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WELCOME TO THE LATEST ISSUE OF

BoardAlert

What a year it has been for Director Institute and 
our members. Our membership grew by 150% it has 
been a very busy and productive year welcoming 
thousands of new members who want to take a 
seat in the boardroom. We have run Welcome to 
the Boardroom Masterclass events throughout the 
country, hosted countless Boardroom Luncheon’s 
and I have had the opportunity to speak or meet 
with the vast majority of the membership. Most 
importantly, the Board Search practice has been the 
busiest ever and we have assisted well over 5,000 
candidates during their board director journey. There 
are too many members who secured Non-Executive 
Directorships & Advisory Board roles during the year 
to highlight, but nothing gives me more pleasure 
than to receive a note of thanks from a member who 
has secured their first board role. As I wind down for 
the year and study my calendar I realize that I have 
conducted nearly 4,500 mentoring sessions! So 
much for a sea change in moving to Sanctuary Cove 
on the Gold Coast, I am now busier than ever, but 
probably wouldn’t want it any other way.

The year started with the Banking & Financial 
Services Royal Commission which shone a light 
on poor corporate governance practices, board 
directors asleep at the wheel and in some cases illegal 
activity. Board reputations were destroyed overnight 
and the consequences have been far reaching. 
Unfortunately, we are going to see similar revelations 
from the Aged Care Royal Commission findings and 
I suspect that we will see board leadership lacking. 
It was a year filled with highs and lows, we saw 
corporate raiders flex their muscles and high profile 
company collapses such as Thomas Cook leaving 
hundreds of thousands of travelers stranded, the 
spectacular failed WeWork IPO, just to name a few 
corporate disasters.

Shareholder activism was prevalent throughout the 
year and this culminated with the failed attempt 
to unseat Katie Page CEO & Board Director at 
Harvey Norman by Ownership Matters who fielded 
Stephen Mayne the perpetual board director 
candidate as the replacement. Expect to see war 
declared on proxy voters and shareholder activists 
in 2020 by a number of high profile listed entities; 

the jury is definitely out on whether they contribute 
to the good governance and operation of company 
boards. Ita Buttrose OBE AO a former board advisor 
to Director Institute took on one of the most 
important Chair positions in the country leading 
the ABC, demonstrating that age and gender are 
no barrier to securing board director appointments 
when you are the right candidate for the job.

The year ended on a low with the announced early 
retirement of Lindsay Maxsted Chairman of Westpac 
and the removal of CEO Brian Hartzer. The upcoming 
Westpac AGM will be volatile and there are likely to 
be more board directors to exit. Much will be written 
about Westpac in coming months but one has to 
wonder how the board came to the decision to set 
up two non-SWIFT cross boarder payment platforms 
which are at the core of the allegations. Bypassing 
SWIFT left Westpac open to substantial risk, with 
billions worth of transactions deliberately set up 
to bypass the global standard platform for cross-
border money flows with systems in place to prevent 
financial crime.

As we come to the end of the year, now is a perfect 
time to reflect on your personal achievements and 
goals for 2020, the start of a new decade. Over the 
Christmas & New Year break take time to recharge, 
spend time with family and friends, update your 
board resume, undertake career portfolio planning, 
watch the Keys to the Boardroom eLearning 
program and set your sights on where you would like 
to head in the year ahead. There is no doubt that now 
more than ever, we need next generation directors 
to step up and take a seat in the boardroom across 
Start-Ups, Private companies, Government, Not For 
Profit and ASX Listed entities.

In conclusion, I want to say a special thankyou to 
Amber Harrison who has been with us now for over 
2 years, a key member of our team and a magnificent 
help to me throughout the year assisting many 
members to achieve board appointments. We wish 
you and your family a Happy Christmas and a safe New 
Year and look forward to partnering with you in 2020.

Kylie Hammond
Executive Chair
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Join Kylie Hammond Executive Chairman and 
Founder of Director Institute, and her team for 
this supercharged one-day Masterclass that will 
fast track your board career.
Limited to only 40 people this opportunity is suited 
to mid-to-senior executives, general managers, 
directors and C-suite executives ready to drive their 
career forward to achieve amazing results.

Attendance at the Welcome to the Masterclass full 
day workshop is included in your membership.
Join now and book in to attend the next event in 
your state.

SYDNEY - BRISBANE - MELBOURNE

REGISTER HERE

DATES:

Melbourne: 
Tuesday February 18th 2020

Sydney:
Wednesday April 1st 2020

Brisbane:
Thursday May 21st 2020
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In over 30 years as a highly successful entrepreneur and business coach, 
Siimon Reynolds has pushed thousands of Executives from average to 
good to exceptional.

Siimon features his practical non-nonsense advice on success and 
productivity in his new book “Win Fast - Quick Ways To Achieve More, 
Earn More, and Be More” and sat down with Kylie Hammond to share 
amazing techniques on how to increase your success - fast.

SIIMON 
REYNOLDS

5 Concepts for success for 2020
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Kylie:
Siimon, I wanted to ask you, how do you define 
success?

Siimon:
There’s one definition of success which I like, 
which is the progressive realisation of worthy 
goals. I think that is largely true. If we choose our 
goals well and we make progress towards them, I 
think we view ourselves as successful. What I like 
about that definition is it's about the journey, not 
just the final destination.

We all know people who endlessly try to get to a 
particular place. It may take them decades to get 
there. They're not enjoying life particularly along 
the way. Even if you reach that goal, I don't view 
that as a successful life. I think the real challenge 
and goal we should be aiming for is to enjoy our 
lives at the same time as achievement. There's 
very few people that have pulled that off.

Kylie:
I read this great little blog that you did, with your 
observations about the difference between 
winners and losers because you mentor a lot of 
top CEO’s, business leaders and entrepreneurs. 
You obviously see different habits and who's 
winning, who's losing, who's achieving results, 
who's achieving goals. Tell me a little bit about 
what you've observed as the difference between 
people who are really achieving and people who 
are not.

Siimon:
Well the interesting thing about achievement is a lot 
of people think that it's talent based or intelligence 
based or luck based. Broadly we have to have some 
degree of all three. But in the long run, I don't think 
any of those are the primary drivers of success, 
particularly not success in business.

We’ve all seen people who were not particularly 
intelligent, earning 10 to 100 times more than the 
people around them. Then we see people that 
don't necessarily seem to have from the outside 
a lot going for them, that achieved more.

So I looked deeply into that. I really think that 
there's three factors that separate winners and 
losers in the long term. The first is I think people 
who succeed aim high. There's quite a lot of 
research to support this. Generally, if you pick 

a large goal, a tough to achieve goal, you may 
not reach it, but you'll progress further than 
someone who picks an easy goal and gets it.

Like you Kylie, I've had the opportunity of 
mentoring everybody from billionaires to fast 
growing small businesses. I think that they all 
have to aim high. I don't know anybody who 
is achieving at a great level who is setting 
themselves moderate goals. I just don't. I think 
that aiming high is a crucial component.

The cool thing about that is you don't have to be 
smarter than anybody else to aim high. You don't 
have to have any kind of amazing product or 
amazing business to aim high. It's a choice to aim 
high. Once you make that choice all hundreds of 
circumstances start moving in your favour. So I 
think that's the first element.

Then the second element that I think all winners 
in business and in life have is that they maintain 
belief that they're going to succeed over a long 
period of time. Once again, I don't know anybody 
who didn't think they had a chance of getting 
anywhere who succeeded long term. It's a core 
fundamental mental state that we have to take 
on and keep maintaining and regenerating in our 
minds if we got to succeeding in the long term. 
Almost all success, particularly in the business 
world, is achieved long term. Yes, we see these 
examples of Silicon Valley people making $1 billion 
in two years, but they're really unusual events.

If you look at the Kauffman Institute in the States, 
which is the most sophisticated research institute 
on business, almost everyone who succeeded 
in the business world took a long time to do it. 
So we must maintain the belief. That is not easy 
to do because as soon as we pick a high goal 
where we're challenged constantly, and once we 
have a company, or we're involved with a bigger 
company, or a growing company, there's just 10s 
and 10s of things that can be going wrong at 
any one point in time. It's hard to maintain self-
belief. It's hard to continually regenerate personal 
confidence and confidence in your business 
mission over a long period of time.

I think it's a terrible shame that you can go to the 
so-called greatest MBA programs in the world 
like Harvard or Stanford, and they'll never talk 
about the importance of maintaining belief as 
a core fundamental of business success. But 
anyone who's achieved anything in business will 
agree that belief is compulsory. It's a must have.
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Then thirdly, I think what separates winners from 
losers is that we must be endlessly flexible in 
overcoming obstacles. One of the biggest myths 
shared by people who don't know successful 
people intimately, or have not achieved much 
success themselves, is that successful people 
have achieved with relative ease. Once again, I 
don't know a single person who has achieved 
substantial success with ease.

The great Canadian business coach, Dan Sullivan, 
has a wonderful saying, which is, "Don't confuse 

your backstage with other people's front 
stage." You see, the front stage of a successful 
business person looks wonderful. They seem so 
brilliant. It seems so easy. It seems so elegant. 
But the backstage of their company is a series 
of calamities, and nightmares, and high pressure 
struggles.

I know some of the richest people in the world. I 
certainly know some of the people perceived as 
being amongst the most successful in the world. 
Not a single one isn't facing all kinds of obstacles. 
So the first step in that is to accept that obstacles 
are normal and there's nothing wrong with us 
because we're experiencing obstacles.

Most people don't even don't believe that. They 
believe there is something wrong with them for 
experiencing obstacles. As a result, they often 
give up because they feel they're not suited to 
the venture, or the venture doesn't have much 
opportunity, or they think there's something 
wrong with what they're doing because they're 
experiencing all of these obstacles.

The first step is to accept that obstacles are the 
norm. Then the second is to really focus on and 
develop the ability to endlessly flexibly react. 
So this persistence is incredibly important for 
success. When I'm mentoring a lot of business 
leaders, I see dogged almost dumb persistence 
amongst many of them, which is they know they 
have to keep on trying. So they keep on doing the 
same thing again and again and again. They're 
inflexible in how they're overcoming the obstacle.

Then there's other people who are also 
persistent, but they're iterating, and they're 
optimising, and they're trying new things. 
They're doing a whole range of flexible counters 
to the obstacle. Almost inevitably, they end up 
succeeding and people say how lucky they were, 
or talented they were, or just brilliant they were.

Kylie, I know you mentor people, know the caliber 
of people that you mentor. I bet you agree that 
it's when they reveal the truth of their situation, 
they have 1,000 problems, but they're just very 
flexible in how they position encountering them.

Kylie:
I've had a big year of coaching and mentoring a 
lot of people. I've done more sessions than ever 
before. I'm really shocked because the majority 
are goalless & directionless when we begin. I 
quickly work with them to change that and put 
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5 concepts for success for 2020

Pick three goals that if you 
did achieve these three 
for the year, it would be 
an extraordinary year.

