
Taking your franchise down under
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Chairman of the Franchise Council 
of Australia, Warren Wilmot, shares 
the ins and outs of a booming, 
federally-regulated and highly 
successful business sector

How successful is franchising in Australia?

Franchising has been remarkably successful in Australia, 

with Australia/New Zealand having the highest per capita 

penetration of franchised systems in the world.

Relatively sheltered from the global crisis in comparison to 

much of Europe and the UK, Australia still experienced a 

significant downturn in the late 2000s. The result was many 

people choosing to take their future into their own hands and 

go into business for themselves.

In 2010, franchising proved it had bucked the downward trend 

and reported double-digit growth.

The market has gone from strength to strength since then and 

figures released in late 2014, from Griffith University’s Asia 

Pacific Centre for Franchising Excellence, show the Australian 

sector to be worth A$144 billion in revenue annually – around 

7-8% of national GDP.

In a market like Australia, where supermarkets and large 

corporations enjoy substantial market share, franchising plays 

a vital part in ensuring diversity in the Australian economy.

Why is franchising successful here?

Geographically, Australia is the world’s sixth largest country, so solid 

business networks are required to service the market effectively.

Franchising makes an important contribution not just in 

capital cities but in regional centres and rural Australia. 

Strong systems and compliance and substantial charitable 

and community involvement make the franchise businesses 

excellent corporate citizens at federal, state and local 

community level. It is these attributes that make brands with 

a national footprint attractive to investors who may otherwise 

not have the opportunity to work for themselves.

Key growth areas

As work/life balance becomes more elusive, home and 

domestic service businesses are becoming increasingly 

successful and include everything from home cleaning and 

gardening through to pool maintenance and pet grooming.

Though bricks and mortar retailing has become increasingly 

difficult in recent times, online shopping has seen the 

popularity and sophistication of courier franchises grow 

considerably in recent times.

With an ageing population, franchising is also a fast growing 

solution to providing aged care services across the country. In 

the same vein, healthcare has become front of mind for many 

Australians, with 24-hour gyms, niche health food businesses and 

allied health services all growing exponentially in recent years.

Incidentally, a British-based optometry franchise brand boasts 

the feat of opening 100 stores in 100 days during their launch

in Australia, and has won the FCA Established Franchisor  

of the Year (2013) FCA Excellence in 

Marketing Award (2013), Franchisor 

Social Responsibility Award 

(2014) and International 

Franchisor of the Year 

Award (2014) in 

recent years.

Warren is CEO of 7-Eleven 

Stores and Starbucks Coffee, 

Australia. Previously a senior 

manager within the Pizza 

Hut group, he worked his 

way up from a field-based 

franchisee support position 

with 7-Eleven, rising to the 

top of the organisation’s 

Australian operations in 2002. He was elected FCA 

chairman in February 2015.



Case Study

Children’s drama and imaginative play franchise 

Pyjama Drama have launched in Perth, Australia with 

their first international opening this Easter. Pyjama 

Drama founder Sarah Owen shares her experience of 

franchising her brand down under: 

“Having set up Pyjama Drama from scratch in the UK, 

which was a huge learning curve, taking the business 

to Australia was, by comparison, relatively easy. That 

said, our first franchisee in Australia, Amanda, had been 

running a thriving Pyjama Drama franchise in Exeter so 

I have every confidence that she will also make a great 

success of her business over in Perth. Because there is 

statutory legislation in Australia covering franchising, 

unlike in the UK, it is imperative to find the right 

consultant to guide you through the process.”
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Retail and food retail, the beginnings of franchising in 

Australia, continue to be popular choices both for business 

owners and consumers, with the sector continuing to 

outperform independent businesses in the market.

The strength of best practice in Australian franchising?

The high penetration and success of Australian franchising, 

and the remarkably low levels of disputation, sees Australia 

claim ‘world’s best practice’. In Australia the level of 

disputation is around 1-2% of franchisees, with over 80% 

of all franchising disputes being resolved by the Franchising 

Code of Conduct’s mediation process. Australia has the most 

comprehensive regulatory framework in the world  

for franchising.

This clearly plays a major role in ensuring the health of the 

franchise sector, and in keeping disputes to a minimum. The 

Franchising Code of Conduct features a comprehensive prior 

disclosure regime that gives information and confidence 

to new entrants and is supported by specific provisions 

addressing issues such as transfer, end of term arrangements 

and termination and including a mediation-based dispute 

resolution framework. The Code is supplemented by 

prohibitions in the Competition and Consumer Act on 

misleading or deceptive conduct and unconscionable conduct, 

with all these requirements monitored in a highly effective 

manner by the Australian Competition and Consumer 

Commission. In addition National and State Small Business 

Commissioners provide low-cost mediation and assistance 

with disputes.

The mandatory Code provides a business landscape with 

clear cut boundaries. This makes entry to market for 

new franchisors, both home-grown and foreign-owned 

straightforward and transparent. 

While the process can take some time, the Australian business 

to consumer market is both educated and comfortable with 

franchised product and service offerings, making the sector 

the ideal breeding ground for success.

What role does the Franchise Council of Australia play in 

Australian franchising?

The FCA is a not-for-profit organisation of more than 600 

members including franchisors, franchisees and advisers/

suppliers. Its primary role is to ensure a fair and balanced 

regulatory framework that allows the market to continue to 

prosper. The FCA has a 30-year history representing small 

business. The FCA supported the introduction of the Franchising 

Code of Conduct, and has supported all major changes to the 

Code since its inception. The FCA continues to look to specific 

ways to improve the Code, but has also resisted ill-conceived 

efforts to impose unnecessary legislative burden.
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