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New Code finalised

This year, we were once again joined at NFC 

by the Minister for Small Business, Bruce 

Billson. Days later, we saw the release of 

the new Franchising Code of Conduct in 

Parliament. This ends a 22-month review the 

FCA and its members have been actively and 

consistently involved with. Following months 

of consultation and due process, we now know 

the lay of the land and can prepare accordingly. 

It is worth mentioning the Minister’s office 

and Department of Treasury were very open 

to consultation and as a result, the FCA and its 

expert legal team were able to communicate 

the suggestions and concerns of our members 

every step of the way. I would like to take this 

opportunity to thank our members for sharing 

their time and experience throughout the past 

22 months. Your expertise has helped to shape 

regulation at a national level to benefit all those 

in the sector.

I would also like to thank our legal team, 

comprised of Phil Colman (MST Lawyers), Derek 

Sutherland (HWL Ebsworth), Sean O’Donnell 

(HWL Ebsworth) and Stephen Giles (Norton 

Rose Fulbright) for their tireless efforts over the 

last two years. Their most recent contribution 

was a Code Compliance roadshow around the 

country in November. The event was free to 

members and reached capacity in most states. 

If you missed the event and would like the 

presentation, please contact the office at  

info@franchise.org.au *

Education front of mind

For the second year running at NFC, we have 

held a CFE Graduation Ceremony. This year I 

was fortunate enough to be among the select 

group of graduates. Along with Sara Pantaleo 

(La Porchetta), Peter Baily (Luxottica), Jane 

Lombard (The Franchise Shop) and John 

O’Brien (Poolwerx) I received my Certified 

Franchise Executive accreditation.  You can 

read more about this on page 38.

The CFE program has been running in Australia 

for two years – and is the foundation for a 

growing focus on education at FCA.

Along with the CFE, this year FCA is again 

taking an Australian delegation to the IFA 

convention in Las Vegas. I’ve always found 

this to be an invaluable learning experience 

and encourage anyone looking to grow their 

business internationally or domestically to 

attend. Head office will be taking registrations 

until mid January and can be contacted via 

info@franchise.org.au

Celebrating the best in franchising

At the culmination of NFC this year, we 

celebrated the MYOB FCA Excellence in 

Franchising Awards. The black tie event 

is always the highlight on the conference 

program and indeed, the annual calendar. You 

can read more about the winners on page 14, 

but I would like to take this opportunity to 

welcome Greg Nathan, Director and Founder 

of Franchise Relationships Institute to the 

Franchise Hall of Fame.

For those of you I did not 
see at this year’s National 
Franchise Convention, you 
missed a fantastic three days. 
You’ll see much of the action 
on the following pages, 
but suffice to say, it was an 
event packed with learning, 
some truly inspiring keynote 
speakers and the networking 
and thought leadership we 
have all come to associate 
with our community.

By Michael Paul, Chairman, Franchise Council of Australia
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“I would also like to thank each of the FCA Partners, NFC14 sponsors, and voluntary 
committee members who have made the work of the FCA possible. Without them, there 
would be no events, convention or awards program. These things are fundamental to 
fostering the tight-knit community and fellowship we all enjoy as members of FCA.  ”

Thank you for   
a fantastic 2014

* You must be a member to receive this presentation.
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Greg has worked in franchising for more 

than 30 years, starting as a franchisee with 

Brumby’s, before founding FRI, through which 

he has revolutionised the way we look at the 

franchisee-franchisor relationship. He has 

provided invaluable research to brands starting 

out, in the growth phase and expanding 

overseas. He is a well-known and revered 

speaker on all things franchising and a tireless 

contributor to the Australian sector. I cannot 

think of a more fitting inductee for 2014.

Thank you from Franchise Council of Australia

As 2014 draws to a close, I would like to thank 

each of our members for their support for 

another year. The Board and head office do 

their utmost to represent your interests and 

provide you with services that will help you 

succeed in your business. Franchising is often a 

curious entity to the wider business community 

and it is our pleasure to represent so many 

entrepreneurs and businesses doing such 

amazing things.

I would also like to thank each of the FCA 

Partners, NFC14 sponsors, and voluntary 

committee members who have made the work 

of the FCA possible. Without them, there would 

be no events, convention or awards program. 

These things are fundamental to fostering the 

tight-knit community and fellowship we all 

enjoy as members of FCA. 

Have a safe and well deserved break, we  

look forward to great things in franchising  

in 2015.   fr  

Thank you for   
a fantastic 2014

“I would like to take this opportunity to thank our 
members for sharing their time and experience 
throughout the past 22 months. Your expertise has helped 
to shape regulation at a national level to benefit all those 
in the sector. ”
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Dear Colleague, 

Many of you heard me give an update at your 

National Franchise Convention on changes 

to the Franchising Code and I am pleased 

to inform you that I have released the new 

Franchising Code of Conduct. 

A message from The Hon Bruce Billson, MP

Minister for Small Business
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You should be proud of the fact that Australia 

is the franchise capital of the world. We both 

know the sector is a great source of enterprise 

and innovation and the Abbott Government 

wants to ensure the system is as healthy as it 

can be.

The introduction of a new Franchising Code 

fulfils the Government’s commitment to refine 

the current Code, strengthen its effectiveness 

and guard against state-based regulation. 

As you know through your own participation 

the new Code is the result of extensive 

consultation and collaboration with all parts of 

the franchising sector. 

Reforms to the Code get the balance right 

between maintaining a level of regulation to 

foster the effective operation of the sector 

while reducing the overall regulatory burden.  

The new Code will deliver an estimated $8.6 

million per year of savings in administrative 

costs across the sector.  

We have met our election commitment to 

strengthen the effectiveness of the Code and 

guard against state-based regulation.

The new Code allows civil penalties to be 

imposed, or infringement notices issued, for a 

serious breach of the new Franchising Code. 

Some of the main improvements to the way 

franchising will be regulated under these 

reforms are:

•   the introduction of a statutory obligation on 

franchisors and franchisees to act in good 

faith in their dealings with each other;

•   a streamlined disclosure process that removes 

unnecessary information requirements; 

Minister Billson addresses the delegates at NFC14



7

•   improved transparency in how marketing 

funds are used and administered; 

•   more flexible and stronger enforcement 

options for the Australian Competition and 

Consumer Commission, with the introduction 

of civil penalties and infringement notices for 

serious breaches of the Code and expanded 

audit powers; 

•   an information statement that will give 

prospective franchisees essential information 

about the nature of franchising before they 

make a commitment to sign an agreement; 

and 

•   a reasonable and balanced restriction on the 

enforceability of restraint of trade clauses, 

that still takes account of the legitimate 

interests of franchisors. 

Franchise reform is a key component of the 

Government’s small business policy.  This 

new Code will benefit both franchisors and 

franchisees and position the sector well for the 

future. 

The new code will commence on 1 January 

2015.

Franchisors can continue to use their existing 

disclosure documents during a transition 

period up until 31 October 2015, by which 

time all disclosure documents will have to be 

updated.

Further guidance material will be available 

from the Australian Competition and 

Consumer Commission in early December.   

This information will be available at  

www.accc.gov.au

I look forward to continuing our close work 

with the Franchise Council in the new year. 

Please do not hesitate to contact my office 

if you wish to speak further with me on 

sbminister@treasury.gov.au

I trust this information will be of assistance.

Yours sincerely 

Bruce Billson 

Minister for Small Business    fr  

“As you know through your own participation the new Code is the result of extensive 
consultation and collaboration with all parts of the franchising sector.  ”
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Franchise Research

The biennial survey, carried 
out by the Centre as a 
consultancy for the Franchise 
Council of Australia, also 
examines the involvement 
of minority groups in 
franchising for the first time.
While the number of franchisors trading in 

Australia has fallen since 2012, the country’s 

franchise sector is in better shape than it was 

two years ago, the 2014 Franchising Australia 

Report reveals.

The ninth biennial Franchising Australia Report 

was launched at Sydney’s Olympic Park, as part 

of the National Franchise Convention in October.

The franchise sector has grown by an estimated 

6000 units since 2012. While the number of full-

time employees remained steady, a significant 

Franchising Australia 
2014 report released

Research by the Asia-Pacific Centre for Franchising Excellence  
shows a prospering franchise sector that defies sluggish economy 

rise in the employment of casual labour was 

recorded.

For the first time in the report’s history, a 

considered focus on minority groups has found 

that approximately 16% of franchisors actively 

recruit migrants as franchisees, and a further 

12% intend to recruit migrants as franchisees in 

the future.

Only 7% of franchisors indicated that they have 

recruited Aboriginal or Torres Strait Islander 

franchisees; however, over half the franchisor 

respondents indicated they were interested in 

a program that would transition Aboriginal or 

Torres Strait Islander employees into franchisee 

ownership.  The Centre is trying to attract 

funding to research in this area.

As the only systematic data collected on the 

Australian franchise sector, the Franchising 

Australia 2014 report provides an in-depth 

profile of the sector, as well as a wealth of 

longitudinal data gathered over the past  

16 years.

You can download the full Franchising Australia 

Report from the Centre’s website:  

www.franchise.edu.au/home/research/
franchise-australia/franchising-
australia-2014

By Kerry Miles, General and Business Manager, Asia-Pacific Centre for Franchising Excellence Griffith Business School

“For the first time in 
the report’s history, a 
considered focus on 
minority groups has found 
that approximately 16% of 
franchisors actively recruit 
migrants as franchisees, 
and a further 12% intend 
to recruit migrants as 
franchisees in the future. ”
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Other key findings include: 

•  There are 1160 business format franchisors in 

Australia, compared with 1180 in 2012.

•  There are an estimated 79,000 units operating 

in business format franchises, an increase of 

8.2 percent since 2012.

•  More than 460,000 people are employed 

directly in franchising.

•  The number of casual employees increased 

from 138,000 to 181,000 since 2012.

•  Sales turnover of the entire franchising sector 

was estimated at $144 billion.

•  86% of franchise systems originated in 

Australia.

•  30% of franchisors have entered international 

markets.

•  Only 1.5% of franchisees were involved in a 

substantial dispute with a franchisor over the 

past twelve months.

•  Fully 45 percent of franchise systems engage 

in online sales with customers. However, 

online sales account for only 5% of total sales 

in the sector.  fr

“While the number of 
franchisors trading in 
Australia has fallen since 
2012, the country’s franchise 
sector is in better shape 
than it was two years 
ago, the 2014 Franchising 
Australia Report reveals. ”
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Resources: Fair Work Ombudsman

As a franchisor, we understand it is important 

for you to protect and build your brand. One 

of the best ways to achieve this is to provide 

support to your franchisees to ensure they are 

meeting their responsibilities to employees. 

In some situations there may be additional 

barriers which make it more difficult for your 

franchisees to comply with workplace laws. 

Where you have franchisees that are business 

migrants, these barriers may be language and 

communication issues or cultural differences. 

These challenges may not only impact your 

franchisees in their business operations, they 

may also impact the way in which you provide 

support to them. 

Recruiting business migrants as franchisees 

may present significant opportunities 

for franchise systems to ‘sustain growth 

operations’. Although only 12 per cent of 

franchisors report current migrant ownership 

of franchises within their franchise system, an 

additional 12 percent have indicated that they 

plan to actively recruit migrants in the near 

future. 

If you are planning on recruiting migrants 

into your franchise system, or have thought 

about doing so but have been put off by the 

perceived challenges this may present, there is 

help available for you. 

At the Fair Work Ombudsman we offer a 

number of tools, resources and programs 

to assist you to overcome these issues and 

support all of your franchisees.  

Some of the ways in which we can help include:

•  Our priority Small Business Helpline  

(13 13 94 – press option 3) allows small 

business employers to access a priority 

queue and speak to one of our specialist 

advisers about their workplace relations 

questions. Where potential language barriers 

exist, you or your franchisees can access the 

Translating and Interpreting Service on  

13 14 50.

•  We also offer a wide range of resources in 27 

different languages that assist franchisees to 

understand and apply their obligations when 

it comes to the management of employees. 

Resources include fact sheets about employer 

obligations and short, informative videos 

about employing staff in Australia. 

