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DRIVE YOUR NEXT FRANCHISE MEETING
TO ONE OF OUR AWARD-WINNING RESORTS

Stretching from the Gulf Coast to the Atlantic Ocean, our three spectacular Florida resorts feature the space and 
amenities to enable terrific franchise meetings, fabulous incentive trips and wonderful golf retreats. The choice of  

accommodations are ideal for a multitude of franchise industry annual programs and events, and provide  
luxury suites and villas featuring multiple bedrooms, full kitchens and spacious living rooms.

200,000 Square feet of 
meeting space 1250 spacious suites, 

villas and homes 162 challenging holes of  
championship golf 

Reunion Resort

Innisbrook Resort
TAMPA BAY

Reunion Resort
ORLANDO

Hammock Beach Resort
PALM COAST

 Innisbrook  800.445.1713   |   Reunion  888.418.9614   |   Hammock Beach  866.342.1070  

meetings@salamanderhotels.com   |   salamanderhotels.com

Our flagship resort in 
 Middleburg, Virginia

salamanderresort.com

OPENING 
AUGUST 29, 2013
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What’s Next After the 
Employer Mandate Delay? 
Continuing to Press for  
More Key Policy Changes

The franchise community and 
employers nationwide received 
welcome news just before 
Independence Day last month.  On 
July 2, the Obama administration 
announced that enforcement of the 
Affordable Care Act’s employer 
mandate would be delayed until 
2015, allowing businesses one 
additional year to comply with 
the burdensome and complex 
requirements of the mandate.  
This type of transition relief for 

employers is something that IFA and other business groups 
have spent the past two-plus years advocating for since the 
law was passed.  In a blog post announcing the delay, Valerie 
Jarrett, senior advisor to President Barack Obama, said: “In 
our ongoing discussions with businesses we have heard that 
you need the time to get this right.  We are listening.”

Businesses large and small realized upon the passage 
of the Affordable Care Act that there would be many difficult 
and costly changes for employers.  A study prepared by the 
Hudson Institute says that the employer mandate puts millions 
of jobs at risk and would cost businesses billions of dollars 
in the franchise industry alone.  Additionally, the increasingly 
complex regulations of the employer mandate released over 
the past year have made it clear that the Jan. 1, 2014 deadline 
for full implementation of the law is unrealistic, and is a burden 
that weighs heavily on many franchise businesses.  Franchise 
owners constantly strive to open new locations and hire 
new employees, and a policy that discourages such basic 
entrepreneurial instincts is one that we must fight with both 
persistence and passion. 

It is true that the administration has been listening to 
businesses.  Over the past year alone, IFA has taken part 
in a half dozen meetings with top White House and senior 
administration officials, including Treasury, HHS and the 
SBA, and we’ve also submitted dozens of comments to 

regulators.  And the new transition relief for employers is just 
that: a relief.  But we cannot afford to rest as there are other 
aspects of the law that are also burdensome and onerous for 
employers, so our work continues to mitigate the effects of 
those components. The franchise industry has successfully 
advocated for modest changes to the health care law thus far, 
but the needs of our industry become more urgent and the 
stakes for our businesses increase with each day that brings 
us closer to full implementation of the employer mandate.

The surprise announcement by the administration has 
created an opportunity that cannot be missed.  We now know 
that Congress and the administration are listening closely 
to small businesses, and we must present our case for key 
policy changes strongly and clearly.  For this reason, I hope 
that you will consider attending IFA’s 2013 Public Affairs 
Conference, Sept. 16-17 in Washington, D.C.  Attendees will 
receive policy briefings from IFA’s Government Relations & 
Public Policy staff, and hear remarks from prominent leaders 
in government and business. Most importantly, attendees will 
take franchising’s message to Capitol Hill, meeting directly 
with their lawmakers to explain how the employer mandate 
impacts their business and what changes can be made to 
ease the law’s burden.

This association derives its strength from its members’ 
commitment to protect, enhance and promote franchising.  
We accomplish this collective goal in many ways, but in 
the arena of government relations and public policy, there 
is no substitute for dedicated and determined grassroots 
advocates.  We need your help to ensure that the voice of 
franchising echoes throughout the halls of Congress, and 
to continue our industry’s push toward more sensible policy 
that will enable our businesses and the American economy 
to flourish.
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Currently used by over 750 brands, Constant Contact has built an exclusive program for 
franchisor networks that helps both you and your franchisees succeed. Our easy-to-use 
email, event and social media tools deliver brand consistency and measurable results. 
And they’re backed by our award-winning coaching and educational resources.

ONLINE MARKETING TOOLS THAT WORK FOR YOUR FRANCHISE.

Our Franchise Program gives you total control over:
BRAND CONSISTENCY   •   TRACKING   •   NETWORK MARKETING PLANS

AND GET REAL
RESULTS.
MAINTAIN YOUR BRAND

FRANCHISEE

FRANCHISEE

FRANCHISEE

FRANCHISEE

FRANCHISOR

Visit ConstantContact.com/ifa or call 1-866-899-3710 for more info about our Franchise Program.

FRANCHISE PROGRAM

http://www.constantcontact.com
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PEOPLE

Benetrends named Wendy Skemer and 
Mona Janes senior consultants.

Certified Restoration 
Drycleaning Network 
promoted Bob Fearon to vice 
president of operations.

Hair Saloon Holdings 
anounced Tom Twellman Jr. 
joined the franchise as 
creative director.  

Home Helpers & Direct 
Link hired Tracy Evans as 
vice president of clinical care 
and licensing. 

LED Source welcomed 
Brian Gilbert as new director 
of franchise operations.

Money Pages named 
Chris Sexton director of 
franchise development.

Welcyon, Fitness After 50 added 
Bill Rodriguez as senior vice president 
of marketing and business development, 
George Henry as senior vice president of 
franchise development and Cherie Cocallas 
as director of real estate development.

Bill Rodriguez

Tracy Evans

Cherie Cocallas

Chris Sexton

George Henry

Bob Fearon

Tom Twellman, Jr.

Brian Gilbert

GROWTH

Beef ‘O’ Brady’s signed a master 
franchise agreement with the Koni Group to 
open multiple restaurants in Jordan over the 
next several years. 

Capriotti’s Sandwich Shop will bring 
12 units to Montgomery Co., Md., Northern 
Virginia and Washington, D.C. over the 
coming years.

Dunkin’ Donuts opened its 17th location 
in Washington, D.C., one of the chain’s largest 
in the nation’s capital, bringing the total 
number of jobs created by the brand in the 
city alone to approximately 400.  

Homewood Suites by Hilton’s two new 
property openings − Newport Middletown, 
R.I. and Fort Worth Medical Center, Texas 
− push its North American footprint to 325 
hotels - double first and second quarter 
openings compared with the same period in 
2012.

McAlister’s Deli signed agreements with 
four franchise groups to develop 21 new 
restaurants in seven states.   

Menchie’s Frozen Yogurt opened its 
300th store which is located in the Space 
Center Market in Houston. The milestone was 
reached in just six years, averaging about five 
openings per month. In the past 10 months 
alone, 100 locations have opened worldwide.

Pillar To Post added 10 new franchises in 
May and 10 new territories were added in the 
first quarter.

Schlotzsky’s signed a franchise 
agreement for 55 restaurants throughout 
seven of the former Soviet countries, 
including Russia, Belarus, Estonia, 
Kazakhstan, Latvia, Lithuania and Ukraine.

Subway opened more than 600 new 
locations around the world and crossed the 
milestone of 39,000 locations during the first 
quarter. 232 new franchises were added in 
the United States, boosting total country 
counts to nearly 26,000.

Wingstop announced that former 
San Francisco 49ers and Oakland Raiders 
cornerback Shawntae Spencer is teaming up 
with the brand to bring 15 restaurants to his 
hometown, Pittsburgh. 

PEOPLE & NEWS BRIEFS
MERGER, ALLIANCES & ACQUISITIONS

ERA Real Estate and RealBiz Media Group 
Inc. collaborated to produce a consumer-focused 
video player for real estate listings to increase 
online visibility for each property.

Safeguard acquired Forms Systems Inc., 
which operates in the marketplace under the 
name DocuSource Print Management.

HONORS & AWARDS

Cellairis Franchise Inc. was named No. 8 
in Atlanta Business Chronicle’s “Top 25 Atlanta-
Based Franchise” list and its Senior Counsel 
Jeremy Liebman was awarded “Outstanding 
Non-General Counsel.”

Coverall Health-Based Cleaning System 
awarded Business Development Mgr. Ronnie 
Harris of its Chicago Support Center with its 
Coverall Service Leadership Award.

DLA Piper Senior Partner Philip Zeidman 
was named Global Franchise Lawyer of the Year 
in the 2013 Who’s Who Legal Awards, his ninth 
consecutive recognition, receiving more votes 
from clients and peers in the course of the 
research than any other individual worldwide.

Home Helpers honored Pa. franchisees 
Adam Brown (Drexel Hill), John Squires 
(Media), Tom Krupp, Greg Scheck and Frank 
Esterle (Lansdale) as inaugural Hall of Fame 
Lifetime Achievement Award winners during its 
annual Leadership Forum in Nashville.

Learning Express Toys marked its 26th 
anniversary during its recent convention where 
many of the toys featured in vendor booths will 
be donated to the Monroe Carell Jr. Children’s 
Hospital at Vanderbilt University.

   
MARKETING

Alamo Drafthouse launched its annual 
Summer Kids Camp family film screenings 
series that invites families to enjoy, at no 
charge, entertainment and quality time together 
in an air conditioned environment.  

Auntie Anne’s worked with ePrize to 
create a sweepstakes for its new Honey Whole 
Grain Pretzel, offering a $25,000 grand prize. 
The event drew 200,000 registrants, 100,000 
more than expected. Thirty-four percent of 
submissions were mobile and SMS-based. 
Social engagement via Twitter and Facebook 
also contributed to the promotion’s success 
with more than 4,800 tweets, and more than 
Facebook 13,000 shares.
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French Fry Heaven Founder Scott 
Nelowet developed an educational game 
iPhone app that teaches consumers about 
different types of fries. The game is now 
available for free on iTunes. It introduces 50 
characters, each representing a flavor of fries 
found on the franchise’s menu.

School of Rock will offer hundreds of 
students an opportunity to play on stage in 
Milwaukee’s “World’s Largest Music Festival” 
at Summerfest, June 26-30 and July 2-7.

   

      

COMMUNITY 
OUTREACH

Franchise Community Reaches 
Out to Oklahoma Tornado 
Victims 

Build-A-Bear Workshop store guests can 
now donate $1 or more to the American 
Red Cross in stores or online at buildabear.
com. In Oklahoma City and Tulsa, guests 
can make bears for local children affected 
by the tornado.  The Build-A-Bear Workshop 
Foundation also contributed $2,500 to 
DonorsChoose.org for a specially directed 
teacher program to rebuild the schools 
in Oklahoma that were hardest hit by the 
storm and to replenish classroom supplies 
in the upcoming months of recovery.

Dunkin’ Brands announced that 
participating Dunkin’ Donuts restaurants 
in Oklahoma City and Dallas collected 
donations from guests via in-store canisters 
to support American Red Cross disaster 
relief from the tornadoes in Oklahoma and 
Texas. Dunkin’ Brands will also donate 
$10,000 to the American Red Cross to help 
people affected by recent disasters such as 
the Oklahoma tornadoes.

Express Employment Professionals created 
The Expressions of Hope Relief Program, 
managed by the Communities Foundation 
of Oklahoma, to provide financial assistance 
to Express employees in times of need or 
emergencies.

Marco’s Pizza filled a 53-foot semitrailer 
with supplies bound for Moore, Okla.  The 
supplies were offered to affected Marco’s 
employees and their families, as well as the 
general community. The Marco’s parking 
lot in Moore served as a Red Cross Relief 
staging area.

Maui Wowi Hawaiian donated 100 percent 
of the funds raised during its hands-on 
smoothie training event at the company’s 
headquarters in June to the American Red 
Cross Disaster Relief fund for Oklahoma 
tornado victims.

Papa John’s Pizza helped devastated 
Moore, Okla. by offering a special discount 
through May 26.  The franchise donated $1 
for every pizza order; proceeds went to the 
Salvation Army Oklahoma Recovery Effort.   

Regis Corporation organized efforts to 
help its team members and salon guests 
affected by the Moore, Okla. tornado in 
May. The company worked with its disaster 
aid partner to deliver haircare products to 
people in affected areas and donated funds 
to the American Red Cross to help with 
relief efforts. An area franchisee donated all 
sales from shampoo services on May 21 to 
the regional food bank and Moore Animal 
Shelter. Product donations were also made 
to the local shelters.

Two Men And A Truck 
Charlotte Donates a 
Truckload of Gifts to Mothers

Two Men And A Truck Charlotte delivered 
a truckload of gifts on Mother’s Day to the 
women of non-profit Florence Crittenton 
Services of North Carolina. The company’s 
annual Movers For Moms donation drive 
brought 10,730 items including diapers, 
wipes, bottles, toiletries and more.

Local Campaign Goes 
National to Benefit Cystic 
Fibrosis Foundation

Franchise Business Review launched a 
company match program for Team Trevor 
<http://www.teamtrevor.org/>, a Maine-
based fundraising group set up on behalf 
of 14-year-old Trevor Salema.  Salema 
was diagnosed with cystic fibrosis in 1999 
and is the son and grandson of Dunkin’ 
Donuts franchisees. 
   The local campaign became a national 
franchising effort after Super Wash’s 
Chief Operating Officer Susan Black-Beth, 
CFE, dedicated her birthday to the event, 
telling Facebook friends that she’d donate 
$1 for every birthday wish she received. 
   “What began as a simple email to a 
few friends in franchising resulted in 
more than $8,000 for the Cystic Fibrosis 
Foundation,” said Franchise Business 
Review CEO Eric Stites, CFE. “In a matter 
of days, donations from incredibly 
generous brands and franchising friends 
came pouring in.” 
   “I am so incredibly humbled by the 
support shown by so many in franchising 
for the Birthday Campaign,” Black-Beth 
added. “The way people rallied, had fun 
and made a huge difference to Team 
Trevor is simply awesome.”  

IFA’S MISSION
The International Franchise Association 

protects, enhances and promotes franchising.

IFA’S VISION
IFA: The preeminent voice and acknowledged 

leader for franchising worldwide.

EXECUTIVE COMMITTEE

Steve Romaniello, CFE
FOCUS Brands Inc. and 
Roark Capital Group
Chairman

Stephen Joyce
Choice Hotels International
Vice Chairman

Melanie Bergeron, CFE
Two Men And A Truck
International, Inc.
Treasurer

Aziz Hashim
NRD Holdings, LLC
Secretary 

Saunda Kitchen, CFE
Mr. Rooter of  
Sonoma County, CA
Franchisee Forum Chairwoman 

BOARD OF DIRECTORS 

Doug Allison
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Jim Anhut
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Jania Bailey, CFE
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David Barr
PMTD Restaurants

Susan Black-Beth, CFE
Super Wash, Inc.

Joe Bourdow, CFE
Valpak

Liam Brown
Marriott International, Inc.

Charlie Chase
FirstService Brands

Mitch Cohen
Baskin Robbins/ 
Dunkin’ Donuts  
Bayshore, N.Y.

Carlton Curtis
The Coca-Cola Company

Rocco Fiorentino, CFE
Swiss Farm Stores

Darrell Johnson, CFE
FRANdata Corporation

Mark Kirsch, CFE
Gray Plant Mooty
Supplier Forum First  

John Kujawa, CFE
McDonald’s Corporation
Franchisor Forum Chairman 

Michael Joblove
Genovese Joblove & 
Battista
Supplier Forum Chairman 

Jack Earle
Earle Enterprises LP
Past IFA Chairman

Ex-officio
Stephen J. Caldeira, CFE
International Franchise 
Association
Pres. & CEO

Vice Chairman 
David Liniger
RE/MAX, LLC

Gordon Logan
Sport Clips Inc.

Robert McDevitt, CFE
Golden Corral Buffet 
& Grill

Barry Miller
Sylvan Learning Center of 
Girard, OH

Catherine Monson, CFE
FASTSIGNS International

Tabbassum Mumtaz
Apex Restaurants 
Management, Inc.

Karen Powell, CFE
Decor&You

Todd Recknagel, CFE
AM Conservation Group, 
Inc. and
Mr. Handyman Board 
Member

Michael Seid, CFE
CFWshops

Shelly Sun, CFE
BrightStar Franchising, 
LLC

Jeffrey Tews
BrightStar Healthcare of 
Madison, WI
Franchisee Forum First Vice 
Chairman 
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G O V E R N M E N T  R E L AT I O N S  &  P U B L I C  P O L I C Y

Solving Unintended 
Consequences of the Affordable 
Care Act
The SAW Act repeals the current ACA definition of 30-hour full-time 
employment and restores the widely accepted 40-hour threshold.

BY U.S. REP. TODD YOUNG

Any time a comprehensive bill, 
such as the Affordable Care 
Act, is quickly rushed through 

Congress, there are bound to be 
unintended consequences.  Within that 
bill, perhaps no provision had a more 
damaging unintended effect than the 
employer mandate with its definition of 
“full-time employment” set at 30 hours.

The employer mandate was, by 
and large, meant to be a revenue-
generating piece of the bill more than 
a health care coverage piece.  The 
30-hour threshold wasn’t established 
because it would provide coverage 
to the greatest number of employees; 
it was chosen because the taxes and 
penalties on employers at that level 
brought in enough money to help give 
the bill a deficit-reducing score.

The Cost of Compliance
The unintended result of this policy 

is that in many cases it now makes 
more business sense − especially at 
a time when economic growth remains 
sluggish − for employers to reduce 
hourly employees to 29 hours or less.  
And this isn’t just a case of trying to 
manage profit margins.  Many cash-
strapped local governments, school 
systems and universities are making 
similar decisions because the cost of 
compliance is too burdensome.

A recent study by the Univ. of 
California-Berkeley estimated that as 
many as 2.3 million hourly employees 
will see their hours, and their wages, 
cut.  For hourly workers going from 40 
hours down to 29, the net result is the 
loss of more than a full week’s worth of 
pay each month, or three months lost 
annually.  Some of these workers who 
also depend on overtime pay could see 
even deeper cuts to what they bring 
home.

This brings up another potential 
unintended consequence of the “30 
hours is full-time” provision:  While 
federal law makes reference to a 
40-hour work week being the threshold 
for some benefits (i.e., time-and-half 
overtime pay), the term “full-time 
employment” has never been defined.  
That means the ACA marked the first 
time that “full-time employment” has 
ever been formalized, and it was set at 
a level inconsistent with existing labor 
law, history and cultural convention. 
The potential for a future activist court 
to cite this section of ACA as precedent 
in other labor law cases is very real, 
and would have implications far beyond 
health care.

Restoring the 40-hour 
Threshold

To help preserve the hours and 

wages of hourly employees, remove the 
burdensome costs on employers, and 
to avoid this issue becoming a football 
for litigation, I recently introduced H.R. 
2575, the Save American Workers Act.  
The SAW Act simply repeals the current 
ACA definition of 30-hour full-time 
employment and restores the widely 
accepted 40-hour threshold.

Less than a week after the bill was 
introduced and quickly amassed 114 
co-sponsors, the Treasury Department 
announced it would not enforce the 
employer mandate in 2014, the year 
it was supposed to go into effect.  
While merely delaying this aspect of 
the law until 2015 might make the law 
less painful in the short-term, it does 
nothing to address any of the long-term 
structural problems this bill created 
and exacerbated.  As long as those 
problems exist, I’ll continue fighting to 
replace the 30-hour definition with the 
historical norm of 40 hours.

You can learn more about the SAW 
Act at http://toddyoung.house.gov/save-
american-workers. n

The author is the U.S. 
Representative of Indiana’s 
Ninth Congressional 
District and a member of 
the House Ways & Means 
Committee.
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PUBLIC AFFAIRS
2013 ifa

Conference

G O V E R N M E N T  R E L AT I O N S  &  P U B L I C  P O L I C Y

Tell Your Story to Congress; 
Hear From Thought-Provoking 
Political and Policy Speakers

Don’t miss IFA’s 14th Annual Public Affairs Conference to advocate on 
behalf of franchise businesses. 

BY ERICA FARAGE

JOIN HUNDREDS OF FRANCHISE business 
leaders in Washington, D.C., Sept.16-17, at the 
most important advocacy event of the year. The 
International Franchise Association’s Public 
Affairs Conference is your opportunity to meet 
with your members of Congress and advocate 
for issues of importance to your business and 
franchising.

