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Coming Events

2014  May 6  Garment Analysis Workshop – Adelaide, SA

 May 24/25 Seminar – Launceston Tas

 July 29  Wetcleaning Workshop – Miele Brisbane, Qld

 Aug 28/29 Greenclean – Sydney, NSW

 Aug 29-31 Twinclean Showcase – Sydney, NSW

 Sep 18  Wetcleaning Workshop – Miele Adelaide, SA

2015  Apr 16-19 Cleanshow – Atlanta, Georgia, USA
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There has been a lot of activity within 
the DIA for the past couple of years as it 
bedded in the new national structure and 
engaged with various stakeholders both 
within the industry and externally. Well that 
appears to be nothing compared to what is 
going on at the moment.

New President, George Masselos, took 
the reins of DIA at a recent board meeting 
and showed he meant business by giving 
a very clear instruction that a number 

of projects need to be � nalized for the bene� t members of DIA. The 
projects in the � ring line are;

1. New laundry association – there is a void in the small laundry 
market for businesses to get advice on their industry and how to run 
their business. Following many approaches from operators in this 
sector, DIA is launching a new association aimed speci� cally at the 
Laundromat and OPL laundries. As many DIA members conduct 
laundry as part of their service, this move will enhance the knowledge 
for you.  Further information is contained within.

2. Website – whilst this has been operational for many months now, 
there are parts of it that need to be more productive. This is principally in 
the membership management and fee payment system. The next set of 
quarterly payments will occur on April 1 and this should test whether the 
program has been correctly installed. The member portal area contains 
all your transactions with DIA and will provide easy access to check 
payments, etc. Please provide feedback if you are having any problems.

3. Marketing – this is marketing to members, non members, the 
public, manufacturers and government agencies. Any marketing must 
now include social media and you will see DIA Face Book and Twitter 
on the website and included in general bulletins. It would be great for 
all members to connect to these social pages for the exchange of 
information. A marketing program around seasons and events is being 
� nalized and should be available to members in the next two months.

4. Fashion Industry – strangely enough, the DIA has never really 
engaged with fashion industry associations but that has changed 
with DIA subscribing now to the Rag Trader magazine, website and 
association. Whilst this has just happened, we do hope to be able 
to provide relevant information to this industry about the issues of a 
drycleaner and the myriad challenges that the fashion industry present 
to us.

5. Accreditation – I know I have been banging on about this for 
years but there is a real need to get varying accreditations introduced 
to drycleaners. The DIA logo and membership is one thing but if we can 
show a number of requirements that are enforced, membership will be 
that much more credible. Unfortunately, it will mean losing members 
as the � rst requirement will be for members to show proof that all their 
drycleaning waste is being collected by a licenced waste collector.

6. Training – the biggest issue facing the drycleaning industry is the 
lack of skills within its workforce. There will be two approaches here. 
The � rst is to encourage operators to take up the nationally accredited 
certi� cate course and to seek increased funding for this course. The 
second avenue is to introduce a DIA training program which will be 
based on the DLI school in Amercia. The � rst of these courses will be in 
August this year with the DLI Director of Training coming to Australia to 
deliver the course.

The above are special projects that will receive special attention and 
funding so that an outcome is achieved.

TWINCLEAN SHOWCASE
However, the big project for 2014 is the Twinclean Showcase to be held 
in Sydney in August. Considerable work has gone into the lead up to 
this event and there is a stack of work happening now with � nalizing 
venues and speaker programs. The event is under six months away 
and the exhibition is � lling fast but registrations are still available and the 
conference program is will include many international speakers. A series 
of twelve workshops and four key note speakers will be on the program 
so there will be plenty of choice for delegates to pick what appeals to 
them most.

The recent board meeting heard of the progress of the planning and 
gave it the tick of approval for the thorough way the program is coming 
together. The exhibition venue at Australian Technology Park is an 
outstanding venue for an event of this nature and the conference facilities 
are contained near to the exhibition. The welcome party on the Friday 
night and then the Gala Dinner on Saturday night will be held in terri� c 
venues in Darling Harbour and Pyrmont Wharf area. A special members 
price is available and an early bird special price on top of that makes this 
a real bargain investment and will make this a must attend event for all 
drycleaners and launderers.

2014
We are all excited about the Twinclean Showcase but the industry must 
continue to operate its day to day functions and meet the many issues 
of compliance, customer service, staff management and environmental 
concerns.

There have been recent visits to drycleaning operations from Worksafe 
and EPA in different states. It is a fact of life that drycleaners will be visited 
by these agencies due to the nature of our work. Therefore we must have 
systems in place to be able to keep these guys happy.

The DIA intends to put as much information on the website as possible 
by the way of templates and documents to assist your everyday life. Keep 
a watch on the website and if you have any suggestions about what else 
you would like to see, please send us your suggestions.

WOW, this is a big year and I look forward to seeing everyone over the 
next six months.

Philip Johns
CEO

Editorial. Quality in a service or product is not what you put into it, 
it is what the customer gets out of it - Peter Drucker

Talk to Brad Wilson about any of your Insurance policies; for expert advice 
and a free no obligation health check of all your policies on 
1800 225 908.

Business Insurance Specialists
Ring us for a free no obligation quotation, Sunshine State 
have been successful in helping many DIA members obtain 
competitive Insurance with tailor made coverage’s since 
been appointed by the DIA as the preferred broker Australia 
wide.

AFS Licence: 244578
* We have offices location in Queensland and Victoria and are members of NIBA

• Business Insurance  • Directors & Officers Liability 
• Corporate Travel Insurance  • Commercial & Private Motor 
• Income Protection  • Boat Insurance 
• Personal Insurance • Transit Insurance

These are just some of the Insurances we can quote you on:
…Simply Better Service                        

www.ssib.com.au
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A Moment in Time....

Has there ever been a more universally admired person 
than Nelson Mandela? OK, maybe a few like Mother Teresa, 
Mahatma Ghandi, Jesus Christ but even these people had their 
detractors. Nelson Mandela seems to transcend all bigotry, 
hatred and injustice and his passing saw a genuine outpouring 
of grief for a remarkable man.

No sooner had I sent the Pressing News to the printers which 
included the � rst column of ‘A Moment in Time’ about John 
Kennedy than Nelson Mandela died and it would have been 
more appropriate to include Mandela but for the vagaries of 
timing. Notwithstanding that it is three months since Mandela 
died, I cannot let the opportunity go by to recognise such an 
amazing man. 
It is twenty years ago that Nelson Mandela was sworn in as 
the � rst democratically elected President of South Africa, it 
goes without saying that he was the � rst black President of this 
divided country.

It is very dif� cult for any Australians to understand the type 
of regime that Mandela and his people lived under during the 
days of apartheid in South Africa or maybe we could look to 
our aborigines who would have some understanding. It is well 
documented that Mandela was an activist who caused major 
disruption to the apartheid governments and today would be 
deemed a terrorist for some of his activities.

It was in 1952 that Mandela opened the � rst black legal 
� rm in South Africa. Causing much embarrassment to the 
Government, Mandela fought for the rights of black Africans 
and was arrested many times until in 1962 he was jailed on the 
pretence of incitement to strike. This term was for � ve years but 
whilst serving this sentence, he was charged with sabotage and 
sentenced to life imprisonment on Robben Island.

The apartheid situation in South Africa was becoming less 
tolerated by the various governments around the world and 
sanctions and boycotts were frequently visited on anything to 
do with South Africa. The plight of black South Africans was 
highlighted through the imprisonment of Mandela and he thus 
became the champion for the cause of equal rights for all. It 
certainly helped that Mandela was a well educated and erudite 
speaker and his bearing throughout this tussle impressed 
many world leaders who campaigned for his release and then 
democratic elections.

Mandela’s Legacy
It was no small feat for one man to unite a nation of black and 
white inhabitants but it is recognised that a united South Africa 
would not have happened unless there was Nelson Mandela. 
The dignity that Mandela held throughout imprisonment, his 
release and then campaigning for the Presidency was truly 
remarkable. 

Mandela was elected as President in 1994 and held this post 
for 5 years and stepped down after one term at the age of 81. 
Stating that he was now retired, Mandela worked even more 
tirelessly for his nation and for many other causes in world. 
Being of poor health due to his incarceration in the damp 
con� nes of his cell on Robben Island, Mandela retired from 
retirement in 2004 and moved away from public life.

Of course Mandela could not stay out of the public gaze for 
long and was a special appearance at the FIFA soccer world 
cup in 2010 in Soweto and also later that year met with 
the South African and American sides playing the Mandela 
Challenge Cup.

The � rst lady of America, Michelle Obama, and her daughters 
visited Mandela at home in June 2011 in what was a private 
affair gone entirely public. Even the last two years of Mandela’s 
life as he moved between hospital and home were major media 
events. Not allowed to die peacefully, the scrum of media 
outside Mandela’s house was a very unedifying spectacle.

Nelson Mandela died on December 5, 2013 at the age of 95. 
A national period of mourning was held for ten days with a 
memorial day held at the FNB Stadium on December 10 and a 
day of prayer and re� ection also held. A state funeral was held 
on December 15 at which approximately 90 representatives of 
foreign countries travelled to South Africa to attend memorial 
events and Mandela was laid to rest in Qunu, his place of birth.

Let there be peace for all. 
Let there be justice for all.
We must act together as a 
united people, for national 
reconciliation, for nation 
building, for the birth of a new 
world.

Inauguration speech (abbrev) of Nelson Mandela 
on becoming President in South Africa in 1994
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Chairman’s Report.

