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www.masterbuilders.com.au

Master Builders is the major Australian building and construction industry association. Its 
primary role is to promote the viewpoints and interests of the building and construction industry 
and to provide services to members in a broad range of areas including training, legal services, 
industrial relations, building codes and standards, industry economics and international rela-
tions.

Master Builders Australia is the national body of the Master Builders group. Its members 
include all nine State and Territory Master Builders Associations.

Each Association provides an extensive range of services to assist its members which will 
ensure the building and construction industry operates in a profitable, efficient and ethical 
manner.

Membership of the Master Builders demonstrates that these companies value high standards 
of integrity, skill and responsibility to their clients.
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Editor’s Note
Dear Readers,

Here at Business View Magazine, 
highlighting the best business in 
the world is our bread and butter. 
Australia’s business sector is 
incredibly interesting because of 
its diversity and rapid growth with a 
considerable number of companies 
starting out or being developed 
across the country. 
This month’s issue will be focusing 

on some of the best-run businesses 
in Australia, featuring a wide range 
of companies and businesses 
such as Academy Face and Body, 
Bombardier Transportation, Cha 
Time, Envisage Cosmetic, Foot Ankle 
& Rehabilitation Clinics, IHS Global 
Alliance, JF Hillebrand Australia, 
Louise May Laser & Skin Clinic, 
Neville Smith Forest Products, Raw 
Energy, and The Leg Vein Doctor. 
Running a business is no easy task 

but every single one of the above 
excels in their field in one way 
or another. Whether it is through 
constant innovation or following 
fantastic business practices, they 
show us that the business world 
takes a lot of dedication, hard work, 
and a sense of passion for the work 
that allows them to foster and grow 
in various ways. 
We believe that business owners 

as well as potential business owners 
stand to benefit from learning 
about the intricacies of the diverse 

business world from those who 
are most involved in the day-to-
day management and running of 
assorted businesses. 
Our hope is that every reader will 

learn something new and, most 
importantly, will enjoy themselves. 
Without further ado, we wish 
you an informative and positive 
time with this month’s issue! 

Best Wishes from 
James Schafer & the team

http://www.air-fresheners.com.au/
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In 1999, Dr. Jayson Oates 
established a facial plastic surgery 
practice with 3 consulting rooms in 
West Perth. He had recently returned 
from training in the UK and the US, 
after completing his Bachelor of 
Medicine and Bachelor of Surgery 
(1990), and extensive training in 
Otolaryngology Head and Neck 
Surgery; finishing (1997) as a Fellow 

of the Royal Australasian College of 
Surgeons (FRACS). Now it was time 
to put his talents to work.

By 2005, Academy Facial Plastics 
& Laser Specialist had outgrown its 
original site, so Dr. Oates purchased 
a building in Subiaco, Perth and 
moved the practice there, its current 
location. At first, the clinic occupied 

Academy Face and Body  
In the business of looking good

HEALTHCARE & MEDICARE
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only half of the ground floor, but the 
business expanded so quickly that 
six months later it encompassed the 
entire floor – Academy Day Hospital 
at one end and Academy Facial 
Plastics & Laser Specialist at the 
other. 

This year, a total rebranding has 
taken place; logo, colours, and a new 

name “Academy Face and Body” to 
represent the enhanced ‘body of 
work’ the company offers, not just the 
facial procedures.  Body procedures 
include liposculpture, Coolsculpting, 
Exilis and intimate procedures for 
both men and women. The latest 
cosmetic facial plastic surgery 
options continue to be available. With 
a staff of 20, and annual revenue of 
$5 million, business is indeed looking 
good. 

Starring Roles

As the Medical Director and primary 
cosmetic surgeon at Academy 
Face and Body, Dr. Jayson Oates is 
well known and respected across 
Australia and beyond. A media 
darling, he has appeared on TV, radio, 
and been profiled in newspapers and 
magazines as a specialist in cosmetic 
procedures. Until two years ago, he 
also made monthly trips to Geraldton 
to perform ear, nose and throat 
surgeries because they didn’t have a 
qualified surgeon in the region. Now, 

Academy Face and Body  
In the business of looking good

AT A GLANCE
WHO: Academy Face and Body  

WHAT: Provides excellence in facial 
cosmetic surgery, liposculpture, 
cosmetic medicine & dermal therapies.

WHERE: WA, Australia

WEBSITE: academyfaceandbody.com.au

HEALTHCARE & MEDICARE

http://academyfaceandbody.com.au/
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with time at a premium, Academy 
sources doctors from across Australia 
and overseas to provide a locum 
service on his behalf. All this speaks 
to a smart, caring professional who 
values, above all, people. 

Tracy Heywood is Practice Manager 
at Academy Face and Body. In charge 
of HR, marketing, finances, facility 
management, cheerleading… in 
essence, Heywood runs the show. 
“When I started, Dr. Oates’ first 
challenge to me was to change the 
culture and get everybody back into 
a proper headspace - employees 
who enjoy their work are the most 
productive. So I created a work/life 
balance program promoting teamwork 
and social interaction with offsite 
events where colleagues spend time 

together (no business talk) such as 
lawn bowls, go-carting, a wine tour, 
all sorts of fun to build camaraderie.”

Work stations are ergonomically 
tweaked for comfort; exercises taught 
to minimize body stress from long 
days at the computer. Professional 
development workshops are offered, 
and members are recognized for 
initiative. Heywood notes, “I just had 
two staff receive awards for devising 
cost-saving measures that saved a 
couple of thousand dollars each per 
year.”  I also have a Most Valuable 
Team Member of the Year Award.

An open-door policy encourages 
staff at any level to put forward ideas 
and suggestions. And once a year 
Heywood does performance reviews, 

http://focusnet.com.au/
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giving employees an opportunity to 
voice open, honest feedback about 
workplace concerns.
  

In the twilight hours  

Academy Day Hospital was the first 
facility in Perth to be government 
licenced (2007) as a day twilight 
sedation hospital. Unlike the 
debilitating effects of a general 
anaesthetic, patients medicated 
with twilight sedation walk into the 
operating room, have the procedure, 
walk out, snooze for an hour or two, 
and then go home. The patient saves 
on hospital costs and avoids health 
risks from general anaesthesia. 
Clients recover in the privacy of 
their own home, which suits today’s 
lifestyle.

“Choosing the right procedure 
is all about managing the client’s 
expectations,” says Heywood.  
“In this age of Google, patients try to 
self-diagnose. Someone may come 
in and say: I need my nose done. It 
doesn’t suit my face. But the doctor, 
with his surgeon’s eye, will answer: 
It’s not actually your nose, it’s your 
chin. If we enhance your chin, your 
profile will be in proportion and you’ll 
have a much better outcome.”

Tattoo removal is one area where 
technology has improved drastically. 
Four years ago, Academy was doing 
one or two removals a week. Now, 
they do four or five a day, and can 
change laser settings to remove 
almost every colour from all skin 
types. Another huge innovation, the 
MonaLisa Touch laser, has made 

Tracy Heywood Dr. Jayson Oates
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great strides in creating a better 
quality of life for women, particularly 
those in menopause. Dr. Oates 
opened a second clinic in Sydney, 
under the banner Academy Laser 
Clinic, mainly for this sought-after 
procedure. 

The industry is highly governed 
because Schedule 4 and 8 drugs 
are involved (i.e. Botox and fillers). 
Heywood admits, 
“We have to be 
very careful with 
advertising, as we’re 
not allowed to entice 
people to use those 
products. Words like 
‘wrinkle-relaxer’ or 
wrinkle filler are ok, 
but never a product 
name.” 

There are also strict 
protocols to be followed by nurse 
injectors. A doctor must consult a new 
patient and write a script for wrinkle 
relaxers and fillers, etc. before the 
registered nurse does any injecting. 
Detailed notes are required, and 
scripts renewed every year. 

Investing in the future

In lieu of expansion, the clinic chose 
to do their own ‘facelift’ in three 
stages over the last 12 months: 

Dr. Oates’ consulting room was 
gutted and transformed to meet the 
new business profile.

Academy Day Hospital was fitted out 
with a modern, open-plan design for 
better interaction between patient 
and nurse during recovery. A purpose-
built Cool Room was created for the 
popular ‘cool sculpting’ treatment, 
and the hospital is now seeking 
plastic surgeons for procedures not 
currently offered, such as breast 
augmentation and abdominoplasty.

Total rebranding 
at the Academy 
Face and Body end 
of the practice. 
Fresh colours and 
increased open 
space promotes 
client comfort and 
the new design 
highlights products. 

Investment in 
new lasers and 

treatments is ongoing. A close 
relationship with many suppliers 
keeps Academy updated on leading-
edge technology, though equipment 
is never purchased without a 
substantial trial beforehand. 
Because, as Heywood explains, “You 
can spend $200,000 on a new laser 
and every company will tell you theirs 
is the best. In our industry, we have 
to put faith in what they say, do our 
research into the technology and 
science behind the device but we also 
do our own due diligence by trialling 
equipment first.  Our reputation 
demands that we offer results to our 
clients.”
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WITH OUR DIVERSE RANGE 
OF MANAGED HEALTHCARE 
PRODUCTS AND SERVICES, 
WE’VE GOT YOUR NEEDS 
COVERED
Alsco’s managed healthcare service is designed to 
meet the demands of today’s busy healthcare workers. 
Our range includes uniforms, patient wear, linen, 
towels, theatre packs and drapes. We also provide a 
managed washroom program and managed first aid 
kits. Our products are manufactured for quality and 
comfort and laundered to industry standards. We can 
tailor a service specifically for your needs, leaving you 
time to focus on caring for your patients.  

Contact us today by phone 1300 659 892 or email 
healthcare@alsco.com.au.

Supporting Academy Face & Body

http://alsco.com.au/
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kits. Our products are manufactured for quality and 
comfort and laundered to industry standards. We can 
tailor a service specifically for your needs, leaving you 
time to focus on caring for your patients.  

Contact us today by phone 1300 659 892 or email 
healthcare@alsco.com.au.

Supporting Academy Face & Body

Academy Face & Body is committed 
to providing the highest standards of 
patient care. Only safe techniques 
giving a natural appearance are 
performed. Heywood says, “Everyone 
who has surgery at our hospital 
completes a patient satisfaction 
survey. In the 10 years I’ve been 
here, about 98% of clients are happy 
with their results. The other 2% I 
would put down to the management 
of patient expectations.  Our staff 
love it here (I don’t have the worry 
of turnover), and suppliers tell us our 
marketing initiatives are great – that 
nobody does anything like us.

Supporting Partners 
Alsco Healthcare 
alsco.com.au
FocusNet
focusnet.com.au

http://alsco.com.au/
http://alsco.com.au/
http://www.alsco.com.au/
http://focusnet.com.au/
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Envisage Clinic
Experienced skin care and cosmetic treatments

HEALTHCARE & MEDICARE
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The cosmetics industry is one of 
the most rapidly expanding sectors 
in the medical field. The number of 
clinics and patients has been steadily 
increasing over the years and the 
industry is now more mainstream 
than ever. In fact, back in 2015, the 
Australian Society of Plastic Surgeons 
rolled out a campaign with a simple 
slogan: “Think over before you make 
over”. This campaign aimed to 
inform the public of the health risks 
associated with unsafe and hasty 
cosmetic medical procedures and to 
help potential patients make better 
choices in regards to clinics and 
clinicians. 

Envisage Clinic, headed up by Dr. 
Christopher Leat, is a well-known 
name in the Benowa area and the 
surrounding medical practices. 
Since establishing the clinic in 1998, 
Dr. Leat has been adamant about 
following safe medical procedures and 
adhering to a strict code of ethics. His 
list of qualifications is extensive as 
the doctor is a member virtually every 
official body of Australian cosmetic 

AT A GLANCE
WHO: Envisage Clinic  

WHAT: Skin care and 
cosmetic procedures.

WHERE: 154 Ashmore Road, 

Benowa, QLD 4218

WEBSITE: envisageclinic.com.au

Envisage Clinic
Experienced skin care and cosmetic treatments

HEALTHCARE & MEDICARE

http://envisageclinic.com.au/
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surgeries including the Australian 
College of Cosmetic Surgery and 
the Cosmetic Physicians Society of 
Australasia. Importantly, he is also 
a member of the Royal Australian 
College of General Practitioners. 

A friendly but professional 
approach

As the owner and Medical Director, 
Dr. Leat is still heavily involved in 
the day-to-day activities of the clinic. 
Aside from performing a considerable 
portion of the medical procedures in 
the clinic, he also regularly meets with 
patients and conducts consultations 
and interviews which are a necessary 
part of the procedure. As a medium-
sized enterprise, Envisage requires 
all hands on deck and everyone 
who works at the clinic has several 
important roles to play. 

In Envisage, knowledge and 
education are absolutely vital. When 
a person calls in, for instance, the 
receptionists are regularly required 
to exhibit extensive knowledge of the 
cosmetics medical field and quickly 
answer any questions that they 
patients might have. Aside from Dr. 
Leat, every other doctor and nurse in 
the clinic are also heavily trained and 
are able to handle any circumstance 
with versatility and care. After all, 
patients need to feel safe in the 
hands of everyone in the clinic from 
the staff who greets them to those 
that actually perform the procedures. 

HEALTHCARE & MEDICARE
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“We try to make it a very friendly 
atmosphere in the clinic. A lot of the 
patients, some of whom have been 
coming to see us for many years, we 
know them quite well. We have a full 
range of boutique teas and coffees 
available for people here, we try and 

make the experience as pleasant and 
as special as we can. We very much try 
to maintain a very stable staff here so 
that people aren’t constantly finding 
that they are talking to a different 
receptionist or having treatments from 
a different nurse. We try and ensure 

HEALTHCARE & MEDICARE
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that people are seeing, as much as 
possible, the same person for their 
treatment so that they can develop a 
real relationship there”, explains Dr. 
Leat.

Keeping patients satisfied 
and safe 

Each potential patient that walks 
through the clinic’s doors can expect a 
personalized approach and a detailed 
overview of any issues that they might 
be concerned about. The first part 
of the consultation process involves 
one-on-one discussions with patients 
to discuss concerns, treatments, and 
offer alternatives. Once a patient 
has explained their thoughts, the 
doctor will sit them down and talk 
them through the entire process. 
Sometimes, the doctor might have 
to help the patients understand that 
what they are looking for may not 
actually be achievable. While striving 
for perfection is the golden standard, 
it is sometimes more realistic to 
educate patients on their issues and 
the treatment options available. 

