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The Art and the Science of Lead Generation 
in Recruiting the Right Franchisees

Lead generation is a numbers game.  But it’s not 
as simple as putting up some ads and waiting for 
franchisees to call. Not these days when knowing 
where and how to target them seems to change 
constantly. Many franchisors also think it’s 
difficult to find a pool of quality candidates on a 
budget.

But there is both art and science behind successful 
lead generation and franchise recruitment – it’s not 
just luck that some networks expand consistently 
year on year with good people and others simply 
stagnate.

First you need a clear picture of WHO you want. 
Understand the characteristics of your perfect 
franchisee based on your brand, your product, 
sales and service culture, your market, your 
business model, your point of difference. Then 
work out where those people are and present your 
offer. Too easy? Sure but understanding who you 
should be targeting and employing the most cost 
effective means of communicating with them is 
specific to your value proposition. There are 1400 
odd franchise systems out there – what makes 
yours so compelling? 

“It’s a little like internet dating. You 
have a limited opportunity to get and 
hold your candidates’ attention and 
take up your call to action. So both the 
content and its placement need to be 
on target, or you’ll just end up swiped 
left!  

There is no generic approach to generating leads.  
Our specialist team tailors a comprehensive lead 
generation strategy to your unique business. 
This may include advertising, online, offline and 
social media, in-store and other collateral, direct 
marketing, events, Adwords campaigns etc. We 
track the campaign’s success monthly, refreshing 
content and ensuring your return on investment. 

We know exactly what it takes to grow a business. 
Many of our clients have come to us with a single 
location and we’ve assisted their expansion to 
international networks and successful exits. 
Our holistic, systems approach and end-to-end 
capability ensures we apply the right skills and 
expertise at every stage of your franchise expansion. 

Our exceptional 30 year track record gives clients 
confidence in our ongoing assistance as we have 
developed and continue to work with a large 
number of Australia’s iconic franchise brands. 

This includes Telstra, Australia Post and AGL, ANZ 
Mortgage Solutions, Total Tools, Poolwerx, Terry 
White Pharmacies, OPSM, Grill’d, Bakers Delight, 
Forty Winks, Hairhouse Warehouse Jetts Fitness, 
Laser Clinics, Fantastic Furniture, No More Gaps 
Dental, Tattersalls, RACV, Dymocks, 

Aussie Home Loans and many others. We’ve assisted 
numerous Australian networks internationally 
such as Cartridge World, Pack and Send, and Jenny 
Craig as well as assisting many international brands 
such as Unilever Ben & Jerry’s, Carl’s Jnr, Guylian, 
Caltex, 7Eleven and BUPA franchise in Australia.

Book in a meeting with us now at no cost and no 
obligation, and see how we can work with you to 
grow your franchise network.

TAKE THE LEAD

www.dcstrategy.com

For more information contact:
Head of Recruitment, James Young

1300 682 657
0404 078 782

recruitment@dcstrategy.com 
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The theme for this edition of The Franchise Review is growth 
– a simple concept for business, but in most cases something 
that is extremely hard to achieve. There are additional 
obligations in franchise businesses, as Franchisees expect 
and deserve to see growth of their franchise sales and profits 
on an individual basis, while the major shareholders of the 
corporation can also expect physical growth through new 
outlets or franchises. 

Often, too, without organic growth for Franchisees it is hard to 
get quality implementation of new programs, to facilitate great 
execution and support, and to maintain high morale in the team.

That said, the biggest opportunity for most Franchisees is 
still in their own hands. It’s amazing how many times I’ve 
been asked for some ‘local area marketing’ programs for a 
store, when the customer service is substandard, and the 
store is not as clean as it should be, nor is it well stocked with 
best-sellers. In these cases, the best opportunity for local 
area marketing is to begin in the store – that will provide the 
Franchise with growth. 

Many of you know that I bang on about Franchisors needing 
to charge a good amount in fees or royalties. But this only 
applies if they then provide great service for Franchisees, 
and give them good value. If the royalties are sufficient, the 
ability to invest back into projects for organic growth becomes 
available. And getting good organic growth is the best method 
of promoting physical growth, with the incomes and/or goodwill 
generated by successful franchises making it more attractive 
to new Franchisees to join the business, by acquiring either an 
existing Franchise or a new opportunity. 

I do believe that many Franchisors keep their royalties too low 
initially, in order to make their franchises easy to sell, but this 
can be short-sighted. Again, though, I qualify – it’s about giving a 
Franchisee excellent value for money, so additional fees should 
go to projects for growth or providing services to Franchisees, not 
simply directly to the bottom line of the Franchisor.

The development of all of this in concert is a ‘virtuous’ cycle, 
but all of the elements need to come together to make it work. 
Good projects for growth, executed by happy and capable 
franchisees, result in happy customers, leading to higher profits 
and more opportunities to grow. 

It all sounds easy when said quickly, but any part of it can 
be an issue, and if each element is not managed carefully, a 
destructive cycle can ensue. These cycles can be hard to halt, 
but some good interventions can help. As we all know, having 
the plan needs to be the very first step to success and, like with 
most projects, good communication will assist. Be available to 
the field, and communicate the plan calmly and confidently. 

Franchisors should not be afraid to ask for help. The FCA has 
access to many people who have been there and experienced 
the highs and lows of growth, and of franchising’s particular 
foibles in the business cycle. Please contact Kym De Britt at 
the FCA if you would like help from a ‘Hall of Famer’, or to 
arrange a discussion with an experienced Franchisor.

Updated Franchise Code of Conduct
On another topic, the new Franchise Code of Conduct was 
suitably given a transition period for production of the new 
disclosure documents, which has been very helpful for all of 
us. But please ensure that if you have had a material change 
in your business in the interim, you update the documents 
now, and that the documents you are currently handing out are 
totally compliant with your obligations. One of the key planks 
for the FCA is to promote best practice franchising, and if a 
Franchisor is found by the regulator to have breached this area, 
we are all somewhat tainted and our business model suffers. 
It may also become a franchise system’s biggest inhibitor of 
growth, resulting in brand damage and halting expansion 
and development as resources are directed to handling any 
resultant investigation and penalty.   

A message from the 
Chairman

BY WARREN WILMOT, CHAIRMAN, FRANCHISE COUNCIL OF AUSTRALIA
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It’s no secret that the world is becoming more focused on 
health, wellbeing and sustainability than quick, throwaway 
experiences and products. The fast-food franchise industry, 
once the domain of burger-and-fries or fried chicken joints, is 
capitalising on the public’s desire to live well – expanding to 
include wholesome and healthy fast-food options.

Franchises like Boost Juice helped to kickstart the trend for 
healthy franchises, and now there is a growing coterie of quick-
dining options for the health-conscious. 

Enter SumoSalad, which launched 12 years ago and pushed 
its way between the established burger chains to offer healthy 
salads, sandwiches and wraps, despite initial scepticism from 
family and friends of the founders. The growth of the company 
to more than 100 stores, with international locations in New 
Zealand, Singapore, the United Arab Emirates, South America 
and the United States, is proof of the market’s appetite for 

healthy and convenient food, and the brand is a shining example 
of how a great idea can become a very successful franchise.

According to Petra Orrenius, head of marketing at SumoSalad, 
the key to the franchise’s success is in its continuous 
experimentation with new foods and different cooking 
techniques, ensuring that the company remains a leader in 
healthy, sustainable and nutritious food offerings. 

Having established its reputation as a reliable, healthy food 
franchise, SumoSalad can also credit its loyal customers and 
strong brand with a big part of its success; and now, it is 
branching out. 

The first ‘SumoSalad Green Label’ store was opened in 
Sydney in March this year, with the aim of delivering upon its 
manifesto, ‘Food with Purpose’. The intent behind this concept 
store is for all of the food available to have been sourced 
ethically and locally, using only Australian suppliers and 

Australia,  
your salad is ready

As consumers continue to seek fast food options that deliver on both nutrition and 
convenience, two franchises have teamed up to deliver on both counts. The Franchise 
Review finds out more about the partnership that will see SumoSalads served in Red 
Rooster restaurants across Australia.

Mark Maloney, Executive Chairman, and Luke Baylis, co-founder and CEO, SumoSalad
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Australian-made products. In collaboration with Australian 
brands Chobani Yogurt and Inside Out Nutritious Goods, 
the new stores have yoghurt bars and a range of cold-
pressed almond milk available to customers alongside its 
usual fare.

An impressive element of the Green Label stores is a vertical 
farm – a wall of the shop where you’ll find fresh herbs, lettuce 
and kale growing. These ingredients are picked daily and 
feature in many of the menu items in store. 

In a more unexpected move, SumoSalad has partnered with a 
different Australian icon – Red Rooster. A tailor-made selection 
of the salad chain’s products have recently been made 
available in Red Rooster’s restaurants Australia-wide, adding 
a new, healthy dimension to the fast-food stalwart’s traditional 
offering of chicken and chips. 

Ms Orrenius says that SumoSalad is on a journey to offer more 
Australians a healthier, more affordable food offering in a 

convenient way, saying that working together with Red Rooster 
has emphasised its focus on healthy menu innovation and 
customer experience. Through this, the brand will be able to 
offer more people a healthier alternative.

The partnership is also an opportunity for SumoSalad to get 
its brand into regional Australia, where it would usually take a 
longer time to establish exposure.

Entering the opposite end of the fast-food market might seem 
to be a risk for a business whose strategy is to offer healthy fast 
food, but Red Rooster has shown dedication to revamping its 
menu; it removed all artificial flavours, colours and added MSG 
from its items just last year. 

Luke Baylis, co-founder of SumoSalad, says that the brand ‘did a 
comprehensive review of the strategy that has been implemented 
at QSRH [home to the Red Rooster Brand] since [former head 
of Westpac’s BT Financial Group] Rob Coombe took the Group 
CEO role back in 2013. 
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‘We believed from our review that positives steps were being 
initiated to elevate the Red Rooster brand and bring it to a more 
wholesome and healthy offering.

‘Rob also set about putting a quality team together that 
could execute well thought-out strategic direction, so from a 
partnership perspective, we felt that the teams could certainly 
align to execute a unique partnership in the quick-service 
restaurant (QSR) sector.

‘From a market research perspective, we conducted some 
informal sampling of the market to positive reviews. This has been 
thoroughly backed up by the feedback post-launch, where our 
first of its kind partnership has seen excellent brand exposure and 
creation of a) new customers, and b) a new revenue stream.’ 

Ms Orrenius is quick to point out, however, that this does not 
represent a change in focus for the business; it is a strategy 
that operates alongside an increase in franchise units.

So, how will the success of this undertaking be measured? 

‘The success is measurable in a variety of ways,’ says Mr Baylis. 
‘Marketing, revenue, opportunity, tenure and, ultimately, perception. 
Revenue has been good from a stream that wasn’t readily 
foreseeable, and is set to continue and grow into the future.

‘The opportunity can open other avenues for our own network 
growth, as we can piggyback off the far larger (particularly 
regional) presence of the Red Rooster brand.

‘The tenure of the partnership is also important, and its 
continuation is ultimately the greatest measure of its success.’

Into the future, SumoSalad is determined to continue to build a 
strong brand with engaged and loyal customers, to avoid being 
trapped in an unsustainable price war. Its foray into multi-
channel distribution may not be a one-off, with Ms Orrenius 
saying that its future growth plans include extending its 
ownership around healthy, affordable, tasty offerings into other 
channels; opening stores outside of the traditional food court 
set-up; and expanding internationally.   
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The Franchise Review: After 22 years, Poolwerx is expanding 
into the United States market. The company was poised to do 
this a few years ago, but pulled back as the GFC tightened its 
hold on the economy. How important is timing to international 
expansion, and why is now the right time for Poolwerx?

John O’Brien: Timing is imperative, and we made sure all the 
elements were aligned before we made this move with Poolwerx 
internationally. We never rushed it just to fulfil an element of 
our business strategy. I had this dream for Poolwerx when I 
started the business, but it took 22 years to come to fruition. 
We had the opportunity to expand many times over the years, 
but I am proud we waited until all elements had aligned and it 
was right for the business.

TFR: Why is America the target market, and what kind of 
research has the company undertaken prior to extending into 
the United States?

JO’B: We spent considerable time researching the various 
markets we wanted to target. We engaged a company with 
extensive expertise in helping franchises to establish a 
presence overseas, and their advice was invaluable. 

The Franchise Review spoke with John O’Brien, founder and CEO of Poolwerx, about his 
company’s recent expansion into the United States market. 

International expansion 
case study: 

Poolwerx heads to the 
United States

John O'Brien

We had the opportunity to expand 
many times over the years, but I am 
proud we waited until all elements 
had aligned and it was right for the 
business
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We did financial modelling in every market we wished to 
reach, in order to determine which markets would provide the 
best environment and suitability for our business model. We 
considered culture, economy and government (that is, red 
tape). We ended up with a top 10 list of potential new markets, 
of which America was number one.

TFR: Do you expect the franchise to operate differently to the 
way it does in Australia? Why/why not?

JO’B: When we first started in Australia, the market was extremely 
fragmented, with lots of independents and small players trying to 
build critical mass. We worked hard to bring some order to it with 
our unique franchise model, and to offer real career paths for 
people in this industry. We will bring this expertise overseas as 
well, introducing our three-tiered business model covering retail, 
service and commercial applications. 

