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Not all business finance needs can be solved with 
vanilla solutions. When an expert sounding-board is 
needed, Fifo Capital can help:

• One-on-one consultancy (complimentary) with a business 
finance specialist

• Fast response and approval of finance (24 hours) to meet 
changing business needs

• Consultancy in partnership with your financial advisers 
and with banking facilities

• Solution-solvers for short term needs, and long term 
sustainability.

When your business finance needs demand expert thinking and 
purpose-fit solutions, call Fifo Capital on 0800 863 436

When expertise counts
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tHarris Lathan Limited is a chartered 
accountancy practice of six staff operating 
predominantly in Auckland and Tauranga. The 
firm combines over forty years experience in 
providing advisory and accounting services.  

Anthony Harris has wide experience in deal structuring, 
management buyouts, share and business valuations, 
forensic investigation, turnaround and insolvency, expert 
witness, strategic and governance. Dave Lathan made 
partner on 30 September 2016 and is an aspirational 
CA with fourteen years experience predominantly in 
taxation, accounting, insolvency, audit and within finance 
teams of various multi-national companies.

There is always the routine to be accomplished 
professionally, and we do that as well any anybody. Where 
we are different is we live a high level of engagement 
with our clients, provide meaningful pragmatic advice at 
key moments, find the can do in spite of limitations, and 
personally thrive on the challenge.
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The year cracks on with momentum 
and purpose, and it’s one of those 
years when there is just so much 
good stuff going on. Often there 
is that question “OK so how do we 
structure this?” 

Structure, that multi faceted 
potpourri of competing forces 
that works (or should work) to 
suit the owners purpose. Rigid or 
flexible, prescriptive or process 
based, is flexibility in governance 
more important than flexibility in 
operation. How do we stream value 
out of the structure, where are 
the tax potholes, or occasionally 
opportunities. Are we talking 
about everything being in the 
NZ jurisdiction. Where is the IP.  
What operational risks need to 
be quarantined. What lending do 
we want quarantined. Are there 
third party JV or minority interests 
to accommodate and does their 
structure influence ours. Is a 
paramount entity preferred over 
a sister structure. Is relationship 
property a factor. Is a conduit to 
philanthropy relevant. How easy 

is it to evolve out of or exit certain 
activities, can we efficiently de 
construct part of it. How much of the 
cost of creating and maintaining this 
is insurance, and how much is just 
what it costs. 

Business owners are changing. The 
real question of structure is does it 
unashamedly serve and shine a light 
on the interests of the owners or is 
there compromise toward the old 
way by seeking to serve the interests 
of the business. So what is to sit atop 
the structure?

Ownership structure is going 
through fundamental change. Keep 
up. 

   Anthony Harris 
Partner

+ People
+ Perspective

+ Patience
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The Paramount Trust
There is much written about the 
costs and benefits of a Trust – be 
it a simple family trust to own your 
family home or a trust that is at 
the top of the tree of a business 
structure. 

Current thinking might include the 
following benefits, with associated 
costs and risk.

Benefits
We have all seen comments such as a 
trust can assist in:

• Managing assets. Beneficiaries 
perhaps don’t have the capability 
to manage the assets that are 
reserved for them, having trustees 
manage those assets can solve 
the problem. 

• Protecting assets. Creditor 
protection or relationship 
property protection have been 
classic motivators in the creation 
of trusts. Although each benefit is 
being progressively eroded, core 
benefit remains.

• Tax efficiency. There are known 
tax efficiency gains in the ability 
of a trust to widely distribute 
taxable income to beneficiaries 
and therefore benefit for so 
long as the beneficiary has a 

marginal tax rate less that the 
trust tax rate (and the resultant 
beneficiary creditor relationship is 
acceptable).

• Preservation of benefits. 
Historically trusts were useful 
in retaining state entitlements 
however those entitlements are 
now subject to more intuitive 
assessment that looks through 
trusts.

• Philanthropy. Trusts can readily 
channel funds to a philanthropic 
end. 

Cost and Risk
These benefits have been weighed 
against cost and risk. 

A Trust has a cost to establish and a 
cost to properly maintain. Forthcoming 
legislative changes will tidy up trust 
housekeeping and slightly increase 
these compliance costs.
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The independent trustee of a trust 
has often been a corporate trustee 
of the settlor’s lawyer or accountant. 
Risk here too has shifted with breach 
of director’s duties cases landing risk 
on the lawyer or accountant director 
of their corporate trustee.

These professionals have responded 
by taking steps to manage that risk. 
These have included:

• Increasing vigilance. For example 
a Trust giving a guarantee to 
support say borrowings related to 
a settlor is now supported by clear 
articulation of the reasons why 
the giving of the guarantee is in 
the interests of the beneficiaries, 
and an accountants calculation 
that the Trust has the resources 
to meet a claim on the guarantee 
thus discharging both trustee 
duties (the beneficiary interests) 
and directors duties (incurring of 
an obligation).

• Charging an overt fee to provide 
a corporate trustee to act as 
independent trustee. We have 
seen these fees between $500 and 
$1,000 per annum.

• Establishing a separate corporate 
trustee for each trust (to 
quarantine risk).

• Having the settlors incorporate a 
corporate trustee to remove the 

need for the accountant or lawyer 
to provide a corporate trustee. 
The trust therefore assumes 
some as yet untested element of 
“sham trust” risk in exchange for 
avoiding the fee of the lawyer or 
accountant to take independent 
trust risk.

We characterise these costs 
(whichever costs are chosen 
to be incurred to manage the 
trust properly and deal with the 
independent trustee question) as 
simply the insurance premium the 
settlors pay to obtain the benefits of 
having a trust.

