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I’m writing this in the hope that very few of 

you will read it. Not because I’m planning to 

write anything particularly controversial, but 

because I hope you’re all too busy thanks 

to a successful summer season to trifle with 

the introductory niceties and you’ve gone 

straight to the good stuff: the articles and 

case studies.

And we have some great ones for you this 

issue. If you’ve ever been confused about 

whether to go with a franchise group or 

remain independent, our article on the fran-

chise system will give you a clearer idea of 

what’s what. We have fantastic articles from 

two guest contributors, Dr Walter Wendel 

and Fred Gray, on underwater lighting and 

tiling respectively.

Our feature article on pumps zeroes in on 

energy-efficient pumps. To make it easier for 

you to get your head around what’s available, 

we’ve profiled seven of the best so you can 

compare them side by side.

We also have a spin-off article from our Filtra-

tion Media Industry Roundtable, in case you 

missed it in our dedicated Industry Roundtable 

eNewsletter. If you’re interested in receiving 

these regularly, it’s easy to subscribe - and, 

as always, it’s free. Just visit www.poolan-

dspareview.com.au/subscribe to sign up in 

60 seconds.

To start 2015 off on the right foot, we’ve 

interviewed the heads of seven major com-

panies, asking them to share their thoughts 

on what they think the year ahead holds for 

the pool and spa industry. Check out our 

Industry Insights throughout the magazine 

to see what they have to say.

We hope you enjoy this issue of Pool+Spa 

- and that you have a few quiet moments 

this silly season to take it all in. As always, 

we welcome any feedback or suggestions, 

including Letters to the Editor, so please feel 

free to get in touch: ps@westwick-farrow.

com.au.

Kind regards,

Alice Richard

Editor

arichard@westwick-farrow.com.au
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Going into business on your own can be exciting but it’s a hard 
slog. For some, the support of a franchise system can be a safer 
way to ease into business ownership - but it’s not for everyone.

INDEPENDENT 
OR FRANCHISE
WHAT WILL WORK FOR YOU?
Alice Richard
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C
hoosing to be an independ-
ent or a franchisee is a very 
personal decision and there 
are benefits and drawbacks to 
both. We’ve spoken with some 

experts from both sides of the fence to help 
you make a decision that’s right for you. 

Benefits
What can you expect to gain if you join 
a franchise? The key benefits are training 
support, increased buying power, marketing 
support and brand recognition.

Training
Training isn’t just for the benefit of the 
franchisees: it also ensures all franchisees 
meet certain requirements. Even if you 
have extensive industry experience, don’t 
be surprised if you have to start at the 
very beginning if you join a franchise group.

“Our training program is geared around 
first-timers, so it’s literally back to basics. 
Even if you’ve been an experienced guy 
in the industry, we still take you through 
the program,” said Brett Blair, Australian 
divisional franchisor of Jim’s Pool Care.

“There are some standards that we want 
to make sure everyone’s following. Just 
because someone’s in the industry doesn’t 
necessarily mean they’re doing it the best 
way. So everyone gets the benefit of the 
latest training program.”

Support
One difficulty of going into business solo 
is that you don’t have the luxury of mak-
ing mistakes - one poor business decision 
could undo all your hard work.

“There’s research by the University of New 
South Wales conducted every two years and 
it keeps coming back with statistics that 
say close to 80% of small businesses fail 
in their first five years, but close to 80% of 
franchises succeed in their first five years,” 
said Poolwerx CEO John O’Brien.

This may be because franchises come 
with ready-made business plans that coach 
franchisees through those difficult first years. 
These plans consider all of the mistakes 
business owners make early on and help 
franchisees avoid them. Chances are, the 
brains behind the franchise have already 
made these mistakes, learnt from them 
and built them into a business plan - so 
you don’t have to.

“One of the other great benefits of a 
franchise is that you don’t have to be a 
jack-of-all-trades; you don’t have to know 

everything about business,” said O’Brien.
“You’ve got support specialists and busi-

ness coaches that provide all of the non-core 
stuff so all you need to do is focus on the 
most important things - servicing and looking 
after your customers on a day-to-day basis.”

“What I found when I was in business for 
myself was that you spend quite a bit of time 
in those peripheral areas, which takes you 
away from your core business,” said Chris 
Fitzmaurice, Swimart Franchise Manager - 
Australia & New Zealand.

“The more things you’ve got to do yourself 
just to support your business means the 
less time you have for generating income. 
So obviously the major benefit of being with 
an established franchise system is that those 
support services are provided and you can 
focus more on generating income.”

But this isn’t limited to franchises - inde-
pendents can take a leaf out of franchisees’ 
books. Lee Salisbury, manager of successful 
independent business Sapphire Wetwork, 
also looks to business experts for advice 
and guidance.

“I do believe in outsourcing and I think 
that is something small business needs to 
use to its advantage. So we outsource our 
website and our online media work and we also 
outsource our bookkeeping,” Salisbury said.

“We also have a business coach, which is 
something that I find extremely helpful and 
is something that I’d certainly advocate for 
independents.”

Marketing
While a national advertising campaign isn’t 
something an independent operator needs, 
what it does result in is increased brand 
recognition.

The franchise will already have a well-
established website and often they take care 
of things like search engine optimisation and 
AdWords campaigns - the things that give 
you the edge in our increasingly online world. 
Due to the cost and effort involved, this is 
something that’s simply beyond the grasp of 
most independent operators.

“This allows individual franchisees to benefit 
from major advertising for a fraction of the 
cost they would normally pay if they were to 
do it independently,” said Fitzmaurice.

“A lot of the marketing in this day and age 
is digital, so to get serious about competing 
on the first page of Google, you need a lot 
of money and deep pockets,” said Blair.

“A small independent would need to build 
a website, maintain it, optimise it to rank on 

page one and pay for Google Adwords cam-
paigns. It’s out of this world. They couldn’t 
consistently stay in that space. If they started 
from scratch it would take a long time to 
build that customer base,” said Blair.

Drawbacks of franchise systems
Product range
Joining a franchise group with links to a 
major supplier can be good or bad, depend-
ing on your viewpoint. On one hand, you’re 
restricted in terms of the products you sell, 
but on the other, you have access to solid 
product support and training - not to men-
tion better pricing. Some people may enjoy 
having the support, while others may find 
the limitations frustrating.

Swimart, for instance, is owned by Waterco.
“Franchisees are required to buy products 

specifically outlined in our Authorised Product 
List. It’s not exclusively Waterco products. 
It’s a range we think covers the needs 
of all pool owners. Yes, predominantly it’s 
Waterco products - but it’s not exclusively, 
and franchisees do buy other brands,” said 
Fitzmaurice.

The freedom to select which products 
to stock is one thing Salisbury loves about 
being independent.

“I have freedom. I have freedom in the 
choice of products I choose to sell. I have 
the freedom of doing my own marketing and 
not needing approval from anybody else to 
do those sorts of things. I have my own 
branding. That gives the value of the business 
to me, not to a franchise group,” she said.

Square pegs in round holes
There are certain trade-offs in terms of 
freedom that come with joining a franchise 
group. Whether these are a deal-breaker for 
you depends very much on your personality 
and how you prefer to operate a business.

“Not everybody is suited for franchis-
ing. While we look at people that have an 
entrepreneurial streak or creative streak, if 
that was your predominant strength, you’re 
probably not going to be ideally suited to 
the franchise structure because it will often 
impose constraints on franchisees in terms 
of what product they can sell, how they can 
sell it, how they can market their business 
and so on,” said Fitzmaurice.

“For people who are highly creative and 
entrepreneurial, the franchise model might not 
be ideal. They could get frustrated operat-
ing within a system that has those kinds of 
constraints on it.”
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Who does what?
Each franchise group offers different perks 
and does certain things better than oth-
ers. Here are a few things that set these 
franchises apart:

PoolWerx
“Our number one corporate KPI in PoolWerx 
is increasing franchise partner profit every 
year,” said O’Brien.

“EBITDAO stands for earnings before 
interest, tax, amortisation and owner’s 
earnings. So it’s basically your profit plus 
your owner’s wage. So that was 24.7% in 
our business last financial year. If you’ve 
got a million-dollar business, your EBITDAO 
is $247,000.

“Our EBITDAO is very high, not just by 
pool industry standards. It actually puts 
us in the top 5% of franchise groups in 
Australia.”

Swimart
“I don’t think enough [independents] seri-
ously consider the benefits that can be 
derived by being a part of the system. For 
example, if an independent operator wanted 
to come to us, there’d be no joining fees 
and, in fact, we will pay towards the cost of 
rebranding the business,” said Fitzmaurice.

“We believe in our business that much 
that if an independent store operator wanted 
to join us, they could join us for free and 

we would pay to paint the store, rebrand 
the store, rebrand the vehicles, so they 
wouldn’t be out of pocket.”

Jim’s Pool Care
“Recognition of the Jim’s brand is excellent, 
but you’ve got the network of 75 other 
Pool Care franchises, 35+ other divisions 
within Jim’s and 3300+ franchisees within 
Jim’s Group. The mowing guys are in back-
yards every day; they’re seeing the pools. 
There’s antenna guys on the roofs. There’s 
this network of other Jim’s businesses you 
can work with to generate leads for each 
other. There’s other franchisees out there 
generating you work - and the cost is zero. 
It’s a very powerful network and that’s an 
important selling point,” said Blair.

Advice for would-be 
franchisees and independents
There’s a lot to weigh up when it comes 
to the franchised vs independent debate. 
Fortunately for those seeking information, 
there’s plenty available. Franchises must 
supply a Franchise Disclosure Document, 
which gives information about the franchise 
group and contact details of all franchise 
partners.

“There’s no better place to start than to 
call existing franchise partners or have a 
coffee with them and ask how it’s working 
for them,” said O’Brien.

“Make sure you spend time in a store 
or in a service van with a franchisee or 
their staff to experience the business 
first hand.”

“I would suggest they look during the 
off-season with the view of developing the 
business in time for the summer peak. The 
other thing is that it largely depends on 
what they want and where they’re coming 
from,” said Fitzmaurice.

“For independents, there’s a lot of 
benefits in joining a franchise organisation, 
but it largely depends on their motivation 
and what they want to get out of it. I’d 
encourage independents to seriously con-
sider joining a franchise group but think 
long and hard about why they would be 
doing it.”

“They’ve got to weigh up the cost 
versus reward equation. What’s the cost 
to rebrand as a Jim’s Pool Care franchise 
versus the potential reward - how many new 
customers or sales would you potentially 
get? Call some of our franchise owners 
and ask some hard questions,” said Blair.

“We’ve had a few existing independent 
guys join us and the main things they love 
are the support and team environment - 
and also the amount of work we’re able 
to generate for them.”

Ultimately, franchise or not, the success 
of a business comes down to the efforts 
of its team. The best digital marketing 
campaign and slickest retail fitout won’t 
help you succeed if you don’t have the 
basics right.

“I think the thing that gives a business 
its strength, regardless of whether you’re a 
franchise or an independent, is the qual-
ity of the service, expertise and advice, 
and the quality of the products you sell,” 
said Salisbury.

“If you do what you do really well, 
it doesn’t matter what badge is on the 
door. But if you do a poor job, then that’s 
going to affect your business. So while 
initially a franchise branding might attract 
[a customer], if you can’t back it up with 
expert service and advice, that person is 
just as likely to go to the independent 
down the road.

“If you put your heart and soul into your 
business, then you’ll reap the rewards. But 
you’ve also got to be prepared to get off 
your butt. It’s not a case of open the doors 
and they will come. You have to actively 
participate in your business and put your 
business out there.”

For more information about franchising, 
visit www.franchise.org.au or www.accc.gov.
au/business/franchising.
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Compliance with AS 1926.3
As a professional building surveyor I am expressing my concern in regard to the inability 

of many pool and spa manufacturers to demonstrate compliance with the water recircula-

tion requirements of AS 1926.3. We are finding that many products on the market here in 

Australia either do not comply with the requirements of AS 1926.3 or have not had valid 

testing that demonstrates the required compliance (in particular suction outlets, but also 

including some skimmer boxes).

Not only do we have non-compliance and inability to demonstrate compliance, we also 

have strong resistance from some sectors of the industry when requesting evidence of 

compliance. This raises the question of why such products are able to be marketed here 

in Australia, and indeed why sectors of the industry would want to put their clients at risk 

of death or injury and themselves at risk of litigation and/or prosecution.

I recognise that there is no easy answer to this problem, however am of the opinion that it 

would probably be best for the pool and spa industry to drive compliance with AS 1926.3 

from within, and thereby assist in ensuring that an adequate level of documentation is 

provided for approval purposes. The market would then take care of any recalcitrant sup-

pliers as they would find it extremely difficult to gain approval for their products.

