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News In Review
An overview of the business news taking place in Australia

Suncorp announces Steve Johnston 

 as Group CEO

C
hairman Christine McLoughlin said the Board’s 

decision to appoint Mr Johnston followed a 

competitive and robust recruitment process 

which included high-calibre global and local candidates. 

“The Board is delighted that he has accepted the 

offer to lead the company at an important juncture in 

its history, as it seeks to take a leadership position in the 

newly defined and dynamic operating environment,” 

Ms McLoughlin said. 

“Steve’s vision for our company leverages our 

strong digital foundations, embraces an innovation 

mindset, builds on our customer-centric culture and 

invests in the capability of our people. The Board is 

confident in his ability and drive to achieve results and 

deliver for both our customers and shareholders,” she 

said.

Mr Johnston said it was a privilege to be 

appointed Group CEO of Suncorp.

“Having worked for Suncorp for nearly 14 years, 

I have acquired a deep understanding of our banking, 

wealth and insurance operations, and have immense 

pride and passion for Suncorp and our people,” he said.

Mr Johnston said he had seen first-hand 

Suncorp’s industry-leading response to devastating 

natural disasters which had impacted customers and 

communities across Australia and New Zealand.

“The serious bushfires currently impacting areas 

of southern Queensland and northern New South 

Wales reinforce the important role we play in society. 

“As well as getting our customers back on their 

feet, I’m committed to ensuring that every Australian 

has access to affordable, relevant and valuable 

financial services products, while balancing the needs 

of customers, communities and shareholders,” he said. 

“We are focused on improving the performance 

in our banking, wealth and insurance businesses by 

implementing regulatory change, driving operational 

excellence and scaling our digital and data capabilities. I 

look forward to working closely with the Board and our 

people to take Suncorp to a new level of performance,” 

he said. 

Deputy CFO Jeremy Robson will continue in 

the Acting Group CFO role while a robust recruitment 

process is undertaken considering internal and external 

candidates.

Norton Rose Fulbright announces Alison Deitz will 

be its next managing partner in Australia

G
lobal law firm Norton Rose Fulbright has 

announced Alison Deitz will be the new 

managing partner in Australia, effective July 1, 

2020. Alison will be the firm’s first female managing 

partner in Australia and succeed Wayne Spanner, who 

has served in this leadership role since 2012. She will 

also sit on the firm’s global executive committee.

A partner since 1998, Alison leads Australia’s 

business law practice group, encompassing the banking 

and finance, corporate M&A, real estate, financial 

restructuring and insolvency, financial services, tax and 

technology teams.

Alison’s personal legal practice focused on 

banking regulatory compliance, including anti money 

laundering and consumer credit compliance, acting for 

major international and domestic financial institutions. 

She also has experience in liaising with regulators and 

conducting regulatory enforcement litigation.

Peter Martyr, Norton Rose Fulbright’s global 

chief executive, commented:

“Alison is committed to serving our clients and 

developing our people. This makes her an excellent fit 

to lead our growth and success in Australia, building 

on Wayne’s many accomplishments as Australia’s 

managing partner.”

A handover period will now occur with outgoing 

managing partner Wayne Spanner, as part of a planned 

transition of the leadership of the Australian business. 

Alison Deitz commented:

“I am honoured to be appointed to the role of 

managing partner in Australia. I am excited about 

leading our firm into its next phase of development 

as we strengthen and expand the services we 

provide to our valued clients. I am passionate about 

creating opportunities for our people to work with 

these clients and to solve their most challenging and 

complex business problems. We have so much talent 

here in Australia and throughout our global firm. I am 

determined to nurture this and deploy it in an agile way 

for our clients’ benefit.

“On behalf of our Australian partners and staff 

I want to thank Wayne for the huge contribution he 

has made to the firm as managing partner in Australia. 

Under his transformational leadership, the firm has 

developed its reputation as a leading international 

player, developed high quality practice areas and 

undertaken a major law firm merger that has created a 

powerful platform for future success.”
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Over the course of his three terms as managing 

partner in Australia, Wayne has been instrumental 

in transforming the firm’s capability, footprint and 

reputation. He has served as a member of the firm’s 

global executive committee, and been closely involved 

in a series of local and international mergers. In Australia, 

he has overseen significant growth in key areas of 

focus, including government, financial institutions, risk 

advisory, energy and resources, and infrastructure.

Wayne Spanner commented:

“It has been a privilege to serve as Australia’s 

managing partner. Together, we have experienced 

significant transformation and growth, including 

the continued expansion of our global platform, 

implementation of our 2020 strategy, enhancement 

of practice areas and client service, and ongoing 

attraction of top talent at all levels. I look forward to 

working with Alison as she prepares to take over the 

managing partner role.”

Nine Appoints Penny Kaleta  

Director of Sales – Radio

N
ine has appointed Penny Kaleta to the role of 

Director of Sales – Radio overseeing sales for its 

newly acquired radio division.

For the past five years Kaleta has led Australian 

Community Media’s sales team as its National Sales 

and Partnerships Director and was a co-founder and 

key driver of the recent Boomtown initiative.

Prior to this she held key sales roles at The 

Sydney Morning Herald and EMAP in London. She 

has also been recognized internally in Fairfax Media’s 

Women of Influence Awards taking out both the leader 

category and overall 2017 Woman of Influence award.

“Penny is an exceptional sales leader and I can’t 

wait for her to join Nine to lead our radio sales team,” 

said Michael Stephenson, Nine’s Chief Sales Officer. 

“She has an exceptional reputation in both the direct 

and agency markets across the country and a proven 

track record in leading high-performance teams and 

strategic projects.”

Penny will oversee sales for radio stations 2GB, 

3AW, 4BC, 6PR as well as all digital assets. She will be 

responsible for leading the transformation of the radio 

sales team as part of the broader Nine team.

“I am so pleased to be joining Nine and leading 

the radio sales team,” said Kaleta. “Brands like 2GB, 

3AW, 4BC and 6PR have a direct conversation with 

their audiences and their communities and I’m excited 

about what this means for brands. I can’t wait to unlock 

this potential for advertisers on radio and I’m excited 

about how we extend those opportunities across the 

Nine family.”

As part of the changes Nine has aligned radio 

sales with its television, digital and publishing sales 

teams. The radio sales team is scheduled to move into 

the Nine sales offices in each market in early 2020.

GT Insurance announces new CEO

G
lobal Transport Insurance (GT) has announced 

the appointment of Tony Dodd as Chief 

Executive Officer (CEO), succeeding Managing 

Director Glenn Lambert, who will retire at the end of 

this year. Tony has over 25 years’ experience across 

a number of key roles, and has been GT’s General 

Manager Sales and Distribution for the past four years.

GT Insurance, a subsidiary of Allianz Australia, 

specialises in delivering high quality insurance products 

and services for the heavy motor and transport 

industry.

Mr Dodd said he was looking forward to the new 

role and continuing the momentum that GT Insurance 

has achieved in the market.

“GT Insurance has moved from strength to 

strength in order to become the second largest insurer 

in the heavy motor transport sector in Australia,” Mr 

Dodd said.

“This result comes from the commitment and 

energy of our people, and I’m fortunate to have the 

opportunity to work with such a strong team.”

Allianz Australia Managing Director, Richard 

Feledy, said he had full confidence that Mr Dodd would 

be able to seize the upcoming opportunities for GT 

Insurance. “Tony is a strong leader who brings to the 

role a wealth of experience and industry knowledge,” 

Mr Feledy said.

“I’m confident he is well-equipped to navigate 

the unique challenges that lie ahead in order to create 

new opportunities for the business, and I am looking 

forward to this exciting new chapter in the growth of 

GT Insurance under Tony’s leadership.”

Tony will commence his role as GT Insurance 

CEO on 1 January 2020.

Fletcher Building appoints Chief Information Officer

F
letcher Building has announced that it has 

appointed Dan Beecham to the position of Chief 

Information Officer.

Chief Executive Officer Ross Taylor said: “Dan 

has extensive experience leading IT strategy for large 

companies and aligning sizeable teams and systems to 

business objectives.

“He has a strong customer focus that will be an 

asset to Fletcher Building and support our businesses 

in harnessing technology for competitive advantage.”

Dan’s previous roles include Chief Information 

News In Review
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News In Review

Officer at Morrisons in the United Kingdom, Chief 

Digital Officer at the University of New South Wales, 

and Chief Information Officer at Woolworths Limited.

The appointment is effective 3 February 2019.

Coopers Brewery records growth in sales 

T
he launch of new products Coopers Session Ale 

and Coopers Dry and the release of Coopers 

Original Pale Ale in cans helped Coopers Brewery 

achieve a 2% growth in sales volumes during 2018-19 

to 76.8 million litres.

In releasing the company’s annual results, 

Coopers’ Managing Director, Dr Tim Cooper said 

Session Ale had enjoyed solid growth since its release 

and now represented an important part of the Coopers’ 

ale portfolio.

“Coopers Dry entered the market to replace 

Coopers Clear and has been able to carve out a share 

of the dry or low-carb sector with sales exceeding 

initial expectations,” he said.

“The release of Coopers Original Pale Ale in 

cans in August 2018 helped boost sales for our leading 

product, especially in the second half of the year. The 

Pale Ale cans have greatly exceeded the sales of the 

former Dr Tim’s Traditional Ale, which nonetheless 

served its purpose as a trial product.”

Across Australia, Queensland led the way with 

sales volumes rising by 6.1%. In Western Australia sales 

rose by 3.1%, Victoria by 2.9% and South Australia by 

2%. Sales in NSW were steady.

Malt sales for the year rose by 132% to 44,300 

tonnes, although this came from a low base.

“The maltings is now running close to full 

capacity, providing significant improvements in 

malt quality and cost savings on one of our key raw 

ingredients,” Dr Cooper said.

Dr Cooper said that while beer sales volumes 

had increased, profit before tax had declined to $23.1 

million, compared with $34.3 million the previous year.

“The reduced profit was attributable to a 

changing sales mix, higher barley prices and more 

competitive market conditions with some segments 

showing declines in retail pricing,” he said.

“The latter renders difficult our ability to recover 

higher excise duties and costs arising from the 

imposition of container deposit schemes.

“Interest and borrowing costs increased by $1.7 

million during the year reflecting the debt  incurred by 

the malting project and previous share buybacks.

“Sales of manufactured partner brands also fell 

11.4%, partly attributable to the conclusion of Coopers’ 

agreement with Brooklyn Brewery in December 2018. 

On the other hand, volumes of our naturally conditioned 

ales and stout increased by 3.1% to represent 81% of 

total volume.”

Coopers paid fully franked dividends totalling 

$13.00 per share during the year, compared with $12.50 

in 2017-18.

Dr Cooper said sales in the first few months of 

the new financial year had been positive with strong 

growth in XPA, which was released in can format in 

August.

Board appointments position NDIS for success

M
inister for the National Disability Insurance 

Scheme (NDIS), Stuart Robert, has announced 

the Board of the National Disability Insurance 

Agency (NDIA) from 1 January 2020, with nine 

reappointments and one new member.

Minister Robert said the appointments are a 

result of wide consultation and careful consideration to 

specialist skills and will ensure continuity of governance 

for the NDIS as it moves towards maturity.

‘As we move into the next phase of the NDIS, it is 

vital we have a strong, experienced and capable Board 

to lead the delivery of this world-leading scheme,’ 

Minister Robert said.

‘Helen Nugent will be returning for a second two-

year term as Chair of the NDIA Board, from 1 January 

2020 to 31 December 2021.

Mr Paul O’Sullivan, Ms Robyn Kruk AO, Mr 

John Langoulant AO, Ms Estelle Pearson, Ms Sandra 

Birkensleigh, Mr James Minto, Mr Glenn Keys AO and Mr 

John Walsh AM will be reappointed for further terms.

Two of the Board members reappointed today 

have been with the Board since the scheme’s inception 

and have a strong track record in steering the NDIS, 

which is already benefiting over 310,000 Australians 

with disability and will grow to 500,000 participants 

over the next five years.

Professor Jane Burns, currently Mental Health 

and Wellbeing Innovator at Bupa and Professor of 

Innovation and Chair of the Centre for Mental Health at 

Swinburne University, has also been newly appointed 

to the NDIA Board.

‘The addition of Professor Burns strengthens the 

research capability of the Board to further improve the 

long-term outcomes for Australians with disability, in 

particular, young people with psychosocial disability.
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Andrea Staines OAM and Dr Martin Laverty will 

depart the Board at the conclusion of their current 

terms. Minister Robert thanked them for their service 

on the Board. Renewed and newly appointed members 

will serve on the Board for terms to July or December 

2021.

Antonia Watson appointed new ANZ NZ CEO

T
he Board of ANZ Bank New Zealand Ltd (ANZ 

NZ) has announced Antonia Watson has been 

appointed as the company’s Chief Executive 

Officer.

Ms Watson will also be a Director of ANZ NZ.

Ms Watson, who has received a non-objection 

from the Reserve Bank of New Zealand, has been ANZ 

NZ’s Acting CEO since May. As ANZ NZ CEO she will 

sit on ANZ Banking Group‘s Executive Committee and 

will also have responsibilities for the Pacific.

ANZ NZ Chair Sir John Key said Ms Watson was 

the outstanding applicant for the role.

“Antonia is a warm, empathetic and inclusive 

leader who is also methodical in her thinking and 

forensic in her analysis,” Sir John said.

“Most importantly she is authentic – what you 

see is her and she’ll be upfront and honest with you.”

