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Welcome to edition two of the 
Moore Blatch Business Magazine.

Increasingly when we talk to businesses, they 
are keen to understand the broader issues, 
opportunities and challenges that could affect 
their businesses in the future. It is with this in 
mind that we have produced this magazine.

Articles range from looking at the City’s property 
market, the risks of social media and introducing 
a new way to solve commercial disputes. We also 
introduce our new managing partner as well as 
our new home in Southampton.

We also have a guest article from Carswell Gould 
on the steps you need to take to be compliant 
with the new General Data Protection Regulation 
(GDPR) coming into force May 2018.

We do hope you will enjoy the magazine which 
is packed full of what we think you will find 
interesting and helpful articles.

R O G E R  B A I L E Y
Partner and head of corporate
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N E W S

Why have you moved? 
For a number of years our Southampton operation was split across 
two sites with limited facilities. By moving into one, purpose built 
and modern office with all our people under one roof, we are better 
positioned to serve the needs of clients. We have a far more eco-
friendly office including a significantly more energy efficient building. 
The move has also enabled us to embrace technology to offer more 
ways to communicate and interact with our clients as well as improve 
our ways of working.

What’s different for clients?
In Gateway House, we have a more convenient location for our 
clients to get to, plenty of parking on-site and better meeting 
facilities. The move has enabled us to adopt more agile and flexible 
working practices meaning we are able to keep our operational costs 
down whilst also making our people and services more accessible  
to clients.

How is business?
Despite the challenges in the UK in recent years, including a 
recession and more recently the Brexit vote, Moore Blatch has 
continued to grow and expand its services. In addition to our office 
in Southampton we continue to have a strong practice in Lymington, 
our founding location where we have been present since 1797,  
as well as a large presence in Richmond and an office in the  
City of London.
 
What plans do you have for the future?
MOORE of the same! We have been fortunate to benefit from some 
wonderfully supportive clients who have returned to us time and 
again to help them with their legal needs as their businesses and 
families have grown and changed. Alongside this we have developed 
strong ties with the professional and wider business communities in 
which we operate. We fully intend on continuing to play a big role in 
all these communities and will continue to support all our clients – old 
and new in the future.

A NEW HOME FOR 
MOORE BLATCH 
IN  SOUTHAMPTON
In May 2017 Moore Blatch moved out of central Southampton into new premises at  
Gateway House in Chandler’s Ford, on the outskirts of Southampton. Thus we have 
embarked on the next phase of our exciting journey. 

In this short article we are sharing with you some information about why we have moved 
and what it means for you our clients and a little bit about our plans for the future.
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N E W S

MOORE BLATCH APPOINTS 
ED WHITTINGTON A S 
MANAGING PARTNER
Moore Blatch has appointed Ed Whittington 
as Managing Partner, taking over from 
David Thompson who, after 12 years in  
the role, is standing down.

As co-head of the real estate commercial division and head of the 
rural services team, Ed Whittington is recognised by Chambers as a 
“leading individual” who is “respected for his specialist knowledge of 
land law and hands-on approach.” 

Ed took over from David Thompson in September 2017. David will 
continue on at Moore Blatch as Partner and head of the regulatory 
and business crime team.

Ed commented; “Under David’s stewardship Moore Blatch has 
climbed the legal industry rankings with many of our lawyers and 
professional teams receiving national and local recommendations 
from professional bodies for the quality of their work. I share David’s 
ambition for the firm, and look forward to building on his success.” 

David said, “Ed has not only built up a formidable reputation as an 
exceptional lawyer, but has also been instrumental in leading the 
expansion of the commercial real estate division in the South  
and London. He has the personal and professional skills to oversee 
Moore Blatch’s continued growth across all business areas, and to 
cement its reputation as one of the South of England’s leading law 
firms. Moore Blatch is in very good hands.” 

E D  W H I T T I N G T O N D A V I D  T H O M P S O N
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As most business owners know, if you sell a business during your 
lifetime then you may be able to qualify for Entrepreneurs’ Relief, 
meaning a Capital Gains Tax (CGT) rate of just 10% for sales up  
to £10m. 

Often people focus on the CGT and forget to consider the 
Inheritance Tax (IHT) impact. Entrepreneurs often focus on the 
here and now, not realising that as long as their business qualifies 
as “trading” then the whole value could qualify for 100% Business 
Property Relief (BPR), meaning that it could pass to future generations 
entirely free of IHT. 

In order to claim BPR you need to have owned an interest in a 
business which is “wholly or mainly” trading for at least 2 years.  
This could be a family owned company, a partnership or as a  
sole trader.

One of the most tax efficient ways of passing on the value of your 
business is to keep hold of it until you die. In this way, as long as BPR 
was still available, then there would be no major tax consequences 
of passing the business to your intended beneficiaries, as there is also 
a CGT uplift on death, meaning no CGT at that time, as well as the 
valuable IHT relief.

If you are considering selling your business due to a terminal illness, 
it’s worth considering deferring the actual sale date but tying in the 
purchaser through cross-option agreements, so the business remains 
yours until your death ensuring you still get the benefit of the CGT 
uplift for your beneficiaries.

You should not, however, let the “tax tail wag the dog” and often 
there are sensible reasons for disposing of your business during your 
lifetime. It is in these circumstances that careful forward planning can 
save your family huge sums.

Critically, the ability to claim BPR stops once a binding contract to 
sell is in place, so anyone looking to sell a business is advised to seek 
advice well before committing to anything in writing. 

You may want to pass some or all of the business to your children 
and/or grandchildren before the sale, so as to pass wealth down the 
generations in a tax efficient manner. If so, it’s worth considering 
setting up a Trust. 

Then, when the business is sold, the trusts will hold cash. Unless that 
cash is reinvested in other business property which also qualifies for 
BPR, or the sale takes place more than 7 years after it was gifted to 
trust, it would be taxable to IHT. However, you will have managed to 
pass it to an entity without using your own tax free allowance.

If you have managed to plan very well ahead and the trust has held an 
interest in your business for more than 7 years, then the full value of 
the gift will have passed free of IHT, even when the trusts then hold 
cash or other investments which would normally be taxable. 

If you don’t want to gift any part of your business before the point 
of sale, then you could reinvest some or all of the proceeds in assets 
that also qualify for Business Property Relief, such as shares on the 
Alternative Investment Market. There’s also the option of becoming a 
gentleman farmer and leasing agricultural land on a Farming Tenancy. 
Whichever you choose you have three years in which to do so 
following any business sale. 