Philip always does a great job 
covering our past and future events 
in this Newsletter so I won’t repeat 
them here. I will however make a 
comment on the exciting up and 
coming Twinclean Trade Show and 
Conference in August this year. 
Constant education and training and 
keeping up to date with all the latest 

technologies relevant to our industry is critical for the long term 
success of our businesses and our industry.

The hardest DIA conference for me to get to was the “� rst” 
one I ever went to, 17 years ago in Tasmania in 1997. I was 4 
years into my � rst business at Rose Bay, working diligently, long 
days and late nights, and very reluctant to take any time off for 
“any” reason. Could I justify the time or cost to take only two 
days off work for this conference? Well I did and it was one of 
the best decisions I have made in my whole career. I will never 
forget seeing our National President at the time, and one of 
Australia’s most successful dry cleaners, Mr Roger Bancroft 
from Melbourne, sitting in the front row of a lecture taking notes. 
It was then I realised you are never too experienced or too 
successful to keep learning.

At the end of my last report I encouraged you all to take time 
out to work on your business, and Twinclean will be a fantastic 
opportunity to do exactly that. All aspects of our business will 
be covered from the latest equipment and cleaning methods 
to the most advanced POS systems and social media and 
marketing ideas. I hope to see you all there.

I would like to touch on a great article I read in the Sydney 
Morning Herald two weeks ago titled ‘Are You Sitting On A 
Goldmine’. I started to read with interest wondering if some of 
my neighbours had found old treasures under their houses, but 
this was about people who own a small business. We often 
take the value of our business for granted and can view it as a 
‘thorn in our side’ or a liability rather than the asset it actually is. 
I often hear people say, including myself, “If I had a good offer 
I would sell today”. But when I really think about it and analyse 
the pros and cons of selling and the positives and negatives of 
ownership I realise I have a great business in a great industry.

As our industry continues to rationalise, the population keeps 
growing, people are working harder and are becoming more 
time poor. This will ultimately increase the demand for our 
services and if we meet their needs and go beyond we will 
see expansion in our business and then its value. In addition, 
unemployment is 6% plus and growing and this will result in 
some terminated people looking to buy into our industry as 
it has in the past. So let’s never underestimate the value of 
our business which has no stock that can perish and whose 
services cannot be brought overseas through the internet!

 Keep taking good care of your customers, your staff, and your 
equipment and store, and the dry cleaning will take care of itself!

Finally, I would like to thank our great team Philip Johns, 
Ruth Speedy, and Philip Littlejohn for their great work and 
commitment, and the National Board for their valuable time and 
expert input into running our great association.

George Masselos

National Chairman.

It takes a machine 
this tough
to clean a wedding dress 
this delicate.

Miele Professional washing machines, tumble 
dryers and rotary ironers are the perfect partners 
for your dry cleaning business. Built to the 
highest standards, they are German engineered 
and tested to the equivalent of 20 years’ usage. * 
They are also extremely water and energy efficient 
saving you time and money.

Call 1300 464 353
Visit www.mielecommercial.com.au

*Terms and Conditions apply. Visit www.mielecommercial.com.au
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Excellence in Business Awards 2014.

What to enter.

Recognise staff.

There are four categories.

Winners will receive.

We are looking for innovative and dynamic practices that show leadership and a point of 
difference. We are not looking for pages of information just great ideas and commitment to the 
business.

The Awards provide a notable opportunity for new and established businesses to be 
acknowledged for their services differentiation and market position. 

For their attention to detail and their sustainability and staff involvement.

Without a dedicated and procative team a business will � ounder and these Awards are 
encouraging all members to involve their staff in the applications.

DIA members are outstanding performers and winners of Awards will have the opportunity to 
display their excellence and recognise their commitment to the Industry.

• Best Shop Front Branding

• Best Van Branding

• Innovations and Savings Initiatives

• Community Relations.

• A counter plaque

• Write up in quarterly Pressing news magazine and general trade publications

• E Bulletin to all members

• Recognition on the DIA website 

• Recognition at DIA events

• Associated Rewards

The awards are an exciting initiative for DIA members and their staff and we believe to recognise and reward excellence 
in the industry is an important part of being a member, adding value and prestige to your business. 

The Awards are a comprehensive National Awards program conducted annually on a State and National level. This 
is the second year the Awards will be conducted and will again highlight, achievements, branding, innovations and 
community responsibility.

The recognition of outstanding achievements is a fundamental strategy of business development and the DIA see this 
as an important part of establishing members as leaders in their � eld.

We are encouraging all members to take up this great opportunity to participate in a program for the recognition of 
excellent business practices, so jump on line or give us a call and get on board and showcase your initiatives.

State winners in each category will announced and awarded at State functions.

State winners from all States will be assessed to award National winners in each category, to be announced at the 
National DIA Gala Dinner to be held during the Twinclean Showcase Conference.

Application forms are available on line or can be downloaded for manual completion. For all information and any further 
queries please call Ruth Speedy on 0402 144 222.



Laundry Industry Forum
184A Vincent Street  
Cessnock   NSW  2325. 
Phone 4993 3355

Corporate Partners

The Drycleaning Institute of Australia is pleased to announce the launch 
of a new industry association which is aimed speci� cally at laundromats 
and on premise laundries, the name of which is Laundry Industry Forum.
Many of our drycleaning members have agencies that are Laundromats and wanted to be able to 
provide their agencies with more information relating to drycleaning as well as small business. This 
lead to an investigation of the Laundromat market and there was good support for an association 
that could help operators in this sector.

The Coin Laundry Association operating in USA has a strong membership base and provides a wide 
range of products and services to its membership. The DIA is pleased to be partnering with Coin 
Laundry Association for this undertaking in Australia.

The Laundry Industry Forum will have its own website, contact details and industry events but it will 
share the DIA o�  ce. There will obviously be an overlap of information and services between the LIF 
and DIA and members of both associations will bene� t from this liaison.

If you have agencies that you think would be interested in this new association, pass on our contacts 
or give us a call and we will contact them directly.

LIF
LAUNDRY INDUSTRY FORUM Laundry Industry Forum

 

 

IND. PTY. LTD. 

249 Collins Street Thornbury,  Melbourne,  Australia,  3071  Phone: (03) 9480 6022 
Fax: (03) 9484 3353     Email:  hiemac@hiemac.com.au  Web:   www.hiemac.com.au 

A computerized multi level carousel                   

The 24-7 Autoserve Express: your shop 
is open for business 24 hours a day 

Computer Controlled Bi Level Carousels Computer Controlled Bi Level Carousels
Stainless Steel Slick Rail 
Bagging Machines Bagging Machines
Screw Conveyors Screw Conveyors
24-7 Autoserve Express 
CAD planning services 

High speed bagging 
machine 

FOR LAUNDRIES THAT WANT PRODUCTIVITY  
WE CAN SUPPLY & INSTALL Would you like to 

 
Open up your shop and make it 
lighter and brighter, gain 12 sq 
meters of floor space, auto-
mate parts of your shop to give 
you less work to do and im-
prove you efficiency? 
 

Reduce your operating costs, 
increase your productivity, get 
those extra customers and 
make more profit while gain-
ing the advantage over your 
opposition, go high tech before 
they do. 

Our Computerised Carousels bring the garments to the 
shop counter automatically; allowing you to spend 
more valuable time with your customers. 
 
Customers know if your shop is modern and 
‘high-tech’ they will get good service and quality. 
 

100%  
Australian  

Owned & Made GIVE HIEMAC A CALL AND FIND OUT ALL THE WAYS WE CAN HELP IMPROVE YOUR BUSINESS 

OPEN UP AND AUTOMATE YOUR SHOP WITH OUR QUALITY 
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Written Warnings
Employers facing unfair dismissal claims may struggle to defend 
their actions if they are unable to produce documented records 
of their disciplinary processes (including warnings) leading to 
termination. This was demonstrated in a recent case before the 
Fair Work Commission (“FWC”). 

Details of the case
The employer engaged the employee for just over 12 months 
as a casual receptionist at a � tness centre before she was 
dismissed. The employer’s reasons for dismissing the employee 
were;

•  poor performance: including being unwilling to perform the 
less desirable aspects of the role such as chasing up gym 
fees;

•  Spending too much time on Facebook and speaking with 
clients instead of working.

The employer claimed that the employee was verbally advised 
about these issues, however the employer gave inconsistent 
evidence about how many times the employee was warned. 
The employer was unable to provide speci� c dates for the 
warnings, only providing that they occurred in 2012 and 2013. 
Signi� cantly the employer did not provide the FWC with any 
documentation or records prepared at the time that the alleged 
warnings were issued and did not claim that there were any 
such records in their possession. Instead, the managers giving 
evidence for the employer appeared to rely on their limited 
memory of the events. 

The discrepancies in evidence as well as the lack of 
documentation regarding the warnings led the FWC to 
determine that the employee’s evidence was more reliable. The 
FWC accepted the employee’s claim that she had not received 
any warnings, and that the only relevant conversation between 
her and a manager about her performance did not include 
any discussion about the risk of dismissal. On this basis, the 
FWC found that the dismissal was not for poor performance, 
the employee had not been warned, and consequently the 
dismissal was unfair. 

What can be taken from this 
case?
While there may be occasions when a verbal warning is the 
most appropriate form of disciplinary action, its value as a tool 
in the disciplinary process (and as evidence of a disciplinary 
process) may be signi� cantly diminished if the employer cannot 
prove the details of the verbal warning at a later date.