Sir John said like all banks ANZ NZ faced 

many immediate challenges – significantly increased 

capital, more regulation and regulatory oversight, 

higher customer and public expectations of financial 

institutions and increasing competition from new 

entrants to the industry.

“The Board is confident Antonia has all the skills 

to help ANZ NZ navigate this new environment and 

ensure the bank flourishes.”

Ms Watson is the first New Zealand woman to 

lead the organisation.

Ms Watson joined ANZ NZ in 2009 as financial 

controller before becoming Chief Financial Officer in 

2012. In 2017 she was appointed Managing Director 

Retail and Business Banking.

Having grown up in Auckland, she graduated 

from Otago University with a Bachelor of Commerce 

degree with honours and later became a qualified 

accountant. She has previously worked for KPMG in 

New Zealand and Morgan Stanley in London, Sydney 

and Budapest.

Mike Henry becomes new BHP CEO

T
he Board of BHP has announced Mike Henry has 

been appointed Chief Executive Officer (CEO) of 

BHP, following a thorough succession process.

Mr Henry will assume the role of CEO and 

Executive Director, replacing Andrew Mackenzie who 

will retire as CEO.

Mr Henry has 30 years’ experience in the global 

mining and petroleum industry, spanning operational, 

commercial, safety, technology and marketing roles. 

He was appointed to his current role of President 

Operations Minerals Australia in 2016, and has been a 

member of the Executive Leadership Team since 2011.

Mr Henry joined BHP in 2003, initially in business 

development and then in marketing and trading of a 

range of mineral and petroleum commodities based 

in The Hague, where he was also accountable for 

BHP’s ocean freight operations. He went on to hold 

various positions in the Company, including President 

Coal, President HSE, Marketing and Technology, and 

Chief Marketing Officer. Prior to joining BHP, Mr Henry 

worked in the resources industry in Canada, Japan and 

Australia.

Chairman Ken MacKenzie said: “Mike Henry’s 

deep operational and commercial experience, 

developed in a global career spanning the Americas, 

Europe, Asia and Australia, is the perfect mix for our 

next CEO. I am confident his discipline and focus will 

deliver a culture of high performance and returns for 

BHP. Mike has been a strong advocate for the industry, 

driving higher standards of safety and a commitment 

to our local communities and global stakeholders.

“We would like to recognise the outstanding 

contribution of Andrew Mackenzie to BHP as CEO. 

Under his leadership, BHP has transformed into a 

simpler and more productive company, financially 

strong and sharply focused on value for shareholders. 

We thank him for his vision and hard work, which has 

changed the way we operate and engage with the 

world.”

Outgoing CEO Andrew Mackenzie said: “It has 

been a privilege to serve as CEO of BHP. Our products 

are essential to global economic development and we 

deliver them in a way that creates significant value, for 

our shareholders, our employees, communities, nations 

and the world. BHP is in a good position. We have a 

simple portfolio, a strong balance sheet and options to 

grow value and returns for decades to come.

“Fresh leadership will deliver an acceleration 

in the enormous potential for value and returns that 

will come from BHP’s next wave of transformation. 

Choosing the right time to retire has not been an easy 

decision, however the Company is in a good position. 

I am confident Mike and BHP will seize the many 

opportunities that lie ahead.”
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A
ustralia’s premier painting solution provider, 

family-run company Higgins Coatings has 

been servicing a broad range of industries for 

70 years, working on the founding principle that the 

quality of the service is as important as the quality of 

the finish.

Chairman John Higgins and Managing Director 

Gerard Higgins are veterans of the painting industry, 

having grown up in and eventually taken charge of 

the family business. With 70 years’ experience in the 

industry between them, they’ve seen Higgins Coatings 

grow from humble beginnings to become one of 

Australia’s largest commercial painting contractors. 

Whilst both have enjoyed success in other business 

and philanthropic ventures, they’ve each held various 

roles in the company throughout the years, and Higgins 

remains their first passion. The Australian Business 

Executive spoke to the brothers Higgins about the 

humble beginnings of the company, its varied business 

model, and the people-first approach that has helped 

Higgins Coatings serve its customers for 70 years.

Family-run business

“We [are] Australia’s largest commercial 

painting contractor,” says Gerard Higgins. “We have 20 

branches across the country, in all states of Australia. 

We work on about 4,000 projects a year, that’s about 

350 projects a month, ranging from painting a door to 

painting a hundred-storey building. We put on about a 

million litres of paint a year.”

Higgins Coatings is celebrating its 70th year in 

business, formed in 1949 by John and Gerard’s parents, 

Gerry and Peggy Higgins. It was Gerry’s humble 

beginnings in life that led to the foundation of the 

company. After migrating to Australia, he found work 

in Mount Beauty, Victoria as a painter, and his lifelong 

career began.

“He was quite driven,” John Higgins says of his 

father, “knew what he wanted, and he always said that 

he knew how to treat people to get the best out of 

them. He came back to Melbourne after a period of a 

time [in Mount Beauty] and really started painting on 

his own.”

Higgins Coatings

Seventy years young

The Australian Business Executive - www.TheABE.com.au 10



1300 HIGGINS 
www.higgins.com.au

FOR ALL YOUR 

COMMERCIAL 
PAINTING NEEDS

CONTACT US TO 
TRANSFORM YOUR 

PROPERTY

OUR AREA OF 

EXPERTISE INCLUDES:

• General painting

• Maintenance painting solutions

• National multi-site painting

• Colour and specification 

consultancy

• Specialised access

• Building services

• Project management

AUSTRALIAN FAMILY-OWNED-

AND-OPERATED SINCE 1949.



Taking pride of place in Melbourne’s CBD, the recently restored Flinders Street Station sits  
majestically on the prominent corner of Flinders and Swanston streets. 

Resplendent again, in colours akin to the original palette 
thanks to the expertise of Dulux and Higgins, the Victorian-era 
icon demonstrates the importance of preserving the cultural 
heritage of a city and the role that colour plays in the impact 
of the revitalisation. 

The complex and lengthy restoration project involved years 
of research and teams of experts. To uncover the station’s 
original colour scheme, a forensic effort was undertaken by 
architects and heritage consultants Lovell Chen. Once the 
layers of colour accrued over time were peeled back and 
the original hues of the 1910 construction were identified 
and analysed, Dulux experts began the process of colour 
matching. As a result, three new Dulux colours were devised 
specifically for the high-profile station. 

The project’s main contractor, Built, entrusted Higgins 
Coatings with the job, the scope of which included complex 
surface preparation. As some of the station’s existing paint 
was lead-based, Higgins’ team was unable to undertake the 

usual process of sanding or high-pressure surface washing. 
Instead, they had to devise a system to feather the edges 
and use a low-pressure wash before the undercoat could be 
applied. The undercoat itself had to be carefully considered, 
too, given the age and delicate condition of the original walls.  

Furthermore, the Dulux paints themselves had to meet highly 
specific requirements, namely having a degree of flexibility 
and sufficient thickness, due to the state of the century-old 
heritage building and the movement of the site. 

Over a period of 12 months, during which the station 
remained fully operational, the Higgins team applied more 
than 5,000 litres of Dulux AcraTex paint, and the results speak 
for themselves; Flinders Street Station is enjoying a new lease 
of life, increased visibility and a restored reputation as the 
heart of Melbourne’s historic CBD.

Dulux, Higgins and the wider project team can proudly reflect 
on the role they played in the ongoing story of this significant 
heritage building. 

THE COLOURS OF MELBOURNE’S 
HISTORIC ICON RETURNED TO  

ITS FORMER GLORY



Gerry met Peggy and the two were married a 

few years later. Soon after, the couple began both a 

business and family. As a team, they divided the work 

within the company, with Gerry running the projects 

and the sales side, and Peggy running the office.

“They were a great team,” John says. “I don’t 

think either Gerard or myself actually have all the skills 

of my parents, because they were seriously good at 

what they did. So the business really grew from that 

foundation.”

The family element of the business remains even 

to this day, not just in the succession of the Higgins 

children, but with generations of different families 

working together within the business for a number of 

years.

“Currently we have one supervisor in particular 

who may have been with us 30 years,” John says. 

“He has one son who’s been with us 15 years, another 

son about 7 years, and that’s common. We’ve got a 

lot of people who’ve been with us 30, 40, 45 years. 

So there’s a great foundation of longevity, and I think 

family’s been an important part of it.”

The other major part of the business’ foundation 

was Gerry Higgins’ promise to deliver quality service 

along with a quality product. The company has 

continued to honour that promise throughout the 

years, and it has helped the business grow even further.

“With a lot more branches, a lot more people,” 

John says, “we’ve had to put a lot more time into 

developing and training people, which is a critical part 

of what we do today. Many of our senior people and 

foremen started as apprentices, so a lot of them have 

been with us 40 years. Their whole life in business has 

been with us.”

This longevity is one of the defining characteristics 

of the company, setting it apart from its competitors. 

The decline of apprenticeships has contributed to 

fewer skilled hands in the painting business. Higgins 

employs a large amount of younger staff, all of whom 

are skilled and dedicated at all levels, from painters all 

the way through to management.

“The foundation for our business in the future is 

enormous,” John says. “We want to grow to give these 

young people an opportunity to grow with us, and 

really expand and develop the business. It’s a great 

place to be in.”

Varied business model

There are a few different parts to Higgins 

Coatings’ business, with the company divided into 

four distinct divisions: repaint and maintenance, new 

construction, building services, and national accounts.

“[In] repaint and maintenance,” Gerard says, 

“generally our customers would be anyone from a 

body corporate, education – we do a lot of schools 

and universities – hospitals, retail, aged care, and 

retirement living.”

The new construction division offers painting 

to new high-rise buildings that are going up, and the 

building services division takes care of clients who 

want a major painting job undertaken, but also require 

smaller works such as carpeting or plumbing.

Higgins Coatings

MORE WAYS TO LIFT 

YOUR BUSINESS

With over 30 years of history supporting Australian 

businesses, United are committed to providing tailored 

solutions to meet the needs of businesses of all sizes.

SALES  |  RENTALS  |  SERVICE 
PARTS  |  FINANCE  |  TRAINING

www.unitedequipment.com.au
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“The last area of our business is what we call 

national accounts,” says Gerard “where we work for 

clients that have multiple sites. It could be anywhere 

from a petrol station through to a large retailer, with 

hundreds of sites around the country.

Many of the company’s customers undertake 

this kind of work sporadically, only having buildings 

painted when they feel it is required. This should really 

be an annual job to keep buildings in the best possible 

condition.

“Generally people are quite ad-hoc about how 

they go about their painting needs,” says Gerard, “and 

don’t really think about it until it’s too late. So we’ve 

got a real education process in place there, trying to 

educate our customers about how often we should be 

there doing work for them.”

The work involved in commercial painting is vast 

and varied, with some of the methods of completing 

jobs being quite different from what people might 

expect, or what might be considered routine in other 

industries.

“A lot of the external work we do,” Gerard says, 

“we would have 300-400 people working off access 

equipment, cherry pickers, ropes, swing stages – 

you’ve got to really love doing that sort of work. You’re 

hanging off buildings in all sorts of weather conditions, 

and there’s a lot around safety with how we go about 

doing things.”

With such a wide range of buildings serviced by 

the company – from prisons to hospitals and schools 

– the level of flexibility needed is high, with every job 

presenting unique challenges that must be overcome 

and safety standards that need to be met.

“One of the critical things today is obviously 

safety,” John Higgins adds. “We’ve always been totally 

focused on safety. I think in the past our attitude was 

that we wouldn’t ask anybody to do anything that 

they wouldn’t ask somebody else to do. Now it’s so 

documented and structured – we have safety officers 

all over the country.”

This has added an extra level of importance for 

the company to add safety costs into customer quotes, 

and to make sure that customers are well educated on 

the need to cover these costs adequately.

“It’s important for us to nominate in our quotations 

what we believe the safety value is in a project that we 

might be tendering, “ Gerard says. “That starts to get 

the customer to think a bit differently about who we’re 

quoting against, and have they allowed for what we’ve 

allowed for. That’s very important these days.” 

The Higgins Coatings’ brand is advertised as 

‘Higgins Better Painting Management’, signalling to 

customers that the company takes care of every 

aspect of the job, beyond just painting, managing a 

project to the highest standard.

“As part of that we say that we’ll do whatever it 

takes,” John says. “Within the safe environment, that’s 

really to look after the customer. In the end, that’s what 

we want as a relationship. If we can complete a quality 

project at minimum fuss, we know that you’ll stay with 

us. We want long-term relationships.”

Higgins Coatings
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With the ever-changing landscape of modern 

business, all companies need to consider their future 

differently from how they might have done in the past. 

It is more important than ever to anticipate and react 

to any potential industry changes.

“We’ve got to be ready to change quickly,” John 

says. “Obviously a lot of industries are really changing, 

and we won’t be in business another 70 years unless 

we really start to think about how industries can 

change, and in today’s environment how they could 

change quickly.”

Treating people the right way

Over the years, John and Gerard Higgins have 

learned many valuable lessons about how to go about 

successfully running a business. The first and foremost 

in John Higgins’ mind is the importance of treating 

people the right way, as Gerry before them had done.

“People are everything,” John says. “Dad was 

tough but fair. As a tradesman, he was good at what 

he did, but he really did respect people. I think that’s a 

critical component we’ve tried to bring right through 

our history of the business.”

