
Water, water everywhere for AIS
Elena Gosse, CEO of Australian Innovative Systems

The potential for this exciting exporter is far more than just a drop in the ocean.

A
fter arriving in Australia as a Russian immigrant, my journey in 
business, and then exporting in Australia, started in 1992. At that 
time my husband, Kerry and I acquired AIS, a company which 

manufactures chlorine generators and water disinfection technology.

Initially AIS was a small, family business with three staff and an 
annual turnover of approximately $100,000. In 1995 I joined AIS as 
company director and secretary and that same year we entered the 
export market. In 1997 I saw huge opportunities for the business 
and decided to implement a global expansion plan. 

I am now CEO and am proud to say that our company exports our 
products to more than 55 countries for use in home swimming 
pools and commercial projects such as swim schools, aquatic 
facilities, water theme parks and resort pools.

From very humble beginnings we have grown AIS to employ more 
than 50 equivalent full time staff and achieved an annual turnover of 
more than $8 million.

The export journey
When AIS started exporting in 1995 initially our market focus was 
Europe. Then we expanded into Europe and Asia. AIS’ export market 
is now approximately 40 per cent of total business. The majority of 
that emanates from the European market, followed by Asia.

Today, our main export focus is on Asia and the US, particularly in 
relation to the recent release of a number of our latest products, 
which include a revolutionary freshwater chlorine generator for 
home swimming pools.

We have actively grown our export market through various methods 
including attending large international trade shows and conducting 
our own international business missions. I also regularly speak at 
major industry events. Whenever we take our products overseas a 
great deal of interest is always generated. 
 
In 2016 we plan to expand our markets further and will attend two 
trade shows in the US as well as grow sales in Canada.

16  |  INTERNATIONAL BUSINESS TODAY – SUMMER 2015

PEOPLE



Our primary customers generally come from the leisure, tourism 
and hospitality markets. AIS’ chlorine generators are installed in a 
wide range of commercial and residential projects from large water 
theme parks such as Waterbom Bali in Indonesia, to the Grand 
Hyatt Hotel Lagoon Pool in Dubai, to municipal swimming pools in 
Prague, to numerous resorts in the Canary Islands, a competition 
swimming pool at Moscow State University and a large resort 
development in the Philippines. There is also the worldwide home 
swimming pool market. 

As a manufacturer, AIS does not have a sales team but rather a 
family of approved, worldwide distributors who we consider our 
eyes and ears and part of our R&D team.

The business of exporting forms part of AIS’ ongoing global 
expansion plan. It ensures year-round revenue in the ‘seasonal’ 
market of swimming pools and water disinfection. From our R&D 
efforts we know there is high demand in locations such as Asia 
and the US for residential and commercial fresh water chlorine 
generators as well salt and mineral water chlorine generators. 

As an agile company AIS has recently developed a number of 
new products to satisfy that market demand, particularly in the 
freshwater area.

In many cases, due to our reputation for innovation and quality, 
markets choose us. We are regularly approached by worldwide 
distributors who wish to stock our products.

Addressing challenges 
Australia’s high labour costs make the process of manufacturing 
relatively expensive however the increasing demand for high quality, 
innovative products means that we will keep developing more and 
more innovative products to maintain our position as a leader in the 
water disinfection industry.

To protect AIS’ intellectual property and guarantee outstanding 
quality, we keep all R&D and manufacturing activities in Australia. 

I regularly present at industry and business events and use these 
opportunities to help debunk myths surrounding water disinfection and 
chlorine use. Governments and health agencies are under huge pressure 
to eliminate the risk of recreational water illnesses in our communities.

At AIS we have decided to embark on a water hygiene education 
campaign to keep what we call ‘SINS’ (swimmer introduced 
nasties) out of public and private pools through simple, effective 
methods such as showering before swimming, not swimming 
when ill and ensuring children are encouraged to use toilet facilities 
regularly during swimming activities.

We are meeting with Queensland Health authorities as well as 
industry stakeholders to help promote awareness regarding good 
water hygiene.

AIS’ TOP EXPORTING TIPS

• Innovation is the key to success. Surround yourself with 
likeminded people who embrace challenges and are 
ready, willing and able to create, or quickly respond to 
market demands.

• Do not consider going global unless you have done your 
homework and know that your product will satisfy or 
create a demand.

• Stay connected. Maintain personal relationships with 
your distributors/customers and ask them for continuous 
feedback. They are a valuable part of any export business’s 
R&D team.

Rather than change the way AIS does business these 
lessons have helped to reinforce our overall business culture 
and affirm that our business plans are well on track. 

Future focus
Recently we purchased another manufacturing facility with 
additional land adjacent to our corporate headquarters. As the 
world’s population continues to grow, the effects of climate change 
continue unabated, and water remains our most valued resource, 
there will be increased demand for large and small scale, cost 
effective, water disinfection systems. AIS is perfectly positioned to 
meet this demand.

My goal for AIS is to be the market leader in water disinfection and 
reach a $40 million-plus annual turnover by 2020. We will do so by 
bringing all manufacturing facilities together in the one location, 
expanding production capacities, creating more jobs to support 
Australia’s economy, increasing distribution channels in export and 
local markets and continuing to invest in research, development and 
staff training.
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