In saying that, every country obviously has market differences 
to contend with, but part of our strategy was to find locations 
that made the transition as easy as possible, and that would 
add value to the entire network. We will eventually see benefits 
for local franchise partners transpire, particularly through an 
even stronger buying group, new learnings that we can bring 
back to Australia, sharing of resources, and technology.  

TFR: Is Poolwerx taking a support team from Australia, or 
setting up using a new staff from the United States?

JO’B: As we launched internationally through an acquisition, 
we realised very early that success would be enhanced if we 
had strong leadership and expertise ‘on the ground’. We have 
been able to offer one of our top franchise partners the unique 
opportunity to shape and lead the Poolwerx brand overseas. 
They are small shareholders of the business now, ensuring 
long-term reward for their commitment. This was an extremely 
important part of the plan, as we wanted to easily impart the 
values, company culture and technical experience that have 
been integral to our success in Australia.

TFR: What kinds of challenges have you come up against when 
working towards international expansion?

JO’B: Nothing happens as fast as you want it to, so having 
patience has been key in managing our international expansion 
effectively – not only for the business, but for me as well.

The key is to maintain focus and be realistic in your 
expectations. We launched internationally through an 
acquisition, and it took twice as long and cost three times as 
much [as we’d expected], but we had our vision in sight at 
all times to help us push through the challenging moments.

TFR: Would you consider taking the business to other countries?

JO’B: This acquisition is just the beginning for our brand overseas. 
Our research indicated a number of markets  
[in which] the Poolwerx model could thrive, and when the time and 
opportunity is right, we may launch into some of those, too.

TFR: What advice can you give to other Australian franchises 
looking to branch out overseas?

JO’B: For those considering expansion through acquisition in 
particular, I recommend some key steps to ensuring that your 
business is ready:

•	 Solid market share – Before considering acquisition, your 
company must be in a strong enough position to support the 
cost and energy that will be needed. I would recommend 
that a company controls at least 10 per cent of its domestic 
market prior to any thoughts of expansion through 
acquisition.

•	 Strong leadership – You will also need to have people who are 
experienced enough to take control of certain aspects of the 
business while the Chief Executive Officer/founder is engaged 
elsewhere. You can’t be everywhere and control everything, 
so you need a team that you can trust to make the right 
decisions for you. This can only be developed with time, so 
patience is necessary.

•	 Research – Even a well-established company with 
a strong domestic market needs to take its time to 
properly develop its international launch plans. Prior to 
even contemplating businesses to acquire, or countries 
to move into, Poolwerx spent more than 12 months 
and significant resources putting our global strategy in 
place. Thanks to this, we knew exactly what we wanted 
and how to go about achieving it when the time came 
to look at destinations and companies.    

 Before considering acquisition, your 
company must be in a strong enough 
position to support the cost and 
energy that will be needed

Even a well-established company with 
a strong domestic market needs to 
take its time to properly develop its 
international launch plans
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BY BRIAN KEEN, FOUNDER, HOW TO FRANCHISE SIMPLY

So, you want to spread your wings and 
fly overseas? Then do it! International 
franchising is simple; most businesses can 
do it, and it works – provided you follow a 
system, do some research and take care of 
the differences. 

Here are five steps I recommend:

1. Research the most suitable target countries
Look at a number of likely countries before you make any 
decisions, comparing a variety of demographics with those in 
the Australian market. Always try to choose low-hanging fruit 
– that is, take the easiest country first. If you do it correctly, 
this international move could be the first of many, so it’s worth 
getting this first step right!

As with everything franchising, you’re looking at two levels:

•	 firstly, your consumer product

•	 secondly, your prospective national franchisor and/or 
franchisees. 

You will need to research the fashion habits, local palates, 
traditions and conventions of the population. 

You also need to consider the countries’ overall economies, 
spending habits, and the appetite people have for getting into 
small business, or lack thereof – are they very risk-averse 
and inclined to stick with the security of their jobs? What 
are unemployment rates and inflation and projected growth 
patterns? All will have an influence.

Be sure to gain a down-to-earth understanding of any legal, 
governance or other factors that may be barriers to entry – what 
are normal property leasing arrangements? 

Don’t take the Australian model for granted. When Murray 
d’Almeida, founder of Donut King, took his business to the 
United Kingdom, he found that he couldn’t break into the 
market. The reason? Restrictive leasing practices meant he 
couldn’t secure leases for his outlets. The result? Murray had to 
pull up stumps and come home. 

Look closely at practices in labour hire and work health and 
safety, as well as relevant legislation at national and local 
government levels. Are you free to operate? Is a level of local 
ownership compulsory or advisable? And is corruption a factor? 

Don’t overlook the fundamentals of how readily available your 
products or services are. Can you source local suppliers of 
products and services as you do here? Supply issues and 
logistics costs can be crippling.

And, finally, don’t overlook the differences in consumer taste. 
Both Starbucks and Krispy Kreme didn’t succeed in Australia 
because the Australians just didn’t take to the product.

Taking your business 
overseas

T H E  F R A N C H I S E  R E V I E W
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2. Review your operation in Australia – will it need to 
change internationally?
Undertake a close analysis of your Australian operation and 
design the model you would use if you were starting out today. 
What would you change? Would you bring in key people 
for management and advisory roles earlier? What were the 
mistakes you made? 

As part of this process, you need to review your agreements, 
manuals, budgets, territory structures, and marketing 
and organisation structures, as well as your recruitment 
processes. As these all need to be determined for your target 
country, use your perfected Australian model as a template. 
The surprise bonus is that you will probably tweak your 
current model and improve your performance in Australia – 
potentially dramatically.

This is a terrific opportunity to consult your current Australian 
team of advisers, your management, and especially your 
franchisees to ask for suggestions on countries that they would 
choose and how they would set up the structure, as well as 
recommendations for changes that could be made. Keep your 
eyes peeled, because you may find that your international 
franchisor pops up unexpectedly from this group! When 
Expense Reduction Analysts was expanding, New Zealand 
National Franchisor Ross Pinkerton sold up and bought the 
Canadian rights. That simplified the process for everyone.

Determine options for your participation. For example, will 
you open a corporate outlet or a joint venture with a local 
businessperson, or bring in a master franchisor? Or will you 
just recruit franchisees and put in a local management team, 
providing high-level support from Australia? These are all 
important questions to ask as you look for the most effective 
and efficient option with the lowest level of risk.

In one example that I’ll give to minimise the downside, 
Alarna Longes of Clearskincare Clinics chose to establish 
a European headquarters in London and open company 
clinics before franchising.

Everything must be open for review at all times, and you must 
be particularly aware of the level of control that you will need, 
as well as the initial and ongoing support that is required to 
ensure success. You skimp here at your own risk!

A valuable tip is to speak to Australian and local non-competing 
franchisors operating in the same or a similar countries, and 
learn from their experiences. 

3. Build the support teams to work with you
You’ll need people you trust in Australia and on the ground 
overseas to form your international franchise business, 
including consultants, brokers, product suppliers and 
marketing experts. 

The first step in this process is to determine your ‘home team’, 
because this will enable you to use their expertise to ensure 
that you recruit the best possible people in your ‘away team’. 
Home team roles will change as you transition from initial set-
up to an established operation. 

You also need to seriously consider which roles you’ll delegate 
to your local operator, and how roles may change as the 

business expands. Is your training done in the new country, or 
here in Australia? Who is responsible for quality control? How 
do you maintain accountability and compliance?

4. Review your intellectual property and protection 
requirements 
It’s critical to fully understand any different legislation or 
protocols that are in place, both from the franchisor and the 
consumer viewpoint. This needs to be done meticulously 
and should include contracts, trademarks, registration of 
business names, operations and procedures manuals, and 
your very own ‘seven herbs and spices’, which give you that 
market edge. 

My recommendation is for your franchise-experienced 
Australian franchise lawyer to liaise very closely with the 
overseas legal team. 

5. Determine your research and development and funding 
requirements 
Determine how much you are prepared to invest in time, money, 
and emotional energy  – then add a 20 per cent contingency. 
And commit in writing where you will draw the line!

Carefully create your ideal model budgets for operating in the 
Australian environment, including research and development, 
recruitment, capital, and product sourcing or manufacture. Ask 
yourself if you need to rely on exports from here. Will you have 
to change your recipes? For example, Subway in India has to 
provide vegetarian fillings in a separate booth, and Boost Juice 
in some cases has yoghurt produced locally.

You will inevitably find items in your revenues and expenses 
that will vary dramatically from those in Australia, so you 
need to revise budgets and reconsider your whole business 
model for a new country. For example, when John O’Brien 
of Poolwerx was looking at Europe and the United States for 
expansion and the global financial crisis hit, he reviewed 
his business model, saw too many imponderables, and 
prudently decided not to proceed. This was a difficult 
decision after having already committed to going ahead, but 
sometimes cutting your losses can be the best investment! 
O’Brien is going ahead now, eight years later, because the 
economy has improved (see Poolwerx case study below).

You also need a strategy in case your plans go pear-shaped. 
This may be a decision that’s too hard for you because 
you are too close to the project, so consider charging your 
Australian support team with that decision.

International franchising is exciting, and can be enormously 
rewarding on many levels if you remember to keep it simple, 
follow a system, and stand on the shoulders of others. 

I wish you every success!     

If you do it correctly, this international 
move could be the first of many, so it’s 
worth getting this first step right!
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BE IN BUSINESS WITH THE BEST

Begin a new and exciting 
franchise today. 
Whatever your background – even if you’ve 
had little experience with tools – you can 
launch a successful new career as a Snap-
on Tools franchisee.

Snap-on is renowned for its quality tools 
and its long history of service and support. 
Snap-on franchise network offers plenty of 
opportunity to people who are looking for a 
change in career or are keen to be their own 
boss in their own business.

Although many Snap-on franchisees have 
come from careers as a mechanic, it’s not 
the only way to get behind the wheel of a 
Snap-on truck.

Chris Hohnke, in Newcastle NSW, spent 15 
years selling insurance and before that, 
real estate, prior to joining Snap-on as a 
franchisee. He says technical knowledge 
about tools and car maintenance is not 
necessarily the most important thing about 
his job.

“You can teach anyone about tools, but 
90% of the business is your attitude and 
your ability to talk to others. That’s what 
it comes down to – people skills, because  
you’re going back and seeing the same 
customers week after week and talking to 
them,” Chris says.

As in any business venture, enthusiasm 
and willingness to learn are probably the 
most valuable attributes for a would-be  
Snap-on franchisee.

“I thought it would be daunting to start 
with but it’s not,” Chris said. “The tools 
side is quite easy. Building relationships is  
the important thing and that’s where  
my real estate and insurance background 
really helped.”

Harry Hoff is another franchisee who came 
to Snap-on from a slightly different route. 
He knew tools well enough, thanks to a 
background working in an engineering 
workshop, but he was a bit of an outsider in 
the automotive field.

“I had a basic knowledge of general hand 
tools – your spanners and sockets and so 
on – but when it came to vehicle-specific 
equipment, it was a bit of a learning curve.” 
Harry said.

“It wasn’t too tough getting to know 
the technical side of the job. The bigger 
challenge was the business side of it, in 
learning what was involved in running a 
business.

 “I had always been an employee, so I had a 
lot to learn about being a business owner. I 
couldn’t do it without the help of my wife – 
she does a lot of the paperwork.”

The challenges of running a small business 
can be daunting for new franchisees, 
particularly if, like Harry, they have 
previously only been an employee. 
Paperwork, bookkeeping, taxation … the 
jobs away from the truck can quickly pile 
up, but Snap-on has plenty of support for its 
network of franchisees.

“I get a lot of help,” Harry says. “Snap-on 
has introduced us to finance people and we 

have a new cloud-based MYOB system that 
makes it a lot easier to keep the books.”

Chris Hohnke also emphasises the 
importance of sensible business planning 
and learning from the experience of  
other franchisees.

Snap-on supports its franchisees with 
business managers and sales development 
managers, as well as strong back-up from 
head office. There’s also a good network 
among the franchisees themselves, many of 
whom have been in the business for a long 
time and know the ups and downs.

Harry says, “Don’t be afraid to ask questions, 
other franchisees are there to help.”

“It takes a certain personality to be 
successful. You’ve got to be able to get on 
with your customers and if you work hard 
you’ll do well.”

In the end, it’s usually a lifestyle decision to 
start a Snap-on Tools franchise. People are  
often looking for a change and a new 
challenge and they like the prospect of 
being their own boss.

“I wanted to get back to owning my own 
business,” Chris says. “And this is the 
perfect way. Now I’ve got a surfboard rack 
on my truck and I can do my own thing. 
That’s a pretty good thing to have.”

STEP UP 
INTO A NEW 
CAREER WITH 
SNAP-ON

SNAP-ON TOOLS IS ONE OF THE LARGEST AND MOST SUCCESSFUL FRANCHISES IN THE 
WORLD AND HAS BEEN OPERATING IN AUSTRALIA SINCE 1988.

Snap-on Tools invites you to join our online Discovery Tour to find out  
if we’re the right business for  you. 

 Check it out at snapontools.com.au/franchise
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can be daunting for new franchisees, 
particularly if, like Harry, they have 
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Chris Hohnke also emphasises the 
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business managers and sales development 
managers, as well as strong back-up from 
head office. There’s also a good network 
among the franchisees themselves, many of 
whom have been in the business for a long 
time and know the ups and downs.

