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It’s the age  
old question: how can 

I grow my business 
easily, quickly, and 
without spending  

a fortune?

Small business is not about complex fiscal calendars or 
complicated marketing campaigns. In small business, 
success is built up by experimenting with a variety of 
ways to improve your profits. This can be across anything 
from new products, staff training, lower overheads, and 
even expanding in the online space.

In this eBook, we will look at solutions that can be 
executed quickly and easily. 

Nowadays the power of online connections is a growth 
solution that will bring you better results, the more 
effort you put in. Use this guide to delegate marketing 
tasks to your entire team, and start to see amazing 
results from very simple changes.

Hospitality is an exciting industry that loves nothing 
more than new concepts and trend-driven ideas. 

I n t ro D U C t I o n



PA RT  O N E

Leverage 
social media.

SoCIal MeDIa IS the fIrSt 
poInt of Call for the 
MajorIty of USerS tryIng  
to fInD or engage wIth  
yoUr BUSIneSS. 

It goes without saying that any 
hospitality business - big or small - 
should have a strong and engaging 
social media presence.

The latest data from late in 2015 shows 
the extraordinary traffic seeking out 
business pages, with a billion people 
visiting a Facebook business page in 
October alone.1 

havE ThE RIGhT INFORmaTION.

For many younger users (aged 
20s-40s), your Facebook page is their 
first point of call for contact details, 
reviews, images, menu, specials, and 
location and parking information. So 
make sure your page is populated with 
all of the above.

Think about what you would want to 
know as a customer: are there high 
chairs for the kids? What’s the average 
price for a dish? What are your open 
hours? How can I quickly and easily be 
in touch to make a booking?

a PICTURE TELLS a ThOUSaNd WORdS.

Image and video sharing platforms 
like Instagram and Snapchat are also 
amazing tools for constant updates on 
your business without appearing to 
hammer the consumer. You can load 
everything from food shots to behind-
the-scenes in your kitchen. People love 
food photography!

Rob Palmer, a Sydney-based food 
photographer, recommends that you 
keep the shots loose and natural, 
without looking too structured  >

1 https://zephoria.com/top-15-valuable-facebook-statistics/



“Food used to be shot perfectly presented, but now 
everyone is trying to capture a moment - letting the crumbs 
fall across the plate or table, the dirty knife loosely placed 
edge of frame, the filling oozing and dripping from the 
roughly cut slice,” says Rob.

“More recently for a while there many photographers were 
getting a bit carried away with the treatments and filters 
they were applying to their images. Most photographers 
have pulled back massively on these techniques as they 
now look very dated.”

Set up your food at a table that resembles how it would 
normally look with customers.

SOCIaL mEdIa IS BEING UNdERUSEd.

In this year’s annual Silver Chef HISI Report, one of our 
key findings was that social media is still being massively 
underused in the hospitality industry.

After reviewing results from our customer surveys, it was 
surprising to note that a significant portion are letting 
social media take a backseat to other priorities. 

Across all sectors - restaurants, cafes, fast food/takeaway, 
coffee roasters, clubs and pubs/bars/hotels - there were a 
slice of businesses who said they would only ‘occasionally 
jump in and have a look’, even though they realised it was 
important.

Here are the worst offenders who admitted they only 
occasionally use their social media accounts for business:

faSt fooD/takeaway - 38%
ClUBS - 33%
Coffee roaSterS - 31%
CafeS - 18%
reStaUrantS - 11%
pUBS, BarS & hotelS - 15%

A massive audience is waiting!

for those who are still not convinced, here are some key 
facts you might want to know about social media in our 
modern business marketplace:

      FOOd USEd TO BE ShOT PERFECTLY 
PRESENTEd, BUT NOW EvERYONE IS TRYING TO 
CaPTURE a mOmENT - LETTING ThE CRUmBS 
FaLL aCROSS ThE PLaTE OR TaBLE, ThE dIRTY 
kNIFE LOOSELY PLaCEd EdGE OF FRamE, ThE 
FILLING OOzING aNd dRIPPING FROm ThE 
ROUGhLY CUT SLICE.

“
There are nine million Australians logging into 
Facebook every single day. 2 That’s 79% of our 
nation online, every day. 3

The average consumer mentions brands 90 
times/week with family, friends and co-workers.

Almost half (49%) of Australians are visiting 
their social media pages every day, with 5 million 
images uploaded to Instagram alone daily.