In regards to the consultation 
process, Dr. Leat suggested that 
the process is more complex than it 
might seem: “It’s a very individualized 
approach and it comes down to 
experience. We have a consultation 
process that we go through where 
we evaluate and discuss with the 
patients what their concerns are and 
what they’d like to achieve, what we 
think is the best thing to do for them 
which might not always be what they 
are thinking. We discuss what the 
products and treatments are going to 
achieve and try to become aware of 
what their expectations are”

HEALTHCARE & MEDICARE



24 Business View Australia - May - June 2016

Importantly, this approach has 
received a lot of favorable feedback 
from the clinic’s patients. Some of the 
core ideas of the clinic’s philosophy 
revolve around education and patient 
safety. As such, Dr. Leat and his team 
only use tried-and-tested treatment 
methods which have a proven and 
established track record of being 
safe. Whilst similar establishments 
may want to stay at the forefront by 
trying out new techniques as soon as 
they become available, the Envisage 
team has made a conscious decision 
to only apply methods that carry the 
lowest risk of being harmful to their 
patients. Consequently, the patients 
are happy with their results and 
communicate their positive feedback 
back to the clinic. 

Feedback is provided both in person 
and online and all patients are 
encouraged to share their thoughts 
and feelings so that the clinic can 
improve further. According to Dr. 
Leat, referrals are a major source of 
patients. As such, satisfying clients 
is beneficial to all parties involved. 
While the website is also an important 
source of clients, referrals show 
that previous patients are confident 
enough in the clinic’s work that they 
are more than happy to recommend 
it to friends and family as they know 
that their acquaintances will be in 
good hands.

HEALTHCARE & MEDICARE
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General and unique 
treatments

With all that said, it is important to 
note that the industry is indeed quite 
competitive and each clinic needs to 
be unique in one way or another. As a 
trained medical doctor, Dr. Leat has 
the experience and expertise to offer 
a wide range of cosmetic procedures, 
some of which are not widely 
available. Achieving good results with 
a safe profile is of utmost importance 
and the clinic’s results speak for 
themselves. As a small example, the 
doctor has been using IPL treatments 
for almost 20 years so he can easily 
be considered an expert in the field.

Though the clinic does not have 
any huge expansion plans in the 

works, Dr. Leat wants to continue to 
provide that same high level of care 
that his clinic has become known for 
over the years. By putting emphasis 
on highly trained personnel and the 
safety of the clinic’s clients, Envisage 
has developed a great reputation 
both in the patient and professional 
communities. Keeping this up is a 
great way to ensure that each patient 
can come to the clinic without fear 
and Dr. Leat will be there to provide 
them with the best quality treatments 
available. 

HEALTHCARE & MEDICARE
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LOUISE MAY 
Laser & Skin Clinic
A unique approach to skin health

HEALTHCARE & MEDICARE
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Taking care of our skin is 
not just about aesthetics. 
There are many factors 
affecting our skin health. 
The skin’s primary role is 
to protect us, although it 
is susceptible to a number 
of conditions influenced 
by the environment, life-
style, dietary consump-
tion, medical conditions, 
genetics, stress and 
more. Seeking profes-
sional advice is beneficial 
for clients to understand 
the underlying cause and 
identify their individual 
trigger factors. A tailored 
treatment plan can then 
be followed. 

AT A GLANCE
WHO: Louise May  

WHAT: A clinic specialising in 
skin health, anti-ageing and 
laser-based treatments

WHERE: 300 Greenhill Road, 

Glenside, South Australia, 5065

WEBSITE: louisemay.com.au

HEALTHCARE & MEDICARE

http://louisemay.com.au/
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Louise May Laser & Skin Clinic uses 
a holistic approach to skin health 
and aesthetics. Louise May, the 
eponymous founder, is a Registered 
Nurse with over 20 years of experience. 
Louise believes that each person is 
unique and must be assessed and 
treated accordingly. 

“My role is to create client awareness, 
as I believe education is critical for 
the ultimate long term outcome. I’m 
possibly different to a lot of clinics 
as I don’t always provide the service 
requested when clients walk in the 
door. Instead I address their concern 
from a wider health perspective, 
offering a multi-dimensional 

HEALTHCARE & MEDICARE
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treatment approach. My personal 
emphasis is to offer medically based 
knowledge which qualifies me to 
use and recommend medical grade 
active cosmeceuticals. All treatments 
are performed using medical grade 
technology and machinery meeting 
the strictest Australian Government 
Regulatory Standards. My emphasis 

is on ensuring the clinic is recognised 
as offering services of a medical level” 
Louise says.  

Personal care through Skin 
ID

In order to look at each person 
individually, Louise has developed the 
Skin ID process, a unique approach to 
skin health. In her own words, Skin ID 
is “the clinic’s essential foundation to 
create a personalised clinician-client 
rapport in establishment of a trusting 
relationship”.

The first phase is called “Skin 
Intelligence”. It is during this one-hour 
consultation that Louise evaluates 
the needs of each client. This is 
done through an in-depth analysis 
of medical history, familial/genetic 
history, lifestyle and more. The one-on-
one consultation process is designed 
to introduce the client to the clinic 
culture, it’s philosophy, approach to 
skin health and treatments provided. 
Equally as important, it provides 
a forum for the client to express 
themselves and their concerns. It 
is this critical exchange of detailed 
information that provides the basis 
for a solid foundation from which a 
treatment plan is established.

During “Skin Future”, the second 
phase, a treatment plan is commenced. 
A personalised home skin care regime 
is prescribed in order to correct, 
balance, strengthen and prepare 
the skin for clinical treatments. 

HEALTHCARE & MEDICARE
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Following commencement of active 
cosmeceuticals, a review appointment 
is scheduled to reanalyse the skin and 
plan the next treatment phase. 

The third and final phase is all 
about “Safety & Suitability”. One 
of the clinic’s core philosophies is 
to always put client safety at the 
forefront. To ensure safety is not 
compromised, skin suitability is 
tested prior to commencement of 
treatment. For instance, where laser/
IPL is recommended a test patch is a 
mandatory safety protocol. When there 

is any doubt in regard to ingredient 
intolerance, again a test patch will 
be performed and reassessed after 
three days.

Education and curing is of 
equal importance

During each phase of the Skin ID 
process, high priority is given to 
client education. Simply treating a 
condition is not enough to prevent it 
reoccurring in the future. The skin is 
indicative of our internal functioning. 
Therefore, education of dietary 

HEALTHCARE & MEDICARE
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intake, exercise and daily habits is of 
great value enabling clients to better 
understand their health, skin and 
lifestyle connection.
Of course, aesthetics also plays an 

important role here. Some people 
may simply be dissatisfied with the 
way they look. Some conditions cause 
unattractive symptoms which can be 
corrected by improving skin health. 
Other concerns are related to the 
natural ageing process. These can be 
addressed by a number of different 
modalities. The psychological 
aspect of self-image must not be 

underestimated. If we look good, 
we feel good. Again, education is 
paramount to help and guide clients to 
have realistic expectations in regard 
to the natural ageing process.

“I very much try to address client 
concerns and needs in every way 
possible for both their aesthetic and 
health well-being” Louise explains.

Regulating the medical 
field of skin health

Since the field of Medical Aesthetics 

HEALTHCARE & MEDICARE
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is relatively new and rapidly growing, 
the regulations that govern it are few, 
particularly in regard to lasers and 
who can operate them. The Australian 
Radiation Protection and Nuclear 
Safety Agency recently submitted 
a Regulatory Statement which 
proposes several options of how to 
best conduct such practices. Louise 
is a licenced laser safety practitioner 
and she abolishes the use of cheap 
low quality equipment.

Other treatments under review are 
cosmetic injectables, medical peels, 
medical roller/needling, cosmetic 
tattoo and tattoo removal. These 
areas of practice are under current 
review by the medical and aesthetic 
regulatory bodies and the Australian 
government. 

“Looking at my clinic’s philosophy, 
vision and mission statements I 
reflect on the definition of the word 
integrity. I hope that my professional 
reputation and my clinic reputation 
both exhibit integrity. What I say is 
what I do and I’m accountable for the 
end result” Louise explains.

Future developments for a 
better clinic

Louise will continue to build a strong 
presence in the community. Several 
plans are already in place to grow a 
stronger online presence to create a 
greater awareness, more education 
and expansion to a larger audience. 

Louise is pro-active in her field 
of medical aesthetics in attending 
seminars, workshops and 
conferences to keep up to date in 
this very progressive industry. Louise 
plans to keep improving her client’s 
appearance into the future through 
up to date medical knowledge, skills, 
equipment and her safe hands.

HEALTHCARE & MEDICARE
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A few years ago, Dr. Nicholas Kemp 
left the Gold Coast and headed 
upwards to Brisbane where he 
founded The Leg Vein Doctor. As the 
name suggests, the clinic specializes 
in the treatment of leg vein problems 
such as varicose and spider veins. 
Dr. Kemp was quick to identify how 
the developments in technology and 

modern medicine have been able to 
be combined to provide non-surgical 
treatments to his patients within an 
‘office based’ environment rather 
than a hospital.

“It’s an interesting area of medicine 
because each patient is very different 
in what they are trying to achieve and 

The Leg Vein Doctor
Specialized treatments  
by a qualified professional
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why they are coming to us. We also, 
surprisingly, see a large number of 
younger patients and of course older 
patients, predominantly women but a 
large number of men as well. We draw 
patients from all walks and stages of 
their life” says Rhiannon Kemp, the 
clinic’s General Manager.

Since commencing his training 
through the University of Sydney and 
the Australasian College of Phlebology 
in 2009, Dr. Kemp has held an active 
role in the education of doctors who 
are interested in this specialized field 
as well as the general public who wish 
to learn more about the condition. 
Anyone who wants to learn more 
about his work can find a wealth of 
information readily available on the 
clinic’s website or through a simple 
phone call at the clinic.

Technological 
advancements in 
Phlebology

Dr. Kemp, who still heads up the clinic, 
has a particular interest in the field 
of Phlebology. As his wife Rhiannon 
tells it, the doctor became interested 
in the more advanced treatments 
when he had a recurrence in his own 
varicose veins following conventional 
surgery. After delving deeper into this 
niche area of medicine, Dr. Kemp’s 
passion for the subject continued 

AT A GLANCE
WHO: The Leg Vein Doctor
WHAT: Offering non surgical treatment 
for varicose veins and spider veins 
in Brisbane and Toowoomba. 
WHERE: QLD, Australia
WEBSITE: thelegveindoctor.com

The Leg Vein Doctor
Specialized treatments  
by a qualified professional
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to grow and he decided to retrain 
so that he could offer it to his own 
patients. Developments in ultrasound 
have also kept practitioners on their 
toes as they need to constantly stay 
updated with what is available, such 
as 3D imaging. 

Technological advances in all fields 
of medicine are important but in the 
field of Phlebology it is critical for 
practitioners to remain abreast of all 
the rapid developments in ultrasound 
and laser technologies to maintain the 
standards of best practice. Keeping 
up to date with the latest journals and 
attending international conferences is 
essential. The treatment of varicose 

and spider veins will continue to 
evolve. Technological innovation and 
new insights through research over 
the last two decades have completely 
changed the paradigm of treatment 
for patients with varicose veins. 

“Predominantly, the field of 
Phlebology initially developed in 
Europe and then the USA but Australia 
has long been recognized as having 
international experts. The UK NICE 
guidelines recommend that varicose 
vein treatments should be endovenous 
laser or radio-frequency based 
procedures first, then ultrasound 
guided sclerotherapy and then failing 
that you look at the surgical options. 
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These international guidelines have 
really changed the direction of this 
field of medicine. Taking people out 
of hospitals, out of operates theatres 
which leave patients sore, bandaged 
up, in a bed, to the new alternative of 
something where you can walk in and 
walk out of returning back to work or 
in time to collect the children from 
school.” 

These guidelines and evolvements 
are thoroughly explained to every 
patient attending for consultations at 
The Leg Vein Doctor. After all, patients 
have to understand that there is a wide 
range of treatment options available. 
For instance, varicose veins can be 

treated both through Endovenous 
Laser Ablation (ELA) and Ultrasound 
Guided Sclerotherapy (UGS). With 
ELA, a small fibre is passed up inside 
the varicose vein through a small 
puncture at the level of the knee. The 
vein is permanently sealed by the 
heat from the laser fibre during slow 
withdrawal down the length of the 
vein. The procedure can usually be 
done in less than an hour and pain is 
minimal.

Spider and varicose veins

Though spider veins are usually 
a cosmetic issue, varicose veins 
constitute a medical problem that 
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“was recorded in Roman times”, 
according to Rhiannon. Conventional 
surgery was the traditional method 
of treating varicose veins for more 
than a hundred years but it has long 
been recognized that varicose veins 
returning after surgery have been an 
enormous problem. Surgery has also 
been associated with other risks due 
to hospitalization and the requirement 
for a general anaesthetic. 

“The reason why the recurrence is 
so high with surgical stripping (40% 
within 4 years) is not because the 
surgery has been done improperly but 
because of regrowth of new varicose 
veins – a process now recognized as 
“Neovascularization”. Amazingly, the 
body just seems to start regrowing 
new veins in the groin area which then 
over the years extend down the leg to 
sometimes cause even more severe 
varicose veins.  In the last 10-15 
years with the use of ELT the treated 
veins are simply reabsorbed and do 
not seem to reoccur to the same 
high degree as seen in conventional 
surgery”, says Rhiannon.

Doctor-patient 
communication at the next 
level

Communicating and interacting 
with patients on a personal level is 
of utmost importance to the staff at 
The Leg Vein Doctor and Dr. Kemp 
plays an important role in that. As 
the staff will gladly tell you, there are 
a lot of patients who live outside the 

metropolitan area and often need to 
make extended trips in order to visit 
the clinic. However, Dr. Kemp and his 
team are very experienced in dealing 
with this and have even created a 
specific program for patients who live 
in rural regions but wish to receive 
treatment for their venous concerns.  
Dr. Kemp, as a foundation Fellow of 

the Australian College of Rural and 
Remote Medicine (FACRRM), ensures 
that The Leg Vein Doctor is able to 
offer their services to as wide a range 
of patients as possible. For several 
years Dr. Kemp has maintained a 
monthly clinic in the rural community 
of Toowoomba where he continues to 
provide a more accessible service to 
those living in regional country towns. 
The essential tools of the trade have 
now become portable – such as 
ultrasound and laser machines - so 
that these can be brought onsite for 
patient assessment and treatment.  

“We are a small team. My husband 
heads up the practice. He does 
everything really, from start to 
finish with the patients, and that’s 
kind of the model that we wanted. 
His background is in rural general 
practice. He has been a family GP for 
15 years in a remote setting which 
meant that he had to do quite a lot 
of surgical procedures, anesthetics 
and obstetrics. He is very competent 
in terms of communicating with 
patients and explaining to them about 
treatment options and providing 
‘hands on’ care”, comments Rhiannon.
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This patient-first approach is evident 
throughout the clinic’s work. The 
process starts at the receptionists 
who offer information to new patients 
and answer as many questions as 
they can. The clinic offers after hours 
appointments which are very popular 
as it means patients do not need 
to take time off work to complete 
treatment. Patients are then booked 
in for an initial consultation and 
ultrasound investigation.  Dr. Kemp 
examines the patients and looks at 
each case individually. After informing 
the patients of the exact details of 
their condition and providing them 
with a written treatment plan, patients 
can elect to book in for procedures. 
Finally, because of the nature of leg 
vein issues and the incidence of 
recurrence, the staff interacts with 
patients for a year post treatment 
to ensure the treatment has been a 
success. Many patients come back 
to have their second leg treated and 
so complete the process again. The 
clinic has had patients bring their 
husbands in for treatment because 
they have been happy with their own 
results and they have also had a few 
mother and daughter patient duos as 
well. 

