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NEW BEGINNINGS

There comes that day when you begin to think 
about owning your own business. Whether you 
do so from unhappiness in your current position, 

or whether you simply want the challenge of building a 
business, you should know that success will be in direct 
proportion to the work you invest.

Some businesses are destined to do well, driven by luck 
and an indefinable factor that attracts customers. Most, 
though, profit by the sheer determination and planning 
the owner contributes. 

When looking for a business to undertake, the very 
successful will tell you that it’s far easier to provide a 
service or product that is genuinely needed, than to try 
and force feed a new concept to an uninterested public. 
So, it’s only natural, when deciding a business course, 
to put yourself in the position of your potential customer. 
Ask yourself, What would I hire someone to do for me? If 
I could pay someone to take a chore off my hands, what 
would it be?
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What would be the most popular answer? “Clean my 
house!”

Therefore, it’s also the most natural answer to what kind 
of business you should start. Given, though, that you 
approach it like a business, and not a part-time means to 
earn a little extra cash.

So, how would you go about starting a cleaning business? 
It just so happens, you’ve come to the right place.  This 
book is a manual for success, written by one of the most 
successful entrepreneurs in the cleaning business. You’ll 
find lessons that are usually earned the hard way, with 
expense and disappointment. There are tips intended to 
save you time and enable you to leave your customers 
satisfied and waiting for your return. 

Let’s get started.

STARTING OUT
 
WHO ARE WE?

One of the first things you will want to do is to define 
your ideal customer. This is far more than just saying you 
want customers who pay and give you no trouble—it’s 
about identifying who you are as a business owner and 
what sort of services you intend to provide. You must 
establish an identity for yourself.
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Look at the area where you intend to begin your business.  
Is it mostly residential? Businesses? Industrial?  You will 
want to gauge your service offering against what would 
be most readily marketable. 

If the area is residential, you’ll want to gauge the 
predominant income level and typical house furnishings. 
For example, if your area homes generally are carpeted, 
you may want to include carpet cleaning as one service. 
If, however, more have tile or hardwood, carpet cleaning 
would not be needed.

Let’s say, for example, that your office is located in a 
hospital area where doctors’ offices might be good 
customer candidates. You will want to develop techniques 
for biohazard removal of used syringes and medicinal 
waste—this sort of capacity may give you the needed 
advantage over the competition.  

WHO IS MY COMPETITION?

One of the fastest ways to determine your potential 
market is to research your competition.  This can be 
accomplished in a number of ways. 

You might intend to hire someone who formerly worked 
for the other companies. They may have left unhappily 
and be only too happy to refer former customers to you. 
This can also backfire, though, if they tend to be unhappy 
in general and may take your customers with them if they 
leave your company as well. 
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Another way is to simply hire the competition. Let them 
come by and give you their sales pitch and hire them 
for a trial period. Learn their strengths and weaknesses, 
learn their tips and ask plenty of questions.  See what 
they quote you for the work and what they will list as 
their strengths.  Does the competition leave out some 
crucial service that you could provide – thereby letting 
you provide the customer with a better total cleaning 
experience?

How does the competition market itself? Do they rely 
on word of mouth only? Do they place newspaper or 
radio ads? They will tell you about their strengths in their 
advertising, and about their weaknesses with what they 
leave out.

WHAT AM I NOT?

Too many new businesses make the mistake of trying to 
be everything to everyone.  It’s very tempting because 
initially you are building a customer base and the income 
won’t reach the needed level for some time. This can, 
however, be a fatal mistake. It’s very important to develop 
a product/services plan before you begin. Otherwise, you 
will find yourself responding to a market and building a 
customer base that doesn’t even resemble your ultimate 
goal. Thus, you will never truly build that base. This is the 
difference between being a professional company and 
being just a collection of people willing to hire out for 
whatever assignment may come their way.

Sometimes the best way to define yourself is to define 
what you are not. Imagine your company five years down 
the road and picture where you will be. Base your goals 
and business plan accordingly.