For this reason it is particularly important for employers to 
ensure that adequate records are kept for all warnings, including 
verbal warnings. These records ought to include details of the 
date, time and place of the meeting when the warning was 
given to the employee, who attended the meeting, and what 
the employee was told. These records are more likely to be 
accurate if they are made at the time the warning is issued or as 
soon as possible afterwards. For safe-keeping, these records 
may be kept on the employee’s personnel � le.

For a conversation with an employee (or a letter to the 
employee) to have the characteristics of a ‘warning’ it is 
important that the conversation/letter describes the poor 
performance or conduct, and con� rms that their employment is 
at risk if their performance or conduct does not improve. Other 
desirable features of a warning may include:

•  Explaining the expected standard of conduct and/or 
performance; 

•  Explaining how their conduct and/or performance will be 
reviewed moving forward; 

•  Reminding the employee of any resources available to them 
to assist them in improving.

If you need to issue a warning to an employee, please contact 
the DIA Hotline on 1300 134 511 for advice on your best course 
of action.

This information is provided by AFEI, the industrial relations 
service provider to DIA.

Workplace – Shop Floor
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Remember the good old days when a recommended price list 
used to exist for just about any product you may wish to buy? 
Since whenever time that was, the problem of certain industries 
and cartel pricing has caused the ACCC to step in and impose 
tighter restrictions of what can be done around pricing.

Of course this concept remains totally confusing to most people 
so the easy answer was to abandon recommended price lists 
and I don’t think that is what ACCC had in mind when they 
tightened regulations. The main thing they wanted to stamp out 
was the area of price � xing which is very different to price lists.

The DIA is often asked about recommended prices and we are 
aware that some of you do have published price lists sitting on 
websites and on the front counter and most de� nitely in your 
POS systems. The difference being that if an association or 
group body started doing recommended price lists, there is 
an opportunity to � x that price within an industry. This seems 
completely laughable in this industry where there are plenty of 
rogues offering 3 garments for $12 at one end and up to $16.00 
being charged for a single garment at the other.

Price Lists

Taking a look through the DIA � les shows back in 1989 
which was 25 years or a quarter of a century ago, 
a recommended price which has the following information.

1989 $ 2014  $
Trousers   6.90 13.80
Jumpers   6.90 13.80
Skirts   6.90 13.80
Sports coats   7.60 15.20
Three quarter coat 10.70 21.40
Shifts (??) 11.90 23.80
Suits 14.20 28.40
Blankets   9.90 19.80
Curtains (per width) 10.50 21.00

A note at the bottom of the form stated that high fashion items 
should be charged at 10% of purchase price. 

In the second column above I have just doubled the prices 
below get a ball park � gure for what prices should approximate 
today. The � rst question to ask – “is the second column a fair 
price for today”? If we consider the change in prices since 
1989, there is closer to a 300% increase in prices in that period.
The unfortunate thing about the � rst price column is that many 
drycleaners are charging prices very similar to these 1989 prices 
and there would be very few drycleaners charging the prices in 
the second column.

The DIA would like to collect data on pricing in the industry 
and seek your input by providing to us your price lists so we 
can collate this information. This will help us to determine what 
the mean price per item would be in 2014 and move towards 
a recommended price list for the industry. (and a run in with 
ACCC)
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VIC Report

DIA VIC Committee

The 2014 year was started with  a number of new 
operators  coming onto the committee which has been 
a great help and also brings new ideas to the table. 
Matthew Hyde from Hyde’s Quality Drycleaners in 
Gisborne will head up the committee  with: 

Anthony Morrison   - Master Drycleaners Werribee Plaza
Nick Bancroft  - Bancroft’s Drycleaners
 John Murphy  - Penguin Drive Thu Bulleen
Dan Smith  - Eliza Drycleaners Mt Eliza
Justine Hicks  - Bendigo Drycleaners
Patrick Quinliven  - RMIT

who will also share the responsibilities and bring ideas 
and issues to the table. The committee will meet once 
a quarter and have set in place the events for the 2014 
year. If there are any other members who would like to 
join the committee you are very welcome so please give 
me a call. I was very pleased to see how the committee 
functioned at the meeting and would advise all States 
to look at simple ways to have a branch meeting. It is 
important we maintain input from the States and branch 
meetings are the catalyst for bring information   to the 
Board.

Events

Sunday 30th March
Plant Visit and Presentation 
Where: Hyde’s Quality drycleaners -  Gisborne Victoria

Time: 10am - 2.00pm light lunch served

invitations with registrations have been emailed to all members. This event will 
showcase the new equipment  Matthew  has  recently  installed,  the latest 
technology can be seen, electronics machinery, store design , security and 
customer information will be discussed. This will be a great event with Brian 
Smith from DCCS  leading the presentation and explaining how the total package 
functions to achieve the expected results.

The Retired Drycleaners & Launderes group are very active in Victoria and hold a 
number of lunches throughout the year, if you would like to be involved please give 
me a call or if you know a retired drycleaner who would like to attend the lunch also 
let me know.

Charity Events
DIA will be involved in cleaning and donating garments to a worthy cause over 
the next few months and the plans are currently being � nalised. This is an event 
whereby all members can speak with their customers to generate their interest and 
involvement. keep watching your emails and check the website for updates.

DIA Website
The site is a wealth of information for all members  and using it on regular basis will keep you up to date with 
events  news and general information. If you are having problems getting used to the new system please call 
us as and assistance is available. 

Ruth Speedy   
0402 144 222

DIA Newsletter_issue3010

2 – 6 Thomas Street

Prahan   Vic    3181

Phone: 1300 877 234

Email: sales@dccs.com.au

HP Digital Signage
Improve the process of getting information to in store 
customers though this digital signage. We do the 
work and can change the information as directed 
by you, no worries, no fuss. The ever changing 
messages keep your customer informed of your 
services.

CA Sort-Computer Asisted Sorting
Get state of the art computer assisted sorting as 
used in the big commercial drycleaners and laundries 
and now adapted for all drycleaning operations. 
Mistakes in assembling orders will become a thing of 
the past.

Integrated Conveyors
DCCS have a direct relationship with 
Metalprogetti Conveyor Systems 
in Italy which is one of the great 
conveyor systems companies in the 
drycleaning  market.

Integrated EFTPOS
Customers and drycleaners both 
enjoy the simplicity of this integrated 
system, reduced double entries and 
account balancing at the end of the 
day.
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Customer Service

In Accenture’s 2013 Global Consumer Pulse Survey, 82% of customers that switched brands due to poor customer service said the company In Accenture’s 2013 Global Consumer Pulse Survey, 82% of customers that switched brands due to poor customer service said the company In Accenture’s 2013 Global Consumer Pulse Survey, 82% of customers that switched brands due to poor customer service said the company In Accenture’s 2013 Global Consumer Pulse Survey, 82% of customers that switched brands due to poor customer service said the company 
could have done something to prevent them from switching. The number one thing? First contact resolution. While every customer service issue could have done something to prevent them from switching. The number one thing? First contact resolution. While every customer service issue could have done something to prevent them from switching. The number one thing? First contact resolution. While every customer service issue 
can’t be solved on the � rst try, here are eight “you had me at hello” phrases every customer longs to hear, some surprisingly simple, but not used can’t be solved on the � rst try, here are eight “you had me at hello” phrases every customer longs to hear, some surprisingly simple, but not used can’t be solved on the � rst try, here are eight “you had me at hello” phrases every customer longs to hear, some surprisingly simple, but not used 
nearly enough:

1.  To speak to a customer service representative, press one. This might not be the most meaningful customer service phrase until you’ve This might not be the most meaningful customer service phrase until you’ve This might not be the most meaningful customer service phrase until you’ve 
spent ten minutes trapped in an IVR that doesn’t provide the option to get to an actual person. Then, this is the phrase you long to hear.spent ten minutes trapped in an IVR that doesn’t provide the option to get to an actual person. Then, this is the phrase you long to hear.spent ten minutes trapped in an IVR that doesn’t provide the option to get to an actual person. Then, this is the phrase you long to hear.

2.  Thank you for contacting us. How may I help you? While it should be a standard in every greeting, many brands no longer thank the How may I help you? While it should be a standard in every greeting, many brands no longer thank the How may I help you? While it should be a standard in every greeting, many brands no longer thank the 
customer upon � rst contact, but these two little words serve a greater purpose in providing not just an appreciative welcome to a customer customer upon � rst contact, but these two little words serve a greater purpose in providing not just an appreciative welcome to a customer customer upon � rst contact, but these two little words serve a greater purpose in providing not just an appreciative welcome to a customer 
who may not feel very appreciated after a long wait, but getting the conversation and the customer experience started off on the right foot.who may not feel very appreciated after a long wait, but getting the conversation and the customer experience started off on the right foot.who may not feel very appreciated after a long wait, but getting the conversation and the customer experience started off on the right foot.

3.  I can take care of that for you. Considering that three of the top six global customer service frustrations have to do with passing the buck Considering that three of the top six global customer service frustrations have to do with passing the buck 
(1. having to contact a company multiple times for the same reason / 2. having to repeat the same information to multiple CSRs or across (1. having to contact a company multiple times for the same reason / 2. having to repeat the same information to multiple CSRs or across 
multiple channels / 3. dealing with employees or self-service sites that cannot answer my question), this phrase signaling � rst contact resolution multiple channels / 3. dealing with employees or self-service sites that cannot answer my question), this phrase signaling � rst contact resolution 
is golden.