•  For a more involved approach, we have 

prepared a Community Presentation 

Package. The package can be delivered to 

your franchisees and aims to educate them 

about the importance of workplace laws in 

Australia and the rights and obligations of 

everyone in the workplace. In addition to a 

number of educative resources, the Package 

Fair Work 
Ombudsman
Supporting the newer members 
of the franchise community 

By Robert Hortle  
Fair Work Ombudsman Director  
Small Business Strategy and Campaigns
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contains speaking notes and a PowerPoint 

presentation so that you can ensure you are 

delivering the right information. In addition 

to English, our community presentation 

packages are also available in Arabic, 

Cantonese, Mandarin, Dari, Indonesian, Khmer, 

Korean, Persian/Farsi, Serbian, Spanish, Thai, 

Turkish and Vietnamese.

All our free tools and resources are available 

at our website www.fairwork.gov.au. These 

have been designed to assist you in supporting 

your franchisees to more easily understand and 

comply with workplace laws. 

Your early involvement can help your 

franchisees overcome any difficulties they 

may have in complying with workplace laws. 

Not only will this ensure fair conditions for 

all parties, but it will also help you to protect 

your brand name from being associated with 

non-compliance. By working together we can 

communicate the importance of complying 

with workplace laws, without the need to 

instigate formal enforcement action. 

There is also a wide range of organisations that 

support culturally and linguistically diverse 

(CALD) communities that your franchisees 

can connect with for assistance and support. 

Migrant Resource Centres, Ethnic Community 

Councils and specific ethnic community groups 

can provide support and help to overcome any 

cultural barriers that may be impacting upon 

your franchisees’ compliance with workplace 

laws. At the Fair Work Ombudsman we are 

engaging with and providing practical support 

to these organisations that are supporting 

CALD communities, to ensure they have up 

to date employment law information and 

access to resources that assist their clients. We 

recommend that you actively encourage your 

business migrant franchisees to get involved 

with these networks.

To protect your brand reputation we 

encourage you to assist your franchisees 

to overcome any barriers they may face in 

complying with workplace laws. 

The Fair Work Ombudsman offers a free 

National Franchise Program that provides an 

opportunity for franchisors to protect and 

build their brand by collaborating with us to 

support fair and compliant workplaces.   fr

If you are interested in participating, or 

would like to enquire about the Program, 

please contact us at franchising@fwo.gov.au

Building a great business venture requires 
great leadership, vision, belief, commitment 
and a bit of risk. However without a firm 
understanding of your brand, you risk 
having the best idea that nobody has ever 
heard of. And when it comes to franchising 

that could be the difference between 
making or breaking the very model you 
have so passionately invested into.  
It’s critical as a brand to appeal to your 
target market and as consumer insight 
specialist and brand developers we can 

help take your idea and reach a potential 
larger and more mindful target audience.

Allow us to give you a hand today.

Call 1800 356 164 or visit 
atmmarketing.com.au

Brand planning can be 
the difference between 
hero to zero.

“Not only will this ensure fair conditions for all parties, 
but it will also help you to protect your brand name 
from being associated with non-compliance. By working 
together we can communicate the importance of 
complying with workplace laws, without the need to 
instigate formal enforcement action. ”

By Robert Hortle  
Fair Work Ombudsman Director  
Small Business Strategy and Campaigns
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Putting it mildly, it’s been a challenging time 

for business in the UK in recent years. With the 

country’s economy having experienced its most 

severe downturn for generations, it would be 

easy to overlook the UK as part of international 

expansion plans. For franchisors in particular, 

that would be a significant mistake.

That’s because despite the performance of 

the economy as a whole, franchising has never 

been in better health here after a remarkable 

period of growth. In 2013 the UK franchise 

sector generated a record-breaking £13.7bn 

turnover, an increase of 20% since 2008, 

when the economy went south; in the same 

timeframe, UK GDP contracted 2.5%. The 

numbers of franchisee-owned businesses, 

different franchise brands and jobs created by 

franchising have all consistently risen as well.

That growth is one reason why the UK is a 

market Australian franchisors should be 

looking to for international expansion; there 

are plenty of others too.

Long-term growth

For more than 20 years consecutively:

1.  The proportion of franchisee outlets that 

close due to commercial failure is less than 

5% annually (2013: under 3%)

2.  Around 90% of franchisees each year 

report profitability (2013: 92%)

3.  The number of brands operating a 

franchise model in the UK has risen every 

year (2013: 930)

Ease of business

The UK is known as a relatively easy place to 

set up and run a business, and franchising is no 

exception compared to the rest of Europe/the 

world. There’s no franchise-specific legislation 

in the UK, and no FDDs. Full and fair disclosure 

is expected and the bfa’s Code of Ethics is 

widely referred to for legal guidance.

Entrepreneurial spirit

One side-effect of the downturn has been 

to increase the number of people looking to 

self-employment (redundancies and wage 

freezes have been commonplace). There is now 

a record number of SMEs in the UK and the 

idea of starting a business has never enjoyed 

greater visibility. There has been accordingly 

greater recognition of franchising in the media, 

with sector PR at its strongest-ever levels.

International brands succeed

Almost 20% of franchise brands operating in 

the UK originate from overseas, and they come 

from diverse sectors – from cleaning to retail, 

from homecare to hair care. Australian brands 

have already made their mark nationally in 

the UK market, with Pack & Send and Cash 

Converters enjoying strong brand presence 

and Cafe2U becoming the UK’s largest mobile 

coffee operation. That success has been 

recognised as well, with Cafe2U winning the 

bfa’s Brand Builder of the Year award in 2012.

Branching out

The UK is an ideal platform into further 

European markets later down the line. Cultural 

and linguistic similarities with Australia make 

it the perfect bridge into further potentially 

lucrative (and pro-franchising) markets such as 

France, Germany and Turkey, a route that global 

US franchisors have been taking in recent years.

The bfa

Since its formation in 1977 the bfa has been 

centrally involved with discussions with EU 

policy-makers and its long-serving director 

general, Brian Smart, has spoken at the 

UN on franchising matters. It has stringent 

accreditation criteria for membership, allowing 

those brands with ethical models to stand 

out from the crowd. The result is a thriving 

community with a genuine desire to share 

success and knowhow, and support others with 

the challenges they face.

The framework is well-established for 

international brands to enjoy significant success 

in the UK market, and there’s a strong history of 

them doing just that. From traditional, world-

famous brands to those newer to the scene, the 

path is well-trodden and paved with success 

stories of thriving franchise networks.

Could yours be the next to join them?   fr

For information on any aspect of franchising  

in the UK, visit the bfa’s website,  

www.thebfa.org 

International Franchising 
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London calling: 
franchising in the UK

“Australian brands have already made their mark 
nationally in the UK market, with Pack & Send and Cash 
Converters enjoying strong brand presence and Cafe2U 
becoming the UK’s largest mobile coffee operation. ”

Franchise Review caught up with the British Franchise 
Association to learn about their sector, the challenges they 
face and the benefits of expanding to the UK.

Dreamweavers are proud to be the Event Production suppliers
to the 2013 & 2014 National Franchise Conventions 
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Dreamweavers are proud to be the Event Production suppliers
to the 2013 & 2014 National Franchise Conventions 
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MYOB FCA Excellence in Franchising Awards

The Franchise Council 
of Australia honoured 
franchising’s best and 
brightest at the MYOB FCA 
Excellence in Franchising 
Awards Gala Dinner in 
October at Allphones Arena, 
Sydney Olympic Park.
Held at the culmination of the National Franchise 

Convention, the big winner on the night was 

South Australian-based Wendy’s Supa Sundaes 

who went home with Australian Established 

Franchisor of the Year trophy. CEO Rob McKay 

said it was a very special win for a brand that is a 

big family.

“Over time we’ve grown and evolved through a 

pretty basic premise – yum and fun. It’s always 

been about putting smiles on the customers’ 

faces and the franchisees’ faces. Thirty-five years 

later we still work every day to do the same thing,” 

Mr McKay said.

Shingle Inn Cafes were twice honoured in the 

Australian Emerging Franchisor of the Year, and 

Franchisee of the Year, two or more staff categories.

Optometry and retail franchise, OPSM also 

took out two awards on the night, Excellence in 

Marketing and Franchisee of the Year, less than 

two staff.

Victorian OPSM franchisee Rowan Prendergast 

attributed his win to the support of his franchisor.

“They’re incredibly flexible and support of 

initiatives that I want to put in place to grow my 

business. They also consistently invest in what 

we do as optometrists. The technology growth 

in our industry is quite rapid and OPSM is at the 

forefront of that, which really helps me to be 

great at what I do,” Mr Prendergast said at the 

black tie event.

Franchise Woman of the Year winner, Sharon Jurd 

of HydroKleen said the awards were important to 

highlight the work going on in the sector.

“People are doing great things in their 

communities, they work hard and achieve 

amazing things. Recognition like this shows the 

community all the incredible work going on 

behind the scenes,” she said.

There were 13 awards presented on the evening, 

proudly sponsored by MYOB. Successful 

individuals and businesses were recognised 

across a range of functions including franchisees, 

support staff and franchise systems. (Full list 

below).

Accepting the inaugural award for International 

Franchisor of the Year, Peter Larson, Director 

of Professional Services at Specsavers said the 

Australian arm of the business now influences the 

original European brand.

“In the early days it was about transferring the 

(franchise) model to Australia. As the Australian 

Issue 40 Edition Four 2014

MYOB FCA Excellence  
in Franchising Awards  
honours the best in Australia
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model grew and the people grew, the model 

evolved. In fact the learnings and success we’ve 

had here, we’ve been able to push back to the 

parent company,” he said.

The awards also included the induction of a 

new member into the Franchise Hall of Fame – 

Psychologist and author Greg Nathan,  

founder of the Franchise Relationships Institute. 

Mr Nathan spoke of a vibrant Australian 

franchise sector after accepting his award.

“The Australian franchise sector has a genuine 

commitment to success for franchisees as well 

as franchisors. I think it comes from our ethos 

of giving everyone a fair go. We also have a 

strong commitment to quality and excellence, 

and to top it off we’re incredibly innovative,”  

Mr Nathan said.

The FCA Excellence in Franchising Awards 

would not be possible without the support of 

Principal Sponsor, MYOB, trophy sponsor, Minit 

Commercial and the individual award sponsors.

“ The Australian franchise sector has a genuine commitment 
to success for franchisees as well as franchisors. I think it 
comes from our ethos of giving everyone a fair go. We also 
have a strong commitment to quality and excellence, and 
to top it off we’re incredibly innovative.”

MYOB FCA 
Excellence in 
Franchising Awards 
2014 Winners
Australian Established Franchisor of 
the Year Wendy’s Supa Sundaes

Sponsored by 7-Eleven Australia

Australian Emerging Franchisor of the 
Year Shingle Inn

Sponsored by 7-Eleven Australia

International Franchisor of the Year 
Specsavers

Sponsored by LeaseEagle

Multi-Unit Franchisee of the Year  

Brad and Matt Walker,  

Grill’d Camberwell, Knox and 

Southland

Franchisee of the Year, 
 two or more staff  

April and Tony Carnie, Nicki Nesbitt 

and Wiesiek Lewandowski, Shingle 

Inn Mount Ommaney

Franchisee of the Year,  
less than two staff 

Rowan Prendergast, OPSM Waurn 

Ponds

Franchise Woman of the Year  

Sharon Jurd, HydroKleen Australia

Sponsored by Battery World

Field Manager of the Year  

Danika Heslop, Jamaica Blue

Supplier of the Year 

Shift8

Excellence in Marketing 

OPSM

Sponsored by American Express

Franchisor Social Responsibility 

Specsavers

Sponsored by Battery World

Franchisee Community  
Responsibility and Contribution 

David Price, Grill’d Cairns

Sponsored by Crea Legal

Franchise Hall of Fame Inductee 2014 

Greg Nathan,  

Franchise Relationships Institute

Watch the 
MYOB FCA 
Excellence in 
Franchising 
Awards 
highlight 
video
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2015 FCA Excellence  
in Franchising Awards 
key dates
REGIONAL CATEGORIES:  
Entries open: 19 January – 16 March 
Submissions due: 1 April

NATIONAL CATEGORIES:  
Entries open: 13 April – 8 June 
Submission due: 19 June

For more information, visit the website 
www.franchise.org.au/awards.html fr

Wendy’s Supa Sundaes, Australian Established Franchisor of the Year Sharon Jurd HydroKleen, Franchise Woman of the Year

Franchisee of the Year, 2 or more staff, Shingle Inn, Mt Ommaney

Field Manager of the Year, Danika Heslop Jamaica Blue

OPSM - Excellence in Marketing

Brad Walker, Grill’d, Multi-Unit Franchisee of the Year
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MYOB FCA Excellence in Franchising Awards
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HELP YOUR FRANCHISE  
RUN SMOOTHLY WITH DOT  
(DIGITAL OFFICE TECHNOLOGY)™
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into one streamlined package that’s all on one bill.