Key to this philosophy is understanding how 

other people are feeling, both in and out of work, and 

allowing for those factors. John recognises that the 

younger people in the business may not be as patient 

for success as previous generations have been.

“The development of people [is just as 

important],” John adds. “We’ve really been big 

believers in developing the skillsets of all people within 

the organisation, so we can add something that helps 

them in their life as well as in our business. That’s really 

worthwhile.”

The longevity of the business can be directly 

linked to this prioritisation of developing staff and 

treating people the right way. It’s a philosophy that 

promises to ensure this longevity continues well into 

the future.

“Our business will just continue to grow,” Gerard 

says. “We have plans in place for the next three years. 

Watching these younger people come through the 

business, we have to make sure that we’ve created 

the environment for them to continue to grow in the 

business.” 

Running a company for seventy years is a huge 

achievement, and one that very few businesses in the 

world are able to achieve. Running the business with 

family has certainly helped make this happen.

“We’ve been lucky to work in a family 

environment,” Gerard concludes. “Whilst we always 

have our moments, at the end of the day you continue 

to work together for the better outcome of everybody. 

The old man said to us many years ago – one of the 

great things about working for him is you can stuff 

something up and still have a job.”

With its long-term focus on treating people 

the right way, Higgins Coatings looks all set to 

continue serving its customers for many more years. 

Find out more about Higgins Coatings by visiting  

www.higgins.com.au 

Higgins Coatings
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Admedus (ASX:AHZ)

The small-cap medical company 

S
ince taking the helm of Admedus Ltd. in 2017, CEO, 

Wayne Paterson has steered the ASX small-cap 

company into a real contender for disrupting the 

global transcatheter aortic valve replacement (TAVR) 

market. Its innovative ADAPT® technology not only 

slashes surgical and recovery time but also enhances 

valve longevity and durability, which are critical issues 

currently plaguing the cardiac surgery industry. 

The Australian Business Executive speaks with 

Paterson about how refining the mission of Admedus 

has been the driving force in its bright future. He 

also reveals how he intends to leverage his executive 

experience in healthcare to help Admedus make its 

mark on the multibillion-dollar heart health industry. 

Shaking up the TAVR industry

Focusing all its recent energy on producing 

a single-piece 3D aortic valve using improved tissue 

science and unique valve design, the structural heart 

company is now poised to transform cardiovascular 

medicine with its ADAPT® technology platform. As 

the only technology of its kind in the industry, ADAPT® 

helps physicians offer life-changing procedures for a 

broader spectrum of patients, ranging from infants to 

the elderly. 

Paterson explains that the mainstream procedure 

for aortic valve replacement can stretch across 2-4 

hours as surgeons crack open the chest, stop the heart 

and change the stenotic valve. The ADAPT® technology 
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Admedus

when used as a TAVR device reduces surgery time to 

just 45 minutes and uses a non-invasive procedure to 

implant the valve through the femoral artery. Hospital 

stays are reduced from three weeks to as little as two 

days. 

Calcium building up around the replacement 

aortic valve presents another major challenge. 

According to Paterson, “Over time, an ordinary valve 

will calcify because it is foreign material going into the 

body. It degrades, and you are then back in a position 

where another valve replacement must be done. 

Therein lies the challenge but also the opportunity 

for Admedus.” While he notes that the problem has 

largely gone unaddressed, he believes Admedus offers 

a viable solution. Based on 10 years of clinical data, the 

ADAPT® material does not calcify nor degrade. There 

is also significantly less risk of graft failure or infections 

with the non-invasive procedure. 

Valve durability and longevity have become 

critically important as an aging global population 

faces longer life expectancies. The ADAPT® tissue 

science delivers a stronger, more durable alternative 

to the current three-tissue valves sewn together on a 

frame. “Our valve design is single piece, 3D moulded, 

which much more closely mirrors the anatomy of the 

native aortic valve,” Paterson explains. The ADAPT® 

treated tissue is made from DNA-stripped bovine 

collagen. Since it is acellular, there is improved tissue 

growth and immune tolerance, making it more durable, 

versatile and safer.

“When you combine the tissue science of 

ADAPT® with its anti-calcification properties and the 

single-piece design of our valve, you create a more 

durable valve. Our data shows 40 percent less wear 

and tear than the conventional valves,” Paterson adds. 

“Based on the current requirements of the market 

that these valves need to last longer, we are right in 

the middle of what is a perfect storm with the right 

technology.” 

A refined focus drives momentum 

A publicly listed medical company on the ASX 

since 2004, Admedus has undergone an extensive 

business renovation in recent years. After taking on 

the board chairman position in 2016, Paterson saw 

the company’s potential being diluted by its diverse 

focus on infusion treatments, immunotherapies (drug 

development) and cardiac technologies. “The company 

has had a bumpy past which is reflected in the share 

price. It certainly had a choppy history as you often 

see with these small-cap companies on the ASX,” 

explains Paterson, who believes the different focuses 

caused the company to swing around in circles trying 

to accomplish a multitude of things whilst diluting 

capital across too many “blue sky” projects such as 

Immunotherapies. “Frankly, Admedus didn’t have 

a great sense of self or what business it wanted to 

pursue”

When he transitioned into the CEO position the 

following year, his first objective was to “divest the 

peripheral businesses to make sure the company could 

focus the capital that was being raised through cap 

raises and shareholders. It was not necessarily being 

used efficiently across the three different divisions,” he 

says. 

Betting its future on its proprietary ADAPT® 

technology, Admedus has spent the past year divesting 

all other business interests. By further refining its 

mission to bring ADAPT® exclusively into the TAVR 

space, Admedus has recently completed a $35 million 

transaction to focus on engineering its superior single-

piece 3D aortic valve. “Our company has technology 

that is, in fact, very well positioned to disrupt that 

particular market,” says Paterson, who estimates the 

global worth of the TAVR market at “around $5 billion 

to $8 billion with just a couple of big players. So, we’ve 

had the focus on really bringing that technology 

forward. The ADAPT® technology is quite unique and 

creates an unassailable moat around the company.” 

Paterson is especially excited about the 

company’s decade-long data proving that its material 

does not calcify. “It’s very well published, and has more 

data than any other company out there,” he notes. 

“Clinical data is the most relevant thing to success when 

you are in a competitive space. I thought, ‘If we’ve got 

data right now that nobody else has, then what else 

have we got, what else can we do?’ That’s what led us 

to the TAVR space and now puts us beautifully in the 

middle of what is a very big opportunity.”

Industry experience advances global 

commercialisation 

Much of his ability to spot this opportunity is 

due to Paterson’s 25-year career in healthcare, which 

spans leadership positions at Roche Pharmaceuticals, 

Merck and Cepheid. His ever-increasing responsibilities 

in building and managing multibillion-dollar 

businesses moved him around the world, giving him 

valuable exposure to global operations, international 

commercialisation and government regulatory policies.
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Admedus

Paterson credits this unique experience, along 

with many lessons learned, as an asset in driving 

Admedus forward in its mission to commercialise 

globally. A native Australian, Paterson has earned 

a world-class business education at prestigious 

universities in Queensland, Switzerland, France, Hong 

Kong and the U.S. His work in China, South Korea, 

Japan, Canada, Australia and Europe introduced him to 

many therapeutic areas, including oncology, infectious 

diseases and cardiovascular medicine, while launching 

36 drugs internationally. 

Paterson also recognises that his experience 

in C-suite environments taught him how to operate 

within a large corporate setting. “At Admedus, we look 

to do deals with the large corporates in the medtech 

space. It’s important that you know how to walk the 

walk and talk the talk with those big corporates if you 

are trying to get a deal done as a small company,” he 

says. 

When it comes to the most important business 

lessons learned, Paterson cites cultural agility as being 

critical to the leadership perspective. Successful deals, 

he believes, are dependent on being able to rally people 

to a common objective in a way that makes sense to 

them. Failure happens when expat managers judge 

the local cultures for doing something differently. 

“That history of how to drive an organisation 

forward and rally people around a common cause 

has helped a lot with getting Admedus to where it is 

today,” Paterson explains. “This background puts us in 

a good position for getting deals made, for being able 

to articulate our opportunities to those big companies 

in helping them understand how we will help their 

business grow globally as well.” 

Maximising opportunities in the global space

Moving forward, Admedus is focusing on 

investing in world-class partnerships and acquiring 

strategic assets to develop its next-gen technologies. 

Along with attending top international cardiac 

conferences, the company has formed a medical 

advisory board of TAVR doctors who inform decisions 

and advocate for the ADAPT® technology. 

Paterson says having its headquarters situated 

in Minneapolis, Minnesota, USA, the global hub 

for medical devices, gives Admedus access to the 

biggest companies and brightest medical engineers 

in the industry. “The Minneapolis area is the global 

headquarters level where decisions are made on deals, 

so it’s most important we are here. Admedus is in 

the development phase, and we have so much talent 

sitting right here on our doorstep. That helps us drive 

our projects forward quickly and efficiently” 

When discussing opportunities for investors, 

Paterson stresses that “what we have is actually novel 

and unique. There is only one ADAPT® process. It’s 

clinically relevant, and it’s very highly published. It also 

has the support of a lot of clinically relevant people, 

academics, scientists and doctors. It is primed to get in 

the middle of this multibillion-dollar space due to the 

novelty and the clinical benefits that this technology 

brings. There’s a ways to go, but it really does have the 

ability to disrupt this very large market space.”

Find out more about Admedus (ASX:AHZ) by 

visiting www.admedus.com 
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Vaughan Constructions

Building customers for life 

F
or over 60 years, Vaughan Constructions have 

been pioneers of Australia’s ever-developing 

architectural landscape, and have grown to 

become one of the country’s most reputable and 

trusted companies in commercial, and industrial 

construction, leading the way in innovative and 

sustainable building methods.

Vaughan Constructions’ Managing Director, 

Andrew Noble, who first joined the organisation 

over 30 years ago, spoke to The Australian Business 

Executive about his development with the company, 

and how it has grown to become one of Australia’s 

most respected industrial and commercial builders.

Pioneers of industrial construction

Vaughan Constructions is a “private company, 

founded in 1955 by Kenelm Vaughan in Melbourne,” 

Mr Noble says, adding that “Kenelm Vaughan was 

a pioneer of the design and construction industry 

methodology, particularly in industrial construction in 

those days.”

According to Mr Noble, the success of the 

business lead to Mr Vaughan recruiting two of his sons 

into the organisation: “Two of his [Mr Vaughan’s] sons, 

Ken and Matthew Vaughan, joined the business in the 

early 80’s and rose through the ranks to take senior 

managerial positions, culminating in joint Managing 
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Director roles.” Once the Vaughan brothers had 

taken the baton from their father, they “continued 

to grow and diversify the business,” which has had a 

significant impact on what Vaughan Constructions is 

now capable of within the industry today.

Developing talent

Another contributing factor is the company’s 

focus on customer satisfaction - a concept Mr Noble 

strives to continue as Managing Director of Vaughan 

Constructions. Through his directorship, Mr Noble 

targets compliance and governance, permeating 

the ‘Vaughan Way’ amongst the organisations’ staff 

to ensure their clients benefit from their unique 

processes, systems, and culture.

Since joining Vaughan Constructions in 1988, 

Mr Noble has managed all aspects of the design and 

project construction management delivery chain, and 

his passion for developing talent has contributed to 

the company’s deep pool of construction resources.

Mr Noble began his career at Vaughan 

Constructions’ apprenticeship programme, and 

continues to apply the company ethos of seeking and 

developing talent through this method. He explains 

that “many of our most senior construction staff are 

graduates of our apprenticeship programme,” which 

invariably leads to long tenure and staff retention 

within the organisation, and has allowed the company 

to grow and expand nationwide.

“We have over 125 staff [and] we have offices 

in Victoria, New South Wales, and Queensland,” Mr 

Noble says. The diversity and geographical footprint 

of the business means that at any one time, Vaughan 

Constructions will be working on projects ranging from 

$5 million to $150 million.

Unique in longevity and diversity

Celebrating their 65th anniversary in 2020, the 

longevity of Vaughan Constructions’ establishment 

can be considered a rarity within the design and 

construction industry, which is something Mr Noble 

is proud of. And naturally, with longevity comes 

experience. He says, “Having a building contractor 

with that depth of experience is unique. Despite the 

fact that we’ve [Vaughan Constructions] been around 

a long time, we haven’t fallen into the trap of being 

complacent.”

Vaughan Constructions

Over 50,000SM of food/beverage grade flooring complete last finanancial year

Slab rejuvenating/polishing services

VICTORIA’S LEADING  

INDUSTRIAL FLOOR  

SURFACING SPECIALIST

Phone: 03 95445511         Email: enquiries@angloitalian.com.au

Anglo Industrial Coatings
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Vaughan Constructions

This refusal of complacency has allowed the 

company to not only become, but continue to be 

innovators within the industry. As Mr Noble says, 

Vaughan Constructions have “Managed to retain a 

very innovative culture within the business,” adding 

that “it’s very important that we focus on remaining 

nimble and agile because the world changes quickly,”

As with any industry, the design and construction 

industry is ever-changing and developing - a fact that 

Mr Noble addresses head-on: “We need to either, one: 

respond to that change, or, two: we actually need to 

be the people that are innovating, that are causing 

that change.” According to Mr Noble, it is this continual 

strive for innovation that sets Vaughan Constructions 

apart from other building contractors. 