24% of Australians say they use social media to 
‘follow or find out about particular brands or 
businesses in general’.4

2 http://www.abc.net.au/news/2014-02-04/facebook-turns-10:-the-social-network-in-
numbers/5237128 
3 https://www.sensis.com.au/assets/PDFdirectory/Sensis_Social_Media_Report_2015.pdf 
4 https://www.sensis.com.au/assets/PDFdirectory/Sensis_Social_Media_Report_2015.pdf



PA RT  T W O

Invest in 
staff training.

froM yoUng apprentICeS to 
experIenCeD SenIor talent, 
the fooD anD Beverage 
InDUStry IS SeeIng ItS loweSt 
nUMBerS In yearS. 

Compare this with our skyrocketing 
population numbers, and higher dining 
numbers than ever before, and it’s been 
predicted that the hospitality industry 
will need an extra 123,000 workers by 
the year 2020 just to survive.5

So, if you’ve got a great team - hang 
onto them!

CONSTaNT aNd CONSISTENT TRaINING.

Improve your business (and lower the 
cost of constant staff turnover) by 
investing in strong training for your 
staff. If you’ve found a great team, work 
hard to keep them.

Most businesses are front-heavy 
when it comes to staff training. Their 
introductory training is important, yes 
- but what about the months and years 
that follow?

Set up a training schedule to remind 
yourself every few months to find an 
opportunity to expand your staff’s 
knowledge and skills. 

There is a wide variety of skills update 
courses available - and if you are short 
on cash, run one yourself! If you can’t 
find an opportunity to be working on an 
area of your business, then you’re not 
looking hard enough.

GET CREaTIvE.

Training nights are also a wonderful 
opportunity to create excitement and 
motivation in your team.

Think of fun and challenging training 
events, set up a great rewards system, 
and make sure you’re constantly 
offering opportunities for higher 
education with your staff if that’s what 
they’re looking for.

aSk FOR ThEIR advICE.

The best people to guide your staff’s 
training goals should be THEM. During 
your weekly or monthly staff WIP 
meeting, enquire where they would like 
to improve or expand their skillbase. 

This isn’t about training them up for 
them to move onto another business 
(as many business owners fear) - this 
is about proving to them that you are 
vested in their personal growth. More 
often than not, it actually works as an 
impetus for them to remain loyal.

IT’S BEEN PREdICTEd 
ThaT ThE hOSPITaLITY 

INdUSTRY WILL NEEd 
aN ExTRa 123,000 
WORkERS BY ThE 

YEaR 2020 jUST TO 
SURvIvE.5 

“

5 http://www.hospitalitymagazine.com.au/food/news/industry-needs-123-000-more-workers-by-2020-report



PA RT  T H R E E

Lower your
overheads.

there are plenty of 
overheaDS In yoUr BUSIneSS 
- SUCh aS rental CoStS - 
that yoU’re UnaBle to 
Change. BUt two BIg areaS 
yoU Can attaCk IMMeDIately 
are yoUr proDUCe CoStS, anD 
Staff wageS.

In terms of your produce, shop around, 
and make sure you’re getting the best 
deal. A lot of chefs get stuck on using the 
same suppliers without looking around 
- why not use multiple suppliers? Always 
negotiate the given prices. If you have 
any kind of volume, your supplier will 
always be happy to negotiate.

When it comes to wages, It’s all about 
service structure: a business needs to 
learn to operate on its bare minimum.

GROWING COSTS.

no, you’re not just imagining it: the 
cost of living is australia is indeed 
skyrocketing.

Everything from the price of bread to 
the cost of a house has blown out in 
the last few decades. Since 1975, the 
average cost of a suburban property 
has grown 30 times in value, whilst  
the average wage has only grown 10 
times.6  Little wonder we are feeling  
the pinch. 

Fresh food has also ballooned, with 
prices swelling even in just the last ten 
years alone - in Sydney, a 1kg loaf of 
bread cost $5.03 on average in 2013, 
compared with $3.33 in 2008, and 
$1.97 in 2003.7

One sector feeling the cost of inflation 
- particularly in the realms of food and 
rent - is the hospitality industry. In fact, 
the shifts in business overheads and 
produce costs are creating tangible 
changes in not only how our country’s 
restaurants are run, but also what they 
look like. 

ExPERT’S OPINION.

We sat down with chef and hospitality 
expert, Stefan Blee, to find out what’s 
happening in the industry, and how you 
can work to keep your own business 
costs down.

