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WE’LL HELP 
YOU TAKE 
CARE OF 
YOUR HR

YOU TAKE 
CARE OF YOUR 
FRANCHISE

Give your franchisees access to industry expertise, such as:

•  Changing regulations and  
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•  Critical HR tools, such as the 
Employee Handbook Wizard 

• Payroll and tax filing

Working with over a thousand franchises, ADP has become the vendor of 
choice in helping franchisees better manage their HR-related tasks.
Contact us today to learn more.

Call 866-762-8245 or visit ADP.com/franchise

* This information covers only the offering of the Pay-by-Pay Premium Payment Program for Workers’ 
Compensation payroll features of ADP’s payroll processing services and does not involve the offer or sale of any 
insurance products. All insurance products will be offered and sold only through the licensed agents of Automatic 
Data Processing Insurance Agency, Inc. or its licensed insurance partners. Certain services may not be available 
in all states. Clients must be using ADP’s tax filing service to take advantage of the Premium Payment program.

The ADP logo, ADP and Pay-by-Pay are registered trademarks of ADP, LLC. All other trademarks are the  
property of their respective owners. Copyright ©2015 ADP, LLC.

•  Time tracking solutions to help 
improve wage & hour compliance

•   Integrated premium payment 
solutions for workers’ compensation*

•  Employee benefits

When it comes to HR, payroll, benefits and compliance,  
leave it to the experts at ADP®.

http://adp.com/franchise


WHY CHOOSE ONE WHEN 
YOU CAN REACH THEM ALL

That’s because a�  uent business buyers aren’t just reading franchise publications. 
In fact, many aren’t reading them at all. To get the complete perspective on business 
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Financing a franchise should be easy. You don't need long, unpredictable 
processes and high-stakes collateral requirements slowing you down. 

It’s time for a fresh new approach. Our franchise loan marketplace 
enables franchisees to efficiently access the capital they need.

Let’s talk about your brand’s growth plans today.

1-800-720-0241   |   franchisors@applepiecapital.com   |   applepiecapital.com

Fast funding? 
Of course

Simple process? 
You bet

Long-term growth partner?
Now we’re talking

Refinance 
existing debt

Retrofit existing 
locations

Next-unit 
financing

First-time 
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More than 500 people attended IFA’s 48th Annual Legal Symposium 
in Chicago.

FRANCHISING WORLD AUGUST 2015    3    



IF
A 

PR
ES

ID
EN

T 
AN

D 
CE

O’
S 

CO
LU

M
N

IFA’S 56TH ANNUAL CONVENTION — slated for Feb. 20-23, 2016 in San Antonio, Texas — is 
on track to reach our highest attendance yet, as more and more franchise leaders seek the 
unparalleled educational and networking sessions at a level unavailable anywhere else in the 
franchise industry.  At the 55th Annual Convention this past February in Las Vegas, we hit an 
all-time attendance of 3,880, our fourth straight year with a record number of visitors, and we 
are very hopeful that we’ll surpass this number in 2016. 

But a convention or any association meeting’s purpose is not just to get the largest 
gathering possible. It’s also about the industry community coalescing around shared issues of 
concern to find both solutions and opportunities. In the case of our industry, the community is 
poised for continued growth in new establishments, job creation and economic output through 
sound franchise development and innovation efforts. The annual convention provides the best 
opportunity to share best practices in these areas to help franchise businesses grow.

In addition, the franchise community is facing unprecedented public policy and regulatory 
challenges at the local, state and federal levels. There has never been a more important time 

for the industry to come together to fight these issues head-on to ensure that we protect the franchise model and reach 
the growth that is projected, and even exceed it.

An important opportunity for IFA members to do just that is next month at the Franchise Action Network (FAN) 
Annual Meeting, formerly called the IFA Public Affairs Conference. The IFA Board of Directors voted unanimously 
to change the name of the annual Washington, D.C., legislative fly-in, our preeminent grassroots advocacy event, to 
the FAN Annual Meeting to align it with our enhanced grassroots advocacy program, the Franchise Action Network, 
launched in July 2014. We’re expecting more than 400 franchisees, franchisors and suppliers to descend on Washington 
Sept. 28-Oct. 1 to advocate for policies that will strengthen the business environment for franchising, not stifle it.

For instance, at the top of the agenda will be urging the U.S. Congress to re-codify into law the well-established 
statutory definition of what constitutes a joint employer as currently defined in the National Labor Relations Act. This 
focus is necessary in order to stave off attempts by the National Labor Relations Board (NLRB), which is being inspired 
by the Service Employees International Union (SEIU) to redefine franchisors and franchisees as joint employers. The SEIU 
has spent upwards of $50 million since 2013 and has been working overtime at all levels of government to disrupt the 
franchise model so that it can more easily unionize franchisee’s employees. 

The 2015 Franchise Action Network Annual Meeting is well-timed as there are currently legislative efforts underway 
now to stop the NLRB.

In late June and early July, both the U.S. House of Representatives and U.S. Senate Appropriations committees 
approved bills that would stop the NLRB from manufacturing a new joint employer standard. Therefore, members 
of Congress need to hear from their constituents about the importance of passing these laws to protect franchise 
businesses and the significant contributions they make to the U.S. economy. If you have not already made plans to attend 
the FAN Annual Meeting, I strongly encourage you to do so immediately. We need as many boots on the ground as 
possible to ensure that our voices are heard at this critical time in our industry’s history.  

To learn more about the challenges we are facing, I respectfully urge you to read closely the many articles in 
this edition of Franchising World. For instance, on page 10, IFA’s Erica Farage, senior director of political affairs and 
grassroots advocacy, goes into detail what is in store at the Franchise Action Network Annual Meeting. Elizabeth Taylor, 
IFA vice president of federal government relations, public policy and counsel, overviews the efforts by the SEIU and the 
NLRB to change the franchise model on page 12 and Jeff Hanscom, director of state government relations and public 
policy, reviews the real agenda behind the “Fight for 15” effort on page 14.

I hope to see you in Washington, D.C. next month at the Franchise Action Network Annual Meeting as well as in 
San Antonio for the 56th IFA Annual Convention in February 2016. These two meetings provide the industry the best 
opportunities to come together and make a difference. Please register today. 

Two Industry Meetings; 
One Goal

IFA’S WASHINGTON, D.C. FLY-IN
SEPTEMBER 29-3O, 2O15  // JW MARRIOTT // WASHINGTON, D.C.

 ANNUAL 
MEETING
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PEOPLE & NEWS BRIEFS
PEOPLE

Susan Boresow is the new 
president of TITLE Boxing 
Club, a boxing fitness 
franchise. Boresow has 
previous experience working 

for Massage Envy, McDonald’s, Sport Clips, 
Cold Stone Creamery, Pump It Up and 
Godfather’s Pizza.

Worldwide Express has hired 
Richard Kolman as senior vice 
president, general counsel and 
chief compliance officer. 
Kolman’s previous experience 

includes at UPS, McDonald’s Corp., and 
American Driveline Systems.

School of Rock has appointed Elliot 
Baldini senior vice president of marketing. 
He comes from Guitar Center, where he 
served a number of roles, including director 
of strategy and CRM, director of strategic 
marketing initiatives, and director of 
merchandising.
 

Zippy Shell, the Washington, 
D.C.-based storage and moving 
company, has named James 
Simpson to its corporate board 
of directors. Simpson is a 

former national spokesperson for public 
transportation policy and safety under U.S. 
President George W. Bush.

Crest Foods, franchisor of the Nestlé Toll 
House Café by Chip concept, has promoted 
Shawnon Bellah to chief operating officer 
of the 145-location international chain. She 
has served as senior vice president of global 
operations since 2010.

Julie McBride has joined MSA Worldwide 
as a senior consultant, heading the 
company’s social franchising practice.

Juice It Up! has appointed David Bird vice 
president of construction and engineering. 
Bird has more than 25 years of experience, 
including with national brands such as Rite 
Aid, Fresh & Easy, Wickes Furniture, CVS, 
and Pep Boys. 

Bob Blair is the new chief 
financial officer for 
FranConnect. He was 
previously CFO of Salsa Labs, a 
software company.

TWO MEN AND A TRUCK has 
promoted Dawn Kroeger to 
marketing and communications 
director. Kroeger joined TWO 
MEN AND A TRUCK in 2004 as 

marketing manager with oversight for 
Lansing and two Grand Rapids locations.

Greg Berman is the new 
president of Atlanta-based 
franchise management software 
company Naranga. He comes 
from eRevMax, where he served 

as chief operating officer.

International Franchise Association 
President & CEO Steve Caldeira joined 
Northern Illinois Franchise Association leaders 
at the NIFA Annual Spring Luncheon. Left to 
right: Andrew Bleiman, NIFA co-founder with 
Marks & Klein; Lauren Izaks, NIFA co-founder 
with All Points PR; Jamie Izaks, NIFA co-
founder with All Points PR; Matthew Patinkin, 
Double P Corp.; Steve Caldeira; Stuart 
Hershman, DLA Piper LLP; Barbara Moran 
with Moran Industries; and Mark McSteen, 
vice president of franchisee engagement and 
industry relations for IFA.

GROWTH

Pinot’s Palette has awarded franchise 
agreements representing 27 locations 
through mid-2015, including new locations 
in Minnesota and Alabama. A total of 19 
locations were signed in April and May, with 
all of the new studios projected to open over 
the next six to nine months.

Music instruction provider Bach to Rock 
has inked a multi-unit franchise agreement 
with Ruby Capital to develop two schools 
in Texas. Ruby Capital, which plans to open 
its first school in spring 2016, is targeting 
locations in Houston initially, followed by the 
Dallas and Austin areas.
 
Johnny Rockets has reached a development 
agreement with HDS Polska Group to build 
and operate 10 restaurants over the next 10 
years. The group, a subsidiary of Lagardère 
Services, plans to open its first Johnny 
Rockets in Warsaw in early 2016.

CruiseOne, the home-based travel franchise 
that is part of World Travel Holdings, has 
opened its 1,000th location. The franchise has 
locations in the United States and Mexico. In 
recognition of the milestone, the company 
plans to donate $1,000 to the Make-A-Wish 
charity and award $1,000 to a franchisee.

Virgo Investment Group has granted a 
$25-million growth capital investment to 
Zippy Shell Inc., a self-storage and moving 
franchise based in Washington, D.C. As part 
of the agreement, Mack McNair, a founding 

partner at Virgo, will join the Zippy Shell Board 
as chairman. The funding will allow Zippy Shell 
to speed the growth of the business.

Juice It Up! has opened a new location in 
Thousand Oakes, Calif. The smoothie and juice 
bar franchise has also reached an agreement 
with It Takes Two, LLC, to open two units in 
New Mexico. Kelly and Shawn Wolf lead It 
Takes Two, which operates the Juice It Up! 
location in Albuquerque.

Mike Millican, a state representative for 
Alabama, has opened a Huddle House 
restaurant in Winfield, Ala. The Winfield Huddle 
House seats 74 people.

Safeguard Business Systems has sold 
Safeguard by Docusource/Formit and Safeguard 
by Advent, to Amy Tiller-Shumway, senior 
director of new franchise sales and support for 
Safeguard, and Phil Odella, executive director 
of operations integration for small business 
services at Deluxe. The resulting entity is 
known as Safeguard by Inspired Results, LLC. 
Safeguard has also completed the sale of a 
company-operated business, Idaho Business 
Forms, to Tressa McLaughlin and Jamie 
McCormick. Following Safeguard’s purchase 
of the business in 2013, McLaughlin and 
McCormick decided to lead the operations and 
growth of Safeguard by IBF.

Thomas and Ronda Scott have become the 
largest franchise owners in the AAMCO system 
after buying seven centers in Oklahoma City. 
The couple also owns two AAMCO locations in 
Tulsa, Okla.

MERGERS, ACQUISITIONS & ALLIANCES

Dwyer 
Group 
CEO Mike 
Bidwell.

The Dwyer Group has reached 
an agreement to acquire Service 
Brands International, a multi-
concept franchise system 
including the Molly Maid, Mr. 
Handyman and ProTect Painters 
brands. The acquisition will result 
in the Dwyer organization totaling 
more than 2,100 franchisees. The 
agreement calls for Service 
Brands International’s David 
McKinnon to become an equity 
stakeholder and senior adviser for 
Dwyer Group. In a separate 
development, Dwyer Group has 
acquired the Grounds Guys of 
Canada. The acquisition, which 
consists of 34 franchisees in 
Canada joining 194 locations in 
the United States, builds on an 
existing business relationship 
with the Grounds Guys.

Service 
Brands 
International 
Chairman 
David 
McKinnon.
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Hot dog chain Wienerschnitzel has 
inked a master franchise agreement with 
International Food Concepts to begin 
developing locations in Panama. The 
agreement with Wienerschnitzel parent 
company Galardi Group seeks to open at 
least five locations, with the first in Panama 
City.

Driven Brands has reached a merger 
agreement to acquire 1-800-Radiator & A/C, 
whose founders, Mike and Joe Rippey, 
will remain onboard as advisors. Gabe 
Mendoza, who served as COO and CFO for 
1-800-Radiator & A/C, will become president 
of the company’s division of Driven Brands. 

Sovrano of Fort Worth, Texas has acquired 
Gatti’s Pizza. Michael Poates, currently 
president of Sovrano, will lead the Gatti’s 
team as president. Poates has more than 28 
years of experience in the franchise industry, 
including with Dairy Queen, Whataburger, 
Papa John’s and Chesapeake Restaurants. 
Gatti’s Pizza has also opened a new location 
in San Marcos, Calif. George Kash, who 
opened his first Gatti’s in 1993 and currently 
has eight locations in the Austin, Texas 
area, opened the San Marcos location with 
business partner Jim Cotton.
 

HONORS & AWARDS

(

Donatos is a new member of the Pizza Hall 
of Fame.

PMQ Pizza Magazine has inducted 
Donatos Pizza into its Pizza Hall of Fame. 
The franchise has 154 locations across six 
states.

Always Best Care Senior Services 
has selected Bryant Greene, a franchise 
business owner from Philadelphia, as the 
recipient of its 2015 Franchisee of the Year 
award. The company has also selected Chris 
Ziegler, its area representative for Virginia, 
Maryland and Washington, D.C., as the 
winner of its 2015 Area Representative of 
the Year award.
 
Three Dog Bakery has earned BRC 
certification, a management scheme 
recognized by the Global Food Safety 
Initiative board that indicated the company is 
meeting international food safety standards.

COMMUNITY OUTREACH
Hot dog chain Wienerschnitzel is matching the $100,000 in 
donations raised during the inaugural Hot Dogs for Homeless Tour, for a total 
contribution of $200,000. The funding raised will benefit tour partner, Skate For 
Change, a non-profit organization that encourages youth to give back. During 
April, a Wienerschnitzel-wrapped RV and the Hot Dogs for Homeless crew 
visited shelters and cities with 
heavy homeless populations. 
The tour also stopped at 20 
high schools. 

J.R. Galardi and Mike Smith address 
hundreds of high school students at 
an assembly during the Hot Dogs for 
the Homeless Tour.

Quaker Steak & Lube has partnered with Folds of Honor to help raise 
funds for military families across the United States. A portion of proceeds from 
sales at all Quaker Steak & Lube restaurants from late May through July 4 is 
being donated to The Folds of Honor Fund, which helps provide educational 
scholarships to military families. Folds of Honor is a 501(c)(3) charitable 
organization, founded by Maj. Dan Rooney, with a mission to empower military 
families through educational scholarships to the children and spouses of fallen 
military service men and women. The fund has awarded more than 7,500 
scholarships since 2007.

MARKETING

Jersey Mike’s Founder & CEO Peter 
Cancro visits with Christie Rampone, the 
Captain of the U.S. Women’s National 
Soccer Team

Jersey Mike’s Subs is continuing its 
partnership with Christie Rampone, captain 
of the U.S. Women’s National Soccer Team, 
for another three years. Rampone became 
the sandwich chain’s first spokesperson in 
2012.

Grill-buffet chain Golden Corral has 
teamed with comedian Jeff Foxworthy, 
who will serve as a spokesman for a series 
of commercials from the Portland, Maine-
based VIA Agency involving Golden Corral’s 
Breakfast for Lunch & Dinner promotion.

Australia-based EnVie Fitness for Women 
is launching a new group fitness model 
designed to accommodate today’s American 
women. EnVie’s new program will focus on 
a wide range of group training classes in its 
U.S. studios instead of conventional exercise 
machines. EnVie plans to roll out the new 
program with the opening of a location later 
this year in San Diego.

CORRECTIONS

An incorrect bio photo for Jeff 
Connally (shown here) was 
used on page 99 of the June 
2015 issue. On page 81 of the 
June issue, the number of 

people served in the HealthStore 
Foundation’s CFW clinics in 2014 was 
253,118, instead of 22,000. We apologize for 
the errors and regret any inconvenience.

FRANCHISING WORLD AUGUST 2015    7    



REPORT 
CARD

     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 mid-July is reflected in the following 
“report card.”

2015-2016 Cycle Expenditures: $174,500
Republicans: $134,500
Democrats: $32,000
Other: $10,000

Erica Farage is senior director of political affairs & 
grassroots advocacy for the International Franchise 
Association. Find her at fransocial.franchise.org.

Davis, Rodney (R-IL-13) ...............................................$1,000
Donovan, Dan (R-NY-11) .............................................$2,500
Hudson, Richard (R-NC-08) .........................................$2,500 
Jolly, David (R-FL-13) ...................................................$1,000
Kline, John (R-MN-02) .................................................$7,500
LaHood, Darin (R-IL-18 Candidate) .............................$2,500 
Lipinski, Daniel (R-IL-03) .............................................$5,000
Matthews, Kathleen (D-MD-08 Candidate) ..................$5,000
McCarthy, Kevin (R-CA-23) ..........................................$1,000
Meehan, Patrick (R-PA-07) ...........................................$1,000
Pitts, Joe (R-PA-16) .......................................................$1,500
Quigley, Mike (D-IL-05) ...............................................$1,000
Ross, Dennis (R-FL-15) ................................................$1,000
Scalise, Steve (R-LA-01) ...............................................$1,000
Schrader, Kurt (D-OR-05) .............................................$1,000
Stefanik, Elise (R-NY-21) ..............................................$1,000
Upton, Fred (R-MI-06) .................................................$5,000
Walberg, Tim (R-MI-07) ...............................................$1,000

PAC to PAC:
American Society of Association Executives PAC .........$5,000
Blue Dog PAC .............................................................$5,000
Democratic Congressional Campaign Committee ...... ..$15,000
Healthcare Freedom Fund ...........................................$2,500
National Republican Congressional Committee ......... ..$15,000
National Republican Senatorial Committee ............... ..$15,000
New Democrat Coalition .............................................$5,000
Reclaim America PAC ..................................................$5,000
Republican National Committee ................................ ..$15,000
U.S. Chamber of Commerce PAC ................................$5,000

U.S. Senate:
Ayotte, Kelly (R-NH) ....................................................$5,000
Blunt, Roy (R-MO) .......................................................$5,000
Burr, Richard (R-NC) ....................................................$1,000
Grassley, Charles (R-IA) ...............................................$2,500
Heller, Dean (R-NV) ....................................................$5,000
Hoeven, John (R-ND) ..................................................$1,000 
Isakson, Johnny (R-GA) ................................................$1,000
McCain, John (R-AZ) ...................................................$2,500
Murkowski, Lisa (R-AK) ...............................................$5,000
Portman, Rob (R-OH) ..................................................$5,000
Scott, Tim (R-SC) ..........................................................$2,500
Toomey, Pat (R-PA) .......................................................$2,500
Vitter, David (R-LA) ......................................................$1,000

U.S. House of Representatives:
Cole, Tom (R-OK-04) ...................................................$2,500 
Curbelo, Carlos (R-FL-26) ............................................$5,000

Caspian is a world renowned event agency offering in-house training seminars to
reinvigorate your conferences, and ensure your business objectives are met.