Harry says, “Don’t be afraid to ask questions, 
other franchisees are there to help.”

“It takes a certain personality to be 
successful. You’ve got to be able to get on 
with your customers and if you work hard 
you’ll do well.”

In the end, it’s usually a lifestyle decision to 
start a Snap-on Tools franchise. People are  
often looking for a change and a new 
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“I wanted to get back to owning my own 
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A franchise business is made up of many 
constituent parts – from the franchisor to 
the franchisee, and the connections in 
between that keep the system operating 
to its full potential. Field support and field 
management are essential to maintaining 
effective communication between head 
office and its various franchises, and 
assist in the smooth operations of the 
franchise system.

In essence, field support ensures that the values, culture and 
vision of the franchisor are uniform across the brand. Field 
support can assist with customer service standards, profit 
goals, business finance, the general day-to-day mechanism 
of the franchise, and profitability of individual franchises. 
As well as helping franchisees, field support is incredibly 
important when it comes to the franchisor keeping abreast of 
what’s happening in its various outlets – there is plenty that a 
franchisor can learn from its franchisees.

Connecting franchisors 
to franchisees – the vital 

role of field support
AN INTERVIEW WITH DANIKA HESLOP, SENIOR FOOD CONSULTANT, JAMAICA BLUE

Danika Heslop
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In 2014, the Franchise Council of Australia awarded Danika 
Heslop from Jamaica Blue Field Manager of the Year, and 
The Franchise Review caught up with Ms Heslop to get her 
insight into the importance of field support, and how it can 
best be implemented. 

‘Essentially, the field manager is the key connection between 
the franchisee and franchisor,’ she says. ‘We must be up to 
date with what’s going on in the business, and supportive of the 
franchisee when they’re in need of help. Being a field manager, 
I think, is one of the most versatile jobs that you can have.

'As part of our role, we need to have a basic understanding 
of things like employment relations, business finance, leasing 
requirements, and the daily hands-on operations of the 
business. The field managers are the franchisor’s connection to 
what is actually happening out in stores, which is crucial to the 
success of any franchise.’

As well as being the franchisor’s connection to their business, 
field managers are also instrumental in keeping franchisees 
attuned to the needs of the brand. ‘Franchisees and field 
managers ultimately have the same goals in mind; to work 
towards having a successful and profitable business,’ says 
Ms Heslop. ‘I think the key to this relationship working most 
effectively is communication and honesty.

‘[It’s important] for the field manager to be able to have frank 
conversations with the franchisee, when required, to better 
their business, and for the franchisee to be able to talk to 
the field manager about the areas they need assistance with, 
or goals they disagree with. When both the franchisee and 
field manager can discuss the hard topics openly, I find that 
decisions inevitably can be made and a plan created to work 
towards growth and profit in the business.’

Ms Heslop requires a variety of qualities when hiring field 
support members for her team. ‘I look for experts in the field,’ 
she says. ‘People who will really benefit our franchisees and 
assist them with building their businesses.’

It can be difficult to create strong connections within a 
franchise that has branches across a nation as large as 
Australia, says Ms Heslop, so she likes her team to keep in 
constant contact, and to share information with one another. 
This ensures that support across the system is consistent, and 
that any challenges met by a field support member can be 
faced with the support of the team. 

‘It’s important to me that the whole team feels connected, even 
though we are often working across all corners of Australia, so 
that we can share stories and help each other with challenging 
situations. There is no book or guide to “being a field manager” 
– the best way to learn, I have found, is to listen to the stories of 
your colleagues and learn from their experiences.’

With this in mind, Ms Heslop believes that frequent field 
support visits to franchisees are a great way to ensure that the 
brand retains its strength. ‘It is really important to me to be out 
in our stores as much as possible, and to work side-by-side 
with our franchisees. In my view, this helps to build a solid 
foundation in the relationship, and helps to build credibility with 
the franchisee. Not only can you discuss and brainstorm ideas 
for their business, but quite often it gives me ideas on what we 
can improve upon for our whole franchise network.’

Field support is particularly important in the food service 
industry, says Ms Heslop, as customers come to expect a 
consistent offering across the franchises. ‘A challenge we 
have working in a franchise,’ she says, ‘is being able to create 
recipes that are on trend and suit different markets across 
Australia. Independent cafes can be much more impulsive and 
flexible with the products on their menus, and can really tailor 
them to meet the specific needs of their area.’ 
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Another difficulty that Ms Heslop encounters is getting all 
franchisees onboard with nationwide promotions. ‘Quite often 
with food, different things are popular in different areas, and 
for Australia, being the size it is, temperatures play a big part 
in our seasonal products, as well. For example, our products 
need to appeal to customers from Melbourne’s CBD to Cairns 
in far north Queensland and Broome in Western Australia, 
and everywhere in between. It is important to me that our 
franchisees genuinely support our new products and believe 
[that they are] a good business decision by the franchisor for 
their business. 

‘How I continually try to overcome this is by visiting our cafes 
in all areas of Australia, and frequently asking our franchisees 
and customers what they want, and what products they are 
looking for. Knowing the regions and demographics helps us 
to make the right decisions for our brand, and also shows our 
franchisees that we are in touch with each of our businesses.’

Jamaica Blue is a growing business, so its focus is to keep its 
team large enough to maintain support. ‘The field operations 
team for Jamaica Blue is continually growing to keep up with 
our business growth in both the Australian and the international 
market,’ says Ms Heslop. ‘Ensuring that franchisees have 
regular visits from the field operations team is a top priority.’

On top of its field visits for established franchises, Jamaica Blue 
has mandatory training in place for all new franchise partners. 
This ensures that the franchisee is across the company’s values 
from the outset, and it equips them with the skills they need to 
turn their franchise into a success. 

‘The training program teaches our franchisees everything from 
poaching an egg to managing profit and loss, stocktake, coffee 
and local area marketing, just to name a few. They also spend 
time in a Jamaica Blue training store, where they get some real 
hands-on experience in operating a café. 

‘When the time comes to open their own café, the field 
managers and operations team assist the new franchisee with 
everything from hiring staff to setting up the store, placing 
opening orders, visual merchandising, point of sale set-up, and 
so on. This is where the franchisee is taught how to manage the 
key variables of the business; cost of goods and labour, which 
is fundamental to operating a profitable business.’

And field managers receive just as much attention when 
it comes to training and business growth as franchisees 
themselves, says Ms Heslop.

‘Jamaica Blue field managers partake in biannual training 
sessions organised by (parent company) FoodCo to keep 
our skills in the industry relevant and helpful in assisting 
franchisees.’    

•	 Nurture the relationship between franchisee and 
franchisor.

•	 Work with the franchisee on strategies to grow 
profit and build the business.

•	 Protect the brand and its standards. Let 
franchisees know what the business’s expectations 
are, and then support and train them to execute it 
in their business.

DANIKA HESLOP’S TOP TIPS FOR 
FRANCHISE FIELD SUPPORT: 



I  DID IT.

“Sometimes I have to pinch myself. 
I live where I want to live and work 
when I want to work. 

The Leather Doctor Franchise has 
provided me the opportunity to 
really enjoy my life.  

This system is a winner!“

- Casey Reid 
Franchisee

Exciting new brands are now available 
following the same winning system, The 
Leather Doctor, The Timber Doctor and 
The Fabric Doctor. This is real opportunity.

Call 1300 543 284 or  
visit www.myleatherdoctor.com.au

You can do it too.
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A STORY OF GELATO

News of the brand quickly spread, and before long, there were 
queues out the door. Thanks to this and a quick succession 
of new store openings, the brand grew rapidly, both across 
Australia and globally in the Philippines, Singapore, Saudi 
Arabia and Kuwait.

Today, there are 34 stores nationally, and 50 including the 
international stores, making it the fastest-growing gelato 
franchise in Australia – and with scope for more growth, 
including plans to extend to Western Australia, the Northern 
Territory and northern Queensland in the near future. 

Given this success, the brand is continually seeking franchise 
partners who share its dedication and dynamism, as it 
continues to expand and cater to the world’s timeless desire for 
indulgent gelato. 

With a combination of passion and commitment to creating 
premium gelato without compromise, Gelatissimo uses unique, 
secret traditional Calabrian family recipes and the finest-quality 
ingredients. All products are made fresh in store, which is all 
part of the distinctive Gelatissimo experience. 

Franchisees are rewarded for being a part of the Gelatissimo 
community, as the team works at growing Australia’s best 
gelato franchise.

The in-store production systems are simple for franchisees to 
use, so that they can focus on what is really important: creating 
delicious flavours, making memorable moments for the whole 
family, and satisfying their customers, both new and old. The 
kits are sent to franchisees with simple instructions meaning 
that the flavour will taste like it is straight from the Gelatissimo 
kitchen when it is served. 

Franchisees have enjoyed the independence of operating 
their own businesses while being part of a strong, supportive 
and simple system based on proven methods. Gelatissimo 
prides itself on its ability to offer a tireless support system for 
all franchisees, giving them a voice within the business so that 
they can feel like they are driving the success of the business, 
as well as being focused on company-led goals.

In terms of the pricing structure, there is a flat-fee royalty 
model, which is different to the percentage-based model that 
many other franchisors in the food sector use.

Not only do franchisees benefit from the business model, but 
Gelatissimo also works hard to reward consumers and their 
loyal fan base with the recent introduction of their Club Gelato 
app. The app offers a comprehensive digital experience to 
Gelatissimo customers, helping the brand connect in new and 
exciting ways. Some of these features include monthly rewards, 
social media integration, store locator, promotions and more.

Gelatissimo has some outstanding opportunities available, 
both nationally and internationally, with stores across Australia, 
Philippines, Kuwait, Singapore and Saudi Arabia, making it 
the most envied and highly favoured franchisor currently in the 
marketplace.   

The Gelatissimo story began in 2002 when the first gelateria opened on King Street in the 
heart of Sydney’s CBD.
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of becoming a Gelatissimo franchisee

SWEET
REWARDSREWARDS
SWEET

ta�e the

no ar
tificial flavours

no artificial colours

To change your lifestyle through investing in a business that is fun, flexible
and rewarding contact Karen at Gelatissimo on (02) 8845 0100 or email 

franchise@gelatissimo.com.au.

gelatissimo.com.au
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Give as good  
as you get

So you’ve established a successful franchise; 
everything’s running well, and you’re 
enjoying growth. It’s a fantastic achievement, 
and you deserve your success. But perhaps 
it’s also time to consider what you’re giving 
back to the community. 
Corporate social responsibility (CSR) involves an organisation 
taking responsibility for the impacts of its decisions and 
activities on society and the environment. The benefit 
to community and individuals is evident – effective CSR 
strategies can make a lot of difference to both local and global 

communities. In a country such as Australia, which many 
still call the lucky country, we have various avenues through 
which we can make a difference, and with innumerable worthy 
causes in need of assistance, there is plenty that can be done.

Healthy Mexican food franchise Zambrero has built its business 
on CSR. Zambrero’s most recent CSR undertaking, the Plate 4 
Plate project in partnership with Foodbank, donates a meal to 
someone in need for every bowl or burrito sold.

Karim Messih, General Manager at Zambrero, says, 
‘Businesses in Australia have the resources to come together 
to collectively make a difference in the lives of those who need 
it most. We have the knowledge and assets, and the ability, to 
bring people together to make a real impact. 

Children at the Thanh Tam School, Vietnam, which Zambrero visited on its Stop Hunger Now trip
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‘Our aim through this partnership with Foodbank is to bring to light 
the huge hidden hunger problem in Australia and provide relief to 
the millions of Australians enduring food hunger at the moment.’

As well as the significant amounts of good that can be done for 
the community through CSR, there is also plenty a franchise 
can gain in a business sense from embracing a social 
enterprise model. 

Talking about the impact of CSR on the business side of things, 
Mr Messih says, ‘It is a great way to help connect the business 
to the wider community in a genuine way. 

‘As consumers become more discerning about the impact of 
their everyday purchases, our customers will choose to eat at 
Zambrero not just for healthy and wholesome Mexican food, 
but also because through their purchases they are also helping 
those in need.’

A brand that’s seen to have a social conscience automatically 
has a differentiator to set it apart from other businesses. This 
may be a deciding factor for a potential franchisee who’s 
looking for not only a satisfying and successful career, but one 
that also offers social gains. On top of this, franchisees who 
value social responsibility are more likely to stick with a brand 
that demonstrates its dedication to helping the community. 

Involvement with a particular organisation can also have a 
positive marketing effect; if your brand is partnered with a charity 
or community organisation that runs an event or promotion, 
there’s a likelihood you will achieve more brand awareness 
through different channels than you otherwise might. 

It’s not uncommon for businesses to be wary of corporate 
responsibility programs. And while it’s true a poorly executed 

CSR strategy can have a negative effect on a business, if 
implemented correctly, aligning your brand with a worthy social 
cause can bring a great deal of benefit to your business.

In order to ensure that you’re tackling CSR the right way, do 
plenty of research and legwork. The number one priority when 
establishing an approach is to ensure that you capitalise on 
your CSR to increase business benefits. Short-term, slapdash 
CSR is not likely to have the desired benefits – ensure that it 
is built into the business strategy from the top down, and that 
your entire franchise system is supportive of the long-term 
goals of the strategy. 