Also I think it is worth mentioning that building surveyors are not in the business of holding 

up development, and that provision of adequate documentation at the time of lodgement 

of a development application for a pool or spa will assist us to deliver timely approvals.

Regards,

John Lewis

Backwash lines
The final paragraph of ‘The Good, the Bad 

and the Sludgy’ [Pool+Spa Nov/Dec], in talking 

about backwash lines, states: “... every 90° 

elbow is the equivalent of another length of 

pipe - another 6 metres.” In fact, a 40 mm 

elbow is the equivalent of only 1.6 m of pipe 

and a 50 mm elbow 2.2 m of pipe. So an 8 

m x 50 mm diameter pipe with four elbows 

is equivalent to just under 9.5 m of pipe, not 

the 32 m inferred.

This is not to decry the basic message given 

as it is important to get the backwash plumb-

ing correct. It is also a fact that an excellent 

backwash could be achieved with a 32 m pipe 

length if the pipe diameter was large enough. 

It is the pump output and the head loss in a 

backwash pipe that ultimately determines the 

pipe flow and the success of the backwash. 

Yes, every 90° elbow adds to the head loss 

but far worse are those installers who think the 

backwash line is not important and undersize 

the pipes. Where the filtration system demands 

a 50 mm pipe system the backwash is often 

done in 40 mm - after all this may save the 

builder $10-20 on a $60,000 pool!

It is important to design any backwash line 

in the right pipe size - it must be at least the 

same diameter as the suction line, with the 

shortest run possible and the least amount of 

elbows. It is equally important to match the 

pump size to the filter because if the pump 

is undersized, then the best backwash line 

in the world will not clean the filter properly.

Regards,

Cal Stanley

Consultant

Neptune Pools

Salt attack!
A few weeks ago, we posted a video on the Pool+Spa Facebook page from WFAA.com 

about saltwater systems damaging pool surrounds and other equipment.

Ben Burdett from EFFLOCK was prompted to respond to the claims made in the video. 

Here’s what he had to say:

This is a silly sensationalist attack on salt water pools. Chlorine is also an aggressive 

chemical in strong concentrations. The ‘pocking’ of the pool surrounds referred to in the 

video is because the stone has not been sealed (or a sealer has not been reapplied by 

the owner).

Salt damage is going to occur to any surrounding masonry that is porous, and that is 

why sealers are used. If masonry is allowed to absorb water, it is also absorbing dis-

solved salt in solution. As soon as the masonry dries and water evaporates, the salt is 

left behind to crystallise. Exponentially more salt is deposited until there is enough salt 

to form large salt crystals that expand in excess of the pore size within the masonry.

The crystallisation pressure of most salt exceeds 200 megapascals (MPa), yet the resistant 

(tensile) strength of even high-strength concrete is only 10 MPa, so masonry loses every 

time. Preventing water absorption prevents salt attack.

Ben Burdett

EFFLOCK

www.efflock.com.au

Do you have an opinion on a hot topic in the pool and spa industry? 
Get in touch! Email ps@westwick-farrow.com.au.

YOUR SAY
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MAKING WAVES

Boy thrown from WA waterslide

Victorian pool builder wins 
2014 Pool of the Year
Seaspray Pools has won the SPASA Australia 
Pool of the Year for 2014 at the SPASA 
Australia 2014 Awards of Excellence. The 
company also took out the top prize for 
Residential Concrete Pools - Traditional or 
Geometric $50,000 to $100,000.

SPASA CEO Gary Nye said the standard of 
this year’s entries was very high. The entries 
came from winners of the 2014 state awards.

Emaux took out gold for the Sustainability 
Award: Product category, with Waterco and 
Sunbather winning silver and gold respectively.

Judges of the 2014 national awards were 
Nathan Burkett, Jim Fogarty and Jim Portbury.

For a full list of the winners, plus photos 
of the award-winning pools and products, visit 
www.spasa.com.au/awards-2014.

The 2014 SPASA Australia Pool of the Year by Seaspray Pools.

A five-year-old West Australian boy is in 
hospital with severe injuries after falling out of 
a waterslide at the Outback Splash theme park 
in Bullsbrook. Mason McDonald was going down 
the slide on his father’s lap when he slipped away 
from his father and was propelled over the wall 
of the slide.

Mason’s skull was fractured in several places 
and he sustained other injuries when he fell to the 
concrete below, The West Australian has reported. 
Fortunately, St John Ambulance was hosting a 
function at the water park and guests helped 
Mason until paramedics arrived on the scene.

“He is alive only as a result of the multiple 
medical trauma teams who treated him at two 

major hospitals in Perth. He has fractures to his 
skull and other injuries as a result of his fall from 
height onto concrete,” wrote Mason’s mother 
Hayley on the Outback Splash Facebook page.

“We are unsure of how his memory, 
speech, seizures etc etc will develop 
over the next few months. We have many 
specialist medical [departments] working  
with him. He is unable to return to school for the 
foreseeable future.”

Outback Splash also posted this message on 
its Facebook page after the incident: “Following 
an incident where a young boy came off the end 
of the blue slide on the weekend, management 
has decided as a precaution to close this 

particular slide until Friday December 5th for 
an operational review. All of the other slides 
and waterside playground activities will be fully 
functional from 10am tomorrow morning.” [3 
December]

According to The West Australian, WorkSafe 
is investigating the incident and the WA Health 
Department is looking at the design and 
performance of the slide.

“I don’t want people to lose jobs or the 
business to fold,” John McDonald said of Outback 
Splash.

“They did not set out to do this and as long 
as they hold up their side to modify the slide, it 
should be fine.”
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Appeal finds pool 
builder not liable 
fo r  c o n t ra c t o r 
negligence
The NSW Court of Appeal has 
upheld an earlier decision that 
ruled that a pool builder was not 
liable for contractor negligence 
after an employee sustained 
signif icant injuries from an 
unsecured concrete pumping hose.

Reliance Pools had contracted 
AF Concrete Pumping to pump 
concrete for the seventh-floor 
pool construction. C&J Concrete 
Sprayers was subcontracted to 
spray the concrete.

Reliance’s director, Jeffrey 
Ryan, asked an AF Concrete employee to secure a flexible hose that 
was unsecured and left hanging over the edge of the pool. The AF 
Concrete employee failed to do so, and when Ryan approached the 
pool to ensure the hose had been secured, concrete burst out of 
the pipe and struck Ryan in the face. He suffered a traumatic brain 
injury and injuries to the face and head.

In the initial court case, the judge found AF Concrete Pumping 
to be negligent. Reliance Pools and C&J Concrete were not found to 
be negligent. AF Concrete appealed the decision, but a second judge 
upheld the findings that Reliance had not breached its duty of care.

According to Kott Gunning Lawyers, “The NSW Court of Appeal 
has helped balance the ledger in its decision on negligence, the 
scope of the duty of care between sub-contracting parties and the 
liability of the employer of a working director.”

New national training manager for 
Zodiac
Zodiac Group Australia has appointed a new national training manager: 
Jason Carter. An industry outsider, Carter’s diverse background 
spans the military, aviation and software industries. Based at Zodiac’s 
Smithfield office in NSW, Carter will report directly to the marketing 
team.

Most recently, Carter was Schneider Electric’s national training 
manager. In this role, he created and implemented a cost-effective 
digital training strategy that enabled the company to roll out training 
in all of its 130 operating countries without increasing the size of its 
regional training staff.

Carter previously served in the United States Army where he was 
a Blackhawk helicopter crew chief in the Special Operations Aviation 

Command. Following this, he 
spent several years in training and 
technical content development 
roles with The Boeing Company.

He holds a Bachelor of Arts 
degree in Interdisciplinary Studies 
with concentrations in History 
and Humanities, plus a Masters 
in Business Administration. 
Carter and his wife Jade moved 
to Australia three years ago.

©Aisyaqilumar/Dollar Photo Club

http://www.theralux.com.au
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MAKING WAVES

International award for in-
floor cleaning distributor
After a year of strong growth, Cooke Industries 
has ended 2014 on a high, winning QuikClean’s 
International Distributor of the Year Award. 
Cooke Industries Managing Director Cliff 
Cooke was presented with the award at 
QuikClean’s annual conference in Hawaii.

“The award is great recognition for our team 
and their efforts to support our installation 
partners. The most pleasing aspect of the 
conference, however, was the opportunity to 
work with innovative thinkers and plan further 
developments for the next generation of in-
floor cleaning systems,” Cooke said.

Cooke Industries is the Australasian 
distributor of QuikClean’s in-floor cleaning 
systems.

L-R: Skip Ast Jnr, Director of Sales & Marketing, QuikClean; Cliff Cooke, Managing 
Director, Cooke Industries; Greg Price, Director Field Operations, QuikClean. 

Strong growth reported for mobile pool 
shop franchises
The mobile pool shop division of the Jim’s Group has reached a new 
milestone, eclipsing 70 franchised businesses, with more than 12 new 
sites in the last 12 months.

According to Brett Blair, divisional owner of Jim’s Pool Care, the 
growth is due to three key factors. “I believe that we are now maturing 
as a business model and offering real value in the marketplace. We have 
extremely high franchise satisfaction within the group and are building 
a strong, positive team culture,” said Blair.

“Finally, I think sectors of the franchising industry are stepping up 
to improve the value offered to their franchisees and that’s what we 
are doing well.”

The company has worked to develop strategic relationships with 
a number of pool companies such as AstralPool, Davey, Sunbather, 
Maytronics, Daisy Pool Covers and Focus Products to form the backbone 
of the Jim’s Group ‘partners in business’ model.

“Good suppliers are key to our success at Jim’s. We need them to 
provide great training, good reliable products and excellent customer 
service and warranty for when things go wrong,” Blair said. “I feel lucky 
to have a strong team of motivated suppliers on board at the moment.”

The Jim’s Group has approximately 3300 franchisees across four 
countries and is anticipating strong growth in 2014-15.

Swimmer numbers plunge as entry fees 
increase
Before you hike up the entry fee for your aquatic centre, consider this: 
what’s the one thing that’s guaranteed to stop people swimming? Higher 
prices for entry to the swimming pool, new research from the UK has 
shown.

A study by Brunel University London’s Health Economics Research 
Group (HERG) found that swimming is the one individual form of exercise 
that most people would drop if they faced higher prices.

In a study of 1683 people, the researchers found that those facing 10% 
higher entry fees to swimming pools were 29% less active - even once other 
variations such as age and differences in income were taken into account.

Interestingly, a similar price hike for a gym workout didn’t affect the 
participants’ willingness to go, with participation dropping by just 3%.

“Engaging in physical activity costs you real money and people make 
a trade-off between whether to go to a leisure centre and how much it 
would cost them,” said Professor Julia Fox-Rushby, Professor of Health 
Economics at HERG.

Positive financial incentives - like subsidised prices - are the key to 
increasing people’s participation in physical activities, the researchers have 
suggested. However, they say that subsidising an individual activity such 
as swimming would be more effective than a blanket subsidy.

The research was published in the International Journal of Behavioral 
and Physical Activity.
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What do you think will be the toughest challenge 
facing the pool industry in the year ahead? 
How does your company intend to address this 
challenge?
I believe suppliers need to rapidly rethink their approach to prod-
uct design; too much focus has gone into equipment with fancier 
functions rather than focusing on products that simply, effectively 
and above all reliably keep a swimming pool clean and looking 
great. We believe builders and end users alike simply want to 
install equipment that looks great, costs less to run and lasts 
forever. Our plan is simple: to continue to manufacture Poolrite 
equipment that does all of the above, while ensuring we continue 
to stay on the cutting edge of the really important features people 
want to see in their pool equipment.

What do you see as the biggest growth 
opportunities for your company in 2015?
2015 is about the customer. It is about ensuring that the cus-
tomer gets what they need, and this reaches through to all 
levels, from the products we offer to how the customer orders. 
Too many products in the marketplace are aimed at trends and 
do not address what the customers really want: quality, simplicity, 
affordability, reliability and energy efficiency. What we have heard 
loud and clear from our customers (both current and potential) is 
that they value their time and money and they want something 
that is going to be easy to install, and dependable and affordable 
for the consumer to own.

What do you think are the three most important 
things your customers are looking for in a 
supplier, and why?
1. Quality product: At the end of the day the product they in-

stall represents their company and their brand to their end 
customers.

2. Top end service and support: We need to help grow our 
customers’ businesses wherever possible and by offering a 
great level of service and support we can achieve this and 
more. Furthermore, in a cluttered marketplace, Poolrite is a 
point of difference.