4.  I don’t know, but I will � nd out. See #3. Customers will appreciate the honesty in this response, but more so, that the CSR is willing to take See #3. Customers will appreciate the honesty in this response, but more so, that the CSR is willing to take 
the time and the responsibly to � nd the answer.

5.  Allow me to stay on the line with you. 5.  Allow me to stay on the line with you. 5.  Whether it’s to make sure the issue is resolved, to talk you through online setup or support, or when Whether it’s to make sure the issue is resolved, to talk you through online setup or support, or when 
a customer must be transferred to another department to make sure that the transfer goes through, having a CSR take the next step with a a customer must be transferred to another department to make sure that the transfer goes through, having a CSR take the next step with a 
customer to see an interaction through is an increasingly rare but meaningful gesture.customer to see an interaction through is an increasingly rare but meaningful gesture.

6.  I’m sorry. These words aren’t an admission of fault, but rather a very human admission that your brand cares that the customer is having a bad These words aren’t an admission of fault, but rather a very human admission that your brand cares that the customer is having a bad 
day, is experiencing a problem or can’t � nd an answer or resolution to their problem as quickly as they’d like. According to the 2011 National day, is experiencing a problem or can’t � nd an answer or resolution to their problem as quickly as they’d like. According to the 2011 National 
Customer Rage Study, when customers became truly angry during a customer service interaction, what did they really want? It wasn’t a refund Customer Rage Study, when customers became truly angry during a customer service interaction, what did they really want? It wasn’t a refund 
or something for free. Ninety percent (90%) said they wanted to be treated with dignity. Only 40% said they were.or something for free. Ninety percent (90%) said they wanted to be treated with dignity. Only 40% said they were.

7.  It’s my pleasure. “No worries.” “Not a problem.” “You’re welcome.” “Yep.” There’s a reason why Chick-� l-A uses the phrase “my pleasure.” “No worries.” “Not a problem.” “You’re welcome.” “Yep.” There’s a reason why Chick-� l-A uses the phrase “my pleasure.” 
These two little words convey delight. Chick-� l-A founder, Truett Cathy, was inspired to institute the phrase after a visit to the Ritz Carlton. When These two little words convey delight. Chick-� l-A founder, Truett Cathy, was inspired to institute the phrase after a visit to the Ritz Carlton. When 
Cathy said “thank you” to front desk representative, the response was “my pleasure.” Even though his business served fast food, Cathy felt it Cathy said “thank you” to front desk representative, the response was “my pleasure.” Even though his business served fast food, Cathy felt it 
important to reply to his customers as if they were at a luxury establishment.important to reply to his customers as if they were at a luxury establishment.

8.  I see you’ve been a customer for a long time. We appreciate that. This is where your customer data comes in and pays off. Customers We appreciate that. This is where your customer data comes in and pays off. Customers 
want to be recognized for their loyalty, and when your brand makes note of it, it’s meaningful.want to be recognized for their loyalty, and when your brand makes note of it, it’s meaningful.

The last thing most customers want to hear is an automated message, a long-winded explanation of why their customer service transaction The last thing most customers want to hear is an automated message, a long-winded explanation of why their customer service transaction The last thing most customers want to hear is an automated message, a long-winded explanation of why their customer service transaction 
cannot be completed, or that they have to move to or be transferred to another channel or CSR to complete their request. Delight them with one cannot be completed, or that they have to move to or be transferred to another channel or CSR to complete their request. Delight them with one 
of the eight phrases above during your brand’s next customer service interaction.of the eight phrases above during your brand’s next customer service interaction.

JOIN US!
28-29 August 

GreenClean 2014

Fashioning 
The Future

For Af� liates & Guests

Af� liates and guests are welcome. 
Call 02 8003 6727 or send an email to 
info@gecleaning.com to make your reservation.

Everleigh Railway Yard 
as its centrepiece, the 
Australian Technology 
Park was once the 
location of Australia’s 
largest industrial 
complex. To this day, 
the park still retains and 
celebrates much of its 
rich cutural heritage 
- a perfect place to 
hold a drycleaning 
conference.

Sydney is the backdrop 
for GreenClean 2014.

Workshop
Highlights
Andy Lien, Operations 
Manager, GreenEarth 
Cleaning is joining us 
to share the technical 
expertise he’s gained 
from over 2,000 
GreenEarth Af� liates 
worldwide.

A.L Wilson, a USA based 
chemical company, will 
bring their range of spotting 
chemicals and explain how 
they are best used with 
GreenEarth.



Partner Associations

29 - 31 August 2014

Australian Technology Park Sydney NSW

LIF
LAUNDRY INDUSTRY FORUM

International Trade Exhibition in Australia
Laundry And Drycleaning Trade Show

What You Will See
• Drycleaning Equipment • Washing Machines  • Wet Cleaning Machines • 

 • Shirt Units  • Utility Presses  • Pos Systems  • Chemicals  • 
  • Wedding Boxes  • Linen  • Spotting Agents  • Consumerables  • 

  • Energy  • EPA  • Business Brokers  • Insurance  • 

Conference Program
A fantastic range of international and local speakers.

Many sessions will be an interactive workshop format.

• Route management • Wedding Dress Specialisation • POS systems 
• Wet Cleaning • New Technology • Exit Planning • Laundry Systems 

• Business Management • New solvents • Benchmarking • International Trends 
• Textile Testing • Training • 

Some Of The Brands You Will See

www.twincleanshowcase.com.au

Call: 02 4993 3302
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• Route management • Wedding Dress Specialisation • POS systems 
• Wet Cleaning • New Technology • Exit Planning • Laundry Systems 

• Business Management • New solvents • Benchmarking • International Trends 
• Textile Testing • Training • 

Some Of The Brands You Will See

www.twincleanshowcase.com.au
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The majority of business owners that wish to exit their business 
will either sell the business to third party or allow a family 
member or part of the management team to buy into the 
business.

In some cases an entrepreneur may wish to exit a business but 
cannot � nd a buyer prepared to offer a commercially realistic 
price. Rather than reduce the sale price, an owner may decide 
to pull back from the day to day running of the business and 
appoint outside management.

Sometimes a buyer is not in a position to purchase the entire 
business but can afford to become a part owner.  In this 
situation it is important that the original owner thinks carefully 
about offering someone a majority stake in the business, as this 
effectively means he or she will lose control of all strategic and 
operational decision making.

In some instances the best investors are already a part of 
the organisation.  In a management buy-out, an owner offers 
employees the opportunity to buy into the company, often 
funded over time, out of the growth of the business.  There 
is risk attached to this arrangement because if the business’s 
pro� tability declines, it may be dif� cult to make payments.  For 
this reason it is recommended that management buy-outs only 
take place if the owner is a secured creditor and appropriate 
guarantees are in place.

The large portion of small businesses are family businesses and 
in many cases it is the wish of the owner to keep the business 
in the family.  Currently around 10 per cent of business owners 
took over their current business from the family.  Of the family 
businesses with employees, three quarters employ at least 
one family member.  Research also shows that 92 per cent of 
family business owners are prepared to pass the business on to 
children and 57 per cent are prepared to sell it to them.

Sometimes emotive factors come into play in family businesses, 
which change the family dynamics and can negatively impact 
the business.  An example of this may be intergenerational 
con� ict.

In a family business, it is essential that a Succession Plan is 
created and well documented, and that family members are 
aware of its contents. Some family members may automatically 
expect to be given � rst right of refusal for purchase of the 
business. 

A Succession Plan often has two stages.  The � rst is the 

Selling your Business

Types of Exits
There are several ways of exiting a business, including:

• Private sale
• Management buyout
• Remote Management 
• Investor part or whole
• Succession to family member
• Float (IPO)

transfer of managerial control and the second is the transfer of 
assets or ownership.

Commonly, the shareholders of a business are a husband 
and wife.  Where divorce or separation has interrupted a 
good relationship, selling the business and transferring shares 
becomes dif� cult. It is best to consider this possibility when a 
business is started and structure it accordingly.

An Initial Public Offering (IPO) is the process by which a 
company is listed on the Stock Exchange and it is usually a 
way for a medium sized business to obtain the capital needed 
to grow into a large business.  It requires a sizeable � nancial 
investment to prepare for listing and there are signi� cant 
demands on the business owner’s time in the lead up to the 
� oat.  An IPO is usually not an option for a small business.

Personal Expectations
Before deciding on the best way to exit a business, it is 
important to consider the reasons for selling.  Some people 
will retire, some will take an extended holiday and some will 
re-enter the workforce as an employee.  Others will buy another 
business or establish a new venture. Research shows that 
52 per cent of small business owners planning to exit their 
business intend to retire, and 14 per cent intend to start another 
business.

Industries and businesses are subject to economic cycles 
and at certain times businesses will perform better or worse, 
depending on the business cycle. Ideally a vendor should sell 
when industry conditions are good but it is sometimes dif� cult 
to pick the top of the market.  In many cases industry cycles will 
be less important than the personal reasons for selling.

In some cases, a business ownner becomes burnt out, faces 
illness or is forced to exit a business for personal reasons.  This 
can result in a sale needing to be completed by a certain date 
and/or at a reduced price, which is obviously not desirable.  
Like so many facets of business, the key to a successful sale 
lies in careful planning.

Financial Considerations
Before selling, a vendor needs to calculate how much money is 
needed from the sale to sustain a desirable quality of life.

Small Business Workshop.



