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       TRUTH AND HONESTY  IN BUSINESS 
 

Truth and honesty in business.  It’s a fact that dishonesty is rampant in so 
many industries, from the largest banks in Australia (Bank fined $40m for charging fees to the dead); the finance 
industry; the insurance industry; the medical profession; the construction industry, all the way down to the SMEs 
and sole traders … the list is absolutely endless.  
 
Has the lucky country become the dodgy country? New data says we have become an outlier in terms of suffering 
from, and perpetrating, unethical behaviour. The survey found Australians are more likely to engage in unethical 
behaviour than other developed nations (21 per cent versus 18 per cent),  
  
The Financial Review says: “It’s hard to escape that conclusion from the latest Global Integrity Report from 
accounting and consulting group EY, which positions Australia an outlier in terms of both suffering from, and 
perpetrating, unethical behaviour.”  You will find a fairly comprehensive list produced by government of over 
1,200 large companies - and this is just the tip of the iceberg – have a look! Companies you should not deal with - 
Moneysmart.gov.au  
 
But let’s not forget about government itself. Politicians, councilors, bureaucrats and senior executives in many 
departments and organisations. Then there’s the smaller businesses, and again, the list is endless. So many large 
and small businesses seem to be able to literally “get away with murder” via the illegal ‘Phoenix Activity’ 
without any apparent repercussions, even though ASIC can sue phoenix company directors for failure 'to act in 
good faith' or 'exercise due care and diligence’, it seems to rarely happen. 
 
There’s hardly a day passes when we don’t read or hear of some business swindling their customers. Builders 
ripping off innocent investors; or builders cheating their contracted tradies; or, tradies ripping off innocent 
customers. Butchers and supermarket chains loading their meats with water; Removalists “losing” customer’s 
loads; etc., etc. There is no industry left unscathed - at least I can’t think of one. 
 
CMA reports that the proportion of Australians who suffered from personal fraud was 11 percent last year – with 
card fraud, identity theft and scams leading the way – according to data released by the ABS. The last year that 
the ABS released similar data was in 2016 when 8.5 percent of people suffered fraud loss. 

 
Dean Mitchell, KPMG Forensic Partner, said: “This significant spike in Australians victimised by 
fraud is driven by more of our daily and business lives being conducted virtually or over the 
internet, and the increasing sophistication of fraudsters and organised crime gangs attacking 
Australians online.” 
 

In small business, the benefits of honesty are evident personally and professionally. An honest person has an 
advantage in maintaining self-esteem and enjoying business and personal success. In the minds of some people, 
the benefits of cheating or telling lies in business outweigh the benefits of honesty. CNBC  explains that 
cheating and lying flourishes in a cutthroat, high-stakes environment where bosses and/or employees will say 
or do anything to get ahead. However, CHRON tells us that “the importance of telling the truth in business 
cannot be overstated.” Although cheating and lies might work in the short run, sooner or later the liar becomes 
a pariah. 
 
Honesty in business provides a solid foundation for building cohesive and productive businesses. An honest 
leader sets the tone and models expected behaviors of truthfulness. Both customers and employees benefit from 
knowing they can trust what the boss tells them. Conversely, walls come up between management and staff and 
customers, when honesty is not practiced across the board. Mutual dislike and distrust often stems from 
incidents of misleading or intentionally obtuse communication.  
 
The average person in the street will tell you that they have a huge distrust of industries across the board. 'One 
law for the rich and another law for the poor'? This proverbial saying express the opinion that the general public 
are treated harshly by the law whereas the rich, with their access to clever lawyers and bribes, usually 
escape punishment.   ***This article is the view of the Editor and not necessarily the view of the AIBEF. 
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By Steve Brambley 
 
A strong brand image is crucial to the success of any business. After all, it’s the first thing 

customers see. It tells them what you stand for, and it will lead to increased sales when optimal. 