Caspian clients include: Vanity Fair, San Diego Zoo, Skoll World Forum, Endeavor
Global, Cheung Kung Institute of Business, London

“This has changed my view of event management, delivering informative, relevant
cases derived from many years in the industry. A great course, which raises the bar

for event management.

- University of Oxford Events Team

Contact us today!
info@acaspianproduction.com
www.acaspianproduction.com

(310) 893-1692
 

Reinvent your meetings!
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Transformative
meetings, events and videos 

for discriminating franchise clients
nationwide

www.harrisgoldman.com
Call us at 619-299-7951 or find us online at

VIDEO PRODUCTION     TURNKEY EVENT SUPERVISION     AWARDS & RECOGNITION     CREATIVE THEME DEVELOPMENT

A/V & TECHNICAL SUPPORT     DESIGN     PRESENTER SUPPORT     ENTERTAINMENT     MEETING PLANNING

“It’s ridiculous how good 
you are at what you do! It’s such 
a pleasure to have the orchestra 

that is your team making the 
folks from our team look good.”

− BIG O TIRES

“Thank you for all you did to 
make our Franchise Summit so 

successful! I look forward to 
starting planning the next one 

as soon as possible!”
− FATBURGER / BUFFALO’S CAFÉ

“Congratulations on 
another flawlessly executed 
convention!! You truly make 
us shine and always ensure 

everything is perfect.”
− GOLDEN CORRAL

“Thanks for your outstanding 
work on the video project! Your 

team has exceeded every one of 
our expectations.”

− MIDAS INTERNATIONAL

http://www.harrisgoldman.com


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

Same Meeting – New Name: 
Join Us For The Franchise 

Action Network Annual 
Meeting, IFA’s Washington, 

D.C. Fly-In

Grassroots advocacy program gives franchise businesses a 
voice as threats to the industry spread.

BY ERICA FARAGE

Thousands of businesses, multiple threats, with one 
great industry. It’s been a year since IFA launched 
the Franchise Action Network — our grassroots 

advocacy program that helps make the voices of the 
franchise industry heard throughout the country, and 
we’ve made great strides! 

Since its launch in July 2014 as a rebranded and 
more focused effort of the Franchise Congress program, 
the Franchise Action Network (FAN) has become the 
industry’s first layer of defense against public policy 
and regulatory threats. In just one year, FAN has grown 
from approximately 1,100 members to more than 7,000 
advocates fighting on behalf of the franchise business 
model — a growth of over 500 percent.

The Franchise Action Network provides an advocacy 
hub to engage franchise stakeholders through recruitment 
videos, testimonials and blogs, franchisee, franchisor 
and supplier toolkits, current media and news, and 
informational and educational pages on local, state and 
federal legislation impacting franchising. The FANmail 

newsletter, which keeps advocates informed and engaged 
about IFA’s advocacy activities, is a cornerstone of the 
program. 

While continuing to promote the benefits of franchising, 
FAN has launched a branding and digital advertising 
campaign educating federal and state lawmakers. This 
campaign brings to the forefront the impact of franchising 
by raising awareness of the positive aspects of the business 
model and showing the faces behind the brands.

As we know, locally owned franchises are America’s 
hidden small businesses. Behind many familiar logos 
and trusted brands are small business owners seeking 
to increase opportunity — not just for themselves — but 
for the entire community. By joining together to form the 
Franchise Action Network, we seek to create jobs and 
strengthen America’s economy. 

But we need to tell that story to Congress — which 
is why you need to attend the Franchise Action Annual 
Meeting (formerly the Public Affairs Conference) in 
Washington, D.C., held this September at the JW Marriott 

IFA’S WASHINGTON, D.C. FLY-IN
SEPTEMBER 29-3O, 2O15  // JW MARRIOTT // WASHINGTON, D.C.

 ANNUAL 
MEETING
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in the nation’s capital. The meeting is an integration of our 
grassroots advocacy program, the Franchise Action Network, 
with our annual fly-in. This meeting gives you the opportunity 
to meet with your representatives in Congress to discuss 
regulations that can affect your business. IFA will set up the 
meetings, as well as prepare and guide you beforehand.

This year’s Franchise Action Network FAN of the Year, CEO 
of FASTSIGNS International Catherine Monson, said: “Not 
everybody understands the franchise model. We need to 
develop relationships with our Representatives and Senators 
because politics is a contact sport, and there are a lot of folks 
with a different agenda than ours, so you need to come to 
Washington to explain and protect your business.”

The Franchise Action Network Annual Meeting is your 
opportunity to: 

• Meet directly with your Member of Congress and share 
your top business concerns. 

• Receive the latest information on the legislative issues — 
Joint Employer, Health Care Employer Mandate (ACA) 
and Tax Reform — that impact your business.

• Network and share best practice tips with fellow IFA 
members.

• Celebrate our franchisees with peers during the 
Franchisee of the Year Awards Dinner. 

• Join delegations of franchisors, franchisees and suppliers 
from your home state.

Whether you are a part of the Franchise Action Network 
yet or not, your attendance at this meeting is vital to ensure 

that the voice of franchising is heard throughout the halls 
of Congress and that your franchises are recognized as 
the true small, entrepreneurial businesses they are. Being 
an active participant in the political process, advocating 
on issues of importance to your business, and maintaining 
working relationships with your members of Congress and 
legislators in the states is critical to the future of our industry.

“Nothing is more impactful than speaking to your 
legislator, sitting across the table from them and telling 
them your personal stories. They really do listen. You really 
do make a difference,” said Matthew Patinkin a multi-unit 
franchisee. 

It’s time for you to step up and join your fellow FANs, 
franchisees, franchisors and suppliers to make that 
difference, to make the voice of franchising heard on 
Capitol Hill. 

Register Now! Visit www.franchise.org/franchise-action-
network-annual-meeting. n

Erica Farage is senior director of political 
affairs and grassroots advocacy for the 
International Franchise Association. Find her at 
fransocial.franchise.org.
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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

REGULATORY CHALLENGES FACE 
FRANCHISE SMALL BUSINESS 
OWNERS
As the NLRB and SEIU attacks to the franchise model continue, 
the Department of Labor allocates more resources to industry-
focused investigations.

BY ELIZABETH TAYLOR

Franchisees and franchisors alike agree the regulatory 
environment is increasingly more burdensome for 
business, especially franchise small businesses. One 

significant challenge franchise small businesses are facing is 
the hostility of the Obama Administration’s National Labor 
Relations Board (NLRB) and the Department of Labor’s 
Wage and Hour Division toward the franchise business 
model. Both government agencies have increasingly and 
disproportionately investigated and imposed regulatory 
burdens on franchise small businesses, in part due to the 
attacks by big labor unions like the Service Employees 
International Union (SEIU), which are trying to boost their 
membership.  

While the NLRB is threatening franchise small businesses 
by attempting to expand the definition of “joint employer,” 
the Administrator of the Department of Labor’s Wage and 
Hour Division, David Weil, has targeted franchise business 
as “high risk” and is directing more investigators to focus 
on these small businesses. Both the expansion of the joint 
employer definition and the increase in investigations will 
undermine franchise business owners’ ability to sustain their 
businesses, which create jobs and opportunities.

As evidence of this effort, Weil recently released the Wage 
and Hour Division’s Fiscal Year 2016 Budget Justification in 
which he outlines his plans for the agency. In the report, Weil 
requests a dramatic increase in funding for franchise-focused 
investigations, including an additional $49.6 million in funding 
over its 2015 budget (a 22 percent increase) and an additional 
300 full-time enforcement staff. This budget request is on 
top of the division’s current budget, which has increased 
by 30 percent during this Administration. The number of 
investigators employed by the Division also has increased 
significantly during this Administration — from 752 in 2005 to 
a high of 1332 in 2015 (a 177 percent increase).

In the budget justification, Weil states these 300 additional 
enforcement staff will conduct “directed investigations” 

of “industries,” as opposed to merely investigating reported 
violations. Weil says these directed investigations will address 
“systemic compliance problems” created by the alleged 
“fissured workplace” in franchising.  In other words, Weil intends 
to investigate franchise small businesses merely because of the 
business model, rather than in response to filed complaints on 
a case-by-case basis. In fact, addressing the alleged “fissured 
workplace” is the Division’s number one enforcement initiative 
in 2015.  

According to Weil, a “fissured workplace” is one in which 
employees are artificially separated from their true employer. He 
details this theory in his book entitled, The Fissured Workplace, 
Why Work Became So Bad for So Many, which he wrote prior 
to his appointment as head of the Wage and Hour Division. His 
book argues franchise businesses are fissured and hurt workers 
by obscuring or eliminating the link between the worker and 
the business, which results in more labor violations and the 
exploitation of workers. Weil asserts the employees of the small 
franchise business owner are not really his or her employees, 
but instead are the employees of the corporate franchisor.  
His misguided theory is the basis for the division’s directed 
investigations and the redefinition of joint employer and his 
book is heavily cited by the General Counsel of the NLRB.

It is clear the leadership of both the NLRB and the Wage 
and Hour Division are engaged in a concerted effort to increase 
discriminatory investigations and regulations of franchise 
small businesses. Both franchisees and franchisors alike need 
to understand the threat and work to combat these attacks 
by engaging with their federal representatives in Congress to 
convey their concerns and educate lawmakers on the benefits 
of franchising. n

Elizabeth Taylor is vice president of federal 
government relations, public policy and counsel. 
Find her at fransocial.franchise.org.
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SUPPLIER FORUM

As a leader in HR outsourcing, systems and 
solutions, and a long-time supporter of the 
franchise industry, ADP is a veteran when it 

comes to helping franchises stay in compliance. 
From vicarious liability to the Affordable Care Act 
(ACA), ADP has the unique expertise to help the 
franchise community navigate through ever-
changing regulations. 

Of the most recent regulatory news, one of 
the most impactful to the franchise community is the Department 
of Labor’s (DOL) proposed changes to the overtime exemptions 
under the Fair Labor Standards Act (FLSA). The proposal would make 
substantial increases to the minimum salary requirement for white 
collar exemptions. For franchises, this could mean that owners may 
need to re-classify employees and increase employee compensation to 
meet salary and overtime requirements.

BACKGROUND:
The FLSA requires covered employers to pay “non-exempt” 

employees at least the minimum wage for each hour worked as well as 
overtime pay for all hours worked in excess of 40 in a workweek. While 
most employees are non-exempt, the FLSA includes exemptions for 
certain administrative, professional, executive, highly compensated, 
outside sales, and computer professional employees. These employees 
are known as “exempt” employees.

To be considered exempt, these employees must generally satisfy 
three tests:

1. Salary-level test (currently, $455 per week for the executive, 
administrative, professional employee exemptions*)

2. Salary-basis test (receive their full salary in any week they 
perform work, regardless of the quality or quantity of the 
work)

3. Duties test (the employee’s primary duty must meet certain 
criteria)

There is also an exemption for “highly compensated” employees 
who are paid a total annual compensation of at least $100,000. These 
employees are exempt from the FLSA’s overtime requirements if they 
customarily and regularly perform at least one of the exempt duties 
or responsibilities of an executive, administrative, or professional 
employee.

* Note: The computer employee exemption has its own salary-level 
test. The outside sales employee exemption has no salary-level test. 

PROPOSED REGULATIONS: NEW SALARY LEVEL TEST
Under the proposed rules, the salary threshold for the executive, 

administrative, and professional employee exemptions would be set 
at the 40th percentile for full-time, salaried employees using data 
published by the Bureau of Labor Statistics (BLS). In 2016, the DOL 
projects this amount to be about $970 per week (or $50,440 per year).

The salary threshold for highly compensated employees would also 
increase. The current threshold is $100,000 per year. The proposed 
rules would raise the salary threshold for highly compensated 
employees to the 90th percentile, which was $122,148 in 2013. This 
amount would increase by the time a final rule is published.

Automatic Updates
The proposed rules would establish automatic annual increases to 

the two salary thresholds. The DOL is seeking comments on whether 
to tie the automatic increases to inflation or to make adjustments 
that would keep the salary requirements fixed at the 40th and 90th 
percentiles.

Regardless of the method used, the DOL proposed publishing 
the revised salary and compensation levels annually, at least 60 days 
before the updated rates would become effective.

NO PROPOSED CHANGES TO DUTIES TESTS:
The DOL did not propose any specific changes to the duties tests. 

However, the Department is seeking public comments on whether the 
duties tests are working as intended. It is possible that the comments 
may result in changes to the duties test, which may then become part 
of the final rules.

Here are some questions the DOL raised:
• What, if any, changes should be made to the duties tests?
• Should exempt employees be required to spend a minimum 

amount of time performing their primary duties? If so, what 
should that minimum be?

• Does the single duties test for each exemption category 
appropriately distinguish between exempt and non-exempt 
employees?

In addition to seeking comments on the duties tests, the DOL is 
also considering whether to add examples of additional occupations to 
provide guidance on how the exemptions apply to specific jobs.

TIMELINE:
The public will have until September 4, 2015 to comment on the 

proposal. Once the comment period ends, the DOL will review the 
feedback and consider whether changes to the proposal should be 
made, a process that usually takes months. If the DOL then moves 
forward with a final rule, it is likely to be published in 2016 (at the 
earliest). After the DOL issues the final rules, franchise owners will likely 
have some lead time before the rules take effect.

COMPLIANCE RECOMMENDATIONS:
Franchise owners should evaluate the potential impact on their 

business before the proposed rules become final. The DOL estimates 
that as many as 4.6 million workers could become newly eligible for 
overtime. Consider these action steps:

• Take this opportunity to review all exempt classifications to 
ensure that employees still qualify under the existing duties 
tests.

• If the rules become final and your exempt employees fall 
below the new salary threshold, you have two options: 
(1) re-classify the employees as non-exempt and pay 
them overtime whenever they work more than 40 hours 
in a workweek; or (2) raise their salary to meet the new 
requirement. Budget for salary increases and/or increased 
overtime costs.

• In response to the new proposed rules, it is possible that some 
states will update their salary threshold as well. If this is the 
case, covered franchise owners must comply with the higher 
minimum salary requirement.

CONCLUSIONS:
Franchises need to focus on how they schedule their employees 

and track their hours to help ensure they are meeting federal and 
state pay requirements. Using an automated system that can help 
with employee scheduling, wage, hour and paid time off tracking, and 
payroll preparation can vastly simplify tracking and provide greater 
transparency in your workplace. 

ADP’s suite of time and attendance and POS integration solutions 
can help give franchises the flexibility, accuracy and simplicity that 
they need to effectively manage their workforce. For more information 
about ADP’s time and attendance solutions or to learn more about 
POS integration with ADP’s payroll platforms, call 866-762-8245 or visit 
ADP.com/Franchise. n

IFA SUPPLIER FORUM SPOTLIGHT

ADVERTISEMENT

New Overtime Rules 
Proposed: What You 
Need to Know Now
By Michael Pires, ADP®



AN INCREASINGLY LOCAL 
FIGHT FOR $15

The “Fight for $15” minimum wage campaign is not just a push 
for higher wages, but a movement to advance unionization.

BY JEFF HANSCOM

What do Seattle, Los Angeles, San Francisco, Kansas 
City, St. Louis and Portland all have in common? If 
you answered implementing or considering new $15 

per hour minimum wage rules, you are correct. 
Over the last year, the number of cities, municipalities and 

localities examining, and in most instances, passing increases 
to their minimum wage rules has grown exponentially. Some, 
such as Los Angeles, are passing ordinances treating big and 
small businesses differently in terms of timetables to get to $15, 
but do not overtly discriminate against franchise businesses. 
Others, including Seattle, Kansas City and Portland, have either 
passed, or are contemplating ordinances or voter referendums 
that increase the rate to $15 an hour in a method which does 
overtly discriminate against franchise businesses. 

A bit of background may help frame the discussion. There 
are three distinct camps in which the various local ordinances 
have come down. First, there are cities raising the wage for 
all hourly employees at the same time, i.e., every business has 
until 2020 to increase to $15 per hour. Next, there are cities 
raising the wage to $15, but on different timetables based 
on the size of the business, i.e. businesses with less than 250 
employees have five years to get to $15, while businesses with 
250-plus workers have three years to reach that amount. Third, 
and most concerning to the franchise model, there are cities 
such as Seattle, Kansas City and Portland, which have raised 
or are considering raising the hourly rate to $15 on different 
timetables for different businesses. 

But, these cities go one step further in the definition of big 
versus small business and include local franchise establishments 
in the former definition, based solely on their affiliation with 
a national brand. In essence, this creates an unlevel playing 
field by forcing a franchise sandwich store with 10 employees 
to pay $15 an hour to its employees on a different schedule 
than the sandwich shop next door selling the same products, 
but which is not affiliated with a national brand, thus giving the 
non-franchise sandwich shop an unfair advantage.

S TAT E  A DV O C A C Y  –  A DVA N C I N G  F R A N C H I S I N G

Here is a brief summary for some major cities and what 
each has passed or is contemplating:

• Los Angeles: The ordinance stipulates an increase 
in the minimum wage to $15 per hour by 2020 
for businesses with more than 25 employees, 
and businesses with less than 25 employees have 
until 2021 to implement the wage hike. To date, 
the City Council has rebuffed union-led efforts to 
implement an exemption for businesses that agree 
to collectively bargain with employees, which was 
a clear attempt to encourage the unionization of 
small businesses. 

• Seattle: In 2014, the city passed an increase in its 
minimum wage to $15 which overtly discriminates 
against franchise businesses as described above. 
The International Franchise Association is in the 
midst of suing the city and is currently awaiting a 
resolution from the Ninth Circuit Court of Appeals. 

• Portland, Maine: Later this year, it is expected that a 
referendum will be included on the city’s November 
ballot. The language is expected to mirror that of 
Seattle and include discriminatory provisions for 
franchise businesses.

• Kansas City, Mo: As this issue went to press, Mayor 
Sly James and the City Council were considering 
language mirroring Seattle’s hike.

The battle is not just limited to cities, but is also 
raging in state houses across the country. In fact, every 
state legislature at least considered a bill increasing the 
minimum wage this session. In some states, bills became 
law, while in others such as New York, increases were not 
passed, though it should be noted the State Assembly did 
legislatively pass a minimum wage increase less than a year 
ago. 
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However, New York is unique as Gov. Cuomo (D-N.Y.) has 
the ability to circumvent the legislature and convene a “wage 
board” to examine wages within a particular business sector. In 
June, he did just that, empanelling a wage board to examine 
wages in the quick service restaurant industry. 

Somewhat surprisingly, or not depending on your opinion 
of New York politics, the board convened to examine wages 
in the quick service industry does not actually include a 
representative from that industry, but is instead composed of 
the mayor of Buffalo, a Service Employees International Union 
representative and an online retail CEO. 

