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Publisher’s 
Note
The winter months tend to feel slower and make 

many of us feel sluggish. 

I’ve noticed this first hand where the changing 

weather has made it more difficult to motivate 

myself. 

If there’s an upside to this, it’s that these 

productivity lulls have created an opportunity to 

think and reflect. 

This introspection has meant I’m more conscious 

of my time with my family, and the goals I have 

for The Australian Business Executive moving 

forward. 

The result of this has culminated in reaching out to 

new contributors who see business and economic 

issues from different perspectives. 

I hope you enjoy our latest edition and want 

to remind you not to be busy for busy’s sake. 

Remember to take time out for yourself to think 

about what you want and what’s possible.

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

Australian Made Campaign  

Chief Executive to step down

T
he Australian Made Campaign’s Chief Executive, 

Ian Harrison, has announced he is stepping down 

at the end of July this year, after 14 years at the 

helm of the organisation responsible for promoting 

and administering the nation’s iconic green-and-gold 

Australian Made, Australian Grown logo.

“After 14 years running this great organisation, it’s 

time to do a little less and give someone else a run”, Mr 

Harrison said.

“We’ve come a long way over that time and I’m 

very proud of what we’ve been able to achieve.

“Australia’s strong nation brand is a great asset 

for our business community and our economy, but the 

challenge always is to make that connection. That is 

exactly what the Aussie Made logo was created to do 

32 years ago and, I am pleased to say, is doing so even 

more powerfully today.

“It’s been an honour to have been able to lead 

the Australian Made Campaign and I am thankful to the 

Board for giving me that opportunity”.

In commenting on Ian’s pending departure, 

AMCL Chairman Glenn Cooper AM thanked Ian for his 

leadership and dedication in growing the Campaign and 

the AMAG logo’s brand equity.

”Ian has been an outstanding Chief Executive 

for the Australian Made campaign and all of us on the 

Board will be genuinely sorry to see him go. In his time 

leading the organisation he has built the strength and 

standing of the logo, along with the campaign behind it, 

enormously.”

“Ian was responsible for relocating the campaign 

office from Canberra to Melbourne and building the team 

we have now, which has been so successful in promoting 

and administering this great symbol.

“Ian has been a driving force behind the logo’s 

positioning as Australia’s global product symbol. It is 

used extensively in export markets, and to support this 

global presence, it is now a registered trade mark in the 

USA, China, South Korea and Singapore, with registration 

in 8 other Asian countries already underway.

“Under his leadership the Australian Made, 

Australian Grown logo has grown significantly in its 

stature as a much-loved Australian icon, synonymous 

with the quality and integrity of locally made and locally 

grown goods worldwide – a truly global product symbol 

for our growers and manufacturers.”

Origin to sell Acumen for $267 million

O
rigin Energy Ltd (Origin) has entered into an 

agreement to sell its metering business, Acumen, 

for $267 million to intelliHUB, a company to be 

jointly owned by Pacific Equity Partners and Landis+Gyr. 

Origin has also committed to a competitive long-term 

agreement with Acumen for the ongoing deployment 

and management of digital meters for Origin’s electricity 

customers.

On completion of the sale, intelliHUB will comprise 

Acumen and Landis+Gyr’s existing Australian meter 

service activities.

Origin CEO Frank Calabria said, “We are pleased 

to deliver on our commitment to sell and realise value 

from Acumen, a business that we’ve grown from scratch 

over the past eight years to now having more than 

170,000 meters under management.

“A very competitive long-term metering contract 

with Acumen, enhanced by Landis+Gyr’s global 

expertise in digital meter technology, deployment and 

management services, will support our digital-first 

strategy of using data and insights to enhance the 

customer experience.”

Pacific Hydro CEO steps down 

R
enewable energy company Pacific Hydro has 

announced the resignation of Chief Executive 

Officer, Mike Fuge. He has led the business since 

2014 through the most significant period of growth in 

the company’s history.

Speaking to all staff this week, Mike said the reason 

for his resignation and acceptance of another role is to 

spend more time in New Zealand for both family reasons, 

and to help the local energy market and economy meet 

the challenge of decarbonisation. “It has been a matter 

of great personal pride to have achieved so much in my 

time at Pacific Hydro. Low-carbon, renewable energy is 

our future; and our team of professionals are the best 

in the industry. I want to pay tribute to our dedicated, 

passionate staff; our construction and finance partners; 

and our local communities,” he said.

During Mike’s tenure, he played a pivotal role in 

the successful conclusion of the sale process and the 

transition to ownership by State Power Investment 

Corporation in 2016. Construction of the Yaloak South, 

Punta Sierra, and Crowlands Wind projects are either 

completed or well underway; and new technology has 

been added into the portfolio, with a large-scale solar 

project now under construction at Haughton and further 

projects in advanced development. Pacific Hydro’s retail 

business in Australia, Tango Energy, was also launched 
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and is growing rapidly from its new offices in Geelong.

After careful consideration by the Board to ensure 

a smooth transition, Pacific Hydro’s General Manager 

Australia Rachel Watson will assist during Mike’s notice 

period, and advance to Acting CEO on his departure.

Rachel joined Pacific Hydro in 2006 as a Corporate 

Lawyer before advancing to Executive Manager Legal, 

Executive Manager Finance and Legal, General Manager 

Group Services, and in 2017 was appointed General 

Manager Australia. Rachel is also Chair of the Clean 

Energy Council. With over 20 years’ experience in 

renewables, management, commerce, and law, she has 

a BA/LLB (Hons) from the University of Melbourne and 

an MBA from Melbourne Business School.

Founded in Australia in 1992, Pacific Hydro is a 

global renewable energy owner, operator and developer. 

It operates a high quality, diversified portfolio with an 

installed capacity of over 880 MW across Chile, Australia, 

and Brazil; has more than 260MW under construction; 

and is also developing a substantial number of projects 

totalling over 2 GW of potential capacity. Pacific Hydro 

is fully owned by State Power Investment Corporation 

of China (SPIC).

Quest’s global expansion continues with their 

first UK property

Q
uest Apartment Hotels has announced it 

will develop its first property outside of the 

Australasian market in the UK city of Liverpool, 

delivering on the global expansion promised by the 

company’s Founder Paul Constantinou. 

The £10 million redevelopment of Quest Liverpool 

will see the commercial office building transformed into 

a 100-room hotel apartment building when it opens for 

business in early 2019. 

Quest Founder and Chairman Paul Constantinou 

said the deal marked the realisation of a long-held 

dream. “For decades, we have honed the brand and 

the franchise business model to appeal to Australasian 

business travellers. Today marks the beginning of an 

expansion of the business across international markets 

outside Australasia,” he said. 

The company expanded its global reach in July 

by joining one of the world’s leading serviced residence 

networks, Singapore-based The Ascott Limited (Ascott). 

Mr Constantinou said Quest now plans to replicate the 

successful Australasian roll-out of the brand across the 

UK. 

“This first property development in Liverpool 

sets a benchmark for Quest and for the apartment 

hotel industry in the UK.” “There are very few Australian 

hospitality companies that have successfully established 

their brand overseas. We spent many years in the UK 

before undertaking this development, to ensure we 

understood the market and could confidently, and 

agressively roll-out the brand,” Mr Constantinou said. 

Quest Liverpool will be located at 72 Church 

Street, Liverpool, along one of the city’s biggest retail 

strips. The building is currently a 1980s commercial 

office building with retail on the ground & first floors. 

The new property will also feature a conference room 

and gym. 

The UK will be a truly significant growth market 

for Quest over the coming years with a further two sites 

already in advanced negotiations. While the brand is still 

being established, the intention is for Quest to operate 

the properties internally with the aim of franchising after 

stabilising the business.”

Rio Tinto achieves first delivery of iron ore with 

world’s largest robot

R
io Tinto has achieved a significant milestone with 

the first delivery of iron ore by an autonomous 

train in the Pilbara, Western Australia.

The autonomous train, consisting of three 

locomotives and carrying around 28,000 tonnes of iron 

ore, travelled over 280 kilometres from Rio Tinto’s mining 

operations in Tom Price to the port of Cape Lambert 

on 10 July. It was monitored remotely by operators from 

Rio Tinto’s Operations Centre in Perth more than 1,500 

kilometres away.

The inaugural journey is a significant milestone 

for Rio Tinto’s AutoHaul™ programme and follows 

regulatory approval in May. AutoHaul™ is on schedule to 

complete by the end of the year, unlocking significant 

safety and productivity gains for the business, as well as 

optimising the company’s iron ore system by providing 

more flexibility and reducing bottlenecks.

Rio Tinto Iron Ore managing director Rail, Port & 

Core Services Ivan Vella said “The safe first delivery of 

iron ore by an autonomous train is a key milestone for 

AutoHaul™. The programme will deliver the world’s first 

fully autonomous, long-distance, heavy-haul rail network, 

operating the world’s largest and longest robots.

“This programme symbolises both the pioneering 

spirit and innovative talents of many people across Rio 

Tinto and shows our absolute commitment to improving 

safety and productivity, as well as enabling greater 

flexibility across our operations. 

“We will continue to ensure our autonomous 

trains operate safely under the wide range of conditions 

we experience in the Pilbara, where we record more than 

eight million kilometres of train travel each year.

“We are working closely with drivers during this 

transition period as we prepare our employees for new 

ways of working as a result of automation.”  

News In Review
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B
aldasso Cortese has been a leading architectural, 

interior design and master-planning practice 

in Australia and New Zealand for 30 years, 

specialising in groundbreaking architectural designs 

in the fields of care, education, and lifestyle and 

community.

With its strong, customer-centred approach, 

the firm provides award-winning architectural design 

services to a diverse portfolio of clients, with a wide 

range of ongoing projects that push the boundaries of 

what can be achieved in the architectural space. When 

he joined the practice last year, CEO Andy Scott was 

tasked with preparing the next generation of leaders to 

take Baldasso Cortese into the future, as he explained 

recently to The Australian Business Executive.

Collaborative and forward-thinking

B
aldasso Cortese was started in 1987 by Anthony 

Baldasso and Steve Cortese as a small-scale 

operation specialising in residential, industrial and 

commercial buildings. Last year, the firm celebrated its 

thirtieth anniversary.

“I believe [it’s] a fantastic organisation,” Mr Scott 

says, “and it’s clearly focussed on client needs and 

expectations of building a collaborative team. We do 

have a very strong social conscience, so we do give to 

charities and the like on a regular basis.”

Over the last thirty years, the practice has been 

involved in a diverse range of projects for an equally 

diverse range of clients, including household names 

such as TLC, Australia Post and Coles, as well as smaller 

organisations less well known on the public stage.

“There’s been a number of changes in the 

practice over the years,” Mr Scott adds. “When they 

started thirty years ago, we were on drawing boards 

– now we have 3D computer model and visualisation.” 

A key element of the firm moving forward is 

in embracing the increasingly blurred lines between 

design and contractor work, a change in the industry 

which has seen a more collaborative approach to 

architectural design develop.

“As an architectural and interior design practise, 

we will develop a brief with a client and develop that 

through to a set of construction drawings, traditionally 

then they’re tendered and then a builder takes over 

and builds the project under our supervision.”

Baldasso Cortese
A blueprint for future success
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Baldasso Cortese

In recent years, the delivery method has become 

more varied, and the firm has become more involved 

in early contractor involvement, meaning contractors 

have come in at an earlier stage to be involved in the 

design itself.

“[This] is interesting, because we can build into 

the design some of the techniques and methodologies 

and innovations that the builders would have, which 

otherwise we don’t get to see until post-tender.”

Leading expert in three key areas

B
aldasso Cortese has seen most of its success 

come from the key sectors of care, education, 

and lifestyle and community. Mr Scott admits 

the time is right to start diversifying this portfolio by 

expanding into other sectors.

“Education has been particularly successful 

for us,” he says, “because of our focus on primary 

and secondary schools initially, and then moving into 

tertiary. There’s been a great deal of expenditure from 

governments and independent schools alike in that 

space.”

This has allowed the firm to develop some 

significant Intellectual Property in this area, helping 

rank them in the top three architectural practices in 

the education sector in Victoria, a ranking reflected in 

the awards received and the number of opportunities 

the firm is offered.

“When most of the significant clients in the area 

go to tender for architectural services, we’re usually 

on that list. That part of our work probably represents 

about 35% of the total portfolio, so it’s a fairly significant 

piece of work for us.”

Clients in the education space include big names 

such as Catholic Education Melbourne, the Ministry of 

Education in New Zealand and the Victorian Schools 

Building Authority, as well as a number of privately run 

schools in the area.

“The care team are focussed on aged-care, 

healthcare and childcare. They’ve completed projects 

both here, in Melbourne, and in Sydney. That is about 

25% of the income of the business as the moment, but 

it’s rapidly expanding, particularly in aged-care and 

healthcare.”
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Baldasso Cortese

The most recent demographics suggest 

that aged-care is seeing particularly high demand, 

prompting Baldasso Cortese to build four aged-care 

facilities of over 120 beds in and around the Melbourne 

area to cater for the demand.

There is also plenty of activity in the healthcare 

space, both in primary and secondary healthcare, 

where the firm is working with a large number of 

hospitals around the state to improve facilities.

“Lifestyle and community is our term for what 

others might term ‘mixed-use’. We brought two teams 

together about 12 months ago – one was a residential 

team; one was a commercial and retail team.”