Offer quality above quantity. Reflect back on when you 
may have used a cleaner, or one may have provided 
services to a company you worked for. Remember what 
you liked or disliked about their service. People have a 
tendency to pass judgment on providers and feel they 
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could have improved on some aspect—what did you 
imagine you could improve upon? Did you hear comments 
from others? The old adage about the customer always 
being right doesn’t necessarily mean they are technically 
right; it means they must feel they are right in order to 
remain a happy customer.

SETTING UP SHOP

One of the first things most new business owners will 
do is to come up with a name. This is one area where 
Shakespeare’s “rose” rule does not always apply. The 
name of a company can be chosen for several reasons.

The owner’s name – Pride often spurs people to name a 
business for themselves, either surname or first. That’s 
fine as long as the name does not take away from the 
image the customers will perceive, or if it somehow 
prevents you from being able to market it fully. For 
example, with a cleaning business that is aimed at heavy 
industrial cleaning, it would not be a great idea to use 
your name if it happened to be Lightly, something cute 
such as “Lightly’s Ladies.” This would be very catchy if all 
you offered was residential, but the image of ruffles and 
lace doesn’t sound like a solution if the client requires 
you to move barrels of toxic waste. By the same logic, a 
young lady who lives alone may be put off hiring someone 
from a company named, “Butch’s Eager Beavers.” Silly, 
perhaps, but you get the point.  Some people may wish 
to avoid names that suggest stereotypes or would be 
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suggestive of strong ethnic or nationalistic association; 
as immoral as that is, people are people.

Choose a name that is memorable and is not already 
associated with another type of business.  If the 
mortuary in town bears the name, “Tuttle” it would not be 
appropriate to name a cleaning service using the same, 
even if the owner’s name were “Tuttle.” The mental 
association would make people turn away, even if not 
consciously.

Envision the name as a logo.  Does the name suggest 
the type of business you’re running? Could you create an 
easily identified logo to represent it? Remember, you will 
be using your name/logo in many places; on uniforms, 
on stationery, on your website, on the side of a van and 
on billboards. 

Can the name grab an Internet domain easily? Avoid 
using names that would be difficult to rank; in this case 
maybe something like “cleaning.” Even though it may 
absolutely say what you do, if your name is “The Cleaning 
Company” – you probably are not going to find that 
domain available so you’ll have to settle for something 
that is related and there goes a huge marketing hook. 
If you feel you would never have to worry about this, for 
example if your business were going to be launched in 

a very, very rural area where there was no high-speed 
cable access and people only used the telephone 
directory, then this wouldn’t be a concern.  But then the 
next reason would.

In the days of telephone directories, it was very important 
to use a name that would come early in the list when 
alphabetically-based. This accounts for the “AAA 
Agency.”

Price perception.  Don’t call yourself “Thrifty Cleaning” 
unless you are prepared to back that up for the long term.  
Choosing that name and then deciding to charge twice 
that of your competition is going to open you to ridicule.

Make it memorable.  The traditional rule of marketing is 
that a customer must see your name/logo seven times 
before remembering it. This law can be improved if the 
name is particularly easy to remember, in which case 
“Butch’s Eager Beavers” would be a very appropriate 
choice!

Remember that you are dealing with a long-term 
commitment to a name. It should be durable enough 
to be appropriate for fifty years and not based on some 
trendy term that will date you ten years down the road. 
You may be building your business with the eventual 
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intent to sell – be sure the name you choose would work 
well as well for another owner as it does for you.

BUILDING THE BRAND

After you’ve chosen a name, it’s time to begin building 
your brand.  This will include, among other things, 
adapting a logo.  A logo can be based on simply a nice 
type choice, but it’s better chosen with more criteria in 
mind. For example, when building a website, the use of 
colour is free, but not so in other areas. If you design 
a three-colour logo, you will need to use those same 
colours when embroidering uniforms, printing stationery 
or business cards, and painting a company van. In those 
uses, each new colour adds expense.  For example, if 
you were to use a rainbow in the design, you would have 




16 17

to print/apply multiple colours to make it work – rainbows 
simply don’t have the same effect in black and white.  
The same could be said if you used a photo in your logo 
– such as the owner’s image. At the same time, keep 
in mind that you will have a website and if you choose 
black and white, your options for website presentation 
are going to suffocate creativity for your web designer.

