home games as an 

incentive. 

This split between venues has seen Wests 

Tigers unable to properly identify themselves in the 

saturated marketplace that is Sydney rugby league. 

The Wests side of the joint venture is split between 

the demographic base in Campbelltown and the 

emotional attachment to Lidcombe, while the financial 

heart of the club lies in inner west Ashfield, only a few 

kilometres from Balmain’s spiritual home of Leichhardt. 

While Wests Tigers might have many options available 

to it in terms of choosing an identity, the failure to 

establish a geographical base leaves the club in a 

precarious position in recruiting a new generation of 

tribal fans, instead reliant on those who find appeal in 

the club’s colours or mascot.

These three sporting organisations all have vastly 

different narratives at their core, and this explains how 

proper management of a club’s identity can have a 

lasting impact on the business element of the club.

The Western Sydney Wanderers eschewed the 

business identity and, in doing so, carved out a new 

niche in what has fast become a corporate sporting 

world, far removed from the traditions of a generation 

ago when ethnic enclaves ruled football on Australia’s 

east coast.

The AFL, though, has veered wildly towards a 

sterile, almost bland, view of the future, with a league 

run franchise operating with little regard for a fan base 

it once coveted, choosing instead to pursue popular 

imagery rather than grassroots supporters, resulting 

in a struggling product being promoted in a sporting 

market already overpopulated.

Wests Tigers has steered a course through both 

extremes, although this has been borne by history 

rather than any semblance of strategic planning 

insofar as management remains hamstrung by duelling 

histories.

While each club tells a different story of their 

existence, they each demonstrate the successes, 

failures and uncertainties that can come from properly, 

or improperly managing to define a clear identity in 

the marketplace, be it business or sport, although in 

modern times it is difficult to tell in the professional 

sporting landscape where the sport stops and the 

business assumes control.

Keith Topolski is the media manager for the 

Western Suburbs Magpies in the NSW Rugby League 

and is the Wests Tigers’ NRL ground announcer. A 

regular guest commentator on Sydney’s Triple H 

100.1FM and Radio Northern Beaches 88.7FM, his 

professional background is in media and politics 

including more than six years as a media advisor.

Published quarterly, The Australian Business Executive 

(The ABE) provides an in depth view of business and 

economic development issues taking place across 

the country. Featuring interviews with top executives, 

government policy makers and prominent industry bodies, 

The ABE examines the news beyond the headlines to 

uncover and deliver the best of Australian business.

To subscribe, visit www.The ABE.com.au
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It’s not just  

business.  

It’s personal

Matt Versi 

T
he days of having complete control of 

your company’s image are over. In today’s 

interconnected world, executives and their 

boards are having to face ever-changing markets, a 

fragmented media, and an increasingly effective class 

of professional activists. These combined can, at the 

least, cause significant headaches for a business’ 

leadership and, at worst, bring a company to its knees.

Gone are the days of the ‘it’s not personal, it’s just 

business’ way of thinking. Today everything a business 

does is personal; from the way it interacts with its 

customers and how it treats its employees, to the way 

it contributes to the community and communicates 

with the wider world. A company’s reputation is 

paramount.

Having worked with a number of large 

multinationals, one thing that has stood out to me 

is just how unprepared some companies, especially 

Australian companies, are for the new environment in 

which they’re now operating. Too many still operate 

with a pre-digital and pre-social media frame of mind, 

ignoring digital communications and the vital role 

storytelling plays in shaping a company’s external and 

internal reputation.

Companies need to get into the habit of using 

digital to tell their story. When I speak with the boards, 

CEOs or CMOs who engage ImpaQmedia, every single 

one of them can name two or more recent good news 

stories of how their products are improving lives, or 

how their employees are giving back to the community. 

But when I ask what they’re doing to promote those 

stories I often get the same response: “well we tried 

getting it into the media, but we didn’t get any interest, 

so we ended up posting a media release about it on 

our company website. That’s about all we could do”.

It’s this sort of thinking that has seen companies, 

once thought to be invincible goliaths, washed away 

by the tide of digital disruption and replaced with 

competitors who embraced storytelling and invested 

in the digital tools necessary to thrive in the new 

reputation economy.

Now, I rarely put the blame for this failure on a 

company’s CMO or communications team. More often 

than not, these people get it, and they’re raring to go 

with ideas of how to leap-frog the competition and 

soar ahead in the digital space. I’m sorry to say, but 

the problem generally lies with the leadership who are 

either uninterested because they’re about to retire, or 

they see investing in digital storytelling as a ‘nice to do’. 

That is until a crisis, or worse yet, professional activists 

strike, leaving the company, and their personal brand, 

battered, bruised and professionally toxic. Reputations 

built over an extensive career are wiped away in a 

matter of hours, with the crisis also having a negative 

effect on employees, and impacting the company’s 

ability to attract future talent.

At this point you as a reader are going to fall 

into one of two categories of thought. The first, who 

think of this as ‘new age B.S.’ and something that won’t 

affect their company so long as they stick to the tried 

and tested ways of old. And the second, will either 

recognise this as something they need to seriously 

consider for their company’s future, or they will have 

already embraced the disruption as one of the new 

digital-savvy executives leading their companies into 

the new economy.

In my experience, I generally encounter more of 

the latter than the former. Business leaders who fail to 

recognise and adapt to digital disruption are quickly 

finding their positions usurped by those who do.
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Take the media industry for instance. Today’s 

media landscape is not what it used to be. Audiences 

are turning away from major mastheads and TV 

networks, preferring channels like Facebook, LinkedIn 

and industry ‘niche’ websites to consume content 

relevant to them. This shift of attention has forced 

media companies to turn to social media channels 

in order to reach their audience. This, combined with 

large staffing cuts at major outlets, has meant gaining 

positive media attention has never been harder for 

companies.

While digital disruption has brought with it many 

challenges, it has also created enormous opportunity. 

The media’s reliance on social media has levelled the 

playing field for companies, giving them the ability to 

directly reach targeted audiences like never before. 

Business leaders who are now investing in building 

out their company’s digital capacity with these tools 

will find they have greater control in shaping their 

company’s reputation, building industry influence and 

handling future crisis.

So, here is my advice on how to get started:

1. Reach out directly to your CMO or 

communications team. Chances are they will have 

already identified several ways your company can 

scale its existing digital capabilities;

2. Start considering everything your company 

does as an opportunity to create brand positive 

content. Winning an industry award for ‘Best Place to 

Work’ is a perfect piece of content your team could be 

prompting internally as well as externally;

3. Convert those stories into easy-to-digest 

content. For example, the ‘Best Place to Work’ award 

is an opportunity to create a short one-minute video 

with your employees sharing their thoughts on why 

your company is a great place to work;

4. Post the content (in this case the video) 

on LinkedIn and any other ‘niche’ industry focused 

websites (you’re reading one right now – The ABE 

magazine & website);

5. Next encourage your employees to ‘Like’ and 

‘Share’ that positive content with their own networks. 

