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Digital Investment Group

Blue Sky strategies

A
n Australian Public Company with over 300 

shareholders, Digital Investment Group (DIG) 

was formed in 2016 with a clear focus to grow 

a portfolio of quality platforms that are either purely 

disruptive or complimentary to existing platforms.

Steve Prideaux is the founder and CEO of DIG, 

an investor, inventor, and incubator of technology. 

DIG focuses on three areas of speciality: digital 

development, financial services, and incubation and 

innovation, and strives to provide cutting edge and 

disruptive solutions to an ever-changing marketplace. 

Mr Prideaux has over 30 years of management 

experience, starting his career in local government 

finance, before going on to establish his own chain of 

retail home entertainment stores. In the space of a few 

years he grew the chain to be one of the industry’s 

most prestigious and profitable brands, winning 

numerous national retail awards for excellence. Mr 

Prideaux spoke to The Australian Business Executive 

recently about his own entrepreneurial and business 

background, a current takeover bid from an ASX-listed 

company, and the Blue Sky strategies that differentiate 

the group from its competitors.
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Digital Investment Group

Entrepreneurial journey

“I really started my life in accounting and finance 

in local government,” Mr Prideaux says. “I pretty 

quickly figured out that the public service, whilst it was 

comfortable, wasn’t really the place for me. It took me 

on a journey into private enterprise, and very quickly 

I got involved in the early days of the video industry.”

Mr Prideaux admits that the business at the time 

was an incredibly lucrative and exciting one, with some 

extremely profitable video stores running in the early 

days of the industry. This gave him the opportunity to 

become very entrepreneurial, to develop strategies for 

improving profitability and increasing investment to 

create new stores.

“[That] took me on a journey to ultimately 

having my own franchise chain of about 30 stores, 

which I ultimately sold to Blockbuster, and had a 

few wonderful years of my life on their international 

executive team, travelling the world and running 400 

stores in Australia, plus several stores through Asia.”

This gave Mr Prideaux a solid grounding for early 

stage entrepreneurship, which then developed into 

working within the confines and structure of a NYSE 

listed company, where he learned to contend with the 

rigour of corporate governance and writing decision 

logics.

“I guess that really catapulted me into corporate 

life, but with a strong entrepreneurial bent. Through 

that time I’ve nurtured lots of start-ups and invested 

in plenty, so I’m really a passionate brand-builder. I 

love building and creating companies and hopefully 

sustainable legacies for the people who are involved 

in those.”

There are couple of golden rules Mr Prideaux has 

learned over the years, which have helped him reach 

the level he is at and to maintain his own success. One 

of these is the idea that ultimately people want to do 

business with people they like.

“Be a likeable person. I learned that at an early 

stage when I was setting up my franchise chain. We 

were industry-focused, passionate about branding 

and marketing, and yet we found that we were getting 

spoiled by the film studios. We were being nurtured by 

the marketing directors, because they were passionate 

about the business and our vision.”

The second key thing he has learned is the 

importance of taking care of human resources. Mr 

Prideaux has maintained close relationships with 

many of the people he has worked with over the years, 

mostly by taking an interest in their careers, which has 

enabled him to help people find what they are truly 

interested in doing.

“That often means leaving your organisation and 

pursuing your career somewhere else,” he says, “but 

that’s okay. Not everybody stays forever. What’s really 

important is that they contribute to your business 

when they’re there, and they think about the business 

warmly when they leave.”

Digital Investment Group

“Essentially, we’re an IT company that has grown 

into becoming a broad owner of a number of IT assets, 

and during that time we’ve streamlined that operation 

into three clear visions [digital development, financial 

services, incubation and innovation].”

Formed in 2016 as a public company, DIG has a 

broad and diverse range of subsidiary companies, and 

a clear focus on growing a portfolio of quality platforms 

that in most cases are either purely disruptive or 

complimentary to existing platforms.    

“Our bread and butter is technical capability. We 

build things. We build apps, we build software, we build 

APIs, we build platforms and those sorts of things. Part 

of that journey led us into the financial automotive 

services, where we have another division.” 

In the financial space, the firm offers bespoke 

software platforms, white-labelled salary packaging, 

vehicle wholesale trade exchanges, and a very 

interesting disruptive platform in the online virtual 

mortgage brokering space.

“When you’re in the IT space, you tend to attract 

a lot of interesting conversations from start-ups and 

people with great ideas. Through that we’ve grown 

this division, which is our incubator accelerator. We get 

involved in early stage start-ups and help guide them, 

and they either become clients or they become partners 

in our business as we go through that process.”

DIG is in the process of taking the company 

public, after starting its life as primarily an IT company 

with a hotchpotch of investments. The idea was then 

to tidy the structure up to give maximum value to 

shareholders.

“We ended up being taken over by a public 

company about four years ago, which was the birth of 

Digital Investment Group, and our intention through 

that was to build up the platform, the business and the 

profitability, to take it public and list it under its own 

right.”

During that journey, the firm developed a 

strategic relationship with a corporate advisory team, 

which introduced them to some other businesses, one 

of which is a currently listed business that has recently 

submitted a takeover bid.
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Digital Investment Group

“We have an existing ASX-listed company making 

a bid to acquire all of our business, but it’s really like 

a reverse takeover. We’re the larger party, so we will 

end up being in control of the entity, but it’s delivering 

a really tangible outcome for our shareholders to 

materialise investment from an off-market situation 

into an on-market, tradeable position.”

The company is involved with strong investors 

and backers that will help DIG sustain growth in the 

future, but also further investment into some of the 

projects, including an exciting early-stage incubation. 

Mr Prideaux has been asked to continue in his role as 

group CEO post-takeover.

“That all will come to fruition over the coming 

months. Obviously, as it’s an interesting time in the 

market at the moment, we’ll choose our time very 

carefully as to when we elect to commence trading on 

the ASX. But it’s a very exciting time for us.”

Blue Sky strategy

The company has a wide-range of tangible 

products, but most importantly it has early stage 

access to Blue Sky strategies, in particular three or 

four early-stage concepts that the company believes 

are going to accelerate massively in the coming year.

“We’re not being bullish and putting out 

forecasts and those sorts of things about it, but 

quietly we’re really passionately excited about genuine 

disruption and genuine game-changers in established 

marketplaces.”

Once the company’s ASX listing is finalised, the 

expectation is that the outlook will include a period 

of pure growth. This will begin with the commercial 

launch of a couple of DIG’s biggest projects, such as 

the virtual broker platform and the trading exchange 

in the automotive space.

“They’re huge, they’re both pure disruption,” Mr 

Prideaux says. “This is a time when business is light on 

resources and light on staff, scaling down, and we can 

come to them with digital solutions to revolutionise 

the way that they work, operating from a very low cost 

base. We think we’ve got a lot of advantages for our 

investors in the next six months.”

Once the group is in a listed environment, there 

will be a huge opportunity to raise capital and to create 

a fund where DIG can really invest in incubation for 

projects it is fiercely passionate about, which has not 

been the easiest to achieve widely under the previous 

model.

“We see so many start-ups and so many good 

concepts, that come to us and you just can’t find 

funding for them, and you know it’s a sound idea. 

Commercially, there is no reason why it won’t be a 

success, they just cannot find funding. We’re pretty 

risk averse in investment circles in Australia, hence 

why a lot of these guys end up overseas.”

At the time of talking with Mr Prideaux, the 

world is in the midst of the Covid-19 pandemic. With 

a large proportion of the global workforce currently 

working from home, the pandemic has been a game-

changer for businesses, which have very quickly found 

out whether or not they can operate remotely.
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“I think that’s going to dramatically change the 

landscape. We’re very interested in the emergence of 

AI and machine learning, and we’ve got some very 

talented young people who are leading that process for 

us. That’s part of the engine behind a couple of these 

new platforms that we’re building, which essentially 

can change the way businesses operate.”

For example, many car dealerships will be 

paying a finance officer $180k annually to write loans, 

when all they really need is access to a laptop so they 

can connect to an online digital broker. They will be 

taken through an application process for finance, with 

integrations back to its panel of lenders, and in many 

cases get instant approval.

This system can be used by dealerships that 

never had the luxury of affording finance managers – 

such as caravan dealers, boat dealers, and those in the 

residential space like kitchen builders – helping them 

revolutionise their offering. 

“Those businesses that are capable of adapting 

to change are going to be huge beneficiaries of the 

platforms that we’re delivering. I think the current state 

of the market, with businesses going into hibernation 

and reduction of resources, puts us in an incredibly 

strong position to capitalise on the momentum when 

that curve starts to turn.”

Many of the products the company sells are 

available from others across the market, but Mr 

Prideaux believes that DIG’s real difference comes in its 

core disruptive platforms. Most importantly it comes 

from its incubation platform, which it calls ‘Start Up 

in A Box’. This usually applies to people in the early 

stages of their journeys. 

“They might be an IT guru, and they know how to 

build an app, but they don’t know how to do a financial 

model or a marketing plan, apply for a trademark, set 

themselves up in a corporate structure and protect 

their assets. Or they might have a really good sense of 

business savvy to be able to do some of those things, 

but know nothing about IT.”

DIG utilises its internal resources within the 

group to assist these start-ups and work through that, 

going through an early stage evaluation process where 

the firm will either like the idea or not.

“If we like it, we’ll actually do things for free. We 

do it without receipt of tax, so we strike a deal where 

we take some early-stage equity in their business. Most 

of these guys don’t have access to cash; they’ve got a 

great idea, and if they had a bit cash they probably 

will have spent it already trying to further and develop 

their ideas.”

This is the group’s USP. DIG essentially wraps 

the start-up in a box and gets them ready to meet 

investors. There are lots of people out there trying 

to get as much financial gain out of start-ups as they 

possibly can, but DIG has no interest in dealing that 

way.

“We’re really passionate about helping them 

get ready, and genuinely partnering with them in the 

business. During that time it gives us the opportunity 

for a couple of things. One is to really understand the 

business and its capability, but the other thing is to 

really understand them as a budding entrepreneur.”

For investors this is an invaluable process, as 

the group is able to get in on the ground floor on a 

start-up, seeing the idea develop from its very earliest 

stages and being able to protect the investment at any 

stage by injecting more cash into it.

“If we find that magic formula that we like 

the people, and we believe in their ability to deliver 

their vision, and we like the platform, it gives us the 

opportunity then to put up the early-stage capital that 

the business needs to go to the next stage. I don’t know 

anyone else in that space that actually does that.”

“[The incubation platform] is a part of the 

business that really drives and motivates me,” Mr 

Prideaux says. “I get the most pleasure out of the 

emerging tech and helping people really see their 

dreams come to reality.”

In the uncertain environment created by the 

pandemic, Mr Prideaux admits that business is a 

little surreal right now. The group has closed the 

office and is implementing a work-at-home policy, an 

unprecedented step that never before seemed likely.

“Businesses right around Australia, right around 

the world, are experiencing this at the moment. We’re 

going through changing times and unchartered waters, 

and the level of support from the governments is 

unprecedented, in terms of the things that need doing 

to stimulate the economy and to enable businesses to 

continue to thrive.”

Conversely, Mr Prideaux feels a certain 

excitement around the present situation, with DIG 

being at the grassroots of a number of game-changing 

and innovative platforms that will help the group come 

out of this situation in the coming months.

“Now is the time to be bold; now is the time to 

be brave; now is the time to be innovative, and there 

is a lot of that lies within the IT sector. So I’m sure that 

we will continue to grow and continue to develop 

and be in a position to help many of those businesses 

rediscover new ways of doing things.”

With its diversified portfolio of IT investments, 

and the further growth of the company through 

a takeover bid, the current business landscape is 

a challenge DIG is well equipped to face. Find out 

more about Digital Investment Group by visiting 

www.digltd.com.au 

Digital Investment Group
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eftpos

Helping ‘Team Australia’ 
kickstart the economy

L
aunched in the 1980s, debit payments company 

eftpos introduced a fast, simple, and secure 

payment system that was embraced by shoppers 

and merchants, revolutionising the way goods and 

services are paid for, and changing the retail landscape 

forever.

Stephen Benton is CEO and Managing Director 

of eftpos, an Australian debit payments company with 

access to 50 million cards in market that helps create 

innovative, bespoke customer payment experiences. 

At the time of its foundation, eftpos was world-leading, 

making it one of Australia’s first Fintechs. Today, eftpos 

competes in an ever-changing, dynamic environment 

against a number of payment systems, with the aim of 

becoming Australia’s payment choice by making life 

easier and being centre of the digital ecosystem. Mr 

Benton spoke to The Australian Business Executive 

recently to explain how eftpos works, the company’s 

fresh approach to the digital landscape, and how it is 

helping ‘Team Australia’ kickstart the economy during 

the Covid-19 pandemic.

A household name

“A lot of people know the name eftpos, but 

they don’t really know who we are,” Mr Benton 

explains. “We’re not the terminal that’s at your shop. 

We’re actually Australia’s only debit card payments 

company.”

The company processes over 2 billion debit card 

transactions a year, from over 40 million card holders, 

as shop purchases happen in real time. The company 

is, in essence, running critical national infrastructure 

that helps businesses and customers transact.

“We are the local source for innovation, and we 

drive competition that’s good for the country and good 

for the economy. We’re in fact a local alternative to the 

international card schemes that provides consumers, 

retailers, Fintechs, and banks all with innovative ways 

to pay. Most importantly, we’re good for Australia, 

because we’re not driven by profit.”

The company’s main purpose is to make 

payments better for Australians, but equally important 

is that eftpos is owned and operated in Australia, 

which is for the good of the whole country rather than 

a selection of international shareholders.

“Almost every debit card in this country has got 

eftpos as a logo at the front or the back, so therefore 

the transaction does or can run across the eftpos 

payment system. In the past, when people used to dip 

their card, before they tapped it, people would choose 

CHQ or SAV and those would always go across the 

eftpos system.”

Even now that cards are tapped rather than 

inserted, merchants can choose to configure their 

terminals so that digital transactions can go through 

eftpos. There are clear advantages  for both consumers 

and merchants when using eftpos.
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Saving your business up to 40%* 

on debit transaction costs.