Tell Your Story
Poll after poll demonstrates the biggest 

issues on the minds of Americans are still 
jobs and the economy. And we all know that 
“Franchising = Jobs.” That’s why it’s so important 
to come to the nation’s capital this year – again 
or for your first time – to tell Congress your story 
of economic development and job-creation. 
While many franchise brands are recognizable 
at a national level – our local franchises are truly 
America’s “hidden” small businesses in almost 
every town across the country. 

Members of Congress need to hear directly 
from you – the job creators in their states and 
districts. They need to know how franchising 
contributes to the local economy and how the 

issues Congress deals with, such as fixing health 
care reform, immigration, tax reform and work-
force policy issues, will impact your business in 
their area. 

Hear From Exciting 
Speakers

ADP is the Founding 
Sponsor for the IFA Public 
Affairs Conference and 
Franchisees of the Year Award 
Sponsor. IFA is excited to 
announce that Sen. Marco 
Rubio (R-Fla.) will speak 

during IFA’s Public Affairs Conference. Rubio 
previously served as speaker of the Florida 
House of Representatives and delivered the 
Republican response to President Obama’s 
2013 State of the Union Address. He will provide 
updates on legislative issues affecting the 
franchise industry including immigration reform. 
He will also comment on the veterans bill he has 
co-sponsored to create a tax credit for veterans 
and their spouses who purchase a franchise, 
equal to 25 percent of the total initial franchise fee. 
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POLITICO Co-Founder 
and Executive Editor 
Jim VandeHei

Jim VandeHei leads this 
highly influential political 
website and newspaper that 
Washingtonian magazine hails 
as a “media phenomenon.”  
VandeHei, along with 

co-founder John Harris, left the Washington Post 
in 2006 to create the all-politics-all-the-time site, 
and the  company has been a smashing success 
ever since. Drawing on 15 years of experience 
in Washington journalism, VandeHei directs 
POLITICO’s editorial content and oversees its 
business strategy – amalgamating old media 
values of fairness and accuracy with the speed 
and immediacy of new technologies.  

VandeHei takes audiences on a full tour of the 
complex political issues facing America today, 
while providing an engaging, precise and often 
humorous take on the decisions of the political 
newsmakers.

Former Sen. Scott Brown 
(R-Mass.)     
    Scott Brown is a prominent policy 
thought leader in American politics. During 
his keynote, he will share with attendees 
his take on the issues most important to 
franchising and his thoughts on the state of 
politics in Washington, D.C. Most recently, 
Brown represented Massachusetts in the 

U.S. Senate from 2010 to 2012, a seat he notably took over 
in a special election following the death of Sen. Edward M. 
Kennedy. 

While a member of the Senate, Brown was a known 
problem solver working with lawmakers from both sides of 
the aisle in Congress in an independent manner. Prior to his 
time there, he led an active political career in Massachusetts 
where he was a member of the State Senate from 2004 to 
2010, the State House of Representatives from 1998 to 2004 
and the Massachusetts General Court. 

Brown currently serves as counsel for Nixon Peabody 
LLC and is a commentator for FOX News. He also served in 
the Army National Guard for 33 years, currently holding the 
rank of colonel in the Judge Advocate General Corps. Brown 
earned his J.D. degree from Boston College Law School and 
undergraduate degree from Tufts University.

Do You Have Money
TO WASTE
on Your Next
Franchise Meeting?
Minimize your exposure to costly hotel attrition fees and cancellation penalties.
IFA members, our experts will conduct a complimentary review and analysis
of your existing venue contract, then provide a report identifying areas of
unrealized value. We’ll also suggest improvements to maximize your outcomes
in future negotiations. There is no obligation to you. And you’ll be one step
closer to a contract that’s watertight.

Venue Sourcing & Contract Negotiation  |  Logistics  |  Exhibit & Sponsor Management
Speaker Management  |  Registration  |  Marketing  |  Technology

CONTACT: Lisa Burton, CMP, Vice President
lburton@meetingexpectations.com | 404.760.4232

meetingexpectations.com/IFA

(Continued on page 12)
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Join IFA for the 2013 Taste of 
Franchising. While nearly 400 industry 
representatives walk the halls of Congress 
delivering messages highlighting the 
industry’s achievements and challenges 
during the Public Affairs Conference, the 
Taste of Franchising event provides a 
different type of exchange. Members of the 
franchise community will join lawmakers, 
policymakers and their staff for a relaxing 
evening surrounded by delicious dishes 
donated by sponsors to top off the day’s 
activities.

Franchising Votes 
App

While you’re at the Public 
Affairs Conference, be sure 
to download and use the 
Franchising Votes app.  It 
will give you the tools you 
need to protect, enhance 
and promote franchising 
on Capitol Hill, and later 
in your home state and 

legislative district. 
The app will allow you to review 

organizational talking points, access 
information on your members of Congress, 
view meeting schedules and promote 
congressional meetings by posting 
updates, photos and videos to social 
networks including Facebook, Twitter and 
Foursquare. To download, search your app 
store for “IFA Franchising Votes.” n

Erica Farage is senior director 
of political affairs, grassroots 
advocacy & multi-unit 
franchisee engagement for the 
International Franchise 
Association. Find her at 

fransocial.franchise.org via the directory.

 FRANCHISING

Taste of

AGENDA to date

MONDAY, SEPTEMBER 16

7:00 am – 7:00 pm Registration Desk Open

12:00 n  – 7:00 pm Congressional Appointments Help Desk

1:00 pm – 2:00 pm Franchise Congress Advocacy Meeting

2:00 pm – 5:00 pm General Session

Welcome by: 
Steve Romaniello, CFE, Managing Director, Roark Capital 
Group, Chairman, FOCUS Brands, IFA Chairman of the 
Board 

“State of the Association” Presented by: 
Steve Caldeira, CFE, President & CEO, International 
Franchise Association

• ADP Sponsor Presentation

Keynote Speaker: Jim VandeHei, Co-Founder and Executive Editor, 
POLITICO

• Issue-Related Panel Discussions

5:15 pm – 6:00 pm FranPAC Max Donor Reception

6:00 pm – 7:00 pm Leadership Reception

7:00 pm – 9:00 pm Leadership & Franchisee of the Year   
    Awards Dinner

TUESDAY, SEPTEMBER 17

8:00 am – 8:30 am Continental Breakfast

8:00 am – 10:30 am Registration Desk & Congressional    
    Appointments Help Desk Open

8:30 am – 10:30 am General Session

•  Keynote Speaker: Scott Brown, Former U.S. Senator of 
Massachusetts

•  Speaker:  Sen. Marco Rubio (R-Fla.)

• VetFran 
Speaker: Congressional Medal of Honor winner, MSNBC military 
analyst and successful financial executive Ret. U.S. Army Col. Jack 
Jacobs will talk about how his military service fueled his private 
sector success and make a business case for hiring and recruiting 
veterans.

• State Delegation Team Meetings

10:45 am  Buses Depart for Capitol Hill

11:00 am – 5:00 pm  Individual Congressional Appointments

• Stop by the Cannon Caucus Room throughout the afternoon to 
pick up your boxed lunch, enjoy refreshments or relax in between 
appointments. 

5:00 pm – 7:00 pm  Taste of Franchising Congressional Reception

7:00 pm   FranPAC Dinner*
    Michel Richard Central

*Separate fee required

(Continued from page 11)
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REPORT CARD

U.S. Senate:
Alexander, Lamar (R-TN-S1) ................................. $5,000
Begich, Mark (D-AK-S2) ....................................... $2,500
Coons, Christopher (D-DE-S2) .............................. $5,000
Donnelly, Joseph (D-IN-S2)................................... $1,000
Durbin, Richard (D-IL-S1) ..................................... $2,500
Hatch, Orrin (R-UT-S1) ......................................... $2,500
Markey, Ed (D-MA) .............................................. $853.71
Rubio, Marco (R-FL-S2) ........................................ $2,000
Scott, Tim (R-SC-S2) .............................................. $2,500
Shaheen, Jeanne (D-NH-S1) ................................. $2,500
Udall, Mark (D-CO-S1) ......................................... $1,000

U.S. House of Representatives:
Amodei, Mark (R-NV-02) ...................................... $1,000
Buchanan, Vernon (R-FL-13) ................................. $2,000
Collins, Christopher (R-NY-27) .............................. $1,000
Collins, Douglas (R-GA-09) .................................. $2,500
Cotton, Tom (R-AR-04) .......................................... $2,500
Davis, Rodney (R-IL-13) ........................................ $5,000
Diaz-Balart, Mario (R-FL-25) ................................. $1,000
Flores, Bill (R-TX-17) ............................................ $1,000
Gerlach, James (R-PA-06) ..................................... $5,000
Graves, Samuel (R-MO-06) ................................... $5,000
Guthrie, Brett (R-KY-02) ........................................ $2,500
Hall, Ralph (R-TX-04) ........................................... $1,000
Hanna, Richard (R-NY-24) .................................... $1,000
Holding, George (R-NC-13) .................................. $5,000
Hudson, Richard (R-NC-08) .................................. $5,000
Kline, John (R-MN-02) .......................................... $2,000
Latham, Thomas (R-IA-05) .................................... $1,000
McCaul, Michael (R-TX-10) .................................. $2,500
Olson, Peter (R-TX-22) .......................................... $1,000
Price, Thomas (R-GA-06) ...................................... $5,000
Radel, Trey (R-FL-19) ............................................ $1,000
Renacci, James (R-OH-16) .................................... $5,000
Ross, Dennis (R-FL-15) ......................................... $1,000
Schock, Aaron (R-IL-18) ........................................ $5,000
Shuster, Bill (R-PA-09) ........................................... $1,000
Swalwell, Eric (D-CA-15) ...................................... $2,000
Tiberi, Patrick (R-OH-12) ...................................... $5,000

Leadership PACs:
COATS PAC .......................................................... $2,500
ERICPAC ............................................................... $5,000
Reclaim America PAC ........................................... $5,000
Rely On Your Beliefs Fund .................................... $5,000

PAC to PAC:
American Society of Association Executives (APAC) $5,000
Blue Dog PAC ...................................................... $5,000
National Republican Congressional Committee ... $15,000
National Republican Senatorial Committee ......... $15,000
Republican Party of Michigan ............................... $2,500

IFA’s political action committee, FranPAC, 
supports pro-franchise, pro-business candidates 

for U.S. Congress. 

FranPAC’s current financial support of federal 
candidates as of late April is reflected in the 

following “report card.”

2013-2014 Cycle Expenditures: $159,353.71
Republicans: $132,000
Democrats: $22,353.71

Other: $5,000

Erica Farage is senior director of political 
affairs, grassroots advocacy & multi-unit 
franchisee engagement for the International 
Franchise Association. Find her at fransocial.
franchise.org via the directory.
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Four- and Five-Diamond Consistency. 
Over 140 Options. One Solution.

One click, one call to your ALHI GSO professional brings you a world of options.  
ALHI.com • Luxury Group Desk 866-303-2544

For nearly 30 years, ALHI has provided meeting professionals  
with Global Sales services dedicated exclusively and authorized  
specifically by our distinctive worldwide portfolio of hotels and resorts.
ARIZONA
Arizona Grand Resort
Enchantment Resort
Fairmont Scottsdale Princess
Loews Ventana Canyon 
Montelucia Resort & Spa 
Royal Palms Resort and Spa
The Wigwam

CALIFORNIA
Hard Rock Hotel San Diego
Hotel del Coronado
Hotel Nikko San Francisco
Hotel Valencia Santana Row
InterContinental Mark Hopkins
InterContinental San Francisco  
Island Hotel Newport Beach
La Costa
Loews Coronado Bay
Loews Hollywood Hotel
Loews Santa Monica Beach Hotel
Miramonte Resort & Spa
Ojai Valley Inn & Spa
Pebble Beach Resorts
Rancho Las Palmas Resort & Spa
Resort at Squaw Creek
Surf & Sand Resort
Terranea Resort
The Grand Del Mar  
The Langham Huntington
The Meritage Resort and Spa
The Resort at Pelican Hill

COLORADO 
Keystone Resort & Conference Center
The Broadmoor
The Inverness Hotel & Conference Center

CONNECTICUT
MGM Grand at Foxwoods 
Mohegan Sun

FLORIDA
Biltmore 
Doral Golf Resort & Spa
Fontainebleau Miami Beach
InterContinental Miami
InterContinental Tampa
Loews Don CeSar Hotel
Loews Miami Beach Hotel
Loews Portofino Bay Hotel at Universal Orlando®

Loews Royal Pacific Resort at Universal Orlando®

Ocean Reef Club
One Ocean Resort Hotel & Spa
PGA National Resort & Spa
Ponte Vedra Beach Resorts
Rosen Shingle Creek
Saddlebrook Resort
The Breakers
The Peabody Orlando

GEORGIA
Château Élan
Loews Atlanta Hotel
The Cloister at Sea Island
The Lodge at Sea Island Golf Club 

HAWAII
Halekulani On the Beach at Waikiki 
The Mauna Lani Bay Hotel & Bungalows
The Modern Honolulu
Turtle Bay Resort 

IDAHO
Sun Valley Resort 
The Coeur d’Alene Resort

ILLINOIS
Eaglewood Resort & Spa
Fairmont Chicago, Millennium Park
InterContinental Chicago  
Sofitel Chicago Water Tower
The Peninsula Chicago

LOUISIANA
Loews New Orleans Hotel
InterContinental New Orleans

MARYLAND
Loews Annapolis Hotel
Royal Sonesta Harbor Court Baltimore

MASSACHUSETTS
InterContinental Boston
Loews Boston Hotel
Ocean Edge Resort & Golf Club
Seaport Hotel  
The Langham Boston

MICHIGAN
Amway Grand Plaza
MGM Grand Detroit

MISSISSIPPI
Beau Rivage Resort & Casino

MISSOURI
Hotel Sorella Country Club Plaza
The Chase Park Plaza 

NEVADA
ARIA Resort & Casino
Bellagio 
Mandalay Bay Resort & Casino
Mandarin Oriental, Las Vegas
Monte Carlo Resort and Casino
MGM Grand Hotel & Casino
Skylofts at MGM
THEhotel at Mandalay Bay 
The Mirage
The Signature at MGM Grand
Vdara Hotel & Spa 

NEW MEXICO
La Posada de Santa Fe Resort & Spa

NEW YORK 
InterContinental New York Times Square
Loews Regency Hotel
The New York Palace

NORTH CAROLINA
Pinehurst
The Grove Park Inn Resort & Spa

OREGON
Sunriver Resort

PENNSYLVANIA 
Loews Philadelphia Hotel

PUERTO RICO 
Gran Melia Golf Resort

SOUTH CAROLINA 
Charleston Place Hotel 

TENNESSEE 
Loews Vanderbilt Hotel
The Peabody Memphis 

TEXAS 
Barton Creek Resort & Spa
Hotel Sorella CITYCENTRE
Hotel Valencia Riverwalk
InterContinental Dallas

TEXAS (con’t)
The Adolphus 
The Houstonian Hotel, Club & Spa 

UTAH
Little America Hotel 
The Grand America Hotel

VERMONT
Stowe Mountain Lodge

VIRGINIA
Colonial Williamsburg Hotels
Lansdowne Resort
Salamander Resort & Spa
The Homestead

WASHINGTON
Pan Pacific Hotel Seattle

WASHINGTON, D.C.
Loews Madison Hotel  
Mandarin Oriental  
The Washington Court Hotel
Willard InterContinental 

WEST VIRGINIA
The Greenbrier 

WISCONSIN
The American Club Resort

DESTINATIONS OUTSIDE THE USA

AUSTRALIA
Melbourne
Sydney

CANADA
Montreal
Quebec
Vancouver

CARIBBEAN
Atlantis Paradise Island, Bahamas
Santa Barbara Beach & Golf Resort, Curaçao
Punta Cana, Dominican Republic
Montego Bay, Jamaica

CHINA
Beijing
Hong Kong (2)
Shanghai
Shenzhen

ENGLAND
London

MEXICO
Cancun (2)
Los Cabos
Playa Del Carmen (2)

NEW ZEALAND
Auckland

UNITED ARAB EMIRATES
Dubai

OCEAN LINE COLLECTION
Oceania (4) 
Regent Seven Seas (3)

AIRLINE MEMBER
Delta Air LinesConsistency, quality and reliability are important to your success. Associated Luxury Hotels International 

(ALHI) assists planners to find the perfect fit for their events. ALHI’s Global Sales services are 
funded by our prestigious members’ dues and provided cost-free to you. Experience the confidence, 
first-hand knowledge and time-saving guidance the ALHI Global Sales Organization offers you with 
this incredible portfolio of hotels and resorts each specializing in meetings and incentive programs.

Allow ALHI to find the right solution to fit your program objectives. Visit ALHI.com today 
to view our entire portfolio and contact the ALHI Global Sales professional nearest you.

ALHI Global Sales brings it all together with a perfect fit for your next program. 
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S TAT E  R E P O R T S :  A DVA N C I N G  F R A N C H I S I N G

IFA and State 
Legislative/
Regulatory 

Issues Require 
Constant 
Vigilance

BY DEAN HEYL

ACCORDING TO THE NATIONAL Conference of 
State Legislatures, there are 7,383 state legislators.  
New Hampshire, alone, has a whopping 400 
members in their House of Representatives.  With so 
many elected officials, it is not surprising that some 
“ill-advised” ideas brought forth by constituents or 
more often than not by parties with vested interests, 
are introduced as proposed laws.  

In 2013, the International Franchise Association 
saw a significant amount of problematic legislation 
including franchise relationship, worker classification, 
franchisor reporting of sales, and non-compete 
bills.  IFA fully understands that legislative wins 
are temporary and will always keep its eyes on the 

ALABAMA     35 4   105      4   140

ALASKA      20 4   40    2   60

ARIZONA     30 2   60    2   90

ARKANSAS     35 4   100    2   135

CALIFORNIA     40 4   80    2   120

COLORADO     35 4   65      2   100

CONNECTICUT     36 2   151    2   187

DELAWARE     21 4   41    2   62

FLORIDA      40 4   120    2   160

GEORGIA     56 2   180    2   236

HAWAII      25 4   51    2   76

IDAHO      35 2   70    2   105

ILLINOIS      59 4   118    2   177

INDIANA      50 4   100    2   150

IOWA      50 4   100    2   150

KANSAS      40 4   125    2   165

KENTUCKY     38 4   100    2   138

LOUISIANA     39 4   105    4   144

MAINE      35 2   151    2   186

MARYLAND     47 4   141    4   188

MASSACHUSETTS     40 2   160    2   200

MICHIGAN     38 4   110    2   148

MINNESOTA     67 4   134    2   201

MISSISSIPPI     52 4   122    4   174

MISSOURI     34 4   163    2   197

MONTANA     50 4   100    2   150

NEBRASKA     49 4   N/A    N/A   49

NEVADA      21 4   42    2   63

NEW HAMPSHIRE     24 2   400    2   424

NEW JERSEY     40 4   80    2   120

NEW MEXICO     42 4   70    2   112

NEW YORK     63 2   150    2   213

NORTH CAROLINA      50 2   120    2   170

NORTH DAKOTA     47 4   94    4   141

OHIO      33 4   99    2   132

OKLAHOMA     48 4   101    2   149

OREGON     30 4   60    2   90

PENNSYLVANIA     50 4   203    2   253

RHODE ISLAND     38 2   75    2   113

SOUTH CAROLINA      46 4   124    2   170

SOUTH DAKOTA     35 2   70    2   105

TENNESSEE     33 4   99    2   132

TEXAS      31 4   150    2   181

UTAH      29 4   75    2   104

VERMONT     30 2   150    2   180

VIRGINIA     40 4   100    2   140

WASHINGTON     49 4   98    2   147

WEST VIRGINIA     34 4   100    2   134

WISCONSIN     33 4   99    2   132

WYOMING     30 4   60    2   90

TOTAL      1972     5411     7383

STATE                  NUMBER   TERM      NUMBER  TERM NUMBER

 

          SENATE               HOUSE        TOTAL

It is much  
more important to kill 
bad bills than to pass 

good ones.”
–Calvin Coolidge - 30th 

President of the United States
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ball. Of the 7,383 state legislators 
across the country indicated on 
page 16, at any time one or more 
of them might propose a bill that 
is problematic to the franchise 
industry.

