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AH, THE AROMA 
OF OPPORTUNITY

UNIQUE FRANCHISING OPPORTUNITIES 
AVAILABLE NATIONWIDE
At Dunkin’ Brands, we believe a culture of diversity and inclusion, where 
each person is valued and respected, delivers better business results.

LET’S TALK FRANCHISING Visit dunkinbrands.com or call 781-737-5530 to learn more.

Dunkin’ Brands, parent company of Dunkin’ Donuts and  Baskin-

Robbins, is proud to partner with the NAACP on the Diversity in 

Franchising Initiative. By working together, we hope to increase the 

number of franchise businesses owned by people of color in the U.S.

WANT TO LEARN MORE? 
Join Dunkin’ Brands for a free webinar series this month. 

Franchising 101  
Hosted in collaboration with the International Franchise Association (IFA) 

Tuesday, July 21 at 3pm ET

Dunkin’ Donuts Franchise Opportunities Webinar 

Wednesday, July 22 at 3pm ET 

Baskin-Robbins Franchise Opportunities Webinar  

Thursday, July 23 at 3pm ET

Dunkin’ Donuts and 
Baskin-Robbins Combo 
Opportunities Available 

in Select Markets!
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WE’LL HELP 
YOU TAKE 
CARE OF 
YOUR HR

YOU TAKE 
CARE OF YOUR 
FRANCHISE

Give your franchisees access to industry expertise, such as:

•  Changing regulations and  
NLRB developments

•  Critical HR tools, such as the 
Employee Handbook Wizard 

• Payroll and tax filing

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

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

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

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

•  Time tracking solutions to help 
improve wage & hour compliance

•   Integrated premium payment 
solutions for workers’ compensation*

•  Employee benefits

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

Founding Franchise Action Network Annual 
Meeting & Franchisee of the Year Award Sponsor
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A FORBES INSIGHTS STUDY showed that a diverse and inclusive workforce is necessary to 
drive innovation, foster creativity and guide business strategies. “Multiple voices lead to new 
ideas, new services and new products, and encourage out-of-the box thinking. Companies 
no longer view diversity and inclusion efforts as separate from their other business practices, 
and recognize that a diverse workforce can differentiate them from their competitors and help 
capture new clients.”

This can’t be truer for the franchise industry.  The IFA Educational Foundation’s Diversity 
Institute is making strides in helping member companies understand the importance of having 
robust diversity programs in their companies, as well as to educate diverse audiences about 
franchising as a career option. The Forbes study concluded that more needs to be done among 
major corporations to enhance diversity and the franchise industry is no different in overcoming 
the internal and external challenges in implementing diversity programs.   

To address these challenges, the Diversity Institute is working every day in cities across the 
country to reach diverse audiences, many times working with mayors, to educate them about 

the importance of franchising to their cities and states and how franchising works. IFA’s work with the U.S. Conference of 
Mayors (USCM) over the years is paying off. Our programs are being distributed by the USCM as best practices to more 
than 1,400 cities as ideas to help mayors and communities rebuild their economic platforms.  

Our programs are helping to address three barriers that minorities face in investing in franchises and franchisors who 
seek more diversity in their systems: lack of education about franchising; lack of awareness of prospective franchisee with 
franchise companies; and strategies to gain access to capital. Thanks to the funding for these programs by Coca-Cola, 
we have reached over 8,000 individuals through our educational programming and participation in regional and national 
conferences hosted by minority organizations. New programs and initiatives, such as our partnership with Dunkin’ Brands 
and the NAACP to reach minorities, will help us increase our reach further.

There are many success stories that showcase how diversity is growing as a core component of many franchisees 
and franchise companies and IFA is working to promote them on social media and other avenues.  In addition, the IFA 
Ronald E. Harrison diversity award was created in 2004 to showcase the good work that franchise companies are doing 
in this area. Named for former PepsiCo senior vice president of global diversity and community affairs and former IFA 
Chairman Ronald E. Harrison, (who was the first recipient), the award recognizes those individuals who exemplify the best 
of diversity in the franchise industry. Other winners include: Marriott International; Patricia Harris of McDonald’s; Gerald 
Fernandez of the Multicultural Foodservice & Hospitality Alliance; Linda Alvarado, Palo Alto, Inc.; Steve Romaniello, CFE, 
of Roark Capital Group and former IFA Chairman; Stan Friedman, formerly with FranConnect; Aslam Khan of Falcon 
Holdings; Yum! Brands; and John C. Draper, formerly with V&J Holdings Companies, Inc.

At the 55th IFA Annual Convention in Las Vegas this past February, the 2014 winner of the Ronald E. Harrison award, 
Rafael Alvarez of ATAX Franchise, Inc., told his story about how franchising and his involvement in the IFA helped 
grow his company to more than 40 locations today in New York, New Jersey, Rhode Island and Pennsylvania. But he 
recognized that we have more work to do.

“In relation to diversity in the franchise industry, I have to say that we all collectively have a lot of work to do,” he told 
the audience. “I can personally say to you as a Latino that I will take on the responsibility of becoming an ambassador to 
promote the values that franchising brings as a way Latinos can achieve the American Dream as I have.”

At the end of the day, diversity and inclusion is truly the fuel to innovation and growth. With ambassadors like Rafael 
and the many others who are working to institutionalize diversity as part of successful franchise companies, we can meet 
the challenges ahead as our country and the world become more diverse and multi-cultural. 

Diversity in Franchising is Key 
to Future Success
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PEOPLE & NEWS BRIEFS

Around 30 people from various 
franchise industry companies gathered 
June 4 in Washington, D.C. to kick off 
the first of three Franchise Development 
Seminars during 2015. The IFA-organized 
events offer the chance for members to 
discuss a range of topics, ask questions 
and network with fellow franchisors and 
suppliers in a small group, contrasting 
the quick-conversation, hustle-and-
bustle characteristics that tend to 
permeate large events and conventions. 
While many of the participants are based 
near Washington, D.C., some travelled 
from Minnesota and South Dakota to 
attend the seminar, noting the benefits 
of networking outside their normal areas 
of operation.

Ed Kelley, CEO of Lansdowne, 
Va.-based The Burger Joint (BGR), 
offered a number of tips to expand 
a franchise’s sales program, how to 
choose the right franchisee and how 
to make adjustments along the way 
in order to keep both franchisors and 
franchisees successful. He pulled his 
recommendations from his work at The 
Burger Joint and his previous experience 
leading the expansion of Jiffy Lube, 
a process he described as a “15-year 
sprint” instead of a marathon.

Establishing a franchise brand’s DNA 
is critical to its success, according to 
Kelley, along with disclosing as much as 
possible about the potential pitfalls to 
prospective franchisees. “If you don’t 

have that ‘anything is possible’ attitude 
in your DNA, your franchisees will see 
it,” he said. Leadership must adapt and 
provide the support to make franchisees 
feel like “someone’s leading them 
through the jungle,” especially during 
the first few months as the franchise 
begins operations.

Finding the right person to join a 
franchise network is essential. “What’s 
more important than who you choose 
to bring into the system? I can’t think of 
anything,” Kelley said. Finding a good 
match can be tough at times, as “the 
need to sell franchisees can clash with 
your need to support” existing locations, 
he explained.

Other tips Kelley shared from his 
experiences with Jiffy Lube and The 
Burger Joint include making sure the 
brand is executing at a high level; 
defining and promoting the business’ 
differentiating factors; both sides going 
into the business relationship with eyes 
wide open; and spending a lot of time 
with franchisees. “The greatest ideas 
come from operators,” he said.

Aaron Goldberg, vice president of 
development for ZIPS Dry Cleaning, 
echoed the point about establishing 
differentiators, or “value add” products 
and services that separate your 
business from the competition. During 
a presentation on lead generation, 
Goldberg stressed the importance of 
knowing the business financials in detail 

and catering to an increasing trend of 
investors who are buying multiple units, 
as opposed to the more traditional 
one-unit purchase from an individual or 
family.

Mike Cline, director of franchise 
development at Image360, explained the 
importance of knowing all the facts when 
heading into the validation process and 
monitoring what’s out there about your 
business. “Know what’s online about you 
and your franchise members. Research 
everything you possibly can,” he said, 
adding that as a franchisor, “you can 
never give enough support.”

Other speakers included Kimberly 
Fanus of FranConnect and Heather 
McLeod, director of marketing with 
The Cleaning Authority; Leslie Curran, 
partner at Plave Koch, who led a legal 
discussion with Iric Wexler, vice president 
of development for The Cleaning 
Authority; and Greg Seymoure, director 
of restaurant operations for Roy Rogers. 
Plave Koch and FranConnect served as 
sponsors. 

The Franchise Development Seminar 
Series takes place at two additional 
locations during 2015: on July 23 at the 
Marquette Hotel in Minneapolis and 
Sept. 3 at the Crowne Plaza Redondo 
Beach and Marina in Los Angeles. Find 
out more and register at www.franchise.
org/franchise-development-seminar-
series.

IFA FRANCHISE DEVELOPMENT SEMINARS FOCUS ON 
BUSINESS EXPANSION, LESSONS LEARNED
Small setting offers hands-on assistance to franchise companies in areas including business 
expansion, lead generation, validation, legal issues and the impact of new technology.

BY ANDREW PARKER

BGR CEO Ed Kelley was the keynote speaker at IFA’s 
Franchise Development Seminar in Washington, D.C.

SEMINARS 2015

Heather McLeod and Kimberly Fanus (at podium) lead a 
session during the Franchise Development Seminar.
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PEOPLE

Franchise Source Brands 
International (FSBI) has hired 
Art Coley, Jr. as CEO and 
president. The appointment will 
allow the company’s founder, 

Terry Powell, to step back from day-to-day 
operations and resume the role as FSBI 
chairman.

Kimberly S. Myers has joined 
the law firm Greensfelder, 
Hemker & Gale as a member 
of the firm’s Franchising & 
Distribution and Corporate 

practice groups. She is based in St. Louis, 
Mo.

The Southeast Franchise 
Forum (SEFF) has named Paul 
Macaluso chairman of its 
Marketing Committee. 
Macaluso joined Atlanta-based 

FOCUS Brands in 2011 as chief marketing 
officer for Moe’s Southwest Grill.

Steamatic has hired Jarrod 
Sims as general manager. He 
was most recently director of 
franchise development.

Kelly Ganzberger has joined 
the Global Supply Chain 
Network Industry Practice 
Group in the Dallas office of 
Perkins Coie. Ganzberger 

serves on the ABA Forum on Franchising, 
Litigation and Dispute Resolution Division, 
Steering Committee.

BizCom Associates of Dallas has promoted 
Lindsey Young to account executive. She 
has served as an assistant account executive 
there for more than two years.

GROWTH

Legendary Restaurant Brands, owner of 
the Bennigan’s and Steak and Ale brands, 
has inked a master development agreement 
to open 20 new restaurants throughout the 
Americas, including expansion to central and 
South America. Conrado Rovira, franchise 
owner of two Bennigan’s in El Salvador, 
will be adding locations in that country, 
while taking the brand to Belize, Costa Rica, 
Guatemala, Honduras, Nicaragua and Chile. 

McAlister’s Deli has signed a multi-unit 
development agreement to open its first 
restaurants in southern Florida. The brand has 
reached a 10-unit development agreement 
with franchise team Marcelo and Berny 
Montalvan in communities across Miami-Dade 
and Broward counties, the first of which is 
scheduled to open in early 2016.

NFL quarterback Drew Brees and his 
wife, Brittany, have reached an agreement 
to become co-owners of Walk-On’s 
Enterprises, the company that operates the 
Walk-On’s sports bar chain, as well as its 
sister concepts, Happy’s Irish Pub and Walk-
On’s Catering.

Doc Popcorn has opened a second retail 
franchise in Japan, at Lalaport Mall in 
Fujimi. Investment group FS Planning owns 
and operates the Fujimi location, which 
is the second of 10 planned franchises in 
the country as part of a master franchise 
agreement.

Burger 21 has signed a franchise agreement 
with Dennis Saller to develop a restaurant in 
Melbourne, Fla. Saller was the brand’s first 
franchisee.

Inversiones Robledo, a joint venture 
between Proinversión and TVP Management, 
has signed a management agreement with 
Hilton Worldwide to open a Homewood 
Suites by Hilton location in Santo Domingo, 
Dominican Republic. A 120-room Homewood 
Suites branch is scheduled to open in third 

quarter 2017. Homewood Suites by Hilton is 
also expanding in Woodbridge, Va. Uniwest 
Services owns Homewood Suites Woodbridge, 
which features 113 studio, one and two-
bedroom suites. In a separate agreement, Hilton 
Worldwide has secured a franchise license 
agreement to open DoubleTree by Hilton Hilo-
Naniloa in Hawaii.

Huddle House has inked franchise agreements 
to add three new locations in Texas, along with 
expansion in Florida and Virginia. The Suffolk, 
Va. and Ocala, Fla. locations are scheduled to 
open in late 2015, along with one of the three 
Texas locations — Bonham, Paris and Sulphur 
Springs. The other two locations in Texas will 
follow shortly after.

Orangetheory Fitness has opened five new 
Chicago-area studios, one each in Wrigleyville, 
La Grange, Oak Park, South Naperville and 
Wicker Park.

A new Nestle Toll House Café by Chip location 
has opened in Ottawa. The Westboro Village 
location is run by franchisee Nedal Atieh.

MERGERS, ACQUISITIONS & ALLIANCES

Safeguard has completed its acquisition 
of Irvine, Calif.-based Fontis Solutions. 
Founded in 1983 as Image Printing Solutions, 
the company provides print and document 
management solutions.

BrightStar Care has formed a strategic 
partnership with the Infusion Nurses Society. 
The alliance is focused on providing infusion 
therapy for patients. The partnership gives 
BrightStar Care nurses access to educational 
meetings, professional development and 
scientific publications.

Mike Paul and Larry Delaney have assumed 
ownership of Valpak’s territory in North Orange 
County, Calif. Under new ownership, Valpak 
started mailing to nearly 300,000 households in 
North Orange County early in 2015. 

HONORS & AWARDS

U.S. Secretary of Commerce Penny Pritzker 
presented Edwards Global Services with the 
President’s “E” Star Award for Export Service 
during a May ceremony in Washington, D.C. 
The “E” Award is the highest recognition 

(Continued on page 8)
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any U.S. entity can receive for making a 
significant contribution to the expansion 
of U.S. exports. Edwards Global Services 
helps U.S.-based franchisors expand into 
international markets. The company also 
received an “E” award in 2011. Photo 
below: From left to right, Penny Pritzker, 
U.S. Secretary of Commerce, William 
Edwards, founder and CEO of Edwards 
Global Services, EGS COO Michelle McClurg 
and Arun Kumar, assistant secretary of 
commerce for global markets and director 
general of the U.S. and Foreign Commercial 
Service.

Chicago-based BrightStar Care has ranked 
number eight on a list that recognizes 
women in power positions. The list, known 
as the “50 Fastest” is presented by The 
Women Presidents’ Organization.

The Dwyer Group has been named to the 
Top 10 Franchise Brands for Veterans by 
Entrepreneur.com. The ranking also credits 
the VetFran program, which was founded by 
The Dwyer Group in 1991 and relaunched by 
the International Franchise Association in the 
early 2000s.

The U.S. Green Building Council has 
awarded Palm Beach Tan with Silver 
certification in the Leadership in Energy 
and Environmental Design program. The 
certification applies to the PBT location in 
Dallas, Texas.

Philadelphia SmartCEO has named 
Benetrends Financial a Future 50 winner 
for the second year in a row. The Future 
50 Awards program recognizes 50 fast-
growth, mid-sized companies in the 
Philadelphia region that represent the future 
of the region’s economy and embody the 
entrepreneurial spirit.

Communitas Awards has recognized 
Primrose Schools with an award for 
Primrose Promise, a corporate social 
responsibility program. Communitas winners 
are recognized for specific programs 
involving volunteerism, philanthropy or 
ethical, sustainable business practices.

Right at Home has received the U.S. 
President’s “E” Award. Right at Home was 
selected among all the companies in the 
U.S. as one of 45 to receive the award, 
the highest recognition any U.S. entity can 
receive for making a significant contribution 
to the expansion of U.S. exports.

COMMUNITY OUTREACH
One Hour Heating & Air Conditioning, Benjamin Franklin 
Plumbing and Mister Sparky electric have donated $25,000 
and more than 50 stuffed animals to Children’s Miracle Network Hospitals. 
The donation was made at St. Rose Dominican Hospital in Las Vegas, which 
is affiliated with Children’s 
Miracle Network. The hospital 
will use the donation to 
purchase a critical piece 
of equipment known as 
a pediatric SonoSite. The 
funding came from DE in 
Motion, which is an annual 
event that encourages 
employees to lead a more 
active and healthy lifestyle. 
The donation is part of an 
ongoing partnership between 
the three home services 
brands and Children’s Miracle 
Network Hospitals.

The Dwyer Group is involved in a campaign to deliver up to 1,000 solar-
powered lights to the community of Ferrier Nord Est in Haiti. The company has 
partnered with New Vision Renewable Enegry and Mission Waco Mission World 
on the Light Haiti campaign. Plans call for Dwyer Group and its partners to raise 
$100,000 for the lights, which will replace kerosene-filled lamps and candles. 
Delivery to Ferrier Nord Est is scheduled to begin in September.

FRANCHISE BUSINESSES CONTINUES TO OUTPACE REST OF ECONOMY
Franchise businesses continue to grow at a faster pace than the rest of the economy, 

according to the mid-year forecast update of The Franchise Business Economic Outlook: 
2015. According to the report from the International Franchise Association Educational 
Foundation and IHS Economics, franchising remains on track to outperform the U.S. 
economy for the fifth consecutive year.

While the forecast of U.S. GDP has been revised downward and now shows growth of 
only 3.4 percent increase in nominal dollars in 2015 for the overall economy, IHS expects 
the Gross Domestic Product of the franchise sector in nominal dollars to increase by 5.2 
percent to $521 billion in 2015.

“Local franchise small businesses continue to grow at a faster pace, creating more 
jobs for Americans and producing higher sales growth than other businesses,” said IFA 
President & CEO Steve Caldeira, CFE. “Franchising remains a growing and vital component 
of economic expansion across all levels of employment and small business ownership.”

Read the full report here: http://emarket.franchise.org/franchise-business-outlook-
june-2015.pdf

2015 
FRANCHISE BUSINESS 

ECONOMIC OUTLOOK 

Franchise Business Economic Outlook, 2007-2015

Franchise Businesses Create Jobs Faster than Other Businesses

FRANCHISE BUSINESS ECONOMIC OUTLOOK

       

2007         2008           2009          2010        2011        2012          2013         2014            2015 

770,835      774,016        746,646       740,098     736,114     747,359       757,857      769,782         781,991
                            0.4%              -3.5%               -0.9%             -0.5%             1.5%                1.4%               1.6%                    1.6% 

7,994,000   8,028,000    7,800,000    7,780,000  7,940,000   8,127,000   8,334,000   8,573,000      8,821,000 
                         0.4%                 -2.8%               -0.3%              2.1%              2.3%                2.5%               2.8%                  2.9%

$675 B         $696 B         $674 B          $699 B       $734 B        $768 B         $804 B        $845 B           $890 B
                         3.2%                 -3.2%               3.6%               5.0%               4.7%                4.7%               4.9%                 5.4%           

   
$403 B         $410 B         $405 B          $414 B       $434 B        $453 B         $473 B        $496 B          $521 B
                          1.8%                -1.2%                2.2%              4.8%               4.4%                4.4%                4.7%                5.2%

Establishments
Percent change 
 
Direct Employment 
Percent change 

Output
Percent change

GDP
Percent change 

 

Source: IHS Global Insight

Source: IHS Global Insight

Source: IHS Global Insight

Source: IHS Global Insight

 

The output of franchise 
establishments in nominal 

dollars in 2015 will increase 
5.4 percent from $845 

billion to $890 billion (an 
increase of $45 billion).  

