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Message from the Chair

Time never stands still

Facing the future with greater certainty 
requires us to look at the bigger 
picture. Our annual 2018 Global 
Conference theme in Sydney ”Built 
to Thrive” is starting to take shape, 
which makes me ponder about the 
cycle of leadership and what we are 
striving to accomplish.
Asking yourself if you’re a ‘time 
teller’ or a ‘clock builder’ is one of 
those really great analogies used by 
Jim Collins in his book Built to Last. 
The central premise suggests that 
leaders are either time tellers or clock 
builders. The former tells others what 
needs to be done and when. They 
can be extraordinarily creative, and 
great visionaries. But what happens 
once they depart? Essentially the 
organisation loses their direction. 
However, if you build a clock, the 
organisation knows what time it is 
without having to ask.
As I approach the end of my three-
year tenure as Praxity’s Chair and 
when I look at what makes a truly 
exceptional and more importantly 
enduring organisation, it’s one that 
will continue to prosper and adapt to 
clients’ needs, regardless of who is at 
the helm.
Clock builders are legacy builders. 
My Praxity Chair successor, Gordon 
Krater, most certainly falls into that 
category. His handover of Plante 
Moran last year is testament to the 
importance of succession planning, 
investing in team culture and building 
for long-term greatness. And this is 
something the Praxity management 
board is seeking to emulate.  
Regardless of the short-term 
pressures, as an Alliance we are 
embarking on a number of initiatives 
that has the long-term vision in its 
sights. We are growing as an Alliance 
– which means we are clearly doing 
something right. However, it would be 
foolhardy for us to assume that our 
Praxity model can stand still and not 
evolve. 

The pressure is on for organisations 
like ours to address passivity 
problems across the membership 
lifespan. As we move forward with 
the AdFarm branding program, it’s 
become increasingly clear that many 
Praxity member firms are seeking 
greater engagement and ways to 
share information seamlessly. You can 
read more about this on page 16.
Huddle is a great platform to assist 
with collaboration. Equally, it’s 
important to constantly take stock 
of our achievements. I encourage 
participants to communicate, 
through the Praxity Executive Office 
channels, examples of projects they 
are working together on as these help 
demonstrate to clients, and indeed 
colleagues, the Praxity advantage and 
where we add global value. 
We know ourselves from the clients 
we all serve, that at the heart of every 
successful enterprise, large, small 
or mid-sized, is a clearly-defined 
mission. It’s the centre mechanism 
around which all pieces of the clock 
move. Once in place, these are the 
concepts that will never change.  
Moving from good to great

All great companies, big or small, 
without exception, are built upon a 
rock-solid set of core values. As the 
feature on pages 4 and 5 about mid-
sized businesses (MSBs) alludes to, 
being sandwiched between the global 
giants and fast growing disrupters can 
be regarded as yet another challenge. 
For many Praxity participant firms, 
and indeed MSB clients, being mid-
sized can be a huge asset, particularly 
in terms of agility. Not being tied to 
cumbersome protocols, and having 
access to more resources than young 
start-ups, can make it much easier 
for MSBs to scale up and enter new 
markets. 
Every day our participant 
firms support MSBs. As these 
organisations expand, so does the 
need to access global support, 
guidance on regulatory compliance, 
finance options, technology and 
cybersecurity. 

In China MSBs are booming, with the 
world eyeing up potentially lucrative 
deals as part of the Belt and Road 
Initiative (see pages 12 and 13). 
Praxity firms like FALK and Mazars, 
as Gerhard highlights in this edition’s 
‘5 minutes interview’, have invested 
significant resources in scaling up 
their China desk support. 
Given the extensive media coverage 
in recent months, data privacy 
and cybersecurity pressure is also 
mounting. Virtually every corner 
of the globe is taking action. The 
past year has seen China introduce 
the PRC Cybersecurity Law, the 
introduction of Australia’s mandatory 
Privacy Amendment (Notifiable Data 
Breaches) Act 2017, while the EU’s 
long awaited General Data Protection 
Regulation came into force just 
last month. For territories yet to 
implement regulatory data protection 
standards, Praxity participant firms 
showcase how they have handled 
the implications internally and for their 
clients (pages 8 and 9).  
All of these developments bring me 
back to the clock analogy. 
We are in the midst of such a dynamic 
economy, where cycles and trends 
are becoming increasingly shorter. 
Whatever the future brings, the 
Praxity management board is focused 
on building a robust organisational 
architecture that will continue to carry 
us forward, whoever is at the helm.
Best regards,

Hilton Saven
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Please get in touch with us at hubmagazine@praxity.com to 
share any news you think would interest other participants or 
with any other comments or suggestions.
We’d like to thank all those who made this edition possible: 
Steffen Ahrens, Hunter Auman, Jen Chandiram, Greg Cole, 
Brad Damon, Hannah Dawson, Græme Gordon, David 
Haigh,Lindsay Holloway, Helen Jennings, Ian Lavis, Emma 
Levick, Gerhard Meyer, Sophie Parkhouse, Deborah Poulter, 
Jack Reeman, Neil Relph, Hilton Saven, Chris Schmidt, Matt 
Snow, Michael To, Charlene Townsend, Simon Tyrrell, Payal 
Vadhani, Rob Wagner, Wenli Wang, Sarah Willington.

For more information, contact:
Græme Gordon
Executive Director
T: +44 (0)1372 738 190
E: ggordon@praxity.com

Executive Office
Praxity – Global Alliance Ltd
Suite 2, Beechwood
57 Church Street
Epsom
Surrey KT17 4PX
United Kingdom

T: +44 (0) 1372 738 190
F: +44 (0) 1372 738 199
E: executiveoffice@praxity.com
    @PraxityAlliance
    @PraxityAlliance
    Praxity Alliance

Registered in England and Wales Company Number 7873027

www.praxity.com

Registered office
Praxity AISBL
Bellevue 5/b
B – 9050 Gent
Belgium

Registration in England and Wales FCO27606
Registered in Belgium 6/CH/15.437/S

Praxity is organised as an international not-for-profit entity under 
Belgium law (a so-called IVZW or AISBL), with its registered office 
in Belgium.  Praxity has its administrative office in Epsom, UK, 
which is operated under Praxity - Global Alliance Limited (company 
number: 07873027), a not-for-profit company registered in England 
and Wales, limited by guarantee, with its registered office at Suite 2, 
Beechwood, 57 Church Street, Epsom, Surrey KT17 4PX. Praxity 
does not practise the profession of public accountancy or provide 
audit, tax, consulting or other professional services. Services are 
delivered by the participant firms, which are independent separate 
legal entities.  Praxity is not a ‘network’ within the meaning of the 
IESBA Code of Ethics.

Copyright © 2017 Praxity - Global Alliance Ltd
All rights reserved

2018 HUB Contents
3

Message from the Chair

4&5

The squeezed middle
The challenges of the mid-market

6&7

Attacks in cyberspace
Risks for mid-sized businesses

8&9

Opting out is not an option
Praxity participant firms respond to GDPR

10

All in the together
Playing a part in Praxity’s governance

11

Five minutes with...
Gerhard Meyer

12&13

Is China’s new Silk Road going to be paved with gold?
The Belt and Road Initiative may be good news for accountancy

14&15

Building trust and fighting corruption
How accountants are rising to the challenge

16&17

Lot’s more than a logo
How branding can build business

18

You are the Champions!
A gateway to your firm and a Praxity ambassador

19

Praxity, at your service
Developments and reminders for participants



4   HUB 2018   ISSUE #2 HUB   5

Mid-sized businesses (MSBs) face 
a unique set of challenges – in an 
increasingly competitive, regulated 
and technology-focused world they’re 
sandwiched between the increasing 
dominance of global giants and a new 
wave of small, fast-growing digital 
disruptors. But they’re too big to take 
advantage of government support. 
With a few notable exceptions – such 
as China, where the mid-market 
has been booming and Germany, 
where the mid-market has greater 
government support – MSBs are 
under pressure to compete, both 
domestically and internationally.
Praxity participant firms are ideally 
placed to help.
What is a mid-market business?