This is particularly true of owners planning to retire, as they need 
to consider the likelihood of increased medical expenses and 
the future possibility of needing assisted living. At 62 per cent, 
the proportion of small business owners with superannuation is 
below the national average for wage earners.

Many younger people sell a business with the intention of 
buying or starting another enterprise.  Here it is still important 
that the proceeds from the sale are suf� cient to fund a new 
business, maintain a lifestyle and possibly to have an extended 
break before starting a new venture.

Business owners also need to take into consideration 
whether the sale will leave them free to earn a living.  Many 
buyers will insist on a restraint of trade clause in the contract, 
which restricts the vendor for a period of time and within a 
geographical area.  This can also restrict the vendor’s ability 
to work for a competitor, disclose con� dential information or 
poach clients and employees.   These restrictions need to be 
compensated for in the sale price.

Ongoing Involvement In the 
Business
Most buyers will require the seller to have some involvement in 
the business after the sale, to ensure the intellectual property, 
staff and customer loyalty are smoothly transitioned. If a buyer 
considers a handover period too narrow, the perceived risk 
increases and this will be re� ected in the price on offer.

In some instances the new proprietor will want the seller to 
work in the business as an employee for an agreed period of 
time.  The transition from owner to employee is not always an 
easy one.  Relationships with other staff members need to be 
rede� ned and the seller is required to accept the changes made 
by the new proprietor.

It is often better to act as an advisor or consultant to the 
business, where the seller is able to draw on a thorough 
knowledge of the business and the industry within which it 
operates, to provide strategic advice to the new proprietor.  The 
advantage of this option is that it provides a regular stream 
of income for a period of time after the sale, without the 
restrictions of full time employment.  This provides the seller with 
time to develop new hobbies or business ventures.

If the seller has speci� c skills that the business will need to 
retain, the seller can continue working with the company as a 
trainer.  As part of the exit strategy, a business owner should 
identify staff members who have the potential to be trained to 
take on additional responsibilities.

Sellers also need to consider their vision for the business.  Most 
owners have an emotional attachment to a business that has 
been their “baby” for many years and has become part of 
their identity.  They want the brand and the business to thrive 
after their departure, which means a certain type of buyer and 
structuring of the business will hold more appeal.  

When considering a seller’s involvement after the sale, it 
should be noted that sometimes there are signi� cant cultural 
differences between a large and small business.  If a small 
business is bought by a bigger entity, tension often arises when 
a former owner needs to conform to the practices of a larger 
corporation following the sale.  For the former owner this can 
create a considerable emotional burden during the transitional 
phase.

Valuation Goals & Expectations
Before going to market, it is important that a business owner 
understands the value of the business and if he or she is 
prepared to sell for that price.  If the business owner is not 
prepared to sell for a realistic price, the value of the business 
needs to be improved before it is put on the market. If it is not 
possible to increase the value of the business, the business 
owner can consider not selling but managing the business for 
lifestyle.

It is important to take into account a realistic timeframe for the 
sale.  If the value of the business is acceptable to the seller, 
the timeframe for the divestment can be quite short.  However, 
if the value of business falls below the seller’s expectations, 
a realistic time frame needs to be applied to the process of 
building value.

In order to successfully negotiate the sale of a business, the 
seller needs to understand the needs and drivers of potential 
purchasers. The seller must also understand what types of 
elements lead to a high valuation or a lower one.

Shareholder Considerations
Most businesses have multiple shareholders and when 
preparing to sell the business, all shareholders need to be 
consulted.  There needs to be agreement between the 
shareholders about if the business should, in fact, be sold; 
when; for what price; and whether it should be a cash sale, 
shares or vendor � nance.  It is also important to check if the 
sale conditions are in line with any Partnership or Shareholders 
Agreements.

For example – if it is a matter of husband and wife working 
in a drycleaning operation and are equal owners, each may 
have a totally different expectation of what they wish to do with 
the business and life after selling the business. Get complete 
agreement about the expectations of both or all parties before 
going any further. 
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It was inevitable that with my current Richard Branson 
look alike happening that I would get all things Virgin. At 
Christmas I received a swag of Branson books and the one 
I review here is Losing My Virginity. First written in 1998 
it has had a couple of updates in 2002 and then 2005. 
This book � nishes at the time of the launch of the Airbus 
A380 and that Virgin Atlantic is the only British customer. 
The reason this is mentioned is that in the weekend press 
in Australia in February is the announcement that Virgin 
Atlantic is pulling out of Australia and the axing of 5,000 jobs 
by Qantas makes for interesting times in the aviation world.

Virgin Atlantic was launched with much fanfare and the 
� rst � ight to Australia had all the benchmarks of Branson 
marketing with him standing on a plane wing with the 
obligatory bikini clad girls at his side. It was also announced 
that the A380s would � y the route but Virgin Atlantic has still 
not taken delivery of any A380s. 

Odd I know to start with the � nish but it was topical so seemed like 
the right thing to do. However the lead up to this latest drama with 
Virgin would show that drama is a way of life at Virgin.

Let’s go back to the beginning. Someone with Branson’s tenacity 
develops in numerous ways, in Branson’s situation it appears 
that nurturing and non judgemental parents gave their son the 
opportunity to follow his heart and instincts from a very early age. 
Growing up and selling Christmas trees and breeding budgerigars 
at school age taught Richard his early entrepreneurial skills. 
Branson was a bit of maverick at school due to his dyslexia and 
was always at odds with the teaching staff. He decided that many 
things in the education system could do with a shake up and 
launched a publication called Student which survived for many 
years on a very tight budget.

Through the Student magazine, a mail order business for music 
was started which � ourished by undercutting the retail stores. 
A name was needed for this new business and after many 
suggestions, one of the staff put forward – “what about ‘virgin’ as 
we’re complete virgins at business”. Richard loved the name and 
decided on the spot Virgin was to be the name and that was it back 
in 1970 and you could certainly say the rest is history.

Dealing in mail order music, it was a natural progression to retail 
and Branson had a burning desire to be a producer. This story 
would unlikely be told if Mike Old� eld and Tubular Bells did not 
sign with Virgin Records. Further signings over the years included 
The Sex Pistols, Boy George, Phil Collins, Janet Jackson and the 
Rolling Stones. Each on of these signings occurred at a time when 
Virgin was on the brink of falling over but Branson’s tenacity shone 
through.

Opportunity
Branson is a guy that sees an opportunity everywhere and is not 
afraid to have a go. He was constantly taking on the big companies 
in all of his endeavours. With Virgin Music being a one star 
company with Mike Old� eld, Branson would bid to sign big acts like 
the Rolling Stones away from EMI and very nearly succeeded on 
numerous occasions before � nally getting their signature.

Having a company called Virgin, naturally Branson was drawn to 
the Virgin Islands and often holidayed there before buying Necker 
Island. On one of these holidays, the regular � ights were cancelled 
and the airport was full of stranded customers. Following a few 
phone calls Branson tracked down a charter plane and sold the 
seats to the angry throng and so started the process of establishing 
a real airline.

Sorrow
It is easy to look at someone like Branson and think they are just 
lucky bastards and get everything they want. As may be expected, 
Branson has had many ups and downs in his life but the one 
that pulled him into gear was the loss of his � rst child shortly 
after birth. This loss did focus Branson on the fact that family 
is more important than business and even though he worked 
extreme hours, he did set aside time to be with his growing family 
particularly when his next two children were born.

Finance
We have all been through the process of going to the bank for 
a loan and being declined. It is a frustrating and embarrassing 
experience and the bankers tend to work on a different set of 
parameters when it comes to looking at business opportunities. 
Probably no surprise then that Branson was constantly juggling the 
accounts and banks. The interwoven company structure at Virgin 
allowed for some sectors to support the others as each was in 
growth phase or facing unseasonal interruption to their operation.

The way Branson puts it, is that everything was � nely balanced 
but with back catalogues of music there was always cash� ow. The 
banks did not see it that way and on many occasions were about 
to pull on the pin when a new artist signing or spike in sales or just 
moving monies from one company to another to keep under the 
overdraft, stayed the execution.

It did all come to a head one time though. 

Maddogs and Englishmen
Could be an apt description of Richard Branson and his mad 
antics in hot air balloons and speed boats. Branson explains these 
stunts as being driven to try new adventures and pushing himself 
to test his limits.

The crossing of the Atlantic Ocean has held appeal for hundreds 
of years and the faster the better. A few records have been set 
and then broken and this seemed like a good idea for Branson to 
have a crack. Used primarily as a way of promoting the new Virgin 
Airlines, Branson was active in all of these pursuits by getting 
physically � t and understanding the machinery and controls of 
whatever the craft was being used.

The � rst Virgin Atlantic Challenger boat race travelled nearly 3,000 
miles across the Atlantic, had three refuels and only 60 miles to 
complete the challenge, they met a huge storm which served 
up big seas and a massive wave crunched the boat which then 

Book Club.



17

Fashion the Future.
meet tomorrow’s needs today 

        
        

        
        

     

        
        

        
     28-29 August greenCleAn 2014

Mark your calendars! 
28 August:  Casual  evening  get together

29 August:  Work sessions, Mtg Rm 7, Eveleigh RailwayYard.

immediately began to sink. Jumping in a life raft they were rescued 
shortly after.

The second Virgin Atlantic Challenger took off in 1986 and at the 
second refuelling station mysteriously took on tonnes of water in the 
fuel tanks causing them to conk out. The tanks were emptied and 
refuelled but still trouble with the engine as there was still water in 
the fuel but this could be � ltered out. It did of course mean plenty 
of � lters, change every four hours, which were helicoptered in. 
Staying ahead of another gathering storm just added intrigue. They 
eventually crossed the line, beating the old record by just two hours 
in the three and a half day crossing.