Stefan Blee has worked in the 
hospitality industry for over 20 years.

 

reaD the IntervIew  >

SINCE 1975, ThE avERaGE COST OF 
a SUBURBaN PROPERTY haS GROWN 

30 TImES IN vaLUE, WhILST ThE 
avERaGE WaGE haS ONLY GROWN 

10 TImES.6  LITTLE WONdER WE aRE 
FEELING ThE PINCh. 

“
$

6 http://www.news.com.au/finance/money/costs/40-years-of-change-what-were-paying-way-more-for/news-story/3a9cc7dbc1ec5394c3dbe8ba9365b064
7 https://www.allianz.com.au/life-insurance/news/the-rising-cost-of-living-in-australia



dURING ThIS TImE hE haS WORkEd aS a SUCCESSFUL ChEF, maNaGING hIGh-ENd RESTaURaNTS aROUNd aUSTRaLIa. 
FOR ThE LaST 21 YEaRS, hE haS WORkEd IN SENIOR maNaGEmENT, maNaGING maNY BUSINESSES SImULTaNEOUSLY.

STEFaN NOW LIvES IN BRISBaNE, aNd haS OPENEd COFFEE ShOP aNd EaTERY ‘PROjECT 41’. STEFaN IS WELL-kNOWN 
aS aN INdUSTRY ExPERT IN ThE maNaGEmENT OF hOSPITaLITY BUSINESSES, aNd WORkS aS a CONSULTaNT FOR a 

vaRIETY OF aUSTRaLIaN RESTaURaNTS aNd hOSPITaLITY BUSINESSES.

Stefan Blee
M E E T



wIth 20 yearS’ experIenCe In the InDUStry, haS 
the CoSt of overheaDS anD proDUCe BeCoMe 
DraMatICally worSe?

Absolutely. It’s a lot harder now to control and maintain costs, 
and it’s only going to get worse.

why IS that?

There is a rising cost of operating across the board. There 
is rising cost of leases, and also loans. The cost of foods are 
double what they were 12 years ago, such as fruit, vegetables, 
and meat. Back when I started cooking, you could rely on your 
cheaper cuts, but these days, there’s no such thing as a cheaper 
cut! Cheaper cuts are ‘fashionable’, so the trends have moved 
towards using them, and the prices have gone up. 

And as we know, labour is the hardest cost to manage. Staff 
are the largest expense, so trying to keep your wages to an 
operating level is a struggle. We (Australia) famously have the 
highest minimum wage in the world, and that’s a real indicator 
of how hard it is to run a business - hence the decline of fine 
dining restaurants.

apart froM fIne DInIng, what other areaS of 
the hoSpItalIty InDUStry are ShowIng SIgnS 
of Change DUe to theSe rISIng CoStS?

There is a move to casual eating, with really simple staffing 
structures; fine dining takes a lot of staff. When you consider 
inflation (across everything else), the cost of dining has 

almost become cheaper. Why? Because the prices on the 
menus haven’t changed that much in the last 15 years, despite 
everything else changing.

Then you look at the added costs of running a business, I mean 
gas and electricity have doubled in cost over the last eight 
years! So just to operate, it’s so expensive. I’ve seen electricity 
costs go upwards of $25,000/quarter for a large restaurant.

Businesses cannot ‘absorb’ the costs of these changes, but it’s 
more changing everything you do. We’ve all had to become a 
little more efficient. 

You will see the rise of cheaper eateries, therefore, with 
simple kitchens and less staff, and price points at $10 or less. 
There’s more repetition on menus: using the same items, or 
ingredients...just being clever.

what are SoMe StartIng poIntS for SMall 
BUSIneSS ownerS lookIng to reDUCe theIr 
overheaD anD proDUCtIon CoStS?

It’s important to remember that there are costs that are 
manageable, and there are costs that aren’t.

For example, when you sign a lease, you’re stuck with that 
lease. That’s fixed. All of your gas and electricity, they don’t 
really change either. 

The only things you can really manage are your costs of goods, and 
your wages. These are two things that need constant attention. >



ok, So what are yoUr tIpS  
on reDUCIng the CoStS  
of gooDS?

Shopping around, and making sure 
you’re getting the best deal. A lot chefs 
get stuck on using the same suppliers 
without looking around. I’m an advocate 
for having multiple suppliers: for 
example, one supplier might have oils 
and flours cheaper, and other suppliers 
might have sugars and vinegars cheaper. 
It really pays to do your homework.