Definitions vary depending on the 
country and region. Some authorities 
measure revenues. Others measure 
asset size or number of employees. 
In the US, mid-market generally refers 
to a business with annual revenue 
between $100 million and $3 billion. 
In Europe, the definition of mid-
market varies. Mid-sized businesses 
are viewed as larger in the UK and 
Germany (£15m to £800m) but 
smaller in France and Italy.
The overlooked middle child – 
lack of support

You would think things might get 
easier when a small enterprise grows 
into a multimillion-dollar business. 
Not so, according to independent 
reports by global technology 
company Ricoh, the International 
Federation of Accountants (IFAC), and 
Praxity participant firm Mazars.
In Middle Child Syndrome, a report 
on the European mid-market, Ricoh 
Europe CEO David Mills says: 
“The disappointing truth is that, in 
many European countries, mid-sized 
businesses don’t get the support they 
require from stakeholders such as 
governments and regulators [except 
in Germany]... yet the mid-market is 
responsible for 30% of the revenues 
that are generated by European 
business”.

The German exception

The German Mittelstand – small and 
medium-sized businesses as well as 
family-run or owned operations – is 
a case apart. Employing the majority 
of Germany’s workforce, these firms 
often choose a speciality and become 
very good at it before exploiting 
international markets. They benefit 
from access to finance through 
the MSB-orientated savings bank 
association and especially through 
the KfW Development Bank, which 
can fix borrowing costs over long 
periods. Typically, they also have low 
debt ratios.
Steffen Ahrens, Partner at Praxity 
participant firm FALK in Germany, 
says: “The owner of a typical 
Mittelstand is long-term orientated 
and thinks in generations rather 
than in quarterlies. Their profits 
are generally reinvested and not 
distributed.”
Commenting on the Mittelstand’s 
success internationally, Steffen says 
“After the BASEL II and III bank 
regulations German MSBs worked 
even more towards a better equity 
ratio as it simplified access to external 
financing tremendously.
“With the German economic situation 
for MSBs said to be at an all-time 
high, it is no wonder that financing 
foreign investments and adding 
additional capacity is less a problem 
here than elsewhere in Europe. 
However, as the German industry 
is highly dependent on exports, 
the recent possibility of future trade 
barriers will be a challenge even for 
the Mittelstand.”
What are the challenges 
worldwide?

IFAC claims that, globally, the biggest 
issues for small and medium-
sized organisations are economic 
uncertainty, rising costs, difficulties 
accessing finance, keeping up with 
new technology, and compliance.
There are also behavioural issues 
– according to Ricoh, MSBs 
typically “lack the formal structure, 
governance, processes and even 

the underlying mindset to take 
themselves to the next level of 
growth”. 
Praxity participant firm Mazars 
suggests that MSBs face multiple 
challenges when trying to expand 
internationally. The firm, which has 
been working with The Economist 
Intelligence Unit on a series of articles 
about these challenges, says the 
mid-market faces “numerous hurdles” 
that bring “an element of reluctance 
for them to explore international 
markets”:

Mazars leads by example. Itself 
a mid-sized firm (€1.52bn annual 
revenue in 2017), Mazars has 
produced a series of Venturing 
Abroad reports, encouraging 
businesses to take advantage of 
the “tremendous potential” of new 
territories. Praxity membership 
enables Mazars to share knowledge 
and expertise around the globe, 
aiding international growth by 
providing seamless services for 
clients expanding into new territories.
If deciding how to respond to 
business globalisation is one great 
challenge to MSBs, investing in 
technology offers another, as they 
face up to the threat of being left 
behind by the smart technology 
of start-ups and the sophisticated 
all-encompassing systems of 
multinationals.
Technology is key

Investing in new technology could 
help MSBs overcome resource issues 
and drive down costs long-term 
but it is seen by some as complex 
and hugely expensive to implement. 
One answer could be to adopt more 

scalable IT solutions via service 
providers, rather than implementing 
an entire system single-handedly.
Neil Relph, Managing Partner at UK-
based Praxity participant firm Rouse 
Partners, says investing in technology 
could help MSBs gain leading edge. 
“Technology is a key area where mid-
market businesses can thrive. More 
agile than their larger counterparts, 
but with more resources at their 
disposal than smaller businesses, 
leveraging technology could be the 
real ‘ace up their sleeves’. From an 
operational perspective; internal 
efficiencies, employee satisfaction 
and HR functions can be optimised 
using new tools and apps, whilst 
analytics can enable data-driven 
decision-making.
“Investments in areas such as 
cloud solutions, AI and automation 
can augment or redefine how they 
add value for customers and gain 
a competitive advantage in their 
marketplace. I would advocate that 
alongside these developments in 
technology, robust management 
controls are established over 
processes and systems to remove 
inefficiencies and aid productivity.” 
Changes start with government

Governments and regulators have an 
important role to play as there is a 
tendency to lump small and medium 
or mid-sized businesses together 
when developing policy, overlooking 
the unique challenges facing the 
mid-market. Ricoh consultants claim 
that “too many MSBs feel they are 
trying to abide by rules designed for 
multinationals, while only having the 
resources of a small company. That’s 
holding back investment, innovation 
and energy that could be channelled 
towards growth.”
With little movement in easing the 
regulatory burden, it would appear 
that exploring new ways to tap into 
technology and developing new 
partnerships on a domestic and 
international scale, will be the best 
routes for MSBs to compete in 2018.  
And that’s where Praxity participant 
firms come in.

How Praxity participant firms are 
helping MSBs

Although Praxity is the world’s largest 
alliance of independent accounting 
firms, those participant firms are firmly 
in the middle market. This makes 
them uniquely placed to help their 
mid-market clients by offering insight 
from their own experience as well as 
by sharing expertise with like-minded 
Alliance firms across international 
borders.
Rob Wagner, Managing Partner, 
Tax Consulting Services, at US-
based Praxity participant firm BKD, 
says MSBs “generally need hand-
holding” as they don't have extensive 
resources inside their company 
to deal with all the regulatory 
compliance issue. He adds: 

“They really benefit and 
appreciate the fact that, 
through Praxity, there are 
firms and organisations on 
the ground in other parts of 
the world that will do that 
kind of hand-holding to help 
them until such time as they 
grow big enough to add their 
own finance teams.” 
Steffen Ahrens at FALK in Germany 
says membership of Praxity means 
FALK can assist MSBs by providing 
advice both at global and local level. 

“With Praxity we have access 
to a thriving alliance and 
dedicated talent in almost 
every corner of the world … 
we at FALK are successful 
not only by being able to 

follow our clients abroad, 
but by leading them there, 
assuring them that they are 
in the trusted hands of our 
fellow Praxity colleagues.”

Similarly, Chris Schmidt, CEO, of 
Moss Adams in the US, says: 

“The value of being a 
member of Praxity for a client 
is really multi-faceted. Being 
in the west of the US, we 
have many, many clients who 
are importing and exporting; 
they're establishing 
operations in Asia Pacific, 
Europe, South America, and 
the Praxity association allows 
us to help these clients with 
all of their technical issues. 
The association has been 
very valuable to us as a firm 
as we grow with our clients.”

One of the main benefits of sharing 
global expertise is the capability it 
offers, according to Lindsay Holloway, 
Managing Director of William Buck 
(Victoria). 

“Differentiation in a mature 
crowded market is one of 
the most difficult things,” 
he says, but Praxity 
membership enables firms 
like William Buck to “have the 
capability of large firms” from 
a differentiation perspective. 

The ‘squeezed middle’ of business 
– conquering the challenges of the mid-market

Partnering with 
local firms

Technology Legal and
tax issues

Sustaining 
growth

Logistics
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Mid-sized businesses are 
more vulnerable than ever to 
falling victim to a potentially 
devastating cyber attack 

Cyber incidents targeting businesses 
nearly doubled from 82,000 in 2016 
to 159,700 in 2017, according to the 
Online Trust Alliance (OTA), an Internet 
Society initiative promoting the 
evolution of the Internet for the benefit 
of people throughout the world. Since 
the majority of cyber incidents are 
never reported, OTA believes the 
actual number in 2017 could easily 
exceed 350,000. 
Mid-sized firms are said to be 
increasingly targeted by cyber 
criminals. More strapped for 
cash than large and multinational 
companies, and often less cyber-
savvy, smaller enterprises are finding 
themselves left behind in the race 
to stay one step ahead of the cyber 
saboteurs. 
Does the growth in cybercrime, 
coupled with inadequate cyber 
security measures, mean medium-
sized enterprises are particularly 
vulnerable to multiple cyber risks?
Ransomware, a type of malicious 
software designed to block access 
to computer system files and folders 
until a sum of money is paid, is one 
of the biggest threats. One of the 
most serious breaches, the WannaCry 
ransomware attack in May 2017, 
infected an estimated 230,000 
computers in over 150 countries.
With lower execution costs, high 
returns and minimal repercussions 
for cyber criminals, ransomware 
attacks remain a top concern in 2018, 
according to Risk Management, the 
news and insight outlet of the Risk 
and Insurance Management Society.

