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PwC Private Business
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David Wills

National Managing Partner
Private Clients

(61 3) 8603 3183
pwc.com.au/privateclients

The PwC Private Business Barometer surveys Australian-owned
private businesses with revenues between approximately
A$10 million to A$100 million per year. We survey 1000
businesses annually and six months later we take a pulse of
the market to highlight trends and movements in business

sentiment and performance.

In this edition of the PwC Private Business Barometer Pulse, Roy Morgan Research
completed online interviews with 335 businesses during October 2011. The interviews
were completed with the owner, chief executive officer or senior director of each
business surveyed. The survey comprised of set questions across four key areas and
topical questions designed to obtain the private business community’s views on

issues of the moment.

We see in the results of the PwC Private Business

have been bullish in setting high sales and profit
targets. Just over half of businesses met or
exceeded their revenue targets over the past six

by uncertainty around external factors they feel
are out of their control, including the domestic
and global economy and political stability.

Nationally, we connected with businesses in
Queensland, Victoria and Western Australia to
capture their feelings on the economy, the outlook
for the future and plans for growth. Whilst many
reiterated their lack of confidence in the economy
and the uncertainty around external factors, they
were also optimistic; seeing opportunity to add
value and grow their market share.

One of the interesting points for me has been
the shift in how businesses are sourcing future
growth. The May edition of the PwC Private
Business Barometer revealed that more than half
of businesses were relying on organic growth as

new product markets to facilitate growth.

Barometer Pulse that once again, private businesses

months. Despite this, a large portion of businesses
are not confident. This lack of confidence is driven

their growth strategy. In this Pulse of the market,
one third of private businesses are expanding into

Just 32 per cent of businesses are considering
major investments in the next 12 months. This is a
slight dip from March, when 36 per cent indicated
major investments were on the horizon. These
results have remained largely static over the past
two years, suggesting businesses remain cautious.
While just under half of private businesses
reported that they haven’t encountered recent

or longer term difficulties in raising capital, for
those that did encounter difficulties, 40 per cent
reported cost of funding and 35 per cent reported
availability of credit as the main challenges.

Despite their concerns around the stability of the
economy, more than half of businesses are looking
to recruit people within the next six months.

Interestingly, securing the right talent is no longer
the biggest challenge for private businesses.

The number one challenge for private businesses
is growth, followed by business operations,
people and funding. Private businesses told

us that at present the three key challenges to
growth are low margins and competitive pricing,
developing new business and the state of the
Australian economy.

With an increasing focus on social media and
communicating with mobile devices, we asked
private businesses if they have, or plan to make
changes to a variety of channels or strategies.
Forty four per cent of private businesses said they
have increased or revamped their presence on the
web and 41 per cent said they are changing the
way they communicate with their customers.

The PwC Private Business Barometer Pulse is just
one of the ways PwC Private Clients supports the
health and vitality of Australia’s private business
community. We hope you find this to be an
insightful and useful tool for benchmarking your
current performance and outlook for the future.

If you would like to talk to me about your
business or the findings discussed in this
publication, I would welcome the opportunity
to hear from you.
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Business Growth

Table 1: Success experienced in meeting set revenue targets

Barometer Pulse
% of Businesses | Feb-07  Aug-07  Feb-08  Aug-08  Mar-09  Aug-09  Mar-10  Sep-10  Mar-i1  Sep-11
Exceededtargets ........................... 28 ............. 28 ............. 26 ............. 24151231 ............. 293225
Mettarget5595860 ............. 43 ............. 39 ............. 41 ............. 34 ............. 32 ............. 3032
UnderSho“argets141514 ............. 34 ............. 46 ............. 47 ............. 34 ............. 37 ............. 3543
To TAL ...................................... 100 ............ 100 ............ 100 ............ 100 ............ 100 ............ 100 ............ 100 ............ 100 ............ 100 ............ 100

Were revenue targets too ambitious?

It is encouraging to see that more than half (57 per cent) of private businesses exceeded or met their revenue targets. Although 43 per cent of
private businesses undershot their revenue targets for the past six months, they were bullish in setting very high targets (13 per cent sales and
17 per cent profits). They’ve continued to set themselves high targets, increasing them yet again, and PwC Private Clients believes that if they
undershoot these targets and achieve growth of seven or eight per cent this still bodes well for good performance.