As CEO, you should lead by example and do the 

same. Publicly congratulate staff and the company by 

tagging them in your posts on LinkedIn. This is a sure 

way to get your company’s positive content trending 

and showing up in Google searches;

6. And finally, don’t be afraid to reach outside 

the company for help. There are plenty of experts in 

this space who are more than happy to share their 

knowledge.

The more positive content your company can 

generate, the more that will show up when customers, 

employees, future talent and others in your industry 

engage with you online. And if done right, you will also 

be able to use your company’s digital tools to grow 

your own personal brand as a digital-savvy industry 

leader, and ideal candidate for board positions.

Matt Versi is the Chief Digital Strategist for 

digital media group, ImpaQmedia. Matt has worked 

across both the government and private sector 

advising organisations and industry leaders on their 

digital strategy, influencer branding and content 

creation capabilities. 

It’s not just business. It’s personal

Want more executive content?

Listen to our range of podcasts by visiting

www.TheABE.com.au/category/podcasts/
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Paul Smith 

T
here are millions of board directors in the world. 

Every company and organisation has them. Let’s 

be honest, many of them deserve their seat at 

the table. They bring huge value. Unfortunately, many 

do not. 

“Just because you think you can be a director, 

doesn’t mean you should.”

Before getting started on a boardroom career, 

there is one question that every potential director 

needs to ask themselves: “Am I director material?”

There is no simple way of telling whether you 

will cut it, but there are certain attributes and skills that 

those who make a successful go at it tend to have in 

common. To help you answer this simple, yet direct, 

question, I’ve broken the it down into seven questions.

Please don’t think you must tick every box to 

make it as a board director. In fact, you don’t even have 

to tick any boxes. There is not one way to measure 

your readiness but, if you are leaning towards the 

“correct” answers on most of the questions below, 

you’re going to be at an advantage when it comes to 

being an effective director. Good luck!

Question 1:  

Do you prefer to work alone or with others?

I
f you answered the latter, then congratulations, the 

boardroom could be for you. There is a bit of solo 

work in being a director (for example, your meeting 

preparation) but most of it is working as a team. Oh, 

and don’t expect the team environment to be plain 

sailing all the time. Hopefully, they’ll bring a diverse set 

of views and skills and this could lead to some healthy 

debates. To quote management expert and author Ken 

Blanchard: “None of us is as smart as all of us.”

Question 2:  

Do you have time to spare?

I 
haven’t met many who say they are not “busy”. I’ll 

admit to using the word. What impresses me are 

those that aren’t busy, or are trying not to be. This 

might sound harsh, but busy isn’t a badge of honour.

As a director your time commitment is not just 

board meetings. Your time includes sub-committees, 

planning days, networking events, stakeholder 

representation, training and building relationships.

Every board is different but assume, for a non-

executive role, between 5-50 hours per month, with 

most boards needing an average commitment of 10-

20 hours per month. If this is something you can spare, 

you are ready.

Question 3:  

Do you like to learn?

T
rue, we are starting to see more and more young 

board directors but the majority are still senior. 

They could be forgiven for thinking that they 

know everything they need to know. Not anymore! We 

live in non-linear and dynamic times with increasing 

pressures from many more quarters. As a board 

director you cannot remain static. Yes, you’ll have skills 

that you bring to the table and you might even be top 

of your game. But, you also need to learn new skills to 

round out your role. 

Are you cut out 
to be a board 
director?  
Ask yourself  
these 7 questions
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This isn’t just financial skills. Increasingly you 

need to be across customer-centric design and be 

up to date on the latest technology impacting your 

company (and soon your job). What are the latest 

marketing or HR trends? This makes it easier for you to 

ask good questions, provide the right level of support 

and remain relevant. 

Question 4:  

Are you used to getting your own way?

Y
es? Then get out of here. The boardroom is 

not the place for dictators. It is the place for 

influencers but as part of a team, you’ll often 

need to put your ego to one side and be open to 

having your mind changed, or to go with a majority 

view. There are too many egos in boardrooms, we 

don’t need anymore.

Question 5:  

Do difficult decisions impact you?

A
s a director, the buck stops with you. You must 

be willing to make tough choices and make 

decisions.

However, it is a bit of a trick question. If you 

think no is the best answer, then you perhaps do not 

care enough to be a director. If it’s yes, then perhaps 

you don’t have the steel to make the tough choices 

you’ll have to make. Boards often have to way up 

competing priorities and stakeholders. You cannot 

please everyone all the time when “acting in the best 

interests of the company”. 

The ideal answer is “Yes, they impact me, but 

not for long”. This means you have a nice balance of 

mental toughness and empathy to handle the burdens 

of being a director and contributing to decisions that 

will affect many people. Balance is key. Try not to dwell 

on decisions, you’ll probably not have the time. 

Question 6:  

Do you prefer to listen or talk?

T
his is a bit of a trick question. Listening 

is important as a director. Listening to 

management and their needs, listening to the 

views of your fellow directors, listening to the needs 

of your stakeholders (which extend beyond owners to 

your staff, customers and community). Yes, listening 

and analyzing what you hear is vital. But, so is talking. 

Having a view, when it’s qualified, is your job. Asking 

the right questions at the right time. Being considered, 

helpful, challenging yet supportive is the role of a 

director. Can you “communicate with two ears and 

one mouth”?

Question 7:  

Do you take pleasure from helping others?

Simple answer please. Yes! Being a board 

director is all about being in service to others. You’ll 

give your time and skills, often for no financial reward. 

The reward is the service. 

Remember though, it’s not just others that 

gain from you being a director. You do too. You’ll 

learn new skills that will make you a better person, 

better employee, better director. You’ll meet new and 

interesting people and who knows where that will lead. 

You might get paid but if you don’t you’ll probably 

earn more elsewhere because of these new skills and 

relationships. 

How did you do? As stated at the start there 

is no right and wrong way to be a director. There are 

rules that govern the job. There are also expectations 

that will vary from board to board. 

Paul Smith is the Co-founder & CEO of Future 

Directors Institute, www.futuredirectors.com.au. 

Are you cut out to be a board director? Ask yourself these 7 questions

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

Fly higher
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Darren Woolley

D
o you ever wonder why most people say “sales 

and marketing” in that order? When referring 

to the growth centre of their business it is 

typically sales first and then marketing, rather than 

marketing and then sales. Yet the logical chronological 

order for these two disciplines is for marketing to 

create awareness and consideration and then sales 

to develop the relationship and convert the sale. As a 

business owner and a marketer I am acutely aware of 

this distinction as my colleagues and peers who refer 

to sales first invariably place sales at the forefront of 

their business growth strategy.

This is not unusual as in many business-to-

business (B2B) companies sales actually leads 

marketing. In these companies sales generates leads, 

qualifies them, gets the sales and develops the 

relationship to deliver more sales. 

