






Describe Cooper Neon.  What kind of services do you offer?
Cooper Neon Pty Ltd offers a total solution to all signage needs 
including design, in-house manufacture, installation and service. 
We can assist with all signage types including; Illuminated, Neon, 
Fabricated Letters, Pylon, Reception, Vinyl & Directory Signs.
  
Cooper Neon specialise in dealing directly with Shop Fitters ensuring 
shopfront signs are installed within deadlines. The experience of 
our skilled team of tradespeople coupled with our investment in 
up-to-the-minute technology results in quality signs and lighting at 
competitive prices. 

As commercial projects make up a large part of our work, we have 
extensive experience dealing with Architects, Designers, Shopfitters 
& Project Managers allowing our team to fine-tune their trouble 
shooting skills. 

Our recent projects include signage for Sydney Aquarium and Sydney 
Wildlife World.  We also provide signage for many pharmacy & 
newsagencies plus high end fashion retailers.  Familiar clients include 
the Australian Cancer Council, Newslink and Healthy Life.

How did you get started in the business?
Natalie and David Cooper started the business together in October 
1992.  David Cooper has a long family history in the signage industry.  
The family has connections with other sign companies as ticket writers 
& glass artists.  David undertook his apprenticeship as a glass blower 
with Neolite Neon based in Alexandria and Natalie’s background is in 
recruiting & payroll.  Their individual skill sets complement each other 
& together provide a solid basis for building a business.  They started 
with just three people & now have 9 on the team. 

Have there been any major turning points you have experienced 
in the business?
In 2001 a fire destroyed the factory and all the contents.  Very little 
was salvaged. This event tested the Coopers both financially and 
emotionally. Determined to keep trading the Coopers set up at home 
in the lounge room and garage.  Throughout this time their customer 
base supported and stayed with them.  After 2 months they were able 
to move into new premises.

More recently the decision to focus their business on the shop fitting 
industry as their primary target market has proven beneficial.  Scott 
Nicholls from Sullivan Dewing has greatly assisted Cooper Neon with 

Thank you...

“Scott, thank you for the clear 
instructions, it makes things so much 
easier. “ 

Julie Ann, Webbe Marine

“Hi Michelle Thanks for today-WOW!”
Alison Vickers, Vickers Team Care

“Jeni thank you so much for all of your 
hard work this year - we really couldn’t 
have got through it all without your 
attention to detail and expertise - it is 
greatly appreciated!!!”

Emma Jameson, Bureax Sydney

“Terry I cannot thank you enough for all 
your efforts to get this across the line.”

Michael Ryan, Active Media Services

“Michelle I am so glad I made the 
decision to change accountants to Sullivan 
Dewing.  It’s like a weight has been lifted 
from my shoulders!”

Santie Morgado, Morgado Engineering

Your phone won’t ring just because you’ve plugged it in, and 
it’s the same as your website.  

You need to tell people you’re out there.  2009 is a time to firm 
up existing relationships, create new ones, and make it as easy 
as possible for your customers to deal with your business.

The question is – how can you successfully do that for your 
business, online?

Speak to the people that know.  Smart Web Marketing have 
had great success in growing the number of visitors to customer 
websites and also ensuring that these websites meet the 
expectations of the visitor.

When you deal with Smart Web Marketing, your investment 
is always completely transparent and with their website 
management console you’ll easily see what your website visitors 
are doing on your site. You will also be able to make changes to 
the website yourself and market to your new customers. This 
will help reduce the ongoing cost of owning a website and give 
you back complete control.

Call Paul Ridoutt at Smart Web Marketing on 9531 8000 to 
discuss your business goals online.  

Maximise your web-site’s potential

The diners clearly appreciate both 
the food and the service, but another 
plus are the frequent menu changes 
planned to reflect seasonal changes in 
produce.

Some of his ‘signature’ dishes include 
an entree of braised beef cheek 
ravioli with roasted scampi and lemon 
gremolata or twice-cooked duck.  
Currently the menu features a Grill 
Section specialising in steaks.

Chris has always enjoyed a challenge 
and his ambition to own and manage 
his own restaurant business has 
always been a goal.  His motivation 
only increased by those who said he 
couldn’t do it at the young age of 21!

Kalevu has special offers for weekdays 
and weekend diners.  On weekdays, 
from Tuesdays to Thursdays, two 
courses will cost just $42.  The same 
offer is available for early diners (out 
by 7pm) on Fridays and Saturdays.  
Kalevu also cater for special events 
and has scheduled degustation dinners 
throughout 2009 so book early!

You can contact Chris Pennells  
at Kalevu on 9522 8300.  
Download the menu at 
www.kalevurestaurant.com.au.