As mentioned in last month’s 
Franchising World, IFA will commit 
even more of its resources to not 
only defeat state legislation that 
is detrimental to the franchise 
industry, but will also proactively 
educate legislators about the 
positive impact franchising has on 
state economies.  The message, 
“Franchising = Jobs,” is simple, 
yet powerful.  This combined with 
IFA’s VetFran and DiversityFran 
programs puts IFA in an excellent 
position to carry out its mission to 
“protect, enhance and promote 
franchising.”  

The best way you can help 
IFA fight bad legislation and 
support favorable measures is 
to join Franchise Congress as 
an advocate for our industry. 
Franchise Congress is a nationwide 
network of franchisees, franchisors 
and suppliers that help tell the 
story of the franchise industry to 
key legislators at both the state 
and federal levels. As a leader 
in the small-business world, 
your involvement is an essential 
component of our collective 
success now and in the years to 
come. 

To join Franchise Congress and 
have your voice be heard, contact 
the IFA’s Senior Director of Political 
Affairs, Grassroots Advocacy & 
Multi-Unit Franchisee Engagement 
Erica Farage at 202-662-0760 or 
efarage@franchise.org. n 

Dean Heyl is senior 
director, state 
government relations, 
public policy & tax 
counsel, for the 
International 

Franchise Association.  Find him at 
fransocial.franchise.org via the 
directory.
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ALASKA      20 4   40    2   60

ARIZONA     30 2   60    2   90

ARKANSAS     35 4   100    2   135

CALIFORNIA     40 4   80    2   120

COLORADO     35 4   65      2   100

CONNECTICUT     36 2   151    2   187

DELAWARE     21 4   41    2   62

FLORIDA      40 4   120    2   160

GEORGIA     56 2   180    2   236

HAWAII      25 4   51    2   76

IDAHO      35 2   70    2   105

ILLINOIS      59 4   118    2   177

INDIANA      50 4   100    2   150

IOWA      50 4   100    2   150

KANSAS      40 4   125    2   165

KENTUCKY     38 4   100    2   138

LOUISIANA     39 4   105    4   144

MAINE      35 2   151    2   186

MARYLAND     47 4   141    4   188

MASSACHUSETTS     40 2   160    2   200

MICHIGAN     38 4   110    2   148

MINNESOTA     67 4   134    2   201

MISSISSIPPI     52 4   122    4   174

MISSOURI     34 4   163    2   197

MONTANA     50 4   100    2   150

NEBRASKA     49 4   N/A    N/A   49

NEVADA      21 4   42    2   63

NEW HAMPSHIRE     24 2   400    2   424

NEW JERSEY     40 4   80    2   120

NEW MEXICO     42 4   70    2   112

NEW YORK     63 2   150    2   213

NORTH CAROLINA      50 2   120    2   170

NORTH DAKOTA     47 4   94    4   141

OHIO      33 4   99    2   132

OKLAHOMA     48 4   101    2   149

OREGON     30 4   60    2   90

PENNSYLVANIA     50 4   203    2   253

RHODE ISLAND     38 2   75    2   113

SOUTH CAROLINA      46 4   124    2   170

SOUTH DAKOTA     35 2   70    2   105

TENNESSEE     33 4   99    2   132

TEXAS      31 4   150    2   181

UTAH      29 4   75    2   104

VERMONT     30 2   150    2   180

VIRGINIA     40 4   100    2   140

WASHINGTON     49 4   98    2   147

WEST VIRGINIA     34 4   100    2   134

WISCONSIN     33 4   99    2   132

WYOMING     30 4   60    2   90

TOTAL      1972     5411     7383

STATE                  NUMBER   TERM      NUMBER  TERM NUMBER
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We face a historic confluence of some of the most fundamental issues of our time.

BY STEVE JOYCE

In the hospitality business, where I 
have spent my adult life and entire 
career, we believe passionately in 

the power of people meeting together.  
There has never been a more important 
time to get together than during the 
2014 International Franchise Association 
Annual Convention in New Orleans, as 
we face a historic confluence of some 
of the most fundamental issues of our 
time – for our economy, our government 
and our businesses.  

The IFA Annual Convention, 
scheduled Feb. 22-25, presents a 
tremendous opportunity for networking 
and education, it also is our time to 
come together and use the strength of 
our numbers to make our voices heard 
in the national arena on several key 
fronts. We need to be engaged now – 
before, during and after our convention 
to ensure the continuing vitality of the 
franchise model. These vital issues are:

1. Health Care.  
You may not realize it, 
but you have already 
made decisions about 
the new health care 
law. What you are 
doing in 2013 sets 

the benchmark for what you will be 
expected to do moving forward. As 
business people, we must follow the 
law of the land on health care, although 
we find it flawed and in need of serious 
correction. We should be concerned 
that the law incents employers to move 
full-time employees to part-time status – 
a change that I believe will wreak havoc 
on the quality and culture of our work 
force. 

We need to 
be engaged 
now – before, 
during and after 
our convention 
to ensure the 
continuing 
vitality of the 
franchise model. 

F E AT U R E S

Under the new law, a 20-person 
restaurant is being treated the same 
as a 20-person law firm even though 
the revenue per employee could 
be 100 times higher at the latter. 
The legislation will create a world of 
“29ers” (employees who work less 
than 30 hours per week) and ”49ers” 
(companies that keep their number of 
full-time employees at less than 50). 
What’s more, all these companies face 
a whole new world of compliance.

This is a poor one-size-fits-all 
solution to a complex issue. The 
struggle to change the worst elements 
of this law will continue for years, and 
we need to remain engaged, with the 
aim of shifting it to a more employer-
oriented approach.

2. Immigration.  Unlike the 
health care situation, which 

is now law, immigration 
reform is only in the first 
inning of what could be 
an extra-inning game. 
As employers, we are, 

of course, fully supportive of 
enforcing laws and ensuring that our 
borders are secure. However, it’s fool’s 
play to think that immigrants are not 

COUNTDOWN to 
CONVENTION
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part of our economy. To treat them as 
invisible is unfair and wrong. A pathway 
to citizenship for workers seeking better 
lives for themselves and their families 
has always been the American way 
and needs to be thoroughly addressed. 
Pending legislation includes the outlines 
of what would be good, comprehensive 
reform. From the point of view of Choice 
Hotels and our franchisees, we do 
indeed need comprehensive reform. 
This issue may or may not be resolved 
before the congressional elections 
of 2014. In the meantime, however, 
we should all be interested in having 
access to legal workers and not be 
penalized under the verification system 
that chills compliance by burdening 
employers with excessive expense and 
liability.

3. Tax Reform. 
Again, we may not 
see change here 
any time soon, 
but this debate is 
the background 
music of everything 
else happening 
in Congress 

because it is tied to all budgetary and 
spending issues. What is currently 
being considered could discriminate 
against franchisees and partnerships.  
Since more than 80 percent of franchise 
businesses file their business income 
on their personal income tax return, 

reform of both individual and corporate 
rates is needed to ensure that franchise 
owners and other businesses organized 
as passthroughs are not disadvantaged 
by an approach that only reforms 
corporate tax rates. That’s unbalanced 
and an inefficient way to spur economic 
growth, especially considering 60 
percent of jobs are created through 
small businesses that are mostly 
partnerships or sub S corporations. To 
saddle the tax burden on folks who are 
creating jobs simply defies common 
sense. The goal of tax reform should be 
a tax code that is fundamentally fair.

The goal of tax 
reform should be 
a tax code that 
is fundamentally 
fair.

As someone who heads up a 
company with a hotel system composed 
entirely of franchisees – many small-
business people who own two, three 
or five properties – I think I contribute 
a distinctive voice on these debates. 
Franchising is a uniquely American 
creation – making enterprises of this 
kind available to people who want to run 

their own businesses, who have a family 
investment in the company, and who 
want to raise their standard of living by 
participating in a franchise system.  Inside 
the world of Choice Hotels, all these 
forces of American commerce come 
together in a powerful way.

As I look to my upcoming 
chairmanship of IFA next year, I will call 
upon all of you to actively support the 
issues of importance to the franchise 
industry.  Our 2014 convention provides 
an important venue for your business, 
your range of contacts, and your 
knowledge regarding key aspects of 
franchising, and for us to come together 
on the fundamental issues facing our 
industry. I encourage you to attend and 
help make this our most successful 
conference.  

There has never been a more 
important time for us to meet. I look 
forward to working with all of our members 
and seeing you in New Orleans. n

Steve Joyce is president and 
CEO of Choice Hotels 
International. Joyce serves 
as vice chairman of the 
International Franchise 
Association’s Board of 

Directors and as 2014 chairman of the IFA 
Convention Committee.  Find him at fransocial.
franchise.org via the directory.
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10 Tips for Keeping Your 
Convention on Budget 
Steps to ensure your franchisees are talking about your 
convention until it’s time for the next one.

BY REBECCA VIANI

The annual convention is one of the most 
important elements in maintaining franchisee 
relations and support. Although we know the 

event is a necessity, the budget may not always be 
extravagant. What is the challenge? Working to ensure 
the convention is successful and meets expectations 
for your franchisees and your bottom line is the biggest 
challenge. Here are 10 strategies to consider:

1. Get Creative on Location.  Hold your 
convention off the beaten (convention) path in an 
interesting, yet less expensive, city. Instead of the 
usual convention venues like Chicago, Orlando or Las 
Vegas, consider alternate cities like St. Louis, Nashville, 
Denver or San Antonio. Choosing a city with less year-
round convention traffic will allow you more negotiating 
opportunity with hoteliers.

2. Be Flexible. The time of year determines 
hotel rates everywhere. There is a high season, a 
shoulder period and an off season. Being flexible on 
the months you hold your convention can save you 
and your franchisees thousands of dollars in room 
rates. For example, fantastic rates are available at 
first-class resorts in Florida in the summer, whereas the 
winter months are prime time and generate the highest 
revenues for the same rooms and amenities.

3. Customize Food and Beverage. Most of 
the time, food and beverage is the largest expense on 
a budget. Cost-saving ideas include passing hors d’ 
oeuvres instead of “help yourself” tables; food stations 
and buffets can save money over sit-down dinners. 
Do not hesitate to give the venue your budget and ask 
them to customize accordingly. The hottest trend in 
food, “farm to fork,” sourcing local, seasonal food from 
the convention city, also makes the most sense for a 
budget-friendly event. 

4. Negotiate Everything. In almost every case, 
contractors are willing to meet you halfway. And when 
you negotiate, you are able to offer favorable packages 
to both exhibitors and attendees. Nothing is off limits for 
negotiation from Wi-Fi to exhibitor resources, from room 
rates to food and beverage minimums. 

5. Source Locally. Use the city’s Convention 
and Visitors Bureau. These organizations exist to help 
make your convention more fun, more productive 
and more budget-friendly. The CVB will help you 
make the destination part of the enjoyment of your 
convention. These bureaus will help you find free 
venues for off-site events and provide a wealth of 
information about local resources and things to do 
in the area. Use local vendors as subcontractors for 
work that you would normally have shipped in. You 

F E AT U R E S

(Continued on page 22)
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can easily find companies in the 
convention city that will produce items 
such as your graphics and awards. 
Local entertainment is not only less 
expensive, but also brings a local flavor 
to your convention.

6. Get the App. Generally 
speaking, print pieces are expensive to 
produce, expensive to ship and much 
of it winds up in the trash. Consider 
using an app for your event; you will 
find that your attendees, particularly 
your younger attendees, will expect 
one. The trend in conventions now is 
“e-lit” (electronic literature). Let your 
attendees download what they need − 
either to their printers for those who like 
hard copies or to their smartphones. 
The days are gone when attendees felt 
deprived if they weren’t given a three-
ring binder to hold all their materials. 

7. Promote Digitally. Once 
again, print promotion is expensive 
and, much of the time, it can be 
wasteful. Changes in your program 
often make the printed piece obsolete 
before your convention begins. 
Facebook, LinkedIn and Twitter are 
invaluable and inexpensive when 
building excitement among your 
potential attendees. Creating both a 
convention website and social media 
page allows your exhibitors to connect 
with attendees and build a community 
in advance of meeting in person. Many 
savvy conventions are even forgoing 
the traditional website and replacing 
it with easy-to-use Pinterest, in 
conjunction with other social media, to 
solidify relationships before people get 
on a plane. It makes for a longer lasting 
experience. 

8. Think Outside the Box. Get 
creative and schedule fun things to 
do, replacing some of the expensive, 
stodgy, traditional activities that have 
formerly been used at conventions. 
Have dessert parties with a DJ instead 
of a formal, sit-down dinner. Since golf 

continues to be popular as younger 
generations take up the game, give 
it a new twist by connecting it with 
a good cause − Chip for Charity, for 
example. And on that note, organize 
an activity with a local charity and give 
back to the community where you are 
holding your convention. Attendees can 
repair houses, assemble bikes, create 
playgrounds and much more. Fun 
runs in the morning or group workout 
sessions, followed by yogurt, fruit and 
cereal, are much more conducive to 
a convention than a first-thing-in-the-
morning coffee and Danish.

Managing the 
budget is one 
of the most 
important tasks 
and knowing 
how and where 
to negotiate and 
reduce costs is 
a key step in 
stretching budget 
dollars.

9. Offer Unique Sponsorships. 
Help companies and individuals get 
noticed by your attendees with creative 
sponsorships. The options are only 
limited by your imagination: room keys, 
bus transportation and speakers are 
all possibilities. Review the various 
expenses that you anticipate and see 
what you can offer as a sponsorship. 
Refillable water bottles, branded with 
the sponsor’s name, are a great way 
to “go green” and eliminate the cost of 
bottled water. After you have negotiated 

Wi-Fi for your convention, offer it as a 
sponsorship. If you are going to have 
refreshments when your attendees visit 
the exhibit hall, voila, more sponsorship 
opportunities. While you can cover 
expenses with sponsorships, you can 
also create some revenue-producing 
opportunities such as Tweet-ups 
or peer-to-peer roundtables. Your 
sponsors want visibility and may even 
have some ideas of their own.

10. Hire a Professional. Although 
in the past you may have delegated 
planning the convention to internal 
staff as a supplemental responsibility, 
seriously consider hiring a professional 
planner.  Choose one who is a 
member of Meeting Professionals 
International. An efficiently run 
memorable convention is not a do-it-
yourself project; it requires professional 
skills that are hard to acquire if 
someone is not actively involved in the 
meetings industry as a career choice. 
Professional planners will make sure 
your convention is produced flawlessly 
because they get to know your needs 
and goals and have the foresight 
necessary to minimize challenges 
before they arise. Managing the budget 
is one of the most important tasks and 
knowing how and where to negotiate 
and reduce costs is a key step in 
stretching budget dollars. 

The annual convention is the 
most essential event for you and your 
franchisees, giving you the opportunity 
to meet face to face. It’s your No. 1 
opportunity to strengthen relationships, 
improve productivity and increase 
brand loyalty. Take the steps to make 
sure your franchisees are talking about 
this convention until it’s time for the next 
one. n

Rebecca Viani is vice 
president of operations of 
Plan Ahead Events. Find 
her at fransocial.
franchise.org via the 
directory.

(Continued from page 20)
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9 Ways to Effectively Market 
Your Franchise Convention
It is necessary to clearly demonstrate the business reasons for 
franchisees to attend your convention through a campaign of 
traditional and non-traditional media.

BY STEVE FRIEDMAN

F E AT U R E S

Engaging franchisees is obviously important to every 
franchise system’s success, and the most critical 
medium to achieving that engagement is live interaction 

and face-to-face connection.  That makes your franchise 
convention a signature opportunity to connect with your most 
important stakeholders. 

Of course, to engage franchisees, you have to get 
them there.  The key to maximizing attendance is effective 
marketing and promotion.  Even if franchisees are required to 
attend, you need to clearly demonstrate to them the business 
reasons for attending through a campaign of traditional and 
non-traditional media. Below are several tactics to consider 
incorporating into your strategy. 

1. Messaging 
It starts with messaging.  Tactics evolve – from print 

to digital and social media – but all tactics need strategic 
messaging to make them most effective.  For a franchise 
convention this means making the business case for 
attending, including: 

  
• Educational opportunities – both professional business 

education and specific industry trends, 
• Networking opportunities,
• New product and new technology training, 
• Share best practices for future success, and
• The chance to hear from and give input to company 

leadership. 

Your print and digital communications about the convention 
should consistently articulate one or more of these benefits.  
You can also promote the appearance of outstanding speaker 
resources and the convention destination can also play a role 
in attracting attendees.  Most cities, through their convention 
and visitor’s bureau and other venues, will assist you with 
promotional materials. 

2. Event Branding
Before you can begin marketing your convention, you 

must first have a strong brand to take to market. Many 
successful franchise systems place heavy emphasis on 
developing a convention theme that is strategically tied to the 
communication objectives they want to achieve. This theme 
then becomes the foundation for the event’s brand – the logo, 
scenic design, keynote speakers, entertainment and event 
collateral – all become branded elements of the convention 
and part of your pre-convention promotion and on-site 
experiential marketing strategy.

3. Digital Media 
Digital media is the most cost-effective weapon in your 

marketing arsenal. You’re probably already using traditional 
(and still effective) touches, such as email marketing and 
direct mail to regularly communicate with franchisees, but 
consider adopting some of these digital tactics to help boost 
attendance. 

(Continued on page 24)
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4. Social Media
Social media should already be a part of your marketing 

communications and franchise development strategy, and it’s 
a great way to effectively promote your convention.  A social 
media campaign also takes advantage of existing traffic 
and sites that potential attendees are already viewing and 
interacting with. 

Digital media is the most 
cost-effective weapon in your 
marketing arsenal.

The viral effect of sharable content on social media gives 
you greater reach and allows your franchisees to become 
brand advocates of the convention. Create an event on 
Facebook, a convention group on LinkedIn, convention 
hashtag on Twitter and post videos on your YouTube and Vimeo 
channels. But the key step is that you make it an integrated 
approach that reflects your event brand and messaging. 

A great example to promote your convention is by launching 
a user-generated contest on sites such as YouTube, Vine 
or Instagram. Invite franchisees to post a video or photo to 
be voted on by their peers with the winner(s) announced at 
convention. For example, if your convention theme is “You 
Make the Difference,” invite franchisees to shoot a short 
video of how they’re making a difference in their franchise or 
community. This is a high-impact, low-cost touch to build buzz 
for your convention. 

5.  Convention Microsite
This step is a no brainer. A simple microsite that solely 

hosts your convention information is an easy and cost-effective 
way to boost your convention’s online presence. Public or 
password-protected, it becomes the home for everything 
related to the convention, with information on registration, hotel, 
speakers, transportation and schedules. It also hosts videos 
from previous conventions and material to download, and 
should have direct links to your social media, or better yet, have 
social media feeds embedded on the site. 

6. Digital Invitation
A more lively and engaging way to invite franchisees 

to your convention and create excitement is with a digital 
video invitation. Using motion graphics, video footage and 
animation are much more engaging alternatives to a static 
HTML email. Formatted for both desktop and mobile devices, 
the video introduces the event’s theme and typically features 
the destination, keynote speakers, entertainment and specific 
theme messaging all packaged as part of the event’s brand.

7.  Convention App
Yes, you need an app. If you’ve used the International 

Franchise Association’s convention app, you’ve seen first-hand 
how useful an app can be.  Just a couple years ago, clients 
asked us what kind of meeting apps even existed. Now we 
develop an app for nearly every franchise convention we 
produce. They’re dynamic, flexible and a green alternative to 
all those printed programs and collateral. Better yet, they’re 
becoming smarter and more comprehensive, allowing you to 
stay connected with your franchisees before, during and after 
your convention.

To decide which app is right for you and your event, it’s 
important to keep in mind your event goals and objectives, your 
meeting format, and your franchisees. Just about all integrate 
social media and offer key features such as wayfinding, 
speaker profiles, schedules, and more, with bells and whistles 
that include gamification, photo sharing, ticketing and more. 
If you have not introduced an app, start small with basic 
functionality to acclimate your franchisees. Customizing the 
right solution is a value-added benefit for all parties.

8.  Directly Involve Your Franchisees
Crowdsourcing is gaining ground in the meeting and 

event industry, and fast. It’s a growing trend that impacts your 
bottom line, because greater engagement and interaction with 
your franchisees leads to a greater return on your meeting 
investment. Don’t just assume what type of content your 
franchisees want or need to hear, ask them. 

Get your advisory council 
involved to solicit feedback 
on content and format for 
your convention.

