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In franchise funding, it may seem all are alike... 
but there’s ONE who stands out.

A proven and trusted funding leader, Benetrends originated 
401(k)/IRA business funding (Rollover Business Startups) 
with our Rainmaker Plan—which has the industry’s 
most comprehensive written guarantee. Our 30 year 
legacy of success and service has helped more than 
10,000 entrepreneurs launch and grow their businesses 
successfully with innovative strategies that make the most 
of every opportunity. 

Our comprehensive suite of services include:
• 401(k)/IRA Business Funding
• SBA Loans
• Commercial and Health Insurance
• Payroll and HR Services

Discover why America’s most recognized franchises use 
Benetrends.

866.423.6387 | www.benetrends.com

“We couldn’t have helped our Franchisor clients achieve 
exponential growth without the help of Benetrends...”

© 2014 Benetrends, Inc. All rights reserved.

“People think all funding 
companies are the same. That 
is simply not true. St. Gregory 
sold over 500 units last year and 
many of these were multi-unit 
deals.  We couldn’t have helped 
our Franchisor clients achieve 
this exponential growth without 
the help of Benetrends. Their 
expertise in funding and SBA 
loans is second to none.”

Jeff Herr
President/CEO

FW Final Ad - Spring 2014 v5.indd   1 5/21/2014   11:44:37 AM
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WHY CHOOSE ONE WHEN 
YOU CAN REACH THEM ALL

That’s because a�  uent business buyers aren’t just reading franchise publications. 
In fact, many aren’t reading them at all. To get the complete perspective on business 
they need, including ideas for improving existing operations, new opportunities for growth, 
and emerging trends a� ecting the course of their companies’ success, investors across the
spectrum rely on Entrepreneur. The only way to connect to all of them is to connect to us.
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Advertising in Entrepreneur expands your reach to 
potential buyers from all spectrums of business.

36 Years Strong in the 
Franchise Market

Call today to leave no lead behind.
1-800-864-6864 x271 
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ALLOW FRANCHISEES TO 
PLAN, DESIGN AND BUY 
THEIR OWN MEDIA.  FOR 

FREE!!
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AS YOU UNDOUBTEDLY 

HAVE heard, there is a 
debate in this country 
over whether to raise 
the minimum wage.  
Proponents are advocating 
for an increase citing 
income inequality among 
workers and have attacked 
CEOs of franchise 
companies for not forcing 
franchisees to increase 
wages or even pay for 
the increase themselves.  
IFA has been leading 
the charge to defeat 

an arbitrary increase in the minimum wage through an 
aggressive congressional, media and grassroots campaign 
because it would be devastating to franchise businesses in 
these still tepid economic times.

A minimum wage hike, especially one as significant as 
the $10.10 being pushed for purely political reasons by the 
White House and many Democrats, will negatively affect 
small-business owners and their hardworking employees. 
The Congressional Budget Office has said it would cost our 
economy 500,000 jobs in three years. 

Increasing the minimum wage would raise labor costs 
on small-business owners, reduce opportunities for training 
or advancement for current employees and make it even 
more difficult for the unemployed to find jobs. Instead of 
devising feasible solutions to the very real problems facing 
lower-skilled workers, too many so-called experts offer false 
hopes from a higher minimum wage and resort to sophistry 
like pointing out the differences between the pay of the 
CEOs of fast food companies and those of their entry-level 
workers. 

Such distractions don’t change the facts. We have 
spent countless hours explaining the franchise model 
to policymakers: in the franchise business, wages are 
determined at the local franchisee-level by an independent 
small-business owner. The franchisor, which is the 
corporate entity, protects its trademark by providing 
franchisees with marketing, administrative and technical 

The Minimum Wage Debate is 
Taking Maximum Effort From 
the Franchise Industry

assistance. But it clearly doesn’t set the wages of 
franchisee employees. 

We believe that entry-level and lower-skilled work was 
never intended as a career and groups like Fast Food 
Forward and its “Fight for $15” campaign will ultimately 
push these workers out of the labor market, not help them, 
with a hike in the minimum wage. 

Many workers would see their hours and take-home 
pay reduced, their promotions postponed and, in some 
cases, their “on-ramp” jobs eliminated entirely. An increase 
in the minimum wage is a narrow-minded approach to 
policymaking.  

Unfortunately, more than five years since the recession 
ended, the economy still has not created job opportunities 
for workers to take the skills they learned in entry-level 
positions, like those offered at many franchise companies, 
and apply them to higher-paying and higher-skilled jobs. 
The franchise and restaurant sectors of the economy 
continue to grow at respectable rates, but the rest of the 
American economy has not kept pace. Many workers in 
lower-wage positions have been forced to stay put longer 
than they or anyone else had anticipated. 

Rather than addressing this underlying problem, 
President Obama, Senate Majority Leader Harry Reid 
and most Democrats in Congress seem content to take 
the easy way out. For the past five months, senators have 
staged show votes and publicity stunts to highlight issues 
like minimum wage and income inequality rather than to 
advance genuine pro-growth policies that would really help 
the situation. 

Some commonsense Democrats and the Republican-led 
House of Representatives, on the other hand, have 
steadfastly opposed the facile politics of catchy phrases 
and have tried to enact incentives for job creation. They 
have also wisely rejected a minimum wage increase 
because of its harmful effects. 

It’s time for majorities in both parties to unite behind 
policies that would grow the economy, not shrink it. 
Franchisees across the United States want to hire and grow. 
Washington should try to help them do so.
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PEOPLE

BrightStar Care CEO Shelly Sun, CFE, 
was appointed to the Home Care Association 
of America’s board of directors.

Cheng Cohen Partners Amy Cheng, 
Fredric A. Cohen and Michael R. Daigle 
were named Franchise Times Legal Eagles 
of 2014, an honor which recognizes superior 
attorneys nominated by their clients and 
peers, and who represent both franchisors 
and franchisees in litigation and transactional 
law.  

Edith Wiseman

FRANdata promoted Edith 
Wiseman, CFE, to president.  
While serving as the 
company’s executive vice 
president for the past five 
years, she has played a pivotal 
leadership role in the strategic 

growth of FRANdata’s Capital Access and 
Franchise Business Intelligence suite of 
solutions. 

 

Alex Roberts

Pet Supplies Plus named 
Alex Roberts, CFE, vice 
president of franchising. 
Previously he was president of 
Mr. Handyman.

Drew Johnston

Salons By JC appointed 
Drew Johnston vice 
president of operations.

Greg Courchane

Valpak named Greg 
Courchane director of 
franchise sales. The 
company’s success in 2013 
added momentum resulting in 
plans to add 18 new franchise 
territories this year.

Abby Lee

WellBiz Brands Inc. hired 
Abby Lee as chief marketing 
officer. 

WIN Home Inspection 
named Blair Dufresne 
marketing manager.  

GROWTH

1-800-GOT-JUNK? celebrated its 25 
birthday in April. 

Choice Hotels’ first development incentive 
for new construction of Comfort Inn and 
Comfort Suites hotels reduces fees of 
royalty value on approved projects totaling 
three years.

Corner Bakery Cafe will introduce 18 
bakery cafes to Tennessee and Kentucky
as part of a multi-unit development agreement 
with Half Baked LLC.  The company also 
signed a multi-unit development agreement 
with Holm Bake LLC, which plans to open its 

PEOPLE & NEWS BRIEFS

first of 17 restaurants in the Orlando area next 
year and the remaining sites over the following 
six years.

Dunkin’ Donuts signed a multi-unit store 
development agreement with franchisees Jason 
Duffy and Bert Hayenga to develop three new 
restaurants in Colorado Springs.

Edible Arrangements is celebrating its 15th 
year. The company, which enjoyed sales of $500 
million in 2013, is represented in 49 states, 13 
countries and has about 1,200 franchises. During 
2014’s first quarter, 27 franchise agreements 
were signed and 17 stores opened. 

Elements Massage averaged opening nearly 
one new studio per week in 2013 and saw a 41 
percent increase in enterprise studio revenues 
from the previous year.  Licensed therapists 
with the franchise provide more than 1 million 
massages annually.  

Franchise Educator Robert T. Justis 
Retires

Robert T. Justis, Ph.D., Ourso professorship in entrepreneurial studies 
advisor, Department of Stephenson Entrepreneur Institute at Louisiana State 
University, who taught his last class May 1, retired from LSU after 27 years.  

Dr. Justis taught and conducted research in such areas as franchising, 
entrepreneurship, international businesses and strategic business 
practices.   Specializing in the development and start-up of franchise and 
entrepreneurial organizations, Dr. Justis conducted or assisted hundreds 
of franchising organizations around the world.  He is the founder of the 
Society of Franchising, the Small Business Institute Director’s Association 
and served on the U.S. Small Business Administration’s National Steering 
Committee.  

Dr. Justis earned IFA’s Free Enterprise Award in 2003, a Silver Axiem 
Award for his web-based training program “Seamless Selling” in 2001 and 
the Leavy Award for Excellence in Private Enterprise Education from the 
Freedoms Foundation.