Client Snapshot

Having a passion for what you do can 
really make a difference to the success 
of your business. Judging by the many 
return visits by satisfied diners, Chris 
Pennells of Kalevu Restaurant has that 
passion and the business moves from 
success to success as a result.  

“ Your    business         is   li  k e  a  wheelbarrow             . . .   it   doesn     ’ t  mo  v e  unless       you   push     it . ”

Kalevu Restaurant Snap Shot  
with Chris Pennells

with David & Natalie Cooper, Cooper Neon

As you are aware, FBT is payable on any “benefit” 
provided by your business to an employee or 
associate.  

The most common benefits include: 
•	 Vehicles used privately by employees, 
•	 Entertainment including Christmas parties, 
•	 Payment of an employee’s private expenses  
such as telephone, private travel etc.

Documentation
•	 Check logbooks are current.  They must be less 
than 5 years old and run for a 12 week period.  
Remember, your logbook remains current when 
you change your vehicle if your business use of the 
new vehicle is similar to the old vehicle.

If you don’t have a logbook it may be worthwhile 
keeping one as you could save a significant amount 
of FBT.

•	 If you’re claiming a portion of a private expense, 
such as home internet or telephone, ensure the 
business use percentage is still relevant and that you 
have a usage diary that is less than 5 years old and 
runs for a 30 day period.

•	 Review your employment contracts.   Ensure 
employees are required to reimburse you where 
they have provided incorrect information and an 
ATO audit results in increased FBT payable. 

Legislation Changes - laptops
•	 Employers can now only provide one exempt 
laptop that must be used predominantly for business 
use, per employee per year.

Our Questionnaire
To improve the efficiency of the preparation of your 
FBT return, check the following.

•	 Ensure your questionnaire is completed, signed, 
dated, all information is attached and all documents 
are forwarded to us by the due date.

•	 Don’t forget to make a note of your odometer 
readings as at 31 March 2009.

•	 Don’t forget to include a copy of the purchase 
invoice for any vehicles that have been purchased 
in the current FBT year.

•	 Complete the vehicle worksheet with your 
running costs if you have kept a logbook.

•	 Don’t forget to note the number of attendees at 
your Christmas party.

•	 Try and put as much detail as possible regarding 
entertainment expenses. Include everything even 
if you aren’t sure if it is subject to FBT. We will 
determine the correct treatment to ensure you 
comply with FBT legislation.

We will send you a questionnaire in March for you 
to complete.  Please return by 17 April to ensure 
your return is lodged on time.

If you’re unsure about any aspect in relation to 
FBT, please give Yvette Hay or Heather Locker a 
call on 9526 1211.

this decision encouraging David & Natalie to trust their decisions and 
remain focused.

What are your views on competition? 
Competition is necessary!  Cooper Neon respect that other people 
work just as hard and equally as good in our industry so we have a 
healthy respect for competitors.  Competition ensures we are ‘kept on 
our toes’.

How important is motivation?
Our team can sense our moods and consequently react to both 
positives and negatives. As our industry is in a constant state of  
change it requires a motivated spirit to keep ourselves and our team 
moving forward.

What is your customer care philosophy?
All our signs come with a 12 month parts warranty. Our success is 
supported by the fact that we are happy to support the products we 
make. Many customers benefit by undertaking a regular maintenance 
program.

What is your secret of success?  
It sounds a cliché but ‘putting ourselves in the customer’s shoes’ 
ensures we have an understanding of their pressures and deadlines.

We ‘own our work’.  We are vey proud of a job when it is great and 
equally ensure it is fixed if something goes wrong.  Customers are 
aware of this and our team wholeheartedly believes in this philosophy.  
We love to see the ‘fruits of our labour’ in the local shopping centre…
it gives us immense satisfaction!

Is taking risks part of your strategy?
Our risks are calculated and always costed.  We are fairly conservative 
but are happy with our healthy & stable business which in this 
environment is a plus.

What does the future hold for Cooper Neon?    
Continue to grow the share in our target market.  Plus continue our 
affiliation with ASOFIA (Australian Shop & Office Fitting Association) 
and ASGA (Australian Sign  & Graphics Association).

You can contact David and Natalie Cooper 
at Cooper Neon on 9905 6044
or visit www.cooperneon.com.au 

Sullivan Dewing chats to Cooper Neon
The Federal Government has increased the investment allowance to 30% for all Australian 
businesses in respect of expenditure incurred to acquire assets. The allowance will be 
claimed as an additional tax deduction in your tax return.