Experience what DOT can do for your franchise. 
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When Danny Hanlon 
addressed the Franchise 
Council of Australia’s National 
Franchise Convention in 
Sydney, he had come more or 
less full circle. 
Born and raised in Perth, Australia, but now 

a naturalised Brit living in England, he was 

an apprentice kitchen fitter when he was 

given the opportunity to become the very 

first franchisee for the fledgling Granite 

Transformations brand. He went on to help 

develop the firm’s franchise operation 

in Australia, at the same time taking his 

showroom’s annual revenue to A$1.5 million 

within two years, then was instrumental in 

pioneering the brand’s market entry to the 

United States, before going on to establish the 

franchise in the United Kingdom.

International Franchising

D
an

ny
 H

an
lo

n,
  

Ch
ie

f O
pe

ra
tin

g 
O

ffi
ce

r, 
 

G
ra

ni
te

 T
ra

ns
fo

rm
at

io
ns

 U
K

Only the committed succeed

“One of my first lessons during this journey is 

that International expansion is not for the faint 

hearted, it is for companies 100% committed 

to the task. I had a first-hand glimpse of what 

that commitment looks like from my initial 

introduction to our business. I turned up to a 

very small commercial building and walked in 

to meet Colin Mackenzie, one of the founders. 

We started talking about the possibility of me 

joining the organisation and what that role 

entailed. Colin described this product, which 

was effectively a floor tile being imported into 

the Australian market by a select few tiling 

retailers, and had the idea of putting it on top 

of kitchen benchtops. 

“He explained that I could join them by all 

means, but would have to pay for my own van, 

tools and expenses.  My initial outlay to join 

this business was $10,000! Crikey!  So I did what 

any self-respecting young person might do 

and exclaimed ‘you are joking, you want me to 

invest $10K, with no guarantee of income and 

in a business with a zero track record?’  

“Colin, looked me straight in the eye and 

said, ‘Yes, if you join me, I will guarantee that 

you will have the opportunity to grow with 

this business. Once we prove that the model 

works here, we will move to Sydney to open a 

national franchise support office and expand 

across the East. After that we’ll take it to the 

USA and then Europe and if you join today you 

will have a ton of opportunities to grow and 

progress with this organisation.’  I thought this 

man has an incredible vision and bought into it 

totally, as did many more people that joined us 

over the years.”

Borderless Brands: Expanding 
The Franchise Internationally

“ One of my first lessons 
during this journey is that 
International expansion is 
not for the faint hearted, 
it is for companies 100% 
committed to the task. ”

Extracts from Danny Hanlon’s keynote address to NFC14 delegation

Eighteen years on, he has masterminded the 

expansion of the brand’s UK network to 40 

showrooms, become a Granite Transformations 

board director and Chief Operating Officer 

of both RSG Europe, the franchisor, and the 

Trend GB mosaic tiles marketing operation. 

He has overseen a successful diversification 

into replacement kitchen doors, alongside 

the core ‘top that fits on top’ kitchen worktop 

installation business, and is currently 

masterminding the network’s expansion into 

bathroom makeovers. During the same period, 

the franchise itself has grown to more than 

200 showrooms across four continents, fitting 

around 8000 installations each month and 

recently passing the ‘million worktops’ mark. 

All this notwithstanding that the product itself 

is known by different names in its three main 

markets: benchtops in Australasia, countertops 

in North America and worktops in Europe!

In October this year, Danny represented 

his brand and shared his expertise with 

the delegation at the National Franchise 

Convention in Sydney. In his keynote address, 

Danny shared with the audience a series of 

‘truths and lessons learned’, during the brand’s 

journey into international markets.
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Create a strong foundation

Next, Danny underlined the need to build 

strong foundations on the domestic front, 

before moving on to international expansion. 

“When we made the move into North America 

back in 2001, we had just over 70% of the 

Australian market covered and were reaching 

saturation point. Our business now had a 

rock-solid foundation, with all the necessary 

requirements for expansion. We had a strong 

set of financial accounts showing healthy 

profits, a great business model with dedicated 

franchise owners, an established and reliable 

supply chain, a dependable team at our 

corporate office, successful marketing and, 

most importantly, a great company culture. 

“Yet, without willing and honest 

communications between our existing 

Australian franchisees and future American 

owners, the expansion into the US market 

would not have been successful. Without the 

solid foundations or good company culture, 

any franchise recruitment programme is going 

to be hard work. But knowing that there were 

telephone conversations going back and forth 

between our territories and that prospective 

American franchisees were hearing that ‘it’s 

great mate’ was pure gold!”

Expansion comes at a price

When it comes to capital, Danny had some 

no-nonsense advice – ‘take your budget and 

double it.’ He advises that brand protection, 

legal and franchise documentation, market 

research and system development costs 

must be factored into the budget, with a 

contingency plan to make further capital 

available should it be needed.

“Also, be prepared to loan out your most 

trusted and experienced staff,” he adds. “You 

have to use your own people in a new market 

to help establish your model. I think it’s fair 

to say that when we set up in the US, we 

grossly underestimated the amount of human 

resources needed to get it up and running. 

Originally we had no intention of sending 

anyone there, thinking we could hire a CEO and 

let them get on with things as we had shown 

them.  But the moment our people weren’t 

there things began to go wrong! It was simply 

the lack of specific experience, which we had 

built up over the years. So I would encourage 

anyone thinking about international expansion 

to be prepared to put your own people on the 

ground for extended periods.”

Is your product what the market needs?

He went on to recommend choosing new 

overseas markets with care: “Don’t assume that 

because there’s demand for your product or 

service in your home market, that your business 

model will be well received and work in all other 

countries. Franchising is built to be exported 

and 90% of it is exportable, notably your 

operating systems. The other 10%, the market 

differences, can have a detrimental impact on 

the success of starting up in a new country. 

There are a number of factors to consider, 

including consumer behaviour, language, laws, 

customs and other market competitors. 

“We chose the USA as our first country for 

international expansion because Colin 

MacKenzie had lived in California and 

discovered that the vast majority of homes 

had ceramic tiled kitchen benchtops. He 

knew most Americans did not like these tiled 

fittings, because they were really difficult to 

keep clean. So, through first-hand experience, 

we knew that there was definitely a market 

for converting tiled benchtops to granite ones. 

The US had huge potential, but only as long 

as we could get it right! California has double 

Australia’s population, with over 40 million, and 

that’s just one state! 

“ We realised that in order to grow we had to do something different and adapt our model 
yet again. We did so via a low cost, low risk format which we called the ‘Concession 
Franchise’ and we put these into garden centres around the UK.”

Continued over page 
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“However, we got it wrong when we tried to 

expand into Germany. Eighteen months later, 

we left that market with our tail between 

our legs. You’ve all heard the phase an 

“Englishman’s home is his castle”, which is the 

same in Australia, New Zealand, Canada and 

America. Well, not so in Europe! Had we looked 

a little closer, all the tell-tale signs were there. 

Renting is very European and the German 

market has a very large property rental market, 

the highest in Europe, so with very few people 

actually owning their properties, there was 

minimal demand for renovating benchtops. 

Another telling sign was that there were very 

few programmes on TV about renovating your 

home.”

Develop the model to suit the market

Next, after highlighting the importance of 

surrounding yourself with a team of seasoned, 

qualified professionals, preferably with a 

proven track record in international franchising, 

he emphasised the need to adopt your 

business model to suit local conditions.

“If you want your franchise to succeed 

internationally, the chances are you’ll have 

to make some changes to your business 

model. Develop a prototype, then figure out 

what those changes are. You might need to 

modify some of the products or services you 

offer, adjust how you advertise and make 

adaptations to the equipment you use. When 

we went into the UK and US, we had to make a 

number of significant changes, some of which 

became apparent early on and others not until 

much later. 

“In Australia we fabricate onsite, for instance, 

since our customers’ homes have big sprawling 

driveways, which make ideal areas to set 

up portable workbenches. But we quickly 

discovered those luxuries were not going to 

happen in the UK, where most homes are 

quite tight for space. We certainly didn’t have 

room to erect large work benches and, if we 

did manage to find some space, then it was 

preferable to use it to shelter from the rain! 

Confronted with both climate and space 

challenges, we opted for radical innovation.

“We stopped fabricating onsite and moved 

indoors to nearby workshops, a change 

that brought with it new health and safety 

challenges. In order to prevent excessive 

airborne dust, we had to find a way of cutting 

our material, using suitable and affordable wet 

saws, and track down a downdraught table to 

overcome particulate issues. Shortly after the 

introduction of these key pieces of equipment, 

we passed an inspection by the Health & Safety 

Executive with flying colours. Now we had a 

business model to sell!

“The next pivotal change for us in the UK was 

the concept of the high street showroom. 

These measure around 300 square feet on 

average, a huge step away from the usual 

thousand square feet showrooms attached to 

our warehouses in Australia. Nevertheless, high 

streets are quintessentially British and the focal 

point for trading, so it made sense for us to put 

ourselves right in the middle of the action.

Evolve with the market

“Then, in 2011 we faced another underlying 

problem in the UK. There was a dramatic 10% 

decline in the GDP during seven successive 

quarters and lots of businesses in Britain closed 

over this period. We realised that in order to 

grow we had to do something different and 

adapt our model yet again. We did so via a 

low cost, low risk format which we called the 

‘Concession Franchise’ and we put these into 

garden centres around the UK. 

“We created mini showroom display units and 

began promoting these via our new franchise 

model. The new concession franchise allowed 

us to reduce the initial investment required, 

at a time when banks were reluctant to lend 

money, and gave us the ability to continue 

signing high calibre franchise owners, who 

simply wanted a chance to demonstrate their 

ability. It gave them a chance to take that first 

step on the GT ladder, later reinvesting in the 

business to extend their operations.”

A Granite Transformations remodel “ The US had huge potential, 
but only as long as 
we could get it right! 
California has double 
Australia’s population, 
with over 40 million, and 
that’s just one state! ”
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“ I would encourage you to plan for trademark protection as  
early as possible, to avoid dealing with creative entrepreneurs  
and pirates that register your mark and offer to sell it back to you.”

Granite Transformations ‘High Street’ 
Trumpington Showroom
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Plan ahead to protect your brand

For those intending to expand internationally, 

it is important to protect your brand, says 

Danny. “I would encourage you to plan for 

trademark protection as early as possible, to 

avoid dealing with creative entrepreneurs 

and pirates that register your mark and offer 

to sell it back to you. I have heard about 

franchisors who have recruited a suitable 

master franchisee or area developer in the 

proposed country, only to realise they were 

then unable to obtain their trademark or local 

domain name, which can be embarrassing and 

problematic. These days, having learnt the 

hard way, we recognise the importance and 

value of our intellectual property and hire a 

firm that provides international trademark and 

domain name monitoring, to ensure that we 

avoid future conflicts.”

What happens next?

Once you have made all the necessary 

adaptations and provisions to make your 

franchise model a success, Danny puts forward 

four key strategies for scaling upwards. “First, 

make sure you provide a strong strategy and 

support for the initial master franchisee or 

area developer. We learnt our lessons when 

we set up in the US and, as a result when 

we expanded into the UK, we put our own 

technical people on the ground as well, to 

ensure continuity and consistency of training 

standards to maintain brand integrity. 

“Secondly, make sure your supply chain is 

structured properly. Can your original suppliers 

service the markets you are entering or do 

you need to source local suppliers? Colin had 

secured distribution rights to our various 

markets and we were able to supply our 

Australian, UK and North American markets 

from our supplier’s manufacturing facility in 

Italy. However , when demand really started 

to pick up in the US, we could see that 

changes had to happen and they had to be 

quick. As a result our suppliers purchased a 

greater stake in the Granite Transformations 

brand and established a new state-of-the-art 

manufacturing facility in Florida, with the 

capability to produce, at that point, three times 

our annual requirement. 

“Third, there are all sorts of additional financial 

factors that you need to consider, such as 

import duties, taxes and delivery costs, which 

you will need to monitor closely because 

they can eat into your margins. Finally, make 

sure your operational systems are scalable. 

Accounting, EPOS, CRM and operational 

software needs to be suitable for the target 

country or you will have to find compatible 

solutions. 