So, my advice is that if you are a business owner its worth taking legal 
advice if you are considering selling up, as the financial benefits of 
doing it in the most tax efficient manner are substantial.

B A R R Y  A D A M S O N

P a r t n e r ,  h e a d  o f 
p r i v a t e  c l i e n t  

020 8332 8679
barry.adamson@mooreblatch.com

If you own a business then you will know that how and when it gets sold, together with the 
tax you pay on sale, can make a huge difference to how much cash you receive. Failure to 
plan could mean 40% of the proceeds are lost to IHT

P R I VAT E  C L I E N T

40% OFF TAX
SALE OF THE CENTURY
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E M P LOY M E N T

As if HR isn’t complex enough, there’s now something else to look out 
for. If your holiday year runs from 1 April – 31 March, there’s a risk 

that this year you could breach employees’ holiday rights.

It’s all because Good Friday falls on 30 March in 2018, which means 
there are nine instead of eight bank holidays from 1 April to 31 March. 
If your contracts state that employees are entitled to 20 days’ holiday 
plus bank holidays, you’ll need to make sure their paid leave covers 
that extra bank holiday. If you don’t, you’ll be in breach of contract.

 
A  C O U P L E  O F  E X C E P T I O N S : 

If your contracts state explicitly that employees are entitled to 20 days leave plus eight bank 
holidays, and they take all the bank holidays as holiday (as well as 20 other days’ leave), 
this will mean they’ve exceeded their holiday entitlement for the 2017/18 holiday year..

If your employees agree to accept 20 days paid leave plus 8 bank holidays for 1 
April 2017 to 31 March 2018 (28 days holiday is the statutory minimum).

E V E R Y T H I N G  S O R T E D ?  N O T  Q U I T E … 

The ‘fun’ is likely to continue the following year, because between 1 April 2018 
to 31 March 2019 there may only be seven bank holidays. This means your 
employees will only have 27 days paid annual leave – one day less than the 

statutory minimum. So you’ll have to allow them another paid day off.

T H E  G E N E R A L  R U L E 

Making any unilateral change to employees’ holiday entitlement without their consent is a 
breach of contract. Therefore we advise that you consider what your policy will be in relation 

to the additional bank holiday and decide whether you need to communicate with your 
employees to prevent any confusion arising. If you’d like to know more about these rogue 
Good Fridays or just need to be certain what your contracts stipulate, please get in touch.

After all that, you’ll probably need a holiday!

HOLIDAY PAY? 
GIVE  ME A  BREAK!

N A O M I  G R E E N W O O D

P a r t n e r ,  e m p l o y m e n t  

020 3274 1006
naomi.greenwood@mooreblatch.com
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C Y B E R  B U L L Y I N G

The risk: Under the Health and Safety at Work Act employers 
have a duty of care to their staff. In the past bullying generally took 
place in the workplace, social media has now opened up a new 
arena. A recent study by experts at the universities of Sheffield and 
Nottingham found that eight out of ten employees have experienced 
cyber bullying in the past six months. The implications of online 
harassment can result in lawsuits against not just the perpetrator, but 
the employer too.

The solution: Ensure both your anti-bullying and harassment, and 
social media policies cover cyber bullying and make it clear to staff the 
consequences of any breaches. Also ensure the documents include 
reference to usage of social media outside of work in this context.

D E F A M A T I O N  A N D  C O N T E M P T

The risk: The number of defamation cases brought to civil court 
over social media increased 300 per cent in 2014 compared to 2013, 
and it’s not just individuals in the firing line. If a business leaves a 
defamatory Facebook post on their wall and fails to take it down if 
somebody objects to it, they are seen to be a publisher of that post 
and can be open to defamation or contempt proceedings.

The solution: Ensure your company social media profiles are 
monitored at least daily and that the team responsible for it has the 
necessary cover in place, for example, if a member of staff is on 
holiday. Unanswered requests to remove a post can be used against 
you in court.

U N F A I R  D I S M I S S A L

The risk: Negative comments made by staff on social media about 
their employer, clients or suppliers can have a huge impact on a 
company’s reputation. However, it is important to be aware that 
unless you have a clear social media use policy and are able to prove 
employees are made aware of it and receive adequate training, 
derogatory comments will by no means justify dismissal. Should an 
employee be fired if these documents are not in order, you could put 
yourself at risk of a costly unfair dismissal case. 

The solution: Work with your legal team or an outside professional 
to create a social media use policy for staff which covers exactly what 
is expected of them. Ensure this forms a part of the induction process 
and regular training and updates are given. Because social media 
evolves so quickly it’s vital to review your policy on a regular basis.

E M P LOY M E N T

Social media has created a new environment where businesses 
and people can interact more freely and frequently, but with it 
comes increased risk for businesses. 

With technology evolving at such a rapid rate, it is vital that 
employers are aware of the latest possibilities and how these 
relate to your legal obligations.

Here, Katherine Maxwell from Moore Blatch’s employment 
team highlights four areas businesses need to be aware of, and 
how to reduce the risk when social media is used by them.
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E M P LOY M E N T

TWEETERING ON  
THE WRONG SIDE  

OF THE LAW
 

HOW YOUR SOCIAL MEDIA POLICY 
COULD LAND YOU IN COURT

D I S C R I M I N A T I O N

The risk: Sites such as LinkedIn, Twitter and Facebook provide a 
huge opportunity for recruiters to find out more about the people 
they are considering hiring. While it’s safe for a company to deny 
someone a job because the candidate’s Facebook is full of status 
updates that are clearly unprofessional, there are other pieces of 
information that can be gleaned from social media that can’t be used 
when deciding whether to offer someone a job. This includes their 
age, sex, marital status or if they have a disability or are pregnant.

The solution: Put simply, do not allow these factors to be drawn 
into recruitment decision making. While it’s difficult to prove that 
a company has checked a person out on social media and shelved 
them because of their sex, age or status; emails between staff  
raising and commenting on these points as a negative can be used  
as evidence by a disgruntled candidate.

K A T H E R I N E  M A X W E L L

P a r t n e r ,  h e a d  o f  e m p l o y m e n t

023 8071 8094
katherine.maxwell@mooreblatch.com
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P E T E R  J E F F E R Y

D U E  D I L I G E N C E 
Buying a business is essentially no different to buying that second hand 
car. You wouldn’t part with your cash without checking the important 
details. You’d want to be sure you were buying what you wanted and 
expected, at a price you’re comfortable with.