Set the aim to constantly 
think about those three 
goals.

Operate on a “two hour day”. 
Between 9:00AM 11:00 A.M. 
achieved substantial things 
towards growing your business.

ABC, Always Be in Control. 
Become obsessive about 
controlling your time.

Make the switch from focusing 
on results to focusing on your 
performance. 
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them on the right course.  

You've written this book, which is Win Fast, it's 
got some practical systems that you can adopt 
and apply to your every day living. Tell me a 
little bit about what motivated you to put the 
book together.

Siimon:
I have an obsession with personal performance. 
It may be healthy, or it may be unhealthy. Ever 
since I opened my first company at 23, I've just 
been obsessed by trying to perform better. Over 
the decades, I've slowly but surely developed 
a toolkit of ways that have helped me achieve 
more. Win Fast is 80 techniques that I've used 
that have helped me a lot. It has helped the CEOs 
& entrepreneurs a lot as well.

What I tried to do in Win Fast is talk about 
techniques that can be almost instantly applied 
to get benefit. So there's nothing in the book 
that's about do this for the next three years and 
it should work. It's all about what can we do right 
now that one day later will dramatically increase 
the chances of us succeeding.

To me, that was exciting because we live in a 
world that wants fast answers – I buy a lot of 
business books, 300 pages with only five ideas in 
them. What I want to do is turn that on its head 
and put so many ideas, so many techniques in 
Win Fast that anyone can grab 10 ideas that 
would really work well for them.

Kylie:
If you were going to give 5 concepts to our 
members heading into this Christmas-New Year 
break, thinking about 2020 where they want to 
land what do you think they need to be thinking 
about?

Siimon:
The first thing I would do is minimise the number 
of goals I have. I see so many people coming up 
with 15 goals. I've tried it many, many times at 
the beginning of the new year. At the end of the 
year, so often I had barely achieved any of them. 
It took me a long time to realise that it's better 
to just have three goals and obsess about those 
three all year than it is to have a whole stack of 
goals and make small amounts of progress.

When you have a lot of goals and don't make 
progress towards them you feel bad about 
yourself. Your self image goes down, your self 
belief, it becomes depleted. You don't make 
much progress to the point where you no longer 
believe in what you're promising to yourself that 
you're going to do. So pick three goals that if you 
did achieve these three for the year, it would be 
an extraordinary year. 

Secondly, I would set myself the aim to 
constantly think about those three goals. It 
totally echoes my experience. Totally echos your 
experience mentoring the C-suite and founders 
as well. Lack of clarity is devastating for them. 
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The lack of clarity comes in two ways, initially 
defining the goals that you want. But secondarily, 
there's a lack of clarity that occurs because the 
average person doesn't think about their goals 
much after they've set them.

I remember talking with John Symond (Executive 
Chairman and Founder, Aussie Home Loans) 
who I ended up working with for many years 
and is now a good friend. He said to me when I 
first started working on his business, "Siimon, no 
matter how much you think about our company, 
I'm thinking about it more"

It really made an impact on me because once 
you've got the goals, the second part of it that 
people forget is you've got to constantly think 
about that handful of goals. Most people don't. 
Most people set goals and then forget about 
them, or they think about them every two weeks 
or so. No, no, no, no, no. Almost every minute of 
every day, you've got to be thinking what are my 
goals and how do I get them? Brian Tracy said that 
unsuccessful people are saying to themselves, 
"What's going wrong and who's to blame me or 
the goal?" I think that is largely the case as well.

Thinking about your goals constantly stops you 
being negative. It focuses you. It literally changes 
the structure of your day because you're more 
likely to take action towards them. Then it gives 
you an endless array of ideas that pop into your 
head on how to achieve them. But if you don't 
think about your goals, you just end up like 
everybody else who doesn't get anywhere.

The third is I really believe in a concept that I 
teach in the book, which is the two hour day. The 
two hour day works like this. Let us say you start 
work at 9:00 A.M. You've got to design your day, 
as many days in a row as you can, whereby 11:00 
A.M. you could honestly say you could stop work, 
and you would have achieved substantial things 
towards growing your business.

Because what I find is particularly as companies 
get bigger, you get so caught up in just handling 
stuff that it's 6:00 P.M., and you haven't done 
the handful of things that will actually grow your 
business. By forcing yourself to do as much as 
possible, to do the main things by 11:00 A.M., 
everything changes. Because A, you're 10 times 
more likely to get them done. B, you focus on 
them a lot more because you know you've got to 
get them done by 11:00 A.M. 

Fourth is I believe in a concept called ABC, Always 
Be in Control. What we've got to do is we've got 
to become obsessive about controlling our time. 
So for instance, I don't believe we should pick up 
the phone 90% of the time. We should let it go to 
voicemail. Then when the time comes later in the 
day at a time that suits us, we should answer our 
messages then. So we should control the phone.

We should control the emails so that we're only 
answering emails two or three times a day in set 
blocks. We should control interactions with other 
people. People who interrupt you, tell them 
to come back at a time that suits you. Clients, 
we need to control clients. What I find is one of 
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the main reasons that people have a average 
performing year is they endlessly kowtow and 
bend over backwards for their clients.

Now at level one, it looks like good customer 
service, but here's the truth. In five years time, 
almost every client you have will be gone. 
The only person that may well be left in your 
department or your organisation is you. So don't 
put them first. Put yourself first because they're 
going to be gone anyway in the majority of 
cases. We don't do what they say whenever, we 
don't just jump when they say jump. We are not 
just available for meetings when they tell us to be 
available for meetings.

We exert control. Slowly but surely, if you have 
the philosophy of always being in control, 
and you begin to sculpt your days and your 
weeks and your months in ways that give you 
profoundly better results than people who are 
reacting to the plethora of outside interests, 
outside impacts. So calls, emails, texts, social 
media, other people interrupting in the office - all 
these things destroy our control and stop us 
scaling our careers or our businesses.

Five, what I'd say in answer to your excellent 
question, is I would make a profound change in 
how I perceive the purpose of my day. If you look 

at most people, what they're doing is they're 
trying to get good results in their day. It seems 
obvious that would be a smart thing to do. But I 
believe that there needs to be a shift to maximise 
your performance. That is to stop focusing 
not on your results but on your own personal 
performance.

The thing about results, the irony, the paradox, is if 
you just focus on you performing well, you being 
organised, you being productive, you having a 
positive mental state, you being prepared - you 
have a better chance of getting the results you 
aspire to than if you're constantly thinking about 
the results.

The way the business world works is if you hang 
all your happiness and all your future on purely 
getting your results, you're putting yourself in the 
hands of other people. There could be a million 
reasons why you don't achieve that income, or you 
don't win that business presentation, or your staff 
don't do what you hope they do.

The only person you have real control over 
is yourself, and your performance, mental 
performance and technical performance. What 
we do during the day. So I believe that if we 
make the switch to constantly focusing on our 
own performance, everything changes. We get 

“Rise above your 
competitors with 
Win Fast”
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much better at what we do, and we actually end 
up achieving the results, better results than just 
focusing on the outward results.

Some of these things that we’ve talk about 
seem unusual. They demand a contrarian way 
of looking at how we spend our days. That is 
very difficult to do because we have all these 
social pressures and corporate pressures to just 
be like everybody else. I always urge people to 
remember that almost everyone around you is 
mediocre. They talk a good game, but almost 
everyone around you is not achieving at a high 
level. The only possible way that we're going to 
achieve at a high level is to do the opposite of 
what the majority of people are doing.

About the author
Siimon Reynolds is a renowned Australian 
advertising entrepreneur and expert on 
personal and business achievement. He is 
also a highly regarded speaker, executive 
coach and a business author who has 
actually been successful in business, with 
more than 50 awards for excellence to his 
name, and a 30-year career owning and 
running numerous successful companies. 
He has been featured on 60 Minutes, 
Today, Bloomberg and many other TV 
programs as a high achiever, including 
as a Shark on Australia’s original version 
of Shark Tank (Dragon’s Den). He has 
personally raised $19 million for his and his 
friends’ start-up ventures.

Get Siimon's new book Win Fast here:
https://www.penguin.com.au/books/win-
fast-9781760892647?fbclid=IwAR1yaMH8
OHyifIpFuEPzRyuptotM3ArqHZ6Nex33s
FaTsMWZN93GlNz71rY
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Walmart, Starbucks and Disney partner 
with Universities. Is this the future for 
employee engagement? By Mathew Jacobson

A number of the world’s largest employers have 
created strategic alliances with universities in an 
attempt to address one of the highest priorities 
facing corporations, “how to attract, retain and 
develop key talent?”

Virgin Unite has spearheaded the 100% 
Human at Work initiative, which has “brought 
together an extraordinary network of over 150 
organisations around the world who have helped 
us to shape and identify the elements that define 
a 100% Human Organisation”.

The B Team, a global non-profit initiative co-
founded by Sir Richard Branson and Jochen 
Zeitz, with its superb line up of business leaders, 
from the CEO’s of Salesforce, Allianz Group, 
Mastercard, the UN Foundation, PepsiCo and 
many others, share a central mission – the 
creation of “business models and environments 
where all employees can thrive today—and in the 
workforce of the future.”

“Richard Branson’s charity arm…. has 
brought together an extraordinary 
network of over 150 organisations”

THE CHALLENGES
With all the best intentions, even with many of the 
world’s business leaders on board, most corporate 
development plans fail to achieve their objectives. 
Tuition reimbursement plans are often regarded 
as merely a perk to employees, rarely designed to 
solve complex corporate initiatives.

Recognised vs non-recognised 
credentials
Corporate educational training is polarized. On 
one hand there are short, skills-based, non-award 
courses often in the form of internal training, or 
via external sites such as Udemy, Coursera and 
other aggregator platforms. The short course 
advantages include low cost, and targeted 
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specific skills. However, these courses rarely 
increase staff retention or build corporate loyalty. 
Further, because they are not formally recognised, 
they don’t lead to meaningful career development.

At the opposite end, are formal university 
qualifications. These have the advantage of 
building long term retention, employee morale 
and loyalty, as degrees can run over years. The 
disadvantages are that university degrees are more 
expensive, and disconnected from the immediate 
skills needed to solve current challenge.

Short course providers offer various band-
aid solutions, that can seem like a trivial 
acknowledgement such as “badges” and 
“certificates”. Consider a manager evaluating a 
promotional prospect who has a badge in Effective 
Communication? What does the manager make 
of this? On the other hand, the same manager 
may have very strong pre-conceived ideas 
about the quality and reputation imbued in an 
MBA qualification, even if they find it difficult to 
distinguish between an academic MBA and the 
ability to tackle complex business challenges.

The corporate impact of poorly 
executed strategies? 
Significant! According to SHRM (Society for 
Human Resource Management) the cost to 
replace a salaried employee is equivalent to 
6 months’ salary - and that is just the out of 
pocket costs. Then there is the impact of lost 
productivity and possibly worst of all, the 
corporate knowledge and intellectual property 
that is lost to the organisation. According to 

CIO Magazine, the true cost of turnover could 
be, “as much as 2.5 times an employee’s salary 
depending on the role”.

