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Weather-wise, it’s been a bit of a slow start 

to the season across much of Australia. After 

a period of sustained drought, we’ve been hit 

by the double-whammy of lower-than-average 

temperatures and more than a little rain in 

many coastal regions — it seems winter ar-

rived slightly late this year. With a bit of luck, 

the weather hasn’t had an adverse effect on 

business and things have picked up in your 

neck of the woods.

Even if you are run off your feet, you’ll hope-

fully find a few minutes to peruse the summer 

issue of Pool+Spa magazine.

For business owners and managers not yet 

convinced about getting online, our article 

on the changing habits of consumers when 

it comes to sourcing services may change 

your mind. The digital divide is growing and 

those who don’t get on board risk being 

left behind.

We also take a look at what happens when 

demand for a trade outstrips supply. De-

creased interest is threatening the ongoing 

availability of some vocational education 

courses, which will become an industry-wide 

problem without a concerted effort to turn 

things around. We’ve taken a look at the 

broader impact of this issue and what industry 

members can do to help rectify the situation.

As per usual you’ll find some project case 

studies, which are sure to illuminate and in-

spire, including how to overcome the unique 

engineering and construction challenges 

faced when restoring an ageing commercial 

aquatic facility.

This is the last issue of Pool+Spa magazine 

for 2018, so please do enjoy the rest of the 

summer season and we wish you and your 

loved ones a safe and happy Christmas and 

New Year. See you in 2019!

All the best,

Dannielle Furness

Editor

Your copy of Pool+Spa is now available as an online eMag.  

REaD ONlINE!
www.poolandspareview.com.au/magazine
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The way Australians source and select trades and other 
service providers is changing. Can you afford to be left 
on the wrong side of the digital divide?

A
s anyone who lived through the ‘threat’ of catas-
trophe courtesy of the Y2K bug can tell you, not 
every technology prediction plays out the way the 
experts initially imagine. We’ve been hearing about 
the potential negative impact of continually evolv-

ing technology for decades, some put forward with a greater 
sense of hysteria than others: the rise of artificial intelligence 
will render us all jobless; drones will be used to deliver our 
packages; driverless cars will take over the roads.

In focusing on the big or shocking predictions, we often 
ignore the small, creeping changes that sneak up and change 
the status quo. Whether we are paying attention to new tech-
nologies (or see the potential for change in a broader sense) 
can be attributed — at least in part — to our age.

Our age defines us
Whereas older Australians often continue to utilise old-school 
methods, digital natives (those born in the internet age who 
are completely at ease with computers and a life lived online) 
will always look first to technology to solve a problem.

This difference is illustrated in a 2018 study conducted by 
online trade sourcing hub HiPages. The company commissioned 
the study and released a report on its findings based on research 
conducted by EY Sweeney and L.E.K. Consulting. EY Sweeney 
conducted a survey of over 500 consumers and 500 trades-
people nationwide to ascertain insights into current pain points 
(for both sides of the equation) and the potential for industry 
growth. L.E.K. surveyed over 1000 consumers and nearly 400 
tradespeople to ascertain the size and shape of what is referred 
to as the ‘residential trade economy’.

The upshot — the report ‘The On-Demand Tradie Economy: 
Reimagining Australia’s residential trade sector’ — found that 
some habits, as they say, die hard and that many Australian 
trades and industries are lagging in terms of consumer expecta-
tion when it comes facilitating an easier way to do business.

The way we were… and where we’re going
According to the report, consumers looking for a tradesperson 
30 years ago relied heavily on word of mouth and paper direc-
tories like the Yellow Pages. When looking at current practices, 

The digiTal divide
Dannielle Furness
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it found that the rate of technology adoption by both consumers 
and trades remains relatively slow when compared with other 
industries. More than 70% of surveyed consumers still engage 
trades through ‘old school’ word of mouth, or by contacting a 
previously used tradesperson.

When broken down by age, that number starts to shift. When 
averaged out, 47% of consumers rely on word of mouth and 41% 
will contact a previously used tradesperson. In the over-60 age 
bracket, that 41% increases to 60%, meaning older customers 
tend to ‘go with who they know’.

Looking at newer ways to source, search engine use accounts for 
39% overall, but that figure jumps to 53% of those surveyed aged 
under 35 years. Remarkably, 19% of total respondents are still us-
ing traditional directories, which comes in ahead of the 16% using 
specialised websites (like HiPages). Perhaps not surprisingly, social 
media is also skewed towards a younger audience — 36% under 
the age of 35 seek trades via Facebook and other social platforms, 
with that figure decreasing to 19% when all ages are factored in.

So… on the consumer side, we know that millennials are 
heavily leveraging what the report refers to as the ‘on-demand 

tradie economy’ and older Australians are slower to uptake. 
From the trade perspective, online platforms are the preferred 
avenue for millennials (36%) and Gen X (34%) to market 
themselves and source new business.

Given the source of the report, it’s not surprising that 
there is a focus on the importance of positive online reviews 
as an avenue for future business. Possible vested interest 
aside, online reviews are today’s word of mouth, so they are 
increasingly important to any business looking to attract new 
customers. We’ve moved from a world where positive word 
of mouth came from people known to the potential client. 
Thanks to our growing connectedness, anyone with access to 
the internet is a spokesperson for your business — be it a 
positive or negative voice.

How we engage
Once a customer has found a likely contender, they obviously 
need to initiate contact — and this is where things get interest-
ing. 66% of survey respondents make a telephone call in the 
first instance, 32% send a text message, 27% rely on email, 

b u S I N E S S  &  T E C H N O l O g y
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23% favour social media and only 19% will make an enquiry 
directly via the business’s website (note that the total exceeds 
100% as some respondents selected more than one approach).

Despite an increasing reliance on digital tools, the humble 
phone call wins out when it comes to making contact and the 
most likely explanation for this is the immediacy of results. With 
text messaging identified as the next closest preferred option, 
we can surmise that landlines are probably on the way out as 
a business tool. The fact that less than one-fifth of respondents 
look to a company website for initial contact doesn’t mean that 
websites themselves are unwarranted — they’re still a power-

ful showcase of expertise and ability — but you can probably 
save yourself the trouble of including an online enquiry form.

Customer pain points
The report also aimed to uncover the things customers hate when 
it comes to sourcing service providers. The number one irritant is 
finding someone who will show up on time, nominated by 48% 
of respondents. There’s not much separating the second prob-
lem — 45% of customers don’t like being hit with unforeseen or 
unexpected costs. A further 33% said paying in cash was a pain 
(again, multiple responses mean the numbers exceed 100%).

These issues may not initially appear as problems to be solved 
by technology, but they are symptomatic of the general change in 
customer expectation. Thanks to the prevalence of mobile tech-
nologies, we now demand speed, ease of use and transparency 
in most transactions, and engaging a trade or service provider 
is no different.

HiPages says these results underline the need for tradespeo-
ple to optimise invoicing and payments methods. While this is 
obviously directly connected to its own product offering, it does 
highlight the changing billing and payments landscape. In the age 
of tap-and-go and buy-now, pay-later, Australian consumers are 
carrying less cash and used to doing things on the fly.

Industry pain points
The report also looked into problems experienced from industry — 
37% of respondents have problems getting paid, 33% bemoaned 
the time required to prepare quotes, 33% say it’s hard to find 
employees, 29% nominated administrative burden as an issue 
and 29% said payroll and taxes were a pain point.

According to the report, one in four tradespeople has rejected 
a project in the last 12 months due to an overwhelming admin-
istrative burden. Seven out of 10 recognised that technology 
implementation like GPS use, mobile payment solutions and 
scheduling software could solve many of these problems. The 
bonus here is that these improvements would all directly address 
the previously identified customer issues.

The takeaways
Given the availability of technology solutions designed specifically 
to address the issues found on both sides of the equation, the 
slow rate of uptake in trade and residential service provider sec-
tors is hard to explain. There are many simple and low-cost new 
technology alternatives — and an increasing number developed 
specifically for the pool and spa industry — that offer easier ways 
to attract new clients and keep the wheels turning smoothly, 
especially when compared with traditional practices.

As digital natives move through more mature life stages, they 
will use the tools and technologies inherent in their lives to search 
and source tradespeople and service providers that operate in a 
way that makes sense to them. The ‘man in a van’ with a hand-
written invoice who wants to be paid in cash probably doesn’t 
feature too highly in that regard. The digital divide may have crept 
up slowly, but it’s not going anywhere and it’s widening with each 
day. If you haven’t already taken stock of the way you do busi-
ness and acknowledged the changing expectations and needs of 
your clients, maybe now is the time.