In fact, the organisation is known for pioneering 

various methods that are now well established within 

the design and construction industry: “There’s lots 

of things throughout our history where we’ve made 

significant contributions to the industry where either 

methodologies or systems techniques that we’ve come 

up with have actually been adopted by the industry,” 

Says Mr Noble, adding that “That’s something we’re 

pretty proud of, but more importantly, we’re looking to 

continue that innovation.”

When faced with the reality that the building 

industry has a very low barrier to entry creating a fluid 

or transient competitor pool, Vaughan’s concentrate 

on themselves and continue to push forward with their 

progressive culture. “It’s a compliment when others, 

particularly the so called ‘disruptors’, imitate your 

business. A good haircut & slick website can only mask 

the shallows of a construction business for so long. And 

only certain aspects of a business can be copied. The 

intangibles, which could be our greatest asset, remain 

unique to us and our clients are the beneficiary.” 

Adapting to constant change

Throughout his tenure at Vaughan Constructions, 

Mr Noble has found some of the most important 

aspects of success within the industry are adaptability 

and forging long-term relationships on all levels of the 

supply chain. He says “There’s various lead indicators 

that are the catalyst for innovation and change in our 

industry” adding that “Probably the greatest [lead 

indicator] is consumer behavior.”

 Steel Detailing        CNC Processing        Fabrication        Project Management        Steel Erection  
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Vaughan Constructions

While adapting to consumer behavior is 

undoubtedly key to the organisation’s success, Mr 

Noble says other aspects include designing a supply 

chain to maximise efficiency plays a significant role, 

and that “Long-term, solid relationships are important 

- not only for our business, but for our customers”.

It’s these long-term relationships that are pivotal 

to ensuring Vaughan Constructions continue their 

success, as Mr Noble states that “I think that long-term 

partnership approach has actually served us well over 

the years. We’ve got relationships that go through 

multiple generations, both on our client side and also 

on our subcontractor and supplier side.”

Not only is ‘Building Customers For Life’ the 

Vaughan Constructions slogan, it’s also the mantra 

which is deeply ingrained within the business, or as 

Mr Noble says himself, Building Customers For Life is 

“Something that we live and breathe,” and that more 

often than not, his company is getting it right.

Embracing diversity

The building and construction industry is a 

highly diverse market, and Vaughan Constructions 

endeavours to apply their standard-setting innovativity 

when facing such issues. Speaking of the industrial 

sector as one of many potential examples, Mr Noble 

says “On the supply chain side there’s dramatic 

developments in automation and philosophy that has 

been largely lead by consumers,” which has lead to 

an industry-wide rethink regarding how products are 

distributed, including, but not limited to the location of 

warehouses, how products are delivered to them, and 

the type and level of automation within warehouses.

Award winning design and construction

Over the years, Vaughan Constructions have 

picked up multiple awards for their innovative 

construction projects - many of which the company are 

involved with from concept to completion. One of the 

more recent significant projects was the Dulux Paint 

manufacturing project at Merrifield, Victoria. Although 

the project was a sizable 20,000㎡, Mr Noble says, “its 

scale was really in[side] the building and what it was 

doing”, and that due to its complexity, “You really have 

to take the approach that you’re reinventing the wheel”.

92 years in concrete

Over 800,000SM  of concrete poured last financial year

VICTORIA’S SUPER FLAT 
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Vaughan Constructions

As these types of projects are significant 

investments for the companies Vaughan Constructions 

work with. The equipment housed within the facilities 

needs to be able to service those companies efficiently 

for long periods of time.

The Dulux Paint manufacturing project, which 

Mr Noble notes comprised over a thousand tonnes of 

steel, 12,500km of stainless steel tubing, and 17,500 

stainless steel fittings saw Vaughan Constructions 

awarded with the Victorian Master Builders Award 

for its category in 2018, along with the overall Master 

Builders Award - a first for the industrial construction 

category. Remaining humble regarding the company’s 

recognition for the project, Mr Noble says, “The 

best news about it all is that it’s performing beyond 

expectations for Dulux, and they’re particularly 

pleased with the result,”

Other projects included in Vaughan 

Constructions’ impressive portfolio include the 

Woolworths Melbourne South Regional Distribution 

Centre, a project of “monstrous scale and complexity” 

which has a footprint of 70,000㎡. The project, which 

was an investment of $560 million for Woolworths and 

incorporates some of the latest automation technology 

from Europe, won an award at the Property Council of 

Australia for innovation.

Although the brand recall for Vaughan 

Constructions lies mainly in complex, large-scale 

buildings, Mr Noble says, “The businesses competencies 

and capabilities extend well beyond these bounds. 

World leading food facilities for example,” which 

covers the production, storage, and distribution of all 

food groups. Along with food facilities, the company 

is also gaining recognition in other sectors, namely 

educational and commercial facilities.

The future of Vaughan Constructions

Due to their longevity, Vaughan Constructions 

are always planning ahead: “We tend to do 10 year 

business plans,” says Mr Noble, adding, “We’re at the 

end of our latest one, and thankfully we hit all of our 

targets, and we’ve also achieved all of our aspirations.”

With the company now planning out their next 

decade, Mr Noble says, “Most importantly, for the 

business to keep driving over the next 10 years, we 

have to maintain the focus on our customer[s], and we 

have to provide innovative and outstanding customer 

service. That will stand us in good stead for the future.”

As expected from a company that has 

experienced such longevity in a customer-centric 

industry, Vaughan Constructions long-term goals 

focus on continued growth: “The growth that we look 

for is sustainable growth - we don’t look for sugar hits”, 

Mr Noble explains, adding, “The growth will come from 

diversity. We’ll continue to look for markets where 

our talents and capabilities can lend themselves very 

easily,”

Having recently received their FSC accreditation, 

Vaughan Constructions will now be provided with 

a revenue stream where projects are either fully or 

partially government funded, which Mr Noble says is 

an incredible opportunity for the business.

Although other areas of growth include 

expanding their geographical footprint, Mr Noble is 

confident Vaughan Constructions’ growth will keep 

in line with their slogan - Building Customers For 

Life, stating, “Primarily, growth is going to come from 

looking after our existing customer base, and making 

sure we continue to produce a product that serves 

people well and stands the test of time.”

Find out more about Vaughan Constructions by 

visiting www.vaughans.com.au 
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Network Pacific 

Strata Management

Value-added services

I
n operation since 1994, Network Pacific Strata 

Management is one of Australia’s largest and most 

successful strata management organisations, with 

offices in Melbourne, Queensland, Europe and South 

East Asia. 

John Botha is Managing Director of JFB 

Management Services, a franchise business of Network 

Pacific Strata Management. Mr Botha has been with the 

Network Pacific Group since 2008, providing Owners 

Corporation Management Services to a large portfolio 

of key clients. After demonstrating long term success 

in management and retention of key high rise and 

multi Owners Corporations, the group gave him the 

opportunity to expand the portfolio as an independent 

franchised business, whilst remaining part of the 

successful Network Pacific Group. Mr Botha spoke to 

The Australian Business Executive about the success 

of his franchise business, the ongoing issues being 

dealt with in the strata industry, and the value-added 

services that help Network Pacific serve its clients.

JFB Management Services

“Network Pacific Strata Management as a 

company has grown enormously since its humble 

beginnings in 1994 as a home office operation in 

Doncaster East in Victoria,” Mr Botha says. “The group 

now operate offices in Victoria, Queensland and Malta.”

After moving to Melbourne in 2008 and joining 

the group, Mr Botha took on the lead role as Senior 

Owners Corporation Manager, before being given the 

opportunity to purchase his portfolio of clients and set 

up as a franchise of the group.

“We officially started trading on the 1st of 

January 2008, with 11 buildings and 1,500 lots under 

management. We’ve now managed to grow that to 55 

buildings and nearly 4,000 lots under management. 

The team has obviously expanded significantly in that 

time, going from one staff member, to now having 

seven members within the team.”

The last few years have seen significant success 

for JFB Management Services. Following Mr Botha’s 

individual title of Strata Manager of the Year for 

Victoria in 2015, the business was awarded Small 

Owners Corporation Management Firm of the Year for 

Victoria in 2017. 

“In 2018, we then competed against all of the 

other states and took out the inaugural national award 

as Small Owners Corporation Strata Management 

Business for Australia, [and] we had one of our staff 

members take out a Corporate Support role for 

Victoria.”
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Network Pacific Strata Management

Most recently, the company has been honoured 

with the 2019 award for Medium Strata Community 

Management Business at the Victorian awards, and it 

will now be competing nationally in the same newly-

introduced category.

Strata industry issues

The Australian strata industry as a whole 

continues to face many of the same challenges it has 

been up against for some years. Legislative change is 

ongoing and ever-evolving, with many in the industry 

still waiting for several key changes to come into effect.

“We have seen the introduction of the new 

Owners Corporations Regulations, in 2018, which 

did seek to address some issues, such as external 

appearance of lots, with owners needing approval from 

the owners corporation formally prior to proceeding 

with works.”

In accordance with these regulations, owners 

are now formally required to make notification to the 

Owners Corporation for any intended renovations to 

their lots, especially those that will affect the common 

property or amenities of the development.

“The Owners Corporations Amendment (Short-

stay Accommodation) Act came through in 2018, 

which really sought to regulate the so-called Air BnB 

‘party houses’, and actually provide some avenues for 

redress for people that don’t comply and make life 

hard for other residents within the properties.”

The big change still on the horizon for the 

industry is the long-overdue overhaul of the Owners 

Corporations Act of 2006, announced in August 2015 

by the minister for Consumer Affairs at the time, Jane 

Garrett. 

A 2014 review of regulations for strata managers 

resulted in the formation of the Consumer Affairs 

Legislation Further Amendment Bill. However, with 

the change in government that year, the bill was never 

passed.

“There have been numerous speculations as to 

when this is actually due to come to a conclusion and 

fruition, and most of those dates have actually passed 

already, so I wouldn’t be game enough to put another 

date forward for you. But at this stage it is mooted 

that on the 1st of January 2021, hopefully the new 

legislation will actually come into effect.”

Experts in building & 

construction, planning and 

environment, property 

development, owner’s 

corporation and joint venture 

projects. This is a specialist and 

complex area of law where you 

need expert advice.

From the contractual process through to building and construction disputes, we 

advise property developers, builders, owners and associated professionals on 

domestic building contract disputes and warranty insurance claims.

We have significant expertise in VCAT with a network of allied experts to assist 

our clients from Engineer’s, recognised Planners, Surveyors and Barristers all of 

whom are highly regarded specialists in their field experienced in VCAT and the 

Courts.

We focus on resolving disputes where possible as time is money and delays can 

be costly so focussing on resolution and taking a commercial view, is the priority 

so our clients avoid the time, cost and uncertainty of litigation.

We are transparent about fees and costs so our clients can budget for their legal 

costs and consider the cost benefits to make an informed decision.

Contact the MMRB Building and Construction Group for advice on your 

Building and Construction contracts, Commercial or Residential and Joint 

Venture arrangements

East Melbourne 

Level 2 100 Wellington Pde 

East Melbourne 

Victoria 3002

P: (03) 9604 9400 

F: (03) 9419 7735 

Kathryn Finemore 

Accredited Commercial 

Litigation Specialist  

E: kathryn@mmrb.com.au  

P: (03) 9604 9437

Mentone 

150 Balcombe Rd 

Mentone 

Victoria 3194

P: (03) 9580 8311 

F: (03) 9587 1304 

www.mmrb.com.au
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Network Pacific Strata Management

When legislation is finally passed, it will represent 

the largest and most comprehensive overhaul of 

the original 2006 legislation, and will also include 

regulation of real estate agents involved in strata sales.

With some high-profile issues around strata-

maintained properties being seen worldwide, there is 

increased scrutiny on the sector, as well as a number 

of government safety initiatives designed to tackle the 

biggest problems.

“I think you’ve got about 1 in 3, if not more, of 

Australians actually living in, investing in, or somehow 

affected by Strata Management properties,” Mr Botha 

says, “so there is certainly a lot of people affected by 

that.”

The 2014 Lacrosse building fire in Melbourne’s 

Docklands area was a major event, exposing a wide-

range of safety concerns for buildings fitted with 

aluminium composite panelling (ACP). This has led 

to much-publicised proceedings and government 

intervention, aiming to alleviate concerns around the 

safety of these buildings.

“The Lacrosse building apartment owners were 

recently awarded $5.7 million in damages against the 

builder, however that has also predominantly gone 

against the architect, the building surveyor and the fire 

engineers involved in the project. That particular one is 

under appeal at the moment as well, so we’ll see where 

that finishes up.”

After the tragic Grenfell Tower fire in London 

in 2017, state government was forced to pay closer 

attention to ongoing safety issues. A taskforce was 

established to investigate and address the issue of 

non-compliant building materials used on Victorian 

buildings. 

“The taskforce sought to oversee and provide a 

report on just how far-reaching the risk associated with 

inferior cladding materials were within Victoria. Once 

the audit was completed, the government announced 

that local government would seek to create cladding 

rectification agreements.”

These agreements allowed buildings to borrow 

money to fix any cladding issues, paying the loans 

back through each individual apartment’s council rates 

contributions over the coming years. Unfortunately for 

state government, very few local councils took it up.
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Network Pacific Strata Management

“Most recently, this year the Victorian government 

announced a funding package of $600 million, which 

will be funded through increased permit costs and 

development costs for any new developments as 

they come through. The issue certainly remains a 

live subject. The likely outcome is that lot owners are 

ultimately the ones left to foot the repair bill.”