There are numerous ways to implement a CSR strategy within 
your franchise. One is to seek out a partnership with an 
established social enterprise, and put in place fundraising or 
service offerings to help that organisation reach its goals. Make 
sure that the CSR strategy aligns with your brand’s personality, 
and with your passion; if you’re a franchise that sells beauty 
products, for example, consider working with women’s rights 
advocacy groups. If you sell footwear, align yourself with an 
organisation that provides clothing and shoes for those in need. 
(For more examples, see the case studies over the page.)

Another effective way of putting CSR in place is to use 
the existing resources at your company to benefit a social 
enterprise (for example, if you’re an accounting franchise, offer 
accounting expertise to a charity to ensure they’re maximising 
their monetary contribution to their recipients).  

However you choose to approach corporate social 
responsibility, it will make a huge difference both at home and 
internationally, and it can also be one of the best things you 
can do for your business.

Left to right: Adam Summerville (Managing Director Emirates Leisure Retail Australia), Terry Evans (Chairman Asthma Australia), Andrew Day (Chairman 
Emirates Leisure Retail Australia) and Mark Brooke (CEO Asthma Australia).
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Hudsons Coffee, an Australian coffee franchise owned 
by Emirates Leisure Retail Australia, has demonstrated 
its commitment to social enterprise through striking up a 
sponsorship partnership with Asthma Australia. The franchise 
did not come to its CSR strategy quickly, but instead took its 
time searching out the right partner for its brand. 

Adam Summerville, Managing Director of Emirates Leisure 
Retail Australia, says, ‘We have been searching for an 
esteemed national partner for some time, and realise it is 
important that Hudsons makes a valued and sustainable 
contribution to the communities we operate in. In Asthma 
Australia, we are proud to be associated with a national 

cause that delivers exceptional support to the asthma 
community and into groundbreaking research for this 
debilitating disease. Over half of our stores [Hudsons 
Coffee has 75 stores Australia-wide] reside in hospital 
locations across Australia, so this association supports our 
brand’s presence and future growth in this area.’

CASE STUDY: HUDSONS COFFEE

In October 2014, Specsavers was awarded the Social 
Responsibility Award at the MYOB Franchise Council of 
Australia Excellence in Franchising Awards. 

Specsavers’ corporate social responsibility plan is 
called the Specsavers Community Program. It allows 
Specsavers franchises, which are run by community-based 
optometrists, to donate funds from every pair of glasses 
sold to a selected local charity, as well as to the Fred 
Hollows Foundation. 

Specsavers also involves customers in the decision as 
to where their donations go. When they purchase their 
glasses, customers are given a donation token, and asked 
to drop it into one of two boxes – one for the Fred Hollows 
Foundation, and the other for the local charity. 

In 2014, donations to the Fred Hollows Foundation 
amounted to more than $62,000. These funds will be used 

to help eradicate trachoma – a blinding and infectious eye 
disease – among Aboriginal and Torres Strait Islanders in 
the Northern Territory. 

Specsavers Director of Professional Services, Peter Larsen, 
says, ‘Specsavers is incredibly proud of this fundraising 
achievement and we are thrilled that our efforts have 
been recognised through this award. Our stores are not 
only professional optometrists; they are local business 
owners who have a real passion for giving back to their 
communities. The Specsavers Community Program 
has given them a platform to do this and in turn assist 
organisations that depend on community support.’

Gabi Hollows, Founding Director at the Fred Hollows 
Foundation, says of the initiative, ‘The funds have helped 
the Foundation perform 449,768 sight-restoring surgeries 
[in 2014]. For that reason, the Foundation is incredibly 
thankful to Specsavers and their ongoing support.’

CASE STUDY: SPECSAVERS
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Zambrero sells fresh, healthy and flavoursome Mexican 
food for one reason: to help eradicate world hunger. This is 
achieved through its Plate 4 Plate initiative where, for every 
burrito or bowl sold, Zambrero donates a meal to someone 
in need. Since 2005, Plate 4 Plate’s aid efforts had been 
focused on providing food relief to overseas communities 
in need; however, on learning that two million Australians 
now rely on food relief, Zambrero partnered with Foodbank 
to do something about the huge hidden hunger problem in 
our own backyard.   

The Plate 4 Plate initiative partners with food distribution 
organisations so that Zambrero’s aid efforts reach those 
who need it most. For all overseas donations, Zambrero 

partners with global food distribution agency Stop Hunger 
Now. In Australia, Zambrero partners with the country’s 
largest food relief organisation, Foodbank.  

With its new retail offering, Zambrero has released 
wholesome and delicious muesli bars. For each muesli 
bar sold ($3.90), Zambrero donates a breakfast meal to 
someone in Australia in need, via Foodbank.

Additionally, Zambrero’s retail offering extends to 500-gram 
packets of Forbidden Foods’ black rice – a rice option 
introduced to burritos and bowls last December. For every 
purchase of a 500-gram packet of rice ($7.90), Zambrero 
donates a meal to an Australian in need via Foodbank.  

CASE STUDY: ZAMBRERO

Meal time at Thahn Tam School, Vietnam

Zambrero CEO Stuart Cook and restaurant staff member Selina help Children of Vietnam with their monthly Stop Hunger Now food delivery



Back In Motion’s sights are set on 
expanding further across the country and 
more than doubling their practices in the 
coming years, therefore maintaining brand 
integrity is imperative. As with any business 
objective, brand integrity requires resources that 
can be delivered in-house or outsourced. 

To achieve this objective a broad range of factors must 
be taken into account, such as; accurate reproduction of 
logo and brand elements, colour consistency, uniformity 
of paper stock and finishing options, ensuring collateral 
is produced in the correct format, maintaining a high 
standard of image resolution and that all information 
published is current and correct. In of itself this is a lot of 
work, but multiplied by dozens of locations across Australia, 
using a multitude of different printers, it becomes impossible 
to guarantee any sort of consistency for a brand that new 
practices are buying into.

This is where Whirlwind Print comes in.

Whirlwind’s Online Print Management system (OPM) 
enables Back In Motion to easily provide nationwide 
marketing support to their practice owners. 100% of 
practices choose to use the OPM, which is a resounding 
testament to the capabilities of the system.

Case Study

“Whirlwind provides our business a holistic print 
solution with their OPM platform and a dedicated 
Account Manager. The convenience of the platform, 
customer service and cost effectiveness are all 
reasons that I would recommend Whirlwind.” 

Natalie Whittington  
Marketing, Communications and Public Relations Manager 
Back In Motion

• Consistently excellent print 
• Head Office maintains brand 

integrity whilst providing flexibility to 
franchise owners

• At a glance, franchise owners can 
see all available collateral

• Templates enable franchise owners 
to customise their collateral to 
reflect individual store details

• Time and cost savings with  
pick-and-pack

• Collateral can be ordered and 
paid for online whenever franchise 
owners need it

• Stores take advantage of 
marketing campaigns locally

This successful print partnership delivers:

Read the complete  
Case Study on our blog.
blog.whirlwindprint.com

www.whirlwindprint.com 

Australia’s leading 
provider of physiotherapy 
and related services 
rises to the challenge of 
ensuring franchise 
owners maintain 
brand integrity.
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BY JASON GEHRKE, DIRECTOR, FRANCHISE ADVISORY CENTRE 

Do franchisors run 
different businesses 

to those of their 
franchisees?

Each of those brands would have realised that franchising 
a business is unlike other growth strategies, and involves a 
learning journey for the founder as much as for any franchisee.

Ponder this: How does a business owner transition from being 
the operator of a great takeaway food outlet to being the Chief 
Executive Officer of a national chain of takeaway food outlets?

Firstly, some don’t make the transition – they either sell their 
business before it gets too big for them to manage, or they hire 
people smarter than themselves to run the business (and give 
them enough operational freedom that they can actually run 
the business).

Secondly, the transition is facilitated by realising that a new 
business is created along the way – the business of  
a franchisor.

A franchisor has a completely different role and set of skills 
from a franchisee. While the owner of the proverbial takeaway 
food store may be highly skilled at cooking food and serving 
customers, a franchisor (and their head office team) must have 
skills to support and enhance the performance of takeaway 
food stores.

This involves skills in selecting appropriate locations, 
determining optimal layouts for stores; developing nationally 
consistent menus; managing supply chain logistics; developing 
and executing above- and below-the-line marketing campaigns; 
recruiting, training and supporting franchisees; and generally 
ensuring that franchisees can perform as outstanding takeaway 
food store operators.

There are 1160 franchise brands operating in Australia (according to the 2014 
Franchising Australia Survey), which means that at least 1160 businesses have, at some 
point, made the decision to use franchising as a method of growth.

Jason Gehrke © Studio 60



T H E  F R A N C H I S E  R E V I E W

28

In other words, the franchisor will generally have ceased being 
a takeaway store operator, and will instead have evolved into a 
business management and marketing service for takeaway stores. 

The distinction might seem subtle, but it is significant in its own 
way – especially if the franchisor is to add any real value to the 
franchise relationship after the franchisee has developed their 
own core proficiency as a takeaway food operator.

This relationship involves both franchisors and franchisees 
outsourcing certain functions to each other.

The franchisor outsources the frontline operations of the 
business to the franchisees, while the franchisees outsource 
most of the long-term strategic thinking, product and system 
innovation, marketing, IT, supply chain logistics, benchmarking 
and other behind-the-scenes operations to the franchisor. 

This outsourcing of roles by one party to another in the 
franchise relationship is commonly misunderstood by new 
franchisees, and often by new franchisors, as well. It is best 
understood, however, by franchisees who own multiple outlets, 
as they will commonly develop an employment structure to 
support their outlets that generally mirrors that of the franchisor 
(for example, there may be an operations manager, training 
manager, human resources manager and/or marketing 
manager, depending on the number of outlets owned).

It is useful to look at a franchise relationship as one of 
outsourcing, as it helps us to understand franchising behaviour.

Franchisees choose to invest in a franchise as opposed to an 
independent small business in order to reduce their risks. By 
mitigating their risks by investing in a brand they believe to be tried 
and true, they outsource some of the risk involved in running a 
business to the franchisor. Similarly, the franchisor outsources the 
frontline operations of serving customers to the franchisee.

If the franchisee’s business underperforms, it follows that 
one party will likely hold the other accountable for the 
underperformance – either that the franchisee did not uphold 
their end of the bargain by serving customers properly and 
in accordance with the system, or that the franchisor did not 
uphold their part of the deal by providing a business system 
that adequately minimised risks to the franchisee.

The problem with outsourcing risk is that the party that 
outsources it (the franchisee) may mistakenly believe that they 
have eliminated ALL risk, and that they are also quarantined 
from the consequences of their own risk-taking behaviours.

No franchise relationship can successfully eliminate risk to one 
or the other party, and it can often come as a rude shock to a 
franchisee to learn that the franchisor will not step in and buy 
the franchisee’s business when it gets into trouble, or offer to 
waive fees or pay trading costs. 

Likewise, it can sometimes come as a shock to a franchisor 
that their system isn’t perfect if a franchisee has made 
improvements, or found deficiencies.

The roles that the respective parties outsource to one 
another, and the extent to which the parties work together 
and hold each other accountable for their outsourced roles, 
ultimately determine the success of both franchisees and 
franchisors.     

Jason Gehrke is the director of the Franchise Advisory Centre, and 
has been involved in franchising for more than 20 years at franchisee, 
franchisor and adviser level. 

He advises both potential and existing franchisors and franchisees, 
conducts franchise education programs throughout Australia, and 
publishes Franchise News & Events, which is a fortnightly email news 
bulletin on franchising issues and trends.

If the franchisee’s business 

underperforms, it follows that one party 

will likely hold the other accountable for 

the underperformance

This outsourcing of roles by one party 

to another in the franchise relationship 

is commonly misunderstood by 

new franchisees, and often by new 

franchisors, as well



Connect to the 
community and prosper 

through promotion. 
Improve your return on 

investment compared to 
traditional promotion. By 
choosing Motize, your 
dollars can go didollars can go directly 
back to the community. 
You can also choose 

those who donate their 
funds to Charity

Make up to $1,800 per 
year advertising a 

business on your car rear 
window. Donate a 

percentage to charity.

COMMUNITY CAR OWNERSBUSINESS

Website: motize.com
Email: mo@motize.com

Our Australian Partners for Printing & Installation
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MOTIZE.COM HITS THE ROAD TO 
GET THE MESSAGE ACROSS

Motize.com, a revolutionary outdoor advertising service, can 
help franchisors and franchisees slash advertising costs, 
pinpoint customers in local areas, and drastically improve 
advertising recall.

The brainchild of founders David Smith and Geoff Webber, 
Motize.com connects companies and consumers through car 
advertising – a large, untapped market that could disrupt the 
fast-growing out-of-home advertising market. 

Motize.com’s unique platform allows owners to register 
their interest in displaying ads on their car’s rear window 
and potentially earn $150 per month. Companies choose 
which cars to advertise on by model and/or location, for extra 
marketing precision.

The service is highly cost-effective. For $697 per car over three 
months (including ad printing and installation), a company 
could expect to have its ad viewed more than 100,000 times, 
according to Motize.com. It could also expect greater ad recall, 
because moving advertisements have been shown to have 
more than twice the cut-through of static ads.

A franchise system could, for example, choose 100 cars 
nationwide to promote a new product, and a franchisee could 
use 10 cars to announce a store opening in a suburb. A 
$7000 marketing investment over three months could help 
franchisees to get their message viewed more than one million 
times, such is the volume of traffic on Australia’s busy roads in 
capital cities.