Get your advisory council involved to solicit feedback on 
content and format for your convention. If you don’t have an 
advisory council, send out a call for one specifically for your 
convention. Rather than relying on post-conference surveys on 
what was liked and disliked, lean on your advisory council or 
survey your franchisees prior to the meeting to decide which 
keynote speaker they’d rather hear, what type of entertainment 
to offer, which off-site event they’d rather attend and so forth. 
Relevant content that franchisees truly need and value will be 
more memorable and impactful.

A key advantage to personalizing the experience is that 
it generates loyalty. Attendees feel special when an event is 
tailored around their likes and dislikes, striking an emotional 

(Continued from page 23)
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chord. Higher loyalty leads to higher attendance the following 
year, greater buy-in with corporate initiatives and a greater 
motivation to take action.

9.  Hybrid Event
Much like many elements discussed above, hybrid 

events are becoming increasingly popular. Advancements 
in technology have made it easier and more cost-effective to 
stream live sessions from your convention, greatly amplifying 
your reach to franchisees and prospects who couldn’t 
attend in-person. Additionally, this  allows you to provide 
remote access to content to your entire corporate office 
and franchisees’ employees, most of whom don’t regularly 
attend your convention. This does present some additional 
costs and production challenges, including some back-end 
development on where and how remote viewers will access 
the content. Before diving in headfirst to a “live + virtual” event, 
consider simply offering on-demand access to recorded 
sessions following the meeting on your convention microsite or 
password-protected landing page on your current site. 

Traditional thinking might initially warrant skepticism as a 
marketing tool, since it might suggest a franchisee attitude 
such as: “Why should I attend in-person when I can just watch 
online.” However, with only 40 percent of franchise systems 
reporting 81 percent to 100 percent attendance at their 
convention, the opportunity to exponentially reach a greater 
number of such a critical audience exceeds the risk, according 
to a 2012 online survey of nearly 200 franchisors conducted 
by Ingage Consulting, Speak! and Franchise Business 
Review. Rather than hindering attendance, it has the ability to 
increase excitement and engagement when promoting your 
convention.n 

Steve Friedman is co-founder and president of 
Creative Producers Group, a leading St. Louis, 
Mo.-based marketing and corporate communications 
firm.  Find him at fransocial.franchise.org via the 
directory.

http://www.surepayroll.com/franchises
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Ensuring Your Convention Site is 
Accessible
A first-class program should be the goal for both long and shorter 
meetings.
BY DAVID GABRI

F E AT U R E S

Whether you are planning a large 
convention or a smaller meeting 
for your franchise, one of the 

first decisions you will need to make is 
where to best host your program. A key 
component of that decision is addressing 
just how important “accessibility” is to that 
venue selection.

The initial reaction may be “of 
course we want the location to be very 
accessible.” While that certainly may be 
the case, there are many other factors to 
consider when addressing this topic that 
may not make it that simple. 

Audience
Where.  First, you will want to study 

your audience, i.e. the people who will be 
attending the meeting or program. Are 
they coming from the same city, same 
region, throughout the United States and 
the Americas or from other international 
locales? 

How.  Will most attendees be traveling 
by car, train or plane?

Logistics.  If they are traveling 
from other parts of the United States, 
or particularly from other countries, 

how many times would you consider it 
reasonable that they need to change 
planes to reach the destination you are 
hosting your conference? Two is not 
unreasonable, is it?

In general, you typically want to have 
less travel time for shorter programs. It is 
important to take this into consideration 
for the majority of attendees, especially 
if the duration of the meeting or program 
is fewer than three days. After all, keep 
in mind their travel is part of their time 
away from the office, and is part of 
their conference experience. So make 
sure your program is robust in content 
equivalent to the investment of time by 
attendees. This does not always mean 
you must shorten your program. On the 
contrary, in many cases it means more 
content for the time spent there. 

Objectives
Other factors to take into consideration 

regarding accessibility are the objectives 
and focus of the program. 

City hotels can be convenient and 
certainly easily accessible, and provide 
multiple business options for attendees 

while at your meeting. Plus the group 
can experience the vast entertainment, 
cultural, dining and business-related 
offerings of the city; and perhaps add 
other business to the trip not directly 
associated with the program.

Hotels or resorts in suburban locations 
or in resort destinations can provide 
an intimate/private atmosphere and 
individualized service. They also may 
provide more networking opportunities 
by keeping attendees close at hand 
for meals and related events (less 
distractions by other influences to leave 
the program for alternative purposes), 
and perhaps a more discrete and intimate 
meeting environment to share new plans, 
directives, objectives and confidential 
information. In addition, such venues can 
provide a more inspiring atmosphere to 
your topics, different from the day-to-day 
business environment. Attendees are 
focused on the program and content, and 
then are motivated by the positive, private 
environment in which they’re gathered.  

There may also be cost-saving 
benefits to meeting at resorts as well, 
including transportation savings, and in 
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utilizing a unique venue at the resort for a reception or dinner, 
as there may be no need to go off-site. At the same time, a city 
center venue provides many off-night opportunities if you like 
to have one evening free for attendees to assimilate with their 
chosen peers. 

So while easy access is very appealing and appropriate 
for some meetings and programs, a venue that is not quite as 
accessible could actually be a wise choice to better achieve 
your program objectives, as attendees may be more focused 
on the program, with fewer distractions. In these cases, 
choosing a venue in, for example, suburban areas of a larger 
city such as suburban Virginia, Georgia, Chicago, or a resort 
destination, could be the ideal choice.

Longer Programs
For longer programs, accessibility is usually less of a 

consideration.  While the top priority for any program is to 
select a venue that properly fits the criteria to match your 
objectives and needs, this is particularly the case for programs 
of four nights or longer. For these longer programs the venue 
needs to properly project the image of your franchise, and be 
consistent with its market positioning. Meetings and programs 
are a reflection of what the organization is, or what it strives to 
be. This includes how the program is conducted, and where. 

When your franchise is a leader in its field, or aims to 
advance to be, then a first-class program in every respect 
should be the goal for both long and short meetings.  In 
particular, high-quality venues and destinations which provide 
sustained first-class service and attention to details to meet the 
needs of the program and of your participants result in a very 
positive and memorable program experience for the attendees 
in every respect.  Doing this serves as a positive reflection of 
your organization’s outstanding brand image, and reinforces 
to your franchisees how important they are to the organization, 
and to the organization’s success. And it will ensure a quality 
program which will be remembered for years to come. 

Meeting Regionally
For shorter programs there are often benefits to regional 

meetings. Having meetings, conventions or incentive programs 
closer to your franchise’s headquarters or to the franchisees 
can often meet all of the expectations of a first-class program, 
while offering cost-saving benefits to meet budget objectives. 

High fuel prices affect virtually everything, including airfares. 
By selecting a site closer to home, you can often reduce 
overall expenses for the franchise or franchisees, because 
more attendees can reach the site by car or train, or can drive 
together. 

In addition to travel cost-savings, you realize another benefit 
of higher attendance, as well as the often-overlooked time-
saving benefit for key leadership and staff away from the office.  

There can be “green” benefits, as programs conducted 
regionally tend to have less of a carbon footprint, since fewer 
individuals travel by air, and attendees may drive together or 
take mass transit. 

All in all, thinking regionally may save time and money while 

effectively motivating franchisees, enhancing camaraderie, 
encouraging the exchange of information and providing an 
opportunity for them to meet their counterparts. 

While meeting regionally isn’t always an option, or the best 
choice, for all programs, it can be a way to provide easier 
accessibility for your attendees. The good news is that there 
are many qualified and distinctive solutions that can work for 
you, as there are many exceptional offerings in each part of the 
country. 

Other Considerations 
Another consideration regarding venue selection is whether 

attendees will bring families for a pre- or post-program stay. 
Accessibility is not as important if this is the case, so a resort 
with a wealth of recreational offerings or a destination like 
California, Florida, Hawaii and others may be the ideal choice. 

Accessibility can be a key deciding factor when selecting 
your venue, particularly for shorter programs. But the top 
priority is always to choose the hotel or resort that will best suit 
your program’s objectives and needs, and create a distinctive 
experience to advance your own brand’s image and appeal. n  

David Gabri is president and CEO of Associated 
Luxury Hotels International, which has the global 
sales responsibilities to the meetings and incentive 
marketplace for its distinctive portfolio of more than 
140 four- and five-diamond quality hotels and resorts 
worldwide which specialize in meetings and 

conventions. Find him at fransocial.franchise.org via the directory.

TM FranSocial 
Forum 

FEEDBACK
IFA’s FranSocial Forum reader responds to Associated 
Luxury Hotels International Pres. & CEO Dave Gabri:

Location is key, reasonable airfares and lot of direct 
flights are important. Southwest hubs are normally 
good.  If you’re booking last minute, it can be good, 
as the venues are worried about filling the location, 

but sometimes it’s bad if they’re short of space. 
Having a few venues bid is normally a good idea. If 
your group is large, it will be much harder to find 
a venue this close.  You may want to consider a 

regional meeting format. 

Excerpt from fransocial.franchise.org.

What is a key deciding factor when selecting 
your convention venue, particularly for 

shorter programs (within one year)?

Ingage Consulting Pres.  
Evan Hackel, CFE
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It’s a Match: Attendees’ 
Expectations and Program 

Content
A great convention can provide franchisees with tools for 

business efficiency, programs for success and spark enthusiasm 
for growth.

BY ANITA KELLERHOUSE

Planning a convention for 
franchisees requires advance 
planning and communication 

as well as creativity, innovation and 
execution.  In some cases, franchisees 
are required by their franchise 
agreement to attend the franchisor’s 
annual convention, but franchisors need 
to ensure that convention sessions are 
meeting the needs of their franchisees so 
they will want to attend their convention. 

Engaging franchisees and meeting 
their expectations requires strategic 
planning and imagination, but more 
importantly: asking the questions, 
“How will the franchisee benefit from 
this session, topic, keynote speaker 
and vendor expo?” and “What is that 
single take-away that will help grow their 
business?” 

Franchisees need to see how 
attending the annual convention will 
bring value and help them.

One of the best ways for franchisors 
to find out in advance what franchisees 
expect is to present your convention 
ideas to your national franchise council 
or franchisee advisory board. This allows 
you to solicit feedback about convention 

workshop topics in advance of the final 
planning. Changes can be made based 
on their recommendations to ensure the 
topics covered provide the most value to 
the franchisees, while meeting the goals 
of the business.  Franchisees should be 
asked to serve as workshop presenters 
or as part of panel discussions whenever 
possible, so they can share firsthand their 
experience with the business systems and 
other company programs. Franchisees 
will listen to their peers, especially the top 
franchise leaders.

Mix Things Up
Be innovative in your agenda, mix 

things up. Don’t always have the schedule 
laid out the same way year after year.  Start 
with your awards banquet, rather than end 
with it. Your award winners can then share 
their best practices with other franchisees 
throughout the convention. This gives 
new franchisees a chance to seek out the 
winners and make that connection while 
networking with other franchisees.

Franchisees like to make the most 
of the time away from their businesses 
and optimize travel costs. If they can 
arrive early and take in a pre-convention 

technical training class or certification 
before the start of the convention, 
they can get more bang for their buck. 
Successful franchisees take advantage 
of these early sessions for key staff 
members to help expose them to the 
broader franchise experience.

Training is important, but you 
cannot underestimate the importance 
of recognition to acknowledge the 
top-producing franchisees during 
convention. Offer a variety of award 
levels so as not to alleniate the newer or 
smaller franchisees. The award winners 
deserve their due; as a result, keep 
these recognitions short in consideration 
of the majority of the attendees at the 
banquet. Consider hosting a reception 
to honor award winners, which provides 
an additional networking opportunity for 
them.

Drive Message Continuity
A keynote speaker is a great way to 

kick off and close your meeting. Make 
sure the speaker can address at least 
one of your key messages for continuity.  
Schedule a call with your speaker and 
your company president to discuss your 

F E AT U R E S
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Facilitate Networking
Networking opportunities always score high on convention 

surveys, so build adequate time for informal interaction 
outside of general sessions.  Franchisees want time to visit 
with other franchisees, reconnect with old friends, make 
new acquaintences and share best practices. Another great 
networking option is a first time attendee orientation. This 
type of session will put even the most apprehensive people 
at ease, as they will get to meet other new franchisees, 
forge new relationships, meet the leadership team, and feel 
welcome and included from the very beginning.

conference. Most speakers like this opportunity and it helps 
them make a better connection with your audience.

In addition to offering workshops and sessions that 
talk about the basics, franchisors should also ensure that 
there are some advanced breakout sessions for the well-
seasoned franchisee.  One way to accomplish this is to host 
roundtable sessions of best-practice sharing for like-sized 
revenue producing businesses with key leaders at the table. 
Following the convention, it is a good idea to publish the best 
practices information on your company website.

• A dynamic and relevant keynote speaker
• Introduction of new products or services
• Pre-convention certification classes 
• Training for growth at various levels 
• Learning best practices
• Recognition and awards

• Networking opportunities
• Key messages from leadership 
• Sufficient time in the exhibit hall
• Fun activities 
• An easy to use convention app
• Good food

What do Franchisees Expect During a Program?

(Continued on page 30)

http://franchise.aarons.com
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In recent years, we have offered a convention mobile event 
app to help attendees keep track of schedules, view maps of 
the hotel or convention venue, network with other attendees, 
share pictures from the event and link to vendor websites for 
additional information. It is a good idea to promote the app 
in advance. Consider having an app station located close 
to your registration desk, to provide additional assistance or 
help franchisees load the app onto their devices. Contests 
or scavenger hunts that utilize the app are great ways to 
encourage attendees to learn how to use the technology.  

Meal time is an important part of the convention. Meal 
events provide an excellent time for networking, as well as an 
opportunity for management to spend quality time with the 
franchisees.  Good food is a key aspect; keep it simple.  Don’t 
try to be too exotic with food choices and try to offer a variety - 
not chicken, chicken and more chicken.  

Many attendees will bring family members to the meeting.  
When announcing the convention content, communicate the 
fun activities that are also available in the city where you are 
hosting the convention. You can work with a local destination 
management company to offer optional tours for your 
attendees that they can pay for themselves. These tours or 
activities also provide additional networking opportunities for 
your franchisees.

Franchisees love to visit the vendors in the exhibit hall, 
therefore craft your agenda giving ample time for franchisees 
to do just that.  If you have the time and space, offer a lunch 
buffet in the exhibit hall to provide franchisees additional time 
to visit with the vendors. 

Hosting a first-class convention will motivate and 
inspire new enthusiasm for your brand and help to further 
solidify the franchisee-franchisor relationship. Your annual 
convention provides an opportunity to showcase the brand 
and value of the franchise to potential new prospects, which 
is a great opportunity for market expansion to help close the 
deal with new franchise sales. Most of all, a great convention 
can provide your franchisees with tools for business 
efficiency, programs for success and spark enthusiasm for 
growth that can invigorate your entire organization. n

Anita Kellerhouse is a meeting planner for 
ServiceMaster Family of Brands, which has a 
global network of more than 7,300 company-
owned, franchise and licensed locations, and is 
one of the world’s largest residential and 
commercial service networks. Find her at 

fransocial.franchise.org via the directory.

Government regulations require that all workers who handle industrial chemicals must be 
trained on new GHS labeling and SDS safety data sheet formats by December 1, 2013.  

ITC Learning makes it easy and affordable to get your entire workforce up to speed with our 
247Compliance.com learning site or your own corporate learning management system.

We offer an anytime, anywhere, any device solution, with full compliance reporting and 
expertly designed courseware: iOS, Android, Windows, Blackberry 10, OS X and more.

Call or visit us today to get started now!

www.247compliance.com      800-638-3757

Has Your Franchise Met Its OSHA 
HazCom 2012 Training Requirement Yet?

All Employees Must Be Trained by December 1, 2013

LEARNING GROUP

ITC_HalfPage_2013.indd   1 7/18/13   10:17 AM

(Continued from page 29)

http://www.247compliance.com
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Congratulations! You’ve been invited to make a 
scripted presentation to a large audience at an annual 
franchise convention. But unless you are a leader of 

the free world, recently retired five-star general or Hollywood 
celebrity, chances are as you take the stage, your audience 
will be thinking, “What’s in this for me?” as they get ready to 
multi-task on their smartphones during your speech.  

How do you ensure your own rock-star status as 
a presenter?  Here are 10 tips to help whether you’re 
presenting to thousands or to a small, intimate group:

1. Get in the First Punch.  Start quickly and grab 
your audience right away.  Instead of “Today, I’m going to 
talk to you about …,” jump in with one of these approaches: 
Make it personal – share something from your life that will 
help illustrate a key point.  Do or say something unexpected. 
The element of surprise will increase alertness and capture 
your audience’s focus. And if appropriate, engage with 
humor. An audience that shares a laugh becomes more 
connected with each other and with you, creating a positive 
vibe. Be sure the humor is relevant to your message.

2. It’s Not About You; It’s About Your Audience.  If 
you want them to care, speak about things they care about. 
Trust their intelligence – don’t dumb down your content. 
And remember to talk directly to your audience, not to your 

PowerPoint slides on a screen or monitor. If you truly connect 
with your audience they will be there for you from beginning 
to end.

3. Make it Real. Be your authentic self. The audience 
will like you more if they feel they’re seeing the real you.  And 
help your audience connect to your content by giving them 
tangible and specific images that you know that particular 
audience can relate to.  

Clarity and brevity are your 
friends in a presentation.

4. Become a Storyteller.  Share your own tales, 
experiences, successes and lessons-learned-the-hard-way.  
A dramatic storyline with real-life characters is so much more 
compelling than slides with statistics. Which do you think will 
be more effective in conveying the needs of an impoverished 
region:  telling the story of a child who desperately requires 
medical care but whose family is unable to afford it, or 
showing a bar chart with statistics on that area’s unmet 
health care needs?  Remember to keep your stories to the 
point. Clarity and brevity are your friends in a presentation.

F E AT U R E S

(Continued on page 33)



Robert Nevadomski, CFE

“Even with over 25 years 
in the industry, the CFE 

program provided valuable 
knowledge, insights and 
a greater appreciation of 
franchising. It delivers a 

platform for personal and 
professional continuing 
education not just from 
the materials provided, 

but through ongoing new 
relationships with peers 

in sharing real world 
experiences to convey and 
utilize in our organization.”

Stuart Williams, CFE
Tide Dry Cleaners

(Agile Pursuits Franchising, Inc.)

The Institute for Certified Franchise Executives (ICFE) offers a wide 
range of continuing education programs for professional development 
culminating in the Certified Franchise Executives (CFE) designation. 
Our mission is to enhance the professionalism of franchising by 
certifying the highest standards of quality training and education.
. 
For more information about getting your CFE, contact Rose DuPont at 
202-628-8000 or visit www.franchise.org/cfe.aspx.

Williams_CFEtestimonial.indd   1 7/25/13   3:48 PM

http://www.franchise.org/cfe.aspx
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5. Delight the Senses.  To add punch to your 
scripted words, consider incorporating elements that 
will touch multiple senses. Use bold slides with strong 
colors and images that fill the screen to visually reinforce 
your points. According to the recent study conducted by 
PSAV Technologies and Brain Strength Systems entitled 
“Audiovisual Technologies and Adult Learning in Meetings,” 
audiences retain about 10 percent of what a speaker says; 
add visuals and the number climbs to 65 percent.  However, 
“visuals” does not mean text – since our brains respond to 
seeing words similarly to hearing words, slides with text do 
not add positive sensory impact and in fact, can dilute a 
presentation’s impact.  Consider also using sound (sparingly) 
to reinforce a point in a dramatically effective way.  Music 
is also a powerful tool that can activate almost every region 
of the brain. A recent trend to incorporate the sense of 
smell into presentations is, not surprisingly, receiving mixed 
reviews.  Unless you can share with your audience the 
enticing aroma of your franchise’s freshly baked goods, it is 
likely best to avoid this sensory option.

Consider incorporating 
elements that will touch 
multiple senses.

6. Shake it Up.  By varying how you deliver 
your content, you can increase your audience’s level of 
engagement.  Try changing the dynamics in your voice and 
video-record yourself in rehearsal so you can see and hear 
what awaits your audience.  During your presentation, ask 
rhetorical and actual questions so the audience becomes 
actively involved.  If possible, step away from the lectern 
and move around the stage.  Or consider a seated interview 
format where your presentation is formatted into questions 
and answers, all pre-scripted and rehearsed by you and 
your interviewer. The interactive nature of an interview format 
heightens audience engagement.

7. Rise and Shine.  Be alert, energized and 
interested. If you’re not, your audience won’t be either. If you 
feel tired (perhaps because you were up all night practicing 
changing the dynamics in your voice), do a few minutes of 
aerobic activity followed by deep breathing prior to starting 
your presentation.

