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substantial reduction in fuel prices and continuing low interest rates. Many
retailers feel that consumer confidence is fragile and the upcoming Federal
Budget will need to be carefully crafted to ensure we do not have a repeat of
last year when the budget measures impacted on consumer confidence.
Those retailers which are continuing to flex to meet the ever changing
consumer demands appear to be performing well, however those retailers that
have not changed their overall value proposition to meet their customers
demands are not trading well in the challenging conditions.
The falling Australian dollar will be both a positive and a negative for retailers
and consumer goods organisations. With a weakening dollar, online sales may
be slower than in past years when the dollar was strong, however on the
negative side, we may well see price increases as organisations’ hedging cover
progressively runs out in the next six to twelve months. This may lead to low
levels of inflation which is not all that bad. In order to minimise the cost
increases from suppliers, organisations will need to drive their sourcing
departments hard to optimise margins and also drive down the cost of doing
business. This drive toward enhanced sourcing will be vital to success as the
influx of global retailers continues to set up in Australia.
We have a great newsletter this month with major articles around Digital, Tax
and Consulting.

Kind regards

Stuart Harker
Australian Retail & Consumer Goods Consulting Leader
Global Retail & Consumer Goods Advisory Leader
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technology

Tracking the
borderless
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Why retailers
need a future
forward
cybersecurity
strategy

Tracking the borderless
customer
In the US there has been a high level of interest and
adoption by retailers of customer analytics, however this
has been met with some resistance due to data privacy
concerns. This resistance has done little to slow down the
roll out of related technologies, with major providers of
these services maturing their service offerings to evolve
into big data analytic style businesses able to draw
insights from the high volumes of customer data
generated by location based tracking.
Most large scale retailers operate online stores in addition
to their physical stores, and in a high percentage of these
online properties, some form of measurement and
analytics is applied to find and address under performing
areas or to optimise the placement of high performing
offers. In the past a lack of supporting technology has
made it difficult for retailers to apply similar
measurement and analytical processes to their physical
stores which is a missed opportunity.
With the shift in consumer behaviour and the 'always on'
customer, retailers are having to rethink their business
model in order to meet their everchanging expectations.
Customers are connected, simultaneous, mobile and
borderless and the traditional business models lack of
integration across physical and digital channels makes it
difficult to offer a consistent experience. Emerging
technologies are now making this integration possible
allowing a retailer to engage with the customer seamlessly
as they move between digital to physical channels. This is
referred to as Connected Retail.
To assist with customer engagement some retailers are
turning to technologies that allow the tracking of
customers through physical stores using Wi-Fi and
Bluetooth Low Energy (BLE, also known as iBeacon)
technology. This capability has been around for a while
now and with the maturation of big data analytics,
retailers can now identify key business insights from the
large volumes of data produced by tracking technologies.

An obvious and well applied technique for iBeacon
technology is improving product and offer awareness by
pushing information to a customer's smartphone when
they are in proximity to a product or within a store
section.
With the large scale adoption of smart mobile devices in
the consumer market and the advanced capabilities they
bring, such as iBeacon technology, there is now an
opportunity for retailers to track and measure where
customers are within and around the shop floor. In
conjunction with emerging big data solutions, retailers
now have the opportunity to not only capture tracking
data but also to mine it to find key insights relating to
customer behaviour.
As an indicator of adoption with mobile tracking
technologies in the US, Macy’s, Target USA, Apple, MLB,
Old Navy, JC Penney, BestBuy, and Crate & Barrel have all
installed iBeacon transmitters in stores.
In Australia we still conduct over 90% of our transactions
in stores and it is estimated that 30% of smartphones sold
can talk to iBeacon enabled systems. iBeacon
compatibility is projected to grow to 80% as people
upgrade devices. This means that bricks and mortar
retailers can still find value through the introduction of
advanced tracking, measurement and analytics to both
online and in store customer journeys.
There are a number of opportunities that retailers can
investigate in relation to this technology. The main trends
from retailers in the US are mainly in relation to
operations and marketing.
The ability to capture and analyse location based data
from customers can create valuable insights in a timely
manner and in some instances in near real time
depending on the time sensitive nature of the decision
being made, for example, measuring wait times at the
checkout can allow a store manager to make a decision
whether or not to open or close registers.
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Tracking the borderless customer
With in store location tracking,
retailers can optimise store layouts by
identifying under performing areas or
a retail space to achieve the desired
customer behaviour.
Marketing campaigns can also benefit
from being able to combine analytics
for customers who walk through the
shop front and match up with those
that interacted with an online
campaign to close the loop on digital
marketing and the customer
behaviour.
An obvious and well applied
technique for iBeacon technology is
improving product and offer
awareness by pushing information to
a customer's smartphone when they
are in proximity to a product or
within a store section.

Through the use of real time location
tracking of customers, a store
manager can make more informed
decisions relating to store operations.
By measuring dwell times at
checkout, combined with the
estimated number of customers in
store, a manager can predict when
new registers should be opened.
In high value product categories
customers could request support from
store staff and have their location
known so that store staff can locate
the customer and ahead of time know
what products they are standing in
front of. This will allow stores to not
only provide prompt assistance but
also assign an staff member with
appropriate knowledge.

Case Study: Solvup
A good example of using digital technology to reengineer the reverse logistics supply chain is
Solvup.
Managing customer returns is a challenge for all players involved in retail – none more so than where high cost, high complexity
goods are involved. The Solvup platform has been developed as a whole of industry solution to create a great customer experience
in a cost effective manner.
Since late 2012, Solvup has become a regular fixture at electronics store counters in Australia, and is now being taken up overseas.
Solvup uses digital technology to reengineer the reverse supply chain with a cloud based “platform” approach.
A single software instance is used across stores, vendors and service agents, and this allows a rule based, transparent approach
throughout.
Solvup improves the returns experience though features such as:
• A single entry point into the world of replacements and repairs, with information being transferred between Solvup and
various third party platforms.
• No need for stores to call ahead or log in to vendor specific systems to get authorisation or case numbers from vendors.
• Everything tracked against a unique SKU, allowing for validation, warranty and consumer guarantee periods, and onscreen
troubleshooting.
• Triage undertaken at the counter while the customer is in store, thus encouraging lowest cost outcomes and returns avoidance.
• Centralised reporting used to drive store and service agent compliance.
• Automated customer communications via email and SMS.
Solvup is the result of a collaborative approach between major retailers, vendors and service agents. The result brings together
retailers’ best practices and vendors’ insights and recommendations, at each and every transaction.
Solvup is run by retail services firm TIC Group which is an active member of PwC’s Retail and Consumer community.
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Tracking the borderless customer
Within the global start up space there
are now a number of dominant
service providers that have emerged
within the customer tracking and
analytics category. Each of these
players provide comprehensive
analytics, data capture approaches
and are all based on cloud
technologies. Three of the largest and
most progressive players in this space
are AisleLabs, RetailNext and Euclid.