Table 2: Short and medium term sales/profits targets

Barometer Pulse
Average % Growth Target ~ Feb-07  Aug-07 Feb-08 Aug-08 Mar-09 Aug-09 Mar10 Sep-10  Mar-11  Sep-i1
ShoﬂTerm (1 . Year) ............................................................................................................................................................................
Sa|es18181511 .............. 6 .............. 713151314
proms17171610 .............. 7 .............. 717 ............ 2017 ............. 1 8
Medlum -|- erm (3 Year 5) .........................................................................................................................................................................
Sa|es14151413101218 ............ 22 ............ 23 ............ 24
Proflts121214131114 ............ 25 ............ 25 ............ 2325

Optimistic for the medium term but uncertain about the short term

Private businesses reported a short-term profit target of 18 per cent which is an increase from the results of the May edition of the
PwC Private Business Barometer but not as optimistic as the 20 per cent target set in September 2010. The medium term outlook
remains optimistic, and profit targets are the same as March 2011 and September 2010 levels with 25 per cent growth forecast
over the next three years.
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The medium term outlook Expansion into new product

remains optimistic with markets favoured growth strategy

25 per cent grOWth forecast When considering a future source for growth, 33 per cent of
private businesses said they plan to expand into new product

over the next three years. markets. In the May 2011 edition of the PwC Private Business

Barometer, about half of businesses (51 per cent) said they
would expand organically. PwC Private Clients believes this
is an acknowledgement from private businesses that you
must be innovative to achieve growth.

Figure 1: Growth strategies over the next 12 months
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How to create growth in your business

 Don’t rely on organic growth as your growth strategy, explore
opportunities to expand domestically or internationally.

* Doing what you’ve always done is not going to help you create growth —
you’ve got to do something different.

* Scenario planning is essential — what can you do now to prepare your
business for when the market is ready to turn?

* Running a business is about controlling what you can and being prepared.

Private Business Barometer Pulse | 5



Business Growth

To bring these results to life and to gain
further insight into how private businesses
are feeling, we spoke with businesses in
Queensland, Victoria and Western Australia
to capture their feelings on the economy, the
outlook for the future and plans for growth.

Once again private businesses have been bullish in setting high sales
and profit targets. Private businesses are acknowledging that doing
what you’ve always done is not going to help you create growth —
you’ve got to do something different. Private businesses recognise
that they can’t rely on organic growth as a means to create growth.

As private businesses seek out other growth strategies, many are
looking at expanding into new product markets.

“We’re aggressively creating new product lines, but at the

same time being incredibly careful of our brand distinction and
preventing brand dilution,” said Brian Briscoe, owner of Briscoe
Search & Consulting, a recruitment specialist in Western Australia.

Some private businesses are looking at strategic acquisitions
as a way of expanding their product base.

“Sometimes the easiest way of getting into a new product or market
is by making a strategic acquisition in that key area,” said Michael
Da Gama Pinto, Senior Associate at Harbert Australia Private Equity.

Now is the ideal time to be looking at the opportunities in the
market and taking action, Michael says.

“The balance sheets in the businesses we look at couldn’t be
stronger at this point in time and most of them have their leverage
under control. Growth looks good but there seems to be a
disconnect between the fundamentals and I think it’s that growth
that they are forecasting going forward isn’t what they want

it to be, so they’re hesitant to take action” says Michael.

Tom Strachan, owner of AWX, a company specialising in solving
short and long term staffing requirements, agrees that businesses
cannot sit back and wait until the market turns, as there are
always opportunities. A business needs to reposition or restructure
resources to take advantage of those opportunities presented,

no matter the market conditions.

“We have been preparing for a fairly flat two speed economy.
However, with our diversification we are looking to take advantage
of that. Our confidence to perform is high and our strategy is
being reinforced as we experience significant growth during

these nasty winds.” Tom said.

We brought private businesses together to bring the findings to life.

6| PwC



For franchising businesses, one of the challenges achieving growth
is finding franchisees and finding locations. Craig Davison, owner
of The Outdoor Furniture Specialists, said that for the first time,
locations the businesses has sought out over the past few years are
now available due to a number of businesses exiting.

