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Control Your Brand
Empower Your Franchisees

iAPPS    is the Premier, Award Winning
Website Platform for Franchises & Dealers Networks

iAPPS   from Bridgeline Digital is a distributed content 

management system that gives each of your franchisees their 

own website, enabling them to benefit from localized content 

and the search benefits it provides. And although your zees 

can customize their sites, iAPPS   provides corporate 

marketing divisions centralized brand control of your 

organization’s web presence and scales with you as you 

grow and add new locations.

Scale
and grow
as you add
more locations

Control
your brand
and messaging

Customize
local franchisee 
content & SEO

Centralize
management of
your online world

Call us today at 1.800.603.9936 or visit www.iAPPSds.com

Corporate maintains brand control

Corporate can distribute unified content

Easily manage franchisee local web content

Integrated eMarketing & analytics

Powerful eCommerce capabilities

Optimized for smart phones & tablets

Bridgeline Digital and iAPPS ds are registered trademarks of Bridgeline Digital Inc. by Bridgeline Digital

http://www.iAPPSds.com


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 
they need, including ideas for improving existing operations, new opportunities for growth, 
and emerging trends a� ecting the course of their companies’ success, investors across the
spectrum rely on Entrepreneur. The only way to connect to all of them is to connect to us.
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Advertising in Entrepreneur expands your reach to 
potential buyers from all spectrums of business.

36 Years Strong in the 
Franchise Market

Call today to leave no lead behind.
1-800-864-6864 x271 

FranchiseAd-FINAL-1113.indd   1 11/12/13   4:23 PM

http://www.entrenpreneur.com


The Collaborative 
Marketing Automation 

Platform
Designed to let franchisors and franchisees work together 

to acquire and retain more customers. The best tools, used 

cooperatively, and informed by data. 

Visit us online at yodlebrandnetworks.com or call 888-554-0483 to learn more. 

http://yodlebrandnetworks.com


The pattern is clear—GPM gets franchise law.

At Gray Plant Mooty, our 34 member franchise team delivers our clients a superior 
level of expertise in all areas of international and domestic franchising. When it 

comes to knowing their businesses, delivering world class results and representing 
them in an increasingly complex legal environment – we get it.

gpmlaw.comFranchise lawyers for leading brands.
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Servant Systems delivers franchise management software tailored to meet  

the ever-changing needs of your franchisees. Whether it is for a back-office  

system, a management dashboard, or to enable mobile workers with a range  

of tablets and smart phones, we can utilize multi-platform technology to  

greatly extend your office and mobile team capabilities. 

Call Don DeSmith at 734.475.1619 x 21 or email info@servantsystems.com  

to learn how Servant Systems can help you go mobile. 

www.servantsystems.com

At the office. On the go. 

SUPPLIER
FORUM

http://www.servantsystems.com


IFA’S MISSION
The International Franchise Association 

protects, enhances and promotes franchising.

IFA’S VISION
IFA: The preeminent voice and acknowledged 

leader for franchising worldwide.
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Newest Franchisor to Benefit from Benetrends Proprietary Fund

• Fund created to help franchisors provide qualified franchisees with direct access to capital 

• From the trusted leader in franchise funding with a 30+ year legacy of success 

• Working with America’s most recognized brands to deliver more opportunity, value, and growth
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THIS YEAR, THE INTERNATIONAL 
FRANCHISE ASSOCIATION TURNS 
55.

Fifty-five years ago, gas cost 31 
cents a gallon, a first-class stamp 
cost 4 cents and a gallon of milk 
cost 49 cents. “Ben-Hur” won an 
Oscar for best picture, John F. 
Kennedy won the presidential race, 
and a hopeful future of prosperity 
withered into generational and racial 
unrest throughout the decade.  

Also in 1960, franchising was 
expanding rapidly, and with that 

came the necessity to regulate the industry.  In 1959, Dunkin’ 
Donuts founder Bill Rosenberg put together a small meeting 
of franchisors in Chicago to discuss concerns about the future 
of franchising, “What we need is an association!”  And from 
that meeting, the International Franchise Association was 
formed with a goal that has broadened to our current mission:  
to protect, promote and enhance franchising. The early 
founders of the IFA sought to build an association that would 
maintain a favorable commercial and regulatory atmosphere 
for franchising.  

From its infancy to the organization we have today, IFA 
members have consistently, strategically and methodically 
worked to educate lawmakers and the public about the 
importance of franchising to the economic viability of the 
U.S. economy. Fifty-five years later, we are still focused on 
that singular goal amidst unprecedented threats to the 
franchise model by federal, state and municipal lawmakers 
and regulators. 

In 2015, we fully expect the assault on the franchise model 
to continue by those in Big Labor and their allies in city 
councils, state legislatures, in Congress and the White House.  
We continue to fight back against the Seattle City Council and 
its discriminatory minimum wage increase as we work through 
the legal process of a lawsuit we and five franchisees filed in 
district court last year, as well as against the National Labor 
Relations Board as it seeks to redefine the franchisor and 
franchisee relationship as joint employers.  We expect these 
challenges to grow across other cities and states in 2015, and 
we are prepared to push back on each and every one.  

55 and Counting 
To help guide our efforts, the board of directors 

approved a new strategic plan that will set into motion 
our continued diligence. The plan, developed by the 
IFA Strategic Planning Committee, focuses on our 
strategic objectives:  government relations and public 
policy, media and public relations and education and 
professional development.  

A major new component of the plan is an increased 
focus on franchisee engagement. A key goal in the plan 
is designed specifically to recruit and engage more 
franchisees into the IFA and provide more programming 
and services to help them grow their businesses.  It is 
critically important to get more franchisees involved in 
our advocacy efforts and this is the cornerstone of the 
Franchise Action Network, (FAN) our enhanced grassroots 
advocacy program launched in 2014.  FAN was a critical 
component in advocacy strategies in 2014, which resulted 
in major wins at the state and local levels, and it will be 
vitally important to our ongoing efforts at all levels of 
government in 2015.   

The IFA is stronger than ever before as we begin 
our 55th year.  But if we are to remain strong going 
forward, each IFA member will be called upon to help 
us battle those who want to dismantle the franchise 
model as we know it today.  If you haven’t already, 
please join the Franchise Action Network (go to www.
franchiseactionnetwork.com to join) to help us educate 
lawmakers and the public about franchising and learn 
more about FranPAC, IFA’s political action committee, 
at www.franchise.org.  In addition, be sure to attend the 
55th Annual IFA Convention in Las Vegas Feb. 15-18, 
2015 where we will gather to address the concerns facing 
our industry, just as our founding leaders did more than 
55 years ago. By standing together, we can ensure a 
prosperous and successful New Year for the time-tested 
and proven franchise business model.  
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PEOPLE

ART COLEY

Art Coley, an AlphaGraphics’ 
consultant, has joined the 
advisory board of The 
Entrepreneur’s Source, a 
career coaching franchise 
dedicated to the entrepreneur.

Liberty Harper was appointed director of 
operations by EnVie Fitness for Women.

Vada Hill was named chief marketing officer 
of Jackson Hewitt. 

Kristopher Antolak has been promoted vice 
president of Oxi Fresh Carpet Cleaning.

Mark Barry, American Home Shield 
president, will lead that company and 
ServiceMaster’s Franchise Services Group as 
group president. Two businesses will continue 
to operate and report financial results 
separately.

Jim Peros is now Togo’s chief operating 
officer. 

GROWTH

Abrakadoodle Remarkable Art Education’s 
Sue Walia of Falls Church, Va. and Pat 
Lakatta of Timonium, Md. are celebrating 10 
years of franchise ownership in 2014. Both 
business owners signed up for another 10 
years.

Annex Brands acquired 27 Parcel Plus 
shipping franchises from Eagle Franchise
Systems Inc. and its parent, International 
Center for Entrepreneurial Development.

ApplePie Capital is launching a first loan 
marketplace for franchises, bridging the 
financing gap for qualified entrepreneurs who 
want to open or expand their business.

Bojangles’ reached a substantial milestone 
in its 37-year history.  The 614-unit chicken-
and-biscuit chain reached $1 billion in annual 
system-wide revenue as of the end of 
October 2014. 

BRIX Holdings’ three franchise brands 
limited-time offers provide financial incentives 
as a safety net for first-time business owners, 
ensuring real estate selection opportunities 
and charging zero percent royalties for the 
first six months after opening a Red Mango, 
RedBrick Pizza or Smoothie Factory 
franchise. The company’s real estate team 
will help franchisees select their commercial 
real estate location within one year or the 
franchisor will refund the franchise fee. The 
new franchisee will pay zero percent royalties 
for the first six months after the location 
opens. Smoothie Factory is also offering an 
additional incentive program, the “$200,000 
Super Boost Buy Back.” If a new Smoothie 

Factory franchisee opens a new location 
and is not completely satisfied with the 
business within the first six months after 
opening, the franchisor will buy back the 
franchise, up to $200,000, and take over 
the operation.

Dunkin’ Donuts signed a multi-unit 
store development agreement with 
franchisees, ABDD Arizona, to develop 
seven restaurants in Phoenix. The group’s 
first restaurant of this agreement opened 
Oct. 27.

The Dwyer Group holding company 
for seven trade service brands, has 
surpassed $2.3 million in discounts to 
military veterans who have been awarded 
franchises through the VetFran program. To 
date, the company has awarded franchises 
to 326 veterans since the relaunch of the 
program in 2002. 

Edible Arrangements will open its first store 
on a U.S. military base later this year at Fort 
Bragg, N.C.

Franchise Development Services 
announced the establishment of FDS Hong 
Kong, naming Frankie Fan and William 
Yeomans joint managing directors.

Goldfish Swim School, which began 
franchising eight years ago, now has 15 
locations in eight states, 450 employees and 
annual revenues of nearly $14 million
.
Interim HealthCare, which has more than 
330 locations in 44 states, added 15 locations 
in 2014 in eight states including California,  
Florida, Georgia, New Jersey, Virginia 
and Texas. The first locations in Utah and 
Maryland have now opened. 

McAlister’s Deli signed an agreement with 
new franchise group Southwest Concepts  
LLC to open 10 locations throughout the 
Houston DMA, with one location slated to 
open in 2015. McAlister’s currently has six 
restaurants throughout the Houston market 
and will also open two additional locations in 
2015 with existing franchisees.

Safeguard has completed acquisition of the 
assets of MHC Associates Inc. (DBA) Team 
MHC, an integrated marketing resource 
provider based in Burnsville, Minn. .

Smoothie Factory awarded a multi-unit 
development agreement to franchisee John 
Wilfert of JW Health and Fitness LLC, to 
open seven more locations in Arizona.  Wilfert 
owns the Smoothie Factory at 1st Avenue in 
Tucson.

Snap Fitness announced a master 
development agreement for the United 
Kingdom with TwentyTwoYards Ltd. 

PEOPLE & NEWS BRIEFS

TITLE Boxing Club signed a master franchise 
agreement in Mexico with local franchise owners 
Erika Garcia, Patrick Muldowny and Gustavo 
Miranda as the newest master franchisors for 
the country. 

MERGERS, ACQUISITIONS AND ALLIANCES

Dunkin’ Brands Group Inc. will host a new 
educational webinar as part of its Diversity in 
Franchising Initiative in partnership with the 
National Association for the Advancement 
of Colored People. The goal of the initiative, 
announced at the NAACP’s national convention 
in July, is to increase the number of franchise 
businesses owned by people of color in both the 
quick-service restaurant sector and across the 
franchise concepts in today’s marketplace. In 
support of this objective, Dunkin’ Brands hosted 
a complimentary Franchising 101 webinar in 
November in collaboration with IFA’s Educational 
Foundation’s Diversity Institute.

HONORS & AWARDS

The 2015 “Best Law Firms” issue of U.S. News 
& World Report – Best Lawyers gives Armstrong 
Teasdale 30 first-tier rankings for work done 
in St. Louis, Kansas City and Columbia, Mo. 
metropolitan areas.  Selection for the rankings 
is based on an evaluation process that includes 
thousands of clients, lawyers and law firm 
representatives.

BrightStar Care, a national full-service home care 
franchise, was awarded The Joint Commission’s 
Enterprise Champion for Quality award for the 
second consecutive year. The  commission, the 
oldest and largest nationally recognized health 
care quality standards organization, acknowledged 
BrightStar Care’s efforts to promote high quality 
health care services by its franchises through 
Joint Commission accreditation.

The Dwyer Group announced the recipients of 
its fall 2014 Women in the Trades Scholarships, 
awarded to women and students working 
toward careers in the trades, or to front-line 
female employees at franchise locations for any 
of company’s service brands.  Recipients who 
received a $1,500 scholarship each include: 
Katelyn Bateman of Valley Mills, Texas, enrolled 

(Continued on page 10)8    FRANCHISING WORLD JANUARY 2015 



Growth from Every Angle
Get all the marketing tools you need to create & nurture new
leads, and drive more business through existing franchisees.
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We created this program to help you build new relationships, and maximize revenues 
from your existing ones. Our easy-to-use online marketing tools help build contact 
lists, run events, capture feedback, and nurture leads for your development team. 
We also have a team dedicated to helping existing franchisees leverage our tools to 
create and maintain local customer relationships, further adding to your bottom line.

Our Franchise Program delivers:
 • An extremely low cost solution with high ROI
 • Integrations with your existing systems
 • List growth tools, personalized coaching and “Do-It-For-Me” solutions
 • Detailed reports on who’s opened, clicked and forwarded your campaigns
 • Ability to push marketing content from your corporate o�ce directly to
  your customers
 • Freedom to let franchisees execute email campaigns locally while   
  maintaining brand control

Our Franchise Program aids new franchise
development and existing franchise growth

For more information visit ConstantContact.com/ifa or call 1-866-899-3710

FRANCHISE PROGRAM

VISIT US AT

BOOTH #529

AT IFA
 2015

http://ConstantContact.com/ifa


COMMUNITY OUTREACH
9Round Records Donates $57,813 for Breast Cancer Treatment and Research 
     9Round, a national chain of kickboxing franchises with 160 locations in 36 states, kicked breast cancer to the curb. On 
Oct. 16, 9Round hosted its third annual “Kick for the Cure” fundraiser through which fitness and kickboxing enthusiasts 
raise money for the support of breast cancer care. The company donated one cent for every kick recorded throughout the 
day at nearly all of its 160 clubs nationwide.  5,781,301 kicks were recorded, raising $57,813 to advance treatment and 
laboratory research for Breast Cancer. Since launching the annual event three years ago, the fundraiser has raised nearly 
$83,000.

at Texas State Technical College to be an electrician; Molly Olesky 
of Wilmington, N.C., enrolled at Cape Fear Community College to 
be an electrician; and Shellie Ellis of Austin, Texas employee of 
Mr. Appliance and taking courses to become a certified appliance 
technician.

Greensfelder, Hemker & Gale, P.C. received the highest possible 
ranking, Tier 1, for its Chicago Franchise Law practice from the 2015 
U.S. News – Best Lawyers “Best Law Firms.” The firm also was 
ranked in the top tier for Franchise Law in St. Louis and nationally. 
Overall, the firm garnered high national rankings for seven practice 
areas and multi-tier rankings in St. Louis for 24 practice areas.  Firm 
officers John R.F. Baer and Beata Krakus lead Greensfelder’s 
Franchising & Distribution Practice Group in the Chicago office. Both 
are members of the firm’s Corporate Practice Group.

Jersey Mike’s Franchise Systems was named a winner of 
Hospitality Technology magazine’s 2014 Restaurant Breakthrough 
Awards, presented each year to select foodservice companies for 
outstanding vision and achievement in operational and guest-facing 
technologies. 

The National Association for Female Executives recognized 
Primrose Schools Pres. and CEO Jo Kirchner as one of its 2014 
Women of Excellence Award recipients for her proven success in 
business and in serving others in her workplace and around the 
globe.

Red Mango, retailers of healthy dining options and authentic frozen yogurt, 
was honored for its national raw, cold-squeezed juice program during the 
inaugural HALO Awards (Healthy Active Lifestyle Objective) ceremony in 
New Orleans. Food News Media, publisher of QSR and FSR magazines, 
established the awards to celebrate menu innovation and messaging by 
restaurant chains across the nation.

re:group received the BEST of michbusiness Award! in the Marketing 
Savants category. The program is dedicated to recognizing those companies 
and individuals who make Michigan a top-notch place to do business. 

Sport Clips Haircuts has been selected as one of the Austin American-
Statesman newspaper’s “Top Workplaces.”  

Travel Leaders was honored with nine Travel Weekly magazine Magellan 
Awards for excellence in travel industry innovation and marketing. Since 
2009, the franchise has received 50 Magellan Awards.

NEW PUBLICATIONS

Marty D. Fish, CFE, a franchise recruiter of Kumon North America, reveals 
the means to achieving superior franchise business success through excellent 
customer service in his book, “The Passion Formula – The New Customer 
Experience.”  Written in a futuristic, science-fiction style, the book utilizes 
franchise business principles with a fresh twist on how to grow any franchise 
business by creating new, exciting and passionate customer experiences. 
Visit IFA’s Store, Publications at http://www.franchise.org/IndustrySecondary.
aspx?id=3466. 

Newk’s Raises Awareness and More Than $100,000 For Ovarian Cancer Research, Cure  
     Newk’s Eatery and participants in its Ovarian Cycle fundraiser generated more than $117,500 for the Ovarian Cancer 
Research Fund in the inaugural year of Newk’s Cares campaign. The Sept. 25 event, conducted in honor of Ovarian Cancer 
Awareness Month in Newk’s home base Jackson, Miss., raised more than twice its $50,000 goal. 
     The OCRF Ready. Set. Ride! Jackson Ovarian Cycle is the first of what will become an annual Newk’s Cares event in 
Jackson and other cities where the company has franchise units.   
     Lori Newcomb, wife of company co-founder and CEO Chris Newcomb, launched the campaign in Newk’s restaurants 
after being diagnosed with stage IIIC ovarian cancer in 2013. Inspired by her personal journey with the disease and the 
daunting survival rate — only 45 percent of women survive longer than five years after diagnosis — she began to raise 
awareness about ovarian cancer nationally.

Massage Envy Spa Supports Arthritis Foundation with More Than $ 1 Million Donation
     Massage Envy Spa raised more than $1,051,000 in one day for the Arthritis Foundation during its fourth annual Healing 
Hands for Arthritis event. On Sept.17, the franchise’s more than 1,000 locations donated $10 from each one-hour massage 
and facial to the foundation. Since 2011, the event has raised more than $3 million for the foundation to help find a cure 
for the 50 million adults and 300,000 children affected by the disease.

(Continued from page 8)

10    FRANCHISING WORLD JANUARY 2015 



Planet Beach Saudi Arabia Hosts Breast Cancer Event
     Planet Beach Saudi Arabia hosted an event Oct. 18 in honor of Breast Cancer Awareness month to honor survivors.  
The franchise location blanketed itself in pink, as it recognized breast cancer survivors and their families. Several area 
sponsors provided decorations and food to those in attendance. 
     The franchise also hosted Samia Al- Amoudi, M.D., an obstetrics and gynecology specialist and breast cancer survivor 
who gave guests a voucher for a free breast mammogram and a copy of her book on survival, “Breast Cancer: Break the 
Silence.”

Sky Zone Raises More Than $80,000 for Breast Cancer Research 
     Sky Zone Indoor Trampoline Park, creator of the world’s first all-walled trampoline playing court, raised more than 
$80,000 in December for Giuliana Rancic’s foundation FAB-U-WISH in partnership with The Pink Agenda. The company’s 
first system-wide charity initiative will help fund cancer research and grant life-changing wishes to breast cancer patients.
     In honor of Breast Cancer Awareness Month, more than 70 participating Sky Zone parks across the United States and 
Canada offered limited edition pink SkySocks instead of the traditional orange ones, and a percentage of all proceeds 
were donated to the foundation. 

Sport Clips Helps Advance Blood/Platelet Needs
     Sport Clips’ participation in the American Red Cross’ “Saving Lives Never Looked So Good!” campaign in September 
generated awareness of the need for blood and platelet donations. During the campaign, there was a net increase of 1.7 
percent of donations over last year.  The number of units collected could help save 1.2 million lives.
     In addition, Sport Clips received positive exposure for its support through radio public service announcements, news 
stories, more than 1.8 million campaign emails, more than 65,000 texts from the Red Cross to donors, and other social 
media messaging.

Steamatic Inc. Scholarship Aids Continuing Education
     Steamatic Inc., a cleaning and restoration services franchise with more than 500 territories in the United States and 
25 other countries, has established the Steamatic Lindy Berry Memorial Scholarship Program which awarded five $1,000 
scholarships in 2014 to provide financial assistance to Steamatic franchisees, their children and grandchildren who plan to 
continue their education in college or vocational school programs.
     The program is named in honor of the recently deceased Lindy Berry who spent the majority of his professional career 
as vice president and general manager of the company.

IFA ADDS TWO SENIOR-LEVEL EXECUTIVES TO HELP PROTECT FRANCHISES 

Two seasoned government relations and public policy professionals joined the 
International Franchise Association this past fall. The industry faces unprecedented 
challenges at the municipal, state and federal levels. 

Elizabeth Taylor, most recently chief counsel for the Senate Judiciary Committee 
Subcommittee on Privacy, Technology and the Law, joined IFA Dec. 8 as vice president, 
government relations, public policy and counsel.  Jeff Hanscom, most recently with the 
Direct Selling Association as attorney and government relations manager, joined IFA 
Nov. 17 as director of state government relations and public policy. 

Taylor has served in several chief counsel roles for the Senate Judiciary Committee 
since 2006.  Prior to joining the committee, she served as senior research analyst and 
counsel for Judicial Issues at the Republican National Committee.  She interned at the 

Department of Justice, Civil Division and the Office of the Commonwealth’s Attorney in Fairfax, Va.  In addition, she was a case 
manager and legal assistant at McKee Nelson, LLP (now Bingham McCutchen), a legislative assistant at Meyers & Associates, 
an assistant on the Senate Permanent Subcommittee on Investigations and served on the staff of former Sen. Fred Thompson 
(R-Tenn.).  She received her Juris Doctor from American University and a bachelor’s of arts degree in political science from Rhodes 
College in Memphis. Taylor reports to Robert Cresanti, executive vice president of government relations and public policy. 

Prior to joining the Direct Selling Association in 2012, Hanscom was with State Net as director in the Financial & Insurance Division 
from 2010 to 2012 and as a manager in the same division from 2007 to 2008. From 2008 until 2010, he served as a legislative and 
regulatory analyst in the state affairs division of America’s Health Insurance Plans.  Hanscom is a graduate of the Pennsylvania State 
University, having received both his bachelor’s of arts in political science with a French minor and his Juris Doctorate.  Hanscom 
reports to Dean Heyl, CFE, IFA vice president, state government relations, public policy and tax counsel.   

Elizabeth Taylor Jeff Hanscom
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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 late November is reflected in the following “report 
card.”