Meanwhile marketing is largely there to support 

sales, creating sales kits, organising trade presenters, 

organising events and developing the advertising that 

supports the sponsorship deals negotiated by sales 

and management. It is why in these organisations 

the marketing department is often referred to as the 

colouring in department because largely they play 

no strategic or performance role beyond organising 

the production of the sales support materials and 

advertising.

This is particularly evident in professional 

services companies such as law firms and accounting 

firms, where the partners drive sales through their 

‘sales’ roles of business building through their personal 

and professional relationships. In this case when the 

firm gets to a size that justifies a marketing function 

then the role of marketing is simply to support the 

partners’ relationship building and perhaps create a 

consistent professional presentation framework that 

passes as ‘branding’. 

But why are B2B companies so often sales led? 

To understand this phenomenon, you simply need to 

observe how B2B companies grow. Companies that 

sell products and services to other companies will start 

out naturally focusing on sales. Sales provide a direct 

relationship between the company and the business 

customers. 

It is only once the company gets to a particular 

size, either revenue or sales team size that a decision 

will be made to build a marketing function to support 

the sales efforts. This means that the marketing 

strategy is actually the same as the sales strategy. This 

superficially makes sense. After all sales is all about 

Why B2B 
companies should 
focus on marketing 
and sales, not sales 
and marketing
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building relationships with customers and therefore 

who would know the customer better than sales? 

But here is the thing, technology, specifically 

marketing technology such as search, social media, 

websites and the demand by customers for information 

and content has changed the ways that companies 

can engage their customers. This approach is known 

as inbound marketing, naturally as opposed to the 

traditional strategy, which is known as outbound 

marketing.  

Why B2B companies should focus on marketing and sales, not sales and marketing

Outbound marketing is the traditional sales 

support strategy based around finding potential 

customer and generate leads through advertising, 

database marketing, trade shows and email. Inbound 

is about having your potential customer find you 

through search, blogging and video content, social 

media and newsletters.

In my own experience my company started out 

with a sales focused and much of our efforts were 

outbound marketing to create awareness and interest. 

These were potential leads that needed to be qualified, 

nurtured and then converted. Our conversion rate 

was running at a very healthy 30% and consumed 

significant sales resources to simply feed the sales 

funnel to get the revenue growth we needed. 

Then in 2011 after almost a decade of sales 

driven outbound marketing we changed our strategy 

become inbound. This meant focusing on creating 

content in the form of blog posts, video, podcasts, 

whitepapers that we shared through social media 

and made searchable for our customers and potential 

customers. In the process we grew traffic to our website 

by 300%, increased conversion rates to more than 

60% as customers were coming to us, prequalifying 

themselves and finally growing the business 30% in 

a year. You can read all of the details on our blog at 

www.trinityp3.com/blog 

Some call this the new marketing and sales 

funnel, but in actual fact it is simply a different strategy 

for B2B companies. It is when you go beyond the 

results that you start to appreciate the importance of 

adopting this approach. 

First is the change for the sales team (the 

company leaders) because the strategy builds 

your perception with your customers and potential 

customers. By creating and sharing interesting, 

informed and compelling content it positions the team 

as thought leaders in our category. When we meet 

with customer who have contacted us they feel they 

know us and what we represent.

Second, when leads come to us they are often 

qualified as they have had an opportunity to read, 

watch and listen to not just what we have to say for 

ourselves, but what our existing clients have to say and 

share about the work we do.

Third, our reach is global and yet our sales team 

is not. Inbound marketing means that our customers 

find us through internet searches, social media and 

more. We have more visitors to our website each 

month from the USA than we do from Australia and 

NZ. We jokingly call ourselves a micro-multinational as 

we have global reach and business with a team that 

represents an SME.

Since then we have continued to evolve the 

strategy including adding automated marketing, lead 

nurturing and database marketing. But the fact is that 

we can only do this because we have a marketing 

strategy that is aligned and accountable to our sales 

and revenue objectives. So what is your B2B strategy? 

Is it sales and then marketing? Or are you considering 

a marketing and sales strategy? 

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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Senka Pupacic 

M
odern society has come to rely on the world 

wide web for a myriad of purposes. With the 

vast majority of internet usage being spent on 

information seeking, entertainment, and shopping, a 

company that does not have a website may as well not 

exist in the eyes of the modern consumer. To combat 

this, companies have been investing thousands of 

dollars into creating the seemingly perfect website to 

promote their organisation. 

However, many businesses are discovering that 

the initial excitement of launching a new website 

soon wears off for one simple reason – it’s nowhere 

to be seen in Google search results. While this may 

appear perplexing at first glance, there’s almost always 

a number of factors that were not considered during 

the development and launch stages of the website. 

The main reason is usually the lack of search engine 

optimization SEO applied to the site.

First and foremost, business owners should 

ensure they have submitted their website’s domain 

name to Google and all other major search engines. 

As a website can take between three and six weeks 

to appear in search results after the initial launch, the 

URL submission stage should be completed as early 

as possible. 

While getting a website listed is an 

accomplishment in itself, the work involved in getting 

it ranked high in search results that your future clients 

are using, has only just begun. Because consumers 

typically only ever consider visiting websites that 

appear on the first page of results, it’s imperative 

for a business to ensure their site ranks as highly 

as possible. Such an accomplishment is achieved 

through implementing sophisticated Search Engine 

Optimisation (SEO) techniques, which considers and 

applies many different factors throughout the process. 

In order to climb up the ranks of Google to page 

one listings and experience increased organic traffic, 

qualified leads, and increased revenue, it’s important 

to understand the fundamentals of SEO, and why and 

how they are applied. 

What is a keyword? 

A 
keyword is a portion of the search term 

consumers use to find what they’re looking 

for online. In many cases, this can include the 

entire search term, which is known as a key phrase. 

By including keywords and phrases relevant to your 

product or service in your website content, Google is 

able to find and display your site when people search 

for the specific words or phrases they use when 

conducting a web search. 

The number of keywords you select and focus 

on is critical. Too many and Google may penalise you 

due to suspected keyword stuffing – an SEO crime 

that can be costly to recover from. Too few and your 

site may not be considered relevant enough to appear 

in search results. A good number to focus on is three 

to five keywords and phrases that are highly specific 

to your business.

Why are keywords important? 

When a web user types a search term into a 

search engine, the sites that are deemed most relevant 

to the specific term used – along with a plethora of 

Correctly optimising 
your website to 
get the most out 
of google’s search 
capabilities
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other factors – are listed in order of relevance according 

to the search engine’s algorithm. Millions of websites 

are scanned for these keywords, then displayed in the 

best order the search engine sees fit. 

Depending on how competitive the niche 

or industry is, some keywords may receive several 

hundred or even thousands of searches each day, 

while others may get considerably fewer. Google often 

displays popular searches that closely match what is 

being searched for as a dropdown format in the Google 

search field and you will seem the drop down menu 

automatically pop up when you start typing in your 

phrase. This is a good method for finding keywords 

relevant to your business. 