Each retailer looking to implement
this capability needs to address
technology related challenges to allow
the free flow of customer data
between internally and externally
hosted systems. A key challenge will
be how to leverage cloud based
services through the delivery of an
aggregation layer to integrate the
outside world to internal systems in a
reliable and secure manner.

AisleLabs: Using mobile device WiFi and geofencing techniques,
AisleLabs is able to track the
movement of customers in and
around a retailer's physical stores.

With regards to analytical insight
capabilities, a cloud based partner is
ideal as analytical processes will over
time require the scaling up of storage
and processing requirements to mine
insights from a continuously growing
data repository. To do this in house
even on existing hardware running
virtualised machines can be expensive
and inefficient. Data volumes
produced by this type of capability is
very large. For instance RetailNext
currently tracks more than 65,000
sensors installed in thousands of
retail stores with a single customer
visit alone generating over 10,000
unique data points.

AisleLabs is able to visualise first time
vs. repeat visitors, customer loyalty,
customer dwell times, pathways, real
time and heatmaps. Analytics data
generated from AisleLabs can be
correlated to transactional data to
determine key revenue drivers.
RetailNext: Provides a
comprehensive analytics platform
that combines and mines data from a
range of sources to create valuable
insights which allows retailers to
improve store layouts, fixtures,
staffing, and even products that are
on offer. Data is input from a variety
of sources that each retailer may
already be capturing such as video
camera feeds, point of sale systems,
Wi-Fi and Bluetooth enabled mobile
devices, staff schedules, and even
weather services.
Euclid: Are a technology company
that leverages Wi-Fi technologies to
track and measure mobile device
movements within a specified space.
By utilising the unique identifier each
mobile device has from its network
interface, Euclid is able to sense how
smartphones flow through a space,
how long they stay, and how often
they return. If there is no or limited
Wi-Fi technology in place, Euclid can
provide dedicated Wi-Fi units
dedicated to the cause of capturing
and forwarding tracking information.
The benefit with Wi-Fi sensing
techniques is that a mobile device
does not have to be preinstalled with
a retailer app for it to be detected, it
only has to have Wi-Fi turned on.

With the expanding adoption of cloud
services to enhance the broader
customer experience retailers need to
also tackle the challenge of how to
blend customer tracking data with
information generated by cloud
partners such as Solvup (refer case
study) to better service the customer
and to streamline store operations.
Although iBeacon based solutions can
facilitate a rich set of interactions
between the customer and the retailer
it is important to note that for BLE to
work the customer needs to have

For more information,
please contact:
John Riccio
National Digital Change Leader
+ 61 3 8603 4968
john.riccio@au.pwc.com

Bluetooth enabled and have a
specifically designed application
installed that allows communication
to happen. This presents two major
challenges to retailers, how to entice
the customer to install the application
in the first instance and then once
installed, how to convince them to
overcome any concerns they have on
privacy.
To entice customers to download an
application that facilitates the capture
of tracking information retailers need
to provide customers with a mobile
application that focuses on a
customer need not the retailer’s need
to track movement. If the customer
does not see the value for them they
are less likely to install the application
on to their phone.
To address the second challenge
retailers need to be open and honest
with customers as to what data is
being captured and what it is being
used for. Users of digital services and
social networks are protective of
personal data if they suspect misuse,
however the likes of Facebook and
Google services prove that people are
willing to share information openly.
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In store customer analytics
In the US there has been a high level of interest and
adoption by retailers of customer analytics, however this
has been met with some resistance due to data privacy
concerns. This resistance has done little to slow down the
roll out of related technologies, with major providers of
these services maturing their service offerings to evolve
into big data analytic style businesses able to draw
insights from the high volumes of customer data
generated by location based tracking.
Most large scale retailers operate online stores in addition
to their physical stores, and in a high percentage of these
online properties, some form of measurement and
analytics is applied to find and address under performing
areas or to optimise the placement of high performing
offers. In the past a lack of supporting technology has
made it difficult for retailers to apply similar
measurement and analytical processes to their physical
stores which is a missed opportunity.
With the shift in consumer behaviour and the 'always on'
customer, retailers are having to rethink their business
model in order to meet their everchanging expectations.
Customers are connected, simultaneous, mobile and
borderless and the traditional business models lack of
integration across physical and digital channels makes it
difficult to offer a consistent experience. Emerging
technologies are now making this integration possible
allowing a retailer to engage with the customer seamlessly
as they move between digital to physical channels. This is
referred to as Connected Retail.
To assist with customer engagement some retailers are
turning to technologies that allow the tracking of
customers through physical stores using Wi-Fi and
Bluetooth Low Energy (BLE, also known as iBeacon)
technology. This capability has been around for a while
now and with the maturation of big data analytics,
retailers can now identify key business insights from the
large volumes of data produced by tracking technologies.

An obvious and well applied technique for iBeacon
technology is improving product and offer awareness by
pushing information to a customer's smartphone when
they are in proximity to a product or within a store
section.
With the large scale adoption of smart mobile devices in
the consumer market and the advanced capabilities they
bring, such as iBeacon technology, there is now an
opportunity for retailers to track and measure where
customers are within and around the shop floor. In
conjunction with emerging big data solutions, retailers
now have the opportunity to not only capture tracking
data but also to mine it to find key insights relating to
customer behaviour.
As an indicator of adoption with mobile tracking
technologies in the US, Macy’s, Target USA, Apple, MLB,
Old Navy, JC Penney, BestBuy, and Crate & Barrel have all
installed iBeacon transmitters in stores.
In Australia we still conduct over 90% of our transactions
in stores and it is estimated that 30% of smartphones sold
can talk to iBeacon enabled systems. iBeacon
compatibility is projected to grow to 80% as people
upgrade devices. This means that bricks and mortar
retailers can still find value through the introduction of
advanced tracking, measurement and analytics to both
online and in store customer journeys.
There are a number of opportunities that retailers can
investigate in relation to this technology. The main trends
from retailers in the US are mainly in relation to
operations and marketing.
The ability to capture and analyse location based data
from customers can create valuable insights in a timely
manner and in some instances in near real time
depending on the time sensitive nature of the decision
being made, for example, measuring wait times at the
checkout can allow a store manager to make a decision
whether or not to open or close registers.
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In store customer analytics
With in store location tracking,
retailers can optimise store layouts by
identifying under performing areas or
a retail space to achieve the desired
customer behaviour.
Marketing campaigns can also benefit
from being able to combine analytics
for customers who walk through the
shop front and match up with those
that interacted with an online
campaign to close the loop on digital
marketing and the customer
behaviour.
An obvious and well applied
technique for iBeacon technology is
improving product and offer
awareness by pushing information to
a customer's smartphone when they
are in proximity to a product or
within a store section.