Avoid trendy visuals or slogans; what may seem very 
socially-conscious today will look silly and dated a few 
years from now.

The brand must be general enough to include new 
services you could add down the road, but still speak to 
what you offer today. Again, if you are doing residential 
cleanings now, “Lightly’s Ladies” may work just fine, but 
if you are moving into biohazard clean-up in a few years, 
the name has lost its cachet.

You’ll need to work with graphic designers to come up 
with your logo and to order the materials you’ll need, 
including stationery with business cards, a website 
design, uniforms, signage or decals for vehicles and 
very importantly, forms for conducting business. If you 
have some knowledge in this area, you might want to 
invest in a copy of good graphic design software so you 
can design your own. Adobe’s line of products is pricey, 

but professional in quality. There are some open-source 
options that mimic these, if you’ve the time to learn them. 

This brings us to one of the important lessons you need 
to keep in mind. Learn to delegate.  If you must spend 
80 hours learning software so as to be able to save 
paying a graphic designer for a logo, you are wasting 80 
hours when you might be working at a client’s location 
or otherwise building the business. At that point, the cost 
of hiring a graphic designer is very small in comparison, 
and chances are they will earn their fee by helping you 
avoid common pitfalls that novices will suffer; such as 
choosing a logo with twenty colours that will cost you 
dearly every time you add a new business card order. 
They could keep you from choosing neon orange as a 
colour if you only clean residential, or lilac if you only 
clean industrial sites. They will understand the theory of 
colour.

There are several sources of freelancers on the Internet 
including elance.com, freelancer.com and guru.com.  
Here you can find graphic designers, marketers, writers, 
web designers and programmers to help you put your 
business identity together without having to do all the 
work yourself. They work on a project basis, so spend 
the time to analyze what you need, figure out the type 

elance.com
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of professional who supplies this service and draft your 
project carefully so as to avoid overlaps but yet keep 
everything coordinated. Learn enough about what you’re 
ordering to be knowledgeable and fairly critical, but not 
so much that you’re spending your own valuable time 
doing what others may do for you – you are not in the 
graphic design business.

 You will need to engage a website designer who 
understands enough about your business to program it in 
such a manner that allows you to collect information from 
prospective customers, explains your services, makes a 
favorable impression and gets you healthy page rank for 
your keywords.

PUTTING IT TO WORK

Remember that all business documentation must work 
in print form as well as digital, since you will be keeping 
records most likely on a computer. For this reason, it’s not 
a bad idea to choose things like bookkeeping software 
early on as it’s much easier to adjust your form than it 
is to re-write the software. Consult with a bookkeeper 
or accountant, or perhaps you’ll even be using a tax 
attorney. It’s very important to understand what sort 
of documentation will be needed to maintain proper 
records. This could be a steep cost when first getting 
established, but it will be much less expensive and fewer 
worries to know what to expect, rather than to try and 
backtrack down the road when you find out you must 
provide certain documentation to take advantage of a 
tax deduction. Chances are this financial consultant will 
have a preference for bookkeeping software and it will 
save you money to go along with that recommendation, 
not to mention time.

One of the bonuses you’ll find in this book is the inclusion 
of some forms that have been legally prepared and can 
be used for your own cleaning business.
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While we’re on that topic, it’s critical that you consult with 
professionals who understand the laws in your area. You 
must engage an attorney/solicitor who will be sure that 
not only the structure of your business is sound, but also 
that you are complying with all the legal regulations that 
apply. 

This is particularly true if you will be handling things that 
have toxic or otherwise hazardous implications. You must 
protect not only your customer, but also your business 
and your employees. 