Re-thinking the future of 
workforce development
Is it possible to offer a recognised bachelors or 
MBA degree, ensuring retention of key talent, 
while remaining affordable? 

Is it possible to deliver university accredited 
degrees, meeting all the compliance 
requirements for formal accreditation, while also 
being agile and customised to solving individual 
corporate needs?

By developing a new model of collaboration 
between ed-tech and traditional universities, we 
believe the answer to these questions, is Yes!

5 steps to developing the worlds 
leading employee retention and 
development startegy

1. Applied and Customized 
University Degrees
The first step is to define the strategic objectives 
and long-term skill sets the organization seeks 
to develop in its staff. Perhaps it’s developing an 
entrepreneurial, problem solving culture, or striving 
to integrate all business lines for better customer 
service. Ducere Global Business School (Ducere) 
https://www.ducere.edu.au with its university 
partners across the globe, tailors university degrees 
to the strategic needs of its customers.
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Case Study
In an MBA program delivered to management 
at 20th Century Fox, the subject, Organizational 
Behaviour, required research on industry best 
practice, analytics and recommendations, 
tailored to the strategic issue facing the client, 
“Culture change during a major merger”. In this 
case the merger was with Disney Corporation. 
Managers work towards their MBA, while, 
simultaneously solving critical business 
challenges.

2. Affordable
The cost of university tuition ranges 
considerably between universities, and across 
different jurisdictions. Online degrees overcome 
geographic boundaries, provide access to quality 
education at affordable prices and enables 
flexible work and study arrangements that meet 
the needs of the student and the organisation. 
If structured correctly, pricing structures can fit 
within a corporation’s tuition reimbursement 
plan while enriching the organisational culture 
and employee benefit at the same time. 

Initially this may be a challenge, as typically 
a tuition plan (averaging around $5,000 per 
annum for most major companies) is only a 
fraction of university fees, therefore making the 
corporate support more a gesture of goodwill, 
than a viable solution to attracting, retaining and 
developing key talent within our organisations.

Ducere has developed pricing models based on 
scale and efficiency, coupled with scholarships 

to allow for a scalable take up of degrees, at an 
affordable price. In some cases, Ducere has been 
able to deliver university MBA’s for total tuition 
fees as low as US$7,000 per student.

3. Retention Policy
By directly linking tuition support to a minimum 
retention period, key employees stay longer, 
become more productive and increase morale 
through their accelerated impact on the 
corporate bottom line. 

Corporate Education Retention Policies are 
not generic, as they need to be streamlined 
around a number of factors including overall 
financial commitment, position of the employee, 
expectations for ROI and a reasonable lock-in 
period. Often a 2-year commitment is required 
post graduation

4. Development of a 
customized learning plan
In Step 1 we looked at the need to define the 
overall corporate strategy. A successful strategy 
requires customised personal learning plans, 
which are negotiated with each employee and 
their manager. The plan should stipulate the 
program of study, specific skills development, 
and the organisation objectives to be achieved. 

Case Study: 
KPMG senior staff, in undertaking the MBA 
subject, “Entrepreneurship and Innovation”, 
were tasked to determine how the professional 
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services firm should engage with the start–up 
eco-system considering structured approaches 
based on survey data, current trends and industry 
benchmarks.

5. Analyse ROI
Creating a corporate Workforce Development 
Plan that becomes a long-term viable proposition, 
requires a rigorous analysis of the ROI.

The ROI for typical tuition 
reimbursement is 240% - LinkedIn 
Learning. 
An average $2.40 return for every dollar invested 
is a strong outcome; however, the true return 
could be much higher when programs are 
customized to meet company’s needs. ROI 
can be measured through attracting the best 
talent, retaining the best talent longer, reducing 
turnover costs, minimizing downtime through 
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turnover, and training costs of new hires and 
increasing productivity.

Case Study
As part of an MBA program with PwC, under 
the MBA subject Digital Operations, managers 
were asked to Investigate tangible opportunities 
for Artificial Intelligence (AI) in the professional 
services sector and make recommendations on 
how professional services firms could capitalise 
on this emerging technology.

Conclusion
A successful Workforce Development Plan 
creates an environment that is a win/win for the 
employee and the corporation. 

It is natural for employees to seek world-
class, university qualifications that provide 
opportunities for meaningful career growth. 
Equally, employers are committed to building an 
organisational reputation where retaining quality 
talent, promoting their Workforce Development 
Plan goes hand in hand with the advancement of 
their strategic organisational goals. 

An effective company-university partnership 
meets both of these objectives, the results can 
be transformative!
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Future-attuned 
leadership: 
Modern challenges 
for future leaders

By Samuel Samhan

Standout leaders are attuned and responsive to 
shifting cultural, social and environmental contexts. 
As a new decade dawns, it brings changes, challenges 
and opportunities to companies, and those who 
lead them. With this in mind, let’s examine five key 
opportunities to capitalise on our innate experience 
with the ‘new normal’ to shine as future-attuned 
leaders, and offer support as board members. 

Offering just salary is not 
enough
Employees are now looking to more than just salary 
when deciding where to work. In coming years, 
people will seek out supportive companies that 
invest in and support them as whole people. Facing 
fierce competition to recruit and retain top talent, 
as future leaders, we need to enable companies 
to stand out. Well-rounded support attracts well-
rounded and diverse people. Our strategy should 
consider in-kind benefit offerings such as flexible 
work hours, work from home options, free meals at 
work, child care and wellbeing programs.

Shaping culture
Modern workers seek and expect personal 
meaning and fulfilment at work. They desire 
confluence between their personal values, and 
those of the company. Company culture – more 

than the nature of their day-to-day tasks – is 
what energises employees to believe in the 
company, not just work for it. 

To nurture an effective workforce, we must 
be deliberate and considerate in our cultural 
leadership. Culture takes a long time to build, 
and even longer to transform. Effective cultural 
strategy requires persistence, consistency, and 
clear direction. From grassroots to boardroom, 
modern leaders put in the groundwork to listen 
to and understand individual and organisational 
needs, and use this to build company-wide 
engagement. We must clearly communicate a 
collective vision, live it through our behaviour, 
and reinforce its value to all who we seek to bring 
on the journey.

Prioritising cybersecurity
Increasing cybersecurity threats are among 
the most significant changes to governance 
risk profiles in recent years. In Australia, such 
breaches are common and costly. As future-
attuned leaders, we must understand that 
on top of direct financial costs, legal and 
reputational risks place cybersecurity squarely in 
the remit of director responsibility. It is no longer 
acceptable for those in governance positions 
to leave cybersecurity to ‘the tech people’. We 
must invest in company-level cybersecurity 
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infrastructure, training and protection, as well 
as bolster our own understanding of this ever-
present risk.

Managing constant change
In the modern era, changes in technology and 
ways of working have transformed the very 
essence of what work, and the workplace, looks 
like. Recent shifts have included:

• Automation— reducing demand for mundane 
and repetitious labour, and increasing demand 
for creative, intellectual and social labour.

• Telecommuting, co-working and other 
workforce dispersal – reducing geographic 
restriction, and increasing the potential 
employee pool.

• Virtual meetings – reducing the overhead 
costs of collaboration, opening new distant 
markets and increasing cross-pollination of 
ideas.

• Contracting, casualisation and the gig 
economy – improving workforce optimisation 
and responsiveness in the face of fluctuating 
demand levels.

We must critically consider new technologies and 
ways of working to avoid wasting money, effort, 
time and employee goodwill on transformation 
misadventure. Effective leaders intelligently 

balance the risks and benefits of operational 
change. New technology brings potential 
efficiencies, and the risk of workflow disruption, 
steep learning curves, and rapid technology 
redundancy. New ways of working may improve 
collaboration and employee satisfaction, but 
may also splinter teams and hamper efforts to 
maintain a collective vision.

As future-attuned leaders, we must be expert 
change managers. We must recognise that 
change places demands upon a company and its 
people, and actively support them to embrace 
and thrive in an ever-changing environment.

Supporting mental health 
at work
The role work plays in mental health – for better 
or worse – is now at the forefront of mental 
health awareness. At the same time, technology 
has blurred traditional lines between work and 
non-work hours. For many people, life and work 
are now inextricably intertwined. Therefore, the 
mental health impacts of work no longer remain 
at work, but touch every corner of our days. This 
is true for everybody, including leaders.

Mental ill health contributes to absenteeism, 
presenteeism, reduced productive and other 
costs. And the expected mental health impacts 



of work are increasingly a decisive factor for job 
applicants. Given the sheer size of the issue, and 
key legal and regulatory precedents establishing 
company’s responsibility to address it, leaders 
must pay attention. 

We must enable our companies to make consistent, 
proactive and ongoing efforts to prevent and 
respond to mental ill health. This includes enabling 
a positive and supportive culture, promoting work-
life balance, and providing support options for our 
people. Prioritising mental health is an investment 
in productivity, reputation, as well as workforce 
attraction and retention. And it guards against the 
risk of adverse action by employees experiencing 
emotional distress.

Looking and acting forward
The current profile of social and workplace 
change presents fresh challenges, as well as 
new solutions to age-old problems. Stand-out 
leaders will be those who respond intelligently 
and adaptively to changing norms, expectations 
and environments. Those who achieve this will 
enjoy strategic success that extends all the way 
from individual employee performance, through 
operational outputs, to a healthier bottom line.
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By Kara Atkinson

Why networking is 
vital to future proof 
your career

I believe in the idea of a meritocracy, where 
top-performers are handsomely rewarded, low 
performers quickly exited and new blood is 
sought out. Any organisation can change into a 
culture of high-performance given enough time 
and organisational will to let the wrong people go. 

Top-performers are always in demand, they are 
contacted with other employment opportunities 
on average 4.3 times per year (Qualtrics).  The 
key question is - how do you keep your High 
Performers?

Be the steward of a rockstar 
culture 
High performers want to work for high 
performing leaders. One of the earliest lessons 
I learned in the headhunting game, was that 
people don't work for jobs. People work for 
people. People don't quit their jobs. They quit 
their leaders. B and C players don't mind working 
for other B and C players. In fact, they prefer it, 
because it allows them to fly under the radar. 

High performers are a different breed. They are 
thoroughbreds and working for B or C-player 
managers are anathema to them. They're going 
to get frustrated and lose their inspiration for 
their work. They're going to feel held back, and 
when high performers built for success are 
held back, they leave. This is why exiting weak 
managers should be a new executive's mission #1 
when taking over the reins of an organisation... 

High performers will keep you honest. If you 
want your team to be high performing, you 
better bring your A-game, and be constantly 
improving. High performers will keep you 
accountable and will call you out on your bullsh*t. 
They will make you a better leader over time but 
you need the stomach for honesty. 