Running such checks when buying a business is called due diligence – 
basically an audit of its business, legal and financial affairs. You should 
use due diligence to ask about issues such as intellectual property 
rights, material contracts, employees and property. 

Due diligence isn’t a substitute for a properly written contract. 
However, it helps you assess the business, decide what warranties 
you want from the seller, what liabilities you’re prepared to take on 
and whether you agree with the price or even want to proceed. 

W H A T  I F  Y O U ’ R E  S E L L I N G ? 
The second hand car I bought was probably spruced up before it was 
sold. Any scratches or marks were removed, the car given a wash and 
polish, and the interior cleaned up. 

Taking the same care when you’re selling your business will help you 
secure a quicker sale for a better price. You should be able to give 
positive answers to all the questions below. After all, a shiny car is 
more appealing than a dirty one!

W H A T ’ S  A T  T H E  H E A R T  
O F  Y O U R  B U S I N E S S ? 
Your buyer will want to be sure your sale includes everything your 
business relies on. If it’s intellectual property rights, who owns those 
rights? You or a third party? Can you prove your business owns them 
– either because they were developed by employees or the third 
party transferred all rights to you?

If the IP rights are still owned by a third party, does your business 
have a licence to use them and is it in writing? If not, what are the 
terms of the arrangement?

A R E  C O N T R A C T S  W I T H  C U S T O M E R S 
A N D  S U P P L I E R S  C R U C I A L  T O  Y O U R 
B U S I N E S S ? 
Which ones and are they in writing? If not, what are the terms and 
does the contract depend on your relationship with the supplier  
or customer?
 
Some contracts require the other party’s consent if you’re selling 
shares. When you’re selling your business, you may need the other 
party to agree the contract can be moved to the buyer. 
 

So, I’ve bought a ‘low mileage’ 
second hand car from the dealership, 
reassured that its one careful lady 
owner took loving care of it prior to 
my purchase. Now the advertisement 
didn’t say the lady owner was careful… 
but she must have been, right? 

C O R P O R AT E

P E T E R  J E F F E R Y

P a r t n e r ,  c o r p o r a t e 

023 8071 8040 
peter.jeffery@mooreblatch.com
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C O U L D  I T  C O N T I N U E  W I T H O U T  
K E Y  S T A F F ? 
Their knowledge might be vital, but do their contracts let them leave 
if the business is sold? Could you persuade them to stay – even if it’s 
only during the handover?

D O E S  Y O U R  B U S I N E S S  O W N  
O R  L E A S E  A N Y  P R O P E R T Y ? 
If it’s leased, you might need the landlord’s consent to your sale 
before the lease can be assigned to the buyer. 

Does your business have any past liabilities for property you 
previously occupied? Make sure you know what they are and  
what’s entailed.

C A R  F O R  S A L E ,  O N E  L A D Y  O W N E R ,
L O W  M I L E A G E
All the examples I’ve mentioned show that taking time to prepare 
your business will pay off when you come to sell. Identify what’s most 
important to your buyer, and wherever possible sort out those issues 
in advance. If that isn’t possible, at least you’ll be aware of them when 
you start to negotiate. 

Being ready for the due diligence process will help you, your buyer 
and the sale process. Meanwhile, I’m going to take a closer look at my 
shiny, one lady owner, low mileage second hand car.

    CAR FOR   
  SALE, ONE  
    LADY  
   OWNER,
   LOW 
  MILEAGE

C O R P O R AT E
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“ Alternative finance does 
what it says: offering a 
viable, fresh route to help 
fund your business.”

C O R P O R AT E
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There’s a growing buzz around alternative finance. It’s being hailed as a lifeline for SMEs 
finding it hard to raise funds via traditional routes. But will alternative finance float your boat 
or could you find yourself in choppy waters? We help you navigate the risks and the rumours.

Sourcing traditional lending (e.g. through the banks) can 
be very frustrating. Institutions often seem overly cautious, 
with requirements that are difficult or frankly impossible 
to meet. Fortunately, alternative finance does what it says: 
offering a viable, fresh route to help fund your business.

W H A T  I S  A L T E R N A T I V E  F I N A N C E ? 
Typically, alternative finance comes from pension funds, hedge funds 
or direct loan funds. Other sources include invoice discounting 
and supply chain finance, plus the more creative, headline-making 
routes such as peer-to-peer lending (P2P) and crowdfunding.

New regulations were introduced in 2016 to give SMEs better  
access to alternative finance providers, and they’ve certainly 
prompted an increase in take-up. What were the changes and  
how have they helped?

P U T T I N G  T H E  O N U S  O N  B A N K S 
The idea behind the new regulations is to ensure banks are more 
supportive of their SME customers. Even if they say no to funding, 
they’re still obliged to help. 

If you’re an SME customer and the bank rejects your request for 
finance, they must refer you to a finance platform that should 
match you with designated alternative finance providers. To 
discourage ill-advised lending, the bank must also share your 
information with designated credit reference agencies. 

The result is that SMEs are now more aware of the alternative funding 
options, and know how to access them. It could be the lifeline your 
business needs. But before you rush to grab it, be aware of the risks.

W H A T ’ S  T H E  B O T T O M  L I N E ? 
Alternative finance expands your range of options and products. 
So even if you’re able to secure traditional funding, the extra 
flexibility of alternative finance might suit you better. 

Don’t think of alternative finance as a last resort; it could be your 
first choice. But whether you need funds for a rescue package 
or to expand your horizons, be sure what you’re getting into.

W H A T  C O U L D  P O S S I B L Y  G O  W R O N G ? 

Alternative finance can look very attractive, especially 
when you’ve exhausted the conventional routes, 
but there are three main issues to consider:

1    Does the lender understand your market sector? 
Some alternative finance providers, such as hedge funds, 
will have specific areas of expertise. If your business 
operates within that area, that’s great, but if it doesn’t then 
the lender might not be appropriate.  
 
Similarly, alternative finance providers won’t necessarily 
have the banks’ expertise in key areas such as deal 
identification, relationship management or credit analysis.

2    Check the cost.  
Alternative finance providers might be more open-minded 
about risk, but consequently demand fixed and higher rates 
of return.

3    Be careful what you sign.  
Any legal documents or agreements are likely to differ 
from traditional finance documentation. We recommend 
you ask our advice before you commit.

R O G E R  B A I L E Y

Partner and head of corporate 

023 8671 8061
roger.bailey@mooreblatch.com

ALTERNATIVE FINANCE 
JUST  WHAT YOUR BUS INESS  NEEDS?