AnyOne wITH ACCess TO THe InTerneT Is A 
spOkespersOn fOr yOur busIness — be IT 
A pOsITIve Or negATIve vOICe.
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MakINg wavES

Recently I had the privilege of travelling to 
the US for a trade expo. Time away from 
day-to-day business, to immerse myself in 
new ways to educate, see new products and 
programs and enjoy networking opportunities, 
is always refreshing. New ideas flourish, but 
on this trip I found I was most surprised by 
the different company, national and personal 
cultures I encountered.
If you’ve ever travelled through America, you’ll 
recognise the formal politeness extended by 
the average person — “Hello sir, have a nice 
day ma’am, please and thank you” are all 
common place. This is especially true of the 
tipping culture on show in restaurants and 
service industries, but it resonates across 
the entire national culture. This trip I had 
time to observe and listen to many sales 
pitches from owners and account managers who were highlighting 
their specific product or service.
After listening in on one particularly friendly and polite interac-
tion, I asked the exhibitor if that was his usual pitch, to which he 
replied, “Of course! It’s harder for them to walk by or dismiss me 
when I have a smile on my face and genuinely want to be kind.”
I reflected on the wisdom of making an active decision to be 
kind and polite during a business transaction and found myself 
challenged by the realisation that the speed of business and 
time pressure I often feel probably doesn’t allow me to leave an 
impression of ‘kindness’ after every meeting.
While watching this mass of promotional people competing for the 
attendee’s time, I also noticed that being polite doesn’t neces-
sarily mean fighting fair.
An instance of this really stood out: two salespeople within a few 
metres of each other — separated by another stand, but with a 
clear line of sight across the walkway — deemed that they were 
selling competing products. Both exhibitors were polite, person-
able, smiling and passionate about their offering. This changed 
the moment the conversation moved to their product versus the 
opposition’s. Both parties launched into an attack on the opposi-
tion’s claims — faults were highlighted, non-compliance inferred. 
This became worse when I asked about technical aspects. They 
both attempted to bamboozle me with technical jargon (that 

didn’t answer the question), followed by 
a wide-eyed pause or looking heavenward 
(as though the answer was to be found 
up there). In both cases, further queries 
resulted in subterfuge — “I can’t go into 
that, as the information is proprietary” or 
“Opposing product X can’t do what ours 
does”, “Their material is false”, etc. etc.
This left me feeling deflated and unwilling to 
stay for a moment longer. Politeness wasn’t 
really kindness and both parties actively 
fought dirty. I watched these vendors off 
and on from a nearby coffee stand over 
the next few days. Visitors would come 
and listen, but their body language said it 
all — slumped shoulders, no eye contact, 
arms folded and a polite excuse to leave.
Unfortunately, this poor response to sales 

questions is common worldwide. Passion and enthusiasm is a 
great source of energy and it fuels both hard work and our drive 
to deliver on strategies and desired outcomes. But sometimes 
our passion can get the better of us — especially when we 
feel we are in the right. We all know it’s poor form to complain 
about a rival or slam a competitor’s product, so the difficulty 
isn’t maintaining a polite and ‘kind’ approach, it’s whether we 
can fight fair and clean.
It is obvious when exhibitors have a sales pitch tailored to specific 
environments (like trade shows) and sometimes we just get on 
a roll and run through the script without thinking. Attendees will 
listen to a well-informed skilled professional, irregardless of the 
product on offer, and competition is a natural part of business.
Ensuring your team knows your product inside and out — and 
can articulate the benefits — is key to being a market leader. 
Even when under competitive stress, the best sales people will 
remain polite and kind, but also win by fighting fair and clean.

Lindsay McGrath
CEO
SPASA Australia

Be polite when 
fighting fair
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MakINg wavES

Zodiac settles patent infringement case
Zodiac group australia Pty ltd, a Fluidra Company, would like to announce that 
the Federal Court proceedings instituted by Zodiac against the evolve group for its 
patent infringement of Zodiac’s Magna Pool Mineral Patents by the Poolrite branded 
Revive minerals has concluded with a satisfactory out of court settlement.

Under the terms settlement, it was determined that Zodiac’s patents stand and 
remain enforceable and that evolves infringing products would be reformulated to 
no longer be within the patented range of the MagnaPool mineral blend, thereby 
strengthening the market position of Zodiac’s MagnaPool Mineral products as a truly 
unique, market leading and patent-protected product, unrivaled by others in the 
market for the mineral treatment of pool and spa water. Zodiac remains committed 
to defending its rights and those of its dealers where those rights are challenged.

Support ‘Buy a Bale’ and 
help aussie farmers
Supreme heating is supporting the Buy 
a Bale campaign to help aussie farmers 
battle ongoing drought conditions. The 
company is asking clients and other 
members of the industry to consider doing 
the same.

The drought appeal campaign provides 
“meaningful support for farmers by 
delivering hay and other essential items 
to farmers who have no feed left for their 
cattle”, according to the Buy a Bale website.

Supreme is actively promoting the 
program to its customer base via online 
and print materials distributed throughout 
its trade network including pool shops 
and builders. The company says that the 
industry recognises it is perceived as a 
large user of water and credits this for 
kick-starting initiatives that support and 
promote responsible pool ownership.

among these init iat ives,  Smart 
approved WaterMark Certification is 
australia’s water-saving labelling program, 
intended to reduce water use around the 
pool. Supreme pool covers are certified 
by the Smart approved WaterMark and the 
company wants to cement the link between 
responsible pool ownership and water 
conservation. To help aussie farmers, 
Supreme will donate $10 from every pool 
cover purchase made between 1 September 
and 31 december 2018 to the Rural aid 
Buy a Bale campaign and is encouraging 
customers to make direct donations to this 
very worthy cause.

You can find further information on the 
Buy a Bale, Rural aid or Supreme heating 
websites.

New filtration media delivers savings
Sunshine leisure Centre in victoria has joined the Willoughby leisure Centre as 
one of australia’s first sites to implement an OC-1 plastic water filtration system, 
according to an australasian leisure Management report.

The system replaces a traditional sand filtration system and promises to 
deliver an estimated $20,000 cost saving per year, through reduced water and 
energy use.

according to the report, Mayor of Brimbank Council (operator of the site), 
Margaret giudice, said the motivation was multifaceted.

“in addition to keeping the pool water clean and fresh for users, the new 
filtration system reduces water consumption, chemical usage and heating, 
resulting in overall improved water quality and significant energy savings. it’s a 
good way to limit our carbon footprint as well.

“The new pool filtration system will help us to improve water quality and in 
doing so, provide a better swimming environment to be enjoyed by all.

“With almost 580,000 visitors a year to our leisure centres, it’s not hard to 
see that leisure facilities are important in our community.

“as the warmer weather approaches, we want to encourage the community to 
get active and visit our leisure centres — it’s a great way to cool off in the heat 
and improve overall health and fitness,” giudice said.
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MakINg wavES

Swimming on the river, in the river
a new proposal from aRM architecture could see Perthites (Perthonians?) 
simultaneously swimming on the Swan River while in the Swan River.
The Swan River deck is the brainchild of local professionals with the 
experience, vision and desire to bring the concept to life.

The proposed development includes a 100-metre swimming pool filled 
with filtered water taken from the river, which has been influenced in part 
by the +Pool development in New York. +Pool is “a plus-shaped, water-
filtering, floating swimming pool, designed to filter the very river that it 
floats in through the walls of the pool, making it possible for New Yorkers 
and its visitors to swim in clean river water. + POOl strives to reclaim the 
river as a recreational resource for the city, while educating the public 
about issues affecting our water quality”, according to the +Pool website.

The same ethos is driving the Wa development, which hopes to 
connect residents and visitors alike to the river through its floating lagoon 
design. The centrepiece of the plan is a ‘splash’, which forms multiple 
pools, a sand bar and additional entertainment and exhibition spaces.

The group is seeking public feedback for the Swan River deck via an 
online survey, which can be accessed here.

The development is being led by NorthStar development (project 
founder), with aRM as the lead architect, aquatic environment design 
is handled by Oceanis international, aeCOM is looking after project 
design and engineering, Pracsys is looking at feasibility, strategy and 
impact, with urban strategy planning and consultation carried out by 
Shape Urban.
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daisy vows to match farmer donations
More help is on its way for NSW farmers, as daisy Pool Covers has pledged up to 
$5000 to match donations made to the Smart approved Watermark ‘Buy a Bale’ 
drought relief fund.

derek Prince, daisy Managing director, is encouraging all australians to help out, 
regardless of where they live.

“This is such a tough time for our farmers and rural communities and we are excited 
to partner with Smart approved Watermark and Ruralaid on bringing much-needed 
supplies to these areas in their time of need,” Prince said.
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SPaSa leadership convention
here’s one for the diary — the SPaSa leadership 
convention will be held at the hilton hotel adelaide on 
Friday, 2 august 2019.

The convention is the perfect opportunity to 
participate in professional development while celebrating 
the National awards of excellence.

SPaSa has lined up some internationally acclaimed 
speakers including Matina Jewell and Matt Church.

Jewell will share stories and leadership lessons 
learned in her 15-year military career. Considered a 
trailblazer, she was a star graduate of the australian 
army’s Royal Military College duntroon who went on 
to lead her team through extreme conditions during the 
lebanon war. She was seriously injured and her military 
career cut short. She will speak about leadership and 
resilience through adversity.

Church is a prolific author and leadership speaker. he 
draws from a diverse sphere of knowledge to shed new 
light on a topic which industry often believes has been 
‘done to death’. Named as one of the top 10 motivational 
speakers in the world, Church shakes up an audience and 
inspires them to lead change. People leave his sessions 
entertained, informed and inspired.

More information will be made 
available over coming months, 
but make a note 
of the date now 
and start planning.

New water fun park for Sydney’s south
Sydney’s Sutherland Shire has a new water fun park, which was 
officially opened (ahead of schedule) by the local Mayor, Councillor 
Carmelo Pesce.

The park incorporates dynamic water features including safe slides, 
water fountains and play equipment to suit children of all ages and abilities. 
it also includes integrated shade structures and seating. Spanning  
500 square metres, the site will be supervised by lifeguards during 
operating hours. as it includes no water deeper than 30 centimetres, 
the park provides an ideal place for parents to relax as they observe 
their kids having fun in a safe space.

it will be open from September to april each year, operating 10 am to 
noon and 3 to 6 pm Monday to Friday and 10 am to 6 pm on weekends.