Hire those that are so good, it's almost intimidating. 
High performers will force you out of your comfort 
zone and stretch your leadership capacity.

Compensate aggressively
While money may not be the number one thing 
keeping a high performer on your team (because 
let's face it, there will always be someone willing 
to pay more), it is certainly a high priority. The 
problem I see with many rem structures is 
that when performance is not directly tied to 
revenue, companies don't offer enough variable 
compensation to truly motivate top-performers. 

If we know that top-performers will leave an 
organisation for a 15-25% increase in annual 
salary, then why are most organisations insistent 
on giving 3-5% annual salary increases? Instead of 
giving everyone a paltry increase that will satisfy 
no one, give your high performers the 15-25% 
increase; funded by not giving increases to the 
low and middle-of-the-road performers. 

Fair compensation, tied to performance, shows 
high performers that you believe in and value 
them, and keeps them from being lured into "the 
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grass is always greener" mentality that so many 
workers have in today's economic boom. 

Provide challenge and a 
career path
High performers have an innate need for self-
actualisation. Even if they're highly compensated, 
if you don't provide a career path, they will have 
a wandering eye. High performers get bored 
easily, and while average and low performers 
are more interested in long-term stability, true 
top-performers find monotony, punctuated by 
an occasional Hawaiian shirt Friday to be a fate 
worse than death.

High performers want to blow past the basic 
goals, and to be handsomely rewarded for it, 
and have the opportunity to be challenged 
more. Along with challenge comes a clear 
career path. They want new job titles, new skills 
and new responsibilities.  A 2018 study by the 
Australian Government said the number one 
reason people leave their jobs is because of lack 
of career growth.

With the rise of the internet, and specifically 
social media, we have a world where the divide 
between the best and the rest has never been 
more profound. We know who the best are, and 
good headhunters can easily find them. 

Conversely, these high performers have more 
open access to salaries, market worth and 
employer reviews than ever before. They know 
what you're paying and with unemployment at 
historic lows, with an economy that's running 
on all cylinders, competition for talent has never 
been higher; it will keep increasing over the next 
12 years as 40% of the current workforce retires.

Right now, the good headhunters are: 

• Crafting client's EVPs to make them no-
brainers; mapping out every top-performer in 
your city

• Sourcing contact info (social media handles, 
phone numbers, work and personal emails, 
addresses) 

• And developing a plan of attack to get that 
EVP out to every Rockstar through social 
media, email, phone calls, texts, direct mail, 
even smoke signals if need be. 

Headhunters have their sights set on your high 
performers. Don't give them a reason to leave. 
When they call, you want your high performer to 
say, "Thanks but no thanks, I've got too good of a 
thing going on here to give it up."
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By Don Hunton

Go to any business broker or M&A Firm to sell 
your business and the first thing they’ll probably 
do is start preparing a detailed document called 
an Information Memorandum (IM) detailing all 
the reasons an acquirer should consider buying 
your business along with your confidential 
business information.

Wind forward a few weeks or months and most 
business owners work out that this was a very 
bad idea.

So why is producing an Information Memorandum 
the completely wrong approach to selling your 
business?

Publicising your intention to sell your business 
makes you vulnerable to perceptions of instability 
among staff, competitors, clients and suppliers. 
Small to medium sized companies are fairly 
delicately balanced and the last thing an owner 
needs is to be fielding questions from key 
management and staff who have heard on the 
grapevine that the business is for sale!

By distributing an Information Memorandum 
(IM) – even with a Confidentiality Agreement 
– you relinquish control over who has access 
to that information. Competitors can learn – 
often without qualification, that you are now 
for sale. This information can lead to all kinds of 
commercially sensitive situations as suppliers and 
customers begin to hear the news. While some 
IM’s omit the name of the vendor, they typically 

How Most Business 
Owners Sabotage 
their Business Sale

contain sufficient information for knowledgeable 
competitors to deduce who the business is.

Doesn’t my confidentiality agreement protect my 
sensitive business information?

The real issue here is that whilst a confidentiality 
agreement (CA) can be well written and provide 
all the right protections, often these agreements 
are signed by one individual on behalf of a 
company. Over time other employees or advisors 
of the potential acquirer become party to 
sensitive information and are not mindful of the 
provisions in the agreement which they may 
never have even seen.

Whilst some large acquirers do take their 
obligations under such agreements seriously, 
many will flout the agreement once they 
determine they do not want to pursue the 
acquisition. These breaches can have a 
destabilising effect on the vendor’s business with 
little effective redress for a vendor or his agent.

Even when it’s reasonably clear where a leak 
originated it’s almost impossible to prove it to a 
point where you could successfully litigate.

So why do business brokers and M&A firms insist 
on distributing sensitive information to minimally 
qualified prospects – merely because they have a 
signed CA?

I think it’s a well-intentioned but misguided view 
that they need to provide a lot of detailed and 
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sensitive information before a potential buyer 
can determine if he wishes to acquire or not.

The Great Dilemma: How do you go to the 
widest possible market of potential acquirers 
for your business without compromising the 
very integrity of the asset you are seeking to 
successfully exit?

Owners and their advisors must have a clear 
strategy and plan to square this circle. The 
truth is, it is possible and indeed essential to 
thoroughly research and qualify targets prior to 
divulging the name of the vendor business. Initial 
qualification should include a conversation with 
the CEO or strategy setter of the target acquirer 
clearly establishing that the potential acquirer is 
actively acquiring now, and details their specific, 
current criteria. If this cannot be at least broadly 
unpacked by the acquirer, very rarely does a 
strategic transaction end up taking place.

There is simply no point even mentioning any 
details about the business for sale if the target 
company is not active or looking for something 
that has been pre-determined. “We’ll look at 
anything” is not the right answer here. Even 

private equity firms who are often looking widely 
in multiple sectors have fairly detailed criteria 
when pressed, however they are still happy 
to receive Information Memorandums from 
virtually anybody. Typically they buy 1 in 100-200 
opportunities presented to them.

Only when you have a clear understanding 
that a buyer is currently active, with a specific 
criteria relevant to the vendor might it be 
worth disclosing the vendor’s identity. Even 
if an executed confidentiality agreement is in 
placethe vendor’s identity should be protected 
as long as possible. This can be achieved by 
providing high level anonymous information 
followed by detailed but redacted information to 
further qualify the acquirer.

Information should be earned not given up 
cheaply and disclosure should be commensurate 
with the matching of the buying criteria with the 
vendor’s business.

Far better to ask a simple question if there is a 
high level match – what further information do 
you need to go to the next stage? Deal with that 
and always negotiate to release the minimum 
information needed at each stage.

Different buyers need different information 
at different stages, so why given everyone 
everything at once? In the early stages of 
campaigns don’t talk about confidentiality, talk 
about anonymity and don’t reveal the clients’ 
identity easily or cheaply and never without a full 
justification and a plan that the clients sign off.
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At the risk of sounding a little bias, yes!

Okay, I do work for an event management agency, 
but I’m also a marketer. And what brought me to 
work at cievents was the opportunity to market 
a marketing channel. A chance to speak to like-
minded people who understood that even with 
all of the incredible digital marketing tools at our 
fingertips today, the continued need and business 
benefits of face to face relationships has not faltered.

When I talk about events as a marketing channel, 
it is not at the expense of a digital experience. We 
are now at a point where our digital and analogue 
experiences coexist, working seamlessly to drive 
your business outcomes.

Event Manager Blog reports that over half of all 
delegates actively use their phone or handheld 
device during events.

This challenge represents a unique opportunity 
to engage delegates on their terms. 

By connecting mobile apps to live response tools 
for polls or panellist questions, you can work with 
your delegate’s phones, rather than fighting against 
them also providing valuable data post-event.

We’ve all been to our fair share of events where 
we have died by the hand of PowerPoint.                  
But when you attend an event that has been 

Should Events be part of 
your B2B Marketing Plan

created looking through the eyes of the delegate, 
with clear business objectives, you have a vastly 
different experience. And the organisation holding 
said event is experiencing a triumphant return on 
investment.

By Cate Carpenter 
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There is no doubting the power of events. 
According to Bizzabo research:

• Most marketers believe that events are the single-most effective 
marketing channel over digital advertising, email marketing and content 
marketing.

• 68% of B2B marketers use in-person events for lead generation initiatives.

• 84% of leadership (C-suite) believe in-person events are a critical 
component of their company’s success

So, how do you do it well? How do you ensure that your delegates will be 
engaged and inspired to take action? When all is said and done, and you’re 
having a drink with your team at the end of the day, do you have a smile on 
your face, knowing that you delivered?

It all starts with the brief. An event brief is no different from any marcomms 
brief. It is so much more than just the logistical elements of your event such as 
Number of Delegates, Destination, Venue, F&B, Team Building etc. By no means 
are these elements not essential, however, logistics alone will not communicate 
the real intention of your event and as a result miss the opportunity to have these 
elements strategically integrated into your messaging and experience for your 
delegates.

Some of the questions you need to ask 
yourself are:
What is the strategic intention of your event? What do you want your delegates 
to think, feel and do? What is the journey you are going to take them on? How 
are you going to prime your audience to receive your message?
These are drivers for the creative approach.

When your strategic intention is solid, you can create the story, experience, 
and journey that will carry your messages.

Creating a brief that has substance, articulating your business objectives and 
the measurable outcomes of your event will be responded to with the right 
strategy, content, and experience to achieve these outcomes.

B2B marketing is no different from B2C, yes, we are marketing business 
solutions as opposed to consumer goods; however, our audience are still 
people; they make decisions with their hearts and rationalise with their heads. 
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So take them on a journey, let them feel the 
culture of your brand, experience your products, 
talk to your people, belong to a community, 
network, learn, engage and you will feel the real 
power of events.

The best event I’ve attended
As Head of Marketing at cievents, I attend many 
events and am often asked what has been the 
most memorable event I’ve attended. For me, 
there is no particular event; it’s the moments I 
remember. 

Our customers depend on us to deliver their 
event objectives in an engaging and inspiring 
way. When I see the connection between what’s 
happening on stage and delegates, or the 
smile of stakeholders at the end of an event, it’s 
those moments that make me incredibly proud 
of the work we do - and that as a marketing 
professional, know that we have done our job.
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A journey to sustainable performance in 
the digital age 

By Simon Belousoff

As a master practitioner I see many large 
established organisations challenged by digital 
and customer experience innovation. Boxed in 
by their historical legacy as an enterprise they 
are often unable to move forward to a new and 
better future state; re-inventing yesterday rather 
than progressing to a re-engineered tomorrow. 
In the words that follow I share my contemporary 
perspectives on additional areas to focus on to 
support a successful transformation journey; 
areas that are often underappreciated. Get them 
right to progress to your new world.

Build “adaptability” as an 
organisational capability
The enterprise articulations of “change” and 
“transformation” implicitly suggest that you are 
moving from a static current state to a static 
future state, and that once you have “changed” 
or “transformed” you won’t have to do this again 
for some time. They suggest permanence and 
stability.