When must the investment be made? 
To claim the bonus 30% tax deduction the contract to purchase the asset, or to start to 
construct an asset,  must commence after 12.01am AEDT 13 December 2008 and before 
midnight on 30 June 2009.  Assets must also be installed ready for use by the 30 June 
2010. 

What happens if I miss the 30 June 2009 cut off date  
for ordering the asset? 
You will be eligible to claim a bonus 10% tax deduction if you acquire or start to construct an 
asset between 1 July 2009 and 31 December 2009 . You must have the asset installed ready 
for use by 31 December 2010.

What assets does it apply to?
The investment allowance will be confined to new tangible assets and new expenditure on 
existing assets. It will apply to depreciating assets used in carrying on a business, for which a 
deduction is available under the core Capital Allowance depreciation provisions of Division 
40 of the Income Tax Assessment Act 1997 (ITAA97).
The assets must be used in Australia.  Assets that have previously been used or held for use 
will be excluded. 

Are there any expenditure limits?
If you are a small business with turnover of $2 million or less a minimum expenditure 
threshold of $1,000 per asset will apply. A minimum expenditure limit of $10,000 applies to 
businesses with a turnover greater than $2 million.   

How is the allowance claimed?
The allowance will be claimed as a tax deduction in the income tax return in the year in 
which the asset is installed ready for use.  

Is it applicable to cars?
The press release states that cars will not be disqualified from the allowance merely because 
they use the 12 per cent method of claiming a tax deduction. More detail than the press 
release is required here before you rush out and buy a new car. Stay tuned. 
What assets are excluded?
Intangibles, rights, intellectual property, land and trading stock are excluded from the 
definition of depreciating assets, and will not qualify for the investment allowance.
Expenditure on capital works such as buildings where you claim deductions under Division 
43 of the ITAA97 will not qualify. This generally means where 2.5% capital works deductions 
are claimed. 

What happens if I use the asset for private purposes?
Where an asset is partly used for private or non-taxable purposes, only the portion that is used 
for a taxable purpose in carrying on a business will count toward meeting the threshold. 

Who can claim?
The investment allowance will be available to the taxpayer who is entitled to the capital 
allowance (depreciation) deduction. This means that a lesser will claim the allowance and 
hopefully will pass this benefit on in the form of reduced lease charges. 
What else is there?
This advice is of a general nature. Due to the limited information currently available you 
should seek advice before making an important decision. More detail can be expected in 
the legislation.

Note: This allowance is subject to legislation being passed by parliament.

If you have any further questions please do not hesitate to contact 
Terry Dewing on 9526 1211.

FBT
Tips and Guidelines  

for 2009

Cover story continued

Running a business is difficult enough without unnecessary headaches. 
If you’ve decided to cull some customers, consider the best way to do it 
for your business.  This may be to price them out of your business, refer 
them on to another business or simply fire the customer, explaining to 
them why you have done so.

Moving forward, your best bet is to evaluate customers while they’re 
still a prospect.  If you have a clear idea of your target market, then turn 
away prospects that don’t fit into your preferred customer profile.

Segmenting your customers can be a way of increasing the value your 
customers provide, while maintaining your costs.  You want to make 
sure that you focus the right proportion of time, service and marketing 
on the core group of customers that are contributing the most to your 
business.

For more information contact Michelle Dimock on 9526 1211  
or email michelle@sullivandewing.com.au.

A Cooper Neon site at Sydney Airport The team at Cooper Neon
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Our lead article this edition looks at 
segmenting your customers as a way of 
increasing the value you provide while 
maintaining costs.  

Building my business features David 
and Natalie Cooper of Cooper Neon.  

A word from Terry Dewing...

The Pareto principle, sometimes known as 
the 80/20 rule, is often quoted as a rule of 
thumb. In business terms, the rule implies 
that you can make a big impact on profit if 
you focus on the right details.  

If you check it out, you’ll probably find that 
80% of your income comes from 20% of your 
customers. Or, on the other hand, 80% of your 
customers are providing only 20% of your 
income.  

So what else is happening here? Well those 
80% of your customers are more than likely 
taking up most of your team’s valuable time.  

Have a quick think about this for your 
business.  Can you think of a large number 
of your customers who really don’t buy much 
from you but seem to take up a lot of your 
time and energy?

If this is the case, you have a problem. You 

are focusing the bulk of your time and services 
on customers who are of least value to you, 
and you are spending a lot of money in an area 
that gives you little return on your investment.
Before you can take steps to do anything about 
this, you need to have classified your customers 
according to their value to you.  Consider 
segmenting your customers into a fourfold 
division of A, B, C and D customers.  Define 
your segments and then sort your customer list 
into their relevant segment.