A major concern for the industry in recent years 

has been the emergence of general building defects, 

issues that are separate from the non-compliant 

building materials issue, such as cladding.

“That’s predominantly come about since 

deregulation and privatisation of the building approvals 

process for the industry,” Mr Botha says. “There are a 

number of defective properties around the place, and 

that seems to be increasing exponentially.”

The biggest changes saw councils in Victoria 

effectively removed from the building approvals 

process, with the majority of building permits now 

being issued by private sector building surveyors. 

“Until 2015, builders were even allowed to 

appoint their own surveyor to sign off on works 

being compliant and meeting code. These surveyors 

are now being held to account, with many of them 

finding difficulties obtaining indemnity insurance 

moving forward, especially after being caught up in 

the cladding fiasco.”

The client base of JFB Management Services 

continues to shift generationally, with the adoption 

of new technologies bringing new dynamics and 

changing the demand and service delivery expected 

by clients, with instant communication via email now 

commonplace. 

“Clients and owners in strata-type properties 

need to be aware that the strata manager is a trusted 

advisor and an industry professional,” Mr Botha says. 

“We do strive to deliver the best service we can to our 

buildings, the residents and the lot owners, within the 

ever-shortening time that we have available.”

Network Pacific Strata Management’s value-

added services helps it take care of all aspects of 

its clients’ property management, maintenance and 

compliance needs. Find out more about Network 

Pacific by visiting www.networkpacific.com.au 

Industry experts in
owners corporation

Level 4, 555 Lonsdale Street, Melbourne VIC 3000

T +61 3 8600 8888  |  www.kcllaw.com.au

KCL Law’s Owners Corporation team provides
accurate and commercially practical solutions.

We advise on all aspects of owners corporation,
including administration, governance, management,

common property issues and debt recovery,
and represent owners corporations in disputes.

Anton Block
Principal Lawyer

Deborah Andronaco
Associate

Banking and Finance  |  Commercial and Corporate

Construction and Infrastructure

Employment and Workplace Advisory  |  Family Law

Litigation and Dispute Resolution  |  Owners Corporation

Property and Leasing  |  Wills and Estate Planning
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Newstart Homes and 

Chapcon Design & Construct

Covering residential and  
commercial construction 

C
hapcon Design & Construct prides itself on 

delivering quality outcomes and value for its 

clients. The group behind Chapcon recently 

took over Newstart Homes, a Brisbane-based custom 

homebuilding company serving southeast Queensland 

since 1987.

Nick Chapman is the Managing Director of both 

Newstart Homes and Chapcon Design & Construct. 

Starting out as an apprentice carpenter in the 

residential sector at the age of 15, Mr Chapman quickly 

developed the ambition to gain a Diploma of Building 

and Medium Rise Builder’s Licence. He started Chapcon 

in 2011, and quickly established himself in the Brisbane 

market as the go-to contractor for innovative solutions 

and budget-conscious decision making. Mr Chapman 

spoke with The Australian Business Executive recently 

about the different offerings of his two companies, 

and the long-term focus which has served both outfits 

extremely well. 

Long-term focus

Although Newstart Homes and Chapcon Design 

& Construct are both construction companies, the two 

companies are vastly different in offerings, and very 

different from an operational aspect.

“Newstart Homes is a custom homebuilding 

company,” Mr Chapman says, “focused on building 

high volumes of houses in southeast Queensland. It 

was established in 1987 and acquired by our group in 

late 2016.”

In order to achieve high volumes, the whole 

process from project inception to the delivery of a 

new home is designed to be as efficient as possible. 

This efficiency also helps negate many of the practical 

issues inherent in the construction industry.

“Sales and marketing, accompanied by a 

good offering, is really our main focus. Reaching the 

customers and presenting our offering is paramount, 

so we’re constantly reviewing our designs, inclusions 
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and pricing, to ensure that we have the most suitable 

products for the markets we cater for.”

Chapcon is a commercial construction company, 

which has served a wide range of sectors since 2011. 

The company has worked on many different types of 

buildings, and operates in several different markets, 

including hospitality, fit-out, education, early learning, 

medical and industrial.

“The company works with government 

departments, local councils, private schools, along 

with large, medium and small private enterprises. Every 

project is different with Chapcon and has different 

‘pressure points’, requiring a different approach from 

project to project.”

The team at Chapcon are highly experienced 

and diligent with project management and careful 

procurement, Chapcon makes sure that each project 

is appropriately resourced in order to deliver high 

quality projects and remain competitive with other 

specialist companies.

“Both businesses have a great culture, which is 

something that we pride ourselves on, and something 

I couldn’t be more thankful for as the director of both 

outfits. We also maintain a long-term focus with all our 

clients, contractors and suppliers, where we try not to 

get caught up on the little things, and work towards 

outcomes based on long-term prospects.”

This long-term approach has been extremely 

beneficial to both companies, helping them forge 

great relationships and loyalty with the people the 

companies deal with on a daily basis, and from project 

to project.

Well-rounded skillset

Mr Chapman has recently taken over at Newstart 

Homes, a company which had been in financial 

trouble for some time. On taking over, the first order 

of business was to enact some changes to help sure 

up the business.

“Newstart Homes was placed into liquidation in 

late 2016,” Mr Chapman explains, “as a subsidiary of 

the Home Australia Group. At first, the interest wasn’t 

really there, but after having a bit of a closer look at the 

IP which was for sale, the potential became apparent.”

The acquisition of the company itself was 

problematic. Due to the unfortunate circumstances 

surrounding the sale, there were no background 

documents on the processes, so the new owners were 

required to reverse engineer the IP.

“A lot of the designs were outdated and the 

pricing had been incrementally increased since 2014, 

which was quite prohibitive. You don’t price because 

you have a thousand homes a year to build, you price 

to get a thousand homes a year, and that’s what 

we’re working towards. So now I think we’re in a good 

position to hit the market with confidence.”

With such a wide range of builders to choose 

from, Newstart Homes works within an extremely 

competitive market. The company has had a good 

name in the industry since 1987, and continues to be 

well trusted despite its recent troubles.

“We’re affordable and flexible when it comes 

to our designs, we try to take a bit more of a tailored 

approach than most of our competitors. We cater for 

various parts of the market, and I think we’re doing 

the right thing, so we’ll just keep that up and try to re-

establish the brand amongst our competitors.”

Chapcon Design & Construct is a very different 

outfit to Newstart Homes. The company has the 

capabilities for a very diverse scope, as well as having 

some extremely strong relationships and a great 

reputation.

“[Chapcon] served as a great parent company 

to foster and enable the new beginnings of Newstart, 

where in some instances we were able to introduce 

some of Chapcon’s systems and processes to 

compliment Newstart’s model, and vice versa.”

Unlike Newstart, Chapcon doesn’t have a key 

area of expertise. By working across a wide variety of 

sectors, Chapcon’s strength is the way it approaches 

each project and is able to remain competitive despite 

the difference in project types.

“It’s an interesting market at the moment,” Mr 

Chapman says. “Money is cheap, but the banks are still 

quite tough on lending. There seemed to be a high level 

of caution during the year, as a result of things like the 

Royal Commission and a bit of bad press about the 

Australian housing market, and even the election.” 

Despite these concerns, general hesitation seems 

to be easing up, and some confidence is returning to 

buyers in the market. For Newstart and Chapcon, the 

key to growth is to maintain their adaptive approaches 

and keep fostering good relationships.

“We do have a well-rounded skillset and a good 

offering, in various areas of the market, so while it’s all 

going strong, we’ll continue expanding the way we are. 

If things do tighten up in one area or another, we can 

probably join our efforts into a niche in high demand.”

With a continued focus on fostering  

long-term relationships, Newstart Homes and 

Chapcon Design & Construct are both at the leading 

end of the Queensland building market. Find 

out more by visiting www.newstart.com.au and 

www.chapcon.com.au 

Newstart Homes and Chapcon Design & Construction
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Ben Lazzaro

A
uthenticity, quality and value for money are 

product attributes increasingly being sought by 

consumers the world over. As a result, brands 

are seeking out ways to convey these attributes to 

buyers whether it be on-pack, at point of sale, on 

contract tenders, or across the myriad of online and 

social media platforms where their products are 

available.

For Australian brands, provenance presents as a 

powerful marketing tool and storytelling device to convey 

many of these positive product attributes. Simply being 

‘Australian’ is considered a positive in most markets, as 

it often conveys a wide range of impressive qualities—

beyond just country of origin—about the business and 

its products.

Therefore, it’s no surprise that more and more, 

Australian makers are leveraging this ‘Australian 

Advantage’ to gain a competitive edge both in Australia 

and in overseas markets. If being recognised as Australian 

is important to your business, then the most effective way 

to convey this is by using the green and gold kangaroo 

symbol—the Australian Made, Australian Grown logo.

For more than 30 years, the Australian Made logo 

has helped thousands of brands communicate their 

Australian credentials to consumers, businesses and all 

levels of government. It does this instantly and clearly, 

making it a powerful sales and marketing asset for 

authentic Aussie brands, and a helpful shopping aid for 

consumers around the globe.

As a registered country-of-origin certification 

trade mark, the Australian Made logo makes the 

‘Australian connection’ instantly and clearly. It’s a solution 

for shoppers who want to quickly and easily identify 

authentic Aussie products and be assured that those 

goods meet certain standards—many brands understand 

this, and they leverage the logo accordingly.

The demand for authentic Aussie products is 

growing. In fact, Roy Morgan Research found that 90% 

of Australian consumers have a preference for buying 

The  
‘Australian Advantage’
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Aussie. So, it should come as no surprise that the 

Australian Made logo is used by thousands of businesses 

on many thousands of genuine Aussie products sold in 

Australia and around the world. 

Consumers have an understanding that when 

they buy Australian products, they know what 

they are getting—products made to the highest of 

manufacturing standards and grown in our clean, green 

environment, while at the same time, supporting their 

local communities and industries.

At the Australian Made Campaign we are seeing a 

shift in consumer shopping habits with many opting for 

unique, bespoke products from local brands that offer a 

point of difference. Sustainability, ethical production and 

quality are also top of mind for many consumers and will 

impact their purchasing decisions. These attributes are 

inherent to many Aussie products and align with the rise 

of the ‘shopping local’ movement. 

Personal recommendations are also valued highly 

by consumers today. They want to know who made the 

product, the story behind it, and how it will suit their 

specific needs, all while contributing to a local economy 

and community.

There has never been better access to product 

and brand information, particularly with the rise of 

online tools. As a result, consumers are becoming 

more discerning with their purchasing decisions and 

researching their options prior to purchase, more than 

ever.

In October, new consumer research from 

Roy Morgan found that almost all Australians (99%) 

were aware of the Australian Made logo and 88% of 

Australians trust that products carrying the logo are 

genuinely Australian. The vast majority (84%) associate 

the logo with supporting local jobs and employment, 

while 58% associated the logo with products that are 

of high quality and 57% associated it with ethical labour.  

The smarter Aussie brands are telling consumers 

their stories about how they employ people locally and 

support their local community. The Australian Made logo 

delivers a key element of this story and complements 

the brand’s own story. 

Overseas, the Australian Made logo has been 

effective in a number of markets, including China. This 

can be somewhat attributed to China’s huge appetite 

for genuine Australian products which to the Chinese 

are synonymous with quality and value. 

Increased trade, travel and tourism between 

the two countries have also helped to build Australia’s 

reputation with Chinese consumers and their familiarity 

with the Australian Made logo.

Horizon Research found that 70% of people 

surveyed in Shanghai and Guangzhou provinces in China 

made an instant connection to Australia when they saw 

the Australian Made logo. Exporters to this part of the 

world should seriously consider branding their products 

with the Australian Made logo.

In 2020, Australian Made Campaign will embark 

on the Australian Made Export Initiative, which seeks 

to provide Australian exporters and Australian Made 

logo users with enhanced country-of-origin branding 

support in key export markets. Objectives of the project 

include increasing the profile and awareness of the 

Australian Made logo among international consumers 

and businesses, as well as creating channels to overseas 

markets and promotional opportunities for Australian 

exporters.

There are certainly opportunities ahead both 

domestically and internationally for manufacturers of 

genuine Aussie products.

Ben Lazzaro is the Chief Executive of Australian 

Made Campaign, www.australianmade.com.au 

The ‘Australian Advantage’

Published quarterly, 

The Australian Business 

Executive (The ABE) 

provides an in depth 

view of business and 

economic development 

issues taking place 

across the country. Featuring interviews with 

top executives, government policy makers and 

prominent industry bodies, The ABE examines 

the news beyond the headlines to uncover and 

deliver the best of Australian business.
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Connie Kirk

I
nfrastructure Australia (IA) is one of the nation’s 

most important institutions. Since its inception 

more than a decade ago, it has had the benefit of 

bipartisan support and the license to think and operate 

independently.

The catalogue of reports it has produced in 

recent years chronicling the state of the nation’s 

infrastructure, the changing dynamics of our cities and 

regions and the mega trends that will shape future 

prosperity are to be cherished.

The headline facts are clear. Australia’s four 

largest cities are experiencing a quantum shift in their 

scale and density. Sydney and Melbourne will become 

New York or London by 2050, and Perth and Brisbane 

are on track to double in size.

The transformation is well underway and has 

substantial implications for the economic trajectory, 

prosperity, liveability and sustainability of these cities. 

The challenge, then, is how we keep pace with the 

demands that population growth brings.