That’s good for Australia.
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eftpos

“We real time through consumers, it’s less likely 

that a consumer will be surcharged, you can get cash 

at many locations across the country, we keep the 

transactions processed in Australia, and we are the 

lowest fraud level network in the country, so we’re very 

safe and very secure.”

Of equal importance is that the service is low 

cost for merchants. The benefits that exist at point of 

sale are now being rolled out into the digital world, 

ensuring payments competition and choice in these 

growing areas of the Australian economy.

Kickstarting the economy

The current Covid-19 pandemic has already had 

a significant impact on eftpos as a business, as it has 

been focused on initiatives that align with government 

and industry efforts to get the Australian economy 

back on its feet, particularly in the recovery phase.

“What we’ve decided to do is cut our wholesale 

fees from the first of July, and this can be a big impact 

for small businesses and retailers, and is linked to 

something called Least Cost Routing [LCR]. So, when 

a merchant chooses to send us the transaction, we can 

give them even higher savings than in the past.”

LCR refers to the ability for a merchant to send 

the card transaction over eftpos infrastructure. Data 

from the Reserve Bank of Australia (RBA) shows that 

eftpos is around half the cost of Visa and Mastercard, 

so a merchant can realise material savings this way.

“We also have the view that, if costs are higher, 

those costs eventually are passed onto consumers. So 

there is consumer benefit here as well. The Reserve 

Bank has encouraged Least Cost Routing for quite a 

number of years, and encouraged banks to provide 

these services to their merchants, so that their 

merchant can get the lowest cost.”

These fee changes have the potential to further 

amplify cost savings, particularly for small business 

merchants, who are able to get back on track during 

these trying times and employ more Australians.

“We see that as doing our part to get the 

economy back on track,” Mr Benton says. “We’re 

really encouraging the banks to pass these on to the 

merchants, and to make sure the merchants get all the 

savings they can at this time.”

There have been some big changes at eftpos over 

the past two years, which have seen the business grow 

and embark on a strategy designed to fundamentally 

transform the company into a digital player, not just in 

payments but in other parts of the value chain.

“We’re working across a lot of industries to deliver 

what we call eftpos Digital Identity solution, and that’s 

a way that will change how Australians do things in the 

future in the digital world. We’re really excited about 

this new tool, and we think it will really help Australians 

make their lives easier and more secure going forward.”

In simple terms, eftpos can use its network and 

the authentication process that already exist in people’s 

bank accounts to enable them to identify themselves, 

whether it be online or in the physical world, with their 

consent and with absolute security.

“The things that could impact people’s day-

to-day lives with our solution include reducing the 

impact of fraud, which is about $500m simply in card 

fraud; protecting identities, to guard against identity 

theft; smoother onboarding experience, for example 

opening an account or accessing government services; 

assisting business to meet their regulatory needs; and 

of course protecting data, making sure personal data 

stays onshore in a secure way.”

With this significant shift in focus towards digital 

and the future, Mr Benton recognises that the eftpos 

brand must adapt to reflect its place as a hub for 

innovators developing digital payment solutions that 

solve the big consumer and merchant problems, both 

those today and ones coming tomorrow.

The Digital Identity solution is a good example 

of this new approach, and so the company felt it made 

sense to transform the brand to be more digital as well. 

After going through this process, it became clear that 

the motivating brand mission is the same, and that’s 

about being good for Australia. 

“We believe that we are good for Australian 

consumers, we are good for Australian businesses, and 

we’re good for the Australian economy,” Mr Benton 

says. “And that’s what the brand will evolve through to 

become far more clearly.”

This mission feeds in to the company’s approach 

during this unprecedented time of unrest for the global 

economy, during which it is committed to pitching 

in and helping the country get back to full economic 

strength.

“We are doing what we can to get Australians 

and Australian businesses back in this important time, 

and we’re very proud to be part of the solution to bring 

the economy back to its feet, and to be part of what we 

call ‘Team Australia’.”

With its move into the digital world and a 

commitment to help rejuvenate the Australian 

economy, eftpos continues to serve as a vital national 

resource. Find out more about eftpos by visiting 

www.eftposaustralia.com.au  
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P
erth-based business insurance specialist, Zenith 

Insurance Services, is a family-owned business 

with keen insights into a number of industry 

sectors that helps it arrange the most appropriate 

insurance programs for its clients’ businesses. 

Owner and operator Kim Gilbert founded this 

unique niche insurance brokerage almost 20 years ago, 

with a small office in Western Australia, and has since 

built a loyal and hardworking staff base embedded 

in the community. Zenith’s reach now extends across 

the nation, with confident clients in every state and 

territory. The company’s service-based approach 

focuses on the needs of each and every client, and 

has resulted in Zenith becoming firmly established 

as a leader in providing professional broking services 

to niche markets. The Australian Business Executive 

caught up with Mr Gilbert recently to discuss becoming 

a family-owned business, the niche market segments 

that Zenith services, and the state of the Australian 

insurance industry as a whole.

Family-owned business

“Zenith has been operating for just over 19 

years,” Mr Gilbert explains. “We commenced in 2001, 

so we’ll be celebrating our twentieth anniversary next 

year, which is a great milestone. We are now a family-

owned business.”

Zenith Insurance Services

Specialising in niche markets
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Zenith Insurance Services

Zenith was started by Mr Gilbert and two 

other business partners Doug Bird and Mark Lynch, 

but over time Mr Gilbert and his wife purchased 

their shareholdings, and eventually became majority 

owners of the business.

“We now have three of our senior brokers having 

a small equity position in the company. Currently we 

have 25 direct staff, and 5 authorised representatives, 

and we’re very proud of the fact that approximately 

25% or more of the staff have been with the company 

for more than 10 years, and three have been with us 

for 15-20 years.”

The rest of the staff have been with the company 

for at least five years, showing that staff retention is 

a key focus for the business. Mr Gilbert believes this 

creates a foundation for building strong relationships 

with clients, aiding with client retention.

“I think I’m more like a lot of insurance 

professionals of my age or era,” Mr Gilbert says. “We 

sort of fell into insurance rather than choose it as a 

career, which is now what we’re trying to provide for 

younger people.”

Mr Gilbert completed High School in the country, 

and was waiting to go to university to study accounting 

when he was lucky enough to get a job at the RAC as 

a claims junior front counter officer, off the back of a 

relative working there.

“I assisted clients to complete motor vehicle 

claims forms. I spent probably the first 4-5 years of 

my career in claims at both the RAC and then at NZI 

Insurance. That taught me the most valuable lesson 

about insurance, and that is that claims are our shop 

front window.”

Insurance brokers are engaged by clients to 

build an insurance program that specifically meets 

their client’s needs or requirements, and then to ensure 

they receive their full entitlement under their policy if 

they are to experience a loss.

Servicing niche markets

“Zenith focuses on commercial business 

insurances, predominantly for small and medium 

enterprises and also larger corporate clients in our 

specialised market segments. We have a number of 

key, niche market industries, which are aged care, the 
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community and disability services sector, Aboriginal 

health, transport and construction.”

The largest sector that the company services 

is the aged care industry, where it currently provides 

insurance broking services to about 7-8% of Australia’s 

aged care providers. Zenith also services around 40% 

of the disability services in Australia, including 7 of the 

10 largest providers in Western Australia.

“We have had a long-term association with the 

National Disability Services in Western Australia, the 

NDS is the Australian peak body for non-government 

disability service organisations. We assist them with 

training, education forums for their members, and 

importantly we’ve been a sponsor of the Disability 

Support Awards in Western Australia since 2009.”

These have been particularly important awards 

for the company to be involved in, as they serve 

as a valuable way of recognising the exceptional 

contribution and commitment made by the disability 

services workforce.

“The primary difference between Zenith and its 

competitors is that Zenith has always had a specific 

focus on clients, and by that I specifically mean we 

see ourselves as acting as an extension of our clients’ 

operations, and we are there to provide specialist 

broking skills to those specialised market segments. 

We’re not trying to be everything to everyone.”

Mr Gilbert’s view is that by having its brokers as 

specialists in their specific market segments, Zenith 

is better placed to help each company understand 

the unique insurance exposures of its business in a 

particular industry.

“Therefore, we’re able to talk to clients about 

their business operations,” he explains, “their funding 

models, their exposures, and then provide advice on 

how they are able to transfer some of that risk from 

their balance sheet to an insurers balance sheet.”

Zenith is a proud member of the Steadfast 

broker group. It is the largest general insurance broker 

network, with the largest group of underwriting 

agencies in Australia, as well as having operations in 

Asia and Europe.

“The Steadfast organisation focuses on ensuring 

that all member brokers are able to provide their clients 

with exceptional service and superior products. It’s a 

huge benefit for us as an organisation, and our clients.”

WORKERS COMPENSATION

Talk to your Insurance Broker today.

From our humble beginnings, GIO Workers Compensation have always been
forging relationships, so we can help generations of businesses feel supported.

Even in these uncertain times, we’re here for you with a wide range of services.

• Whole of account approach to pricing

• Dedicated underwriters

• Risk management services

• Dedicated claims teams

• National service capability

In NSW, AAI Limited ABN 48 005 297 807 trading as GIO is an agent for the Workers Compensation Nominal Insurer ABN 83 564 379 108/003, also 
known as icare workers insurance. In WA, ACT, TAS & NT, Insurance issued by AAI Limited ABN 48 005 297 807 trading as GIO. Registered Offi ce, 
Level 28, 266 George St, Brisbane QLD 4000.

PROTECTING AUSTRALIAN 
BUSINESSES SINCE 1927
PROTECTING AUSTRALIAN 
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The bigger picture

Over the years, Mr Gilbert has learned a number 

of lessons that have helped him progress in the 

industry, foremost of which is the fundamental idea 

that no business can be everything to everyone.

“Today, we live in a really litigious world,” he 

says. “I don’t believe it is possible to understand all 

the risk exposures for all the businesses that operate 

in our community, so that is why Zenith is structured 

in this way so that we can focus on specific industry 

segments. Our brokers have an intimate knowledge of 

their niche market and their exposures.”

This allows Zenith to provide specific insurance 

products to each business. This means having an 

understanding of the fundamentals behind those 

niche industries to be able to provide the right advice 

and products.

“For example, with the current COVID-19 

situation, the Department of Health have advised that 

aged care providers need to ensure that all people 

entering their facility are required to have a flu shot. 

That isn’t limited to employees and resident families 

but also the external service providers such as builders, 

plumbers, electricians etc. that we need to go onsite in 

ACCIDENT ASSIST

1800 783 251

Insurance products are issued by Global Transport & Automotive Insurance 
Solutions Pty Ltd ABN 93 069 048 255 AFS Licence No. 240714, trading as 
GT Insurance, as agent for the insurer Allianz Australia Insurance Limited 
ABN 15 000 122 850 AFS Licence No. 234708. Neither we nor the insurer 
provide any advice on this insurance based on any consideration of your 
objectives, financial situation or needs. Before making a decision about it 
please refer to the relevant Product Disclosure Statement or policy wording 
which can be obtained from www.gtins.com.au

GT Insurance delivers trusted insurance 
solutions to Australia’s transport, plant 
& machinery and commercial motor 
markets. Brokers and their clients 
benefit from: 

•  Specialised & tailored solutions; 
• Access to GT Accident Assist 24/7;
•  A company-wide commitment  

to fairness, customer service  
and claims excellence. 

Speak to your BDM or visit our  
website gtins.com.au today!

GT INSURANCE

WORKING  
WITH YOU

WE’RE HERE 
TO SUPPORT 
YOU AND YOUR 
CUSTOMERS

the event of a claim. At the moment understanding 

and knowing those intricacies is vital and we need to 

ensure the insurers and loss adjusters understand the 

industry requirements.”

The insurance industry plays an enormous part 

in the Australian economy, with insurance brokers 

ensuring that both big and small businesses have the 

appropriate insurance in place and are able to take 

care of their clients claims when they occur. 

Mr Gilbert thinks people underestimate how 

much impact the insurance industry and the broking 

profession has on the national economy. 

“The contribution collectively made to the 

community is clearly being demonstrated at the 

moment, given the recent bushfires, floods, cyclones 

and hailstorms which will see billions of dollars invested 

into the community to help businesses and families 

recover following their terrible losses. 

“I think the insurance industry is now under a fair 

amount of pressure with all the recent natural disasters 

and is now confronted with the issue of COVID-19 

which is impacting on all businesses and individuals 

throughout Australia and across the globe and it will 

also impact on the insurance industry.”
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The global impact of the pandemic could run into 

billions of dollars, and so the insurance industry will be 

called on to support the community where possible. 

Zenith, like most businesses, is likely to experience a 

significant financial impact.

“What that is, I can’t really say at the moment, 

I believe that the impact on our business will be 

delayed because, as businesses have reductions in 

turnover – their stock levels reduced and their wages 

reduce because of letting staff go – their insurance 

requirements will reduce, and in some cases businesses 

will close and therefore cancel their insurance.”

Collectively, the industry is likely to see a 

significant impact both from an insurers’ perspective 

and the broking profession, but it is likely to be another 

3 to 6 months before the impact on the industry is able 

to be properly assessed.

“I certainly think that it will get worse before it 

gets better,” Mr Gilbert adds. “The insurance broking 

profession will probably see a degree of consolidation 

as a result of the impacts of COVID-19 and the impact 

on the market in general. 

The Australian insurance market as a whole has 

very robust prudential requirements monitored by 

APRA (Australian Prudential Regulatory Authority) 

and therefore I think they will survive and come out 

the other side of this in probably better and stronger 

shape than other parts of the world.”

In addition to the current crisis, the recent 

Australian Royal Commissions into the finance sector, 

the aged care industry and the disability services 

sectors have unfortunately identified examples of 

sub-standard service that will need to be dealt with, 

which has diminished the communities trust in certain 

respects. 

Zenith had some peripheral involvement in the 

Aged Care Royal Commission by assisting our clients 

with their submissions in response to certain questions 

all aged care providers were required to answer. With 

the assistance of our supporting insurer and their 

panel of legal advisors, Zenith provided our clients 

not only with cover for certain legal costs in relation to 

their submissions, but also significantly reduced costs 

for other legal services rendered to assist clients with 

their royal commission obligations.