Everyone involved must understand all the legalities 
and be able to respond with an educated decision in 
an unexpected moment. Particularly in the cleaning 
business you will find yourself confronted with situations 
where there is no precedent and it’s critical that your staff 
be trained to either get to you quickly, or to make wise 
decisions on their own.

An attorney/solicitor can also help you to be sure you are 
protected with insurance. You are dealing with a high-risk 
industry and cannot afford to leave yourself open to the 
possibility that a negligent employee could cause you to 
lose your business. The attorney will help you structure 
your business so that you are not personally responsible 
for what the business does, meaning if you should be 

forced to close the business at some point, you don’t 
stand to lose your home.

A financial professional will help you in many ways.  
Initially you will need to come up with a business plan 
that gives you enough capital to begin the business and 
last through the building 
period when income will be 
minimal.  One of the major 
causes of business failure is 
the lack of adequate capital.  
This financial professional 
can help you apply for 
financing, if necessary, set 
up bookkeeping practices 
including payroll for your 
employees and to file the 
forms and other necessary 
paperwork needed to 
legally comply.  While 
seeking financing is a topic 
large enough to command its own complete book, suffice 
it to say that this is an area where you must get good 
advice and yet understand enough yourself to be certain 
they are handling your affairs properly.
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One of the things you’ll have to discuss with him will be 
the fees you intend to charge and how you wish to handle 
accounts.  If you offer terms you should expect to have 
a cash flow that will need to be monitored. Generally the 
terms you extend will depend on the type of cleaning 
customers you have and how often you provide services. 
Naturally, a private home that you clean once per week 
will be on a different scale than a company whose offices 
you clean daily but who need to be invoiced. There are 
some popular software programs that you could consider. 
These include Microsoft Word to create an invoice, and 
Microsoft Money or Sage. These are sometimes available 
from your bank for a small monthly charge. Save copies 
of all your proposals in PDF format, even if the appears 
the client may have gone to the competition. You never 
know whether they may become unhappy and look to 
switch to you, even at a higher bid.

Naturally, offering terms may also, from time to time, 
require that you do collections, as while every job may 
begin well, customers can run into their own cash flow 
issues and since your service is considered a bit down 
the “must have” list, they may begin to pay more slowly.

You’ll also need to determine how much you will pay any 
employees you decide to take on. Doing due dilligence 

on your competition will help you determine a fair wage 
to pay.  You will, of course, also need to hire people and 
to learn how to manage them.  At some point in every 
business, the owner’s responsibilities migrate from being 
hands-on in the business, to being a full-time manager. 
Think about this when you’re setting up your long-term 
plans; are you ready to stay in the office monitoring your 
staff? There are risks in taking on employees who have 
left your competition.  They often have vengeful hearts 
and keep in mind, if things have turned nasty once 
before, they can do so again.

Avoid building friendly relationships with your employees. 
Business must remain business and you cannot be 
objective about what is best for the business overall 
when you have emotional ties to your staff. Empathy is 
one thing, but being reluctant to make a decision that 
could mean firing staff or showing favoritism is a recipe 
for trouble.



24 25

GETTING EQUIPPED

When it comes time to choose the products you’ll use 
in providing service, you’ll want to stick with what the 
professionals use. Coming in with supermarket products 
just won’t make the right impression, and they tend to be 
more expensive. 

You may be tempted to “go green” with environmentally-
friendly products. Approach this with caution as the 
products may not work as well and while homemade 
recipes may sound great, your cleaners will want to use 
something that is simple and fits easily into their cars. 
We recommend Henry Vacuums (always use them with 
a bag), a mop and bucket (Vileda is good due to the 
handle being retractable and easy to store), Johnson 
Diversey Products, such as Jontec for the floors, Sprint 
for surfaces, etc.  They are not the cheapest initially but 
they work as a refill system of bottles, so it’s good for the 
environment since you will re-use the containers.