IA has made clear, in its most recent Infrastructure 

Audit released in August this year, that we risk falling 

behind the curve. It starts with a nod to the growing 

scale of infrastructure pipelines – with $123 billion 

in work commenced since 2015, and a committed 

forward pipeline of over $200 billion.

However, it also makes clear that the delivery of 

new high- quality public transport, energy and water 

infrastructure, social infrastructure and improved 

public places and green space needs to accelerate.

Our cities are incubators 
and drivers of the  
nation’s productivity -  
but how do we  
foster growth? 
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The good news is that governments are 

beginning to grasp the need for reforms and policy 

initiatives that respond to the public’s reasonable 

expectation that they better plan ahead.

A new Centre for Population and National 

Population Plan has been established to better 

forecast population growth, geographic settlement 

patterns and channel the data into coherent action 

by the states and territories given they lead strategic 

planning.

A National Cities Performance Framework is 

a new tool that tracks metrics on the performance 

of more than 20 capital and major regional cities. 

Likewise, City Deals represent a new partnership 

approach between the Commonwealth and state 

and local governments to better align the planning, 

investment and governance necessary to accelerate 

economic and jobs growth, urban renewal and reform.

It is also being backed with real dollars, with 

a headline initiative being the Commonwealth’s plan 

to roll out $10 billion to fund major new transport 

infrastructure projects in each of the major capital 

cities to lift connectivity and mobility.

Collectively, these streams of work have the 

potential to start changing the game – but there is 

substantial scope to go further.

UDIA National is promoting a suite of policy 

priorities to cement the benefits of reform, commencing 

with the renewed focus on population planning. Next 

year, Australia will refresh the Intergenerational Report 

that profiles our long-term demographic trends and 

their consequences for public policy.

The population data and assumptions that 

underpin the report need to be used as a common 

baseline across the entire agenda of governments – 

federal, state and local. Establishing one, three and 

five-year population forecasts that are updated on a 

rolling annual basis is a minimum. These projections 

should in turn inform better strategic land use and 

infrastructure plans.

This is essentially the gap IA has identified – that 

we know high levels of growth are coming but are 

yet to adequately plan for the base level of services 

expected for key elements of liveability, including 

housing, transport, social infrastructure and the 

environment.

Insulating infrastructure planning, funding and 

delivery from the whims of political cycles is now an 

imperative. That is one reason we are championing 

an Infrastructure Accord to build durability around 

priorities and funding and give comfort to investments 

– both in projects, but also the land use and housing 

supply that follows.

Ingredients of an Infrastructure Accord that 

both major parties commit to would include:

•  Using the Priority List established by Infrastructure 

Australia as the baseline for decisions on prioritisation

•  Allowing additions to the pipeline of projects, but 

only when they had been subject to full business 

case analysis by Infrastructure Australia

•  Ensuring the business case for all projects subject to 

the Accord include analysis of associated land use 

and housing opportunities to maximise the benefits 

of investment

•  Assessing the trunk infrastructure that is required to 

unlock housing opportunities identified off the back 

of major transport projects

•  A minimum pipeline of nominated City Deals – 

backed by real funding that ties federal, state and 

local governments to agreed performance outcomes

Using infrastructure investment to unlock 

housing is also urgent. The current imbalance between 

supply and demand remains the principal cause of our 

affordability woes. Even during the peak of the recent 

housing construction boom, we were barely building a 

sufficient number of homes to meet demand.

Across the range of capital cities in Australia, it 

already takes a homebuyer between seven and 11 years 

to save the deposit needed to buy and home, and well 

over 30 percent of their income to service it. Prices 

have begun to rise again, at least in the established 

housing market, yet approvals and construction 

pipelines are thinning – meaning we risk freezing a 

generation of young Australians out of the housing 

market.

It’s not just volume either. IA’s report – alongside 

others – paints a compelling case for not only lifting 

the overall volume of housing stock, but expanding 

its diversity. Creating new options such as Build-to-

Rent, mixed tenure affordable housing and expanded 

choice for seniors makes sense.

None of this is beyond us. Australia has the land, 

redevelopment opportunities, expertise, capital and 

capacity to create one of the world’s most efficient 

and equitable housing markets.

Likewise, political goodwill has the capacity to 

tie together the disparate elements of population, 

cities, infrastructure and housing policy. There’s no 

time to waste.

Connie Kirk is CEO of the Urban Development 

Institute of Australia (UDIA), www.udia.com.au 

Our cities are incubators and drivers of the nation’s productivity - but how do we foster growth? 

The Australian Business Executive - www.TheABE.com.au 36



Frances Mirabelli 

A
lmost half of all Australians experience a mental 

health disorder in their lifetime. Mental health 

issues have a significant, real and lasting effect 

on us as individuals, our family and friends, colleagues 

and communities. The impact of mental health on 

the economy is also staggering, with the National 

Mental Health Commission reporting that eight million 

working days are lost in Australia each year due to 

mental illness.

Efforts to promote awareness and reduce 

stigma alone are insufficient in reducing the burden of 

mental health on society and we have a long way to go 

before we see this burden reduced. The Productivity 

Commission has called for ‘a generational shift’ in the 

way we approach mental health care, including the 

recommendation that “psychological health and safety 

should be given the same importance as physical 

health and safety in workplace health and safety laws.” 

The Commission’s current inquiry into mental health 

has the potential to lead to the most significant mental 

health reform agenda our country has ever seen. 

The economic burden of mental illness 

For the first time, the Government has committed 

to rate mental health equally alongside physical health, a 

commitment that is long overdue. Australian businesses 

can no longer afford to contribute to mental ill-health. 

In 2015-16, mental illness cost the Australian workplace 

$12.8 billion, an average of $3,200 per employee with 

a mental illness, and up to $5,600 for employees with 

a severe mental health condition. Improving workplace 

responses to managing psychosocial risk factors will 

produce significant downstream cost savings for 

employers, organisations, the government and in turn 

the economy. Strengthening the psychological health 

of employees will deliver significant labour market 

productivity benefits due to improved employment 

outcomes and increased productivity. Considering the 

direct and indirect cost to the Australian economy of 

mental illness is in excess of 3.5 percent of GDP, the 

Australian Government needs to follow through with 

their commitment to uplift mental health to be on 

par with physical health by strengthening workplace 

responses. 

Creating a mentally 
healthy Australia  
through a mentally 
healthy workforce
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Building and supporting healthy workplaces 

We have been urging the Australian Government 

to put programs and supports in place to help 

employers foster mentally healthy workplaces, through 

effective approaches to identifying and managing 

psychosocial risks in the workplace. Psychologists 

are engaged as experts within work health and safety 

regulatory agencies, as consultants to regulatory 

agencies, and within strategic human resources and 

health and safety functions. 

Businesses need incentives and support to 

not only develop effective workplace policies and 

procedures that promote healthy workplaces, but to 

implement strategies to manage the psychological 

health of their employees. There are a number of factors 

to create an organisational culture that supports a 

healthy workplace. Accepting that stress and mental 

ill-health are both an individual and organisational 

problem is the starting point. Mental health strategies 

must be seen as core business, rather than add-ons to 

physical health and safety strategies. 

Not surprisingly, evidence shows that people 

who are employed generally have better mental health 

than those without a job. However, the extent to which 

employers have influence and control over the impact 

of the working environment and organisational culture 

on their employees is not sufficiently recognised. As a 

result, their role in preventing mental health problems 

is often underdeveloped and they require more 

incentives and support to uplift the importance of 

their employees’ mental health and wellbeing. 

The most effective way to reduce mental 

ill-health in the workplace is to examine how the 

organisations practices contribute to the mental 

health and wellbeing of their employees. This includes 

identifying organisational practices that may cause 

harm, such as job strain (which occurs when there is 

a combination of high work demands and intensity 

with low autonomy), inadequate supervisor support, 

job insecurity, non-standard or long working hours, 

and workplace bullying. Currently businesses tend 

to focus on programs designed to change individual 

employee behaviour and reduce stress responses 

through training, information and counselling, such 

as by offering an Employee Assistance Program. The 

over-emphasis on stress education and resilience 

building interventions may reflect the common, 

flawed belief that mental health is an individual issue, 

and if employees are stressed, they need assistance to 

cope. While these strategies are important responses 

to make available for employees, they are not enough 

to improve the mental health and wellbeing in the 

workplace.

The role of organisational psychology

Australian businesses are increasingly 

recognising the value of evidence-based approaches 

to workforce management and people strategy, under-

pinned by the discipline of psychology. Psychologists, 

particularly those trained in organisational 

psychology, base their practice on science, drawing 

on psychological research and tested strategies to 

influence how people act, think and feel at work. 

The strategies used by organisational psychologists 

produce measurable, replicable outcomes with a 

strong return on investment.

Psychology has also contributed to the design 

and implementation of many human resources 

practices, such as employee assessment, management, 

development and engagement. Leadership and 

executive team development leverages social 

psychology practices of strengths-based, to inform 

both the content and process of learning and growth. 

Staff engagement considers and assesses which key 

organisational and leadership practices drive increased 

satisfaction, motivation, retention and loyalty. 

Organisational psychologists are extensively 

trained and have expertise in areas such as employee 

wellbeing, organisational culture, leadership, job 

and organisation design, and human factors, all of 

which are relevant to managing risks to the mental 

health of employees. They provide advice about 

understanding and implementing evidence-based 

strategies, such as organisational diagnostics, 

identifying risks to employee wellbeing, determining 

root causes, assessing potential solutions that will 

be fit-for-purpose for the organisation’s context, and 

implementing and evaluating solutions. 

In Australia, employers are required to provide 

and maintain a working environment that is safe and 

without risk to the mental health of their employees, 

however we believe much more can be done to 

ensure Australian businesses are providing a healthy 

workplace for their employees. Psychological health 

and wellbeing needs to be elevated and supported 

across the community and regulatory requirements 

will incentivise employers and substantially contribute 

to the cultural change required to reduce the burden 

of mental health to the Australian businesses, 

governments and our community. 

Frances Mirabelli GAICD is the CEO 

of Australian Psychological Society (APS),  

www.psychology.org.au 
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Dr. Ross McLennan

R
esearch and Development is big business. Global 

spending on R&D has reached a record high 

of almost US$ 1.7 trillion. As part of the United 

Nations’ Sustainable Development Goals, countries 

have pledged to substantially increase public and 

private R&D spending as well as the number of 

researchers by 2030. As an example, Australia spends 

in the region of A$34Bn per year (13th largest by 

country) on R&D, equivalent to 2.2% of GDP (ranked 

15th globally) – half of which is conducted in private 

industry, the other half in universities and other 

research institutions.

This doesn’t happen by chance. Over the past 

few decades, a profession has emerged and now 

established itself that incorporates all those individuals 

who provide strategic, management, technical, 

administrative, or clerical assistance to support the 

research endeavour. These research management 

professionals are employed in specialist teams in 

public and private organisations.

Global collaboration

The problems facing the world today are complex 

global challenges that cannot be solved by researchers 
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working in one organization or even one country alone. 

Fortunately, the rapid internationalisation of society is 

producing increasing numbers of globally minded and 

mobile researchers who are working to solve these 

problems through collaboration on a world-wide scale. 

However, the rapid internationalisation of the research 

environment does not come without problems of its 

own.

Research management professionals are at 

the forefront of adapting to many of the challenges 

associated with the globalization of research and 

academia, for example:

•  Developing proposals for global research 

collaborations; 

•  Understanding the rules and regulations of 

international funding agencies; 

•  Managing global teams, research contracts, and 

agreements; 

•  Managing international budgets and finances; and 

•  Inter-/intra-regional partnerships for global 

challenges. 

Partnerships and innovation

Researchers are not only expected to generate 

scientific achievements but also bring the benefits of 

their work into the ‘real world’. Research management 

professionals are thus required to promote 

collaborations between universities and industry or 

other non-academic sectors to facilitate connections 

between the people and skills needed to develop the 

research and implement or commercialize the results. 

The nature of such trans-sectoral research may 

also invite (or necessitate) funding from unconventional 

sources, such as donations or crowdfunding. In such 

cases, research managers must also assist researchers 

in engaging with stakeholders and the public to 

ensure that the benefits of the research are widely 

understood.

Research evaluation and impact

The acquisition of university and research 

budgets is becoming ever more dependent on 

performance evaluations, from those of individual 

research projects to assessments of entire universities. 

In some parts of the world, universities are striving 

to be placed among the top-ranked institutions 

globally, using metrics to identify their strengths and 

weaknesses. In others, the spotlight is on the benefits 

of research outside academia, and maximizing and 

communicating research impact has become a top 

priority.

Continuing professionalisation of research

A successful career in research requires 

continuous education and professional development. 

Exposure to new ideas and cultural environments, 

established scientists, or enthusiastic early-career 

researchers from other sectors and research fields 

stimulates both researchers and research managers 

to assess their current skills and expertise, broaden 

their horizons, and develop new goals for their future 

career progression. Mapping out these needs and 

developing the tools and resources that will prepare 

our researchers to successfully take on these new 

opportunities falls to Research Managers.

Enabling global research excellence

The Australasian Research Management Society 

(ARMS) is the Australasian association of research 

management professionals.

Since its founding in 1999, the ARMS network 

has grown to serve over 30000 members from 

universities, independent research institutions, 

government and health and research organisations 

primarily from across the Australasian region including 

Australia, New Zealand and Singapore.

ARMS aims to create an internationally 

connected community of research management 

professionals who operate at the highest standards to 

influence, support and enhance the global delivery of 

research excellence. 