These teams were merged as a response to a 

marketplace trend originating from overseas, involving 

these two particular typologies being combined into 

one element, when usually they remain separate.

“We combined a team that would match that, 

and had that capability in one integrated team. The 

team has built now to be about 40% of our overall 

income, so it’s been highly successful over the last 12 

months, and we’re forecasting that it will continue to 

grow.”

The portfolio is designed to facilitate market 

diversification. With each of these markets subject to 

peaks and troughs, like any other sector, the firm is 

able to build up business resilience and move people 

between sectors depending on how well they’re 

performing.

Mr Scott believes the education sector will stay 

busy for the foreseeable future, especially the tertiary 

space, and that aged-care and healthcare will also 

sustain. It’s the lifestyle and community area where the 

biggest growth for the business is expected.

“We are seeing more and more of what you 

might call urban village developments, or precinct 

developments, where there are entire areas or small 

suburbs being developed in one go. There’s several of 

those happening in the Western suburbs of Melbourne 

right now.”

This ongoing trend can be seen all across  

Australia, and represents some significant 

developments. Such changes can be attributed 

to growing urbanisation, driven by the continued 

population growth in the country.

Equally important are the differences in 

architectural requirements in each of these individual 

sectors. Education, in particular, is usually aimed towards 

catering for the different teaching methodologies 

offered by each individual establishment.

“For example,” Mr Scott says, “there’s a growing 

trend for having integrated facilities for special needs 

children. We’re increasingly designing all facilities 

across the campus to accommodate special needs.”

Baldasso Cortese has a designated team for 

understanding and catering for the different teaching 

methodologies the firm are asked to work within. This 

often involves working with teachers to understand 

how they deliver their curriculum.

Award-winning customer service 

“O
ur focus, from day one, is on clients. I listen 

to feedback from clients on a regular basis, 

and one of the criticisms they make of 

architectural practices is that they are fairly arrogant 

and try to impose their will on design upon them, 

rather than listening to their needs.”

For Baldasso Cortese, it is imperative to put in 

the necessary time to listen carefully to what the client 

is looking for, developing a brief alongside them with 

their needs at the very forefront of the process.

“We’ve won quite a lot of customer service 

awards based on the fact that we actually take the 

time, with care and attention, to listen to the actual 

needs. We explore them, we put options up, and we 

develop a design in conjunction with the client.”
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Baldasso Cortese

This commitment to service excellence has been 

a key driver of the firm’s sustained success, resulting in 

a number of clients coming to Baldasso Cortese as a 

direct result of a negative experience elsewhere.

With such a diverse portfolio of clients, the firm 

often finds itself having to work within very different 

budget expectations, meaning it must be particularly 

shrewd about how it converses with clients regarding 

budgets.

“Managing a client’s expectations with regards 

to budget can be very difficult. We do have clients 

that come to us and outline their aspirations for a 

development, and we’ll quickly determine that the 

amount of money they’ve got to spend is about half of 

what they need.”

This is an ongoing challenge for the firm, and 

the outcome will often depend on the strength of the 

client’s vision. Usually, some diligent work early on in 

the briefing process will identify which parts of the 

design are essential and which are expendable.

“At the moment we’ve got another problem 

in that area,” Mr Scott adds, “which is that there’s an 

increasing demand on resources across the industry, 

both people and materials, and that’s driving up 

construction costs as well.”

This means the firm has to attempt to forecast 

potential additional costs at the beginning of a project, 

building them into original client discussions to make 

sure the expectations on budget are accurately 

represented.

Wide range of ongoing projects

“A
t any point in time, we’ve probably got about 

70 projects on the go,” Mr Scott explains, 

“and they range from individual residences 

up to a project which has recently been appointed 

for – a large precinct development of up to about $1b 

worth of construction.”

The company’s most recent work includes the 

highly impressive TLC Clifton Hill project in the north 

of Melbourne, an integrated aged-care and healthcare 

facility, which will be completed and handed over to 

the client in August 2018.

“It’s a ten-level, high-end aged-care facility, 

and it incorporates an integrated health hub with 

127 rooms, a basement car park, rest room, ancillary 

spaces, communal spaces. It’s got the local GP clinic 

in there, nurse’s treatment room, pathology, gym and 

physio suite.”

This project has been driven by a shift in the 

desired location of aged-care, which has traditionally 

been situated in the outer suburbs. The Clifton Hill 
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Baldasso Cortese

development is designed to serve those who have 

been living in the area all their lives and want to stay in 

the community.

“Because of the density there, it drives the 

development upwards – hence the ten levels. Another 

important aspect was having the local GP’s clinic in the 

ground floor of the building, so that helped to serve 

that integration with the community that’s been there 

for so long.”

Another key project is the recently completed 

750-seat Performing Arts Centre for Huntingtower 

School in Melbourne east. The centre provides 

excellent sightlines, with exceptional acoustics, whilst 

also maintaining a feeling of intimacy.

“That’s an outstanding facility,” Mr Scott says. 

“The quality and standard of the facility that’s been 

delivered to the school, I still find unbelievable. I’m 

really pleased with the job we’ve done there.”

Perhaps the most significant element of this 

project has been the feedback received from the 

school, which is absolutely ecstatic to be in possession 

of such an impressive venue. This kind of feedback only 

enhances Baldasso Cortese’s longstanding reputation 

for excellence.

Another project about to commence 

construction is the second tower at the Fivex building 

on Flinders Street, in the centre of Melbourne. Being in 

a city centre location has already presented significant 

development challenges for this project.

“It’s a very tight urban space, surrounded by 

towers, and we’re actually putting a tower on top of 

an existing podium, which will remain occupied during 

the construction. So that’s a particularly challenging 

project.”

The way the structure is being built means 

that the tower needs to be lightweight, and so has 

been made out of a mix of timber and steel. This has 

involved some innovative construction work and has 

been prefabricated offsite to be craned into position.

Industry trends will come and go, but one thing 

that keeps Baldasso Cortese’s designs fresh is their 

lack of desire to follow fashions. The firm’s approach 

is much more geared around individual needs rather 

than what everyone else is doing.

“We tend to design our buildings bespoke to 

the needs at the time. We do try to build in some 

longevity to them, and most of our designs are very 

contemporary and clean in their nature, and they will 

probably live past the fashions in architectural design 

over the years.”

A solid platform to grow from

M
r Scott joined the practice as CEO in 2017, 

on the back of extensive experience leading 

architectural practices of various sizes all over 

the world. The industry has taught him many lessons, 

most of which have revealed more about what not to 

do in business.

“If you watch the people around you,” he says, 

“you can learn a great deal. I learned a lot from a CEO 

that I worked for back in the UK. He was an incredible 

people manager, always took time out for the people 

around the office, even in crisis situations.”

This experience taught Mr Scott that leaders 

of businesses are, more than anything else, people 

managers. If they forget this key distinction, then they 

will struggle to do their job effectively, and everything 

else will fail.

“I’m very focused on people in the organisation. 

I strongly believe that, if I do the right thing by them, 

they’ll do the right thing by me. We have that ethos in 

the practice as well, and it seems to be working for us.”

Mr Scott was hired to drive the next generational 

change within Baldasso Cortese. There is already a 

huge amount of work going on to prepare for this, 

including moves to diversify both the portfolio and the 

firm’s geographical footprint.
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Baldasso Cortese

“That’s just to build some resilience into 

the practice,” he says. “We’re actively looking at 

establishing a centre in Sydney and Brisbane, and 

perhaps overseas, and we’re developing healthcare 

and tertiary education markets and strengthening 

those.”

The overall plan is to give the next generation 

of the firm’s leaders a solid platform to grow from. In 

addition, the firm is actively working towards a vision 

of what skills the future leaders of the practice will 

need.

“We’re doing a lot of work to understand what 

our new leader needs to look like, in 20 years’ time. 

We’ve carried out a number of workshops, where 

we’ve sat down and said – what’s it going to look like 

in 20 years’ time when we’ve got robots building on 

site?”

With technological innovations such as Artificial 

Intelligence and Virtual Reality rapidly changing the 

way buildings are designed, the firm is aware of the 

need for a different managerial mindset in the future, 

and is working hard to prepare for all eventualities.

“We’ve devised a measurement framework 

now, so that we’re going to measure everyone in the 

organisation who wants to opt-in to being a future 

leader, and each of them will get a report from that, and 

that becomes a development plan for the individual.”

This approach will give potential new leaders 

room-to-grow and succeed existing leaders, taking 

ownership of the company. Equally important is 

encouraging existing leadership to pass the baton 

efficiently to the next generation.

“It’s an interesting dynamic that we’re working 

with, but we’ve got a good period of time to make it 

happen, and I’m very confident it will happen very well. 

We’re hoping in 100 years’ time we’ll be on the fifth 

generation of the practise and still going strong.”

Despite having travelled all over the world in his 

career, Mr Scott is extremely happy to have settled 

finally in Australia. In terms of Baldasso Cortese’s 

industry, the future for the country looks very 

promising indeed.

“I can see the next five to ten years being very 

exciting for us all,” he concludes. “I think there’s a lot 

of infrastructure development going in that’s driven 

by population growth in various parts of the country. I 

truly believe [Australia] will be the envy of the world.”

PROWSE QUANTITY SURVEYORS

Delivering Quantity Surveying Services for 

over 30 Years as proactive, value-adding 

members of the project team, always seeking 

cost effective lateral solutions. 

Prowse Quantity Surveyors 

Suite 8, 13 Church Street
Hawthorn Victoria 3122

Phone: (03) 9852 7811    Web: www.prowseqs.com.au
Email: info@prowseqs.com.au 

Proudly assisting 

Baldasso Cortese Architects 

with their Quantity Surveying needs
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National Jockeys Trust 

rebuilding lives

T
he National Jockeys Trust is a public charitable 

trust which provides funds and other benefits for 

the relief of financial difficulties for jockeys who 

have suffered from career-threatening illness or injury. 

Since its establishment nearly fifteen years ago, 

the trust has helped over three hundred jockeys with 

equipment and resources to assist them during and 

after their recovery. Chairman Paul Innes discusses the 

formation of the trust in response to a growing need 

for national jockey support, the dangers prevalent 

in the horse-riding industry, and the trust’s plans to 

provide an even greater level of support for ill and 

injured jockeys in the future.

Benefitting Australian jockeys

T
he National Jockeys Trust was established by the 

Australian Jockeys Association (AJA) in 2004 

to provide support services to jockeys who have 

been permanently injured, disabled, or are suffering 

from illness, and the families of those who have lost 

their lives.

Paul Innes’ connection with the AJA began 

in 1998, when he was appointed Secretary of the 

New South Wales Jockeys Association, in charge of 

improving welfare and conditions, maintaining the 

books of account and conducting regular meetings of 

the Executive.

The AJA was established in 2002, as it became 

clear that state associations were unable to provide the 

level of services needed for jockeys across the country. 

It was decided that a national body should be set up to 

provide adequate benefits for riders.

“One of the catalysts for the establishment of a 

national body was the significant increase in the cost 

of insurance for jockeys,” Mr Innes explains. “Around 

about 2001, the cost of Public Liability Insurance 

increased significantly for jockeys.”

This increase was enough to force many jockeys 

who couldn’t afford the cost out of the industry. This 

loss of talent was particularly high in rural areas, with 

a large amount of riders unable to meet the increased 

demands.

One of the key drivers of the formation of the 

AJA was the desire to put together a national policy 

on insurance, a goal which was quickly achieved in 

conjunction with one of Australia’s biggest insurance 

brokers.

“We established a national policy whereby 

jockeys were covered, not just for Public Liability 

Insurance, but also Personal Accident, and subsequent 

to that we now have in place such policies that jockeys 

don’t even need to pay directly for those costs.”
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These policies see claims paid for through an 

agreement within the industry that 1% of all prize 

money is used to fund insurance costs on behalf of 

the riders. Without this agreement, the industry would 

continue to lose riders who cannot afford to continue.

“When we established the [AJA],” Mr Innes 

says, “we realised that there weren’t proper support 

services, particularly financial services, for jockeys who 

might have been seriously injured, in the industry.”

The general feeling was that the industry did 

not provide enough support to members of the AJA 

and jockeys in general, and that the body should take 

on the responsibility of establishing a trust that would 

rectify this problem.

“In certain circumstances, prior to the trust 

being established, high-profile riders might have been 

provided with significant assistance through large 

fundraising functions, whereas a country jockey, a little 

known jockey, there might have been a raffle at the 

local pub.”

The consensus within the AJA was that this level 

of disparity within the industry was unsustainable. 

The only way to balance the scales was to establish 

a national trust that would make sure all jockeys were 

treated equally. The answer was the National Jockeys 

Trust.

Mr Innes holds the position of Chief Executive 

at the AJA. He was instrumental in helping found the 

National Jockeys Trust in 2004, and was appointed 

inaugural Chairman of the trust. He has held both these 

roles ever since. 

Invaluable support to ill and injured jockeys

“B
eing a jockey is the most dangerous 

occupation in this country, according to the 

Menzies Institute. There are approximately 

830 professional jockeys in Australia, and somewhere 

between 30-35% will have at least one injury each year 

that will stop them from riding.”

The range of injuries suffered by riders every 

year is wide, with this 30-35% being unable to ride for 

anywhere between a few days and several months. One 

or two of these riders will suffer permanent disabilities 

each year.