Once this is done, you’ll have some really 
valuable information about your business that 
you can use to make some informed decisions 
about where to focus your time and energy.

Your A customers are those that produce real 
value to your business.  Once you know who 
they are, you can focus on maintaining and 
deepening the relationship you have with 
them, while expanding the range of products 
and services that you provide to them.

Your A Customers need to know you care 
and appreciate their business. You want your 
A customers to be so happy they refer other  
A customers to your business.  

Many B customers are on the verge of entering 
the A group. You want to know who they are 
so that you can nurture them through well-
targeted marketing to become an A customer.  
It will take you much less time and money  
to build up business with them than to win 
entirely new customers.

C customers may spend within the minimum 
range and have little apparent potential for 
further growth.  We all know it costs more to 
attract new customers compared to that of 
keeping them, so this group should be given 
careful consideration before deciding to get  
rid of them.

Take a look at your C customers and consider 
whether some of them seem to be drifting 
away and find out whether there is something 
you can do to win them back.  Remember that  
in general, you should treat a complaint or an 
issue as an opportunity to get to know your 
customer a little better and learn a bit more 
about their preferences.

Your D customers are most likely those who 
provide the majority of your headaches and 
provide little current or potential value to 
your business. They will be a real dampener 
of profitability, cost a lot to maintain and offer 
little in return.  

Continued P2

Our Commitment to our Clients
• You’ll receive friendly, courteous and professional service  
   with personal attention
•Your  phone calls will be returned the same day
• You’ll never be fined for late lodgement of your tax returns
• You’ll obtain sound and impartial business advice
• We’ll work with you to build a better, stronger and more  
   profitable business

Designed by Huntingdales - Brand Builders & Designers (02) 9585 1055

Sue Cross and daughter 
Donna re-united in London 

for Christmas.

Be Careful 
Before You 
Claim Back 
That GST!
Have you ever claimed GST 
without holding a tax invoice?

Recently the ATO imposed a 
25% penalty against a taxpayer 
who had done just that.

In this recent case the taxpayer 
entered into a contract to buy  
a unit with the intention of 
using it as an office. The 
taxpayer assumed the seller 
had charged 10% GST and 
went ahead and claimed 1/11th 
of the price in GST, despite the 
fact the taxpayer did not hold 
a valid tax invoice.
 
What the taxpayer did not 
know was that in breach of the 
contract, the seller had elected 
to apply the margin scheme 
to the supply of the unit.  
The taxpayer had therefore 
overclaimed the GST.

The ATO imposed a 25% 
penalty for the making of 
a statement that was false 
or misleading, even though 
the seller had breached the 
contract.

If you have any questions 
about GST please contact our 
professional accounting team.
on 9526 1211.

L O A D S  O F  H O T  B U S I N E S S  T I P S  A N D  A L L  T H E  L A T E S T  N E W S 

Focusing on customers needs & 
concentrating on their primary target 
market has ensured their business 
has remained healthy & stable in the 
current environment.

We cover FBT Tips and Guidelines 
for 2009 & detail a bonus 30% tax 
deduction on capital expenditure.

Finally some words of advice when 
claiming back  GST.

Until next time keep building your 
business!

Terry Dewing

VALE   Norman Jennings
It is with sadness we report the passing of Norm Jennings who died peacefully on 14 February 
2009. Norm will be missed by his wife Nadia & children Darryl, Garry & Gina & their partners, 
together with his grand children Alex, Victoria, Emma, Eliza, Jessica, Kimberly and Bowen. 

The Eulogy delivered by Alex, Victoria & mate Alan Kindl described Norm as a true Aussie bloke, 
everyone’s mate, a legend who never understood boundaries. When his mate Jack Iori said that 
no one would buy chook poo fertiliser, Norm went on to develop Dynamic Lifter which became 
a house hold name like Hills Hoist & Victor lawn mowers. Norm will be missed by his family & 
friends.

Farewell Norm, on behalf of the team at Sullivan Dewing it has been a privilege to work with you 
the past 25 years. 

The NSW Supreme Court case of Peter Smythe v Vincent Thomas has confirmed 
that the fundamental principles of offer and acceptance in contract law are also 
applicable when forming contracts online.

In Smythe v Thomas, the purchaser made a successful $150,000 bid on eBay for a 
vintage aircraft. This was the lowest possible amount that the seller had stated the 
aircraft could be sold for. At the time of exchange however, the seller refused to sell 
the aircraft at such a low price. The Court held that the listing of the product on eBay 
was an offer and that the purchaser had accepted this offer by making the highest 
bid.  The Court found that the contract formed on eBay was a binding agreement 
and ordered that the seller complete the transaction.