And the other thing is always to 
negotiate these prices. If you have any 
kind of volume, your supplier will always 
be happy to negotiate.

yoU alSo MentIoneD 
ManagIng yoUr wage CoStS. 
thIS IS a topIC that IS over 
the newS, aS aUStralIa haS 
InCreaSeD oUr MInIMUM wage 
to $17.70 per hoUr. What’s 
your advice on keeping 
Wage costs loW?

It’s all about service structure: a 
business needs to learn to operate on 
its bare minimum.

If you need one person that makes 
coffee, and they’re busy making coffee, 
and their costs are relevant to one 
person making coffee - then that’s fine. 

You can’t change that. That’s your bare 
minimum requirement.

And as your revenue increases, then you 
will have the need for more staff. But 
start with the minimum.

However, I think many many businesses 
overstaff. They get concerned with 
whether the ‘experience’ for the 
customer is complete. It’s just not 
necessary.

are there any BIg trenDS 
eMergIng that BUSIneSS 
ownerS Can take aDvantage 
of to reDUCe CoStS?

Yes: the service style. That is, so many 
places are opting for a more casual style. 
I think it works really well, and I think 
people are used to it now. I think people 
are used to the casual style eatery.

From the food side of things, we’re seeing 
chefs utilising cheaper ingredients, 
especially in vegetables. They’re no 
longer relying on the prime cuts of meat 
- they’re slow cooking, and using pickling, 
which maintains lower costs. 

But the biggest trend I’m seeing is 
the abundance of cheaper eateries 
opening up. There’s burger places 
everywhere, little bars popping up 
with cheaper dishes, and little kitchens 

that are relying on less chefs. It’s very 
rare that you see large restaurant 
openings anymore.

what aDvICe Do yoU have 
for thoSe lookIng to open a 
reStaUrant?

It’s all about the lease. You need 
to negotiate a really good lease 
arrangement, and don’t overcommit 
yourself. You might think that because 
you’ve signed a really great lease smack 
bang in the middle of the city, you’re 
going to have thousands of people 
walking through the door, but that’s not 
always the case.

Also, design is everything, of both the 
kitchen and the dining floor. I’ve just 
spent time with a restaurant that was 
doomed from the start. The architects 
came up with a beautiful space, but it 
was one that needed too many staff to 
control it. There were lots of nooks and 
crannies and it became a nightmare. 
The kitchen was too spread out, and it 
needed three chefs to make it work.

PROjECT 41 CaFE
41 O’Connell Terrace,  
Bowen Hills QLD 4006

www.p41.com.au

ThE BIGGEST TRENd 
I’m SEEING IS ThE 

aBUNdaNCE OF ChEaPER 
EaTERIES OPENING UP. 

ThERE’S BURGER PLaCES 
EvERYWhERE, LITTLE 

BaRS POPPING UP WITh 
ChEaPER dIShES, aNd 

LITTLE kITChENS ThaT aRE 
RELYING ON  

LESS ChEFS.

“

http://www.p41.com.au/


PA RT  F O U R

Experiment  
with channel 
blurring.

thInk aBoUt MCDonalD’S 
oUtletS In Bp ServICe 
StatIonS, Coffee ShopS 
loCateD at Car repaIr 
CoMpanIeS, or pop-Up 
StanDS lIke DoUghnUt tIMe 
wIthIn topShop faShIon 
StoreS. Channel BlUrrIng 
IS all aBoUt MergIng two 
BUSIneSSeS, or SpaCeS,  
Into one.

As the younger generation moves in to 
take over from our ageing population, 
innovative ways to share retail 
spaces are emerging quickly. Why? It 
introduces new customer bases to both 
businesses, shares the cost of rent, 
reduces your carbon footprint, and is 
generally an exciting concept to attract 
consumer attention.

WhaT dOES ‘ChaNNEL BLURRING’ mEaN? 

Channel blurring is the combining 
of two autonomous (and often 
paradoxical) lines of retail into the 
one venue, usually one that is normally 
aligned with a certain type of item.

A report on the topic from Mays 
Business School describe it as “....a 
phenomenon in which consumers 
are moving their purchases of a 
product category from channels or 
retail formats traditionally associated 
with that category (e.g., grocery) to 
alternative channels (e.g. mass, club, 
extreme value/dollar) and in which 
retailers from one channel are selling 
items traditionally associated with 
other channels.”8

WhEN dId IT BECOmE POPULaR?