3. Competitive pricing and stability: When selling a high-quality 
product like Poolrite we are never the cheapest option people 
have, so ensuring our Aussie-made products are price competi-
tive in the market wherever possible is crucial. We also like 
to ensure our pricing remains stable in the market. Cheap 
imported products and price cutting often have disastrous 
effects - quality is usually the first thing to be compromised.

What do you plan to do in the 2015 winter season 
to keep your business going?
One of the beauties of the Evolve Group is our greatly diversified 
product range across so many different industries, so winter is never 
an issue for us. We plan to use the slower months in the pool 
game to polish the plans for the new products hitting the market 
for the 2015 summer.

What do you think is going to revolutionise the 
industry in 2015?
The Innosphere Filter Tank - the biggest innovation in the pool industry 
for decades. It doesn’t have pretty lights and it won’t make you a 
cup of coffee, but it is an extremely high-quality one-piece moulded 
high-pressure filter tank that will slash the bottom line cost of a filter 
tank and thereby the total cost of a pool system for any company 
that includes it in their range. I don’t like to say any product is a 
game-changer but this one will have a definitive effect on the cost 
of a pool system worldwide.

In addition, route to market is already changing the market. Like 
it or not, the internet and big box retail is changing the landscape 
and all levels of the industry will have to come to terms with what 
that means for their individual businesses.

What’s new for your company in 2015?
Well, being in the pool industry is new to us for 2015. Whilst we 
did participate in last year’s summer, we had only acquired the 
brand in August, so missed the sell-in period. So this is really our 
first summer, and it has been great because we have stripped the 
range down to the key products and worked on what we believe are 
the critical success factors, and it is yielding fruit. It is a wonderful 
experience rejuvenating this Aussie icon, and we are known for tak-
ing on interesting and challenging tasks. Rebuilding this brand has 
been a great experience for us, and a very rewarding experience to 
know that it nearly went offshore, or, worse still, disappeared forever.

Ty established what would become 
the Evolve Group of Companies in 
July 2006. Ty has extensive hands-
on experience building successful 
companies from the ground up and 
has a keen interest in identifying new 
opportunities both in business and in-
novative products. Ty has a passport 
full of international business experience 
across Asia, Europe and in particular 
North America. His commercial inter-
ests vary greatly, however Evolve is 
by far his most passionate pursuit.

TY HERMANS

MANAGING DIRECTOR, THE EVOLVE GROUP

INDUSTRY
INSIGHTS 2015

http://www.poolrite.com


16  |  POOL + SPA  January/February 2015 WWW.POOLANDSPAREVIEW.COM.AU

http://www.europeimports.com.au


January/February 2015   POOL + SPA  | 17WWW.POOLANDSPAREVIEW.COM.AU

What’s new for your company in 2015?
Paula Cowell-Yench: 2015 holds some very exciting opportunities 
for Europe Imports. Our consistent growth has enabled us to 
seek opportunities in which we are able to further assist our 
clients. A new division called Poolside Design & Supply (PDS) 
was developed in which we now can offer our clients a ‘one-stop 
shop’ product service for outdoor and poolside requirements. We 
are now importing natural stone as well as supplying adhesive, 
grouts and sealers. This new service has become so successful 
we have chosen to move to larger premises in 2015.

What do you think are the three most 
important things your customers are looking 
for in a supplier and why?
PC-Y: Quality, service and value for money are definitely the 
three most important things to offer our clients. This basic 
combination has not changed for centuries and is still today 
the benchmark for all successful companies around the world, 
and in any business. We pride ourselves on offering nothing 
less than our best in all three areas, and set high standards 
in our business practices and ethics. Over the last 10 years 
we have gained a reputation as a trusted, dependable and 
respected company of which we are extremely proud.

What do you think is the toughest challenge 
facing the pool industry in the year ahead? 
How does your company intend to address 
this challenge?
Carl Yench: The toughest challenge that the industry will be 
facing is keeping up with demands of a high-volume season 
that has signs of pushing all throughout the year. At the mo-
ment builders are booked out for months in advance and pool 
tilers have never been in such high demand, which means that 
everyone is working harder than usual. If the season contin-
ues throughout the year as we suspect, there are going to be 
some really time-poor builders around. Recently, we have had 
a focus on developing installation specifications with adhesive 
companies utilising the latest products that offer much faster 
installation and curing times and we are also now offering a 
‘one-stop product shop’ model and an on-site colour consultancy 
service which is designed to help free up the builders’ time; 
with these developments, we hope to make some builders’ 
lives a little less stressful.

What are your customers demanding of you 
more today than five years ago, and how will 
you meet these demands in 2015?
CY: Aside from the demand for more convenient services such 
as colour consultancy and full product supply, we have seen a 
growing demand for a broader spectrum of high-quality products 
that will accommodate the needs of designers and architects 
that are requiring particular effects or colours within the pool 
design. Discussing the needs of our customers has pushed us 
to develop an additional range of 14 Ezarri colours and mixes 
that are produced specifically for the Australian market which 
will accommodate the Cocktail range and the new Toppings 
range in 2015. The other demand that we have noticed is 
greater interest in technical information regarding installation 
and performance test certificates such as our ‘C’ rated anti-slip 
certificate for hydrotherapy pools. We are constantly working 
to be ahead of the game in this respect.

What do you see as the biggest growth 
opportunities for your company in 2015?
CY: Over the past few years, the pool industry has seen a mas-
sive influx of cheap mosaics that have been found to cause far 
more problems than the initial saving was worth. We have seen 
and heard of many tile failures resulting in costly rectifications 
or, in some extreme circumstances, court cases. As we have 
always been a company focused on quality products and ap-
plication suitability, we believe that our greatest opportunities 
lie in product education and strategic industry alignments that 
help us enforce bulletproof installation systems.

Paula Cowell-Yench founded Europe 
Imports in 2004 and was joined by 
her son Carl Yench in 2006. Paula 
and Carl have grown the business 
throughout Australia, New Zealand 
and parts of Southeast Asia and 
are now the sole importers of and 
agents for Ezarri glass mosaics. The 
company’s foundations of trust, quality, 
technical experience and customer ser-
vice have springboarded the company 
and Ezarri brand into the number 
one position in the pool tile industry.

PAULA COWELL-YENCH AND CARL YENCH

DIRECTOR AND ASSISTANT DIRECTOR, EUROPE IMPORTS

INDUSTRY
INSIGHTS 2015
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A WIN FOR COUNCIL, 
COMMUNITY AND ENVIRONMENT

The Des Renford Leisure Centre in the Sydney suburb of Maroubra 
runs learn-to-swim programs in its outdoor toddler pool. Being 
outdoors, the pool was only in use during the warmer months, 
meaning that it sat empty throughout winter.

While Randwick City Council was missing out on revenue 
from patrons; it was also having to pay for the pool to be run and 
maintained during the winter months - and the pool was far from 
sustainable. Looking to extend the swimming season and increase 
revenue while meeting sustainability targets, the council researched 
potential solutions.

A Laguna Grande Telescopic pool enclosure from The Pool 
Enclosure Company was selected as the best option: the enclosure 
provides all the benefits of a traditional permanent structure but is 
far cheaper and faster to install. In total, it took The Pool Enclosure 
Company just 12 days on-site to build and install the enclosure.

Once installed, the enclosure delivered immediate benefits. 
Enclosing the 15 x 11 m outdoor pool meant that evaporation was 
heavily reduced, creating a far more water-efficient pool. In a pool 
this size, solving the problem of evaporation meant that the council 
was able to meet its obligations of running as sustainable an 
operation as possible while minimising water consumption.

Access and ventilation were important for this project, so The 
Pool Enclosure Company designed the enclosure with two lateral 
sliding doors, a double sliding door and four ventilating windows - 
two in each face. An additional four openings were also included to 
assist the dehumidifier in managing airflow in winter and whenever 
the enclosure is closed.

All of the enclosure’s polycarbonate is UV protected and an 
opaque twin wall polycarbonate was also installed in the roof to 
provide shade and in the street-facing end to provide privacy.

The Pool Enclosure Company recommends that the enclosure is 
kept closed when not in use to maximise water efficiency and pool 
heating; however, leisure centre management also has the option to 

PROJECT COMPLETE

partially or fully open the enclosure when weather permits to allow 
a breeze through while still providing bathers with sun protection 
and an outdoor feel. This is a major benefit that an enclosure offers 
over a permanent structure. Despite its size, it is very easy to open, 
requiring just one person on each side of a segment pushing or 
pulling with just a few fingers.

The enclosure also improves the pool’s energy efficiency. Any 
heat produced inside the pool is retained more effectively, reducing 
heating requirements and energy use. The enclosure ensures 
the pool retains heat very well, while also naturally heating the 
water through sunlight. This results in a temperature increase of 
approximately 10°C. Chemical loss due to evaporation is eliminated, 
as is water loss, and cleaning systems need to be run less frequently 
as the enclosure prevents debris from entering the pool.

The Pool Enclosure Company estimates that the running costs of 
an average-sized swimming pool are reduced by around 70% once 
it is enclosed. While the learn-to-swim pool’s equipment still runs 
year-round, the year-round swimming season means that it does 
not run unnecessarily.

Installing the enclosure was a win for the council, the community 
and the environment alike. Between the energy, water and chemical 
savings plus the increased revenue, the pool enclosure is expected 
to pay for itself within three to four years.

Since the pool has been enclosed, an additional 600+ children per 
week use the learn-to-swim pool during the winter. Since the pool 
is now in use an additional seven months of the year, the council is 
now receiving year-round revenue, more than doubling its revenue 
streams while significantly reducing the environmental impact and 
energy use of the pool.

The Pool Enclosure Company
www.thepoolenclosurecompany.com.au

The learn-to-swim pool before the enclosure was installed. Inside the new TPEC enclosure.
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DEREK PRINCE
Managing Director, Daisy Pool Covers

By combining a ‘can-do’ attitude, 
strong business ethics and a 
commitment to cont inuous 
improvement, Daisy Pool Covers 
Managing Director Derek Prince 
now leads a company that has 
expanded from the west coast to 
the east and boasts an enviable 
staff retention rate. He shares 
with us some of the secrets to 
his success.

“We’ve always been very dedicated to the product. We can make some pretty 
big claims because we put a lot of pressure on ourselves to make sure we 
deliver on those claims. We put our money where our mouth is,” said Prince.

“We never have warranty issues because we have the mantra, ‘If you’ve got 
a problem, we fix it.’ I don’t want to be ducking and diving and having people 
spending energy trying to get out of something. Regardless of whether it’s our 
fault or not, we just fix it.”

While absolute commitment to quality is key to Derek’s business ethos, it’s his 
approach to the individuals in his business and customer base that set him apart 
from many other operators.

There are three key relationships he nurtures and never takes for granted: those 
with his customers, his suppliers and his staff.

“Regardless of what I say, the staff are the ones in contact with our customers, 
so they have to be 100% behind the company and live and breathe it as much 
I do. As much as I talk about looking after customers, all our staff get it as well 
- even down to the factory manager who’s proud when something goes out. He’ll 
make people re-roll a cover if it’s not straight, because he wants to make sure 
[the finished product is perfect].”

While most business owners only dream of having staff this committed, Derek 
has achieved just that. What’s his secret?

“That’s easy: communication. I run an open-door policy; anyone can walk in and 
talk to anyone. We probably have [fewer] meetings and [fewer] toolbox meetings 
than most other people, but we talk more than most other people.

“If we [have] something happen that we can all learn from, we share it straight 
away. [If] someone’s found something that we can do better, we implement that 
straight away. If there’s been a hiccup somewhere and we need to fix something 
[it’s communicated] to everyone straight away. Because anyone can talk, you don’t 
need a forum to be able to raise something - and of course things get fixed quicker.”

Daisy’s staff retention rate is a testament to Derek’s management: he estimates 
that more than half of his employees have been with the company for more than 
10 years, and more than two-thirds for five years.

“It doesn’t matter what you pay - people won’t hang around if they’re treated 
like crap. If they believe in what they’re doing, if they are empowered, they have 
a better professional outlook,” he said.

And he certainly doesn’t rest on his laurels, he’s constantly working to improve 
the business and his management style.

“If you can take one practical thing out of training, then it’s a success. I [take 
inspiration] from everything: the pool industry, the car industry, real estate. Sell-
ing is selling and business is business. You can take a lesson from anywhere and 
apply it. I’m constantly looking for ways to do it better.”

While he’s faced challenges, his positive approach means he doesn’t dwell on 
the past and constantly strives to move forward.