The number of franchise 
establishments in the United 

States will increase by 
1.6 percent in 2015, from 

769,782 to 781,991 (an 
increase of 12,209).

The number of direct jobs 
in franchise establishments 
will increase 2.9 percent 
in 2015 from 8.573 million to 
8.821 million (an increase 

of 248,000). 

OUTPUT ESTABLISHMENTS EMPLOYMENT

Franchise Business Economic Outlook by Business Lines: 2015 
ESTABLISHMENTSBUSINESS LINES EMPLOYMENT OUTPUT

($ BILLIONS)

Amount                        Percent change  
                                     over prior year

Amount                        Percent change  
                                     over prior year

Amount                        Percent change  
                                     over prior year

Automotive

Business Services 

Commercial & Residential Services 

Lodging 

Personal Services 

Quick Service Restaurants 

Real Estate 

Retail Food 

Retail Products & Services 

Table/Full Service Restaurants

TOTAL

31,429

96,960

63,600

26,986

113,785

157,481

90,425

62,741

101,049

37,535

781,991

1.4%

1.8%

1.5%

1.9%

1.8%

1.5%

1.7%

1.1%

1.7%

1.2%
 
1.6%

192,878

990,338

373,399

751,020

702,869

3,340,139

320,520

515,844

525,824

1,108,132 

8,820,963

2.7%

3.0%

2.6%

2.8%

2.7%

3.2%

2.2%

2.5%

3.4%

2.5%

2.9%

41.86

165.27

56.93

90.38

96.71

233.25

54.49

42.30

43.57

65.49

890.25

4.4%

5.6%

4.7%

6.6%

4.9%

5.7%

5.6%

3.8%

5.7%

5.4%

5.4%
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5: Franchise Businesses compared to ALL Businesses

EMPLOYMENT DISTRIBUTION
BY SECTOR: 2015

COMMERCIAL & 
RESIDENTIAL  

SERVICES

REAL ESTATE

AUTOMOTIVE 

RETAIL PRODUCTS 
& SERVICES

Food & Hospitality

Services Sector

Real Estate & Automotive
6%

8%

11%

6%

4%

4%

2%

 ESTIMATES                                                               FORECAST
                     (June, 2015)

2.9%
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5.4% 1.6%

BUSINESS 
SERVICES

PERSONAL 
SERVICES

FRANCHISING        ALL BUSINESSES

June, 2015

RETAIL FOOD

LODGING

QUICK SERVICE 
RESTAURANTSTABLE/FULL SERVICE 

RESTAURANTS

65%

29%

13%

38%

8%
6%

2007-2008    2008-2009    2009-2010    2010-2011     2011-2012     2012-2013    2013-2014    2014-2015

-0.9%

0.4%

-2.8%

-0.3%

2.1%

-5.2%

-0.8%

1.8%
2.2% 2.1% 2.4%2.2%

2.3% 2.5% 2.9%2.8%

(Continued from page 7)
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Will Your Brand Be Next?

Ad - Jun 2015 for Print.indd   1 5/18/2015   4:06:21 PM

http://benetrends.com


REPORT 
CARD

     IFA’s political action committee, FranPAC, supports 
pro-franchise, pro-business candidates for U.S. 
Congress. 
     FranPAC’s current financial support of federal 
candidates as of mid-February is reflected in the 
following “report card.”

2015-2016 Cycle Expenditures: $156,500
Republicans: $116,500
Democrats: $32,000
Other: $10,000

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

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

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

U.S. Senate:
Ayotte, Kelly (R-NH) ....................................................$5,000
Blunt, Roy (R-MO) .......................................................$5,000
Heller, Dean (R-NV) ....................................................$5,000
Isakson, Johnny (R-GA) ................................................$1,000
Murkowski, Lisa (R-AK) ...............................................$5,000
Portman, Rob (R-OH) ..................................................$5,000
Toomey, Pat (R-PA) .......................................................$2,500
Vitter, David (R-LA) ......................................................$1,000

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

International  expansion  is  a  whole  new  ball  game.  
MSA  knows  how  to  help  you  play  by  the  rules.

  
  

Contact  Kay  Marie  Ainsley,  Managing  Director  at  1-770-794-0746

Multi-national Strategic Authority

msaworldwide.com

13-M1-001_MSA_Multi-National_AD.indd   1 1/8/13   3:11 PM
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IFA LEADER: EXPECT MORE 
LITIGATION, HIGHER COSTS IF 

NLRB JOINT-EMPLOYER DECISION 
ALLOWED TO STAND 

BY TERRY HILL

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

The U.S. National Labor Relations Board’s 
arbitrary, pro-union joint-employer decision to 
expand franchisors’ responsibilities — making 

them more liable for the employment practice of their 
franchisees — could trigger an exponential increase in 
litigation, International Franchise Association President 
& CEO Steve Caldeira, CFE, told the nation’s restaurant 
leaders recently during the 2015 Restaurant Leadership 
Conference in March.

RLC is the “top-to-top,” invitation-only event where 
the most progressive and influential individuals in 
the restaurant industry gather each year. It offers an 
inside track of key information on what 2,000 industry 
executives see as opportunities and challenges, the 
hype and the real success.

Caldeira, who moderated a popular session on 
ways to restaurateurs could protect their businesses 
by joining the Coalition to Save Local Businesses, has 
been leading an aggressive challenge to the agency’s 

decision. He warned that the NLRB decision could also lead to a quantum leap in brand owners’ costs and 
jeopardize franchisee equity, control and future franchise ownership opportunities. n 

IFA President & CEO Steve Caldeira moderated 
a session during the 2015 Restaurant Leadership 

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

WHEN SIZE MATTERS: 
THE U.S. SMALL BUSINESS 

ADMINISTRATION’S 
AFFILIATION ASSESSMENT FOR 

FRANCHISING

Nearly a third of respondents to SBA notice endorse IFA’s 
position in whole or in part.

BY ELIZABETH TAYLOR AND ROLF LUNDBERG

A delegation of franchisees and franchisors representing the more than 26,000 
franchise establishments throughout North Carolina met with legislators in Raleigh 
on April 14 to promote the franchise model’s contribution to the state and educate 

lawmakers about policies that will help these businesses continue to grow and create jobs.
In December 2014, the U.S. Small Business Administration published a notice 

in the Federal Register requesting comments regarding the important question of 
“affiliation” between a franchisor and its franchisees.

If SBA makes an erroneous determination of what constitutes affiliation between 
a franchisor and franchisee, it could result in broad denials of loan guarantees and 
cause serious harm to franchising.

IFA and others responded with comments that provide guidance for SBA and will 
help the agency maintain and increase the availability of loan guarantees for franchise 
businesses.

The U.S. Small Business Administration plays an important role in helping franchise 
businesses gain access to capital. Through SBA’s 7(a) and 504 loan programs, in 2014 
alone SBA guaranteed the financing of nearly 30,000 new franchised units, resulting 
in an estimated $6 billion in loans to new and prospective franchisees. According 
to a survey conducted for IFA by FRANdata, in 2014 an estimated 43 percent of 
first-time franchisees and an estimated 23 percent of franchisees acquiring additional 
franchises, used SBA loan program guarantees. The SBA’s loan programs provide 
significant and crucial capital to franchise businesses.  

As the representative of all stakeholders in the franchising community and given its 
long history of working with the SBA to ensure financing flows to franchise businesses, 
IFA was pleased to provide insight on the guidance necessary to help franchisors and 
franchisees avoid SBA-defined affiliation issues, which negatively affect qualifying 
franchisees’ access to SBA-guaranteed loans.

(Continued on page 14)
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RIGHT THINGS EVERYWHERE
The Right Tools Can Make All The Difference.  Prepare Your Franchises With The

VISIT US ONLINE TO LEARN MORE: HTTP://CENTERMARK.YODLE.COM

COLLABORATION     INSIGHT     APPLICATIONS 

http://centermark.yodle.com


In its notice, the SBA laid out three categories of issues. 
The SBA first described five examples of “common affiliation 
issues found in franchise agreements.” It then raised three “new 
issues,” which it said may indicate affiliation or excessive control. 
Finally, the SBA asked thirteen questions that the agency said 
“could require new statutory or regulatory authority.”

As a preliminary matter, IFA emphatically stated in its 
response it in no way concedes, and “adamantly” opposes, the 
SBA’s underlying approach that franchisors and franchisees may 
be “affiliated” under any definition of the term. IFA reiterated 
throughout its comments that it is indisputable that franchisees 
are independently-owned and operated small businesses.

That said, IFA recognized that if franchisees’ businesses 
are incorrectly determined to be affiliated with a franchisor’s 
business under SBA regulations (regardless of the underlying 
rationale), then they will forgo access to much-needed 
capital because they will be ineligible for SBA loans due to its 
congressional mandate to only lend to small businesses.

IFA’s full comments were extensive and cannot be 
sufficiently summarized here, but some brief highlights follow. 
The comments included a discussion of the proper treatment 
of receipts deposited into a franchisor-controlled account 
and when franchisor billing of customers is necessary, the 
appropriate restrictions a franchisor may place on a franchisee’s 
transfer of the business interest, a franchisor’s ability to set 
a price on the sale of assets upon termination, expiration, or 
non-renewal of the contract, and reasonable restrictions on the 
franchisor’s step-in rights.  

IFA’s comments further recommended modifications to the 
loan application process to simplify and streamline it. These 
suggestions include conducting franchise affiliation reviews 
based on a set of published standards that are fixed for at 
least two years at a time and allowing franchisors to sign a 
non-material change statement each successive year after an 
SBA review in lieu of another costly and time-consuming SBA 
review. IFA also urged greater distribution of any proposed 
changes to the affiliation standard by the SBA to the franchising 
community, such as through the IFA and the American Bar 
Association Forum on Franchising.

The full details of the SBA’s request for comments and 
IFA’s response may be found in the federal register at www.
regulations.gov, docket number SBA-2014-0014. In all, the SBA 
received 117 comments in response to the notice, and more than 
40 of these comments explicitly endorsed the IFA’s position in 
whole or in part.

IFA will continue to work with the SBA to help America’s small 
businesses access much needed capital to ensure they continue 
to flourish without impediments. n

Elizabeth Taylor is vice president of 
federal government relations, 
public policy and counsel at the 
International Franchise 
Association, and Rolf Lundberg is 
principal at The Lundberg Group, 

LLC. Find them at fransocial.franchise.org

(Continued from page 12)

877.570.0002
www.firstlightfranchise.com
info@firstlighthomecare.com

•  Top Franchise and Top Veterans  
Franchise: Inc., Entrepreneur,  
Franchise Times and Franchise  
Business Review.

•  Average Gross Revenues per  
 location $565,741.**

•  Prime, exclusive territories  
are still available!

For more information  
on our exciting business 
opportunity, contact  
us today.

#1 Home Care franchise for Franchisee Satisfaction 2014*

Come see why FirstLight is the 
fastest growing home care franchise 

in the United States!

*Franchise Business Review 2014 Mid-Size class. **Locations open at least 24 months as of 12/31/2014.

FLHC-0032

FLHC156_3.5x4.875_0032.indd   1 6/17/15   9:40 AM
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HISTORIC TENNESSEE JOINT 
EMPLOYER/INDEPENDENT 

CONTRACTOR BILL BECOMES LAW 

IFA builds on momentum of legislative wins in state legislatures to 
halt National Labor Relations Board’s anti-franchise campaign.

BY JEFF HANSCOM

On April 10, Tennessee. Gov. Bill Haslam (R) signed 
into law Senate Bill 475, which clearly defines the 
independent contractor nature of the franchisor/

franchisee relationship, including the joint employer 
issue, by making clear via statute neither a franchisee nor 
its employees are employees of a franchisor.

Working closely with groups such as the U.S. Chamber 
of Commerce, the International Franchise Association 
plans to build upon the momentum of this legislative 
win. Louisiana, Michigan and Texas legislatures are 
considering similar legislation.

“These state bills are laser-focused in pushing back 
at the unprecedented and unjustified overreach of the 
National Labor Relations Board (NLRB) in its attempt to 
redefine the franchise model,” said Robert Cresanti, IFA 
executive vice president of government relations.

 While IFA has fought against legislation in other 
states — such as Connecticut and New York — that would 
create joint employer situations between franchisees 
and franchisors, more states are moving forward with 
clarifying the independent status of franchisees.

IFA, through the Coalition to Save Local Businesses 
(savelocalbusinesses.com), plans to work for the 
introduction of more than a dozen state bills during the 
2016 session to protect the franchise model.

“This is part of a multi-prong strategy of engaging 
state legislators, attorneys general and mayors to put 
pressure on the NLRB to do the right thing, and in this 
case, the right thing is to not harm the franchise model, 
which has proven itself to be an engine of economic 
growth,” Cresanti said. n

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

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
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One Step Ahead of  the Joint Employer Threat 

M arron Lawyers has unprecedented success against joint employer threats. Recently, we secured an order to 
individual arbitration of a 3,000-member wage, overtime, and reimbursement expense class action for a major 

national franchisor with potential liabilities well in excess of $150 million. The case was then settled for a fraction of 
the amount sought. 
We have over 20 years of top shelf employment litigation defense, including trial experience, combined with 8 years 
representing franchisors in various high stakes class action and regulatory suits. We have also managed bet-the-
company  threats from administrative agencies like the NLRB, EEOC, IRS and state and federal departments of labor. 
Our firm has worked with clients and local counsel across the nation, including Florida, New York, Michigan, Texas, 
Minnesota, Tennessee, Colorado, Missouri, and Oregon. Our Franchise Practice Group is devoted to protecting your 
ability to grow your franchise without being buried underneath excessive litigation and unreasonable fees.  
We bring extensive employment litigation savvy and in depth litigation knowledge regarding franchise disclosure 
documents, franchise agreements, operations manuals, and franchise law to bear against shrewd plaintiffs’ lawyers and 

the alleged “joint employees” they recruit.  

ORANGE COUNTY OFFICE 

P | (949) 679-9823 

LOS ANGELES COUNTY 

P | (562) 432-7422  

www.marronlaw.com 

http://www.marronlaw.com


Franchisees Provide 
Insights on How to 

Promote and Sustain 
Diversity Within Your 
Multi-Unit Franchise

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

Judy Ewing Lonetti and Sandy 
Dunn are multi-unit, multi-brand 

franchisees that have worked 
together for 25 years. They own 

a Brioche Dorée, TCBY and 
Cinnabon at the Charlotte Douglas 

International Airport in North 
Carolina. Their first business 

together was an ice cream parlor at 
the airport in Charlotte when they 
first formed their company, Ewing 
Dunn, 30 years ago. They will also 

be opening an Auntie Anne’s at the 
Charlotte Airport later this year.

LONETTI AND DUNN:  ”As female franchisees, we are sensitive to giving equal 
opportunities to women and minorities. When hiring, we look for the most qualified people based on 
their past experience and abilities. Most of our employees are women, which is mostly due to our 
category — being in food service — and our location.

Furthermore, since our business is located at the Charlotte Douglas International Airport, we see 
customers of all nationalities and ethnicities, which we try to reflect with our staff. Greater Charlotte is 
a pretty diverse area in its own right, but at the airport, we see people from literally everywhere.

We have found many benefits with having a diverse workforce that is reflective of our location at 
the airport and location in Charlotte. One such benefit is that our employees speak many different 
languages. It’s not uncommon to find our staff speaking in Spanish, French, Hindi and Swahili to 
travelers. We find our staff is able to clearly communicate and reassure our customers, who may 
be visiting Charlotte for the first time. We pride ourselves on being able to connect with our diverse 
customer base on many levels. This not only benefits our business, but also our brands in the long run.

   

 

 

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

Question: What programs has your company put in place to 

encourage and promote diversity in the workplace? 
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SHRIVER:  ”Whether it’s my Patrice & Associates office or one of my Tropical Smoothie 
Cafés, I am committed to employing people from a broad spectrum of backgrounds. This allows 
us to appeal to a wider range of customers and job candidates, and, frankly, research shows that 
businesses with a diverse workforce actually outperform those without. We have a number of 
programs in place to promote diversity in our units, from our recruitment and hiring processes to 
our internal communication practices and workplace policies. 

With regard to hiring and recruitment, we offer equal treatment to job candidates regardless 
of age, gender or ethnic background. We require new and existing employees to agree to these 
policies, so they fully understand hiring and promotion is based solely on ability and merit, rather 
than their personal background or tenure.

In terms of workplace processes and procedures, we have introduced a number of practices 
to make our cafes and recruiting office more appealing to women and minorities. For example, 
we can offer diversity in available work hours for mothers who are raising a young family. We also 
have easy-to-use technology to request time off and trade shifts, which allows employees to take 
time off for a variety of religious holidays and celebrations. We encourage our employees to “work 
to live” not “live to work”. In addition, Patrice & Associates office offers a handicap accessible 
working environment to attract people with disabilities and limited range of motion. 

Effective communication is equally important to promoting diversity. Management’s 
communications with team members seek to prevent workplace discrimination, which can 
come in many forms such as sexual harassment, race, religion and ethnic intolerance. We take 
the necessary steps to prevent discrimination in the workplace, and encourage harmony and 
cooperation among our employees.

As a woman whose majority of my previous career was in the male-dominated field of casino 
gaming, this is obviously very important to me. I was able to reach the highest levels of success 
because I worked in an environment where differences were embraced and diversity of thought 
and background were encouraged. In my own businesses, I work hard to cultivate the same 
spirit of inclusion. Through these programs, practices and procedures, we have created a safe 
and welcoming environment for our staff, guests and members of the community. By embracing 
diversity, both my cafes and Patrice & Associates office have continued to grow, stay relevant and 
accomplish our mission in serving our customers and clients.

 

 

Michelle Shriver is owner of Patrice & 
Associates and six Tropical Smoothie 

Café units.

GREEN:  ”As a small business owner, it’s very important to me to be cognizant of diversity 
and ensuring equal opportunities are available. My main goal when hiring new staff members is to 
find the most qualified people. We hire based on their past experience, proven ability and how we 
think they’ll do with customer service. Our staff is an equal mix of men and women and a variety 
of different ethnicities. 

Anyone with the work ethic and devotion to our brand can make a difference at our shops. We 
strive to represent the landscape of America. In fact, our product is diverse in its own way. Nord 
Brue and Mike Dressell founded the retail bagel concept when they started Bruegger’s in 1983. 
Up to that point, bagels were widely considered an ethnic food and were not well known outside 
of New York. At that time, less than one-third of Americans had ever tasted a bagel. From their 
home base in Burlington, Vt., the founders pioneered a new concept that expanded the traditional 
bagel bakery into a quick service bakery. Today Bruegger’s Bagels is known as a leader in the fast 
casual segment, operating 290 bakeries in North America.