“Tragically, we will also on a yearly basis probably 

average at least one death. So it’s a very dangerous 

industry. We have built memorials at Randwick in 

Sydney and Caulfield in Melbourne to those riders who 

have lost their lives.”

National Jockeys Trust

Gow-Gates  

Insurance Brokers 
Proudly representing Jockeys nationally  

with insurance for over 40 years

We provide Insurance for many areas of the  
racing industry, please contact our specialist team:

Phone: (02) 8267 9999
Email: info@gowgates.com.au
Visit: www.gowgates.com.au

Gow-Gates Insurance Brokers Pty Ltd
ABN 12 000 837 785 | AFSL 245432

Associated with the National Jockeys Trust
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These memorials consist of the bronze figure 

of an anonymous jockey, and contain the names of 

more than 880 riders who have lost their lives over the 

years. The statue is based on famous Australian jockey 

Hughie Cairns, who was killed at Moonee Valley in 1929.

Though not particularly common, many of the 

more significant injuries are suffered when a rider is 

thrown off the horse during a race, which can result in 

spinal damage, quadriplegia, paraplegia, or in the very 

worst cases, death.

“Fortunately,” Mr Innes says, “even with falls, on 

most occasions jockeys are able to get up and walk 

away. But the dangers are there on a daily basis for 

jockeys, and both they and their families are more than 

conscious of that.”

A key part of the trust’s responsibilities is to 

create awareness amongst the public of the dangers 

of being a jockey. Mr Innes admits that even those who 

attend races regularly will have little idea about the 

risks inherent in riding.

“An average jockey is about 53kg, they ride a 

thoroughbred racehorse of some 500-550kg in weight, 

at approximately 45km/hr in a field of 12-16 horse on 

average. So there’s not much margin for error when it 

comes to incidents or accidents.”

Whilst most people may not take a particular 

interest in gambling, the trust hopes to educate the 

public about the courage of the young men and 

women who take the risk of getting on a horse every 

day in order to keep the industry ticking over.

“Without jockeys, there’s no industry,” Mr Innes 

explains, “and [there are] only 830 licensed riders 

across the country to keep this mammoth industry 

ticking over on a daily basis.”

Covering the cost of injury

E
ven though jockeys working in Australia are 

considered contractors under common law, they 

are deemed employees of the clubs they ride 

for on the day of a race, and are therefore eligible for 

benefits through worker’s compensation.

“It’s the more significant injuries, and those 

injuries that bring about the end of a career, where we 

see the support services working particularly well now 

through the National Jockeys Trust to provide support 

and assistance with rehabilitation.”

The support the trust is able to provide in terms 

of rehabilitation is fairly limited in Australia, but ongoing 

assistance with advice and support to families, and in 

particular the finances required to recover from a long-

term injury, is invaluable.

“The trust is there not just for current riders,” Mr 

Innes explains, “but we assist former riders who might 

have fallen on hard times as a result of injury or illness, 

and we’ve assisted many former riders in that way.”

With such a saturation of sports in the country, 

any organisation with ties to a sport must work 

particularly hard to make itself seen and stand out from 

the crowd. The National Jockeys Trust is no different.

“We are sports mad [in Australia], and there are 

so many ways that people can participate in sports. 

Of course this is a sport that involves gambling, and 

gambling these days has taken on a multi-faceted 

aspect, in regards to online and many other forms of 

gambling.”

One of the ways the trust has raised its profile 

is via a sponsorship arrangement with LUCRF Super, 

a leading Australian superannuation firm, which has 

provided ongoing financial support for the trust.

“The way that is elevated is that jockeys ride 

with a pair of breeches that have on them the LUCRF 

Super logo, and we explain to people that as part of 

Santone Lawyers have specialist lawyers who can 

provide expert legal advice and service in respect 

to personal injury claims, family law matters and 

wills and estates disputes.

We are dedicated to delivering 

the best quality legal services in 

a practical, professional and  

cost efficient manner. 

www.santone.com.au | info@santone.com.au

02 8115 9820 
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PFD Food Services  
proudly supports the 

National 

Jockey’s 

Trust

the sponsorship deal, all the funds go to the trust to 

support seriously injured or ill jockeys.”

Traditionally, younger people have come into 

the sport through a love of horses, particularly those 

from more provincial areas. Many of them find their 

way into the industry through pony clubs and similar 

organisations.

“The industry is big and far and wide. We’re a 

horse loving country, and we have been since the first 

fleet arrived here, and the number of horses across the 

country has generated a significant interest for young 

people to become involved.”

The problem in recent years has been the 

increase in average weight of the population, making it 

more difficult for young people wanting to ride to stay 

under the minimum weight requirements to become a 

professional rider.

“That is one of the reasons why we’re seeing 

more female riders come into the industry over the 

last ten years,” Mr Innes explains. “Ten years ago there 

would have been a handful of female riders probably 

across the country, now about 27% of jockeys are 

female.”

Increasing services to jockeys in the future

“U
p to date we’ve concentrated on providing 

immediate and meaningful assistance for 

jockeys in need as a result of injury or illness. 

That’s been our mission. But in the future, we would like 

the trust to concentrate on establishing relationships 

with rehabilitation centres.”

This desire is driven by a growing trend in the 

UK, where the national body for jockeys, the Injured 

Jockeys Fund, has formed relationships with two 

rehabilitation centres, one in Yorkshire and one in 

Berkshire, to increase the level of support for jockeys 

in need.

“They are providing support services for 

physiotherapy, hydro-pool treatments of jockeys who 

have spinal injuries, maybe brain injuries, or even not 

so significant injuries, but injuries that are keeping the 

rider out.”

The trust believes that such a direction would 

be extremely beneficial to riders in Australia, and has 

become one of the major goals for its future plans. The 

size of the country in comparison to the UK, however, 

makes it much harder to form such relationships.

“We would probably like to partner with various 

rehab centres around the country, whereby we’re able 

to perhaps inject funds to work in partnership with 

those rehab places to provide services to our members 

who are suffering certain injuries.”

A further area the trust is keen to explore is a 

system of outreach, another key component of the 

UK model. The Injured Jockey Fund has a group of 

almoners who contact and visit injured jockeys to 

assess their needs and offer ongoing assistance.

“The trustees believe that would be something 

we would like to introduce. We’d like to have half a 

dozen or so people who can make contact, see how 

they’re handling their illness or injury, and provide 

whatever support can be provided, until they recover.”

After almost fifteen years of providing invaluable 

assistance to ill or injured jockeys and their families, it 

is clear that the National Jockeys Trust is not going to 

slow down. Such an organisation is invaluable to the 

continued wellbeing of riders across the country. 

National Jockeys Trust
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MBCM Strata Specialists 

Local benefits with a 

global conscience
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S
pecialising in the professional management of 

residential, commercial and industrial Owners 

Corporations, MBCM Strata Specialists has 

become the name to trust in Australian strata. With 

over forty-five franchises across Victoria, MBCM is a 

Strata Management firm with a global conscience 

practiced at a local level.

Anton Silove knows all about the benefits of 

franchise strata. He is both a director and the chairman 

of MBCM Strata Specialists. Mr Silove spoke with The 

Australian Business Executive, sharing his thoughts on 

how MBCM Strata Specialists has developed such an 

imperious reputation in the Australian strata industry.

Franchisee to Director

M
r Silove’s career began with manufacturer 

Cussons International, giving him the 

opportunity to work in both England and 

Australia, before he made the decision to independently 

migrate to Melbourne in 1994. 

He joined Orica (known as ICI Australia at 

the time), and over the next fourteen years took on 

a number of roles across different businesses in 

organisational management and leadership. 

The move into strata was prompted by a friend 

who was an existing franchisee of the group. Mr 

Silove began his journey into the strata business by 

acquiring and operating a Melbourne Body Corporate 

Management franchise area. 

“The corporate experience gave me a broad 

range of management and leadership skills,” Mr Silove 

says, “which lend themselves well to strata. In 2009, 

I was looking for a business to buy. The industry 

economics looked very sound. I was impressed with 

the franchise system.”

The strata industry has been a good fit for 

Mr Silove, who now owns three franchise areas with 

MBCM, and joined the company’s franchisor Board of 

Directors in 2015. He currently chairs the board, and 

has a clear vision of how his own business should run. 

“I left corporate, in part, because of one of the 

big issues of management that always troubled me,” 

he says, “and this is that top-down, pyramid approach 

to management. I’ve totally flipped that on [its] head.”

Mr Silove’s team of twelve staff is perfectly 

equipped to deliver great services to customers every 

day, and he believes the manager’s role is not to simply 

tell them how to do their job, as they have been well 

trained in doing what they are paid for.

“My role is to provide a service to them, to 

help them be the best that they can, to help mould 

the business around their individual needs. I seriously 

believe that business has got this wrong—we really 

should be in service to each other, not directing from 

the top down.”

Franchising strata

“[T
he company] was founded twenty-nine 

years ago,” Mr Silove explains. “From 

there, Melbourne Body Corporate 

Management grew into forty-nine franchise areas 

across Victoria. We’re looking forward to our thirtieth 

celebration next year.”

This history of exceptional growth is indicative 

of the company’s impressive service offering and 

ambition. The company’s longevity has been further 

assisted by a robust re-branding two years ago, 

changing its name to MBCM Strata Specialists.

Positioning itself for a move across Australia for 

several years, the company decided a name change 

would be essential to meeting this goal. It retains the 

option of creating new brands in other territories in the 

future, but for now MBCM can trade in all states.

MBCM Strata Specialists
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“We’re now in the position to take the franchise 

across the nation,” Mr Silove says. “We’re respected as a 

high quality company, and we operate with the highest 

level of integrity, which is part of our trademark.”

The company’s core values reflect a passion 

for being the best at what it does, employing people 

who set the standard for service and professionalism 

in the strata industry. The company is guided in all its 

dealings by an ethical vision and the interests of its 

clients.

With so many years of exceptional service 

behind it, the company consistently learns through its 

experience, forever on the lookout for ways to improve 

and innovate its service offering. 

The strata industry is fragmented, with high 

levels of competition. MBCM Strata Specialists must 

work hard to differentiate itself as a service provider, 

leveraging its unique position as a franchisor.

“As a franchisor, we have an exceptionally high 

level of service,” Mr Silove explains, “but also provide 

great systems and training to our franchisees. A level 

of integrity in the industry is a very important thing.”

With such a low barrier of entry into the industry, 

it is often the case that inexperienced and untrained 

managers are taking on a business, attempting to 

provide efficient services in a particularly complex 

framework.

“The franchisor ensures that high levels of 

aptitude are there, but also a very high level of support 

in the training and getting people up to speed. We’re 

implementing an internal audit system, which ensures 

that very high standards are met through out franchise 

network.”

Support for franchisees is second to none, and 

a key driver of the company’s sustained success. With 

over 500 years of collective experience across all 

offices, there is always someone with the necessary 

knowledge available to offer insight and find the right 

outcome.

Across the franchise network, MBCM Strata 

Specialists manages just over 40,000 units, putting it in 

the top five strata companies in Australia, an incredible 

feat for a business currently based exclusively in one 

state.

As it moves closer to rolling out its franchise 

network across the country, the company must remain 

aware of the differences that come from moving a 

Contact Honan today
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business with state-based regulations into other areas.

“The platform that we operate under in terms 

of financial reporting, systems and processes, is very 

consistent,” Mr Silove explains. “That can operate 

across all states. However, ensuring that it’s done in a 

way that reflects the local legislation is critical.”

This means ensuring appropriate training and 

support is in place for franchisees to be prepared for 

significant changes in legislation across different areas 

of the country. This takes a lot of work, breaking down 

individual legislations to ensure thorough compliance.

Navigating the industry

T
he Australian strata industry is still finding its 

feet, making it of particular importance for 

companies to engage well enough with the 

public to relay important information on industry 

practices and issues.

One of the main areas of confusion for strata 

owners is in understanding the particular issues 

strata faces. Strata managers such as MBCM Strata 

Specialists have a responsibility to keep the public 

informed of any significant concerns they have.

“There are so many industry issues,” Mr Silove 

says. “The legislative framework is not exceptionally 

community friendly, which means that supporting 

great communities and great places to live can be 

difficult and costly.”

Equally frustrating is the way the law is applied 

by VCAT (Victorian Civil and Administrative Tribunal), 

which is inconsistent. This causes uncertainty when 

moving into a new legal framework, and can create 

expense and difficulties for people.

“Another significant issue is the way builders 

engage in building. So, they actually engage their own 

surveyors in Victoria. The question is, who would you 

engage? Someone who’s more or less likely to pass 

your building?”

This cutting of corners has brought to light 

significant industry concerns, including leaking 

buildings and the use of flammable cladding, an 

issue high on the agenda in the wake of Melbourne’s 

Docklands fire in 2014 and the recent Grenfell Tower 

tragedy in London.

MBCM Strata Specialists
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MBCM Strata Specialists

“There’s now a cladding taskforce,” Mr Silove 

says, “which is looking very closely at the number of 

buildings that do have flammable cladding. It’s a big 

industry issue, and one that’s going to be costing 

people a lot of money.”

Part of MBCM’s commitment to keeping the 

public up to date on industry issues and trends comes 

in the form of the ‘Big B’ initiative. This initiative was 

designed in response to what Mr Silove describes as 

“a real decline in neighbourliness” in the last 30 years.