“Any decision that you make is the best decision you can make today. I don’t 
believe that you could do anything better, because at the time you made the best 
decision. Hindsight may say it was wrong, but at the time it was right.

“And the second step is making a decision, because people avoid [making] a 
decision and that’s wrong. I’d prefer to make a wrong decision than no decision 

[at all].
“I’m a ‘can-do’, positive person, and that’s the way I look at life. And I’ve 
taken that into business as well.”

POOL  KNOWLEDGE ...of
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PRODUCT
PAVILION

RGB-W LED POOL 
LIGHTING
Available from Form and Light, the 

WIBRE 4.0199 LED swimming pool 

light family comprises recessed, flush-

mounted pool lights constructed of marine-grade 316L stainless 

steel. The lights are available with the next generation of colour 

RGB-W LEDs, together with three different whites.

These recessed pool lights are suitable for mid-size commercial 

and high-end residential pools up to 10 m wide. They provide il-

lumination comparable to a 400 W halogen light. With the addition 

of the RGB-W type, the lights are capable of producing crisp white 

light and all colours from the one fitting.

In comparison with RGB LEDs, the RBG-W technology allows 

the creation of real white light from warm to cold white and all 

colours from pastel to saturated. For increased colour options, an 

RGB-A version is available.

A separate DMX driver controls all white and coloured light. The 

DMX controller allows the user to adjust the whites and colours, and 

set and recall static or dynamic scenes for the pool and surrounds.

The lights have an outer diameter of 210 mm and the separate 

stainless steel housing has a depth of 120 mm, meaning that they 

will fit into a range of pool walls.

Form and Light Pty Ltd

www.formandlight.com.au

SALT CHLORINATOR
The FreeFlo salt chlorinator from Pentair is designed to withstand 

harsh pool conditions. It provides low-salt operation of 3500-4500 

ppm (0.35-0.45%).

The chlorinator has overtemperature and overcurrent protec-

tion and an efficient toroidal transformer. It is built using a quality 

Panasonic timer and titanium cell.

It includes silicon-controlled rectification and produces high 

levels of chlorine. It is supplied with an acrylic weather shield 

and a high-impact ABS plastic cell housing. The chlorinator is 

manufactured in Australia.

Pentair Aquatic Systems

www.pentairpool.com

http://www.waterco.com
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PRODUCT
PAVILION POOL CLEANER

The Rebel suction-side 

inground pool cleaner is 

available from Pentair.

T h e  c l e a n e r ’ s  p r o -

grammed steering and 

compact, two-wheeled de-

sign manoeuvres from deep 

to shallow sections, up 90° 

floor-to-wall angles all the 

way to the waterline and 

into tight spaces that other cleaners can miss.

Its Sure-Flow Turbine passes dirt and debris, reducing 

the clogging that can occur with two-wheel cleaners. 

It is easy to install and has a quick-release latch that 

enables top access for servicing.

It is designed using hydraulic technology that makes 

it suitable for use with both variable-speed and two-

speed pumps. Its dual action roller skirt manoeuvres 

up and over obstacles to ensure uninterrupted cleaning.

The cleaner has a programmed cleaning cycle to 

ensure complete and thorough pool cleaning coverage.

Pentair Aquatic Systems

www.pentairpool.com

RAPID LEGIONELLA TEST KIT
Legionella is a pathogenic group of gram negative bacteria that in-

cludes the species L. pneumophila, causing Legionellosis, and is of 

major public health significance. Available from Australasian Medical & 

Scientific, the Hybriscan for Legionella screens for all Legionella species 

including L. pneumophila in cooling systems and water installations.

Traditional methods can take up to 10 days to provide a result, 

whereas the Hybriscan can screen 

filterable samples in less than 3 h 

without enrichment, according to 

the company.

No expensive equipment is re-

quired for use with the assay, which 

means most laboratories will be able 

to perform this test without having to 

upgrade their facilities.

The assay is claimed to be more 

specific than other methods such as 

ELISA, and only detects living cells. Using the standards within the 

kit will also allow quantitative results.

Australasian Medical & Scientific Ltd

www.amsl.com.au

Image credit: © Janice Haney Carr

http://www.jimspoolcare.com.au
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SPASA Australia news
Constitutional changes
On 28 November at a Special General Meeting, the 
members of SPASA Australia voted to adopt a revised 
Constitution that would:
• recognise Founding members,
• recognise the SPRAA merger by creating franchisor and 
franchisee members,
• recognise national members once state bodies have 
made the constitutional changes if required, and
• include SPASA NSW and an Association seat (SPRAA) 
as Founding members and Directors.
The result of this is that we have moved one step closer 
to a single body representing the swimming pool and spa 
industry. SPASA Australia now represents more than 1240 
members across the country.

SPRAA joins SPASA Australia
The Swimming Pool Retailers Association of Australia (SPRAA) 
formally wound itself up on 12 December and transferred 
its assets and members to SPASA Australia.
The new members are Clark Rubber, Poolwerx, Swimart and 
Poolside and the 318 franchise members they represent. 
Independent retail members of SPRAA have been encour-
aged to join their state SPASA association.
Greg Every, previously Executive Director of SPRAA, has 
accepted a role with SPASA Australia as Retail Aftermar-
ket Manager and commenced this role on 15 December.

Chemicals of security concern
With a great deal of cooperation between the states and 
relevant supplier members, SPASA Australia has developed 
and released to its members a voluntary Code of Practice 
for Swimming Pool and Spa Industry Chemical Security.
The Code’s objectives are to promote effective chemical 
security management practices throughout the chemical 
and use chain, and in particular to:
•  protect against the diversion of chemicals for terrorist 

or criminal purposes,
• encourage cooperation between organisations that handle 
chemicals and law agencies, and
• educate staff to be alert to warning signs and report 
suspicious behaviour.
SPASA members who have not received a copy of this 
voluntary code should contact their state SPASA or SPASA 
Australia.

Distributed exclusively by
Vendart Pty Ltd

P 02 9450 0466 
F 02 9450 0755

If you are cleaning test tubes, crushing tablets or 
waiting for reagents to react then the answer is 

probably yes. That’s the old way of doing things. 

The new way is LaMotte’s WaterLink Spin: A game-
changing photometer that takes little effort and just 60 
seconds to accurately and comprehensively analyse a 

water sample and produce a treatment report.

At the same time as it improves the standard of your 
water testing, WaterLink Spin will free your employees 
to spend more time with your customers, and take the 

frustration of ‘cocktail waitress’ water testing out of their 
days.

WaterLink Spin uses LaMotte’s famous DataMate 
water testing software which is cloud-based so you can 

monitor water testing at remote locations from a central 
office.

For more information email 
Vendart Pty Ltd on sales@vendart.
com.au or call our technical sales 

desk on (02) 9450-0466.

Are You 
Wasting Time 
Testing Pool 

and Spa Water?

www.vendart.com.au

“It takes me only 60 seconds 
to do 9 different tests.”

http://www.vendart.com.au
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What do you think is the toughest challenge 
facing the pool industry in the year ahead? 
How does your company intend to address this 
challenge?
Internet sales are becoming more challenging. With the fixed 
overheads that bricks and mortar stores have, it has become dif-
ficult to compete with internet resellers who generally have lower 
overheads and subsequently accept lower margins.

Our industry must become more strategic in deciding which 
products to make available through which channel and how we 
manage this to optimise the end-user experience. If we don’t 
evolve, many bricks and mortar stores will close their doors. This 
would be a real shame as traditional retailers provide so much 
value to the industry.

Our strategy, as a newer supplier, is to give consumers as 
much information as possible through our Maytronics and Dolphin 
websites. We believe this satisfies consumers’ need for informa-
tion, and when they’re ready to make the purchase, we channel 
the consumer through to our own dealer network.

What are your customers demanding more of 
you today than five years ago, and how will you 
meet these demands in 2015?
We are seeing more competitive pressures today than in the past, 
particularly in our field of robotic cleaners. Four years ago, Dolphin 
was the only robotic cleaner in the market. The last few years 
have seen massive robotic cleaner growth, including the launch of 
all major global brands in Australia. Competition brings many posi-
tive aspects for the industry - legitimacy of technology, increased 
education for dealers and the public, and more publicity generally.

This forces us to maintain and create points of difference 
so dealers and consumers choose Dolphin over other brands: 
flexibility, service levels, features and benefits, competitive price 
points, our technical knowledge - but we cannot be complacent, 
nor arrogant. We need to continue to push ourselves to provide 
better value for all in the supply chain.

What do you see as the biggest growth 
opportunities for your company in 2015?
The opportunity for us to educate people on the energy savings 
of robots. Energy costs are increasing and there is global aware-
ness and traction around carbon reductions. This has spawned 
the growth of three-speed and variable-speed pumps, resulting 
in increased demand for energy-efficient pool cleaners. This is 
where we come into our own. At $40 a year to use a Dolphin 
robotic pool cleaner (compared to approximately $400 a year for 

suction), we lead the way in terms of energy efficiency. Not to 
mention that they do a great job in the pool and leave custom-
ers very satisfied. 99% of customers who have made the shift 
to robotic don’t go back. They may change brands or suppliers, 
but generally not the concept of robotic cleaning.

What do you think are the three most important 
things your customers are looking for in a 
supplier, and why?
Service, service, service! Many years of experience in the pool 
industry have taught me that the majority of customers expect 
great service.
1. You must deliver a great product at the right price, on time, 

every time.
2. If an issue presents itself, resolve it quickly with minimal fuss.
3. Your staff should be able to answer a question about the 

product quickly and clearly, and should also be trained in how 
to sell your product, creating a win-win situation.

What do you plan to do in the 2015 winter 
season to keep your business going?
Maytronics Australia is big on product training. We spend a large 
proportion of our time training our dealers on how our product 
works and the benefits of using our product. We will continue to 
do this throughout the winter of 2015, which should allow us to 
tackle the 2015 summer well prepared, along with the help of 
our dealers and distribution network.

We will also be launching a new range of robotics over the 
winter period, so this in turn will keep us very busy. Other ventures 
will include further forays into the Asian market and continuing 
to grow robots in this territory.

In 1994, Chris took six months to 
travel the world and take a break 
before completing the final year of 
his Accounting degree. He planned to 
work as a Poolrite customer service 
representative over the summer to 
pay off his credit card bill. Twenty 
years later he’s still in the industry 
and loving it. When Poolrite decided 
to drop robots from its product 
range, Chris saw an opportunity 
and founded Maytronics.

CHRIS PAPA

BUSINESS DIRECTOR, MAYTRONICS

INDUSTRY
INSIGHTS 2015
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What are your customers demanding of you 
more today than five years ago, and how will 
you meet these demands in 2015?
I guess it all comes down to price. Our challenge is keeping our 
price down, especially with the way that the dollar is. Part of 
our product we import from overseas; the other part we make 
here in Australia, so the up and down fluctuation of the dollar 
affects us greatly. We try to keep our costs down as much as 
possible so that we can keep our product costs down. That’s 
the main thing for us. Everyone else has put their prices up; 
we’ve kept ours the same. This way our products are affordable 
to a greater marketplace.

What do you see as the biggest growth 
opportunities for your company in 2015?
I think that the biggest opportunities for our company would 
have to be the domestic market and climate change - because 
the warmer the weather gets, the more people put a pool in. 
Climate change isn’t a good thing for anyone, but it certainly 
helps sales! I think for anyone who is in the pool industry, 
climate change would have to be a good thing.

The only thing that’s working against us is decreasing land 
sizes. By this I mean that pools are now a lot smaller than 
they used to be. Smaller pools mean less materials, equating 
to less in sales for us.

What do you think are the three most 
important things your customers are looking 
for, and why?
In our product, the three most important things would be feel, 
aesthetic appeal and value for money.

• Feel: Our customers want to make sure that their children 
aren’t going to wear the skin off their feet. That’s gener-
ally the priority, but pool cleaners will also last a lot longer 
with our product.

• Aesthetic appeal: Everyone wants to look at their pool and 
feel happy, because they’ve just spent a lot of money on 
it. If you look at your pool and feel unhappy, it’s no good, 
is it? So aesthetic appeal is high up on the agenda. Our 
products definitely have this covered.

• Value for money: Our customers want good value for money, 
and that includes good product quality.

What do you plan on doing in the 2015 winter 
season to keep your business going?
We don’t really have a shortfall in winter. Our sales are steady. 
We have a pretty good clientele, and a lot of people renovate 
their pools through winter, so we get a lot of business from 
that. The very nature of our product helps us to keep ticking 
over even when other pool businesses are quiet.