“We’re finding opportunity to get into some of these very valuable
sites that we were restricted from getting in the past,” Craig said.

The growth in the mining industry has had a flow on effect for
private businesses servicing the industry. Private businesses
exposed to the sector have taken advantage of the phenomenal
growth and are looking to further capitalise on this.

“We have exposure to the mining industry that we get to feed
off and we’re certainly looking to expand and capitalise on the
capital works that are going on around the country,” Tom said.

“We have been preparing for a two speed economy and
accordingly we’re looking to take advantage of that.”
Tom Strachan, AWX.
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People

Table 3: Hiring intentions in the next six months

Barometer Pulse
% of Businesses Feb-07 Aug-07 Feb-08 Aug-08 Mar-09 Aug-09 Mar-10 Sep-10 Mar-11 Sep-11
|:-|- Or P -|- ..................................................................................................................................... 57 .............. 57 .............. 59 .............. 57

|:T ....................................... 37 .............. 40 .............. 32 .............. 2012 ................ 9 ....................................................................

PT ...................................... 41 .............. 45 .............. 32 .............. 25 ................ 912 ....................................................................

.’\.l .O. ...................................... 54 .............. 50 .............. 58 .............. 64 .............. 41 .............. 41 .............. 40 .............. 39 .............. 35 .............. 3 6

.’\.l .O.t. Sure .................................. 5 ................ 4 ................ 7 ............................... 3 2 .............. 31 ................ 4 ................ 4 ................ 6 ............... 7

TOTAL ................................ n/a ............. n/a ............. n/a ............. n/a ............. n/a ............. n/a ............. 1 00 ............. 1 00 ............. 1 00 ............ 100

Private businesses planning to hire

The number of private businesses intending to recruit new people
within the next six months remains consistent with the Private

Business Barometer results from March 2011 and September 2010
with 57 per cent stating they intend to hire new staff. The number
of businesses not hiring has also remained constant at 36 per cent.

These results indicate that although businesses have concerns
about the impact of the economy on their businesses, they are
not seeing this as a reason not to recruit people.

Almost all private businesses (93 per cent) expect wage costs to
increase over the next twelve months. These results are consistent
with the last two editions of the Private Business Barometer.

Table 4: Initiatives to up-skill people

% of Businesses Sep-11
Specific job-related training 81
Memor|ng50
WorkmgmOtherpartsofthebusmess21
.S. hadowmg ............................................................................. 1 0
Working outside the business 1
Other .................................................................................... 4
TOTAL ............................................................................... n/a

On-the-job training favoured by
private businesses

Eight out of ten private businesses reported they are doing specific
on-the-job training (81 per cent) to up-skill their people, while

a further half of businesses were undertaking mentoring (50 per
cent). Other initiatives included working in other parts of the
business (21 per cent) and shadowing (10 per cent).

People are the foundation to a successful
business

e Share the vision of the business — people need
to feel they are part of this and know what they
are working towards.

* Provide people with the opportunity to learn new
skills — initiatives include mentoring, on-the-job

training and shadowing other members of the team.

* Consider investing in systems to ensure your
business has the tools it needs to support people
in their roles.

* Now is the time to recruit star performers from
competitors to ensure your business is prepared
for a turn in the market.




We Spoke with business owners to delve “We’re seeing employee share retention plans becoming a lot more

. . important in the marketplace when you’re trying to attract the right
deeper into how they retain, attract and alent,” Michael said.
motivate their people and have shared

e Businesses are also finding other long term incentives will attract talent.
some of these insights below.

“We use long term incentives to lock our staff in — we take a long term

The results of the PwC Private Business Barometer Pulse indicate view while a lot of other companies in this industry are only looking
that finding talent is no longer the number one challenge for at their staff in the short term,” said Brian Briscoe, owner of Briscoe
private businesses. More than half of businesses indicated in Search & Consulting a recruitment specialist in Western Australia.

the Pulse that they intend to hire people within the next six
months, consistent with the May 2011 edition of the Private
Business Barometer.