“I’ve talked to a lot of people about this,” he says, 

“and I think there’s a fairly strong consensus around 

that. People more and more, they look to others to 

solve their problems, whether its council, governments, 

Owners Corporations managers, mediators or lawyers.”

This trend of people looking outside their own 

community for help is growing. Mr Silove believes it’s 

time for a return to the wholesome community values 

of the past, to harness a rising tide of people who want 

to be involved in community building.

“The SCA [Strata Community Australia] is 

backing a community project to create a national 

working ‘B’. It’s a real vehicle for our industry to 

seriously engage in community building and to make a 

real difference to neighbourhoods.”

With the SCA as its leading body, the strata 

industry is on the right track towards improvement. 

One thing it does particularly well is engage in the 

forming of legislation and the informing of legislators 

about issues faced regularly by strata managers.

“That’s the key thing that is happening now,” Mr 

Silove says, “and we’re hoping for new legislation. It’s 

possibly looking unlikely to come out later this year, 

but certainly next year we would be hopeful that 

comes through.”

It is absolutely critical that the industry has a 

strong educational framework, which it now has in 

the form of a Cert IV Strata Community Management 

program. It is vital that engagement in strata education 

is increased.
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MBCM Strata Specialists

With the embracing of this question, the level of 

thought process at an MBCM franchise becomes clear. 

The support and freedom provided to franchisees to 

be able to ask these kinds of question is key to the 

company’s wider ethos.

“It took about six months to move from the 

obvious, which is we come to earn an income, provide 

for our families—to really wanting to all make a real 

difference to people, and to create better places for 

people to live and work.”

The realisation that business is more than just a 

money-making exercise has had a real impact on the 

way the franchise interacts with its clients, the team, 

contractors and all other parties involved in making it 

tick, elevating the business to a new level.

“We get most of our business through referrals, 

so I think that’s an indication that people do enjoy our 

service. Interestingly, through our contracting network 

we get a lot of really positive feedback—contractors 

say that they prefer to deal with us.”

It’s almost as an afterthought that Mr Silove 

mentions the numerous industry awards the franchise 

has won, so focussed is he on the glowing testimonials 

from those directly involved in the business, from staff 

“There’s going to be a shortage of managers in 

the future, unless we start developing an educational 

pathway and a career pathway. Companies like MBCM 

Strata Specialists do have the reach and the ability 

to form internships and take people through its 

organisation.”

Given the fragmentation of the industry, there 

is still a significant number of strata management 

companies which are unable to offer these kinds of 

educational advancements, meaning there remain 

significant problems ahead.

Why we come to work

W
hile being heavily invested in the success of 

the company as a whole, Mr Silove continues 

to work hard on his own franchise areas, 

striving to run each business in the best possible way 

to maximise revenue and employee engagement.

“I’ve always taken the position that regardless of 

what the franchisor is doing, I want to try and be at 

the leading edge,” he says. “Five years ago, we asked 

ourselves a very critical question: why do we come to 

work every day?”

www.mbcm.com.au

AUSTRALIA’S LEADING 

SPECIALISTS IN STRATA 

MANAGEMENT.
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to contractors to customers.

Among these awards is MBCM’s Franchisee 

of the Year award, which coupled with a high Net 

Promoter Score (NPS) highlights exactly how Mr 

Silove’s targeted approach to running a business is a 

testament to the company’s wider success.

The future looks bright for each of the 

company’s franchisees, with a continuing commitment 

to providing value through education and keeping 

owners informed of industry-wide issues distinguishing 

them from competitors.

In addition, technological advancements are 

changing lives, with the newest innovations moving 

across the globe now finding their way into the 

strata business, helping companies like MBCM Strata 

Specialists deliver the very best service available.

“[We are] a company that has the reach and 

the ability to create technology and leverage off that. 

People are going to start getting way more engaged in 

community, their properties, building their wealth, and 

better places to live through this engagement.”

•  Project advocacy

•  Maintenance plans

•  Costing for defects and completion

•  Special levy forecasting

•  Expert witness services

•  VCAT and court compliant reporting
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S
endGold CEO Jodi Stanton has been through 

the blockchain roller coaster over the last five 

years, and has the scars to prove it. Today, her 

young company, SendGold, is live in ten countries in 

various forms across Asia-Pacific, delivering digital 

gold money to anyone with a mobile phone, and does 

so without relying on blockchain.

What is SendGold and how did you get  

started personally?

“T
o our customers, we are a very simple 

product,” Ms Stanton asserts. “We’ve turned 

gold back into practical money. You can buy 

it, send it as a payment, gift it cross-border instantly, 

and sell it at any time. Soon you’ll be able to spend it 

at merchants as well. It has many of Bitcoin’s attractive 

properties, but it’s fully-compliant, with an asset at its 

core.” Stanton stresses that if you buy gold through 

SendGold, you own full legal title to your gold. It is 

not a security like an ETF, a derivative or a blockchain 

security token.

Ms Stanton began her career in risk management 

in insurance and on Wall Street, helping investment 

banks both construct and unravel complex derivative 

trades. But she also bicycled around the globe carrying 

her own gear, pedalling over 40,000 kilometres across 

25 countries including some of the most remote 

regions on the planet. She’s been communicating and 

transacting with both the top and bottom ends of 

town for decades. 

“This broad experience is how I really learned 

about money, its buying power (or lack thereof), and 

the importance of owning an asset. The gap between 

the extremely wealthy and everyone else is the widest 

in history and it’s getting wider, in part because of the 

way our money systems are designed”, she says. 

She adds that even in the age of the mobile 

internet, cross-border transactions are expensive and 

slow, relying on complex legacy banking systems 

and bank currencies that lose buying their power 

through inflation. And according to Ms Stanton, in 

many countries these declines in bank currency values 

have been dramatic. In the Asian Financial Crisis, 

for example, the South Korean, Thailand, Indonesia, 

Singapore, and Philippines currencies lost more than 

50% of their value in the space of less than one week. 

According to the Australian Bureau of Statistics, the 

Australian dollar buys 20% less than it did 10 years ago 

and 40% less than it did 20 years ago.

“Money is broken, and has been for a long time”, 

she says.

Ms. Stanton set out to address this growing 

wealth gap, and put a simple asset into the hands of 

those who are concerned by money printing, planned 

inflation, expensive cross-border transactions and the 

potential for another global crisis.

“Our early customers are sophisticated,” Ms 

Stanton notes. “Many of them work in the consulting 

and finance sectors and read a lot of news. They tend 

to be health conscious and seek to live life to the 

fullest. Many are well-travelled, politically aware and 

know that the buying power of their bank money is 

eroded each year.” 

As a money platform, people use SendGold 

for many purposes. Some send money each month 

overseas. Some use it as a savings account. Some 

send gold as a gift. Some social groups have adopted 

SendGold as a way to routinely split restaurant bills or 

holiday expenses. 

How is SendGold unique in the market?

M
s Stanton states, “I start each and every day with 

a clear focus on how we can solve problems for 

our customers and how we can differentiate 

ourselves in the market for our shareholders. To me 

these are the same thing.”

According to Ms Stanton, blockchain was 

designed for digital assets, and any tangible asset-

based currency, whether a hybrid cryptocurrency or 

simply digital like SendGold, are unavoidably more 

centralised than purely digital alternatives because of 

the centralised management of the underlying assets. 

“All asset-based digital currencies need to 

address things like regulation, banking integration, 

liquidity and management, so unlike many others 

in the market, we started there. And now we have a 

strong foundation to work from,” she says.

SendGold
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Ms Stanton says they will be able to offer 

valuable products and services to customers that only 

a mobile-only company can offer. 

She adds that SendGold’s innovation in the gold 

sector is unparalleled, with its growing Gold-as-a-

Service business offer (GaaS). “We have signed on our 

first few major GaaS partners and are talking to several 

others including neobanks, global e-wallets, social 

gaming platforms, reward programs and universities”, 

she says. 

They have also innovated with gamified 

customer acquisition through its second mobile app 

“Gold Rush”. It’s like Pokémon Go but with real gold. 

According to Ms Stanton SendGold can drop real gold 

in any country to drive awareness. 

What have been your key milestones?

M
s. Stanton emphasises that SendGold today 

maintains the powerful crypto benefits of 

instant peer-to-peer cross-border exchange, 

transparency and low cost, but does so in a way that 

complies with global regulation. The company spent 

two years making sure SendGold’s infrastructure was 

globally compliant, secure and low cost. 

“Full compliance was non-negotiable for us, 

not just for legal reasons but because we feel user 

adoption requires full integration to the world’s 

existing banking system. Putting gold at the heart of 

the system also addresses the complexity and price 

volatility issues of crypto, which are hindrances to 

large scale adoption”, Ms Stanton asserts. “And we’ve 

done this with proven, enterprise-scale, bank-grade 

technologies so SendGold stays in control of the 

operating infrastructure.”

“Digital asset risk mitigation was like moving 

air around in a balloon animal. We were excited when 

we cleverly solved one risk, deflating the arm of the 

animal, only to see the air expand in the other arm. 

With distributed ledgers as infrastructure, you have to 

be careful you’re not simply moving the risk around.” 

SendGold spent significant resources to ensure 

that SendGold is fully-regulated under Australian law. 

Agencies and laws included in the scope of SendGold’s 

Compliance Policy include AUSTRAC, RBA, APRA, 

ASIC, ACCC, AFSA, FIRB, OAIC, privacy laws and 

the ATO and Australia tax law. Planting SendGold in 

Australia made sense not only for compliance reasons 

but because Australia has a long historical association 

with the precious metal and is the world’s second-

largest producer. She said they chose gold as it’s one 

of the largest markets in the world, it’s well understood, 

and has delivered impressive returns to investors over 

the long run. 

SendGold

To underscore SendGold’s commitment to the 

highest levels of security, Ms Stanton explains that, 

early on, the company employed Steve Wilson. A 

global expert in cybersecurity in financial services, Mr 

Wilson sits on a number of committees and programs 

including the U.S. National Strategy for Trusted 

Identities in Cyberspace, and the U.S. Department of 

Homeland Security Science and Technology program. 

“We began with a threat risk assessment (TRA) 

for both the company and its customers across 

confidentiality, integrity, and availability,” Ms Stanton 

explains. “We have maintained a live TRA, a live security 

policy and quarterly risk reviews with our (financial 

and cybersecurity) risk committee. We’re not afraid to 

say we’re obsessed by managing risk and security.”

And while SendGold is low cost, Ms Stanton 

hinted that the company is busy lowering costs even 

further and will make an announcement on this subject 

before the end of the year. 

You began with blockchain, but given you  

are not reliant on blockchain now, is blockchain  

in your future?

“We started out looking for a solution that 

satisfied our security, liquidity and compliance 

requirements to solve real business problems beyond 

storage and speculation. After 24 months full-time 

investigation, several in-house trials and an end-

to-end prototype on a distributed ledger, we were 

convinced that blockchain ledgers did not yet present 

a compelling solution to that brief.” She adds that 

putting gold on current blockchain platforms presents 

more effort than it’s worth, adding an unnecessary 

layer of complexity and cost. 

“After almost ten years, very few are using 

Bitcoin as money, in large part because of these 

ongoing security challenges”, she says. According to 

Ms Stanton, user-level security, in particular, has a long 

way to go, and crypto theft has already topped $1B 

this year. “The irony of a trustless system.” 
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SendGold

But she is keen to point out that the company 

is immersed in the cryptocurrency sector and ready 

to move their dedicated tokenised product when 

decentralised ledger technology is proven, scalable 

and compliant.

“Blockchain innovation is a long-term 

fundamental paradigm shift versus a short-term 

disruptor. We believe it will take years to evolve into 

practicality. On the other hand, gold has been a store 

of value for thousands of years. Gold is the only 

investment asset that has survived every war, calamity, 

and economic recession in history, and it solves the 

volatility issue of cryptocurrencies.”

Ms Stanton believes this provides a significant 

opportunity for SendGold to combine history’s most 

reliable asset with fintech’s most innovative paradigm 

shift, as digital money matures.

She claims SendGold’s early work was invaluable 

and ongoing, and led the team to their unique business 

model of today. 

What is your next goal?

F
rom late 2017 SendGold has been able to accept 

a customer from any non-sanctioned country 

(from a compliance standpoint) and is currently 

live in various forms in India, Australian, New Zealand, 

China, Vietnam, Indonesia, Hong Kong, Singapore and 

the Philippines. 

Given its compliance mandate, the company 

rollout makes SendGold a regional, rather than global 

play, requiring regional expertise across a number of 

domains including payments, regulatory and anti-

money laundering laws. 

The company is busy rolling out its peer-to-

peer cross-border application with 350 global ways 

for ‘money-in’ and redemption in 140 currencies in 160 

countries at wholesale exchange rates.

Ms Stanton concluded, “We are an iceberg, with 

very simple customer-facing products, and a robust 

framework below the surface. We are now ready to 

scale.”
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Rory Cunningham

A
ccess to global equities has been made much 

easier for self-directed investors and self-

managed super fund (SMSF) trustees through 

ASX’s mFunds.

mFunds are unlisted managed funds run by 

professional fund managers who use their knowledge 

and expertise to actively manage the fund and make 

investment decisions.

They provide a convenient way for investors to 

diversify their investment portfolio and gain exposure 

to other asset classes that are not easily accessible, 

such as global equities.