However, it’s also one of the most challenging things to do well when starting out with a small budget and limited 

resources. So, in this article, we’ll cover how to choose compelling brand imagery for your company or personal 

brand to set yourself apart from your competitors. 

 

WHAT’S THE DIFFERENCE BETWEEN BRAND IMAGERY AND BRAND IMAGE? 

A brand image is a mental representation of your company that customers have built up over time. It’s the sum of 

their experiences with your product or service and how those experiences make them feel about your brand. This 

can include everything from how well it performs to customer service interactions to promotional materials. On 

the other hand, brand imagery refers to the aesthetic image of your brand. It’s the images and illustrations you 

choose as part of your branding design.  

 

Also, it’s the art you use in your advertisements and on social media, as well as the photos you post of your 

products or service. The two are closely related and often used interchangeably. But there are some essential 

differences between brand imagery and brand image that can help guide you in designing your company’s visual 

identity. 

 

HOW IS BRAND IMAGERY DIFFERENT FROM A LOGO? 

The main difference between brand imagery and a logo is that the former doesn’t have to be a symbol. It can also 

be an illustration, photograph or video. So, for example, when creating ads for your business, those ads will likely 

feature illustrations or photos together with a logo. 

 

CHOOSE POWERFUL PHOTOS, ILLUSTRATIONS AND ARTWORK 

The right imagery can make or break your brand. A strong visual identity will set you apart from the competition 

and build a lasting impression in your audience’s mind. Therefore, choose powerful photos to create memorable 

brand imagery that communicates what your company is about. Your imagery needs to appeal to your customer’s 

specific demographics. Professional photography is often the best option for high-quality, targeted images.  

 

Alternatively, stock image libraries such as Shutterstock and iStock offer outstanding images for a reasonable fee. 

If you need inspiring stock landscape shots taken on the Coffs Coast, try My Coffs Harbour. Finally, together with 

perfect imagery, you need to combine these choices with appropriate typography, colour scheme, composition, 

content and style. 

 

BRANDING BUILDS YOUR REPUTATION 

There’s no doubt that excellent brand imagery builds your business’s reputation. Essentially, it’s crucial to choose 

the right images that reflect your brand’s personality and values to maximise your brand’s impact. You may have 

an idea of what you want your brand to look like, but we suggest you consult with a design expert early on in the 

process before deciding on any design choices. 

 
** Steve Brambley lives in Coffs Harbour  he’s enjoyed past success by creating two corporate event companies. Companies 

that thrived on enhancing communication between employees, management, and customers. With this in mind, starting 

‘Corporate Copywriting’ some 4 years ago and becoming a busy SEO Content Writer has been a natural transition. When 

not writing, Steve enjoys playing piano and guitar, renovating his old cottage in Dorrigo with his wife, and enjoying the 

country town lifestyle.  

 Building A Strong Brand Image 
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With increasing competition abroad, today's professionals cannot afford to be ignorant in understanding 
business practices such as marketing. The problem is that marketing is not second nature for all business 
professionals. Sadly, most business owners do not have the time to take a long, drawn-out college course, 
while others want a simple process for understanding the basic concepts until they can take more formalized 
courses. In fact, when you do not have a lot of money to spend on advertising your product, you have to be 
smarter and more creative in order to stay ahead of the competition. 
 
Marketing is the cornerstone of understanding today's economic changes. Philip Kotler and Kevin Keller, 
authors of Marketing Management, argue the important of understanding marketing concepts for today's 
professionals: "The first decade of the 21st century challenged firms to prosper financially and even survive in 
the face of an unforgiving economic environment. Marketing is playing a key role in addressing those 
challenges... Thus financial success often depends on marketing abilities. 
 
Consequently, marketing gives individuals the ability to understand how to locate these opportunities and 
what to do with them when you find them. According to the American Marketing Association, marketing can 
be defined as an organizational function and a set of processes for creating, capturing, communicating, and 
delivering value to customers. However, the simplest definition is that marketing is about understanding and 
satisfying customer wants or needs. 
 