8    FRANCHISING WORLD JUNE 2014 



FRANCHISING WORLD JUNE 2014    9    

COMMUNITY OUTREACH
Jersey Mike’s Subs Raises $2.1 Million 
for Charities    
     Jersey Mike’s Subs raised an unprecedented 
$2.1 million for more than 100 different charities 
nationwide by joining with its generous customers in 
March during the Fourth Annual “Month of Giving.” 
     Customers were invited to visit their local Jersey 
Mike’s restaurant and make donations to a local 
designated charity partner. The campaign culminated 
in Jersey Mike’s “Day of Giving” March 26, a daylong 
nationwide event when 100 percent of sales were 
donated to each local charity partner. Recipients 
included hospitals, youth organizations, food banks 
and more.
     Last year’s event raised $1.7 million for 86 
local charities. Since 2010, Jersey Mike’s locations 
throughout the country have raised nearly $10 million 
for worthy local charities and have distributed more 
than 750,000 free sub sandwiches to help numerous 
causes.

Fresh To Order signed an agreement to open eight restaurants 
in Orlando and inked agreements with three groups of experienced 
restaurateurs for 11 restaurants in Charlotte, N.C., Greenville, S.C. and 
Gwinnett County, Ga. just north of its Atlanta base.

McAlister’s Deli signed a development agreement with an 
experienced multi-unit operator to develop three restaurants in the 
Cleveland area - the brand’s first locations in the market.

Sport Clips Haircuts 2013 same-store sales were up 7 percent over 
the previous year; 151 stores opened across the United States and in 
Canada.

MERGERS, ACQUISITIONS & ALLIANCES

Safeguard Acquisitions acquired Nashville-based Financial 
Institution Supplies Inc. an expert in a core group of marketplaces, 
offering integrated programs for financial, health care and manufacturing 
markets.

HONORS & AWARDS

Three Del Taco franchisees have been honored as recipients of Multi-
Unit Franchisee Magazine’s Annual Most Valuable Performer Awards. 
The company holds the distinction of being the only quick service 
restaurant with three winners. Honored were Paul Hitzelberger, 
“Spirit of Franchising Leadership Award” recipient; Nachhattar 
Chandi, the “American Dream Award” recipient and Sam Anabi, 
“Noble Cause Award” recipient. 

Medi-Weightloss was named a top Tampa Bay workplace for the 
second consecutive year by the Tampa Bay Times.

Franchise sales fewer and far between? Shorten the distance from call to close.

New franchise sales scarce? More or different leads may not be the only answer. Many times the 
issue is in how you handle the leads you have.

MSA are experts at helping analyze, diagnose and implement strategies to make your franchise sales 
process efficient and effective…making the most of what you have and prepared for more.

Contact Kim Ellis, Senior Consultant at 1-952-892-5202 
or kellis@msaworldwide.com

msaworldwide.com

Make Sales Accelerate.

Contact Kay Ainsley at (770) 794-0746 or
kainsley@msaworldwide.com 
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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

IFA’s Public Affairs Conference: Get 
Up Close and Personal With Your 

Lawmakers
Tell your story.

BY MELANIE BERGERON, CFE

The First Amendment to the United States Constitution is 
arguably what gives America its freedom.  The opening 
lines of the Bill of Rights grant all Americans the freedoms 

of speech, religion and assembly.  However, one often forgotten 
freedom granted by that same amendment is the freedom “to 
petition the Government for a redress of grievances.”  This is 
hardly a meaningless postscript.  Rather it is an unambiguous 
indication that the framers of the U.S. Constitution envisioned 
a civic system where individual citizens participated in 
their government not only through elections, but by directly 
challenging the policies proposed or enacted by their elected 
officials.

Effective Advocacy
There are many ways to communicate with your 

representatives, and effective advocacy on any issue will most 
often include multiple contacts via phone calls, letters, emails, 
social media and attending in-district events.  However, the 
most high-impact method of advocacy is meeting face-to-face, 
and sharing a personal story.  The IFA’s annual Public Affairs 
Conference provides an opportunity for you to meet directly 
with your lawmakers to educate them on the issues most 
important to the franchise industry.

Every September, hundreds of franchise owners and 
executives travel to our nation’s capital to attend policy 
briefings on the most pressing small-business issues, hear 
from speakers and opinion leaders from government, media 
and business, and attend meetings with their members of 
Congress or congressional staff.  Attendees also spend time 
catching up and networking with their industry colleagues and 
taking in the sights of Washington.

Your Story Matters
The conference as a whole is a very rewarding experience, 

but by far the most important part of franchising’s primary 
advocacy event is meetings with lawmakers. As business 
owners and constituents, our stories matter to lawmakers, and 
face-to-face meetings is the most effective way to tell those 
stories and have the voice of franchising heard throughout the 

halls of Congress! We continue to cultivate our relationships 
with members of Congress to ensure that we have strong allies 
who understand our issues and the role that franchising plays 
in the U.S. economy. We must stand united as an industry 
to make our voice heard to those who play a real role on our 
bottom line.

We must stand united as an 
industry to make our voice 
heard to those who play a real 
role on our bottom line.

You are truly a great asset and the best advocate to raise 
awareness about the franchise industry and our power to 
create jobs and promote economic growth during this time 
of recovery. IFA’s staff will make sure your Public Affairs 
Conference experience is both rewarding and effective and 
is available as a resource throughout the year to help you 
continue to build your relationships with your lawmakers. 

I can tell you firsthand that both our franchisees and 
corporate staff have truly benefited and enjoyed this event over 
the years and it is a great opportunity for all to get involved and 
make a difference on behalf of your brand. 

Whether you are a franchisor, franchisee or supplier, I hope 
to see all of you at the 2014 IFA Public Affairs Conference, Sept. 
16-17 in Washington, D.C. ADP is the Founding Public Affairs 
Conference and Franchisee of the Year Award Sponsor. Be on 
the lookout for speaker announcements in future editions of 
Franchising World, IFA Insider and IFA SmartBrief.  For more 
information, visit www.franchise.org/publicaffairs.aspx or 
contact the IFA’s Government Relations & Public Policy team at 
202-628-8000. n 

Melanie Bergeron, CFE, is chairwoman of the board 
for TWO MEN AND A TRUCK and serves as vice 
chairwoman on the International Franchise 
Association’s board of directors. Find her at 
fransocial.franchise.org. 
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Whether you realize it or not, you’re performing HR tasks the moment 
you hire your first employee. And what you don’t know can hurt you.

With ADP’s HR HelpDesk, part of our Small Business HR Solutions, 
you have access to a team of HR Business Advisors who have seen  
and heard it all – from managing employee performance issues to 
devising strategies to attract and retain the best people.

Gain access to Fortune 500®-caliber HR support that you can  
afford, for the HR problems that you can’t. With ADP on your  
side, you’ll have more productive days and less sleepless nights.

Just ask the HR experts at ADP®.

Your business is too important  
to search for advice online.

Contact Joe Francis to learn more:  
480-477-8971, Joe.Francis@ADP.com

DOWNLOAD
Top 5 Small Business  
HR Mistakes
sbshrs.adpinfo.com/top5

http://sbshrs.adpinfo.com/top5


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

IFA Pres. & CEO Steve Caldeira 
Addresses Restaurant Leadership 

Conference

IFA Pres. & CEO Steve Caldeira, CFE, delivered a public 
policy update to the nearly 2,000 attendees of the 
Restaurant Leadership Conference in Scottsdale, Ariz. 

last month.  The IFA has been a partner of the RLC general 
session agenda since 2011 and Caldeira has been a member 
of the conference’s Leadership Advisory Council since 
1997.  Leadership Conferences Pres. David Jobe said in his 
welcome letter to attendees that the conference “exists to 
provide a time, place and environment for industry leaders 
like you and your organizations to accelerate the process of 
building critical relationships that result in long-term business 
success.” n 

IFA Pres. & CEO Steve Caldeira delivers a 
federal and state public policy update.

IFA Pres. & CEO Steve Caldeira and former Pres. Bill Clinton, 
Restaurant Leadership Conference speakers, greet each other.
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REPORT CARD

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

for U.S. Congress. 

FranPAC’s current financial support of federal candidates as of 
early April is reflected in the following “report card.”