C O R P O R AT E
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P a r t n e r ,  c o r p o r a t e

023 8071 8025 
jeremy.over@mooreblatch.com

J E R E M Y  O V E R

Q. How do you achieve success for Moore Blatch clients? 
By helping them get where they want to be and protecting them 
along the way. Identifying and eliminating risk is a vital part of an 
MD’s role, so we’re always alert to anything that could be financially 
negative. At the same time, we never lose sight of the main objective: 
getting a deal across the line. 

For example, we’ll look out for possible legal pitfalls in a business a 
client wants to buy; it might be overdue health and safety assessments 
or discrepancies in employee contracts. We do the due diligence and 
identify the risk, so they can make the right decision and continue 
growing their business.

Q. Which deal are you particularly proud of?
I really enjoyed working on the management buyout of Vikoma. 
They’re an Isle of Wight company manufacturing equipment to 
deal with oil spills and clean the sea. What made me proud was the 
buyout ensured the long-term future of a company doing something 
amazing for the environment. It was also rewarding to know our 
work supported the Isle of Wight’s very important manufacturing 
sector and safeguarded a large number of jobs for local people.

Q. How do you feel the UK M&A market is doing at  
the moment?  
Nationally, the statistics say there’s not much M&A activity, but 
that’s not borne out at Moore Blatch! We’re seeing the leisure and 
hospitality sector pick up as consumers have more cash to go out and 
enjoy themselves. There are a lot of sales being done in London and 
they’re quite diverse, from bars and restaurants to bowling alleys and 
soft play areas.

Q. What’s changed about finance since the recession?
The recession forced businesses to find fresh new ways to 
raise finance. SMEs in particular are looking beyond bank 
lending and increasingly using smaller scale private equity 
investors or crowdfunding. The EIS Scheme continues to be 
popular; it allows investors to claim 30% income tax relief 
when they invest in a qualifying company. Many SMEs are 
using that to their advantage when looking for investment.

Q. Which of your personal qualities do your clients  
most appreciate?  
Knowledge and experience, so they tell me. But clients also want a 
team that learns how their business really works and what they most 
want to achieve. 

Focusing on the immediate task doesn’t always deliver the best 
results. The better we understand our clients’ long-term goals, the 
more we’re likely to discover the most rewarding opportunities.

F IVE  MINUTES  WITH…

JEREMY OVER

Jeremy Over is a partner with Moore Blatch’s corporate team. He specialises 
in helping clients do deals including acquisitions, disposals and fundraisings.

C O R P O R AT E
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 “ The better we understand  
our clients’ long-term goals, 
the more we’re likely to 
discover the most rewarding 
opportunities.”

C O R P O R AT E
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The new EU law - known as the General Data Protection Regulation 
(GDPR) - has massive implications for the way businesses collect, 
handle and process customer data. 

It has been nearly two decades since the UK’s data protection laws 
were last updated - via the Data Protection Act 1998. That legislation 
was introduced to bring UK law into line with the EU’s Data 
Protection Directive.

Since 1998, the world has seen an explosion of digital services 
and internet devices, the birth of online retail and mobile phones 
transforming into miniature computers. The new legislation will 
result in businesses facing grave consequences if they do not comply. 
Companies face fines up to €20million or four per cent of a company’s 
worldwide turnover, as well as loss of consumer and supply chain 
confidence, not to mention damage to reputations. The need for 
businesses to ensure they have robust policies, procedures and 
processes in place has never been greater.

So what’s changed?

Wider scope - The scope of the new rules is expanded. The GDPR 
will apply to all organisations processing personal data in relation to 
EU citizens, even if they are not based in the EU.

Responsibility for data processors - Only the data controller is 
responsible for complying with the Data Protection law. This is going 
to change. Under the GDPR and data processors will share more 
responsibility for complying with the new laws, for example data 
processors will have to adopt security measures. New terms must 
be included in agreements with data processors, for example data 
processor agreements must allow for a right of audit by the  
controller, return or deletion of personal data on termination of 
the agreement and a restriction on sub-processing without the 
controller’s agreement.  

Transfers outside Europe - The requirements for data transfers 
outside the European Economic Area have also been strengthened.

Wider scope of personal data and sensitive personal data -  
The definition of ‘personal data’ is more detailed and now includes 
location data, an identification number and an online identifier where 
these identify an individual. Personal data is also extended to include 
written records.

Sensitive personal data has been renamed “special categories of 
personal data” and enhanced to include genetic and biometric  

personal data (which identify an individual) and data about criminal 
convictions and offences can only be processed if permitted by law.

New transparency requirements - Under the current law the first 
processing principle requires processing to be fair and lawful.  
A new transparency requirement has been added to this principle 
so personal data must now be processed fairly and lawfully 
and in a transparent manner in relation to the data subject.

Wider purpose limitation - “Explicit” has been introduced into 
the purpose principle which now requires personal data to be 
collected for specified, explicit and legitimate purposes and not 
further processed in a manner that is incompatible with those 
purposes. The changes to the first and second principles will require 
organisations to give clear and comprehensive information to data 
subjects about how the organisation is going to process their data.

Enhanced consent requirements - Under the current Data Protection 
Act processing of personal data is only lawful if at least one of six 
conditions apply. Consent from the individual who is the subject of 
the personal data is one of those conditions. GDPR has introduced a 
significant change to the concept of consent. Consent must be “freely 
given, specific, informed and unambiguous. It requires “a statement” 
or “clear affirmative action” and the individual must be able to 
easily withdraw consent at any time. In addition where processing 
is based on consent organisation must be able to demonstrate that 
valid consent has been secured. Organisations are not required to 
automatically refresh all existing consents secured under current 
data protection law, but they must review these to make sure they 
will meet the GDPR standard. There are specific requirements for 
information society services offered to children - where consent 
is given by a child it is only lawful where the child is over 16 or the 
person with parental responsibility consents on the child’s behalf.

Greater accountability and compliance - The GDPR  
places new requirements on data controllers.

Data controllers must appoint a Data Protection Officer where their 
core activities involve certain types of processing such as regular 
and systematic monitoring of data subjects on a large scale, large 
scale processing of the special categories of data or data on criminal 
convictions/offences. 
 
They must also notify the supervisory authority within 72 hours  
of data breaches if the breach poses a “risk” to a data subject’s  
“rights and freedoms.” If the risk is “high” they must also notify the 
data subject.