This kind of analysis sets out a logical 
rationale to receive the benefits of 
having a trust in exchange for some 
expending some cost (or paying the 
insurance premium). 

The trend is that benefits are being 
eroded and costs are increasing. 
The continuing use of trusts is 
questioned.

The Real Benefits of Your 
Paramount Trust
My view is that benefits is this 
traditional analysis are fundamentally 
understated. For two reasons.

First, atop any structure must be 
something. It cannot be a company 
as a company needs a shareholder. A 
partnership (be it ordinary or an LP) 
need a partner. A JV need a JV partner. 

The choice is a Trust or an individual 
or individuals. It is not a case of 
which to prefer, it is a case of it 
must be a trust unless there are 
compelling reasons that it be an 
individual (or individuals).

Second, trusts are that vital 
switching point in a structure where 
the “right thing for the business” 

gives way to the “delivering the 
interests of the owners”. Trusts 
perform this role in a manner that 
is simply unable to be achieved by a 
natural person.

Down at the level of the “earnings 
engines” you typically have 
companies, sometimes limited 
partnerships or joint ventures. 
Owners sometimes do own a 
business for reasons that are 
completely expressed in the 
business, a complete passion for 
what the business does. In our 
experience owners who have a 
passion for their business also have 
a passion for what its fruits can be 
applied to. Other owners focused 
largely on profit at the “earnings 
engine” level have a purpose in mind 
to apply that profit.

There is no entity that can match a 
trust for sheer distribution flexibility 
to facilitate giving actual voice to 
delivering the owners interests. 

This form of trust (we call them 
paramount trusts) performs a role 
where the costs pale in comparison 
to value. 

Be Careful in Your Listening
So, amidst the current clamour of 
noise about trusts, trustee duties, 
new trust rules, remember the real 
value of your paramount trust. 

Yes it takes a little bit of effort 
to keep it in shape but that is 
simply housekeeping a competent 
professional can perform while 
you keep focus on its purpose and 
benefits.

Our view is that your paramount 
trust will continue to perform 
its fundamental role and is 
an irreplaceable element atop 
structures.

Harris Lathan Foresight    •    2



This paradoxical business 
environment paved the way for 
major disruption in the industry, 
and Blakely was more than ready for 
the challenge. Despite a total lack 
of investment, she quickly thrived. 
In 2012, she became the world’s 
youngest self-made billionaire, and 
today her net worth is valued at over 
$1.06 billion dollars.

Identifying a problem in 
need of a solution
Blakely started her career selling 
fax machines door-to-door. As a 
part of her job, she was required 
to wear panty-hose, which put her 
in a position where she had plenty 
of opportunity to consider the pros 
and cons of this particular article 
of clothing. The control-top look 
led to a firmer appearance, but she 
disliked the appearance of seamed 
feet in open toed shoes. Should it 
be unreasonable to want the former 
without the latter? This obviously 
wasn’t a new issue, but no one 
in the hosiery industry had ever 

attempted to capitalise on it. Seeing 
the potential for something better, 
Blakely decided to do something 
about it herself.

The birth of Spanx
In a now-famous stroke of genius, 
Blakely initially solved the problem 
by cutting the feet off a pair of 
pantyhose to wear under her slacks 
for a party. The bottoms rolled up 
a bit, but it worked. After investing 
her own money to conduct research 
and develop her idea further, she 
approached a variety of hosiery 
mills in North Carolina to find a 
manufacturer for her new product. 
Surprisingly they didn’t see the value 
in it, and all turned her down. That 
is, until one business owner called 
her back after he mentioned the 
idea to his daughters, who strongly 
encouraged him to pursue it.

With no financial backing, she 
began marketing her product 
herself, and managed to convince 
a representative of Neiman Marcus 
to stock her new invention at a few 
stores by personally modelling it. 

Sara Blakely  
on reclaiming an industry

For many women, the arrival of 
Spanx was an “ah-ha” moment, 
a suddenly obvious evolution 
of something familiar, with 
familiar limitations. Despite this, 
Sara Blakely, the inventor and 
entrepreneur behind this explosive 
brand, actually met little initial 
support when she tried to bring 
her idea to market. The reason, of 
course, was that all major hosiery 
producers were controlled by men: 
people who neither used their own 
products, or tested them with real 
users.
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Building a successful business is 
about finding a problem worth solving 
for a specific market, and offering 
solutions that they will love.

Harris Lathan Foresight    •    4



After a fairly promising response 
from customers, it was picked up by 
a few other clothing stores.

Then, Blakely decided to send some 
to Oprah Winfrey’s program as a gift, 
and was featured in her “Favourite 
Things” episode. After that, things 
began to snowball, and her fledgling 
business boomed, with $8 million 
dollars in sales the first year, and $15 
million dollars in 2002. By 2014, that 
number had ballooned to over $400 
million dollars.

Blakely’s do it yourself 
attitude
Unlike the vast majority of highly 
successful young business owners, 
Sara Blakely is the sole owner of 
Spanx. She hasn’t accepted any 
outside investment, and never even 
formally advertised her products or 
her brand.

This lone-wolf attitude traces back to 
the beginning of her venture, when 
she was forced to operate her entire 
business on her own. Not only did 

she invent, design, and sell her own 
products, she also wrote her own 
initial patent to keep legal costs 
manageable. When Oprah asked 
to film her facilities for her show, 
Blakely had to round up friends 
and neighbours to act as her staff, 
because she didn’t actually have any 
employees at the time.