8. Rehearse.  Don’t believe the propaganda that 
“rehearsing will make a presentation seem unspontaneous 
and insincere.” The opposite is true! The more you rehearse, 
the more assured you will feel which, in turn, will make you 
appear confident, relaxed and yes, more spontaneous. If you 

will be reading from your script, keep your head up as much 
as possible. If you are addressing a larger audience, using 
TelePrompTer can enhance your presentation; schedule one 
or more run-throughs with the operator to help you master 
the technique. Before the presentation room opens, take time 
to become familiar with the stage, the lectern (if any), and 
how you will enter and exit. It’s also helpful to know who or 
what will precede and follow your presentation. 

9. Enlighten Your AV Provider.  It may seem 
obvious, but the better your audience can see and hear 
you, and the more seamlessly your slides, videos and 
sound cues are executed, the more effective you will be as 
a presenter and the more professional you will be perceived 
by your audience.  Too often a well-scripted presentation 
is undermined by poor lighting and audio or badly-timed 
supporting materials. It is important for your AV personnel 
to know as much as possible, in advance, about your 
presentation style and needs.  For example, will you stand 
at the lectern, walk the stage, or move into the audience?  
Your choices will affect both lighting and audio. Does your 
presentation include PowerPoint or Keynote slides, and if 
so, is there also embedded video and audio? If you would 
like others to advance your slides, you will need to provide a 
copy of your script to them.  Even when presenting to a small 
group, simply dimming the room lights will add punch to your 
visuals on the screen, helping your audience to focus.

10. End with Something Memorable.  As noted 
presentation trainer Jack Malcolm points out, when Martin 
Luther King Jr. closed his famous speech on the National 
Mall, he did not say, “Well, I see our time is up. Thanks for 
taking the time to listen to my dreams, and please let me 
know if you have any questions. If not, enjoy the rest of your 
time in Washington.” Form follows function, so first think 
about what information you want to leave with the audience, 
and then tailor your scripted words to that objective. A call-
to-action requires a different approach and tone than eliciting 
a heartfelt emotion. Consider bookending your presentation. 
If you started with a story, end with one or share the opening 
story’s epilogue.  Summarizing your key points can be 
effective if you keep it concise – think bullet points.  

A well-scripted, well-prepared presentation with punch 
will keep your audience talking long after you’ve stopped. 
“Break a leg.” n

Linda Goldman is vice president of HGP - Harris 
Goldman Productions, Inc.  Find her at fransocial.
franchise.org via the directory.

(Continued from page 31)
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ADP New Jobs Report: 
Franchises Created 10 Percent 
of All New Jobs Over Past Year 
Franchise jobs grew by 19,160 in May. 
BY JOHN REYNOLDS, CFE

R E S E A R C H

ADP REPORTS that the franchising sector added 19,160 
new jobs in May and has created more than 150,000 new 
jobs over the past year. Restaurants, business services, 
food retailers and auto parts and dealers led the way.

ADP’s report, released June 20, in collaboration with 
Moody’s Analytics, Inc., showcases the significant number 
of jobs created by the franchise industry. The ADP 
National Franchise Report, the first and only of its kind, 
utilizes actual transaction data to measure the number of 
new private-sector franchise jobs created.

“With the launch of the ADP National Franchise Report 
today, ADP is showing they clearly recognize the power 
of franchising to the economy and the importance of 
promoting this very critical growth economic machine,” 
said IFA Chairman and Roark Capital Group Managing 
Dir. Steve Romaniello, CFE.

Overall, according to Moody’s Analytics Chief Economist 
Mark Zandi, the franchise industry is roughly the size of the 
financial services industry, directly supporting 6 percent 
of all private sector U.S. jobs and, unlike other industries, 
spanning coast-to-coast in every community throughout the 
country. 

“Franchise employment has been growing almost double 
the rate of employment more broadly.  It’s been important 
to the economic recovery, particularly more recently,” Zandi 
stated. He added that franchise employment is “about 10 
percent of job growth over the past year, so it’s providing 
more than its fair share.”

“This new report is further confirmation of the significant 
impact of the franchising industry on the U.S. economy,” 
said International Franchise Association Pres. & CEO Steve 
Caldeira, CFE.  “The results of the ADP monthly National 

“This new report will complement 
our own studies and analysis, which 

show that the franchise industry 
includes over 825,000 establishments 
generating $2.1 trillion in economic 

output. This significant economic 
contribution helps us make the case to 
policymakers that public policy should 
help, not hinder, franchise businesses, 

so that the industry can continue to 
grow, prosper and create millions of 

jobs across the country.”

IFA Chairman and Roark Capital 
Group Managing Dir.  

Steve Romaniello, CFE 
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Franchise Report will further help us demonstrate to 
policymakers that pro-growth policies out of Washington 
will help franchise businesses, which create two out of 
every three new private-sector jobs, to maximize their job 
creating potential.” 

“During the month of May, U.S. franchise employment 
increased for most of the franchise industries the ADP 
National Franchise Report measures, with restaurants, 
business services and food retailers showing the largest 
increases,” said Ahu Yildirmaz, senior director of the 
ADP Research Institute. “In May, these three industries 
generated a combined total of 17,590 private-sector 
franchise jobs – offset primarily by losses in education and 
professional services in May.” 

This new report reinforces the findings of IFA research 
on the economic impact of franchising. The Franchise 
Business Index, an index of the economic health of the 
industry, increased by 0.3 percent in May, driven by 
improved credit conditions and small-business optimism. 
May’s improvement is the sixth straight monthly increase. 

Going forward, the new ADP report will be released on 
the third Wednesday each month and will provide another 
barometer of the state of the franchise industry and its 
impact on the economy.  

ADP provides global human capital management 
solutions and Moody’s Analytics helps capital markets and 
credit-risk-management professionals worldwide respond 
to an evolving marketplace.  ADP is the founding IFA 
Public Affairs Conference & Franchisee of the Year Award 
sponsor. n

John Reynolds, CFE, is president of the 
International Franchise Association Educational 
Foundation.  Find him at fransocial.franchise.org 
via the directory.

From left, IFA Chairman and Roark Capital Group Managing Dir. 
Steve Romaniello, Moody’s Analytics Chief Economist Mark 

Zandi, ADP Research Institute Senior Dir. Ahu Yildirmaz and ADP 
Worldwide Sales and Mktg. Exec. Vice Pres. Ed Flynn participate in 
the launch of the National Franchise Report at the opening of the 

IFA International Franchise Expo.

»
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E X E C U T I V E  L E A D E R S H I P

IFA Board 
Tackles 

Strategic 
Priorities During 

Summer 
Meeting in 
Windy City

BY ALISA HARRISON

INTERNATIONAL FRANCHISE ASSOCIATION 

LEADERS addressed strategic priorities for the 
association that will help members grow and 
thrive, and raised more than $185,000 in pledges 
for FranPAC, IFA’s Political Action Committee, 
during the 2013 Summer Meeting of the Board 
of Directors conducted June 9-11 in Chicago, Ill.  
The board, Franchisee Forum, Supplier Board 
Advisory Committee, IFA Educational Foundation 
and several other committees gathered to tackle 
these priorities. 

Key areas of focus included how to continue 
efforts to mitigate the impact of the new health 
care law, the Affordable Care Act, the outlook for 
comprehensive immigration and tax reform and 
the status of state legislative efforts that could 
negatively alter the franchise model.  The board 
also reviewed the status of the International 
Committee’s strategic plan and the work of the 
Franchise Relation’s Best Practices Task Force.

1
IFA Pres. & CEO 
Steve Caldeira 
delivers a State 

of the Association 
report to the board, 
including enhanced 
efforts to address 
state legislative 

issues.

3
IFA Treasurer 

Melanie Bergeron, 
chairwoman of 
the board for 

Two Men And A 
Truck, reports on 
the association’s 
financial status. 

2 
IFA Chairman 

Steve Romaniello, 
managing director 
of Roark Capital 
Group, leads the 

board agenda, and 
IFA Pres. & CEO 
Steve Caldeira.

4
IFA Vice 

Chairman 
Steve Joyce, 

president & CEO 
of Choice Hotels 

International 
addresses board 

colleagues. 

1

2

3

4
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FranPAC Auction 
Fulfills Bid to Raise 
Advocacy Stakes
The annual FranPAC wine auction collected a record 
$185,500 in pledges.  The receipts will help IFA to 
support bipartisan candidates and policymakers who 
understand the importance of pro-growth policies 
that would help franchise businesses.  

Multi-unit franchisee 
and IFA Past 

Chairman Lawrence 
“Doc” Cohen, 

president of DOC & 
Associates, keeps 
the auction lively 
by serving as the 

auctioneer.

Former Dunkin’ Brands 
Chairman and current Arby’s 
Chairman Jon Luther gives 
a Nominating Committee 

update to the board.

»

Supplier Forum 
Advisory Board 

member Ron 
Feldman, CEO 
of Franchise 

America Finance, 
makes his bid.

Jeff Stratton, president 
of McDonald’s U.S.A, 

makes a guest appearance 
during the meeting and 

shares how the company 
is addressing the current 
economic environment 

through product innovation 
and expansion. 

From left, Board members Carlton Curtis, vice president of industry 
affairs, foodservice division, The Coca-Cola Company, and Mitch 
Cohen, a multi-unit Baskin Robbins/Dunkin’ Donuts franchisee, 

listen to the discussion.

Participating board members include FirstService Brands Pres. & CEO Charlie 
Chase and Marriott International Pres., U.S. & Canada Div. for Select Serv. & 

Extended Stay Lodging and Owner & Franchise Services Liam Brown. 

Franchisee Forum 
Chairwoman Saunda 
Kitchen, Mr. Rooter 

multi-unit franchisee 
of Sonoma County, 

Calif., leads the forum 
meeting.

»

»
»

»

»

»

To benefit the International 

Franchise Association’s political action 
committee —FranPAC

2013

(Continued on page 38)
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Supplier Forum Chairman 
Michael Joblove (far right), an 
attorney of Genovese Joblove 
& Batista, guides the forum 

meeting discussion.  From left, 
are Darrell Johnson, president 
& CEO of FRANdata, and Mark 
Kirsch, principal of Gray Plant 

Mooty. 

From left, IFA Educational Foundation Executive Committee members 
DLA Piper Partner Bret Lowell, Insight to Execution Partner Mike 

Isakson, Valpak Senior Advisor Joe Bourdow and Two Men And A Truck 
Chairwoman Melanie Bergeron, IFA treasurer.

Board member Shelly Sun, CEO & co-
founder, BrightStar Franchising, LLC.

IFA 2010 Chairman Ken Walker, co-chairman of the Franchise Relations Best Practices Task 
Force, along with multi-unit franchisee Aziz Hashim, president & CEO of NRD Holdings and IFA 

secretary, co-chairman of the task force, update the board on the work of the task force.

»

» »

»
Alisa Harrison is senior vice president 
of communications and marketing of the 
International Franchise Association. Find her at 
fransocial.franchise.org via the directory.

(Continued from page 37)
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BENGHAZI, Libya — Li
byans in

a rebel-held city no
t far from

Moammar Gadhafi’s
stronghold

of Tripoli celebrated
Tuesday

their defeat of a for
ce sent to

wipe themout.
Gadhafi’s forces, howe

ver,may

have taken back some
towns lat-

er, the Associated Pres
s reported.

As fighting got worse,
U.S. De-

fense Secretary Rober
t Gates or-

dered twoships into th
eMediter-

ranean Sea, inclu
ding the

amphibious assault
ships USS

Kearsarge andUSS Pon
ce. He said

he is sending 400Mari
nes.

“We’re obviously look
ing at a

lot of options and cont
ingencies,”

Gates said. “No deci
sions have

beenmadeonanyoth
er actions.”

Also, the United Nati
ons sus-

pended Libya from th
e U.N. Hu-

man Rights Council.

Gadhafi’s son, Seif
al-Islam,

warned Western forc
es not to

takemilitary action ag
ainst Libya.

“If they attack us,
we are

ready,” he told Sky New
s.

After several hours of
fighting,

people in Zawiya marc
hed in the

streets, yelling, “Thank
you, God,

for our victory!”

Anti-Gadhafi forces ba
ttled for

hours overnight Mond
ay to hang

on to the city, 30 mil
es west of

Tripoli. The rebels w
ere armed

with tanks andmachin
e guns.

Residents reached b
y tele-

phone said Gadhafi’s
mercenar-

ies and militiamen trie
d to bribe

them with food and m
edicine to

lay down their arms, th
en threat-

ened to bomb them fro
m the air.

“We don’t want any
body in

Libya to go hungry”
said Salah

Hussein, one of the go
vernment

organizers for the co
nvoy. The

trucks carried rice, fl
our, sugar,

eggs andmedicine, Hu
ssein said.

In Tripoli, heavy gunfi
re could

be heard throughout
the night

andat least sevenpeop
lewere in-

jured, said Mohame
d Hawass,

head of the orthoped
ic ward at

KhadraHospital.
He said several of the

injured

said they were shot n
ear down-

town.
Gadhafi militias tried t

o retake

the rebel-held towns
of Misrata,

125 miles east of Tripo
li and Zin-

tan, about 90mileswe
st of Tripo-

li, said residents of Za
wiya who

were in touch with re
latives and

friends in those towns
. The resi-

dents said the attacks
failed but

thatGadhafiwasbring
ing in rein-

forcements.
Gadhafi forces have k

ept con-

trol of the capital and a
few small

cities in thewest, butG
adhafihas

lost most of the easte
rn part of

the country including
the sec-

ond-largest city, Bengh
azi.

There, mutinous mem
bers of

the military opened
training

camps to the public
and thou-

sands of volunteers h
ave signed

up to join a force to ou
st Gadhafi.

On a basketball court
behind a

high school, soldie
rs taught

marching techniques
to recruits

— ranging in age from
18 to 60 —

while an officer jotted
down the

names and blood type
s of all the

volunteers.
They say they have th

ousands

of recruits, but the num
ber could

not be corroborated.

“I want to go to Tripo
li,” said

Mohammed Yonis, 30
. “It’s going

to be a hard battle an
d we need

all the help possible.”

Tarek Al-Jazwe, 42, a
pharma-

cist, said Gadhafi’s inn
er circle of

loyalistswas crumbling
.

“It all depends on ho
w much

help he has from ou
tside Libya

because here he has v
ery little,”

he said.
At the Salmani weapo

ns main-

tenance depot, soldie
rs cleaned

anti-aircraft weapons
they found

in military bunkers. So
me of the

weapons dated from th
e 1970s.

Ammunition was bei
ng orga-

nized while soldiers t
est-fired a

fewbig guns.
Col. Abdel Salam orde

red they

take only a few shot
s. He said

they need to save thei
r ammuni-

tion for Gadhafi.

Bhatti reported fromB
erlin.

Contributing: The Asso
ciated

Press.

Rebels hold off Gadhafi
forces asmilitias grow

U.S. ships,
Marines go to
Mediterranean
ByMike Elkin and Jabe

en Bhatti

Special for USA TODAY

By JohnMoore, G
etty Images

Young recruit:Aboy
is told he is too young

formilitary training as
others sign up Tuesday

in Benghazi,

Libya. Supporters of th
e opposition have been

eager to joinmilitias to
fight government force

s.
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FRANCHISORS GET CREATIVE TO STAY AHEAD OF THE COMPETITION

To stay at the top of their industry, companies must constantly

update their product, service or business model. By utilizing new philosophies,

franchisors can impress both consumers and fran-

chisees.

Franklin, Tenn.-based Tasti D-Lite — which has approximately 50

locations and is known for its soft serve frozen desserts — has a cult follow-

ing among celebrities and health-conscious consumers. Now, the company is

expanding its message to include these soft serve frozen desserts as a part

of an everyday healthier lifestyle.
Tasti D-Lite is lower in calories, fat, car-

bohydrates and sugar than ice cream or leading

frozen yogurt brands.Three Tasti D-Lite centers

in Houston recently held their second annual

weight loss challenge. In last year’s program, all

contestants who finished the program lost

weight and the winner lost 47 pounds — or 17

percent of his body weight — while making

changes that included replacing one meal a day

with a Tasti D-Lite fruit ‘n’ granola parfait,

smoothie or shake for six weeks.

“Tasti D-Lite is not only a frozen treat,

but it can also be part of a healthy way of life,”

said Bill Zinke, chief marketing officer for Tasti

D-Lite. “It’s a great way for people to enjoy

something delicious but also nutritionally bal-

anced. Most Tasti flavors have just 70 calories

and 13 grams of carbs per four fluid ounces, along with good-for-you benefits

like protein and calcium. Most of our flavors are gluten-free as well.That’s why

we’ve heard from many customers that Tasti’s creamy, delicious treats have

become part of their nutritionally balanced diet and overall healthier lifestyle.”

A new franchise con-

cept called Bagger Dave’s Leg-

endary Burger Tavern intends to

fill the niche between fast food

and casual dining.The Southfield,

Mich.-based company — which

currently has four company-

owned locations and is seeking

franchisees in Michigan, Ohio, In-

diana and Illinois — combines a

menu full of variety with a unique

atmosphere.
“We offer unique fla-

vors specific to Bagger Dave’s,

and we have a great selection of local craft beers on tap. Our restaurants fea-

ture a warm atmosphere with local historical photos and murals decorating

the walls and an electric train that moves through the restaurant,” said T.

Michael Ansley, president and CEO of Diversified Restaurant Holdings, Inc.,

which owns Bagger Dave’s. “We appeal to a variety of demographics, but our

strongest demographic is young families because we offer something for

everyone.”
Bagger Dave’s expects to open four company-owned locations this

year and plans to open five company-owned and three to five franchised lo-

cations in 2012. Diversified Restaurant Holdings, Inc. has been a multi-unit

franchisee of Buffalo Wild Wings for 16 years, giving the Bagger Dave’s brand

strong franchise experience.

MassageLuXe is one of the fastest-growing franchisors in

the highly fragmented massage therapy industry.With the launch of FaceLuXe

in November 2010, Fenton, Mo.-based MassageLuXe is focusing on cus-

tomizing its services in order to stand out from its competition.

The company expects to have 800 locations either open or in de-

velopment nationwide by the end of 2012. FaceLuXe, which offers facials and

waxing services, is currently in every existing location except for one.

“We chose to debut FaceLuXe in order to provide an affordable spa

experience for our clients,” said Todd Beckman, founder and president. “We

understand that clients want and deserve to experience five-star treatment at an

affordable rate.The addition

of FaceLuXe gives our

clients a wider variety of

spa services in one con-

venient location.”

MassageLuXe

offers customization for all

of its services. Before the

service, the therapist or es-

thetician meets with the

client to find out their unique

needs. MassageLuXe also

offers different membership

types to clients based on

their preferences.
“We decided to

offer more unique services

due to the feedback we

have received from our

clients.The clients have been very excited to be able to have more spa services

available to them,” Beckman said. “We hope to continue to expand in the market

by offering standalone FaceLuXe locations, which will also feature the Facial Bar

for express facials for men and women on the go.”

Franchising

MassageLuXe massage therapy spas offer a variety

of customized massage therapies to fit individual needs

including Swedish massage, hot stone, deep tissue,

prenatal, reflexology, sports massage, couples mas-

sage and more.

Tasti D-Lite comes in more than

100 flavors available either “on

tap” or custom-blended every

day with most flavors having 80

calories or less per four fluid-

ounce serving.

Bagger Dave’s Legendary Burger Tavern is a

unique, full-service, family-friendly restaurant and

bar that provides quality food at a fast-casual

price point.

Find out why

Franchisors

are making us
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part of their

development

program.

For more

information on
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your ad call:
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Ask Victoria?

Do you have a

burning question that

you would like to

ask a franchise

industry expert?

Maybe a question

about buying,

financing or

managing a

franchise business?

Then write to us at

Ask Victoria.

WRITE TO:

ASKVICTORIAQUESTION

@VERIZON.NET

Visit us at:

www.USATODAY.com

BRING YOUR FRANCHISE TO A WHOLE NEW LEVEL

Ask about

new adverti
ser

rates and

regiona
l

adverti
sing. *Source: MRI Fall 2010

Advertise in USA TODAY’s Franchising Today feature eachWednesday in the Money

section and reach over 5.3 million readers, *in print and online.