Geoff Webber says, ‘Small business owners who have put 
their logo and contact details on their vehicle for years know it 
is a very powerful marketing device. Motize.com allows them 
to use that same concept on a much larger number of cars 
without breaking the bank. It’s a great opportunity for franchise 
systems to get their name out nationally, and for franchisees to 
advertise locally and have much bigger impact’.

Smith and Webber both have deep experience in online 
platforms and disruptive technologies. Smith is a prominent 
designer and developer of collaborative platforms, a Fellow of 
the Australian Institute of Company Directors, and author of the 
upcoming book #DisruptMeNow.

Webber, a former corporate executive, has built two successful 
small and medium-size enterprises in the financial services 
and retail sectors, and is actively working on two start-up 
ventures in the disruptive technology space. He and Smith are 
a formidable team.

A cost-effective, powerful marketing opportunity for SMEs
The inspiration for Motize.com came when Smith was stuck in 
traffic driving his daughter to school. He noticed a trade vehicle 
that had advertising on its back window, and was struck by 
the amount of time spent looking at the ad and how much he 
remembered of it. ‘I looked at all the other cars stuck in traffic and 
saw a sea of blank windows that could carry advertising,’ he says.

Primary research confirmed that car advertising was a 
potentially large market. Australia has more than 13 million 
privately owned cars, and more than 95 per cent of the 
population is reached by media targeting vehicle drivers and 
passengers. One rear-window advertisement alone can create 
30,000 to 70,000 impressions daily, and vehicle advertising 
boosts name recognition 15 times more than any other form of 
advertising, found Motize.com.

But it was secondary research – talking to small- and medium-
size companies about their advertising needs – that confirmed the 
opportunity. ‘The average SME cannot afford to spend up to $1500 
in production costs for a billboard ad, and $2000 each month for 
the location,’ says Webber. ‘Even if it could, billboard ads tend 
to become wallpaper over time for drivers. For that investment, it 
could get 10 cars on the road displaying its ad, via Motize.com.’

Another problem was accessibility, says Smith. ‘If you launch 
a franchise in the CBD, outdoor advertising is very expensive, 
and there might not be appropriate locations near your store. 
With Motize.com, you can advertise on cars that park near your 
franchise each day and drive around it, creating very cost-
effective advertising reach with your target market.’

The ability to localise advertising and to go places where 
traditional forms of advertising cannot is a key strength of 
Motize.com. For example, a stationery company that wants to 
reach mothers and children could advertise on cars that do 
school drop-offs twice a day. Another franchise system that 

New low-cost, high-impact advertising service for the franchising industry 

Founders Geoff Webber and David Smith

331251E_Mo-Signs | 2195.indd   1 15/05/15   4:28 PM
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targets teenagers could choose car models that best reflect that 
market, and are driven or parked near locations that the market 
favours, such as cinemas or shopping centres. 

Companies can also encourage employees to use Motize.com 
to earn extra income and boost visibility of the organisation’s 
signage. ‘Imagine if a dozen employees carry the franchise’s 
advertising on their car’s rear window,’ says Webber. ‘The 
organisations have much greater marketing visibility as staff 
drive to and from work, and staff earn extra income for doing 
nothing more than carrying the advertising on their car.’

The key to Motize.com’s success, says Smith, is a simple 
business model, straightforward advertising installation, an 
ethical signage policy that reassures people they will never 
have to carry inappropriate advertising on the rear window, and 
transparent ads that have driver safety in mind. 

Companies decide how many cars to advertise on, and their 
preferred models and locations, and upload their ad or pay 
Motize.com a small fee to design it. Once alerted that their cars 
have been chosen, owners take them to one of Tint A Car’s 
100 stores nationwide for advertising installation. It’s quick and 
convenient, with much of the organisational work done online.

Strong early results
Since its soft launch this year, Motize.com has already 
achieved 40,000 unique visits on its website and 2000 car 
registrations across Australian capital cities. New signs are 
being added to cars each week as word-of-mouth advertising 
about the company’s service spreads. 

For a business that is only a few months old, Motize.com has 
built significant early traction. A leading national retailer, a 
national real estate agency, small businesses and professional 
services companies are in discussion with Motize.com to use 
the service, as is a prominent university that aims to reach new 
target markets in the suburbs, away from its main campus. 
Several charities are also using Motize.com as a fundraising 
mechanism – something the Webber and Smith team are eager 
to promote, to help the community. 

The next steps are to consolidate nationally, then international 
expansion. ‘Franchises are realising Motize.com adds a new 
dimension to outdoor advertising,’ says Smith. ‘Where else  
can an SME get its ad viewed more than a million times  
over three months, precisely in the area it wants, for less  
than $700?’   

For more information, visit www.motize.com

Motize.com also has several YouTube videos that explain how it helps 
companies, consumers and charities. Key in Motize.com in YouTube. 

The power of car advertising
•	 More than 95 per cent of people are reached by media 

targeting vehicle drivers and passengers 
•	 One vehicle rear-window advertisement can generate 

between 30,000 and 70,000 impressions daily 
•	 Vehicle advertising boosts name recognition 15 times 

greater than any other form of advertising 
•	 30 per cent of mobile outdoor viewers indicate they would 

base a buying decision on the ad they see
•	 90 per cent of people leave home every day
•	 People travel an average of 38.3 kilometres per day in 

their vehicle 
•	 People spend 17 hours per week travelling and shopping
•	 Outdoor advertising improves return on investment of 

other media by up to 58 per cent 
•	 Outdoor advertising is 40 per cent more effective at 

creating awareness
•	 Outdoor advertising is 19 per cent more effective at 

creating desire
•	 Outdoor advertising is 11 per cent more effective at 

driving action
•	 There is no turning off outdoor advertising
•	 On shopping trips, 76 per cent of drivers are relaxed and 

open to finding out about new products and services
•	 72 per cent of Australians travel on roads to and from 

work, compared with 15 per cent who catch the train 
(Motize.com is effective on roads and also when parked at 
the train station)

•	 Mobile advertising is preferred by 71 per cent of people 
•	 Mobile advertising is noticed by more people than  

other formats
•	 Mobile advertising will grow brand saliency by 24.2 per 

cent compared with stationary advertising, which grows 
brand saliency by only 11.4 per cent 

•	 The size of the mobile advertisement has only a minor 
effect compared with the benefit of being mobile

•	 Mobile advertising delivers earlier and higher engagement
•	 Mobile advertising opens the door for memory encoding
•	 Mobile advertising increases the likelihood that a brand 

will be purchased by 112 per cent 
•	 Mobile advertising stimulates creative flexibility for brand 

scale and visibility in your specific geographic market(s).
Source: Motize.com
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National Franchise 
Convention 2015

Early-bird tickets for the National Franchise Convention 2015 are now on sale for what is 
sure to be the biggest event on the franchise calendar for 2015.

Keynote speakers 
Keynote speakers sharing their inspiration and expertise at 
NFC15 will include:

Steve Sargent, Chief Executive Officer of Australia/New Zealand 
for General Electric. In addition, Steve is the President and 
Chief Executive Officer of GE Global Mining, with responsibility 
for operations in 55 countries. He was named by The 
Australian newspaper in 2013 as one of the top 20 most 
influential leaders in Australia.

Andrew Demetriou, recently retired Chief Executive Officer of the 
Australian Football League – a position he held for 11 years. 
He was also the AFL’s General Manager – Football Operations 
for three years, and previous to that the Chief Executive Officer 

of the AFL Players Association, where he was instrumental in 
establishing programs to look after players during their careers 
and after their retirement.

Alisa Camplin OAM, Olympic champion aerial skier who won 
gold at the 2002 Winter Olympics in Salt Lake City. It was the 
second skiing gold medal ever won by Australia, and the first 
won by an Australian woman. Alisa also won the bronze medal 
at the 2006 Winter Olympics.

The keynote speaking program will be supported by expert 
franchisor concurrent streams and in-depth workshop sessions.

Book your early-bird NFC15 tickets now
If you are planning on having multiple people attend the 
convention this year, you can save up to $750 per registration. 
If you are planning on attending either the CFE sessions or 
the Legal Symposium along with the main convention, you 
can book as a package and save $776 on your registration. 
Package pricing will only be available for a limited time.

Accommodation
Book your accommodation at RACV Royal Pines Resort now 
to avoid disappointment, as limited rooms are available. To 
book your room, please call the reservations team directly on 
1800 886 880 or (07) 5597 8700, and mention that you are 
attending the National Franchise Convention. 

Alisa Camplin Andrew DemetriouSteve Sargent

NFC15
DATE: Sunday 11 – Tuesday 13 
October 
VENUE: RACV Royal Pines 
Resort, Gold Coast

2015 pricing for National Franchise Convention

NFC15 LEGAL 

SYMPOSIUM

CFE GALA 

AWARDS

SOCIAL 

PACKAGE

WELCOME 

RECEPTION

NETWORKING 

NIGHT

ONE DAY 

Members $1700 $476 $476 $180 $450 $120 $180 $851

Non-Members $2430 $680 $680 $250 $545 $170 $250 $1215

Members Early Bird $1100 $170

2-person discount $1020 $450 $450 $165

3-person discount $980

4-person discount $950

10-person discount $162pp

Pkg – Members 

Legal and NFC

$1400

Pkg – Members 

CFE and NFC

$1400

All ticket prices include GST 

To avail yourself of group discounts, tickets must be booked at the same time and under one registration.
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NATIONAL FRANCHISE CONVENTION 2015 
11-13 OCTOBER GOLD COAST

NFC15 promises to build your knowledge on all things franchising to help 
ensure your business flourishes in any conditions.  A must-attend for all 
franchise professionals in Australia, highlights of the event will include:

•  Inspirational keynote speakers sharing their expert knowledge and 
insights

•  Concurrent panel sessions featuring industry speakers and franchise 
case studies 

•  Workshop sessions providing an in depth examination of the core issues 
and challenges facing franchisors today 

•  Abundant networking opportunities and a bustling trade show

Join hundreds of Australian franchisors for the franchising information 
and networking event of the year.

The FCA gratefully acknowledges the contribution of the following sponsors for NFC15

Early bird registrations  
are now open 

For more information and to 
register, call 1300 669 030  

or visit franchise.org.au 

For sponsorship and exhibition 
opportunities, call Angie Cooksey 

on 1300 669 030, email  
angie.cooksey@franchise.org.au  

or visit franchise.org.au

NFC15 ad A4 FR.indd   1 12/05/15   10:46 AM
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The Franchise Council of Australia (FCA) will honour 
franchising’s best and brightest at regional awards nights 
across Australia during July and August.

The regional awards categories have attracted entries from 
established franchise brands, as well as brands that are relative 
newcomers to the industry, to contest categories including 
Multi-Unit Franchisee of the Year, Single-Unit Franchisee of the 
Year, Field Manager of the Year, and more.

All winners of the regional awards categories will qualify as 
finalists for the MYOB FCA National Excellence in Franchising 
Awards, which will be presented at a gala dinner at the RACV 
Royal Pines Resort on the Gold Coast at the culmination of the 
National Franchise Convention.    

The FCA gratefully acknowledges the support of the Regional FCA 
Excellence in Franchising Awards sponsor:

Tickets to the regional awards nights are selling fast. Don’t miss this 
opportunity to celebrate franchisees and support staff from your state.

Queensland/Northern Territory Awards Night – Friday 17 July, Hilton 
Brisbane, Brisbane

New South Wales/Australian Capital Territory Awards Night – Friday 24 
July, The Grace Hotel, Sydney

Western Australia Awards Night – Friday 14 August, Parmelia Hilton 
Perth, Perth

Victoria Awards Night – Friday 21 August, Hilton South Wharf, Melbourne

South Australia Awards Night – Friday 28 August, Hilton Adelaide, 
Adelaide

Purchase your tickets online at www.franchise.org.au.

PURCHASE YOUR FCA EXCELLENCE IN FRANCHISING  
REGIONAL AWARDS NIGHT TICKET NOW!

Celebrating success at 
the FCA Excellence in 
Franchising Regional 

Awards nights

Rowan Prendergast with his wife Sarah after winning the 
award for VIC/TAS Franchisee of the Year – Less Than 
Two Staff

Tony Carnie, Nicki Nesbitt and Wiesiek Lewandowski with their award for 
Queensland Franchisee of the Year – Two or More Staff
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it is right for you. Awards and ratings are only one factor to consider when deciding how to invest your super. SuperRatings Pty Limited 
does not issue, sell, guarantee or underwrite this product. Go to www.superratings.com.au for details of its ratings criteria.  RES5216

Double the reason to switch to REST 
As winner of Money magazine’s Best of the Best Super Fund Manager 
and Pension Fund Manager for two years in a row, REST could be 
the smart choice for your super. With low fees, competitive long-term 
performance and profi t to members, it’s easy to see why. Join over 
two million others by making the switch today.

  rest.com.au     1300 300 778 (8am-8pm weekdays)
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Recruiting  
for growth

Q&A WITH SIMON BEATY, MANAGING DIRECTOR, SNOOZE

Snooze is one of Australia's longest-running 
franchises, and is always on the hunt for 
new franchise partners to facilitate further 
growth. The Franchise Review spoke with 
Managing Director Simon Beaty to find out 
how the brand has cemented its success 
over the years.