2013-2014 Cycle Expenditures: $948,724.56
Republicans:  $754,950.00
Democrats:  $173,774.56
Other:  $20,000

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

U.S. Senate:
Alexander, Lamar (R-TN) ......................................................$5,000
Begich, Mark (D-AK) ............................................................$2,500
Blumenthal, Richard (D-CT) .................................................$1,000
Brown, Scott (R-NH-Candidate) .......................... ...............$10,000
Capito, Shelley Moore (R-WV-Candidate) ........... ...............$10,000 
Cassidy, Bill (R-LA-Candidate) ..............................................$5,000
Cochran, Thad (R-MS) ...........................................................$5,000
Coons, Christopher (D-DE) ...................................................$6,500
Collins, Susan (R-ME) ...........................................................$7,000
Cornyn, John (R-TX) ..............................................................$7,500
Cotton, Tom (R-AR-Candidate) ..............................................$7,500
Daines, Steve (R-MT-Candidate) ......................... ...............$10,000
Donnelly, Joseph (D-IN)........................................................$5,000
Durbin, Richard (D-IL) ..........................................................$7,500
Enzi, Michael (R-WY) ...........................................................$5,000
Ernst, Joni (R-IA-Candidate) ..................................................$5,000
Gardner, Cory (R-CO-Candidate)....................................... .$10,000
Gillespie, Ed (R-VA-Candidate) .............................................$5,000
Hatch, Orrin (R-UT) ..............................................................$2,500
Johanns, Michael (R-NE) .......................................................$1,000
Johnson, Ron (R-WI) .............................................................$2,500
Kaine, Tim (D-VA) .................................................................$2,500
Land, Terri Lynn (R-MI-Candidate)........................ ...............$5,000
Landrieu, Mary (D-LA) ........................................ ...............$10,000
Manchin, Joe (D-WV) ...........................................................$2,500
Markey, Ed (D-MA) ............................................. ............$1,774.56
McConnell, Mitch (R-KY) .................................... ...............$10,000
Perdue, David (R-GA-Candidate) ..........................................$1,000
Pryor, Mark (D-AR) ...............................................................$5,000
Risch, Jim (R-ID) ...................................................................$2,000
Roberts, Pat (R-KS) ................................................................$7,000
Rounds, Mike (R-SD-Candidate) ......................... ...............$10,000
Rubio, Marco (R-FL) ........................................... ...............$10,000
Sasse, Ben (R-NE-Candidate).................................. ..............$2,500
Scott, Tim (R-SC) ...................................................................$5,000
Shaheen, Jeanne (D-NH) ......................................................$2,500
Sullivan, Dan (R-AK-Candidate) ............................................$5,000
Tillis, Thom (R-NC-Candidate) ..............................................$5,000
Toomey, Patrick (R-PA) ..........................................................$2,500
Udall, Mark (D-CO) ..............................................................$1,000
Warner, Mark (D-VA) ............................................................$2,000
Wehby, Monica (R-OR-Candidate)........................................$2,500

U.S. House of Representatives:
Amodei, Mark (R-NV-02) ......................................................$1,000
Barber, Ron (D-AZ-02) ..........................................................$3,500
Barletta, Lou (R-PA-11) .........................................................$1,000
Barrow, John (D-GA-12)................ ...................... ..............$10,000
Benacquisto, Lizbeth (R-FL-19-Candidate) ............................$5,000
Benishek, Dan (R-MI-01) ......................................................$2,000
Boehner, John (R-OH-08) ................................... ...............$10,000
Bilirakis, Gus (R-FL-12) .........................................................$3,000
Bishop, Mike (R-MI-08-Candidate) .......................................$3,500

Buchanan, Vernon (R-FL-13) .................................................$4,000
Byrne, Bradley (R-AL-01) ......................................................$5,000
Cain, Emily (D-ME-02-Candidate) .........................................$1,000
Camp, Dave (R-MI-04)..........................................................$5,000
Cantor, Eric (R-VA-07) ........................................ .................$5,750
Carter, John (R-TX-31) ...........................................................$2,500
Coffman, Mike (R-CO-06) .....................................................$5,000
Collins, Christopher (R-NY-27) ..............................................$1,000
Collins, Douglas (R-GA-09) ..................................................$7,500
Comstock, Barbara (R-VA-10-Candidate) ..............................$7,500
Costello, Ryan (R-PA-06-Candidate) ................... ................$10,000
Cuellar, Henry (D-TX-28) ......................................................$5,000
Davis, Rodney (R-IL-13) ..................................... .................$10,000
DelBene, Suzan (D-WA-01) ..................................................$1,000
DeMaio, Carl (R-CA-52-Candidate) ......................................$2,500 
DeSantis, Ron (R-FL-06) ........................................................$4,900
Diaz-Balart, Mario (R-FL-25) .................................................$1,000
Dingell, Debbie (D-MI-12-Candidate) ..................................$5,000
Dold, Bob (R-IL-12) ..............................................................$5,000
Ellis, Brian (R-MI-03-Candidate) ...........................................$5,000
Ellmers, Renee (R-NC-02) .....................................................$3,500 
Farr, Sam (D-CA-20) ..............................................................$2,500
Fitzpatrick, Michael (R-PA-08) ..............................................$2,000
Fleischmann, Chuck (R-TN-03) .............................................$5,900
Fleming, John (R-LA-04) .......................................................$5,000
Flores, Bill (R-TX-17) ............................................................$5,000
Gerlach, James (R-PA-06) .....................................................$5,000
Goodlatte, Bob (R-VA-06) .....................................................$2,500
Gorell, Jeff (R-CA-26 Candidate) ...........................................$1,000
Graves, Samuel (R-MO-06) ...................................................$7,000
Griffin, Tim (R-AR-02) ...........................................................$2,000
Grimm, Michael (R-NY-11) ...................................................$2,500
Guthrie, Brett (R-KY-02) ........................................................$4,400
Hall, Ralph (R-TX-04) ...........................................................$1,000
Hanna, Richard (R-NY-24) ....................................................$3,000
Hayworth, Nan (R-NY-18-Candidate) ....................................$5,000
Heck, Denny (D-WA-10) ......................................................$7,000
Heck, Joe (R-NV-03) .............................................................$1,000
Hensarling, Jeb (R-TX-05) .....................................................$5,000
Huizenga, Bill (R-MI-02) .......................................................$5,000
Hunter, Duncan (R-CA-50) ...................................................$1,000
Holding, George (R-NC-13) ..................................................$7,000
Hoyer, Steny (D-MD-05) .......................................................$2,500
Hudson, Richard (R-NC-08) ..................................................$5,000
Jenkins, Evan (R-WV-03-Candidate) ......................................$5,000
Jenkins, Lynn (R-KS-02) .........................................................$4,000
Jolly, David (R-FL-13) ............................................................$5,000
Joyce, Dave (R-OH-14) .........................................................$5,000
Kelly, Mike (R-PA-03) .......................................... .................$2,500
Kind, Ron (D-WI-03) ............................................................$5,000
Kline, John (R-MN-02) ........................................ ...............$10,000
Latham, Thomas (R-IA-05) .................................. .................$2,500
Lipinski, Dan (D-IL-03) ....................................... ...............$10,000
Luetkemeyer, Blaine (R-MO-09)............................................$2,500
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Matheson, Jim (D-UT-04) ......................................................$5,000
McCarthy, Kevin (R-CA-23) ...................................................10,000
McCaul, Michael (R-TX-10) ..................................................$7,500
McHenry, Patrick (R-NC-10) .................................................$2,500 
McMorris-Rodgers, Cathy (R-WA-04) ....................................$5,000
McSally, Martha (R-AZ-02-Candidate) ..................................$5,000
Meehan, Pat (R-PA-07) ..........................................................$5,000
Moolenaar, John (R-MI-04-Candidate) ..................................$2,500
Mullin, Markwayne (R-OK-02) ..............................................$2,500
Mulvaney, Mick (R-SC-05) ....................................................$4,500
Murphy, Patrick (D-FL-18) .....................................................$3,500
Murphy, Tim (R-PA-18) ........................................ ...............$10,000
Neal, Richard (D-MA-01) .....................................................$5,000
Nunes, Devin (R-CA-22) .......................................................$2,500
Olson, Peter (R-TX-22) ..........................................................$1,000
Paulsen, Erik (R-MN-03) .......................................................$2,500
Peters, Scott (D-CA-52) .........................................................$2,500
Peterson, Collin (D-MN-07) ..................................................$5,000
Poe, Ted (R-TX-02) ................................................................$6,000
Pompeo, Mike (R-KS-04).......................................................$5,000
Price, Thomas (R-GA-06) ......................................................$5,000
Radel, Trey (R-FL-19) ............................................................$1,000
Reed, Tom (R-NY-23) ............................................................$2,000
Renacci, James (R-OH-16) ....................................................$7,500
Roby, Martha (R-AL-02) ........................................................$2,500
Rogers, Michael (R-MI-08) ....................................................$1,000 
Rokita, Todd (R-IN-04) ..........................................................$6,000
Roskam, Peter (R-IL-06) ........................................................$7,500
Ross, Dennis (R-FL-15) .........................................................$3,500
Rothfus, Keith (R-PA-12) .......................................................$5,000
Runyan, Jon (R-NJ-03) ...........................................................$2,500
Ryan, Paul (R-WI-01) ............................................................$5,000
Scalise, Steve (R-LA-01) ........................................................$3,500
Schrader, Kurt (D-OR-05) ......................................................$2,500 
Schock, Aaron (R-IL-18) ........................................................$5,000
Shimkus, John (R-IL-15) ........................................................$2,500
Shuster, Bill (R-PA-09) ...........................................................$1,000
Simpson, Mike (R-ID-02) ......................................................$5,000
Smith, Jason (R-MO-08) ........................................................$2,500
Southerland, Steve (R-FL-02) .................................................$3,500
Stivers, Steve (R-OH-15) .......................................................$2,500
Swalwell, Eric (D-CA-15) ......................................................$2,000
Terry, Lee (R-NE-02) ..............................................................$1,000
Tiberi, Patrick (R-OH-12) .................................... ...............$10,000
Tisei, Richard (R-MA-06-Candidate)......................................$5,000
Trott, David (R-MI-11-Candidate)..........................................$2,500
Upton, Fred (R-MI-06) ........................................ ...............$10,000
Van Hollen, Chris (D-MD-08) ...............................................$1,000 
Wagner, Ann (R-MO-02) .......................................................$3,000

Walberg, Tim (R-MI-07) ........................................................$5,000
Walden, Greg (R-OR-02) .................................... .................$5,000
Walorski, Jackie (R-IN-02) ....................................................$2,000
Walters, Mimi (R-CA-45-Candidate) .....................................$2,000
Webster, Daniel (R-FL-10) .....................................................$2,500
Wilson, Joe (R-SC-02) ...........................................................$2,500
Yoder, Kevin (R-KS-03) ..........................................................$2,500
Young, Todd (R-IN-09) ..........................................................$5,000
Zinke, Ryan (R-MT-AL-Candidate) ........................................$5,000

Leadership PACs:
AmeriPAC .............................................................................$5,000
Ann PAC ...............................................................................$1,000
Bluegrass PAC.......................................................................$2,500
CMR PAC .............................................................................$2,500
COATS PAC ..........................................................................$2,500
Continuing A Majority PAC ...................................................$5,000
ERICPAC ............................................................. ...............$10,000
Eye of the Tiger PAC ..............................................................$2,500
First In Freedom PAC ............................................................$1,000
Freedom & Security PAC .......................................................$5,000
Healthcare Freedom Fund ....................................................$2,500
The Freedom Project .............................................................$5,000
Kelly PAC .............................................................................$1,000
Louisiana Reform PAC ..........................................................$3,000
Majority Committee PAC .................................... ...............$10,000
New Pioneers PAC ...............................................................$5,000 
Orrin PAC .............................................................................$1,000
People for Enterprise Trade and Economic Growth PAC ........$2,500 
Pioneer PAC........... ............................................ ...............$10,000
Prosperity PAC... ................................................. ...............$10,000
Rely On Your Beliefs Fund ....................................................$5,000
Reclaim America PAC ......................................... ...............$10,000 
Republican Operation to Secure and Keep a Majority .........$10,000
TRUST PAC ..........................................................................$2,500

PAC to PAC:
American Society of Association Executives (APAC) ..............$5,000
Blue Dog PAC .................................................... .............. $10,000
Chamber of Commerce of the 
United States of America PAC ...............................................$5,000
Democratic Congressional Campaign Committee ...............$15,000
National Republican Congressional Committee .. ...............$30,000
National Republican Senatorial Committee ........ ...............$30,000
New Democrat Coalition .................................... ...............$10,000
Republican Party of Michigan ...............................................$2,500
U.S. Travel Association PAC ................................ ...............$10,000

(Continued from page 12)
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Whether you realize it or not, you’re performing HR tasks the moment 
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Franchising Celebrates 
Successful 2014 State 

Election Cycle 
Although the results of this year’s election were certainly 

favorable for the franchise industry, there is still progress to be 
made. 

BY DEAN HEYL, CFE, AND JEFF HANSCOM

After a fiercely-contested campaign season, pro-business 
candidates won a string of high-profile victories in state 
and federal elections across the country. In governors’ 

mansions, state legislatures and Congress, the allies of 
franchising are in a better position to support and protect the 
business model.

The most prominent effect of the November elections is 
the transition of control of the U.S. Senate from the Democratic 
Party to the Republican Party. Although the franchise 
community has received some support on the 40-hour work 
week reform and joint employer issues from such Democrats as 
Reps. Dan Lipinski (Ill.) and Sam Farr (Calif.), Republicans have 
typically been more receptive to concerns from the franchise 
small-business community. Republican control of both the 
House and the Senate offers a stronger bargaining position for 
future compromise and reform with Democrats on the issues 
facing the franchise industry.  

Following this election, International Franchise Association 
Pres. and CEO Steve Caldeira, CFE, encouraged both parties 
to work together toward additional reform and growth:

“As congressional leaders set their priorities for 2015, 
franchise small-business owners will work with Congress to 
pass legislation that would return the traditional, 40-hour work 
week definition of a full-time worker under Obamacare, while 
simultaneously reigning in the politically-motivated overreach 
of the National Labor Relations Board. The NLRB has usurped 
congressional authority by administrative action, which will 

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

severely threaten the control local franchise small-business 
owners have over their businesses, in addition to their hard-
earned equity.”

Beyond national politics, allies of the franchise industry 
achieved success at the state level as well. Republican 
gubernatorial candidates won or were re-elected in Illinois, 
Maine, Maryland and Massachusetts, all hotbeds of legislative 
activity concerning franchising. The leadership of Calif. Gov. 
Jerry Brown (D) demonstrated in his recent veto of SB 610, 
a harmful franchise relationship bill, shows the vital role that 
state executives can play in the defense of consumers, small-
business owners and their employees.  IFA also expects a 
more favorable legislative atmosphere in the Maine and New 
Hampshire Houses, as well as the New York and Washington 
Senates, which all recently saw the introduction of harmful 
franchise legislation, but are now in Republican control. After 
the election, Republicans hold majorities in well over one-half 
of all state legislative bodies. 

Races for state attorneys general reflected the increasingly 
contentious political atmosphere, with Republicans gaining 
attorney generalships in Arizona, Arkansas and Tennessee. 
Alaskans elected an Independent to the position, beating out 
the incumbent Republican. The final 2014 election results leave 
roughly an even split between Democratic and Republican 
attorneys general.

California will remain a challenging environment for 
franchising for the foreseeable future.  With recent proposals 
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for discriminatory zoning provisions in San Francisco and the 
prospect of additional franchise legislation from the state 
house, the IFA Franchise Action Network is aggressively 
expanding its partnerships and educational efforts in the 
state. An IFA-led coalition of franchisees, franchisors and 
suppliers played a vital role in raising awareness on the 
issues SB 610 would have presented to California franchise 
small businesses, and IFA hopes to continue its educational 
success in the state.

Although the results of this year’s election were certainly 
favorable for the franchise industry, there is still progress to 
be made. Franchising faces many challenges in the coming 
years, including an increasingly activist NLRB, discriminatory 
minimum wage provisions and a wide array of new labor and 

health care regulations. Now more than ever it’s critical that 
the franchise community at large make its voice heard during 
policy debates. IFA-member franchisors and franchisees are 
urged to visit www.franchiseactionnetwork.com to become 
involved in the association’s grassroots efforts and protect 
the equity you’ve built. n

Dean A. Heyl, CFE, is vice 
president of state government 
relations, public policy and tax 
counsel and Jeff Hanscom is 
director, state government 
relations and public policy of 

the International Franchise Association. Find them at fransocial.
franchise.org.

The division of state legislatures at the end of 2014. 
Source: The National Council of State Legislatures

2014 Post Election Governors and Legislative Partisan Splits
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SUPPLIER FORUM
As we  embark on a new year in the franchise industry, it’s 

important to think about all the factors that can have 
an impact on your franchise growth strategy. Whether 

some franchisors like to believe it or not, providing or assisting 
with financing for your candidates plays a major role, and is 
not something that can be ignored or left for the candidate to 
handle on his own. 

We all know that securing funding is often one of the biggest 
challenges for franchise candidates, but how exactly does it 
impact you, the franchisor? Here’s some food for thought: Have 
you ever lost a candidate due to lack of funding? Have you ever 
lost a candidate after he was declined for a U.S. Small Business 
Administration loan, and he gave up? Do you have any single-
unit operators who might be interested in becoming multi-unit 
operators, but are hesitant to pursue it because of perceived 
financing challenges? If a franchise candidate is deciding 
between two  franchises and  one of them offers financing 
options, isn’t he more likely to choose the one that offers help 
with financing? These are just some of the financing issues many 
franchisors deal with on a regular basis. 

Franchisors who recognize the importance of financing 
trends have found that partnering with a resource that can help 
move candidates past funding obstacles can help them gain a 
competitive advantage. Here are some trends and forecasts to 
consider as you are deciding which strategies and partners will 
help set you up for success in 2015 and beyond:

IFA SUPPLIER FORUM SPOTLIGHT

ADVERTISEMENT

ROBS ARE ALIVE AND KICKING, BUT CHOOSING THE 
RIGHT EXPERT IS A MUST. 

While lending options are increasing for small-business 
and franchise owners, there is still a lending gap and many 
entrepreneurs have found their best option is to use 401(k)/IRA 
Rollover Funding, called ROBS (Rollover as Business Startup).  
This program allows entrepreneurs to use a qualified retirement 
plan to purchase a franchise tax-deferred and penalty-free. 
Additional benefits include fast turnaround time, no loans 
or debt to repay and the ability to pay themselves to cover 
expenses.

Another advantage is that candidates can also use 401(k)/
IRA Rollover funding/ROBS to meet the equity injection 
requirement for SBA loans.  And since the rollover process 
allows entrepreneurs to pay themselves a salary from the rolled 
over funds as a business expense, it demonstrates to the lender 
that they have outside income to cover living expenses, and 
therefore places less stress on the cash flow of the start-up 
business.

While there are many advantages to this form of funding, 
the downside is it can be very complicated. New companies 
have been cropping up claiming they can do it; however, it’s 
extremely critical to work with a provider like Benetrends who 
has  more than 30 years of expertise and experience. That’s 
30 years of working through any and every issue you can 
imagine, and developing the background knowledge to work 
through any potential issues that could slow down you and your 
candidate.  Because Benetrends knows the ins and outs of the 
laws, and keeps up with changing regulations and mandatory 
filings, the franchisee stays in good standing without the hassle 
of worrying. 

SBA LOANS WILL CONTINUE SHRINKING IN DOLLAR 
AMOUNT, BUT GROWING IN NUMBER OF LOANS 
APPROVED. 

According to recent statistics, the SBA  approved $28.6 
billion in loans in 2014. This number was $1 billion less than the 
previous year, and the third straight year of decline. However, 
the number of approved loans has been increasing steadily. In 
fact, almost 58,000 loan applications were approved in 2014, 
compared to 54,106 in 2013, and 53,848 in 2012. The SBA is 
encouraging lenders to put more, smaller-dollar-amount loans 
into the hands of business owners.  

While this might be good news for some, it doesn’t 
guarantee your candidate a loan, and the process remains 
complicated at best, to most. To increase the chances of your 
candidate securing an SBA loan, you might want to advise them 
to consider working with a company like Benetrends that can 
simplify the process. Because we work with many different 
banks and lenders, we have the ability to match a particular 
candidate’s application to the bank that is looking to fund a 
certain type of business opportunity. This means the candidate 
can often get better rates and terms due to a more competitive 
situation.

“TOO GOOD TO BE TRUE” SBA LOAN OFFERS ARE 
PROLIFERATING. 

As the interest for SBA loans keeps increasing, so do the 
claims for loans that sound too good to be true. Many franchisees 
end up finding out after they’ve signed on the dotted line that 
they were in fact too good to be true, but by then it was too 
late.  So, to clear up any confusion, here are some facts about 
the two we hear most frequently:

1. There is not an SBA loan available that doesn’t 
require any collateral. There actually is a loan available 
to every lender that doesn’t require personal collateral; 
however, business collateral is still required. 

2. There is no such thing as a “no doc” loan. The old 
“no doc” program was discontinued many years ago, 
and the government has made assurances it will not 
be returning. However, the SBA Small Business Loan 
program (previously called the SLA program) may 
be considered a “low doc” loan since the amount of 
documentation the lender needs to provide to the SBA 
has been reduced. 

If you come across a lender who claims otherwise, advise 
your candidate to look into it further.

CROWDFUNDING WILL CONTINUE TO GROW, BUT 
NOT IN THE FRANCHISE COMMUNITY. 

Crowdfunding continues to be a buzzword after the world 
got wind of Kickstarter campaigns that went viral and generated 
a lot of hype for raising a huge amount of money in a short 
amount of time. 

For non-profits, it’s been amazing. But for franchises, it hasn’t 
really gained traction. And for good reason: lending experts 
do not recommend using crowdfunding to finance a franchise. 
When reviewing applications, franchisors want candidates 
with the financial resources needed for long-term success. 
If a franchisee is relying on a funding platform that collects 
donations from hundreds, or even thousands, of strangers, a 
franchisor will assume the candidate is undercapitalized and 
less likely to succeed. 

Additionally, many crowdfunding users — both 
entrepreneurs and investors — neglect to fully understand 
the legal ramifications prior to starting or contributing to a 
campaign. For example, in the case of Kickstarter, funds raised 
are considered income and may be taxed. That’s why funding 
options such as SBA loans, 401(k)/IRA financing and securities-
backed lines of credit, to name a few, are still a better option in 
most cases for franchisees. 

In closing, when it comes to helping candidates, don’t just 
focus on helping them to get the funding to open their doors. 
Instead, it’s more important to ensure they are funded the right 
way to set them up for future success.

Feel free to contact Benetrends at 866- 423-6387 with any 
questions you may have regarding franchise funding or small-
business financing. n
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IFA’s 2015 Board Member 
Perspectives — An Industry 

Outlook
International Franchise Association directors share their insights on issues that could affect the 

franchise industry in 2015. 

Question:   WHAT IS YOUR OUTLOOK FOR YOUR BUSINESS AND 
THE OVERALL FRANCHISE INDUSTRY IN 2015?

has historically been the source of significant job creation in 
our economy and a source of opportunity to those pursuing 
what we call the American Dream.  We are experiencing 
an unprecedented set of regulatory burdens that threaten 
small businesses’ ability to grow and prosper, reducing the 
careers we can offer to our next generation leaders.  Let us 
have conviction to return our country to the place where both 
business and people thrive.

Jania Bailey, CFE
President and COO
FranNet Franchising, LLC

I am very confident that 2015 will be a good 
year for the franchise industry.  We are seeing a 

lot of momentum gathering in the last quarter of 2014 which 
bodes well for 2015.  

The recent election results give us hope that some of the 
burdensome legislation and anti-business movement will be 
controlled.  

However, we need to continue to watch the National 
Labor Relations Board and other groups that have targeted 
franchising.  Everyone should be vigilant in the protection of 
our industry.  

I am projecting modest growth in all divisions of our 
company for 2015.  

James Anhut
Senior Vice President, Design and Quality
InterContinental Hotels Group

Franchising is a powerful economic growth 
engine. In 2015, franchisors and franchisees 

must work together to elevate this fact among our local, state 
and federal lawmakers.  No one can sit on the sidelines when it 
comes to debating the issues that will impact our businesses.  In 
2015, it will be a great year for all of us when we come together.

Cheryl Bachelder
CEO
Popeyes Louisiana Kitchen 

For Popeyes Louisiana Kitchen, we expect 
2015 to be another very good year. Our brand is 

healthy and gaining market share.  Our owners are experiencing 
strong restaurant operating profits and competitive returns on 
their investments in new restaurants. We must continue to do 
the things that drive sustained growth: creating a great place 
to work for our people, providing a great business model to 
our franchise owners, and innovating and caring for our guests.

There are certainly headwinds for this industry.  Franchising 
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Melanie Bergeron, CFE
Chairwoman of the Board
TWO MEN AND A TRUCK/INTERNATIONAL, 
Inc.
Chairwoman

My outlook for TWO MEN AND A TRUCK is very optimistic 
for the coming year.  We continue to award franchise locations, 
same-store sales continue to be at or above double-digit levels.  
Thankfully, people are still moving and our great franchisees 
and our frontline staffs continue to strive to exceed customers’ 
expectations.

While I am optimistic for TWO MEN AND A TRUCK, I am 
very concerned about the political landscape for franchising.  
In the coming year we are going to need to continue the battle 
to protect our franchise business model from the local, state 
and federal levels.  Please consider joining the Franchise Action 
Network if you haven’t already.

Susan Black-Beth, CFE
Chief Operating Officer
Super Wash Inc.

I am looking forward to a year of growth.  
It feels like the tide has turned enough that 

many franchise systems will be able to make strong progress 
toward their development goals.  Even more encouraging is 
that consumers seem to be spending a little more, which will 
hopefully be felt by franchisees, resulting in increased same-
store sales.  Onward and upward!

Liam Brown
President, U.S. and Canada
Select Service and Extended Stay Lodging and 
Owner and Franchise Services
Marriott International
Secretary  

We continue to be optimistic about 2015. Barring a major 
exogenous event, the U.S. economy should continue to grow. 
Our business is highly correlated to GDP growth, that coupled 
with continued low-supply growth should ensure positive-
revenue growth in 2015.

We expect new franchise development activity to continue 
at a strong pace. Interest rates remain low and the industry is 
performing at historic highs, enabling strong underwriting of 
new franchise projects.

Charles E. Chase 
President and CEO 
FirstService Brands

The franchise industry is under attack.  For 
such a vital contributor to the success of the 

economy, this is unwarranted. The year 2015 is the pivotal year 
for the industry to educate and collaborate with legislators and 
journalists to ensure that the messaging is accurate and truthful. 
This will contribute to the continued success of the franchise 

distribution model.  Overall global business factors will improve 
and franchise systems will need to execute their business growth 
plans while continuing to fend off unions and the regulators.  This 
dual focus isn’t easy, but the franchise industry is up to the task. 

Mitch Cohen
Owner
Baskin Robbins/Dunkin’ Donuts Bayshore, NY

I see 2015 as a year of challenge. The franchise 
industry will continue to be challenged by 

governments at both the local and federal levels. Therefore, we 
need to be prepared to work at protecting the model. I also see, 
at least in my business, the cost of  commodities on the rise along 
with operating expenses so we have to really continue to be 
diligent in watching our costs. I am also hopeful that we will grow 
our business as consumer confidence grows.

Jerry Crawford, CFE
President and CEO
Jani-King International, Inc.

The outlook for the commercial cleaning sector 
is strong as companies are opening new locations, 

expanding current facilities and continuing to turn toward 
outsourcing as a way to improve their bottom lines. According 
to FRANdata, the franchise industry is on pace for 12 percent 
growth in 2014 which is identical to U.S. Department of Labor 
projections for janitorial positions over the next several years.  
The commercial cleaning industry is one that has proven to grow 
under difficult economic conditions and Jani-King is proud that 
our regions have continued to add new franchisees and new 
customers while we also open new territories for development. 
In addition to new areas of growth, Jani-King has also embraced 
new technologies that support existing programs and provide 
our franchise owners with even more opportunities to expand 
their businesses.

Ryan Cunningham
President
Javelin Solutions
Supplier Forum Chairman

In 2015, good spaces will be harder to find.  
Increasing demand for retail space has absorbed the once excess 
supply and new construction is lagging behind by as much as five 
years.  Franchisees will need to think outside the box to find new 
locations, considering redevelopments of older projects, moving 
into newly gentrified neighborhoods or buying out mom and pop 
retailers.

Well established brands with aggressive multi-unit franchisees 
will take priority with the landlords of prime locations in the coming 
year.  Emerging brands, struggling to establish their brand in 
first-tier cities, will find better opportunities in second- and third-
tier cities.  Franchisors will need to increase system average unit 
volume to justify rising rents and decreasing concessions from 
landlords.

(Continued on page 22)
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Kathleen Gilmartin
President and CEO
Interim HealthCare Inc.

I am optimistic about Interim HealthCare’s 
continued growth and success in 2015. The health 

care reform changes in the United States are taking shape and 
we anticipate greater demand for nursing and supportive care 
at home and in the community, which will benefit our franchise 
network. The demand for the continuum of care, from personal 
care and support to skilled nursing and therapy in the home, will 
only increase in the coming years as health care reform is fully 
implemented.

Internationally, the demographics of an accelerating elderly 
population coupled with the lower cost of providing care at home 
are driving growth in the United Kingdom, the Republic of Ireland 
and Australia, which bodes well for sales growth in our sister 
brands of Bluebird Care and Just Better Care.