Better known for his balloon escapades, Branson’s � rst trip was 
across the Atlantic again and took just 29 hours compared to the 
boat trip of three days. They crashed into the Irish Sea and were 
rescued but had broken the record for ballooning. The around 
the world attempt took three times before success and on each 
occasion, danger or death appeared to be just around the corner.  

Politics
By now it is 1990 and the Gulf War is pending. Branson had been 
invited to Jordan by Queen Noor to take them ballooning. Queen 
Noor is described as the Grace Kelly of Jordan as she was an 
American, a former air hostess and tall, attractive and blonde. King 
Hussein of Jordan indicated to Branson that he did not condemn 
Saddam Hussein’s strike against Kuwait as Kuwait had promised 
to compensate Iraq for the long war against Iran on their behalf. 
Reneging on the deal on several occasions and then cheating 
on the OPEC quotas, Saddam felt he had no option other than 
to attack and take what was deemed as Iraq’s. (strangely, this 
message did not come out of the press back then).

In the � rst instance, Virgin arranged blankets and food for the 
refugees � eeing into Jordan during the war and then � ew to 
Baghdad to � y out hostages held by Saddam in exchange for 
medical supplies. This only came about through Branson’s 
friendship with the King of Jordan who facilitated the deal.

An aside to this activity, is that British Airways were ropeable that 
Virgin had got the jump on them with this magni� cent charitable 
work and were made to look particularly un British. Thus began an 
all out war by British Airways to destroy Virgin.

New Horizons
During the late 1990s Virgin managed to stave off the attacks 
from British Airways and actually won several court battles over 
misleading and deceptive practices employed by British Airways. 
Virgin Group secured a long term future by selling off Virgin Music to 
EMI for $1 billion. Whilst this was a hard decision for Branson, with 
the banks lurking and the � ght with British Airways in full swing, it 
did mean clearing all debt and thus not having to go begging to the 
banks anymore.

The Virgin name is on just about everything including trains, 
wines, mobiles, energy, money and now even space craft. This 
book may read like a Boys Own adventure novel but it does give 
a lot of understanding of business principles of strong branding, 
diversi� cation, having the right people and sheer hard work.

Branson may be a lucky bastard but he works 18 hour days to be 
that lucky.
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Spotting

Are these special occasions passing by the drycleaning industry? 
The Australian Retailers Association expected a lot of love to be around on Valentine’s Day this year with consumers 

� ocking to stores to buy presents for their other halves.

IBIS has estimated that $791.4 million will have been spent on gifts and experiences in this festival of love. 
Falling on a Friday has enhanced the opportunity for loved ones to indulge in romantic dinners, 

luxury get aways as well as the staples of � owers and chocolates.

With all of this indulgence, one would think that both people in the relationship would be wanting their favourite dress 
and suit cleaned impeccably for the special occasions planned. A suitable promotion in the lead up to and/or on the day 

would allow drycleaners to access this feeling of love and devotion when price seems to be no object at all. 

Valentine’s Day

Thoughts and Prayers
We are saddened to hear that another person in the drycleaning 
industry has been diagnosed with breast cancer. Kerry King, that 
well known and liked TAFE teacher in Adelaide is undergoing 
treatment and the whole industry is behind her recovery and 
especially everyone in Adelaide. Go good Kerry!

Phil and Jennie Lyons, drycleaners in Newcastle, are also � ghting 
cancer with Phil having a particularly aggressive cancer that has 
claimed a leg. We all hope that this drastic surgery will stop the 
spread of this dreadful disease. Our thoughts and prayers are 
also with you Phil and Jennie.

Boycotts
The frustration with care labels and dodgy dyes, sequins 
and beads is making some drycleaners assess what 
they will and won’t clean. We are aware of at least one 
dry cleaner that now refuses to clean Review garments, 
another who will not touch Sass and Bide. Of course most 
of you do not want to touch anything that is black and 
white.

Is this the only way we can get the fashion industry to listen 
to us – boycott suspect labels? It would only work if we all 
did it, so let me know your thoughts.

Australian Fashion Chamber
A new order in the fashion industry has emerged and is 
called Australian Fashion Chamber. The organisation led 
by the head of Vogue Australia Edwina McCann, has been 
established to help encourage further growth in the fashion 
industry.

Going forward, McCann said the AFC will take part and 
spearhead several industry related initiatives, including 
training conferences, mentoring programs, support of 
multiple design awards and the introduction of the AFC 
Awards presented by AMP Capital.

We hope this new body will want to talk with the DIA to 
achieve their aim of future growth in the fashion industry.

Loyalty Programs
Do they work? Well look at Speciality Fashion Group which has 6.2 million loyalty members representing over 80% of its sales. Its 
best known brand is Katies which has 155 stores across Australia and 1.6 million customers on its data base. 

The group sells a garment every second in Australia, New Zealand or the United States through its portfolio of 900 stores and seven 
online businesses. Other brands under the label are crossroads, City Chic and Autograph. Crossroads has 1.6 million customers 
and Autograph had 790,000 members, even the newcomer City Chic has 180,000 members on its data base.

So the message here – look at a loyalty program!

Social Media 
The DIA has been dragged kicking and screaming into the 21st 
century and has joined the social networks of Face Book, Twitter 
and Linked In. Interesting fact though, now that we have done it, 
we are enjoying the ease in which we can post information about 
the industry, the DIA, or any other stuff whether relevant or not on 
these sites.

We are also appreciating the feedback we are getting from 
followers who like the stuff we are talking about. It would appear 
that these social sites work so well because it is easy to post 
feedback and don’t we all enjoy feedback good or bad.

We ask that you check us out and like us so you too can follow 
our posts. You will � nd the links on the website and on all email 
bulletins that we send to you.
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Swing Tags

It is recognised that our customers in general know very little about drycleaning and therefore in many circumstances, 
have unrealistic expectation about outcomes for their garments. One of the primary aims of a drycleaner should be to 
inform their customer about potential problems that can occur with speci� c items.

Customer service staff do not have the time to explain everything in detail each time a customer deposits clothing for 
cleaning so the next best thing would be to have information pamphlets about various types of garments and problem 
areas well known in the industry.

A series of swing tags have been produced and will be available through the DIA on line shop or through the national 
of� ce that will assist you by providing information to your customer about various problems. The � rst six which have 
been produced are – Silks, Trims, Curtains, Stains, Colour Loss, and Shrinkage.

These have been produced in full colour and on good stock and will come across as very professional as well as good 
advice for your customer. 

If there are speci� c areas that you would like to have included in the next series of tags please contact this of� ce. In 
the meantime, place your order early to get these tags hot off the press. They will be supplied in bundles of 6 x 50 
tags.

Drycleaning Professionals Who Care

Curtains....
  Caring for your drapes & furnishings

•  Drapes and furnishing fabrics should be cleaned regularly   
 & vacuumed often - Dust, grime, wood and tobacco   
 smoke are hard on furnishing fabrics.

•  Protect your drapes from moisture. Humidity and   
 condensation can disturb sizing and dyes in furnishing   
 fabrics and when combined with heat, fumes may cause   
 yellow stains which in most instances cannot be removed   
 by dry cleaning.

•  Exposure to Australia’s strong sunlight will reduce the   
 life of your furnishings. If possible rotate your drapes to   
 minimise this damage. The backing on insulated drapes   
 will deteriorate with prolonged exposure to sunlight 
 causing the backing to peel, self stick or separate during   
 cleaning.

•  Remember, regular cleaning is the key to prolonging the   
 life of your furnishing fabrics.

•  Please be aware that a shrinkage rate of 3% can occur on   
 curtain and furnishing fabrics.
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Drycleaning Professionals Who Care

Silk....
Silk is one of the oldest known textile fi bres and is 
recognised for its beauty, lustre & comfort. Your DIA 
Professional asks that you consider taking some simple 
steps to keep your garment looking its very best.

• Always store your silk in a cool, dry place. Never expose   
 silk to prolonged sunlight.

• Be aware that perspiration and some deodorants can   
 combine to create some of the most common causes of  
 discolouration, colour loss and deterioration of silk fi bres   
 - clean your silks regularly if permanent damage is to be   
 avoided.

• Some dyes on silk fabrics may bleed when wet with   
 solutions containing alcohol - such as perfumes, cosmetics,  
 some antiperspirants and alcohol drinks etc. Consult your   
 DIA Professional for advice as soon as possible.

• Never attempt to remove stains from silk by rubbing   
 especially when damp. Silk fi bres are delicate and   
 are easily damaged.

• Do not store silk in a soiled state. Consult your DIA   
 Professional and point out any stains not readily apparent.  
 He/She will advise on an appropriate course of action.

  Caring for that precious garment
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Trims....
  Sequins, Beads and Glitters

Sequins, beads, glitter and ornamental trimming are back 
in style. You will fi nd them on dresses, jackets, sweaters 
and handbags. If you have purchased or plan to purchase a 
garment with this attractive trim, please be aware:

•  Sequins are always delicate but they can be serviceable   
 if they are made properly. Unserviceable sequins can
 lose colour, lose shine or curl. If the thread holding them  
 is inferior, it may break and allow the sequins to unravel.   
 Unserviceable beads can dissolve or transfer dye to the 
 surrounding fabric. Glitter which is glued on will almost   
 always fall off during drycleaning or washing.