Once people see our product - our samples - that’s what 
they want. They tend to not worry about looking elsewhere 
unless they’re going to fully tile their pool.

What do you think is going to revolutionise the 
industry in 2015?
In our sector, I think we’ve already done that - for the next 10 
or so years. I can’t see anyone else coming up with anything 
that’s so easy to use, that’s so good to look at and so nice to 
feel underfoot. It would be very difficult - and I’ve been doing 
this sort of thing for the last 30-odd years.

This is the pinnacle of my career and, to be honest, I’m 
having a lot of trouble coming up with something even better.

Jeff started out in the industry cleaning 
pools as a teenager, then moved onto 
pool renovations and pool interiors, 
first for another company and then 
for himself. After a stint managing a 
pool shop on the NSW Central Coast, 
he started building pools. He then 
began developing pool interior finishes, 
including developing a modifying agent 
for cement and glass mixes - the 
foundation of Jewels 4 Pools, which 
was established in 2006.

JEFF MCALISTER

TECHNICAL ADVISOR, JEWELS 4 POOLS

INDUSTRY
INSIGHTS 2015
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S
o, what is the purpose of the lighting? Basically, we 
can break it down into three categories:

• Functional lighting: illuminating the pool surrounds 
and other areas of the aquatic centre or water park.

• Beautification of the pool, spa and surrounding 
landscape.

• Safety for swimmers.
The most neglected lighting for public indoor and outdoor 

pools and spas is the underwater lighting, which is the primary 
focus of this article.

Case study: Carpesol Aquatic Centre
Let’s use, as an example, the Carpesol Aquatic and Recreational 
Centre in Germany. The €19 million (AU$27 million) project was 
opened to the public in mid-2013 after a 21-month construction 
period. It combines training pools with leisure pools and saunas, 
creating a space where swimmers can be active or just relax. 
With 10 different pools and spas, four saunas and one steam 
bath, the centre has something to offer everyone.

In order to create the right atmosphere, coloured RGB lighting 
was used extensively within the pool, as well as throughout the 
surrounding areas. With the availability of LED light sources, 
coloured light and light changes are easily managed. With DMX 
controlled lighting, it is easy to achieve the desired results as 
the controllers can be programmed to set and recall static 
and dynamic scenes.

The image on the front cover shows the powerful 85 W RGB 
underwater LED lights in the pool, smaller 28 W ones in the 
fountain and surface-mounted spotlights in the upper half of 
the dome. For the fountain and dome illumination, different 
colours are used in comparison to the pool and the surround-
ings to achieve a colour contrast. With the help of the DMX 
controllers, it is easy for the operator to adjust this.

For the large outdoor pool, powerful 115 W RGB LED fit-
tings were used to illuminate the pool, with the side effect that 
the stray light from the pool illuminates the adjacent building. 
(Image above.) The lighting designer chose a wide light beam 
distribution and as a result a homogenous illumination was 

Let’s face it: without lighting, even the most beautiful pool would not stand out at night. But even 
during the day, pools and spas in aquatic centres and water parks can look quite dull without good 
decorative and functional lighting.

LIGHTEN UP 
THE POOLS
UNDERWATER POOL AND SPA 
LIGHTING IN AQUATIC CENTRES
Dr Walter Wendel*
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achieved. With the high-wattage LED fittings, the illumination 
levels are elevated without any dark spots. This also gives the 
added advantage of ensuring clear visibility of swimmers at night.

These pool and surface mounted lights and the colours are 
controlled from a remote location, and preprogrammed scenes 
can easily be set by the operator. Settings include a slow 
automatic transition from one colour to another, and a static 
coloured scene setting. Choosing correct light beam spreads, 
suitably powered light fittings and a user-friendly control system 
was of utmost importance to the project. This would not have 
been possible with halogen lamp technology that was widely 
used until some years ago.

The availability of long-lasting and energy-saving LED lights 
paves the way for a true ‘fit and forget’ solution. A typical 
quality LED fitting has an L70 rating of 50,000 hours, which 
means that the original light output will reduce to 70% after 
50,000 hours. To put this in perspective, 50,000 hours is 
equivalent to 11.5 years of operation, 12 hours a day - and 
the light is still working after all that time.

Underwater lighting considerations
For underwater lighting, it is fundamental to choose:

• quality fittings made of 316L stainless steel to avoid corro-
sion problems like tea staining;

• good-quality, specialised underwater cables;
• fittings designed to ensure long-lasting watertightness.

These material requirements are not only important for the 
fitting itself, but also for the installation housing.

In regions with high temperatures and in saltwater and sea-
water pools, it may even be necessary to use higher alloyed 
steels such as 904L to avoid discolouration of the 316L steel.

Given the life expectancy of LED fittings, the connected elec-
tronics must also have a similarly long life. The use of quality, 
long-life drivers and controls is important as well.

Another consideration for pool lights in public aquatic centres 
is the location of the fitting with regards to the pool wall. Fit-
tings that jut out from the wall are often used by swimmers as 
a step to exit the pool - a common occurrence that damages 
the fittings. Using pool lights with recessed, flush-mounted fit-
tings with a thin rim thickness solves this issue. This type of 
fitting is also necessary for pools with moving floors.

To avoid glare, careful planning of the positioning and light 
beam direction in and above the water is essential. This can be 
achieved by directing lights away from the main public areas.

Lighting design
With regards to the lighting design, several parameters need to 
be considered to achieve the desired lighting concept:

Light colours for white light: warm white, cool 
white or daylight
Daylight white is a bluish white that creates a crisp colour ren-
dering. Warm white, on the other hand, is more yellowish and 
looks like a halogen lamp light. Cool white is in between. In 
most cases the daylight white colour is chosen but the others 
can be more appropriate, depending on the pool surroundings. 
(Image over page.)

Static solid colours
Blue is a popular static solid colour because it resembles the 
ocean under bright sun. However, green can also be suitable for 
some pools. In the past this was achieved with halogen lamps 
and colour filters; nowadays, the LED fittings in most cases 
don’t need a filter anymore. Even without filters it’s possible 
to achieve more light or use less power.

Changing colours
RGB (red/green/blue), RGB-W (red/green/blue/white) or RGB-A 
(red/green/blue/amber) is the LED technology for light fittings with 
changeable colours. Single lights or groups of lights can be set 
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to static scenes or dynamic, playing a programmed scene. With 
RGB-W you get a true white and all possible colours; with RGB-
A, a fuller colour palette with saturated warm hues is achieved.

Newly available LED fittings with multi-colours make it possible 
to produce hundreds of colours from one fitting. Better-quality 
light fittings can be controlled with DMX signals, which is a 
standardised signal and therefore can be connected to any DMX 
controller. From simple wall-mounted controllers, remote controls 
and to computer run controls, everything is possible. In most 
cases, a choice of different set scenes and one or two dynamic 
scenes is all that is needed. This can be easily integrated with 
the landscape lighting and also effect lighting for common areas.

For a demonstration on controlling an RGC installation with 
static and dynamic colours, visit http://formandlight.com.au/wp-
content/uploads/2013/10/Light_Drive.swf.

Light beam spreads
These include: spot (eg, 10°), medium flood (30°) or wide flood 
(60°).

With the available choices of different beam spreads, very dif-
ferent effects can be achieved. A couple of underwater spots with 
a narrow beam spread can create dramatic results with beams 
shooting through the water. Flood lighting allows homogenous glow 
throughout the pool without any dark spots. The result is a very 
different, dramatic effect with narrow beam spots or an elegant 
effect with wide flood fittings.

Oval beam spreads for shallow pools
These include, for instance, 45° x 15° spreads.

An oval beam spread is very useful for shallow pools. In this 
case, the 15° is used in the vertical plane and the 45° in the 
horizontal plane to avoid light losses caused by the light hitting 
the floor and the water surface too early, then travelling through 
the water.

Multi-optic spreads for high-power lights
These can have floodlights and spotlights integrated in one light - a 
light fitting with two different integrated light optics in one light.

A beam distribution with two superimposed beam spreads is 
very useful for big pools, where high LED wattages are required. 
The flood characteristic illuminates passing swimmers close to the 
fitting, whereas the spot reaches far into the pool.

It is not always necessary to use powerful lights to illuminate 
the entire pool. For smaller pools and spas, one option is to install 
small lights that are decorative but don’t illuminate the water. In 
these cases, 1-5 W LED fittings are all that is needed. In the 
same category of decorative pool lighting are waterproof LED strips 
with IP67/68 ratings - again, more decorative than illuminating. 
These special LED strips are also available in all whites and RGB. 
They can be used as a slim, linear, decorative element.

Safety and visibility
A last word about pool safety and visibility: A common problem 
for indoor pools is that the general lighting above the pool creates 
reflections on the water surface. Therefore, it is often difficult to 
see below the water’s surface and identify swimmers that might 
be in trouble. Good pool illumination can drastically enhance the 
swimmer visibility for visitors and lifeguards.

Lighting in aquatic centres and public pools plays a role not 
just in functional general lighting but also the beautification of the 
pools, spas and surroundings. Illumination plays an important role in 
the venue’s overall appeal and can even increase swimmer safety.

Form and Light Pty Ltd 
www.formandlight.com.au

*Dr Walter Wendel is the Managing Director of Form and Light Pty 
Ltd and is an authorised distributor for WIBRE pool lighting. Walter 
holds a PhD in Physics and Economics and has more than 25 years’ 
experience in the lighting industry. He has worked as an independent 
lighting designer, Product Manager for OSRAM in Germany, VP of 
Marketing for OSRAM-Sylvania in Canada and CEO of OSRAM Australia.

L I G H T I N G  S Y S T E M S

Typical narrow, medium and very wide flood light distributions can be used to achieve very different effects. 

(L-R): Warm white, cool white and daylight white.
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THERMOPLASTIC 
GRANULAR POOL FILTERS
Waterco has expanded its range of 

Exotuf thermoplastic granular pool 

filters. All models are designed to 

cope with the cyclic pressures of a 

swimming pool.

The Exotuf 500 and 600 filters include 

40 mm multiport valves and standard 

lateral systems, while the Exotuf 600, 

602, 700 and 702 Plus-sized tanks 

come with either 40 or 50 mm multiport 

valves, plus efficient fish-tail lateral systems in both top and side-mount models.

The filters are precision injection-moulded for strength and are suitable for 

pools equipped with in-floor cleaning and high-powered pumps. They are pressure 

rated to 350 kPa, are corrosion and UV resistant and can be used with Waterco 

Glass Pearl Media.

The filters’ multiport valve clamp provides 360° orientation of the multiport valve 

for simple installation and service. They include a pressure gauge to determine 

the filter’s capacity and have hydraulically balanced flow distribution to maximise 

filtration and backwashing. The large filter base ensures stable floor mounting.

Waterco Limited

www.waterco.com.au

GROUT RESTORER
ParexDavco Rejuvenation Grout restores 

discoloured or damaged grout without the 

need to remove the old grout and then re-

grout the area.

The grout can be used straight from the 

pail and is applied in a similar manner to 

traditional grout. It has a tough, wear-resistant 

finish and can be used in most tiled areas, 

including showers and other wet areas and 

pools and spas. It is not suitable for use with 

porous tiles.

Available in six colours, the grout also 

contains a biocide formula that helps prevent 

the formation of mould and bacteria.

It is available through Bunnings and se-

lected tile stores.

ParexDavco

www.parexdavco.com.au

http://www.formandlight.com.au
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Filter Max Series
MFV available in 8 sizes. Manufactured 
from high density food grade. Polyethylene 
suitable for high performance & reliability.

EPH Series Heavy Duty Pump
This pump delivers high flow & energy ef-
ficiency ultra performance. 2” suction & a 
discharge port with transparent lid. A ring 
lock seal designed to eliminate suction 
leaks & maximise suction efficiency.

E-Lunnen Underwater Light
The sleek 35W colour changing LED uses less 
energy than your traditional Halogen underwa-
ter light. Continuous operation if a single LED 
fails. 7 fixed colours for individual preferences. 
8 fascinating pre-programmed colours from 
continuous to fading in & out.

Ultra Series Filtration Combo with Pre-Filter
Designed for easy set-up above ground pool, 
“ULTRA” Series filtration combo offers an eco-
nomical solution with user-friendly operation. 
The combo inludes durable top mount plastic 
filter tank, 4-way multiport valve and swim-
ming pool pump attached with base.

1300 293 633  info@emaux.com.au  
www.emaux.com.au

PRODUCT
PAVILION

SURFACE-MOUNTED LED POOL LIGHT
The Aqua-Quip QC Surface Mounted LED pool light is 

now available with a designer dress ring that provides 

a decorative feature around the clear acrylic lens.

