
What is Principal?
• A magazine targeted at Principals/Owners of Real Estate businesses

• �Editorial will be of a quality and subject matter guaranteed to be of 

interest to this level of Executive. 

• Maximising business value

• Being tax efficient

• Having strong recruitment / employment practices

• Technology use and set-up

• Quality and dimensions will be the same as Sold Magazine 

• �Distribution will be with Sold Magazine but will include  

devices to maximize read by the targeted market (6 per year)

What’s the advertising Proposition?

• �4 full pages of advertising (Configuration will be up the advertiser but the Inside 

Front Cover and the Outside Back cover are available)

• �2 pages of editorial (For maximum readership it is suggested that this be relevant 

to the desired readership)

• �EXCLUSIVITY! (No other advertiser will be advertising in this publication or on 

the website)

What does it cost?

$20,000 + GST

Conclusion

Principal will allow direct communication with business owners.  

The EXCLUSIVE nature of the advertising involvement creates an unparalleled 

opportunity to have a one-to-one conversation with this set of people nationally.

For further details, availability or to book an issue, contact Alastair Bryers.
Alastair Bryers: Phone 02 4353 6487  or email alastair@sold-magazine.com.au
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PREMIER
ISSUE

SwEEt REMEdyDoes your rent roll need a  health check?

Have tHe courage  to Down toolsWork on your  business, not in it
tHe exit strategyA succession  planning case study

Client profile
A client approached us for a 
meeting after a business succession 
planning seminar. His business 
– which we will call Smithtown 
Real Estate – had been trading for 
over 10 years, was owned 75 per 
cent by him (sales manager, 48 
years old) and his wife (property 

management and administration, 
47 years old) and 25 per cent by 
his non-working brother (50 years 
old). The business turnover was 
approximately $2million and the 
business was quite profitable with 
solid growth and a strong property 
management book.

Stage one report
Our initial stage one report included 
a full review of the business, 
structural review, benchmarking, 
due diligence and valuation. Several 
issues were identified:
Structural issues – shares were 
owned by individuals; all three 
shareholders were directors and 
guarantors; the trading entity owned 
the business property (a substantial 
asset); there was no structure for 
inter-generational transfer of assets 

(including the business); a self-
managed superannuation fund was 
not being utilised to build assets for 
retirement.
Risk management – no key man 
insurance was in place for the 
working directors upon whom the 
business relied heavily; the business 
had no insurance to cover existing 
debts, and no buy/sell arrangement 
was in place.
Due diligence – HR issues had 
become common; recruitment and 
retention of key staff (especially 
sales people who held key client 
relationships) was key to the 
business but no policy was in 
place; regular appraisals were 
not conducted; the business had 
been previously sued for wrongful 
dismissal; some OHS procedures 
were outdated or nonexistent; 
recent changes to laws had not been 
reflected in agreements; several 
agreement had expired (and no one 
had noticed).
Benchmarking – financially the 
business was performing well 
but income per salesperson was 
below industry averages and costs 
relating to staffing were higher 
than normal (largely a result of the 
costs attached to recruitment and 
training new staff) – these both 
represented a profit gap of over 
$150,000 per annum.
Valuation – the business was valued 
at $3 million but with some of the 
issues above being handled this 
valuation could easily increase by at 
least $1million.
Succession/exit planning – 
shareholders had no exit planning 
in place and thought a trade sale 
most likely; the business was not 
in a position to be sold at present; 
owners’ exit timeframe was approx 
10 to12 years (the key person wished 
to leave at age 60).

The go-forward strategy
1. There were four key staff the 
business was dependent upon (as 
well as the owner and his wife).
2. The focus on improving 
profitability and ongoing growth 
of the property management book 
would deliver significant increased 
value over 10 years.
3. The structure was modified to 
have shares held by a family trust 
and only the husband remained as a 
director/guarantor.
4. The business premises 

were transferred to a newly set up self-managed 
superannuation fund.
5. HR specialists were engaged to resolve the various 
HR issues and introduce comprehensive policies and 
procedures throughout the business.
6. The HR system of recruitment and appraisals was 
closely linked to a new bonus structure – focusing on 
profit growth.
7. A Peak Performance Trust (Employee Share Plan) was 
introduced to retain key staff, attract future employees 
and provide an equity based incentive to key people 
to build wealth within the business, whilst providing a 
funding mechanism for shareholder exit over a 10 year 
timeframe.
8. A business coach was introduced to up-skill key 
personnel with a view to having them be in a position 
to run the business within 10 years and to streamline 
business operations for maximum efficiency and profit.
9. A new accountant was appointed who took a proactive 
approach to the business and had regular meetings with 
the senior management team to review performance.