The Franchise Review: With your continued focus on growth, 
what do you see as the key challenge in Australian franchising? 
How are you tackling this? 

Simon Beaty: We recognise two key challenges in Australian 
franchising.

The first is the availability of finance associated with investing 
in a franchise. At Snooze, we seek to negate this with the offer 
of vendor finance for approved applicants to help alleviate 
franchise partners’ financial pressures in the early stages of 
starting their businesses.
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Another challenge is the location of suitable sites, and 
negotiating the best possible rental prices in an increasingly 
expensive property market. Our solution here is to work 
closely with an expert real estate negotiator to foster strong 
relationships with centre owners and property developers in 
a bid to secure the best deals for our franchise partners. We 
also negotiate joint deals with centres already housing Freedom 
(which is also part of Steinhoff Asia Pacific Limited).

TFR: Snooze is one of Australia’s longest-running 
franchises. How important is effective recruitment to the 
success of the business? 

SB: Effective recruitment is extremely important. Our in-store 
teams define the overall customer experience of the Snooze 

brand, so we invest a lot of time, effort and money in ensuring 
that the recruitment process is thorough and successful.

To generate franchise leads, we invest heavily in marketing 
resources via internal and external suppliers, including, but 
not limited to:

•	 year-round targeted advertising and public relations 
placements in key trade and franchise publications – both in 
print and online

•	 email direct marketing (eDM) via franchise media 
databases – typically used for quick exposure and 
announcing sites available

•	 a dedicated marketing division responsible for all operations, 
inclusive of managing an award-winning website and social 
media channels

•	 a defined SEO strategy to increase visibility and performance 
in organic search, engagement and clickbacks to the 
Snooze website.

While it’s essential that the franchise partner is right for Snooze, it’s 
equally important that Snooze is right for them. If it’s a good match 
between franchisor and franchise partner, it’s likely to be a long 
and successful partnership – which is something that we strive for.

TFR:  How difficult is it to find the right type of franchise partner 
for your business? What challenges do you face?

SB: Finding quality franchise partners can be challenging. 
There are a number of factors at play, such as the current 
economic climate and industry we operate in – in the retail 
sector, this is a seven-day working week, which can be 
challenging, but also rewarding.

Despite the challenges we face, we have built a very committed 
team of franchise partners who have extensively and 
passionately invested in the Snooze brand. Testament to this is 
acknowledgement by topfranchise.com.au of Snooze as one of 
the top 10 Most Desired Franchises in Australia for 2013 and 
2014. This peer-ranked accolade was informed by the votes 
of more than 1000 Australian franchise owners, and judged 
across a range of categories, including support, expansion, 
lifestyle, opportunities and renewals. In 2014, we saw the 
largest number of our franchise partners vote for this accolade, 
demonstrating their pride in the business.

We’re also seeing an increasing number of existing franchise 
partners taking on additional sites, as well as existing Snooze 
staff making the move to become franchise partners as an 
avenue for personal and professional development. We currently 
have one franchise partner with four stores, four franchise 
partners with three stores, and nine franchise partners with two 
stores within the business. This is a trend we’re following with 
great interest, and is a testimony to the quality of our business 
model and the backing provided by the Snooze support systems.

TFR: What does Snooze look for in a franchise partner? 

SB: A positive, passionate and caring approach is essential in 
creating an awesome customer experience.

Products and systems can all be learnt, but at the end of the 
day, attitude is everything, so if a potential franchise partner has 
the right attitude and a drive to succeed, they most often will. 

Simon Beaty, Snooze Managing Director 
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Over and above attitude, we look for someone who has 
customers and the brand’s reputation at heart. Being 
comfortable in adopting the role of franchise partner, actively 
participating in the franchise program and engaging with other 
franchise partners are important elements of this. 

TFR: How does Snooze ensure that it retains its franchise 
partners? 

SB: It’s said that buying into a successful franchise is a low-risk 
entry into business1. Being one of Australia’s longest-running 
franchises, with a proven track record for empowering success 
through our solid franchise support strategy, we provide 
franchise partners with the education and network that breeds 
confidence for a long-term investment.

Today, approximately half of our franchise partners have been 
operating with us for more than 10 years. 

In addition, growth and profitability are highly attractive 
investment propositions. We’re proud to be able to say that 
Snooze has consistently achieved its mission statement to 
increase sales, market share and profitability, resulting in 
growth year on year, ahead of industry expectation.

Furthermore, our continued efforts to innovate and build brand 
equity help to reinforce our long-term vision for the business, 
and our commitment to franchise partners.

TFR: What initiatives has Snooze implemented to differentiate it 
from its competitors and make it a success?

SB: In the last 18 months, we have rolled out a new initiative 
called Snooze Achiever Groups, which is a peer-to-peer opt-in 
program open to all franchise partners that aims to inspire, 
empower and grow their businesses and team. 

It’s a very simple mechanism, whereby we bring together 
a number of our franchise partners to share ideas and 
use the power of the group’s experience to improve store 
performance and profitability, and resolve potential issues. 
 
The Achiever groups have been extremely well received and 
participated in thus far. 

TFR: What kind of franchise partner-led initiatives have come 
out of the Snooze Achiever groups? How has this improved the 
overall business?

SB: The Achiever groups are not necessarily about franchise 
partner-led initiatives; rather, they are more about an 
improved culture in which franchise partners are encouraged 
to exchange ideas and tackle business issues together. This 
builds both the knowledge and network to allow our franchise 
partners to take responsibility for what they can control in-store, 
and drive their business forward.

This initiative has helped franchise partners to challenge each 
other positively to improve their business outcomes.

TFR: What do you find potential franchise partners are seeking 
when they consider joining Snooze?  

1 Source: Business Vic Gov: Choose a market entry strategy – 

 http://www.business.vic.gov.au/export/get-ready-to-export/choose-a-market-entry-strategy

SB: Potential franchise partners come to Snooze because we’re 
a successful business that’s expanding confidently. With a solid 
and well-established platform, we have the framework in place 
to support franchise partners when they start their business or 
take over an existing business. 

Within this framework, we offer flexible finance options 
and vendor assistance to get things started; effective and 
competitive advertising, access to exclusive and industry-
leading products, and unparalleled levels of retail and 
business support to help franchise partners maximise their 
business potential.

TFR: What are the new challenges you face when training and 
supporting multi-unit franchise partners as you continue to 
grow the brand?

SB: In response to the recent increase in multi-site franchise 
partners, we’re continuing to adapt and evolve our training 
processes and support.

One of the challenges we’re facing is how we educate and 
empower the new multi-site franchise partners to make the 
transition from overseeing the business at an operational level 
to adopting a holistic view of the business and its performance.

To help achieve this, we have area managers and business 
development managers offering ongoing support, training, 
advice and on-call assistance to franchise partners.

Furthermore, in a bid to upskill multi-site franchise 
partners and their teams, we have dedicated year-round 
development programs, with plans tailored to suit different 
levels of experience, covering everything from talent 
retention, development and attraction, to issues and 
business management.
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TFR: Running a retail business is notoriously tough – and 
getting tougher. How does Snooze support its franchise 
partners with leasing and site selection? 

SB: We have a list of targeted territories across Australia, and 
we research each one to identify whether our target customers 
are living there or could be shopping there. 

While location is an important factor, there are a number of other 
criteria that each site must fulfil in order to determine its suitability. 
Upon a site meeting the criteria, Snooze will search for an 
appropriate franchise partner to run the operations via a range of 
B2B marketing, including eDM, local area PR, and advertising, as 
well as via its internal network of franchise partners.  

In terms of handling and owning the lease, Snooze assists 
with the negotiation process and provides support and advice 
throughout; however, once settled, the franchise partner holds 
the lease.    

Snooze is always looking for new franchise partners to join its team, as 
it aims to increase its 76-strong store network to more than 90 stores in 
the next few years.

With an aggressive growth strategy firmly in place, the aim is to extend 
the brand’s current offerings into new markets in regional New South 
Wales, metro Sydney, the Northern Territory, Western Australia, Brisbane 
and regional Queensland.

To find out more about franchise opportunities at Snooze, contact Alistair 
Browne on (03) 9830 4166, or visit www.snooze.com.au.

 Finding quality franchise partners can be challenging. There are a number of 
factors at play, such as the current economic climate and industry we operate in 
– in the retail sector, this is a seven-day working week, which can be challenging, 
but also rewarding.
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ARE YOU BUILDING BRAND VALUE?
With more than 1000 franchises in the market, and counting, 
the need to generate attention for a brand and garner public 
interest and trust is a necessity. 

Public relations (PR) as a medium has the ability to engage 
and enhance credibility for a brand faster and more effectively 
than advertising. The AC Neilsen Consumer Survey revealed 
that Australian consumers trust personal recommendations, 
newspaper editorial and opinions posted on websites more 
than any form of advertising. The twice-yearly report found that 
67 per cent of respondents trusted the editorial content they 
read in newspapers over advertising (second only to personal 
recommendation). Another 64 per cent were happy to draw 
upon the opinions of people via the internet. 

A recent study from Interbrand’s Best Global Brands report also 
supports this fact, revealing that close to one-third of brand value 
was tied to how often the brand name appeared in the press. 

The main reason for sharing these statistics is to reiterate the 
role PR has in the communication marketing mix today, and 
its immense potential to drive and increase positive consumer 
sentiment and value for a brand. 

Credibility sells franchises
After 16 years working with franchise brands across the 
country, it has become obvious that franchisees share similar 
reasons for joining a brand. 

Reasons include: The brand was well known. I trusted the 
product/service. The vision of the company director/ founder 
was clear and passionate. The business model provided the 
right level of support to help me succeed. 

All of these sentiments are inextricably linked to a brand’s 
overall credibility. Defining and communicating these messages 
consistently through the right channels are at the core of a 
successful franchise development strategy.

The good news is that PR, in its many forms, is one of the most 
effective ways to build and share these views with customers 
and potential franchisees. Media relations is a key traditional 
tactic, but PR also utilises blogging, digital marketing, social 
media, thought leadership and events to reach a target market. 
In a world where public scrutiny is constant and has many 
ways to be shared, the need to build brand credibility is critical.

The rise of social networks and blogging enables people to 
‘tell their story’ when and how they want. The good news is 
that those same channels are also available for brands to 
communicate through. In saying this, though, it is imperative 
that the communication is authentic and not contrived. Key 
messages must be crafted within real, honest brand stories and 
experiences. There must be an obvious transparency to what 
is shared with all stakeholders, both internally and externally. 
The brands getting this right are consistently building and 
leveraging credibility, and they are thriving as a result. 

How are you doing this for your franchise?
Trina McColl is the Managing Director of Ignite PR & Marketing, 
an integrated communication agency specialising in PR and 
marketing communication for the franchise industry.   

For case studies visit www.ignitepr.com.au.
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With the Harper Review Panel finalising its 
Competition Policy Review on 31 March 
2015, the federal government looks set to 
implement changes to the Competition and 
Consumer Act 2010 (Cth) (the Act) in line 
with its 2013 election pledge. This article 
will examine some of the recommendations 
and the likely effect on the franchise sector.

Misuse of market power
The most controversial of the recommendations broadens the 
prohibition on misuse of market power in a bid to improve the 
effectiveness of targeting unilateral anti-competitive conduct.

The main deviation from the current law is the recommendation 
to change the current ‘purpose test’ to an ‘effects test’; the 
result being that a business with a substantial degree of market 
power can contravene the Act if it makes a decision that has 
‘the purpose, or would have or be likely to have the effect, of 
substantially lessening competition’.

Harper Review signals 
time for change

Ben Hamilton

BY BEN HAMILTON, PARTNER, HALL & WILCOX
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In a franchising context, certain franchisors may have market 
power as a result of being able to coordinate with their network 
of suppliers and distributors, and may make decisions that 
could be found to potentially misuse this position. 

As such, franchisees should be alert to possible recourse if 
their franchise is hampered by a franchisor taking advantage of 
this potentially significant network.

Regardless, the proposed changes would mean that even if 
franchisors did not have the purpose of lessening competition, 
if the effect of a franchisor’s conduct substantially lessens 
competition in a franchisee’s, or another’s, market, this could 
still be considered a misuse of market power. 

The change to the misuse of market power provisions in the 
Act is a potential avenue for small businesses to avoid having 
their position in the market compromised by the actions of a 
dominant player, regardless of intention. 

If the government adopts the change, franchisees may be better 
positioned to question the actions made by a dominant franchisor.

Third line forcing
In the franchising context, third line forcing occurs where the 
franchisor only supplies goods or services (that is, the grant 
of a franchise system) or only provides a particular price or 
discount, if the franchisee purchases other goods or services 
from a third party.

This is currently prohibited under the Act.

The Review Panel recommends changing this current outright 
prohibition to an effects test, so that an arrangement of this 
type is prohibited only if it has the purpose, effect or likely 
effect of substantially lessening competition.

Franchisors have generally managed the outright prohibition 
by lodging a notification with the ACCC or by providing all of 
the relevant goods and services directly to the franchisee. 
If the recommendation is adopted, it is more likely that 
franchisors can be specific as to which third party can supply 
other goods or services to their franchisees without having to 
go through this process.

Resale price maintenance (RPM)
RPM occurs where a supplier places pressure on a business to 
resell the supplier’s goods or services at a specified minimum price.   