 

Kevin Green is a multi-unit franchisee 
for Bruegger’s Bagels in North 
Carolina. He owns locations in 

Raleigh, Cary and Durham.
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F E A T U R E S

WHAT’S YOUR COMPANY’S LARGEST asset? Is it your proprietary 
products? Property? Client base? According to diversity and inclusion 
expert, Dr. Arin N. Reeves, your prized asset is your inclusion quotient 
(IQ). You may be scratching your head: what is an inclusion quotient? 
This article will provide food for thought so you can position your 
company for growth for the next 20 years and beyond.

THE NEXT IQ: NEXT-LEVEL INTELLIGENCE
Let’s break down the premise of Reeves’ book, “The Next IQ: 

The Next Level of Intelligence for 21st Century Leaders.” Historically, 
companies valued individual intelligence and achievement, and 
rewarded performance accordingly. This is probably how your 
company operates today. Reeves describes the world as becoming 
more global and diverse while encouraging companies to shift their 
focus to a collective intelligence. The formula for the Next IQ is as 
follows: Global Mindset + Deliberate Intelligence = the Next IQ.  
Global Mindset requires intellectual courage, intellectual openness, 
intellectual reflection, and intellectual empathy. Deliberate Intelligence 
seeks and includes different and contradictory perspectives. It requires 
a diverse group of leaders around the table. A company cannot achieve 
this intelligence level with a table full of leaders with backgrounds that 
are essentially identical. The theory is that the company will not have 
all the necessary perspectives at the table to make the best decision 
for the company if the group is not diverse. Thus, the theory is that, 
going forward, the stronger companies will be those which have 
wholeheartedly embraced diversity and inclusion.

The New Business IQ – 
Inclusion Quotient
As the business landscape 
becomes more global, 
increasing diversity and 
inclusion quotient can help 
turn shifting demographics 
into new opportunities. 

BY EARSA JACKSON, CFE
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Top Ranked in Franchisee Satisfaction

$21 million in SBA financing available

  Great Benefits for FASTSIGNS Franchisees:
 Monday to Friday Business to Business Hours • Low Staffing Requirements

Professional Business Clientele • Attractive Margins

#1 Ranked Sign Franchise  

“Being a new franchise owner and trying to open a new center; one 
can only imagine how much help we needed from those in the know. 

Being part of this organization is like having 100 employees on my 
staff and believe me, each and every one them has responded to one 

thing or another from my end. Thank you, FASTSIGNS Corporate!”

Denise Acquaye | FASTSIGNS of Newark, NJ

www.fastsigns.com  |  Mark Jameson 214-346-5679

“With the FASTSIGNS model, we can expand our client base with a 
storefront presence and capitalize on the trend of businesses investing 
increasingly more money into digital signage and other visual 
communication needs and less on traditional media advertising.”  

Jose Corujo  |  FASTSIGNS of Guaynabo and Caguas, Puerto Rico 

http://www.fastsigns.com


PRACTICAL STEPS TO IMPROVE YOUR IQ
By now, you are probably asking what you should be doing 

immediately to improve your IQ. Here are just a few tips taken 
from The Next IQ, pages 164 to 166:

1. Create Constructive Conflict. This notion forces one 
to facilitate relationships with others who might have 
a different perspective from us. Human nature is to 
facilitate relationships with people who agree and 
have similar perspectives on problem solving. How 
many of us naturally look for opportunities to foster 
relationships with individuals outside our normal circle? 
Stepping outside of your normal circle is the first step to 
increasing your IQ. This must be a deliberate objective, 
because it is not the natural response.

2. Experiment with Being the Out-grouper. The notion 
of an out-grouper categorizes one who purposefully 
takes himself out of his normal circle where he operates 
comfortably and puts himself into an unfamiliar circle. 
This exercise necessarily causes us to stretch our mind 
and thinking pattern. Change can be good and can 
have a lasting effect when you return to your in-circle. 
Again, this is a deliberate exercise since it does not 
come naturally.

3. Disrupt Your Patterns. Routines can be detrimental 
when it comes to problem solving. Attacking an issue 
the same way every time and consulting the same 
team every time might not always produce the optimal 
results. Reeves suggests challenging yourself once 
a day to disrupt  normal patterns. It can be as simple 
as watching a different television show, listening to a 
different news program, or taking a new route to work. 
Remember the story of Bob above. Bob discovered a 
whole new world was lurking right in his back yard by 
taking a new route to work.

4. Generate Multiple Right Answers. Reeves suggests 
challenging your leadership team to develop multiple 
right answers to issues. This forces you to move from 
the premise that there’s only one right answer. Reeves 
suggests posing a question and keep generating 
answers until you have at least two right answers. 
This exercise forces you to think about issues more 
inclusively.  According to Reeves, “...the more diverse 
perspectives that are represented in the answer 
generation process, the easier it will be to come up with 
multiple right answers.”

SUMMARY
As you develop a more diverse and inclusive base in your 

organization, you necessarily bring more diverse ways of 
thinking to the organization. In this ever changing world, the 
companies who embrace this concept will be the leaders in the 
industry. n

Earsa Jackson, CFE, is the Practice Area Leader for 
Strasburger’s Frinchise & Distribution Group. Find 
her at fransocial.franchise.org.

According to Reeves, the Next IQ “is that openness to learn 
from others, unlearn what you thought you knew, and relearn 
what you now see from your new perspective.”

DON’T REPEAT BOB’S MISTAKE
As companies work on strategic planning and how to position 

their business for the next 20 years, a real dialogue should be 
initiated about inclusion quotient. This is a factor that cannot 
be ignored if your business intends to remain competitive. No 
longer is diversity and inclusion just the “right thing to do,” it is 
a “must” to survive.

Here’s a little story about a middle age man, Bob. Bob 
has lived in the same house for 25 years and worked at the 
same company for even longer. Each day, Bob has taken the 
same route to work, for 25 years. When his normal path is shut 
down due to construction, Bob has to take a new route out 
of his neighborhood. All of a sudden, Bob realizes that his 
familiar neighborhood is not so familiar anymore. He no longer 
recognizes any of his neighbors. As he drives further down the 
street, he realizes that his neighborhood has totally changed. 
To his surprise, everyone else seems to recognize each other. 
Struggling to get a sentence out, he mumbled to himself, 
“How did this neighborhood just change overnight right under 
my nose?” Bob is now forced to make new friends and meet 
new neighbors. Bob soon realizes that his neighborhood has 
changed so gradually that he did not notice it. Before you laugh 
at this guy, your company might be guilty of the same mistake.

Have you looked around to take inventory of your customer 
base, your supplier base, your franchisee base, and your 
employees? Have any of these bases changed over time? 
If the answer is no, you might be in Bob’s situation, where 
time has passed you by. There’s a great possibility that 
those demographics have changed substantially over the 
past 10 years. You might be working within a shrinking pool 
of customers, suppliers, franchisees, and employees, while 
missing extensive opportunities in other areas.

TODAY’S MINORITY IS TOMORROW’S MAJORITY
According to a recent CNN.com article, minorities are 

expected to the majority by 2042:  http://www.cnn.com/2008/
US/08/13/census.minorities/. By 2023, minority children are 
expected to make up a majority of the population of children. 
By 2050, it is projected that minorities will make up 54 percent of 
the population as a whole. The group expected to grow fastest 
is the Hispanic population, followed by the African-American 
population. In total, these minority populations collectively are 
projected to make up 45 percent of the population as opposed 
to only 29 percent in 2008. The Asian-American population is 
expected to account for 9.2 percent of the population in 2050.

These changing demographics should be looked upon by 
companies with optimism.  Here’s an opportunity to expand 
your base of franchisees, employees, suppliers, and customers. 
Change can be exciting. Has your company overlooked 
opportunities to market and recruit in these communities? 
Now is the time to develop a strategy for expanding your 
footprint into these communities. Don’t wake up like Bob 25 
years from now and wonder where your customer base and 
market share has gone. Use this time to solidify your current 
customer base and explore all the growth possibilities the 
changing demographics provide. Now is the time to position 
your company for 2030 and beyond by focusing on the Next IQ 
before it’s too late.

(Continued from page 20)

22    FRANCHISING WORLD JULY 2015 



SUPPLIER FORUM

Here’s the big question from franchise operations and 
communications professionals: How can I get franchisee 
engagement that drives operational efficiencies and 

bottom line results, with a solution that is seamless, inexpensive 
and easy to use? Higher Logic enhances your current CRM by 
creating an online, vibrant community for franchisees. Studies show 
true engagement leads to improved bottom line results for both 
franchisors and franchisees.  

Your franchise system constantly grapples with communication 
and industry challenges. These challenges mean you must stay 
on top of the ultimate issue: engagement and alignment between 
franchisees and franchisors. How do we align our franchisor and 
franchisee communications? Whether it’s understanding the 
mission and goal, sharing best practices, peer-to-peer interaction 
or learning how franchisees react and interact with products and 
the brand, everyone in the system needs to be engaged and in it 
together.

Top-notch communication is key to solving ongoing 
challenges, like the struggle to stay engaged and aligned. It’s 
vitally important to keep franchisees focused on executing goals 
and avoid repetitive messaging. How exactly should you tackle 
communication issues to improve alignment?

THE POWER OF THE THREE R’S
No franchisee wants to experience the communication Fire 

Hydrant Effect—everybody gets everything and no one responds 
to anything. To mitigate that risk, you need to focus on the three 
R’s: relevant information to the right people at the right time.

This is where aligned communication and engagement comes 
in. You need to bring your people all together to participate, 
brainstorm and collectively learn. Industry expert Evan Hackel, 
CFE, from Ingage Consulting, offers advice in his recent article, 
Having an Engaged Franchise System Matters. He says, “It’s 
about getting positive and active participation from everyone—
corporate, advisory councils, franchisees and all stakeholders—in 
all aspects of the business.”

One of Evan’s best practices to improving and cultivating a 
culture of engagement includes revising your franchisee portal. 
“The focus of the franchisee portal [should be] changed from 
delivering information management needed franchisees to know, 
to information franchisees wanted to know.” This fits right in 
with better communication using the three R’s, where access to 
relevant information and expertise is open to all franchisees at any 
time.

THE ULTIMATE COMMUNICATION TOOL
Higher Logic provides franchises with an online community 

platform to share best practices and valuable expertise. As a 
result, the community has an effective way to offer tips, exchange 
success stories and discuss management techniques on a secure 
social network—making your operation more streamlined, 
cohesive and profitable. The community can be your ultimate 
collaboration and communication tool.

Here are a few specific benefits to delivering value with online 
communities:

• Streamline your training and support—the community 
is a consistent communication channel with reach to all 
members

• Build a knowledge base with best practices, industry 
insights and user generated content

• Integrate a service model that offers real-time answers 
and interaction

• Drive collaboration to stimulate your franchisees’ 
productivity 

• Grow revenue and attract new franchisees

Your online community is a place for empowerment, to deliver 
value to franchisees. Along with the opportunity to collaborate 
with peers, there is access to an online library filled with best 
practice insights, tips and success stories. Accessibility is key, as 
the platform offers better support from corporate and community 
mentors and experts. 

Harness activity that takes place online, by providing a 
trustworthy space for franchisors and franchisees alike to speak 
their minds and crowd-source useful content.

HIGHER LOGIC COMMUNITIES EMPOWER FRANCHISEES
Higher Logic is an industry leader in cloud-based community 

platforms, with over 25 million engaged members in more than 
200,000 communities. See how leading franchise organizations 
use Higher Logic online communities to stimulate meaningful 
conversations, provide a forum for innovation and grow revenue. 
See Higher Logic in action at www.higherlogic.com. n

For more information, please contact Kyle Roberts, 
MBA, CFE, Director of Franchise Development at 
813-891-1800 or kyle@higherlogic.com. 

IFA SUPPLIER FORUM SPOTLIGHT

ADVERTISEMENT

Online Communities 
Help Franchisors Align 
Communications and 
Deliver Value to the 
Franchisees 
Solve the ongoing communication challenges of your franchise 
network with an innovative and secure online community, 
improving collaboration and best practices to drive bottom line 
results.



Another major stumbling block for Latino business 
ownership is the dearth of readily accessible information. In 
general, franchisors do not reach over the cultural divide to 
provide details about the types and costs of franchises available 
to diverse populations. The following suggestions can pay 
dividends to franchisors not only with increased goodwill, but 
also by boosting business among both Latino customers and 
potential franchise owners.

• Build a Latino market dedicated team.
• Advertise products and services in Spanish media and 

web portals; consider using a Hispanic advertising 
agency. 

• Be Spanish-language friendly in locations in or near 
Latino communities by offering bi-lingual menus, 
signage, personnel, etc.

• Reach out to Latino-focused groups and organizations, 
including schools and colleges with high Hispanic 
enrollment, IFA-sponsored minority events, and 
organizations focused on bringing Latinos into 
franchising. 

• Get involved in the Latino community with activities 
such as sponsoring Little League teams, volunteering 
and social networking. 

As the Hispanic population continues to grow, it will also 
become critical for franchisors to implement market research 
to learn about the culture, shopping and social media habits 
— and other unique lifestyle factors of the various Hispanic 
populations — if they are to remain competitive in this 
demographic. According to U.S. Census data, Hispanics of 
Mexican background made up 64 percent of the Hispanic 
population in 2012, followed by Puerto Ricans (9.4 percent) 
and Cubans (3.7 percent). While researchers and statisticians 
tend to group Hispanics of Mexican, Puerto Rican, Cuban, 
Dominican, Central American, and South American descent 
into one demographic, it is important to discern what the 
differences in each group are to effectively reach franchisees 
and consumers within these groups (e.g., cuisine, music genres, 
sport of choice).

FRANCHISORS HITTING THE MARK 
Although the franchise industry currently only has six percent 

Latino ownership, some franchisors are taking steps to reach 
this untapped demographic. Here are a few mini-case studies 

F E A T U R E S

BY SHEER NUMBERS ALONE, Latinos are in a solid position 
to influence the way companies do business in the United 
States for years to come. The Latino business community is 
making inroads and progress, but this demographic group 
represents vastly untapped potential in the franchising sector.

According to 2013 U.S. Census Bureau statistics, the 
Hispanic population numbered 54 million, or 17 percent of 
the nation’s total population — the largest ethnic or racial 
minority group. By 2060, projections indicate that the Hispanic 
population will reach 128.8 million, or 31 percent of the U.S. 
population.

Despite the fact that Hispanics are the fastest-growing 
demographic group in the U.S., Latinos own less than six 
percent of franchises in America, according to an International 
Franchise Association (IFA) Educational Foundation report.

With a wealth of untapped Latino consumers in the U.S. 
and the Hispanic community’s buying power expected to 
reach $1.5 trillion this year, rich opportunities exist for Latino 
franchisees. A recent study conducted by the NPD Group 
found that Hispanic consumers exhibit “brand-friendly 
behaviors,” including choosing chains, and generally spend 
more because they engage in dining and other activities with 
larger party sizes and with children. Hispanic franchisees are 
therefore uniquely positioned to better understand local 
demographics, meaningfully connect with consumers, and 
have unique cultural knowledge and ideas for potential 
changes to increase a franchise’s success.

Setting Aside Obstacles
Lack of funding is cited as the number one obstacle for 

aspiring Hispanic entrepreneurs seeking to become franchise 
owners. To address this, franchisors can initiate programs and 
activities to reach prospective Latino franchisees by:

• Using financial incentives such as reduced franchise 
fees, short term waivers on royalties, credit 
enhancements, education, land subsidies and loan 
assistance.

• Engaging potential franchisees through multiple 
media platforms such as telenovelas, music, Latino 
celebrities, and sports (soccer) stars.

• Developing contacts and networking with Latino 
investors and operators interested in entering the U.S. 
market.

Reaching the Untapped 
Latino Market in Franchising
Clearing potential stumbling blocks to business ownership in this 

rapidly growing demographic sector. 
BY MARLÉN CORTEZ MORRIS
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campaign on Facebook with 
original, curated content, and 
promoted its Spanish-language 
website through broadcast and 
digital ads on sites like U-Videos 
and YouTube. The franchisor’s 
dashboard goes deep into 
local markets to understand a 
market’s ethnic composition, 
the consumer demographic, 
local media delivery, sales and 
traffic, as well as the success of 
promotions and how they are 
tracking.

• Starbucks began targeting 
Latino consumers with in-store 
signage and partnerships 
with Spanish-language media 
outlets, growing its Hispanic 
traffic and share. The brand 
launched the Caramel Flan 
Latte by hosting in store events 
with community groups and 
concerts featuring Hispanic 
celebrities. 

• Sonic zeroed in on Hispanic 
flavors like Jalapeño Chocolate 
and Salted Caramel for its 
shakes and promoted them via 
Hispanic TV primetime favorites 
like Sabado Gigante in 2014. It 
launched a Spanish version of 
its website in 2012.

• Domino’s Pizza began the 
“Delivering the Dream” 
program that helps minority 
franchisees realize their goals 
and dreams of being a business 
owner. 

• Marriott International and 
several other hotel brands have 
diversity ownership programs 
designed to introduce women 
and minorities to the benefits of 
becoming a hospitality industry 
franchisee. Some organizations 
are even targeting high-net-
worth Hispanics who could 
benefit from adding hotels to 
their portfolios. 

Latinos represent rich new business 
opportunities and growth. Franchisors 
are only beginning to reach this 
untapped demographic market and 
must continue to explore creative 
ways of engaging the economic power 
behind the Latino population. n 

Marlén Cortez Morris is 
an attorney at Cheng 
Cohen LLC. Find her at 
fransocial.franchise.org

of brands that are successfully penetrating 
this diversity space and realizing tangible 
business benefits from their efforts.

• Papa John’s began its Hispanic 
marketing efforts in 2006 by 
expanding its 24/7 online ordering 
capabilities to include a Spanish-
language website. In 2014, the chain 
assigned an even larger marketing 
focus to Hispanic consumers by 
growing its advertising budget on 
Spanish language television. The 
brand’s investment in marketing 
to Hispanic customers has paid 
off. Hispanic sales in 2014 grew 43 
percent, traffic rose 18 percent, and 
the average check increased by 
$1.50, according to data from CREST 
Hispanic.

• Maid Right Franchising launched 
a fully bilingual website specially 
designed to connect master 
franchisors with Latinos interested 
in owning a home cleaning business. 
The website’s focus is attracting 
franchisees in Florida, Arizona, 
New Jersey, and Georgia, but the 
company expects to expand this 
program within the U.S. to connect 
with more Latino entrepreneurs. 

• Jack In The Box integrates Hispanic 
messages into its menu, messaging, 
and business outreach strategies. 
In 2014, innovations included 
breakfast all day, the Hella-peño 
burger and the Grande sausage 
burrito. The chain partnered with 
Hispanic America’s number-one 
morning show, Despierta America, 
to promote the Hella-peño burger. 
The restaurant chain also creates 
cultural connections by adding their 
support to Hispanic-focused events 
including last year’s Fiestas Patrias 
(Patriotic Holidays) and Cinco de 
Mayo. 

• Liberty Tax Service has a multi-level 
Hispanic educational initiative called 
Una Familia Sin Fronteras (a Family 
Without Limits or Boundaries), a 
not-for-profit operating foundation 
that exists for the sole purpose 
of supporting and developing 
educational opportunities for 
people in the Hispanic community.