Through the use of real time location
tracking of customers, a store
manager can make more informed
decisions relating to store operations.
By measuring dwell times at
checkout, combined with the
estimated number of customers in
store, a manager can predict when
new registers should be opened.
In high value product categories
customers could request support from
store staff and have their location
known so that store staff can locate
the customer and ahead of time know
what products they are standing in
front of. This will allow stores to not
only provide prompt assistance but
also assign an staff member with
appropriate knowledge.

Case Study: Solvup
A good example of using digital technology to reengineer the reverse logistics supply chain is
Solvup.
Managing customer returns is a challenge for all players involved in retail – none more so than where high cost, high complexity
goods are involved. The Solvup platform has been developed as a whole of industry solution to create a great customer experience
in a cost effective manner.
Since late 2012, Solvup has become a regular fixture at electronics store counters in Australia, and is now being taken up overseas.
Solvup uses digital technology to reengineer the reverse supply chain with a cloud based “platform” approach.
A single software instance is used across stores, vendors and service agents, and this allows a rule based, transparent approach
throughout.
Solvup improves the returns experience though features such as:
• A single entry point into the world of replacements and repairs, with information being transferred between Solvup and
various third party platforms.
• No need for stores to call ahead or log in to vendor specific systems to get authorisation or case numbers from vendors.
• Everything tracked against a unique SKU, allowing for validation, warranty and consumer guarantee periods, and onscreen
troubleshooting.
• Triage undertaken at the counter while the customer is in store, thus encouraging lowest cost outcomes and returns avoidance.
• Centralised reporting used to drive store and service agent compliance.
• Automated customer communications via email and SMS.
Solvup is the result of a collaborative approach between major retailers, vendors and service agents. The result brings together
retailers’ best practices and vendors’ insights and recommendations, at each and every transaction.
Solvup is run by retail services firm TIC Group which is an active member of PwC’s Retail and Consumer community.
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In store customer analytics
Within the global start up space there
are now a number of dominant
service providers that have emerged
within the customer tracking and
analytics category. Each of these
players provide comprehensive
analytics, data capture approaches
and are all based on cloud
technologies. Three of the largest and
most progressive players in this space
are AisleLabs, RetailNext and Euclid.

Each retailer looking to implement
this capability needs to address
technology related challenges to allow
the free flow of customer data
between internally and externally
hosted systems. A key challenge will
be how to leverage cloud based
services through the delivery of an
aggregation layer to integrate the
outside world to internal systems in a
reliable and secure manner.

AisleLabs: Using mobile device WiFi and geofencing techniques,
AisleLabs is able to track the
movement of customers in and
around a retailer's physical stores.

With regards to analytical insight
capabilities, a cloud based partner is
ideal as analytical processes will over
time require the scaling up of storage
and processing requirements to mine
insights from a continuously growing
data repository. To do this in house
even on existing hardware running
virtualised machines can be expensive
and inefficient. Data volumes
produced by this type of capability is
very large. For instance RetailNext
currently tracks more than 65,000
sensors installed in thousands of
retail stores with a single customer
visit alone generating over 10,000
unique data points.

AisleLabs is able to visualise first time
vs. repeat visitors, customer loyalty,
customer dwell times, pathways, real
time and heatmaps. Analytics data
generated from AisleLabs can be
correlated to transactional data to
determine key revenue drivers.
RetailNext: Provides a
comprehensive analytics platform
that combines and mines data from a
range of sources to create valuable
insights which allows retailers to
improve store layouts, fixtures,
staffing, and even products that are
on offer. Data is input from a variety
of sources that each retailer may
already be capturing such as video
camera feeds, point of sale systems,
Wi-Fi and Bluetooth enabled mobile
devices, staff schedules, and even
weather services.
Euclid: Are a technology company
that leverages Wi-Fi technologies to
track and measure mobile device
movements within a specified space.
By utilising the unique identifier each
mobile device has from its network
interface, Euclid is able to sense how
smartphones flow through a space,
how long they stay, and how often
they return. If there is no or limited
Wi-Fi technology in place, Euclid can
provide dedicated Wi-Fi units
dedicated to the cause of capturing
and forwarding tracking information.
The benefit with Wi-Fi sensing
techniques is that a mobile device
does not have to be preinstalled with
a retailer app for it to be detected, it
only has to have Wi-Fi turned on.

Although iBeacon based solutions can
facilitate a rich set of interactions
between the customer and the retailer
it is important to note that for BLE to
work the customer needs to have
Bluetooth enabled and have a
specifically designed application
installed that allows communication
to happen. This presents two major
challenges to retailers, how to entice
the customer to install the application
in the first instance and then once
installed, how to convince them to
overcome any concerns they have on
privacy.

For more information,
please contact:
John Riccio
National Digital Change Leader
+ 61 3 8603 4968
john.riccio@au.pwc.com

To entice customers to download an
application that facilitates the capture
of tracking information retailers need
to provide customers with a mobile
application that focuses on a
customer need not the retailer’s need
to track movement. If the customer
does not see the value for them they
are less likely to install the application
on to their phone.
To address the second challenge
retailers need to be open and honest
with customers as to what data is
being captured and what it is being
used for. Users of digital services and
social networks are protective of
personal data if they suspect misuse,
however the likes of Facebook and
Google services prove that people are
willing to share information openly.

R&C Outlook

|

March 2015 |

8

Why retailers need a future
forward cybersecurity
strategy
December 2013 was a watershed
moment for retailers worldwide – and
not because of a slump in holiday
sales or sweeping changes to
customer behaviour. Instead, it was
the month that saw a group of
unknown Russian based hackers who
used a form of malware to infect
Target USA’s point of sale systems,
steal credit and debit card account
numbers from 40 million customers,
and a further 70 million email and
mailing addresses to sell on the black
market, altering the way retailers
address cybercrime in the process.
Twelve months later, incidents of
cybercrime have gathered speed and
intensity but retailers remain woefully
unprepared. According to the 2015
Global State of Information
Security Survey (GSISS), a yearly
PwC report that takes a critical look at
the rate at which retailers around the
world are responding to the
accelerating cybersecurity challenge,
the number of hacks in 2014
increased 19% when compared with
2013 but information security budgets
fell an alarming 15%.