This case sets an important precedent for buyers and sellers engaging in the formation 
of online contracts. Since a binding contract can be formed by a few clicks of the 
mouse, sellers must be prepared to sell items advertised for sale and buyers must be 
prepared to pay for items they have purchased online. Online shopping sites, like 
eBay, usually require all users to agree to terms and conditions before proceeding 
with a transaction. 
 
An online contract is accepted and ‘signed’ when the purchaser clicks the relevant 
link to accept the terms. Courts in the United States have held that the purchaser 
must have ‘reasonably conspicuous notice’ of the terms for the click signature to be 
valid.  For example, terms should be displayed in reasonably sized text in a scroll 
box. Hyperlinks may be sufficient to put consumers on notice of terms.  However, 
a click signature may not be valid if the consumer does not reasonably know that a 
webpage contains contractual terms.

Please contact Craig Pryor or email craig@wmdlaw.com.au if you have any questions 
in relation to enforcing an online contract for the sale (or purchase) of goods or for 
advice in relation to your online terms of trade.

Source: Craig Pryor, Warren McKeon Dickson

Terry Dewing gives the 
beaches at Cronulla the 

thumbs up!

Segment Your Customers 
and Boost Your Profits (Even in Tough Times)

Contracts 
with a click of a mouse

Natalie Murphy at Moreton 
Bay with husband Lee  
and daughter Olivia.

Jeni Wilcock and family 
recently enjoyed a trip to 

Taronga Zoo.

Upcoming Events...
Thursday 19 March 2009 
Thursday 2 April 2009 

12pm to 2pm @ Sullivan Dewing
Marketing Forum
Make the most of your marketing 
dollar in these economic times.

Tuesday 24 March 2009

Marketing Essentials for 
Small Business
Learn the basic principals of 
marketing and practical ideas to 
implement in your business.   
This event is to be held at the 
Business Enterprise Centre,  
29-33 Waratah St, Kirrawee.

Thursday 30 April 2009

Economic Update
What is the current thinking & 
how to ensure your business is 
“Financially Well Organised”.

Thursday 18 June 2009

Succession Planning
What is your Success Planning 
Strategy?  
Steps you need to take to  
prepare your business for sale.

If you would like to know more information please call Jennifer Palmer on 9526 1211.

LIVING THE DREAM 
The Team at Sullivan Dewing Make the Most of their Holidays 
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mouse, sellers must be prepared to sell items advertised for sale and buyers must be 
prepared to pay for items they have purchased online. Online shopping sites, like 
eBay, usually require all users to agree to terms and conditions before proceeding 
with a transaction. 
 
An online contract is accepted and ‘signed’ when the purchaser clicks the relevant 
link to accept the terms. Courts in the United States have held that the purchaser 
must have ‘reasonably conspicuous notice’ of the terms for the click signature to be 
valid.  For example, terms should be displayed in reasonably sized text in a scroll 
box. Hyperlinks may be sufficient to put consumers on notice of terms.  However, 
a click signature may not be valid if the consumer does not reasonably know that a 
webpage contains contractual terms.

Please contact Craig Pryor or email craig@wmdlaw.com.au if you have any questions 
in relation to enforcing an online contract for the sale (or purchase) of goods or for 
advice in relation to your online terms of trade.

Source: Craig Pryor, Warren McKeon Dickson

Terry Dewing gives the 
beaches at Cronulla the 

thumbs up!

Segment Your Customers 
and Boost Your Profits (Even in Tough Times)

Contracts 
with a click of a mouse

Natalie Murphy at Moreton 
Bay with husband Lee  
and daughter Olivia.

Jeni Wilcock and family 
recently enjoyed a trip to 

Taronga Zoo.

Upcoming Events...
Thursday 19 March 2009 
Thursday 2 April 2009 

12pm to 2pm @ Sullivan Dewing
Marketing Forum
Make the most of your marketing 
dollar in these economic times.

Tuesday 24 March 2009

Marketing Essentials for 
Small Business
Learn the basic principals of 
marketing and practical ideas to 
implement in your business.   
This event is to be held at the 
Business Enterprise Centre,  
29-33 Waratah St, Kirrawee.

Thursday 30 April 2009

Economic Update
What is the current thinking & 
how to ensure your business is 
“Financially Well Organised”.

Thursday 18 June 2009

Succession Planning
What is your Success Planning 
Strategy?  
Steps you need to take to  
prepare your business for sale.

If you would like to know more information please call Jennifer Palmer on 9526 1211.

LIVING THE DREAM 
The Team at Sullivan Dewing Make the Most of their Holidays 