We believe the franchise industry, in general, will continue 
to expand and prosper. The business model is sound and the 
systems and framework for operating successfully have stood the 
test of time. The spirit of entrepreneurship continues to thrive and 
franchise ownership is a proven, win-win business model.

Aziz Hashim
President and CEO
NRD Holdings, LLC 
Vice Chairman

The resilience of the franchise industry and the 
U.S. entrepreneur will once again shine in 2015.  As the economy 
muddles through this unprecedented period of uncertainty, as 
well as consumer demographics and demands changing ever so 
rapidly, few industries will be as adept to managing change as the 
franchise industry.  Franchising is uniquely close to the consumer 
at the retail level, as well as having the resources at the brand 
level, to make adjustments.  The challenge for the industry will be 
the relationship between the franchisees and franchisors.  Those 
brands that take a partnership view with their franchisees will 
greatly outpace their competitors.

Peter Holt, CFE
President and CEO
Planet Smoothie/Tasti D-Lite

From the perspective of our businesses, Tasti 
D-Lite and Planet Smoothie, we are very excited 

about the coming year.  As Americans have grown more health-
conscious, they have begun to search for food options that are 
both healthy and convenient, and Planet Smoothie and Tasti D- 
Lite’s low-calorie soft serve offer a great combination of both.  
We have experienced strong new unit growth and robust same-
store sales performance in 2014 and are projecting even stronger 
results in 2015.

I also believe that the franchise industry overall is poised for 
strong growth in 2015.  The interest in franchising and in owning 
your own business remains a powerful driver in this country.  
While we have seen very serious issues raised on the legal and 
legislative fronts in 2014 that will continue into 2015, their impact 
has been mitigated by the remarkable efforts of the IFA staff.  

John Draper
President of Operations
V&J Holding Inc. 

The outlook for our business and the 
overall franchise industry into 2015 reminds 

me of the opening sentence in the classic book by Charles 
Dickens, “A Tale of Two Cities.”  “It was the best of times, 
it was the worst of times ….” 

The best of times ... the franchise model is alive and 
growing. In the next year and beyond, the franchise 
business model will continue to be the blueprint for 
entrepreneurs to succeed and advance. 

The worst of times ... the franchise model is under 
attack with legislation and minimum wage regulation. This 
National Labor Relations Board act alone deserves all of 
our attention. Obviously the franchise owner is responsible 
for the policies of his employees and not the franchisor.  

Meanwhile as Chairman Aziz Hashim of the Multi-Unit 
Franchising Conference said, “Despite the hurdles, the 
entrepreneurial spirit that is the foundation of franchising 
is alive and well.”

Richard Emmett
General Counsel
Dunkin’ Brands Inc.

Franchising has provided tens of 
thousands of entrepreneurs the opportunity 

to open and own their own branded, but independent 
businesses creating hundreds of thousands of businesses 
and millions of jobs throughout the world.  I fully expect 
our proven business model will continue its successes into 
2015.  

That said, I have a concern. The National Labor 
Relations Board’s attempt to impose “joint employer” 
status on franchisors and franchisees could impact one of 
the foundational tenets of our business model — namely, 
while we may offer the same product or services under our 
respective banners, each of us is an independent business 
responsible for our own actions.  Franchisees don’t want 
their franchisors overseeing their day-to-day business 
activities, just as franchisors don’t want to, and in most 
instances cannot take on that responsibility. 

All in franchising should work to educate all interested 
parties that the franchisee/franchisor “joint employer” 
concept is untenable from a practical, as well as a business 
standpoint, and that it is not in the best interest of anyone 
involved in our industry.

(Continued from page 21)
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Darrell Johnson, CFE
CEO
FRANdata

The economy will continue in a modest 
growth cycle with consumer spending leading 

a 2.5 percent – 3.0 percent rise.  The franchise industry will 
mirror that unit growth range with some sectors less reliant on 
discretionary consumer spending having fairly strong years.  
The year 2015 will be a big transition year for the franchise 
business model as legal, legislative, regulatory and business 
conditions are forcing the industry to evaluate and measure 
itself differently. Change will impact strategic, as well as tactical 
decisions.  The foundation of understanding change starts with 
good information and advice.  We are preparing for an exciting 
new year for our business.

Steve Joyce
President and CEO
Choice Hotels International
Immediate Past Chairman

The outlook for Choice Hotels and for 
the franchise industry looks bright for 2015. The domestic 
economy continues to strengthen, which we believe should 
have a positive effect on the lodging industry. There have been 
solid gains in household employment and improvement in 
the labor participation rate. Job and wage forecasts indicate 
modest growth, which makes us optimistic for the year ahead. 
Furthermore, Choice Hotels experienced strong fiscal results 
for the first through third quarters of 2014, and we look forward 
to this year as we continue to expand our global presence, our 
upscale portfolio and our technology offerings.

Saunda Kitchen, CFE
Owner
Mr. Rooter of Sonoma County, CA

I think entrepreneurs in the franchise industry 
are an incredibly optimistic group.  We are idea 

inventors, payroll makers and problem solvers. Nothing breeds 
this passion for success better than a brand new year to set 
targets. 

While we experienced continued growth in 2014, it didn’t 
come easily. Lessons learned during the recession, like trimming 
the fat and building the muscles of your brand, still ring true 
today. Managing our business to remember the struggle and 
not let success mask problems will be a continued target in 
2015. 

Handling the growth goals of our business will be easy 
compared to handling the uncertainty of federal and state 
regulations. The National Labor Relations Board ruling could 
be the most harmful federal decision-making that the franchise 
industry has had to face since its inception. The franchise 
industry together — franchisors, franchisees and suppliers —  
must stand united to protect our industry. We must continue to 
educate lawmakers by becoming the clear voice delivering the 
message that the franchising model works and that overreaching 
government legislation does not. 

Gordon B. Logan
CEO and Founder
Sport Clips, Inc.

We see 2015 as a continuation of trends we 
experienced in 2014, with minimal changes in the 

economy or the regulatory climate.  Our projections for new 
store openings next year are similar to 2014, mainly due to lack 
of inventory versus demand for real estate — too many retailers 
chasing too few available vacancies.  Same-store sales projections 
are in line with what we experienced in 2014 assuming no major 
external factors that are not evident today.

For franchising as a whole, it is reasonable to expect that we 
will see continued attempts to increase regulation of all aspects 
of our businesses, especially in the employee relations area, at the 
federal and state levels.  Minimum wage increases are becoming 
more the norm at the state level, and it wouldn’t be surprising to 
see the federal minimum wage increased.  This will affect different 
industries to varying degrees, but those of us who are more labor 
intensive will have to adjust our operations (or pricing) to maintain 
profitability.  This could adversely affect the addition of new units 
or the expansion of operations in existing units.  As usual, we 
will muddle through and continue to provide opportunities for 
people to realize their dreams of being in control of their own 
destinies and financial futures.

Robert McDevitt, CFE
Senior Vice President, Franchise Development
Golden Corral Buffet & Grill

At Golden Corral we believe there is plenty of 
room for optimism as we head into 2015.  Falling 

gas prices and home heating costs mean more disposable 
income for our customers, especially as compared to last year’s 
combination of high costs and extreme cold winter weather.  
The recent elections suggest the possibility of less in the way of 
harmful and expensive regulation and legislation. As it relates 
specifically to the restaurant business, commodity costs will at 
least begin to moderate versus 2014.  Continued job growth 
and overall improvement in the economy should yield continued 
growth in consumer confidence.  None of this reduces the need 
for great products, well thought out strategies, and innovation, 
but the key indicators favor a good year.

Barry Miller
President
Sylvan Learning Center of Girard, OH

At my Sylvan Learning Centers we are planning 
for continued business growth in the 3.5 percent 

to 4 percent range for 2015. While some franchise categories 
may have the opportunity to grow at higher rates, discretionary 
spending by consumers seems limited by a lack of income 
growth.  Even though consumer confidence in general is trending 
upward and falling gas prices put more cash in their pockets, 
customers are very budget conscious. Potential customers are 
carefully evaluating potential purchases of goods and services 
and are reluctant to use financing.  Never has exceeding customer 
expectations been more important!  In general, the price-value 
proposition, whether it involves goods or services, must be 
convincing.  Customers will only be loyal when they continue to 
have an excellent experience.

(Continued from page 22)
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Catherine Monson, CFE
CEO
FASTSIGNS International, Inc. 
Franchisor Forum Vice Chairwoman

The year 2014 was a record year for FASTSIGNS 
and a continued upward trajectory is expected for 2015.  Our 
revised brand positioning, “More than fast. More than signs,” is 
serving our brand well.  Our franchisees are fulfilling that brand 
promise to customers with excellence. 

The year 2015 will bring some challenges for the franchise 
industry as labor unions and their allies seek to grow union 
membership, placing us in their crosshairs.  To preserve the 
proven, successful franchise business model, everyone in 
franchising must commit to grassroots advocacy/government 
relations involvement. I am disappointed with so few members 
attending the IFA Public Affairs Conference.  As many people 
who attend the 2015 IFA Convention should attend the 2015 
Public Affairs Conference. Franchisor team members and 
our franchisees must become active in the Franchise Action 
Network, write letters and make calls to elected representatives 
and policymakers when asked.  We need to act to be heard!

Matthew Patinkin
Owner
Auntie Anne’s Pretzels - Double P Corporation

As a multi-unit and multi-brand franchisee, 
primarily Auntie Anne’s Pretzel’s, my outlook for 

2015 is cautiously optimistic.
Cautious because the overload of uncertainty that exists 

for all small businesses, from the Affordable Care Act to tax 
reform, from increases in the minimum wage to new overtime 
and sick-pay rules, and from the joint-employer ruling to a host 
of other legislation specifically attacking the franchise industry.  

I am optimistic because of rising consumer confidence, and 
lower costs for fuel and commodities.  Because of this, I expect 
discretionary spending will improve in 2015, and am predicting 
modest single-digit increases in both sales and new store 
growth.  

I am fortunate to be aligned with a strong brand like Auntie 
Anne’s, which has proved it’s resilience through both good 
and bad economic times.  I am excited to be in the franchise 
industry, which I anticipate will continue to outperform the 
overall economy in 2015.  And I am grateful to be part of the 
IFA, the leading industry advocacy group led by a terrifically 
talented team of dedicated individuals.  

Guillermo Perales
President and CEO
Sun Holdings, LLC

We have more than $45 million in capital 
expenditures budgeted for new stores and we 

are projecting being up in sales based on trends.

Karen Powell, CFE
Chief Relationship Officer/CEO 
Decor&You
FranchisEsource Brands International

My outlook for the Decor&You business and 
franchising in general for 2015 is positive.  The world is changing 
and with it comes incredible opportunity to change and adapt to 
how the world is changing to continue to be a viable part of the 
economy.  

Clients/consumers do not need fewer products and services 
— they just need us differently.  The consumer/buyer has 
changed.  They have more information at their fingertips and 
are more educated.  Some of them will still want professional 
recommendations, but they will be sure to want to know that 
you are solidly educated in your area of expertise, that you are 
listening to their preferences and tastes, and that you are up-to-
date on what is new, innovative and exciting.  They will want to 
be sure they are receiving good value for the dollars that they will 
invest with you.

Andy Puzder
President and CEO
CKE Restaurants Holdings, Inc.

Given the results of the midterm elections 
and gas prices, my outlook for our business and 

franchising in general is positive with the qualifier that I have 
concerns with respect to what the president of the United 
States may try to do unilaterally through executive orders or 
administrative agencies.

Todd Recknagel, CFE
CEO
AM Conservation Group, Inc.

We continue to see strong sales, growth 
and momentum for 2015 and I remain bullish.  

Interest rates remain low, financing has come back and many 
businesses are continuing to expand. The questions I believe 
we should ask ourselves are, “Where is technology moving to 
relative to my business in the next five years and am I making the 
necessary investments to upgrade systems to stay ahead of the 
competition?” 

In franchising, we have enjoyed hearing ideas and best 
practices from franchisees which bubble to the top and often 
get adopted by the franchisor.  Now with new technologies, data 
services and web services available on the Internet that are also 
available to independent businesses, we need to make sure we 
are staying ahead of the curve with our systems and investing in 
those technologies at the top.

(Continued from page 24)
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 Put transFirst to WorK For You! call toll-Free 
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Plus … now you can accept american express® Card transactions at the same rate as other payment cards – 
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no early termination fee
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expert sales and product training 

a full-service processing infrastructure,  
including customized pricing
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rated a+ by the Better Business Bureau

mobile, wired, wireless & internet-based solutions

Competitive processing rates
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IFA EXTENDS ITS APPRECIATION FOR YOUR LEADERSHIP AND SERVICE 
The International Franchise Association is honored and indebted to the service of the following individuals who will be leaving the IFA board of 
directors as of Feb. 18, 2015, who share their viewpoints on the outlook of their businesses and the overall franchise industry in 2015.

`
Rocco Fiorentino, CFE
President and CEO
Benetrends Inc.

As a provider of funding to the franchise 
community, we are forecasting modest 
growth for franchisors. 

Overall domestic growth will outpace 
GDP by as much as 3 percent to 4 percent.

There is plenty of available capital to fund new businesses.  
Government-backed loans are on the rise and franchise SBA 
lending will continue to increase as a share of overall lending. 
SBA franchise lending grew from 5 percent of all SBA loans to 9 
percent of loans, almost doubling in the past four years.

Real estate will continue to be a challenge and site selection 
has become much more of a science than an art.

Overall, at Benetrends Financial, we are planning for steady 
growth with multiple funding options available to the franchise 
industry.

Mark Kirsch, CFE
Principal
Gray Plant Mooty

I am cautiously optimistic regarding 
franchising, and my business, in 2015.  For 
franchising, the economy has improved, 
and our clients are seeing improvements 
in unit economics and franchise unit 

growth.  There is concern on the cost side, with possible 
labor cost increases due to higher minimum wages (and the 
ripple effect) and the implementation of the Affordable Care  
Act.  The franchise industry can counter some of the attacks 
on the franchise model through improved public outreach, 
education and public relations by informing policymakers, the 
media and ordinary consumers of the benefits of franchising 
utilizing tailored campaigns.  These challenges present an 
opportunity for joining franchisor/franchisee efforts.  As a 
law firm, we have many of the same concerns as our clients.  
We have continued to deliver value amid increased costs and 
heightened expectations.  In 2014, we saw a significant uptick 
in mergers and acquisitions and private-equity investments in 
franchising.  We expect this trend to continue in 2015, along 
with a renewed focus on international development and the 
expansion of smaller and midsize franchise systems.

Michael Seid, CFE
Chief Concept Officer, CFW Shops and
Managing Director, MSA Worldwide 

There is continuing strength in emerging 
and innovative concepts entering franchising 

and the climate is good for continued growth in established 
franchise systems. However, challenges will remain as consumer 
preferences change, requiring many brands to accelerate their 
review of their brand positioning and consumer offering.  

Big Labor will likely continue its attack on small business 
and franchising, and there will not be any pause in the attempts 
by franchisee advocacy groups, in a misaligned affiliation with 
labor unions, to continue to advance franchise legislation.  
While disruptive in the short term, I don’t see the efforts of 
the National Labor Relations Board’s general counsel to recast 
the franchise relationship into one of joint-employment to be 
successful given the current legislative and judicial climate.

Shelly Sun, CFE
CEO and Co-Founder
BrightStar Franchising, LLC
Treasurer

The year 2015 will bring continued growth in 
both the number of units and same-store sales for BrightStar 
Care due to an increased demand for the higher standard of 
home care we deliver, a lucrative national accounts program 

and the highest disclosed annual unit volume for the first through 
seventh years of our franchisees’ performance. In addition, 
BrightStar Group Holdings Inc. will further grow based upon 
the launch of our Senior Living franchise brand, as well as our 
international expansion.

Looking toward 2015, the franchise industry as a whole will 
experience modest growth, hampered by the concern over the 
National Labor Relations Board joint employer impact. Without 
the constant impediment of government regulation, 2015 should 
be a solid year for the industry. 

Jeffrey Tews
Multi-Unit Franchisee
BrightStar Care of Madison, WI
Franchisee Forum Chairman

The outlook for our business in helping people 
stay safe and well in their homes is great for 2015.  The BrightStar 
business we have built providing home care in south central 
Wisconsin has been around a higher standard of care.  Providing 
a quality experience has created a very positive reputation in a 
business that relies upon trust.  As we enter 2015, we will become 
the first BrightStar Senior Living franchisees and be able to offer 
families we serve in their homes a similar high quality assisted 
living or memory care experience, which is also experiencing 
growing demand, under the trusted BrightStar brand.  

(Continued from page 26)
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     Melanie Bergeron, CFE
Chairwoman of the Board
TWO MEN AND A TRUCK     
Chairwoman

     Aziz Hashim
Chief Executive Officer
NRD Holdings, LLC
Vice Chairman

Shelly Sun, CFE
CEO and Co-Founder
BrightStar Franchising, LLC
Treasurer

     Liam Brown
President, U.S. and Canada, Select Service and     
Extended Stay Lodging and Owner and      
Franchise Services
Marriott International
Secretary

     Steve Joyce
President and CEO
Choice Hotels International
Immediate Past Chairman

Jeffrey Tews
Multi-Unit Franchisee
BrightStar Healthcare of Madison, WI
S and J Home Care LLC
Franchisee Forum Chairman

John Kujawa, CFE
Vice President, Global Franchising
McDonald’s Corporation
Franchisor Forum Chairman 

     Ryan Cunningham
President
Javelin Solutions 
Supplier Forum Chairman

     Doug Allison
Vice President, Industry Relations
PepsiCo FoodService

James Anhut
Senior Vice President, Design and Quality
InterContinental Hotels Group

Jania Bailey, CFE
President and COO
FranNet Franchising, LLC

Cheryl Bachelder
CEO
Popeyes Louisiana Kitchen 

David Barr
Chairman
PMTD Restaurants

Susan Black, CFE
Chief Operating Officer
Super Wash, Inc.

Charlie Chase
President and CEO
FirstService Brands

Mitch Cohen
Owner
Baskin Robbins/Dunkin’ Donuts 
Bayshore, NY

Jerry Crawford, CFE
President and CEO
Jani-King International, Inc.

Carlton Curtis
Vice President, Industry Affairs
The Coca-Cola Company

John Draper
President of Operations
V&J Holding, Inc.

Richard Emmett
General Counsel
Dunkin’ Brands, Inc.

Kathleen Gilmartin
President and CEO
Interim HealthCare Inc.

Peter Holt, CFE
President and CEO
Planet Smoothie/Tasti D-Lite

IFA Introduces its 2015 Board of Directors 

BOARD OF DIRECTORS

EXECUTIVE COMMITTEE
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Mariana Huberman
Owner
UPS Store of Washington, DC
Franchisee Forum First Vice Chairwoman

Darrell Johnson, CFE
CEO
FRANdata

Saunda Kitchen, CFE
Owner
Mr. Rooter of Sonoma County, CA

Gordon Logan
CEO and Founder
Sport Clips, Inc.

Robert McDevitt, CFE
Senior Vice President, Franchise 
Development
Golden Corral Buffet & Grill

Barry Miller
President
Sylvan Learning Center of Girard, OH

Catherine Monson, CFE
CEO
FASTSIGNS International, Inc.
Franchisor Forum Vice Chairwoman

Tabbassum Mumtaz
President and Owner
Apex Restaurant Management, Inc.

Matthew Patinkin
Owner
Auntie Anne’s Pretzels - Double P  
Corporation

Guillermo Perales
President and CEO
Sun Holdings, LLC

Karen Powell, CFE
Chief Relationship Officer/CEO
Decor & You
FranchisEsource Brands International

Andrew Puzder
President and CEO 
CKE Restaurants, Inc.

Todd Recknagel, CFE
CEO
AM Conservation Group, Inc.

Michael Seid, CFE
Chief Concept Officer
CFWshops and 
Managing Director, 
MSA Worldwide

Larry Weinberg, CFE
Partner
Cassels Brock & Blackwell LLP
Supplier Forum First Vice Chairman 
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Relieve franchise owners from administrative 

burdens — letting them focus on growing 

their bottom line — by offering payroll, 

benefits, and HR solutions from Paychex.
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•  Brand-specific solutions that directly 
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But Don’t Stop There.
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products and services to approximately 580,000 business owners nationwide.

855-973-2447
franchisesolutions@paychex.com
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See you at the IFA 
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Thanks to franchising, one person’s idea for a new business 
can be shared by many in a relatively short period of time. 
Think of all the franchisees who have experienced financial 
and professional success thanks to the opportunities created 
by franchising. Think of the worldwide wealth created by 
franchising.

I am not just referring to the mega-franchise chains such as 
McDonald’s and Subway. The impact comes from chains with 
1,000 locations, with 500 locations, with 100 locations and the 
start-ups. Even as I write this, there are very likely hundreds, 
if not thousands, of entrepreneurs working on the next “hot 
concept” with the dream of ultimately turning it into a global 
franchise.

We have created a business sector whose GDP is approaching 
$500 billion that is not driven by a few corporate executives. 
Rather, it is driven at the grassroots level by thousands of small-
business owners. More importantly, this is an industry driven 
by people we know — our friends and neighbors — who own 
or operate the very franchises that provide for almost all of our 

F E A T U R E S

I DON’T REMEMBER A time in my 15-plus years in franchising 
when the business model has faced so many challenges. 
Almost weekly it seems that we learn of a new political or legal 
challenge at the local, state or federal level.

While the International Franchise Association, with the 
help of some franchisors and their franchisees, has done a 
tremendous job of fighting back these challenges so far, it can’t 
— and shouldn’t — carry the burden alone. Every franchisor 
and franchisee should be a part of this effort in 2015.

Those of us involved in franchising are part of one of the 
greatest and most inclusive business models ever created. It 
is also one worth preserving. While the global and economic 
impact of franchising has been well documented, to me, the 
true impact is at the individual level.

REALIZING THE AMERICAN DREAM
I can’t think of another business model that has done so 

much to give so many opportunities to realize the American 
Dream. 

New Year Requires United 
Effort to Challenges Facing 

Franchising
Those attacking the franchise model do not understand it and may not realize the ramifications 

of their approach. 

BY TARIQ FARID, CFE
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daily needs. The bottom line is that the creation of these small-
business opportunities has put wealth in the hands of many and 
is at the heart of almost every local economy.

ON THE FRONTLINES
Which is why, when this industry is at risk, we all have no 

choice but to join together to protect it. These are not issues 
that can — or should — be left for lobbyists, lawyers and 
politicians to decide. They have a role to play, of course, but I 
believe the most important groups, the ones who will ultimately 
decide the fate of the franchise model, are those of us on the 
front lines of franchising — the franchisor, the franchisee and 
even our customers.

All who believe in the promise of franchising and the role it 
plays in the economy need to be at the forefront of this effort. 
We have to be. We have to remember that our franchisees are 
the ones responsible for our successes. They have joined us in 
taking the risk that is business ownership and their success is 
our success. That needs to be protected. 

We need to educate our neighbors that although a franchise 
chain may appear to be a large global operation whose reach 
extends around the world, the reality is that franchise networks 
are made up of hundreds and thousands of small-business 
owners; many of them are their neighbors. When our Edible 
Arrangements franchisees unlock their doors each day, they are 
competing head-to-head against other small businesses in their 
markets.

At the same time, we need to get our franchisees involved 
in the effort as well. They are the ones most at risk and, better 
than anyone, can speak to the impact of franchising at the 
local level. They are the ones with the real “American Dream” 
stories. They are the ones who started out behind the counter 
or making deliveries while still in high school, and today have 
their own successful business. 

It is no exaggeration to say that if many of the challenges 
to the franchising model are successful, the franchisees who in 

many cases have risked their savings to go into business may have 
no choice but to close their doors.

JOINING THE EFFORT
There are many ways we can all join in this effort, beginning 

with participation in the IFA’s Franchise Action Network. The FAN 
is focused on bringing franchisees and franchisors together as 
one consistent and collective voice on behalf of the industry. 
Edible Arrangements and Naranga are supporters of FAN and we 
are asking our franchisees to help by signing up as well. 

FAN provides the tools and guidance needed to take the 
message to individual markets, educating franchisees, franchisors 
and suppliers in each state on issues in their areas. They provide 
guidance on how to contact and work with officials in local, state 
and federal governments. They also provide guidance in how to 
work with the news media to get our message out.

But this is just one way to get involved. What is important is 
that we join together collectively with a unified voice in this effort.

I know those who are attacking the franchise model do not 
understand it fully and may not realize the ramifications of their 
approach. Many of the issues that have been raised deserve 
serious consideration, but not at the risk of a business model that 
has done so much for so many.

The New Year is typically a time for resolutions. This year we 
should all resolve to join together — franchisors and franchisees 
— in taking a more active role in this effort to protect the business 
model that has given us all so much. If we don’t do it now, we may 
not have another chance. n

Tariq Farid, CFE, is founder of Edible Arrangements 
and the newly launched Naranga which provides 
technology solutions for franchisors and the 
franchisees.  Find him at fransocial.franchise.org.
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Was it efficient, successful and effortless?  Compare that to a 
business dealing with a person you don’t trust?  How did that 
go?

We know the facts.  We know from personal experience.  
Trust drives better business outcomes.  So I ask the questions: 
“Why wouldn’t we want to build high trust between franchisor 
and franchisee as a strategy for business success?  What else 
do we need to know?”

In looking at this topic for nearly 20 years, I have concluded 
we just don’t know how to build trust. To that end, I humbly 
submit five ways a franchisor and franchisee can build trust, 
creating the conditions for business success.  

FIVE WAYS TO BUILD TRUST

1. RESPECT THE PASSION OF THE FRANCHISEE. 
Franchisees invest the financial and human capital to build 

the retail outlet. They took big risks.  They took out loans and 
second mortgages.  They sweat the cash flow challenges in 

F E A T U R E S

This past February, I had the privilege of speaking at the 
International Franchise Association annual convention in 
New Orleans. In my remarks, I presented a business case 

on how a strong franchisor-franchisee relationship was driving 
sustained performance results at Popeyes Louisiana Kitchen.  
Afterwards, I spoke with many of the attendees about this topic 
and I was reminded of this reality.  My message was common 
sense.  But common sense is not often common practice.