Whilst there were particular issues identified with 

a small number of operators in the aged care industry 

the Aged Care Royal Commission can now specifically 

focus on how the industry can make it better in the 

future, how we can provide the level of care that older 

Australians deserve, and importantly we need to make 

it sustainable and affordable for Australians for the 

foreseeable future.”

Insurance brokers were not considered a major 

concern and not mentioned in the Financial Royal 

Commission, with the profession being recognised as 

being employed by its clients, with the primary focus 

for insurance brokers to being ensure their clients have 

the appropriate insurance programs in place to protect 

them in the event of a loss.

“As a result, there weren’t any real cases 

identified where general insurance broking was found 

wanting in the delivery of the professional services that 

they were engaged to do. That doesn’t mean that we’re 

not under the microscope. There is a review currently 

being undertaken in regards to conflict remuneration 

and whether commission paid to brokers represents a 

conflict remuneration.

Given brokers are always client focused with 

most of our insurance programs and products reviewed 

on an annual basis, I do not believe there is any conflict 

as we are always acting in our clients best interest and 

earn our income”

Mr Gilbert considers the insurance industry to 

be in reasonable shape in general, with new codes of 

conduct soon to be issued from both the Insurance 

Council of Australia and the National Insurance Brokers 

Association of Australia.

“Brokers are looking to make sure that we are able 

to continue to deliver the highest level of professional 

service,” Mr Gilbert concludes, “and continue to make 

sure that our clients are the recipients of the benefits of 

our professional services.”

With so many years of experience behind it, 

and a focus on specialising in niche market segments, 

Zenith is well placed to continue strongly into the 

future, despite current economic conditions. Find 

out more about Zenith Insurance Services by visiting 

www.zenithis.com.au 
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W
ith the expertise to find smarter ways to 

avoid the pitfalls of borrowing funds, TIM 

Finance has been helping fund businesses 

with growth capital since 2014 in a fairer, more flexible 

and affordable manner than a traditional business loan.

CEO Angus Sedgwick has overseen TIM 

Finance’s development into one of Australia’s fastest-

growing providers of cashflow funding solutions 

for Australian businesses, utilising its expertise to 

structure funding solutions to optimise a business’ 

working capital cycle. Mr Sedgwick commenced the 

business in 2014, when it was then known as The 

Invoice Market, and it has now funded over $850m to 

over 400 Australian businesses in the last six and a half 

years. The Australian Business Executive spoke with 

Mr Sedgwick recently to learn about his background 

in the finance industry, the benefits of utilising various 

cashflow funding solutions, and the commitment TIM 

Finance has to educating Australian businesses on the 

power of invoice financing.

The Invoice Market

After completing a business degree at Sydney’s 

University of Technology, Mr Sedgwick embarked upon 

25 years’ experience in the financial services industry, 

including 15 years with Policy Link, the largest traded 

policy broker in the world. This included 10 years 

living in Cape Town, South Africa and running Policy  

Link there.

TIM Finance

The power of invoice financing
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“I then relocated back to Australia in the late 

2000s and spent several years back in the financial 

planning space, completed my diploma in financial 

planning, so my background has always been in 

business services and financial related businesses.”

In 2014, Mr Sedgwick was approached by a 

former colleague to start the company, known then 

as The Invoice Market. It was originally a peer-to-peer 

funding platform, with the requisite capital coming 

from a panel of high net-worth investors.

“Over the couple of years I built it out,” Mr 

Sedgwick explains, “and we had about 28 different 

investors on the platform all providing capital. We 

restructured the business in 2017 to become a principal 

investor utilising our own balance-sheet funding, 

which entailed us securing our own funding lines from 

an investment bank and undergoing a private equity 

investment round”.

As a provider of cashflow funding solutions to 

Australian businesses, the company delivers solutions 

through a range of products, known as invoice finance 

(or debtor finance), trade finance, and supply chain 

finance, with each of these areas playing a different 

role in the eco system of a business. 

Invoice finance is the process by which money 

is advanced to a client against unpaid invoices, 

helping them bring forward the cash that’s owed from 

customers for use in the business, immediately.

“We offer a whole range of invoice finance 

solutions. Whether that’s selective invoice finance, so 

a client can pick and choose which debtors they want 

to finance, through to the more traditional full ledger 

facility, where they upload their entire ledger and we 

advance against the entire value of their ledger, or 

otherwise known as unpaid receivables.”

Invoice finance is traditionally provided to 

growing businesses that have annual turnover of 

between $1.0m and $50m that require ongoing access 

to cash in or fulfil customer purchase orders and pay 

operating expenses as and when they fall due, without 

having the stress of waiting 30 to 60+ days for their 

customer to pay their outstanding invoices.

The trade finance option is made available to 

businesses that are turning over between $1.5m and 

$50m per year, with most of the company’s facilities 

taking in around $300k to $1m on a revolving basis.

We are a Sydney CBD based firm providing specialist legal 

services in banking and finance, insolvency, insurance 

law, risk management and workplace relations. We have 

particular expertise in invoice and trade finance and 

have acted for banks, financial institutions and specialist 

lenders of these products. We are proud of our successful 

representation of Tim Finance and look forward to 

continuing that support into the future.

www.gdlaw.com.au

Call 02 9394 1144 or email contactus@gdlaw.com.au

AABBOOUUTT  UUSS  

EExxcceeeeddiinngg  YYoouurr  EExxppeeccttaattiioonnss  

WWiitthh  CCllaarriittyy,,  TTrraannssppaarreennccyy  

aanndd  CCoommmmiittmmeenntt..  
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“Trade finance is where we provide a debt 

facility to pay suppliers usually overseas factories for 

the import of product. For example, they may have a 

Purchase Order from a customer, but they don’t have 

all the funds they need in order to buy the supplies 

to manufacture and deliver on that PO. Or they may 

have the funds but they would prefer to use third-

party funds and keep their capital to cover operating 

expenses or other opportunities within their business.”

Supply chain funding is a service relevant only to 

large corporates turning over $500m-plus per annum. 

It provides a program to allow for early payment to 

their suppliers (or creditors), which then ensures 

suppliers get paid upfront for a very small discount 

whilst allowing the corporate extended payment 

terms, improving on their working capital. Supply 

Chain Finance or sometimes referred to as Reverse 

Factoring services the top end of the market whilst 

invoice and trade finance traditionally service SMEs.

“The industries we service are Australia-wide,” 

Mr Sedgwick says. “We’re based out of Sydney, but we 

have clients all over Australia. Basically, any business 

that’s providing goods or services to another business 

on credit terms has the opportunity to utilise invoice 

finance and trade finance within their business.”

Cashflow funding

There are many firms working in the same 

cashflow funding space as TIM Finance, with their 

role being essentially to help companies get finance 

by borrowing against unpaid invoices or from a loan 

facility. However, TIM Finance endeavours to do things 

differently from its competitors.

“We believe the key difference is our flexibility 

to provide solutions to clients that may not always fit 

inside the box,” Mr Sedgwick explains, “and to work 

with our clients to find solutions that work for them, 

rather than forcing a “one product fits all” onto them 

that may not necessarily meet their needs.”

Mr Sedgwick considers TIM Finance a dynamic 

business with the ability to make credit and funding 

decisions quickly, rather than a large bureaucracy 

such as banks or big industry players, which dictate to 

clients how things must be done.

“A business cannot grow and take on new clients 

without access to cash. So for many businesses, the 

largest asset on their balance sheet is their accounts 

receivable ledger, their unpaid invoices that are owed 

to them from their customers for goods and services 

that they’ve delivered on credit terms.”

This ledger is a non-performing asset, in the 

sense that it provides no return while its sitting there, 

because the customers are essentially using them as 

a bank for the credit period. The biggest impediment 

then is for businesses to be able to access the cash 

they need to keep pushing forward.

“I see it all the time, the businesses that have 

strong demand for their product or services but 

they’re unable to deliver on that demand due to the 

constrained cashflow. Yet they actually have the cash 

they need locked-up in their unpaid invoices, and that’s 

where invoice financing can really come into its own.”

There are three key business lessons that Mr 

Sedgwick has learned over the years that he considers 

to be most pertinent to the finance industry. The first 

is that businesses should always make sure they have 

a cashflow plan.

“A lot of business owners have marketing and 

sales plans, but most don’t have a cashflow plan 

detailing how the business will fund the new sales. 

Providing credit terms is a commercial requirement 

in today’s economy, so unless they’ve planned how 

they’re going to breach that timing gap, that business 

is almost guaranteed to fail.”

The second is about understanding the power of 

having cash available in the bank account. Mr Sedgwick 

believes that “cash is king”, and invoice finance is the 

best funding solution to achieve that for businesses 

making B2B sales on credit terms.

Our focus is about understanding 

you, your business, your needs, your 

challenges and, most importantly, how 

you define success. At Moore Stephens, 
we’re serious about your success.

Call 02 8377 9000

www.moorestephens.com.au 

nsw@moorestephens.com.au

At Moore Stephens,

 it’s not about us. 

It’s all about you.
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“[Number] three, by bringing forward a 

business’s cashflow, and hence having cash in the bank 

to pay creditors, they can negotiate discounts with the 

suppliers for early payment, rather than using their 

supply chain as a bank, as their customers are doing 

to them upstream. By being strategic in how you use 

your sales and the cash from those sales, you can turn 

invoice finance into its own profit centre.”

The problems of growing a business without 

access to cash have always been apparent, but Mr 

Sedgwick admits that the current economic climate 

created by the Covid-19 pandemic has bought this 

issue to light even more acutely.

“There’s a great demand for [PPE], and suddenly 

there’s a huge opportunity for businesses that have 

access into Chinese factories, and other manufacturers, 

to deliver that stock into Australia. But they need the 

money to pay the supplier, and we see that regularly. 

There’s opportunity, but there’s no cash.”

In terms of the cashflow funding industry in 

general, Mr Sedgwick admits that even without taking 

the pandemic into consideration, the sector has been 

at an interesting point in its history for a while.

“Throughout Europe, UK, and the US, cashflow 

finance, or more specifically invoice finance, is very 

much accepted as the number one form of business 

finance, for growing businesses. It’s very widely 

accepted as a normal business funding solution. 

Whereas, in Australia, more than half of business 

owners don’t even know what invoice finance is, or 

that it even exists and that it’s an available solution for 

them.”

The role of invoice finance companies such as 

TIM Finance is to educate the market about invoice 

finance, how to access it, and how it works for all 

businesses selling product and services on credit, at 

any stage in its lifecycle. This is an ongoing role that 

the company is playing in the industry.

“Some people have heard of ‘factoring’, for 

example, in Australia. There’s certainly a negative 

connotation often around the term ‘factoring’, because 

in the past the ‘factorer’, being the financier, might 

have been quite aggressive in the manner in which 

they managed the collections, and therefore it may 

have had an impact on that client’s business.”

TIM Finance does not engage in factoring 

work, but rather offers a funding solution in the form 

of invoice finance that leaves all the management of 

debtors and the payments of their invoices to the client 

themselves, which is the way Mr Sedgwick believes it 

works well. 

“My belief is that our client is our client, and 

their customers are their clients,” he says. “and they 

should continue to manage that relationship. So the 

education of business owners around invoice finance is 

one of the key things, and helping them to learn about 

it and understand the power of it.”

Mr Sedgwick is aware, however, that in this 

information-saturated era it can be increasingly 

difficult for a firm like TIM Finance to get the message 

out there, and to differentiate it from all the other 

messages being passed around.

“That’s the challenge that we face. If you look 

across the whole debtor or invoice finance industry, is 

that with all the players that are in the space, there 

is less than 7,000 SMEs across the whole of Australia 

that actually utilise these funding solutions, so it is still 

a massive untapped market.”

With an ongoing commitment to educating 

businesses on cashflow funding options, TIM Finance is 

perfectly placed to come out of the current economic 

difficulties in good shape. Find out more about TIM 

Finance by visiting www.timfinance.com.au  

TIM Finance
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K
nown for being one of Australia’s first sex 

therapists, Bettina Arndt is a writer and 

commentator on gender issues, and has 

also worked in government on committees for the 

reformation of family law. Concerned by what she 

considers to be the unfair treatment of men in society, 

Bettina now works making YouTube videos, writing, 

and making media appearances to discuss men’s 

issues.

“I don’t regard myself as advocating for men’s 

rights,” Bettina says, “because it’s not about men’s 

rights. It’s about fair treatment for both genders, and 

that means I talk about men’s issues that often get 

silenced. I’m saying: why aren’t we treating men and 

women fairly?”

Bettina was recently awarded an Order of 

Australia membership for her significant service to the 

community as a social commentator, and to gender 

equity through advocacy for men. After many years 

working on behalf of gender equity, her main focus 

is now to address what she considers to be society’s 

unfair treatment of men.

“The outrage that has greeted my award says 

an awful lot, sadly, about our anti-male culture, and 

about the fact that anyone who challenges the anti-

male narrative is seen as really dangerous. I take it as 

a huge complement. It’s an indication that I’m getting 

somewhere. I’m achieving something in advocating for 

men.”

After becoming interested in the feminist 

movement and writings in the 1980s, Bettina turned 

her attention to sex therapy, wanting to help women 

find more satisfaction in their sex lives. After doing this 

work for a while, she began to hear more from men 

about the issues they were facing, in particular those 

related to family law.

“At that time, it was even worse than now 

in some ways. There was just an assumption that 

mothers would get custody, that mothers had a right 

to move anywhere they liked. They had total control 

over decisions regarding their children after divorce, 

and lots of men were being totally excluded. I started 

to write about that.”

Bettina began to tell these stories, and to look 

more into the issues regarding men’s experiences in 

family courts. This led to her getting onto government 

committees to advocate for men in family law courts. 

She cites this issue as being the main reason for 

following the path she did into focusing on men’s 

issues.

“That was a time when we were absolutely 

celebrating women’s achievements. Because women 

were starting to do so well. Girls were just acing it in 

schools, there were all sorts of areas where women were 

taking their rightful place in the world, having choices 

they never had before. And that’s what I wanted. What 

I didn’t want was for women’s achievements to be at 

the expense of men.”

Bettina Arndt
A voice for gender equality 
and men’s rights
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Bettina is particularly concerned about the 

relationship between domestic violence and men’s 

legal rights in the case of divorce. She believes there 

is a tendency for men to be unfairly and wrongly 

accused of domestic violence, when the same issues 

are often overlooked in violent women.