Bricks and mortar alive and kicking
despite consistent talk of a dying retail sector, vortex leisure recently opted 
to increase the number and size of its Spa World retail stores across australia.

having heavily invested recently in bricks and mortar including opening new 
stores in Brisbane, Northlakes, Perth and Melbourne, the company’s reviewed 
retail strategy proved fruitful earlier this year, with Spa World taking home 
SPaSa’s Best Spa Retailer gong at the national awards.

andrew Pullen, CeO of vortex leisure, was thrilled to win the spa industry’s 
top retail award in recognition of the company’s successful retail strategy.

“in defiance of the much-discussed dying retail sector, the company is 
giving retail a renewed focus, increasing the number and size of Spa World 
stores in australia.

“as part of a unified commerce strategy, we have decided to invest heavily in 
bigger, better store locations and in the quality of the store fit-outs throughout 

the country, while continuing 
to invest in the group’s online 
presence,” he said.

after an ownership change 
in 2009, Spa World consolidated 
to 10 retail outlets and began to 
grow its online presence.

“a decade ago, the view was 
that bricks and mortar was dying 
and online was the future, so we 
reduced the number of stores 
and invested in an industry-best 
website. We were half right.

“Sales grew steadily to the 
stores and the websites, with annual visitor numbers now exceeding 1 million. 
however, with Spa World’s widening product range, now numbering well over 100 
different spa and swim spa options, the need for customers to have a first-hand 
experience became even more apparent.

“Our customers need to be able to sit in and experience the different spa 
options for what is often the third-biggest purchasing decision of their lives, after 
buying a house or car,” he said.

The new retail approach is backed by a 7-day customer care centre manned 
by staff who can answer customer queries.
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MakINg wavES
Jim’s Pool Care 2018 award winners
Jim’s Pool Care announced franchisee and franchisor winners at its gala 
awards ceremony recently, as part of company’s 10th annual conference 
in Port douglas.

National franchisee winners included:
• Franchisee of the Year — Scott Baumle (Noosa)
• Rookie of the Year — Mathew Massimissa (Kewarra Beach)
• entrepreneur of the Year — Paul Couchman (Coomera)
• Franchisee Mobile highest gross Turnover — Chris Newman (Caringbah)
• Franchisee Regulars growth within 12 months — Scot Baumle (Noosa)
• Franchisee Mobile highest gross Turnover — Chris Newman (Caringbah) 

National franchisor winners:
• Franchisor of the Year — Jason Catanzariti (gold Coast)
• Franchisor Sales & Support — adam Post (victoria east)
• Franchisor entrepreneur — Mike Steltenpool (Newcastle)
• Franchisor highest Turnover — Mike Steltenpool (Newcastle)

drowning deaths decrease
The Royal life Saving Society australia and Surf life Saving 
australia have recently released annual reports that outline the 
impact of national drowning deaths in 2017–18.

Of the 249 drowning deaths recorded across the year, 33 were 
in swimming pools, 110 in coastal waters, 61 in rivers, creeks 
and streams and 20 in lakes, dams and lagoons. The total figure 
represents a 14% decrease from the 2016–17 period, but the 
report also estimates 551 hospitalisations from non-fatal drowning 
incidents.

Royal life Saving Society australia CeO Justin Scarr said the 
decrease shouldn’t lead to complacency. 

“This is the lowest number of drowning deaths ever recorded 
in australia. The figures show that drowning prevention initiatives 
continue to reduce the impacts of drowning across most 
waterways and age groups. however, we cannot be complacent 
about water safety.

“Toddler drowning deaths have been dramatically reduced 
over time, yet drowning continues to be one of the leading causes 
of accidental death of children aged under 5 years. Swimming and water safety education remains a key priority for all school-aged 
children,” he said.

To stay safe around water, Royal life Saving and Surf life Saving australia urge all australians to:
• supervise children at all times around water
• learn swimming and lifesaving skills
• wear a life jacket when boating, rock fishing or paddling
• swim at a patrolled beach between the red and yellow flags
• avoid alcohol around water.

Key findings from the Royal life Saving National drowning report:
• 249 people drowned in australian waterways, a 14% decrease compared to 2016–17.
• it is estimated a further 551 people were hospitalised due to non-fatal drowning.
• 72% of drowning deaths were men, with alcohol and risk taking a common factor.
• Rivers, creeks and streams were the location with the largest number of drowning deaths, accounting for 25% of all drowning deaths.
• 18 children aged 0–4 years drowned in australia, which represents a 36% reduction on the 10-year average.
• 67% of drowning deaths of children aged 0–4 years were in swimming pools.
• 25% of all drowning deaths occurred when swimming and recreating.
• Two in five drowning deaths occurred in summer.
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Z
odiac Fluidra is cel-

ebrating the fi ve-year 

anniversary of its fast-

est growing brand, 

MagnaPool, and there 

are many reasons why this great 

milestone deserves recognition.

Through a dedicated and motivated 

network of dealers who are true ad-

vocates of MagnaPool, the brand has 

soared to being one of Zodiac’s high-

est selling products year after year.

Zodiac’s skilled and passionate sales 

and technical support teams have con-

tributed to the growth of MagnaPool’s 

reputation with builders, retailers and 

end users impressed with Zodiac’s 

level of reliable after-sales support, 

product knowledge and expertise.

An increased demand in a health 

conscious market for alternatives to 

salt or chlorinated pools and the much 

publicised benefi ts of magnesium and 

mineral options has helped boost 

MagnaPool’s popularity.

Marketing initiatives have been very 

successful in building the MagnaPool 

brand with an increased interest in 

MagnaPool products being generated 

at industry Trade Shows and Retail 

Open Days as well as in retail stores, 

helping to create greater sales and 

profi tability for all MagnaPool dealers.

The endorsements have, how-

ever, occurred organically with many 

MagnaPool owners keen to sing its 

praises without prompting including 

Australian country music legend Lee 

Kernaghan who actively promotes 

MagnaPool through Captain Nemo 

Pool & Spa Suppliers in Queensland.

As well as many football stars and 

teams in all codes of the game, plus 

an increasing number of fi tness centres 

and high-end resorts are also promot-

ing the benefi ts of their MagnaPools 

to their members and guests.

As a proud Australian brand, Mag-

naPool is inundated with requests from 

all over the world, from the Maldives 

ZODIAC FLUIDRA 
CELEBRATES 
MAGNAPOOL 

SPONSORED CONTENT

to Chicago and New York to Thailand. 

End users and distributors who want 

to know more about MagnaPool and 

have access to it within their countries.

The only way MagnaPool has 

managed to get to these heights is 

thanks to the support and passion 

of all within the Zodiac Fluidra team 

and the incredibly passionate dealer 

network that are true advocates for 

the brand. Together we are commit-

ted to continuing to drive the brand 

from strength to strength.

If you want to know more about 

becoming a MagnaPool dealer and 

promoting the world’s number one 

mineral pool brand talk to your Zodiac 

Fluidra Account Manager.

Zodiac Group Pty Ltd

www.zodiac.com.au
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MakINg wavES
$20,000 instant asset 
write-off extended
in good news for small business owners, the 
$20,000 instant asset write-off threshold has 
been extended to 30 June 2019. This means 
you can continue to claim the cost of new or 
second-hand assets that are less than the 
threshold of $20,000.
what does it mean for your business?
Your business must have a turnover of 
less than $10 million to take advantage of 
the $20,000 instant asset write-off. Using 
simplified depreciation rules, you can:
• instantly claim the business portion of 

most depreciating assets that cost less 
than $20,000 in your tax return for the 
relevant income year

• only claim a deduction for the portion 
of the asset used for business or other 
taxable purposes and not for the portion 
for private use.
assets of more than $20,000 can be put 

into a small business asset pool, where you 
can claim gradual amounts each year.
what are depreciating assets?
if you’re unsure, a depreciating asset declines 
in value over time and includes items such as:
• computers
• electrical tools
• furniture
• curtains
• carpets
• cars

For more information, visit the australian 
Taxation Office website or contact your tax 
agent or accountant.

New national sales manager at laTiCReTe 
australia

laTiCReTe austral ia has announced the 
appointment of Ross McNeil as National Sales 
Manager. he’ll be reporting directly to gM emma 
Tschannen.

“With a wealth of senior sales management 
experience within the building and construction 
industry, Ross has developed and implemented 
successful sales initiatives and strategies 
across multiple industrial, commercial and retail 
construction channels.

“Ross has 23 years’ sales management experience within the technical and 
specification, architectural and trade sectors, specifically within the building 
and construction industry. This makes Ross a perfect fit for the australian 
team,” Tschannen said.

McNeil will focus on developing sales strategies and formulating business 
plans to drive the company forward.

Funding for Mt gambier brings project closer 
to reality
The residents of Mount gambier in South australia are a step closer to a 
30-year dream becoming a reality, with the announcement of $15m in federal 
funding for the proposed community and recreation hub.

according to the City of Mount gambier website, community discussion 
about the need for an indoor aquatic centre commenced around three decades 
ago. More recently, the scope has been broadened to include additional 
indoor sporting facilities. Council says it has committed to work alongside 
the community to ensure that any such development fulfils the needs and 
aspirations of all potential users.

having just secured funding (the single largest grant the community has 
received), the council will shortly release intermediate architectural designs, 
financial modelling and costings. Council will conduct a postal survey of more 
than 19,000 local community members to gauge support levels for the project 
and to determine if it will proceed. Results are expected to be announced in 
January 2019.
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JOY POOL SYSTEMS
Unit 21, 2 Richard Close, North Rocks, NSW 2151
02 9630 5011 • sales@aquajoy.com.au
www.aquajoy.com.au

UNIQUE
  G SERIES

AUTOCLEAN SALT WATER CHLORINATOR

•	 auto-clean	function
•	 easily	read	chlorine	monitor
•	 adjustable	chlorine	control	–	zero	to	maximum
•	 timer	for	filter/chlorinator	operation
•	 resetable	circuit	breaker
•	 Australian	Standard	Approved
•	 approval	no	NSW26379CELL

•	 designed	for	maximum	chlorine	output
•	 highest	quality	electrodes	ensure	extended	cell	life
•	 clear	ultra-violet	stabilised	casing
•	 40/50mm	inlet-outlet	ports
•	 unique	plug	in	Cell	design

MODELS
G15  suitable for pools up to 45,000 litres
G25  suitable for pools up to 90,000 litres
G40  suitable for pools up to 150,000 litres

MakINg wavES
Jim’s Pool Care cracks a century
Jim’s Pool Care has passed a milestone and welcomed its 100th franchise 
owner. a genuine mobile pool shop service, Jim’s is located in major 
australian cities and larger regional centres.