Business outcomes
•  Business valuation has increased and will continue to 

improve.
•  Staff retention is dramatically improved and employees 

are now thinking like business owners.
•  Scripts and dialogues have been updated to include “I am 

now a shareholder in Smithtown Real Estate” so all sales 
people are “principals.”

•  Systems and policies are in place throughout the 
business.

•  The Peak Performance Trust provides a predetermined 
sale of the business to staff over a 10 year period.

•  Assets have been protected and wealth is now 
accumulating outside the business.

•  Insurance is in place to protect all shareholders and the 
assets.

•  Unplanned events (death, sickness etc) have been 
handled by a buy/sell agreement and corresponding 
insurance cover.

•  Key staff are being constantly coached and performance 
is continually improving.

•  Profit targets are being met and the business is not 
reliant on any one person.

Craig’s commentary
This case study is typical of many of the businesses 
we have dealt with over the last 12 months. It shows 
that business owners need support in structuring their 
business strategically to maximise value, protect assets 
and improve financial performance. Many business 
owners are aware this is required but also don’t see it as a 
high priority or urgent need, meaning the option of doing 
nothing about it is real and often preferred. This leaves the 
business, the assets, and the individual at significant risk 
and reduces the chances of exceeding the business with 
maximum equity extraction.

Craig West is a strategic accountant who has built 
a specialist advisory practice focused on small 
business owners. Craig has written three books on 
employee incentives, succession planning and asset 

protection. www.successionplus.com.au 
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The business 
was valued at $3 
million but with 
some of the issues 
being handled this 
valuation could 
easily increase by 
at least $1million.

The exit 
strategy

You may have no immediate plans to exit your 
business, but at some point in the future, you may 
wish to retire, sell your business, or need to leave 
the business due to unexpected circumstances.  
The plans you put in place now can make a 
difference to the exit process (and the worth of your 
business). Craig West shares a client case study.

John Percudani: Let’s start at the 
beginning, what exactly is strategic 
communication? 
Gemma Tognini: Good communication 
strategy, in the most basic terms is all 
about who you’re talking to and what 
you’re trying to say. It’s about dialogue 
and it’s about being genuine and 
authentic. The other non-negotiable 
aspect is that communication strategy 
must always support the wider business 

strategy. Actions must be deliberate 
and targeted, never just for the sake of it. 
How we do this varies greatly because 
it depends on the business, their goals, 
their strengths, their weaknesses, their 
market. There is no ‘one size fits all’. But 
the great thing is that strategy can be 
applied anywhere. 

Why do you think communication is 
a key issue for real estate principals, 
and why is it more important now to 
be communicating strategically? 
 I think communication is a key issue 
for all business leaders, no matter 
what industry they are in. However, 
real estate is all about building trust 
and relationships with the consumer, 

so that makes the right communication 
strategy even more critical. Also, 
many agencies are operating in a very 
crowded and competitive market place 
and the right communication strategy 
can help you find a way to stand out 
and claim your own space – for the 
right reasons. Principals also need to 
be communicating clearly with their 
employees because your people are 
your greatest asset. 

So in answer to the second part of 
your question, we are now living in a 
hyper connected world and there’s not 
really any lag time. What this means is 
that there is no room for imposters and 
no room for people who aren’t in it for 
real. It’s got to be authentic and you’ve 
got to be committed to the dialogue, 
which means listening as much as you 
talk. This is something that can’t be 
done via traditional advertising, in my 
view, which is for the most part, based 
on a ‘push’ model. 

What are the benefits and 
opportunities for real estate agencies 
in developing a comprehensive 
communication strategy? 
It’s all about having the right tools in 
the toolbox, and using the ones which 
are most suited to your strategy. For 
example, just as television is not for 
everyone, social media will not be 
for everyone. Radio will not be for 
everyone. But when you align your 
communication strategy with that 
of the business, the needs should 

become pretty clear. The benefits 
are simple; engaging your market 
and building a relationship which is 
founded on credibility. People list with 
agents because they trust them, they 
like them and they believe they have 
the ability to get the job done better. 
When we’ve worked with agencies 
over the past seven years, we’ve 
typically worked in the public relations, 
media relations space, using online 
tools like blogging, mixed with thought 
leadership and aggressive media 
engagement. Media engagement for 
example, when done strategically, can 
demonstrate capability and experience 
in a very powerful way. By sharing 
your expertise in the right forums you 

can build trust and recognition and 
hopefully, market share. 