Use microfiber cloths (colour-coded) to avoid cross 
contamination. Netto offers a pack of 4 for £0.99. It’s 
cheap and good enough to start, but don’t use these for 
builder’s cleans. For builder’s cleans, use rags; some 
suppliers will sell bags full of rags but you should only 

use the tower ones for absorbency. You will see there 
are different types of equipment ideal for different types 
of clients. 
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MARKETING SAVVY

You may not think a cleaning business needs to be 
marketed; you may think that people will simply know 
whether they want your services and those who don’t, 
couldn’t possibly become customers. Not true.

First of all, consider those people who are customers 
of the competition. How will they know that there’s 
something better out there if you do not tell them about 
yourself? Secondly, engaging cleaners is not always a 
logical step for people to take; not like buying groceries 
or ordering telephone service. You must brand yourself 
to be an affordable luxury; the kind of service that 
anyone could afford but having a service means you are 
successful and to be admired. It’s all about vanity.

Therefore, you should play the role. Choose to market 
using techniques that are not expensive in fact, but give 
the perception of luxury.

Business cards.  You may have a local printer or you may 
use an online company such as Vistaprint but distributing 
business cards is very important.  They need not simply 
be given to current customers; why not hand them out to 
everyone you or your employees come in contact with? 

Leave them with your tip at the restaurant and stick one 
in when you pay your utility bill. 

Exchange them with the people you do business with. If 
they are not a likely candidate, perhaps someone they 
know will be. So why not offer a referral bonus? To take 
advantage of the bonus, they must become a customer 
themselves. The interesting thing here is that you are 
offering free, but you are determining the exchange. 
They are giving you cash but you are giving them service 
which costs you less than the cash equivalent.

Get creative. Offer a 10% discount for new customers in 
their first month. Or, why not conduct a one-time special? 
Call it the “Holiday Clean-Up” and market it for people 
who are hosting that special occasion — a family holiday 
or graduation party. Charge 50% more than you would 
on a regular visit and let them get a taste of what your 
service can provide. At the conclusion of the service, 
give them a coupon for a long-term, discounted rate and 
you will find it easier to convert them once they’ve had 
a taste.

Exhibit a sense of style. This could mean leaving a 
small bar of soap with your branded label upon it in their 
bathroom, a chocolate upon their bedroom pillow or a 
single-stem rose in a vase in their entry. People want to 
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be treated like royalty. You should always leave a Thank 
You card with the name of the cleaner and a phone 
number where you invite them to report any problems. 
People often don’t complain if they are invited to do 
so. The invitation suggests that you value their opinion 
and consider them part of your business, so they take 
a vested interest in making you look good.  Those who 
do complain regularly won’t need a card invitation and 
you should always respect the feedback you get from 
unhappy customers. It is far more valuable than a 
compliment.

Brand as many things about your company as possible. 
This could mean a decal or custom painting on your 
company vehicle or embroidered uniforms. You could 
consider buying a nice-size custom decal and applying 
it to your cleaning tools including buckets and cans of 
cleaner. Branding isn’t always about labels; you can still 
have a signature without spending a cent. 

Do a little investigation and train your staff how to fold 
towels decoratively or to align glassware in a cupboard 
by size and style. The customer may not even visually 
identify the difference, but they will recognize it 
subliminally. If the customer has left a pile of clothes on 
the chair, don’t assume they are dirty and put them in the 

hamper; why not fold them neatly and leave the pile in 
an appropriate place where they are tidy but obviously 
needing a decision by the client.

Leave the customer a payment envelope which is already 
pre-addressed and even stamped.  The easier you make 
the process of doing business, the more often they will 
be inclined to do so. Think of the fast-food theory; no 
reservations, easy in/out, fast and predictable.  If you 
have noticed, fast-food is often not the least expensive 
version but its convenience will let a customer overlook 
that.
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MAKING CONNECTIONS

 When you set up your phone number, don’t use a 
mobile number. A mobile line makes you look like a one-
man band. If you want to use your mobile for answering, 
select a service or an online toll-free number service 
such as RingCentral and have the calls forwarded to your 
mobile. Don’t ever lie if asked how big your company 
is, but make the best first impression possible. If your 
company is offering biohazard cleanup it’s critical that 
you offer 24/7 service with telephone answering.
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OPENING THE DOORS
Now that you have the preliminaries out of the way, 
you’re ready to get started!