“But if you have confidence in your franchise 

concept, don’t hesitate to take it to the 

world and enjoy the experience of being an 

international entrepreneur!  fr

Further enquiries to Granite Transformations, 
Decimus Park, Kingstanding Way, Tunbridge 
Wells TN2 3GP, tel + 44 1892 509 680  
or visit www.gtfranchise.co.uk    
You can also email Danny Hanlon direct at 
dannyh@granitetransformations.com 

Granite’s innovative concession  
model inside a British Garden Centre
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People. 
Passion. 
Performance. 
That’s a wrap for NFC14

National Franchise Convention

In an economy that is 
the “12th largest, fifth 
fastest growing and second 
richest on the planet”, a 
key focus on performance 
seemed a perfect fit for this 
year’s National Franchise 
Convention.
Those statistics were provided on day one in 

an energetic presentation by demographer, 

Bernard Salt. He was just one of the stand-out 

keynote speakers at NFC14, held at Sydney 

Showgrounds from 26 – 28 October this year.

Australian businessman David Smorgon 

opened proceedings with a presentation on 

developing a winning culture. Concentrating 

on the importance of communication and 

transformational leadership, he used Kodak as 

a cautionary tale when discussing the need to 

innovate and lead from the front.

“What lies behind us and what lies before us  

are small matters as compared to what lies 

within us.”

Mr Smorgon’s presentation finished on the 

perfect note to lead the delegation of 500 into 

an action-packed two-day speaking program 

themed People, Passion and Performance.

Presentations in the main plenary from John 

Pollaers (former CEO of Fosters and Pacific 

Brands), Karen Matthews (Head of Retail, 

Freedom Furniture), Glenn Cooper (Chairman, 

Coopers Brewery) and Danny Hanlon (COO 

Granite Transformation Europe) focused on 

foundational leadership, innovation, change 

management and brand expansion. You can 

read more about Danny Hanlon’s presentation 

on Borderless Brands on page 18.

Founder of Boost Juice Bars and Executive 

Director of Retail Zoo, Janine Allis shared 

her story on the beginning of Boost and the 

growth of the brand through a changing 

economy to a packed house on day two.

Along with the keynote presentations, the 

audience were treated to expert panel sessions 

on the changing face of Australian franchising 

(featuring Warren Wilmot, 7-Eleven; Serge 

Infanti, Foodco; Denis McFadden, Just Cuts and 

Franchise Hall of Fame; and Ian Martin, Noodle 

Box), as well as Innovation in the current 

climate (Ken Rosebery, The Cheesecake Shop; 

Charles Horner, Specsavers; Luke Bayliss, Sumo 

Salad; and Jacinta McDonnell, Anytime Fitness).

As part of the breakout concurrent sessions 

featuring franchisors from across the country 

and a range of experts, Griffith University also 

released their latest research at the event. The 

Franchising Australia 2014 Report showed 

consistent growth of 9% across the last two 

years in a sector now worth a reported $144 

billion.

Issue 40 Edition Four 2014



The event had its share of stakeholder and 

political input with Deputy Chair of the ACCC, 

Dr Michael Schaper presenting at the Legal 

Symposium and Minister for Small Business, 

Bruce Billson addressing the crowd at breakfast.

“I want to thank you all for everything you’re 

doing for the economy, for your enterprise 

and your contribution to the livelihood and 

prosperity of our nation,” Minister Billson said.

“May I thank Michael (Paul, Chairman) and the 

FCA, who have spent an awful lot of time in 

close proximity to us, delving into the revised 

Code with Treasury officials.

“I promised you we would collaborate carefully 

and this is exactly what we’ve done. We’ve 

finished with a product that will encourage 

innovation and investment, support further 

growth, and above all, help to guide the 

conduct of those in a very particular kind of 

relationship that is at the heart of franchising.

“This is a good piece of work. Many of you have 

contributed significantly to it. Now we can get 

on with the business of creating business and 

opportunity,” Billson finished.

The reinvigorated small business landscape 

was incredibly evident at the trade exhibition 

that is always a highlight of the convention. 

With more than 50 businesses showcasing their 

products and services to the sector, franchisors 

have never had more choice or opportunity to 

enhance their brand through the innovation 

and expertise of suppliers in the sector.

“Every time I come to one of these events, I 

learn something new, meet a new range of 

suppliers that are out there offering different 

technologies, different systems and things that 

we can all take back to our businesses and use 

in one way or another,” said Richard Thame, 

CEO of Fastway Couriers.

The trade exhibition featured various 

technology, banking, media, accounting, 

consulting and event businesses.

Unfortunately advertised closing keynote 

speaker Ita Buttrose withdrew from the 

speaking program late in the piece after she 

came down with laryngitis. Instead we were 

joined by Oscar winner, Adam Elliot who 

shared his story about the hard work, self belief 

and often unbelievable circumstances that 

accompany success. 

Motivational speaker Michael Crossland was 

also a major highlight of the convention. 

Speaking about his journey through illness, 

his quest to make a different to those less 

fortunate than him and his absolute refusal 

to let adversity define him, Michael finished 

the speaking program with a unified standing 

ovation from the crowd.

“ Every time I come to one of these events, I learn 
something new, meet a new range of suppliers that 
are out there offering different technologies, different 
systems and things that we can all take back to our 
businesses and use in one way or another,” said Richard 
Thame, CEO of Fastway Couriers.
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FCA and AIDA Networking Night

Keynote Speaker Janine Allis
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National Franchise Convention cont’d

Exhibition

FCA and AIDA Networking night 

Keynote Speaker David Smorgon

Capturing the action

FCA and AIDA Networking night 

Catch all the action from NFC14
Video provided by NFC14 Digital Media Sponsor, Camistry Digital Video Agency.
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Thank you
The National Franchise Convention would not be possible without the 
support of our sponsors.

Platinum Sponsor 

Silver Sponsor 

Excellence in Franchising Awards Sponsor

Networking Night Sponsor

Delegate Bag Sponsor

Lanyard Sponsor

Espresso Café Sponsor 

Keynote Sponsor 

Keynote Sponsor 

Welcome Reception Sponsor

Photo Booth Sponsor 

L&D Breakfast Sponsor 

Notebook Sponsor

Australian Established  
Franchisor of the Year Sponsor 

Australian Emerging  
Franchisor of the Year Sponsor 

Franchisor Social  
Responsibility Awards Sponsor 

International Franchisor of the Year Sponsor 

Franchise Woman of the Year Sponsor 

Excellence in Marketing Award Sponsor

Franchisee Community Responsibility  
and Contribution Award Sponsor 

Digital Media Sponsor

Survey Sponsor

Trophy Sponsor 

“ We’ve finished with 
a product that will 
encourage innovation 
and investment, support 
further growth, and 
above all, help to guide 
the conduct of those in 
a very particular kind of 
relationship that is at the 
heart of franchising.”

Early Bird:  
Get involved with NFC15

NFC15 will be held from  
11-13 October 2015,  
on the Gold Coast.

Confirm your sponsorship or  
exhibition booth by Friday 20 February 

to secure a 10% discount on the  
cost of your package.

Contact Angie Cooksey at  
angie.cooksey@franchise.org.au  

or on 1300 669 030   fr

FCA Chairman Michael Paul welcomes the delegation
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Franchisor Interview

They’re an 80-year old 
family business, and 
they’ve only just begun …

Issue 40 Edition Four 2014
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Following the recent MYOB 
FCA Excellence in Franchising 
Awards Gala, Franchise 
Review caught up with 
the Australian Emerging 
Franchisor of the Year, 
Shingle Inn Cafes’ Director, 
Andrew Bellchambers – to 
learn how an almost 80 
year old Brisbane favourite 
converted to franchising and 
hit the ground running.

In the beginning...
Tell us about the beginning of the  
Shingle Inn story?

The original Shingle Inn cafe opened in 

the Autumn of 1936, amidst the backdrop 

of the Great Depression, in Edward Street 

Brisbane.  The name was derived from the 

shingled awning that created the effect of a 

roof at the front of the restaurant and was 

originally envisioned as an elegant English-

style teahouse when opened by David 

Webster.  One of David’s sons, WR Webster, 

was Managing Director of Shingle Inn and 

the founder of the Webster Cake and Biscuit 

Company (circa 1890s) and the story goes that 

he soon developed an enviable reputation 

with locals which helped the venue become  

a busy landmark with queues to buy Shingle 

Inn cakes stretching out the door and around 

the corner.

Following the acquisition of the Webster family 

company by an overseas firm, the Shingle Inn 

faced abandonment in the early 1970s before 

being purchased by my parents, Noel and 

Barbara Bellchambers in 1975.

What did the company look like in 1975 when 
the Bellchambers family took the reins?

The Bellchambers and Webster families had 

quite a shared history in the 1970s with Noel 

and Barbara having purchased a small city 

café called ‘Renoir’ from the Websters in 1970.  

Then in 1975 while negotiating the sale of the 

Shingle Inn with WR Webster’s nephew, Noel 

Webster, Noel Bellchambers tells the story of 

Webster saying “if you’re going to take Shingle 

Inn you’ll have to take Yorktown (another of 

several cafes the Websters owned) as well?”

“Well how much do you want for that?,” asked 

Noel Bellchambers.

“Nothing – ah, I’ll throw it in with the deal,” said 

Webster and the deal was done.

My parents realised early on that there was 

an unspoken condition of keeping the café’s 

traditions in place.  My father tells stories that 

if they made even the smallest change they’d 

get an immediate letter about it from at least 

one customer.

That’s one part of our history that has never 

changed.  In many ways our customers 

share ownership of our business and don’t 

mind telling us what things we should and 

shouldn’t change.  This dynamic has remained 

throughout the business’ history and maintains 

our customer-centric focus.

The connection customers have to our 

business is amazing.  I haven’t been to a store 

opening yet where I haven’t heard a customer 

reminisce about how they used to go to the 

original Shingle Inn store with their mum or 

grandparent as part of a shared family tradition 

and its something we hold dear and we’d like 

to see continue for generations to come.

After so long in the Brisbane community, why 
did you choose franchising as a model for 
growth only five years ago? 

We spent a considerable amount of time 

reviewing potential options for expansion 

of a number of our hospitality interests but 

franchising seemed a natural fit in the end, 

especially with Shingle Inn.  We recognised 

a gap in the market for a niche café with a 

unique history and a strong product offering 

that could bring a new level of sophistication 

to café dining.  Franchising also enabled us 

to stay true to our family culture and gave us 

an opportunity to expand beyond a scale we 

could have achieved ourselves.

How has the brand evolved in the time since 
you franchised?

When we introduced our first franchisees in 

2009 we had eight company-owned Shingle Inn 

cafes.  Initially we focussed our efforts in South 

East Queensland before expanding interstate 

with our first interstate store opening in 

Westfield Hornsby (NSW) in August 2011.

Since then we’ve evolved on a national scale 

with a further eight stores in New South Wales 

and stores in ACT, Victoria and Western Australia.  

We’re expecting to open another five cafes 

prior to Christmas 2014 that will take us to the 

milestone of 50 stores.

Throughout that time a number of areas 

throughout the business have evolved too.  

Our training, for example, has become more 

sophisticated with many more opportunities for 

our national team to provide feedback on the 

progress of franchisees in training as well as an 

in-store component that follows the initial six 

weeks of training.

We’ve also placed a greater emphasis on design 

and construction, not necessarily because of 

franchising itself but our constant focus on 

innovation, which is one of our key brand values.

Our food offering has also evolved as we aim to 

set the standard for café dining.

There’s also a fairly natural lean towards 

evolving your ability to stay ahead on brand 

consistency when you’re relying on such a 

diverse group of people to live the brand and 

uphold it to the same standards you expect of 

your own stores.

Shingle Inn Brookside

“ Following the acquisition 
of the Webster family 
company by an overseas 
firm, the Shingle Inn 
faced abandonment in 
the early 1970s before 
being purchased by my 
parents, Noel and Barbara 
Bellchambers in 1975.”
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Franchisor Interview cont’d

How to find the right family 
members...
Shingle Inn is a longstanding family business. 
What did you decide you were looking for 
before you recruited your first franchisees?

We wanted people who were going to 

help make the brand successful so, in some 

ways they had to share some of our traits.  

Undoubtedly we need people who are not 

afraid of hard work.  We also wanted people 

who were passionate about our brand and 

who genuinely understood our core brand 

values.  Shingle Inn’s eight brand values are… 

Brand belief, embracing tradition, exceeding 

customers’ expectations, family culture, 

financial success, innovation, environmentally 

proactive and superior quality product.