What are meta tags and what are they used for? 

M
eta tags are the foundational elements of a 

website that are never seen by the consumer 

but are vital for ensuring the site is found by 

a search engine. The information they provide gives a 

search engine a brief summary of what the website is 

about and compares that information with the content 

within the site.  

They are similar to keywords except that they 

are hidden deep within the code of a website, only to 

be seen by the search engine. Just after the turn of the 

millennium, Google stopped listing sites alphabetically 

and began to use meta tags along with several other 

factors to offer increased relevance in search results. 

Ensure you include meta tags in the coding of 

your website, and make sure they correspond with 

your chosen keywords and phrases. 

What Is a search engine algorithm? 

A
n algorithm is essentially a formula a search 

engine uses to process and refine the millions 

of potential results based on a certain search 

term. They are used to help the search engine 

determine out of those millions of possible results 

which should be displayed, and in what order. 

These algorithms are being continually 

developed and improved upon in order to return the 

most useful and relevant information to a web user’s 

queries. To prevent an unfair advantage, Google and 

other major search engines do not fully publicise 

their algorithms. Rather, they release information 

suggesting what updates they have made. It is then 

the responsibility of the website owner or manager to 

ensure changes are made if and when necessary to 

satisfy the updated algorithm. 

Although various tweaks often have to be 

made to adhere to an updated algorithm, there are 

a number of factors that tend to remain consistent 

throughout SEO. These include ensuring the selected 

keyword appears in the title of the page, the header 

tags, and the meta tag; the number of organic links 

that direct back to the page from other websites; and 

the website’s overall performance across a variety of 

devices such as desktop, mobile, and tablet. 

From Google’s humble beginnings to the search 

engine giant they are today, the company has certainly 

developed at an incredible rate, and continues to 

do so. Each algorithm update offers its own unique 

challenges, with the ultimate goal of providing the 

consumer with the most relevant, informative and 

personalised search results. 

Exciting times are ahead for SEO, and as long 

as business owners follow correct SEO practices 

and alter their strategies for each update whenever 

necessary, they should certainly witness an increase 

in organic traffic and qualified leads, and therefore 

higher revenue than their competitors. 

Senka Pupacic has advised and worked with 

companies across the globe and is the founding 

Partner and Principal Consultant at Top 10 SEO 

Services, www.top10insydney.com. 
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Ron Manners 

S
hakespeare was possibly the world’s finest 

dramatist, giving us the ability to look at our 

own selves without being self-conscious. This 

objectivity gives us the ability to learn something new 

of ourselves.

We are members of an industry who often find 

it difficult to talk to each other but if Shakespeare 

was reporting on our activities, our responses would 

produce a highly entertaining version of the Merchant 

of Venice.

Most of us have adequate knowledge of our own 

companies, but little of other companies, and some 

not even a clear view of the national significance of 

our own industry. 

Shakespeare would be fascinated to hear how 

CEO’s personally feel about this very vital and creative 

industry. Their lack of passion could have mystify him. 

He would be staggered to hear comments such as 

“exploration is a destroyer of shareholder value”.

Or, “we are dropping the word MINING from 

our company name, as this will bring more investor 

support.” Or “we don’t really think of ourselves as a 

mining company.” To these CEO’s, Shakespeare would 

identify and ask what they are afraid of if they feel that: 

“to be direct and honest is not safe.” (Othello)

Shakespeare would enjoy putting to words the 

very precise correlation that graphs so accurately the 

speed at which decisions are made; quickly in smaller 

companies and perhaps never in the largest. 

Shakespeare’s genius and patience would be 

tested in his desire to transform all this into a literary 

masterpiece. In some cases he may have to borrow a 

phrase from my favourite writer Ayn Rand:

“The verdict you pronounce upon the source of 

your livelihood is the verdict you pronounce upon your 

life.”

Shakespeare would be impressed by Professor 

Geoffrey Blainey’s overview of the industry as they both 

have in common the appreciation that the industry’s 

economics and ethics are not at odds, but in harmony. 

This would be consistent with Shakespeare’s other 

writings where he invites us to rethink the relationship 

between our economic and our spiritual life.

Rising above any temptation to create a resentful 

‘poor class’, with unjustified feelings of entitlement, 

Shakespeare would enjoy our process of achieving 

improvements to knowledge, science, and skills, in a 

profession that cannot survive without honesty and 

integrity. 

Hopefully Shakespeare would be forgiving in 

his dealing with some of the executive pay packages 

and ‘golden umbrellas’ set up in such a way that the 

senior executives view their companies as being worth 

more to them as a break-up or takeover target than as 

a living breathing entity worth nurturing and growing.

Greed is the killer of many good relationships 

and Australia has recently been confronted with 

gross examples of corporate greed that diminish 

the corporate side of our industry. Greed sits more 

comfortably with governments and unions but the 

corporate world is far too transparent when it comes 

to masking the true value of our endeavours. 

Politicians may be able to fool some of the 

people, some of the time, but if we are to find mineral 

resources and economically develop these, we have 

to face the indisputable facts of nature and of natural 

science. As Sir Avi Parbo has said: “Nonsense cannot 

be pursued far in engineering”.

Shakespeare, like all creative writers, simply 

worked with ordinary words, to which they claim 

no intellectual entitlement. They spend their lives 

making value out of combinations of words that have 

What would 
Shakespeare think 
of our mining 
industry?

The Australian Business Executive - Q1 2018 42



no economic worth in themselves, being common 

property, infinitely reproducible with no scarcity value.

Poets and writers like Shakespeare, blaze a trail, 

so that people such as us can fight our battles and 

tackle our challenges with a clearer perception of how 

we fit into the overall scheme of things.

As Shakespeare said in Hamlet:

“We know what we are, but know not what we 

might be.”

Yes, Shakespeare would be ideal for the 

task of dramatising our industry with passion but 

unfortunately as he is not available, we may have to 

step forward and take on this challenge ourselves. To 

which Shakespeare may respond:

“Though this be madness, yet there is method in 

it.” (Hamlet, Act 2, Scene 2)

Here, I’m sure that Shakespeare was using the 

word ‘madness’ in the same sense we often use it to 

describe that reckless ‘just one more’ drill hole, that 

so often makes that major mineral discovery. So it’s 

up to us now, to infuse this sense of responsibility and 

unrelenting curiosity to the next generation as we 

continue on in life’s relay race.

We will need enough courage to adopt these 

big goals and again Shakespeare would encourage us 

by saying:

“Be not afraid of greatness:

Some are born great, some achieve greatness, 

and some have greatness thrust upon them.” (Twelfth 

Night, Act 2, Scene 5)

Shakespeare might have commented on some 

of the challenges we faced by saying:

“When disaster comes, it comes not as single 

spies but in battalions.”

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. 