If your business plan incudes hiring employees, you will 
have to train them to follow your company’s goals and 
ethics. You should use sound management principals to 
allocate each employee’s talents to their best utilization.

Time to begin getting customers. For the first few, you 
might want to provide some free services for neighbors, 
friends or relatives in return for favorable referrals. Begin 
your advertising and print flyers for distribution throughout 
the community. You can begin making personal sales 
calls on companies if you plan to offer office cleaning. 
Look for opportunities to bid on cleaning contracts that 
are awarded from time to time.  You might consider 
hosting a gathering; perhaps a barbecue, pizza party or 
open house and inviting builders and other executives 
who would be in charge of contracting cleaning services.

Once you begin getting inquiries, you will need to meet 
the client and review the property before accepting.  It’s 
important to understand completely what the client is 
expecting and to settle any issues before they can arise.  

You might choose to bill per hour or per job. I recommend 
you quote per hour and if it’s a one time job or a builder’s 
clean, then give them a price per job. Be sure and add in 
travel time to your estimate and try to build your business 
within a short radius to reduce driving time.

You might choose between residential, commercial, 
public and builders; all are different and work on a 
different basis, approach, pricing and payment structure.

For domestic clients you will request cash or a check on 
the day you clean.  This keeps your cash flow positive.

Commercial clients will most likely require 30-day billing 
although you might be able to negotiate twice-monthly 
payments.

Public sector usually have to be tendered for and the pay 
varies from establishment to establishment.

Builders accounts usually pay the poorest, often 1-3 
months but some will pay in 30 days.
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SOME STEREOTYPICAL 
CUSTOMERS

For the purposes of illustration, I’m going to describe 
customers in general. 

The Elderly

These folks like to chat a bit more and like people who 
are fluent in English because it makes them feel more 
secure. They are usually very thorough and you’ll want 
to allow a bit more time for them because they don’t like 
to be rushed.

The Working Family

While they differ, usually if they don’t have children, 
their house could be immaculate and their focus will 
be those areas which you wouldn’t always particularly 
see. They want everything highly polished and ensure 
a super quality clean. When there are children, it’s the 
opposite. The house could be a mess due to the lack of 

time. Both these types of customers need cleaning, this 
you will learn with experience. It’s best to clean your own 
house and time yourself to see how long it takes. When 
you first clean someone’s house, it will initially take you 
longer. Things like learning where to plug the vacuum 
or where the dust is hidden take time but you’ll soon 
get used to it and it will get easier. Then the problem 
becomes it is too easy and you may begin to miss things 
because you’ve grown too comfortable. Be sure to watch 
for this to happen with your employees.  Once they are 
comfortable with a client, their work can begin to slack 
off. Conduct an occassional survey of your customers 
to be sure everything is as they wish. Even if you have 
hundreds of customers, each should be as valuable as 
the first.

Commercial

Commercial clients are probably the easiest to handle 
because it’s less personal and you can get more hours 
out of this one. But, it takes longer to get a decision from 
this type of customer.  They may already be tied up in a 
contract or be pursuing a more competitive price. It’s a 
pretty straightforward job, but yet again, do listen to their 
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needs. You might have to delivery consumables (such as 
soap, toilet rolls, etc.) so get prices from your suppliers 
prior to giving pricing.

Builders

Builders are a lot more complicated. I recommend using 
the price matrix Excel sheet included with this book to 
calculate the prices for any housing estate.

EXTRAS

If you are thinking of doing your own cleaning, then all you 
need is a liability insurance policy.  Assuming you’re on 
your own, a £1 Million cover should be plenty.  Once you 
employ others, you will need an employment insurance 
as well.  