A lesson for the rest of us
Great entrepreneurship is finding 
and implementing great solutions for 
common problems. Sara Blakely saw 
the need for a better kind of hosiery, 
and decided to make it her problem 
to solve. In doing so, she discovered 
an enormous gap in the market. Not 
only had other hosiery companies 
made no serious attempt to innovate, 
they didn’t even test their products 
on real users. By becoming that 
sorely needed innovator, Blakely 
managed to disrupt the entire 
industry to emerge as the most 
recognizable name in the business.

Driving technological progress 
and innovation often results in 

businesses developing solutions 
to problems that they and their 
markets haven’t identified yet. 
Blakely’s success is a reminder to 
turn that around, and find solutions 
to the problems our markets want 
addressed. This market-centered 
approach isn’t a revolutionary idea, 
but it’s one that many entrepreneurs 
have lost touch with.

As entrepreneurs and innovators, 
it’s important not only to recognise 
what Sara Blakely has done to get 
where she is today, but also what 
she didn’t do. She didn’t hunt 
down investors, she didn’t push 
any technological boundaries, she 
didn’t launch any slick marketing 
campaigns, and her business isn’t 
publicly traded. Building a successful 
business is about finding a problem 
worth solving for a specific market, 
and offering solutions that they will 
love. By doing this well, Sara Blakely 
created a product that, once properly 
introduced through her own personal 
hard work and determination, could 
and did sell itself.
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Contact Fifo Capital today for more information. 

0800 86 34 36    fifocapital.co.nz    info@fifocapital.co.nz 

Trust Fifo Capital  
to sort your  
seasonal cash flows
A standby working capital facility ready to access  
when you need it most.  

Simple preapproved facility sitting alongside existing  
finance arrangements.
• Pay only if you use it

• Fast and simple to activate

• Peace of mind for unexpected cash flow interruptions

• Small and large exposures

• Treated on a case by case basis, and tailored to your needs



Small localised businesses often 
avoid technological growth solutions 
on the assumption that the global 
Internet isn’t a practical tool for 
reaching clients close to home. After 
all, what’s the point of spending 
time and money advertising your 
local landscaping business to people 
halfway around the world?

Online marketing, however, doesn’t 
have to target a global audience, and 
this erroneous assumption could 
well be holding your business back. 
A comprehensive growth strategy 
needs to integrate online tools to 
reach its full potential, regardless 
what kind of business you’re running. 
Unlike online businesses, however, 
small brick-and-mortar businesses 
need to take a specialised approach to 
the issue. Built properly, a local online 
marketing campaign can reach a far 
greater portion of your local target 
audience than a sign in the street or 
an ad in the phone book ever will.

Growing  
local brick & mortar 

businesses  

on the web
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Social media is your tool for 
community engagement
Social media marketing has been 
hailed as a revolutionary force in 
marketing for over a decade, but 
many businesses that have dabbled 
with it find that they have serious 
difficulty in connecting with their 
audience. That is, in large part, 
because successful social media 
marketing relies on directly and 
actively connecting and engaging 
with individuals in your target 
audience. This makes it fundamentally 
different from traditional advertising. 
Fortunately, this difference also 
means that small local businesses 
have a distinct advantage over larger 
competitors that they can and should 
take advantage of.

Facebook, Twitter, Instagram, and 
other social platforms inherently rely 
on the relationships you can build 
with other users. Small businesses 
can reach out to their audience 

within a shared context that makes it 
much easier to connect on a personal 
level. Larger businesses have to 
engage in relatively general feel-
good branding exercises to appeal 
to a large and diverse audience, but 
smaller businesses can use social 
platforms to engage with their 
neighbours, customers, and even 
their local government in ways that 
are directly relevant to that group.

Ads on social media
Sponsored posts on Facebook, 
Twitter, etc… are inexpensive and 
allow you to specify your audience 
far more accurately than any paper 
ad. For example, you can create a 
Facebook post that will be shown 
only to people within 10 km of your 
business, who have already expressed 
an interest in your industry, and who 
are within a specific age range. This 
way, you only pay to show your ad to 
people who are actually likely to be 
interested in your business.

A comprehensive 
growth strategy needs 

to integrate online 
tools to reach its full 
potential, regardless 

what kind of business 
you’re running. 

Harris Lathan Foresight    •    8



Local search engine 
optimisation
Most businesses today have a 
website, but many of those aren’t 
doing their respective businesses 
much good. Often, that’s because 
that business’ target audience can’t 
find it. After all, a local coffee shop 
isn’t going to rank above a global 
giant like Starbucks for someone 
doing a general search for coffee. Of 
course, that doesn’t mean it’s time to 
give up.

While positioning yourself above 
a business-like Starbucks might 
be tough, businesses can seize an 
advantage against big brands to give 
them a fighting chance. By listing 
their addresses on Google+ and on 
their websites, and tailoring their 
website content in general to reflect 
location based keywords such as, 
perhaps, “coffee in Chiswick London”, 
businesses can signal their relevance 

to that location. Google’s algorithm 
will recognise this, and lend 
additional weight to your business 
for people who are searching from IP 
addresses that place them near you.

This allows businesses to rank their 
websites for keywords in their local 
area that they would never have a 
chance of being considered relevant 
for when placed in competition with 
the entire Internet.

Pay per click ads
SEO and social media take time 
to establish and begin generating 
returns. For faster results, 
businesses can always turn to 
pay-per-click (PPC) ads. These work 
by displaying your advertisement 
for specific keyword searches, and 
incur a cost every time a user clicks 
on it. The price varies by keyword, 
and is determined by demand for 
representation under that keyword.