The QC series has a 230 mm diameter lens for 

maximum illumination and includes a sturdy 3-point 

mounting system for fastening to the universal mount-

ing bracket. A detachable cable and the company’s 

QC plug kit make installation simple.

Each QC Series light can be operated from a 

supply voltage ranging from 12 to 32 VAC by using 

an existing transformer.

The lights are available in a choice of fixed colours: white, blue or green, plus a mul-

ticolour option that incorporates a Colour Selection Palette. This offers a wide variety of 

colour possibilities and preprogrammed scroll and flash modes.

The lights are suitable for installation in new concrete pools or for retrofitting other brands 

of lights in existing pools.

Aqua Quip

www.aquaquip.com.au

PHOSPHATE REMOVER
Focus Products has released the Banish Phosphate Remover. The 

Lanthanum-based product is designed to remove up to 6 ppm of 

phosphates from the water in a single dose.

The product comes in a 1 L pack size and contains a built-in 

clarifier to address any clouding that may occur, making it easy 

for consumers to use.

With a dose rate of 50-200 mL per 10,000 L of pool water, the 

product is a concentrated blend of lanthanum salts and proprietary 

clarifiers.

Focus Products

1300 1 FOCUS

SAND FILTRATION MEDIA
River Sands manufactures and supplies filter sand 

made to American Water Works Association (AWWA) 

standards (B100-09) for drinking water applications.

The sand is washed, dried and dry-screened to 

achieve specific properties, including moisture content, 

particle size defined by ‘effective size’, bulk density, 

specific gravity, % minus 75 µm, friable particles and particle shape.

Unlike sand products that are by-products or waste products from processes 

producing sands for other applications such as glass manufacture or foundry sands, 

the company’s products are manufactured specifically for the purpose of treating 

water to drinking water quality.

The sand has a life span of eight to 20 years, depending on filtration plant output 

and segregation of multiple filter media.

River Sands Pty Ltd

www.riversands.com.au
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A clean pool is a safer pool

A U STSW
IM

PRODUCT
PAVILION

STONE SKIMMER LID
The Quad Skimmer Lid is fabricated using the matching pool coping or surrounds, giving 

a flush, minimalist finish. The 316 stainless steel lid is available in varying depths and can 

be lined in any tile or paver, or customised to match decking or custom concrete finishes.

Older-style lids cut from a stone tile with a hole drilled through are not compliant with 

the Australian Standard. The standard stipulates that lids must be childproof (greater than 

10.2 kg or lockable) and ventilated with an opening greater than 315 mm2.

In contrast, the Quad lid conforms to the Australian Standard AS 1926.3 2010 Swimming 

Pool Safety - Water Reticulation Systems.

The square tray measures 336 x 336 mm. The depth of the tray can be chosen depend-

ing on the thickness of the paving material to be inserted. Three depths are available: 25, 

35 and 45 mm. Custom depths are also available.

A heavy-duty marine-grade 316 stainless steel key allows for easy, controlled removal of 

the lid. This keyed access meets the Australian Standard for skimmer box lid certification. The 

keyway also provides adequate ventilation in line with AS 1926.3, but is not a trip hazard.

Available Australia-wide, the skimmer lid is manufactured on the Gold Coast by Skim-

mer Lids Pty Ltd. Lids are supplied with the tile inlay in place, made up and ready to be 

placed. No additional on-site cutting or fabrication is needed. A provision for the correct 

recess in the paving is all that is required for installation.

Skimmer Lids

www.skimmerlids.com.au

http://www.hyclor.com.au


Quality, Design & Innovation
Pinz is a leading manufacturer of spa covers, making spa covers longer than anyone in Australia. 
Our spa covers are used as an industry standard for design and quality.

Reliability & Safety
Nobody reinforces their covers like Pinz. It is the attention to detail on the inside of the cover, the stuff that you 
can’t see that make Pinz spa covers last longer.

3 Levels of Spa Cover for Your Customers
Our three level spa cover system allows you to offer a spa cover to match your customers budget and lifestyle.

3 Year Warrranty
All our spa covers come  with a three year warranty.

www.pinz.com.au
Pinz Spa Covers have moved! You will now find us at 
2 Clementina Drive, Port Adelaide SA 5015                        Phone Natasha on 08 8244 7888
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What are your customers demanding of you 
more today than five years ago, and how will 
you meet these demands in 2015?
Customers are preparing themselves better than ever with prod-
uct knowledge and market information. By the time they come 
to us they have well-established expectations of the products 
we supply, how the features and benefits will suit their needs 
and also a good idea of what is a reasonable price to pay.

In order to keep customers happy, we need to ensure that 
our products continue to deliver on these expectations and 
remain relevant to their needs. Offering customers a choice 
of high-quality, customised products in short lead times and 
at a reasonable price will continue to be our focus for 2015.

What do you think are the three most 
important things your customers are looking 
for in a supplier, and why?
Quality, reliability and a two-way street!

We believe in building long-term relationships with our 
customers and this can only be done if both parties get what 
they need out of the relationship. We know that for us to be 
successful our wholesale customers must also be able to be 
successful in selling our products. This success comes from 
knowing they have reliable supply and quality assurance, and 
from being able to buy and sell at a profitable margin.

What do you think is the toughest challenge 
facing the pool industry in the year ahead? 
How does your company intend to address 
this challenge?
The threat from imported products is an ongoing challenge to 
Australian manufacturing and our industry is no different. With 
so many spa pools being made offshore and brought into our 
market, as a spa cover manufacturer Pinz needs to ensure 
our Australian-made products remain front of mind for retail-
ers and consumers.

Pinz is a proud member of the Australian Made campaign 
and we use this brand to promote the fact that our spa cov-
ers are made in Australia, by Australian workers. However, the 
real key is to make sure we outperform imported products in 
quality and features rather than simply relying on the fact (or 
hoping) that consumers will make emotional purchasing deci-
sions based on the country of origin.

We are fortunate that the Pinz brand has long been associ-
ated with quality and we work hard to protect this at all costs. 
We are aware that customers will only put up with cheap, 
poor quality products for so long before they start looking for 
something better, and this is where we position ourselves.

What’s new for your company in 2015?
2015 is shaping up to be a big year for Pinz! We have just 
moved our spa cover production to new premises in Port Ad-
elaide along with some of our other product lines such as Pinz 
Embroidery and Pinz Textile Fabrications.

Moving our spa cover business will give us further production 
capacity and will allow this product range to take advantage of 
some fantastic design and manufacturing technology that we 
are implementing in our general textile fabrication operations.

We have always prided ourselves on making one-off custom-
ised spa covers to a quality standard that has them looking 
like they have come off a production line; however, our new 
computerised measuring and pattern-making tools will take this 
to a whole new level!

It’s been an exciting process to map out the production flow 
in a new building in order to make the most of our new space 
and technology, and it’s even more exciting seeing it all come 
to life. The new premises are modern and open plan, and we 
invite pool and spa retailers to come down and visit Natasha, 
our Spa Cover Sales Manager, for a tour of the new facility and 
to have a chat about our spa cover products. You can now find 
us at 2 Clementina Drive, Port Adelaide, Ph: 08 8244 7888.

Pinz was formed in the early 1980s; 
David joined the business in the early 
1990s as Managing Director. Since 
then, David has diversified and grown 
the company from a small-scale op-
eration to a large and busy enterprise 
employing approximately 50 staff. 
One of the first products that Pinz 
manufactured was spa covers and 
they have remained a staple part of 
the manufacturing business. David 
has a background in systems and 
process management and a degree 
in engineering.

DAVID SNOAD

MANAGING DIRECTOR, PINZ

INDUSTRY
INSIGHTS 2015

www.pinz.com.au



If you are looking for an effective healthy alternative to chlorine or salt in your pool, here it 
is: the Enviroswim ES3: a revolutionary breakthrough in swimming pool water treatment.

Developed in Australia, this is a 21st century solution to an age-old problem: how to 
maintain healthy, pure water without the use of hazardous chemicals.

Swimming pools have never been so clean!

Learn much more at www.enviroswim.com

Pool water pure and simple

It’s not what you add, it’s what you take away.

Enviroswim, Level 15 Corporate Centre One, 2 Corporate Court, Bundall, Queensland 4217, Australia  t 1300 888 457 www.enviroswim.com

http://www.enviroswim.com
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What do you think is the toughest challenge 
facing the pool industry in the year ahead? 
How does your company intend to address this 
challenge?
The biggest challenge facing the pool industry in our opinion in 
the coming year is spiralling costs of ownership through increased 
energy and chemical-related cost resulting in increased pool operat-
ing costs, frightening off potential new and existing pool owners.

For us at Enviroswim this is actually seen as a positive when 
we can get potential customers to look at our credentials. Enviro-
swim will reduce dramatically all costs associated with operating a 
swimming pool while delivering the healthiest and safest swimming 
experience in the pool industry today.

What are your customers demanding of you 
more today than five years ago, and how will 
you meet these demands in 2015?
Our customers are demanding the same today as they were 
demanding five years ago: a quality product with impeccable 
credentials and great backup if and when required. Compared to 
five years ago, the difference we see is that we have far more 
customers and they are far better informed and can now see 
easily through the unscrupulous marketing that is done by a few 
pool industry participants. Our challenge for 2015 is to get the 
Enviroswim message out to more and more pool people.

What do you see as the biggest growth 
opportunities for your company in 2015?
The biggest growth opportunity for Enviroswim in 2015 is grow-
ing our home market here in Australia, but after exhibiting just 
last month at The Lyon Pool and Spa Expo in France, we are so 
excited by the reception we received for Enviroswim and Enviro-
swim’s potential untapped market. We have only just returned 
home to Australia and have already had orders, which have 
been paid for and shipped already. We have pending orders and 
enquiries from almost every country within the European Union 
and beyond, but Australia is still our main market and we are 
always building on the goodwill and customer base we have built 
over the last 15 years.

What do you think are the three most important 
things your customers are looking for in a 
supplier, and why?
The three things our potential customers are looking for when we 
speak with them are:

• Independent accredited credentials to back up the efficiency of 

Enviroswim, of which we have the best available in the world, 
including NSF 50 certification.

• Longevity of business - both company and product. So many 
pool products have come to market and the company has 
folded in a few months after product launch. Enviroswim has 
been around 15-plus years, has thousands of domestic pools 
all over the world and some of the best blue-chip commercial 
properties on the planet.

• Potential Enviroswim customers would like to speak to an En-
viroswim owner, preferably in their city town or suburb. With 
15 years of business, we have numerous Enviroswim owners 
all around Australia with some owners on their second property 
having bought a second Enviroswim system.

What do you plan to do in the 2015 winter 
season to keep your business going?
At Enviroswim we are planning on growing our business both 
here and overseas via smart marketing. Winter in Australia is 
summer in Europe, so with strategic alliances and good support 
and distribution hopefully we will be able to reap some of the 
fruit from 15 years of seeding.

What do you think is going to revolutionise the 
industry in 2015?
The thing that is going to revolutionise the industry in 2015? 
Easy: Enviroswim!

Enviroswim is a worldwide patented swimming pool sanitiser. 
Enviroswim has the best independent credentials available anywhere 
in the world. Enviroswim has thousands of satisfied customers all 
over the world. Enviroswim is a truly innovative swimming pool 
sanitiser, not just a reinvented saltwater chlorinator (mineral pool) 
or a chemical dosing pump dosing a very questionable sanitiser.

Enviroswim is the best-kept secret in the swimming pool industry.

Originally from Scotland, Gary emi-
grated to Australia in 1981. He has an 
extensive background in engineering 
in Europe, Asia and Australia over a 
40-year period. For the last 20 years, 
he has specialised in swimming pool 
sanitation. Along with Philip Jones, 
he has developed the Enviroswim 
swimming pool sanitiser, while 
gaining worldwide patents and ac-
creditation for Enviroswim.

GARY STUTT AND PHIL JONES

CO-FOUNDERS, ENVIROSWIM

INDUSTRY
INSIGHTS 2015
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SALT CHLORINATOR
AstralPool Australia has released the 

Viron eQ chlorinator. Based on the 

company’s Viron chlorinator technol-

ogy, the eQ chlorinator also includes a 

semiautomatic acid dosing pump.

An optional pH probe is available to measure the pH of the water and dose acid 

as required. A peristaltic pump and connections automatically feed the pH adjuster 

in measured doses, eliminating the need to manually handle and dose acid.

Another optional component is a chlorine probe that senses chlorine levels in the 

water and adjusts the output of the chlorine cell accordingly.