April 6– “Franchisors who are

taking advantage of tax incentives”

To advertise, call

1-800-872-3433, e
xt. 4

or email usatodayfran
chising@verizon.net

Promote your franchising opportunity every Wednesday to 
5.3 million* USA TODAY readers in Franchising Today.

The first Wednesday of every month, the Franchising Today section 

includes thought-provoking information written about the most current 

happenings in franchising.

Our Ask Victoria? Column provides our readers the opportunity to 

interact with Franchise Experts in a Q & A format. Call today and start 

expanding your franchise system with qualified savvy traveling business 

executives, many with sales and marketing specialties.

*Source: MRI Fall 2010

On select Fridays in 2013, we  
will run these “Special Reports.”

    •  June 14
 Look for Franchisee Satisfaction 

with bonus distribution
 (bonus distribution at IFE, 
 June 20-22, New York City)

• October 18
 Check out our "50 Top Franchises 

for Minorities”
 (bonus distribution at WCFE, 
 October 24-26, Anaheim, CA)
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T: 401-421-7239 • F: 401-270-5593
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Chamber’s 
“Committee of 100” 
Sharpens CEO Skills 
for Challenging Days 
Ahead
BY LAURA FENWICK

IT LASTED ONLY THREE days in June, but for many CEOs who lead 
America’s top business-related trade associations, those 72 hours in 
Carlsbad, Calif. devoted to sharpening their skills will pay big dividends 
in the days ahead.

Whether developing strategies to guide key public policy issues 
before Congress, collecting key economic information for their 
members or planning ways to stay one step ahead of rapidly expanding 
technology, the group all agreed that the U.S. Chamber of  Commerce’s 
“Association Committee of 100” annual gathering is the single best 
source to prosper in those arenas and more. 

“Best business and public policy practices based on practical 
experience enable CEOs to advance professionally and take their 
organizations to new levels of excellence,” said IFA Pres. & CEO Steve 
Caldeira, CFE.  “IFA is a proud member of the chamber and reaps the 
benefits of this unparalleled peer-based opportunity.”   

Although the atmosphere at La Costa Resort and Spa was relaxed, 
the educational sessions conducted by noted experts from business, 
economics and public policy were very timely and strategically-focused.

Sessions included:
• Talent is Overrated – Real Truths 

of Great Performance.  Fortune 
Magazine Senior Editor-at-Large 
Geoff Colvin kicked off the meeting 
on June 21 with an intriguing view 
of what constitutes great CEO 
performance.

• Straight Talk.  U.S. Chamber 
of Commerce Pres. & CEO Tom 
Donohue served up a candid 
discussion of the economic 
and public policy challenges 
facing today’s global business 
community.

• Making the Most of Intelligent 
Failures.  What could be more 
challenging than bouncing back 
from failure?  Columbia Business 
School Professor Rita McGrath 
explored intelligent failure with vivid 
examples and practical advice.

• What’s Happening on the Hill? 
Understanding that businesses 
can’t operate successfully outside 
of the circle of current public policy 
and congressional decisions, 
Chamber Exec. Vice Pres. of 
Government Affairs R. Bruce 
Josten sized up the legislative 
landscape.

• CEO-to-CEO Breakouts.  
Provided to foster peer 
discussions, the three breakout 
sessions prompted exchanges 
on social media and blogging, 
overcoming failure and connecting 
with a new generation of members.

E X E C U T I V E  L E A D E R S H I P

June 21-23, 2013
La Costa Resort And Spa
Carlsbad, California

U.S. Chamber of Commerce Pres. & CEO Tom Donohue and 
IFA Pres. & CEO Steve Caldeira.

Photo by Ed Gwozdz
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• Economic Update.  Chamber 
Senior Vice Pres. and Chief 
Economist Marty Regalia, Ph.D. 
outlined the current state of the 
economy in his direct-to-the-
point style.

• An International Perspective:  
Charting the Right Course.  
Chamber Exec. Vice Pres. and 
Head of International Affairs 
Myron Brilliant delivered an 
informative view of what it takes 
for a business to achieve and 
sustain successful international 
development.  

The U.S. Chamber of Commerce is 
the world’s largest business federation 
representing the interests of more than 
3 million businesses of all sizes, sectors 
and regions, as well as state and local 
chambers and industry associations. Its 
policy-driven “Association Committee of 
100” enables leading trade association 
CEOs to network, build partnerships 
and discuss current issues. n

Laura Fenwick is manager 
of publishing for the 
International Franchise 
Association. Find her at 
fransocial.franchise.org via 
the directory.

Jane Caldeira, Steve Caldeira (IFA pres. & CEO) are joined 
by Maddy and Alex Caldeira. 

From left, National Assn. of Professional Employer Organizations 
Pres. & CEO Pat Cleary, U.S. Chamber of Commerce Pres. & CEO Tom 

Donohue and IFA Pres. & CEO Steve Caldeira.

IFA Executives and 
Wives Honor First Lady

The Congressional Club’s 100th First Lady’s 
Luncheon to honor First Lady Michelle Obama’s 

work on behalf of military veterans was 
conducted this past May in Washington, D.C. 
It was an opportunity to raise money that will 

be used to make multiple charitable donations 
for a wide range of local and national 

organizations. Participants included, from left, 
IFA Pres. & CEO Steve Caldeira, CFE, Jane 

Caldeira, Tina Romaniello and IFA Chairman 
Steve Romaniello, CFE (Roark Capital Group 

managing director).

Photo by Ed Gwozdz

Photo by Ed Gwozdz
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B E S T  P R A C T I C E S

The Benefits of Co-Branding for 
Franchisees 

OVER THE YEARS we’ve seen franchise concepts try 
co-branding with limited success. Success in co-branding 
depends on a few key ingredients including: synergies among 
brands, clarity to the consumer, ease of delivery of product 
or service and the ability to effectively integrate the brands’ 
business systems. 

When co-branding works, the benefits for the franchisee and 
franchisor, as well as the consumer are vast. At Moran Family 
of Brands, we’ve been fortunate enough to see success with 
co-branding in our locations, both corporate and franchised.

Our vision to co-brand actually began in 1996 when 
we started to look at acquisitions outside of transmission 
repair industry. At the time, my father, Dennis Moran, felt that 
consumers would need and want to gravitate back to the days 
when you brought your vehicle to one repair facility for all of 
your repair needs rather than moving from one specialty center 
to another. He saw the need for automotive shops to become 
more fluid in the services they offered to their customers due 
to the increasing complexity of the vehicle.  This began with an 
evaluation of our business models to analyze the modifications 

that would be needed to effectively co-brand. Next, we 
conducted beta testing in our company centers and opened 
our first co-branded location in 2001.  We found that by 
co-branding the Milex and Mr. Transmission models, several 
positive points became apparent such as: 

Multiple and Complementary Revenue 
Streams 

Any franchise concept, whether it’s a taco restaurant or 
boutique clothing store, automatically adds additional revenue 
streams when they take on another brand. Now, making the 
large assumption that the co-branding relationship works 
from a consumer perspective, the potential for additional 
revenue for a franchise owner is great. Franchisees have 
the opportunity to steadily increase their revenue by adding 
an additional brand into their existing location.  This creates 
more frequency of use and allows for stronger relationship 
building with the customer.

Franchisees have the 
opportunity to steadily 
increase their revenue by 
adding an additional brand 
into their existing location. 

Furthermore, co-branding can create complementary 
revenue streams. Depending on the brand pairing, one brand 
may experience seasonality, in which case the other will 
balance out revenue. For example, we often see transmission 
repair spike in hotter months and then again in colder months. 
During non-peak months for Mr. Transmission, Milex balances 
out the revenue stream through the additional service offerings 

Co-branding creates multiple 
revenue streams, leverages 
expenses, builds stronger 
relationships and increases the 
ability to attract a broader audience 
with the same advertising dollars.
BY BARBARA MORAN-GOODRICH
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beyond the transmission.  Most importantly an effectively run 
co-brand builds relationship and trust creating a one-stop 
shop that is capable of meeting all of the customers’ needs.

Increasing Market Share and Creating 
Competitive Advantages in Local Markets

Co-branding allows franchisees to enter a market with 
multiple purposes. Consumers know they can come to their 
location, in our instance, for services from oil changes, 
diagnostics, engine repair, brake repair to transmission flushes 
and repair.  This allows franchisees to take a much larger market 
share than, for example,  a single-location oil change business, 
which only has one reason for the consumer to come to their 
shop. This in itself creates a competitive advantage over all 
single-purpose, but competing businesses in a given market. 
Although they may have done their research, franchisees 
have the peace of mind knowing that their services transcend 
multiple categories of purpose for consumers’ needs. 

Leverage
Operating a successful co-brand can make it worth a 

franchisee’s benefit. First, operating two brands out of one 
location does not increase the overhead costs such as rent, 
utilities, and other expenses. Staff can be trained to work 
on both sides of the franchise, so there should be very little 
need to hire more staff just because there are more services 
or products offered. Marketing and advertising can also 
be shared, which is a huge advantage to the franchisee by 
reaching a broader audience. Advertising can be one of the 
more expensive startup costs for a franchisee and having two 
brands under one budget can be very effective.  Therefore, 
the synergy of a co-branded franchise creates outstanding 
leverage for the franchisee.  

Less Risk 
There is always risk involved in starting any business 

venture. Franchisees are most likely opening a franchise 
because it’s inherently less risky than building a business 
from scratch. They’re signing on to open a name that already 
has proven success. However, there is always a level of risk 
involved. Co-branding allows the franchisee to diversify that 
risk. 

Co-branding allows the 
franchisee to diversify risk.

Co-branding, if proven successful from a consumer 
perspective, provides franchisees with benefits that they 
will not see from just a single location.  Co-branding creates 
multiple revenue streams, leverages expenses, builds stronger 
relationships and increases the ability to attract a broader 
audience with the same advertising dollars. For Moran Family 
of Brands, co-branding has proved to be a great way to expand 
our market share and continue growing our company. n 

Barbara Moran-Goodrich is president and CEO of 
Moran Family of Brands, a company that provides 
every aspect of the automotive aftermarket 
through six franchise brands and more than 145 
franchise brands nationwide, including Mr. 
Transmission USA service centers (Mr. 

Transmission, Multistate Transmission, Dr. Nick Transmission); Alta 
Mere “Toys for Your Car;” and Milex Complete Auto Care centers 
and now SmartView Window Solutions.  Find her at fransocial.
franchise.org via the directory.

Co-branding, if proven 
successful from a consumer 

perspective, provides 
franchisees with benefits that 
they will not see from just a 

single location.
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H O N O R I N G  A M E R I C A’ S  V E T E R A N S

VetFran Committee Chairman 
Lindenmayer Joins SBA 

Administrator Mills to Announce 
Veteran Lending Initiative

SBA and its lending partners are stepping up to fill a void and provide 
essential financing.

BY JOSH MERIN

VETFRAN COMMITTEE CHAIRMAN 

JOE LINDENMAYER, president 
and COO of TSS Photography, 
represented the International Franchise 
Association’s VetFran program recently 
announcing the Veteran Pledge 
Initiative to boost lending.  The initiative 
is a commitment by top U.S. Small 
Business Administration national, 
regional and community lenders to 
collectively increase their lending 
activity to veterans by 5 percent per 
year for the next five years.  

Lindenmayer and VetFran 
Committee member Richard Bradshaw, 
senior vice president of SBA Lending 
of TD Bank, joined SBA Administrator 
Karen Mills and representatives of 
the agency’s lending community, 
U.S. Army and transitioning service 
members interested in small-business 
ownership at Fort Bragg, N.C. VetFran 
representatives were invited to speak 
on behalf of existing and prospective 
veteran franchise owners, as well as 
franchisors eager to add veterans to 
their systems.

In his announcement remarks 
Lindenmayer said:  “Today, VetFran 
boasts a record 579 franchise 

companies offering financial 
incentives, training and mentoring 
to veterans interested in franchise 
ownership and there are no shortages 
of veterans interested in franchising, 
with the VetFran Directory receiving 
over 44,000 hits a month.  Where the 
equation all too often breaks down 
is access to credit.  The goal of this 
initiative is to close the lending gap, 
a problem which is preventing many 
otherwise worthy veterans from 
becoming franchisees and leaders in 
the civilian economy.”

With the support of SBA’s top 
20 national lending partners, and 
approximately 100 additional regional 
and community lending partners 
across the United States, the agency 
expects to assist an additional 2,000 
veterans in obtaining loans to start or 
expand small businesses by increasing 
lending by $475 million over the next 
five years. This equals a 5 percent 
increase above historic veteran lending 
activity by the SBA.

“Our servicemen and women 
have made incalculable contributions 
and sacrifices for our country, and 
supporting them as they pursue their 

SBA Administrator Karen Mills and 
representatives of the SBA lending 

community, U.S. Army, and transitioning 
service members interested in small-

business ownership gather at Fort Bragg, 
N.C. for the announcement of the Veteran 

Pledge Initiative.

»

Josh Merin is senior manager of 
research and strategic initiatives 
for the International Franchise 
Association.  Find him at fransocial.
franchise.org via the directory.

(Continued on page 46)



MORE THAN 8,000 QUALIFIED 
PROSPECTS ARE EAGERLY WAITING…
Meet With Them Face-to-Face, For Three Days, All in One Place.

OCTOBER 24–26, 2013 • Anaheim Convention Center • Anaheim, CA

www.WCFExpo.com

For more than 10 years, WCFE has been connecting the most qualified entrepreneurial candidates 
from more than a dozen states with world-class franchise systems like yours. Let us do the legwork 

in attracting the leads you need from southern California and the entire western region. 

Meet the right prospects in the right place at WCFE 2013. They’ll be waiting for you!

Prime spots are moving quickly, so reserve your booth today!  
To exhibit, call Melissa at 201-881-1666 or exhibit@mfvexpo.com

Follow us on:
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IFA Members Recognized by Victory 
Media and MilitaryFranchising.com

    The International Franchise Association commends its 115 members 
recognized in Victory Media’s 2013 “Military Friendly Franchises” list, an 

annual survey. The list, which is published annually, represents the top 10 
percent of eligible franchisors.

    The 2013 Military Friendly Franchises list was compiled via a data-
driven survey overseen by an advisory board of industry experts.  The 

survey results list was independently tested by Ernst & Young based upon 
the weightings and methodology established by Victory Media.  “The 

Military Friendly Franchises list was created four years ago out of demand 
from military veterans, many of whom want to start or own their own 

business, but are unclear where to begin,” said Sean Collins, director for 
Victory Media.

    IFA members recognized as 2013 Military Friendly Franchises include:

1-800-JUNKPRO
7-Eleven
911 Restoration  
   Franchise Inc.
ACFN Franchised, Inc.
ActionCOACH USA, Inc.
American Prosperity Group     
   (APG)
Anago Cleaning Systems
Anytime Fitness
Assisting Hands Home Care
Batteries Plus Bulbs
Big Boy Restaurants 
   International LLC
BlueGrace Logistics
Border Magic, LLC
BrightStar Care
Buck’s Pizza
CarePatrol Franchise  
   Systems, LLC
Cheeburger Cheeburger  
   Restaurants, Inc.
Childrens Lighthouse  
   Learning Centers
CiCi Enterprises, LP
CMIT Solutions, Inc.
Coffee Beanery
College Hunks Hauling Junk
Color-Glo International
ComForcare Senior Services
Comfort Keepers
Cousins Subs
Coverall Health-Based  
   Cleaning System
Creative Colors  
   International, Inc.
Crestcom International, LLC
CruiseOne Inc.
Dickey’s Barbecue  
   Restaurants, Inc.
Driven Brands
Fantastic Sams Hair Salons
FASTSIGNS International, Inc.
Figaro’s Italian Pizza
FirstService Brands

Granite Transformations
Grout Doctor
guardNOW
Hair Saloon For Men
Handypro Handyman
HomeTeam Inspection  
   Service
Honest-1 Auto Care
House Doctors Handyman  
   Service
Huddle House, Inc.
Hungry Howie’s Pizza
i9 Sports Corporation
Ice House America
IKOR USA, Inc.
Instant Imprints
IslandTime Treasures
J Dog Junk Removal
Jan-Pro Franchising  
   International
Jet-Black International, Inc.
Jomsom Staffing Services
KidzArt and Art Innovators
Kinderdance  
   International Inc.
Kindermusik International
Kitchen Tune-Up
Lawn Doctor, Inc.
Liberty Tax Service
Liquid Capital Of America
Little Caesar Enterprises, Inc.
Martinizing Dry Cleaning
Massage Envy
Matco Tools
Maui Wowi Franchising, Inc.
Melting Pot Restaurants Inc. 
The Moran Family of Brands
More Space Place, Inc.
Outdoor Living Brands, Inc.
Padgett Business Services
Pak Mail Centers of  
   America, Inc.
Pestmaster Franchise  
   Network
Philly Pretzel Factory

Planet Beach Franchising  
   Corporation
Pop-A-Lock
PostNet
Precision Tune Auto Care
Pronto Insurance
Rainbow Station
Re-Bath, LLC
Relax The Back
Scooter’s Coffee and Yogurt
Service Brands International
ServiceMaster Company
Signal 88 Franchise Group, Inc.
Snap-on Tools Company LLC
Sparkle Wash
Spherion Corp.
Sport Clips
Spring-Green Lawn Care Corp.
Steamatic Inc.
Strategic Franchising Systems
Synergy HomeCare
Synergy HomeCare  
   Franchising
TeamLogic IT
The Dwyer Group
The Grout Medic
The UPS Store
Touching Hearts At Home
Town Planner
TSS Photography
Tutor Doctor
Two Men And A Truck
U.S. Lawns
Valpak
VOM FASS
Weed Man
Whiskers and Paws Catering
Wild Bird Centers of America
Wild Birds Unlimited
WIN Home Inspection
Young Rembrandts  
   Franchise Inc.
Ziebart International  
   Corporation

dreams to start or grow their own business 
is one of SBA’s highest priorities” said Mills, 
a consistent VetFran supporter. “Through 
this partnership with national lending 
partners and regional and community 
lenders across the U.S., we stand ready 
to serve veteran entrepreneurs with loan 
guarantees, entrepreneurial training, and 
resources that are critical tools to help 
them start businesses, drive the local 
economy and create jobs for themselves 
and their communities.”

The initiative complements IFA’s 
access to credit campaign, including Small 
Business Lending Summits in 2011 and 
2012.   Bradshaw said franchises are an 
especially popular choice for veterans and 
that most of the franchise loans TD Bank 
expects to make as part of the initiative 
will be under $150,000.  Veterans have a 
proven track record in franchising, with one 
in seven U.S. franchise businesses being 
veteran-owned.

“As a franchisor, chairman of the 
VetFran Committee, and most of all, as a 
proud Marine veteran, I commend the SBA 
and its lending partners for stepping in to fill 
this void and provide essential financing,” 
said Lindenmayer.

Learn more about IFA’s veterans 
program at www.vetfran.com. n

VetFran Chairman Joe Lindenmayer 
(president & COO of TSS Photography) 

with National Association of Development 
Companies past Chairman Scott Davis 

(president & CEO of Mountain West Small 
Business Finance) and Charlie Cleary, 

director of SBA 504 Lending of Self-Help 
Ventures, a leading Certified Development 

Company based in Durham, N.C.  The 
nation’s CDCs delivered 10 percent of their 
$6 billion in loans to veterans in 2012 and 
pledged to increase that volume 5 percent 

per year for the next five years.

»

(Continued from page 44)
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M A R K E T I N G

A Cut Above the Rest: 
Five Ways to 
Differentiate 
Your Franchise 

SUCCESSFUL FRANCHISE BRANDS 

BEGIN with a unique vision and 
follow a plan to achieve it. Offering a 
distinctive service or product is one 
way to separate your franchise from the 
rest, but what other initiatives can you 
consider to rise above other businesses 
in the same category? Below are five 
ways to leverage what makes your 
franchise business unique. 

1.  Maximize your brand. 
Being able to clearly articulate how 
a brand defines itself is crucial for 
any company that wants to stand 
out in the crowded franchise space. 
Creating a “brand manifesto” from the 
bottom up is one way to accomplish 
this goal. Expedia CruiseShipCenters 
has developed what we call our brand 
promise. Within this promise there 
are six supporting statements that 
succinctly communicate all that we 
stand for. This promise has helped 
our 180 franchise partners and 4,000 
vacation consultants understand their 
common purpose as “Navigators of 
spectacular vacation experiences.”