GDPR -  ARE  YOU READY?
On 25 May 2018, the largest ever overhaul of data protection laws will take effect that 
companies must comply with or face heavy sanctions and potential damage to their 
reputation. To arm businesses with important information on what they need to do Carswell 
Gould and Moore Blatch are joining forces to help make a problem into an opportunity.

F E AT U R E
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Additional requirements on data controllers include the following:
• demonstrate compliance with the processing principle;
•  maintain detailed records of processing activities 

(applicable to larger organisations)
•  give more information to individuals about 

the processing of their data
• implement privacy by “design and default” 
•  ensure and demonstrate that processing is 

performed in accordance with the GDPR
•  carry out impact assessments when using new 

technology or high risk processing
• ensure staff process personal data on the organisation’s instructions

New rights for individuals - The GDPR introduces 
new rights for data subjects these include:
• enhanced rights of subject access
• erasure of data in several situations
•  right to prevent processing where data is 

inaccurate, unlawful or no longer needed
• opt out of profiling for direct marketing purposes
•  portability of data in a structured commonly 

used machine-readable format. 

Increased fines - The GDPR significantly increases fines for breach 
of the GDPR. For controllers, fines can potentially be up to 4% of 
annual worldwide turnover or €20 million, whichever is greater.

We spoke to Gareth Miller, managing director of award winning 
integrated marketing communications agency Carswell Gould to 
ask him how he thought these changes would affect marketers and 
what practical steps they could take to prepare for the changes.

Do you think that marketing organisations are sufficiently 
prepared for the change? 

Despite its introduction on 25 May 2018, many are still unaware  
of it. Consequently, this means numerous businesses have not  
taken any steps to prepare for the regulation which requires  
100 per cent compliance.

How do you think that the changes to consent will impact 
marketers?

With the new regulation, consent must be “freely given, specific, 
informed, and unambiguous”. This may require reviewing consent 

obtained under the existing data protection law to decide if it is GDPR 
compliant. Where consent does not meet the new GDPR standard 
and the organisation wants to use consent as a basis for marketing 
going forward it may need to contact its database and ask individuals 
opt-in to ongoing communication. Subscribers will also need an easy 
way to opt-out of marketing communications.

The higher standards for consent and the new obligation to document 
consent may mean that for contracts on existing datalists, marketers 
may need to seek new consent which is GDPR compliant.

What effect do you think the transparency requirements will 
have on the marketing industry?

In terms of security, the EU’s GDPR forces marketers to improve 
transparency for data protection and storage. The legislation gives 
more control to individuals and consumers over how their data is 
collected, handled and processed, which also gives them the right  
to access and remove their data.

What practical steps can marketing departments  
and marketing organisations take to comply with the  
new legislation?

Compliance will require better data management from marketers 
and less unnecessary data collection. It would be beneficial to assign 
someone to supervise the compliance process, making sure this 
person and organisation has extensive knowledge and experience  
in this area.

Marketers will need to urgently review their privacy policies 
and consent requests, as well as their procedures and contracts. 
Businesses also need to make sure they educate their staff on the  
new regulations as well as making sure there are new processes in 
place to comply.

What effect will the extra training and compliance measures 
have on the cost of marketing?
 
The Information Commissioner’s Office (ICO) estimates it will  
cost small to medium-sized businesses that use direct marketing an 
extra £76,000 a year, while training marketing staff is likely to be  
over £7,500.

But with the consequences of failing to comply proving far greater, 
businesses would do well to start getting their house in order.

F E AT U R E

D O R O T H Y  A G N E W

P a r t n e r ,  c o m m e r c i a l 

023 8071 8078  
dorothy.agnew@mooreblatch.com

J O H N  W A R C H U S

P a r t n e r ,  c o m m e r c i a l 

020 8332 8631 
john.warchus@mooreblatch.com

G A R E T H  M I L L E R

M a n a g i n g  D i r e c t o r 

Carswell Gould - carswellgould.co.uk 
gareth@carswellgould.co.uk
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A S S E T  R E C OV E RY

A NEW WAVE OF DISPUTE 
RESOLUTION. AN AWARD 
WINNING SMARTER WAY TO 
RESOLVE COMMERCIAL DISPUTES

WWW.ESCALATEDISPUTES.CO.UK

M A R K  O S G O O D

Partner 

023 8071 8140
mark.osgood@mooreblatch.com

ESCALATE PURSUING A 
COMMERCIAL  DISPUTE TENDS 
TO BE  A  COSTLY,  LENGTHY 
AND R ISKY UNDERTAKING.
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Pursuing a commercial dispute tends to be a costly, lengthy 
and risky undertaking, especially for small and medium sized 
businesses. Having listened to our clients’ needs and working 
together with other specialist firms, we have developed an 
award winning cost-effective, quick solution that may well 
be able to accelerate the settlement of suitable claims. 

Escalate is particularly well-suited to professional negligence 
claims, debt recovery actions and uncontested contractual 
and warranty claims. It may not be suitable for other claims 
particularly if they are more complex or bespoke such as 
shareholder disputes and IPR claims. As with all claims, we 
are happy to discuss alternative options with you.  

Normally litigation costs are based on the amount of time your 
lawyer spends working for you, and it’s not uncommon for these 
bills to spiral to the level of the damages that you’re trying to claim. 

Even if you can find a lawyer to act for you on a ‘no win no 
fee’ basis, you’ll still have to pay up front for disbursements 
such as court fees, which can be substantial.

And, of course, you could be liable for all or some of the 
defendant’s costs as well as your own if you lose the case.

It’s hardly surprising, then, that many businesses decide against 
pursuing a claim and reluctantly write-off what they are owed.

That’s why we’ve joined up with PKF Littlejohn and Bermans to 
create Escalate: a smarter way to resolve many commercial disputes.

What is it? 
Escalate takes a completely fresh approach focusing on 
disputes over £25k and up to £500k or more.

Escalate is a two stage process. Path A is accountant led and 
focused on finding a sensible settlement within three months for 
a fixed fee. We, as lawyers, offer background support if needed, 
and we use corporate recovery specialists to try and do a deal. 
In doing so, we will discover if the defendant can’t pay or won’t 
pay. If the latter, we will often find out why they won’t pay.

Path A has a fixed fee of £12,500.

If Path A is unsuccessful, the claim will escalate to Path B where 
we will assess the merits, issue legal action and pursue to trial 
while continuing to pursue a sensible settlement. Whilst this will 
cost you as the claimant, nothing, the defendant will have to 
engage lawyers and pay upfront costs for their disbursements.