2013-2014 Cycle Expenditures: $663,474.56
Republicans:  $520,700

Democrats: $127,774.56
Other: $15,000

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

U.S. Senate:
Alexander, Lamar (R-TN) ........................................................................... $5,000
Begich, Mark (D-AK) ................................................................................. $2,500
Blumenthal, Richard (D-CT) ...................................................................... $1,000
Brown, Scott (R-NH-Candidate) ................................................................. $2,500
Capito, Shelley Moore (R-WV-Candidate) .................................................. $5,000 
Cassidy, Bill (R-LA-Candidate) ................................................................... $5,000
Cochran, Thad (R-MS) ................................................................................ $5,000
Coons, Christopher (D-DE) ........................................................................ $5,000
Collins, Susan (R-ME) ................................................................................ $4,500
Cornyn, John (R-TX) ................................................................................... $5,000
Cotton, Tom (R-AR-Candidate) ................................................................... $5,000
Daines, Steve (R-MT-Candidate) ..............................................................$10,000
Donnelly, Joseph (D-IN)............................................................................. $5,000
Durbin, Richard (D-IL) ............................................................................... $2,500
Enzi, Michael (R-WY) ................................................................................ $5,000
Gardner, Cory (R-CO-Candidate) ............................................................... $5,000
Hatch, Orrin (R-UT) ................................................................................... $2,500
Johnson, Ron (R-WI) .................................................................................. $2,500
Kaine, Tim (D-VA) ...................................................................................... $2,500
Landrieu, Mary (D-LA) ............................................................................... $5,000
Manchin, Joe (D-WV) ................................................................................ $2,500
Markey, Ed (D-MA) ...............................................................................$1,774.56
McConnell, Mitch (R-KY) ........................................................................... $5,000
Pryor, Mark (D-AR) .................................................................................... $5,000
Risch, Jim (R-ID) ........................................................................................ $2,000
Roberts, Pat (R-KS) ..................................................................................... $1,000
Rounds, Mike (R-SD-Candidate) ................................................................ $5,000
Rubio, Marco (R-FL) ................................................................................$10,000
Scott, Tim (R-SC) ........................................................................................ $5,000
Shaheen, Jeanne (D-NH) ........................................................................... $2,500
Udall, Mark (D-CO) ................................................................................... $1,000

U.S. House of Representatives:
Amodei, Mark (R-NV-02) ........................................................................... $1,000
Barber, Ron (D-AZ-02) ............................................................................... $3,500
Barletta, Lou (R-PA-11) .............................................................................. $1,000
Barrow, John (D-GA-12) ............................................................................ $5,000
Benacquisto, Lizbeth (R-FL-19-Candidate) ................................................. $5,000
Benishek, Dan (R-MI-01) ........................................................................... $1,000
Boehner, John (R-OH-08) .......................................................................... $5,000
Bilirakis, Gus (R-FL-12) .............................................................................. $2,000
Buchanan, Vernon (R-FL-13) ...................................................................... $4,000
Byrne, Bradley (R-AL-01) ........................................................................... $5,000
Cain, Emily (D-ME-02-Candidate) .............................................................. $1,000
Camp, Dave (R-MI-04)............................................................................... $5,000
Cantor, Eric (R-VA-07) .............................................................................$10,000
Coffman, Mike (R-CO-06) .......................................................................... $5,000
Collins, Christopher (R-NY-27) ................................................................... $1,000
Collins, Douglas (R-GA-09) ....................................................................... $7,500
Comstock, Barbara (R-VA-10-Candidate) ................................................... $2,500
Cuellar, Henry (D-TX-28) ........................................................................... $5,000
Davis, Rodney (R-IL-13) .......................................................... .................$10,000
DeSantis, Ron (R-FL-06) ............................................................................. $3,900
DelBene, Suzan (D-WA-01) ....................................................................... $1,000
DeMaio, Carl (R-CA-52-Candidate) ........................................................... $2,500 
Diaz-Balart, Mario (R-FL-25) ...................................................................... $1,000
Dold, Bob (R-IL-12) ................................................................................... $5,000
Ellis, Brian (R-MI-03-Candidate) ................................................................ $5,000
Ellmers, Renee (R-NC-02) .......................................................................... $1,000 
Farr, Sam (D-CA-20) ................................................................................... $2,500
Fleischmann, Chuck (R-TN-03) .................................................................. $4,900
Fleming, John (R-LA-04) ............................................................................ $5,000
Flores, Bill (R-TX-17) ................................................................................. $5,000
Gerlach, James (R-PA-06) .......................................................................... $5,000
Goodlatte, Bob (R-VA-06) .......................................................................... $2,500
Graves, Samuel (R-MO-06) ........................................................................ $5,000
Griffin, Tim (R-AR-02) ................................................................................ $2,000
Grimm, Michael (R-NY-11) ........................................................................ $2,500
Guthrie, Brett (R-KY-02) ............................................................................. $4,400
Hall, Ralph (R-TX-04) ................................................................................ $1,000
Hanna, Richard (R-NY-24) ......................................................................... $2,000
Hayworth, Nan (R-NY-18-Candidate) ......................................................... $5,000
Heck, Denny (D-WA-10) ........................................................................... $2,000

Huizenga, Bill (R-MI-02) ............................................................................ $5,000
Hunter, Duncan (R-CA-50) ........................................................................ $1,000
Holding, George (R-NC-13) ....................................................................... $7,000
Hoyer, Steny (D-MD-05) ............................................................................ $2,500
Hudson, Richard (R-NC-08) ....................................................................... $5,000
Jenkins, Evan (R-WV-03-Candidate) ........................................................... $5,000
Jenkins, Lynn (R-KS-02) .............................................................................. $2,000
Jolly, David (R-FL-13) ................................................................................. $5,000
Joyce, Dave (R-OH-14) .............................................................................. $2,500
Kind, Ron (D-WI-03) ................................................................................. $5,000
Kline, John (R-MN-02) ............................................................................... $7,000
Latham, Thomas (R-IA-05) ......................................................................... $2,500
Lipinski, Dan (D-IL-03) .............................................................................. $5,000
Matheson, Jim (D-UT-04) ........................................................................... $5,000
McCarthy, Kevin (R-CA-23) ........................................................................ $5,000
McCaul, Michael (R-TX-10) ....................................................................... $2,500
McMorris-Rodgers, Cathy (R-WA-04) ......................................................... $1,000
Meehan, Pat (R-PA-07) ............................................................................... $5,000
Mulvaney, Mick (R-SC-05) ......................................................................... $2,500
Murphy, Patrick (D-FL-18) .......................................................................... $1,000
Murphy, Tim (R-PA-18) ............................................................................... $5,000
Neal, Richard (D-MA-01) .......................................................................... $5,000
Nunes, Devin (R-CA-22) ............................................................................ $2,500
Olson, Peter (R-TX-22) ............................................................................... $1,000
Poe, Ted (R-TX-02) ..................................................................................... $1,000
Price, Thomas (R-GA-06) ........................................................................... $5,000
Radel, Trey (R-FL-19) ................................................................................. $1,000
Reed, Tom (R-NY-23) ................................................................................. $2,000
Renacci, James (R-OH-16) ......................................................................... $5,000
Roby, Martha (R-AL-02) ............................................................................. $2,500
Rokita, Todd (R-IN-04) ............................................................................... $5,000
Roskam, Peter (R-IL-06) ............................................................................. $5,000
Ross, Dennis (R-FL-15) .............................................................................. $3,500
Rothfus, Keith (R-PA-12) ............................................................................ $5,000
Runyan, Jon (R-NJ-03) ................................................................................ $2,500
Ryan, Paul (R-WI-01) ................................................................................. $5,000
Scalise, Steve (R-LA-01) ............................................................................. $1,000
Schock, Aaron (R-IL-18) ............................................................................. $5,000
Shuster, Bill (R-PA-09) ................................................................................ $1,000
Simpson, Mike (R-ID-02) ........................................................................... $5,000
Swalwell, Eric (D-CA-15) ........................................................................... $2,000
Terry, Lee (R-NE-02) ................................................................................... $1,000
Tiberi, Patrick (R-OH-12) ........................................................ .................$10,000
Upton, Fred (R-MI-06) .............................................................................$10,000
Van Hollen, Chris (D-MD-08) .................................................................... $1,000 
Wagner, Ann (R-MO-02) ............................................................................ $1,000
Walberg, Tim (R-MI-07) ............................................................................. $5,000
Walters, Mimi (R-CA-45-Candidate) .......................................................... $1,000
Webster, Daniel (R-FL-10) .......................................................................... $2,500
Yoder, Kevin (R-KS-03) ............................................................................... $2,500
Young, Todd (R-IN-09) ............................................................................... $5,000

Leadership PACs:
AmeriPAC .................................................................................................. $5,000
Ann PAC .................................................................................................... $1,000
Bluegrass PAC............................................................................................ $2,500
COATS PAC ............................................................................................... $2,500
Continuing A Majority PAC ........................................................................ $5,000
ERICPAC ..................................................................................................$10,000
First In Freedom PAC ................................................................................. $1,000
Freedom & Security PAC ............................................................................ $5,000
The Freedom Project .................................................................................. $5,000
Majority Committee PAC ........................................................................... $5,000
New Pioneers PAC .................................................................................... $5,000 
Orrin PAC .................................................................................................. $1,000
People for Enterprise Trade and Economic Growth PAC ............................. $2,500 
Pioneer PAC........... ................................................................ .................$10,000
Prosperity PAC... ..................................................................... .................$10,000
Rely On Your Beliefs Fund ......................................................................... $5,000
Republican Operation to Secure and Keep a Majority............. .................$10,000
PAC to PAC:
American Society of Association Executives (APAC) ................................... $5,000
Blue Dog PAC .........................................................................................$10,000
Democratic Congressional Campaign Committee ....................................$15,000
National Republican Congressional Committee .......................................$30,000
National Republican Senatorial Committee .............................................$30,000
New Democrat Coalition ........................................................................... $5,000
Republican Party of Michigan .................................................................... $2,500
U.S. Travel Association PAC .....................................................................$10,000
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Whether it’s bet-the-company litigation, 
a merger or acquisition, international 
expansion, or you are an emerging 
franchisor, we have the expertise and 
experience you need to build a successful 
franchise system. You can count on us, 
because franchising is our passion.