“It’s inevitable” 
Nearly a quarter of mid-sized firms 
believe a cyber attack is inevitable 
over the next 12 months, according 
to a survey by US accounting firm 
Aronson, a member firm of Praxity 
Global Alliance. Despite this threat, 
many mid-sized companies are falling 
short of the cybersecurity measures 
necessary to mitigate cyber risks and 
IT-related service disruption.
Aronson Partner Payal Vadhani, co-
author of the 360° Cyber Risk Survey 
report and head of the Cybersecurity, 
Risk and Compliance practice, says: 
“A cyber attack can impact almost 
every industry vertical, disrupting 
operations and having potential legal 
and brand consequences. Yet our 
survey reveals that a disturbing 60% 
of the respondents have not finalized 
and disseminated incident response 
procedures across the enterprise 
leadership.”

Gaps in security
The Aronson survey also reveals more 
than a quarter (28%) of respondents 
said there is no coordination on 
cybersecurity between key groups 
such as legal and security teams. 
Over half (51%) said they have no 
implemented policies or procedures 
on identifying sensitive information 
while 46% admitted their company 
hasn’t even identified sensitive 
information to be protected.
Smaller firms are particularly 
vulnerable, says Payal Vadhani.
“They lack the depth of knowledge 
on cybersecurity that the larger 
companies have. It’s a lack of 
skillsets but they do understand 
the importance of mitigating risk. 
It’s changing from a compliance 
perspective, especially in areas 
like government contracting and 

healthcare, because companies in 
these markets need to spend on 
cybersecurity to comply with the 
regulations. I am definitely seeing 
some change but it’s not happening as 
quickly as one would have expected.”

Employee training
Mid-sized firms fare particularly 
poorly when it comes to 
educating employees about 
cybersecurity issues. A worrying 
37% of respondents reported 
their organizations do not conduct 
security awareness training. Of those 
that do conduct this training, it is 
most commonly provided annually 
(39%). “Organizations that lack 
clear information classification 
guidelines are more vulnerable to 
data compromise. Once appropriate 
safeguards are in place to protect 
information assets, all levels of 
personnel should be trained on their 
responsibilities,” the Aronson report 
states.
There are also gaps in cybersecurity 
when dealing with third parties such 
as cloud service providers, which 
cyber attackers often target as a way 
to carry out an intrusion. Nearly half 
(44%) of respondents said there is 
no programme in place to vet third 
parties. 

Does cyber compliance really 
matter?
Failing to address cyber risk doesn’t 
only increase an enterprise’s 
vulnerability to attack, it could also 
land an organisation in hot water in 
terms of compliance. The General 
Data Protection Regulations (GDPR), 
which came into force in May 2018 in 
the EU, could result in a fine of up to 
4% of global turnover or €20 million, if 
breached.

These regulations place important 
new obligations on any business 
that handles the data of individuals 
living in the EU, regardless of where 
the business is located. This is 
another aspect of security awareness 
training that should be considered 
by organisations offering goods 
or services to, or monitoring the 
behaviour of, EU data subjects.

The challenges for mid-size 
firms
Mid-size businesses see the 
problem as mainly one of resources. 
Survey respondents identified the 
following top challenges, in order of 
importance:

1
2
3
4
5
6
Aronson is calling on firms to 
overcome these challenges by 
adopting a holistic approach to 
protect against financial losses and 
reputational damage.

What to do
Aronson recommends the 
development of clear risk 
management procedures and asset 
management documentation, regular 
vulnerability checks, company-wide 
security awareness training, and 
what it calls a ‘defence-in-depth’ 
approach to safeguarding. This 
involves clear assignment of roles 
and responsibilities, supported by 
adequate training, investing in diverse 
defences such as firewalls and data 
loss prevention, and measures to 
safeguard information on a day-to-day 
basis.

The Alliance firm also recommends 
cyber risk insurance to avoid costly 
mitigation, lawsuits and potential 
business interruption in the event 
of an attack. In addition, they urge 
mid-sized companies to develop a 
programme to maintain awareness of 
regulations, standards, and framework 
changes for extra control and to avoid 
non-compliance penalties. 
All this costs money, but in 
recognising the importance of 
cybersecurity it would seem 
companies need to bite the bullet 
and be prepared to prioritise security 
over other business issues that were 
previously seen as more important.

Working together to mitigate 
risk
Accounting firms are likely to have an 
increasingly important role to play in 
helping clients minimise cyber risk. As 
a member of Praxity, Aronson is able 
to share knowledge and expertise on 
cyber risk with other participant firms 
and their clients around the world.
Commenting on how this joined-up 
way of working can help mid-sized 
firms overcome cyber risk challenges, 
Hilton Saven, chairman of Praxity 
and Mazars South Africa, says: 
“An emerging theme is how we 
collectively build our understanding 
of the distinctive needs, expectation 
and challenges among this target 
audience”.

Sharing expertise will also help mid-
sized accounting firms within the 
Alliance mitigate their own cyber risks. 
Hilton Saven adds: “Aronson’s work 
in cybersecurity is a good example 
of how we might use the Praxity 
Assurance Committee to advance 
knowledge sharing. Embedding 
the former taskforce into the 
governance of the Alliance gives it 
further gravitas and is an important 
milestone in terms of adding value to 
our members, enabling us to better 
contribute to longer-term strategic 
developments.”

How to develop a 
cybersecurity plan
Payal Vadhani, Partner, Cybersecurity, 
Risk and Compliance practice at 
Aronson, has created an 11-point 
plan to help mid-sized businesses 
develop a cybersecurity strategy

1
2
3

4

5
6

7

8
9

10

11
Doing nothing isn’t an option, she 
says. “Cybersecurity is a journey, 
and not a destination. It’s important 
to start taking baby steps in the 
right direction. With focused and 
concentrated efforts, companies can 
improve their cybersecurity posture 
over a period of time.”

You can read more about some of 
the other challenges facing mid-sized 
businesses on pages 4 and 5. 

Attacks in cyberspace
– are mid-sized businesses putting 
themselves at serious risk?

Understand your risks and threats 
landscape.

Assess, classify, and build extra 
protection around critical data.

Update policies, processes, and 
procedures to address point-in-
time and forward-looking risks 
and embed cybersecurity culture.

Have contingency and incident 
response plans in place that 
include law enforcement, 
forensics (digital, human, and 
physical), client, investor, legal, 
media, and others.

Assess your cyber insurance 
coverage.

Conduct security awareness and 
training on a regular frequency 
(once a quarter).

Get up-to-date on patches and 
subscribe to security advisory 
mailing lists.

Manage vendor security through 
policies and processes.

Conduct penetration tests and 
vulnerability scans (internal 
and external) on a reasonable 
frequency. Remediate highest risk 
areas.

Set up an Insider Threat 
program, even bare bones will 
do as a starting place.

Implement technologies that 
complement your processes.

Lack of cybersecurity personnel

Insufficient/lack of documented 
policies and procedures

Insufficient cybersecurity budget

Ageing infrastructure

Ineffective organisational 
structure

Lack of leadership support and 
cyber-savvy senior leaders
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Opting out is 
not an option 
– how Praxity 
participant 
firms are 
responding 
to GDPR
It feels like it’s been a long time 
coming, but on 25 May 2018 the EU’s 
General Data Protection Regulation 
(GDPR) finally replaced out-of-date 
protections that had been in place 
since 1995.
For many – in a world so 
technologically unrecognisable 
from 20 years ago with almost daily 
revelations of data leaks and breaches 
that have left tens of millions of social 
media users anxious about who 
knows what about them – this wasn’t 
a moment too soon. The advent of 
a culture where everything is online, 
all the time, has elevated the issue of 
cyber security to new heights, and 
the way organisations store and use 
data – on customers, suppliers and 
employees – is rightly coming under 
more scrutiny than ever before.
GDPR addresses how that data is 
collected, stored and used, with 
draconian financial penalties for 
companies who fall short of their 
obligations. And as they can now be 
fined up to €20 million (£16.8 million) 
or four per cent of global turnover, 
whichever is greater, businesses were 
understandably anxious.
Some of the fear was rooted in 
scaremongering, misconceptions or 
in a bid to sell ‘off the shelf’ GDPR 
solutions. A Google search on ‘GDPR 
compliance’, for example, yields 
nearly 24 million results.
But the Information Commissioner, 
Elizabeth Denham, had been keen to 
disabuse those comparing GDPR with 
the so-called Y2K ‘Millennium Bug’, 
when there was widespread fear that 
midnight on New Year’s Eve 1999 

would bring computer crashes, planes 
falling out of the sky and accidental 
nuclear war. “In the run up to 25 May 
2018 there have been anxieties albeit 
on a less apocalyptic level. Things 
like we’ll be making early examples of 
organisations for minor breaches or 
reaching for large fines straight-away 
and that the new legislation is an 
unnecessary burden on organisations. 
I want to reassure those that have 
GDPR preparations in train that 
there’s no need for a Y2K level of 
fear.” Everyone had even been given 
two extra years to comply.
But will it be enough just to keep 
calm and carry on or has the world 
of business data already been 
transformed beyond recognition? 
What do Praxity participant firms 
think?