“I hear from policemen all over the country who 

are required to go into homes. Women can just ring 

the police and say ‘I’m afraid of violence’. The police 

have to go in and remove that man from his home. It 

will often mean he is homeless, doesn’t have access 

to any of his belongings, and he’s denied contact with 

his children, often for years, as a result of that one 

accusation, which requires no proof.”

Bettina claims that members of the police force 

are unhappy at being asked to enforce unfair laws, and 

that these laws are being carried through to family law 

courts, resulting in more unfair treatment for fathers. 

She also believes these issues are have devastating 

effects on men’s mental health and personal safety.

“We know that one of the major trigger points 

for suicide for men is family break-up. There is research 

on that. We have, in Australia, a gender-neutral national 

suicide policy, which totally fails to acknowledge that 

6 out of 8 people who kill themselves every day are 

men, that one of the major causes of suicide is the 

disastrous situation faced by them when their families 

break up.”

Bettina also touches on the issue of homelessness, 

statistically a more serious issue for men than for 

women. She believes that media representations of 

this issue and others like it disproportionately favour 

women, and that as a result the very real issues that 

many men are facing do not get the attention they 

warrant.

“This is the sort of work I’m trying to do,” 

she explains. “To say: why are all these issues being 

misrepresented? Why are women’s needs, women’s 

wants, women’s vulnerabilities, always put ahead of 

men? Even in an issue like [homelessness], where 

clearly males are at the most risk.”

For Bettina, society has stopped celebrating the 

positive aspects of masculinity, and the narrative of 

toxic masculinity has been skewed out of proportion. 

She mentions the recent Australian bush fires in 2019, 

where an overwhelming majority of the firefighters 

were male.

“I put out a tweet [at the time], and it gave praise 

for the good in men, the fact that men are the ones 

mainly still putting their lives on the line to protect 

other people, and it led to this enormous pile on. It 

was the fact that I was celebrating men, and we’re not 

allowed to celebrate what’s good about men.”

Another complex issue that arises in the family 

courts is that of paternity fraud. In some cases, 

divorced men find out some years after a break-up 

that they are not the biological father of their former 

spouse’s child, as a result of infidelity, and yet are still 

court mandated to provide child support.

“I’ve been very interested in that issue for many 

years,” Bettina says. “I’ve written quite a lot about 

it, talked to people on all sides of this difficult issue. 

[Some] men feel that it’s totally reasonable to not 

want to pay child support, particularly if you’re never 

allowed to see those children. It’s a very complex 

issue.”

Despite the controversy surrounding her award, 

Bettina admits that it has represented a fantastic 

opportunity for her. Many people have been getting in 

touch with offers to help with her causes. With a team 

of volunteers on board, she is trying to make contact 

with as many interested parties as possible.

“We want to run big campaigns around all these 

issues, around domestic violence, around male suicide, 

what’s happening in the family court. We’ve got a 

parliamentary enquiry running at the moment, which 

I’m delighted about, because it actually includes in 

the terms of reference false allegations of abuse. It is 

naming that as one of the key issues to be addressed 

by this committee.”

Bettina and her volunteers have been working 

for several months to help people put in submissions 

to this committee, making sure these complex legal 

issues are being filed correctly and accurately.

“That’s the sort of thing we want to do: 

empower people. To help ordinary men and women 

to learn to speak out around these issues. I know the 

quiet Australians are on my side, because I hear from 

them all the time. Women will come up to me and say: 

‘I’m so pleased you’re out there speaking on behalf of 

men.’ Now I want to mobilise those quiet Australians 

to get very, very noisy this year, and I think we’re off to 

a very good start.” 

Find out more about Bettina Arndt’s work in the 

community by visiting www.bettinaarndt.com.au  

Bettina Arndt
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W
orking in collaboration with homeowners 

and leading architects, P. Built Constructions 

have been providing a complete and 

seamless building process to create intuitive homes 

that promote a flourishing daily environment since 

2013.

Patrick Williamson is the director of P. Built 

Constructions. Beginning his construction career 

as a carpenter and running a successful carpentry 

business, he soon found his clients requesting he take 

on larger and more ambitious projects, leading him 

to start P. Built Constructions in 2013. Mr Williamson’s 

passion for building design, combined with his ethos 

of forming open communications with his clients 

allows P. Built constructions to provide custom built 

homes combining a sense of beauty with exceptional 

function, promoting quality environments that redefine 

your home life. Speaking with The Australian Business 

Executive, Mr Williamson explains why he founded P. 

Built Constructions and how the company maintains 

their exceptional service to their clients.

A solid foundation

After running a successful carpentry business 

for many years, Mr Williamson’s ambitions, along with 

continuous client requests, soon led to him evolving 

his business to cater for larger, more elaborate, and 

increasingly design-focused projects.

“P. Built was founded in 2013,” Mr Williamson 

says, “After many years being a carpenter and having 

a carpentry business, we built that up to our projects 

now which generally range anywhere from about 

$500,000 all the way up to $2,000,000 in project 

costs.”

Initially working on local projects, P. Built 

Constructions began to expand not only their services, 

but their area of operations.

“Our projects are mainly additions and alterations 

that commonly feature high-end architectural design,” 

says Mr Williamson, adding that “Our area of operation 

spans from the northern suburbs of Sydney up through 

the central coast where we’re based, up to Newcastle.”

P. Built Constructions

Enhancing lifestyles through 
intuitive building processes
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Inspired by human culture

Mr Williamson’s decision to expand his carpentry 

business into a larger building firm largely came from 

his positive client feedback, along with a desire to 

increase his focus on custom-designed projects.

“As a carpenter I had an increase in demand from 

the market, good feedback from my clients [who were] 

constantly asking for me to take on larger projects. It 

gave me an indication that founding a larger building 

company was a viable business option.”

After acquiring a wealth of experience in the 

building trade and forming lasting relationships with 

clients and other highly experienced tradesmen, Mr 

Williamson eventually took the leap to offer his own 

highly human-centric building service.

“I was also fortunate to have some good mentors 

in learning the building trade, where accuracy and 

pride in the work was always a priority. I had a wide 

range of experience on some high quality projects, 

and with that experience I knew I wanted to focus 

on the higher-end work,” Says Mr Williamson, “There 

are challenges that come along with that, but it also 

presents an opportunity for growth and improvement, 

so that’s what spurred me to start P. Built.

When it comes to positioning his organisation 

in the marketplace, Mr Williamson says, “It generally 

comes from the design. From a start point, the design 

is usually set there,” continuing that “We’re aligning 

ourselves with those architects that feature that [high-

end design] in their work. I feel it suits us, because we 

have the attention to detail that that high-end quality 

design requires. There’s a lot of thought that goes  

into it.”

Built on standards

The high-quality mentorship Mr Williamson 

received has had a positive effect in helping the 

company offer a quality, highly customised, and 

design-centric service compared to other building 

firms in the same space. The advice he received from 

his mentors is now permanently ingrained into P. Built 

Construction’s company ethos.

“It’s almost a mindset - having that pride in your 

work, knowing that you can’t take the shortcuts if you 

want to achieve something great,”

Even during the conception phase of a project, 

the focus is always set on the end result and how it 

will be achieved without compromising on P. Built 

Construction’s exceptional quality of service.

“Sometimes that means you might have to put 

something more into a task than you expected, [if] 

there’s something unforeseen in the existing building 

for example that you just have to work around, 

because you know that down the line, what you need 

to produce in the end result is a great quality product,” 

Says Mr Williamson, “We try and keep that mindset 

front and centre all the time. We think of the end and 

how we’re going to get there and how we’re going to 

produce that product.”

Recognised for exceptional quality

Despite the multitude of challenges faced when 

altering an existing property, P. Built Constructions 

always strive to provide the highest quality service 

possible. This feat has not gone unrecognised, and has 

allowed the company to add some notable projects 

to their ever-expanding portfolio, such as their largest 

project they undertook in 2018.
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“We took on our largest project up in the 

Newcastle area of Warners Bay. That was about a 

twelve-month project. It was very high-end on the finish, 

and it was challenging because in an existing home 

you always inherit some issues and some problems 

that you have to work through to produce the end 

result,” Mr Williamson says, “That was a real landmark 

project for us. We had a really good relationship with 

the architect and with the owners, and we put the time 

in, we put the effort in, we put the detail in.”

While maintaining the same level of service 

can often be challenging for many companies, Mr 

Williamson often thinks back to why he originally 

founded P. Built Constructions and the driving forces 

of the firm’s services to help maintain their quality 

services.

“It was our attention to detail and our 

communication - we always had good feedback about 

communication from clients. That was something we 

needed to maintain as we do grow and take on a few 

more projects,”

In order to not only maintain their level of 

service, but continually improve, Mr Williamson 

believes communication between everyone involved 

in any given project is key to the company’s success 

in providing a boutique feeling while expanding their 

operations.

“We’re always looking at ways to improve on 

how we operate so we can keep that service, and 

expand that service. We’re fortunate we live in an 

age of technology where we have those tools at our 

disposal to make us more efficient or make it easier to 

communicate.”

Redefining home life

Drawing from his vast experience in the building 

trade and interacting with a number of clients, Mr 

Williamson has come across two main areas of 

concern when speaking with new clients. However, as 

communication is vital to the success of any P. Built 

Constructions project, he believes that addressing 

these issues early on results in the quality end result he 

strives to provide.

“Generally the questions we get early on are 

“How much is it going to cost?” and “How long is it 

going to take?”. As a builder they’re often quite 

difficult to answer those questions until we have all the 

information. To get all that information takes a lot of 

time and a lot of teamwork during the planning stages, 

between the project stakeholders.”

Due to the often lengthy process of most building 

projects, Mr Williamson offers some advice to anyone 

seeking the services of a building company to make 

alterations to their home:

“My advice to anyone is to speak to a few builders 

early on, try and get some open advice, see if you’re a 

good fit. You’re likely to share six months to a year-plus 

of your time together, there has to be a good mesh 

there, and a good relationship that you can build on for 

a successful project.”

As a building company that constructs 

contemporary residences across Sydney’s North 

Shore, Central Coast and Hunter Region, P. Built 

Constructions collaborates with homeowners and 

leading architects to provide a seamless building 

process from start to finish. Find out more by visiting 

www.pbuilt.com.au  
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W
hen most people hear the word call centre 

it immediately conjures up the dreaded 

telemarketing calls that arrive in the middle 

of your dinner time when overseas call centre agents 

with bad lines and bad accents want to provide you 

with a free review of your energy usage, mobile phone 

plan and so on. 

But what is less understood is that the call centre 

industry in Australia employs over 250,000 people 

working across a range of different industry verticals 

from Insurance, Retail, Banking, Government, Logistics 

and so on offering a range of services like customer 

service, sales, telephone account management, 

technical support and critical functions in society like  

Triple Zero (000), Lifeline, Kids Help Line and more. 

But with the continuing rise of the digital 

economy, many have signaled the demise of the call 

centre as customers transition to digital with websites, 

live chat and automated ‘bots’ making call centre 

agents resigned to the history books. 

Whilst it’s true there has been a reduction in 

call volumes globally, call centres (or contact centres 

which is the more modern term) are still not showing 

any signs of slowing down or reducing in headcount. 

In a world where everything is becoming 

commoditized, companies are always looking for a 

competitive edge and customer experience is the 

now not-so-secret weapon that many businesses are 

looking towards as their key differentiator. 

Whilst intrinsically it’s always made sense to look 

after your customers, the data science is now clear 

that it’s also good for your bottom line. Research has 

suggested 84% of organisations working to improve 

their Customer Experience report an increase in 

revenue due to increased customer retention, higher 

employee engagement and that 86% of customers are 

prepared to pay more for a better customer experience.

A definition between customer experience and 

customer service

To understand contact centres and where they 

fit in, we first need to clear something up. 

Customer Experience is the end-to-end 

experience a customer has with your business. From 

your marketing, your website, the delivery driver, the 

bill or any communication they receive and so on – 

essentially any touchpoint a customer has with your 

product or service. Any and all of these touchpoints 

can, and do, influence how a customer perceives your 

brand and they are being used by the customer to 

determine whether they will either start, continue or 

cease doing business with you. 

Customer Service is more specifically the 

point where the customer has a direct one-to-one 

interaction with your someone from your business. For 

most businesses its traditionally either the retail store 

front or the contact centre. 

With the Retail sector under huge pressure and 

bricks and mortar stores closing, the contact centre is 

often the first point, or only point, customers interact 

with your brand so it stands to reason there is a lot 

riding on this interaction. 

So, whilst traditionally the contact centre has 
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been seen as a cost centre, smart companies are now 

investing in the contact centre channel, and more 

broadly their entire customer experience, for good 

reason – it’s critical for survival and good for your 

bottom line. 

The top challenges for  

contact centres in Australia

At a local level, contact centre managers 

have a lot of competing demands. Managing staff, 

customers, budgets, technology, being the customer 

advocate for the entire business and so on there is a 

solid reason why many contact centre managers go 

onto to successful C-Level positions as their career 

progresses. 

But the contact centre industry is also facing 

some significant challenges and I’ve listed below what 

I consider to be the current top issues: 

Acquisition and retention

The contact centre industry has had an image 

issue for a long time. I mean let’s face it, how many 

children at school raise their hand and say ‘I want to 

work in a contact centre’ when I grow up? None would 

be a fair assumption. 

Yet for many, it’s a great place to start your 

career where you learn a bunch of valuable skills 

including communication, problem solving, empathy, 

customer focus, the link between effort and reward, 

the importance of adherence to rosters and so on. 

But retaining staff has, and still is, an issue with 

turnover in the contact centre industry in Australia in 

2019 sitting at 45%. 

Yet half of that attrition is actually internal. 23% 

of staff lost from the call centre are actually ‘pinched’ 

by other departments in the business! Why? Because 

they have a good understanding of the entire business, 

they have developed great customer skills, they are 

tech savvy and they are used to being managed and 

held accountable for their performance. 

Smart contact centres and businesses plan for 

this and actively encourage internal promotion. 