DISTRUST WORKS AGAINST OUR JOINT SUCCESS.
In the bestselling book, “The Speed of Trust,” author 

Stephen M. R. Covey tells us that total return to shareholders in 
high-trust organizations is almost three times higher than the 
return in low-trust organizations (2002 Watson Wyatt study).  
He goes on to teach the “economics of trust.”  Trust always 
affects two outcomes: speed and cost.  Low trust slows down 
progress and increases costs. High trust accelerates progress 
and decreases costs.  High trust drives superior performance.

What about your personal experience?  Think about doing 
business with a person you trust completely?  Did it go well?  

Honoring the Trust Code:  
Building Relationships to 
Drive Economic Value

How to build trust that drives superior results. 
BY CHERYL A. BACHELDER

(Continued on page 36)
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the difficult years.  They lost sleep many a night to get the 
business off the ground. If you had this much “on the line” 
you might get emotional too.  Allow passion to be expressed 
in your exchanges.  Honor the emotion.   It is the emotion of 
an entrepreneur. And it tells you that they care deeply about 
the business.  Hear it that way. 

2. LISTEN CAREFULLY TO EACH ANOTHER.
When challenge enters a business situation, our natural 

instinct is to defend our own point of view.  Just as we do in 
a marital spat, when emotions run high, our first instinct is to 
talk louder.  But has it ever worked?

The best way to demonstrate respect for another person 
is to listen carefully. An angry person may not articulate their 
opinion well on the first try, but instead of trying to talk them 
out of their anger, what if you only did three things: Listen 
carefully, ask clarifying questions and restate the problem as 
you understand it until the person says “That’s correct, you 
understand my problem.”

When I remember to do this, and it is difficult to do, 
I’m amazed at the new level of understanding I gain on the 
issue.  I may still disagree with the person, but I typically 
learn something important to both solving the problem and 
getting the relationship back on track.  

Listening yields a new level of understanding — a new 
learning.  When a person feels heard and gives you a new 
insight, trust builds and collaboration begins.

3. BE FACT-BASED.
What is the antidote to passion?  Facts.  It is the franchisor’s 

responsibility to collect, analyze and share the facts of the 
business performance — bringing sales, traffic counts, 
market share, guest satisfaction and restaurant profitability 
statistics to the table. This factual information balances the 
conversation with our passionate franchisees.  

Once a franchisee was loudly challenging me on the 
performance of a promotion event.  He said, “That event 
nearly bankrupted the system.”  I responded and said, 
“Actually, that promotion event delivered the highest average 
dollar profits of any promotion in the last two years.” He said, 
“How do you know that?” I said, “We collect restaurant level 
P&Ls from several hundred restaurants each period.” The 
franchisee calmly answered, “Then I guess you know.”

The conversation was respectful and fact-based. With the 
facts in hand, the emotion left the room. 

4. BE PERSONALLY ACCOUNTABLE.
There are only two options for accountability: 
• Do what you promised and do it well.
• Apologize for falling short of what you promised, and 

commit to righting the situation.

In the franchisor-franchisee relationship, we do so many 
initiatives together.  There is no chance either of us will be 
perfect. As an example, a franchisor may, with good intentions, 
launch a new technology for the retail store.  But despite all 
efforts, the technology is not working well for the store. The 
accountable answer is:  “I’m sorry.  The technology is not working 
as we promised. We will work together until the problems are 
completely fixed.  We want to get it right for you.”

Similarly, the franchisee signs a contract to maintain the 
standards of the brand.  If they fall short of a brand standard, 
accountability says, “I fell short of the brand standard and I plan 
to right the situation promptly.”

When we both keep our promises, our business model 
performs.  When one of us fails to deliver, a simple apology and 
a commitment to address the problem quickly rebuilds trust.

5. ATTEMPT TO BE HUMBLE.
Author C.S. Lewis wrote one of the most compelling treatises 

on the value of humility, yet acknowledged, “I wish I had got a 
bit further with humility myself.”  True humility is just plain hard 
to do.

Let’s be honest with one another. Humility isn’t the strong suit 
of either franchisors or franchisees.  We have this deep rooted 
need to be “right” in every circumstance. It just plain feels better 
to be right, than to admit any failing of any kind or to admit the 
other party adds any value at all.

Can we laugh out loud about this together?  We are so often 
arrogant, self-absorbed and determined to get our way.  Just 
like the two-year old throwing a fit in the grocery checkout line 
because he didn’t get the candy bar.

The most disarming and healthy thing we can do for each 
other is to laugh and say, “I don’t know why it is so important 
that I win this argument. Let’s start again and see if we can find 
common ground – a win-win solution.” 

Trust is like air; we can’t always tell if it is there, but we certainly 
know when it is not present. Take these five ideas to the next 
meeting between the franchisor and franchisee and see if we 
can build on a new trend of trust, a trend that drives superior 
results! n

Cheryl A. Bachelder is CEO of Popeyes Louisiana 
Kitchen, Inc., which has 2,315 operating restaurants 
in the United States, Guam, Puerto Rico, the 
Cayman Islands and 26 other countries, as of Oct. 
5, 2014. She is a member of the 2015 IFA board of 
directors Find her at fransocial.franchise.org.
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Clear, concise processes can 
also quickly lead to improved 

performance. 
BY JERRY CRAWFORD, CFE

WHEN THE DESIRED RESULTS don’t take place, the same 
phrase is often echoed in sports and business: “We didn’t 
execute.”  Whether it’s a game plan or business process, failure 
to execute every aspect of the plan can put you behind the 
competition.  More specifically, poor business execution slows 
unit performance and reduces profits.  So what can franchisors 
do to help their unit franchisees execute within their business 
and grow?   

First and foremost, franchise owners must understand 
they are business owners. Make that an area of focus in their 
training.  If needed to get the point across, hang a neon sign 
that reads “Welcome, Business Owner” so it’s the first thing 
a potential franchisee sees when they walk through the door.  
The sooner franchisors can help a franchisee to think and act 
like a business owner, the sooner they will understand that 
their execution of the plan is essential to their success. 

EXECUTING THE PLAN
Franchisors must also execute. It cannot be expected 

that every individual who invests in a franchise has an expert 
level understanding of taxes, payroll, operations, insurance, 
administration, sales, inventory, management, training and 
so forth.  As franchise systems have grown, franchisors have 
also had to seek answers and implement new, improved 
methods of doing business and then share that information 

F E A T U R E S

Improving 
Unit Network 

Profitability and 
Performance 

with franchisees.  When that’s done successfully, it’s another 
assurance to helping franchisees execute, perform more 
efficiently and improve their bottom line.

The commercial cleaning franchise industry is a great 
example of how people and processes have performed to 
be on the high-side of the growth of the franchise industry.  
According to the U.S. Department of Labor, the outlook for 
janitors and building cleaners is expected to grow as fast as 
12 percent over the next eight years.  This is the same rate at 
which the franchise industry as a whole is expected to grow 
through 2014, as reported by a recent FRANdata study.

Why is the commercial cleaning industry experiencing 
success? While some of the growth can be attributed to the 
uptick in the economy and new construction, companies 
such as Jani-King incorporate cutting-edge practices into 
their training programs that are proved to be profitable, such 
as team cleaning. Team cleaning, the practice of assigning 
individual tasks to more than one person in an area, can be 
best utilized in buildings to improve production rates. 

Jani-King also embraces the implementation of better 
equipment for their franchisees. Microfiber technology 
improves production rates and cleanliness by enhancing 
cleaning power (less elbow-grease, less time) and reducing 
water and chemical usage. Embracing these items allows 
Jani-King franchisees to deliver better and faster service, 
resulting in improved profitability for the franchisee.

(Continued on page 40)

38    FRANCHISING WORLD JANUARY 2015 



http://www.ProvenMatch.com/ifa


UTILIZING NEW TECHNIQUES AND TOOLS
What new techniques and tools can help your business?  If 

you’re not knee-deep in researching the best products and 
most innovative practices in your industry, you need to be. New 
technology can be a tremendous springboard to profitability, 
but it’s also going to demand human and monetary resources.  
It’s up to each franchisor to find the right tools for its business 
and invest in them. It’s absolutely important to have the mindset 
that you are not buying technology; rather you’re investing in 
the ultimate profitability of your company and franchisees.

On the unit franchise level, there must be complete buy-in to 
your program.  If a franchisee is trying to re-invent the wheel, it’s 
going to take that person much longer to get where he wants to 
go. Franchisors have typically already proved the shortest, most 
accurate route to success and franchisees should be willing to 
commit to that route.  When franchisees turn off-road to explore 
their own path, they end up driving in circles and stalling profits.

Clear, concise processes can also quickly lead to improved 
performance. There need not be three or four ways to complete 
a task. Create a single process, prove that it works efficiently 
and train the franchisee to follow that exact process for best 
results.  When franchisees follow that process, they are not only 
reducing the amount of time it takes to become profitable, they 
are reducing mistakes, frustration and doubt in the franchisor’s 
system. 

Paying attention to every cost category is also essential for 
stretching profit margins. Knowing the ins and outs of costs 
such as product, labor, telephone, office supplies, etc. plays a 
decisive role in determining profits. Dive into the details of costs 
and you’ll see where the money is going.

Not every franchisee is going to experience immediate 
success.  Some may never experience the kind of results they 
dreamed of while others grow far beyond personal expectations. 
Each franchisee has his own goals and it’s important they are 
addressed up-front, are realistic and are in line with the overall 
goals of the franchisor.  Having objectives that are on opposite 
ends of the spectrum will almost certainly lead to issues between 
the franchisee and franchisor.  To be profitable and perform 
over the long-term, common goals must be agreed upon and 
both the franchisee and franchisor must do their part.

Franchisors can help by providing access to information or 
programs that support a franchisee’s complete business such 
as payroll, insurance, specialized training or even business 
management. Those resources can be provided by the franchisor 
directly or in the form of business alliances with companies that 
offer those specific services.

Franchisees are business owners. Their total buy-in of that 
reality combined with franchisor support is critical to all franchise 
companies. The key though is execution. For franchisees to 
realize greater profit margins, they must execute the proven 
game plan and communicate with franchisors when support is 
needed. n

Jerry Crawford, CFE, is CEO and president of 
Jani-King International, Inc. and serves on the IFA 
2015 board of directors.

Make your franchise run more effectively and drive bottom-line results. 
With Higher Logic, you can empower franchisees to collaborate and 
share ideas and best-practices in a private, branded community. 
Increase revenue and drive growth in your franchise network.

higherlogic.com/franchise

EMPOWER.

(Continued from page 38)

40    FRANCHISING WORLD JANUARY 2015 

http://higherlogic.com/franchise


http://datasphere.com


During next month’s IFA Annual Convention, “Franchising 
Gives Back” will kick off an exciting, year-long celebration of 
franchise-wide community leadership.
BY STEVE ROMANIELLO, CFE

MANY OF YOU KNOW “Franchising Gives Back” as an annual 
day of service that takes place at the start of the International 
Franchise Association annual convention. For years, it has 
been our chance to get together and roll up our sleeves to 
serve a specific need in the community. For many of us, the 
spirit of teamwork and “giving back” to the community where 
IFA’s convention was being conducted was the highlight of our 
convention experience.

As we shared stories about how our businesses give back 
by supporting charities in our local communities, we began to 
realize something very important:  Franchise businesses are 
engaged in charitable and community support activities each 
day in thousands of communities across the United States and 
around the world. Through these efforts — by contributing 
countless hours of volunteer time and financial support to local 
charities and service organizations — we make a huge impact 
on our local communities. 

We often talk about the incredible impact franchising has 
on our nation, employing millions of Americans and creating 
tens of thousands of new jobs every year. But the charitable 
work being done by the franchise community reaches even 
more people and in many ways has as much or an even greater 
impact.

Originally inspired from a desire to serve others and make 
a difference, we recognize that “Franchising Gives Back” can 
make an even bigger impact. It can become our opportunity to 
share best practices for the charitable and community support 
activities that we perform daily in our own communities. 

From supporting Little League baseball teams, to donating 
food for homeless shelters, to organizing marches for cancer 
research, franchise businesses contribute billions of volunteer 
hours and dollars to give back to their communities — and we 
have been doing it for many years.

F E A T U R E S

Franchising Gives Back: 
Expanding Our Reach, 
Sharing Our Stories

A RENEWED VISION FOR FRANCHISING GIVES 
BACK

As the lead sponsor of “Franchising Gives Back,” Roark 
Capital Group has partnered with the IFA Educational 
Foundation to launch a year-long, nationwide celebration of 
community leadership and the countless ways that franchise 
businesses support their local communities. It will kick off at 
the upcoming IFA convention in Las Vegas.

Throughout 2015, “Franchising Gives Back” will salute the 
best, most innovative, most impactful community leaders and 
charitable programs across the United States and around the 
world.

In addition to serving as a shining a light focused on 
the exemplary leadership demonstrated by franchisors, 
franchisees and suppliers in their local communities year-
round, “Franchising Gives Back” has a number of forward-
looking goals.

• A National Registry will gather data and recognize 
franchise businesses for their community support and 
charitable initiatives.

• A “Franchising Gives Back” annual report, aggregating 
and cataloging the contributions of franchise 
businesses to their communities and charities, will be 
published each year.

• A “Franchising Gives Back” awards program will 
recognize those companies and businesses with 
the best, most innovative community support and 
charitable programs. Several awards in different 
categories will be presented each year.

• A “Franchising Gives Back” guide will be published to 
provide information and share best practices with other 
IFA members who want to develop their community 
support and charitable activities. 

• A public relations program will recognize companies 
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and businesses at the national and community levels in 
coordination with the participating organizations.

FRANCHISING IS THE IDEAL VEHICLE FOR THIS 
INITIATIVE

We in the franchise community share much more than just a 
very dynamic growth model, we are a community of like-minded 
individuals who share expertise, energy and best practices 
across the board. We like to get things done, whether in service 
to our customers or in our communities. It is this camaraderie 
and synergy that creates an ideal environment for initiatives like 
“Franchising Gives Back” to succeed.

This is our opportunity to share these stories of hope, of 
inspiration, and most of all — impact!

Through “Franchising Gives Back,” we can tell our stories 
and inspire many more ways to give back to our communities. 
We hope you will join us for the kick-off at the IFA convention 
in Las Vegas, Feb. 15-18, 2015. For more information, visit our 
website – http://franchisinggivesback.org. n

Steve Romaniello, CFE, is managing director of 
Roark Capital Group, and is active in IFA.  His 
posts have included serving as IFA chairman in 
2013 and as IFA Educational Foundation 
immediate past chairman during 2013-2014.  Find 
him at fransocial.franchise.org.

FRANCHISING GIVES BACK DAY AT VETERANS 
VILLAGE 

When: Sat., Feb. 14, 11:30 a.m. – 4:30 p.m.
Where: MGM Grand Hotel, Las Vegas

Join other IFA volunteers and members of IFA’s VetFran 
Committee to help pack hygiene kits or a mix of hands-on 
projects that include painting, landscaping or minor 
construction at Veterans Village, a transitional and permanent 
housing residence for veterans that provides on-site crisis 
intervention, medical and mental health services, and job 
referrals and training, to promote independent living. 

For more information, visit http://franchisinggivesback.org/

Plug in and get paid.
With PayPal Here, accepting your customers’ cards is fast and easy. 

No monthly fees, no hidden fees, no long-term commitments.

•  Pay a flat 2.7% per US swipe for any card: Visa, MasterCard, AMEX, and Discover.
•  Use it with just about any Apple® or AndroidTM phone or tablet.1

•  Run reports in a flash so you can instantly see what’s selling and when it sold.
•  Get quick access to your money + 1% cash back with the PayPal Debit Card.

Learn all about it at www.paypal.com/IFA 

1PayPal Here has been tested and is compatible with AndroidTM tablets, Android 
smartphones, iPhone,® and iPad.® Please check our list of compatible tablets in our 
online FAQs to see if it works with your device.
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While there are challenges with the ACA and related 
mandates, none of them are insurmountable. 

BY ANDRIA HERR AND JOE MOWERY

SINCE THE PASSAGE OF the Affordable Care Act in 2010, it has become apparent that the new legislation presents 
particular challenges for franchises.  They seem to fall into six distinct categories:

• Decision making,
• Financial,
• Administration, 
• Employee satisfaction, 
• Compliance, and, 
• Expectation of large group 

DECISION MAKING
The sheer volume of decisions required to determine your best approach to the new health care measure poses 

challenges for employers. When you add deadlines, research and prep work to your normal revenue generating activities, 
the decision-making process becomes perilous. It is important to engage with a good advisor.  A good advisor will divide 
the endeavor into logical, manageable decision trees and walk you through the process. If an advisor’s first question to you 
is, “Can I shop your coverage and provide you with quotes?” Run!

FINANCIAL
The franchise industry does an outstanding job related to the financial aspects of its business — gathering data, 

predicting trends, arranging service providers,  negotiating system-wide beneficial contracts and so forth.  This leads 

F E A T U R E S

Affordable Care 
Act Challenges for 

Franchisees

(Continued on page 46)

dkane@hotdishad.com     612.746.8414     HotDishAd.com

We’re franfocusedSM and brandfocused.
Talk to the experts in lead generation marketing and advertising.  

We use a strategic, data-driven approach to define your target,  

determine the right media vehicles, and give you the tools  

you need to convert leads into sales. 

We  
speak 
Franch

©2015 Hot Dish Advertising, LLC     
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to the same expectation for health insurance. Due to the 
massive changes brought on by the ACA, the carriers are 
revamping rating methodologies, benefit plan designs, 
networks, administrative processes and more.   They are 
less willing now to look upon a franchise system and provide 
reduced costs or enhanced benefits. A good advisor will 
understand this and work with each franchisee. There has 
been more change in the industry in the past three years 
than in the past 20. While change may be welcome, it makes 
predictability difficult. Factors related to specific industries 
such as turnover, geographic expansions and for franchisees, 
multiple concept expansions, also make costs more difficult 
to predict.

ADMINISTRATION
Administrative work associated with plan offerings is 

sometimes a stretch for individual franchisees.  Business 
owners should realistically evaluate administrative support 
to determine whether the work required to offer a plan can 
be absorbed by existing staff.  Sloppy administration may 
actually create an unforeseen liability for the organization.  
If the answer to this is “Yes,” then you should contact your 
advisor to ask for an assessment of your administrative 
acumen. Seek areas for improvement, not compliments. This 
will improve the level of employee satisfaction with your plan 
and your unforeseen liability will decrease if you dedicate the 
right resources and build the right processes to this area of 
your operation. 

EMPLOYEE SATISFACTION
Employee satisfaction, retention and recruitment are all 

challenges that can be observed from two very different 
perspectives. First, the national dialogue on health care is 
creating a dynamic where more employees and prospective 
employees expect benefits to be provided by the employer. 
The public exchange has reinforced the value of the 
benefits. The second challenge exists for employers who 
offer medical benefits. Simply offering the benefit does 
not satisfy the expectation of coverage. Education through 
strong communication and ongoing after-the-fact service 
are critical. You should expect that your advisor can do both. 
Franchisees should specifically look for an advisor with a 
customer service unit to handle ongoing employee service 
issues. 

LARGE GROUP EXPECTATION
Franchise groups are also unique in that there is an 

expectation that being part of a larger organization will 
allow for special rules or discounts. This is very true when 
working with one or two suppliers for things such as culinary 
provisions and equipment that all franchisees may require. 
This expectation presents a challenge for franchisees dealing 
with the ACA as the requirements for compliance vary by 
location and size of group. 

What works for a large restaurant group in Michigan with 
expanded Medicaid, will not work for a small group in Florida. 
Insurance ratings will vary, therefore costs vary. Many franchisees 
think they can “band” together to get a large discount for 
medical insurance, but the reality is that this is typically difficult 
and costly. Carrier underwriting sees a franchise system not 
as one group, but as lots of smaller groups. Further muddying 
the waters is the fact that each group and owner may have 
different expectations of health insurance, i.e. some want the 
lowest cost, and others want the best benefits. 

The most effective solution for franchise systems looking 
to effectively respond to and manage the ACA is to employ 
an expert who can be flexible.  The expert should be able to 
discuss strategy with a new owner who wants corporate-level 
benefits (but might not yet have the budget), as well as the 
owner who offers a bare bones plan that is not being renewed 
for a lack of participation. At the corporate level, an advisor can 
be a part of annual conventions and address many issues that 
are on the minds of franchisees. 

The ACA compliance requirements for health plans 
also require expert responses. There are notifications and 
disclosures that need to be sent to employees, some with 
specific time guidelines. The language has to be correct and it 
needs to be periodically updated. This is another area where 
utilizing an expert is beneficial. Your expert should engage 
legal counsel and a general question should receive a timely 
response. Answers should be clear and succinct so that new 
business owners can understand them.  Lack of discipline in 
this area can lead to costly fines and potential U.S. Dept. of 
Labor audits.  

Reporting requirements are changing, and to avoid 
unnecessary financial repercussions, it is important that you 
review the payroll technology you are using. Reports need 
to measure full-time and part-time employees, as well as a 
number of other data points, so businesses can accurately 
provide information to the IRS. The expert you employ should 
understand the ACA reporting requirements and serve as a 
knowledgeable resource on the technology systems and 
vendors. 

While there are challenges with the ACA and related 
mandates, none of them are insurmountable. To effectively 
manage the ACA, franchisees need to take a strategic 
approach and select an employee benefits expert who 
provides consultation without a preconceived outcome. 

With ACA compliance deadlines looming, now is the time 
for franchisees to assess and implement providers or software 
to ensure compliance with the new rules. n

Andria Herr is president-Hylant 
Orlando and Joe Mowery is client 
executive, employee benefits for 
the Hylant Group, one of the 
largest privately held insurance 
brokerage firms in the United 

States. Find them at fransocial.franchise.org.

(Continued from page 44)
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Point-of-Sale Franchisees Love to Use

Point-of-Sale
Multi-location Management
Product & Inventory Management
Employee Management
Customer Relationship Management
Booking & Appointments 
Reporting & Analytics 

Upgrade to iConnect POS
and transform the way you do business. 

Schedule
a demo today! 

(303) 757-2800
Demo@iconnectpos.com

Visit us at booth 461 at the 
55th Annual IFA convention 

Available for:   
iPad | iPhone | Web 

http://iconnectpos.com


IT’S THE INTERNATIONAL FRANCHISE Association’s 
55th Annual Convention. You’ve attended before and are 
wondering, “What’s different?”  Simply put, you’re different!  
How many challenges did you and your company have to 
overcome in 2014?  How many tough decisions did it take to 
position your company for growth?  How did you steer away 
from possible mediocrity toward a path of excellence?  Who 
did you mentor and from whom did you gain critical business 
and life lessons?  

All these experiences not only contribute to shape you into 
a person with evolving views and expanded experiences from 
the last IFA convention you attended, but they may mean that 
your vision, priorities and methods of achieving your goals have 
shifted. Well, rest assured, the IFA’s convention — Feb. 15-18 
in Las Vegas — is designed to help you meet those demands.

Once again, your presence is what makes the convention 
worthwhile because your peers will be seeking you for 
advice or you’ll be turning to others for their vital views.  This 
year’s convention, like its predecessors, provides numerous 
educational opportunities via roundtables, summits and 
mini-super sessions designed to build your company.  More 
than 45 sessions are scheduled, ranging from such topics as 
franchise development, finance, marketing and technology. 
IFA is working diligently to offer programing that is critical to 
the success of your franchise system.

The popular Business Solution Roundtables, hosted by 
franchise executives and IFA Supplier Forum members, will 
once again be among the favorites on the event’s agenda. 
These are unique opportunities to meet face-to-face with 
accomplished professionals, including CEOs and presidents, 
to exchange ideas, share solutions and discuss best practices. 
Sessions will be offered twice, once on Feb. 17 and again Feb. 
18.  Be prepared to:

F E A T U R E S

(Continued on page 50)

IFA’s Annual Convention — 
Intensifying Your Capacity to 
Connect, Innovate and Evolve

More than 45 sessions are scheduled, ranging from such topics as 
franchise development, finance, marketing and technology. 

BY LAURA FENWICK

• Connect with leading franchise executives.
• Discover the latest innovations in the marketplace.
• Evolve to remain ahead of your competition.

And helping IFA to provide cutting-edge ideas and 
information are convention speakers who are leading retail, 
franchise and technology innovators. 

• Mike Duke, former Walmart CEO and chairman of its  
 Executive Committee; 

• Paul Brown, CEO of Arby’s Restaurant Group; and, 
• Salim Ismail, technology strategist and executive   
 director of Singularity University, and former Yahoo!   
 vice president.

New this year is the addition of a General 
Session Host. Alexis Glick, a business 
journalist, will serve in this capacity.  Glick 
is the former anchor and vice president of 
business news for FOX Business Network 
and will facilitate General Session programs 
and with her extensive knowledge and 

business experience.
While at Fox Business Network, Glick helped launch the 

largest cable news network in history and anchored “Money for 
Breakfast” and “The Opening Bell.” 

Prior to joining FOX, Glick served as a “The Today Show” 
correspondent and co-anchored the third hour of that program. 
Before her stint at NBC News, she was the senior trading 
correspondent for CNBC and reported from the floor of the 
New York Stock Exchange, providing live daily updates for 
“Squawk Box.”
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#IFA2015

THINK TANK SESSIONS • FEBRUARY 17TH

#IFA2015
#IFA2015

QuickBooks: Connect the dots to financial 
success
12:15pm - 12:30pm

Join us for a brief overview of the benefits that are 
offered by Intuit’s Franchise Program and dedicated account 
team. We are here to help you get connected with the right 
solutions for your business. Using QuickBooks as a platform, 
our team gets your franchisees connected with you, their 
financial data, their customers, and their communities. We 
have the expertise and tools to get franchisees up and 
running on day one.

Learn more about the QuickBooks ecosystem and how 
it integrates consolidated reporting, point of sale, and your 
online marketing reputation.

We are the #1 choice in accounting solutions, and we 
work with franchises large and small to connect with and 
understand their financial performance. Join us to hear how 
we can help you.

On Demand and On Time – Produce Cost 
Effective In-Store Merchandising Materials 
with Cockrell Enovation
1:15 pm – 1:30 pm

Welcome to online and on-demand merchandising from 
Cockrell Enovation. Whether you have one location or a 
thousand, our easy to use, tailor-made online system is the 
perfect turnkey solution to produce cost-effective in-store 
merchandising materials quickly, efficiently and effortlessly.

Think of us as a drive-through for in-store merchandising, 
helping your store operators stay up-to-date and on brand 
with all limited time offers and other in-store merchandising 
needs, ensuring brand consistency without the need to 
continuously contact headquarters.