Don’t Reinvent  
the Wheel

FaegreBD.com/franchise

USA q UK q CHINA

http://faegrebd.com/franchise


IFA Fights 
Patent Trolls 
Posing Threats 
to the Franchise 
Industry and 
the Economy 
The threats that patent trolls pose 
to the economy and the franchise 
industry are not going away.

Rather than building or inventing products or services, 
patent trolls are individuals or companies that have 
acquired a patent for litigation purposes.  Many times 

their legal claims are based on vague or very general patents.  
The patent trolls then use these patents as a means to sue 
other individuals or companies.  Patent trolls cost defendants 
about $29 billion, according to a 2012 study from Boston 
University’s School of Law’s James Bessen and Michael 
Meurer.  And that doesn’t even include indirect costs that 
stymie innovation.

At the federal level, the International Franchise Association 
has joined the Main Street Patent Coalition, which has called 
on Congress to:

1. Eliminate trolls’ ability to hide behind shell 
corporations.  Require patent owners that threaten 
and sue to disclose who is really lurking in the 
shadows and will financially benefit from the scheme.

2. Disarm trolls by improving patent quality and 
providing a way to fight bad patents.  Fully fund the 
U.S. Patent and Trademark Office so there is closer 
scrutiny of patent applications. Expand inexpensive 
review opportunities for unwisely-issued patents so 
trolls think carefully before threatening Main Street with 
patents that should never have been approved.

3. Make it easier to punish trolls that send fraudulent 
and abusive shakedown demand letters. Sharpen 
the Federal Trade Commission authority’s to stop 
fraudulent and deceptive demand letters. Trigger 
automatic reviews of patents abusively exploited by 
trolls.

4. Protect end-users from troll lawsuits based on 
infringements by intermediary manufacturers and 
producers.  Require trolls to sue the party that is 
actually responsible for infringement, not the end users 
who had no input into the product.

5. Make trolls pay when they sue companies 
frivolously and stop runaway litigation costs.  
Require courts to assess sanctions against trolls that 
file baseless lawsuits.

At the federal level, Senate Judiciary Committee 
Chairman Patrick Leahy (D-Vt.) and Sen. Mike Lee (R-Utah) 
have introduced S. 1720, the Patent Transparency and 
Improvements Act of 2013, which would increase transparency 
in patent ownership and stop patent trolls’ practice of sending 
fraudulent demand letters.  The legislation would also provide 
resources for smaller businesses that are targeted with patent 
lawsuits.  S. 1720 includes many of the same provisions that 
the House of Representatives approved when it passed H.R. 
3309, the Innovation Act, sponsored by House Judiciary 
Committee Chairman Bob Goodlatte (R-Va.), in December 
2013.  

IFA’s battle against these litigious ogres has not been 
limited to Washington, D.C.  More than three dozen pieces 
of state legislation aimed at combating patent troll abuses 
have been filed.  South Dakota Gov. Dennis Daugaard signed 
Senate Bill 143, An Act to Provide for a Civil Remedy for a Bad 
Faith Assertion of Patent Infringement, into law in March.  The 
legislation’s author, State Sen. Shantel Krebs, in addressing 
the need for this law, stated, “This practice of patent trolling is 
wrong and something we should take steps to fight against for 
small businesses here in South Dakota.”

IFA has also partnered with the New Hampshire Retail 
Merchants Association in supporting a similar proposal, 
Senate Bill 303.  The opening paragraph of IFA’s letter reads:

“On behalf of New Hampshire’s 3,700 franchise small 
businesses, that employ over 39,000 workers and generate 
over $3.5 billion annually, we write today to urge you to 
support SB 303, relative to bad faith assertions of patent 
infringement. The legislation will help business owners recover 
legal fees, reduce economic incentives for patent ‘trolls’ bent 
on damaging both national brands and local small businesses 
with frivolous lawsuits, and make the states patent system 
more efficient.” 

The threats that patent trolls pose to the economy and 
the franchise industry are not going away anytime soon. 
However, IFA will continue to oppose those who neither create 
nor innovate, but instead, try to profit from the efforts and 
thoughts of others. n 

Dean A. Heyl, CFE, is vice president of state 
government relations, public policy & tax counsel of 
the International Franchise Association.  Find him at 
fransocial.franchise.org.

BY DEAN A. HEYL, CFE
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Bucherati:  How have diversity efforts in the marketplace 
changed since Coca-Cola first founded its diversity initiatives? 

Curtis:  The multi-cultural consumer has always been 
extremely important to Coca-Cola. Diversity is at the heart 
of our business, and diversity efforts reach across every 
aspect of our business − workplace, marketplace, supplier 
relationships and community. 

Beginning more than 50 years ago, our diversity efforts 
were focused on marketing a few of our major brands to 
ethnic consumers in the United States.  Today, marketing to 
multi-cultural consumers is a very significant portion of our 
total business, and will continue to provide significant growth 
opportunities in the future. Coca-Cola’s Chairman and CEO 
Muhtar Kent likes to say that “Everything we do in terms of 
diversity is based on a simple, powerful and global premise: 
our diversity should be as inclusive as our brands.” 

Bucherati:  Why does/should diversity remain a top 
priority for established and emerging companies?   

Curtis:  Diversity is no longer an add-on program. Having 
a diverse workplace and recognizing we live in a multi-cultural 
world is critical to the sustainability of a company and its 
business.  It’s about retaining and growing market share. 
It’s about protecting and growing a brand’s reputation in the 
communities in which it operates.  And it’s about retaining and 
attracting a highly diverse work force that can “see and seize” 
the opportunities in both the marketplace and the community.  
When companies have a culture of diversity, inclusion and 
fairness, they can yield the real power of diversity − the 
synergies that result when different people and cultures 
come together united behind a common goal of winning and 
creating shared value.

Carlton Curtis, vice president, industry affairs of 
Coca-Cola Foodservice, is the current chairman of 
the International Franchise Association Educational 
Foundation’s Diversity Institute and a member IFA’s 
board of directors. He recently met with his colleague, 
Steve Bucherati, Coca-Cola North America’s chief 
diversity officer, to discuss the company’s global diversity 
programs. The key message:  whether you operate in 
only one community or, like Coca-Cola, in more than 200 
countries in every corner of the globe, being a diversity-
focused business is no longer an option.

Being a Diversity-
Focused Business 
is No Longer an 
Option 

F E A T U R E S
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When companies have a 
culture of diversity, inclusion 
and fairness, they can yield 
the real power of diversity

Bucherati: Diversity is often defined by ethnicity or gender.  
How does Coca-Cola define its efforts?   

Curtis:  We define diversity very simply − “difference.” We 
have a strong focus on ethnicity and gender, but our hiring and 
marketing efforts are inclusive of different generations, sexual 
orientation and gender identities, learning styles and so forth.  In 
essence, we recognize that “difference” is something that should 
be respected, valued and leveraged.

Bucherati: Since launching the global diversity mission, what 
changes have you seen at Coca-Cola? Are there best practices 
you’ve encountered? Are there any failures that might help 
companies that are setting up similar initiatives?  

Curtis:  We launched our global diversity work with our 
Global Women’s Initiative in late 2007.  This initial work was 
focused on accelerating the development and movement of 
women into leadership roles in the more than 200 countries in 
which we do business.  The most important learning throughout 
our first six years of this work is that while this is a global 
initiative, the approach we take must be relevant locally − across 
cultures and geography. So while we have developed a number 
of global strategies, initiatives and actions in support of the GWI, 
we know that implementing them across geographies will be 
most successful when the work is further built out by local staff 
in a way that meets the needs of the business at that location 
at that moment in time. This creates a cascading effect and it is 
more authentic and impactful. 

Our work with GWI led to the launch of our 5by20 Women’s 
Economic Empowerment Program. The Coca-Cola Company 
committed to economically empowering 5 million women across 
our entire business system by 2020.  This is a lofty goal, and we 
are seeing great success. We’ve more than doubled the number 
of women in our assessment and development programs. 
We credit the success of this program to our local approach, 
similar to the GWI, working with one woman at a time, in one 
community at a time, but across the globe. 

Bucherati:  How has Coca-Cola’s inspired efforts to gain 
a work force more reflective of the population benefited the 
workplace/culture? How have they benefited the company’s 
performance?   