Onshore and offshore

With the high cost of labour in Australia, 

running a contact centre is a significant investment 

with the average base salary for a customer service 

agent $56,121 + super excluding bonuses (over 60% 

of contact centres in Australia pay their agents 

some form a performance bonus) and then add in 

your overheads for facilities, management, workers 

compensation, payroll tax and so on.

Compare this to approximately $6,000 AUD to 

$10,000 AUD for a fully outsourced contact centre 

agent in the Philippines and you can see why it’s 

enough for any CFO to be salivating. 

But as I alluded to earlier, just focusing strictly 

on numbers can lead you down a slippery path as no 

business sends their contact centre overseas for a 

better customer experience as the primary driver – it’s 

to slash costs.  

With the cost cutting there is a general 

acceptance that the customer experience will be lower, 

so which voice is going to the be the loudest in your 

business? Saving some money now, or paying the price 

later when customer satisfaction drops, and customers 

start leaving your business or when businesses with 

a stronger customer focus are attracting all the new 

customers while your growth stalls?

Some companies have ‘stayed the course’ and 

actively promote their Australian based call centre as 

a competitive advantage – Commonwealth Bank and 

Red Energy are two examples and it would seem the 

strategy is paying off. 

Don’t get me wrong, I’m not anti-offshore. If 

executed correctly, either full or partial offshoring can 

and still is a viable option for many businesses. I’ve 

spent time working in the Philippines and the Filipinos 

are hard-working, career driven, very funny, and very 

customer focused.  

Just be clear on your expectations and make 

sure you’ve got all the right people involved in making 

the right decisions and executing the right strategy.

Job complexity 

Whilst it’s true that call volumes are declining 

across the globe, there has not been a direct correlation 

to a reduction in headcount in the contact centre. 

Primarily it’s because of two reasons. Firstly, 

the customer enquiries are still there, they have just 

moved from the phone channel to digital e.g. live chat, 

email, Social Media etc.

And in many of those instances, it can be more 

labour intensive managing a live chat conversation 

than a quick phone call even when multiple live chats 

can be handled by the one operator. 

Secondly, the complexity of the calls has 

increased significantly meaning each call takes longer. 

Using a bank as an example, when is the last 

time you gave them a call to check your balance?

You don’t. You just check your app or login 

online. 

Customers are increasingly looking to self-

service and it’s good for the customer and your 

business if you can help them at that point. A well-
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designed app, FAQs on your website, how to videos on 

YouTube and so on. 

But if the customer still can’t get an answer to 

their question or problem, what are they going to do? 

They call. 

This places more and more load onto the contact 

centre and is driving a fundamental shift in the industry. 

The need for higher skilled employees (problem solvers 

instead of just reciting lines), different training, better 

information to support agents on the call and so on. 

Business continuity

With businesses more and more reliant on the 

contact centre for their primary customer interaction, 

having a robust Business Continuity Plan should be a 

critical part of your thinking. 

Whether it’s from natural disasters, power 

outages, industrial action or a virus like COVID-19, 

having the ability to service your customers in the 

middle of a crisis can literally be a matter of life and 

death for a business – both literally and figuratively. 

Having multiple locations, work from home 

agents, cloud-based contact centre software and so 

on, there are now lots of options to build redundancy 

into your business but it certainly requires a different 

way of thinking. 

Technology 

Rather than just having to worry about phone 

calls, the contact centre is now managing multiple 

channels (e.g. email, live chat, video chat, SMS etc.) 

and requiring more and more information in order to 

service those customers. 

Moving the contact centre to the cloud, 

Knowledge Management Tools, Automatic Call Back 

technology, Chatbots and automation, integration with 

CRM tools like Salesforce, SAP etc. and so on offer both 

tremendous opportunities to improve the customer 

experience and decrease risk and costs in the process.

Summary

With decades spent working in contact centres 

my advice is simple – talk to your contact centre 

manager, the Team Leaders and the frontline agents 

and ask them what your business needs to do to 

improve.  

They’ll be across every single failure point in 

your business and have insight on a daily basis from 

the people that ultimately matter the most – your 

customers. 

Justin Tippett is the Founder & Chief Editor at 

CX Central, Australia’s leading website for contact 

centre and customer experience professionals in 

Australia. www.cxcentral.com.au  
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instead of just reciting lines), different training, better 

information to support agents on the call and so on. 

Business continuity

With businesses more and more reliant on the 

contact centre for their primary customer interaction, 

having a robust Business Continuity Plan should be a 

critical part of your thinking. 

Whether it’s from natural disasters, power 

outages, industrial action or a virus like COVID-19, 

having the ability to service your customers in the 

middle of a crisis can literally be a matter of life and 

death for a business – both literally and figuratively. 

Having multiple locations, work from home 

agents, cloud-based contact centre software and so 

on, there are now lots of options to build redundancy 

into your business but it certainly requires a different 

way of thinking. 

Technology 

Rather than just having to worry about phone 

calls, the contact centre is now managing multiple 

channels (e.g. email, live chat, video chat, SMS etc.) 

and requiring more and more information in order to 

service those customers. 

Moving the contact centre to the cloud, 

Knowledge Management Tools, Automatic Call Back 

technology, Chatbots and automation, integration with 

CRM tools like Salesforce, SAP etc. and so on offer both 

tremendous opportunities to improve the customer 

experience and decrease risk and costs in the process.

Summary

With decades spent working in contact centres 

my advice is simple – talk to your contact centre 

manager, the Team Leaders and the frontline agents 

and ask them what your business needs to do to 

improve.  

They’ll be across every single failure point in 

your business and have insight on a daily basis from 

the people that ultimately matter the most – your 

customers. 

Justin Tippett is the Founder & Chief Editor at 

CX Central, Australia’s leading website for contact 

centre and customer experience professionals in 

Australia. www.cxcentral.com.au  
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Senka Pupacic

E
arlier this year, Google announced they would 

begin works to block third party cookies - 

which are used to track user activity and enable 

targeted advertising based on browsing habits - from 

their web browser within the next two years.

While marketers the world over had initially been 

perturbed about the news of the tech giant’s plan 

to phase out third-party cookies from their Chrome 

browser, web users will likely be collectively sighing in 

relief. Although the move is intended to enhance user 

privacy, marketers will still be able to implement and 

measure advertising campaigns, but only following 

the standards of Google’s recently proposed Privacy 

Sandbox.

What is Google’s Privacy Sandbox?

Google’s plans for its cookie-free future are 

aimed at increasing privacy and fraud prevention 

measures while still supporting targeted and 

measurable advertising. Rather than completely 

upending the online marketing world by blocking 

third-party cookies in one fell swoop, Google will be 

rolling out their proposed standards over the next two 

years, whereby companies who rely on these cookies 

to track web users will have to adhere to the standards 

and newly-implemented measures set by Google’s 

Privacy Sandbox.

In place of third party cookies, Google will be 

rolling out five application programming interfaces, 

effectively creating and providing an alternate 

pathway for the advertising industry to follow. The 

Privacy Sandbox will not block third-party cookies, 

but instead, provide anonymised signals within the 

Chrome browser to enable profiteering from Chrome 

user’s web browsing habits.

Boiled down to its essence, the standards set by 

the Privacy Sandbox means that the tracking of user 

activity remains the same in principle, but is instead 

implemented according to Google’s standards, while 

also allowing for a much more private and secure 

online environment for web users.

However, marketers running targeted ads using 

the Google Marketing Platform would be affected by 

any Privacy Sandbox changes, although these changes 

would mainly affect ad campaigns using Google 

Analytics running on non-Google-owned websites.

Developers will also be discouraged from using 

other tracking techniques such as fingerprinting. This 

How Google phasing out 
third party cookies  
will help build a more 
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involves using various snippets of information that 

varies between web users, such as which device they 

use to browse or the type of fonts they’ve installed, to 

create an identifiable, and therefore trackable profile 

that - unlike cookies - cannot be cleared by the user. 

In response to user requests for increased 

privacy online, Google’s Privacy Sandbox is aimed at 

providing users of its Chrome browser more control of 

how their information is collected and stored.

The problem with third party cookies

Third-party cookies are useful for digital 

marketers as they record various amounts of web user 

activity, enabling ads to be targeted to users based 

on their browsing habits. For example, if you were 

to check out an online music gear store and browse 

through their guitar section, you’ll be likely to see 

related guitar ads when you visit other, non-related 

websites.

While some users may consider this useful at 

times, the issue with third-party cookies is that over 

time, disturbingly large amounts of information is 

aggregated into a database of online profiles for each 

user. This invasion of privacy is not only considered 

creepy by many, but - more significantly - these 

databases also pose as a security risk should they 

be hacked by criminals or leaked into the public 

domain, allowing for potential identity theft or use 

for impersonation schemes. Another possible use for 

such information is the tracking of user movement 

and connections by government agencies.

In recent years, public awareness of these issues 

has risen dramatically, with web users increasingly 

desiring to opt-out of or block third-party cookies, 

which has led to a more private and secure alternative 

being developed.

What’s in the Google Privacy Sandbox?

In response to the web user’s desire for increased 

privacy and security, Google’s initial intentions were to 

make cookies more configurable and transparent for 

users of their Chrome browser, while also completely 

blocking fingerprinting techniques.

However, Google has now shifted its focus 

to completely block third party cookies, with the 

transition to a cookieless Chrome browser over the next 

two years. Advertisers wishing to receive information 

for targeting users will now have to perform an API 

call to Google’s Privacy Sandbox, which will provide 

anonymised data rather than information about 

individual identities.

The tech giant will begin testing click-based 

conversion measurements that will be tracked within 

the Chrome browser, rather than through the use of 

cookies. All required information will be delivered to 

the advertiser, but now without any information that 

could be personally identifiable. 

Challenges from the advertiser’s end

Although advertisers and publishers are 

concerned that Google’s intention to block third party 

cookies eventually will decrease their ad revenue, the 

Privacy Sandbox initiative aims to balance the scales 

with the increasingly desirable user privacy.

Changes brought on by the Privacy Sandbox will 

inevitably affect marketers using the Google Marketing 

Platform and Google Analytics to implement and 

measure their marketing campaigns. However, this 

will only affect ads delivered on sites not owned by 

Google. However, as the company aims to use their 

first-party cookies, this is unlikely to affect advertising 

campaigns being run through Google-owned sites 

such as their search results or YouTube.

Furthermore, although the Privacy Sandbox 

initiative aims to block third party cookies, new 

opportunities could be created for publishers and 

marketing companies that have already aggregated 

their databases of user data.

Google’s motivations

While Google’s intentions may appear admirable, 

it is entirely possible that these changes are being 

brought upon simply due to a global outcry for more 

robust personal data privacy and online security. The 

FTC recently fined the tech giant $170 million for a 

violation of the COPPA (Children’s Online Privacy and 

Protection Act) standards because of their use of 

cookies to track users.

Furthermore, Google’s tracking protocols 

are also currently being reviewed by European 

data protection authorities who are concerned the 

company are not complying with the GDPR.

Another motivational factor for Google to 

phase out their support for tracking cookies as that 

competing web browsers such as Firefox and Safari 

have already implemented measures to block third 

party cookies - a move which has proved to be highly 

popular with internet users.

The Privacy Sandbox is still being developed in 

real-time.

Senka Pupacic is the founder of Top 10 SEO, 

www.top10insydney.com.au 
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Darren Woolley

I
gnoring people, being tardy, not giving thanks, 

cancelling or changing meetings at the last minute, 

missing deadlines and simply being discourteous. 

These simple infractions of common courtesy happen 

more and more, every day in business. People are busy 

being busy and so something has to give, is the often-

quoted justification. But there is an argument that at 

a time when personal and professional reputation is 

as fickle as the latest social media update, it could be 

worth investing some of that precious time in good 

manners, especially in business.

Let’s look at some of the more common ones. 

Now, while these bad behaviors are often found 

universally, there are definitely some markets and some 

organizations where they are much worse than others. 

It was once said to me that “cultures are defined by the 

poor behavior tolerated”, which means that they must 

also have particularly poor cultures.

Starting with a very common and annoying 

behavior. When you request something from another 

person, and they acquiesce to your request, and you 

do not acknowledge this with a thank you. If we were 

dining together and you ask me to pass the salt and 

I did, would you not thank me? Yet every business 

day people make requests of others by email and 

when you respond with what they need, very few 

people say thank you. This is particularly true in 

the procurement process. Procurement requests a 

proposal and yet I find myself having to follow up for 

any type of acknowledgement that they received it. 

How easy would it be to reply with a simple thank you 

to acknowledge the completion of the request?

That leads me to the new most annoying, and 

that is ignoring people. In fact there is even a colloquial 

term for this – ghosting - the practice of ceasing all 

communication and contact without any apparent 

warning or justification and subsequently ignoring any 

attempts to reach out or communicate made by said 

individual. This is particularly hard on salespeople, who 

work hard to get the proposal to their client, only to 

never have that client respond again? If you decided 

to go with another vendor than have the decency to 

tell them so and why? If you decided not to proceed, 

thank them and explain why? If you just changed your 

mind, again, just say than you and explain. Is it so hard?

Next is tardiness. Running late. It is simply a 

passive / aggressive powerplay so saying to everyone 

else, I am so busy and so important that you can all 

sit there and wait for me to get better organized. In 

meeting driven organizations, tardiness is possibly the 

main driver of loss of productivity, as people are forced 

to sit and wait for you to turn up. Do you really believe 

that you are the only one who is busy? Are you really 

more important than everyone else in the meeting? 

In organizations that tolerate this behavior, it become 

the norm, as people begin to run deliberately late 

because there is no point being on time. I can recall a 

Chief Marketing Officer who was always running late. 

The CMO thought this was a reflection of them being 
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busy and important. The CEO just thought they were 

hopeless time managers.

Similar to the last, but different is the person 

who is constantly changing or cancelling meetings at 

the last minute. Clearly their diary is out of control, 

and it can take up to four or five reschedules to 

actually have the meeting, if at all. Sure, occasionally 

the unexpected happens. But this constant schedule 

shuffling simply sends a message that either our 

meeting is not important to you, which is fine – let’s 

just cancel it. Or you have absolutely no control over 

your time and activities, which smacks of being a pawn 

rather than a player. It is due to these people there 

is a roaring trade in personal assistants and virtual 

assistants whose fulltime job is simply managing an 

out-of-control diary. 