In response to his calling of the board, the IFA cautioned 
Gov. Cuomo against this discriminatory approach to raising 
wages and submitted official testimony to the panel. The IFA 
noted that 8,252 units across 224 different brands would fall 
under the restaurant and food sector, subjecting them to this 
unfair, discriminatory wage increase.

Even more alarming, in a recent survey of fast-food 
restaurant owners, 43 percent noted it was at least somewhat 
likely they would close their restaurant in response to a $15 
minimum wage. As part of a broader industry effort to combat 
this assault on the quick-service food industry in New York, the 
IFA partnered with the National Restaurant Association and the 
New York State Restaurant Association to form the Coalition to 
Save NY Restaurants.

What has become clear during the last 18 months is the 
Fight for $15 movement is not slowing down and will leave 
no city hall, governor’s mansion or state house unturned in its 
quest to increase the minimum wage. What has also become 
clear is the Fight for $15 is not only a fight for a minimum wage 
increase, but is in essence, a fight for unionization. One only 
has to look no further than the proposal labor is pushing in Los 
Angeles and numerous other cities. 

The IFA will continue to push back against minimum wage 
increases which discriminate against franchise businesses and 
ones that purport to help workers, but in reality promote some 
businesses at the expense of others. Franchising is not looking 
for special treatment, just the same treatment. n

Jeff Hanscom is director, state government 
relations and public policy for the International 
Franchise Association. Find him at fransocial.
franchise.org.
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IFE OFFERS TRAINING, 
OPPORTUNITIES FOR GLOBAL 
FRANCHISES

More than 20,000 franchise owners, franchisees, 
suppliers and people exploring opportunities in 
franchising assembled in New York City June 18-20 for 

the International Franchise Expo. The event — which featured 
more than 200 exhibitors with participants from 80-plus 
countries — offered courses on global expansion, how to 
navigate various international markets and other topics, as well 
as numerous opportunities to speak face-to-face with decision-
makers at franchise companies. From beef jerky, frozen yogurt 
and professional services to legal advice, the Expo offered the 
chance for potential franchisees to figure out where to put their 
money. 

“It’s a great time to consider investing in a franchise,” said 
Melanie Bergeron, IFA chair, and chairwoman of TWO MEN 
AND A TRUCK International. “This Expo is about uniting 
qualified prospective franchise owners with growing brands, 
and as you’ve heard, franchising is a powerhouse industry.”

E V E N T S

Prospective franchisees 
in search of the next great 

concept find extensive 
options in New York City. 

BY ANDREW PARKER

Attendees to IFA’s International Franchise Expo gather 
at the Javits Center in New York during the opening 
ceremonies.
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IFA held a press conference during the first day of 
the Expo in tandem with the release of the first National 
Franchise Report: Two Year Review from employment 
specialist ADP. According to Ahu Yildirmaz, vice president 
and head of ADP’s Research Institute, the growth of 
franchise businesses in the United States has outpaced 
total employment over the past two years. In addition, 
expansion for small businesses with 1-49 employees was 
higher than medium and large-scale businesses over the 
same time period.

The association also launched a new issue advocacy 
campaign designed to share the story of the franchise 
business model from the perspective of franchisees 
involved with the Franchise Action Network (FAN), which 
now stands at more than 7,000 participants. Education, 
advertising and grassroots advocacy events are all part 
of the new campaign. FAN member and TWO MEN AND 
A TRUCK franchisee Pedro Gallegos stressed that he 
wants to make it clear he runs his business as a franchisee 
responsible for day-to-day operations. “I know my books 
better than any unelected bureaucrat and it is good for me 
and the economy to keep it that way,” he said. n

Andrew Parker is senior publishing manager 
for IFA in charge of Franchising World. Find 
him at fransocial.franchise.org

IFA Chair Melanie Bergeron, chairwoman of TWO MEN AND A TRUCK International, officially opens the International 
Franchise Expo on June 18 as Greg Carafello, multi-unit Cartridge World franchisee, looks on.

Alicia Sorber Gallegos speaks about franchise ownership 
during a press conference at IFE along with her husband, 
Pedro Gallegos. 

Ahu Yildirmaz, vice president and head of ADP’s Research 
Institute, noted that franchise businesses added 14,700 jobs 
during May 2015.
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E V E N T S

From left to right, Arthur Pressman, Michael Lotito with Littler’s Workplace Policy Institute, Norman Leon with DLA 
Piper and Aziz Hashim with NRD Capital (and vice-chair of IFA’s Board of Directors) during the keynote presentation at 

the 2015 Legal Symposium.

Amy Cheng, partner with Cheng Cohen and 2015 program chair for 
the Legal Symposium, gives the keynote presentation on labor and 

employment law colliding with franchise law.

Arthur Pressman, partner at Nixon 
Peabody, moderates a discussion 

during the opening session.
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JOINT EMPLOYER, FRANCHISE RELATIONS KEY 
ISSUES AT 2015 LEGAL SYMPOSIUM
More than 500 people attended 48th 
Annual Legal Symposium in Chicago.
BY JEFF HANSCOM

More than 500 people, including franchise sector lawyers 
and those interested in the latest developments in 
franchise law, attended the International Franchise 

Association’s 48th Annual Legal Symposium May 3-5. The 
symposium focused on issues across the spectrum, with a heavy 
concentration on the National Labor Relations Board’s ongoing 
joint-employer definition attack on the industry. 

TWO MEN AND A TRUCK CEO Melanie Bergeron, CFE, who 
is also IFA chairman, and Amy Cheng, partner at Cheng Cohen 
and 2015 Legal Symposium Chair, opened the plenary session on 
May 4. This was followed by an engaging and informative panel 
discussion on the collision of labor and employment law with 
franchise law and where the industry is headed. 

Breakout sessions featured at this year’s symposium covered 
over 20 topics benefiting both lawyers and franchise executives. 
Topics discussed included panels addressing data security, crisis 
management, franchise renewals and financial performance 
representations. There also was a panel featuring state examiners 
that provided insight and guidance on the registration process. 

This year’s Legal Symposium offered many networking 
opportunities including a new concept for the opening reception 
with an authentic Chicago deep dish pizza party which was 
popular among attendees.

The final General Session included an address from IFA 
President & CEO Steve Caldeira, discussing how IFA is responding 
to the legislative and regulatory threats facing the industry. 
Following Caldeira, Robert Salkowski and Trishanda Treadwell 
presented the Judicial Update, which is always a highly attended 
session at the Legal Symposium.

Mark your calendars for the 2016 IFA Legal Symposium from 
May 15-17, which will return to Washington, D.C. at the JW Marriott 
hotel. n

Jeff Hanscom is director, state government relations 
and public policy for the International Franchise 
Association. Find him at fransocial.franchise.org.

(Top) Melanie Bergeron, CFE, chairman of the board of TWO 
MEN AND A TRUCK International, welcomes
attendees to the Legal Symposium on May 4.

(Bottom) IFA President & CEO Steve Caldeira addresses 
Legal Symposium attendees during a May 5 general session.

Legal Symposium
May 3-5, 2015   Chicago Marriott Downtown Magnificent Mile   Chicago, IL

48th Annual IFA

FRANCHISING WORLD AUGUST 2015    19    



Visit ALHI.com and contact your local ALHI Sales Professional  
or call our luxury group desk at 866-303-2544.

Global sales expertise that links you to a world of possibilities.

For nearly 30 years Associated Luxury Hotels International (ALHI) has been providing 
meeting professionals with Global Sales services for our distinctive worldwide portfolio of 
over 170 Four- and Five-Diamond/Star hotels and resorts. ALHI’s Global Sales team can 

and will help you find unique solutions to best meet your program objectives and budgets. 

A world of possibilities...

in America and around the globe.
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Arizona Grand Resort & Spa
Fairmont Scottsdale Princess
Loews Ventana Canyon  
Omni Scottsdale Resort & Spa
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Hotel Irvine Jamboree Center
Hotel Nikko San Francisco
InterContinental Mark Hopkins
InterContinental San Francisco
Island Hotel Newport Beach
Loews Coronado Bay
Loews Hollywood Hotel
Loews Regency San Francisco
Loews Santa Monica  
  Beach Hotel
Miramonte Resort & Spa
Ojai Valley Inn & Spa
Pasea Hotel & Spa
Pebble Beach Resorts
Rancho Bernardo Inn  
Resort at Squaw Creek
Surf & Sand Resort
Terranea Resort
The Langham Huntington
The Meritage Resort and Spa
The Resort at Pelican Hill

COLORADO 
Gateway Canyons Resort & Spa  
The Broadmoor
The Inverness Hotel and  
  Conference Center
The Sebastian Vail

CONNECTICUT
Foxwoods Resort Casino
Mohegan Sun

FLORIDA
Fontainebleau
InterContinental Miami
Loews Don CeSar Hotel
Loews Miami Beach Hotel
Loews Portofino Bay Hotel
  at Universal Orlando®

Loews Royal Pacific
  at Universal Orlando®

Loews Sapphire Falls Resort
  at Universal Orlando®
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Ocean Reef Club 
One Ocean Resort & Spa

MICHIGAN
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MGM Grand Detroit 

MINNESOTA
Loews Minneapolis Hotel 

MISSISSIPPI
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Hotel Sorella Country Club Plaza 
The Chase Park Plaza 

NEVADA
ARIA 
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Delano Las Vegas
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Mandarin Oriental, Las Vegas
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The Mirage
The Signature at MGM Grand
Vdara Hotel & Spa

NEW YORK 
Langham Place, Fifth Avenue 
Loews Regency Hotel 
The New York Palace

NORTH CAROLINA
Pinehurst 
The Carolina Inn

OREGON
Sunriver Resort

PENNSYLVANIA 
Loews Philadelphia Hotel

PUERTO RICO
Condado Vanderbilt Hotel 
Gran Meliá Golf Resort

SOUTH CAROLINA 
Belmond Charleston Place Hotel
Montage Palmetto Bluff
Sonesta Resort Hilton Head Island 

TENNESSEE 
Loews Vanderbilt Hotel
The Peabody Hotel

BERMUDA*
Elbow Beach Resort
Fairmont Hamilton Princess
Fairmont Southampton
Newstead Belmont Hills 
 Golf Resort & Spa
Rosewood Tucker’s Point 
The Reefs Resort & Club

CANADA
Loews Hotel Vogue Montréal
Pan Pacific Vancouver

CURAÇAO
Santa Barbara Beach & Golf Resort 

DOMINICAN  REPUBLIC
Paradisus Palma Real Resort
Paradisus Punta Cana Resort 

GRENADA
Sandals LaSource Grenada Resort & Spa

JAMAICA
Fiesta Americana Puerto Vallarta
Half Moon
Sandals Ochi Beach Resort 
Sandals Royal Plantation
Sandals Whitehouse 
 European Village & Spa 

MEXICO
Grand Fiesta Americana  
 Coral Beach Cancun
Grand Fiesta Americana Los Cabos
LIVE Aqua
Paradisus Playa del Carmen La Esmeralda 
Paradisus Playa del Carmen La Perla

PANAMA
Weston Playa Bonita* 

ST. LUCIA
Sandals Grand St. Lucian

TURKS & CAICOS
Beaches Turks & Caicos Resort  
 Villages & Spa

*ALHI Global Luxury Alliance Members
Atlantis, Paradise Island
Bermuda Tourism Authority
Delta Air Lines
Global DMC Partners
Norwegian Cruise Lines
Oceania Cruises 
Regent Seven Seas

TEXAS 
At&T Executive Education  
  and Conference Center
Hotel Sorella CITYCENTRE
Hotel Valencia Riverwalk
InterContinental Dallas
La Cantera Hill Country Resort
Omni Dallas Hotel
Royal Sonesta Houston 
The Adolphus
The Houstonian Hotel, Club & Spa

UTAH
Little America Hotel
Montage Deer Valley 
The Grand America Hotel

VERMONT
Stowe Mountain Lodge 

VIRGINIA
Colonial Williamsburg Hotels  
Lansdowne Resort
Salamander Resort & Spa 

WASHINGTON
Motif Seattle
Pan Pacific Hotel Seattle

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

WEST VIRGINIA
The Greenbrier 

WISCONSIN
The American Club Resort

DESTINATIONS OUTSIDE 
THE USA

ANTIGUA
Sandals Grand Antigua  
  Resort & Spa 

BAHAMAS
Atlantis Paradise Island*
Sandals Emerald Bay
Sandals Royal Bahamian

BARBADOS
Sandals Barbados 

FLORIDA  (con’t) 
PGA National Resort & Spa
Ponte Vedra Inn & Club 
Ponte Vedra Lodge & Club
Rosen Shingle Creek
Saddlebrook Resort
Sonesta Fort Lauderdale Beach
Streamsong Resort
The Biltmore
The Breakers
The Naples Beach Hotel & 
  Golf Club
Trump National Doral Miami
Villas of Grand Cypress

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

HAWAII
Mauna Lani Bay Hotel &  
  Bungalows
The MODERN Honolulu
Turtle Bay Resort 

IDAHO
Sun Valley Resort
The Coeur d’Alene

ILLINOIS
Fairmont Chicago,  
  Millennium Park  
InterContinental Chicago
Loews Chicago Hotel
Loews Chicago O’Hare Hotel
The Langham Chicago 
The Peninsula Chicago

LOUISIANA
Hotel Monteleone  
Loews New Orleans Hotel
Royal Sonesta New Orleans

MARYLAND
Loews Annapolis Hotel  
Royal Sonesta Harbor Court  
  Baltimore 

MASSACHUSETTS
InterContinental Boston  
Loews Boston Hotel 
Ocean Edge Resort & Golf Club
Royal Sonesta Boston
Seaport Hotel & World  
   Trade Center
The Langham Boston
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F E A T U R E S

EVENTS ARE ALL BLOSSOMING today with every company, 
brand, association, and media property vying for eyeballs, 
customers and clients. It’s a crowded and competitive 
marketplace. Other channels of distribution are also proliferating 
and encroaching on the historical core of the event value 
proposition: content, commerce and community. The increase 
in mobile and digital has contributed to a decrease in attention 
spans, and more demand for on-demand.    

There are key factors driving the success of the best-in-class 
events today in spite of these developments. Most of them do 
not reflect the bells and whistles associated with technology 
and social platforms. It’s time to refocus on human elements in 
planning and execution and people at the core. 

THE “WHERE WERE YOU WHEN IT HAPPENED?” 
FACTOR

One key to designing and executing an effective live event 
starts with the end in mind.  What will “they” — the attendees— 
say, do, think and feel differently at the end of an event as 
opposed to when they entered? Results-oriented design is 
critical and reveals the true power of “live.” Think about what 
people watch live every year. Perhaps they attend a concert, 
gather friends and family for the Super Bowl, and cheer during 
a child’s soccer games. Then consider what makes those 
experiences ones that could not have the same power if they 
were watched later during a delay. It’s the “I was there when it 
happened” factor. Always start here.  

Also, the pursuit of extending the impact of the event 
beyond the few days is a hot topic. Event organizers can take 
control themselves by tapping into the collective wisdom of 
their attendees for future content that they can disseminate. 
Don’t leave this to attendees. It also creates an important 
differentiator between the live experience and a virtual 

Making the Most of Your 
Meeting or Convention: 
Back to the “Real” Basics
Getting the most out of a live event is exhilarating, and the result 
has the power to change lives. Take a fresh look at how the 
traditional model needs updating.

BY HELENA LEHMAN

(Continued on page 24)

one. A person can harness these insights as a “listener” and 
assign staff to remove the headset or radio and mingle with 
attendees. Walking around an event as a first-timer, without the 
preconceived notions of how and where things are supposed to 
happen reveals new ideas and insights.

TED-“ITIS” AND TECHNIQUES TO UNCOVER THE 
UNIQUE SELLING PROPOSITION

Every great event has a unique selling proposition, a vibe that 
represents the core of the effort. Verbalizing and visualizing this 
feeling is the sole competitive advantage of any great meeting. 
The best in the business know how to bottle the USP and build 
on it. Great events borrow and scale best practices all the time, 
but are not trying to be something they are not.

TED (technology, entertainment and design platform), for 
example, is about rehearsal and control, and innovative ideas. 
It’s deliberate, sophisticated and streamlined. This plays out 
through the registration process, main stages, common areas 
and entertainment. But that is what TED does, uniquely. Don’t 
try to out-TED, TED. (Author seems to be referencing the TED 
(technology, entertainment and design platform/movement but 
it’s not clear. While popular in some circles, I don’t think TED’s 
quite reached household word status, hence the descriptor — 
but you might want to confirm with author.)

The annual South by Southwest event is successful not just 
due to its scope, but because it has stayed true to its music 
festival roots, even in exponential growth. It has not lost sight 
of its USP. The event layers content, film, music, a trade show, 
activations, displays, and more, letting attendees discover new 
ideas for themselves.  Attendees revel in the chaos and crowds. 
SXSW has long lines, people sit on the floor in sessions, and 
the conference pass doesn’t include a single meal. It also has 
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terrific brainstorming resource to use to re-imagine a live event 
and worth a quick search. Much of the other writings on this 
topic over-complicate the effort.

Finally, the budget. Just one note, budgets always reflect 
history, which creates an unintentional bias and crutch for 
decisions around events. Building budgets after creating a 
strategic framework allows event organizers to invest in what 
matters and stay true to their purpose. A great exercise to use is 
figuring out how to do something for less. Creativity, after all, is 
free. Getting the most out of a live event is exhilarating, and the 
result has the power to change lives. It’s time for everyone to 
take a fresh look at how the traditional model needs updating. 
The great paradox is that the simpler the design is, the bigger 
impact the event will have. n

Helena A. Lehman is senior vice president of client 
services for Leading Authorities Inc. Find her at 
fransocial.franchise.org. 

minimal production and audio-visual presentation. Is that right 
for every meeting?  No. But it’s core of the SXSW brand.

At Davos, the esteemed yearly gathering in Switzerland, 
it’s all about who’s there and where they are. A January 22 
Harvard Business Review article by Greg McKeown titled “99 
percent of Networking is a Waste of Time” features an interview 
with Rick Stromback, a venture capitalist known as “Mr. 
Davos.” Stromback shares this insight, “99 percent of Davos 
is information or experience you can get elsewhere, on your 
own timeframe and in a more comfortable manner.” McKeown 
also shares Stromback’s views on effective networking (hint, it’s 
authentic and informal), how it is okay to take a break every day 
and recharge, so that one can be there when it matters. In other 
words, it’s the people and not the things.

Great events also need a strategy for the “meeting outside 
the meeting.” Business happens and relationships are often 
built not in the formal sessions or functions, but rather in the 
lobby, in a hallway or often in a bar. Attendees often gather in an 
authentic way elsewhere and ironically, this creates more value 
for them than many of the tightly scripted big budget sessions 
to which event planners dedicate so much time.  Organizations 
are quick to fret that these non-official events detract from 
the main meeting, taking away revenue and control. Curiosity 
rather than resistance goes a long way in understanding this 
dynamic and leveraging it for the benefit of the event host.