Curtis:  A more diverse work force, with its breadth and 
depth of diverse perspectives, has created an environment 
where we are able to see a wider variety and number of business 

opportunities, we are able to better innovate and we are able 
to better problem-solve.  This allows everyone in our work 
force to contribute in more meaningful ways. 

As a for-profit company, we also have to look to our 
marketplace and mirror our consumers.  As an example, we 
founded our 5by20 women’s initiative because of the numbers 
− women are the drivers of the commerce in the 21st century, 
controlling $20 trillion in spending. It just makes good business 
sense to economically empower women − whether that’s 
through gender parity within our organization or to support 
female entrepreneurs in developing and emerging markets. 

Bucherati:  What would you say are the top considerations 
for franchisors just starting a diversity initiative?  

Curtis:  Start by thinking about the consumers you serve, 
and ensuring your company is relevant to them in every 
way. Think about your marketing − is it speaking to them in 
their “cultural language?” Does your work force reflect your 
consumer base at every level, including top leadership? Do 
your community-based efforts connect to your customers in 
authentic ways? Asking these questions of your business will 
help retain current consumers and attract new ones.  

After your business has achieved relevance to the current 
consumer, then successful companies and franchisees should 
look to those consumers you may not be serving today and 
develop strategies and initiatives − including the marketplace, 
workplace and community − that will engage and enroll those 
additional consumers.

Bucherati:  Are there any roadblocks that the franchise 
community should watch out for?  

Curtis:  As I’m sure the franchise community already 
knows, the competition for talent in today’s marketplace 
is fierce, so establishing a strategic talent acquisition, 
development and retention plan is critical.  

Acquiring talent sounds like the easy part, but in today’s 
competitive marketplace, we advise our partners to think 
about hiring in the same way they would think about marketing 
− identifying what sets them apart from the competition, 
then communicating that to potential candidates.  It’s also 
important to “fish where the fish are,” meaning that you can’t 
just source and recruit from the general market and expect 
to do well in attracting diverse talent.  Successful companies 
understand both where strong, diverse talent is looking for 
career opportunities, and, in today’s digital landscape, how 
they are finding opportunities. Once that is established, 
successful companies can develop a strategy that allows them 
to source from that well of successful, diverse candidates. n

Find Carlton Curtis, vice president, industry affairs of 
Coca-Cola Foodservice at fransocial.franchise.org.
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WILL YOUR BRAND STILL be relevant 10 years from now?  How will your customer base look in 10 years?  These are questions 
every franchise system should ponder.

The Situation
During a board meeting recently, one participant made a comment about the need to cast a wider net for customers. This led to 

an interesting discussion from which franchise systems might take note of their strategic planning process and diversity efforts.  One 
member kicked off the discussion by explaining why the organization thought it was imperative to attract a more diverse population.  
She said it is no longer acceptable to only market services and products only to the sector we’ve targeted since the organization was 
founded.  If we continue to do so, she added, we will be marketing to a shrinking demographic.  Others will seize the opportunity to 
market to the growing population we’ve overlooked.

Another member added that organizations are not wise to neglect efforts to market to the fastest growing demographic for ages 
25 to 35.  Of this sector, she estimated that 65 percent are Hispanic in the local market for this segment.  The demographics are very 
different from 30 years ago when the organization was formed.  While there are many aspects of diversity which deserve attention, 
this article is primarily composed of a discussion of minorities and women.

With the changing demographics in the United States, it’s unsound business sense to put diversity at the bottom of the company’s 
priority list; it should be at the top.  Today’s minority is tomorrow’s majority.  Effective diversity and inclusion programs must come 
from the top down.

Where do we go from here?
Some companies have gotten the memo while others are still at Ground Zero trying to figure out what to do next.  McDonald’s, 

which has been a leader and innovator in the franchise industry, is also a leader in the quick service industry and the country on 
how to develop a diverse group of franchisees.  McDonald’s starts at the top by creating a culture of inclusion for employees and 
customers.  Seventy percent of its U.S. employees are women/minorities.  More than 25 percent of its leadership is comprised of 
women/minorities.  McDonald’s touts more than 5 billion in diverse vendor spend.  Forty-five percent of its franchisees are women/

Diversity and      
Inclusion       
Are Critical        
to Stay 
Relevant

If you are not ahead of the 
curve, your company might 

find itself playing catch-up to 
become relevant.

BY EARSA JACKSON, CFE
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minorities.  McDonald’s even has a Global Women’s 
Initiative designed to ensure a solid pipeline of women being 
groomed for leadership in the company.

Could you be unintentionally killing your 
diversity efforts?

Some companies have done a great job of expanding 
their reach while others have lagged behind.  It leaves one 
asking why there is not more diversity in franchising.  Lack 
of education, money, experience and exposure by women 
and minorities could explain some of the disparity, but we 
should not assume these are the only explanations for the 
disparity.  One diversity consultant strongly emphasizes 
unintentional bias as one explanation.  She puts biases into 
essentially three categories:  stereotype, confirmation and 
status quo bias.  Merely being cognizant that biases may 
exist actually helps to recognize (and dispel) bias.

To assess whether you might fall in the category 
of stereotype bias, watch for instances where you are 
surprised about something when you are talking to a 
minority candidate, employee or member of a leadership 
team.  This bias may have nothing to do with a racial bias, 
but ask yourself why you were surprised.  At the root of 
the surprise might be a bias you never knew existed, all of 
which is unintentional.

To assess whether confirmation bias might be at work, 
ask yourself whether you have some preconceived notions 
about productivity and success.  Jot those down and 
assess each one.  Be sure you have a rational basis for the 
criteria you set as even your ideal candidate may just be a 
replica of those you already have in the system. This could 
lead to not giving proper consideration to someone you 
have excluded, based on preconceived notions about those 
who are the most productive franchisees or candidates.  
This bias causes one to only focus on traits which affirm 
established beliefs while ignoring important factors which 
contradict established beliefs.

Status quo bias shows up in the form of the position 
that “We’ve always done it this way and it works for us” 
or “If it ain’t broke, don’t fix it.”  This bias can be deadly 
to a system.  A business must change over time to remain 
relevant.

Perspective of 2014 Ronald E. Harrison 
Diversity Award Recipient

Diversity is a very important issue for the International 
Franchise Association, and each year, the IFA awards 
the Ronald E. Harrison Diversity Award during its annual 
convention.  The 2014 award recipient is John C. Draper, 
president of operations for V&J Holding Companies, which 
operates more than 100 restaurants under his direction.  
The brands include Pizza Hut, Burger King, Auntie Anne’s, 
Cinnabon Bakeries, Coffee Beanery and Haagen-Dazs 
spanning four states.  He oversees more than 3,100 team 
members.  V&J Holding Companies is owned by Dr. 
Valerie Daniels-Carter and is the largest female franchisee 
operation in the United States.

When asked about challenges and opportunities for 
more diversity in franchising, Draper described a challenge 
related to the way franchise systems determine whether a 
candidate has the requisite experience to bring to the table.  
Often the criteria used to “qualify” franchisees may be too 
limited.  Not all experience needs to come from the industry 
according to Draper.  Candidates with military experience 
often bring great training to the table.  A candidate’s prior 

job duties might qualify him while the title he was given (and 
for which he was paid) may not match up.  Look beyond the 
surface.

Where a candidate has many of the traits the franchise 
system desires as “ideal,” but lacks some operations 
experience, franchisors may consider ways to pair these 
candidates up with others with experience or offer training 
and classes on the operations side.  Some systems have 
been very successful with matching candidates with great 
operators.  Franchisors must realize this is not an effort 
in social duty, but an effort to increase their diversity 
intelligence.  Having a diverse group of franchises enhances 
the system and helps to broaden the customer base of the 
brand.

Next Steps Toward Diversity and Inclusion
Franchise systems must increase their diversity IQ to 

stay relevant.  Where does your company stand on diversity 
today?  How does it measure up to your competitors?  Will 
you be left behind in five, 10 or 15 years because you failed to 
take a forward-looking approach to growth?

Look within your own company and assess where you 
stand with diversity among your employees, customers, 
franchisees, leadership team and strategic alliance.  If you are 
not ahead of the curve, your company might find itself playing 
catch-up to become relevant.

If you want to increase your diversity IQ and expand your 
search for diverse franchisees, consider doing one or more of 
the following:

1. Support the IFA’s Diversity Institute.  The purpose 
of the Diversity Institute is to promote and foster 
diversity and inclusion within the franchise community. 
The institute serves as the home for IFA and the 
Education Foundation’s diversity and inclusion 
programs – education, research, scholarships 
and liaisons with other national organizations. The 
institute provides information to assist IFA members 
in expanding their diversity recruitment and multi-
cultural marketing efforts at all levels – franchisees, 
employees, suppliers and consumers.

2. Participate in the one-day seminars co-sponsored 
by the IFA conducted around the country that 
are designed to attract women and minorities 
interested in franchising.