There is a lot of talk these days about the 

importance of personal integrity. There are also as 

many definitions of integrity as there are people 

talking about it. My favorite and working version is “to 

make complete or whole”. What does that mean? It 

means to be my word. For my words and actions to be 

complete and whole, to be integrity. So, when I make a 

commitment to do something and I do not do it, I have 

no integrity in regard to that commitment. When you 

agree or commit to a deadline, a meeting, an action, 

by a specific time and date, others will be relying on 

you to have integrity to deliver. If you do not, it does 

not work, and the consequence is they are let down 

and disappointed. The cure to loss of integrity is to 

re-establish integrity and hold yourself accountable to 

deliver. That is integrity.

Perhaps a I have a high personal standard. One 

of my mother’s favorite sayings was “It is nice to be 

important, but it is important to be nice”. She held a 

senior leadership role in Guiding and was a better and 

more effective leader because people appreciated her 

integrity and acknowledgement. But if being a better 

and more effective leader is not motivation enough, 

then perhaps take this advice from an Executive 

Creative Director I once worked with who often told 

me “Be kind to everyone on your way up, because you 

will be seeing them on your way back down”.

Darren Woolley is the Global CEO of TrinityP3 

Marketing Management Consultants, a micro 

multinational with offices in Sydney, Singapore, New 

York, and London, www.trinityp3.com  
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Kyle Kutasi

I
ndia has long been expected to grow into something 

of a global economic powerhouse. It has a population 

of over 1.3 billion people, which makes it nearly as 

populous as China. Yet despite this advantage, it 

doesn’t wield anywhere near as much economic might.

Many would agree that the main reason for 

India’s relative malaise stems from the socialism 

that was inherent to its foundation. For the first 17 

years of its life as an independent nation, India was 

led by Jawaharlal Nehru, a Marxist committed to the 

concept of centralised state planning. He instituted 

what has come to be derisively known as the “Licence 

Raj” whereby India had an eye-watering system of 

bureaucracy that deliberately stymied private business. 

Everything required a licence. You couldn’t sell 

a kettle without it, and up to 80 different agencies 

had to be satisfied in order to obtain such a licence. 

The licence was necessary as the government would 

make it a condition of what price the goods or services 

could be sold for. The reason being that India wanted 

its people to believe that only the state knows what’s 

best for them. The hoi polloi couldn’t be trusted to act 

for themselves. 

Whilst China began to throw off many of its 

communist economic strictures in the 1980s, India 

didn’t abolish its Planning Committee until 2014. India 

continues to suffer for the sins of its past. 

It’s in this context then that it saddens me when 

I meet travellers to Australia from India who always say 

to me: “You guys have so many rules here! Everywhere 

I go, there’s signs warning me I’ll get a fine if I stand 

over here, or smoke over there.” 

When you’re first alerted to it, it’s like a lightbulb 

goes on. Now I see it everywhere. Rules have built up 
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on us like the proverbial frog in the boiling water that 

has no idea its being boiled alive. We’re regulated so 

heavily that even Indians who are used to ludicrous 

levels of bureaucracy find it remarkable. 

Every regulation is an inherent denial of 

someone’s freedom. Now of course we willingly 

accept denials of our freedom, and many of these are 

for sound reasons. One cannot simply take someone 

else’s car without permission. This is because one’s 

right to property cannot be trumped by another’s 

freedom of movement. But the vast majority of 

Australian regulation exists, not to balance competing 

freedoms, but because the state thinks it knows better 

than you, how you should conduct yourself. 

Consider our industrial relations laws. The Fair 

Work Act constitutes over 600 pages of legislation 

(and nearly the same volume of associated regulations) 

telling you how to employ someone. Central to these 

regulations are the concept of minimum wages, set 

by a government tribunal. Australia has the highest 

minimum wage in the world at the moment, despite 

having over 10% unemployment in a COVID-19 

environment. 

The existence of the minimum wage baffles 

logic. We don’t have chattel-slavery in Australia. No 

one is forced to go to work. Far from it actually. If an 

employer wishes to offer a particular wage rate and 

the employee is happy to work for it, why exactly does 

the government need to regulate this transaction? 

When I was a very raw 19-year old law student, I 

managed to find a lawyer who was prepared to employ 

me as a paralegal. But, as he explained to me, I was 

effectively useless to him until I was trained to a level 

where I could handle files by myself. He offered me $5 

an hour at a time when the minimum wage was about 

$15. I knew it was considerably below the minimum 

wage, and I knew I could have earned $20 pouring 

beers in a bar, but I made a bet that it would be better 

for me in the long-term to get some legal experience 

under my belt and so I agreed. 

I worked there for a year before moving on; and 

in truth, he did me a massive career favour by taking 

me on at all. I remain very grateful for the opportunity 

and never complained about the wage, even though I 

was well-aware I had a slam dunk case for backpay if I 

ever wanted to pursue it. 

Morally, what did my boss do wrong? Sure, he 

got some cheap labour out of me, but I learned from 

him too. It was a fair exchange. And he took a big risk 

in betting that I was a man of honour who wouldn’t 

put a knife in his back later. I’m not sure I’d take the 

same risk if I were in his shoes today.  

We have huge underemployment in Australia, 

precisely because low-skilled employment is too 

expensive to take a risk on. Why do we do this to 

ourselves? It makes no sense. 

Ever noticed how only very wealthy Australians 

can afford nannies or housekeepers? Nearly 

everyone in Hong Kong and Singapore has a Filipina 

housekeeper. They get paid $8 an hour, which is twice 

as much as they make in Manila, and because there’s 

no welfare available to them, they all go home once 

their employment is terminated. Sounds like a fair deal 

to all involved, if you ask me. 

In a previous job, I managed an electrical 

contracting business. We had a guy in the workshop 

who was a bit older but had a brilliant work ethic. He 

had been in the Albanian Army when he was younger, 

and his English wasn’t good, so he just got the job done 

and didn’t interact very much with everyone else. He 

was so reliable that he never took leave and had built 

up such a large accrual that we had to start forcing 

him to take it. It peeved him to no end. He couldn’t 

understand why someone ready, willing and able to 

work was being forced to stay at home. But alas, that 

is what our “Fair Work” legislation requires because, 

apparently, people can’t make decisions about their 

lives for themselves. 

The usual retort is that looser employment 

regulation will lead to exploitation. But this claim is a 

complete furphy. No one can force you to go work. If 

your employer tries to rip you off, you go elsewhere, 

or stay at home. This is how all markets work. Labour 

markets are no different. 

The evidence for this is in our own labour market. 

Wages in the mining and construction industries, far 

outstrip their industry minimums. If minimum wage 

laws stop employees from being exploited, then why 

don’t we also implement maximum wage laws to stop 

employers being exploited? The very idea is as absurd 

as it sounds. 

The lesson of India is that economic regulation 

impoverishes in the long-run. It may achieve short-

term political benefits, but it only benefits a small 

number of insiders. 

Kyle Kutasi is a solicitor with Solve Legal, 

www.solveonline.com.au 
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Mark Gell

I
n recent Australian history we have seen the rise 

of our political leaders positioning themselves as 

victims. It provides an interesting insight into the 

psychological reaction to the pressure and stresses of 

modern-day public positions where your every move is 

scrutinised and commented on by people that believe 

they are self-professed experts in everything.

The most recent example is Malcolm Turnbull. 

I have a lot of respect for Malcolm having dealt with 

him on a number of occasions over many years. He 

was a great listener and always took consideration of 

differing views before taking a course of action, much 

like a lawyer really. 

This is not the Malcolm we see today in the many 

media reports about his book. Prior to entering politics 

Malcolm was an extremely successful businessperson 

and lawyer. Perhaps this was his undoing. He believed 

in his own success and that alone would carry him 

through into politics.

Malcolm did become Prime Minister and the 

bar was set very high in terms of what we expected 

him to achieve, although he faltered. As a result, he 

came across as being indecisive. From the outside he 

ran his Prime Ministership much like a barrister would 

prosecute cases – finish one and move onto the next.

Being Prime Minister requires more. Having 

worked in politics myself, it requires a simple vision 

and one that is clear to the public and can be 

communicated that way. In other words, it requires 

people to understand what “you stand for”. With 

Malcom this seemed to change constantly, and the 

inconsistencies began to show and undermine what 

he was trying to achieve.

Politics is a tough game; it is not for the faint 

hearted. In the modern political era, one characterised 

by the rise of instant news, as a politician you are 

literally on call 24/7 and if you aren’t on call you are 

being talked about, abused by keyboard warriors for 

things other people have said about you, that you may 

not have said at all. Yes, fake news.

Then add a further layer of complexity with 

your “fellow loyal” Parliamentary members waiting for 

that misloaded word, that little trip up and signs of 

vulnerability that allow a cabal of misfits to count the 

numbers.

Though here is the thing, we know all this. 

Parliamentary leaders know what they are getting 

themselves into. In order for someone to become a 

Parliamentary Leader they have to step on the egos 

of many politicians to rise through the ranks. So, if 

they believe, and I don’t think many do, that they are 

going to get undying loyalty from their fellow party 

members, they should not have gone into politics in 

the first place.

Reframing political leadership: 

If you’re going on the attack, 

don’t be the victim
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Why is it we have had a litany of leaders put 

their own ego before that of the people they serve 

and position themselves as victims? Do we really care 

what happened behind the scenes? I would put my 

money on the average person, or the silent majority 

not giving two hoots about what happened behind 

the scenes. The latte drinking intelligentsia in our 

capital cities and Canberra, on the other hand, lap it 

up and hit Twitter with a vengeance, the consequence 

of which is a future generation of intellectuals and 

journalists with elongated thumbs.  

Yet for some reason we have had a long line of 

former political leaders who have lost their leadership, 

or never gained it in the first place, share in public 

what happened behind the scenes, which basically 

paints them as a victim. In recent Australian history 

we have also had the unusual pantomime of Prime 

Ministers being removed by their own party. 

Why is this happening?

In former years politics was a calling that people 

entered as a public service, a public duty. They tended 

to be people who had a great level of experience in 

other professions and then entered politics “to pay 

it back” so to speak. In the modern political era, we 

have the rise of the political profession, those that 

rise through the party ranks, slaying their rivals with 

aplomb along the way to get to the top of the gravy 

train as a “leader”. Most don’t make it, the select few 

do.

They know no other way to exist except by 

killing off the opposition in their own party let alone 

the competing political party. The goal is to become 

the leader. You have to question whether this breeds 

the best. Due to the battles they have survived and 

the admiration they have received by their internal 

admirers and some in the journalistic field, they feel a 

sense of privilege. In Malcolm Turnbull’s case he had 

already developed a sense of privilege before entering 

politics.

When they don’t achieve what they set out to 

achieve because the axe fell early on their political 

agenda wielded by their “loyal” fellow members, 

stories get retold, conversations get developed and 

history warped in a way whereby they end up being 

positioned as the victim.

The “victimhood” becomes their legacy. The 

lines begin to blur on what they actually achieved 

while being the leader, and the media and others go 

into overdrive to espouse the victim’s story and tell 

it over and over again until it becomes the ultimate 

truth.

Slayers don’t like to be slayed. That is at the hub 

of it. They can’t get it into their minds that they were 

defeated at their own game. The response is to go on 

the attack and blame everyone else for their downfall, 

when in reality the seeds in their downfall were sown 

in their own prior actions.

Of course, they made mistakes, we all do. But 

in the world of politics making mistakes can be fatal, 

particularly when mistakes are aligned with frailty 

and an admission can be perceived or labelled as a 

weakness. Trump is a case in point.

Going on the attack as a means to avoid being 

labelled as someone that has made mistakes is a very 

common trait of playing the modern political game. 

Trump is a master of going on the attack, although 

going on the attack just makes you a much bigger 

target. Furthermore, going on the attack by painting 

yourself as a victim completely undermines and 

belittles your legacy. It is almost complete denial that 

you ever did anything wrong and we know that is not 

the case – we all make mistakes. True leadership is 

own up to it, admit it, and move on. If you are going 

to go on the attack, don’t position yourself as a victim. 

Ultimately people will see through being a victim and 

not accord the key to the door of your own legacy.

People admire and look up to other people that, 

despite all the challenges they have been through, 

come out the other end humbled and better for the 

experience, even if they have lost. Pit that against 

someone who is bitter, twisted and continually sprays 

at other people to cover their own weaknesses, frailties 

or defeats. 

The only person whose reputation gets 

damaged by “positioning” themselves as a victim is 

the perceived “victim”. They are the core of their own 

reputational damage. 

Being humble in the face of defeat is the mark 

of a true leader. If people use playing the victim as a 

method of trying to restore their own reputation, they 

miss one vital factor. 

Reputation does not exist in your mind it exists 

in the mind of others. You can influence your own 

reputation but never have control over it. Playing the 

victim card is a very risky way of trying to resuscitate 

a reputation. Throwing the victim card on the table 

gives others full licence to push, probe, debate and 

disseminate your reputation. In other words, you lose 

any control over your own reputation and leave it in 

tatters in the Twittersphere. Your reputation becomes 

the victim of your own making.

Mark Gell is a Partner with Reputation Edge, 

www.reputationedge.com.au 
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Ken Chapman & Grant Lovett

M
ark Twain once famously quipped “history 

doesn’t repeat itself, but it often rhymes”.  The 

current dislocation in financial markets as a 

result of the COVID-19 pandemic looks on the surface 

unique, but there are echoes of the past in the present.  

In this context, let’s hope some of the lessons 

from an earlier crisis are better learned now.  Most 

especially, action to help corporate Australia reduce its 

reliance on banks and offshore markets for funding.

During the GFC, banks had limited ability to 

expand their balance sheets for corporate lending. 

In fact, they had to recapitalise to ensure ongoing 

viability. 

Capital rules enacted since then to ensure that 

they are “unquestionably strong” have meant the 

banks entered this current economic crisis in a very 

strong position. Yet corporate Australia’s dependence 

on banks and offshore markets for debt financing has 

often meant that only domestic equity raisings are 

possible during times of stress.

Of equal significance is the heavy weighting 

towards equity markets among retail investors – a rare 

situation within developed economies. The benefits of 

a more diversified investment strategy are especially 

highlighted during times of financial stress.