Diversifying an investment portfolio is one way 

to manage risk and is often referred to as “the only 

free lunch in investing”. In addition, with 97 per cent of 

the world’s listed companies overseas, there are many 

investment opportunities available to those able to 

access global markets.

For investors that may be unintentionally 

building up their cash holdings because they do not 

know where else to invest, or do not want to put more 

money into the same type of investments, considering 

an mFund may provide a way to better deploy low-

return cash.

Here are three steps to taking advantage 

of this popular ASX service. 

Step 1:  
Do your research and choose an mFund

T
he ease of access to mFunds allows investors to 

focus on how they want to allocate money and 

to which asset classes, and to choose from an 

expanded range of professional fund managers.

Testament to the healthy growth of the ASX 

mFund service, around 200 mFunds are now available 

and over 40 of them specialise in global equities.

The chart below highlights how mFund has 

helped investors. It shows the percentage exposure 

to a range of asset classes held by investors through 

mFund, to January 2018. Global equities and global 

fixed income were the most popular asset classes over 

the period.

Source: ASX

Because of the large number of funds, investors 

can choose from a range of managers that:

•  Have different investment styles, including value 

funds, growth funds, income funds, macro funds and 

absolute return funds

•  Allocate investments across a range of sectors, such 

as technology, mining, agriculture and healthcare

•  Invest in different size stocks from micro-cap through 

to mega-cap

•  Choose from different regions and markets, such as 

North America, Europe, Asia and other emerging 

markets.

ASX’s mFunds  
put global equities in easy 

reach for local investors
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When evaluating mFunds, investors can utilise 

the screener tool available on www.mfund.com.

au. It enables investors to compare funds based on 

performance, fees and investment strategy.

Step 2:  
Read the product disclosure statement (PDS) and 

place an order via your broker or financial adviser

H
istorically, managed funds have not typically 

been easily available to investors who want to 

hold investments in their name or that of their 

SMSF. Many have been put off by the challenge of 

completing paper applications, providing certified 

copies of documents and sending these to fund 

managers. Managed funds acquired in this way have 

not been able to be held alongside other investments, 

such as shares.

However, the ASX mFund service enables 

investments to be made in a way similar to how 

share transactions are undertaken. This removes 

the burdensome paper application process because 

the service is accessed through an ASX broker and 

units invested in are held on the Holder Identification 

Number (HIN) in CHESS alongside existing ASX 

investments such as shares, LICs and ETFs.

The pricing of an mFund is different to that 

of a share. There is no on-market trading between 

investors. mFund applications go directly to the fund 

manager, who sets the price based on the value of a 

unit in the fund. Generally, managers set these prices 

daily and investors receive the relevant price after 

their initial application amount is received.

A major benefit of the mFund service is that 

investments, distributions and redemptions all occur 

electronically via CHESS – no cheques in the mail.

Step 3:  
Receive a confirmation and monitor your portfolio

O
nce your new mFund units are issued they will 

be transferred to your CHESS holding. Your 

mFund fund manager will send a welcome 

pack and you will receive an updated CHESS 

statement. Like shares and other ASX investments, 

mFunds appear on your unique CHESS HIN, allowing 

investors and SMSF trustees to have investments in 

the one place – on ASX.

When you log into your broking account you will 

be able to see your mFund units alongside your other 

investments. Also, if you use software to manage and 

track your portfolio, some providers are now able to 

link your mFund units into their software to make it 

easier for you to monitor your entire portfolio.

Summary

The mFund service has streamlined the process 

for investors to apply for units in managed funds. 

Investors can now focus on the investment decisions 

relating to which asset classes they should consider, 

how much they should invest and which funds they 

should use.

The key benefits of using mFunds include:

1.  Diversification: Diversifying across a range of asset 

classes can reduce risk, volatility and, in some cases, 

improve investment returns, especially when seeking 

to gain a better outcome than currently offered by 

cash and term deposits. mFund can help investors 

achieve greater diversification across their portfolio.

2.  Streamlined electronic applications: Because the 

mFund service uses an ASX broker, it is accessed in 

a way similar to how investors and SMSF trustees 

make investments in other ASX products – via an 

online, full-service broker or through a financial 

planner. Gone is the need to complete lengthy 

paper applications and provide certified copies 

of documents such as SMSF trust deeds for each 

investment.

3.  All investments are on a Holder Identification 

Number (HIN): Like shares and other ASX 

investments, mFunds appear on the investor’s 

unique CHESS HIN, allowing investors and SMSF 

trustees to see investments in the one place. This 

also means that all applications, distributions and 

redemptions are sent electronically, removing the 

need for cheques.

As with all investment decisions, investors should 

be sure to do thorough research before deciding and 

seek advice from a financial adviser.

Visit www.mfund.com.au to view the range of 

funds, each fund’s PDS, performance and prices. You 

can also register to be keep informed of future ASX 

education sessions around mFund.

Rory Cunningham is the Senior Manager, 

Investment Products for the Australian Securities 

Exchange (ASX).

ASX’s mFunds
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David Gandolfo 

T
he first four rounds of hearings of the Banking 

Royal Commission have shown us some pretty 

unflattering insights into aspects of the banking 

industry that most of us never knew existed, practices 

that should never have happened, and bank execs 

falling on their swords accordingly.  

Quite rightly, a Royal Commission seeks to find 

what’s “wrong” and doesn’t pay any attention to what’s 

actually “right”, so its content and the subsequent 

headlines tend to give an impression that ALL is 

wrong. Without that balance, the good outcomes and 

good practices don’t get a mention, so a lot of financial 

service customers could be excused for feeling like 

they’re getting terrible outcomes all of the time when, 

frankly, they’re not.

The reason for this is that the term “financial 

services” is just so diverse and covers home loans, 

corporate lending, insurance and financial planning 

and investments, and an endless multitude of specialist 

areas of each. I’ve personally specialised in commercial 

finance for over 30 years, but like any other specialist, 

the other disciplines in my field require very different 

knowledge and skills and are as foreign to me as they 

are to anyone else.  

This was particularly highlighted to me during 

Round 1 of the Commission, when “brokers” were 

blamed for upselling consumers into bigger loans, 

pushing up the cost of mortgages, and not acting in 

their customers’ best interests. Some of the criticism of 

brokers came from the same banks who covet broker-

introduced home loan business and virtually outsource 

their sales function to that channel. Other witnesses 

highlighted poor customer outcomes due to failures in 

broker education and training, and simply bad lending 

practices. 

As a career broker, I’m disappointed in the people 

who have allowed those practices to proliferate in the 

consumer space. And to their credit, the leadership of 

the relevant finance and broking bodies in the consumer 

space were addressing the issues they inherited well 

before the Royal Commission commenced.

But over in my world – commercial finance – we 

have a much better story to tell, as highlighted in the 

third round of the Commission.    

The third round, dealing with commercial finance, 

focused on contract terms, non-monetary defaults, 

and how banks deal with hardship provisions – all 

aspects of lending that come into play after the loan is 

established. The process of creation of the loan, in over 

half of cases arranged through a commercial broker, 

didn’t rate a mention.  And in an enquiry focused solely 

on market failures, no mention means no failure.  

As the President of CAFBA, The Commercial 

& Asset Finance Brokers Association of Australia, 

which is the peak professional body of Commercial 

Finance Brokers, this is extremely pleasing but it’s no 

accident. In my ten years on the CAFBA Board we’ve 

been single-minded in our focus to make commercial 

finance a profession through a stringent set of 

minimum probity standards and a constantly evolving 

process of education and training.  

At an industry level, the distinction we have 

consistently been making is that the issues highlighted 

by the third round of Royal Commission hearings are 

very different to problems associated with residential 

home lending and consumer car finance raised in the 

first round, and even though some of the terminology is 

similar, virtually every aspect of the loan type, purpose, 

costing and outcome is entirely different.   The brokers 

are also very different.  

What you haven’t 
read about the 
Banking Royal 
Commission 
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Independently of the Royal Commission, the 

Financial Ombudsman Service (FOS) publishes 

statistics on all disputes that it handles. In its 2017 full 

year report, it reports that

• FOS investigated  39,479 total disputes

• 3,947 (10%) related to business finance

•  Of this less than 1% related to commercial finance 

brokers

That was 34 complaints against commercial 

finance brokers to be precise, in a $300+ Billion 

industry, and while we aim for great outcomes and 

zero complaints, we’re in a highly emotive industry 

where money and personal outcomes are involved, 

so the 0.09% complaint rate suggests we’re on track 

and far out-performing the banks’ own direct channel 

against whom we compete with their own products.

Quantum Business Finance, of which I am a 

Partner, is a leader in commercial finance and is equally 

proud of its 10 year record of excellent client service 

and outcomes and its extremely high client retention 

rates, both of which are reflected in its large collection 

of independent industry awards and in hard statistics.  

In the 2018 Financial Year, Quantum group 

settled just over 5,500 commercial loan facilities, 

equating to just over $540 Million in volume. That’s just 

one year, but since commencing in 2009, Quantum 

has never once been referred to FOS for any matter at 

all.  Not one client, not one reference to FOS. Of tens 

of thousands of loans covering billions of dollars, our 

market failure rate has been, quite literally, zero. And 

we’re very proud and protective of that!

At an industry level, why does this matter?

B
ecause failures in the consumer loan space, 

like those described in Round 1, have led to 

prescriptive lending guidelines and tightening of 

regulation in that market that we simply can’t afford in 

the commercial loan space. Finance is an enabler, and 

access to finance is critical for your business to grow, 

prosper, employ and to create wealth.  

Despite this, there has been much talk lately of 

those same consumer-style lending provisions being 

extended to small business lending. Much of this talk 

has been based on industry rumour and commentator 

opinions. In all of my discussions with the Government 

the consistent message is that this is not being 

entertained, as the government understands this 

would inhibit access to finance for small business, and 

subsequently inhibit economic growth. 

There are 2,000,000 small businesses across 

Australia employing 4.8 million Australians. What 

those businesses want is the ability to run and grow 

their business, without regulators or consumer groups 

telling them how they need to do it.  

Thankfully, Treasurer Scott Morrison agrees, as 

he said in Parliament on June 27th this year:

It’s important, though, as we look at those 

recommendations, as we go through this very 

important process that we want our banks to keep 

lending to business, to keep lending to farms and 

to be cognisant of how reliant our economy is on 

the extension of that capital. We do not want this 

process to result in a restriction of capital flow, 

whether it’s into the farming sector or whether 

it’s into the manufacturing sector or the services 

sector. We don’t want to see a constriction of that. 

What we want to see is a more effective, more 

efficient and free-flowing practice from banks to 

ensure that they can support the growth in the 

economy, which they were doing during the global 

financial crisis. One of the reasons we survived that 

crisis was particularly because the banks continued 

to lend. 

Hopefully we can look forward to similar 

sentiments from Royal Commissioner Hayne when 

he makes his interim and final recommendations, but 

the lack of failure in the commercial lending space 

is reflected in the remarks of Counsel Assisting, 

Michael Hodge QC, in his closing comments to the 

Commissioner in Round 3.  

“Can I turn then to the first topic, which is 

responsible lending. And Commissioner, as we 

foreshadowed in the opening, one of the overarching 

questions that you will need to question is what 

obligations in relation to responsible lending, if any, 

ought to apply in relation to small business lending? 

Should the obligations in relation to small business 

lending differ from the obligations that apply with 

respect to consumer lending? For reasons we will 

expand upon in a moment, Commissioner, our 

submission is that the answer that you ought to 

arrive at is that no additional statutory obligations 

should be imposed with respect to the making of 

loans to small businesses …….”

David Gandolfo is the Director of finance 

broking firm, Quantum Business Finance. Having 

been in the industry for over 30 years and as a 

business owner himself, understands the financial 

issues facing companies. 

David’s market expertise is highly accredited 

through his industry experience advocating for 

business as President of the Commercial Asset 

Finance Brokers Association, and Deputy Chair 

of the Council of Small Business Organisations 

of Australia. Find out more by visiting:  

www.quantumbusiness.com.au   

What you haven’t read about the Royal Banking Commission
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John Adams

The Australian economy is gravely ill.

C
ontrary to popular belief, Australia is suffering the 

most chronic economic structural imbalances in 

its history. 

Record household debt of $2.34 trillion 

(especially relative to disposable income at over 

190%), record high house prices (especially relative to 

disposable income), record net foreign debt over $AUD 

1 trillion (or 57% of Australian Gross Domestic Product 

(GDP)) and household savings at a chronically low 2.1% 

(the lowest since December 2007) have dramatically 

increased systemic macroeconomic risk throughout 

the Australian economy. 

This also comes at a time when global debt is over 

$AUD 80 trillion higher than the 2008 Global Financial 

Crisis and the world is experiencing record high asset 

bubbles and structural economic imbalances whether 

they be:

- the Chinese financial system;

- corporate debt in the United States; 

- ballooning European and Japanese sovereign debt;

- Canadian housing debt; 

- the return of risky financial derivatives; or 

-  emerging economies with bulging foreign debt, such 

as Turkey, Argentina, the Philippines or Indonesia 

(especially those who have taken on loans worth 

trillions denominated in US dollars).

The causes of these global economic imbalances 

are several and largely result from the boom which 

occurred during the 2000s and the short-term band 

aid public policy approach adopted by policy makers 

around the world in 2008 to deal with the challenges 

resulting from the Global Financial Crisis.  