This session will highlight the inner workings of how 
Cockrell Enovation can streamline your organization’s 
printed marketing and distribution efforts through a simple 
and automated system. 

Solving the 5 Biggest Marketing Problems Franchise Brands Face
12:45pm - 1:00pm

Franchise local marketing is unique.  But the marketing problems franchise brands 
face are remarkably consistent.  From a lack of adoption, to a lack of franchisee return 
on marketing investment, this informative session will highlight the five biggest 
marketing problems franchise brands face, as well as provide proven steps for solving 
them. 

Effective marketing doesn’t begin by engaging a new supplier or buying a new 
piece of software. It begins when you decide to engage with a platform that automates 
the execution of your existing marketing strategy and programs, provides reporting on 
every marketing dollar franchisees spend, and most importantly work with a platform 
that supports the optimization of every franchisee’s local marketing program.  

With the influx of local marketing, digital and PPC companies into franchising, 
be prepared to GO BEYOND THE CLICK and learn why vanity metrics and assumed 
success are no longer acceptable in franchising, and why an integrated marketing 
solution built for franchising is the answer to franchisor and franchisee success.  

How to Improve Franchisee Success with Tablet Devices
1:45pm – 2:00pm

At a time when employee engagement is at an all-time low, technology that 
provides easy delivery and access to important information is mission critical. Internet 
bandwidth constraints and access to a desktop computer are common obstacles to 
franchise consistency and success.

Learn how groups like Red Robin have surmounted these challenges with tablet-
based ops manuals and training to improve guest experiences and team engagement. 

The NFL, NHL, MLB and NBA, along with franchises and other large enterprises 
have incorporated tablet-based technology that automatically delivers high bandwidth 
content into low bandwidth environments. These organizations are leap-frogging the 
separation created by bandwidth and geography to create Championship Teams that 
stay engaged, productive and competitive.

Based on the experience of these successful and highly competitive organizations, 
we will demonstrate how you can deploy tablet-based operations manuals, 
corporate communications, and training to your franchisees, and how to maximize its 
effectiveness.  

Learn how tablet devices, video collaboration, and ongoing feedback and review 
protocols, made uniquely possible through high-definition compression, can improve 
your franchise operations, training programs, team engagement and retention, and 
guest experiences.



MIKE DUKE — MON., FEB. 16 ▪ 
OPENING GENERAL SESSION ▪  
12:30 P.M.-2:30 P.M.

Ranked in the Top 10 of Forbes’ list of 
“The World’s Most Powerful People” in 
2013, Mike Duke, former Walmart CEO and 

chairman of its Executive committee, built his expertise by 
learning from and interacting with everyone from Walmart 
customers to officials in the highest levels of government. With 
Southern charm and a warm personality, he shares insights on 
leadership, corporate culture, sustainability and international 
growth.  In an interview format, he will address operating a 
business in today’s marketplace, making connections, building 
a successful corporate culture and inspiring innovation.

Upon becoming CEO, Duke took control of a company 
facing one of the toughest retail environments in company 
history, and despite the recession, grew the retailer’s net 
income 27 percent in his first year. He restructured the company, 
placing e-commerce on equal footing with Walmart’s other, 
larger divisions.  Under his leadership, Walmart made serious 
investments in high-tech talent, acquired several start-ups 
and injected a bit of Silicon Valley into Bentonville, Ark. The 
company also significantly expanded its international presence 
and became a leader on sustainability and corporate social 

responsibility issues. Duke will discuss what it takes to be an 
inspiring and effective leader.

Much of this success can be attributed to Duke’s strong 
leadership around the company’s culture and core values. 
Walmart has the power, with its size and scope, to positively 
influence governments, businesses and individuals around 
the world.  Duke made sure that the company not only grew, 
but grew with integrity.

Duke joined Walmart in 1995.  He led the logistics, 
distribution and administration divisions, as well as Walmart 
U.S.  From 2005–2009, he served as vice chairman, with 
responsibility for Walmart International. Prior to joining the 
company, he had 23 years of experience in retailing with 
Federated Department Stores and May Department Stores.

Duke will discuss what it takes to be an inspiring and 
effective leader.

PAUL BROWN —  TUES., FEB. 17 ▪ 
SUPER SESSION▪8 A.M.-10 A.M.

Paul Brown, Arby’s Restaurant Group 
CEO, leads a major, global restaurant 
company that operates and franchises 
nearly Arby’s restaurants worldwide. 

Since joining the company in 2013, Brown has led Arby’s 
revitalization efforts, boosting the company’s culture and 

Exhibit Hall Footprints

• Convention Strategies—Retention, Growth and Changed 
Outcomes;  Are You Getting Results from Your Annual 
Meeting?

• Social Sector Franchising
• Franchising Under Attack: How Recent & Proposed 

Legislation Affects Your Bottom Line
• Where is The Point of No Return in Guiding Franchisees 

in People Matters?
• Human Productivity – The Secret Sauce of the Successful 

Franchisor
• Referral Networks:  Maximizing Growth and Candidate 

Quality from this Important Lead Source 
• SF Best Practices Workshop: Cyber Security & Data Privacy 

Protection: Practical Steps to Manage This Potentially 
Brand Threating Risk

• Marketing Best Practices for Driving More Leads and 
Sales: SEO, SEM, Mobile, Social Media and Reputation 
Management

• How to Win Customers from Rivals: Using Technology to 
Gain an Advantage

• Settling Franchise Disputes: Business Solutions to Legal 
Claims

• Improving Franchisee Performance & Profitability 
(Managing Financial Performance at the Unit Level)

• CEO Best Practices Roundtable Session 
• Property. People. Protection
• Point of View: Inspiration & Insights from Successful 

Athlete Franchisees 
12:00 noon – 2:30 pm  Networking Lunch with  
 Exhibitors
1:00 pm – 2:30 pm EF Board of Trustees &  
 Capital Campaign   
 Committee
1:00 pm – 2:30 pm Franchisee Forum 
1:15 pm – 2:15 pm International Delegations  
 Meeting
2:45 pm – 4:45 pm Business Solution   
 Roundtables
5:00 pm – 7:00 pm Reception with Exhibitors
8:00 pm – 11:00 pm Franchise Party 

WEDNESDAY, FEBRUARY 18, 2015
7:00 am – 10:30 am  Registration
8:00 am – 10:00 am  Super Session w/ Continental  
 Breakfast
10:00 am – 11:30 am ICFE Board of Governors
10:15 am – 12:15 pm Business Solution   
 Roundtables
12:15pm Convention Adjourns

* Open to World Franchise Council Members Only
** Events with separate registration and/or fee required

2:45 pm – 4:15 pm CONCURRENT SESSIONS 
• International - News From Around the World
• Milestone & Mindsets:  How to Generate Qualified, 

Coachable Candidates Who Become High-Performance 
Franchisees 

• SF Best Practices Workshop: Effective Use of  
Outsourced Suppliers

• Best Practices for Newer Franchisors
• Preventing Fraud – How Secure Are Your Company’s 

Assets?
• Recruiting and Hiring “Best Practices” of Veterans & How 

a Franchise Brand Can Better Engage
• Getting Things Done: Creating a Culture of Execution 

and Accountability
• Employees Make or Break Your Brand: Real Life Lessons 

from Undercover Bosses
• Failure is Not an Option: How to Get Past Tragedy to 

Triumph
• How to Adapt Your Franchise Sales Process to Changing 

Buyer Behavior
• Harnessing the Power of Your System: How to Gain 

Franchisee Support for Strategic Initiatives
• From Strategy to Execution: Delivering Super-Charged 

Grand Openings
• Think Big: Creative Social Media Campaigns 
• The Meeting of the Future:  It’s An Art and a Science
• Casting a Wider Net – The Rules of the Road to Non-

Traditional Venues
•  People-The Essential Element for Growth 

2:45 pm – 4:15 pm NextGen in Franchising  
 Roundtables
4:30 pm – 6:30 pm International   
 Committee Meeting
4:30 pm – 8:00 pm  Chairman’s Reception w/ 
 Exhibitors
8:00 pm – 9:30 pm International Reception
8:00 pm – 9:30 pm VetFran Chairman’s Corps  
 Reception

TUESDAY, FEBRUARY 17, 2015
7:00 am – 6:00 pm  Registration
8:00 am – 10:00 am  Super Session w/   
 Continental Breakfast
10:15 am – 11:45 am CONCURRENT SESSIONS

• Kiss, Bow or Shake Hands: Negotiating, Managing and 
Communicating Internationally

• SF Best Practices Workshop: Nontraditional Sources for 
Franchise Leads

• Optimizing Franchisor and Franchisee Performance 
Through Good Communications

FRIDAY, FEBRUARY 13, 2015
9:00 am – 5:00 pm World Franchise Council  
 Meeting*
7:00 pm World Franchise Council  
 Dinner*

SATURDAY, FEBRUARY 14, 2015
7:30 am – 10:00 am ICFE Registration
8:30 am – 5:30 pm Concurrent ICFE Special  
 Sessions**
9:00 am – 5:00 pm World Franchise Council  
 Meeting*
11:30 am – 4:30 pm  Franchising Gives Back**
11:30 am – 1:00 pm ICFE Special Session Lunch**
7:00 pm Executive Committee Dinner  
 (by invitation only)
7:00 pm World Franchise Council  
 Dinner*

SUNDAY, FEBRUARY 15, 2015
7:00 am – 7:00 pm Registration
8:00 am – 10:00 am VetFran Committee
8:00 am – 10:00 am Membership Committee
8:00 am – 10:00 am Legal Legislative Committee
8:00 am – 10:00 am Marketing & Information  
 Technology Committee
8:00 am – 10:00 am Diversity Institute Advisory  
 Board
8:00 am – 10:30 am Finance Committee
8:30 am – 10:30 am  Women’s Franchise   
 Committee 
8:30 am – 5:30 pm Concurrent ICFE Special  
 Sessions**
10:00 am – 12:00 noon Franchise Relations   
 Committee
10:00 am – 12:00 noon Franchising in the Social  
 Sector Task Force
10:00 am – 12:00 noon IFA Executive   
 Committee  
11:30 am – 1:00 pm ICFE Special Sessions Lunch**
11:30 am – 12:45 pm Leadership Conference  
 Lunch**
12:00 noon – 5:00 pm IFA Board of   
 Directors’ Meeting  
1:00 pm – 5:45 pm  Annual Leadership   
 Conference**

3:00 pm – 4:00 pm Supplier Forum Orientation
4:30 pm – 5:30 pm New Member Orientation
5:30 pm – 6:30 pm New Member and First-Time  
 Attendee Reception 
5:30 pm – 6:30 pm  NextGen in Franchising  
 Reception
6:30 pm – 8:30 pm Taste of Franchising
8:00 pm – 10:00 pm  IFA Board of Directors’  
 Dinner with the World  
 Franchise Council (by  
 invitation only)

MONDAY, FEBRUARY 16,  2015gistration
7:00 am – 7:00 pm Registration
7:00 am – 7:30 am Supplier Forum Executive  
 Committee 
7:15 am – 8:45 am Prayer Breakfast**
7:30 am – 9:00 am  Supplier Forum Advisory 
 Board & Membership Meeting
8:00 am – 10:00 am Franchisor Forum
9:00 am – 12:00 noon International Summit – Track  
 One
9:00 am – 12:00 noon International Summit – Track  
 Two
9:00 am – 12:00 noon Franchisee Leadership
 Summit
9:00 am – 12:00 noon Digital Marketing &   
 Technology Summit
9:00 am – 12:00 noon New Markets Summit
9:00 am – 12:00 noon NextGen in Franchising  
 Summit 
9:00 am – 12:00 noon Elements of Successful  
 Franchising
9:00 am – 12:00 noon  Franchise Relations Summit 
9:00 am – 12:00 noon Financial Summit
9:00 am – 12:00 noon Franchise Development/ 
 Sales Summit
9:00 am – 11:00 am Past Chairmen’s Council
10:30 am – 12:00 noon Mini Super Sessions 

• Getting Your Front Line to Care About Your Bottom Line: 
How Great Leaders in Franchising are Attracting Superstar 
Employees and Motivating them to Perform Better, Work 
Harder, and Stay Longer

• The C-Suite With Jeffrey Hayzlett
• 7 Traits of a Successful Leader

11:30 am – 12:30 pm FranPAC VIP Reception**
12:30 pm – 2:30 pm Opening General Session &  
 Luncheon

SCHEDULE AT-A-GLANCE
FINANCE    INTERNATIONAL  MARKETING & TECHNOLOGY
FRANCHISE DEVELOPMENT  LEGAL   FRANCHISEES
FRANCHISE RELATIONS   OPERATIONS  GENERAL

CONNECT • INNOVATE • EVOLVE        5 
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instilling a sense of “Serve, Refresh and Delight.”  Additionally, 
he has spurred a rebooted service culture, new restaurant 
designs and formats, and the launch of the new “Meatcraft” 
marketing campaign aligned with Arby’s “Deli-inspired 
Delicious” brand positioning.

Prior to joining Arby’s, Brown served as president of brands 
and commercial services for Hilton Worldwide.  The global 
hospitality company is comprised of 10 brands including 
Waldorf Astoria Hotels & Resorts, DoubleTree by Hilton and 
Embassy Suites Hotels.  He was the company’s global leader 
for brand management, product standards, marketing, sales, 
pricing, ecommerce, loyalty programs, franchise relations and 
information technology. 

Brown will address building your brand to take it to the 
next level.

SALIM ISMAIL — WED., FEB. 18▪ 
SUPER SESSION ▪ 8 A.M.-10 A.M.

The author of “Exponential 
Organizations,” Salim Ismail looks at 
ways that companies can leverage such 
assets as community involvement, big 
data, algorithms and new technology to 

achieve performance benchmarks 10 times faster than their 
peers. The book, which quickly reached No. 1 on Amazon’s 
“Best-Sellers in Business Management,” was also named Frost 
& Sullivan’s “Growth, Innovation and Leadership Book of the 
Year.” Ismail will discuss innovations and evolving a business 
using the latest innovations.

Ismail, a “parallel entrepreneur,” is a founding executive 
director of Singularity University, an organization whose goal is 
“to educate, inspire and empower a new generation of leaders 

to apply exponential technologies to address humanity’s grand 
challenges.” Since 2008, SU has empowered people of more 
than 85 countries to apply exponentially growing technologies 
— biotechnology, artificial intelligence and neuroscience — 
through global impact competitions with the goal of solving 
humanity’s greatest challenges: education, energy, food and 
poverty. Currently, Ismail also serves as the university’s global 
ambassador. In just six years, SU’s alumni, partners and members 
have generated more than 100 start-ups and numerous patents 
and ideas. 

Ismail co-founded Ångströ, a news aggregation start-up, 
which was bought by Google in 2010. Previously, he served 
as a vice president of Yahoo! and managed Brickhouse, the 
company’s incubator or “ideas factory.” He founded or operated 
seven early-stage companies including PubSub Concepts, which 
partially laid the foundation for the real-time web, and the New 
York Grant Co., a direct response to the Sept. 11, 2001 terrorist 
attacks. In its first year, the organization attracted more than 400 
clients and delivered more than $12 million of federal grants to 
the local economy.

Ismail will share his insights on the future of technology and 
its social impact.

In addition to these featured speakers, other informative 
experts, extensive educational offerings and exciting networking 
events will be highlights of the annual convention. n

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

Empower Your Local Network
The tools your franchisees need to drive your national brand more leads

Get the Case Study:
www.surefiresocial.com/franchise

Trusted by leading franchise partners
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WFC Advances in Taiwan; 
Mexico Trade Mission Spawns 
Excitement for U.S. Brands 
World Franchise Council makes strides in Taiwan.
BY JOSH MERIN, CFE

International Franchise Association Treas. Aziz Hashim, NRD 
Holdings, LLC. president and CEO, and I traveled to Taiwan 
in late September to represent the association during the 

World Franchise Council meeting.  The WFC is an international 
entity that unites national associations of 42 countries and 
functions as the United Nations of franchising.

Numerous long-time delegates said the meeting was one 
of the most productive in the council’s history.  Over the course 
of a meeting lavishly hosted by the Association of Chain and 
Franchise Promotion and Taiwan, the WFC agreed to form 
an executive task force to help the council follow through on 
strategic objectives beyond international updates and sharing 
of best practices.  This new structure was proposed by IFA 
Pres. and CEO Steve Caldeira, CFE, during the WFC’s April 
2014 meeting in Sao Paulo, Brazil. 

In line with IFA’s effort to drive new outcomes through the 
WFC, I reported on extensive work done by the association to 
assemble, analyze and visualize the WFC’s franchise data with 
the goals of understanding what data the council possesses 
and how it can be used. Based on counsel from FranDATA, 
IFA reported that to meet standards of data integrity, the WFC 
needed to use standard definitions in data collection and have 
a means of verifying the accuracy of data it collects.  The WFC 
agreed to shift to new methods of data collection proposed 
by IFA which promised to continue its work with FranDATA on 
behalf of the council.  Members said this effort represented the 
most progress that has been made with data in the council’s 20 
year history.  In recognition of its work, IFA was elected Vice 
Secretariat for Franchise Information. The position guarantees 
IFA a spot on the WFC’s new executive task force.

WFC members took great interest in Hashim’s analysis of 
joint employer and franchise relations issues in the United 
States.  The council endorsed a joint declaration drafted by 
IFA “Clarifying the Structure of Employment in Franchised 
Business.” WFC members will translate the declaration and 
use it in their countries to help protect the environment for 
franchising as joint-employer issues continue to emerge 
around the world.  The meeting concluded with a presentation 
by Hashim and me on IFA’s plans to host the next meeting of 

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

IFA Treas. Aziz Hashim, NRD Holdings president & CEO, speaks 
about globalization during the 2014 International Chain and 
Franchise Forum in Taipei, Taiwan.

Rear, IFA Treas. Aziz Hashim, NRD Holdings president and CEO, 
and Josh Merin, IFA director of international affairs, tour the 
Taiwan International Chain and Franchise Exhibition.
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the council coinciding with IFA’s 2015 Annual Convention in 
February. 

The focus then shifted to the International Chain and 
Franchise Forum and Expo in Taipei.  The event kicked off 
with Hashim representing IFA in an official signing ceremony 
to export the CFE program to Taiwan.  The forum and expo 
received attention from Taiwan’s top political leaders with 
Vice Pres. Wu Den-yih attending the signing ceremony and 
Pres. Ma Ying-jeou visiting and addressing the gala dinner.  
The next day Hashim addressed the forum during a panel on 
globalization and franchising.  The WFC delegates visited a 
local franchisor and then finished their trip to Taiwan with a 
tour of Tainan, the historic capital. 

MEXICO TRADE MISSION
While the leaves were changing colors in the United 

States, another International Franchise Association Franchise 
Trade Mission headed south to Mexico. U.S. franchise 
brands, including Boston’s Restaurant and Sports Bar, 
BrightStar Care, Denny’s, FASTSIGNS, FOCUS Brands, 
Mosquito Squad, Smoothie King, TITLE Boxing Club, Wing 
Zone, World of Beer and Xtreme Lashes were among the 
participants exploring the key Latin American market.  

According to the Mexican Franchise Association, the 
country is home to 1,370 franchise brands; 90 of those are 
headquartered in the United States and more than 50 are 
other international brands. Franchising represents 6 percent 
of Mexico’s GDP, making Mexico the fifth largest franchise 
market in the world.

MEXICO CITY
The trade mission began in the nation’s capital, Mexico 

City, on Oct. 6 with a market briefing at the U.S. Embassy. 
The group was welcomed by embassy Commercial Attaché 
Rebecca Torres, who told participants, “Culturally Mexico is 
extremely accepting of U.S. brands. It’s almost a status thing.”

IFA member Ferenz Feher, CEO of international franchise 
consulting firm Feher & Feher, briefed mission participants 
about the Mexican market. Trade has tripled since the 1994 
signing of the North American Free Trade Agreement and 

Trade mission participants and consulate staff in Monterrey, 
Mexico.

grow with us

Take control of your brand with simple,  
customizable tools that drive sales, improve  
efficiency, and connect you to your franchisees 
and your consumers. Our suite of proven  
technology solutions delivers everything you  
need to grow and manage your franchise  
system in one package. 

naranga.com  |  800-900-8321
Request a demo at

Copyright © 2015 Naranga

Unleash the power  
of technology  
with Naranga.
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1 IFA Treas. Aziz Hashim, left, during the signing ceremony to 
formally export IFA’s CFE program to Taiwan.

2 The World Franchise Council enjoys lunch on 86th floor of 
Taipei 101. 

3 Anthony Padulo, executive vice president, international 
franchise development for BrightStar Franchising, and 
translator prepare for meetings with Mexican investors.  

4 Feher & Feher CEO Ferenz Feher discusses franchise market in 
Mexico. 

5 Ericka Garza, director, franchise development of Boston’s 
Restaurant & Sports Bar, ready to start business-to-business 
meeting with potential franchisees.

1 2

3 4

5

WFC AT A GLANCE

MEXICO TRADE MISSION

(Continued from page 53)
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MEXICO TRADE MISSION

direct investment in Mexico with 65 percent of trade between 
the United States and the country passing through the state.

The stop in Monterrey began with lunch and a series of 
market briefings.  John Howell, commercial consul of the U.S. 
Consulate in Monterrey, made initial remarks, noting that the 
consulate in Nuevo Leon is one of the biggest U.S. consulates 
and is the No. 1 originator of U.S. tourist visas in the world.  
Also home to the No. 1 grossing Carl’s Jr. restaurant in the 
world, Monterrey has the highest per capita GDP in Mexico, 
two times the national average.  In the district of San Pedro, the 
per capita GDP of $37,000 is comparable to U.S. levels.  English 
is widely spoken and U.S. culture is pervasive.  Howell joked, 
“When I ask a local which soccer team is their favorite, I often 
hear the name of an NFL team in response.”

Armando De La Fuente, a partner of the real estate services 
firm Alles Group, provided a detailed overview of commercial 
real estate in Mexico’s second largest economy.  Numerous 
mixed use developments have either recently opened or are 
under construction, all in the comparatively competitive range 
of $32-$39 per sq. meter per year.  He said that many downtown 
landowners do not want to sell to developers in anticipation of 
rising prices.

Concluding the briefings, Undersecretary for Foreign 
Investment and International Trade for Nuevo Leon Celina 
Villareal Cardena, along with a colleague, reported on the 
state’s economy.  Automotive brand Kia has just committed 
to an investment of more than $1 billion USD to build an 
automotive manufacturing facility and more than 600 Korean 
families are expected to relocate to Monterrey in the next 18 
months.

Our transportation through the streets was slowed by a 
visit from President Enrique Pena Nieto touring local malls 
and commercial areas. On Oct. 9, attendees met as many as 
eight investors over the course of the day. TITLE Boxing Club 
scored the mission’s fastest success, signing a master franchise 
agreement with investors from the Yucatan Peninsula.  The 
following day, TITLE Boxing Club’s representative and its 
new licensees began meeting Monterrey investors to discuss 
subfranchising. n

Josh Merin, CFE, is director of international affairs 
for the International Franchise Association. Find 
him at fransocial.franchise.org.

while annual GDP growth in Mexico was only 1.6 percent over 
the past year, franchising grew nearly 12 percent during the 
same period. Feher shared market tips with the participants, 
including the importance of adapting to the pace of Mexican 
business culture. Master franchising is the most common model 
for U.S. franchisors doing business in Mexico, but a regional 
approach should also be considered. Deals can take as long as 
one to one-and-one-half years, but then yield strong returns. 
He stated, “You have a great opportunity on your hands.”

Pablo Hooper Ramirez, Gonzalez Calvillo partner, briefed 
participants on the Mexican legal and regulatory environment. 
Mexico is a first-to-file market, meaning rights belong to the first 
company to register a trademark, not the first to use the mark. 
He told the participants that less disclosure is legally required 
in Mexico than in the United States.  Ramirez recommended 
that U.S. franchisors have their franchise agreements signed in 
English if their licensee can understand that language.

Participants braved Mexico City traffic to tour a series of 
shopping malls and commercial areas before meeting with 
prospective partners. The first major mall in Mexico City was 
built in 1971, but there has been a boom in mall construction 
since 2008 in response to the growing demand. The demand 
is so high for prime retail space that some malls charge “key 
money” of as much as $1 million USD for entry.

After spending most of Oct. 7 in matchmaking meetings with 
Mexican investors, Feher & Feher hosted an evening reception 
for the trade mission attended by Mexican businesspeople and 
government officials, concluding the first stop on the mission’s 
itinerary.

MONTERREY
Oct. 8 was an early morning for mission participants as the 

trade mission headed north to Monterrey, which is even more 
familiar with U.S. concepts than Mexico City. While briefing 
participants, Feher said, “Monterrey is not only the most 
Americanized city in Mexico, it is the most Americanized city in 
the world outside of the United States.” 

The state of Nuevo Leon, of which Monterrey is the capital, 
compares favorably to Mexico City in terms of income levels, 
infrastructure and commercial real estate availability.  The 
state has grown safer over the past two to four years, driving 
increased foreign direct investment.  Nuevo Leon has the 
highest worker productivity in the country, is responsible for 11 
percent of Mexico’s total manufacturing output and 8 percent 
of the country’s total GDP.  It is the No. 1 center for foreign 
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meet goals and make better informed decisions regarding 
promotions, training needs, pay increases and disciplinary 
actions. 

The performance management process requires setting 
clear goals, regular and ongoing employee feedback and firm 
supervisor commitment.  Here are eight common performance 
management mistakes franchisors, franchisees and other business 
owners can make, along with tips to avoid them:

1. Failure to set clear performance goals.  When an 
employer establishes clear goals, employees can focus 
on specific tasks and prioritize their work. To help set 
clear goals, remember the acronym SMART— specific, 
measureable, attainable, relevant and time-framed. 
A SMART goal is detailed enough so that employees 
understand the desired outcome and can measure their 
progress accordingly. SMART goals can be realistically 
accomplished with the proper resources and time 
availability, are relevant to the employee’s role and the 
business’ overall objectives and have a target date for 
completion.