In fact, there are times when customers do not know what they want or desire. Marketing then becomes that 
linchpin in the process of finding a solution for the consumer. Traditionally, marketing has been defined in 
terms of four variables described as the marketing mix, or the 4Ps: product/service, price, placement, and 
promotion. 
 
Furthermore, the marketing mix is the controllable set of activities that entrepreneurs use to attract or respond 
to the needs of their target market. In essence, entrepreneurs attempt to create value for their customers. Value 
relates to the customer viewpoint, not that of the business. Value relates to the benefits the customer perceives 
they are getting in exchange for their purchase of the product or service. 

 
Business experts Donald Lehmann and Russell Winer point out that inaccurate information or 
incorrect analysis often leads to poor decisions about marketing a business product. This flaw can 
hurt a business attempting to make a profit. In fact, understanding competition is a point most 
executives miss. Some of the questions executives should ponder include: 
 

 Who are my competitors 
 What are the competing product features 
 What is their positioning strategy 
 What markets are they currently occupying and what is their possible future success? 
 How do you set your products apart from those of your competitors 
 How do you distinguish your products from those of your competitors 
 How do consumers make this distinction 
  
In today's global markets, organizations cannot operate with a 'trial and error' mentality. In fact, what worked 
yesterday is no guarantee that it will be successful in the future. Business professionals who are less 
knowledgeable about marketing and marketing forces are a liability to organizations that aim for sustainable 
success. 
 
Successful entrepreneurs understand how to tap into their target market instead of random selling. Why should 
the expectations be any lower for today's professionals? Therefore, the smart professionals seek to understand 
and implement effective marketing strategies. 

It’s All About The Marketing 
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Conducting a Situation Analysis  
 
 What is a Situation Analysis?  
 

A Situation Analysis refers to a collection of methods that consultants or managers use to analyse an 

organization's internal and external environment to understand the organization's capabilities, customers, and 

business environment. Wikipedia  

 

A situational analysis is an overarching term for a detailed investigation into your business. When undertaking 

a situational analysis, you will use different methods to analyse 

particular aspects of your business and then bring them together to 

create one all-encompassing situational analysis.  

 

If you have been approached to evaluate the state of a business, or 

identify business opportunities for growth, to identify current and 

potential customers, ideally, you will conduct a situational analysis.  

 

Often, when a client is struggling, and this can be from not enough 

business/customers; or plenty of work but still losing money, or they 

may wish to grow and need assess their current situation, an in-depth 

situation analysis allows you to examine the business from an internal and external perspective in order to 

identify all potential opportunities and threats. Learning about the different analyses used to complete a 

situational analysis can prepare you for completing one.  

 

An effective situational analysis includes an examination of both internal and external factors. The key 

elements for that analysis are:  

 

 Strengths: Strong points about your brand, products and services and marketing programs  

 Weaknesses: Aspects of your products, brand image and marketing programs that you could improve upon 

 Opportunities: Includes ways you can increase success, such as new ways to reach customers or a new 

market you could enter  

Threats: External elements that could negatively impact your sales or profitability.  

 

This analysis will provide the consultant or manager with the knowledge to identify the current opportunities 

and challenges to the organization, service or product. This in turn helps with devising strategies to move 

forward from your current situation to your optimum situation.  

 

The importance of situation analysis:  

Helps define the nature and scope of a problem  

Helps identify the current strategies and activities in place to overcome the problem  

Helps understand the opinions and experiences of stakeholders  

Helps give a comprehensive view of the current situation of the organization  

Helps detect the gaps between the current state and desired state  

Provides information necessary to create a plan to get to reach the goals  

Helps identify the best courses of action to take during the project  

Helps to make sure that efforts and actions are not repeated and wasted unnecessarily  

 

When conducting your Situation Analysis, there are typically, five key components of the organization’s 

specific business environment that should be identified and examined.  