Another strategy is to address a liability that may reveal a 
USP. The legendary Avis slogan “We Try Harder” that ran for 
50 years did just this. The history of the campaign was outlined 
in AdAge by Rupal Parekh in August 2012. The research DDB 
Worldwide did with company management revealed this brand 
promise as a way to govern behavior, as well as to position Avis 
vis-à-vis its main competitor.  Event organizers could consider 
statements that guarantee a vision such as “We are low tech” or 
“You won’t find big name speakers here.”  This type of counter-
intuitive thinking can yield innovative results.

THE “TABLES AND SPREADSHEETS” TRAP
Best-in-class events create a vision for success that engages 

all stakeholders; a picture in the mind that is relevant and 
relatable. Simple techniques using an online application such 
as Pinterest, or a traditional flip-chart to build a mood board 
can all galvanize a team to a shared picture. Likewise, it is 
worth considering diagrams that are not traditionally used in 
the event space to generate ideas such as Venn diagrams, X-Y 
axes, 2x2 matrices and others. A metaphor of a puzzle can be 
effective. Successful events start with the picture on the top 
of the box, and then pull together the pieces inside to create 
the image. Unfortunately, spreadsheets and tables force a 
chronological and siloed process that is inputs driven and not 
outcome focused.

“Storytelling” is a big buzz word these days in the event 
space. It’s another framework to use for meetings. Think about 
who the protagonist would be, or how does the event build 
tension and then reveal a solution. The writer, Kurt Vonnegut, 
put forth a series of visualizations in his master’s thesis that 
captured the essence of the most common story arcs. It is a 

(Continued from page 22)

STRATEGIC MEETING SOLUTIONS

Meetings 
made 

Meaningful 

www.StrategicMeetingsSolutions.com 
214.459.8957 
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concessions are available in the form of hotel-hosted receptions 
or additional beverage breaks. The proximity of a holiday also 
factors in when the hotel is looking at the business.

When comparing hotels or resorts, don’t let the sleeping 
room rates drive your decision. The ancillary expenses are 
also a financial factor. Resort fees, service fees, airport 
transportation and even parking will add to daily costs for you 
and your attendees.

Convenient airport access is another benefit to consider in 
choosing a destination. It impacts the budget as well as the 
attendees’ expenses. Airfares can vary substantially in different 
markets and are usually substantially lower when you fly into, 
or near, a hub. This can make for more direct connections and 
more favorable options for flight times.  

The largest line item on a convention budget is food and 
beverage. Smaller meetings require less of this, and audio 
visual equipment and labor may dominate. The type of event 
drives the majority line item. Start with the larger number and 
build around it with the amount of revenue you are planning to 
spend to support the entire event.

After over 20 years in the event planning business, I can 
offer this budgeting advice: know the maximum amount you 
are willing to invest in an event before you begin building 
the budget. Putting together a dream document is in no way 
related to the actual event. Sure, you may want ‘celebrity’ 
entertainment, but if that is not the most prudent (even possible) 
investment, move on and add quality to other avenues of your 
event.

F E A T U R E S

HAVING A RAZOR SHARP focus about the intention of your 
event is the ideal starting point for developing a budget. That 
purpose will drive how you build the budget while keeping the 
goal in mind. It will also determine how you spend within that 
budget to achieve maximum results.

Strategically determining the event location will serve you 
and your attendees well. There are many factors involved in 
this decision. For your convention, the geographical area of 
concentration of your franchisees is key. If the large majority of 
your locations are on the East Coast, doing a California event 
will not be economical for you or your attendees. If your brand 
base is large, rotating the convention to different locales is 
something your attendees will come to look forward to.

The time of year your event is scheduled will make a huge 
monetary difference. If possible, try to take advantage of 
seasonal prices in the hospitality industry. High traffic and off 
season dates make the price of a single sleeping room vary 
by hundreds of dollars. Warm weather sites are prime in the 
winter when northern attendees are grateful to get out of the 
cold. However, there are some great deals to be had if you 
can be flexible. (Convention staff probably knows highlighted 
jargon.)

The pattern of your event can also dramatically change 
the bottom line. The difference between a Sunday through 
Wednesday program and a Wednesday through Sunday 
one can make a real difference with hotels and resorts. The 
sleeping room rate is just one of the savings. Many times 

Budgeting for a Successful 
Annual Event – It’s All in the 

Details
Be sure you know the maximum amount you’re willing to invest in 

your event before building the budget. 
BY THELMA RAMEY

(Continued on page 26)
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to avoid additional overtime fees. 
Rigging is many times sold in four hour 
minimum blocks, so scheduling all of 
your rigging needs during one time 
frame will avoid purchasing multiple 
time blocks. The same applies to audio 
visual technical support. Technical 
rehearsals that are timed during the 
day, on a weekday will prevent paying 
for support at higher rates.

Staying on budget is something that 
my business partner, Rose Shiflett, and I 
deal with every day. Working alongside 
our franchisor clients, we track every 
possible expenditure. A helpful tool 
is a budget that includes a column 
for “expense committed” as well as a 
variance column. This allows for seeing 
the committed amount beside each 
line item and is a real-time document. 
Tracking in this way not only helps avoid 
over-budget line items, but also allows 
for reallocating funds if the expense is 
lower than the budgeted amount.

SOME FINAL ADVICE … 
NEGOTIATE AND CUSTOMIZE. 

Do not hesitate to negotiate with 
hotels, convention centers and venues. 

Anticipating unforeseen expenses is one 
area where the advice of an experienced 
planner can be extremely beneficial. This 
can come in the form of either an internal 
staff member or an outsourced professional 
meeting management firm. There are some 
expenses that an experienced planner 
will automatically factor in that others may 
not even be aware of, and that unknown, 
unplanned for amount can add up quickly. 
A few examples: 

• Some hotels now add a ‘marketing’ 
fee for every sign you put outside of 
your meeting room space; 

• Food and beverage on the budget 
needs to include the servers, carvers 
and bartenders because that will be 
charged; 

• Factor in the “plus, plus” where 
it applies (++ = plus tax, plus 
gratuity);  

• Power for any segment of your 
event is not a given, but sometimes 
revealed only when the master bill is 
received.

Be cognizant  of labor cost and times. 
Make every effort to schedule straight time 

It could materialize as a cost reduction 
or an additional benefit in another 
area that would have had an expense 
attached. 

Customizing meals has become 
a norm, so take advantage of it. Be 
flexible enough to allow the chef to 
choose fresh ingredients to be more 
cost effective. This also provides 
your attendees a taste of the local 
culture, and that is an added value to 
their overall event experience with no 
burden on your budget. n 

Thelma Ramey (shown 
here) and Rose Shiflett 
own Plan Ahead Events 
– Tampa Bay. Thelma 
has been a member of 
the Women’s Franchise 

Committee since 2010. She co-founded 
the Women’s Franchise Network in 
Tampa and has served on the Leadership 
Conference Task force for the past three 
years. Find her at fransocial.franchise.org

Navigating 
the Hotel/Site 
Selection/RFP 

Process
You expect better fares, reporting, savings and customer service, all using the latest technologies to save 
you time, money and trouble. At UNIGLOBE Travel Partners, we make accessing the tools you need fast, 

easy and seamless—online or e-mail, in person or over the phone.
 

We offer full-service travel management including:
event planning, conference logistics and business travel management. 

At UNIGLOBE, we make your business travel simple. 

In today’s travel landscape, 
change is the only constant. 

www.uniglobetravelpartners.com

U. Gary Charlwood
Chairman, UNIGLOBE Travel International
Past Chairman, IFA

Marie Magliano
CEO, UNIGLOBE Travel Partners
Past UNIGLOBE Franchise Owner of the Year
1-888-269-9466
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HOTEL/RESORT SITE SELECTION
Whether you are planning a large convention or a smaller 

meeting for your franchisees or corporate officers, one of the 
most important decisions to make is where to host your program. 

Among the “program necessities” to determine or identify 
at the onset are:

• The objectives and focus of the program, and the best 
venue(s) that will support your branding, message, 
and attendee expectations. The hotel or resort should 
“paint the picture” to properly reflect the character, 
quality and market position of your organization.

• The desired city or region, and where your core 
attendees will be coming from. While the city does 
not necessarily need to be close (depending upon the 
program), identifying “access points” to airports or 
mass transportation may be a key consideration. 

• The size of the program, in terms of the number of 
attendees, guest rooms needed, and the meeting 

F E A T U R E S

WITH THE GROWTH IN the demand for face-to-face meetings, 
conventions, incentive/recognition programs, leisure travel 
and individual business travel, the hotel and resort industry is 
achieving new heights in occupancies. In fact, more than 40 of 
the top 55 markets in the United States are experiencing room 
occupancies above their long-term average, with 19 of those 
markets at record highs. These strong occupancy levels are 
projected to continue for at least the next two years. 

Combine this with the fact that there has been little growth 
in new construction (inventory) of hotels in North America and 
the renewed recognition of the effectiveness and ROI of face-
to-face meetings and programs, and it is quite apparent that 
supply has not kept up with demand. This is also true for the 
Caribbean and overseas as well. 

So it can be a challenge to navigate the hotel/site selection/
RFP process when planning meetings and programs for your 
franchise.

But no need to stress, as there are many effective tips, tools 
and resources to assist you in navigating the market.

Navigating 
the Hotel/Site 
Selection/RFP 

Process

Lots of tips, tools and 
resources are available to 
help meeting, convention and 
program planners launch 
successful events.
BY JIM SCHULTENOVER

(Continued on page 28)

FRANCHISING WORLD AUGUST 2015    27    



• Provide the group’s room rate range at the top of the 
RFP (based on your group’s history).

• Communicate if you have date and/or pattern flexibility 
for the best options and values.

• If it must be a certain date, reflect that for clarity, 
and present any requested concessions in a priority 
format, focusing on only those most important to your 
organization. RFPs with too many concessions listed are 
far less likely to survive in the daily RFP reviews when 
other business is seeking the same dates.

• Only include destinations/properties that qualify for 
serious consideration when distributing your RFP. 

• If possible, provide the event history, what other 
hotels/destinations are being considered, and the key 
motivations and objectives for the program (other than 
just pricing and availability).

• Consider a multi-year contract, which would lock-in the 
desired dates and rates.

• Be realistic about your rates, for the venues and season 
you are requesting.

• Share the profile of your attendees, and their potential 
to place business on their own.

• Let the hotel know if the group will provide ancillary 
revenue (food and beverage functions, golf tournament, 
spa, additional on-site events, water activities, audio/
visual, etc.)

• Let the hotel know if you can sign a contract quickly, 
which is a major advantage.

IDENTIFY YOUR GSO/NSO
A great way to identify properties that will suit your 

program’s specific needs, and for your RFP to stand out, 
is to work with a global sales organization / national sales 
organization  of your favorite brand, such as Associated Luxury 
Hotels International, as they are “one-stop shops” with multiple 
options. They can check multiple hotels, on multiple levels, in 
multiple destinations with one discussion. This saves you time 
(and resources) by not having to call and explain your desires 
to each of the hotels or resorts you may be considering. GSOs 
and NSOs direct your program opportunity to their on-site 
sales partner at each hotel, emphasizing the importance of 
your meeting, and ensuring a quick and meaningful response.

GSOs and NSOs also can suggest alternative solutions to fit 
your needs, and can provide insight into bargains or cancellations 
which may have just taken place. They also can help influence 
their properties on the importance of accepting your business 
over other opportunities. So, let them advocate for your RFP 
and program, to ensure it receives the proper attention and full 
consideration for a positive and very timely response. n

Jim Schultenover is president of Associated Luxury 
Hotels International. Find him at fransocial.
franchise.org.

space required. In calculating this, be sure to take into 
consideration your group’s anticipated growth in the 
future. 

• The desired dates for the program. With the current 
high demand, where several groups may be vying for 
the same dates at a hotel or resort, it is very beneficial 
to book as far in advance as possible. It is also 
advantageous if you can be flexible with your dates, 
and with patterns of arrival/departure (such as arriving 
at a resort on a Sunday rather than a Thursday, or at an 
urban hotel on a Sunday, rather than a Tuesday).

• The desired season for the program. Every location 
has a peak season and a slower season. Impressive 
values can be found at luxury-level and upper-upper 
tier hotels and resorts if you can take advantage of their 
off-season or shoulder season specials. This may even 
be “on sale” as much as 50 percent off of normal peak 
season rates, providing the exceptional opportunity for 
your franchisors or franchisees to experience the style 
and beauty of a Four- or Five-Diamond hotel or resort, 
which may not have been otherwise attainable.

• Whether networking and/or access to on-site or off-site 
offerings are important to the success of the program.

• Whether a city hotel or resort is a better fit for the 
program. There are certainly advantages to both, 
with resorts often offering more on-site networking 
opportunities and recreation options, while distinctive 
city center hotels may provide easier and more timely 
access for attendees and the vast entertainment and 
dining options of the city. Hotels in smaller cities should 
be considered as they typically provide a great value, 
are very service-driven, and often are very accessible.

When these factors are determined and identified, it is 
important to act quickly to secure your desired hotel(s) 
or resort(s), dates, rates, terms and conditions. As with a 
franchise, where you act quickly to secure the right locations, it 
is imperative to not delay and to “snatch up” the desired rooms 
and space when it is available.

Also, be sure to anticipate your franchise’s future growth, 
with your conference needs, so that you will be well-prepared 
when the meeting date arrives. This includes incremental 
growth, such as executive board meetings for a larger board of 
directors or for more multi-unit owners. 

MAKE YOUR RFP STAND OUT
Now that you have identified the needs and desires for 

your meeting or program, how can you best make your RFP 
(Request For Proposal) stand out from the pack?

Here are some tips:

• The more key information you include in your RFP, the 
better. The hotel wants to address all of the group’s 
critical needs, so providing an accurate picture of the 
program and its needs in a simple format, is beneficial 
for you, your organization, and the hotel.

• List potential dates in order of preference. (At least 
three or four sets of dates, if possible.)

(Continued from page 27)

28    FRANCHISING WORLD AUGUST 2015 



Contact us today and learn more. 
(800) 345-7225 (select 1, then 2) or visit RoyalCaribbeanIncentives.com

Features vary by ship. ©2015 Royal Caribbean Cruises Ltd. Ships’ registry: The Bahamas. 15044197  •  5/01/2015

12
YEARS
RUNNING

BEST CRUISE
LINE OVERALL
Travel Weekly 
Readers’ Choice Awards
2003 – 2014

MEMORABLE EVENTS, MEETINGS AND INCENTIVES BEGIN WITH A STUNNING SETTING.

Amazed. Engaged. Rejuvenated. When was the last time you felt that way about an event or conference? You will 
on a Royal Caribbean® cruise. Our innovative turnkey solutions will dazzle you with everything from complimentary 
fi ne dining and state-of-the-art conference rooms to unforgettable venues and spectacular Broadway-style shows. 
And all for one very a ordable price. Talk to one of our Corporate Sales Managers today to start planning a unique 
program that your clients are sure to enjoy — and remember. The only thing cookie-cutter about our special 
events…is the mold we use to create your logo-inspired desserts.

R

YOUR EVENT CAN TAKE 
CENTER STAGE AT SEA

http://royalcaribbeanincentives.com


F E A T U R E S

SECRET SAUCE
After being at Glass Doctor for five years I always 

wondered how Shirley was able to pick just the right venue. 
Recently she shared her “secret sauce.”  It was Helms Briscoe.  
This is exactly the expertise some companies need.

Debbie Hood, with her extensive experience, doesn’t 
need to use a company like Helms Briscoe. She has plenty 
of experience working in a variety of venues throughout 
the United States. Over the years she has built a close 
relationship with the folks at Marriott and they provide 
one of the partnerships any meeting planner with Debbie’s 
background needs, however, she looks at all properties to 
find the best fit at the best value for The Dwyer Group. 

This year more than 1,700 will meet at the new J.W. 
Marriott Austin. Debbie finds that being able to negotiate 
non-commissionable rates saves Dwyer Group franchisees 
money. She has also learned to never give a “per night” 
guarantee. Instead, give the hotel a per event guarantee 
and extend the convention room rates three days before the 
event starts and three days after it ends. 

Both Debbie and Shirley are sticklers when it comes to 
the contract. Make sure whatever you want you have clarified 
in the contract. Anything and everything. Don’t assume. You 
will lose.

AGENDA
Tips on creating a winning agenda:  
• Have a convention agenda committee made up of 

franchisees.
• Focus on what your franchisees want,sprinkled with 

the message you want to deliver.
• Round tables are magic — provide multiple 

opportunities for franchisees to attend the ones you 
think will be most popular.
 » Repeat that subject if you think this is a major 

topic.

Planning Your Convention: 
Best Practices

What’s the secret to successful meetings? People who 
know how to create memorable events.

BY MARK LISTON, CFE

IT IS EASY FOR me to share how to have a great convention: 
Delegate the planning to Debbie or Shirley!

Debbie Hood has handled reunions for The Dwyer Group 
for the past 34 years. Shirley Witt has handled all Glass Doctor 
events for as long as I can remember.

But let’s say that hiring either of them is not an option. Let’s 
break it down to simplify the process so that you can have 
your best convention or conference in memory. I’ll share some 
failures and success that I’ve had in my career.

LOCATION
Look at your franchise network. Is there a central location 

that will appeal to most? If you have franchisees across the 
country, you’ll want to alternate regional locations each year to 
make it convenient for at least half of your network each year. 
The good news is, there are affordable venues on both coasts 
and in the middle of the country.

Let me give you an example. At Glass Doctor we typically 
had a series of regional meetings. In 2014 we decided to have 
a Glass Doctor “only” event in addition to The Dwyer Group’s 
annual event.  Here was our dilemma:

• It was going to be a late March event — six months from 
the Dwyer Reunion.

• We wanted a “central” location to attract franchisees 
from Alaska as well as New York.

• Find a city that would be a draw. This meant that it had 
to be somewhere in the central United States that was 
a destination your franchisees might not otherwise visit, 
but were curious to do so nonetheless.

• Make it so that it would be a fairly warm climate.
• Discover a city that had an international airport — where 

direct flights might be possible.
We chose New Orleans. Everyone should visit this city at 

least once — regardless if you go to the French Quarter. We 
had a great turnout.

(Continued on page 32)
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ATLANTIC CITY 
MEANS BUSINESS!

Here’s how it works:  
• This program is available to any new group or 

convention booked or actualized in 2015 – 2018 

• The event must generate at least 500 room 
nights in Atlantic City and  booked through 
Meet AC to receive $10.00 per contracted room 
night. This incentive is over and above hotel 
commissions 

• Priority is given to midweek, non-summer arrivals 
and departures  

• The program is for groups using the Atlantic City 
Convention Center or individual properties in 
Atlantic City

FOR MORE INFORMATION ABOUT BOOKING YOUR NEXT EVENT, CONTACT  
THE MEET AC SALES TEAM AT 1-844-855-6338 OR VISIT OUR WEBSITE WWW.MEETINAC.COM

BUSINESS PLANNERS: 
ATLANTIC CITY MEANS 
BUSINESS AND WE HAVE 
THE $$ TO PROVE IT 
 
Book a new meeting or convention  
in Atlantic City and tap into our new  
incentive program. 

We look forward to hosting your next  
event in Atlantic City!!

http://www.meetinac.com


In New Orleans, Shirley found a 
steamboat that went out from the 
downtown docks. It included food, 
drinks and great views. A little chilly 
but an event that everyone loved. 
It also gave our vendors a chance to 
mix with their customers in a different 
arena than at their booths. Great 
success!