Mission

ARMS is dedicated to the development of 

research management professionals; the promotion 

of the profession of research management; and the 

advancement of the research enterprise. The Society 

fulfils its mission through: 

•  A strong, agile and resilient network of research 

management professionals at all levels and in a 

variety of settings through personal relationships 

and professional collaborations, presentations, 

formal and informal meetings and publications; 

•  Development and promotion of international best 

practice for research management in Australasia and 

Singapore that is responsive to the changing factors 

that influence the research environment; and 

•  Enhancement of the interface between researchers 

and research management professionals. 

The Society values and strives to deliver:

•  Equity and diversity in the profession of research 

management; 

•  A strong, vibrant profession; 
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•  High standards of research governance including the 

uncompromising protection of the integrity and the 

ethics of research; and 

•  The profession of research management as integral 

to the research enterprise.

Strategic priorities

Our seven-year Strategic Plan guides culture 

and provides direction to decision-making and actions 

towards 2025 to ensure the delivery of ARMS’ mission 

for its members. The following strategic priorities shape 

the programs ARMS delivers, the services it provides, 

and the management of its business and finances to 

grow a sustainable and successful Society.   

1. Excellence of the Individual 

The Society supports the development of 

excellent research management professionals. It 

provides a diverse and broadly accessible range of 

professional development opportunities, including 

a high-quality accreditation program, and other 

resources to enable members to continually enhance 

their skills and expertise. 

2. Promotion of the Profession 

ARMS works with all stakeholders and influencers 

to promote the research management profession.  

It facilitates the delivery of research management 

practices that support future research excellence.  

3.Creating Communities of Practice 

Through Chapters, Special Interest Groups and 

Networks, ARMS provides opportunities and resources 

to drive the development and sharing of best practice.  

This fosters dialogue, accessibility, learnings and 

synergies amongst its members and stakeholders. 

4. International Excellence 

ARMS is part of a global community of research 

management professionals that aim to develop best 

practice and attain excellence in research management. 

The Society also works with countries where research 

management is an emerging profession to support the 

awareness and practice of research management. 

5. Innovation in Research Management 

ARMS recognises the rapidly changing landscape 

of the research enterprise and facilitates innovation in 

research management to support research excellence.

Preparing for the future

A recent example of how ARMS embodies 

these priorities to help prepare its members for the 

future was its partnering with the US-based Society 

of Research Administrators (SRAI) to host a joint 

conference on the disruptive trends which are likely 

to affect the global research management profession. 

Senior leaders from organisations across Australasia 

and the US met in Hawaii (as a convenient mid-point 

in the Pacific between continental US and Australia) 

to understand these trends and ideas for adapting the 

workforce to future needs. 

Amongst many themes, the conference had 

a strong focus on disruptive innovation and the 

technological transformations of:

•    Blockchain

•    Genome sequencing

•    Robotics

•    Energy storage

•    Artificial intelligence

When combined experts predict these emerging 

capabilities to have three times the economic impact 

(in real terms) over the next decade as the combined 

platforms of the telephone, automobile and electricity 

in the early 1900s. 

To highlight just one of the changes impacting 

on the sector, a hotly debated topic was the impact of 

Blockchain on the dissemination of research findings. 

Whilst the concept of ‘open access’ to research data 

and publications has been discussed broadly; one 

interesting development was the introduction of the 

concept of how Blockchain might disrupt the role 

commercial publisher’s play in scholarly publishing. 

Simply put, Blockchain files’ fundamental benefit is 

that they carry their histories with them. The concept 

is that each research article would be encoded with 

its own origins, revisions, peer review, and details 

about data and methodology. The aim would be to 

make publishing affordable and fast, with researchers 

making their research publications openly available 

themselves with additional incentives for peer review.

With a continual focus on best practice and 

future trends, the global investment in research and 

development is clearly in safe hands. Through the 

activities of ARMS, and our sister societies around 

the world, a network of research management 

professionals are being trained, connected, and 

empowered to enable global research excellence.

Dr. Ross McLennan is the President of the 

Australasian Research Management Society (ARMS), 

www.researchmanagement.org.au 
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Senka Pupacic 

A
s with almost all developing technologies, 

Artificial Intelligence (AI) is quickly becoming 

a significant force being used by global 

search engines. AI will assist greatly in making search 

results more accurate for internet users. Therefore, 

understanding AI and its significant influence with 

search engine optimisation is now a necessity for all 

business owners wanting to lift their game by being 

visible to their future clients in 2020. 

First of all - what is Artificial Intelligence? 

From Mary Shelley’s Frankenstein to the practical 

application of the self-driving cars of today, Artificial 

Intelligence has almost always captivated the human 

mind – both in literature and in real-world constructs. 

But what is AI, exactly? 

Essentially, AI allows machines to learn and 

develop from experience in much the same way 

humans do. Rather than performing just one or several 

tasks repetitively as per a specific program, AI allows 

for the experience to contribute towards a machine’s 

future decision-making processes. Relying heavily 

on natural language processing and deep learning, 

these technologies enable computers to be trained to 

perform many specific tasks by recognising recurring 

patterns in the vast amounts of data they process.

What makes AI so important? 

As the name suggests, AI adds an ‘intelligent’ 

aspect to currently existing products to almost 

everything from consumer products to internet search 

engines. From a search engine optimisation point of 

view, the relationship between artificial intelligence and 

SEO not only dovetails seamlessly but improves the 

experience for the end-user. However, AI is generally 

not developed and sold as an individual product 

but instead used to enhance existing products. For 

example, Siri was added to updated Apple products 

rather than being made available as a standalone 

service. 

The combination of similar technologies such as 

conversational platforms, smart machines, automation, 

and bots, along with vast amounts of data can be used 

to improve a variety of applications – both domestic 

and professional – ranging from intelligent security 

systems to investment analysis products. 

How will AI help improve SEO? 

Search engines sift through numerous data points 

to provide the most useful and relevant web pages for 

their user – and Artificial Intelligence thrives on data. 

The more data it acquires, the more comprehensive 

its algorithms become, and therefore the more it 

learns and can predict. Just as an algorithm can learn 

to play chess, it can also determine which products 

or services a specific web user may be interested in. 

These algorithms adapt to each new piece of data 

they receive, ensuring they are always learning and 

applying new information to future decisions.

When it comes to Artificial Intelligence, SEO 
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becomes significantly more adaptive and reactive to 

web user’s queries, learning more about each user 

and applying their interests to search results. This 

incredible level of accuracy is achieved through deep 

neural networks of information available from various 

interactions with multiple applications. For example, 

many people now use Google as their primary source 

of information and organisation. The more people use 

Google’s products such as the Google Home smart 

speaker, G-Suite, and of course, the global search 

engine where it all started, the more accurate the 

algorithm becomes.  

Due to this level of accuracy, AI is very likely to 

determine the entire future of SEO and associated 

practices in a variety of ways. Through my detailed 

work, discovery and working closely with Google 

Analytics, I have been watching how social signals 

were strong earlier in the year and now seem to be 

weakening. The way topics are weaved and expanded 

upon within niche markets is becoming more critical 

than ever before.

How videos and images will affect Artificial 

Intelligence and SEO 

For many years, search engines based their 

results entirely on text-based searches only. Although 

audio, video and images have almost always been 

essential in the online world, search engines were 

unable to process this media in their search algorithms 

until fairly recently. However, as technology is now 

advancing at such an incredible rate, the relationship 

between AI and SEO will see such media becoming 

more relevant and usable in web searches. 

Rather than only processing the manually 

inputted SEO data such as meta tags, text descriptions, 

and subtitles to find specific keywords, search engines 

will soon become smart enough to process the 

audiovisual signals often found in non-textual media, 

and rank the results accordingly. 

The ability of AI to discern the content within 

audio, image and video files will ultimately lead to a 

new type of video creator, specialising in the creation 

of search engine optimised video content – in much 

the same way traditionally text-based SEO techniques 

had on writers.

What will the role of AI in SEO be in  

2020 and beyond? 

Naturally, search engines play the most crucial 

role in SEO. As search engines become smarter, so too 

has their level of influence increased. Because of this, 

SEO professionals have had to adapt and refine their 

methods continually. By 2020, it is estimated that at 

least half of all Google searches will be voice queries. 

The search engine giant is addressing this rise in voice 

search by updating their Google Assistant to increase 

its understanding of the natural conversation.

Not only is Google improving their voice search 

capabilities, but all other aspects of online search and 

results displaying. Context of searches and results are 

becoming more pre-emptive, making for a smooth 

search process for web users.

As Google and other search engines increase 

their capabilities, so too must business seeking to 

increase their online presence. As developments grow 

in artificial intelligence, SEO methods must adapt, also.  

Artificial Intelligence and SEO working side by side 

Thankfully, AI can also help with search engine 

optimisation. Although discovering precisely what 

words and phrases you need to optimise are vast 

pieces of the SEO puzzle, Artificial Intelligence tools 

can help with that, as one of AI’s greatest assets is 

finding patterns in huge sets of data – including search 

volume data.

Using AI tools can not only help you to create 

new content but also optimise existing content to 

improve your search rankings.

These days, local search is essential – especially 

for local businesses with a physical location. Ensuring 

your business is accurately displayed in local search 

results can be tricky. Still, with the help of artificial 

intelligence, this information-based issue can often be 

dealt with quickly and easily.

Topic clusters and pillar page creation is also a 

highly effective SEO method, as it helps the business 

to own entire areas of the subject matter by producing 

content based around several search terms. Although 

this task can be time-consuming, AI is enabling the 

process to become streamlined, thus increasing 

productivity.  

How AI and SEO can increase your business 

In the digitally-focused world, we now live in, 

having your business website ranked highly in Google 

search results is one of the most powerful things your 

organisation could do. As the number of potential 

customers turning to Google to find products and 

services they require is ever-increasing, having little 

or no web presence is now tantamount to throwing 

money away. By ensuring your website keeps up with 

the rigorous demands of search engines and web 

users, you can enjoy increased profits and peace of 

mind, as your new future clients keep finding you.

Senka Pupacic is the founder of Top 10 SEO, 

www.top10insydney.com.au 
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Andrew Cornwell 

O
n 20 November 2019, the Federal Attorney 

General, the Hon Christian Porter MP, addressed 

the National Press Club. His speech canvassed 

a wide range of issues, however, the one that rang a 

chord with me, was his thoughts about a proposed 

Commonwealth Integrity Commission.

Few people would argue with the value of 

a body that provides oversight over government 

and those who interface with it. Many states have 

their own so-called integrity bodies such as the 

Independent Commission Against Corruption of  NSW 

(NSW ICAC). However, as Christian Porter states, 

many of these bodies “have fallen well short of long 

accepted standards of justice and fairness”. There is 

no presumption of innocence. The mere footage of an 

individual walking into a public hearing carries with it a 

stigma that can never be erased.

Some of these bodies hold public hearings as 

part of their inquiry process. These are an opportunity 

for counsel assisting to make allegations with statutory 

protection from defamation. These allegations 

regularly ruin the reputations of anyone unfortunate 

enough to be called to give evidence, even if they are 

not a person of interest. With this, the rights of the 

individual are irrecoverably removed.  

The NSW ICAC currently has statutory protection 

to make findings in relation to criminality.  These 

findings should be made to the criminal standard 

of “beyond reasonable doubt” rather than the civil 

standard of “balance of probabilities”. Anything less 

is just a licence to defame. Allegations are made that 

never withstand the scrutiny of the justice system. 

This is the reason they have a reputation as “toothless 

tigers”.

Allegations are published as truth. Evocative 

language by counsel assisting dominates news cycles. 

It is an intoxicating mix and creates a temptation for 

counsel to push the boundaries rather than be more 

measured in their approach.

As a former NSW ICAC Commissioner said in 

relation to inquisitorial bodies, that it “is fantastic, you 

are not confined by the rules of evidence, you have a 

free kick, you can go anywhere you want to go and it’s 

The implications of 
NSW ICAC on my 
political career

The Australian Business Executive - www.TheABE.com.au 44



a lot of fun”. 

When the Inspector of the NSW ICAC Mr Bruce 

McClintock SC was recently asked what impact the 

appointment of a zealot to run the ICAC would have, 

he responded “If you appoint people like that you will 

have problems”.

When referring to the improvements he has seen 

in the NSW ICAC in recent years Mr McClintock said 

that “I think the choice of counsel assisting is being 

done differently and better, which I think has cured, 

resolved or removed a whole series of problems that 

were there”.

Christian Porter points out that the legislative 

framework needs to be crafted with great care. He 

identifies that we need to learn from the failures of 

many of the state based ICAC’s where “reputations 

have been unfairly damaged”.

Sadly, there have been some recent glaring 

examples that justify these concerns.

The outrageous pursuit of Margaret Cunneen in 

2014 by the NSW ICAC backfired spectacularly when 

the High Court ruled that the case did not even sit 

within their jurisdiction.

ICAC’s response was to issue a press release 

(long since removed from their website) that 

effectively claimed the High Court “got it wrong”. It 

was like a dentist claiming they should still be allowed 

to conduct brain surgery. Organisational arrogance 

somehow allowed them to justify in their own minds 

conduct that was outside their powers.

In my case, I had always placed great faith in 

both the NSW ICAC and the individuals associated 

with it.  Unfortunately, my trust was betrayed.

In 2014, the ICAC held a public inquiry into 

political donations during the 2011 NSW state election. 

I was a newly elected MP at that election. Along with 

many other state MPs at the time, I was asked to give 

evidence in private about my campaign.