 

 Continued next page 
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These five key components are:  

Customers  

Competitors  

Suppliers  

government and legal issues—including regulations and advocacy or support groups.  

 

The analysis looks at what impact these factors may have on a specific organization or business. Once 

completed, the analysis should be able to forecast what results an 

organisation can expect—based on the decisions made—so it can 

adjust its strategies to meet its goals.  

 

A situational analysis can reveal many important details about a 

business such as:  

The opinions and experiences of customers and stakeholders  

A business’s strength and weaknesses  

How a company is capitalising on market trends  

How it measures up to competitors  

What’s holding a business back from its desired goals  

The current strategies in place to overcome the weaknesses  

 

Common Challenges in Situation Analysis  

 You've listed an excessive amount of strengths, weaknesses, opportunities, and threats, so that the 

information appears confusing and makes it difficult to get a strong picture of your business at a glance.  

 You are lacking prioritization within your analysis.  

 You are too broad going through the factors, so it's difficult to really focus on them.  

 The factors you have listed are opinion, not fact.  

 Strengths, weaknesses, opportunities, and threats lack distinguishing factors.  

 

The Indeed Editorial Team define a Situational Analysis thus: A situational analysis is a complex 

investigation into the strengths and weaknesses of a business that is performed by either a business owner or 

a manager. It covers a range of different business elements, as it considers the company from an internal and 

external perspective, looking at not only the strengths and weaknesses of the company but also any past, 

present, and future obstacles, as well as potential opportunities.  

 

The most important thing to look for in the business is a long-term competitive advantage. This may include 

things like a company's intellectual property ownership rights over any product releases or technical 

developments. To identify whether a company's assets provide a temporary or long-term advantage, you can 

use the VRIO model, which stands for valuable, rare, imitable and organised.  

 

It’s also vital that you assess the competitors of the business. Begin by assessing the level of competition that 

a business is contending with. Examine the number of competitors in the field and how their products and 

services are comparable in terms of quality, pricing and ease of access. 

 

Also consider whether a new company entering the field is a threat. Check for any barriers to entry that may 

make it challenging for new companies to gain an advantage.  

 

If performed properly, situation analysis can be a useful tool for determining the health of your business. Once 

you know how your business is doing, you can set proper strategies to ensure its success in the future.  

Continued from previous page 
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You’ve heard it all before: people don’t leave companies. They leave bad managers. According to a  2015 

Gallup poll, one in two employees have resigned and quit their jobs because of a bad manager. If that’s not 

a concerning statistic to you, it should be. Bad or Mediocre leaders can make or break your business.   

 

But what’s the difference between a manager, a boss, and a leader? A leader and a great leader? In his 

groundbreaking book, Conscious Business, Fred Kofman writes, “Asking whether someone is a manager or 

a leader is like asking whether someone is a soccer player or a ball-kicker.” By this token, leadership is the 

way that good managers earn the trust of their team.  

 

Research has shown that there are a number of key leadership behaviors that managers can learn and 

develop. These behaviors are grounded in managing our social-emotional reactions to our surroundings. 

And by cultivating them, leaders can build a team around them that is accountable, trusting, resilient, 

proactive, and passionate about their work and company mission.  

 

Lolly Daskal, a Leadership Development Coach and Keynote Speaker, who has been 

described as the “most inspirational woman in the world” by the Huffington Post, has this 

to say. “We often feel that to be a leader you need to be born a leader, or be drawn to 

leadership, or have a leaders’ position. We think of leadership as a title that has to be 

deserved or earned. But leaders are rarely, if ever, born. If we had to isolate a factor that 

creates leaders, it’s probably some combination of circumstance and persistence. Many, 

many leaders walk among us–in all kinds of people, places and positions.” 

 

Some of the greatest leaders you’ll ever meet aren’t even aware of their own leadership. Lolly believes there are 10 

signs that you may be one of these unknown leaders: 

 

1. You have an open mind and seek out other people’s opinions. If people are drawn to you because you are 

open to others people’s opinions, you are a leader.  