Is this the reality we face, or are we now in a world 

of ever-more volatile on-going environmental 
changes; driven by the combination of levers 
such as technological advancement, customer 
expectations, new disruptive business models 
and globalisation, and their ever-increasing 
speed of development and progress.

In this world “adaptability” is a key organisational 
capability, as continual evolution and innovation 
becomes a reality for survival. A static mindset 
of “change” and “transformation” lends itself 
towards always being in organisational catch-up 
mode, a mode where survival is less certain.

Get more digital doers into 
your organisation
We are now operating in a much more dynamic 
world, where there is ever-more demand for 
continuous improvement and innovation. 
This reality puts the focus on truly valuable 
organisational activity; outputs that make a 
difference to the customer experience you offer 
and the business value you create, and delivering 
these to market with ever-more speed.

Perspectives from 
the playbook for

HOW!
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Take the time to deeply review and assess your 
current state ways of delivery, particularly all 
the people involved, their roles in the process 
and the levels in your structure. These ways 
of working may have been developed in 
yesterday's more static world, a world that 
could accommodate, sustain and afford a 
more extensive level of "management control" 
overhead. A set-up that no longer works as 
well in the more dynamic worlds of today and 
tomorrow.

It's all a matter of balance and testing what will 
give you the better outcomes and performance. 
If you have too many of these types of roles 
then be aware that you risk embedding 
excessive friction by creating too many low 
value hand-off's, excessive decision points and 
ambiguity in end-to-end ownership: program 
manager, project manager, vendor manager, 
account manager, agency manager, partnership 
manager. Friction that can now no longer be 
accommodated, sustained or afforded.

Make the change. Re-balance your resourcing 
mix to having more digital doers who are "on 
the tools", along-the-lines of these types of 
roles: product managers, service designers, 
user experience designers, tech leads, content 
creators, marketing campaign leads, data 
scientists. These people have an inherent bias 
towards removing friction to make time for 
creating, delivering and innovating.

Design for infinite 
customer engagement 
channels
Not quite, but not too far away from reality!

First came physical retail, then call-centre (with 
IVR as well as a real person), then digital (website, 
mobile apps, email, chat, Facebook, Twitter and 
so on), now voice and virtual reality; all with local 
and global variations. Expect more to come, at a 
faster rate, as we move forward into the future.

And yet many organisations have expanded into 
these new customer engagement channels as 
if they were only a few incremental standalone 
additions; building them in a disconnected/ semi-
connected way, and embedding infrastructure, 
process, business rules and intelligence deeply 
into each discrete channel. Not appreciating, 
in the case of digital for instance, that the 
importance of the new would grow from 
marginal to core. This makes each of them 
more complex, costly, resource intensive and 
time consuming to integrate and enhance; day 
after day as customer experience expectations 
continue to rise.

Think differently. Re-design your business and 
technology architectures from the perspective 
of infinite customer engagement channels. 
Abstract infrastructure, process, business 
rules and intelligence away from the individual 
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channels themselves, as much as is reasonable, 
to a more centralised omni-channel/ channel 
agnostic enterprise layer. Make the integrations 
loosely-coupled to give you the maximum 
future flexibility as new channels become 
available and evolve from marginal to core, and 
existing channels decline, diminish or re-create 
themselves.

Assume everyone has access 
to the foundational tech
Cloud services; IaaS (Infrastructure-as-a-Service), 
SaaS (Software-as-a-Service), PaaS (Platform-as-
a-Service), will continue to revolutionise the way 
we design, build and maintain digital software 
and platforms. They have changed the paradigm 
by democratising enterprise grade services 
to the extent that you should now assume 
that everyone has access to sophisticated 
foundational tech on a pay-as-you-go/ use basis.

Great for those who were previously unable to 
access or afford this; small, medium and large 
corporates below enterprise size, organisations in 
less developed regions or nations, entrepreneurs 
and start-ups.

Not so great for legacy organisations who were 
previously able to rely on enterprise grade 
services to support their competitive advantage 
and act as a protective barrier to entry; by being 
of that rare size to be able to afford to pay the 
ongoing licensing and hardware costs, as well 
as resourcing the typically large teams required 

to implement and maintain the systems (often 
leading on to "we do all this in-house and that's 
the only way" syndrome). This advantage is now 
greatly diminished.

If you are an enterprise realise and embrace this 
change, and better leverage the benefits of 
cloud services. Re-balance your IT resources to 
focus even more on the generation of high value 
customer experiences and creating business 
value, whilst you "outsource" your lower-order 
foundational tech to the cloud.

Create time to build value
Financial metrics have traditionally been the 
dominant benchmark of business value creation. 
The relevance of this being driven by capital 
constraint and cost; money was expensive 
to acquire and the pool of capital was <<< the 
businesses, projects, ideas or people seeking it.

Are financial metrics as significant as they once 
were? In today's world of global markets, financial 
competition, open border capital flows and 
money creation, the relative cost of/ constraints on 
capital have been diminished; if you want money 
you tend to be able to get it.

If not money, then what is today's better 
complementary measure of value; the 
contemporary resource that is scarce, precious and 
tradeable? It's time.

Time is scarce and precious because it is 
perishable, and its tradability comes in the form 
of savings; simple, fast and easy experiences, 
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real-time performance, 24/7/365 availability, 
removal of bottlenecks and blockages, agile 
delivery, frictionless end-to-end, digital self-
service, personalisation, etc. In a world where 
everybody wants to fit more into every minute of 
every day, time has become the most valuable of 
commodities.

Yes, financial metrics are important; however, they 
are no longer exclusively dominant. Time kpi's, 
such as customer effort scores, need to find their 
way into your benchmarks and into your ways of 
working.

Giving your customers back time, i.e. "creating 
time" for them, will build business value for 
your organisation. Time is money is now a truer 
enterprise reality than ever.

Ensuring that these additional areas are taken into 
account will support a successful transformation 
for your organisation. Actioning them 
appropriately will mark your enterprise as best 
practice on the journey to the re-engineered digital 
business of today and tomorrow.
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By Stephen Scott 

Fiduciary Duty And 
Multiple Bottom Lines

How does a director 
properly exercise his or 
her fiduciary duty? 
At first glance fiduciary duty is simply a matter 
of prudently managing the assets of the entity 
of which he or she is a director to optimise the 
bottom line. That is, acting in the best interests of 
that entity ahead of all other interests including 
his or her own. While this is absolutely correct, 
what is the bottom line that directors should be 
focusing on? Is it the bottom line for the current 
accounting period? The current financial year? 
Perhaps the bottom line for a three- or five-year 
strategic planning period?

Focus must be on all the above and more. In the 
same way that a person will take well considered 
short, medium, and long-term approaches to 
the management of their own assets and the 
optimisation of their returns, directors must take 
a holistic view of their fiduciary responsibilities. 

This extends beyond financial considerations 
directly affecting the bottom line to wider issues 
that can indirectly impact an entity’s short, 
medium and long-term risks and returns. 

In recent times corporate governance 
professionals and their industry associations 
have given considerable attention to the 
subject of “multiple bottom lines”. The thinking 
behind this concept is that, in addition to the 
traditional financial bottom line (usually in terms 
of profit and loss), consideration should also 
be given measuring an entity’s performance in 
areas such community social responsibility and 
environmental sustainability.

There are those who consider that for a Board 
to focus on anything other that the financial 
bottom line is a distraction and not in keeping 
with directors’ fiduciary duty. Nothing cold 
be further from the truth – consideration of 
all factors that may affect the entity’s viability 
is an essential element of directors’ fiduciary 
duty. Measuring performance in areas such 
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as community social responsibility and 
environmental sustainability will provide hard 
data on which to base decisions on matters that 
can ultimately impact the financial bottom line.

The financial bottom line itself is not 
straightforward and focus on it can vary 
dramatically across different entities, particularly 
relating to the stages of their development. 
Start-ups - and particularly today’s “disruptors” 
may have strategies that emphasise growth 
at the expense of a healthy bottom line. Such 
strategies may focus on developing the balance 
sheet at the expense of short-term profitability. 
Over twenty years ago, as a senior executive 
working for an e-commerce start-up, I attended 
a CEO briefing emphasising revenue growth 
over profit. The CEO explained that the entity’s 
share price would, in the short term, be driven by 
revenue, not profit. Suffice to say, that strategy 
was not sustainable. Older readers will recall 
OneTel, the mobile phone company that took 
Australia by storm, buying market share using 
discounted pricing – only to fail spectacularly. 
In many cases, however, well capitalised start-
ups’ revenue growth versus bottom line profit 
strategies are totally justified and can be very 
successful when well managed.  

Directors’ fiduciary duty involves close attention 
to increasing regulatory compliance. Increased 
compliance responsibilities for Australian 

corporations has resulted in greater focus in this 
area, often introducing Risk and Compliance 
Committees and executives. Generally, this is 
very positive for corporate governance and sits 
comfortably with the introduction of multiple 
bottom lines. 

Compliance requirements affect all corporations 
– from the top ASX listed companies to the 
smallest not-for-profits. Directors have a 
responsibility to be aware of their entity’s 
compliance requirements. Compliance, however, 
is not always enough; emphasis on compliance 
rather than appropriate governance can result 
in a “tick and flick” approach that may not deliver 
the outcomes that regulatory compliance seeks 
to achieve. 

Company directors should consider adopting a 
principles-based approach to governance that 
goes beyond the compliance requirements 
placed on them. Compliance obligations cut 
across multiple bottom lines, applying in areas 
such as environmental management, industrial 
relations and employee relations as well as 
financial areas.  While it may well be argued 
that some corporate compliance obligations 
are onerous and potentially costly, compliance 
areas generally reflect an entity’s risk profile 
and can provide a valuable foundation for risk 
management and strategic planning. Rather than 
railing against compliance obligations, directors 
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should look to utilise baseline compliance as a 
foundation for improving corporate governance, 
strategic direction and, ultimately, sustained 
profitability. That is not to say that regulators can 
overstep the boundaries of reasonableness in 
some areas of compliance. When this occurs, it 
should be brought to the regulators’ attention.  

A principles-based approach to corporate 
governance, risk management and compliance 
may well see directors setting standards above 
and beyond statutory compliance levels in the 
interests of their fiduciary duty.  We live in a 
world of increasing regulation and compliance 
is integral to this. Directors should consider 
compliance requirements in the context of 
their corporate risk profile and undertake a gap 
analysis to identify areas requiring additional 
focus. This will provide a sound basis for 
principles-based corporate governance, risk 
management and compliance. Consideration 
should then be given to establishing appropriate 
multiple bottom lines to monitor and measure 
the performance of the entity.
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Officers are personally responsible for 
ensuring companies meet their obligations 

The recent case of ASIC v Vocation1 confirms 
a trend by ASIC in employing the “stepping 
stone approach” to pursue officers and directors 
personally for contravention by the company, 
and the Court’s approval of that approach.  