3. Establish strategic alliances with organizations 
beyond the normal organizations you have aligned 
with in the past.  Consider participating in events 
and marketing opportunities with organizations whose 
members/subscribers may be good candidates for 
you.  Entities such as Black Enterprise can be great 
resources to help you cast a wider net.

4. Attend the New Market Summit during the 2015 
IFA Convention to hear what others are doing to 
further their diversity and inclusion efforts. n

Earsa Jackson, CFE, is a partner in the Dallas-based 
law firm Strasburger & Price, LLP and the first vice 
chairwoman of the International Franchise 
Association Educational Foundation’s Diversity 
Institute.  Find her at fransocial.franchise.org.  
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Building From a Strong Work 
Ethic 
BY CHRIS ARNETT

Family has always been important to Darshana Gijubhai 
Patel, providing her with a solid foundation from which many 
fortunate experiences originated. Born in India, her parents 
sent her at age three to Vadodara in the state of Gujarat to live 
with her maternal grandparents.  Patel studied at an English-
speaking Catholic school.

She, her younger sister and her parents migrated to the 
United States in 1979, following the path her uncle paved 30 
years earlier. Her father, with a degree in biochemistry and 
background in farming, first found work at a boot factory. 
Later, he entered the hotel business, providing financing and 
helping run the independent property his son-in-law Sharad 
bought in Madison, Tenn. That hotel is still in the family today, 
and was the critical building block for the family’s entry into 
hospitality and franchising.

Patel remembers coming home from school as a teenager 
and going straight to work at the hotel, sitting at the front 
desk, folding towels, tarring the parking lot, painting the pool, 
doing any work needed. She doesn’t remember her father 
or brother-in-law considering her gender when asking her to 

perform a task; with all the work that needed to be done, her 
father never treated his three daughters with kid gloves.  They 
were expected to do their fair share. This standard would help 
shape Patel’s life and career.  

During these formative years, Patel never envisioned herself 
as a hotelier. But she always insisted that while she held 
traditional Hindu values, she was a modern woman who planned 
a career outside of the home. After graduating from the Univ. 
of Tennessee-Knoxville with a bachelor’s degree in economics, 
Patel moved to Atlanta where she was hired by Kay Jewelers as 
a manager trainee. She enjoyed her new-found independence, 
while at the same time her father was arranging prospective 
candidates to become her life partner, as is the custom.

Patel traveled reluctantly to India at her father’s request 
to meet these suitors. Initially she was not interested, but 
she met Shirish Patel, M.D. and knew he was different. She 
approved of the fact he was a doctor, and was impressed by 
his determination and drive. After an initial meeting, they met 
twice more to talk about how they would share household 
responsibilities if they had a family together. They were married 
11 days later.

Shirish followed Darshana back to the United States, and 
after a short time living with family in Kentucky, they moved to 
New Jersey where he finished his medical residency.  Their first 
child, daughter Shivangi, was born in 1992. Another daughter, 
Meera, followed in 1995.

F E A T U R E S

Diversity 
and Women 
Franchise 
Owner Profiles: 
We Are Not 
Invisible
The franchise industry continues to create 
opportunities for women entrepreneurs 
who are seeking business ownership.  
Industry representatives provide 
examples of three enterprising women of 
achievement.  
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Dr. Patel was recruited by several private practices in 
Kentucky. He accepted an offer to join a practice in Owensboro, 
a mid-size Kentucky town with approximately 60,000 residents 
and only a few dozen Asian-Indians. Darshana became very 
fond of Owensboro and spent the first several years there 
raising her two daughters and her son, Shiven.  

By this time, her father and her brother-in-law had 
accumulated more hotels and had entered the world of 
franchising with two Choice Hotels International brands, 
Comfort Inn and Econo Lodge.  Darshana appreciated 
the consistency of branding and the standards set by the 
franchisor.  She still believed owning hotels was her family’s 
passion and not hers, but that would soon change.

At the urging of her father, Darshana attended a real estate 
auction and purchased property in Owensboro in 1998.  She 
then meticulously researched the available options, and 
became interested in Comfort Suites, another Choice Hotels 
brand.  While grateful for her wide-ranging work experience 
at her family’s independent hotel in Tennessee, she wanted 
to franchise the hotel and follow established operational 
procedures. She purchased the franchise in 2000, and the 
Comfort Suites hotel in Owensboro opened its doors on Dec. 
27, 2002.  

Since it’s opening, the Owensboro hotel has enjoyed 
tremendous success. The hotel has earned the brand’s top 
awards many times, and was the No. 1-ranked Comfort Suites 
hotel in 2007. That same year, Darshana purchased two other 
hotels in the surrounding area and in 2007 and 2009 she and 
Shirish purchased a franchise gas station and car wash to 
diversify their investments.

Early in her hospitality franchising career, Darshana chose 
to become involved and not sit on the sidelines. She has been 
active in the Choice Hotels Owners Council for 10 years, 
and has been a Life Member of the Asian American Hotels 
Owners Association since 2007.  Additionally, she served on the 
Owensboro Chamber of Commerce for three years, the Davies 
County School Foundation Board for seven years and the River 
Park Foundation Board for four years.  Darshana became a 
Certified Hotel Operator in 2007 and is considering the Certified 
Franchise Executives certification from the International 
Franchise Association.

These accomplishments, on top of competing demands as a 
mother, would not have been possible without the support she 
received from her family. Darshana has always made family first; 
a follower of the Hindu faith traditions, the family follows a strict 
vegetarian diet. The children speak multiple languages and have 
achieved tremendous academic success. Her oldest daughter 
currently attends the Western Kentucky University and the 
younger daughter attends the Univ. of Louisville.

Darshana has also found time to serve others. Following 
the devastating 2004 earthquake in India, she planned and 
implemented a disaster-relief fundraising dinner in Owensboro. 
She, her sister and her mother prepared and served food for 
more than 500 local residents in a facility donated by a local 
Catholic church, and raised nearly $50,000 that directly aided 
reconstruction efforts in India.

Many positive experiences in her life created this strong 
work ethic that has enabled her to start businesses, create 
opportunities, serve others and enjoy a happy family life at the 
same time.

Darshana recently lost the “two pillars” of her foundation, 
her father and brother-in-law. She credits much of her 
success to them, and although she has always been fortunate 
to have had their example and support, Darshana wants 
even more now to honor their hard work and sacrifice as she 
pursues the same path. And as part of the series of fortunate 
events in her life, she continues to have her husband Shirish’s 
full support in this journey.  

Chris Arnett is senior director of franchise 
management for Choice Hotels International and a 
member of the International Franchise Association 
Educational Foundation’s Diversity Institute.  Find 
him at fransocial.franchise.org.

Soaring to Greater Heights
BY MIRIAM L. BREWER, CFE

Growing up in Oxford Miss., 
Edith Kelly-Green would have 
never imagined she would 
become one of the largest 
multi-unit Lenny’s Sub Shop 
franchisees. In reality, she 
would not have imagined being 
a franchisee, period. Corporate 
America was in her blood as a 
certified public accountant. She 
received a bachelor’s degree 
from the Univ. of Mississippi and 
a master’s degree in business 

administration from Vanderbilt University.
Kelly-Green arrived at FedEx in 1977 where she was 

hired as a senior accountant and worked her way up to vice 
president and chief sourcing officer. When she retired from 
FedEX at the age of 50, she wanted time to do whatever she 
chose. She had earned “me” time.  Most importantly, she was 
financially secure.  

To say she became a franchisee by happenstance would 
be an understatement. Kelly-Green was somewhat familiar 
with Lenny’s, but it was while reading the local newspaper 
that she learned a store was available. She set her sights 
on investing in the company. And, her daughter, a pre-med 
major, was very familiar with Lenny’s; from there the wheels 
started to turn.

While we like to say in franchising “you are in business 
for yourself, but not by yourself,” she was able to identify a 
partner, Marlin Harris, who was the first person the founder of 
Lenny’s had hired. That partnership lasted until Harris’ death. 
Once Kelly-Green decided to go into franchising, she knew 
right away she wanted to own multiple sites and she set the 
number at 10. Why? She wanted to not only have a seat at the 
table, but to have a voice in decisions at the corporate level. 
It was because of that insight that she is once again serving 
on Lenny’s Advisory Board, after rotating off according to the 
bylaws, and then being re-appointed in April. 

Edith Kelly-Green
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When asked “why franchising?” she quickly responds that 
she wanted to create a family legacy. Her son, a student at of 
one the famed historically black colleges and universities − 
Florida Agriculture and Mechanical University − wanted to be 
an entrepreneur. She has laid the groundwork for the legacy to 
continue, as well as creating employment opportunities for youth 
in the community. 

Kelly-Green knows that the biggest obstacle and opportunity 
is the hiring of staff. She seeks to connect with the work force 
which is critical to them delivering the product. The ability to 
motivate and select the right employees who will model one’s 
view of service is a key focus and a major tenet in how she runs 
her business. 