This puts localised businesses in 
an advantageous position, because 
the localised keywords they can 
use will be far less competitive than 
more general ones. For example, 
an ecommerce store that sells 
electronics worldwide would have far 
more trouble building a cost-effective 
PPC campaign than a solar installer 
that operates in a single city. That’s 
because the former is competing 
with many thousands of competitors 
for the same keywords, while the 
latter can simply use localised terms 
that only very few other businesses 
could be interested in.

Driving growth online can seem 
impossible as a small business when 
you’re facing bigger businesses 
with massive marketing budgets. 
However, the web isn’t just for 
big businesses, and, in many 
respects, small businesses have 
real advantages over their larger 
competitors. 

By embracing your local 
role online, you can assert 
yourself in your area far 
more cost effectively than 
an industry giant that’s 
hoping to use their general 
authority to muscle in on 
your target market.
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Alexander Karp 
aka America’s Intelligence Guru
With a PhD in Philosophy from the University of Frankfurt, and an early career as a money 
manager for high net-worth individuals, Alexander Karp isn’t the type of person you’d 
expect to run a top-tier American data analytics firm. He famously likes to list off all the 
reasons he isn’t qualified for his own position, from not holding a technical degree of any 
kind to his hippie parentage. Today, however, he and co-founder Peter Thiel preside over 
Palantir, a $20 billion-dollar intelligence operation with far-reaching ties to government 
organisations, banks, and corporate powers. Karp himself is estimated to be worth over 
$1.2 billion dollars.
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From Paypal to the CIA
Palantir wasn’t born in the mind 
of Alexander Karp, but rather 
Peter Thiel of PayPal. Thiel saw 
the immense potential in PayPal’s 
innovative fraud prevention 
methods, and sought to find a 
way to identify terrorists without 
violating the privacy of the public. 
Bankrolled by Thiel, a handful of 
talented programmers and engineers 
put together an initial product, and 
began looking for customers.

Karp was brought on as acting CEO 
by Palantir’s young technical team, 
initially more to lend his reputation 
as a successful investor and the 
weight of his PhD than to make 
serious decisions for the company. 
Contrary to their expectations, Karp 
impressed the team with his ability 
to quickly grasp and explain complex 
and foreign concepts to non-

engineers. He soon made himself 
indispensable both through his 
ability to find and recruit top-level 
talent and his talent for advocating 
the business’ mission to laypeople.

While American venture capitalists 
seemed uninterested, a few 
European angel investors, and later 
In-Q-Tel, the CIA’s venture capital 
arm, eventually invested the capital 
Palantir needed to establish itself 
and to optimise and develop their 
product.

Taking corporate America 
by storm
After its testing and development 
phase, which lasted until 2008, the 
company worked exclusively with 
government agencies like the CIA, 
FBI, and NSA as well as some major 
police departments, until 2010. In 
2010, they established a relationship 

with JPMorgan, which would become 
their first commercial client. This 
effectively brought the business back 
to their roots —catching fraudsters, 
identity thieves, and hackers.

In the following years, Palantir 
has expanded into the commercial 
market to offer their services 
in a host of industries, from 
pharmaceutical firms to mass media 
companies. The identities of their 
clients are closely guarded, but 
revenues from private sector clients 
now make up 60% of their total 
business.

Karp’s philosophy of 
intelligence
Contrary to what one might 
expect from the founder of a 
major intelligence contractor, 
Karp is not a data analyst, and 
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he has never served Palantir in a 
technical capacity. Instead, his role 
is loosely defined as the business’ 
“conscience”, and his mission is to 
preserve their idealistic core. He 
applies his PhD in the social theory, 
his dedication to liberal values, 
and Peter Thiel’s libertarian ideas 
to make decisions about which 
contracts to accept, and which 
to reject. In recent years that has 
meant turning down clients worth 
about 20% of their possible revenue 
on ethical grounds.

Protecting the public
While critics often place Palantir at 
the center of a future dystopian all-
knowing corporate police-state, both 
Karp and Thiel speak out strongly 
in favour of the right to privacy and 
data security. To that end, Karp 
has installed some major security 
safeguards to discourage misuse of 

their software. Data is catalogued 
and tagged to limit who has access 
to sensitive information, and the 
so-called “immutable log” tracks and 
permanently saves records of every 
person who accesses any given data 
in their systems. Additionally, the 
business has an anonymous internal 
hotline that allows employees to 
report clients who they suspect are 
behaving in an unethical manner.

Too invasive for comfort?
Critics of Karp and Palantir hold 
that these measures are still wholly 
inadequate. With no one responsible 
for actively auditing this immutable 
log, and no third-party authorities 
empowered to limit and regulate the 
use of Palantir’s data, the business is 
essentially left to regulate itself.

Karp himself agrees, in a sense, 
and has postulated that this is 

necessarily a temporary state 
of affairs. He claims that an 
independent regulatory body will 
inevitably be created to monitor 
all American surveillance activities 
and strike a balance between the 
privacy of private individuals, 
and the security of the public. As 
critics continue to raise concerns, 
Karp holds firm to the ideal that a 
future in which data is surveilled 
and managed responsibly needs 
to be built today, by people with 
ethical convictions, to keep public 
corporations or governments with 
dangerous far-reaching interests 
from developing and abusing these 
technologies in their own time.
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Address internal 
weaknesses to enable growth

These businesses may well be held 
back by internal limiting factors that 
need to be addressed before they’ll 
be able to grow further. Identifying 
and addressing these issues is key 
to enabling their continued growth, 
and to keep operations running in a 
stable manner in the long term.

Financial instability
Small businesses are very commonly 
forced to get creative to keep the 
lights on. This can come as a result 
of any of a variety of problems, 
whether it’s late payments, slow 
sales, loss of credit, or the loss of an 
investor. The compromises business 
owners are often forced to make can 
have serious secondary effects that 
interfere with the stable functioning 
of your business.