•  Your DIA Professional drycleaner has the know-how 
 to preserve the beauty of these fashionable and    
 expensive garments, unless they are trimmed with inferior  
 or unserviceable sequins, beads and trimming. Return   
 unserviceable garments to the retailer. 

Reputable stores should have a fair policy on these types of 
garments.

Drycleaning Professionals Who Care
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Shrinkage....
Shrinkage remains one of the top fi ve problem areas in 
drycleaning. However, well over half of the shrinkage 
problems are determined to be manufacturer related. There 
are three types of shrinkage – Progressive, relaxation , and 
felting.

Unstabilised fabrics can shrink on a cumulative or 
progressive basis. A small amount of shrinkage can occur 
with every clean which may go unnoticed until it becomes 
unsatisfactory to the customer. 

Relaxation shrinkage is attributed to the release of tension 
introduced to the fabric during manufacture. When the 
fabric is moistened during cleaning, the strain from the 
manufacture is released and the fabric returns to its normal 
relaxed dimension.

Felting shrinkage will occur in animal hair fi bres such as 
wool, angora, cashmere and others. The surface of the fi bres 
become entangled when exposed to heat, water, agitation, 
detergent or pressure, making the fabric become thick and 
compact. This type of shrinkage is not recoverable.

Drycleaning can cause shrinkage but your professional DIA 
member will know how to handle your precious garment so 
this does not happen.

Drycleaning Professionals Who Care
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Colour Loss....
There are many substances consumers may encounter in 
the course of the day that can cause colour loss. In many 
instances, discolouration does not appear until the item 
is cleaned. This will depend upon the composition and 
concentration of the staining substance, the type of fi bre 
and dye stuff and length of contact time. Typical colour 
loss problems are listed below.

• Silk and acetates can be affected by alcohol products  
 such as perfumes, colognes, hair spray and of course  
 alcoholic beverages.

• Bleaches come in many products including hair  
 care products, skin lotions, cleaning products and  
 disinfectants.

• Exposure to light, either sunlight or artifi cial light, can 
 cause colour fading or loss of colour where the   
 ultraviolet rays can alter the chemical structure of dyes. 

• Wear abrasion colour loss can typically occur in the  
 neck line, elbows, seat, knees and pockets or folds.  
 This friction rubs off the dye on the surface of the fabric 
 which will then be fl ushed away by the action of the  
 cleaning process.

Drycleaning Professionals Who Care
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Stains....
  Those invisible stains....
 When is a stain not a stain?

Most “invisible stains” start with a spillage, maybe 
champagne, lemonade etc. The damp fabric dries and little 
visible evidence remains. However the stain has not gone 
away. Most beverages contain sugars and with the passage 
of time and heat, the spilled substance will oxidise and cause 
staining. The stains vary in their degree of intensity but are 
usually yellow, tan or brown, depending upon their age, the 
staining substance and the fabric it contacts.

How can you help your DIA Professional to reduce the 
effects of such stains?

•  Have the garment cleaned as soon as possible and advise   
 your drycleaner if you have knowledge of any spillage. He/ 
 She will take extra care to treat these stains before   
 cleaning.

•  Remember, permanent staining may be avoided if treated   
 early.

Drycleaning Professionals Who Care
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They will be supplied in bundles of 6x50 tags for 

$65
a bundle
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More and more companies are attempting to “do the right thing” and provide a great drycleaning product to the customer while improving their 
environmental practices. However, “green washing” is occurring with claims that may mislead customers making them suspicious of all claims, 
including the legitimate ones. An improved understanding of this issue and following some available guidelines may be helpful to those attempting to 
communicate the bene� ts of their product and service to their customers.

Wikipedia clearly summarises the general issue. “Greenwashing is a form of spin in which green PR or green marketing is deceptively used 
to promote the perception that an organization’s products, aims and/or policies are environmentally friendly. Evidence that an organization is 
greenwashing often comes from pointing out the spending differences: when signi� cantly more money or time has been spent advertising being 
“green” (that is, operating with consideration for the environment), than is actually spent on environmentally sound practices. Greenwashing 
efforts can range from changing the name or label of a product to evoke the natural environment on a product that contains harmful chemicals to 
multimillion dollar advertising campaigns portraying highly polluting energy companies as eco-friendly.

While greenwashing is not new, its use has increased over recent years to meet consumer demand for environmentally friendly goods and 
services. The problem is compounded by lax enforcement by regulatory agencies such as the Federal Trade Commission in the United States, 
the Competition Bureau in Canada, and the Committee of Advertising Practice and the Broadcast Committee of Advertising Practice in the United 
Kingdom. Critics of the practice suggest that the rise of greenwashing, paired with ineffective regulation, contributes to consumer skepticism of all 
green claims, and diminishes the power of the consumer in driving companies toward greener solutions for manufacturing processes and business 
operations.” Source: http://en.wikipedia.org/wiki/Greenwashing

In response to this criticism, the USA Fair Trade Commission developed the GreenGuides for businesses to assist in the accurate marketing of their 
competitive advantages. The highlights below address particular issues that might apply to drycleaning businesses and speci� c examples in the 
drycleaning industry are provided to assist in understanding.

Environmental Claims
Summarised by GreenEarth Cleaning from the FTC GreenGuides

General Environmental Bene� t 
Claims
•  Marketers should not make broad, unqualifi ed general environmental 

bene� t claims like ‘green’ or ‘eco-friendly.’ 
Broad claims are dif� cult to substantiate, if not impossible.

•  Marketers should qualify general claims with specifi c environmental 
bene� ts. Quali� cations for any claim should be clear, prominent, and 
speci� c.

•  When a marketer qualifi es a general claim with a specifi c benefi t, 
consumers understand the bene� t to be signi� cant. 
As a result, marketers shouldn’t highlight small or unimportant 
bene� ts.

•  If a qualifi ed general claim conveys that a product has an overall 
environmental bene� t because of a speci� c attribute, marketers should 
analyze the trade-offs resulting from the attribute to prove the claim.

For example, organic dry cleaning is not an “environmental bene� t” 
as this refers to anything with a chemical carbon backbone such as 
gasoline, asphalt and hydrocarbon.

Carbon Offsets
•  Marketers should have competent and reliable scientifi c evidence to 

support carbon offset claims. They should use appropriate accounting 
methods to ensure they measure emission reductions properly and 
don’t sell them more than once.

•  Marketers should disclose whether the offset purchase pays for 
emission reductions that won’t occur for at least two years.

•  Marketers should not advertise a carbon offset if the law already 
requires the activity that is the basis of the offset.

Degradable
•  Marketers may make an unqualifi ed degradable claim only if they 

can prove that the “entire product or package will completely break 
down and return to nature within a reasonably short period of time 
after customary disposal.” The “reasonably short period of time” for 
complete decomposition of solid waste products? One year.

•  Items destined for landfi lls, incinerators, or recycling facilities will not 
degrade within a year, so unquali� ed biodegradable claims for them 
shouldn’t be made.

Non-Toxic
Marketers who claim that their product is non-toxic need competent and 
reliable scienti� c evidence that the product is safe for both people and 
the environment.

Newer solvents in the drycleaning market often have not invested in third 
party testing to ensure their claims. The $30 million spent on this type of 
testing for GreenEarth would, on the other hand, substantiate this claim.

Source Reduction
Marketers should qualify a claim that a product or package is lower in 
weight, volume, or toxicity clearly and prominently to avoid deception 
about the amount of reduction and the basis for comparison. For 
example, rather than saying the product generates “10 percent less 
waste,” the marketer could say the product generates “10 percent less 
waste than our previous product.”

GreenEarth has calculated the reduction of perc and it’s related waste 
stream for each af� liate and the cumulative savings is reported. The 
calculations are based on a Harvard Business study and published 
on the GreenEarth web site designed to meet the demands of a truly 
environmentally friendly drycleaning product. Source: http://www.
gecleaning.com/ContactUs/CompanyInformation.html

220,860 kilograms of perc eliminated from the environment

73,515 kilograms of hazardous solid waste removed from the waste 
stream

146,968 kilograms of perc no longer in garments after dry cleaning

The complete GreenGuides, produced by the Federal Trade 
Commission, can be found at: http://business.ftc.gov.
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Miele

DCCS Launches its new Web Application

Lawrence Dry Cleaners  Edgecliff , and their new 
location at Rose Bay now use the latest range of Miele 
Professional washer extractors and tumble dryers. With 
the aim of offering a superior service over and above the 
other Dry Cleaners in the area, the owner Mr David Karet 
knew he needed laundry equipment that guaranteed 
better results and last longer.  “We wanted to make things 
simpler for staff & also ensure the customer comes back 
every time. Since using Miele, we would never use any 
other brand again”.  

Miele washer extractors now come with over 70 wash 
programs as standard, to suit all types of items and 
applications for Dry Cleaners. Whilst David wanted to 
focus on improving his main business such as cleaning 
Shirts, Doonas and expensive Apparel, he also wanted to 
explore the possibilities of Wet Cleaning when required. 
The Miele washers and dryers now offer David a system 
that ensures excellent results are achieved quicker and 
easier. 

Not only is David extremely happy with the results in his 
new machines, his staff have also noticed the changes. 
Michael Zerey, who manages the Edgecliff Drycleaners 
and has more than 20 years’ experience in the Dry 
Cleaning industry also adds “we can now even wash 
heavily soiled items in half the time. From very dirty 
Kitchen Linen to quick wash for lightly soiled clothing, 
everything comes out cleaner and faster. These are the best machines I have ever used”. 