Recognition for excellent 
work

Thankfully, the work of The Leg 
Vein Doctor has not gone unnoticed. 
Aside from the fact that patients 
have offered overwhelmingly positive 
feedback, the staff’s active role in the 
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community has created a ripple effect. 
Patients with leg vein issues are now 
more informed about their conditions 
and they have a better understanding 
of the various treatment options 
available to them. GPs and other 
allied health practitioners in the city 
who are interested in vein disorders 
involving the leg now have a dedicated, 
experienced team ready to answer 
any questions and direct them to 
appropriate resources. 

“The critical thing for us is education. 
It’s something that we are very 
passionate about. If patients are 
aware of the options then they can 
make an informed choice about their 
treatment”, says Rhiannon, and it’s 
very easy to see the very real effects 
of that philosophy. Though the field 
of phlebology is still small and only a 
handful of doctors are trained every 
year, there’s considerable work on 
the horizon. And despite the fact that 
The Leg Vein Doctor has no plans for 
further expansion at the moment, its 
work ethics and dedication to patient 
services will hopefully influence the 
next generation as well. 
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Back in 2004 in South Melbourne, 
Jason Cook established what 
would be the first in a long line of 
Foot Ankle & Rehabilitation Clinics 
(FARC). Slowly but surely, Jason 

developed his practice until 2012 
when he purchased a group of 
established clinics in Tasmanian 
from a fellow colleague. In an 
instant, his business had grown 

Foot Ankle & 
Rehabilitation 
Clinics
A friendly but professional approach  
to podiatry
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AT A GLANCE
WHO: Foot Ankle & 
Rehabilitation Clinics (FARC)
WHAT: An array of clinics 
specializing in the treatment and 
rehabilitation foot, ankle, and lower 
limb injuries and conditions. 
WHERE: 318 WEST TAMAR 
ROAD LAUNCESTON 7250
WEBSITE: farc.com.au

from a single clinic to seven 
additional locations, a fact which 
allowed him to increase the range 
of services offered and focus on 
building FARC even further. 

Today, the clinics offer various 
services and treatments dedicated 
to foot and ankles as well as the 
general medical field of podiatry. To 
be more precise, FARC are dedicated 
to the “prevention, diagnosis, 
treatment, and rehabilitation of all 
foot, ankle, and lower limb injuries 
and conditions”. The clinics work very 
closely with a number of athletes and 
sports organizations though they also 
take in other patients too. Though 
the clinics do not have a lot of formal 
arrangements with specific sports 
clubs, they do some work with the 
Institute of Sports and also take in a 
considerable number of athletes from 
various organizations. The clinics 
have developed a great reputation in 
the field and the positive feedback 
and varied clientele are testaments 
to that. 

Individualized sessions for 
each patient

In fact, any individual is welcome to 
visit one of the clinics for any issues 
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that may be affecting them. Each 
patient can also expect to receive a 
personalized approach as one-on-
one sessions are standard in FARC. 
Providing care in a relaxing and 
friendly environment is an extremely 
important aspect that does not get 
overlooked in these clinics. These 
personalized sessions usually take 

between 20 and 30 minutes so that 
the patients can have some time to 
ask questions and communicate with 
their practitioners. The clinics try to 
make these appointments as flexible 
as possible as another example of 
putting the patient at the forefront. 

Furthermore, the needs of each 
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patient are always addressed 
regardless of their injuries or 
conditions. Even when the clinics 
cannot offer treatments for specific 
conditions and injuries, FARC has a 
strong referral network of surgeons, 
health, and medical specialists that 
allow each patient to get the help 
they need. Redirecting people to 

the right practitioners also ensures 
that each patient is happy and can 
actually receive proper treatments for 
their conditions. This multidisciplinary 
approach emphasizes the level of care 
provided to each patient as treating 
more complex conditions is not an 
easy task. 

Technological advancements have 
been instrumental for the clinics. 
“Technology makes everything 
better”, says Jason. Gait analysis, for 
example, has changed dramatically 
over the years. Previously, advanced 
video cameras were required. 
Dedicated rooms with treadmills 
and special cameras were the only 
way to assess gait conditions and 
provide treatment options. As one 
might expect, this was an inflexible 
choice that limited practitioners to 
specific rooms. Now, gait analysis can 
be done with a tablet, which means 
that it can be offered in any clinic as 
well as in portable settings. As such, 
more patients now have access to 
these methods and the subsequent 
treatment plans. 

Technology improvements 
extend even further, of 
course.

“The laser machine is quite effective. 
The general accepted treatment for 
fungal nails, for instance, is an oral 
medication that only a doctor can 
prescribe. It can have massive side 
effects and it involves a lengthy period 
of having to take a tablet a day for six 
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to twelve months. This laser is safe, 
effective, and only requires two or 
three treatments over a three-month 
period. There’s no real risk compared 
to taking a particular drug which can 
have bad consequences on your liver, 
for example”, Jason says. 

According to Jason, each patient has 
to be looked at individually. “There’s 
not one recipe, it’s based on the 
individual”, he explains. The dedicated 
practitioners have to observe the 
patient for any obvious signs, take an 
in-depth look at their medical history 
in order to determine any factors that 
might be influencing their conditions, 
and perform a wide range of tests. As 
the clinics only use evidence-based 
treatments, treatment plans need to 
be tailored to each patient in order to 
ensure the highest levels of care and 
success rates.

Providing tested and safe treatments
Another example of a tried-and-

tested care option is the shockwave 
treatment. The technology, which 
came from Germany, was originally 
used to break down kidney stones. 
However, once the intensity is turned 
down, it can be used to treat chronic 
soft tissue issues like tendons. 
More specifically, it reduces the pain 
associated with those types of injuries 
so that the clinics can then implement 
additional treatments like stretching 
programs. Conditions like Achilles’ 
tendon problems highlight the need 
for this technology. Importantly, this 
kind of treatment is rarely used on its 

own as it’s more often used as part of 
a wider treatment plan. 

Investing in the future

As dedicated podiatrists, the clinics 
usually see an older demographic. 
To amend that, Jason is planning a 
new website and marketing scheme 
along with other initiatives that 
will be designed to getting younger 
demographics into the clinics. 
Services like online bookings and 
other conveniences will also be 
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offered to ensure maximum appeal. 
“We want to offer the best level of 
service”, Jason says, and services 
like those will be a small but vital 
part of that. In addition to the online 
component, the clinics will continue 
investing in equipment to make sure 
that the best treatments can always 
be offered. 

So far, it seems like the philosophy 
of FARC has worked in their favor. For 
instance, even though the clinics do 
not quantitate patient satisfaction, 

referrals are a big part of their 
business and doctors as well as 
former patients continue to direct new 
clients into the clinics. The doctors 
tend to keep an eye on where people 
come from in order to determine 
any potential issues though things 
have been running smoothly. With 
new investments and a dedicated 
approach towards the future, FARC 
will continue to offer that same level 
of care to old and new patients alike. 
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Bombardier… a name synonymous 
with excellence in mobility. From 
aerospace to rail transportation, this 
globally respected brand is the industry 
pinnacle in transportation innovation. 

Among its many impressive stats, 
Bombardier is recognised as the 
world’s largest manufacturer of both 
planes and trains, employing a global 
workforce of over 70,000 people. 

Bombardier 
Transportation
A World Rail Technology Leader

SUPPLY CHAIN & LOGISTICS
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Headquartered in Montréal, Canada 
(aerospace) and Berlin, Germany (rail 
transportation), the company’s two 
divisions posted combined revenues 
of 18.2 billion USD in 2015. Australia’s 

purely rail-focused component is an 
important contributor to Bombardier’s 
success. 

Thriving in Australia

For more than 60 years, Bombardier 
Transportation (BT) has provided 
Australia with the full spectrum of 
rail solutions – from the manufacture 
of passenger rail vehicles, to 
the provision of complete rail 
transportation systems and system 
integration. With local engineering 
and manufacturing capabilities, 
Bombardier also provides signalling, 
propulsion and control technology, 
asset management, and through-
life support for vehicle components 
and rail systems. Design-wise, their 
trains are tailored to local conditions, 
attractive and highly reliable.

BT employs over 1100 people in 
Australia across 22 locations. Its 
manufacturing hub is headquartered in 
Victoria, with established maintenance 
facilities in Melbourne, Perth, 
Brisbane, Gold Coast and Adelaide. 

AT A GLANCE

WHO: Bombardier Transportation 

(Division of Bombardier, Inc.)

WHAT: Leader in rail technology solutions 

and diverse community composition.

WHERE: 22 locations in Australia

WEBSITE: bombardier.com 
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The Dandenong manufacturing plant 
alone covers 41 acres, with 28,000 
sq. metres under roof and direct 
access to the rail network, as well as 
a one kilometre light rail vehicle (LRV) 
test track. Bombardier’s Centre of 
Excellence for Industrial Design and 
Engineering is based in both Brisbane 
and Melbourne, for customizing rail 
solutions to suit local requirements. 

At 27 years old, Loulou Hammad, 
Communications and Marketing Lead 
for BT Australia, is one of the youngest 
people on the Bombardier team, but 
her knowledge of the brand, and 
passion for promoting its value, is 
exemplary. We spoke with Hammad 
in-depth about the company’s long-
time presence in Australia, and its 
positive effect on local economies 
across the nation. 

“We are ‘local’ in every sense of the 
word,” Hammad noted. “Our industrial 
design, engineering, manufacturing, 
maintenance and rail signalling teams 
are all based in Australia, allowing us 
to maintain the highest level of local 
content across the majority of our 
projects.”

Delivering Mobility  Across 
Australia

A number of exclusive BT rollingstock 
projects are on the go across the 
country, such as the VLocity diesel 
multiple units for V/Line, and Melbourne 
FLEXITY ‘E-Class’ trams for Yarra 
Trams, both designed, manufactured 
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and maintained in Victoria. In the 
north, the Queensland New Generation 
Rollingstock (QNGR) project is currently 
in development, with the first of 75 x 
six-car electrical multiple unit (EMU) 
trains preparing for dynamic tests at 
the Wulkuraka maintenance facility in 
Ipswich, Brisbane, before introduction 
into passenger service later in the 
year. Stage Two of the Gold Coast Light 
Rail Transit system is currently under 
construction, which sees Bombardier 
providing additional light rail vehicles, 
bringing the total fleet to 18 trams 
in time for the 2018 Commonwealth 
Games.  

“Our award-winning Gold Coast 
LRVs are the only trams in the world 

to be fitted with surfboard racks!” 
said Hammad. “Local design and 
engineering capabilities allow us to 
keep in touch with local environments 
and customize our vehicles to suit 
state or city needs. Gold Coast 
commuters now have a place to stow 
their boards and they love it. We’re 
very proud of that unique addition.”

In South Australia, Bombardier built 
and now maintains the Adelaide 
A-City EMU trains. While in Western 
Australia, Perth’s A & B Series electric 
trains are built and maintained in Joint 
Venture with Downer EDI. 
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Supply Chain Advice: Shop 
Local

Bombardier has built strong 
partnerships with more than 600 
suppliers in Victoria, and 1,500 
Australia wide who support their 
national business operations. “After 
60 years of continued growth, 
Bombardier truly understands the 
Australian market and has established 
local industry partnerships to ensure 
we have another 60 successful years 
ahead,” Hammad stated.

The local supply chain plays a 
significant role in Bombardier’s 
success through the added value of 
local content, increased employment 

Good Design Award for 
Adelaide A-City EMU

BT was recently honored at the 
2015 Australian International 
Design Awards Gala Night for its 
Adelaide A-City EMU train. Following 
the accolades of the Gold Coast 
Tram and Melbourne FLEXITY tram 
in previous years, the Adelaide EMU 
was presented the Good Design 
Award in the category of Automotive 
and Transport Design.

The Good Design Awards represent 
excellence in innovation and cutting 
edge design from Australia and 
around the globe. It is Australia’s 
longest standing design awards 
program, dating back to 1958 and 
recognised by the International 
Council of Societies of Industrial 
Design (ICSID).

“This is a great achievement for 
the entire Adelaide team, who all 
worked tirelessly on the project to 
design and deliver these attractive 
vehicles,” said Brett Davidson, 
Industrial Design and Human 
Factors Manager APA.
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opportunities and partnerships with 
local industry. BT has a reputation 
in Australia for maintaining 50%+ 
local content mandates across the 
majority of its projects. This includes 
the VLocity diesel multiple unit trains, 
Melbourne FLEXITY E-class trams and 
Adelaide electric trams built in Victoria 
and exported to South Australia. All of 
these projects were designed, built 
and will continue to be maintained 
locally by Bombardier.

The ‘shop local’ theme is becoming a 
requirement in Victoria, with customers 
and government placing heavier focus 
on local manufacturing to stimulate 
economic and industry growth. Unlike 
the automotive sector’s history of 

getting it wrong: work went offshore, 
it became cheaper to build overseas, 
and local industry eventually collapsed 
because there were no mandates for 
local manufacturing. Bombardier, on 
the other hand, truly values the local 
supply chain and integrates them in 
day-to-day business; offering in-house 
training such as welding programs 
at the Bombardier Welding School, 
where suppliers can train their staff 
for recertification.

Employer of Choice 

Bombardier is known for its highly 
supportive work environment 
and commitment to staff career 
development, skill enhancement and 
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ongoing training. “Noble” offerings 
include apprenticeships and work 
experience, as well as regular 
manufacturing site tours for students 
interested in careers in manufacturing, 
engineering, industrial design and 
other aspects of the rail industry. “We 
like to reach out to young people in 
the community,” Hammad explained, 
“let them experience working side-
by-side with our electricians, welders, 
boilermakers – a “try before you buy” 
experience – so they are better informed 
when it’s time to make career decisions. 
We see it as our responsibility to give 
the next generation this opportunity.”

In-house training for employees is 
run by the departments themselves 

SUPPLY CHAIN & LOGISTICS

(i.e. Finance, Project Management, 
Communications, Quality and 
Methods, etc). There is also a mentoring 
program for skill development, and 
a wellbeing program run by Human 
Resources that is open to all staff and 
promotes a healthy work/life balance. 
Planned social activities throughout 
the year encourage interaction among 
staff from different departments, 
strengthening teamwork and 
collaboration. 

Developing Sustainable 
Mobility

Sustainability is a key issue when 
it comes to energy consumption in 
the transportation industry. This is 
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why BT developed ECO4; a cutting-
edge portfolio of 15 energy-saving 
solutions for modern rail technology 
and fleet management. ECO4’s four 
cornerstones are energy, efficiency, 
ecology and economy. Reducing 
energy consumption lowers operating 
costs and minimizes impact on the 
environment. Implementing the ECO4 
solutions can create overall energy 
savings of up to 50 percent.