Often we look to external factors 
to help us determine whether 
we’re ready to expand and grow a 
business. Certainly, there are a lot 
of those to consider, from investor 
confidence, to customer satisfaction, 
to the size of our target markets 
and the growth potential offered 
by existing demand. Many small 
businesses find themselves in an 
excellent position in all of these 
respects, but somehow still have 
trouble maintaining stable growth.
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Passing the problem on to 
employees
Responding to a cash flow interruption 
by paying employees late, or by 
downsizing the number of employees 
and trying to eke more work out 
of too few employees is extremely 
destabilising. Workers who can’t rely 
on steady payment, or who regularly 
work a significant amount of overtime 
are going to suffer from stress and 
burnout. This will increase employee 
turnover rates, and reduce your ability 
to deliver a great customer experience.

Passing the problem on to 
clients
Businesses who prioritise their 
employees need to find another way 
to deal with a shortfall, and often that 
means delaying stock purchases and 
projects until they can be properly 
funded. This is also a poor solution, 
because it results in late delivery 
times and frustrated customers.

Instead of adapting their business 
to unreliable revenues, growing 
businesses need to stabilise their 
cash flow. That means setting up 
financing tools like business lines 
of credit, invoice financing, and 
financed payment plans that allow 
them to reduce late payments while 
also providing ways to deal with 
budget shortfalls in the near term.

Unscalable structure
Small businesses don’t require a 
lot of rigid structure, since teams 
tend to be small, and the chain 
of command short. If a unique 
situation arises, employees can 
simply consult superiors or co-
workers and come up with a 
solution. More importantly, leaders 
can maintain oversight and keep 
every part of the business working 
together toward a common goal.

As a business grows, this becomes 
less feasible. Individual employees 

become less able to communicate 
well with those in other areas of 
the business, and middle managers 
might also begin to lose access to all 
parts of the organisation. This leads 
to miscommunication, and eventually 
unreliable performance for the 
business overall.

The solution to this problem 
is structure and bureaucracy. 
Exhaustive procedures and control 
mechanisms help to keep individuals, 
teams, and departments working 
together, even when frequent and 
direct communication is difficult to 
maintain across the organisation. 
Further, deeper and more elaborate 
hierarchies allow you increasing 
control over the flow of information 
between different areas of your 
business. Of course, these benefits 
come with their own trade-offs, 
as with any bureaucratic system, 
leaving it incumbent upon business 
owners to find a balance that  
works for them.

Unscalable supply
Businesses need to keep a close 
eye on suppliers to ensure that they 
aren’t forced to make compromises 
as they grow. If a supplier can’t grow 
along with their client business, that 
business may be forced to take on 
new suppliers to help them grow 
their operation. Having a diverse 
group of suppliers is great in terms 
of stabilising supply, but it can also 
cause major problems if goods from 
different suppliers aren’t fungible. 
This is particularly common for 
businesses that rely on unique 
or specialised products, such as 
specially farmed foods, hand-crafted 
goods, “local” products, etc…

Businesses that try to scale up, but 
aren’t able to maintain a consistent 
product, risk serious damage to 
their reputation. Before they can 
grow, they need to establish a stable 
supply that can accommodate their 

growth. This may require them to 
invest in their suppliers directly, or 
to change their growth strategy to 
pursue product diversity instead of 
emphasising their existing products.

Being aware of and tackling these 
internal issues is important for 
businesses of all sizes. By addressing 
them as soon as you can identify 
them, you can ensure that your 
business will be able to take full 
advantage of growth opportunities 
when investors come knocking on 
your door.

Briefly...
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Internal factors can 
hold-back businesses from 
achieving growth, and when 
identified, the necessary fix 
can be swift and rewarding.

Look at big-ticket items, 
and take a critical view.  
Is your business appropriately 
capitalised? How’s its cash 
flow? What about its supply 
chain stability? And what 
about its internal culture 
– does the feeling your 
staff have convey the right 
message to your clients?

Get the internals right 
before embarking on bigger 
growth plans.



Growth and disruption are 
fundamentally driven by change. 
Change is a constant of business, 
and it can take many forms, whether 
it’s a change in technology, market 
demand, supply, regulations, or 
anything else. Seeing this dynamic 
environment as a perpetual growth 
opportunity, and adapting to and 
capitalising on it is the key to 
establishing yourself and your 
business as a leader and a forward-
thinking force in your industry.

As a business owner, however, you 
can’t put your business into that 
role on your own. You’ll need the 
support of investors, managers, and 
regular employees, many of whom 
may be hesitant about embracing 
change, or downright resistant to 
it. To keep your business flexible 
and moving forward, you’ll need to 
work to manage that negativity, and 
encourage a more positive outlook.

Preach disruption
People with a negative outlook 
often aren’t focused on what your 
business could be in the future, 
but rather more concerned about 
preserving the status quo. This might 
feel like a safe, low-risk approach, 
but it’s fundamentally not. In any 
remotely competitive industry, 
complacency is a recipe for decline. 
The only way forward is to compete 
through development and progress. 
Because of that, the end goal for 
your business is always disruption: 
to revolutionise your industry and 
establish your business as a leader.

Stress that standing still is riskier 
than trying new things. Once your 
doubters are convinced that change 
is inevitable and necessary, you’ll 
be able to begin turning them into 
valuable assets ready to facilitate 
your business’ success.

Promote the big picture
In most industries, big changes come 
in small, highly specific packages. 
A design change to your equipment 
might drastically cut production 
costs, or perhaps new proprietary 
software can enable employees 
to work remotely more easily. To 
some, changes like this might seem 
irrelevant, or too insignificant to 
expend time and resources on. 