• Denny’s added Hispanic flavors like 
chipotle and avocado, launched 
a bilingual menu and developed 
relationships with personalities like 
Cesar Millan, “The Dog Whisperer.” 
Also in 2014, the dining chain grew its 
Spanish-language TV budget more 
than 40 percent, launched a Latino 
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BREAKING DOWN THE BARRIERS
Cornell William Brooks, president and CEO of the NAACP, 

believes that franchising can be a powerful economic tool that 
further enables the African-American community and others 
to realize the American dream of business ownership if key 
barriers hindering African-Americans’ ability to engage in 
franchising are addressed. These barriers include:

• Equity Gap or Capital Gap: Communities of color 
have lower rates of home ownership and less equity to 
leverage into financing for a franchise. 

• Knowledge Gap: Communities of color are typically 
less informed about franchising and its opportunities.

• Relationship Gap: Communities of color have fewer 
relationships in the franchising industry because they 
are less involved.

Upon further examination of these barriers, the NAACP 
believes that all the gaps are the consequence or result of 
larger systemic issues. The equity gap, also referred to as the 
capital gap is the most prominent issue impacting African-
Americans in terms of franchising and is a reflection of national 
economic issues. Both the knowledge and relationship gaps 
exacerbate African-Americans’ ability to franchise and are the 
result of broader industry challenges. 

Dedrick Asante Muhammad, senior director of the NAACP 
Economic Department, played a critical role in developing 
a relationship with the Dunkin’ Brands with the purpose of 
creating the Diversity in Franchising Initiative. He sees the 
partnership as an opportunity to provide the education, 
networking opportunities and information on critical topics 
necessary to begin breaking down these barriers.

For Dunkin’ Brands, the partnership with the NAACP is an 
important beginning step to attract more franchisees of color. 
In addition, to build a larger, more diverse pool of franchise 
candidates, the company hopes to accelerate expansion in 

F E A T U R E S

Diversity and inclusion are timely topics in franchising, 
and certainly within the foodservice industry, which 
is one of the most diverse workplaces in the U.S. 

workforce, timely topics in both and gender and ethnicity. 
From the International Franchise Association to the Women’s 
Foodservice Forum, Multicultural Foodservice and Hospitality 
Alliance and other industry groups, diversity awareness 
and education are increasing. There is opportunity for any 
brand – foodservice or other – to become a leader in career 
development paths for women and minorities in the corporate 
offices and at the franchise level.   

Because of this, it is imperative that our organizations 
see diversity and inclusion as a way of life. The rapid pace of 
demographic change and population growth today combine 
to create some unique opportunities for franchised businesses. 
Chances are, your customers are incredibly diverse, representing 
a vast array of cultures, experiences, tastes and wishes. In 
order to succeed in the marketplace, we must not only reflect 
diversity among our employees, franchisees and suppliers, but 
also ensure that diversity is inclusive in cultivating ideas that 
actively contribute to every aspect of our businesses.

BUILDING A DIVERSE POOL OF CANDIDATES
There are plenty of ways to build a larger, more diverse 

pool of franchise candidates. Partnering with national affinity 
groups can open doors, establish relationships and create 
opportunities.

In July 2014, Dunkin’ Brands announced a partnership with 
the National Association for the Advancement of Colored 
People, and together launched the Diversity in Franchising 
Initiative. Through the partnership, Dunkin’ Brands and the 
NAACP hope to increase the number of African-American-
owned franchise businesses in the United States  This 
collaboration will offer people of color franchising education 
and resources across the country. 

Increasing Diversity 
through STRONG, Strategic 

Partnerships
Rapid demographic change and population growth are 

compelling franchise organizations to view diversity and 
inclusion as a way of life.

BY GRANT BENSON, CFE
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Franchise brands should also consider strengthening 
relationships with leading organizations such as the National 
Urban League, National Minority Supplier Development 
Council, U.S. Black Chamber of Commerce, U.S. Hispanic 
Chamber of Commerce, National Black MBA Association, 
Association of Small Business Development Centers, and 
various ethnic Chambers of Commerce across the country.

These partnerships offer opportunities to provide resources 
to help qualified franchising candidates learn about franchising 
as a promising model that can be an affordable way to realize 
the American dream of business ownership.

Dunkin’ Brands is proud to contribute to the growth of 
the American institution of franchising and helping inspired 
entrepreneurs’ dreams come true. We are embracing the 
evolving world of franchising and will continue to recruit and 
retain new franchise owners from diverse ethnic and racial 
backgrounds and cultures. Programs such as Dunkin’ Brands 
Diversity in Franchising Initiative help to keep diversity and 
inclusion at the forefront of our industries and give us all a 
great opportunity to increase the number of minority-owned 
businesses in the United States. n

Grant Benson, CFE, is vice president of global 
franchising and business development for  
Dunkin’ Brands. Find him at fransocial.franchise.
org.

new and existing markets, and continue to build customer 
loyalty for Dunkin’ Donuts and Baskin-Robbins ice cream 
specialty shops across the country. In certain markets, existing 
development and financial incentives are available for qualified 
candidates to help make the first years of business ownership 
more productive. 

EDUCATIONAL OPPORTUNITIES 
Franchised brands should seek opportunities to participate 

in economic development workshops, which can help raise 
awareness about the benefits of franchising and highlight 
existing resources that will help qualified candidates overcome 
information barriers associated with franchising. 

The NAACP’s Economic Department sponsors workshops 
at the organization’s annual state and regional conventions 
that are designed to provide resources and tools to NAACP 
members that encourage economic advancement. Dunkin’ 
Brands made presentations at several of these conventions 
during the past year, sharing information about the role 
franchising can play in creating community and economic 
development opportunities in communities of color.

In an effort to make educational opportunities more 
accessible, Dunkin’ Brands has since November 2014, hosted 
free bi-monthly Franchising 101 webinars in collaboration 
with the IFA’s Educational Foundation’s Diversity Institute and 
the NAACP. These webinars have expanded the reach of the 
initiative to even more NAACP members along with others who 
have an interest in learning the foundations of franchising. 

To own a franchise, visit FirehouseSubs.com/Franchising or call 877.887.8330.
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#1 “Pleasant and Friendly Service” 
Technomic Inc. 2014 Consumers’ Choice Awards 

for Chain Restaurants. Category: Fast Casual

#1 Fast Casual Chain  
Restaurant Business Magazine

#1 Favorite QSR Chains: 
Sandwich Category 

Market Force

#1 Friendly Service 
Market Force
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F E A T U R E S

Growing up, Moni experienced opportunities that changed her life. 
She was born in a community where girls and education didn’t 
pair well; the combination was often discouraged. Her determined 

parents propelled her towards a fulfilling career in the field of science, 
technology, engineering and math (STEM). 

Today, Singh holds an MBA from Duke’s Fuqua School of Business 
and honors earned as an engineering student from Indian Institute of 
Technology. She has made numerous contributions to corporations, 
to telecommunications technology, education, and to her community. 
Recipient of various awards, including the Triangle (N.C.) Business Journal’s 
prestigious Women in Business – Leader in STEM and 40 under 40 awards, 
she cites that her biggest achievement has been using her passion to 
create a bridge between industry and education. 

In her corporate roles, she created cutting-edge technologies that 
enable data phones. Her work is also behind cable/DSL data that is found 
in homes and offices. She transitioned from that lucrative STEM career to 
dedicate herself to bringing the educational platform to young children 
in the community. From her experiences working around the world with 
global corporations, she knew the potential and excitement of STEM first-
hand.

Being a woman in engineering, she understood the strength of 
conviction and motivation needed to succeed in these fields. Stories 
about college students dropping their science majors because the classes 
were too hard touched her deeply. Her experiences with answering the 
numerous “whys” of her own children, then six and seven years old, taught 
her that young kids are curious about the world and eager to tinker and 
engage in hands-on activities. 

She wondered what if children were given a chance to learn about 
science and engineering at an early age? Would it make STEM more 
interesting and not so daunting once they are in college? As an analyst, 
she was able to support  that thought with research showing that students 
do develop interest in STEM at the average age of eight.

With her conviction and the strong desire to have an impact on the 
next generation of peoples’ minds, she founded STEM For Kids in 2011. 
Her two-fold mission: make STEM fun and real for children. Over the years, 
she and her organization have helped thousands of N.C. children in K- 
12 experience robotics, engineering and computer programming. Singh 

with Moni Singh, 
Founder of 
STEM for Kids

Moni Singh’s training as an engineer has been vital 
in her quest to ensure the feasibility of her STEM 

franchise concept.
BY MIRIAM L. BREWER, CFE

Q A&
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with Moni Singh, 
Founder of 
STEM for Kids

Changes have to take place 
at the grassroots level to inspire 
children irrespective of their ethnic 
backgrounds. She invites people 
of color to come join the STEM For 
Kids Franchise System. To encourage 
minorities to become actively engaged 
in this effort, STEM For Kids provides 
incentives for ethnic minorities who 
join this franchise system. 

OBSTACLES
Setting up a new business system 

from scratch comes with a set of 
challenges. An engineer at heart, 
Singh has always found ways to ensure 
the feasibility of her STEM offering and 
system. Her business prowess enables 
her to offer viability and desirability. 

“Because of the hard work already 
done in clearing obstacles and devising 
effective and efficient systems, our 
franchisees can rest assured that when 
they join us, they will not be starting at 
ground zero”, says Singh. 

The STEM For Kids franchise 
system is an “asset-lite” business 
model with low fixed overhead costs. It 
offers franchisees the ability to tap into 
multiple and diverse revenue streams. 
The allocated territories are huge, 

has devoted her years of engineering 
and business expertise to make these 
engagements realities for kids. Parents, 
educators and community partners are 
seeing the difference. One parent had 
remarked “what a blessing for our kids 
to have STEM For Kids!”

WHY FRANCHISING? 
The demand for STEM talent is 

growing. These are high paying jobs. 
Yet, an estimated 1.2 million STEM 
jobs will go unfulfilled. Singh calls 
this another “Sputnik Moment” that 
demands speedy action in inspiring the 
youth of America to fill the nation’s jobs. 

When something that important 
is at stake, speed and efficiency of 
program deployment are critical. She 
launched STEM For Kids franchising 
to broaden the reach of her programs. 
The franchise model offers the speed to 
make a real impact. 

She cites another important reason 
to go with the franchise model for 
expanding STEM. According to the 
National Science Foundation, under-
represented minorities hold only 10 
percent of science and engineering jobs 
despite being more than one- quarter 
of the U.S. population age 21 and older. 

“You’ve got to take chances, if you don’t take chances you’re 
not going anywhere in life. I had some money saved up; I 
wasn’t working, so I took a chance and here I am. I own three 
stores. So I’m doing pretty good. I am in control of my destiny.”

Pasquale Antuofermo
Former New York City educator

Pasquale used his experience as a teacher and Liberty’s 
proven system to build a successful Liberty Tax business. He 
owns 3 stores and plans to open 2 more.

libertytaxfranchise @libtaxfranchise

Pasquale Antuofermo
Liberty Tax Franchisee

877-874-3528   
LibertyTaxFranchise.com

Minnesota state franchise number F-4418 and F-3918

Scan this QR code for more 
info about Liberty Tax.

up to a million in population density 
enabling the franchisees to grow 
in their territories. Robust start-up 
training, ongoing support, proprietary 
STEM curricula and delivery methods 
top off this franchise system. All these 
attributes are the result of Singh’s her 
team’s unwavering efforts in clearing 
obstacles and creating a streamlined 
program for franchisees.

“Obstacles are nothing but 
milestones, indicators of progress.” 
she says. “My business is making 
STEM fun and real for children. To 
do that effectively, we leverage 
collaborative partnering with like-
minded organizations. Building such 
collaboration is progress.” 

One summer, her organization 
partnered with an engineering firm, 
Gilero Biomedical to “make” children 
engineers for two days – they worked 
like engineers on computer aided 
design workstations to design their 
own plastic spoons. n

Miriam L. Brewer, CFE, 
is senior director of 
education and diversity 
for the International 
Franchise Association. 
Find her at fransocial.

franchise.org
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Why did you decide to go into franchising? 
There was no need to reinvent the wheel. Someone had a 

formula that was working for others; I liked that.

What is the best thing about franchising?
As an independent business owner, you are working without 

a net. As a franchise owner, you have the support and guidance 
of the franchisor, as well as all the other franchisees in the 
system. There is strength in numbers. You really are in business 
for yourself, but not by yourself. 

Do you have any niches or specialties? 
My franchise specializes in Company Cruises / Member 

Cruises. This means we are the official travel agency for more 
than 25 large corporations and organizations in South Florida 
and throughout the country. Their members and employees 
have access to our exclusive cruise perk club.

Is there anything unique about your CruiseOne franchise? 
We participate in leading more consumer ship tours than 

most any other agency nationwide. This is possible as a result of 
being part of the CruiseOne franchise and our parent company 
World Travel Holdings, which is the largest cruise agency in 
the world. Their relationships with the cruise lines opened the 
doors for me to this opportunity. These tours are a fantastic 
way to introduce cruising to people who have never been on 
a cruise, and gets them in the vacation state-of-mind without 
ever leaving home. After attending one of my ship tours, most 
people are ready to book a cruise vacation.  

Advice for others interested in franchising? 
I believe people interested in purchasing a franchise should 

follow these four key steps before joining: 

1. Do all your homework before choosing a franchisor. 
2. Read contracts carefully as they can come back to bite 

you.  
3. Speak to other franchisees in an organization before 

joining. 
4. Have a business plan before you start.

F E A T U R E S

CruiseOne Franchise Owner 
Ralph Santisteban

CruiseOne is a home-based 
travel franchise that is 
committed to being “Rich 

in Diversity” and it empowers all 
owners, agents and employees to 
reach their highest potential by 
leveraging their broad range of 
talent, experiences, personalities, 
viewpoints and ideas to generate 
business growth. Here is an 

interview with one of CruiseOne’s top-producing franchisees, 
Ralph Santisteban. 

Name: Ralph Santisteban
Business Location: Miami, Fla.

How long have you been a CruiseOne owner? 
17 years.

How many people work at your franchise? 
Nine.

What did you do before joining CruiseOne and why did you 
join?

 Before joining, I was a family practitioner / obstetrical 
surgeon. I love to travel and owning a cruise franchise seemed 
like a cool way to make a living doing what I love, without the 
stress and unpredictable schedule often found in the medical 
field. At the time, home-based travel agencies were a relatively 
new concept in travel. It sounded promising.

Where did you hear about CruiseOne? 
Franchise search on Internet. This sounds like an obvious 

way to hear about CruiseOne; however, when I did my search, 
it was in the early days of the Internet before Google even 
existed. 

Profiles on Two Diverse 
Franchisees 

BY MIRIAM L. BREWER, CFE

(Continued on page 32)
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your team’s/staff’s sense of purpose in addition to focusing on 
their development. People need to know leaders care about 
what’s important to them, before they’re willing to genuinely 
and consistently embrace the objectives of leadership.”

In opening the business, Webb and his partner were looking 
to provide training and employment opportunities for the 
young people in the communities they serve. He is one of a 
handful of African-Americans from his generation who actually 
are owners/operators of a national restaurant brand. He stays to 
take this platform to the next level and to hopefully inspire his 
generation (and the next) to see the importance of ownership 
and the positive effects it will have on the community as a whole.

PREPARING THE NEXT GENERATION
Webb and his business partner, Ed Barnett, allied with L.A.’s 

Dorsey High School’s School of Business and Entrepreneurship 
to create a restaurant training program which offered each of 
its students hands-on, individual experience that will carry over 
into adulthood, as well as providing each with new opportunities 
they might otherwise not have had. 

From financing and marketing to operations, the students 
learned the ins and outs of running a successful restaurant, 
gaining valuable skills in the process. The 16-week program, 
which was launched in spring, taught 29 senior SBE students 
how to run a restaurant effectively. The final test, a fully 
functional pop-up restaurant, Ruff Dog, was developed and 
operated by the students at Dorsey. The program has been a 
huge success among the students and parents alike. More than 
400 community members have been served by Ruff Dog, which 
has raised more than $4,000.

Webb’s greatest inspiration is “underserved African 
American youth.” In many cases the young people have gotten 
a raw deal. They are born into undesirable circumstances and 
have more obstacles to overcome than most, making them less 
likely to enjoy success as adults.

Active in the community, Webb is an advisor to the 
Multicultural Foodservice & Hospitality Alliance. He also serves 
as chairman of Los Angeles Southwest College, is a board 
member for the Southern California/Nevada Chapter of the 
Multiple Sclerosis Society, is on the transition team for Los 
Angeles City Councilman-Elect Marqueece Harris-Dawson, and 
is vice-chairman of the Greater Los Angeles African-American 
Chamber of Commerce. 

In addition, Webb is a spokesperson for BLOOM, an initiative 
of the California Community Foundation which seeks to create 
a more positive and productive future for a specific population 
of the L.A. community: 14- to 18-year old black males living in 
South L.A. who are or have been under the supervision of the 
Los Angeles County Probation Department.

Webb says the best small-business advice he received comes 
from his father who often says, “More is not better, better is 
better,” meaning that adding more units is not the goal of the 
business, rather, more profitable units is the goal. 

While Webb’s inspiration is underserved African-American 
youth, he is an inspiration to all and certainly more than meets 
the eye. n

Miriam L. Brewer, CFE, is senior director of 
education and diversity for the International Franchise 
Association. Find her at fransocial.franchise.org

What are your hobbies? 
Travel! This is very important since I am in the travel business 

and I get to do what I love every day. 

What is on your bucket list? 
A river cruise in China. The Far East has always been a place 

where I have wanted to venture. Having the opportunity to go 
there someday, visit the Great Wall and experience the culture 
is high on my list.

Most exotic place you’ve visited? St. Bart’s in the Caribbean. 
It is a volcanic island that blends natural beauty and wilderness 
with the cosmopolitan lifestyle of the rich and famous. n

Karim Webb: More Than 
Meets the Eye
Karim Webb is a 25-year veteran of the 
restaurant industry. Today, he is co-owner 
and operations partner of PCF Restaurant 
Management, a franchisee of Buffalo Wild 
Wings.

The world of franchising was 
second nature to Karim 
Webb. As a teen, he worked 

in one of his parents’ 14 McDonald’s 
restaurants, where he was trained on 
all aspects of operations.

Later, while attending Morehouse 
College in Atlanta, he worked for 
McDonald’s Corp. graduating from 

assistant manager to multi-unit supervisor. He successfully 
completed the McDonald’s training program and became 
approved as a McDonald’s franchisee. 

WHY FRANCHISING?
In 2007, looking to apply his restaurant expertise to another 

brand and being up to the challenge, he became the operating 
partner for PCF Restaurant Management.  With his leadership, 
the group has successfully opened three restaurants in the Los 
Angeles area, with three more in development. 

“I started my own (co-owned) business because being 
an employee didn’t appeal to me. Plus, my experience as the 
child of a successful restaurant franchisee spoke to me and 
enlightened my understanding of the opportunities afforded 
within the restaurant industry,” said Webb.

Both his Torrance and Baldwin Hills, Calif. restaurants have 
consistently outpaced regional and national sales trends within 
the industry and have produced double-digit sales increases. The 
Baldwin Hills location was recognized for achieving the highest 
sales percentage increase of any Buffalo Wild Wings restaurant 
in 2012, 2013 and 2014, and his newest location in Carson is on 
pace to do the same. Webb is successful because he believes 
and employs the following best practice as a franchisee: “Engage 

(Continued from page 30)
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Creating 
Millionaires 
Since 1997

Discover what John and 
Liberty Tax can do for you. 