To develop our promise we 
partnered with a strategic branding 
company to get an outside perspective 
on what makes our company unique. 
The branding company advises that 
brands need to refine their strategic 
positioning platforms to better attract 
target customers and drive optimal 
organizational behavior. In addition, by 
developing a refreshed brand promise 
based on research outcomes and 
supporting it with compelling internal 
and external communications, it is 
possible to enhance a brand’s strong 
positioning in the marketplace. 

In addition to the external point of 
view, it is also important to gather input 
from internal stakeholders about how a 
brand should be positioned. Everyone 
in a franchise organization needs to 
be marching to the same beat, and 
building your brand manifesto together 
is an important first step in achieving 
that unity. 

Creating a brand promise, streamlining the 
sales process and developing industry leading 
technology are all unique ways a franchise 
can stand out from the crowd.

BY MATTHEW EICHHORST

(Continued on page 48)
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2.  Systemize your sales 
process. One of the biggest 
benefits of joining a franchise is the 
opportunity to leverage the proven 
systems that have been developed 
and perfected by the franchisor. 
Systemizing the sales process for a 
high demand product will help any 
franchise succeed. For example, 
Expedia CruiseShipCenters created an 
internal online system that eliminates 
the need for additional software to 
leverage the growing demand for 
cruise vacations and in turn, has 
achieved greater sales. When a cruise 
line has a special promotion to roll 
out, we have an established system 
in place for communicating it to our 
vacation consultants, marketing it to our 
customers and booking it through our 
proprietary CruiseDesk software.

Systemizing the 
sales process for 
a high demand 
product will help 
any franchise 
succeed. 

3. Help franchisees 
become sales leaders. We 
place a big emphasis on helping our 
franchise partners become exceptional 
sales leaders. To make this happen, 
we created a comprehensive program 
called The Navigators Approach to 
help our franchisees train their vacation 
consultants to sell travel the brand’s 
way. 

“The Navigators Approach training 
has been extraordinarily useful,” said 
Matt Velure, Expedia CruiseShipCenters 
franchisee in Eugene, Ore. “You can’t 
put a dollar value on the benefit that 

we’re getting from the tool. It goes 
beyond sales numbers and leads. It’s 
truly making people better at building 
their business.” 

It is also crucial for the franchise 
development department to know 
which qualities to look for in a potential 
franchisee. Identifying a particular skill 
set − such as people who are excellent 
nurturers, trainers and motivators who 
will drive results − will help a brand 
succeed. 

4. Recruit individuals who 
are passionate about your 
product and your brand. 
People who are ambassadors for your 
brand and the product you sell will help 
bring your franchise to life. Those who 
love what they do, also love to talk about 
what they do and that excitement is 
infectious. Our franchise partners and 
sales consultants not only want to build 
a successful business, they also want 
to enjoy the rewards of travel – both 
planning it for others, and experiencing 
it for themselves. “About 15 years ago a 
close friend and mentor told me ‘if you 
truly want to be successful, you have to 
believe in what you are doing and who 
you are doing it for.’ If you have those 
chapters set, the book writes itself,” 
said Tracey Codd-Lorenz, Expedia 
CruiseShipCenters Cruise sales 
manager in Port Charlotte, Fla.

5. Evolve with your 
industry and its 
technology. It’s hard to imagine, 
but 30 years ago computers were 
a household rarity. Today, mobile 
technology platforms like tablets and 
smartphones are essential to our 
everyday communication.

Given the incredible pace at which 
technology advances, companies 
need to recognize the importance of 
keeping up with current trends and 
having a very strong online presence 
to provide as many ways for customers 
to connect with them as possible. The 
internal technology system we use 

to communicate, report, market and 
sell includes a button in the platform 
called “Feedback.”  We often receive 
200 to 300 pieces of feedback from 
the distribution channel in a single 
day, and all of that is tracked and 
monitored by our support team. In 
2012, we incorporated about 800 of 
those suggestions from the field into 
improving the system. Our technology 
is continuously influenced by the 
distribution channel. Not every email 
that comes in gets met with ‘Hey that’s 
a great idea!,’ but every person in the 
organization has a voice. The reason for 
this is not just feel-good propaganda. 
Their feedback helps us make the 
system better and more effective for all.

Success cannot 
solely be 
measured on 
sales, but on 
investments 
made for the 
future.

Sometimes, success cannot 
solely be measured on sales, but on 
investments made for the future. It is 
imperative to be constantly looking at 
how a business can advance itself in 
the marketplace and continue to grow. 
Initiatives like creating a brand promise, 
streamlining the sales process and 
developing industry leading technology 
are all unique ways a franchise can 
stand out from the crowd. n

  
Matthew Eichhorst is the 
president of Expedia 
CruiseShipCenters – part of 
Expedia Inc., a leading 
online travel company. Find 
him at fransocial.franchise.

org via the directory.

(Continued from page 47)
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Sweetening a 
Multi-Unit Deal

Franchising’s high-
achieving multi-unit 
franchisees share 
views on key topics.

QUESTION:  What is the best decision you have made to 
accelerate new store openings?

KEYSER:  “There are three things actually.  First, find lending institutions that are interested in doing 
deals for multiple locations at once versus a separate loan for each location.  Once you are approved for six 
locations, go out and find six great locations and open them.  Having strong and clean financials makes this 
a much easier and enjoyable task.  It’s very difficult to negotiate and sign leases for which you don’t have 
secured financing.    
   “Second, hiring an area manager who focuses on existing locations to make sure they are getting 
the proper attention needed.  Opening new stores, if you plan on making them open big, can be time 
consuming, especially if you want to open five or more a year.  I am glad I have a team member who is 
working diligently to improve same-store numbers at a faster rate than I was able to when I was responsible 
for everything.  It’s vital that you grow your existing locations just as much as you grow the total number of 
units you operate.  Banks want to see that your organization can handle the growing pains associated with 
fast unit growth.    
   “And third, creating a system where each store opening is done exactly the same as the last one 
and the results are the same.  Sure, there are minor variations for each location, but if you know you’re 
going to open on a certain date, you should know when you are going to recruit employees and so on.  It 
creates a flow plan that allows you to have multiple stores in various stages of getting built or in its “Grand 
Opening” phase.  Now everything is done with a checklist.  If something was forgotten, it’s because it 
didn’t get checked off.  Most franchise concepts have something like this already to follow.  Checklists are 
great places to start and add personal notes if needed.  And, they deal with everything from when to do 
interviews, to when to start and finish training, even when the grand opening marketing starts.” 

Jesse Keyser is a Little Caesars and 
Sport Clips Haircuts franchisee.  He has 
five Little Caesars shops in Carbondale, 
Marion, Herrin and Harrisburg, Ill. 
and Murray, Ky. In addition, he owns 
and operates eight Sport Clips hair 
salons located in Illinois, Missouri 
and Michigan.  He can be reached at 
Jesse@KeyserEnterprises.com.

M U L T I - U N I T  franchise innovators

KLAUBERTS:  “You need to have healthy teams operating each of your units to 
successfully open new units. A healthy team is able to discuss and resolve conflict within the team. 
You need a strong leader, but not an overbearing leader, a leader that can facilitate discussion, but 
who does not stifle discussion.
   “Without a healthy team, customer service will degrade. Customers will pick up on the tension 
within the business. Team members will hold back on going the extra mile for a customer for fear of 
their own team members’ possible reaction.
   “A healthy team can be an example for your new unit to model. You can cross train leaders from 
the new unit in the model.
   “Our employees typically spend 50 hours a week at work. A healthy team makes for an enjoyable 
workplace. This leads to higher customer satisfaction and higher productivity and profitability.”Nola and Brian Klaubert own and 

operate three Christian Brothers 
Automotive franchise full-service auto 
repair facilities in suburban Atlanta. 
Their shops have been voted “Best 
Mechanic” for the past six years in 
a row. They can be reached at brian.
klaubert@cbauto.net.
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I N T E R N AT I O N A L  D E V E LO P M E N T

Franchising in Africa
Evidence reveals that both Africa’s middle 
class and economy are growing.  

BY KENDAL H. TYRE AND DIANA VILMENAY

UNTIL RECENTLY, THE UNITED States has mostly overlooked 
Africa as a partner for significant investment opportunities in favor 
of larger economic partners like Europe.  This is unsurprising 
because Africa has often been synonymous with poverty, 
corruption and lack of infrastructure.  The continent, however, 
has started to shed those negative associations as governments 
across the globe have increased their direct investment in the 
country.  

Recently, President Obama engaged in a tour of Africa, 
which included stops in Tanzania, Senegal and South Africa 
meeting with government, business and civil society leaders to 
strengthen the U.S. commitment to expanding trade, investment 
and economic growth and to invest in future African leaders.  In 
another example, the U.S. Commercial Service, the International 
Franchise Association and the Franchise Times are sponsoring 
a trade mission to Kenya, Nigeria and South Africa to investigate 
partnership opportunities in franchising with area developers for 
the sub-Saharan Africa region.

One of the main reasons for this newfound interest in Africa 
is consistent evidence that both Africa’s middle class and its 
economy are growing.   The African Development Bank has 
estimated that 34 percent of Africans or 326 million people 
make up the middle-class, up 7 percent over the last decade.  
It is estimated that African consumers will spend $2.2 trillion on 
goods and services by 2030.  

Africa currently has a $1.8 trillion economy and approximately 
seven of the world’s 10 fastest growing markets are in Africa 
with five of them in the heavily populated sub-Saharan region.  
Another reason is that Africa is still rich with natural resources.  
One beneficial trade off for obtaining African commodities is that 
government partners have invested in improving technology, 
the infrastructure and local work forces in Africa.  These factors 

combined together make it clear why Africa appeals to global 
businesses and governments.

Franchising Overview
A number of well-known international franchisors have already 

established footprints in both North Africa in countries such as 
Egypt, Morocco and Tunisia and in sub-Saharan Africa in Nigeria 
and South Africa.  However, there is a lack of resources about 
how to open a franchise in these countries or their lesser known 
neighboring countries.  It is important to understand that while 
most African countries do not require franchisors to provide 
pre-sale disclosure, Tunisia and South Africa are exceptions.  
However, many African jurisdictions, Nigeria for example, require 
central bank or other approvals to remit payments across their 
borders.

Franchisors concerned about protection of their intellectual 
property, franchisee access to capital and legal reforms should 
take note that local governments in Africa are making significant 
efforts toward legislative and economic reforms.  In short, they 
have recognized how important franchising can be to their 
economies.  While each African country’s economic, cultural, 
religious, business, language and legal landscapes are different, 
it is still critical that franchisors review each country’s laws 
and regulations, obtain competent legal, financial and other 
professional advice and select suitable franchisees in target 
countries. n

Kendal H. Tyre is a partner and 
Diana Vilmenay is an attorney in 
the Washington, D.C. office of law 
firm Nixon Peabody.  Find Tyre and 
Vilmenay at fransocial.franchise.org 
via the directory.

Additional information can be found 
in “Franchising in Africa: Legal and 
Business Considerations,” a book 
edited by Kendal Tyre and Diana 

Vilmenay.  The book, published by 
LexNoir Foundation in July 2012, is 
a reference tool for practitioners, 
business people, and academics. 

It focuses on drafting relevant 
documents, financing franchise 
transactions and discusses the 

local legal issues in selected 
African countries including Angola, 

Botswana, Cape Verde, Egypt, 
Ethiopia, Ghana, Mozambique, 

Nigeria, South Africa, Tunisia and 
Zambia.

Learn more here:  http://www.
franchise.org/publications.aspx.

TYRE VILMENAY

A Reference Tool for Franchising in Africa
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M A N A G E M E N T  &  O P E R AT I O N S

Having an Engaged 
Franchise System 
Matters

Engagement isn’t 
only about what you 
do; it’s how you do it. 

BY EVAN HACKEL, CFE

MY FIRST FRANCHISE ADVISORY 

COUNCIL MEETING was in the late 
1980s. Our franchisees pushed for the 
meeting and they thought an advisory 
council was an important function. 
Senior management was reluctant, 
but agreed to create the council and 
shortly thereafter the first meeting was 
scheduled.

On the surface, it looked like we 
had a good council. We had regular 
meetings, showed them new programs 
and got their buy-in before launching 
anything important.

It’s obvious to me now this wasn’t 
an advisory council; it was merely a 
focus group. If we had peeled back 
the layers at the time we would have 
seen that its sole function was to 
rubber stamp company initiatives. We 
would pitch our concepts (or in many 
cases final programs) to them so we 
could get their approval and advice on 
how they would be priced. 

Our council members weren’t 
truly part of the conversation. We 
weren’t engaging them in the right 

conversations or at the right time in the 
process.

To develop a 
strong strategy, 
management 
needs to get 
input from all 
stakeholders. 

Defining Engagement
Engagement isn’t only about what 

you do; it’s about how you do it. It’s 
about having everyone participate and 
collaborate in finding the right solution 
so your stakeholders are invested in a 
successful outcome. It’s about getting 
positive and active participation 
from everyone − corporate, advisory 
councils, franchisees and all 
stakeholders − in all aspects of the 
business, including helping define 
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the strategic direction of the franchise 
system.

Some readers may be thinking a 
franchisee is paying the franchisor 
to develop and execute the strategy. 
To develop a strong strategy, 
management needs to get input from 
all stakeholders. Great leaders don’t 
think they have all of the answers. They 
listen, seek out advice, value opinions 
and encourage input. 

Collaboration Begins
The “AHA!” moment comes when 

you realize that it’s not only important 
to listen; it’s what you get from listening 
and what you do with the information 
that’s important. When you start to 
collaborate with your franchisees, their 
ideas and suggestions will be inspiring 
and help the franchise system grow 
and prosper at a faster rate.

Before you can start this process, 
you first need to fully believe that 
involving all of the stakeholders will 
make the franchise system stronger. 
You can go through the process of 
creating an advisory council, hosting 
regional meetings and increasing 
participating at convention.  However, 

and this can’t be emphasized enough, 
it’s what you do with the information 
you get from your stakeholders that will 
make or break the engagement in your 
franchise system.

Before management can 
start providing opportunities for 
engagement and using the information 
they get from these opportunities, 
they need to ensure franchisees 
understand their role and the 
importance of contributing to the 
system as a whole. Many franchisees 
consider themselves customers of the 
franchise system and believe it’s the 
franchisor’s role to get the franchisees 
engaged. This is the biggest 
franchisee myth today.

Cultivating a Culture of 
Engagement

The concept of engagement might 
seem simple. Cultivating a culture of 
engagement, on the other hand, is 
anything but. It requires dedication, 
focus and time to take root. The result 
of this labor can be profound.

In a study conducted by 
Franchise Business Review, 24,050 
franchisees representing more than 

60,000 locations from more than 300 
franchise brands were surveyed over 
a one-year period. Using the Ingage 
Barometer engagement tool, created 
by Ingage Consulting and Liminality 
Inc. to assess the level of engagement 
within a franchise, embedded in the 
Franchise Business Review survey, we 
can better understand the economic 
impact of engagement and the key 
factors that lead to engagement.

Some of the attributes that foster 
engagement include promoting a clear 
vision and having active participation 
by franchisees. Of course, active 
participation is hard to achieve if the 
system doesn’t offer the mechanism 
for franchisees to participate.

When looking at the franchisees 
who are most engaged (the top 
quartile of engaged franchisees), they 
are 3.7 times more likely to report 
strong financial results than the bottom 
quartile. 

 Sixty-two percent of the top 
quartile of engaged franchisees said 
they would proactively recommend the 
franchise system. And, 100 percent 
of the same group, when asked, 
said they would recommend the 
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franchise system. On the other hand, 
47 percent of the franchisees who are 
not engaged (the bottom quartile of 
engaged franchisees) said they would 
not recommend their franchise system; 
and thus, would be bad validators for 
future franchise sales.

Attributes 
that foster 
engagement 
include 
promoting a 
clear vision and 
having active 
participation by 
franchisees.

The evidence is quite dramatic 
that an engaged franchise system will 
fuel economic growth. How do you 
cultivate a culture of engagement? 

0

10

20

30

40

50

60

70

Franchisee does not frequently 
and proactively recommend 
that others join the franchise.

SOURCE:  Franchise Business Review 
April 2012 to May 2013 Franchisee Survey 

(300 Franchise Brands including 24,000 Participants)
Ingage Barometer developed by Ingage Consulting and Liminalty Inc

Top Quartile 
Engagement
Level

Bottom 
Quartile 
Engagement
Level

0.0%

47.1%

Here’s an example of a successful 
organization that (at the time of this 
case study) was experiencing slowed 
growth as the system matured and 
same-store sales increases were 
essentially flat within the industry. It 
was not an issue of dissatisfaction 
as the franchisor had recently 
conducted a satisfaction survey. The 
franchise system had an opportunity 
to improve engagement.

We undertook a seven-step 
process to get the franchisees more 
involved and fully engaged. Many 
of the ideas that were implemented 
were intended to create avenues 
for good conversations where 
management could truly listen to 
and understand the thoughts and 
ideas of the franchisees, and use the 
information in a way that would help 
improve the system.

1. Created Regional Network 
Groups Across the System. This 
enabled franchisees to work together 
in their local marketplaces to promote 
the brand, share best practices and 
encourage and help each other. 
Franchisor staff did not attend the 
local meetings, but did support 
them by training the group leaders 
on meeting facilitation and providing 
logistical assistance (as required).

2. Revised the Advisory 
Council Meetings. These meetings 
were changed from one-day sessions 
to three-day meetings. Topics on 
the agenda were changed from a 
show-and-tell of new programs and 
services to meaningful, strategic/
tactical discussions. And finally, the 
timing of the meeting was adjusted to 
allow for the building of the strategic 
plan for the following year. Now, 
management was having the right 
conversations and was truly listening, 
and there was time to allow for the 
council’s ideas and suggestions to 
be incorporated into the tactical plan 
and budget for the following year.

3. Created Additional Councils. 
A department-specific council was 

essentially created for each vice 
president who leveraged and worked 
with the council at a tactical level.

4. Shared Survey Results. Annual 
satisfaction survey results were shared 
with franchisees and there was open 
dialogue about how to address issues 
and leverage opportunities.

5. Conducted Town Hall 
Meetings. These meetings were 
conducted across the country 
and designed to give franchisees 
an opportunity to interact with 
management, and enable 
management to listen to and 
understand their thoughts and ideas 
so they could be addressed in a 
thoughtful way.

6. Revised Franchisee Portal. 
The focus of the franchisee portal was 
changed from delivering information 
management needed franchisees 
to know to information franchisees 
wanted to know.

7. Changed Compliance Policy. 
This step enables the creation of a 
fair variant system combined with a 
strict following of the rules to deal 
with compliance issues head on. 
Franchisees lead this initiative.

The results of this process were 
spectacular. Same-store sales grew 
twice as fast as the industry. The 
margin that franchisees were working 
on increased by 6 to 8 percentage 
points. Ultimately, franchise sales 
started to increase.

Does engagement matter? 
Definitely. I, along with many others, 
have stressed the importance of 
engagement within a franchise system. 
And now we have the proof to back it 
up. n

Evan Hackel, CFE, is the 
principal and founder of 
Ingage Consulting. Find 
him at fransocial.
franchise.org via the 
directory.
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Baby Boomers in Franchising: 
Exit and Succession Planning
Proper planning benefits the franchisee and avoids business 
interruption, distress sales and possible brand damage.

BY BRUCE S. SCHAEFFER

MORE THAN 10,000 PEOPLE turn age 65 per day in 
the United States where there are about 40 million baby 
boomers. Between 2010 and 2020 that population segment 
is projected to grow to 55 million, a 36 percent increase. 
Many of these boomers own franchise companies and 
need to address their exits and succession plans because 
only two things are said to be certain: death and taxes.

In the case of franchisees approaching retirement 
age, the most valuable asset they own − indeed often far 
more than 50 percent of their net worth − is tied up in their 
franchise companies. In the case of franchisors facing this 
demographic-driven turnover in franchisee ownership, 
the best they can hope for is a seamless transfer and an 
uninterrupted royalty stream.  Thus, proper planning not only 
benefits the franchisee, but it avoids business interruption, 
distress sales and possible damage to the brand. 

What should be done?

Franchisors Must Enlighten Their 
Franchisees 

If a system has a substantial number of baby boomer 
franchisees, it is in the franchisor’s own self interest to alert 
their franchisees about the need for exit and succession 
planning. One of the best venues for raising awareness is 
through seminars or workshops at franchisee conventions. 
Among the topics that should be discussed are: 

1. Contractual Limits. What are the restrictions on 
transfers? For example, does the franchisor have a right of 
first refusal? Under what circumstances can the franchisor 
withhold consent?