One of their most fascinating 
eco-active technologies is the 
BOMBARDIER MITRAC Energy 
Saver. According to Hammad, “When 
a train brakes, energy is released 
and that energy will be lost unless it 
can be stored in some way. MITRAC 

Energy Saver has an innovative 
double layer of ultra-capacitors 
to store the energy released from 
braking, and allow that energy to 
be reused during operation. This 
technology can be used as a 
performance booster by adding extra 
power during acceleration. On diesel 
trains, the technology helps reduce 
emissions, as well as costs.”

Bombardier is always looking for new 
ways to support a sustainable future. 
This means using lean manufacturing 
techniques to reduce waste from 
production processes, reducing the 
energy used by trains when they 
are in operation, and increased 
use of recyclable materials. Even in 
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their offices, careful management 
of energy consumption and waste 
reduction (paper, cardboard and 
glass) are priorities. Hammad 
stressed, “These are just a few of the 
initiatives designed to leave future 
generations with an environment 
primarily unspoiled by our industrial 
activities and products.” 

Future Direction

Bombardier Transportation 

anticipates growth in Australia over 
the coming years. The nation’s 
market for rail projects is healthy, 
and Bombardier is working with 
customers and the government to 
see it continues. Understanding 
the fundamental needs of their 
customers and the industry at large, 
and keeping abreast of technology 
innovations, enables BT to adapt its 
mobility solutions for present and 
future needs. Much is being done 
in new generation technology for 
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rollingstocks – always with the next, 
higher level of safety at the forefront.

“We take pride in providing 
integrated solutions for mobility, 
driving innovation, and being a long-
term partner of choice for Australia,” 
Hammad said. “Our rail solutions 
create substantial benefits for 
operators, passengers, societies 
and the environment. We combine 
decades of global best practice with 
our in-depth understanding of the 

local market, and deliver custom 
products and services that meet and 
exceed the needs of our customers. 
For us, it’s all about ‘what’s next’.” 

Bombardier Transportation’s 
business is project-based and cyclical, 
making it essential to have a highly 
skilled workforce and a long-term 
pipeline of work to sustain and grow rail 
manufacturing and public transport 
capabilities to meet the changing 
needs of society. Being recognised 
as a local partner of choice is taken 
very seriously. “It’s an exciting time 
for everyone,” Hammad said. “We 
are setting ourselves up for the long 
haul; making sure our supply chain 
and industry partners are in a strong 
position to take the journey with us 
and ultimately grow, themselves. Our 
job, our responsibility, is to add value 
to the Australian economy as a global 
rail technology leader, and that’s 
definitely where the future’s headed 
for us.”

Supporting Partner 
Worthington Industries 
worthingtonindustries.com.au
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As with any company that handles background operations, JF 
Hillebrand is not a name known to the average consumer. Even so, 
any given person has probably tasted the fruits of the company’s 
labours as the world’s leading logistics service provider specialized 
in the wines, beers and spirit trade.

JF Hillebrand
Leading logistics services provider 
in the wines, beers, and spirit trade
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JF Hillebrand
Leading logistics services provider 
in the wines, beers, and spirit trade

Back in 1844, Johann Friedrich 
Hillebrand gave his name to a new 
company in Mainz, Germany, which 
already moved alcohol on the Rhine 
River. Now, more than a century 
and a half later, JF Hillebrand’s lead 

in the logistics of wines, beers and 
spirits cannot be disputed. Though 
the corporate head offices are still 
located in Mainz, the company’s 
operations now span over 58 offices 
and 91 countries with a workforce 
of over 2,300. And the Hillebrand 
family name is still very much a part 
of the company as Chairman Christof 
Hillebrand is a fifth-generation 
member of the family.

JF Hillebrand Group’s speciality, as 
logistics service providers go, is that 
right from its creation they were and still 
are, dedicated to the transportation 
of wines, beers and spirits. Michael 
Frogbrook, the Managing Director and 
Country Manager of Australia, talked 
to us about the various innovations 
that his company has made in that 
field as JF Hillebrand Australia rose 
up the market’s ladder.

Key acquisitions to 
promote growth 

The company has showcased a 
tremendous ability for growth by 

AT A GLANCE

WHO: JF Hillebrand Group 

WHAT: The world’s leading logistics services 

provider in the beers, wines, and spirit trade.

WHERE: Carl-Zeiss-Straße 6, 

55129 Mainz-Hechtsheim

WEBSITE: jfhillebrand.com

SUPPLY CHAIN & LOGISTICS
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the acquisition of companies which 
enabled them to further specialize 
their services in the logistics of 
wines, beers and spirits. “There have 
been many highlights in my 24 years 
with the organisation however the 
most significant development was 
undoubtedly in 2007 when the Group 

acquired Trans Ocean Distribution, 
a company recognized as the 
leader in Bulk Liquid logistics using 
flexitanks”. Designed to fit inside a 
20ft container, the flexitank converts 
the container into non-hazardous 
bulk liquid transportation unit. The 
acquisition gave them access to 

C
THE WORLD
      f o r  6 0  y e a r s

ONNECTING

As a preferred sea freight carrier, ANL offers the great port coverage
and worldwide connections they need to meet the expectations of
the beverage industry around the globe.  All with  the knowledge that
sea transport is already the most eco-friendly method of transport
and we are working hard to make further improvements.

So if you’re shipping around Australia or around the world,
you too can partner with ANL and see the difference we

can make to your business.

ANL is proud to be part of JF Hillebrand’s
success around the world.

www.ANL.com.au

ANL has been the trusted name in Australian Shipping for 60 years. 
Home grown right here in Australia and now part of the CMA CGM Group, 

the third largest container line in the world, ANL offers shipments from 
all around the country to and from over 400 ports worldwide. 

ANL is headquartered in Melbourne and has offices around Australia so 
we can be close to our customers and provide local support. Shipping is 
not just about the hardware, the ships and containers; it’s also about the 
people. ANL offers a whole organisation geared around finding transport 
solutions for our customers. Real people, experienced people close by!

SUPPLY CHAIN & LOGISTICS
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having to the factories. “We now have 
our own factories in Malaysia, China, 
and South Africa”, Michael explains. 
Having in-house manufacturing base 
for flexitanks (and other industry 
related products) thus placing JF 
Hillebrand Group in a unique position 
of being in full control of design, quality 
and performance of the flexitank.

And while ensuring the continuity of 
Trans Ocean’s services; JF Hillebrand 
above all applied the company’s 
know-how in the design and use of 
flexitanks to the logistics of wines.

Indeed more and more wine is now 
being transported in bulk, as opposed 
to finished products (e.g. bottled wine) 
especially from countries that are 
referred to as the New World Wines 
(Australia, New Zealand, South Africa, 
Chile, Argentina and California). “When 
JF Hillebrand acquired Trans Ocean in 
2007, Bulk Wine represented 25% of 
Australian Exports. Now that figure 
is closer to 60% which has placed 

JF Hillebrand in a strong position in 
the market. The largest market for 
Bulk Wine from Australia is to the 
UK where over 85% of all exports 
are now shipped in Bulk for which 
JF Hillebrand are well positioned to 
meet customer demands whether it 
be shipping in Bulk or Cased wine, 
largely as a result of our investment 
in flexitanks”, reports Michael.

Constantly adapting and 
evolving 

JF Hillebrand Group’s expertise also 
shows through the quality of the 
advice given to their customers. JF 
Hillebrand Australia has quite a few 
client case studies. In one instance, 
the company applied their Supply 
Chain Management program to 
take on the responsibility of dealing 
with orders from suppliers which 
allowed UK & European supermarket 
chains to reduce their stockholdings 
by up to 75% compared to the 
previous standard, from 12 months 

SUPPLY CHAIN & LOGISTICS

Arthur Theodos  
Financial Controller for Oceania

Joe Marsili 
Commercial Director

Michael Frogbrook 
MD Australia
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to 3 months’ worth of stock. The 
financial savings to the importer were 
substantial, confirming the deep level 
of customer-company interaction that 
JF Hillebrand aims for.

This continual need to adapt and 
evolve can be felt across all of the 
company’s projects and divisions. For 
example, new rules and regulations 
must be acted upon as quickly and 
efficiently as possible in order to avoid 
complications for both JF Hillebrand 
Group and their customers. The latest 
major regulation is called SOLAS, an 
acronym for Safety of Life At Sea. SOLAS 
aims at preventing accidents resulting 
from shipper’s non-declaration or 
mis-declarations of cargo weights. 
“Though the enforcement of this new 
regulation is complicated, we can 
rely on our local teams to keep our 
customers informed about specific 
local aspects.” The strength of JF 
Hillebrand Group’s network lies in 
the fact that with 58 offices and a 
presence in 91 countries, they are 
present in every significant importing 
or exporting country.

Taking care of the 
environment

Another area of interest is 
environmental practices. Climate 
change and other environmental 
issues are highly important for big 
companies as their work makes an 
important difference. Michael was 
enthusiastic about the environmental 
practices of JF Hillebrand Group which 

http://asplogistics.com/
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include reducing carbon emissions 
and large-scale recycling.

“At JF Hillebrand Group, we 
are committed to reducing the 
environmental impact of our 
operations, through initiatives in place 
across our global office network. 
In the major markets of the US, UK, 
and China, when the flexitanks are 
delivered to their final destination, 
we arrange a door-to-door service. 
Upon completion of the discharge, 
the empty flexitank is delivered to our 
depot, stripped out of the container, 
drained of any residue and because 

the Flexitank is 100% Polyethylene it is 
fully recyclable. The Metal Bulkheads 
that we use are also recovered and 
refurbished to minimise waste”

Career opportunities and 
investments in staff

The fast-paced and ever-growing 
environment of the company also 
requires a considerable talent pool. 
JF Hillebrand Group actively seeks out 
talented individuals and recognizes 
their efforts. As the company’s culture 
is the same on a global level, there 
are a lot of opportunities for people 
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Supporting Partners
ASP Logistics
asplogistics.com
ANL
anl.com.au

SUPPLY CHAIN & LOGISTICS

to gain more experience by working 
in different regional branches or even 
in any of their offices around the 
world. Indeed though the company is 
headquartered in Mainz, Germany; it 
is worth mentioning that the Group’s 
Executive Board members are located 
in different countries.

“So why would someone want to 
work for us? We offer opportunities 
all over the world. If you join us here 
in Australia and you say that you’d like 
to work in the US, or in the Philippines, 
or in Russia, or in South Africa, we 
are very strong advocates of moving 

people around so they get exposure 
to different corporate cultures and 
life cultures as well so that’s quite 
important. Then, they come back as 
a more rounded and well-developed 
person, we find”, Michael says. 
Possibly the biggest compliment that 
can be paid is that JF Hillebrand’s 
competitors continue to try to replicate 
our structure and procedures, and 
indeed make overtures to try to 
headhunt key staff.

The future seems bright for JF. 
Hillebrand, their last acquisition 
Satellite Logistics Group, is a specialist 
in supply chain management for the 
beer and cider industry; its unique 
know-how is a great addition to the 
Group’s expertise and solutions for 
the wine, beer and spirits industry. 
Who knows what and when will be the 
next step in the Group’s development 
so stay tuned!

http://asplogistics.com/
http://anl.com.au/
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AT A GLANCE
WHO: Cha Time Australia   
WHAT: A franchise delivering freshly 
brewed iced teas customized to order. 
WHERE: Australia, various
WEBSITE: chatime.com.au

Nothing beats a cold, refreshing 
drink on a hot summer day as 
escaping the sweaty clutches 
of the scorching sun is always 
cause for celebration. Cha Time, 
one of Australia’s most popular 
iced tea brands, is probably one 
of the best places to be when the 
weather outside is better fitted 
for desert-dwelling lizards than 
human beings. 

Cha Time
The home of freshly brewed iced tea

FRANCHISING

http://chatime.com.au/
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The franchise, which originated 
in Taiwan in 2005, first opened its 
Australian doors in 2009. Since then, 
its business has been expanded to 66 
stores, 16 of which are corporate with 
the rest being owned by franchisees. 
Each location, or T-Brewery as the 
company likes to call them, delivers 
freshly brewed iced and hot teas in 
an assortment of flavors. The fresh 
ingredients are prepared in state-of-

the-art tea brewing machines which 
have allowed the franchise to produce 
an incredibly varied menu of teas that 
can please every palate. 

A fresh focus

Though Cha Time originally became 
famous for its innovative bubble tea 
recipes, the brand is now attempting 
to redefine the brand’s image into the 
“home of freshly brewed iced tea”. 
Globally, shareholders were interested 
in the idea of giving the brand more of 
a Western appeal without betraying 
its roots or delving too far away from 
the original goals. By focusing on the 
freshness of the ingredients, such 
as the tea which is brewed at least 
every four hours, the Cha Time team 
believes that the brand will appeal to 
a wider Western audience. 

Carlos Antonius, General Manager, 
and Ben Hemphill, National Franchise 
Manager, explained more about this 
process: “The key part of the brief is 
that the shareholders globally were 
looking at how Cha Time, which trades 
in the bubble tea category, could 
step out of that space and develop a 
brand that had more Western appeal 
[…] So we embarked on this brand 
review nine months ago and we have 
now gone to market with this new 
positioning for the Cha Time brand”

For anyone following Australian drink 
trends, this should not be surprising at 
all. Research has shown that iced tea 
consumption is on the rise. Combined 

FRANCHISING
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with a global trend towards healthier 
living and eating, proclaiming Cha 
Time as the number one place to get 
fresh iced tea is a bold but smart 
move from the company. Even so, the 
ideals which the company was built 
on are still extremely important. Cha 
Time in Australia may focus almost 
entirely on a new image but it will 
still maintain important elements like 
the customization of drinks and, of 
course, the quality of the tea itself. 

“Our positioning will move from being 
a bubble tea brand to the home of 
freshly brewed iced tea. The reason 
for the repositioning is that there’s 
been a significant growth in the iced 
tea category, not just in Australia 
but globally. And people generally 

understand iced tea as a category. 
So with positioning Cha Time brand 
as the home of freshly brewed iced 
tea, which reflects and represents 
our core, intrinsic, freshly-brewed 
tea, customization, product made-
to-order, and quality ingredients”, 
comment Carlos and Ben. 

Growth in moderation 

In essence, Cha Time combines an 
enthusiastic new branding with a 
focus on the very people who run their 
own stores. That way, the company 
can be certain that its stores will be 
financially successful and that its 
brand will continue to enjoy a good 
reputation throughout Australia. After 
all, the staff members and franchise 

FRANCHISING
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owners are at the forefront and 
everyone needs to be in-sync with the 
company’s philosophy.

“I would say that the most successful 
marketing tool is an engaged staff 
member in a T-Brewery, first and 
foremost. If we don’t have our 
partners, our staff, our franchise 
partners engaged and embracing the 
direction and belief of where we are 
going then nothing else that we do 
matters”, says Carlos. 