This man has 
created many 

millionaires.
 Will you be next?

• 46 years in the tax business, making John the most experienced CEO 
in the industry.

• Invented a program that contributed to making computerized tax prep possible.

• Led Liberty to over 4,300 offi ces in just 18 years, making Liberty the fastest 
growing company in the tax business.

• Lives Liberty’s Mission Statement: Set the Standard, Improve Each Day and 
Have Some Fun.

• Hands-on leader - personally answering e-mails, being accessible to franchisees 
and taking part in daily conference calls during the peak of tax season.

• Knows happy, successful franchisees make Liberty Tax successful.

to 877-874-3528 
LibertyTaxFranchise.com Minnesota state franchise number F-4418 and F-3918

libertytaxfranchise @libtaxfranchise

Scan this QR code for more 
info about Liberty Tax.

http://libertytaxfranchise.com


2015 Diversity Institute and 
Conferences of Interest 

Calendar

January
• 15th – DECA NAB Annual Meeting 

(Washington, D.C.)
• 17th – Franchising 101 Webinar w/Dunkin’ 

Brands (3:00 p.m. ET)
• 21st-23rd – USCM Winter Meeting 

(Washington, D.C.)
• 22nd-24th – USASBE Conference (Tampa, Fla.)

February
• 3rd-4th – DECA NAB ICDC Planning Meeting 

(Orlando, Fla.)
• 5th-7th – Franchise Expo South (Houston, 

Texas)
• 15th-18th – IFA Annual Convention (Las Vegas, 

Nev.)
• 16th – New Market Summit at IFA Annual 

Convention (Las Vegas, Nev.)
• 25th – Minority Business Development 

Stakeholders Conference (Washington, D.C.)

March
• 1st-2nd – Social Action/Economic 

Development Conference (Washington, D.C.)
• 3rd-5th – Black Enterprise Women of Power 

Conference (Fort Lauderdale, Fla.)
• 17th - Franchising 101 Webinar w/Dunkin’ 

Brands (3:00 p.m. ET)

April
• 18th-21st – Collegiate DECA (Orlando, Fla.)
• 25th-28th – DECA ICDC (Orlando, Fla.)
• 30th – Business Offerings and Opportunities 

in Memphis Conference (Memphis, Tenn.)

May
• 13th-16th – Black Enterprise Conference 

(Atlanta, Ga.)
• 14th-16th-Life@50+ National Event (Miami, 

Fla.)
• 19th - Franchising 101 Webinar w/Dunkin’ 

Brands (3:00 p.m. ET)
• 20th – One-Day Franchise Seminar (Columbia, 

S.C.)

June
• 18th-20th – IFE/18th -Specialty Workshop 

(New York, N.Y.)

• 19th-22nd – USCM Annual Meeting (San 
Francisco, Calif.)

July
• 11th-15th – NAACP Convention (Philadelphia, 

Pa.)
• 18th – Franchising & Entrepreneurship 

Workshop at Phi Beta Sigma Conclave (Little 
Rock, Ark.)

• 21st - Franchising 101 Webinar w/Dunkin’ 
Brands (3:00 p.m. ET)

• 29th-Aug 1st – NUL (Fort Lauderdale, Fla.)

September
• 8th-11th – ASBDC Annual Conference (San 

Francisco, Calif.)
• 16th-19th – CBC (Washington, D.C.)
• 20th-22nd – USHCC National Convention 

(Houston, Texas)
• 22nd - Franchising 101 Webinar w/Dunkin’ 

Brands (3:00 p.m. ET)
• 22nd-26th  – NBMBAA/Franchise Boutique 

(Orlando, Fla.)
• 28th-Oct 1st – IFA Public Affairs Conference 

(Washington, D.C.)

October
• 1st – Latino Leaders Franchise Conference 

(Dallas, Texas)
• 8th-10th – NSHMBA/Franchise Fair on the 7th 

(Chicago, Ill.)
• 20th – Tentative – Diversity and Franchise 

Development Webinar 

November
• 12th-14th –WCFE (Anaheim, Calif.)
• 17th - Franchising 101 Webinar w/Dunkin’ 

Brands (3:00 p.m. ET)

Pending
• Maryland Hispanic Business Council 

Conference
• One-Day Seminars in Austin, Texas, Boston, 

Mass., and Tacoma, Wash. 
• National Association of Professional Women 

Summits 
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2015 – 2016 Diversity 
Institute Board Members

CHAIR
Earsa R. Jackson, Esq, CFE
Partner
Strasburger & Price

FIRST VICE CHAIR
John C. Draper
CEO
Viridian Group LLC

Christopher Arnett
Senior Director, Franchise Management
Choice Hotels International

Ron Berger, CFE 
CEO
Figaro’s Italian Pizza, Inc.

Marlen Cortez Morris
Attorney
Cheng Cohen LLC

Joe Devereaux, CFE
Director of Franchise Services
Domino’s LLC

Stan Friedman, CFE
President
FRM Solutions

Ron Harrison, CFE
CEO & Managing Director
Harrison & Associates 

Reginald Heard
President/CEO
Bankers One Capital

Mariana Huberman
Owner
The UPS Store

Aslam Khan 
President/CEO
Falcon Holdings

Lynette McKee, CFE
CEO & Managing Partner
McKeeCo Services , LLC

Guillermo Perales
CEO
Sun Holdings, Inc

Karen Powell, CFE
CEO 
Decor & You

I N S T I T U T E
Accelerating the Mission of Franchising
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DiversityFran 
Participating Companies 

As of June 10, 2015 (118 members)

Abrakadoodle, Inc
A Caring Home Care Services
Aladdin Doors Franchising, Inc.
AdviCoach – (formerly known as BAI)
Alpha Graphics
Always Best Care Senior Services
Alta Mere Toys for Your Car (Moran)
Bankers One Capital
Baskin-Robbins 
Benetrends
Bennigans
Big Frog Custom T-Shirts & More
Blimpie Subs and Salads (Kahala)
Bonanza Steakhouse
Bookkeeping Express
BrightStar Franchising
Burger 21
Business Alliance, Inc
Camp Bow Wow
Captain D’s
Caring Transitions
Carvel (Focus Brands)
Central Bark Doggy Day Care
Cereality- Cereal Bar & Café (Kahala)
Chick-fil-A
Choice Hotels, International
Cinnabon (Focus Brands)
Cold Stone Creamery (Kahala)
CruiseOne
Data Doctors (Home Task, Inc.)
DirectBuy 
Domino’s Pizza
Drama Kids International
Dunkin’ Donuts
Elmer’s Restaurants, Inc.
Executive Care
Family Fare
Fantastic Sams
FASTSIGNS International, Inc.
Figaro’s Pizza
FirstLight Homecare
Franchise America Finance
Franchise Opportunity Specialist
FranChoice

FranNet
Freggies (Home Task)
FreshCoat Painters
Furniture Medic
Golden Krust Caribbean Bakery and Grill
Gordon & Rees, LLP
Granite Transformations
Great Clips, Inc.
Great Steak (Kahala)
Growth Coach
Home Helpers
HomeTask, Inc.
I9 Sports Corporation
Jomsom Franchise Company, LLC
Jan-Pro Franchising
Kahala Corporation
KFC- YUM! Brands
Kinderdance International, Inc.
Kumon North America, Inc.
Lawn Authority (Home Task)
Lawn Doctor
Lenny’s Franchisor, LLC
Liberty Tax Service
Little Caesars
MAACO (Driven Brands)
Maid Brigade
Mama Fu’s Asian House
McAlister’s Deli
Meineke Care Care (Driven Brands)
Metal Supermarkets Franchising America
Milex Complete Auto Care (Moran)
Millicare Commercial Carpet Cleaner
Miller Canfield
Moe’s Southwest Grill
Molly Maid, Inc.
Moran Industries
Mr. Handyman
Mr. Transmission (Moran)
Murray Law, P.A.
Nrgize Lifestyle Café (Kahala)
NYS Collection Eyewear 
One Stop Tax Services, Inc.
Pet Butler (Home Task)

Ponderosa Steakhouse
Popeyes Louisiana Kitchen
Precision Door Service
Precision Tune Auto Care
Protect Painters
Rancho 1 (Kahala)
Relax The Back
Rapid Realty NYC
Salsarita’s Inc.
Samurai Sam’s Teriyaki Grill (Kahala)
Schlotzsky’s
ServiceMaster Clean
Smartview Window Solutions (Moran)
Sparkle Wash
STEM for Kids
Stratus Building Solutions
Super Coups
Synergy HomeCare Franchising, LLC
Swiss Farm Stores
Surf City Squeeze (Kahala)
Tacotime (Kahala)
Tasti D-Lite
The Entrepreneur Authority
The Entrepreneur’s Source
The Little Gym
The Maids International, Inc.
The Melting Pot Restaurants
Valpak
Vanguard Cleaning Systems
Villa Enterprises 
Woodhouse Day Spas
Yellow Van Handyman (Home Task)
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Get started now: www.directcapital.com/IFA or 888-501-6846

Financing that’s Quick, Easy and Affordable.

WE SERVE IT LIKE YOU SERVE IT.

I found them to be professional, timely and competitive. My loans were approved 
quickly at affordable terms and the funding process was smooth and effortless.

– Dawn Lafreeda, Denny’s Franchisee

http://www.directcapital.com/IFA


F I N A N C E

The Fair Credit Reporting Act, from the employer’s perspective, is all about process. Whenever an 
employer uses a third party to conduct an “investigative consumer report” (i.e. background check) 
on an employee or applicant, the law requires that the employer comply with technical notice and 

consent rules. These rules should not be discounted as “trivial stuff.” 
In some cases, violations may be small to none (negligent violations yield an award of actual damages 

only) or larger but not individually catastrophic (willful violations – that is knowing or reckless – can 
range from $100 to $1000 per violation plus punitive damages). However, in all cases prevailing plaintiffs 
obtain “reasonable attorneys’ fees.” 

It is this last element of recovery, and the prevalence of violations of the FCRA’s technical rules, that 
has led to a wave of class action lawsuits on behalf of hundreds of applicants that add up to huge liability 
when pursued collectively (and, of course, generate huge recoveries in attorneys’ fees for plaintiffs’ law 
firms). Waves of settlements have ensued, including:

• Publix Supermarkets settled a FCRA class action in October, 2014 alleging technical violations of 
a notice and consent form for $6.8 million.   

• Domino’s Pizza settled an action for $2.5 million in October, 2013 that included an alleged failure 
to provide “pre-adverse action” notice before denying employment.

• K-Mart settled an FCRA class action for $3 million in January, 2013, also involving an alleged 
“pre-adverse action” notices failure.

What are these technical rules and how does a company avoid violating this law?

NOTICE AND CONSENT
The FCRA requires that individuals subject to third party-conducted employment related background 

checks be provided with notice of their rights and consent before a background check is conducted. 
The notice of rights may be included in one stand-alone document, but that document may not include 
any other information. The typical form provided by a background check firm that collects information 

What You Don’t Know Can 
Hurt You: Avoiding the Fair 
Credit Reporting Act Class 
Action Trap

The steps to avoid Fair Credit Reporting Act claims are 
relatively simple. But the cost of failing to follow them can 
be substantial.
BY ELIZABETH TORPHY-DONZELLA AND TERESA D. TEARE

(Continued on page 40)
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The Franchise solution 
that works  for you—and 

your franchisees.

Constant Contact for Franchise is the
preferred email marketing vendor of IFA.

Constant Contact for Franchise delivers the tools and services you need 
to grow. It makes online marketing simple for both you and your franchi-
sees with a�ordable, easy-to-use tools, free award-winning support and 
Do-It-For-Me services. This solution is specifically designed to ensure 
brand consistency and to give you control over messaging guidelines.

for Franchise
CUSTOM-TAILORED ONLINE MARKETING SOLUTION

Visit ConstantContact.com/ifa
or call 1-866-899-3710 for more information.

© 2015 Constant Contact, Inc.

• One platform to manage 
emails, Facebook promotions, 
surveys, events, and more

• A franchise admin portal to 
manage and track your 
network’s marketing

• Mobile-friendly templates for 
you and your franchise network 
with locked-down branding

• Both local and central
sending abilities

• Automated emails to deliver 
timely, customized messages

• Reporting to track your entire 
network’s marketing activities

• Award-winning support and 
marketing services

ifa ad.indd   1 6/17/15   1:58 PM

http://ConstantContact.com/ifa


necessary for the check (name, date of birth, social security 
number, etc.) and that authorizes the background check firm 
to conduct the check does not fulfill the employer’s obligation 
under the FCRA. Indeed, courts have found that the FCRA 
may be violated by including a release of liability against 
individuals who provide information in response to a request 
for reference in the “standalone” disclosure form. The moral 
of this story: do not include any extraneous information in 
this initial document -- not even a blank for a Social Security 
number.  

PRE-ADVERSE ACTION NOTICE
Whenever a background check may, in whole or even in 

part, result in an adverse action (such a denial of employment), 
the FCRA requires that the employer withhold a final 
decision until it follows yet another process. The employer 
must provide the applicant with a writing that explains that 
an adverse action may be taken as a result of the report, with 
a copy of the background check results as well as a “notice 
of rights” published by the Consumer Financial Protection 
Bureau. The law further requires that the employer wait “a 
reasonable period of time” before making a final decision 
and inform the individual what that time period is. (Five 
business days is generally considered a “reasonable period 
of time.)  

The importance of this step is illustrated by the case of 
Cox v. TeleTech@Home Inc.  There, an employer’s third party 
background check firm sent an applicant a “pre-adverse 
action” notice by email that informed the applicant that the 
hiring company had “decided to revoke” the offer based on a 
background check “subject to successfully challenging” the 
report, which was not included. Separately, the company sent 
the applicant a form email entitled “Urgent/Rescinded Offer” 
explaining that the negative background check disqualified 
the applicant. The company then locked the applicant 
out of its online Internet portal for new hires. Company 
witnesses testified that they had no idea how the email had 
been created or even that it was being sent. Although the 
company denied that it made a final decision about the 
applicant’s employment at the time these communications 
were sent (and the applicant did not attempt to contest 
the report, which was inaccurate), the court held that a jury 
could find from this evidence that the “pre-adverse action” 
step and other informational requirements had not been 
complied with and that a willful violation of the law had 
occurred. The court found evidence of willfulness (“reckless 
disregard” of the law’s requirements) because the email 
“was sent to hundreds of applicants over a two year period 
without TeleTech’s management even being aware of it until 
this litigation was started. And TeleTech apparently had no 
systematic policy or procedure to ensure that it complied 
with the FCRA…”

The Cox case illustrates the need to ensure that there is 
controlled communication with applicants (i.e. know what 
your computers are generating and what your background 
check firm is sending on your behalf) and that the required 
forms are transmitted. It also illustrates the risk involved in 
starting the onboarding process before the background 
check is complete. In particular, while suspending orientation 
pending the applicant’s response to the pre-adverse action 
notice should not be an adverse action, revoking the offer 
pending receipt of the information will be.  

ADVERSE ACTION NOTICE
After the employer has waited the “reasonable period 

of time” it may make a final decision. The FCRA does not 
require that the employer hire an applicant, even if he or she 
proves that the background check results were erroneous.  
The FCRA is concerned with what is communicated, however. 
Thus, the employer is required to send yet another notice to 
the applicant, advising of the adverse decision, that it was 
based on information provided by the background check 
firm (which firm must be identified by name and address for 
purposes of inquiries about the report), that the background 
check firm did not make the decision, that that applicant has 
a right to obtain a free disclosure of the report by requesting 
it within 60 days from the background check firm (which 
report, by the way, the employer already provided in the 
prior communication to the applicant), and a statement of 
the individual’s right to dispute the accuracy of the report 
with the reporting agency.

STEPS TO TAKE FOR FCRA COMPLIANCE 
FCRA claims can be avoided by following some relatively 

simple steps:  

1. Know the rules and follow them scrupulously. Avoid 
the temptation to “reduce paperwork” by including 
information in any form, the content of which is 
dictated by the FCRA.

2. Prepare a written policy on FCRA compliance. If you 
are accused of violating the law, it will help show that 
the violation was not willful.

3. Do not form a final decision (and do not send emails 
that would suggest that a final decision has been 
made) before the “reasonable period of time” has 
passed.  This includes refraining from calling your 
“second choice” applicant to offer her the job before 
this time period has passed (although you certainly 
can communicate that the opportunity might be 
coming available again).

4. Refrain from bringing an individual on board pending 
the completion of the background check (unless you 
want to provide five days of paid leave while the 
pre-adverse action period is pending).

5. If you have outsourced your entire background 
check process, make sure that what is being done on 
your behalf complies with the law. An employer will 
typically be liable for errors of a background check 
firm perpetrated on its behalf.  Hence, you also need 
to carefully review any indemnification clauses in 
agreements with such providers (and in particular, 
limits of liability). n

Elizabeth Torphy-Donzella (left) 
and Teresa D. Teare are 
partners in the management 
side labor and employment law 
firm, Shawe Rosenthal, LLP. Find 
them at fransocial.franchise.org.

(Continued from page 38)
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Take control of the currency risks associated with 
growing your franchise across borders.

BY MATTHEW LEWIS

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

You have worked hard to build the brand of your franchise 
and have reached the point where your business has 
expanded beyond U.S. borders to go global. You have 

done your research, established your presence in target foreign 
markets, business has been strong, and sales in your new markets 
are growing. Everything was looking great until you realized 
that the financial returns from your international units had gone 
stagnant or possibly even shrunk. 

What happened? 

DOLLAR STRENGTH NOT SEEN IN OVER A DECADE
A likely culprit of recent diminished returns you may have 

seen has been the recent strength of the U.S. dollar. After a 
prolonged period of relatively subdued movements in the 
global currency market, the dollar broke loose in the second 
half of 2014 on the back of America’s improving economic 
outlook compared with most of the rest of the world. The dollar 
dominated, appreciating 12 percent for the year on a trade-
weighted basis to turn in its best year since 1997. This rapid 
rise by the dollar could turn double-digit local sales growth by 
your global locations into negative returns when translated into 
U.S. dollars.

While still falling short of previous boom-periods, the U.S. 
economy has continued to gain strength, creating expectations 
in the market that the Federal Reserve is likely to boost interest 
rates sooner rather than later. But it is not just the U.S. economy. 
We have seen prolonged weakness in the euro zone, Japan, 
Canada and elsewhere such that central banks abroad have had 
to step up stimulus efforts and further cut interest rates. This 
has created increased demand for U.S. currency, fueling the 
rise of the dollar. 

The euro tumbled to a 12-year low against the U.S. dollar 
earlier this year on the heels of double-digit unemployment 

and the region’s inflation rate falling below zero, taking it to 
the point that the European Central Bank has been thrust into 
action to provide low rate stimulus policies. This is just one of 
the key factors that have caused many investors to leave Europe 
and head for higher yields in the States, significantly eroding the 
value of the single currency.

The dollar continued to build on its broad gains over the 
first couple of months of 2015 before leveling off and retreating 
somewhat in response to more tepid U.S. economic data releases 
through the spring. The mixed performance of the economy and 
dollar volatility has the market wondering if an encore of the 
dollar’s strong performance in the latter part of 2014 is in the 
cards for the second half of this year. 

At the same time, when the strong dollar has largely damaged 
the value of sales into foreign markets, it has conversely been a 
boon for those  who are making purchases from foreign vendors 
or otherwise making payments to foreign beneficiaries in their 
local currencies. No matter how the dollar fares for the remainder 
of this year, its value is sure to have an impact on your global 
business.