Taking it seriously
The Information Commissioner’s 
Office (ICO) accepts that some 
companies will need time to become 
fully compliant and has made it 
perfectly clear it expects organisations 
to have at least started on their 
journey to compliance. "We're not 
going to be looking at perfection, 
we're going to be looking for 
commitment." That commitment’s 
plain to see in Praxity participant 
firms and the advice they’re providing 
clients.
For Sophie Parkhouse at Albert 
Goodman in the UK it’s been a busy 
year not only for her firm but in her 
role leading the Praxity Alliance’s UK 
working group on GDPR. “We started 
considering GDPR in detail at the 
beginning of March 2017 and it has 
been an ongoing project ever since.” 
GDPR was a key issue discussed at 
FALK’s recent data forum for more 
than 80 IT consultants. “In order to 
give clients greater certainty about the 
future, it’s important to understand the 
topic fully” explained FALK’s managing 
partner Gerhard Meyer. 
And it’s not just an issue for European 
firms. US firm BKD’s digital team 
began researching GDPR in January. 
“With 99 articles and 173 recitals, 
GDPR is no walk in the park,” 
explained Hunter Auman from BKD’s 
Marketing & Business Development. 
“This regulation is a game-changer, 
and a progressive one at that when 

it comes to individual rights and the 
transparency required of businesses 
and corporations.” 

Just that little bit extra
Nor is it just firms in the Alliance 
that are getting to grips, as Sophie 
Parkhouse explains: “Clients are 
often coming to us with questions 
around what GDPR means for them. 
There are lots of communications and 
courses around GDPR, with lots of 
the content being quite detailed and 
this can seem very daunting especially 
to smaller clients.”
But, like the instructive information 
Albert Goodman provides on its 
website, Sophie’s observations 
are to-the-point and reassuring for 
clients: “In essence the rules have 
been enhanced, not rewritten, so if 
clients are compliant with the current 
regulations then they are already well 
on their way to being compliant under 
the GDPR as well... now they’re just 
required to go the extra mile.”

Mind your marketing
While Sophie’s been getting to 
grips with the key issues for Praxity 
participants and Albert Goodman’s 
clients, Hunter Auman’s focus has 
been on the implications for BKD’s 
marketing. “We’ve done a lot of 
research and planning… our team 
wanted to completely wrap our arms 
around this thing before we begin 
executing our updated protocols and 
procedures.” 
The team has met several times a 
week to go over new research and 
questions that have been troubling 
them “when we’re trying to sleep!” He 
believes the sleepless nights will be 
worth it and ultimately benefit clients. 
“We want to put the best foot forward 
to comply with this regulation the 
best we can. And the main reason for 
that—it will make us better marketers 
and provide more transparency to 
the people we are here to serve, our 
clients.”
Headline-grabbing fines can make 
GDPR out to be ‘all stick, no carrot’, 
but the rewards of staying on the 
right side of the rules can be just as 
beneficial as the punishments harsh. 
As Ramsés Gallego, former board 
director for the Information Systems 
Audit and Control Association wrote 

in Governance + Compliance in April: 
“the opportunity for organisations to 
reinvent themselves in GDPR’s wake 
is massive – at the very least, GDPR 
will force organisations to focus on 
their most important assets: people, 
data, users and information.”
Hunter Auman feels his US colleagues 
sense these benefits: “The pulse I 
gather in the US is that they just want 
to follow the rules and to provide 
the best brand experience for clients 
and prospects. If that’s one of the 
outcomes of the GDPR, I call it a win!” 

“I thought it was just an 
EU thing?”
For foreign organisations doing 
business in the EU, the emphasis on 
protecting personal information can 
be hard to grasp. But GDPR is explicit 
– the territorial scope for the GDPR is 
now global, the protection of personal 
data is considered a “fundamental 
right” in the EU and “processing of 
personal data should be designed to 
serve mankind”. 
Since GDPR is not a European 
directive and harmonises rules in 
twenty eight member states under 
one law, it will not have to be 
transposed into national law by every 
country. 
This border-transcending nature 
means that away from Europe, in 
the US and Asia Pacific for example, 
the message is the same – any 
organisation that wishes to process 
the personal data of EU citizens must 
now abide by the GDPR. So, even 
Brexit will mean little change for the 
UK. New UK data protection laws will 
continue to mirror those of the EU 
to ensure that EU personal data can 
continue to flow legally inside the UK.  
BKD’s Hunter Auman pointed out 
how this development has been 
affecting US firms. “Many marketers 
in the US are trying to figure out the 
most effective way to become GDPR 
compliant. We’re a Midwestern firm, 
so we have both US and international 
clients. A challenge for us has been 
discerning EU citizens and residents 
from other US and international 
individuals who interact with BKD 
and our brand on our website, 
social media platforms and in our 
emails. This has allowed us to take 
a more global approach to data 

policies, increasing the transparency 
of our marketing and data storage 
practices.”

Crossing borders
The global implications are no barrier 
for firms in the Praxity Alliance. As 
Sophie Parkhouse explains: “There’s 
a real benefit in being part of the 
Praxity Alliance. It is great to be able 
to share knowledge and experiences. 
The legislation is not always black and 
white, everyone can interpret the grey 
in varying ways so it has been really 
beneficial to reach a common ground 
with other firms, on some of the areas 
which are less clear.”
Hunter Auman explained that as 
Praxity Alliance members “BKD is 
able to share knowledge and provide 
support with other highly rated firms 
around the world. It allows us to 
meet the accounting, tax, assurance, 
and business advisory needs of our 
international clients.” The firm’s chief 
marketing officer Greg Cole also 
highlighted “that having the ability to 
bounce ideas off our Praxity peers 
on this and other issues is extremely 
beneficial”.
So, it’s here, there and everywhere 
and the future implications are clear: 
“Whether you work with clients or 
on the marketing side in accounting, 
one thing is for certain: Transparency 
and individual rights are the future, 
and history-changing events like 
GDPR prove this” said Hunter Auman. 
“GDPR is only the beginning of 
client and data rights, and the rest 
of the world will eventually follow 
suit. Meaning, GDPR will one day be 
standard on a global scale.”
“We won’t truly know what 
compliance looks like until the first 
cases are heard in courts and official 
interpretations of the regulation are 
made” he adds. But it appears that 
Praxity participants have been taking 
their responsibilities seriously, are 
committed to understanding their 
own obligations and the implications 
for their clients. And they can be 
confident in the knowledge that 
being part of the Alliance means 
they’re well-placed to take advantage 
of cross-border advice and early 
experiences of others to help. 
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The concept of corporate governance 
is nothing new – it’s featured in 
business textbooks since the early 
twentieth century – but in recent 
years its contribution to ensuring the 
highest standards of business and 
individual probity has been thrown into 
sharp focus. Investigations following 
high-profile scandals have revealed 
shocking shortcomings of governance 
in organisations across the public, 
private and charitable sectors.  
And governance isn’t simply about 
who sits on the board – you’ll read 
elsewhere in this edition of HUB about 
how the privacy-focus of GDPR is 
now forcing organisations to examine 
not only how they manage people and 
processes, but how they govern data 
as well. 
As Ramsés Gallego explains, writing 
online for The Governance Institute 
ICSA’s Governance + Compliance: 

“Governance is a discipline 
beyond management, an 
overarching umbrella for 
the direction and approach 
leading to a greater future. 
You should govern an 
organisation, a company and 
– in our age – a data set.”