These inclusions make the chlorinator suitable for pools with heavy bather loads 

and pools with blankets as the chlorine production is adjusted to meet the pool’s 

demand.

When connected to a Viron eVo pump, the system will automatically calculate 

the pool’s required turnover and adjust the speed of the pump as required. Once 

turnover and chlorine levels are met, the pump will reduce to a sampling speed 

that uses little power.

Should the pool require additional chlorine due to a heavier bather load or following 

a storm, the pump and chlorinator work together to return the chemistry to safe levels.

AstralPool

www.astralpool.com.au

CONVERTER SYSTEM FOR NATURAL SWIMMING POOLS
Available from Natural Swim Pools Australia, the BIOTOP Living Pool Converter System 

converts conventional pools to chemical-free pools.

The existing pool is only minimally rebuilt. The existing water circuit, comprising a skimmer, 

pump and sand filter, can still be operated. Only the chlorination system will be shut down.

The system works by biologically cleaning the water by a circulation system. It con-

sists of a biological filter, where the bio-organisms live that attack single-cell algae, and 

a small Phostec filter that filters the nutrients out of the water, starving algae of the food 

it lives off. All the components are integrated into a container. The unit comes complete, 

measuring 2 x 1.2 x 0.8 m. It is installed in the ground next to the existing pool and is 

connected to both an intake- and an outflow-pipe in the existing pool.

The pump for the bio-circulation requires only a small amount of electricity (approxi-

mately 40 W). According to the company, the conversion significantly reduces the costs 

of operating the pool.

The system is particularly suited to natural pools that have not yet had any technology 

installed or those where the water quality is unsatisfactory or excessive algae growth is 

causing problems.

Before any conversion, the company’s 

natural pool advisers assess whether the 

existing technology can remain in use. 

The installation of the bio-circulation is 

no more complex than installation in 

conventional pools.

Natural Swimming Pools

www.naturalswimpools.com.au

http://www.zelbrite.com
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CORDLESS LED FURNITURE
Thermofilm Australia has launched the Bliss range of cord-

less LED furniture that includes seats, bar tables, bar stools 

and decorative items in other shapes such as teardrops 

and spheres.

An easy-to-use remote is used to control colour, intensity 

and mood settings. The remote allows users to select up to 

15 colours, the brightness level and four sequences: slow 

fade, flash, strobe and smooth.

The low-voltage lighting products are made from durable 

UV-stabilised PE plastic and are electrically rated for outdoor 

use. The smaller shapes are suitable for submersion in water.

All models have an on-off switch and are recharged via 

an induction dock or plug-in adapter. The lithium battery 

has a charging time of 6 h and operates for at least 8 h 

on one charge.

Thermofilm Australia

www.thermofilm.com.au

COMMERCIAL STRAINER
The Hydro5000 commercial strainer from Waterco is a 

corrosion-resistant thermoplastic strainer equipped with 6″ 

flanged ports. It is designed for aquatic facilities, water parks 

and large commercial swimming pools.

The strainer’s main body is constructed of an injection-

moulded, glass-reinforced thermoplastic. The seamless, 

one-piece body has no welds, seams or special tank linings 

that can corrode or electrolyse.

Its composite construction has allowed for a clear poly-

carbonate lid to be incorporated, enabling visual checks of 

the 16 L strainer basket.

According to the company, the strainer offers several 

advantages over custom-made steel strainers. Fibreglass 

thermoplastic possesses good mechanical and chemical 

resistance, does not rust or corrode and is able to withstand 

damage from a range of water treatment chemicals.

The product’s strainers are one-third of the weight of 

steel strainers but are as strong and durable as their steel 

counterparts. Their weight makes them easier to ship to job 

sites and easier to install. Once installed, no maintenance 

or repairs are required.

The strainer has a lid lock 

ring with ergonomic handles, 

enabling easy removal and re-

placement of the lid without the 

use of additional tools. It has a 

maximum flow rate of 2550 L/min 

and a maximum working pressure 

of 3.5 bar (50 psi).

Waterco Limited

www.waterco.com.au

http://www.efflock.com.au
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pumpproducts
ASTRALPOOL VIRON P320 EVO 
ENERGY-EFFICIENT PUMP
Energy efficiency rating: 8 stars

Flow/pressure rates: Low speed: 121 L/min at 2.6 m head; 

medium speed: 212 L/min at 8.1 m head; high speed: 252 L/

min at 11.4 m head

Warranty: 3 years

Features:

•	 In-built 24 h timer provides up to four time periods each day 

with different speed settings.

•	 Has a flow rate sufficient to backwash up to 30″ or 800 mm 

diameter sand filters, provide a powerful vacuum and drive 

up to six spa jets.

•	 Fully variable speed from 600 to 2850 rpm.

•	 316 stainless steel hardware fasteners and high-temperature 

engineering plastics.

•	 Large liquid crystal display shows rpm of the motor and 

enables adjustment of the start-up priming time, priming flow 

rate and visual display of each speed setting.

•	 Energy consumption is 374 kWh per annum.

•	 All speeds fully variable to allow tuning to indi-

vidual pool requirements 

to minimise energy 

consumption.

ENERGY-EFFICIENT PUMPS: 
FAST FACTS AND FIGURES
For a potential client who’s already wary of the 

cost of installing a pool, the prospect of also paying 

a fortune for electricity can be enough to put them off 

forever. Suggesting an energy-efficient pump could be key 

to helping you win that client over - for several reasons.

Not only do they use less energy when set to low speed, 

but this also lowers the flow rate. A lower flow rate takes 

the pressure off the pool plumbing and other equipment, 

increasing service life and further reducing costs. This 

also improves filtration efficiency and enables automatic 

chemical dosers and salt chlorinators to operate more 

effectively - saving on maintenance costs for your client.

Here, we look at some fast facts about six energy-

efficient pool pumps currently on the market to help you 

make a decision about what to offer your clients.

WATERCO HYDROSTORM ECO-V 150 POOL 
PUMP
Energy efficiency rating: 8 stars

Flow rates: 121 L/min energy rating flow rate

Warranty: 3 years

Features:

•	 Variable permanent magnet brushless DC motor.

•	 Low-speed setting reduces vibration, motor noise and water 

turbulence to operate as quietly as 55 dB.

•	 Has three factory-set speed options - ECO (low), MED and 

HIGH - but can be adjusted in 25 rpm increments to fine-

tune the motor speed to match flow requirements.

•	 High-grade carbon/graphite mechanical seal with 316 stain-

less steel spring assembly.

•	 Strong, single-piece, glass-filled thermoplastic pump body 

that is UV stabilised and corrosion resistant. The variable 

3-speed control panel is IP55 rated.

•	Motor protection bracket adds a 61 mm separation between 

the pump wet end and motor. The bracket has larger drain 

holes for improved draining of any water leaks due to 

long-term usage of the main mechanical seal.

EMAUX E-POWER EPV VARIABLE 
SPEED PUMP
Energy efficiency rating: 8 stars

Flow/pressure rates: 122 L/min at 2.7 m head (EPV150 max 

flow 509 L/min, EPV300 max flow 660 L/min)

Warranty: 3 years for pump and motor against faulty parts or 

workmanship; 1 year mechanical seal

Features:

•	 Two models available: the 1.1 kW EPV150 and the 2.2 kW 

EPV300.

•	 Four-speed variable speed pump, adjustable to suit users’ 

requirements.

•	 Three separate programming schedules.

•	 Pulsating setting for water features and fountains.

•	 Pump has dry run protection in case of no flow.

•	 Energy consumption of the EPV150 is 418 kWh per year.
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ZODIAC FLOPRO EPUMP 
VARIABLE SPEED PUMP
Energy efficiency rating: 7 stars

Flow/pressure rates: Over 450 L/min at 20 m head

Warranty: 3 years (2 years on mechanical seal)

Features:

•	 Easily adjustable and customisable 8-speed controller 

with timer.

•	 Suitable for domestic swimming pools up to 120,000 L.

•	 Can be synchronised with automation devices such as 

Aqualink RS OneTouch Compact remote control display 

and Aqualink RS PDA Wireless handheld control.

•	 Totally enclosed, fan-cooled, permanent magnet brushless 

DC motor. Pump is constructed of corrosion-resistant 

materials.

•	 At half speed, the FloPro generates about the same 

noise as a standard refrigerator.

•	 Efficient, totally enclosed fan cooled (TEFC) motor. To 

calculate the FloPro’s energy and cost savings, visit 

www.zodiac.com.au/pump-calculator.

PENTAIR STA-RITE 
ENVIROMAX 1100 VARIABLE 

SPEED PUMP
Energy efficiency rating: 8 stars

Flow/pressure rates: over 500 L/min at 5 m head

Warranty: 3 years

Sound levels: High - 69 dB; medium - 63 dB; low 

- 57 dB; override - 73 dB

Features:

•	 1100 W, radial flux, brushless permanent magnet motor, 

which is serviceable.

•	 Four programmable speeds with step advance feature 

that lets users select a duration for each speed setting. 

The pump automatically switches to the next speed/step 

after the time is up, enabling fine-tuning of the filtration 

and circulation.

•	 Digital inputs for automation control.

•	 IP25-rated durable thermoplastic composite resin construc-

tion designed to withstand harsh conditions.

•	 Cam	 and	 Ramp	 lid	 is	 easy	 to	 remove	 and	 locks	 in	

place with a quarter turn.

POOLRITE SQ GEMINI TWIN 
SPEED PUMP
Energy efficiency rating: 7 stars

Flow/pressure rates: Low speed: 200 L/min at 4 m head; 

high speed: 400 L/min at 17 m head

Warranty: 1 year electronics; 2 years motor; 10 years pump 

housing

Features:

•	 Ability to run pump during off-peak electricity times.

•	 Remote control included as standard.

•	 Powered by a traditional induction motor. Most other energy-

efficient pumps are DC. The Gemini Twin is a standard AC 

electric motor with high- and low-speed winding.

•	 Safe-T-Lok enabled: pump can 

be stopped immediately via 

the remote control in an 

emergency.

•	 Quiet operation in all 

installations.

•	 Australian de-

signed and manu-

factured.

DAVEY POWERMASTER ECO 
SERIES PUMP
Energy efficiency rating: 8 stars

Pressure/flow rates: Up to 370 L/min at 18 m head

Warranty: 3 years

Features:

•	 Three-speed brushless DC motor.

•	 Three fully programmable speeds in 50 rpm increments: ECO 

flow (low speed for filtration), Mid Flow (pool cleaning) and 

High Flow (all other sanitisation and heating applications).

•	 Quiet operation at 60.5 dB.

•	 Corrosion-resistant, UV-stabilised materials. Enclosure is IP24 

rated.

•	 Auto reset thermal pro-

tection to prevent 

motor overheat-

ing.

•	 40 or 50 mm 

ABS quick-cou-

pling barrel un-

ions for easy connec-

tion and installation.
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ELECTRIC POOL AND SPA HEATERS
Elecro single- and three-phase Titanium electric pool and spa 

heaters are now available through Australian Spa Parts. The 

heaters are suitable for heating pools and spas, and for use 

in marine and aquaculture heating applications.

The Elecro Optima Compact single-phase heaters are 

available in 2 and 6 kW models. Three-phase heaters are 

available in 12, 18 and 24 kW models.

The Elecro Titan Optima three-phase heaters are available 

in 36 and 54 kW. Other sizes are available via special order, 

including 3, 4.5, 15, 30 and 45 kW.

Both heater ranges are available in two construction 

configurations: Standard with Titanium heater elements and 

316L stainless steel flow tubes, or ‘PLUS’ with titanium heater 

elements and titanium flow tubes for marine and saltwater 

applications over 8000 ppm salt.

All heaters come equipped with digital thermostats, flow 

switches, Schneider contactors and plumbing unions, and 

are wall or floor mountable. Wall-mount brackets are included.

The heaters are compact-sized units, suitable to replace 

all existing single- and three-phase electric pool and spa 

heaters in homes, residential complexes, hotels, gyms, etc.

Australian Spa Parts Pty Ltd

www.spaparts.com.au

STAINLESS STEEL AND GLASS FENCING 
PRODUCTS
Metforce is an Australian company and stockist of stainless 

steel and glass products supplying the balustrading and pool 

fencing industries. The company has a wide range of handrail 

and balustrade products, including stainless steel wire rope 

and glass panels for pool fencing and balustrading.

The company also has available stainless steel wedge wire 

drains in 2.4 m lengths in 304 and 316 grade. Mirror and satin 

finishes are available.

All spigots come with National Association of Testing Authori-

ties (NATA) accredited engineering certificates and all critical 

components like brackets, slotted tubes and standoffs also 

have certification.