For some private businesses, finding star talent remains a
challenge although they see people are starting to look for
other opportunities.

“We found it easier to get good people and the staff we have we’ve
had for a while. People are at the stage where they want to move,
they sat tight through the worst of the downturn and now they’re
looking for other opportunities,” said Melanie MacDonald, owner
of Line Management, an online education provider in Queensland.

A key challenge for private businesses is finding the right
people who align with their values.

“Our key challenges are still to find the right people to join the
business, find those right game breakers and I think that’s always
your challenge,” said Tom Strachan, owner of AWX.

Ensuring people have a clear vision of where the business is going
is essential. People need to feel aligned with the business and see
how they add value and help drive growth within the business.

“We ensure our people have a clear vision of where we’re going.
People need a few things — a clear vision that they can align with,
cultural fit, to be challenged, and they need money or some form
of reward. We show our people that we can provide a pathway to
enable them to get what they want,” Tom said.

“We’re seeing employee share retention
plans becoming a lot more important in
the marketplace when you’re trying to
attract the right talent.”

attract talent including employee share scheme plans. Michael Da Gama Pinto, Harbert Australia Private Equity.

Michael Da Gama Pinto, Senior Associate at Harbert Australia
Private Equity, a lower mid private equity investment group,
says that private businesses are looking at different ways to
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Funding

Figure 2: Major Investment plans

Barometer

% of Businesses

Pulse

m Yes, investments planned m No major investment plans/unsure

Few investment plans

Most private businesses are not considering significant investments
(60 per cent) in the next year with only 32 per cent considering
major investments. Private businesses are once again reluctant

to take on capital expenditure and this suggests there is ongoing
caution in the private business market and a lack of confidence

in the Australian and global economy.

Table 5: Main difficulties encountered in raising finance

% of Businesses Sep-11
Haven'tencountered any recent difficuies 24
Haven't encountered any difficulties for some time - 18
Costs to the business of debt capital 23
Avallability of any crecit 21
Avallabilty of equity capital 10
Educating/marketing the business’ value 7
Other/MNot raising finance 4
Would rather notsay 7

Base: Sep 2011 Total businesses n=335.
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Banking relationships

Just under half of private businesses reported they haven’t
encountered recent or longer term difficulties in raising capital.

For those that did encounter difficulties raising finance, 40 per cent
reported cost of funding and 35 per cent reported availability of
credit as the main difficulties.

Banks want more timely financial information on businesses with
many requiring more profit and loss reporting than ever before.
Twenty per cent of private businesses said their relationship with
their bank has changed with comments such as they’re being more
stringent, risk averse and not as flexible.

Now is the time to invest in your business

* [t’s now the time to invest in your business
whether it be expansion into new product
markets, acquisitions, investment in
machinery, people and training.

* Take confidence in your numbers and business
and take advantage of the opportunities out there.

* Be conscious of asset and business valuations —
if you’re looking to buy new equipment or buy
out your competitors, now could be good time.

* If you approach a bank for funding, ensure you
have a plan to show how you will service the debt.

* Before you present any management information
to a bank, make sure it is accurate.




The results of the Private Business Barometer
Pulse and discussions with private business
owners confirm that although their

balance sheets are in great shape, they are
hesitant to commit to capital expenditure
and investment.

Throughout the global financial crisis private businesses were
acutely aware of managing their costs and expenditure and did
this well. Profitability and sales improved which is why businesses
are now in a great position — yet a lack of confidence in the market
sees only 32 per cent of businesses considering major investments.

“The numbers say one thing, but the emotions say no,” said
Ruth Richardson Clark, Chief Financial Officer from The Heat
Group, a cosmetics distributor in Victoria.

PwC Private Clients believes businesses need to look at both sides
of the risk equation, is it more risky for you to move forward, or
is it actually more risky to stay where you are?

The availability of credit was widely discussed and whilst businesses
agreed that banks are lending, they are becoming more stringent
and want more timely financial information on businesses.

Twenty per cent of private businesses said their relationship with
their bank has changed. Some have seen it as an opportunity to
shop around for the best service because banks were looking for
more business.

“We changed banks because we were not happy with the way
the bank understood our business, where as our new bank is
giving us the recourses to expand and is looking at a long term
view of the market,” said Craig Davison, owner of The Outdoor
Furniture Specialists.