If you start cleaning building sites, you should raise that 
liability to at least £5 Million as most builders will ask for 
this and £1 Million won’t be enough. There are insurance 
companies who have packages designed for cleaning 
companies, such as Darwin Clayton www.darwinclayton.
co.uk. They may not be the cheapest but they do offer 
a complete package for cleaners. When choosing an 
insurance, make sure it covers you for any breakages 
(glass, windows, carpets) and also for certain heights if 
you are intending to do stairs. Do not forget to include 
key loss insurance, as it can be expensive to exchange 
all the locks on a customer’s house if you should lose 
the keys.

www.darwinclayton.co.uk
www.darwinclayton.co.uk
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Join your local chamber. They can offer many things 
but mainly are great for networking. Also they do have 
special networking events. Join them.

When it comes to health and safety policies, risk 
assessments and qualifications, depending on the type 
of work you are doing you will need the right documents. 
if you are cleaning someone’s house all you need is 
COSHH documentations http://www.hse.gov.uk/coshh/
industry/cleaning.htm, you need to get MSDS sheets 
from your suppliers and make sure these are with your 
cleaners and that they had an introduction how to use 
the chemicals and what type of PPE they need, if any. 
Also once you have five employees in place you have to 
make sure your health and safety policies are in place 
and you have Method Statements in place as well. You 
will find these attached to this book.

If you decide to offer biohazard cleans, a good start is to 
gain a qualification.  It is not mandatory, but it will look 
better in your portfolio, plus you’ll have more knowledge 
as well.  There are two recommended trainers in the UK; 

depending on where you live: http://www.nascs.co.uk or 
http://www.bbrauk.org/.

When doing builders cleans, they can ask you and your 
employees about several different types of qualifications 
and documents (some of which are attached.)

Documents can include:

CSCS Cards - Health and Safety Cards

PASMA - to build scaffolding

Risk Assessments

Method Statements

COSHH

Insurance Certificates

UTR Number.  This last has to do with the Taxation and 
the CIS Scheme. Depending on your turnover, but once 
registered you will be charged with 20% tax on all labour 
cost. If you are not registered, you will be charged 30%. 
The HMRC has a large booklet available for this. The tax 
goes toward your National Insurance Tax. http://www.
hmrc.gov.uk/cis/

http://www.nascs.co.uk or http://www.bbrauk.org/
http://www.nascs.co.uk or http://www.bbrauk.org/
http://www.hmrc.gov.uk/cis/ 
http://www.hmrc.gov.uk/cis/ 
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When doing a builder’s clean, the builder will have just 
completed a new build or a refurbished property. This can 
be a whole housing estate, a shopping centre, offices, 
etc. To find new properties, go to www.barbour-abi.com. 
They have a very comprehensive website and it’s aimed 
at the building industry. You can pick and choose areas 
in the UK and it will tell you what status the site is at and 
who the contractors/builders are, etc. You can use it to 
send letters to builders.  It’s not the cheapest of sites, but 
the most effective for its kind. It pays for itself eventually 
plus it’s a great tool for marketing and you can leave 
notes to clients.

Additional information can be found at http://www.
constructionline.co.uk/. They also offer free tendering 
information on there. You have to wait until the construction 
is nearer the end/completion, but sometimes builders 
want several cleans done before the final clean. This 
could be a pre-paint clean, a full clean and a sparkle 
clean. Builders clean is to get rid of labels, stickers and 
general debris. Sparkle clean is to polish before the 
handover. Depending how big the gap is between those 
stages, the sparkle clean can be a large clean, too, as 
there will still be builders working on the site.

When estimating prices on a building site, allow plenty 
of time for the clean. You will learn with experience, but 
it’s things like removing stickers and labels that take so 
much time. You will need a team of people (depending 
on the scale). Try and speak to staffing agencies and use 
them, too, if you need some employees for one off cleans 
and place one or two of your employees as supervisors.

