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1. Product Description 
PBF (Australia) Ltd (PBF) is a national Public Benevolent Institution (charity).  Our mission 
is to reduce the incidence and impact of spinal cord injury.  While most charities fund their 
activities through fundraising, PBF raises most of its revenue through membership subscription 
fees.  Individuals, families, companies, clubs, and other organisations can apply to become 
PBF members and pay an annual membership subscription fee.  Membership fees are not tax 
deductible.  If a member sustains a permanent spinal cord injury*, they are entitled to apply for 
a lump sum Member benefit payment.  By offering membership and a financial product that 
is determined by the Board on a discretionary basis, PBF can offer a Member Benefit Payment 
product without establishing an insurance company.

PBF offers an entitlement for the events listed below, in accordance with the Terms and Conditions 
set out in the relevant Product Disclosure Statement.

•  Private Membership 

•  Corporate Membership 

•  Events Membership
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Legal Disclaimer

This Target Market Determination (TMD) is required under section 994B of the Corporations Act 2001 (Cth). It sets 
out the target market for the product, triggers to review the target market and certain other information. It forms 
part of PBF (Australia) Ltd’s Design and Distribution Obligations for this product.

This document is not a product disclosure statement (PDS) and is not a summary of the product features or terms 
of the product. This document does not consider any person’s or organisation’s objectives, financial situation or 
needs. Persons interested in acquiring this product should carefully read the product disclosure document before 
deciding whether to apply for membership of the product.
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2. Key Product Attributes 
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2. Key Product Attributes 

3. Description of the Target Market 
The information below summaries the class of consumers that fall within the target market based on their likely 
objectives, financial situation and needs that the product has been designed to meet

1. Class of consumers

• Mass market – individuals, families, body corporates and incorporated Associations or Clubs

• Consumers who do not require personal advice

• Consumers wanting to support a charitable organisation while also gaining eligibility to apply for a Member  
 Benefit Payment for themselves, their family, their employees and/or special sporting event participants

• Current age not more than 85 for new members

• Maximum available Member benefit payment of up to $250,000 subject to the Terms and Conditions

• Australian resident at the time of application
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2. Likely objectives and needs of consumers in the target market

3. Likely financial situation of consumers in the target market

As the membership subscription fees are paid annually and may vary from time to time, the consumer should have 
the financial capacity to pay the fees over the period they intend to be a member.

The potentially relevant sources of financial capacity the consumer must have, are one or more of the following:

• Is earning or generating an income;

• Has personal and/or corporate savings; or

• Otherwise has financial capacity to pay annual subscription fees (e.g. family or other relationships).
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4. Demographics and eligibility requirements of consumers in the target market
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4. How/why the key product attributes make it likely that this product will meet the likely needs of   
 consumers in the target market
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5. Distribution conditions 
The following distribution conditions apply to the products.

PBF Board Approval 
Benefit Fund Membership is available at the discretion of the Board

Distribution not under personal advice 
This product may only be distributed to consumers under General Advice.  No personal advice is to be provided to a 
consumer at any point in the distribution process.  

PBF Distributors must: 
• Be suitably authorised and operating under the PBF (Australia) Ltd AFSL; 
• Not accept an application from a person or body corporate who does not satisfy the demographic factors  
 and eligibility requirements in the Target Market as set out above; 
• Provide the applicant with the PDS; and 
• Undertake structured training and meet quality assurance standards
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This product may only be distributed through the following channels:

 PBF in bound calls by self-directed consumers or outbound calls in response to a request to obtain General  
 Advice, with no outbound ‘cold’ calling or sales 
 Online distribution - in bound requests by self-directed consumers through the PBF website, social media,  
 and digital platforms 
 Promotional workshops, presentations and/or events – consumers may be self-directed or request General  
 Advice 
 By direct application using the approved form 
 With the aid of an individual who is suitably authorised to provide General Advice

Why these distribution conditions and restrictions will make it more likely that the consumers who acquire the 
product are in the target market

Consumers are more likely to be in the target market if distributors: 
• Comply with PBF internal distribution policies and procedures. 
• Refrain from accepting applications from consumers that do not meet the relevant demographic and   
 eligibility requirements. 
• Provide customers with a PDS before they apply for membership.
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6. Review triggers and information to assess whether a review trigger has occurred
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7. TMD Review periods

The maximum initial period before this TMD is reviewed (initial review period)

Subject to intervening review triggers, no more than one year after the initial issue of this TMD

The maximum period before this TMD is reviewed (after initial review period)

Subject to intervening review triggers, no more than one year.

8. Reporting periods
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