What would Shakespeare think of our mining industry?
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B
arry Goldwater Jr. is a former United States 

House of Representatives member serving from 

1969 until 1983. He now employs a lifetime of 

experience in government and business as CEO & 

Chairman of Nelson Taplin Goldwater consultancy, 

assisting businesses to navigate local and federal 

legislative issues.

Mr. Goldwater gave his thoughts on the 

relationship between business and government, 

renewable energy for conservatives, and his evaluation 

of Donald Trump’s presidential campaign and first 

year of presidency.

Government and Business

M
r. Goldwater assists businesses by providing 

insights from his roles in both government and 

business. He said many of the businesses he 

works with are unaware of the impact government can 

make on their operation. “Whether they like it or not, 

in their business they have a partner in the name of 

government, and if they’re not watching government, 

government is watching them.” Mr. Goldwater said. 

“It’s important that in their dealings and 

activities as businesses they need to focus some of 

their attention on government and get to know and 

develop relationships. Especially with those areas 

of government which impact their business.” Mr. 

Goldwater said.

A lifetime of relationship building has given 

Mr. Goldwater an edge when dealing with local and 

federal government. “I belong to a number of different 

associations which allow me access to various subject 

matter or agencies.” Mr. Goldwater said, “For instance, 

I belong to the association of governors, I attend their 

quarterly meetings around the United States, and have 

the opportunity to get one on one with many different 

governors, so over the years I’ve gotten to know quite 

a few of them, and as a consequence it’s easier to do 

business in those states.”

“I do a lot of business in almost all fifty states, 

and make it a point to know the legislators, to know 

who the speaker of the house is, who the president 

of the senate is, the governor, the attorney general, I 

make it a point to develop those relationships.”

Mr. Goldwater’s relationships serve to speed up 

dealings with government, which he says, “has no real 

incentive to be efficient.” He notes that government 

doesn’t have a sensitivity or business bottom line 

which requires it to operate quickly. 

“Too often when you’re dealing with government 

Barry Golwater Jr.

Barry Goldwater Jr.  
on government, 
renewables and
President Trump
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you have to go through various levels of government 

beaurocracies and channels before you’re getting 

answers. government moves slow. Just to get an 

appointment with the secretary of energy, you first 

have to meet with some of the underlings, and then 

eventually if you really push it hard you can get your 

meeting with the secretary.” Mr. Goldwater said, “That 

can be modified if you already have a relationship with 

that government appointed Secretary, and in the case 

of the Department of Energy I happen to know and 

be very friendly with the former Governor of Texas, 

Rick Perry, who was appointed by Trump to be the 

secretary of energy, so I have an easy time getting to 

the secretary of energy because of my relationship.” 

Mr. Goldwater includes political donation as an 

avenue for many businesses to get their foot in the 

door, “I recall when I was a Congressman nobody was 

going to buy me, but if somebody took enough interest 

to contribute to my campaign, the least I could do for 

them was give them the time to come in and talk.”

Renewable Energy and Conservatives

“I 
think conservatives have got to get up to speed 

with what’s going on with technology, and realise 

that we need to support renewable energy. Not 

only because it is economic, but also because it’s 

clean.” 

“I’m a conservative, but I like clean. I think 

mankind has dirtied up this globe too much. It’s time 

that the business community, the conservatives and 

those who are sceptical about renewables need to 

understand that this is good, not bad. The future is 

here, and we better get on board or we’re going to 

miss the train.”

Mr. Goldwater’s support for renewable energy 

originated during his time in Congress. “Back in 1974 

the United States experienced an oil embargo from 

Saudi Arabia, president Jimmy Carter at the time 

stood up and declared war on energy independence.” 

Mr. Goldwater said, “The Congress where I served at 

the time created renewable energy programs and 

subsidised it heavily with price guarantees, guaranteed 

purchases, tax treatment, depreciation treatment. We 

did everything that we could to accelerate past what 

would be normal market growth.”

“Today, because of those subsidies, renewable 

energy is competitive with gas, coal, and nuclear.” Mr. 

Goldwater said. He points out that the subsidies which 

he oversaw have also gone away as the technology 

brought the cost of the devices down.

“Today, for instance, you can build a 100mw 

solar electric generator out in the deserts, and sell 

that electricity for 3 cents a kilowatt, which is very 

competitive to gas, which would sell for 3-4 cents 

a kilowatt. We invested heavily in renewables, that 

investment is now paying off.”

Mr. Goldwater sees government subsidisation is 

a positive means to grow technologies and national 

interests beyond regular market growth. “If our 

government determined that it is in the national interest 

to invest in a certain kind of technology, whether it is 

to cure cancer, diabetes, or provide energy or even 

weapons of defence, those are investments that I think 

are reasonable and acceptable.” 

“If we find that it’s an important need, I don’t 

have a problem with government subsidising that 

technology. Then, when it comes to applied research, 

get the government out of it. Let the private market 

take over that technology and put it to work.”

“I don’t want to see government in the applied 

area. The conservative policy is that we don’t want 

government doing for people what they can do for 

themselves.” Mr. Goldwater said.

President Trump

D
rawing on his years of political and business 

experience, Mr. Goldwater gave insight into 

Donald Trump’s candidacy and the first year of 

his presidency.

“Candidate Trump came along and recognised 

that Americans were mad.” Mr. Goldwater said, “They 

were mad and angry over the loss of jobs, stagnant 

wages, loss of productivity, student loans going 

through the roof, graduates living at home, government 

regulations that prevented risk-takers to start small 

businesses, banks whose loans you can’t qualify 

for, the affordable care act which was unaffordable. 

Candidate Trump recognised this feeling within the 

country, and as a result said he would do something 

about it, and he was elected.”

Barry Goldwater Jr. 

Barry Goldwater Jr. is CEO & Chairman of 

Nelson Taplin Goldwater consultancy
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“He was a populist, and it was a populist reaction 

to the phenomena which existed in the United States. 

Here we are a year later, and what’s the scorecard? If 

you scrape away all of the dialogue and commentary 

and look at what he’s been able to do, he gets a pretty 

high mark, the economy is booming, we’re starting to 

see higher wages, the stock market is going through 

the roof, he’s been able to get rid of a lot of regulations 

which stagnate businesses, he has surrounded himself 

with pretty smart people.”

“You might look at his popularity and think 

maybe he is suffering. But once you get away from the 

liberals and out in the country, those folks like what 

Trump is saying and doing. He talks their language.”

Detailing the conflicts between American 

conservatives and liberals, Mr. Goldwater said the 

dynamic is not only historically consistent but integral 

to the freedom of the United States, “In every free 

nation you are going to be challenged by those who 

want more government and those who want less. It 

takes you back to the beginning where we had our 

founding fathers Hamilton and Jefferson. Hamilton 

advocated more and Jefferson wanted less. That 

dynamic continues today.”