VENDORS
Speaking of vendors, if you’ve 

never been a vendor, put yourself 
in their shoes.They spend a bundle 
of money, drag displays, brochures, 
knick-knacks, and several people 
across the country with the hopes of 
getting more business. To top things 
off, your franchisor asks you for some 
money to help sponsor the event.

Makes one want to pull out the 
checkbook, right?

We finally figured out what works 
for vendors and for our franchisees. 
We gave vendors an entire day to 
meet with franchisees. Nothing else 
was happening. No training. No 
meetings. Nothing. The day was theirs 
to train, teach, and have seminars or 
whatever they wanted. In addition, we 
offered a limited number of rooms, 
for a small additional charge, they 
could rent for a full day or half a day 
for private seminars and hands-on 
training sessions.

Some showed new products. 
Others gave seminars on how to 
use their products.  Others simply 
appreciated a place to have private 
conversations.

The end result — home run! Finally, 
vendors understood we wanted them 
to walk away with more business and 
we did everything we could to help 
them get the time they needed to get 
it done.

MAKE IT MEMORABLE
Have you done this? Buy a bunch 

of stuff to put on the meeting tables 
first thing in the morning for the 
franchisees to take home with them? 
Even by keeping the budget to a 
couple dollars per day we end up 
spending thousands of dollars only 
to find a bunch of stuff left on tables. 
Then you schlep all of your stuff back 
to your office and put it in a cabinet 
somewhere to use as a giveaway for 
future events or for your kids.

• Try and have a franchisee 
moderate the roundtable or be 
a subject matter expert.
 » Franchisees want to learn 

from each other — not from 
you.

• Publish the agenda as soon as 
possible.

• If you charge for the event, offer 
discounts for early registration. 

• Find an “affordable” hotel — or 
have some in close proximity 
to the event for those who just 
won’t stay at the convention 
hotel. We typically book one 
main hotel in order to use all 
of the sleeping rooms that we 
commit to and our goal is to 
make sure our reunion hotel is 
at a reasonable rate and that 
we keep our group together 
as much as possible. However, 
there are cases that we have a 
need for overflow rooms as we 
fill our main reunion hotel.  

FUN EVENT
We all want to believe that 

our franchisees are coming to our 
conferences to see us and learn from 
us, don’t we? Guess again! Franchisees 
come to conventions to see their 
good friends, absorb what the best 
franchisees are doing, and if they learn 
something from the folks at corporate, 
it is a plus.

Plan an event that will encourage 
franchisees to mix, mingle and have fun 
with one another. You’ll want to make 
sure it is as inclusive, versus exclusive, 
as possible. For instance, some people 
don’t drink. Going to a bar where there 
is a mechanical bull everyone can ride is 
nice for a few — but not for most.

You can certainly have a cash bar 
available, but don’t have the evening 
revolve around it. Dances and bands at 
a business meeting where spouses will 
likely not be there are a bad idea. You 
thought your seventh grade dance was 
awkward… this could be worse!

Remember what was fun as a kid: 
scavenger hunts, game tables and trivia 
contests in groups are fun, and give 
folks a chance to win on small teams. 
You want to promote interaction among 
franchise owners, and these are good 
choices.

Early on I thought I was brilliant 
and helping put together a fun event. I 
finally got over my bad self and learned 
to turn this over to someone else.  

What about T-shirts? We give 
away T-shirts with the theme of the 
event and the year, in the hopes that 
our “one-size fits all” shirts will be 
treasured forever by our franchisees 
as a way to remember your wonderful 
event. Not long ago, I found over a 
dozen of these in my closet. Most of 
them never even worn.

Find a specialty advertising 
company who understands how to 
do events like this and ask for their 
recommendations. Want some ideas?  
Look in the bags that we get at next 
year’s IFA Convention and steal 
someone else’s idea! Some winners 
in recent years include USB chargers, 
smart phone credit card holders 
and luggage identifiers. Useful, 
memorable and appreciated. Oh, 
let me not forget your brand bobble 
heads. A sure winner!

BUDGET
I learned this one the hard way. In 

1984 I was in charge of the franchisor’s 
annual convention where I was 
working. I was young, stupid and not 
even close to qualified to pulling this 
off. 

I didn’t understand the meaning of 
a “budget.” We gave away a car, hot 
air balloon rides, separate trips with 
the president of the company and vice 
president in the Bahamas where the 
both chartered yachts they each could 
sail with a franchisee. 

Sound expensive? Oh, it was! I 
missed the budget by more than 
$100,000.  Franchisees I talk to who 
attended that event still talk about 
it. I’m certain they all wondered if we 
were good stewards of their royalty 
fees given this is how we spent money.

Fortunately, I’ve been to many 
successful conventions over the years 
that I’ll never forget. The reason is 
there was an expert in charge.  

Find someone in your organization 
who will make your event memorable. 
Encourage them to reach out via social 
media (i.e. FranSocial) to solicit ideas 
from successful event coordinators.

But remember, you can’t have 
Debbie and Shirley! n

Mark Liston, CFE, is 
president of Glass 
Doctor. Find him at 
fransocial.franchise.org.

(Continued from page 30)
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franchising and franchise relations for Tide Dry Cleaners, 
observed about the IFA Convention.

The 2016 Convention will also include updates on federal 
and state-level efforts to protect the franchise model. Your 
participation in the IFA comes at a critical time, as the franchise 
industry seeks to present a unified voice opposing legislation 
that would seek to define franchisors as joint employers with 
their franchisees. We need your support, and your voice.

Nearly 400 international delegates from 50 countries 
attended the 2015 Convention, highlighting the expanding 
global reach of franchising. Hundreds of international attendees 
are expected to attend the convention in San Antonio, and 
organizers are preparing the lineup to include the most 
international-themed content of any IFA Convention. Other 
focal points will be the Franchising Gives Back program, which 
highlights the efforts of IFA members that provide exceptional 
community service, the 25th anniversary of the VetFran 
program, and an update from the Franchise Action Network, 
the IFA’s grassroots network of franchisees, franchisors and 
suppliers who are willing to get involved in legislative issues on 
the federal, state and local levels.

San Antonio offers a number of interesting places to visit 
outside the convention hall, including the Alamo, the River 
Walk, Tower of the Americas and a variety of water parks and 
museums.

Join us in San Antonio! Your business will benefit from 
the informational sessions, expert roundtables, networking 
opportunities and best practices from other franchise companies 
that have grown and expanded successful franchises. We look 
forward to seeing you! n

Aziz Hashim is president and CEO of NRD 
Holdings, chairman of the IFA Convention 
Committee and vice chairman of the IFA. Find him 
at fransocial.franchise.org.

F E A T U R E S

Expectations are elevated for the 2016 IFA Annual 
Convention following all-time highs in attendance 
(3,880 total) and exhibitors (more than 330) at the 2015 

show in Las Vegas. Set for Feb. 20-23 in San Antonio, the 
56th convention will build on the success of the longstanding 
premier event for the franchising industry. 

“The knowledge base is here, the leadership that’s offered, 
and the potential for growth and networking is incredible,” 
observed Michael Green, vice president of operations for Mr. 
Appliance.

While February may still seem in the distance, keep an eye 
on IFA publications and online platforms for more details about 
the event as it draws closer. After all, 92 percent of attendees 
who responded to the Las Vegas event’s evaluation said they 
plan to come to San Antonio. 

Everybody wants to maximize the amount of return on 
investment from attending trade shows and conventions. 
That’s why the 2016 Convention Committee is working 
diligently to select top-quality content that brings together 
franchisors, franchisees and suppliers. Seminars, breakout 
sessions, roundtable discussions and the lineup of speakers 
are being designed with best practices and lessons learned 
at the forefront, in order to provide attendees with the most 
important information and amplify the learning experience. 
These hands-on sessions and networking opportunities will 
result in real-life action items to help your business thrive. The 
2016 Convention in San Antonio is a can’t-miss event!

In addition to new programs targeting different segments 
of the franchising industry, the tried-and-true favorites of 
IFA conventions past will remain a part of the event. Leading 
experts at the forefront of the industry have served as keynote 
speakers, sharing tips about how to improve your business and 
how to prepare for the business and political environments 
we are facing. The 2016 convention will feature many of these 
similar insights to help energize your operations.

“There’s so many lines of business and industries that 
are represented here,” Thomas Flaherty, vice president of 

IFA 2016 Convention: Why 
You Need to Be There 

With increasing threats to the franchise business model, strength in 
numbers has never been so important.

BY AZIZ HASHIM 
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The IFA Board of Directors, the Franchisee 
Forum and the Supplier Forum gathered in 
Traverse City, Mich. June 15-17 for the 2015 

Summer Board of Directors meeting.  Chair Melanie 
Bergeron, CFE, chairwoman of the board, TWO 
MEN AND A TRUCK, Intl., welcomed the attendees 
to Traverse City, a favorite spot near her home in 
Lansing. Nestled next to the Grand Traverse Bay, 
vineyards and forests, Traverse City provided a 
perfect setting for the board to address the many 
important issues facing the franchise industry.  

Bergeron and IFA Vice Chair Aziz Hashim, 
managing partner of NRD Capital, set the stage by 
urging the board and staff to consider how IFA can 
be more proactive in promoting the positive aspects 
of franchising to the public, lawmakers, employees of 
franchise businesses and the media.  

The board considered the attacks against 
the franchise model by the Service Employees 
International Union in its attempts at the local, state 
and federal levels to define franchisors and franchisee 
joint employers. The union’s ultimate objective is to 
make it easier for the SEIU to organize employees at 
franchise businesses. IFA’s Executive Vice President 
of Government Relations & Public Policy, Robert 
Cresanti, outlined the issues that are impacting the 
model and how IFA is addressing them, including 
actions by the U.S. National Labor Relations Board, 
discriminatory minimum wage, the Affordable Care 
Act, comprehensive tax reform, immigration reform 
and a host of franchise relationship bills at the state 
level, including California and Maine.

L E A D E R S H I P

IFA Board Forges Path to Meet 
Challenges, Leverage Opportunities

Board agrees to intensify 
promotion of industry benefits to 

U.S. economy; FAN grassroots 
advocates pass 7,000 mark.

BY ALISA HARRISON

Pictured above: IFA 2015 Officer Corps: (Left to Right) Shelly Sun, 
CFE, CEO & Co-Founder BrightStar Franchising, LLC, Treasurer; Liam 
Brown, President, U.S. & Canada Select Service & Extended Stay 
Lodging and Owner & Franchise Services, The Americas, Marriott 
International, Inc., Secretary; Melanie Bergeron, CFE, Chairwoman 
of the Board, TWO MEN AND A TRUCK, International., Chair, Aziz 
Ashim, Managing Partner, NRD Capital, Vice Chair; and Steve 
Caldeira, CFE, President & CEO. 

IFA Mission: 
Protect, enhance and promote franchising

IFA Vision: 
The preeminent voice and acknowledged leader 
for franchising worldwide

IFA Strategic Priorities: 
• Government relations and public policy
• Media and public relations
• Education and professional development
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Melanie Bergeron, CFE,  (left) IFA Chair 
and Chairwoman of the Board, TWO MEN 
AND A TRUCK International., and Steve 
Caldeira, CFE,  (right), IFA President & CEO, 
participate in roundtables to address what 
priorities the association should focus on. 

Matthew Patinkin, franchisee 
of Auntie Anne’s Pretzels, 
Red Mango Frozen Yogurt, 
and Jamba Juice, adds to 
the Board discussion on IFA 
priorities. >

< IFA Franchisee Forum Chair, 
Jeffery Tews, franchisee 
of BrightStar Care and Mr. 
Handyman, discusses his 
table’s viewpoint during 
the Board of Directors 
Roundtable Discussions.

IFA Vice Chair Aziz Ashim, Managing Partner, NRD Capital, discusses the need for 
the industry to tell the positive story of franchising at the employee level, the local 
level and the federal level.

< IFA Chair Melanie Bergeron, CFE, Chairwoman of the Board, Two Men & A Truck, 
Intl. chairs the IFA Summer Board meeting in Traverse City, Michigan. 

IFA Executive Vice President of 
Government Relations & Public Policy 
Robert Cresanti updates the Board 
on the many challenges facing the 
industry today compared to 2013.

(Continued on page 36)
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IFA Senior Vice President of Media Relations 
& Public Affairs, Matt Haller, reported that the 
association’s grassroots advocacy program, Franchise 
Action Network, which launched in July 2014, now has 
more than 7,000 participants who are working to fight 
back against those attempting to break the model 
and serve as advocates for bills and regulations that 
are pro-business and pro-franchising. The message of 
the new campaign tells the story that locally owned 
franchises are America’s hidden small businesses 
behind the many familiar logos and trusted brands 
which seek to increase opportunity — not just for 
themselves — but also for their communities.

The new campaign includes advertising, 
educational events and grassroots advocacy that 
focuses on supporting pro-franchising policies in the 
states and at the federal level in Washington. To learn 
more visit www.franchiseactionnetwork.com.

“Franchising continues to grow, create jobs and 
career opportunities for millions of Americans,” said 
Bergeron. “Entrepreneurs from across the country 
remain drawn to the franchise business model. We are 
building on that success by expanding our Franchise 
Action Network and bringing a strong, positive and 
pro-franchising message directly to policymakers. 
Franchise business owners are on the front lines of the 
economy and have valuable perspective to share.”

1 IFA President & CEO Steve Caldeira, CFE, updates the board on the legislative and regulatory challenges facing the 
franchise industry. 2 Jim Anhut, senior vice president Design & Quality, InterContinental Hotels Group presents ideas from the 
Board of Directors Roundtable Discussions. 3 IFA Senior Vice President of Media Relations & Public Affairs Matt Haller provides 
the status of the Franchise Action Network, IFA’s grassroots advocacy initiative that is helping to defeat many threats at the 
local, state and federal levels.

“1

2

3

(Continued from page 35)
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“Franchising continues to grow, 
create jobs and career opportunities 

for millions of Americans. 
Entrepreneurs from across the 
country remain drawn to the 

franchise business model. We are 
building on that success by expanding 

our Franchise Action Network and 
bringing a strong, positive and pro-

franchising message directly to 
policymakers. Franchise business 

owners are on the front lines of 
the economy and have valuable 

perspective to share.””— Melanie Bergeron, IFA Chair

“
4 Jim Craig, 1980 U.S. Olympic Gold Medal Hockey Team Goaltender talks to the Board about how to create winning teams in 
pursuit of goal achievement. His presentation, “How Great Teams Win and Why?” supported the Board efforts to achieving the 
many financial, policy and educational goals for the association. 5 Andy Puzder, CEO, CKE Restaurants Holdings, Inc. (Carl’s 
Jr. and Hardee’s), presents policy options for the board to consider. 6 IFA Chair Melanie Bergeron, CFE, Chairwoman of the 
Board, TWO MEN & A TRUCK International. chairs the IFA Summer Board meeting in Traverse City, Mich. 

4

5

6(Continued on page 39)
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To support pro-business candidates running for Congress, the IFA FranPAC Wine Auction raised more than $200,000. The 2015/2016 
election cycle goal for FranPAC is $1.3 million. To learn more about the effort, contact Erica Farage at efarage@franchise.org. n

Alisa Harrison is senior vice president, 
communications and marketing, and chief of staff to 
the president and CEO for the International 
Franchise Association. Find her at fransocial.
franchise.org.

Summer Board Meeting attendees place their bids during the 
FranPAC Wine Auction.

Ron Feldman, Principal and Chief Brand Strategist Siegel 
Financial Group, serves as auctioneer for the FranPAC Wine 
Auction during the Summer Board Meeting. 

FORMER IFA FRANCHISEE FORUM CHAIRMAN BLOGS 
ABOUT ANNUAL MEETING

By John Francis

As a former chairman of the IFA Franchisee Forum, I had the 
privilege of attending last month’s IFA Summer Board and Forum 
Meetings at the Grand Traverse Resort and Spa in Traverse City, 

Michigan. While I was only there for a portion of the four-day 
event, my attendance allowed me to catch up with colleagues, 
meet some new people and stay current with some of the great 

things the IFA is involved in.
I’ve been involved with the IFA for a long time and have 

played a role in helping the organization further its mission of 
protecting, enhancing and promoting franchising. And while I’m 
proud to have done my part, I’m even more excited to see what 

they are doing today. With excellent leadership in place, and 
having grown in every way, the IFA is moving to a higher level by 
adding tremendous value and more engagement opportunities 

for everyone in the franchise industry.
To help achieve their goals, the IFA held a wine auction 

during the meeting, which raised over $200,000 to donate to the 
IFA’s Political Action Committee, “FranPAC.” These funds are 

critical to the IFA’s legislative work in Washington, D.C., which is 
becoming increasingly important as minimum wage regulations 

and issues related to the National Relations Labor Board threaten 
our industry. The involvement in Washington D.C. is a big deal; 

by showing up and representing the franchising community, 
the IFA pushes back against issues that could potentially hurt 

franchisees.
(Read the full blog at http://johnwfrancis.com/the-2015-ifa-

summer-board-meeting/)

IFA has teamed up with the International Council 
of Shopping Centers (ICSC) to help you promote 
your brand while providing you an opportunity to 
discuss future store expansion plans with shop-
ping center owners through a complementary 
exhibit at ICSC’s regional deal making events. 
ICSC’s Deal Making events are designed to foster 
relationships between shopping center owners 
and retailers who are looking to lease space in 
shopping centers. These conferences are attend-
ed by local as well as national shopping center 

development companies ready, willing, and able 
to make a deal for retail space in their centers. By 
participating in one or all of these events you will 
be exposing your band to thousands of shopping 
center professionals. As an IFA member partici-
pating in these events you will receive comple-
mentary registration as well as a complementary 
exhibit space (six-foot table, chairs, and signage). 
Additionally, prior to these events, you will have 
to pre-promote your participation on the confer-
ence’s website. 

www.icsc.org

To register for a  
Retailer Central exhibit  
at ICSC’s Deal Making 
please go to:
http://www.icsc.org/
retailer-central

For more information  
about this program please 
contact Bill Taylor at  
+1 646-728-3641  
or wtaylor@icsc.org

ICSC Deal Making Conferences are scheduled for:

•  PA/NJ/DE Conference & Deal Making 

September 9 – 10, 2015 

Pennsylvania Convention Center, Philadelphia  

(Retailer Central Exhibit September 10)

•  Western Conference & Deal Making 

September 16 - 18, 2015 

San Diego Convention Center  

Retailer Central Exhibit - September 17)

 
•  Chicago Deal Making  

October 7 - 8, 2015 

Navy Pier, Chicago  

(Retailer Central Exhibit - October 7)

•  Southeast Conference & Deal Making 

October 26 - 28, 2015 

Cobb Galleria Center, Atlanta 

(Retailer Central Exhibit - October 27)

•  Texas Conference & Deal Making 

November 4 - 6, 2015 

Kay Bailey Hutchinson Convention Center, Dallas  

(Retailer Central Exhibit - November 5)
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Franchisees Provide 
Insights on the 

Challenges to Political 
Advocacy

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

Tamra Kennedy owns and operates 
nine Taco John’s franchises in 

Minnesota and Iowa. Her 30-year 
career path took her from secretary 

to owner via working nights in 
the restaurants while studying 
accounting and managing the 
bookkeeping for the previous 
owner. Find her at fransocial.

franchise.org

KENNEDY:  ”I believe there are three obstacles that stop franchisees from jumping head-first 
into the fray of political advocacy for their business. First, and foremost, is the formidable belief that 
you can’t make a difference. Business owners struggle with even the smallest requests at the city 
level for things like sign permits, conditional zoning, and local event sponsorships. Rules are set — and 
if a variance to the standard is requested, it is increasingly difficult to persuade or change the official 
stance. With statewide law, the ability to influence policymakers seems remote. Federal regulations 
seem so far out of the circle of influence that many owners scoff and say: “That’s politics — nothing 
we can do.” 