In previous cases against the directors of each 
of Storm Financial Limited2, Padbury Mining 
Limited3 and Sino Australia Oil and Gas Limited4, 
the Federal Court found that the directors 
had breached their duty of care and diligence, 
in breach of section 180 of the Corporations 
Act 2001 (Act) by causing or permitting the 
respective companies to contravene provisions 
of the Act. Under section 180, directors and 
officers are required to exercise their powers and 

1  ASIC v Vocation Limited (in Liquidation) [2019] FCA 807
2  ASIC v Cassimatis (No 8) [2016] FCA 1023
3  ASIC, in the matter of Padbury Mining Limited v 

Padbury Mining Limited [2016] FCA 990
4  ASIC, in the matter of Sino Australia Oil and Gas

 Limited (in liq) v Sino Australia Oil and Gas Limited 
(in liq) [2016] FCA 934

discharge their duties with the degree of care 
and diligence that a reasonable person in their 
position would exercise.

In 2016, ASIC commenced actions against 
Vocation Limited (in Liquidation) (Vocation) 
and its Chairman (John Dawkins), its CEO (Mark 
Hutchinson), and CFO (Manvinder Grewal). In its 
decision handed down on 31 May 2019, the Court 
found that Vocation had breached its continuous 
disclosure obligations and engaged in misleading 
and deceptive conduct. Following the findings 
against Vocation, the Court found that the Chair, 
CEO and CFO breached their statutory duty of 
care and diligence on the basis that they caused 
or permitted Vocation to commit breaches of 
continuous disclosure obligations and misleading 
and deceptive conduct prohibitions.  

Notwithstanding that the “continuous disclosure” 
obligation (section 674(2) of the Act) contains its 
own regime for pursuing directors who cause a 
company to breach that section (which contains 

By Ashleigh Le and Alfonso Grillo
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a “reasonable steps” defence), ASIC chose to 
pursue the directors under section 180 of the 
Act (which does not have the “reasonable steps” 
defence) for breach of their duty of care. Liability 
arising under this approach is a “stepping stone” 
liability because the company’s contravention 
is a “stepping stone” to the finding against the 
directors.  

The Court also held that the business judgement 
rule is no defence to failing to comply with 
continuous disclosure obligations as decisions 
relating to continuous disclosure are not business 
judgements.  

This case illustrates the need for directors to 
be vigilant and challenge management on 
information presented to the Board.  

Facts 
Vocation is a public company that, through its 
acquisition of a number of subsidiaries, became 
a private provider of vocational education 
and training, engaged in student recruitment, 
education and training delivery as well as a 
provider of related services.  

The subsidiaries of Vocation received funding 
from the Department of Education and Early 
Childhood Development (Department) 
pursuant to a number of funding contracts. 
When Vocation llisted on the ASX, more than 
two-thirds of Vocation’s annual revenue was 
generated by its subsidiaries, the BAWM and 
Aspin businesses. 

The Department advised BAWM and Aspin on 3 
July 2014 and 5 August 2014, respectively, that 

the Department is withholding the payment of 
funds to BAWM and Aspin as the Department 
suspected that these entities have breached or 
may breach their respective funding contracts.  

The Department also directed each of BAWM 
and Aspin, on 24 July 2014 and 24 August 2014, 
respectively, to suspend all future enrolments 
of students and suspend the commencement 
of training delivery for all students who had 
enrolled but not yet commenced.

The funding contracts held by BAWM and Aspin 
were consequently relinquished.  

The cumulative effect of the withholding of the 
funds was that Vocation lost approximately $20 
million in government funding.  

On 25 August 2014, following a newspaper 
article about the dispute with the Department, 
Vocation made an announcement on the ASX 
stating that the funding contracts have not 
been suspended and any actions taken by the 
Department would not have a material impact 
on the company (25 August Announcement). 
It was not until October 2014 that Vocation 
provided the ASX with the full details of the 
materiality of the Department’s decision. When 
the information was released to the market in 
October 2014, it triggered a rapid decline of 
Vocation’s share price.  

Around this time, Vocation undertook an 
underwritten placement, which completed on 11 
September 2014 with approximately $74 million 
raised. The Placement was fully underwritten 
by UBS AG (“UBS”). Vocation provided UBS 
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responses to UBS’s due diligence questionnaire 
(DDQ)(completed and signed by the CEO and 
CFO) which minimised the significance of the 
position in respect of the funding contracts.  

Actions By ASIC 
ASIC instituted proceedings against Vocation for 
contravention of its obligations under the Act 
and against the directors for breach of their duty 
of care and diligence by allowing Vocation to 
contravene the Act.  

Action Against Vocation – Breach of Primary 
Obligations  
ASIC’s case against Vocation can be categorised 
into the following actions:  

1. Vocation breached its continuous disclosure 
obligations 

ASIC alleged that Vocation contravened 
section 674(2) of the Act during the period 
from 28 August 2014 to 8 September 2014 by 
failing to disclose certain information relating 
to the BAWM and Aspin funding contracts in 
accordance with ASX Listing Rule 3.1.  

Nicholson J agreed and found that Vocation 
breached its continuous disclosure obligation 
by failing to update the market of the matters 
related to the withholding of the funds and risk 
of the funding contracts being relinquished.  

2. Vocation engaged in misleading and 
deceptive conduct  

• ASIC alleged that the 25 August 
Announcement was misleading or deceptive 
or likely to mislead or deceive and that, by 
making it, Vocation contravened section 1041H 
of the Act. 

The 25 Announcement made direct reference 
to only three courses and did not make it clear 
that the withholding of payments related to all 
funds due to BAWM and Aspin. 

Nicholson J found that Vocation had 
engaged in conduct that is misleading and 
deceptive or likely to mislead or deceive 
as the 25 Announcement failed to include 
key information and the extent of the 
measures taken by the Department ( that the 
Department had determined that it would 
withhold payment of all funds to BAWM 
and all funds to Aspin until such time as the 
Department was satisfied that the issues it had 

identified were satisfactorily resolved).  

• ASIC alleged that, in relation to the share 
placement, the DDQ responses contained 
representations that were misleading or 
deceptive or likely to mislead or deceive and 
that, by providing the responses through the 
DDQ to UBS, Vocation contravened section 
1041H of the Act. 

The Court found that by providing UBS certain 
answers to the DDQ, Vocation had engaged in 
conduct that is misleading and deceptive or 
likely to mislead or deceive.  

Action against the directors and officers - the 
Stepping Stone Approach  
ASIC alleged that, by causing or permitting 
Vocation to commit breaches of the Act (the 
primary action), the CEO, Chairman and the 
CFO contravened section 180 of the Act (the 
secondary action).  

Nicolson J found that:  

• The CEO failed to discharge his duty of care 
and diligence in breach of section 180 of 
the Act by causing or permitting Vocation’s 
contravention of section 674(2) of the Act and 
contravention of section 1041H of the act in 
relation to the 25 August Announcement and 
the responses to the DDQ.  

• The Chairman failed to discharge his duty of 
care and diligence in breach of section 180 of 
the Act by causing or permitting Vocation’s 
contravention of section 674(2) of the Act. 

• The CFO failed to discharge his duty of care 
and diligence in breach of section 180 of 
the Act by causing or permitting Vocation’s 
contravention of section 1041H of the act in 
relation to the DDQ responses.  

Nicolson J further observed that:  

• The Directors cannot rely on information 
from management nor advice from external 
advisers as a defence to the breach of their 
duty of care.  

• Following the authority in ASIC v Fortescue 
Metals, the business judgement rule 
cannot be used as a defence to a breach 
of the continuous disclosure obligation as 
continuous disclosure decisions are not 
business judgements - it is a decision related to 
compliance.  
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Key Takeaways  
1. Notwithstanding that section 674(2A) of the 

Act is intended to apply to directors involved 
in breaches of the continuous disclosure 
obligation, ASIC was successful in holding 
directors personally responsible for breach 
of section 180 of the Act for “causing or 
permitting” the breach by the company.  

2. Directors are unable to rely on the “reasonable 
steps” defence under section 674(2B) if ASIC 
pursues the directors under section 180 of the act.  

3. Directors are unable to rely on the “business 
judgement rule” as a defence to a failure to 
comply with continuous disclosure obligations.  

4. Directors are unable to rely on external advice 
or the advice of management when directors 
know, or by the exercise of ordinary care 
should have known, any facts that deny such 
reliance on others.  

5. Directors should test the materiality of the 
information provided by management, 
request management to provide the board 
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with relevant information, critically analyse the 
information provided as well as challenge the 
correctness of the advice they receive.  

ASIC is more willing to utilise the “stepping stone” 
approach, as illustrated recently whereby ASIC has 
now commenced proceedings in the Federal Court 
against Mr Gary Helour and Mr Bradley Hingle, 
executives of Murray Goulburn, in relation to their 
involvement in MG Responsible Entity Limited’s 
breach of its continuous disclosure obligations. 

Given the strong penalties for breach of 
continuous disclosure obligations, and the 
potential disqualification, Directors should put 
in place rigorous processes to ensure that the 
companies comply with the Act.
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Safe harbour provisions of the Corporations Act have been in 
place for over a year however are not well understood or well 
utilised but are relevant to all companies that are struggling and 
considering a turnaround or facing an insolvency process.

Safe harbour provisions 
for directors of troubled 
companies
By Stephen Barnes
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In September 2017 Australian insolvency law 
underwent one of the biggest reforms since the 
1990s with the introduction of various legislation 
including safe harbour provisions in the 
Corporations Act.  The legislation was aimed to 
foster a business culture of entrepreneurship and 
move away from an environment that penalises 
business failure.

The safe harbour provisions however have had 
only a limited impact with only a minimal use of 
the provisions. There are several reasons why this 
may be the case.

• The provisions only apply to companies, and 
not enterprises structures as sole traders. The 
majority of small businesses in Australia are not 
structured as companies which reduces the 
application of the safe harbour provisions.  

• There are also certain conditions within the 
provisions that many struggling companies and 
their directors cannot meet to allow them to 
use the safe harbour provisions.

• It is hard work with minimal protection for 
directors, and therefore it is easier and safer 
for directors to hand the company to an 
administrator.

• Anecdotally the use of safe harbour provisions 
and turnaround advisors are frowned upon by 
seasoned insolvencies professionals and many 
turnaround advisors are considered dodgy at 
best and criminal enablers at worst.

• The perception of a lack of transparency for 
customers and creditors.

What is safe harbour?
Safe harbour is a defence under the Corporations 
Act that allows some relief against a Director’s 
duty to prevent a company trading while 
insolvent. While bringing a claim against a director 
for insolvent trading is both costly and rare, the 
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insolvency duty has long been criticised a factor 
that has resulted in Directors putting a company 
in voluntary administration, when in fact there is a 
reasonable expectation of a better outcome.  Safe 
harbour promotes directors taking reasonable 
steps to trade the company out of financial 
difficulty without concerns about personal liability, 
or unnecessarily effects to the potential value 
of the company by prematurely appointing a 
voluntary administrator.  Safe harbour promotes 
a cultural change within the Boardroom to try and 
turn their company around.