Mr. Goldwater said he is also unperturbed by 

much of the negative media attention the Trump 

Presidency has received, saying, “If you go back to other 

administrations, to President Obama, the Republicans 

beat the hell out of Obama, President Clinton too. The 

Republicans beat him up. That’s politics, and that’s to 

be expected, the opposition is going to try and make 

whoever is in power look bad, that’s what Democrats 

are doing here in the United States along with the 

liberal media. I’ve got to say they’re doing a pretty 

good job of defining who and what Donald Trump is. 

It’s sad, but it’s nothing more than politics.”

In closing, Mr. Goldwater lent his predictions on 

the future of the Trump presidency and on Donald 

Trump’s intentions to run for a second term, “The 

Democrats’ message so far is all anti-Trump, they don’t 

have a platform or a message of what they bring to 

the table, what they’re trying to sell and what they can 

do for this country. That’s going to hurt their chances.”

“Trump at least has some accomplishments that 

he can point to, and Republicans can run on those 

accomplishments. This is his second year, and normally 

the party in power loses some of their power. The 

predictions now are that the Democrats are going to 

make a lot of gains, but it’s still early and my prediction 

is that the Republicans will hold their positions of the 

senate and the House of Representatives.”

Barry Goldwater Jr. 

“Once you get away from the liberals and 

out in the country, those folks like what 

(President) Trump is saying and doing.  

He talks their language.”
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Presented by Inside Canberra’s Michael Keating

The High Court has also ruled that Devonport 

Mayor Steve Martin can take up the Senate position 

vacated by Jacqui Lambie after she also found out she 

was a dual citizen. This is somewhat complicated by 

the fact that Mr Martin is no longer a member of the 

“Jacqui Lambie Network” after being dis-endorsed. 

However the High Court paved the way for him to take 

the seat.

Greens Senator Andrew Bartlett will not contest 

his spot in the Senate at the next election. Instead he 

may run for the lower house, as stated by the Greens.

Former Attorney General Senator George 

Brandis QC delivered his resignation and valedictory 

speech to the Senate. After standing down from the 

Ministry last year, he will now go on to be Australia’s next 

High Commissioner to the United Kingdom, replacing 

Former Howard Government Foreign Affairs Minister 

Alexander Downer. The person to replace Former 

Senator Brandis will be Brisbane barrister Amanda 

Stoker, who serves on the LNP policy committee.

The Week in Parliament

T
he government legislative programme was 

focused on business with the passage through 

both Houses of Parliament of the Regional 

Investment Corporation bill. The bill establishes the 

Regional Investment Corporation to administer farm 

business loans and financial assistance granted to 

states and territories in relation to water infrastructure 

projects, and any future programs prescribed by the 

rules. This is colloquially known as ‘the Barnaby Bank’ 

and its passage gave the Deputy Prime Minister a win 

in a week when he hit a political low as news broke of 

his affair with a staffer and his impending fatherhood.

The passage of the legislation for the tax cuts 

for businesses with a turnover of more than $50 

million was more contentious. Labor argues that this 

constitutes a $65 billion handout to the big end of 

town which will be paid for by an increase in taxes on 

low and middle income earners and that it comes at 

the expense of a proper level of funding for health and 

education. 

During question time on Thursday, question 

after question about the $65 billion handout for the 

big end of town was put to the Prime Minister and the 

Inside Canberra’s  

Editor-in-Chief Michael Keating 

provides a summation of  

Canberra’s political landscape 

for the first quarter of 2018.

Friday February 9

T
he scene for the first week back for the year 

was set by Bill Shorten’s address to the National 

Press Club. In his speech the Opposition Leader 

laid out a new election manifesto based on improving 

the lives of “the left behind.” These were defined as 

the families who earned less than the median level of 

household income. Mr Shorten proposed to improve 

the lot of the “left behind” by reforming the industrial 

relations system to end job insecurity, while increasing 

the minimum wage to establish a living wage of 60% 

of the median wage.

Labor have also proposed to ease cost of 

living pressures by capping the increases in private 

health insurance to 2% for two years and by reducing 

electricity costs through the introduction of more 

renewable energy into the generation mix.

The government’s response was to point to 

the 400,000 jobs created in the last calendar year, 

the rise in business investment and the fact that tax 

cuts will create more jobs and lead to an increase in 

wages. Treasurer Scott Morrison pointed to Treasury 

modelling which showed that two thirds of the tax 

cuts would flow through to wages and German studies 

confirmed this in practice.

Richard Colbeck was cleared by the High Court 

to replace Stephen Parry in the Senate. He filled the 

seat vacated by the former Senate President after Mr 

Parry found he was a British Citizen. Richard Colbeck 

was a Senator for the state of Tasmania representing 

the Liberal Party of Australia from 2002 to 2016, having 

been first elected at the 2001 federal election. He was 

ousted by factional games within the Party: being put 

last on the Senate ticket in an unwinable position at 

the last election.
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Treasurer. How, the opposition wanted to know, could 

this could be justified to those who are being “left 

behind”? 

Labor forced five divisions on the bill before 

it was passed and will clearly try to use it against 

individual Liberal members at the next election. The 

Prime Minister was asked by Bill Shorten whether he 

would take the cuts to the next election. Predictably 

Mr Turnbull said that he believed that they would be 

law by then but that he would campaign on the basis 

of them.

The government also introduced legislation to 

regulate the salaries of bank executives.

Friday February 16th

T
he political week was dominated by the Barnaby 

Joyce affair. Yesterday the Prime Minister 

announced that Barnaby Joyce would be taking 

leave next week and that Matthias Cormann would be 

acting Prime Minister. This seemed to indicate that the 

Deputy Prime Minister was on the slippery slope into 

oblivion.

The Week in Parliament

T
his week the Senate welcomed a number of 

new members and heard a maiden speech 

from a distinguished soldier while the House 

of Representatives got on with passing important 

legislation. On Monday the House debated the Family 

Assistance and Child Support Bill which is designed 

provide a single child support payment to families 

to cover their child care and associated costs. Most 

families will be better off but stay-at-home single 

mothers will have their child care hours cut. Labor is 

opposing the bill on this basis.

On Tuesday the House passed the Enhancing 

Online Safety (Intimate Images) Bill which is designed 

to make illegal the exchange of intimate images with 

third parties.

In the Senate, Steve Martin who replaced Jacqui 

Lambie, and Richard Colbeck who replaced the former 

President of the Senate, Stephen Parry, were sworn 

in as Senators. Senator Colbeck was previously a 

minister in the Abbott and Turnbull governments and 

is likely to return to the front bench at some stage. On 

Thursday Kristina Keneally, who was until recently a 

next door neighbor of Inside Canberra, was sworn in 

as a new Labor Senator for NSW.

The Prime Minister Malcolm Turnbull announced 

that the Deputy Prime Minister Barnaby Joyce will 

take a period of leave during the time he is meeting 

the President of the United States Donald Trump next 

week. At which point Senator Mathias Cormann will 

become the Acting Prime Minister as the next in line 

Julie Bishop will also be away in Europe during the 

week. As the Leader of the Government in the Senate 

Mathias Cormann assumes the role. 