With over 100 years’ experience in developing the highest quality laundry equipment, Miele is still today recognized as one of Germany’s top 
manufacturers.  

For more information, please contact Miele on 1300 4 MIELE (1300 464 353) or head to the website  www.miele-professional.com.au  

After years of research DCCS has developed a new Web 
Application which can be included in your own Web Site. 
This application allows your customers to access their 
Ticket History and gives them the ability to run their own 
reports which they can direct to their own email address.

Your customers can look up their own orders. They can 
see your business opening hours, address and there is a 
link to Maps to show your exact location and directions. 
If you have multiple stores it can show at which store 
they have orders.

It has the ability to capture your customer’s email 
address and also can book a pickup for delivery 
customers. The application also has the ability to show 
promotions that you are currently running in your store. 
Some of our customers are sending the SMS with a link 
to the Web App in the SMS message. 

‘Hi Bill Brown your order#1234 is ready at ABC Dry 
Cleaners, Click here to see all orders’. 

We will also include email noti� cations of when orders 
are ready in future releases. This will allow the owner of 
the store the ability to complete store Inventories using a 
cordless scanner or Tablet device.

Customers can look up/for their orders direct from their Smartphone or they can go to the Web site and look up orders via your web page with our 
added ‘Look up Orders’ Link.

Agents can check their orders on line and the owner can check up on any customer’s order via their phone and see details and location numbers.

For more information, please contact Brian Smith on 03 9530 2211
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At the Drycleaners.....

An in� ux of wedding dress complaints at this time of year is 
about as predictable as a rainbow following a storm.   If only the 
wedding dress complaints could end the same way !  
While there are no speci� c issues to alert you to, lets’ just 
say that a bride’s expectations continue to be very high and 
sometimes unrealistic, when it comes to her gown and how it 
should look following cleaning………………( and one hell of a 
party).

Some of the issues worth sharing -   

“The tissue paper packed around my gown is royal blue, I would 
have thought that I could choose a colour I liked?”    Bride 
wanted gold
“The bra cups in my gown are lumpy and deformed, my dress 
is ruined.”
Not a lot the drycleaner can do when the cups are inside the 
lining, in any case it didn’t seem reasonable that this would have 
ruined the entire dress, surely not ?.

A claim presented to a drycleaner for compensation of a 
wedding gown allegedly ruined - Total claim $4200.  Receipts 
supplied for cost of fabric etc $1200.  Cost of labor stated as 
$3000. 

That seemed a little excessive, so the drycleaner asked who the 
dressmaker was ?  “My mother” said the bride.
You have to wonder if she offered her daughter a little discount 
wouldn’t you ?  

(F) Dryclean  -  another Reminder   
Dry Clean (F) labelled garments can be safety drycleaned in hydrocarbon or 
GreenEarth.
Dry Clean (F) labelled garments cannot be drycleaned in perchloroethylene.
Yes (F) symbolizes Fluorocarbon in the Australian Care Labelling Standard.
Yes the use of � uorocarbon is banned and has been for over ten years.
The problem is that the Care Labelling Standard has not been updated 
to re� ect this, therefore the use of Dryclean (F) as a care instruction is 
still valid, but � uorocarbon is not a drycleaning option. Hydrocarbon and 
GreenEarth are Industry acceptable alternatives to Fluorocarbon.

(W)   =  Wetcleaning 
The ‘Wet Clean’ instruction is becoming more common place these 
days. Usually stated as ‘Professional Wet Clean’ or ‘Hand wet clean’ or 
symbolized as (W).
While wetcleaning is actually a complete cleaning system using specialized 
machines, formulas and detergents, the same result can also be achieved if 
the strict criteria of the processs is adhered to. 
Successful wetcleaning requires cool water, the use of a neutral detergent, 
very minimal agitation, short immersion time and air drying. 
Wetcleaning is most commonly ‘prescribed’ for garments which are 
particularly delicate and / or have components that do not withstand the 
drycleaning process.
Regular detergents should not be used for wetcleaning.

Alice McCall
This manufacturer has produced a 
range of garments with the most 
amazing, colourful and artistic transfers 
festooning them.  There are some 
problems with their care labelling 
though and we have addressed this 
with them. While they review their care 
instructions, we recommend these 
garments be handled with caution.

Care label
Main and lining : 100% polyester  
Transfer trim : 100% plastic. Do not 
wash,soak or tumble dry. Do not iron 
on transfer. Cool iron on reverse under 
pressing cloth.  Do not home launder.  
Please take care transfer is delicate. 
Care symbols show (W) and denote Do 
not  iron. Do not wash. Do not bleach. 
Do not wring. Do not tumble dry.

Problem
The � rst line of the care instruction is 
positioned on the fold of the tag and 
is not legible.  Alice McCall advise that 
this instruction states ‘Professional silk 
wash only’.

There is no care instruction or care 
symbol for Dry clean. The manufacturer 
has advised that the garment cannot 
be safely drycleaned.  

Camilla
The care instructions on these garments are not 
straight forward and continue to make us weary. 
You be the judge – Spot dryclean only

We have received many questions about how they 
should be cleaned and problems with ‘bits’ falling 
off them.

The latest advise from Camilla is that all of 
their garments can be safely drycleaned as in 
hydrocarbon or GreenEarth, minimal heat and 
agitation.  

On the Racks...



First ever international trade show and exhibition in 
Australia for the laundry and drycleaning industries.

• 6,000 square metres of exhibition space

• Over 80 supplier stands

• See live demonstrations of the latest machinery

•  All under the one roof so you can compare products and services 
that will grow your business and improve your bottom line.

Information available at www.twincleanshowcase.com.au
Or phone 1300 134 511 to speak to our service staff.

29 - 31 August 2014
Australian Technology Park Sydney NSW

2 Locomotive Street, Eveleigh

DIA Seminar- Launceston   May 24/25, 2014

Workshop Sessions – Saturday May 24 – 2.30 – 5.00 pm

1.  Wet Cleaning –Daniel Hays from Spencer Systems will conduct a complete overview of what is wet cleaning and use 
hands on demonstrations as to the type of garments that can be wet cleaned and show the advantages of using wet 
cleaning as part of your service.

2.  Bleaching – Is safety bleach safe? What is a reducing bleach? When should you bleach and when should you spot? 
Can you bleach silk? These and many more questions will be answered by our guest presenter.  

Business Sessions – Sunday May 25 – 9.00am – 12.30pm

1. DIA Tasmanian Branch Meeting
2.  Marketing for Drycleaners – Zest Advertising is a Launceston based company and will be developing a marketing 

program to be used across Australia. See what is being done and have your input.
3.  Work, Health & Safety – New laws means new compliance issues and the potential for big � nes. Hear about a recent 

investigation of drycleaners in Tasmania and � nd out about the results.   
4.  Garment Analysis – Bring along your dif� cult garments for a session on what to look for when investigating a problem. 

Identify whether it is your problem, the customers’ or the manufacturer. 

Social Sessions 

1. Dinner – Country Club Tasman Room – Saturday 7pm – 3 course dinner & refreshments
2. Lunch – Country Club – Sunday 1pm – appreciate the view and food at this popular venue 

Cost    Registration $220, Partner   $180



184A Vincent Street Phone: 02 4993 3377 info@drycleanersweb.com.au

Cessnock NSW 2325 Fax: 02 4990 9695 www.drycleanersweb.com
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With our dedicated commitment to customer satisfaction always in mind, OMNIA models are available in 15, 18, 25 and 32 kg capacities. It 
offers cleaners a highly flexible tool when using alternative solvents allowing for increased levels of production in addition to complying with 
different international environmental standards. The OMNIA range has been designed, engineered and successfully tested by FIRBIMATIC for 
maximum results when utilizing all Class III A alternative and ecological solvents including hydrocarbon, Solvon K4, K-tex and GreenEarth 
solvents, with no major modifications required. Aside from FIRBIMATIC’s constant concern for the protection of the environment FIRBIMATIC 
too recognizes the importance of introducing concrete, viable solutions to the industry that incorporates technology that is both flexible and 
innovative. Introducing the OMNIA. No more confusion and no more headaches when deciding to change alternative solvents. Due to the 
technical compatibility there is no longer the need to change or source another machine.

    www.firbimatic.com.au  info@firbimatic.com.au

With our dedicated commitment to customer satisfaction always in mind, OMNIA models are available in 15, 18, 25 and 32 kg capacities. It 
offers cleaners a highly flexible tool when using alternative solvents allowing for increased levels of production in addition to complying with 
different international environmental standards. The OMNIA range has been designed, engineered and successfully tested by FIRBIMATIC for 
maximum results when utilizing all Class III A alternative and ecological solvents including hydrocarbon, Solvon K4, K-tex and GreenEarth 
solvents, with no major modifications required. Aside from FIRBIMATIC’s constant concern for the protection of the environment FIRBIMATIC 
too recognizes the importance of introducing concrete, viable solutions to the industry that incorporates technology that is both flexible and 
innovative. Introducing the OMNIA. No more confusion and no more headaches when deciding to change alternative solvents. Due to the 
technical compatibility there is no longer the need to change or source another machine.

Finally, a multi-solvent dry cleaning machine that can work with all alternative solvents !

Vic
Stev-Tex Labratories

03 9555 2688

NSW
Shawt Circuit Electrical

0407 773 979

Qld
Queensland Laundry & Dry Cleaning

0412 761 642