Banks are scrutinising businesses more closely — even if they are
performing strongly.

Ruth agrees, saying that “The banks are telling us ‘you can have

79

this, but you've got to give us this in return’.

Some industries have been blacklisted by banks including printing
and some retailers and businesses now need to work harder to
prove their worth to gain access to funding.

“Our industry unfortunately gets a big cross for credit. If you're
performing robustly and have the strong numbers, you are
friends,” said Financial Controller Neelesh Mehta, Texas Peak,
a wholesaler and retailer of sports apparel, footwear and
equipment in Victoria.

Other businesses aren’t hearing any noise from banks but have
a strong balance sheet to support them.

“We’re not hearing any noise from the banks, we have a record

of solid performance, with a strong balance sheet and low gearing.”
said Peter Cargin, Chief Financial Officer of the Sumo Visual Group
in Victoria.

There are opportunities in the market to acquire businesses and
assets. The business owners we spoke with agreed, noting that if
you can attract capital there are some great businesses for sale.

“Good businesses will attract capital and will stand out in this
market. We are seeing business for sale with quality assets really
shining,” said Michael Da Gama Pinto, Senior Associate at Harbert
Australia Private Equity.

i

“We changed banks because were not happy with the way the bank
understood our business, where as our new bank is giving us the

recourses to expand and is looking at a long term view of the market.”

Craig Davison, The Outdoor Furniture Specialists.
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Business Operations

Growth is the main challenge for private
businesses

Private businesses reported that growth is their main challenge.

The three key challenges faced by private businesses are low margins
and competitive pricing (23 per cent), developing new business

(14 per cent) and the state of the Australian economy (10 per cent).

Table 6: Key challenges faced by businesses

% of Businesses Sepi1
.Peo-ple --------------- 1 6
.S. taﬁ retent,on ......................................................................... 6
.P. '.e.c; ’.).I.e. m anagem ent ................................................................. 6
é taﬁ COStS ............................................................................. 4
.Fu-ndi-ng -------------- 1 2.
Fun d, ng th e bus, ness/caSh ﬂ OW .................................................... 9
.C.; ost Contrm ........................................................................... 3
.Bu-lsin-ess C,;perat-ion-s ----------- 21.
.(.) Ver Seas Compet mon ................................................................ 5
.E.) Omestlc Compet|t|on ................................................................ 5
.Co-mplianct-e/r;egulat-ior;s -------- 3
.Cc;nsumer/-Bu-siness- C-onfidenc;e ------- 9
GrOWt h .............................................................................. 50
LOW . margms/competltlve pncmg .................................................. 2 3
.De-vel-oping -new b-usir-1ess/s-ales g-rowth --------- 14.
.(.: ustom er Ser Vlce/retem,on .......................................................... 3
.S. tate Of the Austra| |an econom y ................................................... 10
.N(:) ct;alleng-;es ------------- 1.
.c.: ;r.‘.’ t say ............................................................................. 0
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Table 7: Mobile communication changes

% of Businesses Sep-11
.I ncreased orrevam ped Web pr esence ............................................. 44
.c.; Ommun |Cat , ng W|th Customers .................................................... 4 1
Market, ng strategy ................................................................... 3 0
é taff Workmg remOt e|y .............................................................. 2 4
New ways of delivering products or services to clients 22
.S. earc h engmeopt,m |sat|on ......................................................... 2 0
.I ncreased Soc,a| med ,apresence .................................................. 2 0
.c.) n“ ne reta”mg ....................................................................... 17
.(.) t her ................................................................................... 5

Base: Sep 2011 Total businesses n=335.

Private businesses are changing the
way they communicate with customers

With an increasing focus on social media and communicating with
mobile devices, we asked private businesses if they have, or plan
to make changes to their communication channels or strategies.
Forty four per cent of private businesses said they have increased
or revamped their presence on the web and 41 per cent said they
are changing the way they communicate with their customers.

Focus on value, not price

* Now is the time to focus on your value proposition, not price.
How can you differentiate yourself from your competitors?

* Consider expanding into a new product market.