Eight  Top 
Mistakes 

of Franchise Industry 
Performance Management
An effective performance management system not only can help 
employees succeed, but can also benefit the performance of the 
business. 
BY MICHAEL PIRES 

Like every small-business owner, franchisors and franchisees 
have to balance the demands of the day-to-day operations 
while also planning ahead for growth. Many of these 

demands are human resource and compliance related — time-
consuming tasks that can easily distract owners from focusing on 
clients and business goals.  

No matter how time consuming, small-business owners have 
to get them right because there are consequences if they don’t.  
Consider, for example, that an employment law changes every 3.2 
seconds, based on the Manpower’s 2011 Quarterly Employment 
Law Thermometer, and 40 percent of small businesses pay an IRS 
penalty every year, according to the 2010 “Journal of Accountancy.”  
Whether completing routine tasks, such as hiring and managing 
employee performance reviews or more complex regulatory 
requirements such as complying with the Fair Standard Labor Act, 
managing a business is tougher than ever before, especially without 
a dedicated HR representative or partner.  

Often short on resources, many business owners, including 
franchises, make the mistake of cutting corners, or worse, skipping 
essential HR and compliance tasks altogether.  With every short 
cut comes risk, especially when it comes to managing employee 
performance.  An effective performance management system can 
help a company maintain a productive and motivated workforce, 

M A N A G E M E N T  &  O P E R A T I O N S
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2. Failure to align an employee’s goals with 
business objectives. One way to help ensure 
that employee goals are relevant is to align 
them with the business objectives of the 
franchise. Every employee, from top executives 
to entry-level workers, affects the success of a 
franchise. Therefore, every employee should 
be held somewhat responsible for business 
results and have SMART goals that will help 
the business meet its overall objectives. 

3. Infrequent feedback. Employers should not 
wait until a formal annual review to provide 
feedback and clear direction to employees.  
When employees are performing well, employers 
should give positive feedback.  Offering praise 
and recognition when goals are met and projects 
are completed successfully can motivate 
employees to continue to perform well. If an 
employee’s performance needs improvement, 
employer feedback should be constructive, rather 
than negative, with the ultimate aim of helping 
the employee succeed in the role. That way, 
when formal reviews come around, there aren’t 
any big surprises to the employee or supervisor 
and both parties will have a pulse on where goal 
completion stands.

4. Failure to hold supervisors accountable.  Sometimes, 
supervisors fail to take ownership of the performance 
management process. They may not take responsibility 
of this important task due to lack of direction or lack of 
a process to follow what is outlined by the franchisor or 
franchisee. This can undermine an employer’s efforts 
to maintain an effective performance management 
program. To help supervisors manage the process, 
clearly communicate the importance performance 
management has for the business, set guidelines and 
provide supervisors the training to deliver effective 
performance feedback and provide supervisors 
with cascading goals and timelines for delivering 
performance reviews. Employers should also 
consider evaluating supervisors on their performance 
management efforts.

5. Failure to provide adequate supervisor training.  
Whether a supervisor is new or tenured, all supervisors 
should receive adequate training on effectively 
managing employee performance on a regular basis. 
Supervisor training should address the company’s 
performance review process and expectations, as well 
as guidelines for giving objective and constructive 
feedback in between and during formal reviews, 
avoiding bias, setting appropriate goals and coaching 
employees to perform the best that they can.

Increase Compliance. Decrease Costs.

Get Started Today and Learn More at:
www.masterlockfieldid.com/franchise

(Continued on page 58)
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6. Overlooking training and development. It 
costs approximately $3,665 for a small business 
to recruit just one candidate, according to 
the “Talent Acquisition Factbook, 2011.” That 
means employee turnover is something to avoid 
as much as possible.  An important aspect to 
employee retention is offering employee training 
and performance development opportunities. 
Employers should provide employees with 
training programs to build on the employee’s 
skills and knowledge. Training can improve an 
employee’s current performance and develop 
skills for growth into a future role. Both are 
important to the company and employee. 
Employers should talk with employees about 
ideas and opportunities for career development 
and create a plan that meets the employee’s 
aspirations and company objectives. 

7. Failure to document performance. It is a 
best practice for employers to complete a 
formal written performance appraisal at least 
annually for each employee. Every performance 
appraisal should be signed by a supervisor 
and the employee and should be kept in the 
employee’s personnel file. Employers should 
also maintain records of training, promotions, 
transfers, recognition forms, disciplinary notices 
and other performance-related records in the 
employee’s personnel file. By keeping detailed 
records, franchisors and franchisees will mitigate 
unnecessary risk.

8. Failure to provide timely formal performance 
reviews. To help demonstrate the importance 
of performance management, it is important to 
complete performance reviews within the time frame 
promised, barring extenuating circumstances. To do 
so, schedule performance reviews for a time of year 
that makes sense for the business, start the review 
process early and check in regularly with supervisors 
on the progress of completing reviews on time.

An effective performance management system not 
only can help employees succeed, but also benefit the 
performance of the business. To help ensure the process 
is effective, conduct regular performance reviews, provide 
constructive and ongoing feedback and training and 
monitoring the performance management program closely. 
At the end of the day, small businesses, including franchises, 
incur 42 percent more regulatory costs compared to 
large companies, according to the 2011 “The Impact of 
Regulatory Costs on Small Firms” report from the SBA Office 
of Advocacy. Managing your employees well, including a 
robust and effective performance review system, can only 
help mitigate that compliance risk. n

Michael Pires is the division vice president for 
business development and innovation at ADP 
and created HR411, a human resource 
platform designed for small businesses.  Find 
him at fransocial.franchise.org.

To own a franchise, visit FirehouseSubs.com/Franchising or call 877.887.8330.
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#1 Top Growth Chain 
Nation’s Restaurant News

#1 Brand in Sandwich Category 
Nation’s Restaurant News’ Consumer Picks Edition

#1 in Taste, Flavor, and Quality of Food 
Technomic

#1 Mobile Brand of the Year 
2013 RIZMY Awards
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Change isn’t just good — it’s a must.
BY LEE KNOWLTON

A system-wide rebranding can seem like a daunting task, 
but smart franchises will see it as an opportunity to not 
only elevate brand awareness, but to also highlight 

aspects of their brand consumers may have been ignoring.  
It’s a given that most established brands are constantly 

modifying their logos and slogans to align with shifting 
consumer tastes. Yet, small-to-mid-sized franchise concepts 
often overlook that this isn’t just for the 7-Elevens and 
McDonald’s of the world. There is a lesson to be learned for 
every franchise regardless of its size and category. 

Most franchises make the mistake of waiting until after their 
message has become muted to take action. And it’s easy to do. 
As you start out, your message is simply communicating who 
you are and what you offer. But as your franchise grows and 
consumers become familiar with your product, it is imperative 
that your message evolves.  After all, it doesn’t take long for a 
consumer’s perception to lock in that you can only be one thing 
or offer just one main product.  The truth is, your franchise 
can offer so much more than just a service or product, and 
the key is to deliver a memorable experience that leads to an 
emotional connection. 

This starts with first understanding your core customer. In 
our case, it’s largely moms. Upon further research, we learned 
that Generation X moms have different preferences than the 
up-and-coming Millennial moms (people between ages 16 and 
35) who have an entirely different set of behaviors or values 
than the typical customer just a decade ago. For example, 
Millennials value experiences over goods, they search for 
unique localized offerings, and when looking for places to take 

M A N A G E M E N T  &  O P E R A T I O N S

their children, imaginative, creative activity is paramount and 
active, immersive, experiences are especially prized.  

Understanding the key traits and values of your customers 
should guide your brand’s offerings, look and feel, from 
your advertising to the in-store experience. Every aspect 
of your business from the color scheme, the interior decor, 
your website, logo, even an employee’s uniform is speaking 
to your customers. You need to make sure the message on 
all of these communication channels is one they want to pay 
attention to. 

And, while every franchise rebrand presents its own set 
of unique challenges, there are three strategies you can use 
to ensure that your rebrand speaks to all of your customers 
regardless of your category. 

SET REALISTIC STANDARDS
When you start your rebrand, it’s crucial that you launch 

the program in a way that is easy for your franchisees to 
activate on a local and regional level. This means defining 
your goals clearly, setting a timeline and creating a budget.  

FOCUS ON YOUR STRENGTHS  
Sometimes what we do best is taken for granted, as we 

tend to focus so much on what might not be working.  It’s 
important to take a step back and look at what your customers 
tell you they love about your franchise. Often you’ll see that 
there is no need to change your offerings, but instead a need 
to emphasize what makes you stand out. 

DETERMINING 
    WHEN IT’S TIME TO  

    REBRAND

(Continued on page 60)
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BE PREPARED TO GO ALL IN
A rebrand demands that everyone involved with 

the brand believes in the new branding (and that starts 
at the top). It can’t be just messaging, meaning all of 
your locations need to reflect a unified message. If you 
say it, you need to deliver on it.

Here are two key factors to ensure that you do. 

1. Be immersive. Offering an immersive 
experience begins with compelling visuals. 
From the moment a customer walks through 
your doors, he should be presented with a 
clear and welcoming message highlighting 
the best of what you have to offer.  At Pump It 
Up, we specialize in active play for kids, so our 
in-store images are designed to visually cue 
imaginative play. No matter what category you 
serve, it’s important to evaluate how your color 
scheme, layout, even your collateral material 
helps immerse and direct customers to your 
unique offerings.  Your franchise location must 
make sure that all of the design elements 
reinforce the experience you are promising.

2. Be engaging.  Customer engagement is 
arguably the single most important aspect of 
your franchise. No matter who your customer is 
or what market you serve, you should strive to 
make each customer’s experience as personal 
as possible.  Every interaction a franchisee 
and its employees have with a customer is a 

chance to create a lasting connection. This means 
listening to why your customers chose you and 
what you can do to ensure that you’re providing 
what they expect, and then looking for ways to 
exceed that expectation.  In most cases this means 
allowing for a level of flexibility with your offerings.  
Tailoring your services to a customer’s specific 
need can lead to life-long return visits and most 
importantly help generate invaluable word-of-
mouth endorsements. 

It all comes down this: without offering a high-quality 
product, any image change is superficial and consumers 
will recognize that instantly.  While an emotional connection 
is a crucial part of every successful brand, you have to find 
ways to make that connection tangible.  The best way to 
do this is to listen to your customers and anticipate ways to 
meet and exceed their needs. 

Also, while it’s important to evolve and adapt to current 
styles, you need to celebrate your past.  Try to incorporate 
forward-looking slogans that appeal directly to your 
customer’s core values. 

In the end, change isn’t just good — it’s a must. And to 
rebrand successfully, you need to be aware of your core 
consumer’s tastes, values and motivators. n

Lee Knowlton is president and CEO of Pump 
It Up, an indoor inflatable playgrounds 
franchise specializing in private parties, and 
programs such as corporate events, school 
outings, field trips and more. Find him at 
fransocial.franchise.org.

(Continued from page 59)
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1. RATIONALIZE THE NEED TO BE COMPLIANT WITH 
EDUCATION

Many franchisees don’t understand the complexities of 
creating and growing brand awareness because they’ve never 
been exposed to the role of brand management. Key to this 
strategy is educating franchisees about the potential harm to 
the brand when guidelines aren’t followed, which in turn can 
negatively impact their own individual investment in the business. 

As reinforcement of the franchisee education, it is important 
that all franchisee-facing personnel understand the brand 
guidelines and the need for them. This is especially true for bigger 
networks with field support personnel. In some cases, franchisees 
are more likely to be influenced by their local operations or 
marketing representatives with whom they interact on a more 
regular basis. Show examples of the good, the bad and the ugly 
and explain how each impacts customers and their loyalty to your 
brand.

2. MAKE IT EASY TO FOLLOW THE RULES
Not all franchisees are created equally when it comes to 

computer skills, graphic design and so forth. By their very nature, 

Successful franchise brands are built over time by consistently 
setting and meeting customer expectations of the brand 

experience. 
BY STEVE FRIEDMAN

Today’s customers have access to greater amounts of 
information faster than ever. With pervasive social sharing 
and smartphones, brand managers are met with an ever-

increasing number of threats to maintaining their brand’s images 
and credibility. This is particularly challenging for franchise 
companies. Franchisors wrestle with the balancing act of protecting 
their brands while supporting the creative and entrepreneurial 
spirit of their franchisees. 

Successful franchise brands are built over time by consistently 
setting and meeting customer expectations of the brand 
experience. This can’t be done without network-wide adherence to 
brand and operating standards. However, many people purchase 
a franchise so they can be their own boss, own their own business 
and control their own destiny — not necessarily so they can follow 
the brand guidelines established by the corporation. These don’t 
have to be mutually exclusive if expectations are properly managed 
from the beginning stages of the franchise acquisition process. But 
even the most thorough disclosure process cannot control what 
people believe or remember during the sales process, creating the 
inherent conflict that pits the enterprising franchisee against the 
corporate brand manager.

Here are four strategies that foster franchisee creativity and true 
love for the brand, while maintaining the brand promise:

M A N A G E M E N T  &  O P E R A T I O N S

THE 
BALANCING 

ACT

BUILDING A 
FRANCHISE 
BRAND

of
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franchisees are do-it-yourselfers and when they are 
looking for a particular marketing tool that they can’t find 
or they don’t believe exists, they will surely create their 
own. Provide a robust platform of tools for franchisees to 
use in their advertising and marketing efforts. The trick 
here is to control the overall brand identity and message, 
while giving franchisees enough flexibility to tailor the 
tool to their particular need. 

3. AVOID BRAND EXTREMISM
Every franchisor knows how critically important it is 

to develop and nurture positive relationships with its 
franchisees. Otherwise, franchisee validation can suffer, 
which in turn impacts network growth. Use common 
sense to avoid an overly harsh approach to brand 
management. It might be okay to use red and green 
during the Christmas holiday promotion, even if red 
and green aren’t part of the brand color palette. In the 
majority of situations, this level of flexibility will not harm 
the brand. 

Brand extremism can be destructive to the cause and 
erode trust among the network. Certainly, standards 
must be maintained; however it’s easy to become so 
mired in protecting the brand that we lose sight of the 
bigger picture, and flexibility and common sense get 
lost. When this happens, guidelines become overly rigid 
and they suffocate creativity and enthusiasm for the very 
brand they are meant to protect.

Before standards are established and put into place, 
they should pass a “common sense test” that would pose 
the following questions:

• Who is this guideline protecting and how — the 
brand, corporation, franchisee, customer?

• Who gets hurt when the guideline is not followed 
and can such damage be quantified?

• Is the brand image, at its core, at risk if the 
guideline isn’t followed (corporate values, brand 
promise, etc.)?

• When would it be appropriate to alter from 
the guideline? How likely and often might this 
happen?

• Can this guideline be enforced?
• Does the guideline prevent the franchisee from 

promoting the business or make it difficult to 
explain the value proposition to the customer?

• Does the guideline have legal implications?
• Does the guideline have safety implications?

These questions and their answers should be used to guide 
your brand management strategy and dictate the extent to 
which you define and enforce the guidelines.

4. EMOTIONALLY ENGAGE YOUR NETWORK
If you are successful with the first three strategies, the 

fourth can make the biggest difference. Successfully balancing 
franchisee spirit and brand management depends on your 
ability to motivate and foster emotional engagement of the 
brand across your network. It doesn’t happen overnight. 
Unfortunately, the passion and enthusiasm created at the 
beginning of the franchisee training process, or at the annual 
convention, rarely last on their own. This is a marriage, and 
successful ongoing engagement sustains the relationship past 
the dating and proposal, and well into lasting true love. 

Many franchisors agree that the most important brand 
marketing conducted targets the franchisees directly. Videos 
that celebrate the brand and position franchisees as heroes 
and leaders in their communities can be inspirational and 
create real brand zealots. Programs that recognize and reward 
franchisees for the way they represent the brand can also have 
a sustaining impact. All of this should be complemented with 
an ongoing communication strategy that reinforces the value 
of the brand and business model through relevant and open 
franchisee discussion.

The balancing act can be tricky, but consistently executing 
these four strategies will make it easier. By educating the 
network on the risks of non-compliance to their own investment, 
you’ve provided them with a rational reason to follow the rules. 
And by giving them a flexible platform of marketing tools, you 
make it easy and practical for them to market their business 
while creating true brand advocates. And when your network 
is emotionally engaged in building and protecting your brand, 
they become the brand itself. They talk it, they live it, they 
promote it and they defend it. n

Steve Friedman is president and co-founder of 
Creative Producers Group, a full-service creative, 
experiential engagement and marketing agency, 
specializing in the franchise industry. Find him at 
fransocial.franchise.org.
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Because of this, opportunities related to education, nonprofits 
and health care are attracting prospective franchise owners who 
see how these businesses provide a service not only to their 
clients, but to the community as a whole. 

In some cases, the desire to serve and the forces of market 
entrepreneurism come together to offer a unique business 
opportunity. For example, non-medical, in-home care is 
expected to be a $72 billion market in the next few decades. 
Not surprisingly, the senior age population is often among the 
best customers for new services while older Americans not quite 
yet at retirement age are among the fastest-growing groups of 
new franchise owners. They recognize the services they and their 
fellow baby boomers will need in the coming years. 

STRUCTURE FOR SUCCESS
A franchise provides new owners with the structure and road 

map for success. Potential buyers provide the leadership skills and 
work ethic to excel within this proven system. They recognize the 
value a franchisor provides with a brand name, service standards, 
training, support and established accounting, inventory, payroll 
and other business systems for the franchise owner to utilize.

For a franchisor, demonstrating the value of that support 
is essential. It should be clear to the potential owner how the 
franchise system simplifies administration by providing proven 
shared business processes such as recruiting, sales management, 
payroll processing and varying aspects of financial management. 

While franchising might not have the same level of intensity as 
their first career, another significant group of potential franchise 
owners are military veterans.  With discipline and leadership 
already in place, they often make great owners as they look to 
transition into civilian life. They have proven ability to succeed 
within a system. They understand the value of working within 
brand guidelines and have the drive and determination to make 
the most of opportunities and resources. 

Owning a Franchise as a 
SECOND CAREER 
What would you ask potential franchisees to motivate them to join 
your brand?
BY JEFF BEVIS, CFE

It has been said that 40 is the new 30, but many are finding that 
60 is the new 50 as people retire or are downsized from their 
careers well before they are ready to spend their days on the 

golf course or take bus trips to casinos.
It isn’t just retirees, however, who are looking for a change 

of pace. TV shows such as “Shark Tank” are evidence that the 
entrepreneurial spirit is alive and well, but not everyone has a new 
idea or wants to start from scratch. 

For those eager to be engaged in a business and be their own 
boss, franchising offers entrepreneurs or semi-retired business 
people the opportunity and freedom to do just that within a safe, 
successful structure. These are business people with a range of 
skills and, most importantly, the work ethic to succeed and ability 
to recognize the value franchising offers. 

While they may have already enjoyed a successful career 
elsewhere, purchasing a franchise allows these experienced 
professionals to do something they love, something that motivates 
them every day. Especially after a long career in a larger corporate 
structure, the franchise model frees them to pursue their 
entrepreneurial spirit with the safety net of a proven business 
model. In fact, the encore career may be even more successful than 
the first.

Owning a franchise also offers something a career does not — 
a legacy. The success rates, future salability and wealth building 
available through franchising make this business format the choice 
for thousands of Americans. The facts are compelling. Franchising 
works, and it works well. 

A CAREER WITH A PURPOSE
As recounted in his biography, Steve Jobs was recruiting Pepsi 

executive John Sculley to join Apple when he asked, “Do you want 
to sell sugar water for the rest of your life, or do you want to come 
with me and change the world?”

Older Americans and many younger entrepreneurs are asking 
themselves that same question. And while they don’t plan to or 
need to change the world, they are looking for careers that provide 
meaningful service.

M A N A G E M E N T  &  O P E R A T I O N S

64    FRANCHISING WORLD JANUARY 2015 



Whether the potential franchisee is a semi-retired 
business leader, youthful entrepreneur or a recently 
retired military veteran, it is essential he be able to 
connect with employees and customers on a personal 
level. While an established franchisee can work behind 
the scenes after growing the business over time, a new 
owner needs to be present as the location grows and 
becomes established in the territory. 

SHARING THE FRANCHISE STORY
Pressed for time and eager to start their second 

career, potential owners are turning to the web to 
narrow their search. And while conference calls and 
in-person meetings will come later, it is essential that 
enough information is available online to determine if 
your opportunity is a match for their financial and career 
interests. Franchising works best when the right people, 
not just those who are financially qualified, are selected.

Steve Jobs enticed Sculley to leave Pepsi with a 
simple but powerful question.  What question would you 
ask potential franchisees to motivate them to join your 
brand? n

Jeff Bevis, CFE, is president and CEO of 
FirstLight HomeCare.  Find him at 
fransocial.franchise.org.

ATTRACTING OWNERS SEEKING SECOND CAREERS

Which ones are looking at franchises for a potential second 
career?

• Recent retirees or “downsized” workers with business 
experience

• Young entrepreneurs 
• Military veterans

What do they want in a second career?

• A career with a purpose
• An opportunity to give back to the community
• A career that leaves a legacy for the next generation

How to attract potential candidates?

• Ensure that key information is accessible online
• Demonstrate value and freedom the franchise system 

provides to the individual owner
• Showcase the value a franchise business provides to the 

community

Robert Nevadomski, CFE

“At Jersey Mike’s, we take pride in being a training company.  Since the beginning 
nearly 60 years ago, our team has believed in ongoing training, continued education, 
and development.  The CFE program is an excellent avenue for our corporate staff, 
Area Directors, & franchisees to supplement their knowledge, both learned at Jersey 
Mike’s and through prior experience, with a ‘Masters’ in franchising from the Institute 
of Certified Franchise Executives.  We are committed to excellence, and the CFE is a 
designation that we are proud to support. In addition to our current CFEs we have 
several CFE candidates including key executives and team members in operations, 
marketing, development and legal.”

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.

For more information about getting your CFE, contact
Rose DuPont at 202-628-8000 or visit www.franchise.org/cfe.aspx.

Brian Sommers, CFE

John Teza, CFE Ed Yancey, CFE

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 . 
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Multi-Unit Franchise 
Owners Share 

Advocacy Advice

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

QUESTION:  What resources or methods do you use to educate your 
state and local legislators about franchising?

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

Steve Kulawik and his wife Stefani own 
three Childrens Lighthouse Learning 
Centers in San Antonio, Texas. Find 

them at fransocial.franchise.org.

KULAWIK: “Perhaps the most effective way to communicate and educate legislators on any 
topic, including franchising, is through patient, persistent and informed outreach. Stay up to date 
on timely legislative issues and agendas, at the local, state and federal levels. By staying on top of 
timely legislative issues, a topical opportunity will eventually present itself to reach out to a lawmaker 
on an issue that relates to your individual business or the franchise business model. These timely 
opportunities are often the best bet for securing a meeting or conversation. 
     “Similarly, if it’s a federal legislator you are trying to connect with, keep an eye out for the 
congressional schedule and any upcoming recesses. Lawmakers often return to their home states 
from the nation’s capital during a recess. When federal lawmakers are in town, they sometimes set 
aside time to make public appearances or hold public office hours. In some cases, a lawmaker’s public 
schedule is your best chance at securing a time to talk. If you do, a follow-up email or handwritten 
letter sent to the office is a great way to ensure the lawmaker remembers your input. 
     “Once you have a thorough understanding of your legislator’s current schedule and agenda, and if 
this agenda relates to your community or your business, a series of patient and persistent phone calls 
will eventually get you in touch with the lawmaker in person or over the phone.” 

 

(Continued on page 68)

OLMO: “Although local and state legislators often have busy schedules, they will still make time to 
meet with constituents when a meeting is clearly in the interest of the surrounding community. However, 
there is never a guarantee that political figures will act on the input of their constituents, even after the 
most fruitful meetings. 
     “One way to ensure legislators make time to meet with you is to set up a small event that might be 
appealing to a legislator’s schedule. Consider arranging a gathering of local business leaders and invite 
a key political figure to speak. Panel discussions, roundtables and keynote speakers can offer value to 
attendees while clearly indicating to your lawmaker the sincerity of the meeting. Since franchising is a 
particularly important issue to you, the business leaders you invite can be area franchisees or even a 
representative from a local franchisor. 
     “An opportunity to meet influential community members, who might also turn out to be future donors, 
certainly isn’t the only way to secure a meeting with a legislator, but it’s an effective strategy if phone 
calls aren’t enough to get through. 
     “If your goal is to remain politically involved with legislative issues surrounding the entire franchise 
industry, beyond your individual business, the IFA Franchise Action Network could connect you with the 
right peers. By uniting franchisees and franchisors across the country, FAN has a proven track record of 
assembling leaders and circulating information around key critical legislative issues.“

 

David Olmo owns two Sloan’s Ice Cream 
shops in Delray Beach and Lauderdale 
by the Sea, Fla. Find him at fransocial.

franchise.org.
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Promote your franchising opportunity every Wednesday to 
3.3 million readers* in Franchising Today.
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your
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WELTON: “I frequently talk to my state senator and state representative about my business, asking 
them to watch out for small business in general. These conversations always tend to take place in person; 
we have the same favorite restaurant. In a more formal way, I am a member of five local chambers of 
commerce and am a board member of the McAllen, Texas Chamber of Commerce.  It is through these 
organizations that I take part in more organized lobbying efforts.
     “The biggest challenge I come across every day is educating people about franchisees, that we are not 
big businesses. We are mom and pop shops, with the same struggles small-business owners everywhere 
face. Even people in authority have this misconception about franchisees! To be honest, I find myself 
having this conversation at least once a week. And I don’t mind having it because people don’t know and I 
want them to understand that it is hard work and I am not sitting on millions of dollars. Yes, the corporate 
office markets the brand, but not the individual store. That is solely the store owners responsibility — my 
responsibility. I think that this is the biggest challenge facing small-business owners who are franchisees, 
is educating the public.”

 

Maurice Welton has five Edible 
Arrangements stores in the Rio Grande 
Valley of Texas in the cities of Mission, 

McAllen, Weslaco, Harlingen and 
Brownsville. Find him at fransocial.

franchise.org.

(Continued from page 66)

The Aptility platform gives your personnel access to custom 
education content from mobile devices like iPads, tablets, 
netbooks and more.  And that’s just the start of what makes it 
your first choice for employee enrichment:

•  Promote your brand company wide
•  Manage your compliance training and record keeping
•  Utilize video across all devices, Windows, Mac OS, iPAD,  
 Android and Windows 8 tablets
•  Organize and distribute process and procedure documentation
•  Deliver Skills Assessments

CertiLearn is now part of the ITC Learning Group 877-CL4-LEARN (254-5327)

Employee Training. Anywhere, Anytime.