Although there is no clear definition of 
when the term ‘channel blurring’ first 
rose to popularity, many believe the 
phenomenon took on new life after the 
Global Financial Crisis of 2007-2008. 

With vastly reduced available funds, 
wealthier individuals found themselves 
frequenting low-cost supermarket 
outlets. Inspired by their new influx of 
audience, the supermarkets begun to 
expand their offering. 

“When Wall Street and the housing 
bubble collapsed in 2008, consumers’ 
spending priorities shifted,” writes 
Joseph R. Bona for commerce blog 
‘Chain Store Age’. “Relatively affluent 
shoppers began checking out the likes of 
Walmart or Big Lots for the first time.” >

8 http://mays.tamu.edu/center-for-retailing-studies/wp-content/uploads/sites/18/2015/04/Channel-Blurring-1-20-14-Final-Clean.pdf



“Wine aficionados went to see if their favourite brands 
were cheaper at Costco, which they were. And landlords 
began welcoming extreme value retailers like Dollar Tree 
to centres that were once off limits to such tenants. The 
net effect is that more retailers now understand that their 
stores are not necessarily for one type of person alone.”

hOSPITaLITY INdUSTRY ‘ChaNNEL BLURRING’.

Whilst this theory focuses on supermarkets specifically,  
the general theme can be applied to the hospitality 
industry as well. 

The GFC had catastrophic effects on the Australian 
economy: whole high streets of shops such as Oxford 
Street in Sydney became a veritable ghost town as rents 
spiked, sales dropped, and restaurants and retailers alike 
simply could not afford to continue.

madE FOR mILLENNIaLS, BY mILLENNIaLS.

Interestingly, one of the most highly affected groups in 
Australia were millennials, who struggled to find work in a 
difficult climate. According to Australian Policy Online,

“Data shows that 18-24 year olds (Gen Y) were hit 
the hardest with the highest levels of unemployment, 
increased reliance on government benefits, and salary 
growth just above inflation over the period December 
2008 to December 2009. Despite this, they remained the 
most optimistic and showed no evidence of slowing down 
their spending.”9

Short on cash, but big on retail therapy, Gen Y needed to 
become innovative if they were to survive. And so the rise 
of channel blurring in Australia begun.

FaShION, mUSIC, aNd hOSPITaLITY. 

The hospitality industry was one of the biggest recipients 
of the new channel-blurring trend. The GFC sunk many 
cafes, restaurants, and bars here in Australia, with an 
estimated 30,000 small businesses disappearing since 
2007.10 Those who did manage to survive were the ones 
that existed in high foot traffic, inner-city, urban centres. 

With venues closing, two major industry groups were 
without a home: music and fashion. 

With the unemployed and struggling Gen Y age group 
acting as the major innovators in both those spaces, 
allegiances were formed with local bars, cafes, and 
restaurants to be able to house their performances and 
collections. The collaborations were extremely well-
received, with many Australian brands such as Ksubi 
continuing their innate connection between fashion, music, 
and nightlife almost a decade on. >

      ThE GFC SUNk maNY CaFES, 
RESTaURaNTS, aNd BaRS hERE IN 
aUSTRaLIa, WITh aN ESTImaTEd 
30,000 SmaLL BUSINESSES 
dISaPPEaRING SINCE 2007.

“

9 http://apo.org.au/resource/economic-vitality-report-impact-gfc-australians
10 http://www.aph.gov.au/library/ 



a STRaTEGIC mOvE.

In the Handbook of Hospitality Strategic Management, 
Prakash K. Chathoth argues that “....strategic alliances 
are used as vehicles of growth that provide partners with 
access to each other’s resources and capabilities.”

He believes that in today’s global economy, it’s more 
important than ever that hospitality firms use alliances to 
access great markets, and to save costs in their own brand 
development. “Acquiring resources or developing them 
internally may be a most costly option, which could be done 
away with if alliances are pursued.” Or in other words, if 
you can share the burden - then why not?

ThE CONTINUING SUCCESS OF ‘ChaNNEL BLURRING’.

Fast forward to the present day, we are in a much more 
stable economic position than we were just under a decade 
ago following the GFC. But the positive effects of channel 
blurring carry on.

The unexpected factor of featuring an unusual item or 
performance without your hospitality business is a great 
attraction for new customers. It provides your business 
with an ability to look beyond your ‘core’ or target 
audience, and welcome in another demographic. 

hOW TO makE IT WORk FOR YOU.