You can apply for Public Tenders. These are usually 
very large contracts which go over a few years. You 
need to be an established business with some accounts 
to qualify. Some are more complicated than others. 
The best place to start is a course with Business Link 
(free) or get more information at “Meet the Buyers” 
events. You need to be sure all your Health and Safety 
Policies are up to date. Register with www.supply2gov.
org.uk and www.publictenders.net. The business 
link is: http://www.businesslink.gov.uk/bdotg/action/
event?site=106&r.s=p&r.pp=12&r.l1=1074400185&r.
lc=en&r.li=1084115528 

You will eventually need employees. Many people will 
know someone who is looking for work or they will 
recommend to you. To begin with, run an ad in the 
Jobcentre and set up a day to meet them. You can hold 

http://www.barbour-abi.com
http://www.constructionline.co.uk/
http://www.constructionline.co.uk/
http://www.businesslink.gov.uk/bdotg/action/event?site=106&r.s=p&r.pp=12&r.l1=1074400185&r.lc=en&r.li=1084115528
http://www.businesslink.gov.uk/bdotg/action/event?site=106&r.s=p&r.pp=12&r.l1=1074400185&r.lc=en&r.li=1084115528
http://www.businesslink.gov.uk/bdotg/action/event?site=106&r.s=p&r.pp=12&r.l1=1074400185&r.lc=en&r.li=1084115528
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interviews there. There is an initiative at the moment 
from the jobcentre, which means if someone was out of 
work for six months, the unemployed person will receive 
a “Marketing Voucher.” If you employ this person for 
more than 16 hours of work, the government gives you 
£500 and once the person was employed more than  six 
months (with you or another employer) you will receive 
automatically another £500.  Helps the cashflow a little. 
In Wales its £1500 worth.

http://wales.gov.uk/docs/dcells/publications/0908246mo
nthofferprovideren.pdf

You will need to inspect a building to be sure the work 
is being done to your quality standards. First do a walk 
through and you can make notes with Excel or Word. 
Then you will probably need to make sure you have ISO 
and Chas registrations. While these are expensive and 
are not mandatory, you can do these when your business 
is big enough. Then liase with the individual bodies to 
see what you need.

http://www.chas.gov.uk/

http://www.iso.org/iso/home.html

http://www.iso.org/iso/iso_catalogue/management_
standards/iso_9000_iso_14000.htm

http://wales.gov.uk/docs/dcells/publications/0908246monthofferprovideren.pdf 
http://wales.gov.uk/docs/dcells/publications/0908246monthofferprovideren.pdf 
http://www.chas.gov.uk/ 
http://www.iso.org/iso/home.html 
http://www.iso.org/iso/iso_catalogue/management_standards/iso_9000_iso_14000.htm 
http://www.iso.org/iso/iso_catalogue/management_standards/iso_9000_iso_14000.htm 
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FORMS & LINKS LIBRARY

These are helpful links which we have referred to 
throughout the book.

http://www.barbour-abi.com/home.htm

http://www.hmrc.gov.uk/cis/

http://www.contractjournal.com/News/289/ArticleList.
html   (free leads)

http://www.cscs.uk.com/

http://www.hse.gov.uk/

http://www.darwinclayton.co.uk/

http://www.bics.org.uk/

http://www.cleaningindustry.org/home

http://www.bbrauk.org/ (biohazard training)

BLANK RISK ASSESSMENT

PRICING MATRIX

METHOD STATEMENT - CLEANING OF 
COMMERCIAL NEW BUILD OFFICES

METHOD STATEMENT - CLEANING OF 
COMMERCIAL NEW BUILD OFFICES -  

FRONT PAGE

http://www.barbour-abi.com/home.htm 
http://www.hmrc.gov.uk/cis/
http://www.contractjournal.com/News/289/ArticleList.html
http://www.contractjournal.com/News/289/ArticleList.html
http://www.cscs.uk.com/ 
http://www.hse.gov.uk/
http://www.darwinclayton.co.uk/
http://www.bics.org.uk/
http://www.cleaningindustry.org/home
http://www.bbrauk.org/
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