The company conducts its own in-house quality checks, 

including performing salt spray testing on all stainless steel wire 

ropes to ISO9227 criteria. All glass meets Australian Standard 

ASNZS2208 and all balustrade glass is heat soaked.

Metforce 

www.metforce.com.au
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www.doublebaysolar.com.au  |  1300 724 132  |  sales@doublebaysolar.com.au

SOLAR   |   GAS   |   HEAT PUMP

       

S O L A RDouble BaoDoDoDoDoDoo
eisure Coast &

Pool heating specialists
We can help you with your heating requirements

 18 years of service in the Pool industry
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ONLINE RESOURCE
Waterco has launched Waterco Ad-

vance, an online resource that gives 

its clients easy access to product 

training, information and support. 

The site includes training videos, new 

product releases and other support information.

The resource is suitable for service technicians and pool builders and provides guidance 

on jobs such as troubleshooting a salt chlorinator or setting up a controller.

Designed specifically for the company’s clients, the site can be accessed remotely via 

all devices, including laptop, computer, tablet or smartphone.

The site was created to help increase sales, provide instant and remote access to 

training material for staff and assist the company’s clients.

The site is not visible to the public and requires a login and password to enter.

Waterco Limited

www.waterco.com.au

REGENERATIVE MEDIA FILTER
The Neptune-Benson Defender filter is a non-backwash, 

ultrafine regenerative filter that uses fine-grade perlite 

and multiple internal Flex Tubes to create a large surface 

area for filtration.

The filter can be programmed to automatically ‘bump’ on 

a daily basis to regenerate the media coating the tubes. 

The tubes are constructed of T304L stainless steel frames 

with permanent polyester woven coverings.

‘Bumping’ is the mechanical movement of the tube 

sheet which forces water into the tubes, evacuating the 

media from the surface of the tubes and sending it into 

solution. This allows the filter elements to receive a fresh 

coating of perlite once it reattaches itself to the tube 

elements. The bump cycles takes no longer than five 

minutes to complete.

According to the company, the filter reduces chemical consumption by up to 25%, 

eliminates more than 90% of the backwash water associated with sand filter operation 

and can remove particles down to 1 µm or less. Studies have shown that the filter 

removes more than 99.9% of Cryptosporidium in a single pass.

The filter has a footprint one-quarter of the space occupied by traditional sand 

filters. The design eliminates the need for a backwash holding tank and waste dis-

charge plumbing.

Instead of backwashing, the spent media is discharged and then the filter refilled 

with media via an integrated vacuum pump. The media can be disposed of in general 

waste or re-used in horticultural applications.

A range of sizes is available, from 12.73 to 150.97 m2 filter area. The filter has Smart 

Approved WaterMark certification.

Neptune-Benson

www.neptunebenson.com

http://www.aquajoy.com.au
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TILE AND STONE INSTALLATION MATERIALS APP
LATICRETE has updated its Tile and Stone Installation Materials App to 

include full information regarding the LATICRETE Australia product line as 

well as grout and adhesive coverage calculations.

The product lines range from underlayments and StainProof grouts, to 

waterproofing membranes that can be flood tested in as little as 2 h, as 

well as sound and crack isolation adhesives.

The app includes a network-updateable product listing with descriptions, 

packaging details and direct links to additional documentation on the com-

pany’s products. To obtain coverage estimates for the company’s grouts 

and adhesives, users can select the appropriate grout and adhesive, tile 

size and grout joint width.

LATICRETE Pty Ltd

www.laticrete.com.au

HEAT EXCHANGERS
Australian Spa Parts is distribut-

ing a range of Elecro titanium G2 

heat exchangers, which are suitable 

for swimming pool and spa use, as well 

as marine and aquaculture applications. Four 

sizes are available: 30.0, 49.0, 85.0 and 122.0 kW.

They comprise 37 pure titanium inner tubes and 

an outer insulated 316L stainless steel casing with 

built-in thermostatic sensor well and 1″ brass primary 

threaded couplings.

Heat exchangers are typically used in conjunc-

tion with existing boilers, solar, gas or other heat 

sources physically isolated from the body of water 

to be heated.

Australian Spa Parts Pty Ltd

www.spaparts.com.au

POOL SLIDE
The Rogue2 pool slide from S.R. Smith has a retro look, but is 

produced with a modern, rotomoulded flume. The wide flume, with 

high walls, is engineered from strong, stable material that resists 

corrosion from harsh climates and pool environments.

At 2.4 m high, the slide has a flume that is 2.8 m long, avail-

able in left or right curves. Its high water delivery system can 

be plumbed through the pool’s return system or connected to 

a garden hose.

It will accommodate sliders up to 113 kg. In addition, it complies 

with US Consumer Safety Standards for swimming pool slides, 

meeting 48 performance requirements concerning manufacturing 

design and construction.

The slide is available in Australia through major swimming 

pool product distributors. For more information, including product 

specifications and AutoCAD drawings, visit the company’s website: 

www.srsmith.com/au.

SR Smith

www.srsmith.com/au

http://www.cordellprojects.com.au
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Small business, 
industrial relations, 
tax and the employee
Larger swimming pool and spa businesses are frustrated 
at having to pay increasingly larger payroll tax bills - and 
not necessarily because they’re hiring more staff. They 
are being forced to pay higher wages to existing or new 
staff due to increased competition directly driven by la-
bour force shortages.
Taxing businesses for employing more staff is counter-
productive to the concept of creating jobs. Significant 
changes are urgently required, such as abolishing payroll 
tax, significant cuts to the rate, an increase in the ex-
emption threshold, and indexing that threshold to stop 
bracket creep as a result of rising wages.
Penalty rates increase labour costs, reduce employment 
and hamper business attempts to serve customers on the 
most important trading days on the calendar: weekends 
and public holidays.
Although penalty rates increase the take-home income 
of workers lucky enough to be employed, their higher 
wages come at the expense of other workers who are 
shut out of the labour market. Penalty rates are a crude 
and grossly unfair means of distributing work and wages 
across a modern workforce.
Penalty rates may have resonated loudly for much of the 
last century, but the world is fast changing for today’s 
margined businesses and the ‘24/7’ modern consumer.
The current Fair Work Act provides protection for employ-
ees under a framework that has been designed for large 
businesses - yet small businesses are burdened by the 
same obligations.
Under the Fair Work Act, the employee is protected by 
an award which governs their working conditions. Small 
business owners bear all the responsibility for ensuring 
their employees’ award conditions are met, yet do not 
benefit from any protection under the Act themselves. 
This imbalance must be addressed to ensure that small 
businesses are also protected by our industrial relations 
framework.
A call to Fair Work Australia or the Fair Work Commission 
requesting specific information is usually met with vague 
and generalised information with the catchphrase being 
“we cannot give specific advice about your workplace”.
The punishing array of regulations and administration that 
small businesses can face when they want to take on 
extra employees may be necessary in a civilised society, 

but these imposts are also a 
barrier to expansion and a strain 
on the entire economy - espe-
cially small business.

Comments welcome: 
spiros@spasa.org.au.

Spiros Dassakis

http://www.waterco.com
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SOLAR HOT WATER SYSTEM 
DELIVERS IMMEDIATE  

GAS SAVINGS

PROJECT COMPLETE

Located in Perth’s southern suburbs, LeisureFit Booragoon (formerly 
Melville Aquatic Fitness Centre) hosts a range of facilities, including a 
50-metre, eight-lane indoor heated pool and a 25-metre leisure pool 
with beach access.

The lap pool is heated to 27°C year round by a gas heating system. 
Looking to reduce costs and meet sustainability targets, the City of 
Melville decided to install a solar hot water system.

A number of companies tendered for the project, with Supreme 
Heating WA being selected by the tender panel to carry out the project. 
With plenty of experience in installing solar hot water systems in 
Western Australia, Supreme Heating WA certainly had the qualifications 
to get the job done.

The Melville project required 160 panels with 30 tubes per panel, 
says Craig Doncon, managing director of Supreme Heating WA. He says 
this makes it the second-largest solar hot water system in the Southern 
Hemisphere, second only to a 240-panel system installed at the South 
West Sports Centre in Bunbury - also installed by Supreme Heating WA.

The system heats approximately 2.5 million litres of water each 
day. Each panel produces 2.17 kW of energy per hour. Extrapolated 
out over an average 8 h day, this equates to just over 2700 kW of free 
solar energy per day.

The system is fully automatic, described by Doncon as being like 
a ‘set and forget’ system in that it is set to a particular temperature; 

when it reaches this temperature, it shuts down and cycles as required 
to maintain the water heat.

The entire project at Melville took 10 weeks to complete - and the 
client is already seeing significant reductions in gas use. City of Melville 
Project Manager Brett Stokes says the council is already seeing a 
reduction in gas volume of up to 45%. Although this saving will fluctuate 
with the temperatures, Stokes says the system has certainly achieved 
the council’s target of reducing its gas expenditure.

“Solar hot water systems are a lot more cost effective than 
geothermal,” said Doncon.

“With geothermal, you’re looking at a million - maybe two million 
- dollars. A geothermal system has a potential 10- to 20-year return 
on investment.

“In comparison, a half-million-dollar solar hot water system will save 
$60,000 to $70,000 per year - a four- to five-year return on investment 
at current gas prices.

“So if gas prices increase - which we know they’re going to do - then 
the payback period will be faster. Obviously geothermal has its place, 
but it’s a different concept. From a dollars and cents perspective, solar 
is the clear winner.”

Supreme Heating
www.supremeheating.com.au
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provide. Further, all performance criteria was provided by 
the representative company concerned and any dispute should 
be referred to them. Information indicating that products are 
made in Australia or New Zealand is supplied by the source 
company. Westwick-Farrow Pty Ltd does not quantify the 
amount of local content or the accuracy of the statement 
made by the source.
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January
What: UK Pool & Spa Expo
When: 22 to 24 January 2015
Where: Birmingham, UK
Website: www.ukpoolspa-expo.co.uk

What: The 2015 Pool & Spa Expo (NESPA)
When: 27 to 29 January
Where: Atlantic City, New Jersey, USA
Website: www.thepoolspashow.com

February
What: Spatex 2015
When: 1 to 3 February
Where: Coventry, UK
Website: www.spatex.co.uk

What: Aqua-Therm Moscow
When: 3 to 6 February 2015
Where: Moscow, Russia
Website: www.aquatherm-moscow.com

What: 2015 AOAP Annual Conference 
and Exposition
When: 14 to 20 February
Where: San Diego, California, USA
Website: www.aquaticpros.org/annual-
conference-exposition
 
What: Forumpiscine 2015
When: 19 to 21 February
Where: Bologna, Italy
Website: www.forumpiscine.it

What: SPASA Pool Spa & Outdoor Liv-
ing Show
When: 21 to 22 February
Where: Rosehill Gardens, Sydney
Website: www.poolexpo.com.au

What: Water Expo 2015
When: 26 to 28 February
Where: Tamil Nadu, India
Website: www.waterexpo.biz

March
What: Piscine Expo 2015 - Maroc
When: 4 to 7 March
Where: Casablanca, Morocco
Website: www.piscineexpomaroc.com

What: aquatherm and Egypt Pool
When: 26 to 28 March
Where: Cairo, Egypt
Website: www.aquathermeg.com

What: Qatar Pool & Spa Expo (QPS) 2015
When: 26 to 29 March
Where: Doha, Qatar
Website: www.htsxpo.com/qps.aspx

May
What: Sauna, Spa & Pool China 2015
When: 9 to 11 May
Where: Guangzhou, China
Website: www.poolspabathchina.com

What: Piscine Splash Asia
When: 20 to 21 May
Where: Marina Bay Sands, Singapore
Website: www.piscinesplashasia.com

October
What: 2015 World Aquatic Health 
Conference
When: 7 to 9 October
Where: Scottsdale, Arizona, USA
Website: www.thewahc.org 

What: Piscina Barcelona 2015
When: 20 to 23 October
Where: Barcelona, Spain
Website: www.salonpiscina.com

What: aquanale 2015
When: 27 to 31 October
Where: Cologne, Germany
Website: www.aquanale.de

Coming Events
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Experts in water.

Trusted Davey reliability, day in, day out.

The Davey Silensor® range offers super quiet operation with its unique 
water-cooled technology capturing motor noise and vibration. In addition 
to these great features, it also comes with dry run protection, rust-proof 
casing and a large leaf basket.

Combined with Davey’s complete range of swimming pool and spa 
products, the whole bathing experience becomes pure enjoyment.

For more information visit davey.com.au or call 1300 232 839.

Super quiet  
water cooled efficiency.
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