Owner and general Manager Brett Blair believes a key success factor has 
been a focus on franchise satisfaction and offering a system that is easy to 
follow and allows owners to build a business to suit their lifestyle and goals.

“The Jim’s Pool Care concept is a true mobile pool shop that not only 
provides pool maintenance but sells a full and complete range of pool 
equipment and chemicals. This means our franchisees can charge for their 
time and earn great margins on lucrative chemical and pool equipment 
products,” Blair said.

The Jim’s group incorporates over 3800 franchisees and owners in the 
pool care division are encouraged to build strong local relationships and 
leverage across other divisions. While each has its own dedicated marketing 
team and website, cross-promotion using local area marketing is encouraged.

“Jim’s Pool Care has worked hard to develop a strong and supportive culture. The great thing about the Jim’s system 
is if new franchisees ever need any help, the support team is only a phone call away as we have an amazing network of 
friendly and helpful franchisees, franchisors and suppliers,” Blair said.

Continual professional development is encouraged and facilitated through training sessions, many of which are provided 
by suppliers.
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Spiros Dassakis, Chief Operating Officer, SPASA Australia

We’ve all come across them... the ‘what’s in it for me?’ employee. 
While the WIIFM question may seem selfish, it’s an attitude or 
mindset that influences almost every decision we make in both 
our private and working lives.
WIIFM? Employees want reasonable pay for their efforts, recogni-
tion and professional development coupled with career advance-
ment. Businesses, on the other hand, want a solid pipeline of 
customers, a team that delivers superior sales support and strong 
financial growth.
Experience, motivation and the ability to understand consequences 
all influence our behaviour, yet we probably react differently when 
faced with similar situations. People join the pool and spa industry 
for varied reasons: some are motivated to learn a trade, some 
want to work outdoors, and others want to work as consultants, in 
management or in sales and back-office support roles. Whatever 
the motivation, members of the pool and spa industry all have 
opporunity to achieve success and develop longstanding careers.
So, once you’ve found and identified good employees, how do 
retain them and prevent them from becoming infected with the 
WIIFM virus? Well, there’s no secret formula to keep them on 
board, but concentrating on a few key areas will go a long way 
to keeping your team happy:
Offer a clear career path: Your staff want to know they have 
a future and can grow, so training and succession planning are 
essential.
Recognition: Recognition is more than the promise of more pay. 
It’s about saying thank you, offering praise and rewarding loyalty 
— it’s positive feedback that says you notice good work.
Culture: A good workplace culture drives positive engagement, 
creates an environment of professional development and improves 
employee satisfaction and productivity.
Communication: Employees want to feel heard and that they have 
a place in the big picture.
Flexibility: Don’t be a clock watcher or complain if staff need a 
day off or ask to work from home on occasion. Flexibility — on 
both sides — is important and finding a healthy balance is good 
for your business.
Remuneration: A competitive (and fair) remuneration will help 
you keep your top performers, but so will a healthy dose of every 
item on this list.
So, for employees to become fully engaged, they need their WIIFM 
question answered. Business owners, managers and leaders need 
to understand employee ambitions and goals — as the backbone 

of every business, a fully engaged team 
is priceless. Find out what is important 
to each of your employees and where 
they see themselves in five years.
If you are an employee, don’t fall 
victim to the WIIFM virus either. The 
question you need to ask yourself is 
‘who is going to stop me from working 
hard and getting want I need?’. If the 
answer is ‘myself’, it might be time 
for a check-up.Spiros Dassakis

What’s in it for me?

grAnulAr CAlCIum 
HypOCHlOrITe feeder
The ProCal granular calcium hypochlorite feeder 

from ProMinent generates a dilute solution from 

granulated dry chemical, delivering a less expensive 

alternative to tablets.

Designed and manufactured in Australia, 

the compact device comes pre-wired and pre-

plumbed for easy installation and is suitable for 

use in commercial aquatic centres, swim schools, 

hydrotherapy pools, hotels and apartments and 

other applications. The large capacity hopper can 

take up to 40 kg of granules, offering greater 

time between refills, and a fitted lid minimises 

moisture entry.

ProCal’s mixing chamber delivers a constant 

flow rate of approximately 3000 L/h and includes 

a float valve, mixing manifold, overflow and high-

level alarm interlock. Alarms can be reset via a 

simple button press and the type of alarm is 

clearly labelled and visible on the operational 

status system display front panel.

A ProMinent Beta acid pump is supplied with 

each ProCal unit facilitating adjustable automatic 

acid cleaning cycles and preventing calcium 

build-up that may lead to blockages. ProCal can 

be interfaced with other ProMinent controllers or 

pulse duration controllers.

ProMinent Fluid Controls Pty Ltd

www.prominentfluid.com.au
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AlumInIum ClAddIng
Aluminium building products manufacturer DECO has 

released two new designs from the DecoClad aluminium 

cladding range.

The new angular, Croatian-inspired Croatia Board is a 

sharper take on a traditional ship-lap cladding design. Croatia 

Board has a distinctive look with a 130 mm width board 

and 8.5 mm recess to create a tight jagged appearance, 

making it a suitable option for feature walls.

Offering a more traditional appearance, the Weatherboard 

product is a 180 mm width board and offers a classic 

design perfect for heritage restorations or inclusion in 

contemporary building architecture.

Both profiles feature DecoClad’s patented interlocking 

system. They offer pre-punched fixing holes and long — 

6.5 m — boards for fast and easy installation. The system 

also includes a range of accessories to achieve a seam-

less concealed fixing. Both profiles can be used vertically 

or horizontally and are suitable for a range of residential 

and commercial applications including external walls and 

facades, ceilings, gable ends and soffits.

The new profiles are made from solid aluminium (with 

no composite core) and are deemed non-combustible in 

accordance with Australia’s National Construction Code. 

DecoClad has also been tested and certified to AS 1530.1 

and AS 1530.3.

All designs are available in a choice of powder-coated 

natural woodgrain finishes or standard powder-coat colours.

DECO

www.deco.net.au

pRODuCT
pavIlION
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Dannielle Furness

A 
month or so ago the Tiles & Tiling Industry Associa-
tion Australia (TTIAA) circulated a call-to-arms for 
industry members as they faced what appeared to 
be the imminent closure of Sydney’s Randwick TAFE 
wall and floor tiling program.

The numbers don’t add up
Apparently, enrolment numbers for the wall and floor tiling 
course had decreased to a point where complete shutdown 
was likely. TTIAA is a not-for-profit group that seeks to promote 
and foster the tile and tiling industries, so its concern at the 
latest turn of events was understandable.

TTIAA said that the number of apprentices completing train-
ing and gaining a Cert. III qualification does not equate to 
the number of skilled wall and floor tilers currently required 
to meet the needs and demands of the industry. It therefore 
predicted serious ongoing ramifications for the NSW commercial 
and domestic tiling sectors, as the skills shortage would only 
be exacerbated by closure of a teaching facility dedicated to 
the trade.

According to TTIAA, over 50 million square metres of ceramic 
tiles were imported into Australia last calendar year. A further 
four million square metres were manufactured on home soil. 
That’s a lot of tiles. So, the product is there, the demand is 
there, but the trade isn’t attracting enough new members to 
sustain itself. No wonder the association sent out the rallying 
cry and encouraged tilers, tile shops, tile adhesive vendor reps 
and builders to get on board and start promoting.

As TTIAA rightly points out, consumers will be left with no option 
but to seek alternative wall, floor and pool finish options if they 
are unable to secure adequately skilled tradespeople. This means 
the entire industry suffers and nothing creates opportunity for new 
products and markets like an industry on its knees.

It’s not a new debate
The decline in apprenticeship numbers has been a bit of a po-
litical football since the beginning of this decade. Depending on 
the party in power, numbers to support each side’s argument are 
thrown around with gay abandon — usually attached to some form 
of culpability signal designed to suggest that the opposing party 
doesn’t deserve your vote.

By 2016, everyone was on board the blame bandwagon. The 
Opposition said apprenticeships had hit the lowest levels since 
2001 courtesy of Coalition funding cuts in skills and training to the 
tune of $2.5 billion. The Australian Council of Trade Unions agreed.

The Coalition shot back, citing a 46% drop in apprenticeship 
numbers in just four years and suggesting that the Opposition’s 
earlier withdrawal of employer incentives was a key factor in this 
change. The Business Council of Australia, Australian Chamber 
of Commerce and Industry and the Australian Industry Group all 
backed those dramatic reductions as fact.

By late 2017, the issue became so clouded that the Mitchell 
Institute (a research institute at Victoria University) decided to get 
to the bottom of things and issued a report aimed at dispelling 
some mistruths and finding “a more purposeful way forward in the 
apprenticeship debate”.

vaNiShiNg aCT
WhaT haPPeNS WheN SKillSeTS STaRT 
TO diSaPPeaR?
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Enrolments for new-start apprenticeships are waning, so what does 
this mean for industry?
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Traineeships are not apprenticeships 
The institute found that inconsistencies in reported numbers, at 
least in part, came down to differences in terminology. Specifically, 
apprenticeships and traineeships were being counted as one and the 
same, whereas they have different backgrounds and applications.