2. You offer advice and counsel. If you find yourself advising your colleagues, or if you often help those 

around you navigate their rough patches, you are a leader.  

3. People count on you. If people rely on you, it follows that they trust you to follow through and deliver on 

your promises.  

4. You’re a good listener and people confide in you. If you understand that listening is more important than 

speaking, and if people know they can confide in you, you are a leader.  

5. Others follow your example.  When that person is you, others naturally follow you–then you are a leader.  

6. You insist on excellence. If you are not making excuses or blaming others but holding up the standard of 

excellence and quality, you are a leader.  

7. You have a positive attitude. Positive, optimistic people make people around them happy,  it’s the kind of 

spirit that keeps people motivated and spreads optimism, and it means you are a leader.  

8. You treat people with respect. If you look for the good in everyone you meet and respect them for who they 

are, it’s likely that they hold you in high esteem and that you are a leader.  

9. 9. You genuinely care about others. If you spend time supporting, guiding and sharing your knowledge with 

those around you, you are a leader. 

10. You are confident and passionate. Being confident means moving with assurance, being passionate about 

what you believe and refusing to let anything get in your way. If you work consistently toward a cause with 

vision and confidence, you are a leader.  

Are You A Leader? 
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Every business owner I know shares 
one thing in common: they all have 
a strong desire to create a stable, 
steady, successful business that 
achieves profitability and grows 
over time. But not every business 
owner knows the “recipe” that 
makes this possible.  
 
So what is the recipe – the formula? 
In a word, it's marketing.  
 
But what does the word 'marketing' 
mean? It means a lot, lot more than 
just getting the word out about your 
business?  
 
In its most complete form, 
marketing is about so much more 
than simply letting people know that 
your business exists (although that's 
an important piece of the puzzle.)  
 
In fact, in many ways, getting the 
word out is one of the last steps in a 
good marketing plan. In order to 
succeed, you must establish 
relationships with customers.  
 
The strong, lasting relationships that 
will ensure your success are built 
on:  
 

Establishing trust and rapport  
Understanding customers' needs  
Providing real benefits  

 
In many ways, these three essentials 
all reiterate one central concept:  
 
The relationships between 
successful businesses and their 
customers depend on careful 
understanding and reliable 
fulfillment of human needs.  
 
The business owner understands 
what people need, and does 
everything he can to meet those 
needs.  
 
A strong marketing campaign is 
much more intense, and it provides 

 

Marketing for Success  
many benefits that help you attract 
customers at the same time as you 
clarify achievable goals and create 
realistic plans to meet them.  
 
At its best, a strong marketing 
campaign and plan helps you 
understand:  
 
 Your business  
 Your target customers  
 Your competition  
 The full range of opportunities 

available to you  
 The best way to attack those 

opportunities  
 Appropriate pricing  
 The marketplace in which you 

operate  
 
… and a whole host of other issues 
that will help your business grow 
to achieve the success you wish 
for.  
 
Whether you own a small or large 
business, if you're in the game to 
succeed, a well thought out 
marketing campaign and plan is 
one of the best tools you can 
employ along the way.  
 
Understanding Customer Needs  
 
Most business owners have an 
intuitive understanding of their 
customers’ needs -- but that 
intuitive understanding becomes a 
much more powerful tool if you 
articulate and analyze it.  
 
Only then can you fully 
understand how to most 
effectively build the kind of 
customer relationship that will 
help your business succeed over 
time -- this principle is central to 
many marketing and business 
coaches.  
 
As a starter step in your planned  
marketing campaign, you should 
ask yourself the following 
questions:-  
 

 Who are my customers?  
 
 Who are my potential 

customers?  
 What kind of people are 

they?  
 What are their incomes 
 What are their needs?  
 Where do they live?  
 Can they buy? Will they 

buy?  
 Am I offering them real 

benefits, when and how they 
want them?  

 Is my business in the best 
place?  