* Look at the different ways you can communicate with your

customers — including the web and social media. What are
they saying about your business and your competitors?
How can you leverage from this? How can you use social
media to better understand your customers?

* Measure where your new business is coming from to ensure

your business strategy supports customer demand.




The results of the past three editions of the
PwC Private Business Barometer highlighted
that securing the right talent is the number
one challenge for private businesses.

In the Private Business Barometer Pulse

and through discussions with business
owners, we see that private businesses’
number one challenge is low margins

and competitive pricing.

Private businesses have shifted their focus to looking at cost
efficiencies — particularly in the retail sector.

“We have witnessed a real shift in focus towards cost reduction.

This is particularly relevant for our customers in the retail space

with tendering requests, consolidation of their procurements processes
and demanding more cost effective solutions from us,” said Peter
Cargin, Chief Financial Officer of the Sumo Visual Group in Victoria.

In response to failing to meet high growth targets, some private
businesses have increased costs to alleviate pressure on margins.

“We set a growth target of 20 per cent on the previous year and
failed to meet it. We focused on proactive marketing and upped
our prices,” said Mark Da Silva, Managing Director, Concept
Marketing in Western Australia.

We talked to private businesses about their online strategy, in
particular if they have made, or plan to make, any changes to it.
The majority of businesses acknowledge the shift and demand
for online goods and services, particularly in retail, but many
are waiting before they invest in an online strategy.

One of the businesses we spoke to initially resisted moving her
business online. However after doing the research with her
customers she realised she had very little choice.

“We started to get a few students saying, we’d like to see you on
the web, we want to do courses online. We had to experiment to
see what the marketplace wanted rather than what we wanted, it
showed that’s where the demand was, so we decided to give the
customers what they wanted,” said Melanie MacDonald, owner

of Line Management, an online education provider in Queensland.

Line Management’s business is now built on social media.

“All of our customers come through some form of social media.
We're using Facebook, blogs, various forms of Google so all the
business we generate comes from people engaging with us on
the web in some way,” said Melanie.

Others have developed software to support their customers
and staff to make their online space more interactive.

“We have implemented several self-made software programs
that have been able to make online more interactive so that
we’ve actually provided our employees and clients a platform
that they can utilise,” said Tom Strachan, owner of AWX.

Some businesses have completely shifted their spending on traditional
marketing and moved it online to embrace social media.

“We spent hundreds of thousands over the years on yellow pages,
now that’s down to zero, and the money is now being spent on online
media sites and other social media including Facebook” said Craig
Davison, owner of The Outdoor Furniture Specialists.

“All of our customers come through some form of social
media. We’re using Facebook, blogs, various forms

of Google so all the business we generate comes from
people engaging with us on the web in some way.”

Melanie MacDonald, Line Management.
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State by state overview

Western Australia

Two-speed economy at play

The resources and mining industry in Western Australia
is driving the state economy.

Private businesses in Western Australia that are exposed
to resources and mining are doing well and are embarking
on capital expenditure and projects, whereas industries
including property, retail and manufacturing are thinking
twice about the extra expense.

Australian Capital Territory

Consider redefining your market

Private businesses in the Australian Capital Territory are starting
to feel the impact of price corrections in the market. Growth
is slowing when compared to the past six to twelve months.

There is uncertainty and a lack of confidence in the economy
which is impacting investment in capital and innovation.

The reluctance of private businesses to invest in innovation is a
lost opportunity for not only creating a point of differentiation,
but for helping drive the economy forward.

South Australia

Private businesses ambitious but looking for direction

Private businesses in South Australia have a reputation for being
naturally more cautious that their eastern and western counterparts.
Whilst there is a feeling that conditions will improve and that the
opportunities will still be there in the longer term, the level of
confidence was generally low.

The results from the PwC Private Business Barometer Pulse highlight that
private businesses in South Australia, whilst bullish with their short
term and medium term sales and profit targets, have, like the rest of
Australian privately owned businesses, struggled to meet their forecasts.