For an agency I think the biggest 
opportunity is at that higher level. Your 
agents are (and need to be) skilled at 
marketing properties and themselves, 
but you also need to be broadcasting 
those high level messages about your 
business that help to create a premium 
and understanding around your brand. 
Your brand can be easily undermined 
by non aligned representatives 
How do principals know which 
communication methods/forms to 
engage in? It seems like every day 
we are presented with a new social 
networking tool and it can be hard to 
know which ones to take on board? 
I suppose the easiest way to answer 
this is to say to treat communication 
strategy as you would any other 
specialist field of advice. By that I 
mean engage a great advisor who 
is able to add value to your team, 
and whose job it is to answer these 
questions. It’s not a principal’s core 
function to be a media specialist, 
but it is mine. You’d no sooner try 
to solve your tax or legal issues 
alone. Communication strategy is 
no different. Certainly we believe 
there is no ‘one size fits all’ solution in 
communications. Never stop asking 
why. Never stop asking why, and 
digging deeper into the outcomes 
you expect from any given activity. 

We work very closely with our 
clients to build strategies that reflect 

their objectives, their identity, their 
target audience and of course budget 
and resourcing levels. For some, 
social media is a given, for others, it 
is just totally the wrong forum. Some 
want to engage the media, others 
want to remain under the radar. 

Your advisors and your strategy will 
help you determine where you and 
your brand need to be.

With the massive growth in online 
communication forums are we just 
finding ways to hide from face-to-
face communication? 
I believe having so many choices in 
the way we communicate is a good 
thing, but I still believe you can’t build a 
meaningful relationship without person-
to-person contact. I live by that and that 
is why you will see me at least three or 
four times a week having coffee with 
clients, potential clients and contacts 
(I blame my coffee addiction on this 
belief). Everything has its place and 
good communication is about knowing 
how to use all tools in the right context.  

We have worked together on many 
internal strategies, can you tell us 
why you think it is so crucial for 
businesses to engage with their 
employees? 
There are many studies around 
that prove that engaged, informed 
employees are happy employees. 
It’s not just about money any more. 
This is why internal communication 
is a massive part of staff retention, if 
you want people to perform at their 
best you need to let them buy in. 
You have to find ways to open up the 
communication lines with your staff, it 
has to be a two way conversation, not 
just a broadcast of what you want them 
to hear. It is about listening as much as 
it is about communicating. Again. It’s all 
about the dialogue. 

Another reason internal 
communication has to be strategic 
is because your employees are the 
people on the ground. They are your 
key stakeholder, your ‘customer’ and 
you want them to be your strongest 
brand advocate. You can scream 
from the hilltops that your brand is 
trustworthy, but if your people don’t 
believe that, if they are not delivering 
on those promises, you are wasting 
your time. Your staff are your biggest 
advocates and you need to make sure 
you are equipping them with the right 
tools and demonstrating that you 
appreciate their efforts.

communication
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John Percudani believes real estate is all about relationships and a key 
fundamental in building good relationships is communication. Sure, agents 
need to have strong communication skills, but good communication goes 
beyond training agents to sell homes and find new business. John interviewed 
communications specialist Gemma Tognini about high level communication 
strategies. Realmark engaged Gemma’s business gtmedia in 2007 to assist and 
guide Realmark’s communications around its rebrand.

           Talking 
communication

After 10 years in senior newsroom 
roles Gemma Tognini founded gtmedia 
and now leads a talented team of 
senior advisors and media strategists. 
Gemma is a sought after strategic 
advisor, media trainer and speaker. 
Her clients span the energy, property 
and infrastructure sectors. She 
delivers media training and conference 
keynotes around Australia on subjects 
as diverse as ‘media 101’ to crisis 
communications, reputation and issues 
management. www.gtmedia.com.au

Your staff are your biggest advocates and you need to 
make sure you are equipping them with the right tools 
and demonstrating that you appreciate their efforts.  
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I n t e rv I ew :

  �The Real Estate Industry generates $7.5B

  �Industry expenditure in excess of $6B

  �One-to-one dialogue with the industry  
decision makers

  �Exclusive advertising opportunity