The report suggested that the propensity to lump the two 
together had painted an unrealistic picture of ‘apprenticeships in 
crisis’ and that the true data actually pointed to relatively stable 
numbers on traditional trade apprenticeships. The word ‘relatively’ 
is a key part of that sentence, as some trades experienced growth, 
while others did indeed fall off.

In terms of incentives, funding and policy changes, it seems 
there was a far greater impact on traineeships than apprentice-
ships, with evidence of funding misuse by employers resulting in 
the then-government scaling back eligibility for schemes between 
2012 and 2013.

The Mitchell Institute suggests that other factors influence 
(trade) apprenticeship commencements — namely “economic 
and social factors, including negative and low growth in full-time 
employment, ongoing structural change in the composition of the 
labour market and the relevance of the current apprenticeship 
model in some occupations”. It also suggests that supply-side 
factors including “a decline in the quality of the apprenticeship 
applicant pool” are at play.

what next?
This is the million-dollar question. According to the Mitchell In-
stitute, apprenticeships (and traineeships) are a vital component 

of Australia’s future workforce but warns that they must “remain 
relevant and responsive to changing needs and sit within an 
integrated and considered tertiary education and training system, 
encompassing a range of VET and higher education options”.

Which brings us back to Randwick TAFE and the potential 
demise of the tiling course — if the enrolment numbers simply 
aren’t there, it’s difficult to know what can be done. TTIAA 
wants industry to do its part and encourage and promote ap-
prenticeships. It specifically asks members to think outside the 
box and consider other alternatives, like offering mature-age 
apprenticeships and providing tiling work experience, along with 
short introductory on-site programs that will further encourage 
apprenticeship commencements.

The state government is doing its part as well. In June this 
year, the NSW Department of Industry announced the availabil-
ity of 100,000 fee-free apprenticeships (including the Cert. III 
Wall and Floor Tiling qualification) under its Smart and Skilled 
program. It hopes that by removing upfront fees, it will lessen 
the financial pressure on both apprentices and employers and 
subsequently ensure demand for trade skills is being met.

It may not be all bad news for Randwick TAFE — at the 
time of writing the wall and floor tiling course is being offered 
at Randwick for a February 2019 intake, so there’s still life 
in it yet.

Apprenticeships remain a valuable avenue for skills transfer, 
but it will take a concerted effort on the part of industry, gov-
ernment and training organisations and associations to ensure 
the viability and longevity of existing and future schemes.

nOTHIng CreATes OppOrTunITy fOr new 
prOduCTs And mArkeTs lIke An IndusTry 
On ITs knees.

a p p R E N T I C E S H I p S
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wATer AnAlysIs reAgenT dIsC
LaMotte Pacific has released a new reagent disc for 

use with its WaterLink Spin Touch photometer. The disc 

tests for a higher range of total calcium hardness — up 

to 2000 ppm up from the current 800 ppm — making 

it suitable for magnesium mineral pools.

The new disc incorporates salt testing, adding to the 

total, free and combined chlorine, alkalinity, pH, cyanuric 

acid and copper testing capability. The 104 version also 

tests for iron and the 204 for phosphate.

WaterLink Spin Touch uses centrifugal fluidic technol-

ogy, eliminating the time-consuming testing and clean-

up procedures normally associated with water analysis. 

Testing of up to 11 factors takes only 60 s, with results 

displayed on the WaterLink Spin touch screen. Exist-

ing units will need to have the latest firmware version 

installed (available from the LaMotte website) to utilise 

the new disc.

LaMotte Pacific Pty Ltd

www.vendart.com.au

pRODuCT
pavIlION
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wATerprOOfIng membrAne — 
new sIzIng
LATICRETE’S HYDRO BAN waterproofing membrane 

will shortly be available in a 3 x 4 L pail shipping 

format. The thin, load-bearing waterproofing/crack 

isolation membrane is a single-component, self-

curing liquid rubber polymer that forms a flexible, 

seamless waterproofing membrane and bonds 

directly to a a wide variety of substrates. It dries 

rapidly, changing from a light sage to an olive 

green when dry.

It is a low VOC-emitting product that has been 

GREENGUARD certified. HYDRO BAN is an ex-

tensible Class 3 membrane suitable for immersed 

installations, internal wet areas and external above-

ground use.

LATICRETE Pty Ltd

www.laticrete.com.au

suCTIOn pOOl 
CleAner

Zodiac has made improve-

ments to the AX10 ACTIV 

suction pool cleaner. The 

reworked product features 

a new gearbox design that 

the company says will deliver 

longer life.

Improvements include: three ad-

ditional bearings; a bearing redesign to extend 

lifespan; and added support bushings to keep the 

gears engaged.

The gearbox sits within a black housing,  

allowing users to differentiated from the older-style 

grey housing.

Zodiac Group Pty Ltd

www.zodiac.com.au
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O H S

POWeR TOOlS 
aNd  
heaRiNg  
lOSS
aRe YOU aT RiSK?

Industrial noise is an unavoidable part of 
the building sector and tradies are being 
urged to protect themselves against the 
risk of permanent hearing loss.

T
radies across the country are at risk of developing per-
manent hearing loss due to noise hazards on the job. 
Australian Hearing is urging tradies to ‘listen’ to the latest 
guidelines on how to protect their hearing health. It’s as 
simple as wearing hearing protection devices — at work 

and during leisure time.
Hearing loss due to excessive noise from machinery and power 

tools is one of the most widespread, yet preventable, workplace 
injuries.1 But there is good news, with recent findings showing that 
tradies who use hearing protection devices at work are also more 
likely to use them during noisy leisure pursuits.

A national survey of more than 8000 Australian adults1 conducted 
by the National Acoustic Laboratories (NAL), the research division of 
Australian Hearing, reveals that workplace users of hearing protection 
devices are five times more likely to use them at leisure. Men were 
significantly more likely than women to use hearing protection in 10 
out of 20 leisure activities, and those with tinnitus were also more 
likely to don the earmuffs.1

Dr Elizabeth Beach is a Senior Research Psychologist at NAL and 
co-authored the report on hearing devices. She says that, while it’s 
heartening to see that use at work predicts use at play, there are 
several signs you might have a hearing problem.

“If you’ve worked with noisy machinery or tools and have noticed 
that you can’t hear the television or phone as well as you used to, 
or if you’re noticing you need to ask people to repeat themselves, 
you might have sustained some noise-induced hearing damage.

“It’s important to seek help to determine the extent of the dam-
age and consider solutions,” she said.

preventative steps
Prevention, as they say, is better than cure. Here are some preventa-
tive steps you can take to lessen the chances of permanent damage.
1. One of the most effective ways of reducing noise is to ‘buy quiet’. 

Next time you need to purchase a new saw or drill, check the 
manufacturer specifications and choose a model with a lower 
noise rating.

2. Choose well-fitted hearing protection to keep industrial noise 
below harmful levels.

3. Choose hearing protection that’s comfortable to wear for long 
periods — this goes for earmuffs or earplugs, disposable or re-
usable — as it’s critical to find a style that works for you.

4. Remember: 85 decibels is considered the safe noise threshold2. 
If the sound of your tools is loud enough to require raising your 
voice to be heard, appropriate hearing protection should be worn.
Kim Terrell, Managing Director of Australian Hearing, says healthy 

hearing should be incorporated into lifestyles, not just the workplace.
“Research suggests that use of hearing protection devices does 

reduce the risk of hearing loss and there has been advancement 
to improve useability in the workplace. Australian Hearing continues 
to look at ways to reduce the incidence of preventable hearing loss 
as part of its commitment to provide world-leading research and 
hearing services. We encourage tradespeople to incorporate healthy 
hearing into their lifestyle,” he said.

fast facts for risk-averse tradies
•	Lasting damage can result from a one-off exposure to excessively 

loud noise or from repeated exposures to moderately loud sound 
over an extended period of time.3

•	Power tools often exceed 100 decibels, so even if they’re only 
used for a short time, the damage to hearing can be permanent. 
Common culprits are pneumatic hammers, drills and saws.3

Australian Hearing 
http://www.hearing.com.au
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1. Elizabeth Francis Beach, Megan Gilliver & Warwick Williams (2016), 

Hearing protection devices: Use at work predicts use at play, Ar-
chives of Environmental & Occupational Health, 71:5, 281-288, 
DOI: 10.1080/19338244.2015.1089828. 2016

2. Safe Work Australia – Work Health and Safety Regulations – Sep-
tember 2015

3. Pro Choice Educational Hearing Guide: http://www.prochoice.com.
au/Libraries/Educational_eBrochures/Workplace_Hearing_Protec-
tion_Guide.sflb.ashx
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SMART LIGHTING CONTROLLER 
Welcome to the world of instant colour, where Aqua-Quip’s 
spectacular underwater lighting effects are controlled at your 
fingertips.

•  Intuitive touch-screen wireless handset allows you to instantly select colours 
for your pool, spa or water feature.

•  The wireless handset is robust and water-resistant – whilst retaining  
a slick and stylish appearance.

•  Control two lighting zones independently, with a wireless  
handset that has extended range and dimming features.

•  Choose from 7 fixed colours and 6 colour shows,  
or choose and save your own fixed colour.

•  No need to replace your existing  
cables and transformers.

AQ_P+S_1018HP

NEW!

Contact Aqua-Quip for your nearest distributor.