Friday 23rd February

T
he highlight of this week is the Prime Ministerial 

visit to the United States which started on 

Thursday and will take place over three days 

in Washington. The Prime Minister will meet with 

President Trump and Vice-President Pence, the heads 

of intelligence agencies, the top brass in the Pentagon 

and the Secretaries of the Treasury and Homeland 

Security. 

The Chairman of the Council of Economic 

Advisers, Gary Cohn, will also brief state and territory 

Premiers and the delegation of top business people 

on the new US tax laws and the prospects for the US 

economy.

The Premiers of NSW, Queensland, Victoria 

and Western Australia and the Chief Ministers of the 

ACT and the Northern Territory will hold discussions 

with US state governors who are holding their annual 

National Governors’ Association (NGA) meeting in 

Washington at the same time. The exchanges will 

focus on infrastructure development and financing. 

Malcolm Turnbull will deliver the keynote address 

to the meeting. Mr Turnbull told journalists on 

Wednesday that the NGA conference would create 

huge opportunities for Australian and American 

businesses and governments.

Mr Turnbull will meet with the President on 

Saturday. The American press is likely to be focused 

on Australia’s gun control in the light of yet another 

school shooting, this time in Florida. There will also 

be discussion of North Korea’s nuclear programme 

and America’s relations with China. Experts are saying 

that, after a shaky start, Malcolm Turnbull is one of the 

six or seven leaders around world who has established 

a rapport with the President.

On another issue, Tony Abbott caused a storm 

when he told a Sydney Institute audience on Tuesday 

night that immigration should be drastically reduced. 

Contrary to reporting, Mr Abbott proposed that the 

numbers admitted under the temporary visa should be 

curtailed. He said that this would reduce the demands 

for housing and infrastructure in the major cities of 

Sydney and Melbourne. Treasurer Scott Morrison said 

that cuts of the magnitude demanded by Tony Abbott 

would reduce government revenues by $5-6 billion 

over four years. 
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The Week in Parliament: Deputy Prime Minister 

Barnaby Joyce Resigns

D
uring this week Mr Joyce is meant to have been 

on leave but instead he has scheduled a whole 

lot of background interviews with the media 

during which he has cleverly played the victim card. 

Joyce took journalists around his “bachelor’s pad” in 

order to show that he wasn’t living in the lap of luxury 

while at the same time mentioning that he was going 

to have to quit the premises because of stake-outs by 

the paparazzi.

Vicki Campion produced her pay slips to prove 

that she hadn’t received a pay rise when she moved to 

Damian Drum’s and Matt Canavan’s offices. Nor was 

the salary she was paid exorbitant.

The saga culminated with a press conference 

today at which Mr Joyce announced that he was 

stepping down as leader of the National Party. This 

followed allegations by a woman in Western Australia 

who claimed that Mr Joyce had sexually harassed her. 

The President of the National Party, Larry Anthony, 

confirmed that this matter has been referred to the 

national executive for consideration.

Mr Joyce told the press conference the issue was 

never about him, it was about the welfare of the voters 

in the bush. That was why he was in parliament. He 

said the voters need clear air so they have the best 

opportunity for protection. He also said that he had 

asked for the allegations of sexual harassment to be 

referred to the police but in the circumstances that 

he would step down as leader of the National Party 

and the Deputy Prime Minister on Monday. He would 

remain in parliament as a backbencher. He confirmed 

that he had not spoken to Malcolm Turnbull but that 

he had advised Matthias Cormann that he would stand 

down.

Friday March 2nd

T
he National Party elected a new Leader after 

the the resignation of Barnaby Joyce. There 

were a number of contenders however most 

pulled out except for George Christensen and Michael 

McCormack. Mr McCormack was comfortably elected 

as Leader.

On Wednesday the Nationals were due to 

hold a party meeting to discuss the new ministerial 

arrangements and the Coalition agreement. The 

meeting was mysteriously postponed. It appeared that 

the ministerial arrangements were causing a problem. 

However Mr McCormack announced his new Nationals 

front bench on Thursday.

On Tuesday night Geoff Cousins appeared on 

the ABC’s 7.30 programme to wedge Bill Shorten over 

support for Adani. Cousins told Leigh Sales that the 

Opposition Leader had told him that he would stop 

the Adani mine if the environmental evidence didn’t 

stack up. In question time on Wednesday the Prime 

Minister did not immediately attack Mr Shorten over 

Adani but pointed out that he had accepted a free trip 

from a Point Piper millionaire to go snorkeling on the 

Barrier Reef. He indicated that, after Mr Shorten had 

told coal miners at Oakey North that he supported coal 

mining, he’d then told Mr Cousins and the Australian 

Conservation Foundation that he would stop the 

Adani mine. Coincidentally Mr Cousins is a millionaire 

who lives in Point Piper, a close neighbour of the Prime 

Minister.

The Week in Parliament

T
his week in Parliament was dominated by the 

Senate estimates. These are increasingly used 

by the Labor opposition as tactical manoeuvres 

which can in turn be used during question time in the 

House of Representatives. Monday’s questions targeted 

officials from the Department of Communications and 

focused on NBN connections to the Prime Minister’s 

home in Point Piper and Kirribilli House. The officials 

revealed that, after a single phone call from the 

Department, both residences received a 100 megabit 

per second connection. 

The Shadow Communications Minister, Michelle 

Rowland, rose in question time in Tuesday to ask 

“Why does the Prime Minister get a 100 megabit per 

second connection while ordinary Australians have 

to put up with outdated copper connections?” The 

Prime Minister responded with the statement that his 

home had been connected to existing hybrid fibre 

cable which, coincidentally, was made of copper like 

440,000 other Australians who live in cities.

In another examination the Secretary of the 

Department of Home Affairs, Mike Pezullo, revealed 

that the enquiry by the Australian Commission for 

Border Force Integrity into a breach of public duty by 

Raymond Quaedvlieg, the head of the Australian Border 

Force, had been completed four months ago but had 

been the subject of a review by Martin Parkinson, the 

head of the Department of Prime Minister and Cabinet. 

The matter has now been passed to the Attorney 

General, Christian Porter, for a final decision.

Mr Quaedvlieg was given nearly four weeks over 

the Christmas and New Year period to respond to Dr 

Parkinson’s report.

“I’ve had fair opportunity to provide a response, 

yes, absolutely. And I’m also assured that my response 

has gone to the Attorney-General in an unabridged 

form,” he told media on Tuesday.

“My view of this, as it has always been, is that 
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there are always two or more versions of events, or 

different interpretations of information.”

He declined to provide details of his response 

“other than to point out that I have always strenuously 

denied the allegations.”

The Attorney has promised to deliver his decision 

before the end of the month, which is not before time 

since Mr Quaedvlieg has received over $500,000 of 

taxpayers’ money while he’s been on gardening leave.