The more a business can 
harness the innovative 

potential of its constituents, 
the easier it will be to come 

up with new and effective 
solutions to help your 

organisation compete. 

Manage negativity to  
promote progress
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Often, this is a result of being too 
short sighted, and not being able 
to visualise the end goal of a given 
action.

To change that, you’ll need to help 
provide the perspective those 
individuals need to understand 
the larger purpose behind smaller 
changes. Sit down with your 
development team, and lay down 
an integrated growth plan that 
shows how individual changes are 
meant to contribute to creating a 
flexible, innovative, and disruptive 
organisation. Done well, this will allow 
you to concretely show how smaller, 
apparently superfluous changes are 
necessary and beneficial.

Encourage doubters to get 
involved
Every organisation has its debbie-
downers, who work hard to point out 
every possible flaw and risk in any 
proposed action. While these people 
can feel like a stifling presence in your 
conference room, you can actually 
turn them into a valuable asset. Their 
analytical approach helps them to 
identify potential problems, and 
involving them in the creative process 
can ultimately help you develop 
better and more durable strategies. 
Of course, before you can do that, 

their nay-saying will first need to 
be turned into a more productive, 
solutions-oriented approach.

Instead of trying to build a criticism-
proof plan, practice involving 
critics in the process. Don’t argue 
against well-made points, but rather 
acknowledge them and immediately 
follow up with a solicitation for 
improvements and better solutions. 
By asking them how they would 
attack a problem, you can help 
them to move their focus toward 
innovation, while simultaneously 
accessing their expertise.

Surround yourself in a 
constructive culture
The more a business can harness 
the innovative potential of its 
constituents, the easier it will be 
to come up with new and effective 
solutions to help your organisation 
compete. That means that once 

you’ve developed the support you 
need from investors and leaders 
within your organisation, it’s time 
to work on infusing your team, 
other potential investors, and even 
your target markets with innovative 
enthusiasm.

Managers, representatives, and 
marketers should stress a message of 
novelty and progress. Continuously 
communicate where your business 
is going, and what that means for 
your customers, your employees, and 
your investors. Encourage employees 
to discuss potential inefficiencies 
amongst themselves and brainstorm 
solutions rather than complacently 
settling for problems just because 
something has always been a certain 
way. By allowing and encouraging 
everyone to participate, you can 
begin to aggregate more of the 
knowledge and creativity of your 
workforce to deliver better solutions 
to your customers.

Go out of your way to address negativity and 
nay-saying, and encourage constructive, positive 

thinking, and you’ll naturally pave the way for 
growth and development in the future. Further, you 
can build a culture of innovation and progress that 

can transform your business as a workplace and 
redefine your place in your industry.

17 



We’re here to help.
Business finance when  
you need it.
Working capital to support and grow your 
business
We know that the working capital your 
business needs to support and grow can easily 
exceed what other financiers can approve. 
And that’s where we can help, with flexible 
financial options from $10,000 to $1 million.

We understand, because we’re business 
owners like you
When you talk to us, you’re talking to a 
business owner like you. We’re a privately 
held finance company, which means we 
can be innovative in our approach and work 
closely with our customers.

We’re all about keeping things simple – from 
a single point-of-contact who’s also the 
decision maker, to a 24-hours turnaround 
time… all with minimal paperwork.

We don’t require long term contracts or 
property security – and it’s up to you when you 
choose to use our services and when to stop.

All with no impact on your existing lending 
arrangements
In fact, banks often recommend us as 
preferred short-term funding option. And 
because we work as a complementary 
service, there’s no need to refinance your 
current funding facilities.

Contact Fifo Capital today  
for more information.  
0800 86 34 36   fifocapital.co.nz



Customer experience  
is about trust

other marketing content need to 
reflect the quality of your products, 
and your commitment to the success 
of your customers.

Ask yourself and your marketing 
team what customers are likely to 
take away from your marketing 
content. Will it just be the sense 
that you’re trying to sell something, 
or will it be that your business is a 
reliable solution to their problem?

Close on enthusiastic 
customers
Sales staff are notorious for 
aggressively trying to close on leads 
as quickly as possible. While some 
customers may be ready to buy right 
away, it’s dangerous to try to drag 
ambivalent leads through the door. 
Nobody enjoys being talked into a 
purchase, and it starts the client 

If you’re a business that’s struggling 
to stand out or grow in a competitive 
market, you may be suffering from a 
customer experience problem. When 
many business owners think about 
customer experience, they think 
about the quality of their product, or 
perhaps the attitude and behavior of 
their staff toward customers. These 
are important aspects of offering 
a great experience, but they don’t 
address the heart of the matter.

A great customer experience is 
built around trust in your brand, 
and the repeated validation of that 
trust as customers interact with 
your business. By building that trust 
relationship, you don’t just create a 
better experience for your clients, 
you can gain long-term, true-believer 
brand advocates.

Make a great first 
impression
A customer’s first interaction with 
your brand is likely to be through 
your advertising or marketing 
efforts. That first impression sets 
their expectations for your business, 
and gives you the opportunity to 
showcase your values and to build 
trust in your brand. This phase of 
your relationship isn’t about closing, 
it’s about building awareness and 
generating leads. To do that well, 
your ads, website, newsletters, and 
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relationship on an uncomfortable 
note with an adversarial undertone 
that’s difficult to quell later on.

Instead, focus on educating 
customers and developing their 
interest in your brand. Close on leads 
only when they believe that they’ll 
honestly benefit from your product 
or service. If doing this is a real 
challenge, it may be time to revisit 
the efficacy of your product or your 
marketing materials.