How do we manage?
In a global organisation like Praxity 
– an alliance made up of more than 
65 independent firms in over 100 
countries, with a UK-based executive 
administrative team – the processes, 
policies and relationships necessary 
to keep abreast of what’s going on, let 
alone ensuring everything’s functioning 
smoothly and appropriately, risks 
being mind-bogglingly complex.
Setting up Praxity as a not-for-profit 
legal entity covering all international 
jurisdictions was the simplest and 
most clear-cut way to avoid such 
unnecessary complexity. 

And the governance structure reflects 
that drive for clarity and simplicity:
• Praxity has a simple three-tier 

reporting and management 
structure ensuring full 
transparency and proportional 
regional representation 

• The Praxity Governing Council 
refines and focuses the Alliance's 
strategic direction

• Elected council seats are voted 
for by firms within the five regions

• Governing Council members can 
serve two consecutive three-year 
terms if elected

Have your say!
As the Alliance is now at the end 
of one of its three-year Governing 
Council cycles, it’s time to elect new 
members. 
This is an important opportunity for 
you all to have a say in how you 
are represented and led, as it is 
participants that elect the 
Governing Council, and the newly-
appointed Council members who then 
elect the Board.
The eight Praxity Management Board 
members direct and manage the 
Alliance’s many corporate activities, 
including admitting new participants. 
Six are elected by Council members 
from amongst their number and one, 
the Executive Director, is ex officio.
When firms express an interest 
in Alliance membership, it’s the 
Membership Committee that 
scrutinises their applications and 
makes recommendations to the 
Board about their suitability and their 
membership classification – affiliate, 
associate, member. 
Recommendations are made by the 
Committee chair on behalf of the 
Committee. If the Board then confirms 
that it accepts the recommendation, 
then the Executive Director finalises 
the appointment. 

‘One dollar, one vote!’
Praxity holds at least one General 
Meeting every year (the AGM) 
where all participant firms vote on 
and approve or reject budgets, 
major policy changes and high-level 
strategic direction. This takes place 
‘virtually’ – online – to ensure a firm’s 
location isn’t a barrier to participation.
In Council elections, firms cast 
votes through a ‘weighted average’ 
system. The number of votes per 
firm is weighted on the basis of their 
gross annual revenue, compared to 
the gross revenue of all participating 
firms calculated at the end of the prior 
calendar year. One dollar or equivalent 
of declared revenue equals one vote 
for a firm. If a firm derives revenue 
from offices in more than one region, 
then its revenue will be divided and 
only the revenue derived in each 
region is used for its voting in that 
region.
Voting for the Governing Council 
includes several options, dependent 
on a firm’s location. The election of 
Regional Chairs, also taking place this 
year, is the same in all regions. 
As the Governing Council Elect 
will be invited as observers to the 
final meeting of the ‘old’ Governing 
Council, to be held on 28 October 
during Praxity’s global conference in 
Sydney, all elections will take place 
in time for successful candidates 
to attend. However, successful 
candidates for all council and regional 
positions will only assume their role 
from 1 January 2019.
Nominations and voting are underway, 
so look out for updates and requests 
for your contribution as this is your 
chance to help set the direction of 
travel for the future.

All in this together – 

Serving as a member of Praxity’s Management Board 
since 2007, Gerhard Meyer is the Managing Partner of 
FALK, a founding member of the Alliance. Gerhard speaks 
five European languages – German, French, English and 
Spanish, with an elementary proficiency in Italian –
useful given the international nature of his work.

Accountants that qualify in 
Germany are held in high 
esteem, in part because they 
are less prolific, with the ratio of 
accountants – Wirtschaftspruefer – to 
population much lower than other 
industrialised nations. It was part of 
my initial attraction to this career. The 
examinations are challenging. Like 
many I completed the Steuerberater 
(tax consultant) exams and then 
Wirtschaftspruefer (accountant). 
The average pass rate is less than 
50%, with a strong emphasis on 
economics, which enticed me to this 
career. 
Spending time working in other 
countries can be a real asset to 
clients. At FALK, we encourage 
team members to undertake 
secondments and complete the US 
CPA qualifications. Five colleagues 
have achieved this status and it 
assists our firm to relay to clients, for 
example, how US legislation fits with 
the peculiarities of German financial 
laws.
Role models are important, not just 
in our formative years but throughout 
a lifetime. My mother was my first 
and influenced my career choice. 
A CFO of a large organisation, she 
often spoke of the huge respect she 
had for auditors and tax consultants. 
It fitted with my fascination of 
numbers and eagerness to learn 
about economics and law. 
Perspective out of numbers has 
long been my personal mantra. 
In fact it’s now FALK’s brand slogan! 
The greatest soft skill is being able 
to slip into the minds of clients, listen 
and convey high-level tax knowledge 
in a relatable manner. It’s not 
sufficient to be a pure narrow-minded 

Five 
minutes 
with...

Gerhard Meyer

accountant. Our role continues to 
evolve; it requires above all thinking 
and acting with an entrepreneurial 
spirit. The constant change is what 
makes it so much fun. 
Success for me is if your career 
continues to inspire and fulfil you as 
much as the day you started. It shows 
on reflection that you have made a 
good life choice. Yet never overlook 
your passions and hobbies. Spending 
time with family, reading, skiing and 
track & field, has kept me balanced.
Sometimes it’s good to dive 
straight into a challenge. 
During my first work experience day 
at FALK as an intern aged just 18, 
a high-level tax consultant sought 
my recommendations. He assumed 
I was a graduate. Yet, that level of 
confidence and trust reaffirmed that 
I had found a career path that would 
fulfil my ambitions. 
Never be afraid to stand up for 
what you believe in. I witnessed 
a senior partner in a client meeting 
refuse to perform an audit that was 
legally questionable. We lost the 
business. Yet it taught me not to 
compromise your personal integrity 
for the sake of retaining a client.
The special Sino-German 
relationship continues to intensify. 
In addition to two US desks, 
FALK is now one of the largest 
independent firms to have three 
China desks – including the recently 
opened Shanghai desk. Staffed 
by 20+ Chinese professionals, this 
longstanding presence has enabled 
us to distinguish the good trade 
opportunities and navigate the ever-
changing and sensitive political and 
economic landscape.

Mid-sized clients can emulate the 
success of Germany’s Mittelstand, 
the powerhouse of our economy. 
With more than 3.6 million German 
businesses falling into the SME 
category, the Mittelstand retain their 
family values, and this dynamic, 
community approach is proven to 
enhance retention. Clients – even 
huge multinationals – value the 
personal approach and strategically 
plan for the longer term. They need 
guidance on cross-border activities, 
issues like GDPR and cybercrime, 
in addition to traditional accounting 
services. Being able to access global 
expertise without losing that personal 
approach is where Praxity stands out 
from our competition.
I’m currently reading Prediction 
Machines: The Simple Economics 
of Artificial Intelligence. With any 
change there’s always going to 
be question marks. It’s why FALK 
recently hosted a data forum for more 
than 80 IT consultants to discuss, 
among other topics, GDPR. In order 
to give clients greater certainty 
about the future, it’s important to 
understand the topic fully. As the 
book says: “The impact of AI will 
be profound, but the economic 
framework for understanding it is 
surprisingly simple.”

“Our role continues 
to evolve; it requires 
above all thinking 
and acting with an 
entrepreneurial spirit.”

“People’s participation is the essence of good governance” 
Narendra Modi, Prime Minister of India 

“Wicked folk be without governance”
Boëthius, sixth century Roman senator and philosopher 

playing a part in Praxity's governance
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Is China’s new Silk Road 
going to be paved with gold? 
China’s bid to create a 
modern version of the 
ancient Silk Route that 
transported lucrative 
luxury goods for centuries 
could be good news for 
accountancy.
If the hype is to be believed, China’s 
Belt and Road initiative (BRI) 
will transform infrastructure and 
economies along key routes through 
Asia, Africa and Europe.
One Belt One Road, as the project 
has been branded, aims to increase 
trade between East and West. New 
roads, railways, shipping routes and 
ports will transform the construction, 
transport, IT and finance sectors of 
more than 60 countries.

The numbers* are staggering:

According to a joint Shanghai Stock Exchange/ACCA report, success depends 
on collaboration between governments, organisations, businesses and people 
to deliver:

Companies tapping into the business 
potential has led to a surge in demand 
for expertise in international tax 
services as they start working across 
borders. The project may even lead 
to greater coordination of accounting, 
taxation and finance policies.
Convergence has progressed 
following a June 2017 meeting 
between BRICS finance ministers 
and the Central Bank of Governors in 
Shanghai. The Chinese government 
has already demonstrated its 
commitment to reform, implementing 
BEPS regulations. But many other 
countries have very different 
standards and cross-border 
harmonisation will be a key challenge. 