Restaurants with a slow dine pace (i.e. higher end eateries) 
can look to include artwork for sale in their venue for 
patrons to view whilst eating. Restaurants and cafes with a 
faster dine pace can actually immerse their customers within 
hanging clothing ranges to flick through and walk around. 

Hole-in-the-wall coffee shops can stock their shop with 
records and music for sale. Larger venues can host a variety 
of entertainment - music, comedy, trivia - as spaces with 
a basic layout (that can be packed up easily) look to host 
clothing or record meets.

So forget trying to understand your key clientele, channel 
blurring means you can welcome several demographics, all at 
the same time. Your limit is only your creativity and network 
of like-minded business people to invite into your space.

      STRaTEGIC aLLIaNCES aRE 
USEd aS vEhICLES OF GROWTh 
ThaT PROvIdE PaRTNERS WITh 
aCCESS TO EaCh OThERS’ 
RESOURCES aNd CaPaBILITIES.

“



PA RT  F I V E

Go mobile.

It goeS wIthoUt SayIng  
that the SMartphone IS the 
new SoUrCe of InforMatIon 
for the MajorIty of 
aUStralIanS - So, what DoeS 
yoUr BUSIneSS look lIke 
onlIne? IS yoUr weBSIte 
MoBIle optIMISeD? IS yoUr 
MenU eaSy to fInD?

Don’t limit yourself by sticking to 
‘traditional’ sales and marketing 
techniques. If you’re not already, be 
flexible and apply part of your resources 
to growing your online and mobile 
optimised business.

ONLINE FOOd ORdERING.

Alongside Uber, Airbnb, and app-
based dating; online food ordering 
applications have been one of the 
biggest successes of the last two years.

The modern consumer does not 
venture out for takeaway anymore, nor 
will they call through an order. They 
will place a takeaway order with one of 
the new mobile ordering apps such as 
Menulog, Uber Eats, and Deliveroo.

So, make sure you are registered with 
one (or all!) of the above apps: it’s a 
sure-fire way to quickly and easily pick 
up new business at all hours of the day.

USING mOBILE aPPS TO CaPTURE NEW 
aUdIENCES.

Deliveroo and Menulog are two 
ordering sites that use online 
marketing on social media channels 
to great success - you could also be 
catching this traffic with your own 
social media content.

Using targeted marketing through 
social media posts, you can even target 
your local area on specific nights - such 
as Sunday evening, when takeaway and 
fast food consumption peaks. And using 
image sharing platforms like Instagram 
is an easy way to snag new customers 
with engaging imagery.

mOBILE OPTImISaTION.

What does it mean to be ‘mobile 
optimised’? Easy. When a website is 
not mobile optimised, it means that 
it does not rescale when viewed on a 

mobile phone. Fonts will look small, the 
design skewed, and generally difficult 
to navigate.

If it is mobile optimised, the website 
will scale down perfectly to fit the size 
of the smartphone screen. Often, the 
design will be streamlined or reduced 
to make it easier to browse on the 
smaller screen.

With the majority of internet users 
browsing the internet on their mobile 
[as opposed to a desktop or laptop 
computer], it is more important than 
ever to make sure your business’ 
website is mobile optimised.

According to Yump, Smartphone 
ownership in Australia increased from 
11.1 million in 2013 to 15.3 million in 
mid-2015. 

“During the same period, tablet 
ownership increased from 6.3 
million to 11.2 million,” writes Yump. 
“Smartphone and tablet make up 
63% of total time spent on devices in 
September 2015.”11

aCCORdING TO YUmP, SmaRTPhONE 
OWNERShIP IN aUSTRaLIa INCREaSEd 

FROm 11.1 mILLION IN 2013 TO 15.3 
mILLION IN mId-2015.11

“

11 https://yump.com.au/2016-australian-mobile-statistics-how-digital-is-increasingly-a-mobile-first-experience/ 



Growing a small 
business can often 

feel impossible.

Freeing up the cash necessary to bring on board a marketing 
or sales expert is not an option in the early years, and yet, 
constant reinvention of the business is crucial.

This eBook has looked at five simple ways to take control of 
your business’ success, straight away. No experts needed.

From investing in your staff to leveraging the various online 
tools at your fingertips - such as social media or mobile 
ordering apps - you can find quick fixes that really work.

Good luck working on your business, and remember - it 
takes many small steps to take a great leap forward.
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