Kelley-Green maintains a positive presence in the community. 
In 1999, she was inducted into the Ole Miss Alumni Hall of Fame 
and now serves as a member of the executive board of the Ole 
Miss Alumni Association. Her community service also includes 
leadership positions with the Univ. of Mississippi Foundation, 
Pyramid Re-Use Committee, Center City Commission, Baptist 
Women’s Hospital and the Memphis Zoo. She is also a founding 
member of the Women’s Foundation for a Greater Memphis.

Giving back is essential to Kelly-Green’s being and core to 
who she is as an African-American women blessed to have had 
a successful corporate career and who’s now enjoying success 
in franchising. Family is extremely important to her and keeps 
her grounded.

She has endowed and funded four scholarships through 
Ole Miss Women’s Council for Philanthropy. The first was in 
honor of her grandmother, Christine Mitchell Hickonbottom 
who was a maid at the university and the second in recognition 
of her mother-in-law, Marion Mullin Kelly Gordon (the Gordon 
Scholarship). The remaining two will be funded through her 
estate and named Jayna Kelly, M.D. Scholarship (in honor of her 
daughter) and lastly the Edith Kelly-Green Scholarship. 

Miriam L. Brewer, CFE, is senior director of education 
and diversity for the International Franchise 
Association and the staff liaison for the IFA Educational 
Foundation’s Diversity Institute Board.  Find her at 
fransocial.franchise.org.     

Entrepreneurship is in the 
Blood
BY LYNETTE MCKEE, CFE

    

Growing up in a family of entrepreneurs can certainly set you 
on a path to continuing the family tradition, that’s exactly what 
happened with Mariana Huberman, a franchisee of The UPS 
Store.  Several generations of family members had started their 
own businesses, both in Argentina, where Huberman was born 
and in the United States, where her family emigrated when she 
was eight years old. “Entrepreneurship is in my blood. Literally,” 
she says.

Like many college graduates, Huberman opted to start her 
career in the corporate world, but after her third child was born, 

a routine visit to the local post office 
led to an unexpected career, and 
life-change.  She and her infant 
daughter visited the local post office 
during a typical day of errands 
where she was struck by the lack 
of customer service and limited 
services offered. The visit led her to 
ask herself, “Isn’t there a better way 
or alternative to the post office?”

Huberman was familiar with The 
UPS Store; her cousin owned a 
number of franchise locations in 
Florida. Suddenly, it clicked. She knew there was a need for better 
service, and she knew what it was like and what it would take to 
be a business owner. She decided to open a The UPS Store. 

That was 10 years ago, and now she’s a successful franchisee. 
For Huberman, business ownership offers the flexibility to better 
balance home life and work life.  Owning her own business allows 
her to set her hours, which gives her time to be a volunteer in her 
children’s classrooms, take them to their doctors’ appointments 
and to have more “quality time” with her family. 

As a business owner, Huberman knows that customer service 
is of utmost importance. She and her staff know their customers 
by name, and will go the extra mile to ensure that customers 
always get the attention they deserve.  For example, a customer 
asked for a large print job to be completed in one day.  “I didn’t 
know if our printer would hold up or if we even had enough 
paper,” said Huberman. “But there was no way we were not 
going to provide our customer with the service that the customer 
needed!”

Huberman said that since opening her store, she sees the 
face of franchising changing.  When she began her franchising 
career, franchisees were mostly recent immigrants pooling their 
family money to start a business or men pursuing their second 
careers.  Today she is seeing younger franchisees who have 
the entrepreneurial spirit.  When she attends the International 
Franchise Association or The UPS Store conferences, she meets 
other franchisees who have had paths similar to hers.  

With all this success comes challenge.  A few years into her 
business, Huberman decided to expand.  But a bad choice on 
real estate, compounded by an economic recession forced her to 
close the doors.  That caused her great frustration, but through it 
all, she has remained steadfast in her belief that being in business 
is the best work/life balance for her and her family.  And one day, 
if the right opportunity comes along, she may be inclined to open 
a second location.

When you are a “part of a system,” it’s the “name on the 
door” that makes the difference.  When you are “in business 
for yourself, but not by yourself,” the world opens up to you in a 
whole new way.

I’d be willing to bet that Huberman’s children will grow up to 
be business owners themselves one day.  What a role model they 
have for how business is supposed to be run. n

Lynette McKee, CFE, is CEO and managing partner of 
McKeeCo Services, LLC and a member of the 
International Franchise Association Educational 
Foundation’s Diversity Institute.  Find her at fransocial.
franchise.org.  

Mariana Huberman

(Continued from page 23)
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Starting your own franchise is

easier than you think.

Ready to get started? 
Apply now at Franchise.7-Eleven.com

or call 1.800.782.0711

© 2014 7-Eleven Inc. All rights reserved.  
This is not an offer to sell a franchise.  
An offer can only be made in applicable  
states with authorized documentation.  
7-Eleven Inc., One Arts Plaza, 1722 Routh St., 
Suite 1000, Dallas, Texas 75201

•  You control your future – build a business that 
    fits your life

•  Your earning potential is as big as you make it

•  Work with a top-five franchisor that’s known and  
    loved worldwide

•  Gross profit split – we only succeed when you do

•  7-Eleven provides the store, land and  
    equipment, plus top-notch training

•  Start-up is fast, and we’re with you 
    every step of the way

Franchising with 7-Eleven®  
just might be the smartest 

business move you’ve  
ever made. 

http://franchise.7-Eleven.com


THE DIVERSITY INSTITUTE BOARD welcomes three new 
members who are champions of diversity in their own right. 
Collectively, as well as individually, these individuals are 
lending their voices to call for diversity and inclusion as 
a growth strategy.  The Diversity Institute serves as a key 
catalyst for promoting and fostering diversity and inclusion 
within franchising, including franchisors, franchisees, 
suppliers and employees. 

James Bond
While not the fictional movie character 

you may be familiar with, he is a man of 
action. James Bond, Queen’s Counsel, 
is a lawyer with the Vancouver law firm 
Alexander, Holburn, Beaudin & Lang 
LLP, where he is a member of the firm’s 
Franchising & Distribution, Business 
and Technology practice groups.  Bond 

focuses on providing tactical and pragmatic advice and 
services related to intellectual property protection, acquisition 
and exploitation, corporate and commercial transactions, 
privacy and technology law matters. He regularly negotiates 
and drafts acquisition, license, franchise, distribution and 
financing agreements. He also provides strategic advice 
related to privacy and technology compliance. His clients 
are concentrated in the franchising, technology services, 
biotechnology, software, food and beverage, service and 
retail sectors, and range from start-ups to major international 
corporations.

Bond is extremely active in his community, having been 
involved in a number of organizations focused on diversity 
and inclusion.  He has served as a director of the Vancouver 
Pride Society and Qmunity, a resource center for the lesbian, 
gay, trans, bi and queer community program that provides 
training and advocacy.  He was a member of a capital 
campaign cabinet which raised more than $25 million to build 
an integrated residential and health care facility operated by 
the Dr. Peter AIDS Foundation, and also served as a member 
of its board of directors and chairman of its Governance 
Committee.  Bond has also led diversity and professional 
recruiting initiatives within law firms. 

In 2010, Bond served as president of the Canadian Bar 
Association (British Columbia), and as a member of the 
board of directors of the Canadian Bar Association.  He 
currently serves as a governor of the Law Foundation of 
British Columbia, which funds legal aid, advocacy and public 
legal education initiatives throughout the province.  He also 
serves as chairman of the foundation’s Public Legal Education 
Committee, and as a member of its Finance and Planning and 
Priorities committees.

Bond has been ranked as a leading lawyer in the areas of 
franchise law and technology law, including “Best Lawyers 
in Canada,” the “Canadian Legal Lexpert Directory” and 
the “International Who’s Who of Franchise Lawyers.”  In 
recognition of his service to the legal profession and the 
community at large, Bond was inducted into the American 
Bar Foundation in 2009 and received his Queen’s Counsel 
designation from the British Columbia government in 2010.

New Members, New Energy 
Added to the Diversity Institute 

Board
Newest board members bring skills to help the Diversity Institute 

promote and foster diversity, inclusion within franchising.
BY MIRIAM L. BREWER, CFE

F E A T U R E S
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Marlén Cortez Morris
New to the International Franchise 

Association, but not to franchising, Marlén 
Cortez Morris is an attorney with Cheng 
Cohen LLC.  Prior to joining Cheng Cohen, 
she was with Winston & Strawn LLP for seven 
years following a stint as a summer associate. 
Currently, she represents franchisors in 
a variety of disputes, including wrongful 

termination, trademark infringement, unfair competition, fraud, 
disclosure violations, and breach of contract and good faith and 
fair dealing, before state and federal trial and appellate courts, 
as well as mediation and arbitration. Additionally, Cortez Morris 
counsels and represents franchisors on vicarious and joint 
liability matters.