2. Timing. Is it preferable for the transfer or sale to 
occur during the owner’s lifetime or after death?

3. What is it Worth? When must the fair market value 
of the franchise be determined, who does this and how?

4. Tax Considerations. Does the franchise owner have 
gift or estate tax issues? 

Elements of Planning in General 
At a minimum, franchisors and franchisees must 

consider and prepare:

1. A  Succession Plan.  This is a business contingency 
plan. It addresses questions such as: What happens if the 
principal unexpectedly dies or becomes disabled? Is there 
anyone in the family or in the organization who is qualified to 
run the business? On the other hand, should the business 
be sold or liquidated?

2. An Estate Plan.  This is a dispositive (or gifting) 
scheme that must consider the pros and cons of a lifetime 
sale versus a disposition at death. Such a plan is generally 
implemented with wills and trusts.

3. A Valuation.  If a franchise owner is going to sell, or 
dispose of his or her franchise company by bequest, the 
value of the business must be determined.

4. An Estate Tax Plan.  Under current law an estate is 
subject to a tax of 40 percent on assets beyond $5 million 
(or $10 million for married couples). Since many franchise 
owners, especially multiple-unit owners, have assets worth 
far more than the threshold, tax planning is essential. These 
people must consider making maximum use of discounts 
for lack of marketability and minority interests.

Franchise owners should consult with experts and 
advisors because they often lack preparation for disposing 
of a business; they often fail to have an accurate valuation 
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done; they fail to organize the books and records for review 
by potential buyers or they fail to de-emphasize the owners’ 
personal role in the business. 

Exit Planning − Sale or Other Lifetime 
Disposition Options

Whether a franchisor or a franchisee, a business owner 
has only a few options to exit.

1. Sell or give the company to a family member,
2. Sell the business to insiders such as key employees 

or other shareholders,
3. Sell to an outsider outright or keep a minority interest,
4. Go public,
5. Hire a management company and become a 

non-working owner, or
6. Liquidate the business.

It is also essential in preparing for a sale to gain an 
understanding of the current market for the company, how 
the market is for lending and equity and what buyers are 
paying for similar companies.

Valuation
A valuation or appraisal is necessary to determine the 

worth of a business, known as “fair market value.” A valuation 
is particularly important in determining whether an owner 
makes a lifetime sale or leaves the franchise business by 
will or trust – and it is essential in determining gift and estate 
tax liability, if any. The specialized vocabulary of appraisals 
and valuations is filled with technical terms and some legal 
and accounting definitions overlap appraisers’ usage while 
others do not. 

The three main methods that are acceptable for 
determining business value are book value, capitalization 
of earnings and comparable sales.

1. Book value is the net worth of a company determined 
by either its balance sheet assets or the replacement cost 
of its balance sheet assets − minus liabilities.

2. The capitalization of earnings method assumes 
either that the earnings of a business constitute an annual 
percentage return on the value of the business or, more 
accurately, that the present discounted value of all of the 
business’s earnings into the future is the current business 
value.

3. Comparable sales are recent sales of similarly 
situated businesses. Because those prices are not 
estimates but actualities, the comparable sales method is 
generally preferred as the most realistic proof of fair market 
value; however finding true “comparables” is often difficult.

One major pitfall for business owners is failing to get 
a realistic and professional opinion about the value of 
the business. Often they estimate value by relating it to 
the amount they feel is needed to maintain their lifestyle 
in retirement. But too often owners are overly optimistic, 
basing their exit plans on faulty valuations, causing major 
overhauls of retirement plans and some bruised egos. 
Therefore business owners should seek an objective 
appraisal well in advance of any projected departure, to 
see if their business will fetch what they think it will, and if 
not, the owner needs to adjust his retirement plans. 

Estate Planning
An estate plan is a blueprint for the disposition of assets, 

whether by gift or upon the death of a franchise owner. The 
most-often used documents, particularly for those who will 
be subject to estate taxes, are: 

1. Pour-Over Will
2. Revocable Trust
3. Durable Power of Attorney (Financial) 
4. Durable Power of Attorney (Health Care) – also known 

as a “living will” or “health care proxy”
5. The Health Insurance Portability and Accountability 

Act Form
6. Irrevocable Life Insurance Trust
7. Grandchildren’s Trust
8. Grantor Retained Income Trust, Grantor Retained 

Annuity Trust and Grantor Retained Unitrust
9. Charitable Lead Trust or Charitable Remainder Trust

Estate Tax Planning:  Valuation Discounts
Using family limited partnerships or other pass-through 

entities such as LLCs or LLPs can facilitate the use of 
discounts for lack of marketability and for minority interests 
in determining fair market value of closely held businesses. 
The outcome of family limited partnership tax cases 
continues to be fact-specific but if properly done – and 
documented – substantial tax savings can be achieved 
through the use of FLPs with case law allowing discounts 
of more than 50 percent in certain instances.

Working with the franchisor and with professional 
advisors to create an exit and succession plan, in advance 
of a crisis, is a must to preserve the value of the owner’s 
estate for future generations. n

Bruce S. Schaeffer is president of Franchise 
Valuations Ltd., New York, which specializes in 
exit and succession planning for franchise 
owners. Find him at fransocial.franchise.org via 
the directory.
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T R E N D S

Smart Growth 
Trajectory – 
Suppliers Respond 
to Industry’s Needs
The Great Recession gave established IFA 
suppliers a crash course on what really 
matters to their clients. 

BY DAVID S. SCHWARTZ

A CENTRAL THEME at this year’s 
International Franchise Association 
Annual Convention was growth. 
Convention speakers Dr. Condoleeza 
Rice and CKE Restaurants Pres. and 
CEO Andrew Puzder both addressed 
the subject in their speeches, as did 
other presenters. The economy’s 
private sector and the franchise 
industry are strengthening and that, 
more than ever, includes IFA Supplier 
Forum members. 

Any person, group or company 
that provides high-quality services, 
products and/or information to 
franchisors and franchisees is 
considered to be a supplier by IFA. 
The association designates 53 different 
supplier categories from accounting 
to vehicles, and there are thousands 
of companies and establishments 
that fall beneath this umbrella. Given 
these two considerations alone, IFA 
supplier members are indisputably 
important to the franchise industry as 
a whole, and so is their growth. This is 
important not only because it indicates 
a strengthening industry, but also 
because it demonstrates progress on 
multiple fronts.

This year saw one of the largest 
groups of participating IFA suppliers 
ever to attend the association’s 
convention. While the vibrant and 
fun host city no doubt contributed to 
the record numbers (who can resist 
Las Vegas?), the vast majority of the 
suppliers came because they have 
valuable products and services to 
offer their franchise counterparts. We 
wouldn’t be witnessing such growth 
otherwise.

Any member of the franchise 
industry, supplier or other, need not be 
reminded of the changed landscape 
of the present economy. No franchise 
concept emerged untouched by the 
Great Recession, nor did any supplier. 
In a rapidly changing economy, not 
all suppliers were able to acclimate 
quickly and evolve with the times. 
Those that did, persevered, and only 
became better. Those that did not, 
were succeeded by newcomers, 
taking advantage of the opportunity 
to contribute new ideas to the industry 
and to their franchise counterparts. 
In all scenarios, IFA suppliers are 
moving forward and growing in new 
and surprising ways, which is a great 

and beneficial thing for the industry as 
a whole.

No franchise 
concept emerged 
untouched by the 
Great Recession, 
nor did any 
supplier. 

Sustainable Trajectory
First and foremost, growth for the 

sake of growth has been replaced by 
a more sustainable trajectory. Courtesy 
of difficult lessons learned during 
the recession, many suppliers have 
taken measures to protect themselves 
against repeated missteps. As a result, 
the IFA suppliers of today are a more 
judicious group of leaders. The closing 
of locations of one’s own concept, of 
neighboring businesses or of paying 
clients, served to all as real reminders of 
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a frustrating and frightening economic 
reality. 

To protect against this happening in 
the future, IFA suppliers have diversified 
the products and services offered. For 
example, some lead generators are 
increasingly integrating themselves 
with the marketing efforts of the brands 
they serve by becoming search-
engine optimization and search-engine 
marketing experts. 

Some suppliers have scaled back 
and concentrated on core operations, 
like public relations firms that now focus 
solely on PR as opposed to branding 
and social media management. Others 
have invested in new strategies, 
such as utilizing public relations to 
amplify their message and reputation, 
engendering greater brand loyalty. 
The new approach to growth is mindful 
rather than swift, and as IFA suppliers 
depend, at least in part, on franchises 
as customers, this is a welcome 
change.

As with all economic hard times, the 
unfortunate collateral damage is often 
the loss of jobs and the businesses that 
provide them. While some IFA suppliers 
sadly lost clients or were unable to 
quickly adjust to the rapidly changing 
industry, those that remained are those 
that are now most attuned to the needs 
of the franchises with whom they work. 
The recession gave established IFA 
suppliers a crash course on what really 
matters to their clients. If they didn’t 
perform a particular service or have 
a particular product desired by their 
customers before, they most certainly 
do now. 

Inspired by the challenges of their 
franchise counterparts, established 
suppliers have taken to solving 
problems in earnest. For example, 
lead generators are doing more for 
franchise development and recruitment 
efforts than ever before. New veterans-
only lead generation portals have 
appeared on the web, targeting former 
members of the U.S. Armed Forces 

in conjunction with the IFA’s VetFran 
initiative. Some lead generators have 
partnered with their franchise clients 
to “geo-target” potential franchisee 
candidates, eliminating work for the 
franchises themselves.

Attuned to Franchisors’ 
Needs

Perhaps one of the best examples 
of established IFA suppliers becoming 
more attuned to the needs of the 
industry are the lead generators that 
offer call-verified leads. By contacting 
potential franchisees by phone and by 
e-mail, lead generators have identified 
not only a need, but fulfilled a want 
in their franchise clients. In some 
instances, budget cuts have reduced 
the number of employees available to 
recruit new franchisees. 

Traditionally, lead generation portals 
are web-based, recruiting potential 
franchisees through a variety of online 
techniques. Some, however, have 
zeroed in on the real issue: contactable, 
verified leads. By incorporating a new 
call-verification system, some lead 
generators are able to do more than 
ever for their franchise counterparts, 
saving them time, energy and money in 
a deeply intuitive manner.

IFA Supplier Forum “newcomers” fill 
the gaps left behind by established IFA 
suppliers. In some cases, their arrival 
can be attributed to new problems 
identified in the industry that require 
solving, like in the case of Sprigster’s 
“Boost a Hero” and BoeFly. Funding 
has become more of a major issue than 
ever before for hopeful new business 
owners. Thanks to “Boost a Hero” and 
BoeFly, solutions have been found in 
new ways.

Other newcomers bring with them 
new technologies and strategies to 
solve modern problems, for example, 
Satmetrix with its brand reputation 
monitoring software. In a world that 
is increasingly digital and online, 
the ability to know and change what 

current and potential customers think 
of your brand is an invaluable tool. 
Of course, a decade ago, this kind of 
development was unavailable. 

Funding has 
become more 
of a major issue 
than ever before 
for hopeful 
new business 
owners.

The franchise industry will, hopefully, 
continue its upward trajectory. The 
industry, suppliers, franchisors and 
franchisees have certainly proven 
their resilience over the past few 
years. The industry will also continue 
to experience increasing synergy 
between the suppliers, franchisees 
and franchisors. As such, the needs of 
franchisees and franchisors are more 
likely to be met in the most satisfactory 
ways and suppliers will become either 
increasingly specialized or diversified, 
depending upon their industry.  

Suppliers will continue to innovate 
in creative ways that safeguard against 
total reliance on any one client should a 
situation similar to a recession reoccur. 
One common thread remains for all 
three − the happy fact that sustained 
growth is once again a hallmark of the 
franchise industry. n

David S. Schwartz is 
CEO/owner of 
FranchiseClique.com.  
Find him at fransocial.
franchise.org via the 
directory.
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International Franchise Expo 
Hosts Biggest Event in Years
2013 show proves franchising remains a hot investment.

BY JOEL GOLDSTEIN

E V E N T S

THEY CAME TO LEARN about franchise 
brands and expansion opportunities from 
throughout the United States and the 
world – thousands of visitors from more 
than 90 countries along with 400-plus 
exhibitors.  

What was their destination?  The 
International Franchise Expo, June 
20-22 conducted at the Javits Center 
in New York City and they made it the 
biggest turnout in the 22-year history of 
the event. Highly qualified candidates 
rubbed elbows with C-level executives 
representing world-renowned franchise 
brands to emerging franchises seen for 
the very first time.  

An agreement between MFV 
Expositions with the New York State 
Attorney’s office allowed franchise 
brands unregistered in the state to 
exhibit and share their concept with 
attendees. Showcasing their products 
and services to serious investors in New 
York for possibly the first time was a rare 
and special opportunity.

Franchise Businesses 
Creating Jobs

June 20 kicked off with a breakfast 
to announce the findings of the ADP 
National Franchise Report which found 
that private-sector franchise jobs 

increased by 19,160 during 
May with restaurants, 
business services and food 
retailers showing the largest 
increases.  Approximately 
150,000 jobs were added 
over the past 12 months by 
the franchise industry. 

Franchises are an 
essential driver of the 
U.S. economy, so the 
report, the first and only 
of its kind, was created to 
identify rich insight and 
trends into the industry’s 
impact on the labor market.  
Collaborating with Moody’s 
Analytics, one of the most 
trusted names in economic 
forecasting of national and 
regional U.S. employment, 
the ongoing reports will 
become a valuable tool for 
investors to develop work 
force strategies and for the public to 
inform their human capital management 
strategies.

IFA Chairman Steve Romaniello, 
CFE, managing director of Roark Capital 
Group, provided opening remarks to a 
large crowd of eager attendees.  The 
robust attendance on June 20 indicated 

that changing the dates of the show to 
a Thursday-Saturday schedule was 
the correct decision.  Another correct 
decision was releasing the ADP National 
Franchise Report that reinforces IFA 
research findings on the franchising’s 
economic impact.

“According to the International 
Franchise Association’s 2013 economic 

From left, MFV Expositions Group Show Dir. Jim 
Mastandrea, IFA Chairman Steve Romaniello 

(Roark Capital Group managing director) and MFV 
Expositions Pres. & CEO Tom Portesy open IFE 2013.

»
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outlook, franchising is projected to add more than 10,000 new 
franchise establishments, and more than 150,000 new jobs 
this year,” said Romaniello. 

Education, Expansion and Diversity 
North American franchise concepts expanding 

internationally, as well as international brands looking to 
penetrate the U.S. market were hot topics on the show floor. 
Health care and immigration were hot topics discussed in 
symposia and roundtable discussions. 

Nine symposia and more than 70 free seminars were 
conducted to educate attendees on virtually every topic about 
the franchise industry. The three-day event included some of 
the industry’s preeminent leaders who shared their valuable 
experience on topics such as international expansion, private 
equity and multi-unit operation to foster and build best 
practices.

MFV Expositions, the trade show’s producers, report an 
increase in the expo’s diversity.  Visitors from the New York 
region, as well as countries such as Zambia, India, Korea, 
Israel and regions like the Middle East, North Africa and the 
European Union gave the expo an international flair, proving 
that franchising is becoming a dominant force around the 
world.

Attention from media organizations was also high, 
giving exhibitors opportunities to get their brands in front of 
consumers and investors beyond the exhibit floor. “FOX & 
Friends,” CNNMoney, TheStreet.com, The Wall Street Journal, 
Telemundo, The New York Post, Entrepreneur Magazine, 
WPIX-TV, Black Enterprise magazine, the Associated Press 
and “CBS Evening News” were just some of the news 
organizations interested in exhibitors. 

“We set up a virtual expo on the plaza of “FOX & Friends” 
to promote the show and highlight some exhibitors,” said Tom 
Portesy, president and CEO of MFV Expositions.  “These 
media placements build excitement and awareness of the 
franchise industry as a whole.  The IFE is the perfect time 
to talk about the economic impact our exhibitors have on 
communities around the world.”

More than 50 industries were represented including 
restaurant, health care, home improvement, retail, fitness, pet 
care and education franchises.  Many vendors to franchisors 
were on hand to share their products and services including 
marketing materials, vehicles, clothing, printing and design.  
International exhibitors from Japan, Brazil, Korea, Mexico and 
the United Kingdom were actively seeking partnerships and 
franchisees for U.S. expansion. 

 More than 30 percent of attendees planned to invest 
between $100,000 and $500,000.  Whether single unit, area 
developer, or multi-unit buyers, the expo visitors were well 
educated, engaged and serious about taking the next step.

“IFE is a fantastic event. The expo pulls from all over the 
northeast and all over the world”, said Charles Willis, president 
of Pinot’s Pallet. “We spoke to people from Philadelphia to 
Maine and from all different countries. What better place to 
have a show like IFE than in New York City?” Willis went on to 
thank show organizer MFV Expositions for delivering a great 
event with “tons of people walking the show floor.”

New York City was the backdrop for longtime business 
associates and new contacts to meet after the expo for happy 
hours, dinners, sporting and entertainment events.  Some 
notable events included the International Delegate Hudson 
River Cruise on World Yacht and MFV’s exhibitor party at 
Clyde Frazier’s sponsored by leading industry suppliers on 
Friday evening. 

The next IFE will be conducted June 19-21, 2014 at the 
Javits Center.  For more information, visit http://www.ifeinfo.
com. n

Joel Goldstein is the group marketing director at 
MFV Expositions, the producer of leading 
franchise events worldwide. For more information 
on MFV Expositions franchise expo shows, visit 
mfvexpo.com. To exhibit, call Melissa Van Duren 
at 201-881-1666 or e-mail exhibit@mfvexpo.com. 

Find Goldstein at fransocial.franchise.org via the directory.

(Continued from page 60)
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WELCOME 
       NEW IFA MEMBERS!

FRANCHISE SYSTEMS

American Haircuts Franchise Inc.
Atlanta, Ga.
Contact Philip Martin

Bevintel, LLC
Louisville, Ky.
Contact Vanessa De Caria

Buffalo Wings & Rings
Cincinnati, Ohio
Contact Philip Schram

Camille Albane Paris
Beverly, Mass.
Contact Scott Colabuono

CEO Advisor Franchising, Inc.
Newport Beach, Calif.
Mark Hartsel

Dickey’s Barbecue Restaurants, Inc.
Dallas, Texas
Contact Sarah Walters

E & G Franchise Systems, Inc.
Eau Claire, Wis.
Contact Chuck Schwalbe

Earl of Sandwich
Orlando, Fla.
Contact Steve Heeley

Entourage Clothing Franchising
Athens, Ga.
Contact Katie Nichols

Freakin’ Unbelievable Burgers
Lexington, Ky.
Contact Brent Skaggs

GMDS Monaco S.A.M.
Monaco
Contact Amanda Akoum

Good Feet Worldwide, LLC
Carlsbad, Calilf.
Contact Antonio Espindola

FRANCHISE SUPPLIERS
   
Creative Alliance
Louisville, Ky.
Contact Richard Duffy

Fasken Martineau DuMoulin LLP
Toronto, Canada
Contact Darrell Jarvis

Franchise Growth Partners
Westlake Village, Calif.
Contact Scott Simcik

FranForward
Columbia, Md.
Contact Iric Wexler, CFE

POSitive Technology
Germantown, Md.
Contact Terri Rippeon

Solomon Group
New Orleans, La.
Contact David Weber

Total-Apps
Aliso Viejo, Calif.
Contact Jason Taylor

Hood Cleaners of America, LLC
Detroit, Mich.
Contact Maurice Ball

Ike’s Inc.
Las Vegas, Nev.
Contact Paula Carr

MailCoups, Inc.
Newton, Mass.
Contact Kathy Ditson

More Space Place
Clearwater, Fla.
Contact Marty Juarez

Nature Colored Co. Ltd.
Shenzhen, China
Contact Selina Cheng

Pla-Fit Franchise, LLC
Newington, N.H.
Contact Candace Couture

Ram Jack Systems Distribution, LLC
Ada, Okla.
Contact Randon Gregory

Saxbys Coffee Worldwide
Broomall, Pa.
Contact Nick Bayer

Smart Start, Inc.
Irving, Texas
Contact Jim Ballard

Solar Universe, Inc.
Livermore, Calilf.
Contact Chase Sorgel

Totally Accessible Homes
Ailey, Ga.
Contact Monti Marsters

Virtual Employment
Phoenix, Ariz.
Contact Kimball Lee

World of Beer Franchising, Inc.
Tampa, Fla.
Contact Ryan McCarthy
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