Here are some of the most important
takeaways from GSISS 2015.

Serious holes in data
governance

Data compromises grow
in size and scale

Retailers are often prone to taking a
compliance checklist approach to
cybersecurity and focus most of their
attention on Payment Card Industry
Data Security Standards.

In its 2013 Data Breach Investigations
report, Verizon counted 467 retail
compromises around the world with
payment card data the main target for
95% of hacks across the retail sector
and christened the period “the year of
the retailer breach”. But in 2014,
breaches that saw 56 million credit
card and pin numbers stolen from US
chain Home Depot, and payroll data
pilfered from UK supermarket giant
Morrisons, suggests that this trend
shows no signs of slowing down.

Unfortunately, a data governance
strategy that’s equipped to tackle real
world cybersecurity challenges calls
for policies around the creation, use,
storage and deletion of information as
well as knowledge about where data is
stored, how to manage access to
sensitive information and govern
permission levels granted to third
party suppliers. When it comes to
robust data governance policies in the
Although nation states, hacktivits and retail sector, GSISS identified major
organised crime rings are the fastest
flaws. Only 57% of respondents
growing segment of cybercriminal,
deploy secure access control
PwC research found that 34% of
measures, 54% maintain an up to date
attacks could be traced back to
inventory detailing how and where
current employees and 30% to those
customer and complete data is stored
who had worked for the company in
and collected, and 51% have written a
the past. It also detected a 27% leap in security policy for off premises
incidents linked to third party service storage, access and transport of
providers, contractors and business
company information.
partners who often enjoy access to a
company's data and network.
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Why retailers need a future forward cybersecurity
strategy
A rise in third party
threats

A future forward take on
cybercrime

PwC research showed that
cyberthieves are increasingly
penetrating retailers’ networks and
POS systems by following trails left by
third party vendors and contractors.
This highlights the need for a tiered
vendor-management program that
analyses, assesses and manages
partners in line with risks to the
business.

Although retailers seem to be
focusing more on some strategic
practices, falling security budgets and
a trend that saw retailers cut security
spending more heavily than consumer
companies, suggests that there is
more work to be done. For retailers, a
strong cybersecurity strategy involves
aligning information security with
business needs, identifying and
protecting sensitive assets and
ongoing investment in employee
security awareness and training
programs – anything less won’t cut it.

New technologies, new
risks
There’s no denying that technologies
and platforms like cloud computing,
smartphones, tablets and social
media are helping retailers embrace
the agile mindset that’s critical to
competitive edge. However, this suite
of new technology also demands a
revised approach to cybersecurity.
The PwC survey discovered that 29%
of retailers experienced security
threats as a result of mobile devices –
but only 51% have a dedicated mobile
security strategy in place. This is
further compounded by the jump in
BYOD (bring your own device)
policies, which – if unmonitored –
pose further threats to corporate
networks.

For more information,
please contact:
Steve Ingram
Partner
+61 3 8603 3676
steve.ingram@au.pwc.com
Shane Bell
Director
+61 3 8603 0241
shane.bell@au.pwc.com

For more information
about cybersecurity and
the retail and consumer
sector download the 2015
Global State of
Information Security
Survey:
www.pwc.com/gx/en/consultin
g-services/informationsecurity-survey/industry/retailconsumer.jhtml
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Setting up shop

Setting up shop
The store has been, and will always
remain, at the heart of the retail
industry. However, the sector is
undergoing an unprecedented
transformation that is having a
significant impact on the profitability
of once thriving store networks.
Retailers are facing decreasing
margins as a result of downward price
pressures and increasing costs. At the
same time, the role that stores must
play as part of the shopping journey
of today’s informed and empowered
consumer is changing, bringing about
a need for greater investment in these
networks. These key industry trends
have elevated the importance of
analytics to drive greater profitability
both now and into the future.

Growing Margin
Pressures
There is no denying that a strong
store network is still critical to the
success of most Australian retailers.
The challenge they will encounter,
however, is in maintaining
profitability in the face of
simultaneous revenue and cost
pressures.
From a cost perspective, both rent
and store wages, two of the biggest
operating cost categories for retailers,
are expected to increase in the future,
outpacing anticipated sales growth.
Store wages are expected to grow by
2.5%-3.5% 1. Similarly, rental costs
are expected to continue to grow at
4%-5% per annum (rents have
increased by ~4% nationwide in the
past year, with New South Wales
recording a significant rental hike of
~11% and rents in Victoria up ~8%

over the period2, particularly in high
foot traffic locations. The recent falls
in the Australian dollar will
compound these factors, significantly
pushing up the costs of sourcing raw
materials and products from
international suppliers.
For retailers with an established
presence in Australia, growing
competition levels will also have a
simultaneous revenue impact.
Competition within the Australian
market has significantly increased
over the past decade as a result of
international players setting up shop
(e.g. Aldi, Zara, H&M and Uniqlo etc.)
as well as the emergence of a growing
population of new low cost pure
online players (e.g. Kogan, Alibaba
etc.). The result is that a significant
number of retailers are seeing the
need to revisit their pricing or risk
seeing their customers walk out the
door.
The margin pressures resulting from
the above are not only having an
immediate impact on the bottom line
of retailers; it is also affecting their
competitiveness in the future. Some
retailers are finding it difficult to find
the funds to invest into their stores in
order to deliver the improved
proposition and service standards
that today’s consumers expect. They
are also unable to commit the
required investment into developing
the omnichannel technologies and
innovations that will be critical to
their ongoing success. The need for
greater store network profitability in
order to free up funds for
reinvestment is therefore greater than
ever before.

Turning the dial on store
network profitability
In order to drive a sustainable step
change in store network profitability,
we believes that a systematic
assessment is required in order to
align the location, size and offering of
stores to existing and future market
requirements. This type of analysis
can be of significant value to all
retailers regardless of the size and
maturity of their store networks.
For retailers who are looking to
expand their store networks or
experiment with new store formats,
this analysis should form the first step
in identifying potential locations
based on a three layered process:
1. Determine who and where
your target market is. This
involves running customer
analytics and segmentation over
Australia’s population and
understanding the attributes that
drive customer behaviours across
segments (including shopping
frequency, purchasing occasions,
preferred locations and value).
From this information, the
locations which best target key
customers, either based on place
of residence, place of work or
during key travel and commute
can be identified. Analysis of
customer segment attributes can
also provide invaluable insights
on the most appealing store
formats, product offerings and
marketing messages.