In Path B, the cost to the claimant is 30% of the recovered 
damages to cover the After the Event (ATE) insurance 
premium, the funding costs, and our success fees – payable 
only from the sums that are actually recovered.

Without Escalate
•  First 6-12 months - legal case build rather 

than commercial negotiation
• Engagement with lawyers likely to be billed by the hour 
•  Upfront costs in case assessment and disbursements 

(court costs now prohibitive)

• Costs could spiral to the level of damages recovered
• Exposure to defendants’ costs as well as own costs
• Distraction from other work matters whilst pursuing the case 
• Average SME litigation case length is 18 months
• Unlikely to ever recover 100% of damages sought in any event. 

With Escalate 
•  Quick case assessment and targeted cash recovery within  

three months
•  No upfront costs ever – fixed fee agreed at the start and only 

payable if successful and from monies recovered
•  Controlled and capped costs when transferred to lawyer meaning 

you should get back more cash than if pursued without Escalate
•  Insurance embedded so you are protected from adverse costs  

on day one
• Funding for disbursement costs also embedded

What is the catch?
There is no catch as long as:
•  Path A is about recognising Cash is King! Claimant 

must be pragmatic, commercial and prepared to 
compromise for quick settlement and cashflow. If no 
compromise wanted then choose Path B…

•  Path B requires merits to be sufficiently good (c. 60%) to 
satisfy the insurer to enable the protection for adverse costs.

•  Prepared to play by the rules! Claimant is transferring all their 
financial risk to Escalate team and must acknowledge the 
commercial need for an influencing voice in the outcome of a case.

A  S U M M A R Y  O F  E S C A L A T E 

1    A new and unique approach to dispute resolution for  
SME’s providing: 
• Certainty of cost 
• Transparency of process  
• Fixed timetable 
• No risk

2    Escalate is focused on improving cash-flow 
and ‘nailing’ a swift commercial deal

3    Corporate recovery specialists undertake 
early negotiations rather than lawyers

4   ‘Big stick’ threat to Defendant as you have ‘nothing to lose’ 

5    Should a quick ‘deal’ prove unattainable there is 
a no cost, no risk solution embedded. Escalate 
removes all financial risk of pursuing a dispute, 
with experienced professionals in your corner 

6    The Escalate team can handle disputes 
of upwards of £25k in value

7   No restrictions on size or complexity

8    Not just for current disputes. Historic cases 
up to 3 years old can be unlocked

A S S E T  R E C OV E RY
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THE ‘SHARD’  
95% owned by the State of Qatar

HOW ROBUST 
IS THE CITY’S 
BOUNCE BACK?

“  80% of all investment 
transactions in London are 
from international investors.”

F R O M  B R I N K  T O  B O O M
Investment in London property is 18.5% higher than this 
time last year, according to Cushman & Wakefield research. 
Meanwhile commercial real estate firm CBRE reported that 
from January to March 2017, London saw its biggest quarterly 
total of transactions since 2014. HMRC says investment 
in UK commercial property is at a nine year high. 

Much of the investment currently pouring into London 
is from overseas: a staggering 80% of all transactions 
by volume coming from international investors. 

C H I N A  D O M I N A T E S
London has always been attractive to investors, but a 20% fall 
in the value of the pound has made it even more so. We’re 
seeing a race for the best assets and the best locations, with 
most of that interest coming from Asia, especially China. 

In the first six months of 2017 43% of transactions in the Square 
Mile were from Chinese investors. Chinese company CC Land 
recently bought the Leadenhall Building, known to many as the 
Cheesegrater, for £1.15bn. Undeterred by Brexit uncertainty, 
Mr Wong from CC Land spoke of his confidence in London’s 
property market, saying he was “in for the long term”. 

CC Land is a Chinese company based in Hong Kong, where 
prices are rocketing: £3bn was recently paid for a car park. 

The City of London’s property market  
just won’t fall down. Or will it?  
Archie Sherbrooke investigates.

It’s now nearly two years since we voted to leave the EU.  
And, as you’ll remember, it was the commercial property market 
that took one of the biggest hits from the Brexit vote. Many 
deals fell through, with property funds frozen as investment in 
UK commercial property dropped to its lowest level since 2012. 
Nowhere was this impact felt harder than the City of London. 

Few could have predicted how quickly the market has  
bounced back.

C O M M E R C I A L  P R O P E R T Y
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C O M M E R C I A L  P R O P E R T Y

THE ‘CHEESEGRATER’ 
Bought by China’s CC Land for £1.15bn

THE ‘WALKIE-TALKIE’  
Bought by Hong Kong’s Lee 
Kum Kee group for £1.3bn

THE ‘GHERKIN’  
Bought by Brazil’s Safra Group for £700mn

As a result, cash once invested there is going elsewhere and 
London’s relative affordability is proving a huge draw. 

T H E R E  H A S  T O  B E  A  B U T …
Not everyone shares Mr Wong’s optimism about London’s future. 
Recent business rates changes have hit the hospitality sector, with 
bars, restaurants and pubs all feeling the squeeze. Brexit concerns 
plus the weaker pound also make it harder for the sector to recruit 
good European staff. Yet a weak pound also creates opportunities… 

A N O T H E R  C R I S I S ?
In addition, in November 2017 for the first time in years interest 
rates rose, which will inevitably impact property. Nearly a decade 
later, many recall property’s role in the global financial crisis. 
Few could have predicted how quickly the market has bounced 
back, and understandably that’s raised concern. However, 
we’re now in a very different situation to 2008, with the banks 
far less exposed to the vagaries of commercial property. 

There’s also a wealth of available office space in the City of London, 
keeping rents unusually low. Even though we’re seeing the balance 
of power shifting to tenants (which is good for business), some 
worry about the commercial property market’s stability. London’s 
commercial property is highly reliant on the financial services 
sector, which may well flee abroad if Brexit talks go awry. 

L O N D O N  C A N  T A K E  I T
Look a little deeper and the picture is different. London’s commercial 
property market is sophisticated and resilient, surviving many a 
political storm. Going back tens if not hundreds of years, the market  
is built on a steady and strong economy, plus our rule of law.  
Despite a possible post-Brexit exodus, no European jurisdictions 
come close to London – it would take places such as Frankfurt years 
to reach parity with us. 

Our Asian counterparts clearly see long term value in London’s 
commercial property market. We too should be confident that  
the market’s foundations will ride out changing interest rates, a 
weaker pound, Brexit and whatever other political dramas the  
future may hold. 