According to Michael To, Managing Director 
of Tax Services at Mazars, Hong Kong, 

the region’s geographical proximity to 
China and its diversity is 

““attracting investors to use Hong Kong 
as a finance hub for BRI projects”.

• a strong track record in international 
trade and finance businesses

• active IPO markets and accessibility to 
funds

• seasoned professionals, experienced in 
international accounting standards

• an international capital market

$US 1.1 trillion 
of investment committed already

900 
projects planned or 
underway, benefiting 
80 countries

planned projects in Asia alone would require 

$US 1.7 trillion 
a year to 2030

countries located within 
the BRI account for 

29% 
of global GDP

China’s government expects trade with BRI 
countries to exceed 

US$2.5 trillion 
a year within the next decade

*Source: HSBC

policy 
coordination

connecting 
infrastructure

unimpeded
trade

financial
integration

‘people-to-people’
 bonds

““Such an ambitious plan will only 
succeed if the economies cooperate. 
Our ethos in accountancy has always 
been to facilitate links that promote 
sustainable growth.”
Helen Brand, ACCA’s Chief Executive.

It has:

A role for 
Hong Kong
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[one belt, one road]

一帶一路

Silk road economic belt

Maritime silk road initiative

MAP KEY

Patrick Lee, Managing Director and Head 
of Global Banking for Standard Charter in 
Singapore 

thinks the spillover of the project is

Benefits for 
accountancy
Quite aside from more businesses 
needing more advice, the nature of 
that advice is likely to develop, and 
firms are expecting new advisory 
and compliance assignments – like 
investment structure, cross-border 
tax and customs, and transfer pricing.
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“We will see more demand in financial 
and legal services along the BRI 
countries by Chinese companies as 
they expand to those countries. There 
will also be a further push of Chinese 
accounting firms to go global to meet 
clients’ needs.
“I have had conversations with 
accounting firms, law firms, and 
banks and see increased interest 
in establishing offices along major 
locations on One Belt One Road.”

Wenli Wang, Partner in Charge and China 
Practice Leader at the San Francisco office 
of Praxity participant Moss Adams.

“

““simply too large to ignore” and urges 
all businesses to seek opportunities or 
“risk being left behind”.

The simple tax structure and flow of
capital make it “an ideal location for
treasury activities”. Its judicial system,
which differs from that in Mainland China,
might also help. ”International business
operators prefer to resolve legal dispute
under the common law system in Hong
Kong, while Hong Kong positions herself
as the regional arbitration centre in Asia
that helps settlement of dispute on BRI
projects”.
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Trust is everything in accountancy. 
At least it should be. But with huge 
levels of corruption around the world, 
frequent accounting scandals and 
continued failings in transparency, 
professional accountants face an 
uphill struggle to make a difference.

region is Western Europe with an 
average score of 66. The worst 
performing regions are Sub-Saharan 
Africa (average score 32) and Eastern 
Europe and Central Asia (average 
score 34).

Responsibility to fight 
corruption
Can accountants really make a 
difference in tackling these epic levels 
of corruption? Matt Snow, CEO of 
US accounting firm Dixon Hughes 
Goodman (DHG), certainly believes 
so. “We have a responsibility to 
play our role in fighting corruption,” 
he says, adding: “One of the more 
debatable topics is where do we draw 
the line? Certainly, in our company, 
when we come across illegal acts 
or fraud or corruption we have a 
responsibility to report it. We are open 
about that with our clients. It requires 
us first of all to know it’s there and 
more importantly to report it.”
The DHG chief says employees at 
the firm, and in accounting practices 
across the US, are expected to report 
on any sign of illegal activity “as part 
of their jobs” and these firms have to 
adhere to national ethical standards 
on this.
However, accounting standards and 
practices clearly vary around the world 
and it could be argued the profession 
needs to do more to foster trust and 
lead the fight against corruption.

Positive role
On the plus side, evidence is 
mounting to demonstrate accountants 
have been rising to the challenge. The 
recent IFAC report The Accountancy 
Profession – Playing a Positive Role 
in Tackling Corruption suggests the 
profession not only has an important 
part to play in fighting corruption but 
has already made significant progress 
in this area.
The report demonstrates that where 
governance is strong, including G20 
countries and in the countries that 
have adopted anti-money laundering 
laws in line with international 
recommendations, the role played by 
professional accountants in tackling 
corruption is amplified.
IFAC CEO Fayez Choudhury says 
the study is the first to draw a link 
between the number of accountants 
in the workforce and better outcomes 
in the annual corruption perception 
index.
He says it confirms the accountancy 
profession is “crucial” in confronting 
corruption, in partnership with good 
government and strong businesses, 
adding that “the study shows 
professional ethics, education, and 
oversight – at the core of the global 
accountancy profession – are key 
to our positive impact in tackling 
corruption.” In fact, the link with more 
favourable corruption scores is three 
times stronger for accountants with 
professional qualifications.

This would appear to underline the 
importance of professional training 
and committing to an international 
Code of Ethics in the fight against 
corruption.

Required action

The IFAC report identifies three vital 
areas of action: 
Continued strong cross-sector 
collaboration.
Reinvigorated public sector interest in 
public financial management.
Greater public adoption of high-quality 
international standards on financial 
reporting auditing and ethics.

Matt Snow says that in terms of 
oversight, the profession does a 
“pretty good job” already and he 
points out that in the US at least 
there are consequences if this is not 
followed through.
Commenting on the role of individuals, 
Tanya Barman, Associate Director 
for Ethics at the Chartered Institute 
of Accountants, says in an article 
published on the IFAC website: 
“No finance professional can be 
complacent about the risk of either 
wrongdoing taking place somewhere 
within their organization, or being 
targeted by external fraudsters, and 
need to be alert to apply their code of 
ethics. For professional accountants 
who have a duty to uphold integrity 
and objectivity, through their 
commitment to their code of ethics, 
there is a clear requirement to not 
knowingly misrepresent facts or 
subordinate their judgement to others 
and to be straightforward and honest 
in all professional and business 
relationships.”
She says management accountants 
are ideally placed to challenge 
information that seems suspicious, 
and to be diligent in examining 
the supply chain and identifying 
potential high risk. They also have an 
important role to play in influencing an 
organisation to have the right systems 
in place and escalating identified 
issues promptly for resolution.

Raising standards
On a wider scale, significant progress 
has been made on increasing 
professional accountancy capacity in 
developing countries, strengthening 
governance across all organisations, 

and campaigning for governments 
to develop more transparent and 
complete information, including use of 
International Public Sector Accounting 
Standards (IPSAS).
International cooperation is key and 
is one of the reasons behind the 
success of Praxity Global Alliance. 
By sharing knowledge and expertise 
across international borders, Praxity 
participating firms are at the forefront 
of efforts to build trust and tackle 
corruption.
Matt Snow, who is on the governing 
council of Praxity, explains: “Praxity 
participant firms can help each 
other by sharing what are the types 
of illegal acts that we are seeing in 
other countries that we all have to 
be aware of. The Alliance serves a 
very good role helping to provide a 
global perspective on the notion of 
corruption.”
Working together across international 
borders should inevitably help the 
accountancy profession build trust 
and change public perceptions. This 
is clearly needed according to the 
findings of the G20 Public Trust in Tax 
report, the first ever in-depth study 
of views about who is trusted on 
international taxation.

Building trust

Accountants are rising to the 
challenge but in a profession with 
such high ideals and where ethics are 
so important, there is always room for 
continuing improvement.