1 Citi,
2

What’s In Store, Issue 64, 8 Nov 2013
CBRE, Q4 Australian Retail MarketView report

R&C Outlook

|

March 2015 |

12

Setting up shop
2. Determine the intensity of competition for potential store
locations. This requires pinpointing key competitors within and around
the defined store catchment areas and estimating the risks they represent
to store performance based on existing and anticipated share of wallet.
3. Understand the size of the prize. This involves looking at the
underlying local economic and demographic trends, as well as planned
changes to store catchment areas (e.g. transport and infrastructure
changes) to estimate how customer demand and value are expected to
change into the future.
Fusing the above three layers together makes it possible to identify drivers of
individual store performance and therefore the optimal location of new stores.
Critically, consideration must be given to how any proposed new store
networks can be optimally serviced from a supply chain perspective in order to
ensure that the right products are offered at the right location and time.
For retailers with already established store networks, this analysis presents the
opportunity for quick profitability gains through the development of action
plans to cost effectively turnaround poor performing stores. This includes
consideration of opportunities to downsize stores, refocus ranging, or close
stores at the earliest available opportunity. To gain these insights, a similarly
multi layered process needs to be followed to develop an effective strategy and
action plan for each store:
1. Review historic store profitability. This forms the starting point for
the analysis in order to isolate poor performing stores (store EBIT as a
percentage of rental costs, labour costs, or total costs can be used to
account for differences in store location and size). This analysis should be
completed at a category level in order to generate more granular insights
on what is and isn’t working.
2. Overlay customer and competitor analysis. The addition of
customer analysis, with a particular focus on target customer segments,
and competitor analysis will provide insights into which elements of store
performance are driven by differences in store catchment demographics
and competition levels. This analysis can also provide insights into
variances in category level performance across the network as well as what
elements of performance are internally or externally driven.
3. Benchmark store cost performance. This benchmarking will
highlight where there are opportunities to take costs out of the network
while minimising sales impacts. This includes looking at key metrics such
as rental costs as a percentage of sales, labour costs as a percentage of
sales and similar metrics for other cost of doing business (CODB) line
items.
Based on the above analysis, retailers can identify, for each of its poor
performing stores, whether there are opportunities to improve sales
performance by optimising merchandising and store space allocations.
Similarly, they will have an understanding of where they have opportunities to
reduce their cost base by optimising resourcing levels in stores, looking to
negotiate lower rent costs, or downsizing their stores by pushing poor
performing categories online. Where no feasible turnaround plan exists,
retailers can also make informed decisions to close stores as soon as possible.
By quickly addressing poor performing stores, retailers can alleviate the
margin pressures resulting from growing costs while also freeing up capital for
reinvestment into new, more profitable store locations, in store service
standards, innovative omnichannel experience elements, and other parts of
their business.
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Setting up shop
Introducing PwC’s
Geospatial Economic
Model (GEM)
To support retailers in navigating the
complexities of these types of
analyses, PwC have created a solution
called GEM that captures
macroeconomic, demographic and
retail trends across Australia at a
more granular location based level
than typical data sets. Unlike
traditional economic datasets which
provide only high level perspectives,
GEM tells us how our economy is
working ‘on the ground’, around
stores and across networks.
A number of the data assets within
GEM have been PwC developed, such
as population, workforce and
economic prosperity projections out
to 2020, which are critical for
network planning. These data assets
can be combined with a retailer’s data
sources to develop a detailed
understanding of the market, key
infrastructure assets such as road and
public transport routes, travel
patterns, own and competitor store
locations and attributes, and
customer demographics and
behavioural characteristics.
Through its ability to fuse multiple
data sets, GEM can heatmap potential
store locations by applying a
combination of lenses based on a
retailer’s specific requirements. It
also has the ability to undertake

relative benchmarking of stores in
order to understand their true
performance, controlling for external
factors and giving a holistic view of
performance based on the ‘retail
potential’ of a location. At a more
granular level, store format, size and
ranging decisions can also be tested
all the way through to what products
could be pushed online and made
available for purchase through
dedicated terminals within stores.

For more information,
please contact:
John Studley
Partner
+ 61 3 8603 3770
john.w.studley@au.pwc.com

Philip Otley

Final say

Partner

The retail industry is currently
undergoing a major transformation
that is affecting the profitability of
previously thriving store networks.
This is happening at a time when the
need for investment into these
networks is also critical given the
evolving needs and expectations of
today’s savvy consumers. As a result,
Australian retailers need to get
smarter about their store networks
and act quickly in order to stay ahead
of the curve.

philip.otley@au.pwc.com

+ 61 2 8266 0565

Getting both the store location,
and the products offered in this
location right has never been
more important.

Figure 1: An example of how GEM brings together all relevant
data sets to determine the optimal retail offering.
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Taxation

Turning great
ideas into
successful
products:
NPD frameworks

International
Tax:
Base Erosion and
Profit Shifting what is all the fuss
about?

International Tax
Base Erosion and Profit Shifting
- what is all the fuss about?
Over recent months, the tax affairs of
a number of high profile retail and
consumer organisations were
splashed across the front pages of our
media. The underlying theme of the
articles was the same: are
multinationals paying their ‘fair
share’ of tax? The effectiveness of the
international tax system has become a
significant issue, so much so that
politicians, nongovernment
organisations, not for profit
organisations and even consumers
have become involved in the debate,
as highlighted in a previous article in
R&C Outlook1.
In this article, we summarise some of
the key recent developments in this
ongoing debate – globally and locally
– and their potential application to
the retail and consumer sector.

What is happening on the global stage?
The debate as to whether multinationals are paying their ‘fair share’ of tax is
not confined to Australia. It is a global issue which is being tackled by the
Organisation for Economic Co-operation and Development (OECD) together
with member countries of the G20. In 2013, the OECD expressed concern that
the international tax system had not kept pace with rapid structural changes in
the global economy. Its two greatest concerns are2:
1. Large multinationals being able to structure their affairs in a manner such
that tax is paid nowhere in the world; and
2. The alleged ease with which multinationals can shift profits between
jurisdictions in a manner inconsistent with the economic substance of their
operations.
The OECD announced a significant review would be undertaken to address
these concerns. This was the genesis of the Base Erosion and Profit Shifting
(BEPS) Project. A 15 point Action Plan covering a range of different
international tax and transfer pricing issues was subsequently released in 2013
by the OECD3. At its core, the Action Plan sought to develop guidelines to
ensure profits are taxed where the economic activities generating profits are
performed and where value is created4.
The following issues being addressed as part of the 15 point Action Plan are of
particular relevance for the retail and consumer sector:
1. Tax challenges associated with the digital economy5.
2. Transfer pricing issues relating to intangible property6.