Your first franchisees from Shingle Inn Mt 
Ommaney are the current franchisee of the 
year (more than two staff). How do they 
epitomise the Shingle Inn values?

Without a doubt they believe in the brand and 

have a genuine desire to exceed customers’ 

expectations, each and every day.  They also 

know how to enjoy themselves while they 

work which is great component in creating a 

welcoming environment for customers and 

team members.  They go to great efforts for 

our fancy dress drinks at our annual conference 

and that energy and enthusiasm of ‘living the 

brand’ is contagious.

How are you managing your growth beyond 
Queensland?

We’re still operating from a centralised 

model at this stage, maintaining regular 

communications and visits to all stores.  We’ve 

created a deliberate state-specific focus for our 

Area Managers so they can build relationships 

and champion the territory they work with.

We’ve also moved to an interstate Family 

Forum model so that interstate franchisees 

don’t have to travel to Queensland every 

quarter and they can collectively discuss any 

challenges or trends that may be specific to 

their State.

To date we’ve managed product delivery 

growth by utilising local production facilities 

and having our treasured, traditional recipes 

made under license, however, we’re evolving 

our bakery model so that more of our 

production can be centralised to improve 

product quality and consistency across the 

network.

Are there any plans to head overseas?

We’re very excited to expand into New 

Zealand in 2015 and are currently looking for 

franchisees there. We’ve always considered 

South East Asia to be a market that would be a 

great fit with our design and product offering 

but we don’t have any immediate plans to 

open there, although it’s certainly on the radar.

“ Shingle Inn’s eight brand 
values are... Brand belief, 
embracing tradition, 
exceeding customers’ 

expectations, family 
culture, financial 
success, innovation, 
environmentally proactive 
and superior quality 
product.”

Shingle Inn City Hall Interior 



Shingle Inn Brookside
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Franchisor Interview cont’d

Franchisee Support
One of the major challenges in running a 
small business is increased overheads like 
cost of goods, wages and rent. How do you 
support your franchisees in being as efficient 
as possible?

We have benchmarks specific to our business 

for all these expense areas and our Area 

Managers regularly review franchisees’ 

weekly reports and monthly P&Ls to check 

store-specific figures against KPIs.  Via our 

experienced Area Manager team we then 

provide advice to franchisees if they’re not 

reaching these benchmarks to help them to 

understand how to achieve the benchmarks 

and be successful.

Roster Portal is one system we’ve introduced 

that is an especially effective tool for 

franchisees to manage their wages costs and 

as this is a vital area of our business and one 

of the red flag areas for costs getting out of 

control we see this as a highly valuable tool.

How do you equip your field team to best 
support your franchisees?

Many of our Area Managers have been 

recruited internally as they’ve run our 

company-owned stores and have an 

intimate knowledge of what it takes to run 

a successful Shingle Inn café.  To support 

our move into franchising we’ve sent team 

members on training courses provided by the 

franchising industry and have also employed 

team members with extensive franchising 

experience who are able to bring their insight 

to the mix.

To leverage our extensive experience we 

hold regular ‘Move On Up’ meetings, in line 

with our most recent conference theme, with 

key personnel to get feedback and discuss 

efficiencies and innovations and this provides 

a great environment of support for the Area 

Managers who can bring their thoughts to  

the table.

We’re also very conscious of running a 

transparent operation in terms of the 

knowledge and information they have access 

to in order to support their franchisees.

What initial and ongoing training do you 
provide to your franchisees?

Franchisees enter a six week training schedule 

before their store opens that has a top and 

tail approach to the theoretic and business 

management training and includes four weeks 

working in-store, rotating through opening 

and closing procedures and working across all 

areas of the business.

The training program is very comprehensive 

and has a number of assessment points to 

ensure that franchisees will arrive in-store with 

all the knowledge they need to run their café. 

We are very stringent on the assessment and 

have had franchisees in the past who have 

required additional training as well as some 

very proactive franchisees too who opted to 

continue working in one of our stores when the 

shop build was delayed.

For the first week in-store franchisees 

are supported by two NESTers (National 

Establishment Store Team) and then one 

NESTer in the second week of operation. This 

format ‘turns the table’ from the training 

format as here they are in their own store and 

are making their own decisions with the back-

up of someone who can provide their team 

with on-the-job training and make sure they 

haven’t missed anything.

Our ongoing training and support includes 

quarterly Family Forums, including an annual 

conference, whereby we provide training and 

an opportunity for feedback to highlight any 

issues being experienced across the network.  

It’s a fabulous opportunity too for franchisees 

to network with each other and for the new 

people in the network to hear some first-hand 

experience of some of the most established 

franchisees.

Innovation
Shingle Inn has been in operation in some 
form since 1936. With competitors coming 
into the market with similar product and 
service offerings how do you ensure you keep 
your edge and your customers?

We always come back to one of our 

founding principles of ‘exceeding customers’ 

expectations’.  This comes from regularly 

revisiting the quality of our coffee, lunch range, 

cakes and bakery items as well as our service.  

I’d say we are very critical of ourselves as well.  

We’ve probably also focused, more than ever 

before, on striving to be considered as a coffee 

expert within our industry.

Can you tell us about a product or system 
innovation in the last five years?

Roster Portal, which I mentioned earlier, is 

a significant system innovation what we 

introduced four years ago that still today has a 

positive impact on the success of our network.

The re-opening of the original 1936 Shingle Inn 

in a new location in Brisbane’s City Hall (after 

10 years in storage) in April 2013 also inspired 

significant product innovation in our last 

menu review.  The introduction of a new chef-

produced menu in-store at Shingle Inn City 

Hall led to the development, based on industry 

trends, of a more sophisticated menu for the 

network. New menu items, including Wagyu 

Burger, Truffle & Ricotta Ravioli in a sage butter 

sauce and a tapas selection that have brought 

a new level of dining to the shopping centre 

café market.

“ In many ways our customers share ownership of 
our business and don’t mind telling us what things 
we should and shouldn’t change.  This dynamic has 
remained throughout the business’ history and 
maintains our customer-centric focus.”
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Are you protected? The team at Insurance Made Easy (est. 1991) have highly 
experienced and qualified AFS authorised advisors to 
help you get the best possible cover for your business, at 
the best possible rates.

We also appreciate that all businesses are different 
and offer personal service to tailor insurance cover that 
suits the needs of individual franchisors,franchisees or 
any retailer. 
If you want to maximise the benefits of buying your 
insurance, look no further than Insurance Made easy.

Call today and arrange an obligation-free meeting to 
discuss your insurance needs. Our services include 
risk/needs analysis, recommendation and advice and, 
most importantly, when it looks like it will break the bank, 
full claims assistance - 24 hours a day, 7 days a week.

Call James Gillard on 1800 641 260

MEMBER OF FCA MEMBER OF NIBAwww.madeeasy.biz
AFSL#285920

Insurance advisors to the franchise and retail industries
and specialists in:

Franchisor & Franchisee
Professional Indemnity
Directors and Officers
Fire
Burglary
Business Interruption

Money
Glass
Public Liability
Products Liability
WorkCover
Income Protection

✓
✓
✓
✓
✓
✓

✓
✓
✓
✓
✓
✓

“ We’re expecting to open another five cafes prior to Christmas 2014 
that will take us to the milestone of 50 stores.”

Shingle Inn accept the Australian Emerging Franchisor of the Year Award
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Marketing
Since you moved into franchising have you 
altered your B2C message?

We did extensive customer research in the 

set-up phase of the franchise to qualify 

customers’ perceptions of the brand and our 

ongoing research has helped to monitor small 

adjustments in customer behaviour over the 

past five years.

For the most part I wouldn’t say we’ve altered 

the message but we’ve certainly had to extend 

the message of our history, traditions and 

family-friendly culture interstate where our 

brand awareness is not as strong as it is in 

South East Queensland.

The re-opening of the original Shingle Inn has 

enhanced this message as it’s brought to life 

the history of Shingle Inn for franchisees that 

had previously never been exposed to the 

traditions of the original Shingle Inn.

When you first went to market, what was 
your approach to your potential franchisee 
message? Has this changed in five years?

Initially we talked about the history of the 

brand and the superior quality product – what 

makes it unique to the café market as well as 

our family culture based on the longevity of 

our family business and the many long-serving 

team members we have working with us.  It 

hasn’t changed much at all. We’ve defined 

the wording a little and, as you would expect, 

we’re receiving more organic enquiries as we 

grow.

Where does social media and interaction 
with your customers online fit within your 
marketing scope? Do franchisees manage 
their own online presence, or is this done at 
head office level?

Social media has fundamentally changed 

the way we interact with our customers and 

receive feedback.  Not that long ago we would 

receive handwritten letters of complaint or 

congratulations, then for a short while this 

feedback migrated to email but much of 

our customer feedback now comes via our 

Facebook page.  For that reason, we manage 

social media centrally from our Franchising 

Office Marketing Department.  Our thinking 

behind this is that we get a more consistent 

message and a much more regular focus on 

posting and following up customer enquiry 

when there’s a champion for this media. Plus, 

it’s easier to spot trends or recurring issues.  

We’ve made several network policy changes as 

a result of Facebook feedback.  Of course, we 

keep franchisees in the loop for any feedback 

specific to their café and we regularly ask for 

local content for network promotions as well 

as encourage franchisees to engage with their 

local customers in an online format.

Social Responsibility
Shingle Inn has aligned itself a few different 
organisations as a brand (Clear Thinking, 
Mater Foundation and the Queensland Ballet). 
Why have you chosen these organisations?

We chose ClearThinking and Mater Foundation 

for their strong connection to family.  

ClearThinking raises money for research into 

youth mental health issues; an area which is 

grossly under-funded and vital for families 

searching for answers to help their loved ones. 

Similarly, Mater Foundation assists critically ill 

children and eases the burden on their families.

Queensland Ballet has been a great 

alignment for us and has evolved over 

the last few years.  We’re able to support 

another iconic Queensland company and 

offer our Notebook members throughout 

Australia the opportunity to attend their 

ballet performances. With Li Cunxin (Mao’s 

Last Dancer) as the current Artistic Director, 

Queensland Ballet is getting unprecedented 

local and national recognition for their 

innovation and world-class ballets, plus it’s a 

very family orientated environment too.

How do Shingle Inn franchisees support their 
local communities?

Franchisees are encouraged to support their 

local communities via offering catering or 

supplying vouchers and bounce-back offers 

into store as raffle prizes and giveaways.  This 

is reinforced via the marketing department 

and Area managers who discuss local area 

marketing opportunities with franchisees on 

a regular basis. We lead by example and have 

supported numerous requests for sponsorship 

ourselves, regularly offering vouchers to visit 

one of our cafes.

Awards
Can you tell us what it means to you to be 
Australian Emerging Franchisor of the Year?

There’s a re-energised feeling throughout 

the business as a result of winning Australian 

Emerging Franchisor of the Year.  It’s really 

given us a sense of accomplishment for what 

we’ve achieved over the past five years and its 

wonderful recognition for the efforts from our 

entire team.  It allows them to be proud of what 

we’ve achieved and has given us all renewed 

energy, especially since our fiftieth store will 

open hot on the heels of this announcement.

“ My one and only piece of advice is to make sure you 
get good advice at the outset.  We invested heavily in 
getting the system set up correctly at the start and we’re 
constantly grateful we were in a position to be able to 
do that. Once you have a strong foundation it allows 
you to proceed with confidence and at a pace that is not 
hamstrung by needing to be constantly restructuring 
your corporate model.”
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Quick facts:
Year founded:  1936

Founders:  David Webster and Sons

How many stores in Australia?  

50 by end December 2014 

Are you operating anywhere else?  

Not yet!

Do you have any multi-unit franchisees? 

We have three multi unit franchisees who 

own two stores each.

What is the spread across Australia?  

At December 2014, Qld 31, NSW 9, ACT 1,  

VIC 5, WA 4

What is the most popular product? 

Coffee – and from the cabinet –  

Shingle Inn’s iconic Patty Cake 

Website:  

www.shingleinn.com

Facebook:  

www.facebook.com/shingleinn/info 

Twitter: @shingleinn

What were the benefits in participating in the 
awards process?

The process of entering the awards has been a 

great way to informally assess our performance 

as a management team.  We are often looking 

forward and planning and not celebrating our 

achievements and I think it’s allowed us the 

space to do that, even before we were awarded 

the prize.  It’s helped to refocus everyone’s 

efforts on what else we might be able to do to 

continuously improve.

Franchising in Australia
Where do you think the Australian franchise 
sector is headed in the next 5 – 10 years?