If we are not to waste this crisis, there has never 

been a better time to ensure that Australia’s sizeable 

domestic savings pool is also available to efficiently 

provide debt financing to Australian corporates. 

While there are domestic corporate bonds issued 

over the counter (OTC) and purchased by wholesale 

fixed income fund managers, these are in the main not 

accessible to retail investors.  

Now’s the time for reform. 

ASX welcomes the current parliamentary inquiry 

conducted by the Standing Committee on Tax and 

Revenue (“The Inquiry”). While the Inquiry was already 

underway prior to the market disruptions caused 

by COVID-19, the current situation highlights why 

we should not delay in putting in place the reforms 

that have been recommended by a number of earlier 

reviews. 

How we got here

Some changes were made in 2013 by then 

Treasurer Wayne Swan to create the Simple Corporate 

Bond regime. However, the more significant reform 

Reforming the 
current dislocation  
of financial markets
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argued for by the industry at that time was not fully 

implemented. The modest reforms that were put in 

place had minimal impact on market development, 

with extremely limited take-up of the new regime’s 

disclosure requirements. Some have argued this shows 

that a deep retail bond market is not viable or possible 

in Australia. But given the impediments that still exist, 

it is surely too early to reach that conclusion. This is 

particularly so when the benefits of such a market 

development are so attractive to both investor and 

borrower.

Financial System Inquiry (“FSI”) - 2014

The FSI recommended that the government 

further ease disclosure requirements for large listed 

corporates issuing ‘simple’ bonds and encourage 

industry to develop standard terms for ‘simple’ bonds. 

The government responded to this 

recommendation with an agreement to “develop 

legislative amendments to modernise and simplify 

disclosure requirements for large corporates issuing 

‘simple’ corporate bonds to the retail market” and work 

“with ASIC and market participants to assess the need 

for further improvements to support the corporate 

bond market.” While the government’s response to 

this was originally due in mid-2016, it is certainly a case 

of ‘better late than never’ to see in last year’s federal 

budget that the matter is now being reviewed by the 

Standing Committee on Tax and Revenue.

Why is there a lack of retail bond issuance?

It’s unwise to be definitive about what is holding 

back the development of a vibrant retail corporate 

bond market. Clearly, there are some major structural 

reasons which complicate the picture, but at the same 

time, there are definitely some impediments, which if 

removed, will give the market the best chance to grow.  

Ease of access to offshore markets

 Corporates in Australia with a good credit rating 

are able to tap both the public and private placement 

144A market in the United States, as well as raise debt 

in other offshore markets. This has been helpful for 

corporates over time, especially to diversify funding 

sources.  However, in times of stress – such as the GFC 

– this has proven problematic and/or expensive. It also 

comes with a cost if the funding is required in AUD – a 

cross currency swap has become very expensive as a 

result of reforms in the OTC derivatives market since 

the GFC.  Changes to collateral requirements due to 

non-central clearing and credit charges are examples 

of such changes. Cross currency swaps also require 

systems to manage the risk and come with mark-to-

market complications that would not be faced if debt 

was raised within Australia.

Alternative interest bearing investments,  

bank deposits

With APRA’s liquidity rules and competition for 

term deposits, rates in this market are quite attractive 

relative to the RBA cash rate and other short-term 

highly rated investments. 

This situation will not change any time soon. 

However, what should be noted is that these returns 

are normally only available out to about six months, 

rather than giving investors a known income stream for 

a number of years – something that corporate bonds 

can offer. Corporate bonds would also offer debt 

investment opportunities much broader than just to 

the banking sector.

Importance of investor education about  

corporate bonds  

Australia has clearly been an equity loving 

nation historically. There is a view that retail investors 

understand equities better than debt. But surely this 

is an argument for further education rather than 

reinforcing bias through restricting access to debt 

products. The opportunity for retail to invest in high 

quality, interest-paying instruments has traditionally 

been limited to products like term deposits.

Taxation

The difference in the tax treatment between 

equity dividends, via the franking system, and interest 

received from debt products like bonds, for example, 

is also relevant. Investors pay tax on interest at their 

marginal tax rate, while tax on dividends is paid on their 

marginal rate less the attached franking credit (usually 

the corporate tax rate). 

Often, this means that there is a refund available 

to retail investors where the marginal rate is less than 

the corporate tax rate (such as in SMSFs). This makes 

the after tax return of equities relatively more attractive 

than interest. 

ASX notes the taxation issue for completeness, 

and is not suggesting any change is feasible or 

recommended in this complex area of public policy.
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So what can be done to give the market the  

best chance of success?

Even if all these hurdles could be overcome, 

issuers may still be reluctant to access the market, 

including due to impediments in the Corporations Act.

These have been flagged previously to 

governments of all persuasions and remain the 

essential ingredients for real progress in market reform 

and retail investor participation.

In ASX’s view, the reforms recommended below 

are incremental, modest and non-controversial. 

In essence, the proposals seek a gradual opening 

up of the retail market for the issuance of simple 

senior listed bonds by the most creditworthy public 

companies, with investor protections leveraging off 

the existing robust corporate continuous disclosure 

regime. 

The key matters for regulatory reform can be 

summarised as:

1.  Relying on existing continuous disclosure to allow 

more flexible and cost-effective disclosure for listed 

bonds. In particular, recommending that ASX 200 

companies be allowed to list senior bonds with a 

term sheet and cleansing notice (no prospectus).

2.  Permitting early redemption of bonds to align with 

OTC issuing terms. 

3.  Building on the Simple Corporate Bond regime by 

fixing a number of anomalies.

ASX will be making these arguments very 

strongly in our submission to the Inquiry.

The Future

As the health crisis begins to abate and the 

economic costs are realised, the government will be 

looking for reforms to facilitate an economic recovery 

and bolster the future.

This must include a serious discussion about the 

development of the retail bond market and the role it 

can play to strengthen our economic credentials.

The current Inquiry is the best opportunity for 

this to be considered. It will require both political will 

and industry solutions. This combination will give 

reform the best chance of success and lead to great 

outcomes for the Australian economy in the years 

ahead.

Ken Chapman is Head of Strategic Delivery, 

Capital Markets, and Grant Lovett is Head of 

Government Relations for the Australian Securities 

Exchange (ASX), www.asx.com.au 
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Nick Campbell

I
t was Charles Darwin that said ‘It is not the strongest 

of the species that survives, nor the most intelligent, 

but the one most responsive to change.’ 

Today, as business and government address the 

COVID-19 crisis, Darwin’s ‘survival of the fittest’ idea 

is just as relevant now in 2020 as it was when first 

published in On the Origins of Species in 1869. 

COVID-19 has triggered a rapidly evolving political 

and economic environment where governments have 

been forced to make quick decisions and roll-out 

large-scale policy and big spending programs without 

the chance for widespread consultation with either 

business or the community.

While some are still in a state of shock, other 

businesses are moving fast to find “a seat at the table” 

of government policy, having their voice heard and 

contributing to government decision making. 

First course:  

a dynamic and changing environment

The Federal Government under Prime Minister 

Scott Morrison has moved quickly in terms of the 

immediate health response – closing borders, reducing 

people-to-people contact and rapidly building a 

National Medical Stockpile – and by global comparison, 

it’s safe to say the Federal Government has done well 

on this front.

With the immediate health threat receding for 

the time being, the next big challenge for the Federal 

Government will be navigating the economic minefield. 

The conversation has shifted to assessing the 

economic damage of COVID-19 and time will tell 

whether governments have responded quickly and 

adequately enough to protect jobs, businesses and 

livelihoods. 

Survival of the fittest – 

if you’re not at the table, 

you’re on the menu
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In response to the economic crisis, the Morrison 

Government announced a range of economic stimulus 

measures totalling more than $319 billion. This includes 

both the JobKeeper and JobSeeker packages, together 

with other rebates and economic stimulus measures. 

What the crisis has precipitated is a move 

towards big government and big spending to mitigate 

the economic fallout.

On key issues, the Government has nationalised 

its response and swapped its fiscally-responsible 

decision-making approach with an urgent spending 

and interventionalist approach – the size and scale we 

have not seen since the Second World War.

The COVID-environment has also triggered a 

shift on how government decisions are being made. 

The formation of a National Cabinet has 

condensed government decision-making into the 

hands of a few, bringing together the leaders of each 

Australian State and Territory Government.  

National Cabinet has seen some consensus on a 

wide variety of issues, and business needs to be aware 

that when thinking about engagement with this new 

body, it needs both levels, adding more complexity.

Additionally, in response the Federal Government 

has set up various industry taskforces, including 

the National COVID-19 Coordination Commission 

(NCCC), with the aim of engaging directly with the 

business community. The question now is, what is the 

outlook ahead following the immediate actions from 

government?

Second course:  

preparing for the fiscal outlook ahead

Business and politics are inextricably linked, and 

the fate of the Morrison Government will be dependent 

on the success of business – particularly small business 

– kickstarting the national economic recovery and 

revival.

Even before the COVID-19 crisis, there was 

already talk of an economic downturn, with questions 

increasing about the end of Australia’s record economic 

run and whether enough economic reform had been 

done in the ‘good times’ to ensure productivity and 

growth in the ‘tough times’.

However, few commentators would have 

predicted the scale of the disruption amidst a global 

pandemic. 

While the Morrison Government went into the 

2019 Federal Election promising a return to surplus, 

these plans have since been abandoned and the 

Government has delayed the delivery of the May 2020 

Budget – now set to be brought down on 6 October 

2020. 

The October Budget will see the Government 

do away its plans to deliver an economic surplus and 

instead be focused on spending and national building 

projects to kick-start the economy. 

General consensus is that if key policy reform 

asks of business are not packaged and presented to 

government in time for the October 2020 Budget, 

then the likelihood of support over the coming years 

will largely diminish.

With this uncertain economic outlook and 

significant toll taken by key economic drivers, it 

is imperative that business positions itself with 

government to avoid the risk of being left out of the 

important reforms to come.

Main course:  

opportunity through change

There is now the impetus for reform and there is 

now potential to re-evaluate the role of government, 

current policies and our system as a whole. 

History has shown that it has taken either a 

Royal Commission, Recession  or a Global Financial 

Crisis (and now a pandemic) to instigate substantial 

and rapid reform. 

Recent strides of economic reform came under 

the Hawke/Keating Government’s in response to 

global and domestic economic downturns. Followed 

by a reforming Howard Government in the long-term 

interest of the nation.

To need to rebound out of the economic 

downturn gives rise to a potential overhauling of issues 

such as red and green tape, issues of duplication, 

approval processes and access to efficient government 

services. 

Additionally, it now presents an opportunity 

for the Morrison Government to look again at the 

relationship between each level of government and 

assess whether it is currently fit-for-purpose and 

adequately serving the needs of the Australian public.

While there is currently a shift towards big 

spending and big government, this change will be 

temporary. Soon there will be a return back to smaller 

government, with the private sector to run the economy 

based on principles of free enterprise together with 

appropriate   government regulations and safety nets. 

Businesses will need to position themselves now to 

shape this transition by developing relations within 

government on their own and through industry bodies.
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Additionally, this is a perfect opportunity where 

there is a national purpose to act. In typical fashion, 

Australians will see this crisis as an opportunity to 

shape our future for the better. 

So far, we have seen a national response and 

an unprecedented cooperation from all levels of 

Government, led by the Prime Minister Scott Morrison. 

But now is a time for a national approach to the fixing 

of the economy – a ‘new bargain’, a ‘new deal’. 

Dessert:  

what does business need to do in the  

current landscape? 

Just like Federal and State Governments have 

adapted quickly on the immediate health response, 

businesses will need to be at the table with Government 

during the formulation of economic responses that will 

have repercussions on every sector of the Australian 

economy. 

With the current political and economic 

instability in Australia, what should businesses be 

looking to do in the immediate COVID-environment to 

mitigate their political and policy risks?

1.  Increase intelligence gathering: business needs 

to closely monitor what both state and federal 

governments are doing, especially with reforms and 

budget changes. Tracking potential changes are 

crucial to being able to engage before decisions 

are made that have widespread consequences on 

industry sectors. As this environment is showing, 

governments at all levels are making decisions in 

a short time frame; early warning and detection 

systems are critical. 

2.  Increase understanding and perspective through 

education: despite the uncertainty, business should 

strengthen their direct engagement with the 

politicians and their advisers, especially around 

important areas of interest and concern. Educating 

key political leaders on business and the impacts 

of policy change is the best way to protect policy 

stability for business.

3.  Engagement with regulators, the Australian Public 

Service and newly established COVID-19 Taskforces 

and Commissions: in order to further mitigate the 

risk of political changes, companies should spend 

time with regulators and key members of the 

bureaucracy who can inform political leadership. In 

times of crisis and a distracted  political leadership, 

the bureaucracy plays an even more important role.  

Especially in areas where there is limited consultation 

with business, the public service can advise elected 

decision makers of some of the implications and 

downstream effects of policy change.

4.  Adapt to change – quickly: Finally, and probably 

most importantly, what is needed internally within 

businesses is a change in mindset, increased 

resourcing, and senior leadership focus to ensure 

success.  To many companies, government is one 

of their most important shapers of their business 

environment. They need to be treated as such.  While 

companies can rely some practical steps through 

industry associations, chambers of commerce, 

forward thinking companies also need direct 

advocacy and engagement on key policy areas or 

issues.

While government policy and decisions won’t be 

able to cater for everyone and every industry, having a 

voice at the table of government will boost the chance 

of business to be involved and not left behind.

As we’re reminded by Darwin, it will be ‘survival 

of the fittest – and those businesses who can adapt 

to change will survive and thrive and get a seat at the 

table.  If not, they’ll be on the menu.

Nick Campbell is the Chair of the Nexus APAC 

Group. He has worked across the private sector 

and government on Strategy and Public Affairs,  

www.nexusapac.com.au 
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Noel Hadjimichael

F
ounded after the turmoil and devastation of 

the Second World War, as part of the initial 

United Nations response to immediate need, the 

Geneva-based organization and its many dedicated 

professionals represent a continuation of the League 

of Nations and its innovative health commission. 

It is a thought leader and a persuader. But the 

politics, self-interest and ego of the member states of 

the UN have plagued the work, focus and integrity of 

its narrative. 