Instead of trying to expand as quickly 
as possible, Cha Time has opted for 
a moderate growth that ensures the 

success of the brand and its partners. 
The company already knows where 
its supporters are and it continues 
to do everything in its power to 
strengthen its brand and build 
working relationships with partners 
and consumers alike. After all, both 
need to be satisfied in order to the 
franchise to be successful. 

“It’s an ongoing process. If we go 
back to our stores and our staff, it’s 
ensuring that they are all provided the 
tools and the resources enabling them 
to do what they need to do within their 
stores. Marketing sort of overlays the 
brand and reinforces what Cha Time is 

FRANCHISING
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about from a positioning perspective. 
But for us, employee engagement 
has been a big focus over the last few 
months”, according to Ben and Carlos. 

Satisfied franchisees 
means satisfied customers

The Cha Time team believes that 
happy and productive staff are 
crucial to the expansion of the Cha 
Time brand as a whole but also to 
individual stores. Obviously, profits 
are also important but creating a 
strong presence all around Australia 
is perhaps even more important. If a 
customer had a bad experience in a 

Cha Time T-Brewery, it would reflect 
badly on everyone involved with the 
brand. As such, every measure is 
taken not just to avoid that from 
happening but to cause an inverse 
reaction instead. 

The Australian Cha Time outlets also 
follow the same supply chain model 
as the original Taiwanese franchise. 
Everything is delivered directly to the 
stores from the same company as a 
hands-on approach was deemed best. 
After all, the company originally made 
a name for itself due to the sheer 
quality of its drinks which included all 
kinds of fresh ingredients and great 

Ben Hemphill  
National Franchise Manager

FRANCHISING
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tea. Changes, of course, are to be 
expected.

“We’re a vertically integrated 
business. At this stage we distribute 
directly through to individual stores. 
We are, however, currently undertaking 
a logistics review to potentially see 
our business, while still maintaining a 
vertically integrated structure, move 
to a third-party, outsourced logistics 
function to provide our T-breweries 
with improved delivery options, to 
assist them with stock control, cash 
flow, etc. That’s something that we 
are working on at the moment and we 
expect to be able to go on the market 
later this year”, Carlos says. 

The competitiveness of 
iced tea

These decisions are all made with a 
larger image in sight, the image of the 
entire brand. Cha Time, like any other 
franchise, faces several challenges 
in all the levels of its operation. 
Business of this kind are like living, 
breathing organisms. They need to 
adapt, change, and evolve in order to 
keep moving forward. And even then, 
there are a number of challenges that 
they have to face, especially when 
looking at the future of the company. 
After all, the industry itself is highly 
competitive. 

FRANCHISING
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“It’s very competitive. I suppose that 
some of the challenges are inherent to 
any franchise system. The availability 
of good sites, and the market rates 
for those sites. Securing like-minded 
franchise partners. There are a 
lot of people who want to become 
franchisees but it’s about having the 
right criteria because you will have a 
working relationship with that person 
for a long time. One of the other 
aspects is just labor costs, typical 
of the Australian market. Increased 
costs mean there’s more and more 
pressure on management, franchise 
partners end up having to work longer 
in their businesses, brands look at 
increasing price”, laments Carlos. 

Despite any challenges that it may 
have to face in the future, Cha Time 
has certainly had a considerable 
impact on the Australian market of 
ice-cold drinks. According to Carlos, 
Australia is now the biggest Western 
market of Cha Time, a considerable 
feat by any standard. The company’s 
future certainly looks promising, both 
globally and locally with over ten new 
locations to open over the next six 
months so expect to see a lot more 
Cha Time T-Breweries popping up 
near you soon enough. 

FRANCHISING
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Modern life for the average person is frantic and often filled with 
lifestyle choices and decisions that are made at the expense of 
one’s health. In recent years, however, more and more organizations 
have identified this and now promote healthy lifestyles in order to 
combat issues that could easily be averted by exercising, eating 
better, and generally making better decisions on behalf of our 
bodies and souls. 

Raw Energy 
When you eat good, you feel great

FRANCHISING



Business View Australia - May - June 2016 75       

In 2007-2008, the Australian 
Institute of Health and Welfare 
reported that 42 percent of men in 
Australia are overweight while 26 
percent are obese. Though there is 
a large number of life-style factors 
involved here, food plays a vital role 
in the equation of a healthy lifestyle. 

In order to eat healthier while leading 
busy lives, people need to have access 
to exciting and inviting locations that 
offer tasty and wholesome foods that 
actually have nutritional value.

Eat good, feel great.

That is where Raw Energy comes 
in. Australia’s leading good food 
café franchise currently offers their 
delicious treats in 11 locations with 
eight more due to open this year. 
Each café offers a combination of 
foods and beverages that fall into 
the healthier sides of the spectrum, 
including a wide variety of breakfast 
and lunch offerings, burgers, 
sandwiches, juices, smoothies, and, 
of course, a selection of coffee and 
tea. Almost everything you will find in 
a Raw Energy café is not only fresh 
but also a healthy alternative to fast 
food snacks that have dominated the 
consumer market for years. 

Phill Tucker is Raw Energy’s National 
Business Development Manager.  
“We know that when you Eat Good, 
you Feel Great”, said Phill. “Our 

AT A GLANCE

WHO: Raw Energy   
WHAT: A franchise offering a selection 
of fresh food and drinks. 
WHERE: Multiple locations in Australia
WEBSITE: rawenergy.com.au

FRANCHISING
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café’s are exciting and inviting and 
in prime lifestyle locations and we 
just so happen to have a very tasty 
and nutritious menu as well!”  We 
are at our busiest early in the day.. 
I guess our customers like to start 
their day with Raw Energy!”  We are 
also a great lunch option and several 
of our locations are on the coast so 
serving people straight off the beach 
is common. “Our stores are generally 
designed with an al fresco feel to 
them, we deliberately strive to make 
the stores bi-fold so the inside’s 
outside and the outside’s inside. It’s a 
very relaxing environment”, says Phil.

After all, eating well in a non-
healthy environment would defeat 

the company’s purpose of promoting 
a lifestyle that wants patron to feel 
great. The franchise’s customers have 
already shown tremendous support 
for this approach as the combination 
of a stress-free environment and 
nutritious menu items has proven 
to be highly successful. Aside from 
the new locations projected to open 
this year, Phil also explained that the 
franchise is planning to launch even 
more cafes over the next few years 
which will cover additional areas like 
Victoria.

Fresh ingredients and tasty 
treats

“Because of the type of business 

FRANCHISING

http://packagingandmore.com.au/
http://packagingandmore.com.au/


Business View Australia - May - June 2016 77       

that we are, the majority of our items 
are fresh. We help with organizing a 
local supply chain for each store and 
it’s very common to see deliveries 
on a daily basis”, Phil informs us. 
The importance of freshly delivered 
ingredients cannot be overstated 
though the continuing popularity of 
Raw Energy indicates that customers 
strongly support such initiatives.

Of course, anyone who takes a gander 
at the menu will quickly realize that 
there’s also room for more “middle of 
the road” options, as Phil explains it. 
However, that does not take away from 
the “Eat good, feel great” philosophy 
of the company which forms the 
brand’s ideals, like delivering fresh 

Phil Tucker

FRANCHISING
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food in environments where people 
can relax or where they can simply 
grab a quick bite on their lunch break.
 

Securing new franchisees

As a nationally 
expanding franchise 
business, Raw Energy 
is always on the lookout 
for suitable franchise 
partners who support 
the brand’s beliefs who 
can expand the brand 
further by opening 
additional locations and 
spreading the name and 
ideals of the company. 
The application process 
is another unique aspect. Applicants 
receive a full in-store experience in 

one of the established cafes, where 
they learn the ins and outs of what it 
takes to operate a Raw Energy.

“After an initial query comes in, 
we make contact. We send out an 

information pack and if 
they are interested then 
we’ll have an informal 
chat over coffee to 
gain an understanding 
of the applicant’s 
personal objectives 
and expectations. It 
also helps to gain an 
understanding of what 
the investment cost 
is, an understanding 
of what the expected 

return could be. From there, we put 
a business plan together, send them 

FRANCHISING
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about life and business is vital when 
entering into such a business, after 
all.

The growing market of 
healthy eating  

The health food market is still young 
and there is considerable room for 
growth. Raw Energy is one of the leading 
brands in the sector and the expansion 
plans reflect the company’s ambitions. 
Social marketing plays a huge role in 
marketing and promoting the brand 
but each store is also a vital marketing 
tool on its own right. Each person that 
works for Raw Energy needs to have 
an in-depth understanding of how the 
stores operate and what they feel like 
for the customers who walk through 
their doors. 

FRANCHISING

out some disclosed documents in a 
draft form, we assist them in locating 
a site and we also assist them in 
finance. Then we do a final interview 
and if everything’s going well then 
we become business partners”, 
Phil explains about the process of 
selecting franchisees. 

Aligning with franchise partners who 
are excited about the business and 
the ideals that it represents is a key 
part of Raw Energy. Franchisees are 
expected to run a store that caters to 
people who wish to lead healthier lives 
without sacrificing anything on quality 
or taste. The spirit of the brand is 
amplified by those that have a zest for 
life; who enjoy their sunrise starts and 
understand the importance of what 
they eat. Sharing similar interests 
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Being an active part of the community 
is a key aspect of that as well. As 
mentioned before, most ingredients 
are delivered on a daily basis. The 
fresh produce is gathered from 
local distributors, a key element of 
the company’s philosophy. Al fresco 
areas are key design elements of 
Raw Energy cafes so that patrons can 
enjoy bright and airy outdoor settings 
to sit, relax and enjoy a nutritious 
meal or drink. The menu allows for a 
wide range of options so that people 
can consciously choose whether they 
want something that is light and or 
something that they can indulge in 
without regretting it later on.

So far, this approach can only be 
deemed as highly successful. Should 
everything go according to plan, 

Raw Energy will have dozens of new 
locations all over Australia over the 
course of the next few years. The 
menu’s offerings are not static, which 
means that customers will keep 
seeing more and more of what they 
like most. Slowly but surely, it seems 
like Raw Energy will continue to be a 
name associated with good food and 
a great lifestyle.  

Supporting Partners 
Packaging&More
packagingandmore.com.au 
North Coast Smallgoods
northcoastsmallgoods.com.au
Markris Wholesale Foods
markrisfoods.com.au

FRANCHISING
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Neville Smith Forest Products (NSFP) has a long and varied history. The 
family-owned business started in 1924 when the eponymous Neville 
Smith opened a small store of general goods in Melbourne. After a 
while, the business expanded into the timber industry and success 
soon followed. Today, NSFP is a producer of high quality Tasmanian 
Oak hardwood products, supplying items both domestically and 
internationally. Even more impressively, NFSP is a leading player in 
rebuilding Tasmania’s forestry sector. 

Neville Smith 
Forest Products
Promoting the excellence of 
Tasmanian Oak 

MANUFACTURING & DISTRIBUTION
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AT A GLANCE

WHO: Neville Smith Forest Products   
WHAT: A producer and supplier of high 
quality products from Tasmanian Oak 
hardwood. 
WHERE: Southwood and 
Mowbray, Tasmania
WEBSITE: nevillesmithfp.com.au

Though the industry has changed a lot 
since the early days of the company, 
NSFP has managed to stay on top of 
the game by constantly adapting and 
focusing on the right areas. After re-
entering the forest sector in 2011, 
James Neville Smith, the grandson 
of the company’s founder, along with 
the management team, has kept the 
company focused. Before, the industry 

was high volume and low value. Now, 
it’s the opposite that holds true. 

“Our business is heavily moving into 
more decorative, high-end products 
and progressing moving away from 
the more traditional low value 
commoditized hardwood products”, 
says James. 

Success against all odds

Being a processor and manufacturer 
in Australia in this day and age is a 
challenge. However, the processing 
and manufacturing of forest products, 
especially in Tasmania, adds to that 
challenge. Thankfully for Neville 
Smith Forest Products, their business 
practices have allowed them to 
expand to key markets. The company’s 
success can largely be attributed to 
its core values; innovation, customer 
focus, integration, people, quality, 
wasting nothing, and putting family 
above all else.

MANUFACTURING & DISTRIBUTION
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A clear focus 

Instead of trying to be jacks of 
all trades but masters of none, 
NSFP focuses on providing specific 
products of the highest quality 
to specific clients. James and his 
company believe that the Tasmanian 
forests provide an excellent resource 
which can be used for a wide variety 
of products, particularly for the high-
end items that the market currently 
demands. Knowing where to focus 
and what to avoid is a key part of 
the strategy and also what sets the 
company apart from the competitors.

Innovation as a daily 
activity

Whilst they are fortunate to have one 
of the most technological advanced 
green saw mill plants in Australia, 
they believe that innovation is more 
than just plant and equipment. It’s 
an activity driven by continuous small 
improvements across their production 
processes, and improvements in the 
way they work with customers and 
partners. Innovation is also driven by 
our understanding of market (end-
user) needs and wants.
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According to James, innovation 
comes in many different forms: “We 
value the research and development 
work conducted by the University of 
Tasmania’s Centre for Sustainable 
Architecture with Wood (CSAW) 
ensuring continuous innovation in our 
industry. Our own direct relationships 
with key personal and students has 
had a direct impact on our own ability 
to innovate and improve operational 
processes and develop and trial new 
products”

Survival of the fittest

Changes in rules and regulations 
have also forced companies like NSFP 
to adapt new strategies and change 
their focus to meet the demands 
of the market. The operating areas 
have shrunk, for instance, which is 
a huge part of the reason why NSFP 
has aimed at maximizing the value 
of every single piece of wood. Almost 
nothing is wasted, particularly now 
that advancements in technology 
have allowed for far wider uses of 
timber than ever before.

“Wasting nothing is another key 
element. We feel privileged to have 
access to such a versatile and 
sustainable resource. As a leading 
processor in the industry it is our 
responsibility to ensure the resource 
is not wasted. This means continuous 
innovation to extract the most value 
through improved processes, new 
product development, and new high-
value markets, so we can continuously 

grow and reinvest in our business, our 
people, and the Tasmanian economy”, 
explains James. 

Integration in the forestry 
sector

Integration means operating as one 
team. There’s many moving parts 
connected to the processing and 
sales of timber products.  Seamless 
communication, knowledge sharing, 
and collaborative ideation along the 
value chain are critical to success 
of their business. Historically they’ve 
been pretty good at integrating the 
various steps of their production 
processes, however they have 
recognized the need to improve their 
capability in “joining the dots” across 
all business functions and are now 
addressing it, with a particular focus 
on sales and marketing.

NFSP values integration and will work 
to foster it outside their business with 
the industry as a whole.  They have 
great relationships with local and 
national logistic companies such as Toll 
Tasmania, De Bruyn’s Transport, and 
CRE Solutions. These relationships have 
been vital in helping them overcome the 
challenge of being located on an island 
state and allowing them to effectively 
service their customers.
 “I do believe there is room to improve 

when it comes to integration between 
the Tasmanian processors (big and 
small).  Whilst we are competitors, 
I believe we need to work more 
closely to rebuild our reputation as an 
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industry, and re-build our industry for 
the best interests of Tasmania and its 
people”, says James. 