1 PwC

Australia, ‘Tax legality vs. tax morality: A brand
reputation issue?’ R&C Outlook (August 2013).
2 PwC Australia, An interview with Pascal Saint-Amans
on BEPS (February 2014).
3 OECD, Action Plan on Base Erosion and Profit
Shifting (2013).
4 OECD, Guidance on Transfer Pricing Aspects of
Intangibles (2014) p 3.
5 OECD, Addressing the Tax Challenges of the Digital
Economy (2014).
6 OECD, Guidance on Transfer Pricing Aspects of
Intangibles (2014).
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International Tax
Base Erosion and Profit Shifting - what is all the fuss about?
The Digital economy
A significant concern of the OECD is
that the fundamentals of
international tax, developed by the
League of Nations almost 100 years
ago7, have not adapted to the rapid
integration and digitisation of the
global economy. These concerns can
best be illustrated by considering the
following example.
Imagine it is 1995. A large US
women’s fashion retailer wants to
enter the Australian market. How
does it do this? Chances are, it will set
up an Australian company, open a
chain of stores in Australia and begin
selling. The company then pays
Australian tax on its retail profits.
It is this ability of large companies to
transact via online platforms, without
the need for a physical presence in a
country, which is causing the OECD
to question whether there is a need
for some fundamental changes in the
way in which tax is levied. The
OECD’s final report on the issues
associated with the digital economy,
Addressing the Tax Challenges
of the Digital Economy (2014),
leaves many questions unanswered
and for consideration by other OECD
working groups. The OECD concludes
that given the integration of digital
technology into so many industry
sectors, it is not possible to ring fence
the ‘digital economy’ from the
economy at large. Only one set of
principles in relation to taxation
should apply to the global economy.

Trademarks and trade
names
A second area of particular relevance
to the retail and consumer sector is
the allocation of profits to trade
names and trademarks.
For many retail and consumer
companies, their most valuable asset
is their brand. As a key asset and
significant driver of value, significant
profit is often attributed to the brand
owner.
The OECD has identified a number of
issues in relation to the attribution of
income to brand ownership including
the following:
1.

Legal ownership of brands may
reside with a company in one
jurisdiction, whereas entities in
other jurisdictions may
significantly enhance the value of
brands through marketing. How
much profit should be attributed
to the brand’s legal owner if that
owner doesn’t perform functions
which enhance the brand value?

2. Other entities within a
multinational group may fund
activities associated with
protecting and enhancing brands.
What part of profits relating to
brand ownership should be
attributed to the party funding
the protection and enhancement
of brands?
The OECD’s response to these and
other similar questions is that
multinational enterprises must
attribute profits relating to brands to
those entities that – through their
employees and assets – create,
protect and enhance brand value. The
legal owner of brands, without the
performance of any associated
functions, will not be entitled to any
related return, other than
compensation for holding title.
This is a complex area with the OECD
seeking to make a clear distinction
between legal and economic
ownership of brands.

7 Coates,

WH, League of Nations Report on Double Taxation (1924).
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International Tax
Base Erosion and Profit Shifting - what is all the fuss about?
What is being done in
Australia?
Treasurer Joe Hockey has declared a
‘fight against tax evasion and
avoidance’ to ensure companies in
Australia ‘pay their fair share of tax’8.
Both the current and former
governments have prioritised tackling
BEPS on a number of fronts. Some of
the more significant ways are as
follows:
1.

Australia led the charge against
BEPS at the G20 Summit in
Brisbane in November 2014, with
Australia insisting action be taken
to improve the ‘fairness of the
international tax system’ and ‘to
secure countries’ revenue bases’9.
Australia has been at the
forefront of this global debate
since 2013.

2. Australia’s transfer pricing laws
were rewritten 18 months ago to
improve consistency with the
most recent OECD thinking.
While the arm’s length principle
remains the cornerstone of
Australia’s transfer pricing rules,
there have been some
fundamental changes to the rules
which will have an impact on the
preparation of transfer pricing
documentation, as follows:
•

•

8 Hockey,

To be eligible for penalty
protection in the event of a
tax adjustment, transfer
pricing documentation must
be prepared by the date of the
lodgement of the tax return.
Consistent with the themes
endorsed by the OECD, the
ATO will be able to
reconstruct transactions
companies enter into with
international related parties
where the economic
substance does match the
legal form. This aspect of the
law change is controversial.

3. The Senate announcing an
inquiry into ‘tax avoidance and
aggressive minimisation’. A
number of ASX listed companies
have been targeted by the Senate
Economics References Committee
and may be requested (or even
required) to give evidence before
the Committee in June 2015.

What should Australian
retail and consumer
companies do?

For more information,
please contact:
Peter Konidaris
Specialist Taxes and National
Business to Consumer Leader
+61 3 8603 1168
peter.konidaris@au.pwc.com
Jenny Elliott
Partner, Transfer Pricing

The OECD is moving and Australia is
very active in pushing for change, as
are many other OECD member
nations. We are starting to see some
of this change implemented in the
OECD Guidelines. However, as BEPS
is moving from the theoretical phase
to the implementation phase, we are
beginning to see reluctance by the
OECD to publish tangible solutions
and less consensus amongst member
nations. The US, for example, has
been slow to openly endorse the
changes proposed by the OECD.

+61 3 8603 3753
jenny.elliott@au.pwc.com

BEPS will continue to move, but how
quickly it moves is uncertain. Of
greatest concern is that some
countries adopt the OECD’s new
guidelines into law while others may
largely ignore them. This will lead to
an increase in the level of disputes
and the potential for double tax.
Australia is arguably already largely
BEPS compliant with new laws which
recognises economic substance over
legal form. Australian taxpayers will
need to consider the level of risk
associated with their international
dealings and respond to the law
changes accordingly. It is also
important for companies in the retail
and consumer sector to be aware of
developments in OECD thinking to
adequately prepare for what may be
on the horizon.

J, Media Release: ‘Global leaders to tackle profit shifting and tax
evasion’ (20 September 2014)
9 G20, G20 Leaders’ Communiqué Brisbane Summit (15-6 November
2014)..
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The R&D Tax Incentive can
de-risk your investments in
innovation
Financial support is available for Australian companies to create new or
improved products, processes, and services. The support, in the form of the
R&D Tax Incentive program, has been in place in various forms over the last
29 years, yet it still retains a level of complexity that many companies don’t
understand what it is for or how to apply for it. Many retail companies are
missing out on this opportunity.
Technological innovations in the retail sector are changing the way we buy and
sell things both in store and online. The need for innovation to maintain and
grow a market position is well documented and not a debate in need of
reopening. Rather, the purpose of this article is to talk about a great program
available from the government to help retailers and consumer good companies
de-risk their investments in innovation.
The research and development (R&D) Tax Incentive is a government program
that provides up to a 45% refund of monies spent by businesses creating new
things or improving old ones. The program aims to increase competitiveness
of businesses, and improve productivity by incentivising businesses to
undertake innovation and R&D that result in economy wide benefits to
Australia.