The current risk I think the industry is facing 

that will make the biggest difference in the 

short to medium term is that increasing 

government enquiries will make it more 

onerous for franchisors to operate their 

networks.  More layers of bureaucracy, largely 

caused by unethical operators, will potentially 

lead to it being harder for legitimate franchise 

systems.

There is also scope for greater penetration in 

Australia by international Brands as although 

Australia is a relatively small market from a 

population perspective, it is a highly successful 

franchise market with a reasonably strong 

economy which makes it an attractive 

proposition for multi-nationals when they are 

trying to achieve international growth.

Social media is also driving rapid change 

in franchising as well as in other industries 

and, not being a futurist, it is difficult to 

know exactly how this will translate for 

business even within a 3-5 year horizon, but 

it’s evident we’ll all need to be able to adapt 

to those changes and rapidly.  The power of 

people’s social media networks are changing 

and harnessing the business-to-customer 

relationship and this will undoubtedly 

continue to be an influential part of business 

that needs to be closely managed.

Five years down the track, what advice 
would you give to a small business looking 
to use the franchise model as a means for 
growth?

My one and only piece of advice is to make 

sure you get good advice at the outset.  We 

invested heavily in getting the system set 

up correctly at the start and we’re constantly 

grateful we were in a position to be able to 

do that. Once you have a strong foundation 

it allows you to proceed with confidence and 

at a pace that is not hamstrung by needing 

to be constantly restructuring your corporate 

model.   fr

The Shingle Inn team at the MYOB FCA Excellence in Franchising Awards
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Have you registered for 
the IFA convention yet?

International Franchise Convention

An IFA Annual Convention 
is unlike any other event. 
Whether you are a seasoned 
pro or new to franchising, 
there is something here for 
you. You’ll find solutions to 
some of the most pressing 
business challenges; best-
practice tips and advice from 
peers and industry experts; 
and research and business 
data only available from IFA.

This year the IFA Convention returns to  

Las Vegas Nevada and the FCA is taking an 

Australian delegation along for the ride.

The FCA is now accepting registrations from 

members who would like to attend the IFA 

Convention in 2015. Spaces are filling quickly.  

The Australian delegation program includes 

a half-day exclusive seminar, the full IFA 

convention inclusions and an invite only annual 

networking dinner hosted by Rupert Barkoff of 

Kilpatrick Townsend & Stockton.

For members enrolled in the CFE program  
you can earn major education credits by being  

a part of the FCA delegation as follows:

55th Annual IFA Convention 
February 15-18, 2015 
MGM Grand, Las Vegas

Registrations are open until mid January 
Call the FCA National Office on  
1300 669 030 for more information

CLICK HERE  
Download a registration form

CLICK HERE  
Download a preliminary  
IFA Convention brochure

1.  Registration & attendance at IFA conference 

in Las Vegas (Feb 2015) = 500 CFE education 

credits

2.  Registration & attendance at special  

CFE sessions during the IFA conference  

= 500 CFE education credits

3.  Participation in US study tour  = 500 CFE 

education credits (the study tour is only 

available to franchisor and franchisee 

members of the FCA.)   fr

55th Annual IFA Convention 
February 15-18, 2015 
MGM Grand, Las Vegas
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MYOB FCA EXCELLENCE IN FRANCHISING AWARDS 2014 WINNERS

EVERYONE LOVES  
A WINNER

DON’T MISS YOUR CHANCE TO ENTER THE 2015 AWARDS

Australian Established Franchisor of the Year  
Wendy’s Supa Sundaes  

Sponsored by 7-Eleven Australia

Australian Emerging Franchisor of the Year 
Shingle Inn  

Sponsored by 7-Eleven Australia

International Franchisor of the Year 
Specsavers 

Sponsored by LeaseEagle

Multi-Unit Franchisee of the Year 
Brad and Matt Walker, Grill’d Camberwell,  

Knox and Southland

Franchisee of the Year, two or more staff 
April and Tony Carnie, Nicki Nesbitt and Wiesiek 

Lewandowski, Shingle Inn Mt Ommaney 
Sponsored by Battery World

Franchisee of the Year, less than two staff 
Rowan Prendergast, OPSM Waurn Ponds

Franchise Woman of the Year 
Sharon Jurd, HydroKleen Australia

Field Manager of the Year 
Danika Heslop, Jamaica Blue

Supplier of the Year 
Shift8

Excellence in Marketing 
OPSM 

Sponsored by American Express

Franchisor Social Responsibility 
Specsavers 

Sponsored by Battery World

Franchisee Community Responsibility and Contribution 
David Price, Grill’d Cairns 

Sponsored by Crea Legal

Franchise Hall of Fame Inductee 2014 
Greg Nathan, Franchise Relationships Institute

REGIONAL AWARDS ARE OPEN FOR ENTRIES 19 JANUARY – 16 MARCH 2015
NATIONAL AWARDS ARE OPEN FOR ENTRIES 13 APRIL – 8 JUNE 2015

For more information, call 1300 669 030 or go to franchise.org.au

FCA awards 2015.indd   1 22/10/14   1:41 PM
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Education and Training

The Certified Franchise Executive 
Program takes centre stage at NFC14

The Class of 2014
One year on from its official launch and first 

Australian Certified Franchise Executive 

graduate, the CFE program is gaining steam in 

Australia.

At the National Franchise Convention in 

October, five more franchise professionals 

received the CFE accreditation in front of the 

500-strong delegation. 

The CFE program is the only internationally 

recognised professional accreditation for 

franchise executives.

Presented by Deputy Chairman, Stephen 

Giles, John O’Brien (CEO, Poolwerx), Peter 

Baily (Director of Franchising, Luxottica), Sara 

Pantaleo (CEO, La Porchetta), Jane Lombard 

(Franchisee, The Franchise Shop) and Michael 

Paul (CEO, Pack & Send) were all recognised 

with the official Certificate and Pin of a CFE 

Graduate. 

Speaking on behalf of the group, John O’Brien 

discussed the value of continuing education 

at any career level and the importance of 

maintaining world’s best practice in the 

Australian franchise sector.

“It is our duty as leaders in our businesses and 

leaders in the franchise community to maintain 

a level of education, and a level of excellence 

in  everything we do. This program and 

accreditation goes a long way to promoting 

and ensuring that mind set.

“I challenge industry leaders and senior 

executives to lead by example by completing 

the accreditation. Franchisor teams, 

franchisees, suppliers and service providers 

all need to factor this accreditation into their 

future career paths and service delivery 

package. It will quickly become the ‘must have’ 

industry accreditation,” he said.

Those of the group who travel to the IFA 

Convention in February will also be recognised 

at the American graduation ceremony for their 

accreditation.

Continuing Education front of 
mind in franchise sector
This year’s convention saw the specialist CFE 

Education Stream again being held the day 

before the main speaking program. 

The full day program included a stream on 

multi-unit franchising, the Franchise Code of 

Conduct review and an afternoon workshop 

based on the sell-out courses provided by US-

based Profit Mastery.

The morning began with working examples of 

what successful multi-unit franchising looks 

like – and how to manage growth beyond 

one store from a franchisor and franchisee 

perspective. Facilitated by Poolwerx CEO, John 

O’Brien CFE, the panel consisted of three multi-

unit franchisees, Carolyn McManus (The Coffee 

Club), John Longmire (Just Cuts) and Graham 

Thatcher (Ella Bache).

Delegates were asked to consider the risks and 

rewards of using multi-unit franchising as a 

model for brand growth, taking into account 

the need for specific infrastructure to support 

franchisees, the importance of company 

culture and options for structured financing.

The CFE delegates joined the Legal Symposium 

audience after break to learn about the 

changes to the Franchising Code of Conduct 

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

John O’Brien addresses the audience
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and compliance measures following the 1 

January implementation date. You can read 

more about the Legal Symposium on page 48.

After lunch the delegation returned for the 

Profit Mastery workshop. Facilitated by Vice 

President of Profit Mastery, Rod Bristol, the 

session was an in-depth look at understanding 

your brand and franchisees’ financial position.

Designed to help delegates learn how to more 

effectively identify, measure, and manage the 

key “drivers” of profits and cash flow – and 

how to benchmark their performance against 

their peers, the course is highly sought 

after internationally and certainly provided 

incredible value for attendees.

“Profit Mastery is the best in the world at 

engaging an audience and teaching vital 

financial management skills in a unique, fun, 

and practical way. This is a fantastic value 

program -- for franchisor executives, business 

executives, or advisors -- that I’d recommend 

unreservedly.”  

Greg Nathan, founder, Franchise Relationships 

Institute, CFE. 

An online version of the course is now available 

to FCA members at a special rate (see promo 

box).

CFE candidates who attended the day 

earned 400 education credits towards their 

accreditation.   fr

Profit Mastery University 
available online to FCA 
members at exclusive price
Profit Mastery University is now available 

to FCA members in online high definition 

video format.

To order or preview the video series, visit 

www.brs-seattle.com/fca and enter 

the FCA coupon code FCAPMU in the 

shopping cart to receive your 40% FCA 

member discount. Normally AUD$795 

now only AUD$485 courtesy of the FCA.

Registration for the Profit Mastery Online 

program provides you with 12 months log 

on rights and access.

CFE candidates who register & purchase 

Profit Mastery Online can earn 50 CFE 

education credits per module (up to six 

modules)

Participants who complete the entire 

Profit Mastery series are also provided 

an additional 100 bonus education 

credits for a total of 400 credits for the 

entire program.

CLICK HERE  
for more information

Carolyn McManus, multi-unit franchisee with The Coffee Club presents at the CFE education stream

Rod Bristol leads the Profit Mastery sessionGraham Thatcher, multi-unit franchisee with Ella Bache
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including lawyers, tax and accounting advisors, 

a marketing agency, as well as the market 

leader in territory planning for franchise 

businesses to assist our team in site selection, 

analysis and design. Furthermore, NFC gave us 

the opportunity to meet with and learn from 

influential board members of the Franchise 

Council of Australia, as well as leaders from 

some of the top franchise companies operating 

in Australia, who shared their acquired insight 

and best practices for successfully expanding 

into the Australian market. This allowed us to 

gain a deeper understanding of the culture, 

market and economy – all vital factors when 

successfully establishing a brand across new 

borders. 

Education and Training

Valuable resources that led to launch 
of Australian operations for North 
America’s Private Tutoring Leader
By Rogelio Martinez, Vice President of  International Franchise Development, Tutor Doctor

Last year, Tutor Doctor was invited to be part of 

the Official International Franchise Association 

(IFA) Study Tour to Australia, a privilege for 

myself and valuable opportunity for our brand. 

Not only was the trip highly beneficial for us to 

learn about the market and start building key 

business contacts, it was fundamental to the 

launch of Tutor Doctor’s first and now second 

Australian territories. 

During the tour, Tutor Doctor participated in 

the National Franchise Convention (NFC) on 

the Gold Coast. Our attendance at NFC13 was 

also instrumental in making connections with 

key contacts to support the startup of Tutor 

Doctor’s Australian operations. As a result, 

Tutor Doctor hired many local service providers 

Twelve months on from the 
IFA Study Tour to Australia, 
the true value of education 
exchange can be seen via 
the launch of Tutor Doctor in 
Australia. Here, Vice President 
of International Franchise 
Development, Rogelio 
Martinez shares the journey 
into the Australian market 
with Franchise Review.

Left to Right:  Amit Pamecha, CEO of US-based FranConnect, John Reynolds, President 
of IFA’s Education Foundation, Rogelio Martinez, VP of International Franchise 

Development of Tutor Doctor at Headquarters of Foodco Group, preparing one of 
Muffin Break franchise’s secret recipe during IFA’s study tour - October 25th, 2013.
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When Tutor Doctor first conducted market 

research in Australia, we were completely 

blown away by the results. Over the past 

five years, the private tutoring sector has 

grown by 40 percent and has turned into a 

six billion dollar industry. Driving this trend 

is the growing number of families moving to 

Australia from China, India and Korea, among 

some other countries, where tutoring is very 

prevalent.  For example, over 90 percent of 

students in Singapore use tutoring services, 

compared to about 30 percent in the U.S., 

U.K. or Canada. Based on our findings, we 

structured our Australian business model to 

be similar to our model in the U.S. and U.K., 

with the added advantage of a strong Asian 

population that has historically showed a 

higher usage of tutoring services. We also 

tailored our marketing materials to align with 

the values of the Australian population and 

local examination requirements. 