 
TAKE ACTION TO MANAGE YOUR FOREIGN 
CURRENCY RISK

The global currency markets are subject to a wide variety 
of economic and geopolitical influences. Even Mother Nature 
can add to the unpredictable nature of the market. So how 
do you manage your exposure to currency movements in this 
environment of increased volatility and dollar strength? While 
it may seem daunting, implementing an effective currency 
strategy is within reach and can be achieved by following a few 
fundamental steps. 

Growing Your Global 
Business with a Strong 
Dollar
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First, give yourself a full view of your global exposures. You 
can start small by examining your cross-border payment activity 
over the past three to six months and your expected payments 
coming up over the same period. It is important that you take 
inventory of both your incoming and outgoing payments, 
even if those transactions are executed in U.S. dollars without 
conversion to or from local currencies.  

It is also important to understand that working in dollars 
does not remove you from currency risk but instead is a strategy 
in and of itself. Once you have listed your individual exposures 
you can then ask yourself a few simple questions such as:

• What is my balance of incoming and outgoing payments?
• In which countries and currencies do I have the most 

exposure?
• How predictable are my payments?
Once you have a view of your global payments you need 

to establish a budget exchange rate. For simplicity, many 
people simply use the current exchange rates for the applicable 
currencies as a baseline. By applying your budget exchange 
rates to your expected payments you can get a preliminary view 
of your expected foreign receipts and expenditures.

The next step is to calculate those same inflows and outflows 
if the rates moved 10 percent in either direction. Remember 
that when you are currently making and receiving payments 
in U.S. dollars, you are generally putting the risk and burden 
on your international partners and vendors. If the dollar moves 
significantly against them then they are likely to request or 
demand revised terms to account for the movements. By going 
through this exercise you will give yourself a basic risk profile 
upon which you can make more informed decisions.

Now that you have a better view of your risk profile, you 
need to set your business objectives. Do you have tolerance for 
currency movements that may go in your favor or against you, or 

do you need to prioritize stability and predictability – participation 
versus protection or a mix of both. 

When you have determined your exposures and business goals, 
you have given yourself a foundation upon which you can build 
an effective global payments strategy. If your payment needs are 
less predictable and you have the ability to absorb the ups and 
downs of the market then you may wish to work primarily in the 
spot transaction market. If however your tolerance for movement 
is lower and you have a level of certainty in the timing and size of 
your payments, then you will likely want to utilize hedging tools 
like forwards or options to minimize your risk. Your global payment 
provider should have tools and resources to help you through this 
process and address your exposures. 

Regardless of the strategy that you choose to implement, 
taking a proactive approach to managing your global payments 
will allow you to make more informed decisions and minimize the 
surprises which can be detrimental to your business. By taking 
the time to better understand the impact of currency movements 
you will also give yourself a more global view of your business 
which can help build your relationships with foreign partners and 
suppliers. 

The bottom line is that having a clear and thought out plan for 
the management of your foreign currency exposures is a key piece 
of the puzzle as you work to maximize the success of your global 
business. n

Matthew Lewis is Director, Partnerships & Alliances 
for Western Union Business Solutions, a division of 
The Western Union Company. Find him at 
fransocial.franchise.org.

(Continued from page 41)

Robert Nevadomski, CFE

“ I  a m  a  C F E  b e c a u s e …

I came into franchising by accident. I found the CFE program by researching 
franchising and the IFA. I immediately enrolled and have to say…it was the best 
decision of my life. The education I received, and the friends that I have made 
have helped elevate my knowledge and my career. I strongly recommend this 
program to anyone I meet in the industry. ”

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-home.

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 . 

Tim Courtney, CFE
Vice President, Franchise Development
CruiseOne
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Having been to Myanmar three times over the last three 
years, and having met with a few franchisors and master 
franchisees in buzzing Yangon, the commercial hub, I 

am more certain now that this city is ripe for a great franchise 
harvest.

At the time of this writing in early February, I had just 
confirmed my air-tickets to Yangon to speak at the Myanmar 
Franchise exhibition and conference. Similar to the trends 
seen in other countries, the early foreign franchise entrants 
hail mainly from the food and beverage sector, as seen by the 
franchises from major companies from Asian countries such as 
Thailand, South Korea and Japan. They seem to be racing to 
open restaurants in this nation that is blessed with increasing 
wealth.

One example is Thailand’s conglomerate Minor Food 
Group that opened Swensen’s in 2013. The company has a 
40-year license to develop and franchise Swensen’s ice cream 
stores in 34 countries across the Middle East and parts of Asia. 
Although a scoop of ice cream costs as much as 1,600 kyat 
(US $1.66), the small shop of around 10 seats is constantly full, 
even during the daytime on weekdays. It is an extravagance 
in a country where the average annual income of an office 
worker is around US $3,878. But again, as observed in many 
other nations, consumers nowadays aspire for better things. 
(A Minor’s franchisee has also opened The Pizza Company in 
Yangon.)

Following closely behind is South Korean fast food 
restaurant Lotteria which opened an outlet at Junction Square 
in April 2013. Lotteria is a subsidiary of conglomerate Lotte 

Franchises 
Gain Appeal 
in Myanmar
Franchise restaurant chains are 
racing to develop business in 
this Southeast Asian nation as 
its national wealth increases and 
some nations begin dropping 
economic sanctions.

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

BY ALBERT KONG, CFE

(Continued on page 45)

FRANCHISING WORLD JULY 2015    43    



Register at franchisingevents.dunkinbrands.com

AH, THE AROMA 
OF OPPORTUNITY

UNIQUE FRANCHISING OPPORTUNITIES 
AVAILABLE NATIONWIDE
At Dunkin’ Brands, we believe a culture of diversity and inclusion, where 
each person is valued and respected, delivers better business results.

LET’S TALK FRANCHISING Visit dunkinbrands.com or call 781-737-5530 to learn more.

Dunkin’ Brands, parent company of Dunkin’ Donuts and  Baskin-

Robbins, is proud to partner with the NAACP on the Diversity in 

Franchising Initiative. By working together, we hope to increase the 

number of franchise businesses owned by people of color in the U.S.

WANT TO LEARN MORE? 
Join Dunkin’ Brands for a free webinar series this month. 

Franchising 101  
Hosted in collaboration with the International Franchise Association (IFA) 

Tuesday, July 21 at 3pm ET

Dunkin’ Donuts Franchise Opportunities Webinar 

Wednesday, July 22 at 3pm ET 

Baskin-Robbins Franchise Opportunities Webinar  

Thursday, July 23 at 3pm ET

Dunkin’ Donuts and 
Baskin-Robbins Combo 
Opportunities Available 

in Select Markets!

http://dunkinbrands.com


Group and operates in South Korea, Japan, Vietnam, China 
and Indonesia. Its master franchisee, the newly formed 
MYKO, short for Myanmar-Korea, plans to open 25 or 
more restaurants by 2016, expanding from Yangon to the 
capital Naypyidaw. To cultivate a strong following and not 
to alienate less-adventurous locals who are accustomed to 
its standard fare of chicken and burgers, Lotteria also offers 
dishes tailored to Myanmar consumers, such as chicken rice.

Another South Korean chain, BBQ Chicken, has also 
opened its first Myanmar outlet in Yangon. The master 
franchisee is Myanmar Culinary Holdings Co. Ltd. whose 
executive director, Zaw Lin Oo, runs many businesses. As 
BBQ Chicken’s prices are higher than other chicken offerings, 
its strategy is to target the city’s young-middle- and upper-
middle-class population with a casual dining format. 

Hailing from Japan is Freshness Burger, which has opened 
its first outlet near the famous sacred landmark Shwedagon 
Pagoda. 3E is the joint operator of the chain in Myanmar. 
Note that beef is not as commonly eaten as in other nations; 
the nation’s favorite meat is chicken. It is important to localize 
the menu somewhat – just as McDonald’s does in India – so 
as to not alienate a big portion of the local consumers.

Yet another fast-food entrant is Malaysian chain 
Marrybrown, known for its halal fried chicken, burgers and 
finger food. It opened its first restaurant in Myanmar in June 
2013. According to Joshua Liew,  business development 
manager for Marrybrown, the Yangon store will kick off an 
expansion in Myanmar to 16 outlets in five years. Another 
Malaysian brand, Manhattan Fish Market has also opened 
in Yangon.

Not to be outdone, of course, is Singapore’s most-
established local coffee chain Ya Kun. It has also opened 
in Yangon and according to Adrin Loi,  chairman of Ya Kun 
(name), it plans to expand to as many outlets as the market 
can support. Another Singapore brand is Chewy Junior that 
has opened a few outlets.

U.S. BARRIERS TO MYANMAR BUSINESS LOWERED
In tandem with the European Union’s decision to permanently 

end sanctions against Myanmar, the United States has also 
eliminated almost all the barriers to do business there. Case in 
point: KFC plans to open its doors in Myanmar this year. (Yum! 
Brands’ franchisee is Singapore-listed, Myanmar-focused Yoma 
Strategic Holdings.) Another example: Starbucks’ CEO Howard 
Schultz said during a visit to Thailand last year to celebrate the 
15th anniversary of its opening in the country that it has set its 
sights on tapping the nation’s coffee lovers.

Myanmar is an extremely attractive market with more than 50 
million consumers, terrific locations for trade and ample natural 
resources. Although the per-capita gross domestic product 
currently stands at around US$900, the middle class is steadily 
emerging in major cities. 

However, the infrastructure for keeping foods frozen or 
refrigerated has yet to be fully developed. The road networks 
necessary for food transport and the food processing industry 
are also in their early stages of development. In addition, high 
property rents are also major issues. 

Another concern is the protection of intellectual property. “In 
the past, people weren’t familiar with international trade. Our 
eyes were closed. They still don’t know IP should be a right,” said 
Thein Aung, a senior associate with the Myanmar Trademark and 
Patent Law Firm, whose clients include KFC, Panasonic, Adidas 
and other well-known corporations. n

Albert Kong, CFE, is a member of the board of 
directors of the Singapore Franchising and Licensing 
Association. Find him at fransocial.franchise.org.
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How Google’s Latest Updates 
Affect Franchise Websites  

Big changes are coming for mobile users as Google prepares to 
unveil new algorithm. Take stock of your website and be prepared.

BY CHRIS MARENTIS 

Want to get the most out of your website? All businesses 
should put special emphasis on overall user experience 
to get the best results from their web presence. 

Google’s announcement of its latest algorithm update reflects 
the company’s desire to provide a great mobile experience 
to users conducting searches on mobile devices. If you’re not 
mobile-responsive, it’s time to catch the wave.

WHAT’S THE TARGET?
One of the latest updates focuses on what are referred to 

as “doorway” pages. These are landing pages that are built 
predominantly as gateways to a site, often for SEO purposes. 
A business may create multiple pages that are virtually identical 
except for location or city names, for example. When visitors 
land on these pages, they are redirected to the main site.

WHAT’S THE PROBLEM?
Franchise operations have good reason to create microsites 

for different locations or service area pages with minimal unique 
content. It’s an efficient way to create geographically-specific 
sites for what is essentially a fusion of franchise location and 
brand. 

However, other single-location businesses have no business 
(other than trying to outsmart Google) creating this kind of 
structure. Yet this is precisely what has been happening. From 
a user perspective, it is all too common to click on a link from 
a search result page and find it is not what you are looking for. 
That’s not so bad, but then when you return to the search page 
and click the next link in the list and are taken to the same site, 
you have reason to be frustrated. This is what Google wants to 
stop.

IDENTIFYING DOORWAY PAGES
If you are not sure if a particular page could be considered a 

doorway page, ask yourself these questions:

• What is the purpose of this page?
If the reason for a page’s existence is to capture visitors via 

search and funnel them to another page or site, it is a doorway.

M A R K E T I N G

• Do ranking terms match the page’s content?
Doorway pages often use generic “catch-all” terms 

designed to boost their search rankings, but then have very 
specific content on the actual page. This discrepancy is a sure 
doorway flag.

• Does the page have logical, unique content?
A page with only a different city or service area listed and 

no other unique content will be flagged as a doorway.
Similarly, local directory sites with geo-search engine results 

pages can fall into the doorway category.

WHAT SHOULD FRANCHISES DO?
Before you start to panic and think that you will be forced to 

create completely unique sites for every franchise location, let’s 
take a closer look. First, while your franchise can make a case 
for a microsite setup, there is no reason you should use the 
kitchen sink approach to your ranking terms only to get more 
click-throughs. Every ranking term for every page should match 
the content on that page. If that is not the case for your site, you 
have your marching orders here.

Next, it’s time to examine your backlink profile. Local pages 
for individual franchise locations should have minimal external 
backlinks and a predominance of internal links to the main site. 
Pages that have this reversed are all but sure to be adversely 
affected by the update—and well they should.

Another strategy to consider would be to eliminate 
individual location pages and create a consolidated locations 
page that lists all service areas. This approach should include a 
complete NAP and schema markup as well.

BE ON ALERT
While much is yet unknown about the latest update, including 

the name, one thing is sure—big changes are a-comin’. Take 
stock of your site and your rationale, and be prepared for the 
journey ahead. n

Chris Marentis is founder and CEO of Surefire 
Social. Find him at fransocial.franchise.org.
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Making the Most of 
Marketing Technology

Franchisees should have a sound understanding of their financial 
positions and match funding with long-term plans.

BY SHAWN DAN, CFE

M A R K E T I N G

When someone buys a franchise for its proven brand 
value, business format and operational expertise, a 
marketing automation platform is often part of the 

attraction. It can deliver benefits to franchisor and franchisee 
alike: easy ordering of online, offline and promotional tools; 
economical pricing through group purchasing; greater brand 
consistency; personalization to local markets; and reduced “joint 
employer” risk.

Franchisors can gain more benefits when they leverage data 
from these platforms to encourage marketing program adoption 
whether franchisees are newly acquired, in expansion mode, or 
strong advocates for their brand.

DETERMINE YOUR USER BASE
When it comes to marketing platforms, are you one of those 

franchisors who have faith that, “If we build it, they will come?” 
They may not. When was the last time you checked? Franchisee 
adoption can be a challenge for even the most successful 
franchises. Even under mandated buying programs, we typically 
see 20 percent to 30 percent leakage or more to unapproved 
suppliers. If you are serious about wanting to improve adoption of 
your marketing programs, you need to take a periodic inventory 
of who is ordering from your platform.  

KNOW WHICH MATERIALS DELIVER THE BEST ROI
Begin by assessing which items are popular with franchisees 

and which are never ordered. Then go a step further and see how 
effective your marketing materials really are by correlating usage 
data with franchisee revenue potential. 

However you benchmark revenue potential – per chair in a 
salon or per truck in a mobile business – compare the amount 
of marketing dollars your franchisees spend against the revenue 
they generate. You’ll be able to see which items are most popular 
and whether they are truly helping franchisees connect with their 
customers and grow their business. 

SEGMENT YOUR “CUSTOMERS” TO BOOST ADOPTION 
Each franchisee independently adopts technology at different 

rates, based on their level of marketing savvy, how their business 
is faring and their relationship to your company in general. But if 
your analysis of ordering data shows that a third of your franchisees 
aren’t using the platform, you have an adoption problem. In the 
case of a large national provider of moving services, 200 of their 
640 units were not buying anything from the preferred print 
supplier, even under a mandated contract. 

To raise awareness and increase adoption, franchisees 
should be cultivated as customers. As you would for any 
campaign, the first step is to segment the market. Instead of 
taking a more traditional approach such as geography or size, 
consider segmenting by saturation level, that is, the percentage 
of marketing materials a franchisee buys through the platform 
compared to their successful peers. Here are some saturation-
based segments you might consider:

• Acquisition targets: These franchisees buy little or nothing 
through your platform today or only take advantage of 
“free stuff.” They may do very little marketing at all. When 
they do, their independent purchasing may put your 
brand image at risk.

 
• Expansion targets: These franchisees use the platform 

for some marketing material, but don’t purchase as much 
as peers of a similar size or location. They may be heavy 
users in a certain product category, but purchase nothing 
in other categories you offer.

 
• Retention targets: These franchisees are loyal buyers 

at an appropriate volume for the size of their unit. Your 
goal is to retain that purchasing level and turn them into 
advocates who are willing to share their experience with 
other franchisees.

(Continued on page 48)
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Once you know who falls into each group, craft a strategy 
for each segment. 

USE DIFFERENT STRATEGIES FOR DIFFERENT 
AUDIENCES

Acquisition targets may not be using your platform for 
a host of reasons. Since your investigations may appear 
intrusive, push your suppliers to connect with acquisition 
targets through honest dialogue, perhaps at your annual 
convention. Encourage suppliers to step outside their booths 
to participate in breakout sessions and social events where 
they can listen, not just sell. I recently attended 14 breakouts 
at a national conference for a leading services franchise and 
found it a much more natural way to understand the concerns 
of their franchisees. In fact, such learning opportunities can 
help position the supplier as an important source of franchisee  
feedback.

Expansion and acquisition targets can both be influenced 
by the success of “advocates,” your stars within the retention 
segment. Advocates are willing to tell their success stories to 
other franchisees in newsletters, emails, group meetings or 
other means. 

To find advocates, look first at your marketing advisory 
council. Its members can play a useful role in peer-to-peer 
education as well as providing feedback to your company. If 
you don’t have candidates who can serve as advocates today, 
consider recruiting some through an “Adopt-a-Franchisee” 
program. 

Select as pilot units several diverse users of the marketing 
platform that represent the diversity of your franchise, whether 
geographically or by customer type. Give these pilot units 
tools that are donated by corporate marketing or suppliers 
(e.g., direct mailers, flyers, promotional items) to eliminate the 
cost barrier. Be sure to include the strategic marketing advice 
and support needed to implement them properly. Then share 
their results with other franchisees, developing internal case 
studies that showcase the improved results to be gained by 
adopting best practices.

Peer-to-peer sharing that demonstrates value tends to 
work better than a slap on the hand for non-compliance, 
especially in today’s climate of joint-employer risk when heavy 
handed tactics can backfire. Suppliers can be another channel 
to reinforce sharing of best practices, both from others in the 
industry and your own network. 

Retention targets are your strongest users of the platform 
today. The best way to keep them loyal is to continue providing 
best-in-class service that makes their lives easier. Resist the 
temptation to focus all your attention on the franchisees who 
already love you, but be proactive when it’s their typical time 
to reorder. If suppliers can provide hands-on service to loyal 
users, they may be able to turn them into advocates over time.

DO MORE OF WHAT WORKS 
Now that you know which marketing tactics are preferred by 

your franchisees and which help them make the most money, 
shift your staff resources to work on the highest performing 
programs and tools. Focus your resources on producing 
the direct mail campaigns, POP signage, neighborhood 
events and other tactics that have proven successful for your 
best franchisees. But allocate some staff time to develop 
new tactics, too, as well as the training needed to educate 
franchisees on how to use them successfully. 

Remember that while franchisees are your customers, 
you share a common interest in the ultimate “consumer 
experience.” It is important for franchisees to have a positive 
brand experience themselves before they create one for 
their own customers. Look for suppliers that understand the 
healthy tension between franchisors and franchisees and 
can advise on current issues and trends. After segmenting 
the franchisees and developing a strategic communication 
strategy for each saturation group, you will be in a great 
position to drive adoption and brand consistency by making 
the most of your marketing technology. n

Shawn Dan, CFE, is director of franchise 
marketing solutions for Standard Register. Find 
him at fransocial.franchise.org.