 Is my pricing right?  
 How do customers perceive 

my business?  
 Who are my competitors, 

and what is my edge on 
them?  

 How does my business 
compare with my 
competitors'?  

 
Customers always have 
expectations when they walk 
into a business, and those 
businesses who provide the 
highest level of service will 
know how to identify those 
expectations and meet them to 
the customer's satisfaction (or 
beyond).  
 
By focusing on your customers 
needs and developing a culture 
of pro-active and responsive 
customer service in your 
business, you can enhance 
relationships and build customer 
loyalty and customers will want 
to come back.  
 
The quality of your customer 
service is almost wholly 
determined by your ability to 
meet your customer 
expectations, and understanding 
your customers needs and wants.  
 

mailto:info@aibef.org.au
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Meet Christine Vanohr FAIBEF  
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AIBEF Code of Conduct  
 
All AIBEF members are obliged 
to maintain professional 
standards and ensure the 
legitimate interests of their clients 
are paramount. They must ensure 
that any conflicts of interests are 
avoided and confidentiality 
maintained. Members are 
required to adhere to the highest 
standards of facilitation, advice, 
referral, information provision, 
support and client care through 
undertaking ongoing professional 
development  
 
 

The Process of Becoming an  
AIBEF Accredited Facilitator  

 
To be an accredited Member of 
AIBEF, simply submit your 
application to the AIBEF 
Secretariat.  
 
The AIBEF Accreditation 
Committee then assesses your 
experience and qualifications and 
will advise you of the Institute’s 
decision.  
 
Often this decision is partly based 
on Recognition of Prior Learning 
(RPL) where the Committee 
takes into account the equivalent 
experience of the candidate. The 
new AIBEF Member is then 
provided with a certificate of 
Membership and is invited to 
have their name listed on the 
Institute’s website, and can 
immediately use the post nominal 
M.A.I.B.E.F. after their name.  
 
Whether it is a concern about 
business start-up or growth, a 
marketing issue, HR or financial 
issue, a member of the AIBEF 
can provide effective guidance 
and support to entrepreneurs, 
business owners, communities or 
organisations.  

Benefits of Membership  
Some benefits include:  

 

Recognition of the professional 
qualifications of Member of the 
Institute of Business and 
Enterprise Facilitators (MAIBEF) 
and Fellow of the Institute of 
Business and Enterprise 
Facilitators (FAIBEF) in Australia 
and New Zealand.  
 
The ability to use the post-
nominals, MAIBEF and FAIBEF 
in promoting their activities and 
achieve:  
 
 credibility/validation as an 

enterprise and business 
facilitator  

 a premium for services  

 client confidence and direct 
benefits to their business 
secure and regular 
employment/use as a business 
facilitator and enhanced  
market/business opportunities  

 
Personal confidence and 

increasing business:  
 

 through business support 
organisations including 
training providers and centres 
increasingly requiring 
counsellors/advisers to be 
professionally trained and 
experienced facilitators  

 achieved through the formal 
recognition of practitioner 
skills  

 by becoming preferred 
contractors.  

 
The sharing of knowledge and 
skills and growth of new 
business through:  
 

 peer networking and 
interchange of ideas with other 

Members and Fellows  

 peer mentoring of other 
Members and potential 
Members 

 enabling contacts (formal and 
informal) with peer 
organisations and alliances  

 
Regular electronic Newsletters 
and communications that:  

 
 disseminate news of major 

developments in the business 
support industry  

 notify Members of relevant 
conferences and events  

 keep Members up to date with 
current issues  

 notify Members about 
opportunities in professional 
development  

 
Development of business 
facilitation skills and knowledge 
through the provision of:  
 
 notification of opportunities to 

participate in ongoing targeted 
and specific professional 
development  

 access to professional 
development in recommended 
training courses  

 the best and most up to date 
information on business and 
training/facilitation.  

 
Representation to others 
(government and non-government) 
on Members behalf on issues 
affecting business facilitation.  