As an MP, and as a father, I was determined 

to be utterly truthful and transparent.  I gathered 

all relevant documents together and provided a 

statement to Counsel Assisting that outlined matters 

in my campaign that may be relevant to the inquiry.

What happened next is on the public record.

I was invited to attend counsel assisting’s 

chambers. Counsel assisting served two bottles of 

wine to the people present including ICAC staff. 

Counsel assisting told me he would stake his reputation 

on protecting my reputation. I was given a written 

undertaking that this information would not be used 

against me.  

Unbelievably it was.  

Ultimately, despite all of the wild allegations, I 

was cleared. However, this took four long years. 

The model being proposed by the federal 

government is one where the new organisation will 

be tasked with building a brief of evidence to send 

to the Commonwealth Director of Public Prosecutions 

rather than making value judgements on individual’s 

conduct.

I believe this will result in improved oversight 

of government without trampling over the rights of 

individuals as we have seen in NSW.

It is just over 800 years since the Magna Carta 

was signed by King John of England establishing 

inalienable rights to citizens that still exist today.  

These rights have been grimly defended over the 

subsequent centuries and should not be abandoned 

to pander political opportunism.

I look forward to the federal parliament following 

the counsel of the Attorney General and creating an 

organisation befitting our democracy.

Andrew Cornwell is a former NSW MP for the 

seat of Charlestown. His opinions are his own  
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Noel Hadjimichael 

I
n the late 1930s the business model was primarily 

vested in a national market - you operated in a town, 

region, city or at most national landscape. The titans 

of industry were men (just about always men) who 

sat at the top of social orders that were national in 

nature and shaped by national narratives. You were an 

American Company (even if you felt you were Texan 

or MidWest or cosmopolitan Manhattan), an Australian 

outfit (either a subsidiary of a British firm or a local 

home grown product behind protectionist trade 

barriers) or maybe a Canadian concern driven by the 

exploitation of huge natural resources, growing labour 

availability and progressive confidence in a Dominion 

that was asserting its unique story. Transnational or 

global was the rare exception like Coca Cola, Ford or 

BP... and the cultural mindset was still nationalistic.

Survivors from the Edwardian era of mechanical 

and technological innovation, from the trenches of 

Polygon Wood, Vimy Ridge or Gallipoli, and the global 

depression that gave free trade, international markets 

and free flow of capital a bad name. You were not 

capitalists or managers of capital of anywhere - you 

were citizens, community leaders and stewards of 

precious capital from somewhere. Customers, investors 

or critics shared your shared citizenship. 

Take us 90 years or just three generations to 

now, and we are in a business environment where 

the product is designed in Seattle, manufactured in 

Shenzhen, shipped to Sydney, used by a backpacker 

from Sherbrooke with profits eventually distributed to 

pension funds in Stuttgart, Sheffield and Seoul. Global 

markets have risen because of technology, access, and 

trade since the end of the Cold War.

Nationalism is dead... so we thought. Everyone 

was a student of the “end of history” and reveled in 

the consumption of the same products, listening to 

the same music, driven by the same social media and 

embracing the “one world” viewpoint of unimportant 

borders, broad live and let live attitudes followed by 

a blurring of differences in political systems and their 

redundant values.

But then reality struck: we had invasions of 

territory by Russia, cyber trolling of opinions across 

national boundaries, the buying of influence in political 

parties across Western democracies by “new money” 

friends of authoritarian regimes, bullying of universities 

that offered platforms to critics of the authorities 

in Beijing, St Petersburg, Havana, Pyongyang or 

Ramallah. All in a decade post the global financial 

crisis when North American, Australian or European 

corporations were struggling to return to acceptable 

returns on investment, productivity or capital. Boom 

time followed by the downturn.

Faced with global debates on gender, climate, 
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diversity, inclusion and redress for past historic 

injustices, it was easy to think that your market 

adversaries were just other global corporations, 

opinion leaders and a media circus of 24 hours 

coverage. Corporate Social Responsibility is a well 

established feature of a mature and risk managing 

enterprise (private, public or charitable). Corporate 

National Responsibility (giving due regard to the 

demands and peculiar requirements of the sovereign 

state giving you your “license to operate”) is something 

that fails to excite or trigger the Western executive or 

decision maker.

But an old problem has returned with a vengeance 

from the Cold War era: efforts by nations that have 

differing concepts of what capitalism, markets and 

freedom are to coerce, constrain, condition western 

liberal democratic society businesses to their agenda 

- illiberal, anti-competitive, neglectful of human rights 

and fundamentally corrosive to the national interests 

of liberal democracies.

It is played out in what is alternatively called the 

“grey zone” conflict and is in the news almost daily. 

We never fail to notice the allegations of impropriety 

with decision makers or the questioning of our social 

cohesion. Yet the main focus to-date of “hybrid 

warfare” — which uses non-military means to achieve 

warlike ends — has predominantly been on tactical 

methods such as cyber attacks, fake news campaigns 

and espionage. But understanding hybrid warfare’s 

strategic context equips political and business leaders 

better to address it. 

In simple terms, hybrid warfare uses capabilities 

not normally associated with war to coerce or subvert. 

Such techniques are intended to delay recognition 

that an attack is under way, provoke paralysis in 

decision making through confusion and discourage 

the victim from responding forcefully due to the 

absence of “legitimate” military targets. China, Russia 

(and to lesser degrees Iran and North Korea) are 

taking on capitalist democracies and hoping to re-

make the international political, economic and trade 

systems through a coordinated hybrid effort that is 

taking place largely outside the traditional military or 

diplomatic realms. 

BRICS, the emerged Chinese development 

banking sector, the Belt and Road strategies and 

vast capital flows by the global wealthy from closed 

societies into Mayfair, Melbourne, and Manhatten all 

shape our acceptance that little can be done by tired, 

tense and politically divided free societies. 

The goals of these hybrid efforts appear to 

harm economic strength; undermine the legitimacy of 

key institutions such as governance bodies, academia, 

diplomatic entities and the media; sow social cohesion 

discord; and weaken the bonds between the nations 

and international organisations such as NATO. The 

erosion of economic resilience and the weakening 

of cultural values are probably the more pressing 

threats and likely the hardest to reverse once they are 

accomplished. 

Cyber attacks on private companies, state 

managed infrastructure and core government entities 

are a chilling example of grey zone warfare: something 

that sits below the threshold of naked violence or 

breaches of international law. 

With entities as diverse as the National Cyber 

Security Centre in London, the RCMP in Canada, the 

FBI in the US and Department of Defence in Australia all 

giving recent alarms over the threat profile facing civil 

society (in particular business and political decision 

makers) from State and State-sponsored  interference, 

the time to plan a modern style of deterrence is long 

overdue.

Policy voices like the RAND Corporation, the 

Royal Unites Services Institute, the Australian Strategic 

Policy Institute and Canada’s Mackenzie Institute have 

all pointed towards the growing risk profile posed by 

hybrid warfare and the corresponding requirement to 

bolster national responses.

Business is not in the business of defending a 

nation. But is it is a vital stakeholder in upholding the 

civic values underpinning its own legal, economic and 

cultural validation. 

Defence, security, intelligence and critical 

infrastructure leaders operate in an environment 

where they depend upon the reliability and resilience 

of private sector entities, their staff, managers and 

ultimately shareholders. Just as pension funds and 

mutual investors are long term players in capital 

markets, business is a long-term stakeholder in the 

preservation of Western pluralist free societies. 

Any security threat is a market challenge just 

as significant as the climate emergency, mass people 

movement, unfair trade practices or corruption. 

Shareholder value, brand or reputation 

management all contribute to today’s CEO headaches 

- but rising competition between great and emerging 

powers also raises the question: “have we met 

our corporate sovereign nation responsibilities?”. 

Consumers and shareholders via the media have plenty 

of opportunity to pass judgement on corporations that 

fail the test of public opinion.

Business leaders excel and profit from the 

freedoms derived from free societies under the rule of 

law. Defending these societies is no longer a luxury in 

a world only a few mouse clicks or fake news stories 

away from harm.

Noel Hadjimichael is a London based public 

policy consultant in the security, defence and civil 

society space with relevant experience working in 

politics, the civil service, industry and the charitable 

sectors 
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Kyle Kutasi

F
rom city slickers to countrymen there is one 

commonality that unites us all in this land girt 

by sea. No, it’s not the Baggy Green. It’s this 

country’s ridiculous laws.  

The term ‘nanny state’ gets thrown around a lot 

in relation to modern Australian life. Our ‘nanny’ implies 

being cared for, nurtured, rocked back and forth and 

softly sung to while mummy has her third chardonnay 

with the girls on the patio. It wouldn’t be a stretch to 

say that many small businesses across the country feel 

far from any of those things. 

With Sydney’s notorious lock out laws set to be 

withdrawn (mostly) in January (2020) following the 

sudden and shocking realisation by the NSW Premier 

that they were negatively impacting the night-time 

economy, it felt more than appropriate to take a look 

at some other laws helping businesses across the land 

thrive(!) to their fullest and most prosperous potential. 

Consider for a moment, the good ol’ Aussie 

sausage sizzle. Save for Russell Crowe and Rolf Harris, 

what could be more Australian than a public sausage 

sizzle? Some would say the bread, onions, and sauce 

combination elevate the barbequed sausage to a 

national dish frontrunner. As a new business owner, it 

is also a stellar way to draw immediate attention to 

your business, raise some quick money, and get your 

name out there. 

But selling food in Victoria is a particularly risky 

business. Setting up a sausage sizzle stall requires 

a Food Act registration application to be made to 

your local council. If the application is approved, then 

a Statement of Trade will need to be lodged to the 

council that you’ll be trading within. Once these two 

processes are completed and are done to the standard 

detailed in the Act then - and only then - may you, the 

humble temporary food provider, sizzle your sausages. 

There are copious fact sheets and online 

resources to guide business owners smoothly through 

the process. 

There’s a lot of controversy on the correct way 

to build a sausage snag; with onions, without onions, 

with sauce, without sauce. But if you’re unfortunate 

enough to like eggs, or bacon with your sausage sizzle 

there’s a price you’ll have to pay. The above regulatory 
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process only applies to traditional sausage sizzles 

which are deemed a ‘class 4 food’. The traditional 

sausage is officially defined as a combination of the 

sausage, bread, sauce and onions. Eggs, bacon and 

vegetarian patties however are a ‘class 3 food’ which 

have stricter regulations on their sale and a more 

extensive application process!

The sausage sizzle is just one example of the 

many, many, strange laws and regulations that plague 

this spacious land. Opening a business has never been 

harder and accidentally committing a minor offence 

has never been easier. A brave new world indeed. 

Of course, you’re probably wondering, why is 

this so? Why do Victorians have such onerous laws 

about cooking sausages? 

The truth is, we live under many thousands 

of ridiculous laws. Most of them have become so 

commonplace that like the story of the boiled frog, 

we’re unaware we’re being cooked ourselves. 

Modern Western democratic governance is 

extremely risk averse. Governments get punished in 

the short term when someone gets sick from a dodgy 

sausage sizzle, but the costs of such regulation are 

spread over time and millions of people. Eventually, 

one day folks look back at the silly laws and repeal 

them, but not before everyone has suffered without 

even realising it. 

For example, NSW required travel agents to be 

licensed between 1986 and 2014. Western Australia 

required barbers to be licensed until 2009. Presumably 

both sets of legislation were the product of someone 

getting a poor consumer experience and some media 

moral panic. 

It all leads back at the end of the day to what the 

role of government is. Sadly, most Australians today 

believe it’s the government’s job to protect them from 

any risk. 

I can’t possibly understand why anyone would 

want a bunch of folks who can’t even build a canoe 

to decide what is best for them. Anyone who’s ever 

run a business knows that governments just put up 

roadblocks to success. Certainly, they mostly mean 

well. But the road to ruin has always been paved by 

good intentions. 

The key therefore, is to get back to that rugged 

individualism that Australians have always been 

famous for. We rely on those we trust. Governments 

should exist to provide us with police, courts and the 

armed forces. Let’s keep it limited to that please.  

Kyle Kutasi is a solicitor with Solve Legal,  

www.solveonline.com.au 
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We can help you fi nd your family stories

for your grandchildren … and for theirs

Membership of the Genealogical Society of Victoria provides:

 • Expert assistance with family history research methods and sofi ware

 • Access to online and unpublised resources

 • One-on-one consultations

 • Talks, seminars, courses and workshops

 • Assistance interpreting DNA test results

 • Writing and publishing techniques

Paid research available for members and non-members

The Genalogical Society of Victoria Inc.

Level 6, 85 Queens Street

Melbourne VIC 3000

Phone: 03 9662 4455

Web: www.gsv.org.au

Email: gsv@gsv.org.au

Facebook: www.facebook.com/gsv.org.au

Blog:www.blog.gsv.org.au

YOUR FAMILY MATTERS
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“Friends to travel with....”

www.oshannessys.com.au

email: enquiries@oshannessys.com.au

1800 354 352

   Chauffeured pickup and return   
       to your home

 Luxury Coach Travel

    Family Company with 30 years            
       experience

    Over 100 tours to choose from

    Repeat traveller and Group       
       Discounts

    Hostess escorted Coach Tours

    Patrons not expected to handle    
       luggage

 We travel Australia Wide and   
       Internationally
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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.

We offer ethical advice, assistance and transparency in:

To receive your free information pack visit:

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 

Fly higher

with ROMULUS Business Services