14| PWC




Queensland

Queensland recovers and looks to mining to
drive economy

When we spoke to private businesses for the last edition of the
PwC Private Business Barometer it was not long after the floods
and cyclone Yasi had struck. It is pleasing to see that most private
businesses are in recovery with many now indicating they are no
longer seeing the effects on their businesses. Private businesses
are looking to the state and federal governments for certainty in
leadership and policies that impact their businesses.

There is a two-speed economy at play in Queensland. The mining
utilities and services industry is performing strongly whilst
property, retail and tourism are under pressure.

New South Wales

Opportunity to add value

Private businesses in New South Wales are fairly optimistic,
however, like their counterparts in other states, are not confident
in the external factors influencing their businesses which are out
of their control. More than half of private businesses in New South
Wales met or exceeded their revenue targets; however they have
been more conservative setting targets for the next year.

With a recent change in government, we believe private
businesses are looking for a shift in policy — particularly in
areas including payroll tax, state based awards and incentives
______ 1 for doing business in New South Wales.

Victoria

S Private businesses find niche and perform well

] ' Private businesses in Victoria are taking a modest approach when
- it comes to short and medium term sales and profit targets.

Many private businesses in Victoria are putting off major capital

’ investments and are not planning significant acquisitions. Most
4 are taking a more conservative view of the economy given poor
consumer sentiment and a current lack of stimulus in the market.
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PwC contacts

PwC Private Clients helps private business owners and
individuals grow their personal and business ambitions.

PwC Private Clients

It will come as no surprise to you that we do audits. Provide
tax advice. Can help with a raft of business advisory services.
What’s different about PwC? You.

So much of the business landscape and economic fortune
of Australia is shaped by the entrepreneurs and owners
of private businesses.

We believe that together, we can create conversations and
ideas that will grow the future of our nation and help you
realise your business and personal ambitions.

You might be an energetic start up with a great idea. You might
have been in business for a number of years and are looking at
your next steps. Or maybe you’ve made your wealth and want
to know how you can grow and preserve it — and pass it on to
the next generation.

Our mission is to help the people we work with grow
both their business and family wealth. We do this by:

* understanding what your needs are at both business
and personal levels; because it’s not all about work.

¢ telling it like it is, by giving you the honest insights you
expect from a trusted business partner. You didn’t get
where you are by surrounding yourself with ‘yes’ people.

* bringing you the very best ideas and fresh thinking
on a host of business issues.

16 | PWC

We have more than 50 partners and 600 people focused on
working with private companies, entrepreneurs and high net
wealth individuals. They bring you all the talent and skill that
come with being part of PwC — coupled with a passion for the
unique challenges and opportunities that you face.

And because our people have business and commercial
skills — as well as qualifications in fields as diverse as botany,
engineering, communications and of course, accounting —
we see the whole picture.

We can provide all the practical and commercial assistance you
need, delivered in a way that is relevant and appropriate for
your business. We may be big, but we have built our success on
developing trusted business advisor relationships and delivering
solutions and ideas tailored to the needs of our clients.

This includes Personal & Business Taxation, Financial Assurance,
Business Funding & Structuring, Personal Estate Planning &
Wealth Management, Succession Planning, Personal & Business
Mentoring, Deals, Strategy, Operations Improvement and
Emerging Company Services.

Private Clients has more than 600 people who want to work with
businesses just like yours. Why don’t you meet one of them today?



For further information about our services in your state or territory, please contact:
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Adelaide

Michael Browne

Partner

(61 8) 8218 7459
michael.browne@au.pwc.com

Brisbane

Jason Daniels

Partner

(61 7) 3257 8536
jason.daniels@au.pwc.com

Canberra

Glenn O’Sullivan
Partner
(61 2) 6271 9546

glenn.osullivan@au.pwc.com

Gold Coast

Trevor Mahony
Partner
(61 7) 3257 8807

trevor.mahony@au.pwc.com

Melbourne

Paul Lewis

Partner

(61 3) 8603 3678
paul.r.lewis@au.pwc.com

Newcastle

John Campion

Partner

(61 2) 4925 1154
john.campion@au.pwc.com

Norwest

John Shim

Partner

(61 2) 8266 3437
john.shim@au.pwc.com

Perth

Cesare Scalise

Partner

(61 8) 9238 3417
cesare.scalise@au.pwc.com

Sydney

Craig Lawn
Partner
(61 2) 8266 0147

craig.s.lawn@au.pwc.com

Townsville

Philip Clarke

Partner

(617) 4721 8501
philip.j.clarke@au.pwc.com
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Peter Cargin, Chief Financial Officer, Sumo Visual Group.