Eligibility criteria: Your
business:
 Is a profit entity.
 Spent more than $20,000 last
financial year.
 Is within 10 months of the 2013/14
financial year.
 Is incorporated as a company.
 Is registered in Australia.
 Earned less than $20 million
revenue last financial year.

PwC has a large team across Australia dedicated to supporting companies
claim the R&D Tax Incentive. Over the past year alone, we have supported
companies in the Retail and Consumer space to claim R&D benefit for
investments such as:
•

Customer analytics and segmentation for dissemination of personalised
loyalty offers to members.

•

Development of new flavours and textures of organic pasta.

•

Improving a manufacturing line process by building custom software.

•

Creation of a range of carbonated drinks with new combinations of natural
extracts and botanicals.

•

Implementation of a tailored POS system, with complex integrations across
multiple systems.

•

Automating responses to customer reviews and product ratings across
online channels.
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The R&D Tax Incentive can de-risk your
investments in innovation
It’s commonly misconstrued that
R&D is only done by large companies
developing new products in their
laboratories. Most of the time that’s
not the case. Almost every type of
business does R&D in one form or
another regardless of how small or big
they are.

The Federal Government has recently
passed a bill which limits the total
costs of R&D claimable to $100m.
This will impact the largest part of the
market, but won’t have an impact of
the vast majority. If you are interested
in learning more, then please contact
us.

The claim process for eligible
companies is available between the
start of the financial year (1st July)
through to lodgement deadline at
midnight on 30th April for spend that
occurred in the previous financial
year. As the process involves
completion of an application form
sent to AusIndustry and the
completion of a Tax Incentive
Schedule sent to the ATO, it can be a
little daunting and many businesses
turn to the support of a specialised
R&D provider to help submit their
claim. This is especially the case for
larger businesses where the
innovation occurs across multiple
projects, spanning several years with
complicated financial accounting in
place.

At the smaller end of the market, it is
PwC’s belief that the process can be
massively simplified and that this has
acted as a blocker to companies
accessing the program. As a result,
PwC has released Nifty R&D
(www.niftyforms.com) which
allows small businesses to complete
their R&D return online. Claims take
about 30 minutes to complete and are
reviewed by a PwC Consultant for
peace of mind. This kind of
innovation has reduced the time to
lodgement from weeks down to a day
or two for our smaller clients.

For more information,
please contact:
Charmaine Chalmers
Partner, R&D Tax
+61 7 3257 8896
charmaine.chalmers@au.pwc.com
Marcus Tierney
Partner, R&D Tax
+61 3 8603 4358
marcus.tierney@au.pwc.com

Mark O’Neill
Nifty R&D Product Owner
+61 3 8603 3568
mark.j.oneill@au.pwc.com

For more information about the
R&D Tax Incentive program,
there is lots of free information
to be found at
www.niftyforms.com/knowledg
ebase
or just call us on 1800 778 939.
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Australian publications

Contacts
Stuart Harker
Global Retail & Consumer Advisory
Leader
+61 3 8603 3380
John Riccio
National Digital Change Leader
+61 3 8603 4968
john.riccio@au.pwc.com
Andrea Marffy
Retail & Consumer Event Manager
+ 61 3 8603 3245
andrea.marffy@au.pwc.com

Connected and curated – Long live the Store!
The 'always on' customer will drive a return to the store where they
will demand a connected and curated experience.
At the beginning of retail, there was a store… and it's not yet dead
As one of the most successful and customer-focused pure play retailers,
Amazon, plans it's expansion offline… this perhaps heralds that a shift in retail
is occurring… and it's swinging back to the store!
According to our recent research, 68 percent of Australian consumers are still
primarily using physical stores as an integral part of the shopping process. In
fact, the research revealed that for 37 percent of Australian consumers the
main issue with online shopping was the 'inability to touch and feel a product'.
It seems that the traditional notion of physical retailing is… not so dead after
all.
What is clear from the research, is that the retail experience both off and
online needs to evolve for various reasons.
The retail industry has certainly born the brunt of the rapidly changing digital
ecosystem, which has predominantly been driven by consumers.
However there is a change afoot with businesses, retail or otherwise, being
able to 'connect' the dots through technology and their own existing systems to
offer a far superior experience - anticipating and surpassing customer needs.
However, this change does not come lightly and requires businesses to
critically review their internal operations, processes, culture and metrics in
order to achieve this.

To download a copy of the
publication and view a short
video, please go to:
www.pwc.com.au/industry/retailconsumer/publications/connected-curatedretail.htm
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Australian publications
The Science of Alliances

R&C Deals Digest

Success factors in Joint
PwC's R&C Deals Digest takes a look
at the deal-making activity across the Ventures and Strategic Alliances
Australian retail and consumer sector.
A run of major joint ventures and
strategic alliances in 2014 signals an
Each month we'll provide a snapshot
emerging growth trend in Australia’s
of:
M&A environment.
• Sector trends
We believe that the adoption of
• Retail trade results
alliances by Australian corporates is
likely to grow rapidly, as the high
• Announced deals
level of domestic consolidation forces
companies to seek growth beyond
• Retail sector trading multiples
traditional markets. Recent PwC
research found that 43% of Australian
• News headlines across the sector
CEOs plan to enter a new alliance in
2014, up from 28% in 2013.
While many corporates have
professionalised their approach to
traditional M&A over the past few
years, most have not yet developed
such a rigorous approach to alliances.
Although alliances share some
similarities with traditional M&A,
there are critical differences between
the two. This means that a typical
M&A approach will not be successful
and that an alliance specific approach
is required.

To download a copy of the
publication or subscribe to
future editions, please go to:
http://www.pwc.com.au/deals/publications/rc
-deals-digest.htm

The prize is worth pursuing. Most
corporates will not achieve their
growth aspirations alone, without
harnessing the complementary
capabilities of partners. ‘Best in class’
alliance practitioners have a 45%
higher success rate. We believe that
agile leaders in the future will develop
enterprise wide capabilities enabling
them to be as adept at alliances as
they are at traditional M&A.