30 minutes is all it takes to change your perspective on employee education.
Schedule a demo today at 1-877-CL4-LEARN

Test Drive Aptility™ by ITC Learning

68    FRANCHISING WORLD JANUARY 2015 

http://itclearning.com


Cybersecurity and Supply 
Chains:  A New Risk 

Management Paradigm 
Businesses should understand where the weakest links are in 

their supply chains and where their sensitive business data 
resides outside of their network.

BY JEREMY M. KROLL

T E C H N O L O G Y

VIRTUAL SAFE HAVENS
The black markets for hacking tools, credit card 

numbers, competitive intelligence, intellectual 
property and how-to guides to breach companies 
are proliferating. They are also becoming more 
sophisticated. These virtual bazaars are housed 
inside the Dark Net, a series of hidden websites and 
forums that are only accessible with such special 
anonymization software as Tor. 

Cybercriminals and “hacktivists” buy and sell 
valuable information, ready-made vulnerabilities 
and data about individual companies inside these 
markets. And with more effective attack tools being 
developed and sold, hackers are gaining attack 
capabilities and intelligence they did not have 
before these markets existed. They can also sell 
valuable data they have stolen to other hackers after 
an attack has occurred. The availability of hacking 
tools and the corresponding diminished need for 
technical sophistication to perpetrate advanced 
and highly targeted attacks is a worrisome trend 
that is poised to continue. 

It is from these virtual safe havens that many 
hackers have been planning and launching their 
operations. They target the most vulnerable entry 
points they can find. This means hackers often do 
not attack businesses directly, where they tend 
to be more fortified. They start by attacking the 
connected suppliers such as an HVAC vendor, the 
payment processor, the point-of-sale system, the 
law firm, or third-party service providers. For those 

Today, companies large and small are facing 
complex security and privacy challenges. 
Managing cybersecurity risk has become a 

leadership-level priority. We read about a massive 
data breach almost every day and are beginning 
to succumb to “breach fatigue” where every new 
breach seems to have less impact than the previous 
one. 

What we are seeing, in our increasingly 
interconnected and globalized business world, is 
that security vulnerabilities have multiplied and are 
more diffuse. Before the advent of the Internet and 
the digitization of core business functions, a criminal 
would need to physically break into a company’s 
stores or offices to steal customer information or 
credit card numbers. They were constrained by 
what they could carry or the time they could spend 
inside a building before being discovered. 

In the age of persistent cybercrime and 
compromised data, criminals can breach a business’ 
defenses from anywhere in the world. They steal 
valuable data from a company not only directly 
through company networks, but also indirectly 
through the network of a supplier. They buy access 
to compromised company credentials or other 
attack-kits that are tailored for specific industries 
or even specific businesses. And after securing 
ever-higher network access and credentials, they 
can remain undetected inside a company’s systems 
for months or even years, continuously siphoning 
off valuable data and penetrating deeper inside a 
business’ network.

(Continued on page 70)
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of us who help businesses profile their cyber risks and gather 
intelligence about how hackers are targeting them, these 
developments represent an escalation that many business 
owners have not yet fully grasped.

BREACHES ON THE RISE
The statistics on breaches are staggering and are 

trending in the wrong direction. According to the Ponemon 
Institute, which conducts independent research on privacy, 
data protection and information security policy, 43 percent 
of surveyed executives admitted their company had a data 
breach involving loss or theft of 1,000 or more records in 
2014. That is up from 33 percent in 2013.  When a third party 
is involved, it increases the average cost of a data breach by 
$14.80 per individual record, which adds up quickly when 
breaches involve thousands or even millions of compromised 
records. 

The breach of Heartland Systems, a Fortune 1000 payment 
processor, in 2008 compromised 130 million debit and credit 
cards issued by more than 650 financial institutions. It was 
the largest breach of its kind at the time. It also presaged the 
environment we live in today. It highlighted, in a new way, the 
risks and costs vulnerable suppliers can impose.

We have seen millions of dollars in data breach remediation 
costs inflicted on companies such as Target and Home Depot. 
Less well-reported are the post-breach costs inflicted on 
small- and medium-size businesses. SMBs may not have the 
wherewithal to weather the costs of mitigating a breach, the 
decrease in sales, providing required customer notifications, 
fighting back against lawsuits or repairing their damaged 
reputation. These costs can force businesses into bankruptcy 
or to close their doors altogether. 

Unfortunately we have also seen a disturbing trend of 
“blame the victim” when it comes to data breaches, even 
if the company was compromised through vulnerabilities 
at a vendor. The media reflexively direct its ire toward the 
business victimized and blame it for the breach, instead of 
blaming the criminals.

CHANGING SCOPE OF VULNERABILITIES
Given these realities, companies need a greater 

understanding of the full scope of their vulnerabilities. 
Business owners and operators may have complete trust and 
confidence in their own management and IT team to protect 
their internal systems. But do they have that same confidence 
in their vendors’ security teams? Do they have any visibility 
into the threats and attack vectors facing their supply chain? 
Do they believe that their law firms and accounting firms, 
which house huge amounts of sensitive company data, can 
protect that information from exfiltration? 

Do they know which of their suppliers have access to 
their systems either directly or indirectly? Do vendors have 

robust data protection policies? Have partners implemented 
comprehensive incident response plans and policies for 
notifying customers and clients about a breach? Do partners 
have a full understanding of their risk profiles? Do suppliers 
have cyber defense requirements for their own subcontractors 
and suppliers? If a partner is being evaluated as an acquisition, 
will vulnerable or already-infected systems be imported after 
the transaction?

These are questions we have been asking our clients that 
they are often not asking themselves. Many companies still 
think about their IT security the same way they did when 
firewalls and antivirus software were all that was needed to 
secure company systems. Or they may be so focused about 
their own systems that they forget about how interconnected 
their businesses truly are. As many recent breaches 
demonstrate, the good old days of needing only to build 
the tallest walls and widest moats around networks are long 
gone.

OUTSIDE-IN UNDERSTANDING OF SUPPLY CHAIN 
RISK

Business owners should seek a richer understanding, 
from the outside-in, of the threats and malicious actors 
they face and the tactics those actors will employ. They also 
should know what kind of sensitive company information 
and compromised credentials are already exposed and are 
being bought and sold inside Dark Net marketplaces. Those 
efforts should complement the traditional pre-investment or 
vendor due diligence processes that businesses undertake 
when onboarding a new supply chain partner or evaluating 
a potential acquisition. These measures allow companies to 
plug vulnerabilities that might already exist.

Most importantly, businesses should understand where 
the weakest links are in their supply chains and where their 
sensitive business data resides outside of their network. That 
understanding comes from building a comprehensive risk 
profile and setting priorities around which risks deserve the 
most attention. Companies should also take extra precautions 
to ensure vendors and third-party service providers are doing 
everything possible to protect their partners, clients and 
customers. 

As we see it, this is the new security and risk management 
paradigm that businesses face. And it is incumbent upon us 
all, across all industries, to foster cooperation and work even 
harder to ensure we can tackle these new threats together. n

Jeremy M. Kroll is president, CEO and co-founder 
of K2 Intelligence, a cyber defense, compliance, 
due diligence, investigative and risk management 
solutions firm. Find him at jeremy@k2intelligence.
com.  
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Geo-Targeting Your Digital 
Assets for Franchise 

Development 
Geo-targeting technologies allow franchisors to attract and 

engage the best prospects with a customized online experience. 
BY MICHAEL ALSTON

All franchising is local. Both mature and early-stage 
franchises share the need to find qualified prospects 
for targeted geographic markets. For the mature 

franchise, prospects outside available territories can be 
wasted effort. On the other hand, early stage franchises 
may desire to target only nearby or specific states.

Geo-targeting technologies make it possible to achieve 
a higher return on advertising spending while lowering 
franchise sales costs by bringing you more targeted 
prospects. Here are five suggestions about how to get it 
done.

1. GEO-TARGETING YOUR ADVERTISING 
DOLLARS 

If you are engaged in search engine marketing, you have 
the option to limit your paid clicks to specific countries, 
cities or ZIP codes in Google, Yahoo and Bing. You may pay 
higher or lower overall prices for clicks based on demand 
in the territories you seek. Keywords and phrases and even 
ads may include city names for your geographic targets. You 
may achieve better results, however, with state targeting, 
since prospects may desire or be willing to relocate nearby 
for the right opportunity.

Conversely, the search engines allow you to exclude 
specific geographies. For example, you can select to target 
Tennessee, but exclude Nashville if there is no territory 
available in that city. 

Similarly, Facebook and LinkedIn offer geo-targeting 
options for ads placed on their networks, in addition to the 
behavioral and demographic targeting options they offer. 
Facebook permits targeting a city or radius from a specific 
location worldwide. LinkedIn offers targeting by city and 
state in the United States.

The major franchise recruitment portals will assist you with 

T E C H N O L O G Y

tailored geo-targeting options based on state (inclusions 
and exclusions) or city-level targeting (Designated Market 
Areas referred to as DMAs). While the distribution of traffic 
to franchise portals roughly mirrors population density, 
there are inquiries from every ZIP code in the United States 
over a period of time (see illustration of traffic distribution 
below). Given the scarcity of leads in a limited geography, 
these leads are offered at premium prices, though at an 
overall savings when compared to an untargeted campaign. 

Geographic distribution of leads from franchise recruitment 
portal sites mirror the population.

2. KNOW THE ORIGIN OF VISITORS TO 
YOUR WEBSITE AS THEY ARRIVE

The location of website visitors may be determined 
from data providers like Digital Element (DigitalElement.
com) which provide country, state, city, and ZIP code for 
web visitors in real time as the pages are built. The classic 
application of this data is to present store locations nearby 

Traffic Distribution
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with no input from the web visitor. Using this data, you can 
present special offerings (for example, franchises available near 
me) with no input from the user. 

These data providers track the more than 2 billion active 
Internet Protocol addresses and associate geographic and 
other attributes to each IP location. This knowledge, along 
with the travel path through devices and networks from the 
user location to your site, is employed to derive numerous data 
elements useful for targeting web visitors including country, 
state, city, ZIP code, business or consumer, bandwidth and SIC 
code of a business visitor. Franchises such as Ace Hardware 
and Batteries Plus Bulbs have been using this technology for 
years to show the nearest retail store location without input 
from the web visitor.

3. GEO-TARGETING YOUR FRANCHISE 
DEVELOPMENT SITE 

This same geo-location data may be used to tailor the 
content of your franchise development site to visitors, offering 
the option to present a highly tailored geo-centric experience 
to visitors based on proximity to targeted development 
markets.

Imagine a banner seen only by visitors from a specific country 
you have selected for franchise development presented in their 
native language. The same technology permits identifying 
visitors from a specific state or city where franchises are 
available. Further, the offer can be suppressed for visitors from 
states where franchises are not legally available or territories 
are sold out.

While it may be obvious, be sure to collect the information 
on any lead forms that will allow you to confirm that the prospect 
is in a targeted territory. So while ZIP codes will describe the 
geographic location of a prospect, a city name in text will help 
your sales team spot and follow up promptly with candidates 

in desired target areas. Many site developers will “pre-fill” the 
city and state with IP geo-data for the convenience of the user 
so that mobile users may not need to type them in except to 
express interest in a different city.

While it may seem unnecessary, including “state” and 
“country” fields will avoid confusion around city names that are 
common (Norfolk, Va., Norfolk, Neb. and Norfolk, England).

On consumer-facing sites, consider referral promos or 
interstitial ads to intercept visitors in target locations and make 
them aware of franchise locations available. 

4. USING WEBSITE ANALYTICS FOR TUNING
Google Analytics allows you to segment your website traffic 

metrics down to state and city levels to see what content visitors 
in target areas are viewing, and to measure the results of your 
geo-targeted campaigns. Further, Google allows the linking 
of Analytics and Adwords accounts so you can track Adwords 
paid traffic down to city level and show the conversion metrics 
down to the city or ZIP code targeting level. A marketer can set 
up metrics to track conversion rates in targeted geographies 
from geo-targeted search engine advertising buys. 

5. PITFALLS OF GEO-TARGETING TECHNIQUES
Prospects may not be visiting or searching from the 

geography that they are interested in.  Perhaps they are 
traveling on business or are looking for an opportunity to 
relocate. 

The techniques above work well for desktop traffic and 
mobile devices that are on the public Internet or on Wi-Fi 
networks (about 80 percent of all traffic). For the small 
portion of mobile web traffic that flows over carrier networks 
(approximately 20 percent of mobile traffic), these techniques 
do not work as effectively. 

LET’S GET STARTED
Franchise recruitment marketing has always been about 

connecting the dots locally in targeted development markets 
and territories. Prospective franchisees envision operating 
in their known local marketplace and today geo-targeting 
technologies allow franchisors to attract and engage the best 
prospects with a customized online experience. How are you 
using this shiny new tool in the toolbox to reach and captivate 
your most prized prospects and avoid spending precious ad 
dollars where they might be wasted?

In the old world of marketing, we learned early that location 
matters. Some things never change and, even in our digital 
world, that still holds true. Your ability to tailor appropriate 
online messages by location dramatically increases relevance 
to the user and thus their receptivity to what you are offering. n

Michael Alston is president of Landmark 
Interactive, a unit of Dominion Enterprises, a 
digital marketing company. Find him at fransocial.
franchise.org.
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Great Salespeople Listen and 
Learn to Leverage Established 
and New Brands 
Listening at every stage of the lead generation process is 
paramount.
BY STACY SODERSTROM

Selling franchises in 2003 required a Filofax organizer 
to keep track of leads and contacts.  Technology was 
archaic and we had to install software, often taking 

minutes and sometimes even hours. It was cumbersome, time 
consuming and frustrating.

At that time, I had just started at Quizno’s when it was on 
the verge of becoming a national brand. The first two years 
there, we opened 1,000 stores in back-to-back years.  We had 
to have excellent lead generation and tracking tools and, with 
the state of technology at that point, it was paramount that we 
communicated well. 

Then, as now, we needed a technology support system to 
help the franchise development team execute at a higher and 
more consistent level to:

• Ensure that all leads are responded to within a set 
callback period, in my case less than 12 hours.

• Educate prospects about your brand prior to a phone 
call.

• Speed up the sales cycle with electronic franchise 
disclosure document manager. 

• Include online financial qualification forms.
• Warm up the prospect through early franchisee 

validations.

A COMMON DENOMINATOR
Over the past decade, my experience includes working with 

several other brands, some established and others emerging. 
Even though technology has evolved and the brands have 
changed, there is one constant: Great salespeople need to 
be more than great communicators, they need to be great 
listeners. That’s been the common denominator in excellent 
business practice for me regardless of the brand or the moment 
in time.

Listening is a skill and you learn to ask about certain topics.  
The first question to ask prospective franchisees is “What 
is important to you?”  This helps them to open up about 
themselves and share what they are currently interested in and 
doing. Learn what drives them. Is it passion, money, family, 
support or security?

ADAPT YOUR PITCH
People love to tell you about themselves. As they do, 

jot down notes to identify their trigger points for buying 
a franchise.  For instance, I may be talking with a franchisee 
prospect with an engineering background, someone who is 
practical and interested in our brand’s unique technology. In 
response, I’m not going to lead in with the financial benefits; 
instead I’ll  focus on the four or five pieces of technology that 
make my brand stand out from the competition.

This example shows that by listening, you adapt your pitch 
to the buyer. Everyone is different, and if you don’t customize 
your message to fit their interests, you’ve lost them.  People 
want to buy. It’s in our DNA.  But they don’t want to buy from 
someone who doesn’t listen and understand their needs.

Established brands usually sell themselves, but they might 
not have available locations in areas that interest or attract 
the potential buyer.  Listen for these details and find ways to 
bring the conversation back to what matters to the individual 
considering a stake in your franchise. For instance, Blast 825 
Pizza is an entirely new brand, but the leadership behind it 
has an established, proven history with six other successful 
concepts and 55 years of experience.

WHAT IS THE FRANCHISOR SEEKING?
Similarly, listening to the franchisor is also vital. Whether 

your company is an established brand or an emerging concept, 
you should listen to learn what the franchisor is seeking.  Not 
every franchise lead is the right lead.  Does your franchisor want 
single or multi-unit operators? Where does it want to grow? 
What kind of franchisee is the right fit for the concept? Who is 
the leadership behind the brand?  Ask.

Listening is also important when it comes to choosing 
your vendors. If you don’t have a good customer relationship 
management system, leads can fall through the cracks.  You 
have to ask the right questions and listen carefully to find the 
best tool and entire package for your brand.

For example, Blast 825 Pizza uses FranConnect’s Franchise 
Recruitment Manager CRM system. This system qualifies my 
leads before I even speak to them, which saves me time, money 
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and effort.  I needed a project management side of the sales 
process that I was confident would engage, interact and tell our 
story. 

An electronic FDD manager tool can be helpful.  It is simple 
to check when the FDD was sent, and you have a paper trail in 
the event of litigation. The manager tool is not only for legal 
compliance, but replaces the high cost of shipping a hard copy 
version of the FDD, allowing for instant delivery of the FDD which 
significantly reduces time.

The right technology support should have a tracking and 
monitoring tool to see if your team is effectively managing the 
leads so you can accurately monitor each moving part in the 
system.

Remind yourself daily that listening at every stage of the lead 
generation process is paramount. Little of what you say will teach 
you much, but listening can reveal a world of information. n

Stacy Soderstrom is the vice president of franchise 
development at Top Level Management. With more 
than 11 years of franchise sales experience, 
Soderstrom has worked with start-ups, as well as 
large developed brands such as BLAST 825 Pizza, 
LYFE Kitchen, Quizno’s and Boston’s Gourmet Pizza.  

Find her at fransocial.franchise.org.

LISTENING CHECKLIST

Time. Don’t sit down to talk unless you have time to listen.

Distractions. Reduce distractions such as phones and 
computer screens.

Body Language. Think carefully about the story your 
body is telling. Uncross your arms and legs, relax your 
hands and nod and smile to encourage the other person.

Reflect Periodically. Reflect and summarize what has 
been said.

Don’t Guess. Remain open minded to ensure that you 
hear what is actually said rather than what you expect 
them to say.

Panetta Public Policy Institute 
Presents its Jefferson-Lincoln 
Awards

The Panetta Institute for Public Policy’s 15th annual Jefferson-
Lincoln Awards honored U.S. Sen. Ron Wyden (D-Ore.), 
U.S. Rep. Mike Rogers (R-Mich.) and CNN Pentagon 

Correspondent Barbara Starr this past fall in Pebble Beach, Calf.
“Sen. Wyden and Rep. Rogers understand their roles as public 

servants and have shown time and time again their commitment 
to country above party,” said Institute Chairman and Co-Founder 
Leon E. Panetta. “CNN’s Barbara Starr has dedicated her career to 
ensuring the Americans are properly informed about our nation’s 
defense. During these perilous times, their contributions are more 
essential than ever.” 

The International Franchise Association is an annual supporter 
of the event and Pres. and CEO Steve Caldeira, CFE, has been a 
member of the institute’s National Committee of Advisors since its 
inception in 1998.

Jefferson-Lincoln honorees are selected by a special committee 
consisting of former U.S. Sen. Nancy Kassebaum Baker, former 
U.S. Rep. Lee Hamilton, former U.S. Sec. of Defense and CIA Dir. 
Leon E. Panetta and Panetta Institute Co-Chair and CEO Sylvia 
Panetta. n

From left, Bottle & Bottega CEO Nancy Bigley, 
IFA Pres. and CEO Steve Caldeira; and former 
U.S. Sec. of Defense and CIA Dir. Leon Panetta. 
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Women Dominating 
Predominantly Male 
Industries
In all cases, relationship building and listening will serve well 
with clients.
BY DAVID MCKINNON

For women considering franchise business 
ownership in a predominantly male industry, there 
are several real and perceived roadblocks that one 

must overcome to succeed. Below are five ideas to help 
overcome these obstructions utilizing tips and stories from 
three of the top-performing owners in traditionally male 
franchise systems — who happen to be women. 

1. BELIEVE IN YOURSELF
The best strategy to succeed in any business is to have 

confidence in yourself, the service you are selling and in 
the team you lead to fulfill customers’ needs. This is even 
more important for women who may feel anxious speaking 
with authority on the topic they are selling, such as home 
repairs and improvements, disaster restoration and large-
scale painting projects.

Pam Estabrooke, owner of ProTect Painters of Central 
Gwinnett, Ga., agrees that being a female in a traditionally 
male industry can be a challenge. Her clients often assume 
she is the one doing the painting and are surprised when 
she shows up to provide an estimate and begins talking 
about their home projects.

Try not to take it personally if a client requests a man. 
Becky Edgren, owner of PuroClean of Dayton, Ohio feels 
accomplished when customers sense her passion for the 
business and trust she knows what she’s doing, but she 
also realizes that part of her job is to tend to customer 
requests and deliver exceptional service. 

While a customer may expect a man to complete the 
estimate or to check on the crew completing a project 
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typically geared toward a male industry, professionalism and 
confidence will counteract any concerns and will immediately 
make an impression that other business owners — male or 
female — cannot compete with.

2. UNDERSTAND THE MODEL
If you understand the business model and what is 

required as a franchise owner, you don’t necessarily have to 
know how to perform a specific service and rather can find an 
opportunity that fits your talents. 

Franchise opportunities that skew toward male interests, 
like Mr. Handyman, ProTect Painters and PuroClean, do not 
often require the franchise owner to know how to specifically 
execute the professional service. What is more important 
are the acquired skills from previous professional or military 
careers such as hiring, training and managing employees, 
networking with peers, providing great service, paying taxes, 
creating a financial plan and marketing. A good franchisor will 
have vendor partners and training to help support owners in 
the skill areas, as well. Then, it is up to the franchisee to follow 
the business plan, execute it and track progress to succeed. 

Although Jo McCabe is the owner of a Mr. Handyman 
franchise, she lacked a background in home repairs. 
Instead, she called upon her training from the U.S. Naval 
Academy, her master’s degree in business administration 
from Southern New Hampshire University, and her service 
as an aircraft maintenance officer and in physical security for 
the U.S. Navy and Reserves to propel her business forward. 
McCabe has received numerous Mr. Handyman awards 
and continues to serve her peers as a member of franchise 
advisory committees. Like McCabe, these experiences teach 
confidence, leadership experience and discipline to follow a 
proven system that can collectively drive the business owner 
to the top of the franchise system.

3. TAKE CALCULATED RISKS
Business ownership is not for the faint of heart. The ideal 

business owner must be open to opportunities, even if there 
may be a price to pay. Sometimes that means leaving a 
secure and predictable lifestyle to go after something that 
seems much larger. 

Here’s the secret: allow opportunity to come, don’t go 
looking for it. Sometimes when that window of opportunity 
opens, it requires a full time, all-in effort and a firm decision 
to go after the future rather than live in the present.

Estabrooke credits eight years of preparation to 
her ProTect Painters franchise success. After leaving a 
stable corporate career in administration and IT project 
management, she moved on to work as an employee in the 
ProTect Painters franchise she eventually purchased. With her 
hands-on experience and a full understanding of the brand, 
she was confident she would excel as a franchisee.

There are many who dream of owning their own business, 
but fear the risk, so they continue their careers. Future business 
owners realize their dream can come to fruition when they are 
in a personal and professional position to take a calculated 
high risk. This usually means quitting their job and investing 
their life savings into their proposed business. 

4. KNOW YOUR STRENGTHS
Estabrooke, Edgren and McCabe are only three examples 

of women who have achieved phenomenal results in their 
respective traditionally male industries. One thing that each of 
them wholeheartedly stresses is that to improve your success 
rate, you must play to your strengths as a woman.

Often, being a female business owner helps to remove the 
intimidation factor for the lady of the house to ask questions 
about her painting project or bathroom remodel. It can also be 
a best practice to pay attention to the details of a client’s family 
life and household routine. For example, if there is a baby in 
the house, ask if nap schedules are a concern throughout 
project completion. This consideration provides another level 
of service not often found in male-dominated industries, 
setting a female-owned business above the pack in the eyes of 
the client, resulting in return and referral business. 

In all cases, relationship building and listening will serve 
well with clients, so as a woman it’s important to embrace your 
feminine edge.  

5. FIND FRIENDLY FINANCING 
One of the biggest obstacles to business success is not 

having enough working capital available to spend on approved 
expenditures. It’s helpful to look for opportunities such as 
ProTect Painters’ $5,000 discount off the initial franchise fee 
for businesses owned by a woman. There are also such options 
as the International Franchise Association’s VetFran program 
discounts to help qualified candidates save on their initial 
investment. 

When calculating risk and determining financing options, 
it is important to note that the fastest and most comfortable 
way to achieve professional potential and flourish in any new 
business is to have enough savings to invest in the franchise 
and survive for a year or two. 

No matter the setback or obstacle that female business 
owners encounter in traditionally male industries, they can 
become the best woman for the job with confidence, education 
and research and support from their franchisor. n

David McKinnon is co-founder of Service Brands 
International.  Find him at fransocial.franchise.org
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S O C I A L  M E D I A

When Tweets, Posts and 
Blogs Aren’t Controlled or 
Properly Voiced 
The power of social media is clearly here to stay. But used 
properly, it can be a very effective tool to increase brand 
recognition for franchise businesses.  
BY AMY CHENG

Fourteen characters — “#AlexfromTarget” — generated 
more buzz than any advertising created by the big box 
retailer itself going into the 2014 holiday shopping 

season.  The ALS Association earned unprecedented 
awareness last year and more than $115 million in donations 
from the Ice Bucket Challenge that went viral on social media 
platforms including Twitter, Facebook and Instagram.  These 
examples prove tweets, posts and blogs are powerful tools and 
marketing today depends on engaging customers in a two-way 
conversation through social media.  

Although amazing results can be accomplished through 
social media, the chatter can cause more harm than good if a 
brand does not properly control its message.  Franchise systems 
encounter an additional layer of risk and opportunity, so a clear 
online strategy is critical to retaining ultimate ownership of the 
brand and message by the franchisor while also harnessing the 
power of its franchisee network to encourage awareness, brand 
participation and ultimately sales. To effectively accomplish 
these dual goals of brand control and network engagement, a 
franchisor’s social media strategy should include policies that 
the franchisor’s employees, franchisees and their employees 
must follow.  