Exceed expectations
Once a customer has made a buying 
decision, we arrive at the traditional 
focus of customer experience. 
Getting a client through the door 
isn’t much good if your products 

and services don’t stand up to the 
hype. In this respect, delivering a 
positive experience is about meeting 
and then exceeding a client’s 
expectations in terms of product 
quality and support.

For longer term service relationships, 
that means not only producing the 
advertised results, but also keeping 
the client informed and empowered 
to make decisions in regard to their 
project.

Of course, no business can deliver 
perfect results every single time. 
However, you can ensure that 
all your customers have a good 
experience by maintaining open 
and honest communication, and 
by working to address any issues 
to the best of your ability. Going 

to this much trouble is particularly 
important, because ensuring the 
satisfaction of all your customers is 
part of a larger strategy of turning 
your current and past clientele into a 
productive network.

Turn clients into partners
The customer experience doesn’t 
have to end after the transaction 
is made and the product or service 
is consumed. Ideally, you’ll extend 
that experience into a longer-term 
relationship. The way to do this is to 
leverage the trust you’ve built up to 
this point to maintain contact and to 
provide further assistance to them as 
you can by using your own network.

Offering an extraordinary customer experience, and building 
that trust is an essential part of developing the relationships 

you need to turn your clients into wholehearted brand 
advocates. Don’t hesitate to devote the time and resources 

you need to make your business one that sticks with clients 
long after they’ve walked out the door.

That might mean referring them 
to other businesses you’ve worked 
with, or introducing them to people 
and organisations they could benefit 
from. By continuing to offer your 
help, you’re going above and beyond 
and showing that you’re committed 
to ensuring their success. Going 
to this extra trouble can feel like 
a pointless effort, but it comes 
with big rewards. This transforms 
your relationship from a simple 
transactional one, into one that’s 
more based on mutual trust and 
support.

Brand advocacy
At this point, your customer knows 
and rightfully trusts that you’re 
a reliable and profitable partner. 

They’ve had and continue to have a 
great experience with your business. 
Because of this growing confidence 
and trust in you, you’ll come to 
represent a valuable asset in their 
own network. By referring you to 
their own partners, and advocating 
for your brand in general, they can 
offer value to their own associates 
and improve their own standing 
within their industry.
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SMEs focus on  
data security
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Most small business owners don’t 
spend a lot of time worrying about 
their data. While they might make 
sure to select secure passwords, 
they probably never give it a second 
thought unless money starts 
vanishing from accounts, or a 
website is taken down by hackers. If 
we give the idea any consideration, 
we expect that either our business 
wouldn’t make a good target, or that 
our bank would simply let us know if 
something looked off.

While banks certainly do their best 
to identify and fight identity theft, 
there are very good reasons to keep 
a close eye on your online data and 
to take steps to protect yourself, 
your customers, and your employees 
from both overt and more subtle 
attacks.

Thieves don’t always go 
after your accounts
An identity thief certainly might 
try to get direct access to your 
funds, but one that does so is most 
likely no longer concerned about 
being detected. An equal or greater 
danger exists when your data 
security is compromised by someone 
who doesn’t employ such obvious 
methods.

Tax fraud
More sophisticated criminals can 
use payroll information to defraud 
employees and your business by 
claiming tax returns on real or bogus 
income on behalf of your employees. 
While Australia’s Tax office’s data-
matching systems and similar 
preventive mechanisms by other 
governments are designed to detect 
these types of activities, criminals 
have been known to get away with 
this type of theft in the past. Further, 
the data captured by these criminals 
can then be further used to victimize 
individual employees in their private 
spheres.

Data theft
Information is often more valuable 
than simple cash. A hacker that 
manages to get into your systems 
might simply download sensitive 
data and install a keylogger to 
capture login information from 
employees. By doing so they can 
access even more sensitive data, 
which could include anything from 
trade secrets, to the personal 
information of customers, suppliers, 
and employees. Moreover, since most 
people reuse the same passwords for 
multiple purposes, the captured data 
can, again, be used to further target 
employees in their private spheres.

Steps you can take
Identity thieves and fraudsters are 
constantly innovating new ways 
to commit crimes, which makes 
security largely a reactive and 
preventive enterprise. No system is 
ever fully safe, in large part because 
a large number of real humans need 
to use it, and those tend to be locked 
out by their own security measures. 
Making sure they can get back in 
inherently creates vulnerabilities for 
less technological methods, such as 
social engineering.

To protect your data well, you’ll want 
to take steps, to make your data 
more difficult to access, while also 
pre-emptively working to minimise 
the damage a hacker can do if they 
were to succeed.

1. Improve password protection
Don’t allow people to use personal 
passwords, or any traditional 
password protection for email 
accounts or to access your business’ 
systems. Instead, use a single or 
multi-factor authenticator. Two 
factor authentication, for example 
is very difficult to circumvent, and 
hackers wouldn’t simply be able to 
brute-force their way through such a 
system.

2.  Keep proprietary information 
offline

Some information may be too 
sensitive to save in your systems 
in the first place. Family recipes, 
trade secrets, and other proprietary 
information that isn’t copyrighted, 
patented, or trademarked should be 
kept either in non-digital form, or on 
a computer that isn’t connected to 
the internet. Information that isn’t 
available to be found can’t readily be 
stolen.

3.  Purge data periodically or archive 
it offline

It’s your responsibility to protect 
the data of your current and past 
customers to the best of your ability. 
An important way to do that, is to 
purge old information regularly. 
Hackers have, in the past, stolen 
logged credit card information and 
personal data from millions of people 
at once by accessing years’ worth of 
customer data from poorly protected 
e-commerce stores. By removing 
old data, you can limit the scope of 
the damage and more easily address 
problems after the fact if necessary.