Ph: 02 9643 8338  •  E: aqua@aquaquip.com.au  •  W: www.aquaquip.com.au 

rIgId sOlAr pAnel sysTem
The Suntube-2 rigid solar panel system from 

Sunbather was developed specifically for the 

harsh Australian climate and the huge de-

mand placed on solar collector materials and 

pipework. Located on the roof, solar collector 

tubes are usually exposed to the elements and at risk of damage from fallen branches, birds 

and even small rodents.

Whereas standard systems use simple inserts to connect collector tubes to the header 

pipes, Suntube-2 connections are secured, totally encased and sheathed — making them 

at least three times more secure than a simple insert. The pipework connections are also 

designed and built to ensure there is no chance of leakage, featuring triple seals and a 

patented cam-lock.

Suntube-2’s patented roof clamps remove the need to penetrate roof tiles, further reducing 

the risk of leaks. Located at the top and bottom of each panel, the clamps feature a rod that 

slides under the tile and attaches directly to the batten. The top clamp features an expansion 

chart and widened slot, allowing the panel to remain firmly in place while it expands and 

contracts with temperature changes.

All panels come in standard 600 mm width and can be ordered in five standard lengths 

(1200, 1800, 2400, 3300 and 4200 mm). Other lengths can be custom-ordered.

Sunbather Solar Pool Heating

www.sunbather.com.au

pRODuCT
pavIlION
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pROJECT COMplETE
resTOrIng A relIC

The renovation of large, ageing pool facilities present a unique set 
of engineering and construction challenges. a recent upgrade at 
the Borough of Manhattan Community College (BMCC) aquatics 
centre included extensive aesthetic and infrastructure renovation 
incorporating repair and replacement of the steampipe network as 
well as the concrete structure system beneath the six-lane 25 m pool.

The $7.2 mil l ion renovation was carried out by Stalco 
Construction and required the pool to be taken out of service 

during the construction phase. The Stalco team 
made extensive concrete repairs on the south and 
west sides of the pool, using Sika duoflex Sl (a 
two-component, self-levelling, polysulfide sealant), 
Sika armatec 110 epoCem (a bonding agent) and 
Sikagrout 328 (a high-performance grout with 
extended working time) to repair cracks. The scope 
also included an upgrade of the hvaC systems.

Stalco installed a hanovia Photon ii ultraviolet 
dechlorination and water treatment system, plus 
a state-of-the-art Neptune-Benson defender 
automatic regenerative media filtration system 
(model SP-33-48-732) that ensures clean water for 
swimmers. The latter system means BMCC does 
not have to discharge as much pool water or use 
as many chemicals, saving money and lessening the 
facility’s impact on the environment. The ph level 
is controlled through the lMi Milton Roy Series B 
electronic metering acid pumps.

The team instal led new motorised vinyl 
sheathing that covers the pool when not in 
operation. The sheathing not only prevents water 
and heat loss, it reduces humidity and wear and 
tear on the hvaC systems. BMCC expects to save 
over 4400 kW of electricity this way each year, 
which translates to a savings of nearly $41,000 
and lessens the environmental burden.

Stalco removed all of the existing tiles — those 
in the pool and those on the walkways around 
the pool — and installed new, 5 x 5 cm tiles from 
daltile in BMCC’s official colours (blue and orange). 
To install the tiles, Stalco first used a waterproof 
membrane, then a setting bed, thinset, the tiles and 
finally the grout. The total tiled area is around 975 
m2, including the pool (both vertical and horizontal 
surfaces) and the ‘dry’ pool surround.

in the pool, Stalco used products from h.B. 
Fuller Company, including hydraflex for the 
waterproofing layer and Power grout to grout the 
tiles. laTiCReTe’s hydroBan was used for the 
waterproofing layer for the tile on deck. hydroBan’s 

single-component, self-curing liquid rubber polymer forms a flexible, 
seamless waterproofing membrane that is both thin and load bearing.

The scope of work also included building a new staff office, 
mounting new diving platforms, renovation of a storage room and 
installation of two new ada-compliant S.R. Smith handicapped lifts 
to accommodate swimmers in wheelchairs. The lifts are individually 
operated with a system of button controls. The team installed a 
competition-level timing system with touchpads, by Colorado Time.

Stalco Construction has completed a $7.2 million renovation of the Borough of 
Manhattan Community College’s (BMCC) aquatics centre, including the six-lane 
pool, in New York City.
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For the most part, lighting above the pool remains the same, 
though it was cleaned and, where necessary, repaired. lighting 
sources are located on both ends of the long tubes, while a series 
of mirrors and diffusers in the middle portion of the tube serve to 
spread light throughout. Maintenance workers can access light 
sources at each end from the walkways around the pool when 
bulbs need to be changed. a new array of emergency lights was 
also installed.

Stalco Construction 
www.stalcoconstruction.com

A Hanovia Photon II ultraviolet dechlorination and water treat-
ment system was installed, along with Neptune-Benson’s Defender 
SP-33-48-732 automatic regenerative media filtration system, to 
ensure clean water for swimmers.
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pROJECT COMplETE
wATer fOr wellbeIng

With its self-contained wharves, secure warehouses, underground vaults 
and acres of open water, london’s historic docks in Wapping once played 
a critical role in the city’s international trade of luxury commodities like 
coffee and cocoa. Closed to shipping since 1969, the area has attracted a 
series of new developments, the latest being london dock by St george 
of the Berkley group.

Neighbouring world-famous landmarks including Tower Bridge, the 
Tower of london and the River Thames, london dock is a mixed-use 
‘destination’ development containing luxury apartments and penthouses, 
beautifully landscaped open spaces, water gardens, central squares and 
boulevards lined with shops, bars and restaurants.

The health and Fitness Suite at london docks is billed as ‘a place 
where you can get in shape or soothe away the stresses of the day’. it 

includes a number of purpose-built amenities, such as a squash court, a 
fully equipped gym and a fully tiled 20 m indoor swimming pool. The pool 
features a vitality spa located at one end comprising a number of spa jets 
and two stainless steel neck massagers.

The challenge was to sanitise a 20 m indoor swimming pool without 
harsh chemicals and Waterco’s pool filtration products were selected as 
suitable for the job.

designed and built by aqua Platinum Projects (aPP) in conjunction with 
its supplier, Paramount Pools, the swimming pool and vitality spa needed 
a robust filtration system that would maintain crystal clear, healthy pool 
water year-round for residents.

aPP opted for two Waterco SMdd1200 Micron commercial sand filters 
and two 6 hP hydrostar commercial pumps in the 145 m3 main pool. in the 



Summer 2018     Pool + Spa  | 29www.pOOlaNDSpaREvIEw.COM.au

12 m3 vitality spa, it installed two SMdd1200 Micron commercial sand filters 
and two 4 hP hydrostar commercial pumps, along with two hydrostorm 
1.5 hP pumps for the neck massagers and two 2 hP hydrostorm pumps 
to operate the spa jets.

“The SMdd range of Micron commercial filters were chosen for a 
number of reasons, including the unique ‘fishtail lateral arrangement’ rather 
than the standard star configuration common in the cheaper models of 
commercial filters available,” said Waterco CeO Tony Fisher.

“The star configuration is generally only used on residential-sized filters. 
The fishtail lateral arrangement results in superior filtration and reduced 
backwashing times, saving thousands of litres of water over the year and, 
along with the 1.2 m bed depth, ensures that the highest level of filtration 
is guaranteed for years to come.”

The pumps were chosen for their ability to meet the demands of the 
commercial market in regard to performance, reliability and quietness and 
are a good match for the SMdd range of Micron filters.

“When Waterco was asked to be involved in such a fantastic job, we 
were more than delighted,” said Fisher.

One thing is for sure — the health and Fitness Suite’s luxury swimming 
pool will become a place where children will learn to swim, stresses will 
be soothed away and memories made.

“The heart of any swimming pool is the filtration and we insist on the 
best as that is what our clients expect, and for this reason we have and 
will only use Waterco filtration and pumps,” said aPP Managing director 
Ryan Fronda.

Waterco Limited 
www.waterco.com.au
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2018 
WageS & SalaRY SURveY

MUST-have iNFORMaTiON FOR deCiSiON-MaKeRS

S
avvy employers understand that remaining ahead of the 
competition means recruiting and maintaining top-level 
talent within their organisation.

SPASA Australia recognises that access to relevant 
and accurate industry information is one of the most 

critical tools for employers aiming to attract and retain good people. 
This is why we are offering industry members the opportunity to 
participate in our first ever industry-driven wages and salary survey.

Given the sensitive nature of the information to be collected, 
SPASA Australia has engaged an independent organisation — Busi-
ness Benchmarking Solutions — to conduct confidential surveys 
and report findings.

Access to this information will help businesses establish suitable 
salary ranges for employees that are commensurate with others in 
the industry, affording business owners and managers the opportunity 
to attract and retain loyal team members.

The 2018 Wages & Salary Survey will provide decision-makers 
with current salary and remuneration data and trends across the 
following sectors:

•	Retailer & service
•	Building business & subcontractor
•	Supplier & manufacturer

purpose of the survey
Most companies, regardless of size, use as much market data as 
possible to inform all areas of operations. The amount that busi-
nesses pay employees or contractors is often a reflection of what they 
think others are paying or, what they feel each employee is worth.

Participating in the survey is your opportunity to see and compare 
the ‘actual’ salary figures being paid across the swimming pool and 
spa industry.

The SPASA 2018 Wages & Salary Survey results will deliver 
accurate data across various business types, based on a diverse 
range of factors.

How to participate
The 2018 Wages & Salary Survey will be conducted online and take 
participants anywhere from 5–20 minutes to complete, based on 
the size and make-up of each individual business.