How safe harbour works
Safe harbour is only available to directors who are 
closely monitoring and involved in the financial 
position of company and have: -

• Paid employee entitlement on time; and

• Have appropriate financial records and these 
are kept up-to-date; and

• Kept and maintained tax reporting records 
and obligations.

The directors also need to develop a course of 
action that is reasonably likely to lead to a better 
outcome.

The legislation does not define reasonably likely 
or better outcome, so it is generally considered 
that an objective assessment is needed of the 
course of action to determine if it is reasonably 
likely to lead to a better outcome. This is where 
an experienced turnaround adviser is important, 
as the subjective opinion of the directors is not 
sufficiently meritorious. Substantiation of the 
course of action through a turnaround plan 
assessed by the turnaround advisor as leading 
to a better outcome than entering voluntary 
administration is what I consider the start of 
entering a safe harbour. Reasonably likely is when 
the decision is made to use the safe harbour 
provisions and not in hindsight. 

Better outcome is defined in the Corporations 
Act as an outcome that is better for the 
company than the immediate appointment of an 
administrator, or liquidator of the company.

Safe harbour starts when the decision is made 
and the development of a course of action starts.  
However, the safe harbour provisions end when 
it is no longer reasonably likely that the course of 
action will lead to a better outcome.  It also ends 
when the course of action is not followed.
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• Demonstrable turnaround/restructuring 
experience

• Compliance with a code of ethics and 
professional development requirements of the 
person’s relevant accrediting organisation.

A combination of professionals, including 
accountants, lawyers, bankers as well a 
specialised, accredited turnaround professional 
can constitute appropriately qualified.

So, before considering safe harbour, or 
before putting your company in voluntary 
administration, talk to a turnaround advisor, and 
know that using the safe harbour provisions will 
be hard.  Directors also needs to ensure they: -

• Have the energy and desire to drive the 
turnaround

• Understand their obligations

• Understand the company’s financial position

• Seek appropriately qualified advisors to 
advise them

• Put a plan in place and document decisions made

• Continually review the course of action to 
ensure it is reasonably likely that there will be a 
better outcome. 

Conditions to safe harbour provisions

During the period of safe harbour directors need 
to ensure: -

• Debts must be incurred directly or indirectly in 
connection with the proposed course of actions

• All employee entitlements are continued to be 
paid on time

• All tax reporting obligations must be complied 
with.

Safe harbour protection only protects a 
director from civil liability for insolvent trading, 
so directors must still comply with other legal 
obligations including the director’s duties of 
acting in good faith and in the best interests of 
the company.

ASX listed company are still required to comply 
with continuous disclosure legislation and 
obligations.

How to get appropriate advice 
with safe harbour.
The safe harbour provisions do not state what 
or who is an ‘appropriately qualified entity’ to 
provide turnaround advice with the safe harbour 
provisions. The Turnaround Management 
Association view is an appropriately qualified 
entity has: -

• Expertise in operational, management, 
financial and legal aspects of restructuring

• Tertiary qualified in turnaround
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Social Media: 
Making Networking 
and Business Easier

I was reflecting the other day, as I sat in a café 
waiting for a business meeting, on my journey 
over the last twenty years.  Back in 1999, I wasn’t 
very well connected at all.  I worked for the bank 
and was a part time Sergeant Instructor in the Air 
Training Corps.  Outside of those worlds, I really 
didn’t know many people at all.   And those worlds 
were small… once people moved on, contact was 
lost.  As for networking… what was that?

Those who know me will find it hard to believe, 
despite my ‘larger than life’ persona, I can be shy 
when it comes to meeting people and very lazy 
when it comes to keeping in touch... (Honest 
admission time here!)  

Social media changed all that.  It has led me on a 
journey to become a well-connected networker.  
Before that, let me take you on a journey back 
even further…

I always remember my late father’s words when 
he started his own business, aged 55, in 1975.  
“When you work for yourself, no-one can tell you 
what to do – and you are a master of your own 
destiny” – or words to that effect.  He had been 
working for one of his old WWII RAAF mates, and 
had become frustrated when he seemed to be 
doing more and more for the business, and his 
boss less and less.   

How he managed to start an import business 
from scratch still amazes me to this day… of 
course no LinkedIn, Facebook or even e-mail way 

back in 1975.  Armed with just a small alphabetic 
ring binder with a list of phone numbers plus a 
room full of WWII veterans lunching on a daily 
basis at the Imperial Service Club, off he went.  I 
have no doubt it was very hard work.

One thing though, he did embrace the technology 
of the time... an enormous second-hand dial-
up, hand fed, thermal paper photocopier that 
was louder than a 747 engine, an equally loud 
electric golf ball typewriter with an autocorrect 
function (amazing!), and a Telex machine… all of 
which as a 10 year old I stared at with wonderous 
amazement, and yes, the office was a cacophony 
of clattering old-school equipment noise!!

So, the entrepreneurial spirit was in my blood, 
but how could I start my own business? 

“Social Media is to the 21st century what 
the telephone was to the 20th century.”  
Fast forward to 2004 and finding myself on the 
job scrapheap at 39 (I saw that number written 
in a highlighted circle during an interview for a 
job for which I was well qualified but didn’t get).  I 
was feeling despondent and depressed, however 
opportunity struck in the form of a few words on 
a website: “Interested in becoming a Mortgage 
Broker?”

So, against the advice of my accountant of the 
time, but with faith in my own ability, I started my 
Mortgage Broking business as a mobile consultant 
under a well-known brand.  Armed with a laptop 

By Rob McFadden
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and a financial calculator, I got out on the road, 
trying to write home loans… after all, how hard 
could it be?

The entrepreneurial journey had started but 
the majority of the business was via the brand’s 
call centre and website. I still wasn’t very well 
connected. It was frustrating... there had to be a 
better way.

In 2009 something happened at one of those 
annoying quarterly sales conferences where we 
were all dragged in under sufferance to listen 
to various speakers, some great, most pretty 
ordinary – this so-called motivational speaker 
started talking about social media something 
which I hadn’t even given much thought to. 
I can’t remember the exact words he used but my 
takeout was that Social Media... was the way of the 
future, and one fails to embrace it at their peril.

So, when I got home, I went back to an invitation 
to join LinkedIn that I had received from a client a 
few weeks prior, which I had put to one side in a 
terrified state, as one would do with an unwanted 
gift from an elderly aunt!  I took the plunge and 
joined.  What happened next was truly amazing.  
I started to connect with clients, colleagues, 
and people who I’d known from many previous 
lives.  It was a way to ‘say g’day’ without the 
intrusiveness of a phone call or even an e-mail, no 
contact details were needed, just search for the 
person and send an invite. No strings, if someone 
didn’t want to connect, it didn’t matter. Easy as 
that. Before I knew it, I had 400 connections.

Then things started to happen:
• An old colleague of mine sought me out and I 

refinanced their mortgages;

• An old friend connected and introduced me to 
a property researcher who added value to my 
business;

• I received an invitation to join a small 
networking group for breakfast once a 
fortnight;

• From that group I won three new clients and 
found a new accountant;

• That then led me to join Business Networking 
International (BNI)

• Finally it has led me to the Director Institute.

Suddenly I was becoming more connected… that 
allowed me to move into business without leads 
or a branded aggregator as a Mortgage Broker 
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under my own brand. Fact is, Social Media was 
the catalyst that led me into networking and 
beyond. It was far easier for me, in the 2010s to 
connect to the world and do business than it 
would have ever been in the 1970’s.

Later I also joined Facebook, and that also led to 
more business from people from my past.  As 
recently as last year an old client saw a video I 
posted on my business page and got in touch to 
refinance and restructure their loans.

Social Media is to the 21st century what the 
telephone was to the 20th century.  Go back 
100 years and see how many entrepreneurs and 
business people would have decided against 
having a telephone in 1919…

Back to that café I was sitting in last week.  The last 
20 years has been a remarkable journey.  I have 
almost 3000 LinkedIn Connections and have so 
many networks and professionals I can tap into 
with a click of a mouse. Now I’m looking forward 
to the next 20 years, becoming even more 
connected as I move into my board career. 

I would probably be still chasing those call-centre 
leads if I hadn’t seized the opportunity to take the 
plunge and connect to the world via social media!

About the author
Rob McFadden is an Entrepreneur with 
more than 30 years experience in the 
finance industry with a leadership, education 
and mentoring background. 
As founder and owner of Hypothèque, Rob 
assist clients in achieving their property 
goals including advice and education on 
property investment. Rob offers guidance to 
clients, from different financial backgrounds, 
to achieve home ownership and build wealth 
through property investment.
Get in touch with 
Rob. rob@hypotheque.com.au
LinkedIn (https://www.linkedin.com/in/rob-
mcfadden-a106621a
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SMEs: Strengthening Boards 
with Techno-Commercial Skills By Andre Wessels

When companies are in their infancy, pre-
commercialisation or ramp-up stages, boards 
are naturally kept as small as possible to limit 
costs while advancing the commercial prospects 
of the business. These early stages in the life 
of a business establish a general framework 
for growth and value creation, which in some 
(unfortunate) instances may stifle growth 
potential, both in terms of time and value. 

Often companies depend on external 
consultants or resources to largely influence 
these fundamentals initially, while the 
opportunity to proactively strengthen the 
board to drive an optimal technical-commercial 
balanced strategy in the first instance is 
overlooked. Sourcing skilled non-executive 
directors with broad techno-commercial 
experience, with the best interest of the 
company at his/her core, usually at a fraction 
of the cost to engage seasoned executives 
or consultants, can offer many rewards to the 
company and its investors.

Limited Resources – 
Smaller Boards
The initial composition of boards in small and 
medium enterprises (SMEs) are generally 
focused on retaining the bare minimum of 
technical, legal and financial skills to qualify and 
quantify the opportunity. In the case of mineral 
exploration companies, during the (often lengthy 
and costly) process of identifying potential 
upside and defining a maiden resource, boards 
typically consist of a geologist, a solicitor and an 
accountant/investor in the first instance. In the 
case of technology-based companies, during 
research and development (R&D), patenting 
of intellectual property and readying for 
commercialisation, boards typically include an 
IT/engineering/innovation specialist alongside a 
solicitor and accountant/investor.

This is undoubtedly the minimum required to 
enable the company to initially qualify its value 
proposition and establish a strategic intent to 

“…where a company is in a 
fortunate position with the 
means to proactively engage 
techno-commercial skills on a 
board level, it would certainly 
unlock value and increase 
probability of success.”
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commercialise. In the first instance the intent is 
mostly to find value, whether that be a resource 
in mining, or a product or service solution in the 
technology space. The (missed) opportunity for 
a step change in value creation often presents 
itself when the business is ready to advance 
beyond the resource, product or solution that 
has been defined.