Currently, a supplier is able to seek authorisation from the 
Australian Competition and Consumer Commission (ACCC) 
prior to engaging in RPM. The authorisation process can be a 
complex and lengthy undertaking.

The Review Panel recommends a notification process that 
confers immunity until challenged by the parties involved. 

If adopted, the Review Panel believes that removing the need 
for authorisation in favour of a more streamlined notification 
process will provide a ‘quicker and less expensive exemption 
process for business’.

As such, it seems reasonable to conclude that franchise 
systems will be more likely to seek approval from the ACCC to 
set the price of any goods that are resold by their franchisees.

Pharmacies: changes to ownership and location
In an effort to boost competition and benefit the long-term 
interests of consumers, the Review Panel has recommended 
removing the ownership and location rules for pharmacies.

By allowing more entrants into the market, pharmacies will 
be competing for a relatively decreasing consumer base as 
the rules on ownership and location are eased until they are 
eventually abolished. 

With consultation on the Review Panel having concluded on  
26 May 2015, the government can now decide whether or not to 
implement these changes in an attempt to improve competition. 

If the government chooses to adopt these recommendations, 
members of the franchising sector should be mindful of the 
effect they will have on the franchise relationship.   

 
Ben Hamilton is a Partner with Hall & Wilcox Lawyers. He specialises in 
Competition and Consumer Law, Franchising, Retail and Distribution and 
Intellectual Property Law.

For more information, please contact Ben: 
Ben Hamilton I Partner 
Hall & Wilcox Lawyers 
P: 03 9603 3586 
E: ben.hamilton@hallandwilcox.com.au 
W: hallandwilcox.com.au
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dominant player, regardless of intention. 
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Four strategies to 
increase sales growth

 

BY JONO BRITTON, MANAGING DIRECTOR, SHIFT8

In an increasingly competitive retail 
environment, franchise systems are 
getting creative with their sales growth 
strategies. No longer relying on traditional 
methods to stimulate average spend and 
customer numbers, franchisors are now 
using a variety of strategies to increase 
sales growth.

1. Targeted loyalty and customer retention
Increasing sales growth has as much to do with retaining 
existing customers as it does with acquiring new ones, so 
businesses run loyalty programs to reward customers in order 
to motivate incremental and continual spending. 

With a proliferation of cookie-cutter loyalty programs, many are 
no longer influencing additional spend or increased visitation; 
however, if customers see value in being a member of a loyalty 
program, then they are more likely to be active and frequent 
users. According to a 2014 Colloquy Customer Engagement 
Survey, 93 per cent of respondents rate the type of rewards on 

offer as either ‘very important’ or ‘somewhat important’ factors in 
whether or not they engage in a program.

The flexibility offered by new point of sale technology allows 
franchisors to differentiate their programs as truly rewarding for 
their customers, and to personalise communications to members. 
This relies on having data insight into customer behaviour and 
preferences that an integrated loyalty program can provide. 
Marketers can structure programs around what customers want, 
and tailor communications and offers to the individual.

T H E  F R A N C H I S E  R E V I E W
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2. Cross-promotional opportunities 
The recently announced deal between SumoSalad and Red 
Rooster (see page 6) is an example of brands exploring 
strategic and innovative partnerships that widen sales channels 
and diversify product offerings. 

In a partnership strategy based on healthy eating, SumoSalad 
is able to ‘expand its influence and help Australians eat 
healthier food’, and for Red Rooster, this is a step forward in 
their ‘Real Food Journey’.

Partnerships don’t just have to occur between two businesses 
within the same sector. Many businesses have been creative in 
finding synergies across different sectors and industries. Some 
of the best examples of this are salons and spas that serve 
barista-made coffees to patrons, or, as in the case of Nutrition 
Station, having stores selling healthy drinks and protein 
smoothies located within gyms.

Again, understanding your customers’ preferences will help to 
determine which partnerships are a good fit, and will provide 
value to your customers.

3. Omni-channel retailing
The ubiquity of internet and mobile usage presents an 
opportunity for retailers to increase sales via a new channel. 
Custom-made apps and aggregator mobile apps like Beat The Q  
let retailers sell beyond their bricks-and-mortar footprint. This 
functionality is particularly relevant for coffee retailers, where 
purchasing behaviours are often regular and habitual, and for 
made-to-order food operators that can offer more convenience 
and better speed of service. 

Established franchisor Ferguson Plarre Bakehouse is proactive 
in taking advantage of technological changes, providing click-
and-collect services for a range of baked goods and custom 
cakes. Chief Executive Officer Steve Plarre says, ‘Our strong 
commitment to online channels started in the mid-1990s, and 
the pace of change is escalating. Selling bakery items doesn’t 
make us less immune to the changes in the online world than 
clothing retailers’. 

Now with a significant social media and online shopping 
presence, Ferguson Plarre is driving 20 per cent of all 
celebration cakes sales directly from their online channels. 

For these click-and-mortar operations, the channel through 
which customers make their purchases is irrelevant from 
their perspective. Customers will expect a consistent brand 

experience, whether online or in stores. A recent Infosys study 
shows that brand consistency across channels plays a role for 
63 per cent of shoppers surveyed on their tendency to spend.

For retailers, this means transactions from mobiles, online or 
in stores is integrated, with a single back-end management 
system that serves as a single source of truth. 

4. Encouraging healthy competition
Harnessing natural competitive instincts has long been an 
effective sales growth tactic. A lot of franchisees do this 
themselves by running staff incentive programs to foster a 
healthy competitive culture, and at the same time to create a 
sense of fun and camaraderie within the team.

Replicating this within a franchise network can be more 
challenging. One way to generate the same impact across 
a network of disparate businesses is with cloud reporting 
solutions that can rank stores according to sales, growth 
and/or spend. 

Simple ranking tools that are available in real time allow 
franchisees access to the basic performance results of the rest 
of the network, without disclosure of sensitive and detailed 
sales data. Benchmarking tools go a step further by showing 
franchisees where they sit in the network. They can then focus 
on areas of the business in which they need to improve, and 
understand how much improvement is needed. 

Sales growth not only ensures the long-term ability of the 
franchisor to support the network, particularly for royalty 
model systems, but it is also imperative for the franchisees’ 
capacity to keep up with market increases in occupancy, 
stock and labour costs.    

Partnerships don’t just have to occur 
between two businesses within the same 
sector. Many businesses have been 
creative in finding synergies across 
different sectors and industries.
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Empower your 
franchisees to unlock 

those magic hours 
BY WILL IRVING, GROUP MANAGING DIRECTOR, TELSTRA BUSINESS 

Many businesspeople get into franchising 
because they want greater flexibility – and 
the new world of work means that this 
is achievable like never before. In fact, 
a recent survey1 conducted by Telstra 
Business reveals that many small business 
owners want to work smarter, not harder, 
and invest time savings into an improved 
lifestyle. Technology has the power to 
facilitate this by helping us become more 
agile, and giving us back those magic hours 
in our workday. 

But where does a franchisee start? They wear many hats – 
and ‘IT manager’ probably feels like one of them at times. In 
this digital age, technology evolves at a rapid rate, but how 
does one find the time to keep up with it all? Franchisees 
are passionate people who want to be investing time in what 
they do best: driving their business forward. This is where 
technology can help. Technology doesn’t need to be time-
intensive or cost an arm and a leg, and there are simple 
solutions you can adopt as a franchisor that will make the world 
of difference to your bottom line – and help your franchisees to 
transition into the digital age. 

According to the research, businesses are becoming 
increasingly aware of the productivity and cost benefits of 
new technologies, with 70 per cent of small business owners 
agreeing that technology is more accessible and affordable now 
than it was when they started their businesses2. 
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Any franchisor can tell you that finishing jobs sooner or getting 
more done each hour is critical for productivity, and one of the 
easiest ways to achieve this is to reduce time spent on day-to-
day admin tasks. Telstra’s research reveals that small business 
owners are starting to see the possibilities, with research 
showing that small to medium-sized businesses (SMBs) are 
using smart phones and tablets for 8.5 hours during the 
working week3; however, they are not yet taking full advantage 
of these devices, making only limited use of mobile business 
applications and cloud computing to efficiently share critical 
business information among their teams. 

So, how can franchisors bridge this gap to help their 
franchisees to unlock those magic hours? Currently, 92 per 
cent4 of us rely on apps for personal use, yet only 24 per cent 
of businesses are using business-focused apps. A surprising 
41 per cent are completely in the dark about their existence. 
Business apps can make work life easier. Just as your banking 
app means no more queuing at your local branch, or your 
transport app means you know when the bus is coming, 
business apps can save time, replace paper forms and help 
you to gather and manage information in the field. Importantly, 
you can share information in real time, too. 

While the humble pen and paper have served us well over 
many years, these days they usually represent a waste of time 
– and we all know that time is money. Mobile applications have 
the power to reduce the need for paper-based systems – and 
help staff to work in a more efficient way. Research5 tells us 
that the average small business still spends almost half (47 
per cent) of its time on administration tasks. Shoeboxed and 
Deputy are two great examples of business apps that make it 
easier for people to do their jobs on the move, spending less 
time completing paperwork or manually contacting staff. 

Shoeboxed is a receipt management program that lets 
customers take a photo of a paper receipt using their mobile 
phone or tablet, and turns it into useable data for tax and 
expense reporting. Deputy is a mobile rostering and team 
management platform, allowing managers to both identify 
staff members who are available to attend a shift, and to send 
out notifications. 

Simple changes can make a big difference to a franchisee’s 
profitability, meaning less time and energy spent on 
‘maintaining businesses’ and more on doing the things that 
matter most – like spending time with family; investing in 
marketing; or time spent developing a passion or specialisation.  

So, how many magic hours are there waiting to be 
unlocked?   

Visit the Telstra Apps Marketplace for more information on Shoeboxed, 
Deputy and other business apps. 

1  The ‘Smart Office’ survey was commissioned by Telstra Business in December, 2014 and was 

conducted by Smarter Business Ideas, who polled a nationally representative sample of 1000 

small business owners across Australia, aged 18 and over.

2  Refer to footnote reference 1.

3  Smarter Business Research, November 2013, polling a nationally representative sample of 

1000 small business owners across Australia, aged 18 and over

4  ‘Australian Small Businesses attitude to the cloud’ survey was commissioned by Telstra 

Business in September, 2014 and was conducted by Smarter Business Ideas, who polled a 

nationally representative sample of 1000 small business owners across Australia, aged 18  

and over.

5  Refer to footnote reference 3 

Franchisees are passionate people who 

want to be investing time in what they 

do best: driving their business forward. 

This is where technology can help

Currently, 92 per cent of us rely on 

apps for personal use, yet only 24 

per cent of businesses are using 

business-focused apps. A surprising 

41 per cent are completely in the dark 

about their existence



 

The Firm oFFers Franchisors a broad 
range oF services including:

•	Consultancy	and	advice	on	establishing	new	
franchised	system;

•	Assessment,	review	and	upgrade	of	existing	
franchised	systems	and	documents;

•	Systems,	legal	and	Australian	Competition	and	
Consumer	Laws	(ACCL)	compliance;

•	Dispute	resolution,	solutions	and	strategies;

•	Intellectual	Property,	protecting	your	copyright/
brand;

•	Structuring	of	the	Franchisor	considering	legal,	
taxation	and	asset	protection;

•	Master	Franchise	Agreements;

•	International	Franchising	and	support	worldwide	
-	US/Europe/India/New	Zealand;

•	Access	to	a	network	of	leading	Consultants	in	
the	franchise	industry;

•	ACCL,	ACCC	investigations	and	prosecution.

We oFFer Franchisees a broad range 
oF services including:

•	Fixed	fee,	quick	turnaround	franchise	
assessment	for	franchisees;

•	Advice	regarding	rights	and	obligations	under	
the	Franchising	Code	of	conduct;

•	Risks	of	Franchising	and	solutions	to	reduce	
exposure;

•	Structuring	of	the	Franchise	from	legal,	taxation	
and	asset	protection	perspectives;

•	Access	to	specialised	Accountants	with	
franchise	expertise

•	Dispute	resolution	strategies	and	solutions	
without	litigation;

•	Acting	for	franchise	advisory	councils	and	
representative	franchisee	groups;

•	ACCC	complaints	and	investigations.

WiseWould Mahony is a leading australian FirM  

that specialises in the area oF Franchise laW

Specialist	Industry	Knowledge

Acting	for	Franchisees	and	Franchisors

Australian	and	Worldwide	Affiliations

Wisewould	Mahony	|  Lawyers

419	Collins	Street	| Melbourne VIC 3000

p +61 3 9612 7297 | f +61 3 9629 4035

enquiries@wisemah.com.au

We work as partners with our clients.  
Our clients’ success is our success!
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Bespoke  
insurance for your 
franchise system?

Chris Ristevski

(03) 9211 3149
chris.ristevski@aon.com  |  0414 453 805

Why Aon?
• Tailored insurance program 

• Dedicated, local client manager

• Competitive premiums

• Risk management and claims support

Aon are the  

only approved 

insurance broker for 

members of the FCA
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Make your continuing 
education count with 
a Certified Franchise 

Executive accreditation

Peter Baily, Director – Franchising and 
Acquisitions at Luxottica Retail Australia, 
is one of six inductees who have gained 
the Certified Franchise Executive (CFE) 
accreditation since the program was 
officially launched in Australia in 2012. The 
Franchise Review caught up with Mr Baily 
to discuss the value of CFE accreditation for 
franchise executives.