Second is the lack of concise, pertinent, actionable information available to franchisees. Franchisors 
don’t often lean into this conversation. Local news outlets cover ‘noteworthy’ events — for example, 
strikes for minimum wage increase — but don’t often offer stories by and for the franchisee 
community. As a community, franchisees need to organize and communicate beyond our own specific 
brands. We need to utilize organizations, like IFA, and teach ourselves how to navigate the political 
conversations that are swirling around us. We can have an impact if we begin to use our collective 
voice.

Third is the lack of time. With any business, the owner devotes most of the ‘business hours’ to 
day-to-day activities: sales, marketing, HR, finance, inventory, etc. What’s left is spent on accounting, 
data analysis, and planning. Where do you squeeze in, “contact my government officials to discuss my 
thoughts regarding joint employer activities at the state and federal level?” Assuming you had the time 
to research the issue and form an opinion, of course.

Speaking as a multi-unit franchisee who attended her first IFA event after 14 years as a franchisee, 
I can advocate that you need to find 3-5 days per year to work on your business — big or small. The 
people you meet, the information you collect, and the actions and activities that you engage in will 
surely help guide efforts for your own business model. And, perhaps, your involvement with like-
minded business owners will begin to demystify the process of advocacy for small business. Every 
voice makes a difference — knowing who to talk to helps as well.”

   

 

 

M U L T I - U N I T  F R A N C H I S E  I N N O V A T O R S

Question: Why is it so hard to get franchisees involved in the 
advocacy effort to protect their business model?
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SAJU:  “First, they do not see an immediate tangible impact in terms of a line item increase on 
their expenses. For example, on the NLRB joint employer issue, this is an issue which will have 
significant future impact to us.  

Second, the operational demands of a single unit operator, especially, are significant. The day-to-
day operational demands are so consuming that most operators do not have time to focus beyond 
this.

Third, most of us are inundated with emails and an ‘ocean of information’ from so many 
different organizations (IFA, AH&LA, Franchisor, AAHOA, Franchise Advisory Councils, etc.). In this 
regard, the issue for all of these organizations is how to improve the alignment and messaging so 
that the messages are fewer, more succinct and very relevant. Also, grassroots in-person outreach 
in smaller/regional type meeting settings might also result in more interest as opposed to larger 
conventions in larger cities.

Finally, the messaging needs to be focused on issues that are “perceived” as impactful by 
franchisees. In this regard, my experience has been issues pertaining to the Small Business 
Administration, U.S. Department of Agriculture and financing are most likely to gain maximum 
traction.”

 

 

Azim Saju is a graduate of Davidson 
College and the University of Florida 

College of Law. He subsequently 
practiced law for 10 years focusing 

on civil litigation and appellate work. 
Currently, he is a principal at Hotel 

Development and Management Group, 
which owns and operates 10 hotels 

throughout Central Florida. Find him at 
fransocial.franchise.org.

BABER:  ”I see two very significant factors. One, a lack of time to handle anything more than 
running the business and a truly difficult time deciphering which threats are real. The environment 
for business in general has been quite difficult going on seven years now. Of course, the 2008/09 
recession is an overriding factor, but while that particular downturn was historic, recessions have 
come and gone before. Yes, this one has lingered and the recovery in many parts of the country 
can be considered weak, however this is not the overriding factor that led to less franchisee 
engagement in advocacy. When I think about the last seven years or so, the recession comes to 
mind along with the impossible banking situation that led to almost a freeze in borrowing. Then 
we had years of Obamacare uncertainty (and still do in some ways).  Then card check and other 
labor issues. Now the National Labor Relations Board has found a way around the lawmakers and 
right into the pockets of franchisees, while now pretending to be defending us. This comes on top 
of many states and cities making it more difficult to do business in a variety of ways.
It is not that franchisees are complacent, they are just overwhelmed. They are striving to survive, 
or if at all possible, grow in a very difficult environment — one that takes so much more time and 
effort than before. 

Even if franchisees are doing well, the business environment and attitude about business 
owners, especially as created by the government, keeps them from feeling secure. The workload 
created by the environment has increased, leaving not enough time for personal and family issues 
and therefore, time for little else. The IFA is doing a tremendous job but the message is not yet 
resonating because the amount of information coming at franchisees overall is incredible. We 
need to find a way to engage the huge number of franchisees to fight a battle we can ill-afford to 
lose. The threats are real and need to be considered very seriously. The urgency does not seem to 
be translating.

They are striving to run and hopefully grow their businesses in an increasing difficult 
environment – one that takes so much more time and effort than before. Add the increased 
“noise” from our 24/7 world, the business environment and attitude about business owners, 
which the government has helped foster, personal and family issues which should always be a 
priority, and it is little wonder franchisees are overwhelmed.”

 

Tom Baber is the owner of IHOP and 
Money Mailer franchises located, 
respectively, in Union and North 

Plainfield and Somerset and Mercer 
Counties, N.J. Find him at fransocial.

franchise.org.
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M A R K E T I N G

Each year while attending the International Franchise 
Association’s annual convention, listening to the 
speakers, sitting in on the round tables and just 

taking time away from the daily business to focus on the 
future of the franchise brand we are building, I find myself 
wishing our area developers were with me hearing what 
I was hearing. Normally, I attend with one other member 
from my team.

Over the years, our area developers have often got so 
caught up in growing and leading their own franchises, 
that they didn’t have much time leftover to invest in the 
area development. It has been hard for them to mentally 
step back from a successful franchise that is providing a 
great income, to focus on an even bigger future. That all 
changed when they joined me for the 2015 IFA convention 
in February.   

I had presented the idea of piggybacking one of our 
area developer meetings with the convention a year earlier. 
Everyone agreed that we should try this for 2015.  The IFA 
staff was gracious enough to help us secure a meeting 
room in the MGM Conference Center.  

All was set. As we got closer, we sent the ADs’ 
registration and hotel information. They would be paying 
their own way. My goal was for them to invest in this 
experience, get there and focus on achieving a return on 

IFA Convention 
Helps Office Pride 
Area Developers See 
Franchising’s Big Picture 
Annual event changes scope and understanding for 
franchise system’s leaders.
BY TODD HOPKINS

(Continued on page 44)

investment. As much as we have a great, loving culture, 
when it became time to book the flights, I started to get 
a little pushback from some of our best people. “Are you 
sure this is worth the time and money?” was a prevailing 
theme.  In the back of my mind, I was hoping this would 
work as well as I knew it could.

We showed up in force with four members of our 
corporate staff and eight area developers. We established 
a plan to divide and learn as much as we could and to gather 
as a group afterwards and share. On the first morning, I 
started a group text and quickly shared which session I 
was attending and later a benefit I received from it. Then 
others began to share. The focus had already shifted from 
time and expenses to education, benefit and the future. It 
was working.

There were almost 4,000 people attending and our 
team could easily go the full day without seeing each 
other. The group text messaging was the key. It created 
huge positive momentum. As the IFA wrapped up and we 
moved into the Office Pride meeting, I realized this whole 
experience had been a huge intellectual capital boost for 
our leaders and our brand.  Southern Indiana developer 
Fred Paris said, “It was very exciting to meet and gather 
information from so many professional franchisors. This 
was one of the best uses of my time all year.”  
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Expand your franchise brand to California and beyond! 

DID YOU KNOW?
California is one of the largest economies

 in the world boasting more than 3.4 million 
small businesses employing more than 50% 

of the workforce! If you are planning on expanding 
your franchise brand on the West Coast no other 

show can match our exposure to qualified prospects 
eager to develop in the white hot West Coast market.

WHY WCFE?
> 200+ Franchise Brands
> 8,000+ Qualified Prospects
> Access West Coast Prospects 
    From NV, OR, WA, AZ, UT, CO and CA

Thousands of qualified franchisee prospects 
will be at The West Coast Franchise Expo
November 12-14, 2015 in Anaheim, CA.

Planning to go west? The WCFE is your ticket to expansion.
November 12-14 - Anaheim Convention Center - Anaheim, CA

RESERVE
YOUR BOOTH NOW
CALL 201.881.1666

Sponsored by:WCFExpo.com                
 #WCFE15

The world leader in franchise events, MFV 
Expositions has been connecting businesses 
with qualified franchisees for more than 25 years. 

Call today or email MFV Expositions at: 

exhibit@mfvexpo.com to reserve your space.

GOLDEN STATE
opportunityTHE V

V

http://WCFExpo.com


Area developers started seeing the big picture more and 
it changed their scope and understanding of franchising in a 
very positive way. Even the two of us on staff, who normally 
attend, learned more because we were able to discuss and 
share what we were learning immediately with others from our 
brand.

Bottom line, it worked.  The payoff has been huge. I can 
see a commitment to exponential growth that was getting 
derailed before by franchise operations. And the best part, 
at our area developer continuing education meeting in May, 
everyone voted to go to the 2016 IFA convention  in San 
Antonio and to extend our private meeting afterwards by a 
day to allow more time to fine tune business plans and create 
action items from the information learned.  Here are just two 
of the very positive comments I received from key Office Pride 
developers who attended:

“I attended the IFA for the first time this 
year and found it to be a very worthwhile 
experience. It greatly enhanced my 
perspective on the franchising world and 
candidly, a reinforcement of the Office 
Pride brand and how well we are handling 

our business. The speakers were first class (and then 
some); the roundtables were amazing as we were able to 
dive into “best practices” discussions with many highly 
successful franchise leaders.” – David Stein, Tyler, Texas

“I went to the IFA with about five challenges 
I was facing in order to reach my goals and 
improve my franchise sales. I was hoping 
to get ideas and suggestions to overcome 
some of the obstacles, and was I greatly 
surprised. Not only did I learn proven 

methods to overcome my original challenges, but I walked 
away with so many contacts with experts in the industry 
that I have been on fire ever since. The IFA was my first 
major step to move my business to the next level. 
Needless to say I am very excited about IFA 2016.”
 – Troy Hopkins, Huntsville, Ala. and Nashville, Tenn.

I’m grateful to IFA for all the hard work that goes into 
putting on a successful convention and for the overall positive 
energy it generates for franchising. It certainly is no longer 
about just the franchisor, but the area developers, area 
representatives, franchisees, vendors and all who contribute. 
It is about franchising and ultimately how to make the world a 
better place, something we all want to be a part of. n

Todd Hopkins is founder, president and CEO, 
Office Pride Commercial Cleaning Services, Palm 
Harbor, Fla. Find him at fransocial.franchise.org.

(Continued from page 42)

Office Pride Commercial Cleaning Services corporate staff and area developers at 2015 IFA Convention in Las 
Vegas. Back row, left to right: Gene White, John Dunlap, Olon Hyde, Fred Paris, Troy Hopkins, Todd Jones. Front 
row, left to right:  Gary Chandler, Julie Hirschauer, Charlene Chandler, Steve Smith, Todd Hopkins and David Stein.
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Council’s global growth reflects expanding constitution, key 
support of industry.
BY GRAHAM BILLINGS

I N T E R N A T I O N A L  D E V E L O P M E N T

The World Franchise Council is the global organization 
of franchise associations supporting the development 
and protection of franchising and promoting a 

collective understanding of best practices in fair and 
ethical franchising worldwide. Its vision is to be the leading 
source of credible information for and about the global 
franchise community and preeminent forum for promoting 
collaboration and cooperation between national franchise 
associations.

ORGANIZATION HISTORY
The WFC is a not-for-profit, non-political association of 

national franchise associations, incorporated under the laws 
of the United Kingdom in 2005.

The WFC’s beginnings can be traced to the first 
International Summit, sponsored by the Mexican Franchise 
Association in 1993, where a draft constitution of the 
proposed organization was developed by a multinational task 
force composed of the franchise associations representing 
Argentina, Canada, Europe, France, Mexico and the United 
States. The following year, during the International Franchise 
Association’s annual convention in Las Vegas, a group of 
national franchise association executives led by the IFA and 
the European Franchise Federation unanimously decided to 
establish the WFC.

Following that historic meeting, a working group led 
by the British Franchise Association, with representatives 
from the Canadian, Brazilian and Mexican associations, 
produced a more detailed draft of the constitution that 
was ultimately adopted in 1995 at its Lisbon meeting. The 
current constitution has been revised several times over 
the subsequent years to reflect changing needs and the 
increased work that the council has been able to undertake.

The constitution was drafted for the purpose of 
recognizing that the WFC’s most significant contributions 
would come from an international understanding and 
cooperation. The founding members of WFC believed 

that a formal constitution was essential to guarantee that its 
opinions represent a genuine consensus among its members 
and an assurance to properly constituted national franchise 
associations that the council would offer an equitable forum 
for members to represent their views.

Since its inception, the WFC has achieved many milestones:

• Unidroit: secured a common position on proposals for 
a model law on franchising. 

• Principles of Ethics: reached consensus on the 
principles that should be followed by franchise 
associations in developing their code of ethics.

• Recognition of one association per country: stood by 
its commitment, which prompted the amalgamation 
of associations in the Philippines and the emergence 
of a single recognized association in Korea.

• Legislative Support: has passed a number of joint 
declarations during its biannual meetings that 
have been at the request of and in support of 
several member associations where regulation 
disadvantageous to franchising has been proposed. 
The most recent joint declaration was made in 
February at the council’s meeting in Las Vegas, urging 
governments to show restraint when considering 
legislation that could hinder the development of 
franchising in their countries.

MEMBERSHIP
Full membership of the WFC is open to all national 

franchise associations that are constituted as not-for-profit 
organizations and whose constitutions require and in practice 
have a subscribing membership with a majority composed 
of franchising companies or their representatives, provided 
they are considered by the WFC to be the prime industry 
body for the country or territory concerned. Their governing 
bodies must also have a majority composed of franchising 
companies or their representatives. 

World Franchise Council 
Growing, Achieving 
Important Milestones

(Continued on page 46)
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While each national franchise association will have its 
own code, all must have one that is consistent with the 
WFC’s requirements. 

With one of its roles being the encouragement of 
franchising best practices, the WFC also accepts as 
associate members, national franchise associations which 
give a written commitment to work towards the council’s 
full membership requirements, provided that there is not an 
existing member in that country or territory.

WFC MEETINGS
The WFC members meet twice a year with national 

associations volunteering to act as hosts. It is during these 
meetings where much of the work and the invaluable 
exchange of information between associations take place. 
With associations from all continents (except Antarctica) 
being represented, every effort is made to move meeting 
locations around the globe. Many associations find that the 
hosting of as many as 70 of the leading figures in franchising 
from around the world has a positive enhancement for 
franchising in their country at both governmental and 
business levels.

The work of the council is carried out by the various 
secretariats that are filled by those national associations 
with both the time and resources to fulfill them.

All associations provide up to date information on the 
state of franchising in their country, with special regard 

to economic and legislative developments. This provides 
invaluable information to assist franchise systems that are 
members of WFC national associations and are seeking 
to export. The fraternal relationships between member 
associations can also play a role in providing personal 
introductions to the key people in those countries.

The first meeting this year was held in conjunction with the 
IFA’s convention in Las Vegas and in October, the Franchise 
Council of Australia will host the second meeting in Brisbane, 
to coincide with its own convention. In keeping with the 
global movement of meeting hosts, the 2016 meetings will 
be held in Italy and Indonesia.

The chair of the WFC is held by the chair of the most recent 
WFC meeting, currently IFA’s vice chairman, Aziz Hashim, with 
Waren Wilmot, chair of the FCA, as chair-elect.

Current members of the WFC are Argentina, Australia, 
Austria, Belgium, Brazil, Canada, China, Croatia, Czech 
Republic, Denmark, Egypt, Finland, France, Germany, 
Great Britain, Greece, Guatemala, Hong Kong, Hungary, 
India, Indonesia, Italy, Japan, Korea, Lebanon, Malaysia, 
Mexico, Netherlands, New Zealand, Philippines, Poland, 
Portugal, Russia, Singapore, Slovenia, South Africa, Sweden, 
Switzerland, Taiwan, Turkey, U.S.A., Venezuela and the 
European Franchise Federation. n

Graham Billings is General Secretariat of the Franchise 
Association of New Zealand. Find him at fransocial.franchise.org
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Franchise Development
SEMINARS 2015

Come grow your business!

Register Now

http://www.franchise.org/franchise-development-seminar-ser ies

(Continued from page 45)
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EMV is Here—Is Your 
Business Ready?

New credit card technology could help protect you and your 
customers from fraud and financial liability, plus get a jump on 

your competition.

BY KEVIN KOBS

F I N A N C E

Perhaps you’ve noticed that credit cards are looking a little 
different these days. Many are sporting a new feature — a 
gold square on the front of the card like this one:

That square, or contact, indicates that a microprocessor 
chip (think of it as a mini computer) is embedded in the card 
and provides the basis for new payment card technology that is 
sweeping the United States. It’s called EMV it’s the future of U.S. 
credit card processing and it will affect your business in more 
ways than one.

WHAT IS EMV?
EMV is an established global standard for credit and debit 

cards that’s based on microchip technology. The acronym 
evolved from a collaborative effort undertaken in Europe in 1994 
by Europay, MasterCard and Visa to ensure payment security 
and global interoperability. Today the EMV trademark is owned 
by the six member organizations of EMVCo: American Express, 
Discover, UnionPay, JCB, MasterCard and Visa.

Simply put, the EMV chip is replacing the magnetic stripe 
that has been a standard feature on payment cards issued in 
the United States for nearly half a century. The reason for the 
change is that chip technology is considered significantly more 
secure than magnetic stripe because it uses encryption and 
other cryptographic measures that make it extremely difficult for 
unauthorized users such as hackers and identity thieves to access 
or use information on the card, or to create duplicate cards. 
Additionally, since the technology has been adopted globally, 
the transition to chip cards in the United States ensures that 
international visitors to this country will encounter no roadblocks 
when they present their EMV cards at the point of sale.

EMV’s stronger authentication features are expected to 
help lower the payment card fraud rate in the United States.  
According to The Nilson Report, the United States accounted for 
47.3 percent of the worldwide payment card fraud losses in 2012 
while generating only 23.5 percent of total volume. The need for 
a solution to this costly problem ($5.33 billion in the United States 
alone in 2012) is clear. 

EMV has already been tested and found effective at 
combatting fraud and identity theft in other countries where it 
has been implemented. For example, Canada began its migration 
to EMV in earnest in 2007. In 2010, Criminal Intelligence Service 
Canada released a report showing the combined losses due to 
payment card fraud had decreased from $512.2 million to $500.7 
million between 2008 and 2009 — small but significant progress 
in the right direction.