Tutor Doctor has been highly successful in 

adapting our model to different cultures. 

With the goal of becoming a worldwide 

household name, we have developed a 

sustainable business model that has been 

strategically designed to translate across 

nearly all markets. When expanding into any 

new market, franchisors must learn as much 

as possible about the market in order to stand 

out as a unique brand while also blending in 

with the local culture. We have also found that 

when marketing the franchise opportunity 

and brand in a new region, it is important to 

provide face-to-face interaction and meet 

potential candidates in-person, rather than 

over the phone or via email. Our participation 

in the IFA study trip, NFC and subsequent 

Franchise Expos in Melbourne, Brisbane and 

Sydney allowed us to do all of the above. Our 

two operating franchisees are a direct result of 

our participation in such franchise shows.

Before entering a new market, one of the 

top factors to consider is whether or not the 

country can help meet your company’s ROI 

goals. For example, Tutor Doctor has not 

expanded into certain countries, like Egypt 

or India, because tutoring prices are so low, it 

would take longer for franchisees to make a 

profit compared to our company’s standard 

goal. Upon conducting research, we found 

that the average tutor earns $1,400 per week, 

a lucrative factor for potential franchise 

candidates, considering that many Tutor 

Doctor franchisees hire hundreds of tutors.

While expanding into Australia didn’t post 

many challenges regarding cultural and 

regulatory issues, we quickly learned about 

various cultural differences that franchisors 

should be sensitive to. Understanding the 

culture of the target market is essential for any 

franchisor considering international expansion. 

Before entering the market, we learned that 

Australians value ethnically-minded businesses 

and support brands that make an effort to 

build relationships with their customer base. 

By submersing ourselves in the local culture 

and business economy, we were able to build 

a solid foundation that will allow us to recruit 

passionate franchisees to assist us in growing 

the brand throughout the country.  

For those considering Australian expansion, 

the NFC provides a unique opportunity for a 

newcomer entering the market to learn about 

the market environment and build the right 

contacts to help grow their brand. Thanks to 

our company’s involvement in the IFA Study 

Trip and NFC, Tutor Doctor is well on our way 

to opening ten additional territories over the 

next year to reach 80 total units throughout 

Australia by the end of 2019. 

About Tutor Doctor

Tutor Doctor was founded in 2000 as an 

alternative to the “one-to-many” teaching 

model most extra-curricular learning centers 

offer by providing a personalized one-on-

one, in-home tutoring service to students. 

The company quickly grew and in 2003 

turned to franchising as a way of expanding 

the company’s impact and meeting the 

vast market demand. Now with offices 

internationally in Canada, the United States, 

Latin America, the United Kingdom, Middle 

East and Africa, and Australia, the Tutor Doctor 

vision is becoming a reality as the lives of 

students and their families are being positively 

impacted throughout the world. With over 400 

franchised territories worldwide, Tutor Doctor 

was listed by Entrepreneur Magazine as one of 

the fastest growing franchise brands.   fr

For more information about Tutor Doctor, visit 

the web site at www.tutordoctor.com 

Left to Right: Amit Pamecha, CEO of US-based 
FranConnect, John Reynolds, President of IFA’s Education 
Foundation, Rogelio Martinez, VP of International 
Franchise Development of Tutor Doctor and Steve Caldeira, 
President and CEO of the IFA.  NFC13, October, 2013.

“ NFC gave us the opportunity to meet with and learn 
from influential board members of the Franchise Council 
of Australia, as well as leaders from some of the top 
franchise companies operating in Australia, who shared 
their acquired insight and best practices for successfully 
expanding into the Australian market.”

Left to Right: Rogelio Martinez - VP of International 
Franchise Development, Sabine Nevermann - Franchise 
Development Coordinator and Nathan Sweeney - Staff.  
Sydney Franchise Expo, March, 2014.
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Whether you’re a part of 
a franchise founded in 
Australia, or the local arm 
of a much larger system, a 
common trait of the most 
successful franchises is their 
ability to capitalise on their 
national or international 
brand at a local level. The 
strongest franchise systems 
are greater than the sum of  
their parts.

At the recent NFC I hosted a panel discussion, 

which explored the various strategies franchises 

can use to build momentum at a local level.  

The panel also included:

Kerry Hannah, National Marketing Manager of 

Battery World Australia, an Australian franchise 

that sells a huge range of batteries and 

accessories.

Kylee Young, National Marketing Manager 

of Mister Minit, an international franchise 

specialising in shoe repairs, key duplication, 

engraving and watch servicing. 

Tina Tower, CEO of Begin Bright, an Australian 

franchise that provides a school readiness and 

primary tutoring program.

Combined with Whirlwind Print’s extensive 

experience delivering franchise campaigns, 

our panel had a great perspective on the Local 

Area Marketing (LAM) strategies that deliver 

results. Some interesting points from the 

discussion are presented below for those who 

were unable to attend, or for our audience who 

couldn’t hear over the wild storm!

More than media

The most important principle of franchising and 

marketing your franchise is to tap into the power 

of the brand locally, although the means of 

achieving this differs greatly from brand to brand. 

In some cases there can be variations in the 

execution of LAM according to the geographic 

spread of franchisees, but it is important to 

always have the bigger brand strategy driving 

these decisions. To get the most out of your 

budget, it is important to understand that 

although local media plays a role, LAM is more 

than popping an ad in the paper, on the radio, or 

building a social media profile.

Alliances and engagement

Building alliances with other local businesses 

is a cost effective strategy that all of our 

Marketing
Tina Tower, Begin Bright (centre) addresses 
delegates at NFC14

Cost effective 
LAM methods for 
franchiseesG
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panellists find valuable. It can be as simple 

as negotiating a referral agreement and 

producing cards or vouchers to encourage a 

customer to visit a partner store, capitalising 

on your shared customer pool.

Mister Minit provides 15% off engraving 

services to their jewellery store partners 

in shopping centres. This adds value to the 

transaction between the jeweller and customer 

whilst encouraging a flow of business to the 

Minit franchisee, through linking services and 

products.

Battery World employs a similar strategy by 

partnering with mobile phone stores. As these 

stores focus on mobile phone sales, when 

a customer returns to the store should they 

require a new battery, the customer will often 

be referred on to Battery World. Thus enabling 

both stores to focus on their core business 

whilst meeting the customer needs.

Comparatively, the nature of the Begin Bright 

business means that in addition to pursuing 

joint ventures with other child related services, 

such as childcare, sports and community centres 

etc. franchisees are encouraged to participate 

in sponsorships and other community 

engagement strategies, such as supporting local 

schools, fetes, sports teams etc. 

Determining the most appropriate strategy to 

build alliances and community engagement 

differs from business to business, however the 

strongest alliances are mutually beneficial as 

they foster happy partners who are equally 

invested in the strength and longevity of the 

partnership. 

“ All franchisees working 
in unison amplifies 
the brand voice and 
increases the power of 
marketing initiatives 
across the entire system, 
so providing LAM tools 
to franchisees is a 
worthwhile investment.”

Boosting buy-in

Although the nature of LAM is ‘local’, if there is 

a strong level of participation the affect ripples 

throughout the brand and strengthens the 

franchise as a whole. However it can be difficult 

to get all franchisees working together as just 

knowing where to start can be a challenge.

Strong leadership, training and a clear strategy 

will help overcome this roadblock, as well as 

providing guidance to franchisees kicking off 

their LAM, followed by support to maintain the 

relationships and achieve momentum. Mister 

Minit, Begin Bright and Battery World all supply 

some form of information pack to each franchise 

in their system to encourage LAM buy-in and to 

ensure all franchisees can see the mutual benefits.

Mister Minit provides collateral packs to 

franchises to help them pursue B2B, LAM and 

other marketing initiatives.

Begin Bright also supplies a very large number of 

campaign packs to their franchisees. However, a 

large range of marketing collateral can be hard to 

navigate in of itself, therefore they are introducing 

a marketing schedule to develop a franchise wide 

focus on each initiative across the year. 

Battery World produces activity cards that 

correspond to each marketing strategy. These 

include instructions on what to do, referral 

pads if necessary and suggestions on how to 

set up and maintain relationships. The cards 

are designed so that franchisees can pass them 

through to their staff and encourage storewide 

execution of the LAM strategies.

All franchisees working in unison amplifies 

the brand voice and increases the power of 

marketing initiatives across the entire system, 

so providing LAM tools to franchisees is a 

worthwhile investment.

Success stories

Like any business, franchisees are most 

encouraged to buy into LAM initiatives when 

they can see proven results, which means it 

can be difficult to get new marketing strategies 

adopted across the system. However one of the 

strengths of LAM is that the impact of a well-

executed campaign can be felt immediately 

and measured directly. For example, leads 

from referrals can be easily traced back to 

their point of origin. A less tangible benefit is 

the community spirit that LAM can nurture; 

operating within a positive community culture 

can have its own rewards.

Begin Bright has had success with simple and 

cost effective LAM activities, such as party 

days, with one such event boosting enrolment 

by 26 per cent. Demonstrating that investing 

time and considering the best avenue for 

engagement can provide exceptional value.

LAM can be a powerful driver of business, but 

the amount of time and effort that needs to 

be invested shouldn’t be underestimated. This 

marketing strategy works so well because it 

does take effort and the businesses that invest 

their time to build meaningful business and 

community connections reap the rewards.

Continue the conversation

We got some great ideas from opening up 

the dialogue with our fellow panellists and 

attendees. If you’ve got a perspective to share, 

join the conversation #FranchiseLAM   
@whirlwindprint @BatteryWorld1   
@BeginBright  facebook.com/MISTERMINIT

Alternatively, find out more about Whirlwind 
Print’s brand management services on 
whirlwindprint.com 
email new.business@whirlwindprint.com  
or call 1300 129 227   fr

“ ...one of the strengths of LAM is that the impact of a 
well-executed campaign can be felt immediately and 
measured directly.”

LAM Panel at NFC14: L to R Gis Marven, Whirlwind Print; Kerry Hannah, Battery World; 
Tina Tower, Begin Bright; Kylee Young, Mister Minit
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Technology

With a high smartphone 
usage and penetration in 
Australia, retailers have been 
keen to embrace mobile 
technology solutions as an 
additional sales channel 
and to enhance customer 
experiences.
For quick service restaurants (QSR) whose trade 

is largely driven by location and convenience, 

changing consumer behaviors brought about 

by the mobile revolution has had a huge 

impact.

Among the more than 12 million Australians in 

2014 who own a smartphone, Google and Ipsos 

research shows that 78 per cent of users have 

used their phones to inform their purchase 

decisions, and 41 per cent have gone on to 

purchase a product or service on their phone.

The changes to the way consumers shop 

means retailers are now faced with more 

customer touch points, through increasingly 

varied paths to purchase, across different 

online and offline channels.

It may sound like a daunting prospect but 

it also means that retailers that want to stay 

ahead of the wave are looking at ways to 

reap the benefits and capabilities that mobile 

technologies offer. Principally, this presents 

more opportunities for businesses to influence 

each customer’s purchase decision through 

their multiple paths to purchase. 

Indeed mobile solutions are becoming more 

and more prominent in the QSR industry, 

from mobile POS systems to mobile apps and 

social networks. QSR’s are perfectly placed 

to take advantage as it aligns well with the 

convenience and location factors that drive 

their trade. 

At the forefront of this development are mobile 

platforms offering online ordering and queue-

busting conveniences for users. Customers 

can order and pay ahead of arrival and pick up 

their orders from stores, skipping queues and 

saving time. 

Queue-busting technology serves a significant 

segment of the market who are upwardly 

moving professionals and are generally time 

poor. Businesses can therefore optimise their 

peak trading hours by increasing throughput 

during these hours.
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“ Google and Ipsos research shows that 78 per cent of 
users have used their phones to inform their purchase 
decisions, and 41 per cent have gone on to purchase a 
product or service on their phone.”

Quick service 
franchises 
perfectly 
placed to take 
advantage 
of mobile 
technology
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Businesses adopting this technology have 

to ensure that it integrates well with their 

operations and business management systems, 

such as point of sale and loyalty systems. 

Offering new and innovative retail experiences 

should have a beneficial effect on staff efficiency 

and customer experience.

Beat the Q, Australia’s largest mobile ordering 

platform, offers to the market the end-to-end 

purchase experience for users. After doing 

over 13 million mobile transactions from 

350,000 registered users around Australia, they 

calculated that 2 million minutes of wait time 

have been saved by using the app.