Promoting the best 
business practices

Even in the face of adversity, NFSP 
has preserved time and time again 
to prove that forestry is a sustainable 
industry when handled by the right 
people. Through patience, dedication, 
and hard work, it has grown into one 
of best managed firms of the industry. 
Its practices are lauded throughout 
the region as it strives to ensure that 
forestry is looked at in a positive 
manner. 

The value of people is synonymous 
with the success of NFSP. Creating 
jobs for young Tasmanians is a key 
driver for being in business. They are 
in business for their people, and their 
people are the reason they are in 
business.  NSFP currently employees 
65 people in Tasmania.  Their vision 
is to grow their business each year, 
opening up new job opportunities for 
young Tasmanians.  
NSFP has been a family-owned 

business for most of its existence 
and that fact has largely influenced 
the working environment. James is 
passionate about his work and he’s 
always ready to welcome new people 
into the field. After all, the company 
is highly esteemed in the forestry 
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trade both for its products and its 
operations.

“We are a family 
business with a 
family culture. 
There’s a lot of 
trust and a good 
culture within the 
business. We’ve 
been around a 
long time, we 
operate in a 
financially responsible manner, and 
we are a highly reputable company 
for someone who wants to develop 
a career. Secondly, the resource is 
something that we are very passionate 
about and we are always looking to 

maximize the value of it”, suggests 
James. 

Of course, this also 
extends to the way 
NFSP values their 
employees: “Our 
employees’ success is 
our business’ success, 
so we will continue to 
invest in helping them 
grow their skills and 
knowledge through 

cross-functional training and 
mentoring.  We can always improve, 
one such improvement will be to 
focus on external training, as well as 
to facilitate intra and inter-industry 
networking opportunities”, James 
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Supporting Partners 
Synectic Group
synecticgroup.com.au
Interrisk 
interrisk.com.au
Tedeschi Voorham Builders

explains about NFSP’s corporate 
culture. 

What is important to note is that 
the company has been overcoming 
such challenges for years. Back 
in the 1980s, for example, NSFP 
processed fire-regenerated forest 
areas in Victoria, an experience 
that contributed significantly to the 
company over the years. In-depth 
research, on-hands management, 
clear focus and well-thought-out goals 
are the pillars on which NFSP has built 
its successful business. The road has 
always been rocky but it is through 
experience and good practices that 
the company was and will continue to 
be one of the most important parts of 
the forestry sector in Tasmania. 

As for the future, James seems quite 
optimistic. He vehemently believes 
that forestry is a sustainable business 
with a bright future and the trends of 
the market validate him. Wood is an 
excellent resource and it is used in 
an incredible variety of applications. 
The company fully supports it for 
its durability and sustainability and 
it certainly looks like it will be a 
huge part of major industries like 
construction in the years to come. 
As such, NSFP will once again be at 
the forefront of the sustainable wood 
industry, promoting its beneficial 
uses and ensuring its place as a 
company with valued and tested 
practices. 

After all, in order to maximize value, 

innovation is the only way forward. 
“Our ability to actually produce new 
value-add wood products is well and 
truly there. The future of innovation in 
the forestry industry is to talk about 
the development of new products”, 
suggests James. Even though the 
industry faces a lot of hardships, 
those with the ability to recognize 
where the market is heading will be 
able to keep their heads in the game 
and expand even further. 
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AT A GLANCE
WHO: IHS Global Alliance
WHAT: Designer equipment 
for hotels & venues.
WHERE:  125 Henderson Road, 
Rowville, Melbourne, 3178, Australia
WEBSITE: ihsglobalalliance.com

If you have ever looked at a piece 
of catering equipment and found it 
elegant, stylish, and highly innovative 
then you have probably seen the 
work of IHS Global Alliance first-hand. 
Though it had humble beginnings, IHS 
has grown into the most respected 
designer for hospitality equipment on 
a global basis.

A quick look at the company’s 

IHS 
Global 
Alliance
Designing world-
famous hospitality 
equipment
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testimonials will tell you everything you 
need to know about its work. Some of 
the world’s most popular hotels trust 
IHS unequivocally as the quality of 
the company’s products has never 
wavered while the stylish designs 
have always been innovative. Where 
others see a problem, IHS Global 
Alliance and Nicholas Polidoros, 
the company’s Director and Head 
Designer, see a solution.

Clear minds and clear 
goals

The company’s story may be a classic 
example of rags to riches but Nicholas 
does not dwell on that at all. Instead, 
he’s simply proud of what his company 
has achieved ever since he first 
started it in 1986. To become such 
a trusted designer worldwide requires 
hard work, a lot of imagination, and 
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a good infrastructure. Thankfully, 
IHS Global Alliance not only fit all the 
criteria but has managed to exceed 
them.

“We design furniture for the 
hospitality industry. That’s who we 
are. We specialize in monopolies and 
products that haven’t been done 
before. We aren’t copycats, we don’t 
copy other people’s products. We 
just have a look at the industry and 
we improve it as we go through”, Nick 
says. 

That sense of innovation through 
exploration is a major part of the 
company. New trends have to be 
discovered through interactions with 

vendors and clients. When designing 
a product, one has to account for 
multiple elements. For instance, 
a stylish and attractive piece of 
equipment that has no practical 
use is largely wasteful. To achieve 
the perfect balance between style 
and substance, someone with the 
expertise of Nick and his keen interest 
on acquiring an intimate knowledge of 
the market is absolutely necessary.
 

Innovation through 
intimate knowledge

In addition to all that, having an 
intimate knowledge of the industry is 
also one of the reasons why IHS is the 
most trusted company of its kind. The 
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products designed and manufactured 
by IHS are there to either fill existing 
voids or to complement existing 
services. They are thoroughly tested 
in real hotels and any issues are 
ironed out before the final stage. 
Aside from being produced by high 
quality materials, every single item on 
the company’s list serves a certain 
function.

According to Nick, a modular 
approach is best when it comes to this 
industry. Trying to grow up too quick 
and too fast inevitably leads to a lot 
of problems. Alternatively, slow and 
steady wins the race. This theme is not 
simply reflected in the designing and 
manufacturing process. It’s a theme 

that lies at the company’s very core, 
an ideal that has shaped its culture.  

“I like to invest wisely in each area of 
the business. Not necessarily just one 
zone area, I prefer to do it gradually. 
It’s a bit like sports, in the sense that 
you don’t just focus on the front line, 
you focus on the back and mid lines 
too. It’s a balance that you should 
invest in. It’s also an old farmer’s rule; 
don’t make too much too quick and 
make sure that you keep some money 
for your reserve fund”, says Nick. 

With that said, treading on safe 
ground will not get you far, especially 
not within the company itself. 
Working hard and becoming familiar 
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with the industry are key elements to 
advancing in IHS. After all, the same 
elements are important for success 
in the design sector too. Those who 
merely follow tradition and do not 
look to the future stagnate as they 
are unable to compete. On the other 
hand, those who are willing to put in 
the hours and invest themselves into 
their work will most likely be rewarded.

An incentive-driven culture

Since IHS is a company that operates 
on a multinational level, there’s a big 
emphasis placed on the interaction 
between all the different cultures. 
“We have a wonderful culture here, 
that’s my number one importance in 
business. It’s really important that 

you look at every culture, they all have 
something to offer”, says Nick.

The most important part, however, 
is motivating people. Those who love 
their jobs have plenty of opportunities 
to advance in IHS. Money is obviously 
a big incentive for many people 
but it also goes beyond that, to the 
point where the best designers are 
respected and listened to.

“The corporate culture here is very 
much driven by incentive. I am a 
believer in incentives, not in pay 
packages. I believe you are as good as 
you are. I’d rather that people become 
partners in my culture. In other words, 
if you perform then you get paid well. 
That’s working for us and it’s very 
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motivating. It’s quite competitive 
in here, which is great. 
There’s nothing wrong with 
a little competition within”, 
suggests Nick. 

Being pro-active is an 
essential part of the 
industry. The company’s 
“Bureau of Sales” plays 
an incredibly important 
role in interacting with 
new clients and finding 
out where the market is. 
The company’s analysts 
are constantly trying to 
find out where and how 
IHS can promote and sell 
its products, for instance. That way, 
they can always be on top. When a 
new hotel pops up, someone will be 

sent out to discuss the company’s 
practices and equipment. 

As Nick puts it, IHS is the 
leader in the designing of 
hospitality equipment yet 
his company also needs 
to reach out to new client. 
Aside from traditional 
forms of marketing like 
private and public shows, 
there is also a need for 
more modern techniques 
such as social media. 
Regardless of the method, 
the goal is the same; to 
promote the IHS brand 
to a wider audience and 

hopefully gain some clients in the 
process.
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Supporting Partners
Safe Pack
safepackvictoria.com.au
Wiseman Institute 
wisemaninstitute.com.au

Heading towards the future

IHS does have quite a lot on its plate. 
One of the areas where it is heavily 
investing in right now is manufacturing 
because the demand for its products 
is very high, for instance. Other areas 
are in constant need of attention too. 
For example, keeping up with the 
current trends is an ongoing process 
that will never end. A design firm needs 
to know exactly what’s happening 
in the market in order to potentially 
apply new practices and materials to 
its equipment before everyone else. 

Though Nick wants to grow the 
business slowly, the company’s future 
success seems mostly unchallenged. 
With an established network of major 
contacts in the hospitality industry 

and decades’ worth of experience in 
the sector, it’s highly likely that the 
company’s designs will be prominently 
featured in the world’s top hotels for 
years to come. 

http://safepackvictoria.com.au/
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Bald Ridge Wagyu and 
Genetic Edge Australia

Beef from Wagyu cattle is known for its high quality which is the result of ‘marbling’ or 
the presence of a greater number of intra-muscular fat cells. The superior taste and 
health benefits of this variety of beef are widely acknowledged and as a result of this, 
the product carries a premium price.
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Bald Ridge Wagyu and 
Genetic Edge Australia

Beef from Wagyu cattle is known for its high quality which is the result of ‘marbling’ or 
the presence of a greater number of intra-muscular fat cells. The superior taste and 
health benefits of this variety of beef are widely acknowledged and as a result of this, 
the product carries a premium price.

FOOD & BEVERAGE

Australia produces some of the 
best Wagyu beef in the world.  One 
of the foremost breeding operations 
in the country is Bald Ridge Wagyu, 
a highly professional and competent 
business enterprise which provides 
100% fullblood elite Wagyu genetics. 

Start of the company
Bald Ridge Wagyu, a family run 

business, was established in 1997 
and today is at the forefront of the 
industry in the country and has 
a rapidly expanding international 
footprint. Rick Hunter, Chief 
Executive Officer and owner of the 
company, explains how he started, 
“We are in the Wagyu cattle business. 
Previous to that we raised Angus 
cattle and we added Wagyu to our 
Angus operation in 1997 when the 
first Wagyu fullblood cattle became 
available in Australia.
Wagyu is a Japanese breed of cattle 

AT A GLANCE
WHO: Bald Ridge Wagyu & Genetic Edge 
Australia
WHAT: Carries out extensive artificial 
insemination and embryo transfer 
programs on registered red and black 
wagyu herds.
WHERE: Located at 428 Kaludabah Rd, 
Mudgee, NSW
WEBSITE: baldridgecattle.com.au

http://www.baldridgecattle.com.au/
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and quite simply the word translates 
into Japanese cow. It produces a 
highly marbled beef sometimes 
known as Kobe beef.  We started 
with three fullblood Wagyu heifers in 
1997 and through the use of embryo 
transfer and artificial insemination 
we expanded our herd.

Our core business then was selling 
both Wagyu and Angus bulls and 
since then we have decided to go out 
of the Angus business and now we are 
a 100% fullblood Wagyu operation, 
producing both black Wagyu and red 
Wagyu. Red Wagyu are quite rare 
in Australia. We probably have one 

of the most significant red Wagyu 
herds of cattle in the whole world.”

Extensive operations
There is a great demand for Wagyu 

beef world-wide and therefore there 
is a strong demand for Wagyu bulls. 
Bald Ridge Wagyu  plays a critical 
role in this supply chain by providing 
bulls and genetics to this market. 

The company aims to produce 
exceptional quality, large frame 
Wagyu cattle with high marbling at 
its Mudgee, New South Wales farm. 
Both the bulls and females bred 
at the farm are in high demand as 
are the genetics that are produced 
here. Genetic Edge Australia, 
established in 2012, is the part 
of the business that specialises in 
embryo collection, embryo transfer 
and artificial insemination and is an 
AQIS accredited facility for export. 

Rick Hunter describes the role of 
his company in the beef industry, 
“We are 100% full blood Wagyu 

producers. The 
majority of the 
bulls that we sell 
go to producers 
who own Angus 
or other breeds 
of females. They 
cross them with 
Wagyu bulls and 
that produces 
a first cross, or 

an F1 Wagyu, which is the highest 
proportion of the Wagyu industry.  
Currently about 80% of Wagyu beef 
production in Australia is exported 
and about 20% is consumed 
domestically.
 At present, we supply embryos for 

export to USA, South Africa, New 
Zealand and some Asian countries 
and our immediate goal is to supply 
to Canada, China and countries in 
South America including Brazil and 

The company 
aims to produce 
exceptional 
quality
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Argentina in particular.”

Established presence in the 
Australian and international markets
The company has very strong 

relationships with its clients both 
in Australia and other countries. It 
already has a significant presence 
in the USA where the Wagyu industry 
is undergoing a growth period.

The company works closely with 
producers and feedlots in Australia. 
These include the Australian 
Agricultural Company who are the 
biggest cattle producer in Australia, 
Rangers Valley feedlot and 
Macquarie Downs feedlot.  Also the 
live export trade through Edwards 
Livestock.

Expertise in genetics
Bald Ridge Wagyu and Genetic 

Edge Australia has a well-earned 
reputation in the Wagyu industry. It 
has used this to rapidly expand its 
business in the country and make 
deep forays in the international 
markets. The embryos and semen 
produced by the company are in 
great demand and command high 
prices.

“We have a very successful track 
record with embryo collection. The 
same with semen collection. The 
other, more recent facet of our 
business, is the production of sexed 
embryos. Genetic Edge has very 
good results with producing sexed 
embryos.
Our premises are approved by 

the Australian Quarantine and 
Inspection Service (AQIS) and these 
are audited every year.”

A family run business in 
the international arena
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The work on the farm is done by 
Rick and his wife, Dawne. Their two 
daughters, Hallie and Abby, help out 
in busy times and more particularly 
with the media side of the work.  
Abby has just finished a degree in 
media and communications and she 
looks after the company website 
and social media platforms. 

The company has employed 
several interns - two young ladies 
from Norway and a young man from 
Texas who have come over to learn 
about cattle and cattle breeding in 
Australia. 

This family operation produces 
some of the finest Wagyu genetics 
in the world. “The Australian Wagyu 
Association just had their, annual 
conference and an international sale 
at Yeppoon, Queensland on the 9th 
of May. Bald Ridge Wagyu’s six red 
embryos topped the embryo section 
of the sale, and that too, was the 
highest price of the entire sale. 