TIPS FOR MAKING THE MOST OF MARKETING 
TECHNOLOGY 

1. Mine the data in your platform.  Take a periodic 
inventory of who orders materials from your 
marketing technology platform and with what 
frequency. What items are popular with franchisees 
and which are never ordered? 

2. Correlate usage with revenue.  Are your most 
successful franchisees the ones who spend the most 
on marketing?  If not, your programs may not be 
helping them as much as you had planned. Enlist the 
help of your marketing advisory council to analyze 
and interpret the data.

3. Segment your “customers.” Consider segmenting 
your user base by saturation; that is, the portion 
of tools and programs they access from the total 
spectrum offered. Then plan ways to encourage 
greater utilization of tools by sharing best practices 
from peer advocates. 

4. Avoid “one size fits all” communication.  Target your 
messages to acquisition, expansion and retention 
targets differently. Some success stories will 
resonate more with certain types of franchisees than 
others. 

5. Leverage your supplier base.  Encourage suppliers 
to step outside selling mode and engage in honest 
dialogue with your franchisees about what’s working 
and what’s not. Install feedback loops to ensure 
that remarks made to customer service teams are 
gathered and analyzed.

6. Spend where it makes the most sense. Be deliberate 
and intentional in your allocation of staff resources. 
Focus on high-performing programs and tools that 
franchisees will readily embrace, but free up time 
to develop new techniques, too. Newer media 
channels are where you might get a jump on the 
competition.

7. Don’t just train; explain. Develop the tips and 
training needed to sell programs to franchisees. 
Don’t forget training on the “tried and true” as well 
as stretch techniques. Also, tell your franchisees how 
you are spending national advertising funds and 
hold yourself accountable to them.

(Continued from page 47)
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Photos from last year’s Public Affairs Conference, now called the Franchise Action Network Annual Meeting.

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

 ANNUAL 
MEETING

IFA’S WASHINGTON, D.C. FLY-IN
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 Join us for this unique opportunity for franchisees - the all new 
Franchisee Growth Conference. This conference will feature 

programming specific to the needs of franchisees and will 
help you learn the latest innovations and best practices 

to evolve your business. There will also be several 
networking opportunities for you to build strategic 
partnerships that will benefit the growth of your 

system. You won’t want to miss this event! 

www.franchise.org/
franchisee-growth-conference

Expand your business and your bottom line at 
IFA’s all new Franchisee Growth Conference

TALK TO YOUR MEMBERS 
OF CONGRESS AT IFA’s 

franchise action network 
annual meeting

Register for 

both meetings

 and receive a 

discounted 
rate!

Interesting in sponsoring these events? Contact Lynette James at ljames@franchise.org.
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How Content Marketing 
Can Close Franchise 
Deals Faster 
Looking to increase the quality of franchise leads and close deals 
faster? Then be sure to include a content marketing strategy in 
your overall marketing mix.

BY RACHAEL WACHSTEIN

M A R K E T I N G

It’s no secret that franchisors like to target the 
same groups of people for franchise sales 
(multi-unit franchisees, c-level executives, 

veterans, etc.). Because everyone is targeting 
the same groups, it’s becoming increasingly 
difficult to break through the clutter and properly 
reach your target audience. To make matters 
worse, franchisors often use the same marketing 
strategy to target those who are already invested 
in franchise brands and those who are new to 
franchising.

It is now clear that prospects, not the franchise 
brands, are in control the franchise sales process. 
Thanks to modern-day technology such as 
search engines and social media, prospective 
franchisees have greater access to information 
and are self-directed in their research of franchise 
opportunities. The sales cycle has shifted from 
offline to online, giving franchise prospects the 
ability to learn about a franchise opportunity, 
research it and begin the process before even 
contacting the potential brand.

How do you reach these franchise prospects? 
How do you grab their attention and create 
engagement with your brand? The answer is 
content marketing. It is a strategic marketing 
strategy that is focused on creating and 
distributing valuable and useful content to attract 
a clearly defined audience. By using content 
marketing, franchise brands can influence and 
speed up the franchise sales cycle from discovery 
to decision.

(Continued on page 52)
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DISCOVERY
The first step in the franchise sales cycle is the discovery 

process. To generate new franchise leads, the first step is to 
make prospects aware of the opportunity. But in a world of 
message overload, how do you break through and connect 
with qualified prospects? The best way to gain attention of 
your franchise opportunity is by providing content that speaks 
directly to your target audience.

The process of developing powerful content that speaks to 
the specific needs of franchise prospects begins with audience 
segmentation. In order to know what kind of content will be 
most relevant to your audience, you must first clearly define 
your audience. The initial instinct may be to create as broad 
of an audience as possible, but remember that quality trumps 
quantity when it comes to franchise leads. 

Franchise brands should develop profiles of each separate 
target audience to provide more insights into their particular 
goals and motivations. These defined prospect personas 
should include their interests, needs, desires, pain points and 
objections regarding the franchise opportunity. These insights 
are essential to reference when developing your messaging 
so you can speak directly to them and stand out among the 
hundreds of other messages they see daily.  

After you’ve clearly defined your prospect personas, it’s 
time to leverage these insights in order to connect with and 
motivate franchise prospects closer to closing the deal. 
Start by mapping out the entire sales process from their first 
introduction to the franchise opportunity to the final stage of 
closing the franchise deal. By determining what path these 
prospective franchisees will follow, you can deploy a content 
marketing strategy that strategically speaks directly to buyers 
in each stage of the process. 

THE CONTENT PIECE
Here is where the “content” in content marketing comes in. 

Develop a content piece that speaks to the needs of a particular 
segment of your target franchise prospects. The purpose of 
the content is to answer questions, overcome objections and 
assist prospective franchisees in researching your franchise 
opportunity. Examples of content that speaks to franchisees 
include:

• A Franchise Focused Blog: Creating a franchisee-
facing blog helps to attract qualified prospects through 
regularly published content that demonstrates expertise 
and thought-leadership and builds trust. Blogs are 
an important part of generating traffic because when 
optimized correctly, they show up in search engine 
results for the company and relevant keywords. It is also 
important to note that blog posts can be repurposed 
to reach a wider audience in monthly eNewsletters, 
LinkedIn articles and more.

• Infographics: One of the best ways to cut through the 
clutter is to put the information you’re trying to get 
across into a visually stimulating graphic. An infographic 
provides prospective franchisees with information 
that validates the franchise opportunity by showing 
the need and demand for the company’s services in a 

visual and engaging way. It is much more compelling to 
demonstrate validating factors through statistics, facts 
and images than it is to tell a prospect how great the 
opportunity is.

• eBooks: An eBook is a long form piece of content 
that speaks to the needs of a particular segment of 
your target franchise prospects. Franchise brands can 
offer free downloadable eBooks on their websites 
in exchange for contact information.  eBooks should 
provide prospects with useful and relevant content 
that can help steer them to your brand without being 
overly promotional. Examples of ideal eBook topics 
can include industry outlook reports or tips for those 
looking to get into the industry.

  
• Email Nurture Series: Build an email nurture campaign 

that answer questions about the opportunity and 
counter objections to investing that is triggered after 
you receive their contact information. Automating 
the lead nurturing process makes your franchise sales 
efforts more efficient and gives your sales executives 
more time to generate leads and close deals. The email 
lead nurture campaign can be executed through your 
existing CRM or email service system or set up through 
any email service provider for a minimal cost.

CONSIDERATION AND DUE DILIGENCE
After the content is created, you should distribute it on 

all owned, paid and earned channels including franchise 
development website, LinkedIn company pages and online 
advertising channels such as emails through industry 
publications. Content can answer questions that prospects 
have about the opportunity and segment, which reduces the 
time franchise sales executives spend to close deals. 

Thanks to the endless stream of information available 
online, potential franchisees are researching and evaluating 
your opportunity long before you ever have contact with 
them. It is crucial that the information prospects find online 
about your franchise opportunity is persuasive enough to keep 
them engaged until they are ready to contact you. For this 
reason, a strong digital footprint is the foundation of successful 
franchise lead generation efforts. Content marketing creates a 
compelling digital footprint that assists prospects in researching 
and evaluating your franchise opportunity.

If you’re looking to increase the quality of franchise leads 
and close deals faster, your brand should include a content 
marketing strategy in your overall marketing mix. If you are 
unsure about which methods will work best for your needs, 
seek an experienced and knowledgeable firm to help answer 
any questions you might have. n

Rachael Wachstein is vice president of content 
marketing for Fishman Public Relations. Find her at 
fransocial.franchise.org.
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Today, the best practices in data breach and crisis 
communications make clear that a skilled vulnerability analysis, 
putting the right team in place ahead of time, detailed scenario 
planning, development of materials, and real-time exercises 
provide significant value. Critical to this process is assembling 
the right resources in advance of an event.

Since notification laws are currently determined on a state-
by-state basis it is essential to have attorneys on the team who 
understand the appropriate state laws and can ensure that 
the ensuing communication meets the legal requirements and 
sufficiently satisfies regulators, namely state attorneys general.

Effective breach response also involves the provision of 
some form of credit monitoring or fraud protection for those 
individuals who have been victimized. There are a wide range of 
services and providers, and it is much better to evaluate them 
and build relationships, even enter into agreements that could 
be triggered in the event of a need in advance. You don’t want 
to have to negotiate with the fire department when your house 
is burning.

Similarly, having pre-established relationships with a forensic 
IT firm that is familiar with your technology infrastructure will 
allow for a much shorter ramp-up time should a situation 
occur. In turn, this will allow the organization to more quickly 
understand what happened, how it happened, and the data 
that was compromised, all of which are critical elements in the 
communication process.

Finally, communications firms with specific experience in data 
breaches can help craft the messaging and communications 
strategies that are necessary to minimize damage to the brand 
and the business, and help put the organization on the road to 
recovery as quickly as possible.

All of these entities should be identified in advance and 
participate as part of a data breach crisis communications team.

Franchised organizations also need to go a step further 
and involve their franchisees in this process to secure 
necessary buy-in, either through a franchise council, regular 
communications, or during an annual franchise meeting. 
Typically a data breach would qualify as a “brand event” that 
necessitates, and legally permits, a franchisor to exercise control 
over the response without assuming liability. Since consumers 
do not differentiate between a corporate brand and a franchised 

Data Breach Response: 
Taking the Uncertainty out 
of Communications 
Franchises must prepare for digital crises to protect not only 
customers but their most valuable asset, the brand.
BY MICHAEL FOX

When Information Security magazine dubbed 2014 “The 
Year of the Data Breach,” the grand total of people 
surprised by this “award” was: zero. The headlines, 

litigation, and billions of dollars spent on data breach issues had 
foretold this tale.

And with unanimous predictions that 2015 will be worse, 
companies of all sizes are reluctantly accepting the new paradigm 
of “when, not if” they will be thrust into a cyber issue of their own.

Indeed, this year began with the January announcement by 
Anthem Healthcare that nearly 80 million people were affected 
by its breach. Not surprisingly, the size and scale of cyber security 
incidents continue to escalate over time and so do the costs. 
While Verizon estimates the financial cost of breaches in 2014 to 
be $400 million to $700 million, Juniper Research forecasts the 
price tag will increase fourfold by 2019.

Because a cyber attack usually targets a “network,” franchised 
organizations face a unique set of obstacles to respond to such 
incidents. By definition, franchises operate in a more loosely 
affiliated manner than a traditional corporate structure where 
command-and-control systems are better suited to maintaining 
security, and responding to an incident should it occur. The 
franchise model presents challenges across a number of areas, 
including: IT systems – are all franchisees on the same system? 
Who oversees PCI compliance?; legal – at what point does 
the franchisor expose itself to claims of vicarious liability by 
directing the response to a breach at a franchised location?); and 
communications – how best to deliver a unified brand message 
about an incident that may have impacted only a few franchisees?

Moreover, the nature of a data breach means that it is often 
very difficult – and can take considerable time, which is always in 
short supply in a crisis – to determine what actually happened, 
how it happened, who was affected, and to what extent. 
Additionally, by the time the organization learns it has been a 
victim, a host of other parties such as credit card issuers, banks, 
payment processors, and law enforcement authorities have 
already found out. As a consequence, public disclosure of the 
breach is not always within your control.

Buffeted by these relentless forces, organizations face a 
dramatic choice: be controlled by events, or seize control of 
them.  And franchises face the additional decision of asserting 
centralized control or deferring to individual franchisees.

T E C H N O L O G Y
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location, and given that data breaches transcend the four 
walls of a retail location, it is important that the response be 
viewed through the broad lens of the system’s brand.

At the same time, response coordination and message 
alignment in the aftermath of a breach is critical. While 
national media will devote coverage to significant breaches, 
the real threat to a franchised organization comes in local 
markets where print, broadcast, and online media will focus 
on the impact to local consumers. With TV cameras showing 
up outside of franchised units and local papers or blogs 
opining on the implications of patronizing a specific location, 
the potential for damaged goodwill and lost sales is real.

The substance and style of communication following a 
breach ideally should adhere to five overarching principles: 

1. Facts: Information is king in the aftermath of crisis: 
what happened, how did it happen, what was 
impacted? In the absence of factual information fear, 
speculation, and false information will fill the void. 
Because conclusive facts are often rare immediately 
following the discovery of a breach, it is important 
to communicate process. What is being done to 
investigate and get the facts, e.g., hiring advisors, 
cooperating with law enforcement, working non-stop, 
etc..

2. Empathy: Until you make clear your concern and 
regret to those who were affected – your customers 
– no one will listen or care what else you have to say. 
Implicit in your customer relationship is a promise to 
protect the privacy and security of the information 
they provide to you. A data breach represents a 
broken promise and therefore requires genuine 
contrition and empathy for the inconvenience and 
potential harm that has been caused.

3. Accountability: It is important to remember that 
although you were the target of a criminal act, you are 
not the victim, your customers are. Whether the hack 
entered through a third-party vendor or found a way 
around your extensive security systems, you need to 
accept accountability for the failure and make that 
clear in communications. And yes, all of this can be 
done without accepting liability.

4. Action: Be specific about what you are doing to 
address the breach and to assist those affected, such 
as providing enhanced security measures, free credit 
protection, 1-800 call centers, web-based services, 
etc. In other words, be seen in the act of leadership.

5. Remediation: To close the loop and move on from 
any crisis, be clear about what you are doing to 
ensure the same situation never re-occurs, including 
creating improved security measures.

Crisis preparedness is a must in the digital world, and 
franchised businesses must take special care to ensure they 
are prepared. By taking steps to prepare in advance, provide 
protection to consumers and communicate as openly as 
honestly as is allowed, an organization can protect itself from 
damage that goes beyond the breach and inflicts damage on 
its most valuable asset, its consumer brand. n

Michael Fox is the managing partner of ICR’s 
Corporate Communications Group.
Find him at fransocial.franchise.org
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Using Mobile Apps to 
Create Efficiencies, 
Enhance Customer 
Experiences and Secure 
Market Share
Great opportunity awaits franchises that engage customers with 
mobile apps. But the path to success demands careful planning 
and testing.
BY RICHARD S. WEISSMAN 

Customer loyalty is a fickle friend, and the thought process of “what have you done for me lately, what are you going to do 
for me today?” is driving the discourse. Convenience, ease-of-use, accessibility and immediacy have become priorities to 
today’s consumers who crave real-time connectivity. Without evolving into part of customers’ on-the-go routines, businesses 

of all types – including franchises – stand the risk of becoming obsolete.
No longer considered a trend or a technological phenomenon limited to games and social media, mobile applications are 

powerful tools that can be used as crucial conduits between brands and consumers/clients. Additionally, careful and thoughtful 
development of a mobile app can enable businesses to position themselves to compete on a different level, and in many ways set 
the benchmark within or even dominate an industry. 

Today, 89 percent of time spent on mobile devices is on mobile apps, with only 11 percent on the mobile web. This breakdown 
highlights the distinct disadvantage businesses without a cutting-edge mobile app face in terms of consumer engagement. 

As the largest of the industries within the Franchise 500, quick-service restaurants are utilizing apps to provide customers with 
accurate information on the status of their orders. For example, Domino’s Pizza’s mobile application allows customers to customize 
pick-up or delivery orders more accurately than they would be able to over the phone, receive notifications regarding what stage 
of creation their pizza is in and how soon they can expect it to be ready and delivered. This reduces errors and creates customer 
expectations that the company can track and fulfill.

While the food sector has led the way in the franchise industry in creating efficiencies and enhancing the customer experience 
through mobile apps, unique sectors such as early education and childcare (preschool) are fairly new to incorporating innovative 
technology into their business toolbox. As one of the fastest growing sectors within the franchising industry, early education 
businesses may have the greatest opportunity for growth by increasing avenues for consumer engagement.

In recent years, with the push from the current administration as well as a flood of supporting research, the importance of early 
education has garnered significant attention, – especially as it pertains to the critical learning that takes place during the first six 
years of life. Studies have shown children’s capacity to learn is far greater than previously realized, and lessons in terms of “what” and 
“how” they are taught are equally as imperative. With nearly 13 million children under the age of six enrolled in childcare, according 
to the U.S. Department of Education, but only six percent of centers nationwide meeting the accreditation standards of the National 
Association for the Education of Young Children, it’s no wonder early education is growing so rapidly across the country.

A secondary focus lies in the fact that the demand of early learning is not matched uniformly with the advancements of societal 
and technological requirements of today. The preschool sector remains dominated with independent “mom-and-pop” operators 

M U L T I - U N I T  F R A N C H I S I N G
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mixed with national behemoths. However, even most 
of the national companies are still only tipping their toe 
into the waters of progress while those which embrace 
progress full-on are seeing an acceleration in brand 
equity and financial advancements. 

Realizing the results to be gained, connectivity with 
parents of its students age six weeks to five years and 
building brand loyalty led The Learning Experience 
(TLE) to develop a suite of mobile applications aimed 
at parents and franchisees called Safe ‘N Secure. To be 
implemented throughout and customized for all of its 
locations, the Classroom Safe ‘N Secure component of 
the suite streamlines processes within each classroom 
by allowing teachers to take attendance, view critical 
classroom ratios and important child information, and 
record daily activities. It works together with the Parent 
Safe ‘N Secure app to provide parents with the most 
accurate and timely information about their child’s daily 
activities and student records.

Therefore, the mobile app is not just an add-on 
marketing channel, as it is often treated by some 
organizations. It has tremendous power to become a 
strategic link between the company and the customer 
as never before to offer a more personalized experience 
while cutting down on operational costs, give customers 
easy access to important information while in turn 
gathering information on how the customer wants to 
interact, and streamline customer service channels/
processes.

Developing a mobile app to achieve these goals is 
just one piece of the puzzle. The return on the investment 
comes once it is rolled out throughout a company’s 
franchise system with widespread buy-in from franchise 
owners as well as customers. For companies with a franchise 
model that includes corporate-owned and franchise-
owned locations, losses are limited via the ability to test 
programs and processes in corporate-owned locations 
before they are adopted by franchisees, thus ensuring 
success and alleviating any burden on franchisees. At TLE, 
70 percent of all locations are franchised with the balance 
being corporately operated, a point highly meaningful as it 
pertains to lines of innovation.