Too easily it has been sidelined by notions of 

collaboration, coalition building and outright collapse 

of moral authority in the face of geopolitics. Physician 

heal thyself could not be more relevant now as we 

tackle a pandemic of immense impact and worrying 

resilience.

“The novel coronavirus — which, after originating 

in China, has gone on to wreak havoc around the planet 

partly because of Beijing’s failure to promptly share all 

the information it had about the initial outbreak — is 

changing the way the world looks at China.

Beijing has been accused of shirking its 

obligations to the World Health Organization (WHO). It 

hasn’t helped its case lately by pushing internationally 

what Chinese patriots have applauded online as “wolf 

warrior diplomacy” (戰狼外交): a campaign of strident 

propaganda, trying to shift the blame and threatening 

to restrict exports of critical medical supplies. “ 

Or so it was argued in the Times last month.

The debate that has been unleashed over the 

effectiveness and truthfulness of China’s local, regional 

and national response to the virus has been an eye 

opener for many. 

Right wing, left wing, civil libertarian and social 

democrat pluralists have all raised the alarm over 

the timing of the outbreak, the acknowledged poor 

treatment of the initial whistleblowers and the veracity 

of the very statistics that have been critical for others 

to assess the implications for economics, public health 

and strategic transport services. A major world player, 

a P5 member of the Security Council, the engine room 

for the world trading system for 20 years is being 

Wolf warrior diplomacy

Why we all need to change the 

way we look at China
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assessed as an unreliable or untrustworthy source of 

critical data. 

It is not the frontline medical teams or the 

people of China who have been found wanting - it is 

the ugly recognition that a society with deep roots in 

suppression of civil society, declining transparency in 

public discourse and aggressive information control is 

uniquely well qualified to throw petrol on the bonfire 

of natural or man-made pestilence.

There are now key words and phrases that have 

entered into the discussion over the family dinner 

table, the Zoom board meeting or the virtual catch 

up: social distancing, flattening the curve, ISO or 

pandemic. Adults worry about a Great Depression and 

teens worry about the eradication of jobs, freedoms 

and connection.

The path that brought us to this place has its 

origins in Cold War strategy, arrogant commercial 

self-interest and ambiguous human rights stances 

that would make the generation that won the peace in 

1945 wince with shame and cold fury.

The China that builds a blue water navy 

and creates islands in the South China Sea, offers 

billions in investment whilst undermining domestic 

manufacturing capacity and eagerly plunders the 

opportunities of Africa in a fashion that would make 

a nineteenth century colonialist blush is no minnow in 

the world of diplomacy, narrative building or exercise 

of geopolitical muscle. She is the creature of misplaced 

Western opportunism, cheap compliant labor, exciting 

technological advances and a preparedness to accept 

submission in the face of advocacy. 

Three big shifts in the global treatment of China, 

taken for immediate and understandable reasons, 

forged the path to today’s crisis of accountability 

and trust. Political, economic and cultural surrender 

of glaring proportions. The surprise by some over 

Covid-19 and the WHO is no surprise at all.

From the 1970s, in the Nixonian world of 

realpolitik, the begrudging kowtow to the “One China 

Policy” make a mockery of any resistance to the extra-

territorial claims of the PRC. Taiwan was not to be 

allowed to be seen as a self-governing State. It was 

to be relegated to a troubled and tiresome renegade 

province. The Communist undemocratic state to be 

given its way in all things diplomatic and legal. Whilst 

an imperfect evolving democracy was shunted to the 

“too hard” basket. Better to keep Beijing onside than 

just push back. It was only right that the USSR could be 

played into a corner with its awkward ideological ally/

competitor. This was followed by the acquiescence of 

the Tibet occupation, the difficult future of Hong Kong 

and the continued repression of religious, racial and 

cultural minorities.

From the late 1990s and early 2000s, 

the progressive expansion of world economic 

engagement with China with its convenient exchange 

rate, undisturbed labor compliance and sweetheart 

deals for those seeking to invest in manufacturing, 

mining and construction sectors was the story of 

successful robust globalisation. Consumer growth by 

China’s burgeoning middle class for foreign products 

like German cars, French perfume or Aussie beef 

easily paved the way for zero debate regarding the 

transition of blue-collar jobs from Duisburg, Dunkirk or 

Devonport to the rapidly urbanised regions of China. 

Joining the WTO (World Trade Organisation) did not 

see China reform its economy into a liberal or market 

driven society. However, it did provide access to 

markets across the globe on positive terms and enticed 

investors to see the PRC as a safe bet for precious 

capital. Money that was often funded via the very 

mutual funds, superannuation and pension savings of 

the very workers being replaced in places with higher 

wages or more difficult environmental conditions. 

A cultural surrender by educators, research 

bodies and the arts sector has been the final shift 

that has positioned China as virtually “shame proof” 

regarding the treatment of dissidents (otherwise often 

heralded in other societies as democrats, liberals, social 

reformers or humanitarians) and its enticement of 

elite opinion by means of economic power. How easily 

silenced is the campus academic, journalist, trade 

union activist or cyber freedom advocate when China 

is the new market for overseas students, fresh campus 

sites or lucrative tours of cities boasting urgent desires 

for Western cultural visits. Civil society discourse is 

hampered when entrepreneurs and opinion leaders 

alike tiptoe around the sensitivities of a China that 

plays various cards of victimhood from generations 

ago. 

The powerhouse nuclear military capacity, 

immense manufacturing strength and disciplined 

populace that confronts its neighbours and its 

competitors is not ignored.

We have seen the WHO like many international 

organisations show due deference and courtesy 

to one of the great societies on the planet. That is 

right and proper. However, responsibility regarding 

the accountability and accuracy of any engagement 

resides with us all. We should demand an inquiry into 

the circumstances of the Wuhan outbreak. Not for 

shallow or petty political point scoring. But for the 

natural and normal requirements of the charter, aims 

and reputation of the global health “canary in the 
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mine”. Hundreds of thousands of victims and millions 

of sufferers deserve better. 

Decisions made and decisions delayed by 

local, regional and national authorities in China may 

have made this pandemic much more difficult to 

understand. A preparedness to dismiss or demur is just 

too irresponsible for words.

The China that has wrapped much of the world 

in a belt of strategic and harsh debt or a road of 

convenient economic potholes should not be allowed 

to escape scrutiny.

A China that buries its past regarding the 

glaring failures of the Mao era, colludes to diffuse 

any recognition of its unsavory surveillance state or 

silences its diaspora even when citizens of democratic 

communities is no candidate for political, economic or 

cultural equality.

Three short and sharp reversals of policy 

across a number of key democracies may just trigger 

awareness from the regime in Beijing that actions have 

implications. 

The end to the One China Policy gives credence 

to the successful and vibrant democratic nation that 

is Taiwan. A champion in this Covid-19 pandemic. 

Dismissed and marginalised by those wishing to 

placate a powerful bully. If not now, when? 

The end to the facade that WTO, multilateral 

and bilateral trade arrangements with China make for 

a healthy or harmonious economic framework. Trade 

that fails to reflect the national interest can be shown 

to be self-defeating. Ask so many nations scrambling 

to get either pharma or personal protective equipment 

in today’s crisis from an unreliable or recalcitrant 

provider.

The end to cultural, media and artistic amnesia 

over the human rights abuses of a society that has 

sought to retain some of the most repressive political 

conditions in this era of the smart phone, sophisticated 

global consumerism or sensitive liberal elite values. 

If opinion leaders on both the right and left value 

pluralism, the rule of law and universal human rights 

protections, a robust debate is warranted. 

Who benefits if candid or comprehensive 

neglect of the facts occurs? The citizen of the globe’s 

great Asian power deserves the same answers as the 

medical doctor in Lombardy or the grieving widow 

in Lancaster Pennsylvania. With great power, comes 

great responsibility. 

Who should stand in its way.

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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F
amed for its mystical and riveting history, this 

National Historic Register plantation home from 

circa 1796 represents antebellum splendour at its 

most striking. There are various legends surrounding 

the Myrtles Plantation, which has long been touted as 

one of America’s most haunted homes. 

A Deep South state in the South Central United 

States, Louisiana is the 31st most extensive and the 

25th most populous in the nation. Bordered by three 

neighbouring states, a large part of the state’s eastern 

boundary is demarcated by the Mississippi River.

Named in honour of King Louis XIV, the state is 

a true melting pot of cultures, strongly influenced by a 

mixture of eighteenth-century French, Italian, Haitian, 

Spanish, Native American, and African cultures, and is 

considered exceptional in the U.S.

The Mississippi River is the second-longest and 

chief river of the second-largest drainage system 

in North America. From the source of Lake Itasca in 

northern Minnesota, it flows south for 2,320 miles to 

the Mississippi River Delta in the Gulf of Mexico. 

Developed atop a narrow ridge overlooking 

the river in 1809, the town of St. Francisville has been 

called “the town two miles long and two yards wide”, 

and during the antebellum era was the commercial and 

cultural centre of the surrounding plantation country.

With a number of plantations open for public 

tours year-round, the area has plenty to offer to those 

who want to learn about the antebellum-era south. 

The most interesting plantation in the area, with plenty 

of mystical stories to tell, is the Myrtles Plantation, 

located 26 miles north of Baton Rouge and 98 miles 

north west of New Orleans. 

TRAVEL FEATURE

Destination Louisiana

The historic Myrtles Plantation
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The plantation was built on 600 acres in 1796 

by General David Bradford, also known as ‘Whiskey 

Dave’. Bradford lived there alone for several years, until 

President John Adams pardoned him for his role in the 

Pennsylvania Whiskey Rebellion in 1799, at which point 

he moved his wife and five children to the plantation 

from Pennsylvania.

The house is rumoured to be on top of an ancient 

Tunica Indian burial ground, and the plantation itself 

believed to be the home of at least 12 ghosts. It is often 

reported that 10 murders occurred in the house, but 

historical records only indicate the murder of William 

Winter, a popular attorney who lived on the plantation 

from 1865 until his death in 1871.

On arrival, the home and its environment 

provides guests with an immediate sense of peace and 

tranquillity. Surrounded by centuries-old live oak trees, 

the mansion features a 125-foot veranda, exquisite 

ornamental ironwork, hand-painted stained glass, 

open-pierced frieze work crown moulding, Aubusson 

tapestry, Baccarat crystal chandeliers, Carrara marble 

mantels, and gold-leafed French furnishings.

The Myrtles Plantation invites its guests to step 

into the past and experience antebellum splendour, 

encouraging you to relax in a giant rocker on the wide 

veranda or stroll through the historic grounds laced 

with live oak trees, crepe myrtle trees, azaleas, and 

other flora and fauna typical of antebellum plantations.

The original stained glass entrance was hand-

painted, etched, and patterned after the French cross, 

to ward off evil. The ladies and gentlemen’s parlours 

are mirrored reflections of one another, identical in 

size. 
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The dining and gaming rooms, important to 

plantation life, are located downstairs, with the former 

providing a place to hold festive dinners and discuss 

events of the day, and the latter offering a restful and 

intimate atmosphere for games of chance.

The plantation offers guided day tours and 

private tours each day, as well as complimentary self-

guided tours of the grounds. The 45-minute-long 

Daily Mystery Tour focuses on the history, mystery, 

and intrigue of the plantation, and runs seven days 

a week. On Fridays and Saturdays, you can take part 

in evening mystery tours, with the option of staying 

overnight in one of the plantation’s many spacious 

accommodations.

The plantation’s Bed & Breakfast has 18 

distinctive accommodations to comfortably meet the 

needs of any of its many and varied guests, with each 

stay including a complimentary Daily Mystery Tour and 

breakfast.

The largest available suite is the Judge Clarke 

Woodruff Suite, located on the mansion’s second 

floor. The suite has a queen-size four-poster bed 

and a private bathroom with a bathtub, as well as a 

large private sitting area near the staircase, where it is 

advertised that attorney William Winter died in 1871, on 

the seventeenth step.

The only accommodation available on the 

mansion’s ground floor is The General David Bradford 

Suite, which provides access to the front and back 

verandas. The suite has a spacious bedroom with a 

queen-size half tester bed, a quaint sitting room, and a 

private bathroom with en-suite shower. 

Whether you’re staying for the day or overnight, 

the plantation’s Restaurant 1796 is a must for guests. 

Centred around a 10’ wood-fired hearth, the restaurant 

delivers fresh Southern ingredients finished to 

perfection over the fire, offering the pleasant ambience 

of a family gathering, where engaging conversation 

brings a relaxed atmosphere to fine dining.

Harnessing the unique history of the property, 

most of the restaurant’s dishes have been touched by 

the hearth. Diners can choose individual main proteins, 

and then fill their table with small plates made up of 

from local, market-fresh produce.

Once your visit to the plantation is concluded, 

you will want to extend your stay in the popular tourist 

destination of St. Francisville long enough to enjoy 

the Southern hospitality offered by the interesting 

attractions, unique shopping, delicious restaurants, 

and fun adventures this charming town has to offer.

In addition to the Myrtles Plantation, there are 

a number of other restored historic plantations open 

for tours, including Rosedown Plantation State Historic 

Site, Audubon State Historic Site, Butler Greenwood 

Plantation, and the Cottage Plantation, as well as 

several antebellum gardens.

For anyone wanting to learn more about the 

antebellum south, the state of Louisiana and the Myrtles 

Plantation in particular are good places to start. There 

is plenty more to do in the state, so make sure you take 

the opportunity to visit historic New Orleans, the state 

capital Baton Rouge, and the heart and soul of Cajun 

and Creole Country, Lafayette.

Find out more about the historic and haunted Myrtles  

Plantation by visiting www.myrtlesplantation.com  
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Romulus B2B provides solutions for companies looking to reduce their 

overheads, stay lean, and keep focused on their core competencies.

We employ a skilled team of outsourced service professionals with the ability 

to complete essential business tasks for as much as 40% less than domestic 

industry standards.

RomulusB2B offers more than 20 services including:

WWW.ROMULUSB2B.COM

• Administration

• Data mining

• Lead generation

• Business development

• Bookkeeping

• IT and remote support

• Web design & development

• Graphic design

with  Business Services

Fly higher

https://romulusb2b.com


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.