Founder and CEO Adam Theobald said, 

“Customers are looking for great new shopping 

experiences and love the convenience of 

ordering whenever they like. This helps remove 

the impulse switch that occurs when a customer 

is faced with a long queue.” 

Additionally, by removing friction from the 

transaction process, from ordering and paying 

to picking up, customers are more likely to 

spend more per transaction. Theobald revealed 

that customers spend up to 30 per cent more 

when ordering through the app. 

With location being a primary selection 

criterion in a customer’s purchase journey, 

especially for QSRs, these mobile platforms act 

as aggregators that can help capture a larger 

customer base beyond having to rely on brand 

recognition or a local following.

Theobald has seen from usage data that the 

number of outlets per user has increased 

dramatically in the past 6 months, which 

indicates that customers are purchasing 

beyond the initial outlet at signup and the app 

is being used more and more in the search and 

discovery phase of their purchase journey. 

Finally, the tide of the retail landscape has 

turned with the ubiquity of smartphone 

usage in Australia and the way smartphones 

have become deeply embedded in our daily 

routines. Businesses will be wise to capitalize 

on the evolving technology. 

With all the buzz in the mobile payments 

space recently and a plethora of mobile apps 

released, it certainly is exciting times ahead.  fr

www.shift8.com  

“ Additionally, by removing 
friction from the 
transaction process, from 
ordering and paying to 
picking up, customers are 
more likely to spend more 
per transaction. Theobald 
revealed that customers 
spend up to 30 per cent 
more when ordering 
through the app. ”

How is your brand represented on ...

The Official Directory of the

Over 1200 franchisors listed•

80,000 potential franchisees visiting 
every month

•

Expert advice from legal, financial 
and business consultants

•

To discuss your listing and how it’s working for you...
Email: info@franchisebusiness.com.au or call +61 (2) 9422 2418

Measureable, cost effective lead generation -
   - Email leads
   - Web clicks
   - Phone calls 

•
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The 1 January 2015 deadline for the changes 

to the Franchising Code of Conduct is fast 

approaching, so it’s time to take stock of what 

the changes mean for you, whether you are a 

franchisor or franchisee. As you should now be 

aware, the changes to the code bring additional 

scrutiny; with enhanced ACCC powers and 

an emphasis on more diligent and equitable 

business practices between franchisors and their 

franchise partners.

As part of the new changes, breaching the Code 

may now prove to be a costly exercise. In addition 

to issuing an infringement notice, the ACCC has 

the power to impose a monetary fine of up to 

$51,000 on companies for breach of the Code.  

In addition to this, legal costs defending a claim 

and the reputation of your business against  

such a penalty may run into tens of thousands  

of dollars. Can your business afford this?

However, did you know that there is insurance 

protection available that may help protect 

you in such a scenario? This insurance is called 

Management Liability.

Management liability is a policy specifically 

designed to help protect a business for a 

number of different exposures they may 

typically face in their day to day operations. 

This encompasses:

Statutory fines and penalties – the policy 

can provide cover for civil fines and penalties 

arising from statute for which a company may 

be legally liable to pay. Examples include the 

scenarios above as well as OH&S legislation 

breaches.

Company and Directors protection – company 

directors have various responsibilities to 

many stakeholders, including employees, 

suppliers and government agencies to name 

a few. Directors can find themselves and their 

assets personably liable for their actions in 

managing a company in certain circumstances1.

Therefore, this section of the policy can cover 

the company and the directors themselves 

for costs incurred in attending an inquiry or 

investigation in relation to the affairs of a 

corporation, legal costs and expenses in the 

defence and investigation of a directors and 

officers claim and compensation ordered to 

be paid by the insured in order to dispose of a 

directors and officers claim, both while serving 

as an officer of the company and once retired. 

Employment related disputes – With the 

1 July 2009 changes to the Fair Work Act, 

employees working in organisations of 

between 15 to 100 employees should now 

find it easier to make a claim for unfair, harsh 

or unjust dismissal. In addition, companies 

and individual directors are exposed to other 

claims such as harassment and bullying.

Crime protection – Where there might be 

an act of fraud or dishonesty on behalf of 

the employees of a company, management 

liability can offer cover to the entity (up to a 

specified sub-limit). This policy will provide 

reimbursement of the funds defrauded, 

however will naturally not provide any 

protection to the alleged perpetrator.

Depending on the type of management 

liability you purchase, some policies will also 

provide additional benefits. These may include; 

free legal advice (up to a specified time 

limit), coverage for engaging PR consultants 

should the company face a policy-defined 

crisis situation and reimbursement for costs 

that your accountant or tax agent may charge 

in preparing documentation should the 

Australian Tax office (ATO) audit you.

Franchisors and Franchisees may have much 

broader exposures than those contained 

within this article. It’s therefore vital that 

you’re aware of your exposures and regularly 

test your insurance program to ensure you’re 

getting optimal cover and the best out of the 

relationship.  fr

For more information about these insurance 
policies or any other insurance requirements 
you may have, contact Chris Ristevski, Sales 
Manager at Aon Risk Solutions on (03) 9211 
3149 or at chris.ristevski@aon.com 

© 2014 Aon Risk Services Australia Pty Limited 

ABN 17 000 434 720 AFSL No. 241141 (Aon)

Aon has taken care in the production of this 
document and the information contained in 
it has been obtained from sources that Aon 
believes to be reliable. Aon however does not 
make any representation as to the accuracy of 
the information received from third parties and 
is unable to accept liability for any loss incurred 
by anyone who relies on it. The recipient of 
this document is responsible for their use of 
it. Moreover, the information contained in this 
document is general in nature and should not 
be relied upon as advice (personal, or otherwise) 
because your personal needs, objectives and 
financial situation have not been considered, 
nor should it be construed as legal advice. So 
before deciding whether a particular product is 
right for you, please contact us to find out more 

about this product. 

Insurance
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Potential insurance 
implications for the 
Code of Conduct 
changes 

1  Please note that not all liabilities incurred by a director or officer can be indemnified by a company under law. For instance, a company is not lawfully able to indemnify a director or officer for 
a liability (other than legal costs) incurred under a compensation order under s.1317H of Corporations Act 2001
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Aon are the approved 
insurance broker for 
members of the FCA  

Why Aon?
  Tailored insurance program for your franchise network

 Dedicated, local client manager

 Competitive Premiums

 Risk management and Claims support

Results based on a customer satisfaction survey conducted by an independent company, accurate as at 31/10/2014

© 2014 Aon Risk Services Pty Ltd ABN 17 000 434 720  AFSL No. 241141

The information contained in this fl yer about Aon Franchise Insurance products is general in nature and should not be relied on as advice (personal or 
otherwise) because your personal needs, objectives and fi nancial situation have not been considered. So before deciding whether a particular Aon Franchise 
Insurance product is right for you, please consider the relevant Product Disclosure Statement or contact Aon at (03) 9211 3149 to speak to an advisor.
The Franchise Council of Australia will earn commission from the placement of insurances.

Chris Ristevski, Sales Manager

(03) 9211 3149
or email chris.ristevski@aon.com

AFF0507 1114

Approved

92%
Service

97%
Cover

AFF0507 FCA Franchise_Ad.indd   1 11/11/2014   11:33:18 AM



Issue 40 Edition Four 2014

NFC14 Legal 
Symposium 
leads into 
release of new 
Franchise Code

Legal Forum

The 2014 FCA Legal Symposium held on 
26 October was dominated by the then 
anticipated new version of the Franchising 
Code of Conduct. There was an extended 
interactive panel session on the proposed 
new Code. The panel included members of 
the FCA’s legal committee who had been 
involved in confidential discussions with 
the Government regarding the new Code 
and were therefore able to outline what 
the major changes were to be and provide 
an insight into the Government’s thinking 
behind those changes.  

By Judith Miller,  
Partner, DLA Piper Australia

Professor Bryan Horrigan addresses the NFC14 Legal Symposium
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Highlights of the Symposium included 
presentations from:

•  Dr Michael Schaper (the Deputy Chairman of 

the Australian Competition and Consumer 

Commission) outlining the amendments to 

the Code regarding the introduction of civil 

pecuniary penalties and the ACCC’s ability to 

issue infringement notices. Most importantly 

Dr Schaper stated that there would be no 

moratorium for compliance but that the ACCC 

would focus on particularly egregious conduct.

•  Professor Bryan Horrigan (Dean, Faculty 

of Law, Monash University and Expert 

Panel Member, Australian Government’s 

Strengthening Statutory Unconscionable 

Conduct and the Franchising Code of 

Conduct Inquiry) providing a thorough and 

practical explanation of the current status 

of the law and future directions regarding 

unconscionable conduct and good faith. 

Professor Horrigan’s detailed analysis 

corrected a number of commonly held 

misconceptions about these often confusing 

areas of law.

Attendees at the Legal Symposium were able 

to claim MCLE points.

New Code Compliance Forums held  
around Australia

Following on from the NFC14 Legal Symposium, 

the new Franchising Code of Conduct was 

released and formally ratified by the Governor 

General in the first week of November. The 

Franchise Council of Australia held a series 

of forums on New Code Compliance in each 

capital city that reached capacity crowds in 

most states. The content  at the members only, 

free of charge events covered the changes that 

will be implemented on 1 January 2015 and 

how to ready your system and franchisees for 

the changes.  fr

If you missed the forum, you can contact the 
office for a copy of the presentation at  
info@franchise.org.au 

ACCC Deputy Chair, Dr Michael Schaper
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The Australian Franchise Hall of Fame, 

established in 2003 is made up of ground-

breakers, influencers, quiet achievers, selfless 

contributors and outstanding performers who 

have endured challenges and trials to build the 

foundations of the sector’s success.

Each year, the Franchise Hall of Fame members 

nominate a new inductee. 

The sole criterion is an outstanding 

contribution to franchising - whether as 

franchisor, franchisee, academic, consultant 

– anyone who has bettered the Australian 

franchise sector through service, research, 

innovation or citizenship.

This year the inductee, announced at the MYOB 

FCA Excellence in Franchising Awards, is Greg 

Nathan.

Greg Nathan

After qualifying as a registered psychologist in 

1982, Greg Nathan decided to take a different 

career path. He became a multi-unit franchisee 

with Brumby’s. After learning how to make 

dough as a small business operator, he joined 

the franchisor team in senior marketing and 

operations roles, contributing to many of the 

systems that have enabled the company to 

become one of Australia’s longest standing 

franchise brands. 

Franchise Hall of Fame

2014 Franchise Hall of Fame inductee

Greg Nathan, 
Founder and 
Director of 
Franchise 
Relationships 
Institute
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In 1989 Greg founded the Franchise 

Relationships Institute to apply what he had 

learned in franchising and psychology. FRI are 

today widely regarded as the global leader 

in providing tools and education programs 

to help franchisors and franchisees achieve 

profitable partnerships and operational 

excellence. 

Greg Nathan is inducted into the Franchise Hall of Fame

Greg is the author of six popular franchising 

books that have sold over 110,000 copies 

and has mentored over 10,000 franchisor 

executives in 15 countries, using FRI’s 

proprietary models and systems such as The 

Franchise E-Factor, the Franchising Wheels of 

Excellence, the Group Scoop and the Nathan 

Profiler. 

Greg’s fortnightly Franchise Relationship 

Tips are enthusiastically read by franchise 

executives all over the world and his work 

has been particularly popular in the USA. In 

2007 he was named one of the top 20 thought 

leaders by the Franchise Times Magazine and 

he is one of the few non-lawyers to deliver the 

opening keynote address for the American Bar 

Association’s franchising conference. 

Between 2002 and 2013 Greg travelled 

annually to the USA to attend the IFA 

conference and earn CFE educational credits, 

making him the first Australian to be awarded 

the International Certified Franchise Executive 

qualification.

“FRI are today widely 
regarded as the global 
leader in providing tools 
and education programs 
to help franchisors and 
franchisees achieve 
profitable partnerships and 
operational excellence. ”

Through his research, writing and participation 

in numerous franchising committees and 

conferences, Greg has been an active 

contributor and a global ambassador for 

Australian franchising. 

Greg is a mad crazy guitarist with a collection 

of over 30 guitars and stringed instruments, 

and has been married to the very tolerant 

Ann Nathan for 26 years. Ann has consistently 

supported his endeavours in the background 

and occasionally accompanies him on his 

adventures to franchising destinations around 

the world. They live and work together in 

Melbourne.   fr

You can read more about the  
Franchise Hall of Fame here:  
www.franchise.org.au/hall-of-fame.html  