4. Encrypt your hard drives
One simple way to get around 
security measures is to take a low-
tech approach and simply steal a 
laptop or a hard drive manually. 
While your online data might be 
properly protected, your computer 
is probably only protected by a 
simple password that can be cracked 
relatively easily. To keep that person 
from reading it, your data needs to 
be properly encrypted.

Taking proper precautions to keep 
your business’ data safe is a critical 
part of protecting your customers, 
your employees, and your own 
business. Moreover, doing this well 
is critical to earning and upholding 
the trust of the people your business 
interacts with.
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As economies across the world 
become increasingly intertwined, 
it can feel suffocating for a small 
business to only operate domestically. 
Unreliable demand, stiff competition, 
or market saturation can make 
exporting look like an attractive 
solution. Indeed, in many smaller 
countries, international expansion 
may be the only option for growth in 
the long-term.

Unfortunately, entering foreign 
markets comes with a lot of 
challenges, and is a decision that 
needs to be approached strategically 
and with significant forethought. 
Exporting can come with a lot of 
hidden costs and challenges that 
businesses need to consider to 
determine whether they’ll be able to 
compete in their target market.

Identify potential markets
The first thing to do is to look for 
potential foreign markets where 

significant demand for your products 
exists. To many small business 
owners, the entire world might look 
like a great potential market at first 
glance, but there are a few important 
factors to consider to help narrow 
this down:

• Market Size – Estimate how many 
people in the target economy may 
be interested in your product, and 
have the means to purchase it.

• Competition – Determine how 
your product compares to that of 
local competitors in terms of price 
and quality.

• Distance – Shipping costs can add 
up quickly. Always consider how, 
and how far, you’ll need to ship 
your products.

Review relevant trade 
agreements
Some countries can be significantly 
more difficult to export to than others. 

   Can your business
become an exporter?
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While you might appear to be highly 
competitive in a target economy at 
first glance, you may find that an 
artificial barrier to entry, such as a 
tariff, makes it impossible to actually 
generate a profit there. Because of 
this, it’s a good idea to look up with 
whom your country has entered into 
a free trade agreement (FTA).

FTA’s significantly decrease or 
eliminate trade barriers between 
countries, making it much easier 
for businesses to import and export 
across borders. Because these 
agreements go both ways, they 
allow economies to mix and become 
interdependent, often resulting in 
market conditions that are similar to 
those at home in the long term.

Explore financial options
Moving money across borders has 
been a major barrier to business 
since the birth of the banking 
industry and major international 

commerce. Unsteady exchange 
rates can make it difficult to price 
products in the target economy, 
and can cut into profit margins 
if fluctuations are particularly 
unfavourable. Then, once products 
have been sold, exchange and 
transfer fees can consume any 
remaining profits if a traditional bank 
is used to recover the revenue from 
abroad.

One relatively recent solution that’s 
been developed to address this issue 
for a wide variety of currencies 
is specialised foreign exchange 
services. These charge very low or 
no transaction fees, and specialise in 
timing transactions very precisely to 
secure favourable exchange rates.

Review local product 
compliance issues
Take the time to review local 
industry guidelines. It’s important 

to make sure that your products are 
produced in accordance with any 
local laws so that they can legally be 
marketed there. Depending on your 
industry that might mean tracing the 
origins of source materials, avoiding 
restricted processes or chemicals in 
the production process, packaging 
and labeling products properly, or 
any of a variety of other possible 
requirements.

To make sure that this is done 
properly, you may need to sit down 
with a local legal professional to help 
you find and properly comply with all 
relevant regulations.

Analyse logistical hurdles
Exporting naturally requires a lot of 
logistical paperwork and planning. 
First, you’ll need to determine how to 
ship your product and later distribute 
it to the end consumer. Will you 
market your products online and 
deliver from a warehouse, open an 
outlet to sell directly, or market goods 
to local partners for resale? The best 
solution depends strongly on your 
individual business, your products, 
and your target market. Then, you’ll 
need to go through and determine 
what forms and import/export 
practices your government and that 
of your target market require.

Besides ensuring that you can 
strategically address these issues, 
you’ll also need to ensure that the 
cost of properly packaging, shipping, 
and distributing your products 
doesn’t push product prices up to the 
point of unprofitability.

Exporting products into new markets 
is an increasingly necessary and 
natural step for businesses who want 
to seriously compete within their 
industries. Despite that, businesses 
need to be strategic and cautious 
about how they go about it. Becoming 
a successful exporter means 
managing a lot of disparate issues, 
from foreign regulations, to logistical 
details, to international finance. 
Mastering these, however, gives you 
the tools you need to expand your 
business and elevate your operation 
to the international stage.

Exporting products 
into new markets is an 
increasingly necessary 
and natural step for 
businesses who want 
to seriously compete 
within their industries
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Not all business finance needs can be solved 
with vanilla solutions. When an expert 
sounding-board is needed, Fifo Capital can help:

• One-on-one consultancy (complimentary) with  
a business finance specialist

• Fast response and approval of finance  
(24 hours) to meet changing business needs

• Consultancy in partnership with your financial 
advisers and with banking facilities

• Solution-solvers for short term needs, and  
long term sustainability.

When your business finance needs demand 
expert thinking and purpose-fit solutions, 
call Fifo Capital.

0800 86 34 36    fifocapital.co.nz

When expertise counts
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There is always the routine to be accomplished professionally, and we do that as 

well as anybody. Where we are different is we live a high level of engagement 

with our clients, provide meaningful pragmatic advice at key moments, find the 

“can do in spite of”, and personally thrive on the challenges.
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