Ruth Richardson Clark, Chief Financial Officer, The Heat Group.

Tracey Hutchinson, Finance Manager, Beacon Lighting.

Western Australia
Brian Briscoe, Owner, Briscoe Search & Consulting.

David Stephen, Chief Financial Officer,
acQuire Technology Solutions.

Domenic Casotti, Owner, Casotti Plumbers
John Coleman, Chief Executive Officer, Acton Corporate.
Mark Da Silva, Managing Director, Concept Marketing.
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Roy Morgan Research

Roy Morgan Research, Australia’s best known and longest
established market research and public opinion polling company,
was founded in 1941 by Roy Morgan. Roy Morgan Research has
grown to become a company providing a wide range of different
research facilities. The company is 100 per cent Australian owned.
Roy Morgan Research has considerable experience in conducting
all forms of research, particularly public opinion polling, attitude
studies, social surveys, and large consumer and industrial market
surveys. We are able to conduct a broad spectrum of traditional
and market research methods to provide the best service to and
help clients stay ahead of their competitors.

Today Roy Morgan Research has the most extensive research
facilities in Australia, and is indeed, one of the most
comprehensive market research companies anywhere in the
world. Roy Morgan Research combines methodology, technology,
experience and know how into one comprehensive integrated
system. Techniques and services developed by Roy Morgan
Research are now used in many countries throughout the world.

Roy Morgan Research employs over 350 full and part time
employees in Australia and over 400 employees world-wide, with
an annual turnover is more than $50 million. In Australia Roy
Morgan Research is located in Melbourne, Sydney, Perth and
Brisbane and internationally in Auckland, London, New York,
Princeton and Indonesia.

Williams Lea

Williams Lea is a leading global BPO organisation specialising

in Corporate Information Solutions that re-engineer end-to-end
business processes. Williams Lea combine consultancy, unique
expertise and the latest integrated technology to develop solutions
that transform the way organisations communicate and exchange
their printed and electronic information.
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How can growing
a business make

you feel like an
emperor?

When our Private Clients team spoke with brothers Emanuel

and Napoleon Perdis, of Napoleon Perdis Cosmetics,

they had outgrown their local advisor and were looking

to expand. Emanuel wanted someone who could work

with them on expansion plans and refinancing, but more
importantly, he needed a trusted business advisor he could
come to for future decisionmaking. Their unique take on
the cosmetics industry - that they’re not in the fashion
business, but the confidence boosting business - has seen
them grow and grow. With the continued advice of their
Private Clients team, they are now on their way to becoming
one of the most recognised cosmetics brands from Australia
to Hollywood. And Emanuel, he loves the fact that although
he’s not our only client, he certainly feels like he is.

What do you value?




pwc.com.au/privateclients

PwC firms provide industry-focused assurance, tax

and advisory services to enhance value for their clients.
More than 161,000 people in 154 countries in firms
across the PwC network share their thinking, experience
and solutions to develop fresh perspectives and
practical advice. See pwc.com for more information.

© 2011 PricewaterhouseCoopers.

All rights reserved. In this document, “PwC” refers to
PricewaterhouseCoopers, which is a member firm of
PricewaterhouseCoopers International Limited,

each member firm of which is a separate legal entity.

This document is provided by PwC as general guidance only and does not constitute the provision of accounting, legal advice, tax services,
investment advice, or professional consulting of any kind. The information is provided “as is” with no assurance or guarantee of completeness,
accuracy or timeliness of the information and without warranty of any kind, express or implied, including but not limited to warranties of
performance, merchantability and fitness for a particular purpose. In no event will PwC or its professionals be liable in any way to you or to
anyone else for any decision made or action taken in reliance on the information or for any direct, indirect, consequential, special or other
damages related to you or your use of information, even if advised of the possibility of such damages. Before making any decision or taking
any action, you should consult a professional adviser who has been provided with all the pertinent facts relevant to your particular situation.
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