FRANCHISEES
What happens if a franchisee’s customer tweets a complaint 

about his experience?  Should the franchisee respond?  Should 
the franchisee acquire the franchisor’s approval before it 
responds?  Or should the franchisor respond on behalf of 
the franchisee? While there is no right or wrong answer, the 
answer should be the same every time. To ensure that it is, 
every franchisor should have a policy in place to handle these 
questions.  In creating a social media policy, here are some 
things to consider:

1. Should franchisees be allowed to participate in 
social media?  As the digital world begins to rival 
the physical world in terms of strategic importance, a 
franchisor may substantially increase its social media 

presence and impact by encouraging or even requiring 
its franchisees to participate in social media.  However, 
a franchisor could quickly lose control of the uniformity 
of its brand and image if it simply allows franchisees 
to participate in social media without some guidance.  
Accordingly, a franchisor should always have some level 
of control over the content.

2. How much freedom should the franchisees have?   A 
franchisor should consider outlining how social media 
campaigns can be run.  For example, a franchisor may 
want to dictate how, when and where franchisees have 
a presence, as well as limit the social media platforms it 
authorizes franchisees to use.  In some circumstances it 
might make sense to specify the preferred or authorized 
vehicles or to state clear guidelines about the operation 
and presentation of platforms (blogs, Twitter accounts, 
Facebook pages, etc.) if not directly controlled by the 
franchisor.  

3. What will the consumer experience be like?  When 
interacting with franchise businesses, customers 
expect a seamless brand experience regardless of 
geographic location. This includes their experience 
on social media.  Most franchise agreements provide 
that franchisees may not use any advertising materials 
not previously approved by the franchisor.  However, 
many franchise agreements are still silent about a 
franchisee’s participation in social media.  For many 
franchise industries, social media may be the most 
effective vehicle to advertise and promote the brand. 
Therefore, it is crucial that the franchisor provide 
specific guidelines with respect to franchisees’ social 
media participation.  Guidelines should be drafted in 
recognition of the fact that effective use of social media 
can turn an unhappy customer into a brand advocate 
while poor handling of a customer complaint on social 
media can be disastrous.

(Continued on page 80)
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4. Who owns the social media? There is little judicial 
guidance regarding whether the franchisee or 
franchisor owns social media accounts and access 
to their followers or subscribers.  Therefore, if the 
franchisor allows a franchisee to initiate its own social 
media account, the social media platform will generally 
recognize the franchisee as the account owner even 
though the franchisor may own the trademark.   

5. What happens to the social media platform 
at termination or expiration of the franchise 
agreement?  Many popular social media platforms 
grant non-exclusive and non-transferable licenses to 
account holders.  Therefore, if the franchisee created 
the page or account and refuses to transfer it when 
the relationship ends, it can be very difficult for the 
franchisor to gain control.  Considering this, franchisors 
may consider approaching social media accounts in 
the same way they would a trademark or domain name 
registration. The franchisor would create the “account” 
for the franchise location, but allow the franchisees to 
access it and use it on a day-to-day basis.  To retain this 
right, franchisors should clearly retain this right in the 
franchise agreement.

6. Is the franchisor risking vicarious liability? The 
only way to totally control social media for the entire 
franchise system would be to prevent franchisees 
from interacting in any way on social media. This 
obviously carries significant risks which franchisors 
should consider.  For example, a franchisor prescribing 
business-use policies or personal-use guidelines for 
franchisees to use with their own employees might 
create an unwanted status as a joint employer. A 
franchisor who responds to customer complaints on 
behalf of its franchisees may be assuming vicarious 
liability with respect to the franchisees’ customers.    

While the creation of a social media policy may seem 
daunting, franchisors should keep in mind that such policies 
are not written in stone.  Just as social media itself will evolve, 
so can and should its policies.  Franchise agreements are often 
outdated in terms of social media marketing, so franchisors 
should consider updating their agreements to incorporate the 
social media policy by reference.  In doing so, there is a great 
opportunity for franchisors to tie social media policy to other 
obligations such as confidentiality and general marketing 
obligations.  

INTERNAL CORPORATE POLICIES
Comments on social media by a franchisor’s own employees 

also have the potential to be problematic, so franchisors, like 
all businesses, should consider an employee business-use 
policy prescribing the following: 

• Ownership and administrative rights for all social 
media accounts; 

• Roles and duties of people managing the social media; 
• Policies to avoid inadvertent sharing of confidential 

information;
• Guidelines for when public communication should be 

approved by legal (particularly in heavily regulated 
industries like health care);  

• Damage control policy and procedure; and, 
• Rules for conversations with potential franchisees (to 

avoid improper misrepresentations).  

In addition, franchisors may want to include social media 
terms in the employment contracts of key individuals involved 
in social media development (such as confidentiality and 
non-compete provisions).  

Guidelines and training regarding acceptable use of social 
media in the workplace are important.  While employers 
obviously cannot control their employees’ personal use of 
social media, employers can prevent offensive posts and 
comments by their employees during off-duty hours if it in any 
way relates to the employer or adversely affects the goodwill 
of the brand.  For example, ensuring that personal use of 
social media does not reference the employer (like requiring 
that the company name not be used in a Facebook account or 
Twitter handle) can go a long way toward preventing harmful 
posts. Employers may also wish to convey that they will or can 
have the right to monitor employees’ social media pages.  This 
can often provide needed leverage in a dismissal and shield 
the employer from an unfair dismissal claim if the post or blog 
in question is a terminable offense.  

The power of social media is clearly here to stay and, 
properly used, can be a very effective tool to increase brand 
recognition for franchise businesses.   Improperly used, 
however, even the most seemingly insignificant posts can 
damage a brand.  Franchisors who choose to participate in 
social media should be prepared to effectively control brand 
messaging by implementing policies to be followed by both 
franchisees and employees. n

Amy Cheng is a co-founding partner with the 
Chicago law firm of Cheng Cohen LLC and 
represents franchisors on the structuring and 
operation of their franchise programs through all 
phases of development. Find her at fransocial.
franchise.org.
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S O C I A L  M E D I A

Essential 
LinkedIn 

Strategies for 
Franchising 
Executives

Great marketers know that the 
magic is in the storytelling.

BY DAVID CHAPMAN

In late November 2014, New York Times Magazine published 
an article “Cold, Hard Cash” within which the author, 
Binyamin Appelbaum, explored the impressive brand 

equity of Disney movies, such as the most recent blockbuster 
“Frozen,” which is secure in the minds of their customers at 
a time when research suggests customers are less loyal to 
brands than ever before.  

Appelbaum suggests, however, that it’s not that 
branding has faded, it’s simply that companies, marketers 
and salespeople must adjust their strategy to connect with 
customers and prospects in ways that fit the new world 
order.  Loyalty isn’t gained by a superior product, lower prices 
or a recognizable brand name, it’s gained by an ability to 
communicate and engage.

Consider the following excerpt from the article: “Disney, 
perhaps more than any other large company, appears to be 
impervious to the (brands are in decline) trend ... The company 
is not selling products based on the quality of craftsmanship, 
but based on the quality of its stories.”

Therein lies the blueprint when it comes to franchise 
development: all franchise brands are being evaluated by the 
stories they’re sharing with customers and prospects.   And 
when it comes to reaching and influencing franchise prospects 
online, LinkedIn has proved to be the most effective tool 
through which franchise brands and their franchise sales 
teams can connect with prospects.

LINKEDIN AND FRANCHISE SALES — SUCCESS BY 
THE NUMBERS

Today’s franchise prospects are more informed and more 
deliberate than ever.  Most candidates spend hours researching 
and evaluating a brand online, and therefore have already 
formed opinions of brands in their considered set well before 
speaking to anyone from those companies.   This means it is 
imperative that all franchise executives, and the companies 

they represent, take the time to ensure their LinkedIn presence 
is world class.  The evidence is overwhelming:

• Salespeople spend only 50 percent of their time 
engaging customers. (National Sales Executive 
Association) 

• Only 25 percent of salespeople follow up more than 
twice with a prospect, yet 80 percent of deals are 
signed after five or more contacts. (National Sales 
Executive Association) 

• Salespeople using social media exceed their quota 
23 percent more often than non-social media users. 
(LinkedIn)

• 87 percent of the more than 332 million LinkedIn users 
worldwide trust LinkedIn as a source of information 
affecting decision making.  (LinkedIn)

• The perception that LinkedIn is primarily being used 
by recruiters and job seekers is dead wrong – 76.9 
percent research people and companies, while only 
36.3 percent are job related. (LinkedIn)

• The Internet and referrals were responsible for nearly 
3 in 4 (74 percent) of franchise sales in 2013. (2014 
Franchise Development Report, Franchise Update 
Media)

• 40 percent of social-related franchise development 
leads were secured through LinkedIn in 2013.  (2014  
Franchise Development Report, Franchise Update 
Media)

GAIN A COMPETITIVE ADVANTAGE BY SHARING 
YOUR STORY ON LINKEDIN

The numbers don’t lie: Candidates want an informed 
conversation, not a presentation.  Yet the vast majority of 
salespeople are still pushing prospects down the sales funnel 
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with the same old “churn and burn” mentality versus 
nurturing and educating prospects.  When it comes to 
LinkedIn, the “I don’t have time to do it” or “Does it really 
work?” excuses just don’t cut it anymore.

Here are five essential steps for turning your current 
LinkedIn program into a powerful and sustainable lead 
generation and lead incubation platform:

1. Put your best face forward.  In business and in life, 
looking good matters. Here are a few basic steps 
that must be taken before you do anything else on 
your LinkedIn profile.

• Create a powerful professional headline.  
Take the time to craft an eye-grabbing tagline 
filled with keywords that differentiates you from 
the pack.   It’s the first thing prospects see when 
they search for you and the first thing they’ll see 
on your LinkedIn profile. For example, instead 
of the boring and expected “CEO of 919 
Marketing,” my headline is “National Marketing, 
PR and Social Media Expert.  Specialize in 
Accelerating Franchise Brand Growth. CEO of 
919 Marketing.”

• Use a high quality headshot. People buy 
from people. Don’t be afraid to show off your 
personality and warmth. Make sure the picture 
is high quality and best communicates the real 
you.

• Craft your background summary to fit your 
desired audience. The summary section (and 
job descriptions that follow) should be full of 
keywords that your prospects are searching for. 
Get in the mind of your target audience and tell 
your story from their perspective.

• Get referrals from people who will impress 
your prospects. Getting LinkedIn referrals from 
co-workers is a nice start. However, the real 
value play is to receive referrals from people 
your prospects will respect and find relevant 
such as successful franchisees in the system, 
industry thought leaders and funding partners, 
etc.

2. Build your communications platform. What’s the 
first thing most people do when they walk into 
a cocktail party?   They head toward people they 
know first.   Make sure that you are connected 
with all of your relevant business contacts, referral 
partners, franchisees and your database of 
prospects.  But understand that’s just the beginning.  

3. Don’t be afraid to tell stories. Talk about your 
company’s growth, profiles of successful franchisees 
and why they picked your brand, media coverage, 

industry trends, awards and recognition, blog posts 
from your sales team, shows you are attending, 
articles you have read that relate to your prospects, 
and more.  How do you do it? You simply click the 
home button and write a short post that everyone 
connected to you will see.  Without posting content 
on a regular basis you are missing the boat.  This is the 
proverbial megaphone to your universe of connections 
and the key to getting ahead is getting started. 

4. The reality is that you’ve got to pay to play. With 
LinkedIn, similar to in-person networking events, 
money talks. When you sponsor a networking event, 
you receive such perks as special access to prospects 
and the ability to connect in a more intimate and 
exclusive way. The same goes for LinkedIn; the 
resources available through a paid subscription are far 
more powerful and advanced than those you receive 
with the basic free package.   There are currently three 
paid packages that give you stepped up access to 
member information and the ability to identify and 
reach out to prospects in a powerful one-on-one 
fashion. Specifically, the advanced search feature 
allows you to pinpoint specific targets via advanced 
search and reach/ influence them with LinkedIn 
Inmails (one chance to reach out and promote yourself 
to influential or hard-to-reach prospects) before 
becoming a connection. This greatly increases the 
odds of your hard work paying off in qualified leads you 
can work effectively, and ultimately, franchise sales. 

5. You’ve got to be in it to win it. Use real, sustainable 
and personal conversation to stay connected. I’ve 
been at several franchise client conferences lately and 
witnessed corporate leaders chastising franchisees 
after system-wide mystery shopper programs 
revealed phones were not being answered, follow-up 
calls weren’t being made and so on.  Don’t commit the 
same mistakes in your franchise sales efforts.  Whether 
you meet prospects online or in person, use LinkedIn 
to extend and enhance the conversation.  Cultivate 
a relationship that allows the prospect to develop 
an emotional connection with you and your brand.  
Become a trusted source of information; inform, 
educate and entertain your connections with a steady 
flow of relevant content. Take advantage of your ability 
to stay in touch, literally, and top of mind with the 
hundreds or thousands of leads you’ve worked over 
the past year or two, and at the same time keep your 
finger on the pulse of hot prospects.

With 318 movies and counting, Walt Disney always knew 
that the magic was in the storytelling; so do great marketers. n

David Chapman is the founder and chief 
strategist for 919 Marketing Company, a national 
content marketing agency.  Find him at 
fransocial.franchise.org.    

(Continued from page 81)

82    FRANCHISING WORLD JANUARY 2015 



Acknowledging the efforts and sacrifice of 
our men and women in military service 
by helping them transition successfully to 

productive post-service lives is more than just a debt 
many of us in the franchise community (witnessed 
in part by the growing number of participants in 
the International Franchise Association’s VetFran 
program) feel compelled to repay. It is also a rich 
opportunity to tap a population imbued with many 
of the skills and training we rank so highly in our 
search for ideal employees and franchisees.

Tom Reed is a shining example of how valuable 
a military background can be in a franchise system. 
He and his wife Teresa recently converted Achara 
Florist & Fine Gifts, their independent floral and 
gift store in Stafford, Va., to a co-branded 1-800-
Flowers/Achara Florist & Fine Gifts franchise. Tom 
credits his military training as playing a crucial role 
in how well the transition has gone so far.

Tom spent 20 years in the U.S. Marine Corps, 
joining as the Vietnam War was winding down and 
remaining in through the first Gulf War. While on 
active duty, he rose to the rank of major, piloted helicopters 
and participated in multiple combat missions. After retiring, 
he put his military experience and skills to work educating 
others, serving as dean of graduate studies of American 
Military University, a distance learning institution. He then 
took a job as project manager for Apple Inc., remaining 
there for 10 years, most of the time on the road. Today, Tom 
has resumed teaching, and combines that role with one of 
partnering with Teresa in operating 1-800-Flowers/Achara 
Florist & Fine Gifts. I spoke with him about how his past 
experience is helping in his present endeavors.

Franks: How did you first get involved in the flower 
business?

Reed: Teresa joined me on the AMU staff in 1997 and we 
worked together for 11 years. She ran the finance department 
and later added responsibility for the Veterans Administration 
department. She has a knack for numbers. It made for a good mix 
when we got into this business because she does the accounting 
and the day-to-day work while I look at the future and get things 
ready for the next opportunity or need down the road. She always 

Trading on Time-In: 
Franchisees Make the Most of 

Military Backgrounds
A military background can be a great asset in a franchise system.

BY JAMES FRANKS

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

Tom and Teresa Reed
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had a talent for and enjoyed making wreaths and silk flower 
arrangements, and working with crafts, and had always wanted 
to own her own business. So, when friends of ours who owned 
Achara wanted to move closer to their children and started 
talking about selling, we decided to purchase the store.

Franks: You operated as independents for more than 
seven years before  joining a franchise program. What 
brought about this change?

Reed: We’re in a small county just below Quantico, Va. 
The FBI academy, Secret Service and the Drug Enforcement 
Agency all have their agencies around here. Washington, D.C. 
encroaches us —we’re 30 miles south. Joining a franchise with 
a strong brand awareness and support programs was ‘the next 
step up.’ We looked at everything and figured 1-800-Flowers 
Franchising would give us a lot of credibility. We also liked their 
professionalism. So I said, “Let’s make the move.”

Franks:  As you have transitioned from independent 
business owner to franchisee, how did your military 
background help you?

Reed: Keeping operations normal during the whole transition 
was one of the hardest things. The methodical training I had in 
the military, especially in learning to be a pilot and then flying 
through chaos, as well as my project management mindset, 
made it easier. I think there’s also a correlation between 
the pride and discipline you develop in the service and the 
professionalism you have to maintain in operating a business, 
especially when you become part of a bigger brand that works 
hard to set standards across the whole network. 

I’m constantly harping on our designers to get out from 
behind the scenes and go meet the clientele. I also explain that 
they’ve got to be presentable and remember that our main focus 
is pride in our presentation to our customer. That starts with 
how they present themselves and carries through to how the 
store is maintained and how well we deliver on the customer’s 
expectations. I want to make sure the customer is satisfied 
and ultimately fulfill the 1-800-Flowers.com, Inc. mission of 
delivering smiles.

Franks: Have you found that the “fraternity” of military 
veterans has helped you attract customers?  Have any people 
you served with become customers?

Reed: About six months ago we took over the account 
for providing flowers to Quantico’s huge chapel. That’s a big 
arrangement that has to be delivered every Friday. That has 
opened the door to poinsettia sales for Christmas and lilies for 
Easter, so we’ve really planted a stake in the ground at Quantico. 
There are a couple more (acquaintances) left at Quantico from 
my time in, so any retirement banquets usually yield business 
for us. Also, I have security clearance to go to the FBI Academy 

and other locations that other florists don’t have, which again 
opens the door to incremental business. So yes, I’d say that 
my military background has been a benefit to get me to 
where we are now.

Franks: Do you do anything special to honor and or 
give back to your military veteran customers?

Reed: If they show us their military ID or come in in 
uniform, we take off 10 percent. We’re also constantly 
donating to various programs for our troops — Wounded 
Warriors, Homes for our Troops, etc. — and contributing gift 
baskets for fundraisers for different organizations.

Franks: Do you see any similarities between the bonds 
you formed in the military and any bonds you are forming 
in your franchise network?

Reed: There are two other 1-800-Flowers franchises in the 
state, one in Fairfax and one in Williamsburg. We visited both 
this past summer when we were deciding whether to sign 
on as franchisees. Margaret, the Fairfax franchisee, is on the 
Franchise Advisory Board and has a lot of valuable insight. 
I’m sure we will eventually attend franchise conventions 
and get to meet others in the network and get that “secret 
handshake,” so to speak.

Franks: What didn’t your military background prepare 
you for that you’ve had to learn the hard way as a civilian 
business owner and now, as a franchisee?

Reed: In the military there’s a lot of focus on precision 
and timing. My nature is to say, “Hurry up – let’s get it done.” 
Sometimes when I do that, Teresa throws back at me saying, 
“You can’t hurry the designers because it has to be done 
right.” We’ve got to have it there on time. But I have to step 
back sometimes and be patient, because you can’t push the 
designers all the time.

Franks: Any touching stories about flowers and the 
military?

Reed: There are quite a few touching stories. One 
arrangement we take every week to a gravesite and leave 
it at the headstone of someone lost in war. In 2014 alone in 
my Lion’s Club we have had three funerals. We do a huge 
Lion’s Club logo that goes inside with gold and blue flowers. 
Everyone looks at it as a true icon of the Lion’s Club, put 
together by 1-800-Flowers/Achara Florist & Fine Gifts. n

James Franks is vice president of franchising for 
Carle Place, N.Y.-based 1-800-Flowers.com, 
Inc., which has more than 200 flower shops 
across the United States.  Find him at fransocial.
franchise.org.
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On Veterans Day, Nov. 11, members of the Southeast 
Franchise Forum gathered in Atlanta to recognize 
members who have served in the U. S. armed 

forces and who are finding successful post-military careers 
in franchising. Joe Lindenmayer, chairman of International 
Franchise Association’s VetFran program and president/
COO of TSS Photography Inc., provided an update on the 
nationwide initiative. A panel of experts discussed how 
professional athletes, veterans and members of diverse 
communities are finding franchising offers excellent benefits.

A recent IFA survey shows that more than 52,000 veterans 
have found employment in the franchise industry, including 
more than 400 who opened new franchises - and those 
numbers are conservative, said Lindenmayer. “VetFran is 
making a huge impact on the post-military lives of veterans 
nationwide and the Southeast Franchise Forum is one of our 
most active and supportive partners.” 

Lindenmayer was joined on the panel by Scott Thompson, 
CFE, vice president of development for Premium Franchise 
Brands. Zelly Wesson, Workout Anytime franchisee, former 
professional basketball player and certified personal trainer, 
shared how vital it is for professional athletes to develop a 
business strategy after their pro careers and play to their 
personal strengths. Stan Friedman, CFE, moderated the 
panel. He is president of FRM Solutions and chairman of the 
Professional Athlete Franchise Initiative.

Learn more about VetFran at www.vetfran.com and the 
Southeast Franchise Forum at www.southeastfranchiseforum.
com.

From left, Scott Thompson, Premium Franchise Brands vice 
president of development; Zelly Wesson, Workout Anytime 
franchisee, former professional basketball player and certified 
personal trainer; Joe Lindenmayer, VetFran chairman and TSS 
Photography, Inc. president/COO; and Stan Friedman, FRM 
Solutions president and Professional Athlete Franchise Initiative 
chairman.  

SOUTHEAST FRANCHISE FORUM 
CELEBRATES VETERANS, ATHLETE 
COMMUNITIES 

H O N O R I N G  A M E R I C A ’ S  V E T E R A N S
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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 18-20, 2015
New York, NY

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.com

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
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OF QUALITY PROSPECTS

READY TO BECOME A FRANCHISE OWNER

RESERVE
YOUR SPACE NOW

MFVExpo.com

HIGHLY MOTIVATED - FINANCIALLY QUALIFIED
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WELCOME 
       NEW IFA MEMBERS!
FRANCHISE SYSTEMS

AVF Franchising, Inc.
Warren, Mich.
Contact David Braun

All American Decorative Concrete
Acworth, Ga.
Contact Barry Falcon, CFE

Amazing Lash Studio Franchise LLC
Houston, Texas
Contact Jackie Shirif

Barbacoa Mexican Grill
Salt Lake City, Utah
Contact Richard Hemsley

Cheeburger Cheeburger Restaurants, Inc.
Fort Myers, Fla.
Contact Bruce Zicari

Cube Care Company
Hialeah, Fla.
Contact Susana Robledo

Deli Delicious Franchising, Inc.
Fresno, Calif.
Contact Hesam Hobab

Electrobike USA Holdings, LLC
La Jolla, Calif.
Contact Israel Garavito

Gigi’s Franchising, LLC
Franklin, Tenn.
Contact Mickey Skelton

Imo’s Franchising, Inc.
St. Louis, Mo.
Contact Margaret Imo

Jimboy’s Tacos
Roseville, Calif.
Contact Michael Freeman

New York Pizzeria, Inc.
Houston, Texas
Contact Anthony Russo

‘Ohana Bros. Management Group, LLC
Pleasanton, Calif.
Contact Cary Riter

Pirtek USA
Rockledge, Fla.
Contact Karin Ferretti

Pizza 9 Franchise Corporation
Albuquerque, N.M.
Contact Hass Aslami

The Pizza Press
Anaheim, Calif.
Contact Dara Maleki

PM Advanced Education
Costa Mesa, Calif.
Contact Ryan Claybaugh

Ripleys Attractions Inc.
Orlando, Fla.
Contact Michelle Montone

Rising Roll Gourmet
Atlanta, Ga.
Contact Michael Lassiter

Schwietert’s Cones & Candy
Cannon Beach, Ore.
Contact Trevor Weber

SiempreTax LLC
Virginia Beach, Va.
Contact Mayra Garcia Gutarra

Sola Franchise Corporation
Denver, Colo.
Contact Ben Jones

The SuperSlow Zone
Winter Park, Fla.
Contact David Yoches

TCF Franchising, Inc.
Issaquah, Wash.
Contact Joe Culver

Team Blue Franchise Systems, LLC
Bellefonte, Pa.
Contact Jeffery Haas

Temperature Pro
Lafayette, La.
Contact Michael Kleimeyer

Wines by Jennifer
Kansas City, Mo,
Contact Don Stanton

WisePies Franchise Services, LLC
Albuquerque, N.M.
Contact Clyde Harrington

Workout Anytime 24/7
Atlanta, Ga.
Contact Randy Trotter

YCA Franchising, Inc.
Woodway, Texas
Contact Roger Schmidt, CFE

   
FRANCHISE SUPPLIERS

Abu Dhabi Chamber of Commerce & Industry
Abu Dhabi
Contact Salma Al Mansouri

Adestra, Inc.
Grapevine, Texas
Contact Skip O’Neill

Chat 24/7 Live For Franchising
San Francisco, Calif.
Contact Steven Seeberg

Clements Worldwide
Washington, D.C.
Contact Andres Franzetti

GE Capital Franchise Finance Corporation
Scottsdale, Ariz.
Contact Shannon Tolbert

Go2 Holdings, LLC
Placentia, Calif.
Contact Jimmy Weeks

Gorodissky & Partners
Moscow, Russia Federation
Contact Valery Medvedev

Gravity Works Design & Development
Lansing, Mich.
Contact Jeff McWherter

Integra Business Systems, Inc.
Safety Harbor, Fla.
Contact Tim Jagodzinski

LoyaltyGenerator, Inc.
Solana Beach, Calif.
Contact Bryce Ebeling 
 
Master Lock Company
Toronto, Canada
Contact Jeffrey Ling

Meet AC
Atlantic City, N.J.
Contact Tanya Curran

Nelson Cruz and Associates LLC
Dallas, Texas
Contact Caryn James 

SPEAK! FranchiseSpeakers.com
Boulder, Colo.
Contact Katrina Mitchell 

SpaceCraft
Austin, Texas
Contact Jeff Williams

Tanner Franchise Group, Inc.
Monroe, Ga.
Contact Greg Tanner

Thought House
San Diego, Calif.
Contact Jason Knill

Top Level Management
Denver, Colo.
Contact Kyle Gjersee

Venture Marketing Group
London, United Kingdom
Contact Tracy Shah

Wheat Creative
Henderson, Nev.
Contact Justin Baloun
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