How EMV Works So-called “smartcards” look like traditional 
magnetic stripe cards; in fact, the cards being issued by banks 
in the United States during the transition period feature both a 
stripe and a chip so they can be used in point-of-sale systems 
that are not yet EMV compatible. The chip contains the account 
and personal information needed to use the card for payment, 
backed up by more advanced security features than are available 
on mag stripe cards. 

Instead of swiping an EMV card through a credit card terminal, 
as is done with a magnetic stripe card, the cardholder “dips” or 
inserts it into a device that allows the chip to connect to a reader, 
become energized and exchange data. This is known as a contact 
transaction. 

Alternatively, there is another type of chip card technology 
that doesn’t require direct physical contact between the card and 
the reader. For this contactless transaction, the cardholder simply 
holds the chip card within a couple of inches of a contactless-
capable reader, which connects with the embedded chip and 
allows the exchange of data via radio frequency in a process 
known as near field communication. The contactless method is 
sometimes referred to as “tap and go” because it is so quick.

Chip-and-PIN vs. Chip-and-SignatureEMV cards come in 
two versions: chip-and-PIN and chip-and-signature. The main 
difference between them is how they’re authenticated at the 
point of sale. Chip-and-PIN cards account for about 60 percent of 
EMV cards worldwide and require the cardholder to enter a four-
digit code to complete the transaction. Chip-and-signature cards 
require the cardholder’s signature to verify the sale.

(Continued on page 48)
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Just as EMV cards are considered to be more secure than 
magnetic stripe cards, chip-and-PIN cards are a stronger 
defense against fraud than chip-and-signature cards. That’s 
because it’s easy for a thief to forge a signature but far more 
difficult to guess a cardholder’s PIN. 

Why are U.S. banks primarily offering chip-and-signature to 
their cardholders, even after the Obama administration issued 
an executive order requiring that federal agencies migrate to 
more secure chip-and-PIN based credit cards for all federal 
employees that are issued payment cards?

Brian Krebs explored that question recently on his blog, 
Krebs on Security. He spoke with Julie Conroy, a fraud analyst 
with The Aite Group, who explained that issuers told her they 
“wanted to keep it simple: Go to market with plain vanilla (chip-
and-signature), and once we get this working, we can evaluate 
adding some sprinkles and toppings later (chip-and-PIN).”

Another industry analyst, Avivah Litan of technology 
research firm Gartner Inc., told Krebs that once magnetic 
stripe goes away completely (she predicted by 2018), chip-
and-PIN will be a “very strong solution.” She added that 
current estimates are that half of the cards and terminals will 
be chip-enabled by the end of 2015, although full compliance 
will take a little longer.  

ACHIEVING EMV COMPATIBILITY
As a merchant, there are certain steps you should be taking 

now to achieve EMV compatibility, not only for the security 
benefits if offers your business and your customers, but also to 
be prepared for the liability shift that will occur later this year. 
Currently, issuing banks are financially responsible for any 

credit card fraud that occurs at the point of sale. However, 
beginning October 1, merchants (excluding fuel dispensers) 
who haven’t upgraded their POS credit card processing 
equipment to support EMV transactions will be financially 
responsible if a counterfeit or fraudulent transaction occurs 
on that card. Fuel dispensers have an additional two years to 
become compliant before the liability shifts to them.

By upgrading to EMV-compatible terminals now, you’ll 
help protect yourself from financial liability and fraud, you’ll 
be ahead of your competition and you’ll be able to process 
sales without missing a beat as increasing numbers of your 
customers present their new chip cards at the POS.   

Start the process by evaluating your current risk level. 
Have chargebacks been an issue? Is your business a larger 
retailer, or do you sell big ticket items that would potentially 
increase the risk of expensive counterfeit transactions? If so, 
you should strongly consider incorporating EMV credit card 
processing equipment at your place of business now.

EMV compliant terminals still support traditional payment 
processing, and most are comparable in cost to traditional 
credit card machines. Costs associated with adopting 
EMV technology can be offset by the increased security 
and reduced risk of fraudulent transactions, as well as the 
potential expanded marketplace that EMV compatibility 
brings. n

Kevin Kobs is vice president of business 
development at TransFirst. Find him at 
fransocial.franchise.org.

(Continued from page 47)
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Bird’s Eye View: 
Balancing Investment 
and Performance 
Three things to consider when investing in capital expenses while 
maintaining operational excellence and ROI.

BY MARK WHITTLE, CFE

F I N A N C E

We’re all fighting for that proverbial piece of the 
customer pie — or in Hooters’ case, should I say 
chicken wing? Successful brands know you cannot 

rest on name recognition alone to keep customers coming back 
for seconds, thirds or more.

Whether overseeing an iconic restaurant brand with 
hundreds of locations around the globe or operating a handful 
of units with regional affinity, at some point you’ll need to 
consider making strategic investments in capital expenses. 
While a quick-fix solution may seem appealing in the near term, 
a piecemeal approach could hurt your business in the long run. 
You cannot predict what challenges the future holds, but it is 
important to maintain a long-term perspective when evaluating 
existing assets and considering growth and expansion.

GUEST-CENTRIC MINDSET
We’re all familiar with the adage, “If mama ain’t happy, ain’t 

nobody happy.” Well, the same goes for the customer. Change 
can be an uncomfortable thing for many guests, especially if you 
have built a loyal consumer base for more than three decades.

Hooters is investing a significant amount of time and capital 
into remodeling existing U.S. locations with a new, contemporary 
comfort design concept that matches the fun-loving persona 
of the brand. Over the past 21 months, we have remodeled 
nearly 60 corporate-owned restaurants with plans to maintain 
an aggressive pace for 2015 and continue at a rate of more than 

(Continued on page 50)

25 remodels per year. In addition, our Hooters franchisees are 
accelerating the remodeling of their restaurants as well.

While an approach of this scale may not apply to every 
business scenario, the thoughtful planning process always will. 
Before the first domino falls, you have to be committed to doing 
it right — which means your business decisions must be guest-
centric.

Maintaining operational excellence and exceeding consumer 
expectations are critical considerations when shaping an 
investment strategy, but where do you begin? Start with tried-
and-true customer feedback, which is exactly what we did prior to 
the launch of our major remodel initiative. From commissioning 
market research or hosting focus groups to polling managers 
for anecdotes and reading notes stuffed into a suggestion box, 
that feedback is a valuable item in your capex toolkit. The hard 
numbers combined with candid comments, good or bad, often 
provide raw insight into evolving customer preferences and 
desires and highlight the areas where you can focus your energy 
for growth. And as a franchisor, we always solicit feedback 
from our existing franchisees. The last thing a franchisor would 
want to do is launch a new prototype or remodel enhancement 
program without involving franchise partners; their insights are 
invaluable.

After a lot of listening, we chose to concentrate Hooters 
strategy on three tenets of the guest experience — food, 
atmosphere and service — and it continues to pay dividends. 
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From expanded menu offerings, a centrally located bar area 
and comfortable seating, to modern aesthetics, sleek finishes 
and top-of-the-line AV packages, guests are responding 
enthusiastically to our newly remodeled restaurants, and 
potential franchisees are also taking note.

The consumer never stops changing. We can’t either.

EMBRACE STRATEGIC GROWTH 
Growth can mean different things to different organizations, 

whether it is expanding your customer base, growing your 
footprint or adding new products or services to create an 
additional line of revenue. However you evaluate and define 
growth for your business, you need your investments to support 
the bottom line. Take the time to crunch the numbers and 
thoughtfully define clear goals against a timeline that supports 
the overall strategic plan.

Growth can mean different 
things to different 
organizations, whether it is 
expanding your customer 
base, growing your footprint 
or adding new products 
or services to create an 
additional line of revenue. 

It is essential to identify specific milestones and set dates 
to work to achieve them. Start with the overarching long-term 
goals, then take each one and identify an ideal timeframe, 
such as adding 15 units within the region over the course of 
the next three years. Then breakdown your objectives further, 
making the near-term objectives very precise. For example, 
open the first five units by the end of the year, open the first 
new location in the next four months, and so on until you have 
clear action items and next steps to achieve each one. Also, 
when embracing growth, part of the strategic considerations 
must include clearly defined geographic targets to ensure you 
are maximizing synergies and entering into the best possible 
markets for your brand. Over the past 30 years, I have seen too 
many brands that accelerated growth in a shotgun approach, 
versus a very deliberate, geographical approach, and quickly 
lost all momentum.

Don’t be afraid to be ambitious. It’s no secret Hooters 
has accelerated our growth strategy. We’re in the midst of an 
aggressive five year plan to ramp up the development of new 
corporate-owned and franchise-operated units domestically 
and abroad.

When dealing with a broad-based strategic plan, you’re 
likely to have several irons in the fire at one time — which is why 

it is important to also identify the trusted set of people, partners 
and experts who will help you stay true to your objectives and 
attain your goals each step along the way.

PARTNER UP
Our experience shows the most successful business 

practices are accomplished with great partners. As franchisor, 
we seek enthusiastic, smart franchisees who know their 
markets and customer bases. It truly makes all the difference. 
Whether opening the world’s largest location in Las Vegas or 
expanding in Asia and South America, a good partner has feet 
on the ground and not only understands the opportunities and 
challenges in each market but eagerly serves as a cheerleader 
for the brand. 

We provide the tools, support and guidance for success, but 
it is always a give and take process. Embracing diversity while 
staying true to your brand helps make your growth investments 
successful. For example, there are key market differences in 
each U.S. state; imagine the difference between countries? 
That’s why we allow many of our international locations to 
“localize” certain dishes on the menu, we trust the expertise of 
our franchise operators and work with them to identify the best 
fit for each location.

The same applies for all aspects of business, especially 
when operating in growth mode. There are so many day-to-day 
responsibilities to maintain existing operations at a high 
standard, you must know when it is time to trust the experts in 
order to grow. Identify the areas of your plan that are essential 
for success, then take a step back to determine if there’s an 
expert resource that may best serve your needs. 

Our secret sauce? Hooters recently signed an agreement 
with Colliers International, the third largest commercial real 
estate brokerage firm, and its team is committed to help 
increase units and brand visibility in the United States and 
internationally, while successfully leveraging our existing 
real estate holdings. This was a strategic move for Hooters, 
as we wanted a partner with global reach and expertise that 
balanced with the ability to act nimbly in local markets. Colliers’ 
experience in market analysis, site selection and overall 
management of retail and restaurant expansions complements 
Hooters long-term strategy for smart growth across the globe.

Ultimately, it truly is all about relationships. From listening 
to your customer base, counting on your employees and 
trusting your ecosystem of partners, good relationships keep 
businesses running. If you can count on them, your customers 
can count on you. And when your customers can count on you 
to meet their needs, you have the successful recipe needed to 
continue to grow. n

Mark Whittle, CFE, is senior vice president of 
global development for Hooters of America, LLC. 
Find him at fransocial.franchise.org. 
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OVER 25 YEARS OF PRODUCING WORLD CLASS EXPOS
Sponsored by:

Be where 400+ of the hottest concepts in 
franchising are – at the franchise industry’s 
premier international event. Strengthen 
your opportunities with 19,000 key 
qualified prospects from the United States 
and 85 countries. Pursue your domestic or 
international goals, and sell single units, 
area developments or master franchises, at 
this one-stop event.

June 16-18, 2016
New York, NY

Take your franchise business to the next 
level at Franchise Expo South in Houston 
- one of the fastest growing cities in the 
U.S. Meet thousands of entrepreneurs 
and business owners from throughout the 
South and Western U.S., and Latin America. 
Extend your brand in one of the hottest 
states for new business prospecting.

FEBRUARY 11-13, 2016
Houston, TX

Secure success with your franchise 
by being where the economy and 
entrepreneurship are thriving. Show eager 
attendees from over a dozen states in 
the West the benefits of your franchising 
business and how to move to the next step 
with you, while you make progress towards 
your expansion goals.

NOVEMBER 12-14, 2015
Anaheim, CA

EXPOSURE TO THOUSANDS
OF QUALITY PROSPECTS

READY TO BECOME A FRANCHISE OWNER

HIGHLY MOTIVATED - FINANCIALLY QUALIFIED
waiting to meet you at one of our 3 expos.

The world leader in franchise events, MFV Expositions, has been connecting businesses 
with qualified franchisees for over 20 years.

Call 201.881.1666 or email exhibit@mfvexpo.comRESERVE
YOUR SPACE NOW

MFVExpo.com

http://mfvexpo.com


BEFORE YOUR CONVENTION
Decide on a hashtag. It should be short and recognizable. 

Include it in all of your outgoing information about the event, 
on all event information and clearly use it to promote the 
event. For example, the International Franchise Association 
used #IFA2015 for its most recent convention, #FranTech 
for the Digital Marketing and Technology Conference 
and #GIFA2015 for the Google/IFA Summit in April. For 
FIT4MOM’s next conference, the hashtag will be #F4MBU, 
because the theme is “Be You.” The hashtag should be used 
across all platforms you are using to communicate about your 
brand; include Facebook, Twitter, Instagram, Linked In and 
any others you utilize.  

●Consider live video streaming your event for a fee or have 
a few sessions that are provided free on your website. Decide 
what content you will live-stream and what platform works 
best for your event. Look for features like the ability to view on 
a tablet or mobile and the ability to chat and ask questions as 
a remote viewer, as these are essential to engagement of the 
virtual audience. Assign one or two staff members to monitor 
and engage with the virtual audience before and during the 
event. The most common question regarding this is “Why 
would anyone come to my event, if I am streaming it?” There 
is nothing that can replace the relationships, brainstorming 
and camaraderie of attending a live event. Life gets in the 
way sometimes and we have to choose between attending a 
conference and being available for a family event, illness, or 
crisis. Throughout businesses and careers everyone juggles 
commitments. By providing a live stream in some manner, 
it allows those who cannot attend to be a part of the event 
in some way. As a franchisor, offering this opportunity is an 
indelible statement on the value of your franchisor-franchisee 
relationship. With this sneak peak of the event over live 

Maximizing the Impact of 
Social Media, Videos and 
Community Engagement 
during Events  
Take your engagement to a higher level with expansive, exciting 
social media.
BY SUSAN KING GLOSBY, CFE

The date and venue of your convention is set. Your 
agenda and speakers are scheduled. A little voice in your 
company asks: “What about social media? How are we 

promoting our event? What’s our hashtag?”  
Through social media, your event allows you to increase 

engagement with your franchisees, customers, and followers. 
On your corporate social media sites, pictures and content 
from your convention give consumers a glimpse into your 
brand culture. When a consumer sees that you invest in 
educating and supporting your franchise owners while 
having fun doing it, your brand loyalty and integrity can 
increase exponentially. With the current consumer climate of 
supporting businesses with a positive, giving culture, your 
social media photos speak volumes. This may also foster 
interest in your brand with franchise sales leads after this 
inside glimpse into your convention.

In the local market, franchisees who are “tagged” in social 
media posts and who have shared content or photos from the 
event, show their own customers that they are invested in their 
business by furthering their education. This gives considerable 
credibility and demonstrates the desire to continue to improve 
their service within their community. 

This franchise involvement also increases your franchisees 
loyalty and desire to continue to improve the system. Being 
included in posts, tagged in photos and quoted in memes all 
give participants recognition for being an integral part of your 
event and franchise system. Social media integration boosts 
the camaraderie and connection of your franchisees, both 
those attending and those watching in social media.  

Preparation, planning and engagement throughout 
your event cycle, gives you substantial advantages for 
your franchise brand. Utilizing social media increases your 
credibility and amplifies your brand’s message to all who view 
your content.    

T E C H N O L O G Y

(Continued on page 54)
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Promote your franchising opportunity every Wednesday to 
3.3 million readers* in Franchising Today.
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executives and investors, many with sales and marketing expertise.
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stream, it also creates envy and excitement to fuel the 
attendance at your next event.

●Prepare social media graphics to be shared across 
platforms. Use photos or video testimonials from past events, 
photos of upcoming speakers, quotes of past or upcoming 
content, and always add the hashtag you will be using.  

●Create a Facebook Event Page, LinkedIn Event, or a 
separate web page dedicated to your event.  

●Share behind the scenes planning or bloopers to create 
excitement and anticipation for your convention.  

●Create a Twitter List of the speakers and another of all the 
attendees.  This will allow easy follow up after the event and 
also an easy way to view everyone’s content.

DURING YOUR CONVENTION
●Take lots of pictures and video to post throughout the 

day. You will also use this content to promote your next 
convention. When you post your content, use your convention 
hashtag, tag your franchisees, their business pages, and use 
additional hashtags as appropriate. If you have sponsors be 
sure to include their signage or product and tag their social 
media pages as well.

●Assign several staff members to post and re-share 
content throughout the day.  Retweeting, re-sharing, 
favoriting photos and tweets is a full time job. Attempt to 
capture every attendee by the end of your event.

●Have monitors set up in a central convention area with 
a stream of all the social media activity at your event. There 
are numerous services that can assist you to do this, one that 
aggregates hashtags across platforms currently is Tagboard.

●Encourage your participants to live-tweet content, 
Instagram and Facebook from your event and remind them to 
use the hashtag. Having banners in each room or footers on 
the presentations with the hashtag helps to remind attendees 
what it is.

●Have raffle prizes throughout the day for those that are 
posting on social media and for your virtual audience. 

●If you are live streaming be sure to engage with 
your virtual audience and allow them to ask questions of 
presenters through a chat function or bring them on through 
their computer camera to ask a question. Offer prizes and 
incentives for your virtual audience participation.

●Consider using new technologies such as Periscope to 
share live snippets of your event to create buzz.

AFTER YOUR CONVENTION
●Create a highlights video to share soon after the event 

and thank all of your attendees, followers, and sponsors. Be 
sure to tag sponsor pages and use the hashtag.

●Your content becomes a living story of your event. 
Aggregate your content to share once again with a service 
such as Storify.

●Debrief specifically on the topic of social media and 
engagement. What worked? What didn’t? What would you do 
differently next time?

●Review your photos and videos to choose the best 
content to use to promote your next event.

For your next convention, choose a few ideas to take your 
engagement to the next level in this expansive playing field 
of social media. Your brand will benefit, you will set a great 
example for your franchisees, and most importantly your 
event will have a new degree of fun. n

Susan King Glosby, CFE, is vice-president of 
operations for FIT4MOM. Find her at fransocial.
franchise.com.

(Continued from page 52)

Generating social media buzz at a convention can bring additional eyes to your brand. 
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CONFERENCE
FRANCHISE LEADERSHIP&

DEVELOPMENT

OCTOBER 14-16, 2015•ATLANTA, GAOCTOBER 14-16, 2015OCTOBER 14-16, 2015OCTOBER 14-16, 2015OCTOBER 14-16, 2015 ATLANTA, GAATLANTA, GAATLANTA, GA

franchisedevelopmentconference.com

Join us for the leading sales & development conference in the industry! 
This year’s theme Super Structure Your Growth ties into last year’s, 

Foundations For Growth, as it incorporates many of the tried-and-true 
sales skill programs along with several new additional programs.

Don’t miss this year’s exciting keynote 
speakers, starting with Scott Mckain,
business thinker, platform original and 

best-selling author, will share his 
insights on Distinctive Sales: 
How to  Stand Out in a Hyper-
Competitive Market scheduled in 
our day one General Session. 