Global initiatives to fight 
corruption
International organisations are 
ramping up efforts to fight corruption 
on a global scale. Recent initiatives 
include:
NONCLAR standard
The international Ethics Standard 
Board for Accountants (IESBA) 
has introduced a new standard for 
Responding to Non-Compliance with 
Laws and Regulations (NONCLAR). 
The standard sets out a first-of-
its-kind framework for professional 
accountants in what actions to take in 
the public interest when they become 
aware of the potential illegal act 
known as NONCLAR committed by a 
client or employer. 
www.ifac.org/publications-resources/
responding-non-compliance-laws-and-
regulations

Guide on countering fraud and 
corruption
The Chartered Global Management 
Accountant organisation (CGMA) has 
produced a guide on countering fraud 
and corruption. The guide outlines 
recent developments and trends on 
fraud and corruption globally and the 
role of the management accountant 
in helping establish best practice in 
their organisation. It also recommends 
further resources and reading 
materials.
www.cgma.org/resources/reports/keeping-
business-clean-a-guide-to-countering-fraud-
and-corruption.html

The Future of Trust and Integrity
The World Economic Forum’s 
Partnering Against Corruption Initiative 
(PACI) has launched The Future of 
Trust and Integrity. The aim of the 
project is “to define the fundamental 
role of building trust and integrity 
while addressing the root causes 
of corruption to promote sustained 
growth, restore organizational 
credibility and build stability”.
www.weforum.org/communities/partnering-
against-corruption-initiative

Building trust and 
fighting corruption: 
how accountants 
are rising to the 
challenge
By Ian Lavis on behalf of Praxity 

The cost of global corruption equals more than

5% of global GDP 

(US$ 2.6 trillion)
with more than 

US$ 1 trillion 
paid in bribes each year

according to the World Economic Forum

The scale of the problem, and the 
challenge facing accountants intent 
on fighting it, is highlighted in the 
Corruption Perception Index 2017 
from Transparency International – the 
global coalition against corruption.
Published in February this year, 
the index highlights that corruption 
remains widespread worldwide and 
the majority of countries are making 
“little or no progress” in ending it.
It ranks 180 countries and territories 
by their perceived levels of public 
sector corruption according to experts 
and business people. On a scale of 0 
to 100, where 0 is highly corrupt and 
100 is very clean, the index found 
that more than two-thirds of countries 
score below 50, with an average 
score of 43. The best performing 

As first reported in HUB magazine last year, 
the G20 report from ACCA, IFAC and CA ANZ 
(Chartered Accountants Australia and New 
Zealand) reveals

57% of the 

7,600 respondents
across G20 countries trust or highly trust 
professional accountants when it comes to tax.

professional tax 
lawyers

49%

media

41%

While this is considerably better than the level 
of trust in:

business leaders

38%
NGOs

35%
it is not as high as the profession would like.

The report also shows

58%
of respondents believe accountants contribute 
to more efficient tax systems,

56% more effective tax systems and 

49% more fair tax systems. 



each firm, the Praxity offering is often 
underplayed. To redress this, a Brand 
Committee has been established to 
take forward a project with strategic 
communications agency AdFarm 
to update Praxity’s brand – helping 
to deliver its true potential for global 
success”.
The project is being led by Praxity’s 
Executive Director Græme Gordon, 
and involves revising the Alliance’s 
purpose and position, as well as 
developing a new logo and various 
marketing communications materials. 
AdFarm has been researching within 
Alliance firms, clients and potential 
clients of participant firms, to find out 
how the presentation of the Alliance 
and the language it uses can more 
effectively clarify its offer, enhancing 
its reputation and profile. The aim is 
to launch the revised approach at 
Praxity’s Global Conference in Sydney 
in October, rolling it out across the 
Alliance through to the end of this 
year.

In the accounting industry many 
feel it would be great to have the 
name recognition enjoyed by one of 
the Big Four. But those giants have 
spent many millions over decades 
to consolidate their reputation 
as leaders in markets that many 
firms in the Praxity Alliance are not 
interested in pursuing. Besides, recent 
allegations of wrongdoing along with 
a groundswell of industry appetite to 

Lots more than a         
– can branding build business?

“Your brand is what other people say about you when 
you’re not in the room.”
Jeff Bezos CEO and founder of Amazon

“Overall, because branding is about creating and sustaining 
trust it means delivering on promises. The best and most 
successful brands are completely coherent. Every aspect of 
what they do and what they are reinforces everything else.” 
Wally Olins co-founder of brand consultancy Wolff Olins
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see them ‘split up’ shows how much 
more brand reputation is informed by 
reality than rhetoric.
Many Alliance firms themselves 
have been practising for decades, 
some more than a century, earning 
themselves regional, national or 
specialist ‘best in class’ reputations. 
It’s entirely possible to develop and 
manage a brand that reflects and 
builds on that kind of hard-won status 
without abandoning what makes them 
distinctive and attractive to their client 
base, or breaking the bank.

FALK’s rebrand is fit for the 
future
It’s more than 80 years since Praxity 
Alliance firm FALK’s inception, 
during which time it has grown 
and developed to become a 
leading provider of professional tax, 
accounting and advisory services to 
mid-sized companies with national 
and global aspirations. It has recently 
enhanced its service lines by taking 
a majority stake in an IT advisory 
company and recruited high-profile 
valuation experts. And it has refreshed 
its ‘look’ to reflect how these 
developments have had an impact on 
who the organisation is today, and to 
symbolise its future. 
FALK re-analysed its purpose 
and corporate values to form the 
foundation of a new brand identity. 
The resulting refreshed branding 
emphasises FALK’s openness 
towards its customers as well as its 
own major developments. Managing 
Partner and Praxity Board member 
Gerhard Meyer is clear it’s not only 
about where FALK is now, but where 
it’s heading: “It is a reflection of both 
where FALK finds itself and where it 
wants to go, together with its clients, 
facing any evolution that might lie 
ahead in the future.” 
Besides the new logo, reflecting the 
move from ‘FALK & Co’ to the more 
contemporary-feeling ‘FALK’, one of 
the first visible results of the refreshed 

brand was the company’s new user-
friendly website – simple, easy to 
understand and responsive on mobile 
devices. 
Gerhard Meyer feels FALK is evolving, 
like the world around it. On the inside, 
none of the core structures and 
processes that clients have come to 
trust and respect have changed – 
despite growing constantly, FALK’s 
philosophy, advisory approach and 
most importantly client contacts have 
remained untouched.  
Gerhard says: “We trust that our 
fresh new brand appearance reflects 
clearly the direction and image of our 
business as we look to the future. 
As part of the ongoing development 
of the FALK group we also wanted 
to strengthen our professional brand 
and are convinced that our clients like 
it. Personal, sustainable, close. That 
has always been us, regardless of 
whatsoever developments lie ahead.”
You can stay up-to-date with how 
FALK continues to evolve at 
www.falk-co.de

How William Buck binned the 
‘beige’ to start ‘changing lives’
As InTheBlack’s Stephen Corby 
writes in his November 2017 article 
‘Rebranding – smart move or waste 
of money?’: “For some companies a 
change of brand, or at least what they 
call their brand promise, can have 
positive effects that ripple through not 
just their client base, but the staff as 
well.”
And Corby uses a conversation with 
Nick Hatzistergos, Managing Director 
of Praxity participant firm William 
Buck, to elaborate. Nick recalls how 
“A few years ago I was chatting to 
a journalist who told me that, in her 
opinion, all accounting firms were the 
same, that we’re all boring and beige, 
and just different versions of each 
other.” And it was his decision to shift 
the company from what Corby calls its 
“turgid tagline” – ‘Strategic Thinking, 
Tailored Advice, Integrated Solutions’ 
– to the more involving and emotive 
‘Changing Lives’.

Many believe that there is often so 
little to differentiate between several 
types of products, and therefore 
branding is one of a few remaining 
ways to distinguish your organisation. 

What’s it for? 
David Haigh, CEO of Praxity 
participant firm Brand Finance – 
whose annual Global Intangible 
Finance Tracker is the world’s most 
extensive annual research into assets 
like intellectual property and branding 
– is clear about branding’s function. 
“What is the purpose of a strong 
brand: to attract customers, to build 
loyalty, to motivate staff? All true, but 
for a commercial brand at least, the 
first answer must always be ‘to make 
money’.”  
But he’s equally clear that while the 
huge investments in the design, 
launch and ongoing promotion 
of brands makes sense, given 
their potential financial value, 
“Unfortunately, most organisations 
fail to go beyond that, missing huge 
opportunities to effectively make use 
of what are often their most important 
assets.”

What’s Praxity’s position?
Praxity chairman Hilton Saven has 
long felt that brand awareness is 
something the Alliance itself should 
be investing in. “While the clients 
we serve value the independence of 

Whatever an organisation’s size or 
sector, branding is one of the most 
important aspects of its business, 
and an effective brand strategy can 
really give you the edge in increasingly 
competitive marketplaces. 
But what exactly does ‘branding’ 
mean and how relevant is it for Praxity 
participant firms who might all claim 
to share similar objectives and ideals? 
Just how far can accounting firms 
genuinely differentiate what they do?  
HUB took a brief history lesson and a 
look around at how Alliance firms had 
been bold with branding.