‘I’ve done 20 years in franchising now, so it’s nice to receive 
professional recognition [that] I am, in fact, a franchise 
specialist,’ says Mr Baily, who in 2009 joined Luxottica Retail 
Australia, which includes the OPSM, Laubman & Pank and 
Budget Eyewear brands, with a clear remit to develop and grow 
best practice franchising across multiple brands, franchise 
models and countries. 

The CFE’s international recognition – indeed, it is the only 
internationally recognised professional accreditation program 
for franchise executives – is another reason Mr Baily decided to 
undertake the CFE program.

‘If I’m doing international work, I think it’s useful for people 
to see that I have professional credentials,’ says Mr Baily. ‘It’s 
certainly instantly recognised over in the United States, and is 
becoming more so across a number of other markets. I think 
it’s a great credibility builder. If I’m selling a brand into those 
marketplaces, people can see it’s a franchise of substance 
and it’s a franchise that’s run by qualified people who have 
expertise in the field.’

As someone who was already involved in continuing education, 
Mr Baily also saw the CFE program as an opportunity to make 
it ‘count for something’.

‘I’m always keen to learn more and then apply it back to 
things I’m working on,’ says Mr Baily. ‘I’ve been to IFA [the 
International Franchise Association annual convention] now 
a couple of times, and I think that, for me, it has been the 
next level of learning. I’m always keen to understand what 
the emerging trends are, and how I can apply them to the 
business I’m running.’

Peter Baily
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Mr Baily received his CFE designation at the FCA’s National 
Franchise Convention 2014, and was also recognised at the 
CFE induction ceremony during the IFA Annual Convention in 
Las Vegas in February this year.

‘Until you go and see it, you don’t realise how big it is over 
in the United States. I was inducted with something like 
140 inductees,’ Mr Baily says. ‘There’s a massive focus on 
education in the United States; the CFE program has great 
status – even things like CFEs getting preferential seating at the 
conference, which I didn’t realise until that point.’

Having now completed two FCA study tours to the United 
States, Mr Baily sees real value in hearing directly from United 
States franchisors. 

‘For me, doing the stuff in the United States is where you see 
the next level of learning. I just love sitting in front of high-
quality franchisors and talking to them about their operations, 
and gaining ideas to apply in my own business. You see scale 
over there that you just don’t see in Australia. Some of our 
better brands talk in hundreds, but their better brands talk in 
thousands of units, so it’s pretty useful to talk to people who’ve 
built those franchises about how they went about it.’

For those considering undertaking the CFE program, Mr Baily 
has some simple advice: ‘I’d say go for it. If you’re regularly 
undertaking professional education anyway, you might as well 
get the credit for it’. 

While the CFE program is still in its early days here, Mr Baily is 
certain the program will continue to grow in recognition.

‘I think in Australia we should make it as important as it 
is in the United States,’ he says. ‘I think it can be a great 
differentiator for people in the marketplace that they’ve taken 

the time to go through this professional accreditation program 
and do what’s required to achieve certification. I think I’d 
probably look at those people in a better light than if they didn’t 
[achieve professional accreditation] when it comes to recruiting 
people for the team.’

The Franchise Council of Australia, in association with the 
American-based Institute of Certified Franchise Executives 
(ICFE), delivers the CFE program to its members in Australia. 
The CFE offers existing and aspiring franchising professionals 
and franchise entrepreneurs the opportunity to grow 
professionally and reach a recognised standard of excellence 
within the local and international franchising community.    

For more information about the CFE program, visit the FCA website at 
www.franchise.org.au, or contact the FCA Education Manager, Simon 
Heggen, on 1300 669 030.

For those considering undertaking 
the CFE program, Mr Baily has 
some simple advice: ‘I’d say go for 
it. If you’re regularly undertaking 
professional education anyway, you 
might as well get the credit for it.'

The CFE Class of 2014: L–R: Jane Lombard, Peter Baily, Sara Pantaleo, and John O’Brien (absent: Michael Paul)



The franchise industry in Australia 
generates an estimated $144 
billion in sales turnover per 
annum, employs more than 

460,000 people and has an estimated 
79,000 franchises which represents 
almost 4 percent of Australian business. 
The industry has experienced net 
growth in 2014, particularly in retail 
franchises, which demonstrates the 
power of franchise brands and consumer 
acceptance.

For growing franchises to stay 
competitive and profitable, there are 
a number of key challenges relating 
to internal systems that need to be 
addressed:

• Can you quickly interpret your financial 
data into meaningful information at 
both head office and franchise level?

• Can you translate this information 
into operational strategy and 
communicate this easily and efficiently 
to the franchisee adding value to their 
business?

• Do your systems enable visibility of the 
data across all franchises and head 
office?

• Are you able to cost effectively 
capitalise on the wide-spread 
consumer move to online purchasing 
and mobility?

• Do your customers have a seamless 
B2B and B2C experience delivered 
by a unified platform in real time for 
every step of the online and offline 
engagement with your business?

“Franchise businesses need a single transactional 
system, which is optimised across all digital channels 
and integrated into internal business systems, to 
provide a competitive edge in the market”

For many franchise organisations, the 
answers to these questions will vary 
significantly because typically most 
businesses have a multitude of disparate 
systems for Financials, Customer 
Relationship Management (CRM), 
Inventory, Warehousing, ERP, Point of 
Sale, eCommerce and reporting. With 
today’s fast moving technology trends, 
franchise businesses need a single 
transactional system that is optimised 
across all digital channels and integrated 
into internal business systems to provide 
a competitive edge in the market.

NetSuite, a cloud-based business 
management solution, offers retailers 
much needed access to real-time financial 
and inventory data across all stores. 
NetSuite also offers improved business 
analysis and reporting, superior CRM 
and marketing capabilities, intuitive and 
advanced POS functionality. NetSuite 
provides the cloud architecture required 
to rollout NetSuite eCommerce, all from 
a single unified business management 
software platform that provides 
anywhere, anytime access. As a platform 
to future proof your business, NetSuite 
is also easier to implement and adopt 
whilst offering low cost customisation 
capabilities for the changing needs of 
franchise organisations.

Today 24,000 companies and subsidiaries 
depend on NetSuite to run complex and 
mission-critical business processes 
globally in the cloud. Since its inception 
in 1998, NetSuite has established itself 
as the leading provider of enterprise-

class cloud financials / ERP, CRM and 
omnichannel software suites for mid-
sized organisations, large enterprises 
and divisions of large enterprises 
seeking to upgrade their antiquated 
client / server ERP and other systems. 
As the global adoption of the cloud is 
accelerating, NetSuite continues its 
success in delivering the best cloud suites 
to businesses around the world, enabling 
customers to lower IT costs significantly 
while increasing productivity.

Fusion5 is a five star NetSuite partner and 
a leading reseller and implementation 
partner for the region. We are focused on 
delivering robust business management 
systems to franchise organisations and 
are one of the most experienced business 
application companies operating in ANZ 
for more than 10 years. With over 220 
employees, 500 customer and offices in all 
major cities in Australia and New Zealand, 
we offer a range of solutions including 
ERP, CRM, HCM, EPM and SMS covering 
a broad choice of software applications, 
and have the expertise to recommend the 
right solution for the individual needs of 
your business. 

1

ENABLE FRANCHISE GROWTH
WITH OMNICHANNEL IT BUSINESS 
SYSTEMS DELIVERED IN THE CLOUD 

To find out more about how other 
franchise companies like Mailplus, 
Guzman Y Gomez, Hairhouse Warehouse 
and Battery World are leveraging NetSuite 
as a cloud platform to foster growth  
and drive competitive advantage, please 
contact Brynt.Moggach@Fusion5.com.au 
+61 2 8240 3800 or Lisa.Nicks@Fusion5.
co.nz +64 9 379 0525 or visit our website 
www.fusion5.com.au.

Fusion5 is proud to sponsor the Franchise Council of Australia’s National Franchise 
Convention for the second year running.  Visit our team at booth 9 during the NFC15 
expo, October 11-13 2015 in the Gold Coast, and have a drink with us as the official 
After Party sponsor of the FCA Excellence in Franchising Awards 2015.
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We started our trip straight off the back of the International 
Franchise Convention (IFC) in Las Vegas. This is an event like 
no other, with something for everyone and a cast of thousands. 
Coming directly after the IFC, the FCA study tour had a lot 
to live up to. We were in for a whole different up-close and 
personal experience.

Kym De Britt, the FCA’s General Manager, headed the tour. I 
jumped into our FCA car – a big black Ford Expedition – and 
said to our illustrious leader: ‘Right, mate, this had better be 
good’. No pressure. 

FCA United States  
study tour 2015 –  

Orange County, California
BY DENIS MCFADDEN, CEO, JUST CUTS FRANCHISING

All I know is if you had started your 
franchise system 25 years ago as I 
did, but you’d started it in the United 
States instead of Australia, you’d 
probably have your own corporate jet 
by now

Even though I’ve been a franchisor for 25 years, I am still inspired when I attend study 
tours; I would recommend them to anyone who has the time to go. The Franchise Council 
of Australia’s (FCA) Orange County tour this February was no exception. Our little Aussie 
group set out enthusiastically to visit amazing businesses in America – the birthplace of 
franchising, and a land of entrepreneurs. We were in for some real treats, eye-openers 
and ‘only in America’ surprises. 

Denis McFadden



T H E  F R A N C H I S E  R E V I E W

55

Newport Beach Hilton, Orange County, was a great 
starting point for what was to be fantastic exposure to 
some very impressive people, presentations, business tours, 
system models, lunches and – as always – the ‘story’.

Every business we visited was generous beyond belief. 
Their whole teams, including founders and senior 
managers, were often there when we visited, and welcomed 
us with a genuine passion and enthusiastic sharing of 
information that seems so typically American – and is also 
to be found in Australia.

Information flowed both ways. After speaking to me, when I 
explained our occupancy costs, salaries and wage percentages, 
American franchisors might have thought twice about coming 
to Australia. 

The scale of the businesses there that ‘get it right’ was 
beyond my comprehension. You have to see it. The size 

and the numbers they are doing are amazing, as are their 
teams and strategies. You should hear about the wins, 
misses and challenges, the many countries they go to, and 
how they get there. 

All I know is if you had started your franchise system 25 years 
ago as I did, but you’d started it in the United States instead of 
Australia, you’d probably have your own corporate jet by now. 

The trip was a memorable eye-opener and foray into some 
dynamic systems. The main message for me was that the 
successes of the American franchises had been built on people 
who have the passion to drive the business. 

Following is a snapshot and some photos of the wonderful 
people and places that we visited, and the itinerary that was 
opened up to us over those two days. Thanks Kym, and a big 
shout-out to the FCA team for making it all possible.

Information flowed both ways. After speaking to me, when I explained our occupancy 
costs, salaries and wage percentages, American franchisors might have thought twice 
about coming to Australia. 

Newport Beach, Orange County
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The itinerary: IFA study tour 2015 
These are the generous and dynamic businesses, presentations 
and tours we attended:

PANDA INN: The largest and fastest-growing Asian restaurant 
in the United States. Panda Inn is a traditional-style Chinese 
dining experience with a great story, and is a privately owned 
company with three brands and 1500 units. 

JAZZERCISE: Has a staggering 8300 franchisees teaching 
32,000 classes per week across a multitude of countries, but 
mostly in the United States. Their training and media rooms, 
and the JAZZERCISE film set, where all their dance and fitness 
videos are regularly rolled out to franchisees, were state-of-the-
art. Training seemed key there. 

RUBY’S DINER: Warmly named after the founder’s mother, 
Ruby’s is a glamorous burger-and-fries, 1950s-style diner. 
Think Happy Days and the Fonz if you’re a baby boomer. After 
tours and presentations, we lunched with the founder, who has 
55 units – and counting.

BALBOA BRANDS: This company operates the ‘Juice it Up!’ 
franchise. This was a great tour and story of reinvention and brand 
repositioning, leading the company to emerge out of losses during 
the global financial crisis into a winning brand. Think Boost Juice.

FRANCHISE SERVICE INC: This is a collection of franchise 
systems with more than 1000 centres in 26 countries – a 
very professional franchise systems support office with great 
reporting/tracking metrics. Marketing and support focus on the 
‘four cornerstones’ of a franchise network. We had access to 
a very good business system, with some good learnings and 
takeaways there also.

JOHNNY ROCKETS: A slightly higher-end 1950s-style global 
burger franchise. They have a system of more than 300 units 
worldwide, including United States military bases and cruise 
liners. We had a great lunch with their key people, too, after the 
grand tour and board presentation.

LUXOTTICA OAKLEY RETAIL BRANDS HEADQUARTERS: Wow! This 
building and business was NASA space meets Gotham City 
on steroids. What a place, and what a story! We thoroughly 
enjoyed the science and theatre of the building, and the 
opportunity to learn about its iconic sunglasses; they save lives 
and serve armies with design that is technologically unrivalled. 
Oakley dominates global sports, including for elite athletes, and 
they also have an option to design your own bespoke glasses. 
The manufacturing process and science was top-secret, and 
we got a tour and insights.    

Johnny Rockets welcomes some of the Aussie study tour

Luxottica retail brand headquarters – the home of Oakley
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