On Wednesday, the Treasury Secretary John 

Fraser told Senate estimates that the company tax cuts 

were fully funded in the current budget so they posed 

no threat to the surplus. This contradicted arguments 

by the Shadow Treasurer and some commentators 

that the cuts were unfunded.

Former National Prime Minister of New Zealand 

The Right Hon John Key visited the Australian 

Parliament on Thursday. The former New Zealand 

PM sat in on the House of Representatives question 

time and had many meetings with MP’s in the House 

including Minister for Environment and Energy Josh 

Frydenberg in his office. 

The Inside Canberra $64 Dollar Question at  

65 Northbourne Avenue

T
he first $64 Dollar Question was asked at 65 

Northbourne Avenue this Monday with Tim 

Wilson MP as the guest speaker. Mr Wilson gave 

a broad ranging view on evolving the parliamentary 

system including the power of states and federalism.

He suggested there’s been a dramatic shift in 

the past year in the public in regard to institutions 

in sentiments and value. The lowly poll data recently 

published showed that young Australian’s aren’t 

engaged in our democratic process and are interested 

in alternatives. Mr Wilson suggested that is because 

they didn’t understand the alternatives, quoting the 

fact that the Berlin wall has been down longer then it 

was up and most young people haven’t known any of 

the other problematic systems.

He said “Democracies work best the closer it is 

to the people it serves”.

In addition Mr Wilson said that it’s difficult to 

get this done in Federal Parliament, whereas State 

Parliament’s actually get a lot done with the exception 

of “Queensland which doesn’t have an upper house”.

Australia is also made up of many different 

entities bound together under Federalism with many 

different interests. In Mr Wilson’s view one measure 

to “Combat the rise of populism is to dramatically 

decentralise”.

He suggested many ways of doing this, such as 

giving more power back to states and councils. He said 

the problem with centralising power in Canberra is 

that the power is distant from the people it represents.

He also agreed with the principle espoused 

by West Australian Liberal Senator and modest 

member Dean Smith that State Parliaments should be 

appointing High Court Judges to protect federalism. 

Also suggesting that states should be allocating the 

Federal government money every year not that other 

way around. 

Friday March 9th

T
his week has been dominated by Donald Trump 

and his tariffs. Bill Shorten has been calling 

for the government to take a tough approach 

which might or might not include retaliation. The 

government, on the other hand, has been pinning its 

hopes on the statements from the White House that 

there may be exemptions for some countries. Mexico 

and Canada have been granted temporary exemptions 

while the North American Free Trade Agreement is 

being renegotiated.

The role of the Western Australian Nationals in 

the revelation of the complaint by Catherine Marriott 

against Barnaby Joyce has become murkier with the 

leader of the WA Nats, Mia Davies, admitting she had 

conversations with Ms Marriott but denying she was 

instrumental in the complaint being lodged. At the 

moment it’s unclear who leaked the details of the 

transgressions or what their motives might have been.

Behind the scenes Attorney General Christian 

Porter released details of the new amendments of the 

Espionage and Foreign Interference legislation in which 

the prohibitions on dealing with classified information 

by public servants have been clearly differentiated 

from prohibitions applied to journalists. Journalists 

are offered a stronger defence to prosecution and the 

definitions of what constitutes secret and top secret 

material has been clarified.

In a sop to International Women’s Day the 

Prime Minister announced the establishment of a new 

position of Ambassador for Women in Science. The 

ambassador will travel around the country encouraging 

girls to enter into science, technology, engineering and 

mathematics professions.

Bill Shorten made a number of trips to Adelaide 

to promote the cause of the Weatherill government. 

The polls in that state are stubbornly refusing to move 

which puts the best chance of government with a 

Labor - Xenophon coalition.

President Donald Trump’s nominee for 

Ambassador of the United States to Australia Admiral 

Harry Harris was in Canberra on Tuesday. The Admiral 

attended a Ceremonial Honour Guard in Canberra, in 

advance of his meetings with Australian officials and 
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others through the course of the week, culminating with 

MILREPS – a strategic forum to improve cooperation 

between the U.S and Australian Defence forces.

Prime Minister Secures Exemption on U.S Tariffs

P
resident Donald Trump announced he will be 

implementing steel and aluminum tariffs on 

products entering the United States. Prime 

Minister Malcolm Turnbull was quick to respond.

Mr Turnbull authored a letter to the President, 

incorporating prominent Australian names including 

Chairman of Visy Anthony Pratt and golfer Greg 

Norman who are both friends of President Trump. 

The offensive was successful with President Trump 

tweeting that he spoke with the Prime Minister and “is 

committed to having a fair and reciprocal military and 

trade relationship with Australia. He said he’s “working 

very quickly on a security agreement so we don’t have 

to impose steel or aluminum tariffs on our ally, the 

great nation of Australia”.

The Prime Minister said at a news conference 

in South Australia that “I was very pleased that the 

President was able to confirm that he would not have 

to impose tariffs on Australian steel and aluminum and, 

of course, now the legal paperwork - the proclamation 

process under the executive order - will take its course 

to put that direction into effect. So that was a very 

good and productive discussion with the President”.

The December Quarter of the National Accounts

T
he Treasurer Scott Morrison announced the 

National Accounts update for the December 

Quarter on Wednesday in Parliament House.

The accounts showed strong jobs growth 

however some significant problems. The ABS 

significantly revised the June & September Quarter 

2017 Household Saving Ratio statistics (seasonally 

adjusted) from 3.0% & 3.2% respectively down to 

2.5% in each quarter. The Household Savings Ratio for 

December 2017 (seasonally adjusted) came in a 2.7%. 

The last 3 quarters are the lowest rates of 

household savings since the Global Financial Crisis. 

This means imbalances in the economy in Australia are 

getting worse and households are taking unsustainable 

levels of debt. Once interest rates rise this will cause 

many defaults in the economy.

Another measure of note is that Australia’s 

foreign debt increased by $9.9 billion in the December 

2017 Quarter sending total foreign debt back over 

$AUD 1 trillion.

Stay up-to-date with what’s happening 

in Canberra by subscribing to Inside Canberra:  

www.InsideCanberra.com 

The Canberra Quarterly

Australia has avoided the steel and aluminum 

tariffs recently introduced by the USA
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defencebank.com.au

1800 033 189

DEFENCE BANK

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.

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

http://www.defencebank.com.au


http://www.snclavalin.com


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

Fly higher

with ROMULUS Business Services

http://www.romulusbusinessservices.com


• Finance

• Salary Packaging

• ICT

• Digital Security 

• Business Development & Sales

• HR & Compliance

• Marketing & Communications 

• Education & Change Management 

• Outsourcing

• Business Seminars 

• Industry Speakers

• One-On-One Introductions 

We offer ethical advice, assistance and transparency in:



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. 

SYDNEY • MELBOURNE • CANBERRA • CHICAGO • STOCKHOLM 

How are you managing your 

digital transformation?

Test drive now   at capsifi.com

http://www.capsifi.com