A R C H I E  S H E R B R O O K E

Partner, City of London 

020 3192 5625
archie.sherbrooke@mooreblatch.com
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Free expert legal  
clinics for businesses
Moore Blatch holds regular legal clinics offering businesses and entrepreneurs 
free 30 minute meetings, either in person or by phone. 

We are committed to supporting our local thriving business community and business 
initiatives. With access to some of our leading business lawyers, the clinics will offer 
advice on:

TO BOOK AN 
APPOINTMENT 
Please email:  
marketing@mooreblatch.com 
outlining the area in which you 
would like advice.

•  Commercial law and contracts
•  Information technology and intellectual property issues
•  Corporate sales and mergers and acquisitions
•  Employment and HR law
•  Commercial Property issues.

The clinics take place every last Friday of the month at the Moore Blatch Richmond  
and Southampton offices. All meetings or calls need to be arranged in advance.
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Y O U R  I P  I S  P R I C E L E S S 
From your brand name to the products or services you create and  
the processes you use, your IP is what sets your business apart.  
Imagine the disruption and financial damage if a rival started  
trading under your brand name or copying your products.

Your copyright, trademarks, design rights and patents are all unique 
and should be protected by IP rights. IP also adds significant value to 
your business. When your key assets are unprotected, your business 
is vulnerable, and less attractive to potential buyers.

M A K E  Y O U R  N A M E  S A F E
Your business probably has at least one domain name, and possibly 
others you either use or keep in reserve. To protect them, make sure 
they’re registered in the name of your business. 

It’s possible your domain names are registered in the names of 
directors or employees who’ve since left the business or even 
web developers with whom you’ve lost contact. Check now, and 
if necessary take action to make sure that your domain names are 
registered in the name of your company.

P R O T E C T  Y O U R  I P  A S S E T S
If you’ve ever hired a third-party supplier to write or design software, 
databases, your website or logos, do you know who owns the rights 
in their work?

Check the terms of engagement. If the work they have created for 
you is not already licensed or assigned to your business, get that 
changed. It can be as simple as asking the supplier for a licence or 
confirmatory assignment, but it’s best to ask for advice first.

P L A Y  B Y  T H E  R U L E S
If your business uses proprietary software (such as Microsoft Office), 
make sure you have sufficient software licences to cover all your 
users. Too few means you’re effectively infringing IP rights and could 
be sued. 

K N O W  Y O U R  I P  R I G H T S
Ideas cannot be protected, but copyright can protect an idea once the 
idea is expressed in a work. A new invention that involves an inventive 
step and is capable of industrial application can be protected by a 
patent. Registering your trading name or logo as a trade mark can also 
safeguard your brand. These IP rights can be used to prevent your 
work or investment being used without permission and means you 
can benefit from it by charging others for the right to use it.

PROTECTING YOUR BRAND IS MORE 
THAN JUST A COPYRIGHT LOGO

W H A T  H A P P E N S  T O  I P  W H E N  Y O U 
A R E  S E L L I N G  Y O U R  B U S I N E S S ? 

Share and asset sales
In share and asset sales, buyers will want details of all the IP 
you own and/or use. They’ll search public registers and
commercial databases, and ask for copies of contracts, 
assignments and licences. If there are any gaps in your records, 
you may have to provide warranties to confirm that: 
 •   your business is the sole legal and beneficial owner of all 

right, title and interest in and to the relevant IP
 •   the IP is free from encumbrances
 •   the use and exploitation of the relevant IP will not infringe 

the IP rights of any third party 
 •   the IP is not and has never been infringed by a third party.

Share sales
In share sales, your IP assets still belong to your business. 
There’s no need for IP transfer documents unless the IP assets 
in question are owned by a different company from the one 
being transferred or if the licences end because of a change of 
control. In these cases, your buyer will need to negotiate with 
the licensor or owner for a new licence or assignment.

Asset sales
In asset sales, the title to each IP asset sold must be 
transferred. This can be included in the sale agreement or by 
standalone documents. After the transfer or any registered 
IP, the relevant IP registers should be updated with the new 
owner’s details. If you’ve used IP under a licence and the buyer 
wants to continue using the IP, that licence must be transferred 
to the new owner. We recommend you ask for advice before 
you commit.

C O M M E R C I A L

D O R O T H Y  A G N E W

P a r t n e r ,  c o m m e r c i a l 
023 8071 8078  
dorothy.agnew@mooreblatch.com

You’ve dedicated endless time and money into creating the brand for your business. Every asset 
of your brand, from your website and logo to the products and services you create is part of your 
business assets, and now need to be suitably protected. It’s vital to keep on top of your Intellectual 
Property (IP) – to safeguard your brand, stay in business and avoid falling foul of the law.

“The 2017 Intellectual Property Office report states that UK investment in branding totalled  
£15.1 billion in 2014”
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In today’s technological world, data can be microscopically analysed 
instantly, allowing organisations to get vital feedback and make better 
decisions. They key thing, though, is what to do with the data. 

In this article, Hugh Cox, Chief Data Officer at pioneering software 
company Rosslyn Data Technologies, and recognised as one of the 
UK’s leading data experts by Information Age, reveals insights on the 
subject of data analytics. He believes businesses can now quickly plan 
and run successful big data projects that deliver immediate value.

G E T T I N G  V A L U E  F R O M  
B I G  D A T A  A N A L Y T I C S
Many organisations now understand that by utilising data they can 
apply analytics and get significant value from it. It is not a new concept 
but the opportunities created in the digital era provide greater insights 
that previous generations understandably could not begin to match.  
It includes areas such as storage, analysis, data curation, search, 
sharing, transfer, updating and information privacy.

As well as providing tremendous revelations, big data analytics also 
offers two other key advantages - speed and efficiency, which gives 
businesses a competitive edge they didn’t have before.
 
T H E  U S E  O F  C L O U D  T E C H N O L O G I E S
The average cost of a big data project is expected to rise to $6 million 
over the next two years as companies invest more in hardware, 
software and training, according to a survey conducted by Dell.  
Great for vendors, but not so for companies who want to exploit  
the value in the explosion of data.

What Dell’s research is actually telling us, is that far too few 
organisations realise what they can achieve with today’s cutting-edge 
technologies and agile delivery models such as cloud computing.  

DATA ANALYTICS
AND HOW BUSINESSES  CAN RUN 
SUCCESSFUL B IG  DATA PROJECTS 

Big data analytics examines large amounts of 
data to uncover hidden patterns, correlations 
and other insights for businesses. It is a term 
for data sets that are so large or complex 
that traditional data processing application 
software is inadequate to deal with them.