What is branding?
The practice of branding is thought 
to date from around 2,700 BC 
when ancient Egyptians first burned 
symbols into their livestock’s hide to 
establish ownership, differentiating 
their animals from other owners’ stock 
and protect against theft. 
The term has evolved as businesses 
aimed to find ways of distinguishing 
their products and services from their 
competitors, to influence the choices 
of increasingly discerning consumers. 
‘Brand’ now suggests the values and 
benefits a customer can expect from 
your products and services, and buy 
into. Simply put, it’s your promise to 
your customer. 

“I was shocked, because I’d never 
thought of the firm I’d spent a lifetime 
building being ‘beige’. But I started 
trawling the internet and I realised that 
she was absolutely right. Everyone 
was using the same words, the same 
promises, to describe themselves.”
The change in message finally 
happened in 2014, after two years of 
research, debate and internal buy-in 
from staff. 
Nick Hatzistergos recalls how “there 
was a lot of worrying. People were 
scared, saying ‘We can’t say that, we 
don’t change lives, we’re not curing 
cancer!’ But we got a really positive 
response from clients; they said ‘Yep, 
we get that, that’s a great message’.” 
Rebranding isn’t the answer for 
everyone – some of the most 
successful companies in the world, 
like Apple, rarely even tinker with 
their branding – but when it reflects 
a will to bring the organisation’s true 
purpose to the foreground and set a 
vision for the future, it can re-energise 
its employees and reap significant 
rewards. “What Changing Lives is 
meant to signify is that the reason 
we do this is that we want to have 
an impact on people, on our clients’ 
lives.” Nick explained. “It’s also a call 
to arms for our people, to say you 
can’t change anything unless you’re 
constantly changing and improving 
yourself.” 
Although the process can be 
expensive and intense, the William 
Buck CEO and Praxity Board member 
is clear that “the experience was 
ultimately very positive and, along with 
colleagues embracing the message, 
the fact it delivered new business has 
made it all worthwhile”.
You can find out more about how 
William Buck is changing lives at 
www.williambuck.com

As our business-building examples 
from Praxity participant firms show, 
rebranding changes more than the 
colours on a logo.
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Praxity, at your service... 
Each HUB we’ll publish reminders about how we’re investing membership fees 
on developing our services for members and what events are coming up – so 
you can make the most of what’s available.

Conferences
Praxity conferences are an 
opportunity to join fellow 
professionals from around the 
world, to share expertise, hear 
from top experts and get fit for 
future challenges. Great speakers, 
stimulating content, new ideas 
and different perspectives. Get the 
dates in your diary and look out for 
announcements.

Conference dates 2018

UK Autumn 
Coventry 17–18 September
Global
Sydney 28–31 October 2018
Asia Pacific Regional
Sydney 31 October 2018
North American Tax
Chicago 8–9 November

Tax Guides
Praxity has teamed up with the 
International Bureau of Fiscal 
Documentation (IBFD) to produce 
country-specific tax guides for 
Alliance firms to refer to and share 
with clients.
Alongside rigorously researched 
data and guidance on business 
investment, individual and corporate 
rates and regulations, the user-
friendly booklets also feature 
background information about the 
socio-demographics, economy, 
culture and distinctive business 
characteristics of each country.  
You can request Tax Guides via 
their own dedicated page under 
‘Services’ in the ‘Resource Hub’ on 
www.praxity.com. Logging into your 
account will speed up the process 
for you if you are a member of a 
Praxity participant firm. 
Contact executiveoffice@praxity.com 
for more.

Tendering and 
Assurance tools
The Praxity Assurance Committee 
has been developing some 
assurance-related and tendering 
tools and documents, as a resource 
for member firms to consider using 
to develop their own material and 
‘cross-firm’ proposals for clients. 
They are intentionally generic and 
can be customised to fit your market 
and clients, reflecting your firm’s 
distinctive way of working. Some are 
provided in formats that allow you 
to extract elements to develop your 
own approach. See what’s already 
available in the ‘Connect’ section of 
the ‘Resource Hub’ on 
www.praxity.com.
All the materials are continuously 
reviewed and liable to be updated 
and additional materials will be 
provided as they are developed. 
Check back regularly to ensure you 
are referring to the most up-to-date 
versions.

We’re always looking 
for news and views 
that we can feature in 
all our communication 
channels, and welcome 
contributions at any 
time. 

Contact us on 
hubmagazine@praxity.com

01 HUB
Please get in touch at 
hubmagazine@praxity.com with 
ideas for future themes and features, 
to share any news you think would 
interest other participants or with any 
other comments or suggestions.

02
03 04

Huddle
Our online service is freely available to Praxity firms working together on cross-
border engagements. This cloud-based collaboration platform allows you to 
create secure workspaces for each separate multi-partner project – a secure 
hub for the people and data involved, easily accessible from either the Internet 
or the Huddle mobile app (Android or iOS). Make sure you’re Huddle-ready by 
downloading the app. If you have any questions, please contact 
huddle@praxity.com.

05

Over the past 18 months the 
Praxity Executive Office has 
been building its capability 
to engage more effectively 
with Praxity member firms. 
We’ve been expanding our 
specialist in-house resources 
and recruited a dedicated 
copywriter, marketing 
executive, webmaster and a 
manager for Huddle.
The team has been developing 
an increasingly strategic 
communication programme 
with ‘internal’ and external 
audiences that’s aligned 
with business goals to build 
awareness, engagement and 
reputation.

We You are the Champions!

The hope is that everyone 
would see benefits:

Raised public profile of your firm, its 
activities and achievements
Improved awareness of your firm’s 
services and developments across 
the Alliance
Easier connections and knowledge-
sharing between firms across the 
Alliance – streamlining access to 
the right advice and expertise
Deepening of member firms’ 
knowledge of Praxity services 
and benefits
More consistent presentation of 
the benefits to clients of a firm’s 
membership of Praxity
More mutually-beneficial 
communication opportunities
More effective capturing and 
sharing of ideas and insights for the 
benefit of all

What’s envisaged:
Praxity Champion

Go-to person for questions about a 
firm’s operations
Knowledgeable about the firm’s 
structure, knowing who to 
approach on the Praxity Executive 
Office’s behalf 
Willing to be a Praxity advocate 
– appreciates the benefits that 
membership of the Alliance brings 
to the firm  

PR Champion 

To feed key PR material from 
their firm...
...and disseminate Praxity ‘thought 
leadership’ and other useful 
collateral within their firm

You may already have noticed 
some website enhancements, 
pending a full redesign on a 
new platform, and the output 
of an increasingly tailored and 
targeted content strategy – 
more social media activity, more 
topical articles, more insightful 
thought leadership and a 
refreshed approach to HUB 
magazine.
Together with AdFarm’s 
rebranding project, this year will 
see Praxity’s support team fitter 
than ever for the future.
Although Head of Business 
Development Deborah Poulter 
is constantly looking to 
accelerate the improvements in 
Praxity services for firms, and 

connections and engagement 
across the Alliance, there 
are still some outstanding 
challenges. Not all participant 
firms are aware of the full 
range of available services 
from Praxity and the benefits of 
membership, for example, and 
the Executive Office itself often 
has only partial knowledge of 
the changes, activities and 
achievements of firms.  
Deborah’s team felt that 
some ‘Praxity Champions’ 
might be part of the solution 
– representatives at each of 
the firms to provide advice, 
access, insight and advocacy. 
A gateway to the firm and a 
Praxity ambassador.  

What next?
Trial

Clarify what’s needed and what 
works, understanding the variety in 
individual firm’s requirements based 
on their size, capacity and capability

Develop process and services

Channels to provide insight and 
support, Champions Forum, 
educational webinars 

Securing buy-in

Ongoing commitment from firms 
across the Alliance

Champions 

Recruiting and ‘on-boarding’

Publicise 

Across the Alliance

Review …

Regular reports to the Board
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it’ll be an experience not to be rushed

Join us in one of the world’s most vibrant, multi-cultural and well-loved cities.

Why not come earlier or stay later to experience more of Sydney and the east coast’s natural beauty? 

Like Captain James Cook did 250 years ago – bring your own Endeavour to Sydney in October 2018!

Praxity Global Conference 2018

Sydney
28–31 October 2018 

Come early or stay late... 