“The Leadership & Development 
Conference is a must attend! It is on my 
calendar every year. This conference 
always delivers high quality content. 
The keynote speakers are some of the 
best you will hear at any conference. 
—Jania Bailey, President, FranNet

TOP 3 REASONS TO ATTEND:

1. Exclusivity for franchisors

2. New programming designed to 

help your personal growth as well as 

the growth of your brand

3. Learn from the industry’s top 

sales and development professionals!

Find real solutions to real problems. 
Register by 8/31 to receive our special Early Bird Rate!

“If you are focused on adding 
franchisees, this is a must attend event 
to learn best practices, understand 
benchmarks to succeed and to network 
with the development leaders. 
—Shelly Sun, CEO & Co-Founder, 
BrightStar Care

SUPERSTRUCTURE
Join us for the leading sales & development conference in the industry! Join us for the leading sales & development conference in the industry! Join us for the leading sales & development conference in the industry! 

SUPERSUPERSUPERSTRUCTURESTRUCTURESTRUCTURE
YOURGROWTH

Register Now!

David Nour, social networking 
strategist & author of Relationship 
Economics will close the conference 

on day two by discussing the 
importance of Building Your 
Prospect Relationship For 
Long Term Success and 
Growth. 

FLDC15_IFA_housead.indd   1 7/10/15   1:57 PM
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The annual IFA Washington, D.C. fly-in is now named 
the Franchise Action Network Annual Meeting. It is 
an integration of our grassroots advocacy program, 
the Franchise Action Network, with our annual fly-in, 

formerly known as the Public Affairs Conference. The 
new name reflects the growing importance of grassroots 
advocacy to the franchise community. Help IFA ensure that 
policymakers do not pass laws or implement regulations 
that hamper the ability of franchise businesses to thrive. 

Join the Franchise Action 
Network today and register for 
the Franchise Action Network 
Annual Meeting to make your 
voice heard.

www.franchise.org/franchise-
action-network-annual-

meeting

 Join us for this unique opportunity for 
franchisees - the all new Franchisee Growth 

Conference. This conference will feature 
programming specific to the needs of 

franchisees and will help you learn the latest 
innovations and best practices to evolve your 

business. There will also be several networking 
opportunities for you to build strategic partnerships 
that will benefit the growth of your system. You won’t 

want to miss this event! 

www.franchise.org/franchisee-
growth-conference

Interested in sponsoring these events? Contact Lynette James at ljames@franchise.org.

Expand your business and your bottom line at IFA’s all new 
Franchisee Growth Conference - made just for franchisees.

YOU CAN MAKE A DIFFERENCE - TALK TO YOUR MEMBERS OF CONGRESS AT 
IFA’s franchise action network annual meeting.

IMPROVEDNEW

SEPTEMBER 28 - SEPTEMBER 29, 2015
RONALD REAGAN BUILDING & 

INTERNATIONAL TRADE CENTER 
WASHINGTON, DC

SEPTEMBER  29 - SEPTEMBER 30, 2015
JW MARRIOTT

WASHINGTON, DC
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The annual IFA Washington, D.C. fly-in is now named 
the Franchise Action Network Annual Meeting. It is 
an integration of our grassroots advocacy program, 
the Franchise Action Network, with our annual fly-in, 

formerly known as the Public Affairs Conference. The 
new name reflects the growing importance of grassroots 
advocacy to the franchise community. Help IFA ensure that 
policymakers do not pass laws or implement regulations 
that hamper the ability of franchise businesses to thrive. 

Join the Franchise Action 
Network today and register for 
the Franchise Action Network 
Annual Meeting to make your 
voice heard.

www.franchise.org/franchise-
action-network-annual-

meeting

 Join us for this unique opportunity for 
franchisees - the all new Franchisee Growth 

Conference. This conference will feature 
programming specific to the needs of 

franchisees and will help you learn the latest 
innovations and best practices to evolve your 

business. There will also be several networking 
opportunities for you to build strategic partnerships 
that will benefit the growth of your system. You won’t 

want to miss this event! 

www.franchise.org/franchisee-
growth-conference

Interested in sponsoring these events? Contact Lynette James at ljames@franchise.org.

Expand your business and your bottom line at IFA’s all new 
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IFA’s franchise action network annual meeting.
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Transitioning From 
the Military to the 
Work Force
Leaning on the self-discipline, leadership and dedication learned 
when taking the leap into post-military business life.

BY JERROD SESSLER, CFE

One of the greatest challenges facing military men and 
women is the battle that occurs after their service ends 
and they transition to a civilian life. As a veteran of 

the Navy I am deeply aware of the challenges involved in that 
transition. I currently serve as the CEO of HomeTask, a multi-
brand franchisor system, but it took many tough lessons to get 
to this place in my life. In light of the challenges I’ve faced, 
I’m passionate about helping other veterans walk through the 
post-military season of their life and I hope that my story can 
offer some lessons for veterans who are thinking through their 
own transition.  

I proudly served in the U.S. Navy, as a Petty Officer, working 
aboard the aircraft USS Constellation. I was assigned to the “Cat 
Shop,” which is short for the Catapult Steam Shop and I was a 
“Snipe” (Boiler Technician/Engineering). My team provided the 
steam power to make the ship go and the airmen operated the 
functions of the catapults and communicated with the aircraft 
pilots. After I was released from full-time service in the U.S. 
Navy, I transitioned to full time school and part time work. The 
reason I chose this path is because I really enjoyed learning 
and felt that it gave me additional advantage towards future 
success. 

In addition to education I also enjoyed automotive work 
so I started working on cars. After a few years I transitioned 
to a position in engineering and later worked for a couple of 

M U L T I - U N I T  F R A N C H I S I N G
H O N O R I N G  A M E R I C A ’ S  V E T E R A N S

great companies, the most notable being the time that I spent 
as an engineer at Intel Corporation. My time in these various 
roles helped me to understand the business world and learn 
efficiency through technology, but ultimately these attributes 
built on the foundation of growth and discipline that I garnered 
during my time in the military. Military veterans have a great set 
of marketable skills and a great option for them is becoming a 
franchise owner, which is part of my story.

I eventually left corporate America in pursuit of my 
entrepreneurial dreams.  It was a much bigger leap than I realized 
but I leaned on the self-discipline, dedication, and leadership 
that I learned in the Navy. I ended up starting a business in 
the home-service industry, called HomeTask, which franchises 
various brands — the first of which was Yellow Van Handyman. 
The discipline required to stay alive in the military translates into 
an ability to stick with the productive action steps required to 
build a good company.  The dedication pressed into members 
of the military is useful in all of life’s situations.  The intensity 
that I experienced in the Navy has translated into an ability to 
calmly approach even the most difficult circumstances in life, 
including business.  Success in work and business is more than 
just being good at what you do. It requires having a stable, 
balanced life which includes a healthy home, work, and spiritual 
life. The integrity that I saw in many people whom I worked with 
in the U.S. Navy has challenged me year after year to honor 

(Continued from page 60)
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discovering new ways to grow your business. 
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FASTSIGNS and more. Register today!
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the authorities and structures over me and to work hard within 
the bounds of the established rules and standards expected 
in business. These characteristics make veterans a great fit for 
the franchising world.

One of the most fun parts of succeeding in business has 
been the ability to turn around and care for veterans, in much 
the same way that the military took care of me. HomeTask, 
along with many other franchisors, offer discounts off of the 
initial franchise fee as part of our collective membership in 
the VetFran program which is sponsored by the International 
Franchise Association (IFA). I pushed for this internally for 
multiple reasons and I believe I can speak for many other 
business leaders who have done the same.  First, I wanted to 
honor veterans for who they are and what they have done.  In 
addition, and equally as important, I wanted to be part of the 
solution for many of our veterans that are working through 
their transition from their time in service to a successful 
position where they can serve and support their families and 
lives. I do not want to see our military veterans coming home 
to simple, low pay positions, doing menial tasks when they are 
trained and able to do so much more. Franchising offers this 
meaningful opportunity for veterans. 

If you are a veteran and considering engaging with a 
franchise you would really like to own then think about what 
it is that you want to do. Do you like to do service work in 
homes or do you like to sell things in a retail store? Do you like 
food and the daily rhythm of a restaurant?  After finding your 
passions you then need to consider which one of those you 
most enjoy and are willing to continue throughout your life. 
For example, if you own a restaurant, you are probably not 
going to be the chef.  You are likely not even going to work in 
the restaurant after a while. You will probably end up wanting 
to own multiple locations and building a team of managers 
which means you will be doing a lot of human resources and 
people work.  If that doesn’t appeal to you then you need 
to look at owner-operator type businesses where you can 
operate what you own and hire people only as needed. Some 
of the Franchise Partners at HomeTask start out operating the 
business but then they grow to larger operations once they get 
the hang of the business and see how they can make it grow 
and increase profits through delegating some of the work. You 
want to be in a system that allows you a lot of flexibility so you 
can learn, change and grow as you increase in age, income, 
and experience. I hope that you will find a similar passion and 
joy in franchising that I found through my journey. I want to 
leave you with a compelling top ten list of why veterans are a 
great fit for the franchising world.

TOP TEN OF WHY FRANCHISING FITS FOR 
VETERANS

1. Veterans have a strong ability to know when it is time 
to work hard but also the ability to cut loose and have 
a little fun.  Having a grasp on both of these areas will 
keep the mundane from taking over.

2. Veterans are smart people.  We figure stuff out without 
all of the tools we need. We have ingenuity from the 
experiences we have faced in life.

3. Service personnel are not easily shaken. We are able to 
endure in difficult times and are able to respond calmly 
to difficult situations.

4. The military teaches a certain structure that exists 
elsewhere but is not quite as prominent.  It is 
important to understand a hierarchy because we 
need to understand where we fit in and what our 
responsibilities are which helps us to see a clear 
path to how we can contribute and improve our 
situation.

5. Veterans do not give up. My mental toughness 
was stretched well beyond what I thought was 
possible during my time in the military. This 
dedication causes creativity where others may 
crumble in fear.

6. Bootstrapping frugality is the life of many who 
actively serve in the military. I know I didn’t make 
enough to even support myself when I was on 
active duty. When starting a business, we need to 
be very disciplined to not punch a bunch of holes 
in our boat (or wheel barrel) that will carry us to 
the next phase of growth and profit. We do this 
by bootstrapping our way into that next phase, 
wisely managing expenses, while delivering the 
highest possible results.

7. The military is a unique environment with lots of 
structure and many times you are required to do 
certain tasks in a certain way in order to achieve 
a certain outcome.  This is not always the case 
with franchising but in general, in order to learn 
the system, you need to be willing to listen to and 
take and follow instruction.

8. Veterans know how to work in a team. We know 
how to get along and we work hard to make each 
day an enjoyable experience even though some 
of the work we have to get done isn’t particularly 
fun. And, that work can often be dangerous.

9. People who volunteer for the military are 
servers. Franchising is nearly always a serving 
environment. We are either serving the customer 
or an internal team member. Veterans are great in 
an atmosphere where they feel needed and get 
to serve people.

10. The military solidifies a foundation into the 
people that successfully navigate through a term 
of service. This foundation causes them to have 
an uncommon level of self-discipline. This will be 
extremely helpful to those who find themselves 
in business. n

Jerrod Sessler, CFE, is CEO of HomeTask, 
Inc. Find him at francsocial.franchise.org
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Robert Nevadomski, CFE

The International Franchise Association’s 
Institute of Certified Franchise Executives offers a 
substantive mastery of franchising to successful 
candidates, and confers recognition with the Certified 
Franchise Executive™ (CFE) designation. Among 
franchise leaders, the CFE has become known and 
appreciated as a mark of distinction 
and professionalism.  

To learn more about the CFE designation, see 
www.franchise.org/cfe or contact Rose DuPont at 
(202) 662-0771 or rdupont@franchise.org

“At The UPS Store, our goal is to be a resource for small 
business owners. This starts with our franchisees. 

Since our locations are locally owned and operated, we 
recognize each of them face unique challenges within 
their own communities. Through CFE, our executives 

have gained a broader understanding of franchising on 
a global level that allows us to better serve our most 

important customers – the franchisees. 
We are proud that 11 of our executives have received 

their CFE certification, which means they have the 
expertise to support franchisees in their journey 

into small business ownership and management. 
From innovative training, technology and marketing 
programs to the latest business strategies, the CFE 

program gives us the tools to help them succeed and 
continue to rise as one of Entrepreneur Magazine’s top 

franchises.”

B E T T E R  P R E P A R A T I O N .  B E T T E R  P E R F O R M A N C E . 

What will YOUR CFE Story Be?

Jim Hillquist, CFE

Chris Adkins, CFE

Don Higginson, CFEKevin Foley, CFE

Tim Davis, CFE Mark Denney, CFE

Randy Krzyston, CFE

Michelle Van Slyke, CFEJudy Milner, CFE

Eric Maida, CFEDavid Lee, CFE
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Join us in Miami, FL this November for IFA’s 
third annual Emerging Franchisor Conference. 
Designed for franchisors looking to connect, 
innovate and evolve their brands to the next 
level, this conference is a must-attend. You’ll 
leave with valuable information and insights 
from leading franchisors that you will bring 
back to your business to help you grow and 
succeed in the future.
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WELCOME 
       NEW IFA MEMBERS!

FRANCHISE SYSTEMS

911 Restoration
Van Nuys, Calif.
Contact Peleg Lindenberg

Anchor Bar Franchise & Development 
Company, LLC 
Buffalo, N.Y.
Contact Mark Dempsey

Blink Fitness Franchising, Inc.
New York, N.Y.
Contact Ed Yancey

Bloomin’ Brands, Inc.
Tampa, Fla.
Contact Terri Duncan

Bonchon Franchise LLC
New York, N.Y.
Contact Kim Hongtae

Cafe Barbera Franchise
Clearwater, Fla.
Contact Elio Barbera

Carrabba’s Italian Grill
Tampa, Fla.
Contact Terri Duncan, Bloomin’ Brands

Chevron ExtraMile
Brea, Calif.
Contact Robert Milner

Children’s Orchard
Hopkins, Minn.
Contact Jim Wollman, NTY Franchise 
Company

Clothes Mentor 
Hopkins, Minn.
Contact Jim Wollman, NTY Franchise 
Company

Cole’s Backyard Grill
Plano, Texas
Contact Tom Sacco, Homestyle Dining, 
LLC

Creamistry Franchise, Inc.
Yorba Linda, Calif.
Contact Joe Han

Crepe Delicious
Concord, Ont., Canada
Contact Yefet Oded

Crowning Touch Senior Moving Services, 
Inc.
Roanoke, Va.
Contact Linda Balentine

Device Pitstop
Hopkins, Minn.
Contact Jim Wollman, NTY Franchise 
Company

Duraclean International, Inc.
Arlington Heights, Ill.
Contact Vincent Caffarello

Espressamente illy Americas, Inc.
Port Chester, N.Y.
Contact Giovanni Montanelli

Experimac
West Palm Beach, Fla.
Contact Jason Anderson, United Franchise 
Group

Fence Dynamics Franchising, Inc.
Port Charlotte, Fla.
Contact Blase Bisceglia

Franchise Equity Consortium, Inc.
Irving, Texas
Contact Maret Manig

Gong Cha Franchise, LLC
Plainview, N.Y.
Contact Sam Lamba

Green Home Solutions
Plainville, Conn.
Contact John Russell

Happy Tax Franchising
Miami Beach, Fla.
Contact Mario Costanz

Homes & Land
Tallahassee, Fla.
Contact Patrick McGroder

I Believe This Is It, Inc.
Fayetteville, Ga. 
Contact Mignon Johnson

Island of Treats
Feasterville, Pa.
Contact Maxim Sirotovsky

KLA Schools
Miami, Fla.
Contact Roberto Ortega

Lemon Tree Development, LLC
Jericho, N.Y.
Contact Robert Shaw

Little Nest Group
Glen Mills, Pa.
Contact Laura Novak

MMS Franchising, LLC
Orlando, Fla.
Contact Bob DelVecchio

Mr. Gatti’s, LP
Austin, Texas
Contact Erin Finley

MultiFranquias Franchising LTDA-
EPP
Sao Paulo, Brazil
Contact Edson Ramuth

Nelson’s Creamery Franchise 
Concepts, LLC
Royersford, Pa.
Contact Louis Termini

One Stop Tax Services, Inc.
Houston, Texas
Contact Charles Kinuthia

Over The Top Cake Supplies
San Antonio, Texas
Contact Kevin Johnson

Parisi Speed School
Wyckoff, N.J.
Contact George Stephens

Peace Dining Corporation, LLC
Philadelphia, Pa.
Contact Kenneth Blakeman
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Project Miner
London, England
Contact Sean McNicholas

Sadkhin Franchising Company, LLC
New York, N.Y.
Contact Daniel Radinsky

SafeSplash Brands, LLC
Lone Tree, Colo.
Contact James Orr

Service Team of Professionals
Kansas City, Mo.
Contact Daren Clark

Shakey’s International, Ltd.
Taguig, Metro Manila
Contact Bianca Lagdameo 

Spaulding Decon Industries, Inc.
Tampa, Fla.
Contact Laura Spaulding

SSV Franchising
Stephenville, Texas
Contact Matt Miller

Steak & Ale Restaurant
Dallas, Texas
Contact Ashley Sartin, Legendary 
Restaurant Brands

Stratus Building Solutions
North Hollywood, Calif.
Contact Rachel Frazier

The Medical Interpreting and 
Translating Institute Online
McDonough, Ga.
Contact Lee Nelva

The Promise
Port Harcourt, Rivers
Contact Oluwatoyin Alabi

Tony Luke’s
Paulsboro, N.J.
Contact John Moser

Zounds Hearing
Tempe, Ariz.
Contact Nate Millhouse
 
FRANCHISE SUPPLIERS

Bose Corporation
Westborough, Mass.
Contact Steve Miller

Coex Co., Ltd.
Seoul, South Korea
Contact Devora Song

Conestoga Bank 
Feasterville Trevose, Pa.
Contact Larry Frank

Ferrandino & Son, Inc.
Farmingdale, N.Y.
Contact Alyson Bruu

FranchiseResales, LLC
Sarasota, Fla.
Contact Yvette Sellyn

Grant Thornton, LLP
Chicago, Ill.
Contact Dawnn McFarlin

Honigman Miller Schwartz and Cohn, 
LLP
Detroit, Mich.
Contact Matthew Disbrow

LED Source
Wellington, Fla.
Contact Dan Ocasio

LevelUp
Boston, Mass.
Contact Megan Pietruszka

NCR Corporation
Duluth, Ga.
Contact Stacey Whigham

Patriot Software, Inc.
Canton, Ohio
Contact Steven Hoffman

Powers Agency
Cincinnati, Ohio
Contact Lori Powers

Qvinci Software, LLC
Austin, Texas
Contact Suzanne Corbo

Reed Exhibitions
Norwalk, Conn.
Contact Beth Casson

StreetShares
Reston, Va.
Contact David Bann

Temperature Pro
Lafayette, La.
Contact Michael Kleimeyer, Pop-
A-Lock

TSheets
Eagle, Idaho
Contact Matt Newbill

Van Vleck Turner & Zaller
Los Angeles, Calif.
Contact Daniel Turner

Wheeler Trigg O’Donnell, LLP
Denver, Colo.
Contact Steven Kelso

XpertHR
New York, N.Y.
Contact Kathy Seedall
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