In Australia’s case: 

•  excessive money and credit creation through ultralow 

interest rates and lax bank lending standards;

•  skewed tax policies that encourage incurring debt 

and asset speculation;

•  generous social welfare policies which dissuade 

savings;

•  productivity crushing regulations and burdensome 

regulatory costs; 

•  uncompetitive industry, trade and industrial relations 

laws and policies; 

has led Australia for over 27 years to generate 

economic growth based on speculative debt 

accumulation channelled largely into the housing 

sector rather than the generation of real productive 

wealth. 

This phenomenon is underscored by the growth 

in the Australian money supply as measured by what 

the Reserve Bank of Australia defines as ‘broad money’. 

Broad money has grown by 7.5% per annum 

from 1992 to 2017 and has led to ‘credit to housing’ as 

a proportion of GDP to grow from 21.08% in July 1992 

to 95.23% as of June 2017, while ‘credit to business’ 

and ‘credit to other personal’ (non-mortgage debt) as 

a proportion of GDP remaining effectively flat over the 

same period.

Alarmingly, the total amount of debt within the 

Australian economy as well as the amount of debt 

concentrated in the Australian housing sector is larger 

than the 1880s and the 1920s, the two periods before 

the two big depressions experienced in Australian 

history which occurred in 1890 and 1929 respectively. 

In short, Australia is in the biggest debt bubble in 

our national history, at the same time we are in biggest 

Australia’s coming 
economic crisis
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global debt bubble in the history of the world. 

From an economic historical perspective, there 

is no precedent that can be referenced to sustain the 

argument that current Australian and global economic 

structural imbalances are sustainable, especially as 

inflationary pressure emerges in both developed and 

developing economies alike and as global interest 

rates continue to rise. 

Nor is there is a precedent that such economic 

imbalances, especially in a rising interest rate 

environment, can be resolved in an orderly ‘soft 

landing’ fashion.

Rather, economic history points to the current 

global situation resulting in an extreme economic 

event that will impact the global economy and by 

consequence the Australian economy.

This is why starting in 2016, I have penned 

articles for several media publications such as The 

Daily Telegraph, news.com.au and The Spectator 

Australia as well as have conducted internet-based 

interviews seeking to warn the policy makers, business 

leaders and ordinary citizens about the nature of the 

chronic economic problems facing Australia and the 

inevitable economic crisis that historically manifested 

itself resulting from structural economic imbalances. 

Such a crisis may manifest itself in different 

forms and depends on whether the global debt bubble 

and by consequence Australia’s debt bubble pops or 

is engineered to continue through ultralow interest 

rates and expansionary monetary techniques such as 

quantitative easing.

The spectrum of possible scenarios of how the 

coming crisis may play out in Australia was outlined by 

me in a piece for news.com.au on 19 June 2018 titled 

the ‘Six Pathways to Economic Armageddon’ and 

I would encourage readers to look the piece up and 

consider its analysis.

Irrespective of how events may manifest 

themselves, it is clear that Australian policy makers, 

businesses and households are neither sufficiently 

aware or prepared for the most challenging set of 

economic problems in our lifetime, especially from a 

financial, psychological or public policy perspective. 

To his credit Tim Wilson MP, the Member for 

Goldstein, is the first and only member of federal 

parliament to explicitly warn about the coming 

economic crisis which he did during an adjournment 

speech on 28 February 2018, by stating:

‘there are a number of warning signs that we 

need to wake up to…. We have alarming rates of public 

and private debt, low interest rates, inflated asset 

prices and excessive public spending.’. 

Australia’s coming economic crisis

In his speech, Mr Wilson encouraged members 

of parliament to come to terms with the current 

economic warning signs and embrace necessary 

reforms which would lift national savings, unwind 

current asset bubbles, reduce public and private 

debt, while promoting productive investment and 

sustainable economic growth. 

Nevertheless, the Turnbull Government and 

pivotal federal institutions such as the Federal 

Department of the Treasury, the Reserve Bank of 

Australia and the Australian Prudential Regulation 

Authority as well as State and Territory Governments 

have not yet taken any sufficient policy action 

which would begin to address Australia’s economic 

challenges.

With the domestic and international economic 

data flashing red and federal parliamentarians raising 

the alarm bells, the question for the business sector 

is what should business owners and executives be 

considering as the economy heads into more fraught 

circumstances?

Unlike our largely lucky escape during 2008-09, 

the traditional lax Australian attitude of ‘she’ll be right’ 

won’t cut it this time around. 

Business owners and executives can ill afford to 

put their head in the sand and wish away the mounting 

debt plaguing the Australian and global economies.

Rather, business owners and executives 

should take stock of Australia’s structural economic 

imbalances and consider how these imbalances may 

impact their businesses and industries over the short 

to medium term.

Businesses who are involved in international 

trade or who have operations across several countries 

have the added task of understanding the economic 

conditions and potential structural problems of both 

individual and regional economies, any economic 

interdependencies which may between economies as 

well as how these different economies and governments 

may respond to adverse economic circumstances. 

Becoming well versed with the current state 

of the Australian and global economies, studying 

economic history and examining the potential 

economic scenarios which may play out in the current 

economic context will give business executives a more 

complete and robust understanding of the risk profile 

facing their enterprises and their industries. 

Business executives should ensure that 

macroeconomic risk play a feature role in business 

and contingency planning and considerations should 

be given to how these economic risks, if realised, will 

impact the sustainability of the business whether it 

be from a customer, financial (especially business 

cashflow), workforce or supply chain perspectives.
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Business leaders must be also sufficiently nimble 

and agile to ensure that they can both respond to 

rapidly changing economic circumstances as well as 

identify market opportunities and capitalise on those 

opportunities ahead of potential competitors. 

Risk and contingency planning should also note 

the speed in which an economic shock or adverse 

economic news may result in financial markets moving 

rapidly. 

The recent 2000% explosion of two-year Italian 

bond yields in May 2018 from -0.138% to 2.738% over 

the course of 2.5 weeks is a clear signal that electronic 

algorithmic trading combined with financial derivatives 

can result in sharp rapid market adjustments in light 

of unexpected developments, whether it be poor 

economic news, political instability or unanticipated 

company announcements. 

Beyond preparing their own enterprises, 

business leaders should also seek to engage relevant 

business groups and industry associations that can 

take forward concerns about the economy to relevant 

federal and state public policy makers.

Business leaders should seek to work with policy 

advocates to formulate policy proposals that would 

address Australia’s structural economic imbalances 

and better insulate the business sector from adverse 

economic events.  

In conclusion, Australia, with the biggest debt 

bubble of its history, continues to sail undeterred 

towards a looming economic crisis. Business leaders 

must be alert to the risks and prepare their enterprises 

for tougher and potential extreme economic 

circumstances. 

John Adams is an independent economic 

analyst and commentator having written on 

economic, political and public policy matters for 

news.com.au, The Daily Telegraph, The Spectator 

Australia and The Canberra Times.

John Adams is a former economic advisor to 

Liberal Senator Arthur Sinodinos and is qualified 

economist with economics degrees from the 

University of New South Wales and the University 

of Wollongong. John can be contacted at  

 john@adamseconomics.com 
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Ishan Galapathy

A
ustralian manufacturing: endangered or just 

vulnerable?

The International Union for Conservation 

of Nature (IUCN) recognises the conservation status 

of threatened species under three sub categories: 

Critically Endangered, Endangered, and Vulnerable.  

If we apply these sub categories to the Australian 

manufacturing “species,” it was critically endangered 

for a brief period of time during the global financial 

crisis (GFC) around 2009-10.  However, based on the 

Australian Industry Group’s (AiGroup’s) Performance 

of Manufacturing Index (PMI) chart below, it appears 

that it is no longer critically endangered.  

So, what is the current status of Australian 

manufacturing—is it endangered or vulnerable?  Can 

this sector survive in the long run?

Australian 
manufacturing  
endangered or 

just vulnerable?

The challenges

M
any reports triumphantly claim how the 

Australian Manufacturing sector has bounced 

back since the GFC.  This is also evident from 

the PMI graph above, but this is only one aspect.  The 

Australian manufacturing sector has faced strong 

competition over the last few years with imports from 

lower-cost countries, appreciation of the Australian 

dollar and increasing input costs.  

Ask any business owner in the sector about the 

input costs and they will say in unison that labour cost 

is the single most critical component.  We all know 

that labour rates are high in Australia, but how high?  

Australian manufacturing labour costs are 

much higher compared to other economies, as per 

a report published by the Reserve Bank of Australia 

(RBA). Based on this RBA report, we can see that 

Australian labour costs increased by around 80% in 

Australian dollar terms over 1997-2012.  This could 

only be offset through labour productivity to maintain 

competitiveness against cheaper imports.

Australian Performance Manufacturing Index Manufacturing Labour Costs (US$, US=100)
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Now let’s look at the changes in productivity 

levels within the Australian manufacturing sector.  

Based on a report published by The Guardian, we can 

see that the Multifactor Productivity (MFP) for the 

manufacturing sector has declined by 3.7% in recent 

years.   

MFP is a measure of economic performance 

that compares the amount of goods and services 

produced (output) to the amount of combined inputs 

including capital) used to produce those goods and 

services.  This drop in MFP is not good for the survival 

of any sector.

Australian manufacturing: endangered or vulnerable?

Australian Multifactor Productivity from 2013-14 to 2016-17 by sector

Productivity of Australian Industry Sectors Compared With Global Competitors

So, how do we rank against other countries 

when it comes to manufacturing productivity?  A 

benchmark study conducted by AusTrade shows that 

Australian manufacturing productivity is poor when 

compared with global competitors.  

In the graph below, a score of 110 means Australia 

is 10% more productive than the average productivity 

of global competitors in the industry.  Given that 

manufacturing has scored only 75, this means 

Australia is 25% less productive than the average 

global manufacturing competitor’s productivity.  

Unfortunately, these critical factors do not paint 

a healthy picture for the Australian manufacturing 

sector, despite the promising bounce back in the last 

few years.  Over the last 10-15 years, Aussie labour 

costs have increased by around 80%, MFP levels 

have declined by 3.7% and Australian manufacturing 

productivity levels are about 25% less efficient 

compared to global competitors.  

Can the Australian manufacturing sector survive 

under these conditions moving forward?

The solution

B
usinesses always operate under challenging 

conditions.  It has always been a survival of the 

fittest game.  

Operational Excellence (OpEx) methodologies 

such as TQM (Total Quality Management), Lean, TPM 

and Six Sigma have been used to improve productivity 

since 1970s.  

Whilst there are many discussions about the use 

of Industry 4.0 Technologies to improve productivity, 

for many businesses this requires further investment.  

Unfortunately, this approach impacts MFP negatively, 

as total input value is taken into consideration for MFP, 

including capital costs. 

Furthermore, a McKinsey study interviewing 

over 300 companies in Germany found that only 48% 

thought that they were ready to embrace Industry 

4.0. They also found that between the second & 

third industrial revolutions, most had replaced their 

industrial equipment by 80-90%.  So, it is unlikely that 

we will see major investments again during this era. 

Therefore, the most prudent way forward is use 

the OpEx methodologies to address the root causes 

of low productivity and improve it.  However, when it 

comes to deploying Opex methodologies, most have 

a view about it—some have tried it, but only a few will 

speak about it with conviction.  

Whilst OpEx concepts may come across as 

simple and intuitive, it is a journey that requires careful 

navigation to make the most of it.  Shown below is my 

OpEx 3.0 maturity model that will help you achieve 

that with relative ease.

The OpEx 3.0 maturity model

There are three levels that most businesses go 

through to deploy OpEx methodologies successfully—

situational, systemic and strategic.  It is vitally important 

that you understand the pitfalls and challenges within 

each maturity stage, to advance to the next stage as 

effectively and efficiently as possible.  

Let’s explore these stages one by one. 

OpEx 3.0 Maturity Model 

The Australian Business Executive - Q2 2018 38



Australian manufacturing: endangered or vulnerable?

The situational level

A 
workplace at this maturity level will have 

a few key people who can rattle off all the 

lean tools off the top of their head.  Don’t be 

surprised if they speak in past-tense such as “we have 

implemented lean.”  

The implementation approach appears 

haphazard with many tools.  The problem-solving 

whiteboards will require solvent to clean out the 

actions written down from the last session.  The 

leadership team walks the floor to observe waste and 

perhaps reprimands the ones at fault.  

The improvement journey begun will certainly 

feel like a burden on the organisation to maintain with 

very little to demonstrate in terms of gains.  

The employees may feel like a system is 

getting established, but sustaining is not even in the 

vocabulary.  The customers certainly appreciate the 

efforts, but until you master this level, you do not even 

earn the right to play from their view.

TIP:  Contain implementation to a small critical 

area.  Win the hearts and minds of the employees in 

this area by asking them, “Why can’t we get 100% 

everyday”?  Categorise problems into themes and 

introduce solutions to address them.

The systemic level

Y
ou have mastered how to improve one critical 

area and are now aiming at conquering the entire 

site.  The main challenge now is constrained 

resources—you only have a few who understand the 

process. You might have to take several steps back as 

you learn how to juggle multiple balls.  

As you get better within this level, the site will 

have a clear vision for the next few years and the 

activities launched are directly linked to it.  This is the 

transitioning point to OpEx as opposed to deploying 

lean.  It feels like a harmonised choir, but you do hear 

a flat note every now and then, which is quite alright.  