There is immense opportunity for companies in unique 
franchise sectors to secure market share by better engaging 
their customers using mobile apps. However, to do so 
requires careful planning and testing. The more useful the 
app, the more integrated into the customer’s daily or weekly 
experience: the more committed to customer service, the 
more interactions, the stronger the customer relationship 
and satisfaction. n

Richard S. Weissman is chairman and CEO of 
The Learning Experience, an early learning 
academy of more than 200 centers for 
children of ages ranging from six weeks to six 
years old.
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New Lighting Technology Cuts 
Costs, Offers Tax Credits and 
Rebates
Few business solutions can have as immediate an impact as the use of LED lighting 
that is customizable, saves money and reduces a company’s environmental footprint.

BY MARCEL FAIRBAIRN 

As franchisors look to save money, many are finding some new spins on the 140 year-old light bulb. Franchisees and small 
business have enough on their plates as they oversee day-to-day operations. It’s no surprise then that something as 
benign as a utility bill is not always their primary concern when calculating overall operating costs. But given the savings 

franchisors and franchisees have amassed when switching to LED lighting solutions, maybe they should take a closer look. 
By 2005, it had become clear that incipient LED lighting technology had finally reached a point that it became practical for 

businesses to employ it on a wide scale. As is the case with any new money-saving technology, the point was reached when the 
money spent purchasing and installing the technology could be supplanted with money it saved in the short-term. Moreover, the 
advantages the technology can provide were so great that it was obvious that LED lighting was going to be more than a trend. 
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Energy- and money-conscious franchisors have learned 
about the process of retrofitting their current lighting solutions 
with those of the LED variety. What they’ve found was that 
they stand to use less electricity to light their buildings, 
not only saving money and helping the environment, but 
in doing so using lighting that creates a visual tapestry far 
outshiningincandescent bulbs and fluorescent lamps. 

Because franchisees have to contend with keeping their 
business in the black, many owners might scoff at the initial 
investment of retrofitting their existing lighting with that of 
the LED variety. Indeed, many technologies trumpeted as 
being cost-saving down the line may in fact do so, but down 
the line so long it would take years to notice any benefit. LED 
lighting solutions are different in that a number of benefits 
are immediately apparent, both in the quality of the light 
produced and in energy savings on  monthly energy bills.  

According to the U.S. Department of Energy, quality 
LED lighting can last for 30,000 hours and can come with 
warranties of five to 10 years, numbers which are far 
superior to those of LED’s aging ancestors. These numbers 
equate to savings of 40  to 85 percent over fluorescent and 
incandescent equivalents. Beyond savings reported on the 
electricity bill, business owners throughout the United States 
who switch to LED lighting can take advantage of tax credits 
and rebates as well. 

In Illinois, for example, a major utility company offers a 
rebate up to $500,000 for the installation of energy efficient 
lighting. In Vermont, the Efficiency Vermont Public Benefit 
Fund provides rebates of up to 100 percent of the cost of 
LED lighting purchased by a business. The Database of State 
Incentives for Renewable Energy is a great source for rebate 
and incentive programs available on a state-to-state basis, 
highlighting how ubiquitous such programs really are.  

A qualified LED provider can also help cut through the 
red tape and find specific benefits available to a franchise 
on a state and federal level. Such a provider can also 
help find lighting solutions tailored to a client’s specific 
needs. With a marketplace today that provides lighting 
for everything from football stadiums and skyscrapers to 
automobile showrooms and hotels, that’s a service worth 
taking advantage of.     

The decreased amount of energy produced by LED 
lighting relative to older lighting solutions also pays 
dividends when it comes to heating and cooling a business. 
According to the U.S. Department of Energy, while 
incandescent bulbs release 90 percent of their energy as 
heat and compact fluorescent lights release 80 percent, LED 
lighting emits very little heat. This matters when it comes 
to regulating a building’s temperature, saving additional 
money in warmer months.  

When Massage Envy Spa’s corporate office approached 
LED Source in 2011, the company sought a way to decrease 
its energy use while concurrently employing more pleasant 
lighting befitting the franchise’s emphasis on creating a 
relaxing environment. The partnership was a success and 
in 2014, complete LED lighting packages for Massage Envy 
Spa’s franchisees became a requirement. 

Randy Baker, a Massage Envy Spa franchisee, had 
particular reason to be grateful: he reported a total annual 
savings of $3,189 after retrofitting his location with LED 
lighting. 

“LED lighting has paid off in so many ways,” said Baker. 
“LED enhances the overall ambience of the spa, and is more 
cost-effective to boot. The cost savings aspect has helped 
hold me to budget and we got the beautiful lighting design 
as part of the package.”   

FASTSIGNS International is another franchisor that was 
inspired by the increasingly prevalent discussions about 
LED lighting as a way to cut back on energy bills while also 
illuminating products with more appealing lighting. Mark L. 
Jameson, executive vice president of franchise support and 
development for the company, retrofitted the company’s 
locations with LED lighting.    

“The value of retrofitting our lighting with LED was 
shown not just in the positive impact it had on our centers’ 
appearance, but just as importantly, in the return of dollars 
to our franchisees’ bottom-line from electric and other 
savings,” said Jameson.

As legislation in countries around the world is enacted to 
enforce the use of more energy efficient lighting, consumers 
will be faced with some choices about  which lighting 
technology to use. With LED lighting the advantages are 
quite apparent, making for an easy solution.

Few solutions can have as immediate of an impact on 
a business as the use of LED lighting. The idiom “to see 
things in a new light” is never more appropriate than when 
such lighting is retrofitted to light a previously fluorescent-lit 
showroom or sales floor. And, it is better-looking, more 
customizable, saves money both in the short- and long-term 
and lessens an environmental footprint. If only all business 
solutions could pay off in so many ways. n

Marcel Fairbairn is founder and CEO of 
Wellington, Fla.-based franchisor LED Source. 
Find him at fransocial.franchise.org.
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NEXTGEN IN 
FRANCHISING 
WINNERS PURSUE 
BUSINESS SUCCESS
Popular IFA Educational Foundation pilot program to inspire 
young entrepreneurs to franchise future gains place on annual 
convention schedule.
BY JENNIFER KUSHELL 

During the International Franchise Association’s 
annual convention this year, there was a 
palpable buzz in the air. Fresh faces wandered 

the halls, breakout rooms spilled over with curious 
onlookers, and a pulsating energy emitted all around 
the first NextGen in Franchising Summit.

Spearheaded by the IFA Educational Foundation, 
this pilot program gained such rapid and widespread 
enthusiasm that it has been adopted as a new session 
during franchising’s biggest event of the year. 

Eduardo Navarro has been a busy entrepreneur 
since leaving Las Vegas with a “whole new perspective 
on what’s possible.” Le Mime Ice Cream Rolls is his 
winning concept. But it’s much more than an idea, 
it’s a growing business with serious potential to scale.  

In Mexico, “people are scared of franchising 
because they’re not sure if it’s a good investment” 
he said. The market is still evolving, and that means 
Navarro has to contend with misconceptions about 
franchising (particularly in the investment community), 
and limited quality mentorship. 

M U L T I - U N I T  F R A N C H I S I N GT R E N D S

The Future Is Now: Participants in the first NextGen in Franchising 
Summit, hosted by the IFA Educational Foundation during the convention 
earlier this year.
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Comprehensive online 
video-based Franchise Seminars for 
Franchisors and Franchisees. 
Now in its 28th year, Franchise Update Media, 
the producer of the Franchise Learning Academy, 
has been the standard in delivering franchise 
information and education through its executive 
conferences, magazines and online properties. 
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  Leading Multi-Unit Franchisees, 
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professionals.
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Navarro was one of 50 winners of the global contest that 
attracted young people from 44 countries to submit ideas to 
NextGenFranchising.org that ranged from early stage concepts 
to scalable growing enterprises.  

Le Mime currently has one retail store in a Guadalajara 
shopping mall and two mobile units (converted Volkswagen 
buses), retrofitted with equipment to make the custom crepe-
like ice cream rolls, staffed with smiling, talking mimes serving 
product. Keeping up with demand is one of Le Mime’s biggest 
challenges. 

Improving efficiency and turn times are just a few of the 
countless process refinements Navarro is working on for his 
operations manual. To prove his business can work as a franchise, 
he’s focused on refining the model, fleshing out the pros and 
cons of retail growth versus expanding rapidly with mobile units, 
and opening more locations.

Connecting with the Mexican Franchise Association after the 
NextGen Summit, he discovered they didn’t know about the 
program.  But now they do. 

Aziz Hashim, managing partner of NRD Capital and a 
champion of the NextGen program since its beginning, is also vice 
chair of the IFA International Committee. When he introduced 
NextGen to the World Franchise Council meeting during IFA’s 
recent annual convention, the initiative received a standing 
ovation. From that day on, a number of franchise associations 
began following NextGen winners both during convention, and 
in the following months.  Aline Rodriques, an entrepreneur in 
the fashion industry, was beckoned to the Brazilian Franchise 
Association’s final briefing to present, in Portuguese, her concept 
and experience with the industry for the first time.  

John Evans, the Canadian founder of Everline, an aspiring 
franchise system specializing in municipal street line painting 
(parking lots, handicap access, special zoning signage, etc.), 
connected with Lorraine McLachlan, CEO of the Canadian 
Franchise Association. Evans has since spoken on “young 
entrepreneurs in franchising” during the CFA’s recent conference 
and has become an advisor to NextGen. 

Now that Evans’ commitment to franchising is strong, he’s 
eager to get actively involved in the IFA community. Meeting 
Jani-King CEO and President Jerry Crawford at the general 
session where the NextGen winners were first introduced to the 
4,000 attendees was a big highlight for Evans. Excited by his 
concept, Crawford explained how much Jani-King spends on 
parking lot maintenance alone (bringing a big smile to Evans’ 
face), and suggested that they meet to explore opportunities.

Jibu, the safe drinking water franchise started by Peace Corps 
volunteer Galen Welch, based in Kampala, Uganda, received a 
lot of attention as well. Coca-Cola was just one company whose 
interest was piqued. Jennifer Beall, founder of a baby stroller 
and car seat cleaning and installation company, Tot Squad, 
announced its official launch to franchising the first morning of 
the summit. A subsequent CNBC article “Guess What Franchise 
Concept is Red Hot” mentioning NextGen and featuring Tot 
Squad, attracted more than 300 franchise inquiries. Beall now 
represents NextGen on the IFA Convention Committee and has 
been mentored since by David McKinnon, chairman of Service 
Brands International.

NextGen winner Andrija (Andy) Colak wants to expand his 
concept, Surf‘n’Fries, to the United States next. Based in Croatia, 

Colak started franchising six years ago, and has opened 40 
units in 11 countries. His “air” fries and special sauces are 
sold from Hawaiian-style carts in Croatia, Slovenia, Austria, 
Bosnia Hungary, Turkey, Herzegovina, Germany, Hungary, 
Romania, Monte Negro, Macedonia, Vietnam, and Norway. 
Colak has spent every week since the Las Vegas convention 
talking to industry insiders, negotiating deals with potential 
partners, evaluating requirements to enter the United 
States from Europe, and exploring the best financing routes 
for this new expansion.  

David McKinnon “crashed” the winners’ roundtable 
event, where he spent hours mentoring the young 
entrepreneurs. McKinnon has since been instrumental in 
guiding the strategic direction and growth plans for the 
program.  

Alexander Walzl, an Italian law student studying in the 
United Kingdom who presented the winning concept for 
bread-recycling concept Panarium, realized he is not ready 
for franchising. “At the summit I learned I need to look at 
things more pragmatically. I was a little too optimistic about 
my prospects. I thought a good idea alone was enough. I 
also didn’t realize franchising was a much broader concept 
beyond the fast food models.”

This bright young man, whose first trip to Las Vegas and 
the IFA convention, was admittedly overwhelming at first, 
spent every moment of his trip attending every session, 
social event, and networking break he could. “The only 
time I wasted was on sleeping.” Now he is committed to 
gaining “far more experience, as quickly as possible.” That 
millennial concept has inspired his new summer plans to tour 
and meet with as many of the best franchise companies and 
leaders as he can. Walzl is willing to document his adventure 
for the NextGen website because, he says, “Spending the 
summer experiencing first-hand the world of franchising 
would be a dream come true for me in my career.” 

Rhys Richards, a former Japanese noodle bar owner, 
learned about the contest from the Franchise Council 
of Australia. As he told The Franchise Review, “To be 
recognized as one of the first Young Entrepreneurs in 
Franchising global winners allows me to discuss … new 
ways of taking franchising into the future.”  Richards has 
since switched careers to become a business consultant 
and broker “to connect with franchisors and franchisees in 
Australia and develop a model to limit the potential risk of 
failure to those young entrepreneurs who wish to take an 
equity in a franchise that they are passionate about.”`

For updates on winners and finalists and other NextGen 
information visit http://NextGenFranchising.org. To learn 
how you or your company can get involved with the 
program, contact Gionne Jones at gjones@franchise.org. n

Jennifer Kushell is CEO of YSN and producer 
of NextGen in Franchising. Find her at 
fransocial.franchise.org.

(Continued from page 59)
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How Veterans 
Add Diversity To A 
Franchise System
Hiring veterans adds experience, flexibility and workplace 
diversity to franchise businesses, while strengthening a sense of 
camaraderie.
BY TIM COURTNEY, CFE

Franchisors with a diverse ownership are likely 
to own a larger consumer market share in their 
industry and be more successful. CruiseOne 

believes diverse viewpoints are essential assets and 
we depend on our franchisees’ broad range of talent, 
personalities and ideas to help us generate progress 
in growing our business. A key part of building a 
diverse franchise is to focus on and obtain military 
veteran franchisees. 

According to the IFA’s Veterans in Franchising 
2014 Progress Report, more than 203,000 military 
veterans, spouses and wounded warriors have 
started careers in franchising since 2011. According 
to the same report, veteran-owned franchises employ 
more associates than a veteran-owned business and 
are 30 percent more likely to hire other veterans. This 
exponentially diversifies a franchise system. 

Grant Springer, an Army veteran and CruiseOne 
franchisee based in Edgewater, Md., explained why 
he recruits military veterans to work as associates in 
his franchise. “The CruiseOne business model requires 
an individual who knows the importance of adhering to 
a schedule, consistently performs well at work, demonstrates a professional maturity, understands workplace diversity, knows that 
good communication is key to the success of any task and has the ability to be flexible in any situation,” he said. “Veterans exhibit 
a strong layer of personal integrity, ethics and standards of behavior that are a cornerstone in their lives, which creates employees 
with a proven track record of trustworthiness that become assets to the organizations they join after leaving military service. A 
veteran has been trained to work toward efficiency, ask for guidance when needed and exercise self-discipline in professional 
settings. I’ve had the privilege of working with this type of person on a daily basis while serving in the Army, and so hiring veterans 
has become a focus of mine.”

Military veterans and spouses make up 30 percent of the CruiseOne franchise system. While a majority of this number is 
franchise owners, many also are associates hired by non-military owners. As part of its commitment, CruiseOne offers incentives 

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

Veterans can add diversity to a franchise system while offering former 
military personnel to transition into civilian life. 
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to military-veteran and non-military 
franchise owners who hire veterans or 
spouses as associates. 

“Hiring veterans is one way I can 
give back to the community and thank 
them for their service to our country,” 
said Diane Bean, a CruiseOne franchise 
owner in Clayton, N.C. “I recently 
hired a married veteran couple who 
retired after 30 years in the military. 
Their extensive travel expertise and 
military contacts make them an asset 
to my team. As my business continues 
to grow, I’m committed to hiring other 
military veterans as associates.” 

Military veterans come from 
different backgrounds and are used to 
coming together for a common goal. 
Using their diverse experiences, they 
have the ability to play a strong role in 
shaping key attributes that determine 
the future of a franchise. 

A FRESH PERSPECTIVE
When people think military veteran, 

they often think of Baby Boomers who 
served during the Gulf or Vietnam 
wars. However, the landscape is 
changing and in a post-9/11 world, 
more millennials are starting to think 
about their future and eventual 
transition back to civilian life. For 
example, David Frost is a 26-year-old 
CruiseOne franchisee and Staff Sgt. 
in the U.S. Air Force at Panama City 
Beach, Fla. “I decided to become a 
business owner while on active duty 
to both supplement my income and 
to grow my business so I can have a 
sustainable income in the event that 
I eventually separate from the Air 
Force,” he said. 

The military demographic joining 
CruiseOne parallels the company’s 
civilian franchise ownership. Boomer 
franchise owners and military veterans 
are still the majority; however, the 
number of millennial franchise owners 
has increased by nearly 20 percent 
over the past four years, with a similar 
influx of younger military members 
who also are owners. This is important 
because not only will the younger 
ownership base have longevity in their 
franchise ownership and can shape the 
direction the franchise takes, but they 
are the peers of the next generation of 
consumers who will impact the travel 
industry. This is true regardless of the 
industry, with millennials making up 
21 percent of consumer discretionary 
purchases.

CAMARADERIE
There are many parallels between 

franchising and the military. One way 
military veteran franchise owners 
have influenced this link is through 
enhancing the sense of camaraderie 
among owners. In the CruiseOne 
franchise system, owners do not believe 
they are in competition with other 
owners, but rather a support system 
for each other. Franchise Owner and 
Air Force Veteran Cory Hardy noted: 
“The U.S. Air Force provided a sense 
of camaraderie. No matter where I was 
around the world, I had a supportive 
group of men and women that became 
my family,” comparing the experience 
to the camaraderie in the franchise 
industry.

Being part of a franchise means 
being part of something bigger than 
oneself where the sum is bigger than 
its individual parts. In order to succeed, 
it is necessary to rely and trust others. 
Military veteran franchisees recognize 
this importance and lead by example 
for other owners.

LEADERSHIP 
Military veterans are trained to 

be leaders and think on their feet. 
In franchising, this predisposition 
is an advantage and provides an 
opportunity to make a difference. 
There are multiple ways franchise 
owners can take on leadership roles. 
Whether it is joining an internal 
committee, mentoring new owners or 
advocating on behalf of franchising 
or another industry, military veterans 
are often the first to volunteer their 
services.

CruiseOne is committed to being 
“Rich in Diversity” and empowers 
all owners, agents and employees 
to reach their highest potential by 
leveraging their broad range of talent, 
experiences, personalities, viewpoints 
and ideas to generate business growth. 

DiversityFran and VetFran are 
resources that provide additional 
information and educational tools 
about how to create a diverse franchise, 
as well as resources for prospects to 
educate them on the advantages of 
franchising and different available 
opportunities. n

Tim Courtney, CFE, is 
the vice president of 
franchise development 
and ambassador of 
veteran affairs for 
CruiseOne. Find him at 

fransocial.franchise.org

“We began looking into franchises 
and FASTSIGNS instantly stood out 
from the rest.  We weren’t just 
blown away by the business model 
– it was also the great resources 
and ongoing support they provide 
franchise partners.”

Milton Guerrero & 
Woody Poole, veterans

FASTSIGNS of 
North Charleston, SC

FASTSIGNS is 
honored to offer 

veterans a franchise 
fee of $18,750 - a 

savings of 50% - and 
reduced royalties for 
the first 12 months.

For more information, contact 
Mark Jameson at 214-346-5679 
or mark.jameson@fastsigns.com

www.fastsigns.com
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Promote your franchising opportunity every Wednesday to 
3.3 million readers* in Franchising Today.
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T: 855-644-1040 • F: 855-452-1833
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