We achieved top price in January 
at the Mile High Sale in Denver, 
Colorado, likewise at the Texas 
Wagyu sale in Salado, Texas. We 
have a world renowned Red Wagyu 
bull, Red Star C402 who has just 
won the Wagyu Champion of Asia 
and Africa Award in the Wagyu of 
the World Competition. Along with 
that, this bull’s heifer calf won Grand 
Champion at the inaugural Houston 
Livestock Wagyu show and was later 

sold for a record price of $44,000 at 
the Texas Wagyu Association sale.”

Further expansion
Bald Ridge Wagyu and Genetic Edge 

Australia has entrenched itself into 
the Wagyu beef industry and has 
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recently acquired property in Texas 
with the purpose of fulfilling its vision 
of building an international market. 
The Texas acquisition will result in 
the company becoming a fullblood 
Wagyu breeder in the USA and will 
enable it to sell embryos directly to 
the US market and Mexico as well.  

The company hopes to expand into 
the Chinese and South American 
markets.
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The seaside town of Rosebud, on the 
Mornington peninsula in Victoria, has 
the unique privilege of being home to 
Greg’s Family Gourmet Butchers, a 
retailer and wholesaler who supplies 
the full range of high quality, naturally 
grown beef, lamb, chicken and 
pork products. The business was 
established 20 years ago when Greg 
and his wife decided to buy it from 

AT A GLANCE
WHO: Greg’s Family 

Gourmet Butchers

WHAT: Supply’s a full range of 

high quality, naturally grown 

beef, lamb and pork products.

WHERE: Located at 10/35 

Nepean Rd, Rosebud, VIC

WEB: butchersrosebud.websyte.com.au

Greg’s Family Gourmet Butchers
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Greg’s Family Gourmet Butchers

the company that owned it. Over the 
years it has earned itself a reputation 
for stocking the best products.

Greg has four sons, one of whom is in 
the trade. Our son Kyle is now running 
a second shop. Greg describes how 
he began his business, “It started 20 
years ago. My aim was to give people 
good quality meat. Growth in the 

business began in the second year 
after we took over. It went very well 
and then it plateaued out. 

“The increase in sales took place 
because the big company which 
owned the shop sold out to our small 
family business and as we were 
involved in the community, it made a 
difference in helping the sales grow. 
A lot of the growth in the business is 
through word of mouth. I’ve actually 
been in this shop for 44 years and I 
was working for the two companies 
that ran the shop before my wife and 
I bought it.”

In the period immediately following 
purchase of the shop Greg diversified 
the range of offerings and concentrated 
on gourmet sausages and shop made 
small goods. This proved to be a 
success and the business flourished. 
He purchased new equipment which 
enabled him to improve the quality of 
the products and was rewarded with 
the appreciation of his customers and 
increased sales
.

Use of the most modern 
equipment and methods

Over the years the laws in Victoria 
changed and it progressively became 
harder for new entrants to conform 
with what the health department 
requirements. This gave Greg an 
advantage as he had an established 
business which used the most 
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modern equipment which surpassed 
the specifications laid down by the 
government. 

Greg explains how constant 
attention to the equipment used in 
the business has helped him, “This 
shop that we have a business in, is 
nearly 80 to 90 years old. It has been 
modernised by everybody that has 
owned it. The first two companies 
installed new equipment and then 
when we took over, we made further 
improvements. About 10 years ago 
we modernised the front of the shop, 
which meant new windows and new 
cabinets, which resulted in the saving 
of a lot of work-time. Switching the 
refrigeration system to an upgraded 
version has saved us about 16 hours 
a day.”

Outsourcing of work
The business has used innovative 

techniques to stay ahead and has 
incorporated several strategies 
aimed at increasing its sales while 
maintaining the highest quality in its 
products. One step which it took in 
this direction was that we stopped 
the cooking process and outsourced 
it to a company who was also 
responsible to ensure the quality of 
the product that it delivered. As a 
result of this, Greg could use the time 
which became available to him to 
concentrate on increasing his retail 
and wholesale business.

Greg has also outsourced the work 
connected with preparing the beef for 
sale. When he was doing this in-house 
he had to employ three butchers 
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for the task. After outsourcing the 
process, he now saves $500 a week 
in addition to the wages of the three 
butchers. He has also saved himself 
the trouble of finding competent 
butchers as this is a skill that is not 
readily available. 
The business has initiated a loyalty 

club which results in repeat visits by 
customers. It has done exceedingly 
well by garnering 3500 members. 
Here too, the work is outsourced to 
a vendor who manages the entire 
process. We feel the introduction of 
the Loyalty Club helped us through 
the GFC crisis.
Computerisation

Greg is always looking out for ways 
to improve the business and save 
on costs. Here he describes one 
such step that he took, “I have been 
butchering for 50 years this year and 
I have been in this shop for 44 years. 
I have worked elsewhere during my 
apprenticeship. I love technology, I 
think its terrific. When we first took 
over the business we computerised 
our operations. My wife took over all 
the work relating to wages and tax 
statements. 

“We switched over from handwritten 
dockets to computerised dockets. 
There are ways and means of doing 
things. In the first two years we used 
to print a full A4 page for a docket 
and it used to frustrate me because 
it looked very big and cumbersome. 
So we found a way of creating two 
dockets on one page sideways and 
with this little change we have saved 

$6000 in one year in ink cartridges 
and paper.”

Suppliers

Greg has built a network of 
reliable suppliers that provide his 
establishment with everything that 
he needs to run his business. He 
says, “We have good relations with 
quite a few companies. We probably 
have 16 to 20 suppliers for different 
things including dry stores, chicken, 
poultry, beef, lamb, veal and bacon 
meats. There would probably be 
four suppliers whom I would have 
a really close connection with. One 
is M.C. Herds, Cutfresh Pty Ltd. and 
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has been a butcher he has seen 
the evolving tastes of the customer. 
What has remained constant is his 
constant desire to give them the 
best at competitive prices. Greg is 
confident that customers will always 
want quality and the success of his 
business shows how true that is.

“The demands of customers have 
changed a lot since I began. It is a 
lot harder now. People now know 
exactly what they want, they are 
very fussy about what they eat now. 
That’s why we deal in good quality 
meat. We don’t even attempt to try 
and compete with the supermarkets. 
We have two big meat suppliers 
down here that sell meat for next 
to nothing. But we are still here and 
we have people coming in because 
they know they are going to get good 
quality all the time including service 
and a smile.”    

No plans to retire soon

“I’ll probably never retire,” says Greg, 
“I have a goal of coming to work two 
or three times a week and letting my 
son take over and that is probably 
within the next five or six years. And I 
would like to step back and just do it 
that way. I have customers that used 
to come in as little children. So it is 
a great reward to see those sort of 
customers come back and I enjoy it. I 
enjoy the people and I can stand there 
and talk to them. I try to make people 
happy and makes sure that they walk 
out of my shop smiling. If I can stay at 
it, I will, because that’s the way I am.”

there is a company in the city called 
Pacific Meats – these are all meat 
suppliers. 

“The chicken supplier that I have 
been dealing with for ten to fifteen 
years is called KRC Chickens. There 
is another dry store company that I 
do 90% of my business with called 
Complete Butchers Supply. When I 
buy my machinery I go to a company 
called Viking, it used to be called 
Butcher’s Machinery.”

Changing demands of 
customers

Over the half century that Greg 
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Australia is one of the largest 
beef exporters in the world and 
Wagyu beef, which is known inter-
nationally for its quality and fatty 
well-marbled texture, occupies the 
upper end of the market. Wagyu 
beef has gained a reputation as a 
superior product and commands a 
high price as it is has a delicious 
taste and is high in mono-un-
saturated fat which reduces the 
risk of cardio vascular disease.

Australian Wagyu 
Association

The term Wagyu is of Japanese or-
igin and literally means Japanese 
beef. The arrival of this breed in Aus-
tralia is interesting and is explained 
by Graham Truscott, Executive Offi-
cer of the Association, “The Wagyu 
breed started in Australia only about 
20 years ago during the late 1980’s 
and some of the key founders at that 
time were players like Chris Walker 
and the De Bruin family who exported 
Wagyu genetics out of Japan to the 

Brand Custodians for Premium Beef
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United States, because of Australia’s 
quarantine restrictions and therefore 
they then took the genetics from the 
U.S. and imported them into Australia.

The Japanese initially allowed 
that export to occur, but through 
pressure from their breeders who 
wanted to protect and retain the 
genetics themselves within Japan, 
the government declared the prod-
uct, the Wagyu breed and Wagyu 
genetics, to be a national treasure 
and so shut down the export mar-
ket for genetics out of Japan. 

So the window of opportunity for 
these genetics from Japan was only 
about four years during the 1990’s. 
So during that time the breed has 
been grown in Australia and it is up to 
the point where it is now clearly rec-
ognised in Australia and international-
ly as the premium brand. So it is inter-
esting that a brand called Wagyu has 
emerged so quickly without any major 
marketing really, to be the paramount 
beef product on the world scene.”

Wagyu beef quickly became pop-
ular and has been adjudged to be 
“tender, extremely juicy, with rich 
textures and plenty of flavour and a 
pleasant lasting taste on the palate” 
in the Australian Wagyu Association 

– Branded Beef Competition. It has 
significant health benefits and con-
tains more conjugated linoleic acid 
(CLA)-Omega 6 per gram than any 
other foodstuff. The amount of CLA 
in Wagyu beef exceeds that in other 
beef by 30%. CLA is known to be a 
powerful anti-carcinogenic and pos-
sesses anit-inflammatory properties.

The high level of marbling in Wagyu 
beef gives it a unique flavour and 
taste and is responsible for its health 
enhancing properties. Marbling is 
the visible form of intramuscular fat 
which appears within the muscle and 
the extent of marbling is the result 
of genetics and nutrition. AUS-MEAT 
Limited, an industry owned company, 
has developed a grading system to 
ensure the standardised measure-
ment of quality. Fullblood Wagyu beef 
has the highest marbling scores and 
crossbred Wagyu has lower scores.

The Australian Wagyu As-
sociation and its role

The Australian Wagyu Association 
was constituted in 1989 with the 
purpose of being the official voice of 
the Wagyu breed in Australia and rep-
resenting its members. It maintains 
a rigorous and comprehensive breed 
registry and DNA records with a view 
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to uphold the integrity of the Wagyu 
brand and enhance its reputation. 
The Australian Wagyu Association 
has also tasked itself with maintain-
ing relations with government and 
media and ensuring truth in labelling 
for the Wagyu product in the market.  

The members of the Association 
include growers of Wagyu cattle, both 
in Australia and overseas. Proces-
sors and downstream distributors 
of Wagyu beef are also members.

Graham Truscott explains, “We have 
got around about 350 members and 
50 of those are overseas members 
and we probably represent maybe 
half the Wagyu breeders in Austra-
lia. Most of our breeders breed both 
feedstock for bull production and are 
also commercial breeders, because 
the value of the carcasses of these 
Wagyu cattle is so high that they fo-
cussed a lot more on commercial 
production than they have on feed-
stock and genetics production.”

Genetics of Wagyu cattle

A critical function of the Associa-
tion is to identify the genetic traits 
that give the Wagyu breed its su-
perior beef quality and then uti-
lise this knowledge to increase the 
commercial value and success of 

Wagyu beef. Clarifying the role of 
genetics, Graham Truscott says, 
“The key drivers for any breed are 
the ability to be able to predict the 
genetics and their performance,-
so that we can pick which ones are 
the superior traits to use with this 
particular breed. This had not been 
done well until about two years ago.

We have been driving very hard into 
genetic analysis and the fundamen-
tal claim to fame of Wagyu is its car-
cass quality particularly in terms of 
the marbling of the breed. Therefore 
over the last two-three years, we have 
been taking end point carcasses in-
formation from abattoirs and feeding 
that into our genetic analysis system 
called Wagyu plan. We are develop-
ing estimated breeding values to be 
able to predict the carcass weight, 
the marbling capabilities of the car-
cass and the fineness of marbling.

We can very accurately pre-
dict the carcass that is going to 
be delivered from the genetics. 
That has been a key policy driv-
er – to be able to achieve that, 
we need to understand where the 
elite genetics are and people can 
then breed from them and con-
tinue to genetically improve this 
breed. Wagyu has got massive 
upside potential in that area. 
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We have developed an index to be 
able to rank these Wagyu animals 
as feedstock animals. In the last 
four months we have been able to 
identify some superior bulls which 
are remarkably better than any-
thing that anybody thought was 
possible. The leading bull identified 
in the last two days has produced 
progeny with a carcass value in the 
order of $700 better than the aver-
age bull that we have analysed.

Sadly we have identified him too 
late, because he’s actually now dead. 
But if he were alive and artificial in-

semination with that bull was used it 
would be quite possible to inseminate 
1000 females and produce 1000 
cows a year from that bull. Therefore 
that bull is producing commercially 
$700,000 worth of value better than 
the average Wagyu bull. So the ability 
of the genetics now that we are iden-
tifying them as superior ones is quite 
remarkable and at a level never seen 
before in the world beef industry.”

In addition to genetics, the quali-
ty and taste of Wagyu beef derives 
from the grain it is fed for up to 600 
days. The cattle are kept in a feed-
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lot and the grain they are fed is 
nutritionally balanced and con-
sists of high energy feed such as 
barley, wheat sorghum and corn. 

Wagyu beef is at the premium end 
of the market but forms a relatively 
small portion of the total beef in-
dustry. Exports take up 70% to 80% 
of the production. Graham Truscott 

says, “At the moment the breed is 
still extremely small relative to the 
Australian beef industry. We only 
represent around 170,000 matings 
or joinings  per year that are Wagyu 
based and of that around about 
20% are what we call full blood that 
means that they have an unbro-
ken pedigree back to the original 
animals that came out of Japan.
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Cross breed joinings, where a full 
blood is mated with another breed 
like  an Angus, to produce a cross 
breed animal forms the remaining 
80%. So therefore that’s the size 
of the breed at the moment and a 
measure of feedlot value and all 
these animals principally are fed, 
they currently are around about 
7% of the feedlot cattle turnoff but 
because they are such high val-
ue carcasses they represent 17% 
of the feedlot carcass value.”

Investments in the future 
and upcoming research

The Association has initiated 
research which would enable 
it to predict the genetic perfor-
mance of Wagyu cattle by tak-
ing and analysing DNA samples 
from a very young animal, say 
from a day to three months old. 
Preliminary runs on this technol-
ogy have already been done. 

Graham Truscott explains why 
this technology is of great impor-
tance, “It is very much needed in 
this breed, because the time be-
tween, say a mating of an animal 
and the conception of a proge-
ny and the time that the progeny 
is slaughtered, so you actually 

know how it performs, could well 
be three years. So it takes a long 
time to assess using carcass in-
formation how well the sires are 
performing, so the opportunity to 
be able to use a genomic analysis 
through a DNA test and predict 
a performance at a young age is 
really important for this breed.”