Missed Opportunity
Having considered the composition of various 
boards for SMEs, including both small cap listed 
and private companies, through research and 
active engagement at a board level, it seems 
that many are inadvertently incurring a missed 
opportunity as the business is about to transition 
from knowing there is a value proposition to 
realising the potential value. 

It is noticeable that there is often a disconnect 
between business stage and relative board 
composition, in other words, where a business 
advances without a reciprocate, proactive advance 
in its board composition. 

The future direction of the company is often 
outsourced to consultants and advisors, without 
the rigour of a capable ‘owners team oversight’ 
and lack of clearly articulated strategy. In the 
case of exploration companies, the stages 

from resource definition to scoping study to 
prefeasibility and feasibility studies can, for a 
significant project, each involve many millions 
of dollars. Companies are at the mercy of 
investors who has the freedom to divert their 
funds to competitive investment opportunities. 
Presenting the best possible outcome in 
each and every stage, instils confidence in 
investors of a capable board and anticipated 
value generation, which in turn could assist 
the company to secure funds more readily and 
potentially at lower cost.

Where technology-based companies are 
concerned, not being in the driver seat of 
establishing the go-to-market strategy, pricing 
and distribution strategies, alliance/partnership 
approach, operational model, security of supply 
and related costs, branding and promotion, 
risk management are but a few areas that can 
fundamentally shape the way in which the 
company’s products, services or solutions are 
received by potential investors and market.

Value-adding Opportunity
Larger scale enterprises are usually well resourced 
and funded, which enables the board to play 
a higher-level traditional role. The assumption 
can be made that relevant senior management 
experience for the various disciplines are secure 
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within the company and able to provide valuable 
feedback and recommendations to its board. Small 
and medium sized enterprises, however, generally 
cannot afford those luxuries, and often require 
board members to be more hands-on involved with 
management to mentor, facilitate outcomes and 
drive strategy implementation.

When small and medium sized companies evolve 
to the point where they have to, or are about to, 
transition to focus more on realising its maximum 
commercial potential, a trade-off should be made 
between the cost to engage external resources 
or consultants, versus the opportunity to firstly 
strengthen the board with the ability to establish 
a more refined techno-commercial strategic 
framework. This then enables the board to play a 
leading role in facilitating the strategic engagement 
of resources more efficiently and effectively, at 
lower cost for a higher return.

Hypothesis
From firsthand experience, as an experienced 
executive in both technology and exploration/
mining enterprises, my hypothesis for SMEs to 
consider are:

• Significant value for the company and its investors 
can be unlocked by establishing a well-defined 
owner’s framework for commercialisation, 
engaging external resources aligned with the 
company’s expectations, challenging externally 
proposed strategies, and pushing back to “off-
the-shelf” approaches to rigorously stimulate 
innovative and creative solutions. 

• Engaging skilled and qualified techno-commercial-
savvy directors in the board can “bridge the 
gap” between limited resources and achieving 
maximised outcomes.

Conclusion
Techno-Commercial Skills a No-Brainer
Strengthening the board with relevant techno-
commercial skills can add tremendous value 
with (a) formulation of a credible framework 
towards commercialisation, and (b) articulation 
of principles and approaches to the various 
phases of commercialisation. Such initiative 
can demonstrate to investors a clear intent to 
actively manage the business optimally through 
its complete life cycle, with likely improvement in 

investor confidence and associated opportunity to 
potentially secure additional funds at lower cost.

It should also be noted that this is easier said than 
done. Consideration and ability will vary greatly 
from company to company. In general, where 
a company is in a fortunate position with the 
means to proactively engage techno-commercial 
skills on a board level, it would certainly unlock 
value and increase probability of success.

About the author
Andre Wessels MAusIMM, GAICD, B 
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Executive and Non-Executive Director of 
public and private companies, Advisor, 
Management Consultant, a Tech-Savvy 
Business Strategist and Entrepreneur.
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techno-commercial outcomes by 
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commercial constraints, systematic 
approach to solving problems and 
strategic acumen. Recognised as a leader 
for creative and out-of-the-box thinking, 
and thrive on the challenge of solving 
problems and generating opportunities. 
He particularly enjoys bringing insights 
in the capacity of company director 
to collaborate closely with his fellow 
directors and executives to elevate 
business strategy and performance to 
the next level.

Get in touch with Andre via LinkedIn 
https://www.linkedin.com/in/awessels/
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HEAR FROM OUR MEMBERS

Director Institute Masterclass, was very informative and gave same great practical advice on how 
to properly approach becoming a Next Generation Board Member.

Andrew Thurlow

Attending the Welcome to the Boardroom Masterclass from Director Institute was extremely 
insightful. Kylie’s delivery was dynamic, thought provoking and motivating. Understanding the 
‘rules of the game’ and mapping out a pathway as a Next Generation Director will be beneficial to 
me as I pursue my career goals. 

Angela Schuster

I attended a recent Welcome to the Boardroom Masterclass and was suitably impressed by 
Kylie’s intimate knowledge of boardroom dynamics and the depth and quality of her industry 
connections. Kylie runs the Masterclass with professionalism and simplicity, making it a worthy 
event for aspiring boardroom advisors and directors alike.

Mark Bartoli

I recently attended a Boardroom Masterclass run by Kylie. Kylie was very clear about the benefits, 
challenges and application required to become a successful non exec director (NED). With this in 
mind Kylie put forward a clear & practical approach to navigating this path & in many cases used 
her own experiences to make it real. In fact Kylie provides a lot of insight into what makes her tick 
& this practical & real approach is what makes the Masterclass so good.

Ian Winn

I took a day off and attended “Welcome to the Boardroom Masterclass” in Sydney. This is not just 
a typical corporate training event but it gave me a full of insight where, how to learn from the 
community, how to set up the goal and how to set up the next action plan. The class is practical. I 
recommend for those who is in the corporate life for sometime looking for the next challenges as 
well. Thank you very much, Kylie.

Fumi Rice (Sugimoto)

Two vital parts of my transition plan from business owner to a portfolio director are to 
strengthen my knowledge and broaden contacts. Yesterday I participated in a Directors Institute 
“Welcome to the Boardroom” Masterclass run by Kylie Hammond and included a great session 
with Mark Hodgson. The immense knowledge openly given by both these business authorities 
and the interaction with a group keep to “spunge” as much knowledge as possible means I 
walked away with better knowledge on how to better prepare myself and promote myself, 
hopefully, to the front of the line. A side benefit was meeting a group of other keen future 
directors and discussing their reasons and plans. I aim to keep in contact with this group and 
look forward to hearing about and being part of the group’s successful transition. The Directors 
Institute offers aspiring directors both a way of increasing knowledge and helping putting a foot 
in the door.

Gordon Lang
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The Director Institute Masterclass for Next General Board members provided great insights and 
knowledge about the future of board directors. Thanks Kylie for organising great content and 
connection with other like minded individuals looking to create integral change and guidance for 
future organisations.

Gina Yallamas

I attended the “Welcome to the Boardroom Masterclass” in Sydney delivered by the outstanding 
Kylie Hammond. Personally I found this day to be one of the most insightful, satisfying and 
helpful training days that I have undertaken in a very long time. Kylie’s insightfulness was 
augmented by a great session from Mark Hodgson who outlined how I as a person can unlock 
confidence and be more influential paving the way to success. My experience has been entirely 
worthwhile and as a result I am energised, armed with insight and techniques and certainly ready 
to move forward as a Next Generation Board Director.

Shane Holness

insights that you’ll take with you into the future, I can highly recommend Kylie Hammond and the 
Director Institute “Welcome to the Boardroom” masterclass.

Toni Wynne

Thanks for a great  Director Masterclass yesterday.I would highly recommend to anyone thinking about 
taking their first steps into the Boardroom to get yourself along to this jampacked and incredibly practical 
workshop. You will not be disappointed. Great content. Great speakers. Great network.

Brendan Sheehan

Kylie is very knowledgeable, ethical an impressive person. The service she provides to 
board members is very practical and based on her extensive experience in the area. I would 
recommend her to any new generation directors.

Violet Wang

I recently attended a full-day Welcome to the Boardroom Masterclass presented by Kylie in 
Sydney that also featured Mark Hodgson (www.MarkHodgson.com.au) as the guest speaker 
presenting ‘Building your NextGen Board Leadership credentials’ in a VUCA world. I had no idea 
of the breadth and depth of potential board opportunities – but Kylie’s overview of the board 
landscape alongside helpful hacks and structured approach, open almost limitless possibilities. 
A well-structured, focused full-day that managed to keep my attention from start to finish. 
Each session delivered what I needed to hear about moving into the realm of boardroom roles 
and progressing to a portfolio career. Now, it’s up to me – the door is ajar, and it’s time to step 
through. Thanks for unlocking the door Kylie – I can’t wait.

Leanne Cowan

Really enjoyed today’s session with Kylie Hammond! Her experience and insight into the sector 
has been invaluable and I would definitely recommend her to any aspiring directors.

John Unwin

Kylie’s approach of respect, parsimony, and goal-orientation resonatated with me and aligns with 
the way I like to operate. I look forward to continuing working with Kylie in the future.

Stephen Barnes
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Are you a Next
Generation 
Director?

We know what it takes to begin and build a 
successful board career.

Director Institute provides current and aspiring 
board directors with resources, peer to peer 
education and access to exclusive business 
networks needed to begin or expand a board 
portfolio; as well as access to exclusive board 
opportunities available no-where else in the market.

Our comprehensive resource centre provides 
directors with essential board-related 
information that includes exclusive recruitment 
and governance advice and guidance on how to 
improve both director and board performance.

We understand  that  there  is  a  need  for a new, 
diverse range of directors in the boardroom, 
and we work closely with both the business 
community and our network of high caliber 
candidates to connect the two.

What sets us  apart  from  our  competitors is the 
personal assistance we offer our members via  
our  advisory and mentoring services. We have 
placed over 5,000 directors into boardrooms 
across the Asia Pacific region and in the last 
few years have mentored over 2,500 senior 
executives, CEO’s, Entrepreneurs and Chairs.

 

Why join Director Institute? We make connections.

Benefits of Membership

Networking and Events

Attend our exclusive business 
networking events and 

connect with other Board 
Directors, Advisors, 

Entrepreneurs and Investors 
who are well placed to assist 
your board director career.

Exclusive Board Opportunities

Access hundreds of exclusive 
Chair, Non-Executive Director 

and Advisory Board roles 
across all industries and 

sectors. Access the hidden 
Board Director job market.

 Mentoring & Advisory Services

We offer world-class mentoring 
and advisory services for senior 

leaders who are starting their 
board career, expanding their 
board portfolio, or looking to 

work with a seasoned 
CEO advisor.
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1300 BOARDS or 02 9487 2211
https://www.directorinstitute.com.au/