Before taking part, you should refamiliarise yourself with the types 
of wages, salaries and contractor payments your business conducts.

The benefits to you
There is a range of benefits for participants:

•	Benchmark wages/salaries/rates against the market rate
•	Review employee benefits and reward programs
•	Design competitive remuneration packages
•	Understand where you stand relative to the rest of the industry
•	Gives you evidence of industry standards for pay and incentive 

negotiations
•	Reduce staff turnover
•	Attract new employees
•	Profile existing positions.

The cost
Participation is free, with the survey results available for purchase 
once published. The following rates apply:

SPASA member/Survey contributor price — $99. You save by 
contributing information to the SPASA Wages & Salary Survey.

Non SPASA member/Non-contributor price — $199. Industry 
participants can purchase a copy of the SPASA Wages & Salary 
Survey once published.

Contact SPASA Australia for further information.
SPASA Australia 
www.spasa.com.au 

The first ever  
swimming pool and  
spa industry wages  
and salary survey 
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www.localpoolheating.com.au  |  1300 724 132  |  sales@localpoolheating.com.au

Solar   |   GaS   |   Heat pump

pool heating specialists
We can help you with your heating requirements

 18 years of service in the pool industry

gps fleeT TrACkIng sOfTwAre
Verizon Connect GPS fleet tracking software gives users a full 

360-degree view of fleet operations. Super fast web-based maps are 

accessible from any device with an internet connection giving supervi-

sors and drivers the same view a manager has back in the office. 

High-resolution maps with smart clustering and detail on demand 

provide a simple yet powerful tool to view the near real-time activity 

and current status of all vehicles, workers and mobile equipment no 

matter where they are.

Easy-to-use dashboards highlight important trends by team, de-

partment or across the entire fleet. Easily review progress towards 

achieving and maintaining KPIs or budgets with up-to-the-minute fleet 

analytics.The first step to improving productivity is being able to take 

stock of what is on hand and how it’s being used. Better fleet vis-

ibility allows users to improve asset utilisation and to get more done 

with fewer resources.

Verizon Connect Australia Pty Ltd

www.verizonconnect.com.au

wATerslIdes
Swimplex Aquatics waterslides add fun, excitement 

and appeal to any facility. Using Resin Transfer 

Moulding (RTM) technology gives the slides and 

tubes a ‘magic shine’ surface, both inside and 

out. The material is stronger and lighter than other 

alternatives and delivers transparent ‘glassy’ tubes 

with funky colour effects. The visual effect is stun-

ning for both riders and spectators and can be 

further enhanced with coloured external lighting.

Swimplex can provide a full comprehensive turn-

key waterslide package from design and engineering 

through to civil works, filtration and water treatment, 

installation and after-sales service. The company 

can supply waterslide alternatives for any budget.

Swimplex Aquatics

www.swimplex.com.au

pRODuCT
pavIlION
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sAlTwATer CHlOrInATOr
The S3800 saltwater chlorinator from Allchlor is 

designed and manufactured in Australia.

Available in three self-cleaning reverse polarity (RP) 

models, features of the S3800 include: user-friendly 

controls, manual timer control, manual cell 

switch and a heat dissipating and 

anti-vermin back.

A low-salt option (4000 ppm) is 

available. All models are backed 

by a three-year warranty for single 

domestic use.

Allchlor

www.allchlor.com.au

prefAbrICATed plunge pOOl
The Plunge Pool Company has developed an alternative 

concrete swimming pool for projects where space and budget 

are key considerations. The product combines the benefits of 

quality concrete and the rapid installation of fibreglass, mak-

ing it a useful addition to a traditional pool builder’s range.

The 2.5 x 4.6 m plunge pool is suitable for full in-ground, 

semi above-ground or out-of-ground positioning and can be 

fully installed in as little as 4 h. All plunge pools come with 

a choice of 12 ecoFINISH interior finishes, a Poolrite filtration 

system, a pool skimmer and Revive magnesium minerals.

The Plunge Pool Company

www.plungepoolco.com.au

pRODuCT
pavIlION
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pROJECT COMplETE
sTAr Of THe sCreen

Kumeu Film Studios — located 25 minutes from central auckland — is 
a 27-hectare site including extensive stage, workshop and manufacture 
spaces, production offices and 12 hectares of forest. The studios also 
include a covered underwater dive tank and an outdoor ocean surface 
tank, complete with permanent green screen. The tanks are the only 
water tanks of this size and type in New Zealand.

The indoor underwater dive tank holds 1.267 million litres of water 
at a maximum of 33°C and the outdoor ocean surface tank holds 2.5 
million litres at a maximum of 32°C. Before US movie giant Warner Bros 

Studios agreed to develop the upcoming feature film The Meg at Kumeu, 
it wanted assurance that the underwater dive tank could deliver a blank 
canvas for filmmakers, which meant the water needed to be as clear as 
possible. The challenge was to create a healthy water environment for 
actors, as well as the clear conditions the filmmakers required.

“When shooting underwater shots, we are usually trying to match 
footage to cut into a sequence that is either shot on a location or a 
surface tank, on a previous date or to be shot in the future,” said Steve 
ingram, Special effects designer/Supervisor.
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sTAr Of THe sCreen

“So, we need to be able to control the ‘underwater 
atmosphere’ as much as possible,” he said.

The best place to start, he explained, is with crystal clear 
water, which does not irritate the actors’ eyes or skin.

“The lighting options and available image definition resulting 
from this water clarity usually deliver a better and more 
believable end look to the sequences. Post Production vFX work, 
if required, is usually a lot less complicated when you can remove 
a variable and often ‘swirling’ atmosphere out of the equation.

“along with the comfortable water temperature, easy access 
and multitude of ‘rigging points’ available, we are able to get 
the best shots possible in a very safe and efficient process,” 
ingram said.

The studio opted for Waterco’s hydroxypure chlorine-free 
filtration system to preserve acting talent and filming equipment. 
Producing the same quality of water demanded by high-end 
hotels all over the world (which the studio says is a major 
selling point it uses when pitching to producers), hydroxypure 
has brought myriad benefits to the cast and crew.

“The actors have commented that the water feels soft on their 
skin and gentle on their eyes, unlike chlorinated water which 
causes red eyes,” said Screen Production attraction executive 
Jasmine Millet.

“That is hugely beneficial for actors who need to be 
consistently underwater for hours at a time without masks. and, 
unlike chlorinated pools, hydroxypure doesn’t bleach costumes 
or deteriorate divers’ wetsuits.

“We haven’t emptied the tank since it was filled.
“a chemist tests the water every week and it has remained 

clean and healthy with the hydroxypure treatment system. We 
haven’t had any instances at all where the water has triggered 
any concerns from a health and safety perspective,” Millet said.

Water clarity is absolutely critical for underwater filming, 
in terms of transparency, health and safety, and the ability to 
control the environment.

“We are now on the radar of major international studios that 
are looking for facilities with water tanks.

“Thanks to the size of the underwater tank and quality of 
water, we now have the ability to compete with film and television 
projects from all over the world. hydroxypure gives us that 
ultraclear, pristine water.

“i had two executive producers looking at the tank two days 
ago and they were completely blown away by the clarity of the 
water,” Millet said.

Waterco Limited 
www.waterco.com.au
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KeeP ’eM 
COMiNg BaCK
WiNNiNg RePeaT BUSiNeSS iN a 
SeaSONal iNdUSTRY
Chris Strode*

It can be hard to keep up with demand when the swimming season is in full swing — but how do 
you keep clients coming back when the weather turns? 

S
mall business owners find themselves constantly 
investing time and money in finding new custom-
ers. While retaining existing customers can be more 
cost-effective than finding new ones, the seasonality 
of the pool and spa industry can make it difficult to 

keep repeat customers. This doesn’t mean it’s impossible, though. 

Here are five tips to help keep customers coming back to you 

for their pool and spa maintenance.

build customer trust
Pools and spas are a costly investment. Initial purchase aside, 

the cost of their ongoing maintenance requires a great deal of 

planning, consideration and trust. Building trust should be at 

the forefront of everything you do in your business. What kind 

of reputation do you have online and off? Do you follow through 

on all your promises? Do you meet your deadlines? Do you offer 

consistent communication and respond to your customers’ emails 

or calls quickly? Do you provide professional quotes and estimates 

that are easy to understand? Showing you are trustworthy will 

not only get you the job in the first place, it will keep customers 

coming back and referring you on.

give them something to come back for
Being a small service-based business, as opposed to a larger com-

pany, gives you the chance to offer a more personal experience. 

You have the opportunity to invest in getting to know your clients 

while sharing your expertise along the way, so take advantage. In 

maintaining a friendly, personalised service, your customer will feel 

more valued and be more likely to come back to you for all their 
servicing needs in the future. You can also offer special discounts 
for repeat business, such as a 20% discount on a pool cleaner 
they buy through you or ‘buy two spa services and get one free’.

Offer a convenient service, all the way through 
to payment
A difficult payment process at the end of a project is often the 
last impression clients have and the part they remember the 
most, no matter how smooth the project was. Mobile invoicing 
apps like Invoice2go make it easy to send professional estimates 
and invoices from anywhere, and accept multiple forms of online 
payment. Offering a wide range of payment options helps ensure 
you can accept every way customers expect to pay. Not only will 
this remove friction, it can also help you get your invoices settled 
faster. Providing convenience is key to giving customers a positive 
experience and making sure they come back to you. .

keep in touch with email marketing
How can you stay top of mind long after the job is done? Email 
marketing is one of the most cost-effective ways to maintain a 
positive relationship with your customer after you’ve completed 
a service. Occasional emails will serve as a reminder of your 
exceptional service, and demonstrate that you care about the 
customer’s ongoing experience with their pool or spa. You can 
use email marketing to offer follow-up support, discounts, special 
offers and tips for DIY pool and spa maintenance, to keep you 
top of mind when the time comes for their next service or when 
referring a friend.
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Acknowledge your most valuable customers
Customers who spread positive word of mouth are invaluable to 
any small business. Seeking feedback from these customers will 
allow you to better understand what drives them to your busi-
ness, so you can be sure to consistently deliver what they value. 
Identify these customers and reach out to them on a regular 
basis, particularly if you haven’t heard from them in a while. Put 
out an invitation to come back or check in to see if they require 
any other services from you so you can maintain that rapport 
and positive sentiment.