Goals of the Association

The Australian Wagyu Association 
has set for itself the goal of hav-
ing its genetic analysis work fully 
accepted and utilised within the 
Australian and international Wagyu 
beef industry. It is also working 
towards using genomic analysis 
to establish the genetic perfor-
mance of Wagyu cattle with the 
purpose of predicting the animal’s 
performance at a very young age. 

Wagyu beef enjoys the distinction 
of being famous for its high quality, 
delicious taste and health-enhanc-
ing attributes. Its strength lies in 
the brand that it has built for itself 
over the years and it is imperative 
that this be preserved and en-
hanced. The Australian Wagyu As-
sociation has amply demonstrated 
its ability to strengthen and uphold 
the reputation of Wagyu beef and 
improve its commercial value.
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AT A GLANCE
WHO: DSK Angus & Charolais

WHAT: They sell 80 bulls at their 
annual On-Farm Bull Sale

WHERE: Coonabarabran NSW 2357 

WEBSITE: dskangusandcharolais.com.au

DSK Angus and Charolais 
Premier Beef Breeders

A major seedstock producer 
based in New South Wales, DSK 
Angus and Charolais, is located at 
Borah Station, a 3800 acre farm. 
The business is run as a family 
partnership between Chris Knox 
and Helen Alexander. Its annual 
bull sale is in its 22nd year and 
Chris Knox recounts how he began 
almost three decades ago, “We 
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DSK Angus and Charolais 
Premier Beef Breeders

The DSK Charolais stud was 
started on the farm in 1995 
with the purchase of two young 
heifers. Today it is an extremely 
successful operation and Chris 
Knox is the current president of the 
Charolais Society of Australia. He 
is very optimistic about the breed’s 
prospects. 

In his report to the members of 
the society he says, “I personally 
believe that the Charolais breed 
has a big role to play in the future of 
the beef industry in Australia. Beef 
producers in Australia are set to 
have a big increase in profitability 
with world demand at an all-time 
high. With this demand, favourable 
weather conditions and the low 
dollar, we will see a considerable 
increase in prices for all grades of 
beef.”

Chris Knox is clear about the way 
he wants to raise cattle and his 
decades of experience in the field 
has led to the creation of one of 
the most successful operations in 
the country. He says, “We have our 
own idea about what we like to see 
in our cattle and we like a larger 
frame which in turn gives you a 
good high performance. 
“We thought that there is a 

big place in the industry for the 

thought Angus was the way to go 
in the future and we established 
ourselves in 1988, 27 years ago.

“The farm was family operated and 
we made a beginning with three 
calves and built up from there. 
When we started off with Angus 
they were not really popular. Today 
we have about 300 Angus females.”
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European cross and we selected 
the Charolais breed for the extra 
performance that it has. We find 
that the crosses and the Angus 
have excellent carcase potential. 
The heifers make us good money.”
The farm has ample grazing land 

and the pastures are predominantly 

native. Cereal cropping is carried 
out on 500 acres and some land 
is also devoted to lucerne pasture. 
Chris Knox says, “We rely on a lot 
of natural grass with heavy summer 
rains. But in the last three years it 
just has not happened, we have 
hardly had a spring.

Chris Knox and Helen Alexander
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“We produce our own feedlot mix 
over here. We have got our own 
mixing equipment. The feedlot mix 
we use is not a super strong mix. 
We take a little bit longer and it 
costs us a little more. We get them 
on a five to one or a six to one ratio 
of feed and weight gain. That’s not 
great but it’s good. 

“Some big feedlots get them down to 
a ratio of four to one on a really strong 
feedlot mix. That’s really testing the 
metabolism of the individual animal 
and results 
in a bigger 
p e r c e n t a g e 
of illnesses. 
We have 
hardly had 
to treat any 
animal here 
for feedlot 
illness. We 
would rather 
do it a bit 
safer than 
push the animal too hard.”

The DSK Angus and Charolais 
farm uses a unique selection 
process for determining the 
at tributes of the cat tle that i t 
breeds. While Chris Knox does 
rely on gene selection and is 
a strong suppor ter of modern 

breeding techniques, he uses 
his deep knowledge and vast 
experience of the breeds to 
choose the best bloodlines. 
Speaking about the method he 

uses, he says, “There is a lot of 
technology involved. We have got 
gene markers and genomics as 
selection tools. We have also got 
a breed plan. But we use these as 
indicators, we don’t swear by them. 

“We still do a lot of our cattle 
selection and base our breeding 

p r o g r a m 
on our 
own visual 
appraisal to 
get the type 
we want. 
We have 
tried to stay 
away from 
mainstream 
lines, not 
b e c a u s e 
they are 

mainstream, but because we just 
see problems within those lines. We 
have been lucky with the selections 
that we have made and at the 
present time we are concentrating 
on bringing in a lot of genetics out 
of North America and Canada.”
One of the areas that Chis Knox 

feels requires more work is the 

We still do a lot of 
our cattle selection 
and base our 
breeding program 
on our own visual 
appraisal
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export market for genetic materials. 
His view is that there is tremendous 
scope for the export of semen and 
embryos and that this segment 
can do much better if it finds 
ways to break into the markets 

which other exporting countries 
have entered into and won over. 
Speaking about this issue he says, 
“The Australian beef industry really 
lacks in the genetic materials 
export department. Australia has 
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some of the best genetics in the 
world but places like Canada and 
North America have established 
themselves in this market.

“Once the market is established 

it’s pretty hard to break into it. But 
I’m sure that there are some unique 
bloodlines around in Australia that 
could well and truly be exported 
internationally,  but it is a matter of 
getting the right promotion behind 
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them and breaking into the market 
that is already set up.”

DSK Angus and Charolais actively 
markets itself and its annual 
bull sale which is held at Borah 
Station is acknowledged as a 
major event. 

Speaking about the ways in which 
the farm is promoted, Chris Knox 
says, “We have always had a strong 
history of doing well in carcass 
competitions and feed trials.

“We market ourselves through our 
website and we do a lot of showing. 
The bull market industry is based 
on word of mouth and you have to 
establish yourself so that people 
start talking about you. Basically, 

that’s the way we do it. We advertise 
through the rural media and a little 
bit on TV leading up to the bull sale. 
We just let the cattle do the job for 
us.”

DSK Angus and Charolais sells 80 
bulls at its annual sale. It is also 

a large carcase producer and sells 
regularly to supermarket chains. 
The decades old establishment has 
strong foundations and ambitious 
plans to expand its operations. 
Speaking about the type of cattle 
that he wants to raise, Chris Knox 
says, “We always want to maintain 
high growth rates with finishing 
ability, muscle content and we are 
excited by the new bloodlines that 
we have imported from overseas.”

We just let 
the cattle do 
the job for us
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Campbell Foods Australia 
Fresh from the Wilderness Coast

FOOD & BEVERAGE



Business View Australia - July 2015    137   

AT A GLANCE
WHO: Campbell Foods Australia

WHAT: Campbell Brand is recognized 
worldwide for its long tradition of 
supplying superior quality beef, 
having being actively involved in 
the meat industry since 1861..

WHERE: Australia

WEBSITE: campbellfoods.com.au 

Campbell Foods is 
located in Eden on the 
Wilderness Coast of 
South Eastern NSW and 
is actively involved in 
farming, processing and 
distribution of quality 
Australian beef, lamb, veal 
and fine food products to 
domestic and international 
markets. The quality of the 
products is a reflection of 
the freshness of the local 
environment with pristine 
areas of the wilderness 
forests and beaches.

Campbell Foods Australia 
Fresh from the Wilderness Coast
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The Campbell brand is synonymous with 
quality meat products – and is recognised 
world-wide for its long tradition of superior 
quality beef, having been actively involved 
in the meat industry since 1861.

Campbell Foods Australia’s director, 
Katie Campbell has followed in the 
family business and is an active 
member of the company’s top 
management. She has detailed 
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knowledge about how the beef 
industry works and currently handles 
the company’s sales and marketing. 
Currently based in Hong Kong, Katie 
and brother Damien Campbell are 
heavily focussed on expanding in the 
Asian markets.

Campbell Foods Australia has 
already made steady inroads into the 
export market and has a number of 
customers in Hong Kong, Indonesia, 
Vietnam, and Mauritius. The export 

business for Campbell Foods 
Australia initially began with Katie’s 
father, Brendan Campbell, over four 
decades ago and a large portion of 
the current export sales are due to 
the contacts established by him.

Brendan also worked in close 
liaison with the late Vlado Gregurek 
of the famous Vlado’s Steakhouse in 
Melbourne where he was entrusted 
with selecting the rump and loins 
of beef for some 25 years. The 

FOOD & BEVERAGE



140    Business View Australia - July 2015

knowledge they were able to share 
with each other has been invaluable 
in selecting, ageing, preparing and 
cooking beef. 

Campbell’s Hong Kong plays an 
important role in the company’s 
plans as the market in China is 
handled from this city. Opening the 
office in Hong Kong has given the 
company a tremendous advantage, 
as the local presence has enabled 
them to make rapid strides in 

expanding in the Asian region. The 
company has also opened a retail 
arm in this Asian city and this 
business has expanded rapidly.

One of Campbell’s main selling points 
is that the beef is from Black Angus 
and Hereford cattle that are grass fed 
and hormone free and the company’s 
range of products is from naturally 
farmed pasture-fed cattle. The high-
end products are sold primarily to four 
or five star hotels and restaurants, and 
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the company has built up a large base 
of customers in this segment over the 
years.

The company is well regarded in 
the highly competitive Hong Kong 
market because of the superior 
quality of their produce. Explaining 
the reason for the success enjoyed 
by the company’s products, Katie 
Campbell says, “We pride ourselves 
on top quality produce and breeding 
is of the utmost importance when 

producing a high-end, consistently 
flavoursome product. The mix of rich 
soils for natural pastures, pristine 
waters from abundant rainfall, clean 
air and predominantly British breeds 
of cattle selection are required.

“I feel very proud of our family business 
running for five generations. We have 
achieved a lot and I have learnt a great 
deal from a young age, just watching 
the industry expand and now I am 
putting that knowledge to good use.”
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Argyle 
Prestige 
Meats 
Quality Beef and 
Lamb Suppliers
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Located in Harden, southern New 
South Wales, Argyle Prestige Meats 
is a beef and lamb supplier with a 
difference. It owns or closely controls 
the entire supply chain from the rearing 
of cattle and lambs, to processing 
them at its own facility, to delivering 
the packaged and labelled product 
to the retailer/restaurants or end 
customer. This attention to detail and 
refusal to compromise on any aspect 
of quality has resulted in the Argyle 
Prestige Meats brand carving out a 
name for itself as premium suppliers 
of the highest quality products.

Argyle Prestige Meats has built up its 
business operations over the years 
and currently supplies beef and lamb 
from its processing plant to over 400 
supermarkets spread across Sydney, 
Melbourne, Adelaide, Canberra and 
Brisbane. It also exports its products 
globally and directly to thousands of 
retailers and restaurants.

AT A GLANCE
WHO: Argyle Prestige Meats

WHAT: One of Australia’s largest 
integrated supply chain meat business.

WHERE: Located in Harden, NSW 

WEBSITE: http://argylemeats.com.au
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Lachlan Graham, CEO of Argyle 
Prestige Meats says, “We were large 
scale mixed farming producers and we 
took initiatives to step further up the 
supply chain due to the general lack 
of control of our product past the farm 
gate. 

“Most producers are price takers with 
little control over the product after the 
produce is sold, but we did not want 

to operate in that market. We started 
initially with an online marketing 
platform to access customers directly 
and we also tried to deal with butchers 
but we saw a shrinking market in 
that space. So we moved away from 
this segment and concentrated on 
developing our own branded products.

“We bought new machinery, 
commissioned a processing plant 
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and invested heavily in technology, 
particularly around retail packaging 
with longer shelf-life. This was done to 
reduce the shrinkage and wastage for 
the retailer. We also had a big focus 
on brand development and protection, 
and by having our own supply chain we 
were able to maintain the integrity of 
our brands. 

“A strategy was adopted to develop 
multiple brands using different 
packaging technologies with varying 
shelf lives. We also started taking over 
the whole cabinet of a retail store and 

delivering to that store on a daily basis, 
the entire meat range, labelled with a 
bar code and a price and a set gross 
profit margin. This enabled the retailer 
to reduce his overheads and cost of 
business.  

“We also focussed on exports, 
formed a joint venture with one of 
Australia’s largest private agribusiness 
companies, The Manildra Group, 
and in doing so built a new export 
approved processing plant. We took 
the same strategy as we had employed 
in Australia into export markets and 
opened an office in Hong Kong with my 
brother joining Argyle Prestige Meats. 

“Our business territory expanded into 
Asia, the Middle East, North America 
and Canada. We have a focus on the 
commodity meat market to a degree, 
but have tried to minimize that and 
we concentrate on a value-add supply 
chain model where we have accredited 
producers within our program. We 
stand by our brand and our product to 
ensure its integrity and to make sure 
that we have repeat customers.”

Argyle Prestige Meats devotes a great 
deal of effort to ensure that its product 
is of the best quality. It does not give 
its livestock hormones to make them 
gain weight and also does not use 
genetically modified feed. The herds 
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graze on open grass pastures and have 
access to trees for shade. 

The processing plant 
uses the latest 
technologies and 
robotics, and all 
employees who 
work on cutting or 
packaging meat have 
a computer chip on their 
uniform. This tracks their 
activity throughout the working day 
and allows the products which they 
have handled to be traced back to the 
employee who is responsible for them. 

Argyle Prestige Meats has successfully 
forayed into export markets and in 
this process has suitably altered the 
product and its packaging to meet 
the requirements of local customers. 
Each country needs different portion 
sizes and has specific packaging and 
labelling rules.
 
The company has been recognised 

for the quality of its products and is 
the recipient of the prestigious ‘The 
Weekly Times Coles 2013 Farmer of 
the Year’ award. The company’s herd 
is accredited by Meat Standards, 
Australia, and it has been named 
as a preferred supplier by the CAAB 
(Certified Australian Angus Beef).  
The operations of Argyle Prestige 

Meats have grown rapidly over the last 
seven years. It has discovered 

that the Australian market 
has a strong demand 
for hormone –free 
beef and lamb and 
has been able to 
deliver products that 
have found ready 

acceptance. The 
company is positioned 

to expand rapidly in both 
the Australian and export markets. 

When asked about the plans of Argyle 
Prestige Meats, Lachlan Graham says, 
“Reinvestment into our businesses, 
staying in the forefront of technologies 
and having a global presence backed 
up by our quality measures.

“Growing our database of suppliers 
so that quality producers in Australia 
have a direct link to our plant. We 
give our suppliers detailed feedback 
so that they can develop and grow 
their production systems to survive 
in the future. We try and grow our 
efficiencies and maintain our global 
competitiveness. For us it is going to 
be all about growth and if you don’t 
have that focus you get squashed in 
this industry.”

Preferred Vendor:
Roadmaster
http://roadmaster.com.au
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