You certainly cannot take the foot off the 

accelerator, and, if a few key individuals leave the 

organisation, the sustainability will be challenged.  

Employees feel that the processes are effective, and, 

when you master this level, you earn the right to win 

from the customer’s point of view.

TIP: Get the leadership team to really understand 

the full process, from vision to strategies to execution.  

The OpEx journey should be transitioning from being 

managed by a few individuals to the entire leadership 

team.  It should start to feel like, “This is the way things 

are done around here.”

The strategic level

You are now looking at end-to-end Supply 

Chain.  The entire supply chain is re-inventing itself 

based on the tools, processes and concepts mastered 

in the previous level.  

Sustainability is certainly not an issue, even if 

key individuals leave the organisation.  Team members 

continually work on improving the efficiency of 

effective processes.  Customers recognise and know 

you as an industry leader—you have certainly earned 

the right to lead.  

TIP:  Innovation is the key at this level, as continuous 

improvement is well embedded.  Your processes now 

must focus on how to get closer to the customer’s 

needs and wants.  Process improvement is now at the 

end-to-end supply chain model.

Conclusion

M
anufacturing is an important sector to the 

Australian economy.  Unfortunately, many 

indicators and news articles sadly remind us 

that it has definitely passed its heyday.  

The GFC and the shutdown of the car industry 

nearly pushed this “species” to Critically Endangered 

status.  However, Australian manufacturing is showing 

resilience and survival skills.  

It is time to realise that poor productivity is still 

threatening the survival of Australian manufacturing.  

Our aim should be to use the OpEx concepts to 

eliminate this threat all together.

Ishan Galapathy is Australia’s most respected 

authority to business leaders in manufacturing and 

distribution. He has worked with large manufacturers 

including Campbell Arnotts and Kellogg along with 

many other global multinationals to harness the 

power of their people and processes. 

For your free copy of Ishan’s new book, “People 

and Processes = Hidden Growth Opportunities”, visit 

www.HiddenGrowthOpportunitiesBook.com.au/ABE 
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Andrew Haussegger 

E
ngaging customers and prospects in the 

Business-to-Business (B2B) market segment has 

changed significantly over the last decade. But 

while B2B buyers have changed the way they buy, 

many B2B sellers have not changed the way they sell. 

This relationship has been digitally disrupted, but has 

the B2B C-suite taken the necessary steps to respond 

effectively to this transformation?        

At the same time, customer experience (CX) 

is becoming more relevant as a B2B competitive 

differentiator, alongside product function and price. 

However, CX is cited as one of the most challenging 

areas in the 2018 B2B Marketing Research Report <link 

to www.green-hat.com.au/b2b-report> produced by 

Green Hat and ADMA, Australia’s leading marketing 

association.

In this article, Andrew Haussegger, CEO of Green 

Hat, draws on 15 years’ experience in B2B marketing to 

discuss these key issues.

How is B2B different from B2C?

W
hat are the fundamental differences in the 

B2B and B2C buying processes? In simple 

terms, the B2B process is a ‘considered 

purchase’ and B2C is an ‘emotional purchase’. There 

are three key differentiating characteristics in B2B 

buying. 

Firstly, the B2B journey takes more time. We 

often say three months to three years as it can take 

many months to influence the buyer in making the 

purchase. This is compared with B2C, which is often 

driven by impulse. 

Secondly, there are typically multiple people 

involved in B2B decision making. For example, a firm 

investing in a new business management software 

system will usually require inputs and buy-in from 

finance, IT, operations, sales and procurement. It will 

then require sign-off from the CEO or COO. Industry 

analysts report an average four to six people are 

involved in B2B purchasing decisions. To compare, 

B2C is often a single person. 

And lastly, the average expenditure is greater 

in B2B – often significantly. The investment, and 

associated risk, is higher. 

There are, of course, exceptions to the rule. 

Buying a home, a car, or a tertiary education are 

examples of B2C ‘considered’ purchases. They take 

time, involve proportionally more investment, and can 

have multiple stakeholders in the decision process. 

A single factor has changed everything  

in B2B engagement

T
he most significant factor that has transformed 

how B2B sellers interact with B2B buyers is 

‘information access’. Buyers are now connected 

to a vast searchable global information repository 

(aka ‘The Internet’) with a simple finger-touch or 

voice-command, they can research solutions to their 

problem, find others who have had a similar problem, 

compare solution options reported by peers, and 

importantly, find vendors who have successfully solved 

the problem… without having to talk to them.

As Francis Bacon famously said, “knowledge is 

power.” In the world of B2B, information (the precursor 

to knowledge) is also power. Control of the buying 

process has clearly passed from the seller to buyer in 

the B2B information economy. The buyer has become 

more self-sufficient and is finding answers through 

‘word of mouth’, albeit virtually and not physically. 

B2B buyers now engage sellers later in their 

buying process – much to the anguish of the seller. The 

‘engagement lag’ duration varies between industries 

Your B2B buyer 
has changed the 
way they buy. 
Have you changed 
the way you sell? 
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and is reported as up to 90 percent of the journey by 

some analysts. Research also suggests B2B buyers are 

often reluctant to engage sales people and will avoid 

this part of the process if they can.

The new B2B engagement model

S
o how can B2B sellers respond? They need to 

realise the new relationship flow is for buyers to 

find them, as opposed to relying on their sales 

teams to find their customers.  

Sellers need to re-engineer their engagement 

model based on a clear understanding of the customer 

buying journey and the definition of their different 

types of buyers (commonly called ‘personas’). 

An effective starting point is to develop 

customer journey maps that provide a visual, unified, 

narrative journey of your customer’s interactions with 

your company. These provide the human layer to data 

currently being collected about the customer, helping 

to identify customer challenges, needs and emotions, 

and providing valuable insights for the seller.

For the seller to attract the buyer, online content 

needs to be designed around what matters to the 

buyer – that is, what keeps them up at night! – it’s 

not about the seller. This is early stage content to be 

found by the buyer who has a problem or challenge 

on their mind. 

The seller needs to ‘fish where the fish are!’. 

The digital team must ensure search engines (namely 

Google) rank the authority of the content highly and, 

as a result, make the content readily discoverable by 

customers and prospects.

In the early phase of the B2B journey, the 

‘Awareness Stage’, the buyer is typically developing 

their understanding of their problem and the situation. 

At this stage, the buyer is not interested in information 

about the seller’s companies, its products or services. 

The customer’s interest needs to be nurtured to keep 

the seller’s brand front-of-mind as they move into the 

next B2B journey phase – the ‘Consideration Stage’. 

The buyer is now considering options to solve 

their problem and investigating the providers who 

could potentially help. The seller needs to present 

their capability online and deliver value, without the 

hard sell. Industry analyst Forrester Research* found 

on average the B2B buyer uses 14 information sources 

in their decision-making process. In the world of digital 

engagement, if your content isn’t at least one of these 

sources, there is low probability of winning the heart 

and mind of this new buyer.

The new ‘P’ that matters most – personalisation

P
hillip Kotler, often touted as the father of Modern 

Marketing, popularised the notion of the four 

Ps. Price, promotion, place and product. While 

these are all still relevant, the new P on the block is 

‘Personalisation’. 

Personalisation is the science of one-to-

one marketing. It relies on the effective use of data 

collected about the customer to personalise the 

experience, message and content presented to them.

Mass marketing is dead – or, at best, on life-

support. Interruptive communications tactics, such 

as cold calling and unsolicited emails, are ineffective. 

A key contributing factor is the rise of millennials in 

purchase decision-making positions within industry. 

This group want to engage digitally, including using 

social media, and they use the Internet extensively in 

their research.

Marketing communications that are contextual 

and relevant to a personal need, problem or even 

stage in the buying process, gets more cut-through. 

Marketing technologies allow us now to track and 

personalise the buyer’s website visits, emails, social 

media advertising and re-targeted advertising across 

a myriad of website networks. 

As we build programs to reach our buyers online, 

effective personalisation will motivate the prospective 

customer to not only look, but to also click. And the 

‘click’ in the digital era is a valued ‘touch’ in the new 

engagement model.

Will B2B sales teams become redundant?

S
o, what is the role of the B2B sales representative 

in this new era? One might think it is somewhat 

tenuous when we consider the B2B buyer’s 

behaviour. Not only are buyers delaying their 

engagement with sales, but they also prefer to fulfil 

their requirements online as opposed to meeting the 

sales rep where possible.

Clearly the role of the B2B sales person is under 

threat. Forrester Research has predicted one million 

B2B sales reps will be displaced by 2020. 

However, it should be noted, B2B solutions 

are complex, need time to evaluate and often need 

representatives to assist – albeit later in the buying 

process. In some B2B industries, trust and credibility 

are paramount before the purchase can be secured. 

Human-to-human relationships provide the basis for 

this trust. A telecommunications brand like Telstra will 

have a close business relationship with its IT providers 

to ensure uptime of its network. A FMCG brand like 

Kellogg’s will have a close working relationship with 

its food services suppliers to ensure consistent quality 
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supply of raw materials. These B2B deals can often 

require substantial investment and require valued sales-

to-customer relationships in place to consummate and 

sustain them.

Companies that recognise their buyers have 

changed are more likely to recognise the importance 

of aligning their sales and marketing functions to 

capitalise on this new customer engagement model. 

Given they understand their customers will now be 

finding them (and not the other way around), they 

will re-engineer their lead lifecycle marketing model to 

optimise the process.

Marketing, in fact, will often be the first to 

identify the new visitor or prospect and will have 

responsibility to draw them into the sales and 

marketing (or ‘smarketing’) funnel. Both teams need 

to work collaboratively on the new lead management 

process and become a unified force. Therein lies an 

internal change management challenge itself, but 

represents a real opportunity to drive growth.

Where to from here?

O
ur B2B world is continually being disrupted by 

digital technologies. That reality continues to 

gather momentum.

The marketing engagement model has been 

morphing into an information self-serve universe 

for B2B buyers as the quality and discoverability 

of content has improved. Buyers will ask for peer 

recommendations from their professional contacts 

and social networks. They are often better informed 

than sellers, as they deeply research a range of options, 

whereas an introspective seller will wallow in its own 

world of products and services. 

The new imperative for B2B leaders is to ensure 

there is clarity of the customer journey within their 

organisations and that they re-engineer the way the 

sell to optimise their customer experience and their 

business outcome.

The B2B seller’s own journey will require 

transformation; digitally, organisationally and culturally. 

It will require an internal alignment of skills, process 

and technology to optimise the customer engagement 

at each touchpoint and bring together the frontline 

forces of sales and marketing into a tightly-integrated 

team that recognises their buyer’s journey has changed 

forever.

*Forrester Research, Business Technographics 

Global Priorities and Journey Survey, 2015

Andrew is an ex-software engineer turned B2B 

marketer, and co-founder & CEO at Green Hat (www.

green-hat.com.au) – a marketing consulting agency 

specialising in B2B.

He developed the 3C3P Customer Lifecycle 

Marketing methodology – a strategic marketing 

approach adopted by many blue-chip firms including 

IBM, USG Boral, Open Universities Australia, Mercer 

and Tabcorp. He also advises CxOs on alignment 

strategies for optimising sales and marketing 

effectiveness.

Recently he co-authored the annual Green 

Hat/ADMA B2B Marketing Research (BMR) report, 

Australia’s leading study on the state of the B2B 

marketing landscape in Australia. He is a regular 

speaker on the conference circuit and judge for 

various marketing industry awards.  

Want more executive content?

Listen to our range of podcasts by visiting

www.TheABE.com.au/category/podcasts/
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Senka Pupacic 

B
efore search engines became a convenient 

access point for almost any type of information 

searched for, information searching had to be 

conducted manually. We’d flick though mail-order 

catalogues to satisfy our retail therapy needs, and we 

consulted the Yellow Pages if we needed to find local 

business information.

These days, such services are only a quick 

‘Google’ away. A few taps on a smartphone enables us 

to easily discover the most reputable company for any 

product or service we require.

With the popularity of such convenience 

rising year by year, Google began to optimise this 

service to improve their user experience. While the 

focus is predominantly on the consumer, this type of 

service provides business owners with an incredible 

opportunity to enhance their presence both on and 

offline.

What is Google My Business?

A
lthough there are many major search engines 

available, Google has become the go-to service 

of choice for the majority of web users. It’s My 

Business feature is essentially an online Yellow Pages 

that allows consumers to easily find the most suitable 

business offering the product or service they’re seeking 

in their area.

Rather than displaying online-only organisations, 

this feature displays all companies that have a web 

presence in order of relevance – including bricks and 

mortar business.

All the information a consumer needs to make 

a purchasing decision is displayed, such as business 

address, telephone number, website link, business 

hours, aggregated reviews, and photographs 

wherever relevant. Depending on the type of business, 

consumers are also able to view a company’s busiest 

times, allowing them to choose when to visit.

What does Google My Business look like?

G
oogle uses your location to display relevant 

businesses near you. If you were in Sydney and 

searched for ‘top SEO’, the results would look 

something like this:

What is  
Google My Business 
and how will it benefit  
my company?
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Using a multitude of factors, Google’s algorithm 

calculates which businesses are shown to the web 

user based on their relevancy.