Attracting new customers is always important, but finding ways 
to retain your existing customers will bring you value for years to 
come. Whilst it may take some time to develop repeat business 
in what can be a seasonal industry, adding an increased level 
of convenience and personalisation to your maintenance service 
will keep you top of mind for the next time clients realise their 
pool or spa needs servicing.
*Chris Strode is the founder of Invoice2go, the mobile platform that 
enables small businesses to easily manage their invoicing, expenses 
and operations. As a small business owner, Chris founded Invoice2go 
in 2002 out of frustration with the lack of simple invoicing options 
available.

Invoice2go 
invoice.2go.com
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1800 228 437sunbather.com.au

SOLAR 
POOL HEATING
& COVERS

SUNTUBE-2 

DESIGNED AND MANUFACTURED IN AUSTRALIA 

INSTALLATION IS QUICK, EASY AND MORE RELIABLE.  

IT’S NOW THE BENCHMARK FOR ALL SOLAR PANELS. 

SUNBATHER’S NEW COMMERCIAL GRADE SOLAR 

PANEL IMPROVES EFFICIENCY AND RELIABILITY.

sAlTwATer CHlOrInATOr
The AquaRite+ saltwater chlorinator from 

Hayward features a low-profile control box 

and compact NSF-tested compact turbo-

cell, making it suited to retrofit applications. 

Capable of filtration pump control via a 

choice of on/off timer features, the unit’s 

functionality can be expanded via a range 

of optional upgrade kits.

Upgrade options include: spa flow switch 

upgrade — detects spa flow and allows the 

device to automatically reduce chlorinator output, with no need 

for a secondary adjustment method; pH upgrade — commerce-

grade probes measure both pH measurement and acid addition, 

with no requirement for a secondary pH balance system; ORP 

upgrade — used in conjunction with pH upgrade to measure 

ORP and control chlorine output accordingly; temperature probe 

upgrade — commercial-grade probes enable connection to a 

heater for temperature control; remote display upgrade — mir-

rors the AquaRite+ display interface, offering a secondary point 

of pool and spa system control anywhere in the house; Wi-Fi 

network upgrade — enables communication between the unit 

and the user via a smart device and the free Vista Pool app; total 

upgrade kit — combines all available options into one, delivering 

the convenience of a completely automated pool.

Hayward Pool Products Australia

www.hayward-pool.com.au

smArT pOOl lIgHTIng COnTrOller
The InstaTouch smart lighting controller from 

Aqua-Quip is an intuitive, touch-screen wireless 

handset that allows the user to instantly select 

colours for pool, spa or water feature lighting.

The water-resistant handset features an ex-

tended wireless range and has been designed 

and manufactured to provide a robust control 

solution for the Evo2, EvoMAX, EvoFG and 

QC series light fittings.

Capable of controlling two independent 

lighting zones, InstaTouch also allows users 

to dim fittings. Seven fixed colours and six 

predesigned light shows give users plenty of 

choice, with added capability for customisa-

tion and storage of fixed colour. The plug-

and-play device is simple to install, requiring 

no replacement of existing cabling or 

lighting transformers.

Aqua Quip

www.aquaquip.com.au

ACCOunTIng InTegrATIOn fOr smAll 
busIness
Invoice2go has integrated with small business platform Xero to 

further simplify the accounting process for small business owners 

and the self-employed.

Users can now automatically sync invoices and clients from 

Invoice2go with Xero. Once the two are linked, invoices issued 

are automatically updated in Xero, complete with line items, client 

details and tax information.

Integration eliminates the need for manual invoice creation across 

the two systems and ensures a comprehensive account is kept in 

both, simplifying tax time. Other features include Appointments and 

Time Tracking, designed to further improve efficiency.

Invoice2go

invoice.2go.com

pRODuCT
pavIlION
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pROJECT COMplETE
mAkIng A splAsH

australia Zoo is one of the world’s largest wildlife conservation facilities 
and a global leader in wildlife and habitat conservation.

Situated on the Sunshine Coast, Queensland, it attracts more than 
800,000 visitors annually who enjoy experiencing the wonderful array 
of animals from all around the world.

With the zoo attracting a high proportion of young families, 
management were keen to establish additional facilities to keep young 
children entertained — especially during the hotter and more humid 
months.

With the increasing popularity of water parks throughout the world, 
australia Zoo decided to build its own water park and commission 
its internal design team to create a colourful and exciting facility for 
young children.

an important aspect in the design was safety.
“after undertaking a lot of research to determine the most suitable 

surface for kids to run around on for our laughing Frog Water Park, we 
decided on life Floor. it was our view that a non-abrasive foam rubber 
surface would be far safer for our guests, and for us, safety is always 
our first priority,” said Brian dore, australia Zoo Operations Manager.

The life Floor foam rubber flooring system is specifically designed 
and engineered to perform in aquatic environments and to minimise 
slip and falls.

When a fall does occur, the non-slip ‘soft fall’ construction ensures 
that bumps and bruises are minimised, as the non-abrasive surface is 
soft on bare fleet and won’t skin knees or elbows.

Tiles were affixed to the concrete floor using a waterproof, propriety 
contact adhesive.

a meandering design in blue and green to resemble a billabong, 
along with large handmade concrete sculptures of native animals, 
make the 220 m2 splash park an attractive and very popular attraction 
for youngsters.

“We have only recently opened our laughing Frog Water Park and 
already it is proving to be incredibly popular with our patrons. Children 
and their parents love the new addition to australia Zoo — just wait 
until summer comes!” dore said.

Sport + Venues (Australia) 
www.sportandvenues.com.au

The meandering design resembles a billabong.



mAkIng A splAsH

Join us for a combined one-day  
trade and two-day consumer expo 

exclusively focused on pools, spas and 
outdoor living spaces, all under one roof!

3-5 May ASB Showgrounds, Auckland
You are invited to be part of the biggest industry event of the year

Enquiries on how to exhibit:

Sue Ryman-Kiernan 
E:  spasa@wiseconnections.com.au 
T:  +61 3 9885 6566

The New Zealand Pool Spa and Outdoor Living Expo 
is a combined one-day trade and two-day consumer 
event, which will generate hundreds of leads for 
exhibitors over the three days. 

Put your sales people in front of qualified buyers 
and generate new business and sales to help fill your 
order books for months after the event.

We will work directly with you to achieve the best 
outcome by:

• Attracting visitors through a targeted marketing 
campaign incorporating all media platforms

• Capping the number of exhibition stands
• Encouraging a diverse range of exhibitors that will 

attract trade buyers and consumers 
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december 2018
What: Canadian Pool and Spa Confer-
ence & Expo
When: 3–6 December
Where: Niagara Falls, Canada
Website: www.poolandspaexpo.ca
 
What: Salon Piscine & Spa
When: 8–16 December
Where: Paris Porte de Versailles
Website: www.salonpiscineparis.com
 

January 2019
What: Spatex 2019
When: 29–31 January
Where: Coventry, UK
Website: www.spatex.co.uk
 

February 2019
What: ForumPiscine 2019
When: 13–15 February
Where: Bologna, Italy
Website: www.forumpiscine.it
 
What: Everything Under the Sun
When: 22–23 February
Where: Orlando, Florida
Website: www.underthesunexpo.com\

What: Pool Spa & Outdoor Living Expo
When: 23-24 February 2019
Where: Sydney
Website: www.poolexpo.com.au/nsw

What: Tecnova Piscinas 
When: 26 Feb – 01 March 2019
Where: Madrid, Spain
Website: www.ifema.es/tecnovapisci-
nas_06

March 2019
What: Pool Spa & Outdoor Living Expo
When: 23-24 March 2019
Where: Adelaide
Website: www.poolexpo.com.au/sa

May 2019
What: Asia Pool & Spa Expo
When: 09-11 May 2019
Where: Guangzhou, China
Website: www.poolspabathchina.com

august 2019
What: SPASA Leadership Convention
When: 29 August
Where: Adelaide, South Australia
Website: www.spasa.com.au
 

October 2019 
What: Pool Expo
When: 2–5 October
Where: Istanbul, Turkey
Website: www.poolexpo.org/en

What: Piscina & Wellness
When: 15–18 October
Where: Barcelona, Spain
Website: www.piscinawellness.com/en/
home

November 2019
What: Aquanale
When: 05-08 November 2018
Where: Cologne, Germany
Website: www.aquanale.com





Stimulates hydration

Relaxes muscles

Crystal clear water

Detoxifies & regenerates the skin

Safe water purification

Odour-free

Soft on skin & gentle on eyes

Compatible with any existing pool system

Benefits

Combines 100% natural Dead Sea minerals with 
ozone-to-oxygen water purification and natural 

skincare to create therapeutic, healthy and 
crystal clear swimming experiences.

Enhance Your Pool
with Authentic Dead Sea Minerals

Enjoy Soft, Therapeutic water 
the way nature intended

mineralswim.com

Give your customers an Exceptional Experience

Become a Mineral Swim stockist today!