F E AT U R E

1   Use cutting-edge cloud technologies provides a faster 
and less expensive way for business and technology 
leaders to plan, test and run big data initiatives

2   Understand the technology and context it is being used 
and that it is not a miracle cure to all business problems

3  Use big data and AI alongside human intervention

4   Take a step back to understand and articulate what you 
are trying to achieve and create a strategy around this

5  Use a variety of technologies and be prepared to try and fail 

6  Use common sense and don’t assume it has all the answers

B I G  D A T A  T I P S
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Companies no longer need to pay yesterday’s extortionate prices 
to get their big data analytics to perform today. A faster, more 
affordable way for business and technology leaders to plan, test 
and run big data initiatives - once reserved for only the largest 
enterprises in the world - is now available to everyone.

B I G  D A T A  A N D  
A R T I F I C I A L  I N T E L L I G E N C E
The convergence of big data with Artificial Intelligence (AI) - the 
simulation of human intelligence by machines - has led to some 
seeing it as a miracle cure to all business problems. So much, in 
fact, that many are prepared to throw big money at it. Yet many 
are unaware it has limitations and requires business leaders to have 
a good level of understanding of the technology and context it is 
being used in rather than purely relying on it to deliver the results 
you want. Using cloud services enables businesses to tap into data 
findings at a more affordable price. 

S T R U C T U R E D  A N D  
U N S T R U C T U R E D  D A T A
Data is broken up in to two different categories: structured 
and unstructured. Structured data is made up of things such as 
market data, transaction data, POS data and call detail records. 
Unstructured data includes email, social media, mobile devices, 
messaging, contracts and videos, among other things. Unstructured 
data makes up 90 per cent of all data. The technological 
progression means the scale of the world’s data is becoming even 
larger, resulting in an increasing need for greater capacity to store 
and analyse data. Yet, perhaps surprisingly, only 0.5 per cent of all 
aggregated data is ever analysed. On Google, for example, only 
items that are indexed will show up, which means that most things 
remain unseen.

U S E  C O M M O N  S E N S E
While big data and AI can be important tools, their use is minimal 
without human intervention. Businesses should take a step back to 
understand and articulate what they are trying to achieve and create 
a strategy around this. They should use a variety of technologies and 
be prepared to try and fail and use different approaches and don’t 
assume it has all the answers. It needs to be controlled and managed, 
which will avoid you getting stung for huge costs.

W W W. R O S S L Y N A N A L Y T I C S . C O M

H U G H  C O X ,  F O U N D E R , 
C H I E F  D A T A  O F F I C E R

Recognized as one of the UK’s leading data experts by 
Information Age, Hugh co-founded Rosslyn Analytics Ltd with 

Charlie Clark. Hugh helps executives at public and private 
sector organizations tackle business issues through technologies 

including cloud computing, data management and analytics.

Hugh has authored and spoken extensively on the subject of data 
analysis with particular focus on fraud prevention and detection, 

through the deployment of cloud-based analytics platforms.

Prior to establishing Rosslyn Analytics, Hugh held senior positions 
with COO Investments (EMEA) and Citigroup Private Bank. 
He also worked for Perot Systems, JP Morgan and Logica.

After leaving the British Army, Hugh took a BSc 
in Computer Science and an MBA from City 

University Business School, London, UK.

F E AT U R E

“  Only 0.5 per cent of 
all aggregated data 
is ever analysed.”
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Penalties for health and safety, corporate manslaughter and food safety 
offences have been increased in recent years. With a widespread 
belief that punishment was inconsistent and too lenient, we’re now 
seeing bigger fines and longer sentences in relation to their turnover. 

In the past big businesses often seemed to get off lightly, but that’s all 
changed and there have been some headline-making fines. For the 
life-changing injuries and other distress caused by health and safety 
failures on its Smiler roller coaster, Alton Towers was fined £5 million 
plus nearly £70,000 costs. 

C O U L D  Y O U R  B U S I N E S S  
S U R V I V E  A  F I N E ? 

Sentences aren’t simply intended to match the severity of the offence. 
Fines are also designed to eliminate any financial benefit gained  
by firms that have been saving money by compromising safety. 
SMEs are now especially vulnerable, because the fines are now 
based primarily on the offending business’s turnover. There’s 
anecdotal evidence that some smaller businesses facing serious H&S 
proceedings have put themselves into administration, believing the 
likely fine would force them to shut them down anyway.

TAKE EXTRA CARE 
HEALTH AND  
SAFETY SENTENCES 
ARE  TOUGHER 
Sentencing reforms has turned up the heat 
on sentencing for health and safety breaches. 

1   Think preventively. Make sure your health and safety policy 
meets all the Health and Safety at Work Act requirements.

2   Review your policy regularly. Businesses change rapidly, so 
it’s highly likely you’ll need to update your H&S policy too.

3   Don’t be tempted by a ‘one size fits all’ approach to 
risk assessments. Many activities are unique and need a 
specialised assessment.

4   Communication is vital. Everyone in your premises, staff 
and visitors, need to know your H&S policy. Just having 
a policy isn’t enough – you need to prove everyone 
present has been trained and understands the rules.

H E A LT H  A N D  S A F E T Y

Our essential  
Health and Safety tips:

“ The bigger fines  
are designed to eliminate 
any financial benefit gained 
by saving money at the  
expense of safety.”

D A V I D  T H O M P S O N

P a r t n e r ,  h e a l t h  &  s a f e t y

023 8071 8037
david.thompson@mooreblatch.com
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N E W S

P a r t n e r ,  h e a l t h  &  s a f e t y

023 8071 8037
david.thompson@mooreblatch.com
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w w w . m o o r e b l a t c h . c o m

This magazine has been produced by Moore Blatch LLP. It is intended to set out general information, it is not intended to be a replacement for detailed legal advice.

To the extent permitted by law, Moore Blatch LLP will not be liable by reason of breach of contract, negligence or otherwise, for any loss or consequential loss occasioned to any person 
acting, omitting to act, or refraining from acting in reliance upon this material, or arising from or connected with any error or omission in this material. Consequential loss means any 
loss of anticipated profits, damage to reputation or goodwill, loss of expected future business, damages, costs or expenses payable to any third party or any other indirect losses.

The copyright in this material belongs to Moore Blatch LLP and it may not be reproduced in any form (in whole or in part) without prior permission of Moore Blatch LLP.