Properly search engine optimised sites tend to 

appear higher, meaning they’re deemed to be the most 

relevant result for the consumer’s search term. In this 

example, Top 10 SEO based in Sydney is the company 

Google considers the most appropriate business for 

that particular search term—or key phrase—followed 

by two other organisations order of relevance.

As shown in the image, Google displays the 

name of the company, its average review score, the 

organisation’s location, contact number, opening 

times with live business hours, a link to the company’s 

website if applicable, and access to directions from 

your current location to the business address using 

Google Maps.

This combination of information is two-fold. It 

allows users to quickly assess the suitability of the 

company to their needs, while also providing Google 

with the information required to display the company 

in results in the first place. Without this information, 

businesses will not show up in Google search results.

How did Google My Business begin?

T
o improve user convenience, Google merged their 

existing Local Business Centre with their Maps 

service in 2005. This moment was significant 

for the evolution of SEO, as it allowed businesses to 

provide the most pertinent information their potential 

customers needed to make a purchase decision.

With all business information condensed and 

displayed in a single location such as contact details, 

business hours and driving directions, consumers 

could easily decide which business they would use.

Five years later, in 2010, Google relaunched their 

Local Business Centre as Google Places. Rather than a 

simple name change, the search engine giant included 

many important updates such as new image features, 

options for local advertising, and geo-specific tagging 

options for applicable markets.

Perhaps most importantly, Google’s focus on the 

local element of web searches allowed Places pages 

to align with localised search results, thus making the 

connection between users and local businesses quicker 

and easier than ever. However, in order to become and 

remain relevant in online searches, bricks and mortar 

businesses had to make local SEO a priority in their 

marketing strategies.

Up until 2015, Google displayed seven businesses 

in their results. An updated version of Places saw the 

search engine reduce this number to three, meaning 

businesses had to work much harder to earn a spot on 

the first page of results.

What are the latest features of  

Google My Business?

More than just a business directory, My Business 

allows business owners to streamline the management 

of their online presence, while providing a multitude of 

additional benefits and useful features. Here are the 

most recently updated of these.

1. Call-to-Action button

C
ustomers can easily find your business using 

Google’s feature, and take specific actions. As 

an example, for online reservations, consumers 

can search events by typing in the date or location, 

and have Google display all relevant local results.

Google can do this for you, but a much better 

way of achieving relevancy is to create a Google 

My Business Account, and then add a call-to-action 

button directing users to booking or reservations 

page on your website.

2. Creating and Updating Google My Business Posts

I
f, for example, you’re a restauranteur, you’re now able 

to display your menu online for potential customers 

to view at their convenience. Not doing so could lead 

to losing business to your competitors, as you can be 

sure they’re already doing this.

The latest Google My Business Console update 

makes publishing this type of information easy for 

business owners – and is a feature you certainly ought 

to be taking advantage of.

You can display and update menus and other 

useful information such as sales banners or similar 

campaigns, and they’ll show up whenever a web user 

discovers your listing. These posts last for seven days 

and can be changed or edited whenever required. You 

can see my latest post I have added in my business 

page while writing this article for you, in the second 

image. Google is trying another way to keep Google 

posts alive with the business page integration. 

What is Google my Business and how will it benefit my company?
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How can I ensure my business is displayed?

A
s Google are always refining their process to 

improve usability and relevance of results, 2018 

has seen even more changes, with the business 

page dashboard expanding to allow for the increasing 

number of options.

To promote equal opportunities, Google often 

rotates the businesses it displays in its search results. 

However, there are steps you can take to increase the 

likelihood your company shows up for certain search 

terms more often than not.

When creating and publishing Google My 

Business posts, keep the following tips in mind:

•  Although you’re allowed to include up to 300 words, 

try to keep your posts between 80 and 100 words.

•  Optimal image size is 750 x 750. Keep images centred 

to ensure it still looks suitable if it gets cropped.

•  Images below 250 x 250 will not be accepted, so 

ensure your image is at least that size, and ideally 

larger.

•  Preview your post before publishing so you can see 

how it looks and make any tweaks if necessary.

•  Images with text may not be suitable on mobile 

devices, so try to avoid including text on your images 

whenever possible.

•  Write your posts in tone suitable for your target 

audience. A conversational tone is suitable for most 

industries.

•  Ensure the content and theme of your post align with 

the landing page you’re sending your visitors to.

3. The types of Google My Business Posts  

you can publish

G
oogle My Business posts can be used for a 

variety of purposes such as promoting deals, 

events, sales, products and services directly 

within Google search results. The different types 

of posts you can and the different buttons offered 

include:

• Booking (appointments/reservations)

• Buy Now

• Order online

• Sign Up

• Learn More

• Event

• Get Offer

Apply some creativity when constructing your 

message, but make sure you use an appropriate call-

to-action button. For example, use the ‘Order Online’ 

or ‘Buy’ buttons when selling a product.

If you’re directing visitors to your business or 

store, create a dedicated page on your site displaying 

the product featured on your Post, including your 

contact details. This makes finding your store’s phone 

number and physical location easier for potential 

customers.

Should you want visitors to book an appointment 

with you, you should select the ‘Book Now’ option 

and include a link to your website’s bookings page, or 

include a booking telephone number to make booking 

an appointment a simple process for your visitors.

4. Using the Google Website Builder

A
nother useful tool in the Google My Business 

features is their Google Website Builder. This 

feature allows small businesses to easily build 

and manage a website for free, although a small 

additional charge applies if you wish to use a custom 

domain name.

Unlike many other website hosting packages, 

these sites are mobile-friendly, which is a significant 

contributing factor to any website’s SEO efforts. 

Furthermore, updates are applied automatically, and 

sites created using the Google Website Builder can 

be managed easily, while creating and publishing new 

posts is an incredibly straightforward process.

What’s next to come from Google My Business?

W
hile it’s impossible to predict what else 

Google has up its digital sleeve for their My 

Business features, the fact remains that their 

consistent updating of features suggests that they’ll 

keep improving and expanding the features, to better 

streamline the relationship between business owners 

and aligning them to their existing and potential 

customers on Google search. Please contact me on 

the link below to find out more.

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.au. 

What is Google my Business and how will it benefit my company?
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Destination London

one of the world’s best-known 
cities and a destination of 
choice for hundreds of years
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Destination London

A
s one of the world’s oldest and largest cities, 

London has been a destination of choice for 

travellers across the globe for hundreds of 

years. Founded by the Romans as a major port, the 

banks of the iconic River Thames now play a major role 

in the city’s tourism and leisure industry, with London 

becoming one of the world’s most significant cultural 

cities. 

A host of world-renowned authors, poets and 

playwrights have called the city home, most notably 

Dickens and Wordsworth, while the great name of 

William Shakespeare has long been synonymous with 

the Globe Theatre in Southwark. Great writers and 

artists have travelled from far and wide to be inspired 

by the city’s creative charms.

In the seventeenth century, London grew out of 

the ruins of the Great Fire and a devastating plague to 

become one of the world’s biggest financial centres. 

The central business district of the City of London 

represented the world’s primary business centre 

throughout the 19th century, and remains a major 

meeting point for global businesses today.

Boasting a population of around 8.7m spread 

across a modest 70km from east to west, London is 

counted amongst the world’s 30 biggest cities, and 

is considered the largest urban area in Europe. The 

city’s proximity to mainland Europe has ensured it has 

been a key player in European trade and economy for 

centuries.

London is the world’s most-visited city, and 

home to the world’s largest city airport system. After 

landing in London, visitors are instantly drawn towards 

the iconic sights of Westminster Abbey, Buckingham 

Palace and the Tower of London, but those who take 

the time to savour London and search out its lesser-

known spots are significantly rewarded.

The Houses of Parliament in Westminster have 

been a tourist’s favourite for decades, along with more 

recent additions such as the spectacular London Eye 

on the Southbank, a giant Ferris-wheel built as part of 

the city’s millennium celebrations in 2000, and Europe’s 

tallest building, the Shard, which has dominated the 

city skyline since its completion in 2012.

The London Eye is the best way to experience 

London as a whole, offering an incredible 360-degree 

view of the city and instant visual access to London’s 

most famous landmarks. It’s not one for the fainthearted, 

however – the London Eye stands 135m off the ground, 

and once it gets moving, there’s no getting off until it’s 

made a full rotation.

There are few better cities than London to 

experience a full range of cultural activities. Take in a 

live gig at one of London’s many music venues, spend 

at day at the Tate Modern drinking in the very best in 

international modern and contemporary art, or simply 

head into the West End to take in one of any number 

of international shows and musicals.
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The city caters for sports fans as much as 

theatre fans, and is home to some of the world’s most 

recognisable sporting brands. Premier League football 

teams Chelsea, Arsenal and Tottenham Hotspur are 

all situated within easy travelling distance of Central 

London, with the famous arch of Wembley Stadium a 

few miles further to the north.

If you decide on a day trip out of the city, 

you can experience the picturesque delights of the 

English countryside. Visit the prehistoric monument 

of Stonehenge, the royal castle at Windsor or the 

beautiful Roman city of Bath. Travel further afield and 

spend a day in the historic university towns of Oxford 

and Cambridge, or relax on Brighton Beachfront.

Once you’ve landed in London, we guarantee 

you won’t want to leave. If staying centrally, the 

entertainment options are endless. Check out the hustle 

bustle of Piccadilly Circus and Covent Garden, before 

heading onto busy Oxford Street for an afternoon 

of shopping. Finish the day by visiting a quiet bar in 

Mayfair or enjoying a lavish dinner in Soho.

For a taste of the most exciting cuisine the city 

has to offer, we recommend walking down to Somerset 

House on the Strand, where you can visit the recently-

opened eponymous restaurant by Welsh chef Bryn 

Williams. One of the UK’s most exciting young chefs, 

Williams has crafted a gorgeous menu that caters for 

vegetarians and meat eaters alike.

Destination London

Somerset House on the Strand
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Whilst you may be tempted to spend much 

of your time in Central London, heading a little 

further west will expose you to some of London’s 

slightly harder-to-find gems. The city is served by an 

exceptional transport network, but there really is no 

better way to experience London than on-the-ground, 

exploring its ever-changing and diverse streets.

Take the train to bustling Paddington Station 

and walk north along the canal, stopping off in Little 

Venice for coffee and a pastry. Meander to the east 

and you’ll reach leafy Regent’s Park, putting you in 

perfect proximity to the London Zoo, and a short walk 

from Baker Street, where you can be entertained at 

Madame Tussauds or the Sherlock Holmes Museum.

Let your momentum carry you a little further 

east, and you’ll find yourself at the beautifully designed 

British Library, a few short steps on and you’ll have 

reached King’s Cross St Pancreas International, where 

you can catch the Eurostar and be on the continent in 

a few short hours.

For those visiting the city for work, the Business 

Design Centre in Islington is one of London’s most 

popular conference and exhibition venues. Located 

just minutes from Kings Cross and within walking 

distance of Angel tube station, the centre provides a 

stylish and convenient solution for travellers’ business 

needs.

A quick hop on the tube and you can make your 

way quickly back west into Notting Hill. Before heading 

down towards the famous Portobello Road Market, 

you simply must stop for lunch at two-Michelin-starred 

The Ledbury, and treat yourself to innovative French 

fare in a relaxed and friendly setting.

From Notting Hill Gate, take a short walk into the 

stunning natural beauty of Hyde Park, rent a paddle-

boat on the Serpentine River, or have a picnic at the 

Princess Diana Memorial Fountain, before making your 

way into Kensington to visit the Science and Natural 

History Museums and soak up a little more of the city’s 

diverse culture.

If you’re staying further west, there is no better 

place than the beautiful Royal Lancaster Hotel on the 

edge of Hyde Park at Lancaster Gate. This architectural 

icon offers spectacular views of London’s famous 

skyline, and has recently celebrated 50 years of service, 

earning itself a sterling reputation for exceptional 

hospitality.

If heading to the east, take the Jubilee Line out 

to the docklands area and walk amongst the towering 

skyscrapers of Canary Wharf, before jumping on the 

DLR to check out historic Greenwich, where you’ll find 

the Cutty Sark, the Royal Observatory, the National 

Maritime Museum and the Old Royal Naval College, 

now home to the University of Greenwich.

You won’t do all of this in a day. You probably 

won’t even get it all into a week. But one thing’s for 

sure, you’ll never find yourself faced with an empty day. 

Come rain or shine, there will always be a part of the 

city ready to welcome you with open arms. London’s 

vibrant, diverse and friendly culture permeates the 

entire city.

And here’s the really good news – these are just 

the highlights. There is so much to see and do in the 

city. It’s a place that’s perfect for families, small groups 

or individuals. There is a wealth of activities to keep 

you busy from the beginning of your stay right until 

the end. The truth is, you’re probably going to want to 

come back really soon. 

Destination London

Two-Michelin-starred restaurant The Ledbury
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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:



Make your budget 
work harder and 
keep your best 
people engaged

smartgroup.com.au | 1300 665 855

Balancing employee rewards and your people budget 

can be a challenge. At Smartgroup, we partner with 

corporate and government organisations around 

Australia to deliver cost-effective employee remuneration 

and benefit services, while finding significant cost savings 

through workforce modelling and asset optimisation.

Talk to us about how we can help you achieve  

cost-effective, high-performing remuneration  

and benefits for your organisation.

Novated Leasing 

Salary Packaging

Payroll Solutions

Fleet Management 

Employee Share Plans 

Workforce Management

http://smartgroup.com.au