To download a copy of the
publication, please go to:
www.pwc.com.au/consulting/assets/publicatio
ns/Science-of-Alliances-2014.pdf
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Global publications

Contacts
John Maxwell
Global Retail & Consumer Leader
+1 973 236 4780
Stuart Harker
Global Retail & Consumer Advisory
Leader

18th Annual CEO Survey
Retail and Consumer focus
Retail & Consumer Goods CEOs are less upbeat about the state of the global
economy than last year, but they remain fairly confident in their ability to
generate growth over both the short and mid term. Both sectors are looking to
the US and China for growth, followed by Germany for retail CEOs and Brazil
for consumer goods CEOs.

+61 3 8603 3380
Harry Doornbosch
Global Retail & Consumer Tax Leader
+1 31 8 8792 3683

Explore the data at:
www.pwc.com/ceosurvey
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Global publications
Total Retail 2015

PwC's Global Data &
Analytics Survey 2014

Retailers and the age of
disruption

Big Decisions™
Our global survey of 1,135 executives,
conducted by The Economist
Intelligence Unit, looks at the most
significant decisions about the
strategic direction of the business and
the impact of data and analytics.
How is decision making
changing in retail as a result of
data and analytics?

Today’s retailers live in an age of
constant disruption.
In fact, the retail environment for
retailers has never been more
complex, as consumers continue to
develop their own approach to
researching and purchasing products,
both online and in store. The result is
that many retailers are left
overstored, making lower margins
and experiencing reduced
profitability.
The evolution of the physical store is
just one of four major disruptors in
our PwC’s Total Retail 2015: Retailers
and the Age of Disruption. This
survey, our eighth annual study in a
series tracking changes in global
consumers’ shopping preferences, is
our biggest one yet: 19,000 online
users representing 19 countries.

To download a copy of the
publication, please go to:
www.pwc.com/gx/en/retail-consumer/retailconsumer-publications/global-multi-channelconsumer-survey/index.jhtml

To download a copy of the
publication, please go to:
www.pwc.com/bigdecisions
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Global publications
2015-16 Outlook for the
R&C products sector in
Asia

World in 2050
Could Australia fall out of the
G20?
In PwC's latest World in 2050 report
we present economic growth
projections for 32 of the largest
economies in the world, accounting
for around 84% of global GDP.
We project the world economy to
grow at an average of just over 3% per
annum in the period 2014 - 50,
doubling in size by 2037 and nearly
tripling by 2050.

This report, produced in cooperation
with the Economist Intelligence Unit,
discusses the outlook for six retail and
consumer products subsectors in Asia
— food and general retail, fashion and
apparel, online retailing, fast-moving
consumer goods (FMCG), luxury
brands, and durable consumer goods
and electronics.

It focuses in particular on the key
markets of China, India, Japan,
Taiwan and Hong Kong with further
But we expect a slowdown in global
profiles of Indonesia, Malaysia,
growth after 2020, as the rate of
Singapore, South Korea, Thailand and
expansion in China and some other
major emerging economies moderates Vietnam.
to a more sustainable long term rate,
and as working age population growth It looks at how the industry is faring
in 2015 and is expected to grow
slows in many large economies.
through 2018, and the opportunities
and challenges in the years ahead.
What is the forecast for
Australia?
Australia will slip from 19th place in
2014 to 29th of the largest economies
in the world in 2050.
Two years after the last update in
January 2013, today's 'World in 2050'
extends coverage to include eight
additional countries, six who will have
surpassed Australia by 2050:
Bangladesh, Egypt, Iran, Pakistan.

To download a copy of the
publication, please go to:

To download a copy of the
publication, please go to:
www.pwc.com.au/consulting/assets/publicatio
ns/World-in-2050-Feb15.pdf

www.pwchk.com/home/eng/rc_outlook_20151
6.html
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Upcoming events

Contacts
Stuart Harker
Global Retail & Consumer Advisory
Leader

R&C Digital Innovation Series and Outlook Series 2015
We will be holding a number of Digital Innovation and Outlook events in
2015. Further details regarding these informative and innovative breakfast
events will be published throughout the year.
1

+61 3 8603 3380

R&C Outlook Series

John Riccio

March 2015

National Digital Change Leader
+61 3 8603 4968

2

john.riccio@au.pwc.com

R&C Digital Innovation
Series

Andrea Marffy

April 2015

Retail & Consumer Event Manager
+ 61 3 8603 3245

3
R&C Outlook Series

andrea.marffy@au.pwc.com

June 2015

4
R&C Digital Innovation Series
September 2015

5
R&C Digital Innovation Series
November 2015

Coming up…

1

R&C Outlook Series – 24th March 2015
Driving greater competitive advantage from new Free Trade Agreements across
Asia
Guest speaker: Jan Adams - Deputy Secretary, DFAT, and lead FTA negotiator for Japan,
China, South Korea and India.
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www.pwc.com.au/industry/retail-consumer
Retail & Consumer contacts:
Stuart Harker
Australian Retail & Consumer Goods Consulting Leader
Global Retail & Consumer Goods Advisory Leader
+61 3 8603 3380
+61 418 339 231
stuart.harker@au.pwc.com

Australia:
John Riccio
National Digital Change Leader
+61 3 8603 4968
+ 61 419 275 097
john.riccio@au.pwc.com
Paddy Carney
Partner
Assurance
+61 2 8266 7312
paddy.carney@au.pwc.com

Lisa Harker
Partner
Assurance
+61 3 8603 2147
lisa.harker@au.pwc.com

New Zealand:
Julian Prior
Partner
+64 9 355 8591
julian.m.prior@nz.pwc.com

Peter Konidaris
Partner
Specialist Taxes and National
Business to Consumer Leader
+61 3 8603 1168
peter.konidaris@au.pwc.com

Suzi Russell
Partner
Specialist Tax
+61 2 8266 1057
suzi.russell@au.pwc.com

Sarah Saville
Partner
Corporate Tax
+61 2 8266 8665
sarah.saville@au.pwc.com

Daniel Rosenberg
Partner
Private Clients
+61 3 8603 3886
daniel.rosenberg@au.pwc.com

Kate Warwick
Partner
Advisory
+ 61 3 8603 3289
kate.warwick@au.pwc.com

Thank you to our contributors:
Mark O’Neill, Jarrod Dumble, Shane Bell, Sammy Moneer, William Van, Tom
Ikeringill, Jenny Elliott, Clare Power

If you have any feedback
for us, or if there are any
topics or issues you would
like to see in upcoming
editions, please contact:
Stuart Harker
+ 61 3 8603 3380
+ 61 418 339 231
stuart.harker@au.pwc.com
Andrea Marffy
R&C Industry Manager
+ 61 3 8603 3245
andrea.marffy@au.pwc.com
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