A.I.B.E.F. Established 24 years 

   About the Institute  
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The role of a Business and 

Enterprise Facilitator is to 

promote local economic growth 

by providing support to local 

entrepreneurs, groups or entire 

communities wishing to start or 

expand a small business 

enterprise or to assist to develop a 

concept where the community 

will benefit 

The concept of Business and 

Enterprise Facilitation is a model 

of development that supports the 

creation of wealth from within a 

community by nurturing the 

resourcefulness of its people.  

The Australasian Institute of 

Business and Enterprise 

Facilitators is an international not

-for-profit institution that works 

with entrepreneurs, small groups 

and / or communities to establish 

sustainable, grassroots enterprise 

projects. 

For more information please 
contact: 

www.aibef.org.au 

info@aibef.org.au 

Assoc. No: AO2912 

Mob: +61 410 082 201 

PO Box 906 Bribie Island QLD 4507 

 

Welcome to our Newsletter 

Facilitation Focus is an opportunity 
for Business Facilitators, Coaches, 
Facilitators, Trainers and Consultants 
to ask questions, offer answers, and 
become part of a group where we can 
all join in peer-to-peer discussions and 
conversations about challenges, 
experiences and outcomes. It is also 
worth noting that ‘Focus’ can be 
included in your Continuing 
Professional Development (CPD) 

Facilitation Focus is a publication for 
a rapidly changing world. 

Almost daily, SME’s are facing 
constant changes, and it is vital that 
the Business and Enterprise Facilitator 
is current with their expert advice and 
guidance. 

Facilitation Focus has as its main aim 
to access to a professional network of 
peers through the AIBEF, and by 
gaining more insight into business and 
industry best practices, as well as 
increasing the focus on the important 
aspects of their own business, an 
AIBEF Focus member can accomplish 
amazing results. 

 

 
 

Something To Say? 
 

Thanks for the Info  

 
Just a note to thank you for the 
helpful information contained in 
your magazine. I’m a client of one 
of your members, who sends your 
magazine onto me. I find it easy to 
read and some of the ideas in the 
numerous articles are very useful 
and valuable.  
 
Peter Haley  
Solar For Life  
Coffs Harbour, NSW  

The Australasian Institute of 
Business and Enterprise Facilitators 
(AIBEF) was founded in 1997 as a 
result of the recommendations of 
the Industry Task Force on 
Leadership and Management Skills.  

In their report, entitled Enterprising 
Nation, the taskforce recommended 
that: “…. a comprehensive 
accreditation process be 
established for small business 
trainers, educators, counsellors, 
facilitators and advisers so as to 
upgrade the quality of small 
business advice.” 

It’s a fact that, at the moment, the 
business advice industry in 
Australia is self-regulated, and 
virtually anyone can call 
themselves a business or enterprise 
facilitator, advisor, coach, 
facilitator, trainer or consultant.  

Check out Google for instance; 
there must be a dozen (or more) 
sites on “How To Start Your Own 
Business Consulting Venture”. 

The AIBEF is the Peak Body for 
Business Facilitators, Coaches and 
Trainers, and we, the AIBEF 
Committee, hope to continue the 
association’s great work to further 
promote the professionalism and 
quality of our members, and to 
endeavour to act as a respected 
voice and advocate for the wider 
community. 

The AIBEF represents a profession 
that is proud of its independence 
and confident of the service it 
provides, committed to continual 
improvement in the skills and 
knowledge of our members and 
Business and Enterprise Facilitators 
in general, who ably assist in the 
professional guidance and support 
of business, enterprise and 
community development. 

 

 
WHO ARE BUSINESS  

OR   ENTERPRISE 
FACILITATORS? 

 
Virtually any professional, 
qualified person or 
organisation involved in 
assisting entrepreneurs, 
organisations, or communities 
to improve their Skills; 
Knowledge; Business; Staff; 
and/or Life. 
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