While in law school, she received such awards as the Rickert 
Award for Excellence in Advocacy from the Univ. of Illinois 
College of Law. She was associate editor for the University of 
Illinois Law Review, participated in the International Human 
Rights Clinic and was a national team member who competed 
and won in the Editor & Best Brief category in the Hispanic 
Moot Court that is sponsored by the Hispanic National Bar 
Association. 

Dedicated to ensuring the rights of all people and the voices 
of diverse groups are heard, Cortez Morris served on the 
Hispanic Lawyers Association of Illinois, Law School Committee 
and is currently on the Univ. of Illinois, College of Law Latino/a 
Students Scholarship Committee and the National Immigrant 

Justice Center’s Junior Leadership Board. 
Her knowledge, skills and ability to connect with diverse 

communities has led to her serve as a mentor to diverse 
elementary school students, participating in diversity 
recruitment activities that include traveling to professional 
bar events and law school campuses to interview candidates 
and identifying top talent. Cortez Morris has also presented 
to prospective law students of color through the Posse 
Foundation, a comprehensive and renowned college access 
and youth leadership development program.

Mariana Huberman 
Mariana Huberman, who is no stranger to 

IFA, is a tireless advocate for franchising and 
for the rights and support of franchisees. 
Huberman has served on the association’s 
Convention Committee; the Franchisee 
Forum as a member, secretary, second vice 
chairwoman and first vice chairwoman; the 
Marketing & Public Relations Committee; 

FranSocial Advocacy Group; and the board of directors. 
Learn more about Huberman’s franchise journey on page 

24. 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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SUPPLIERFORUM

IFA SUPPLIER FORUM SPOTLIGHT

Payday is the best day of the week for your employees, and 
also your best opportunity to show how much you appre-
ciate their efforts. But too many employers make the mistake 

of overlooking their un- or underbanked employees on payday. A 
recent study by the FDIC found that 1 in 12 households, or nearly 
10 million workers, are unbanked. These employees receive a 
physical paper check, because they are not able to participate 
in direct deposit. The result is less money in their pockets, and 
less leisure time. The high fees incurred via check-cashing outfits 
and banks, as well as the time spent traveling to these locations 
detract significantly from unbanked employees’ happiness and 
job satisfaction.

That said, here are some quick and easy ways to eliminate paper 
checks while providing a better payday experience for your employees 
(oh, and did we mention direct deposit saves you, the employer, money 
too?)

 

Provide Financial Service Options
Studies show that well over 90 percent of unbanked workers can 

obtain a bank account, but have decided not to. To help your employees 
successfully utilize direct deposit, provide a few options so they can 
pick the best fit. List local banks and nearby credit unions, and offer an 
onsite (commonly termed: instant issue) payroll debit card. Doing so 
ensures that 100 percent of your employees can avoid the hassle and 
cost associated with paper checks.

 

Make Direct Deposit Preferred Company Practice
I recently met with a company that strongly believes in community 

involvement and encourages their work force to participate. This is not 
a condition of employment, and employees are free to opt out, but very 
few have done so, as they realize the inherit benefits of participation.  
The same can be done with your direct deposit initiative. By simply 
letting employees know that “here at WidgetCo, we pay via direct 
deposit,” you can establish a rapport that increases direct-deposit 
utilization rates.

 

Understanding State Rules
The number of states that allow employers to exclusively pay 

electronically continues to grow. For instance, on March 1, 2013, a 
new law went into effect that allows the Social Security Administration 
to eliminate paper check delivery to new applicants. The SSA 

conservatively estimates the transition from paper checks to purely 
direct deposit will save tax payers $0.93 per event, or more than $130 
million annually. If you’re in a state that allows employers to mandate 
direct deposit, having all options available (as aforementioned) and a 
clear cut-off date will make check elimination a success.

 

Do Your Homework
When it comes to the debit cards, there are a number of options that 

can round out your direct deposit offering. If you will be using the card 
for payroll, find a company that specializes in servicing employees via 
payroll debit cards. Experience is key: make sure to check a reference 
or two (or three) from employers in your vertical. Understanding the 
unique issues that face your industry is crucial to successfully extending 
this new service to employees that are, unfortunately, familiar and 
somewhat comfortable with the old, antiquated and costly paper check. 
The company should also allow for multiple free options for card use 
and provide easy and cost-effective options for additional services, like 
bill pay for rent or alert services (among others). 

In a recent Visa® study they asked employers who chose a pay card 
system why they said “Yes,” and asked employers that said “No” to a 
pay card system why they opted out. The answer was the same for both: 
the benefit to the employee. If employers knew what unbanked workers 
without a pay card system had to go through, they’d never issue another 
paper check.  By doing a little homework, offering multiple options for 
employees to choose from, and laying out a clear initiative, employers 
can increase benefits to those in need and their bottom line. 

Thomas J. Secor is a founder and president at TFG 
Card Solutions, Inc.

About TFG Card Solutions, Inc.
TFG offers payroll debit card solutions that help businesses of all sizes 
increase direct deposit participation, maximizing their current direct 
deposit system and empowering unbanked employees. Payroll debit 
cards save both the business and its employees money every pay 
period. For more information, visit www.tfgcard.com.

ADVERTISEMENT

Take Care of Employees 
and They’ll Take Care of 
Your Customers. 
When you take care of your 
customers you’re taking care of your 
business. 
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BY GENERAL DEFINITION AND face value the term “diversity 
programs” results in a wide range of individual perceptions, 
individual biases and interpretations albeit both favorably and 
unfavorably on the validity of these programs and their overall 
economic contributions. Organizations and those individuals 
in leadership positions with limited exposure to the inner 
workings of established diversity programs may be completely 
misinformed and unaware of how such programs can be 
a resource tool to grow their businesses. Having a limited 
understanding and exposure can often limit an individual’s ability 
to identify with such programs as simply a civil rights initiative 
tailored to enhance the inclusion of under-represented minority 
groups or some sort of mandated policy targeted to meet 
diversity quota goals.

The greatest misconception with this injudicious reality is 
the belief that those individuals who are selected and highly 
recommended to participate in these diversity programs 
are somehow commonly less qualified than their peers and 
would otherwise not qualify without such a program.  They are 
perceived to be less core essential and equal contributors.  
On the contrary, there exist many other individuals and 
organizations that have demonstrated a commitment to the 
inclusion of a successful diversity program that recognizes such 
initiatives as another resource tool to maintain a competitive 
advantage in the market and as an eminent component to their 
overall growth strategies.

Such programs are also recognized as an investment 
to expand their company’s intellectual human capital, their 
customer base and enter into new market opportunities. 
The business case is clearly made here that a well-managed 
diversity program that is both employee-internal and customer-
and-market external focused will result in the greatest return 

on investment on its overall employee morale and retention, 
broaden the customer base and enhance an organization’s 
overall revenues and bottom-line profitability.

The Untapped and Underserved Population 
Base 

Women, minorities and the lesbian, gay, bisexual and 
transgender communities are some of the largest and 
fastest growing sectors in our economy and continue to 
gain tremendous strength in its purchasing power.  These 
communities continue to make rapid progress in the transition 
to new and expanded business ownership. The minority 
population will grow rapidly in the 21st century and will 
continue that growth in their purchasing powers. 

 The minority population 
will grow rapidly in the 21st 
century and will continue 
that growth in its purchasing 
powers.

According to a U.S. Small Business Administration’s 
February 2005 report, Dynamics of Minority-Owned 
Employer Establishments, between the periods of 1999-
2001, minorities owned 15.1 percent of all U.S. businesses 
or more than 3 million firms, with 99 percent of these firms 

What the Current Economic 
Climate Means for Diversity 
Programs
The blueprint and successful diversity program models already exist in 
the franchise industry.
BY REGINALD HEARD 

F E A T U R E S
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being small businesses that accounted for more than $590 
billion in revenues. Many minorities may be the first generation 
to become business owners and many others come from family 
backgrounds with an extensive history of business ownership, 
higher education and broad professional experiences. For 
many of these individuals, business ownership continues to be 
a desirable gateway to achieving the ultimate goal of financial 
independence, fulfilling personal self-actualization and building 
generational wealth for their children and families.

Economic Climate Ripe for Growth and Expansion 
Given the aftermath of this past great recession, the U.S. 

economy continues to experience consistently modest GDP 
growth, improved employment trends, a historically low 
interest rate environment, tamed inflationary pressures, and a 
recapitalized and healthy banking system.  Many individuals who 
were directly affected by the recession, which resulted in the 
loss of full-time career positions, have been working over the 
past couple of years by re-engineering themselves for re-entry 
into the labor markets for both full-time and a combination of 
part-time jobs.

However, a significant portion of the population in this 
group dropped out of the labor market no longer seeking new 
employment options. As a result, the economy over the past 
couple of years has experienced an uptick in the number of 
self-employed independent contractors, and a strong interest 
in self-employment by means of starting a new independent or 
franchise business, and the purchase of existing businesses.  
The baby boomer population is also giving serious consideration 
to deferring retirement and becoming active in starting new 
franchise businesses to supplement their income sources.

The baby boomer population 
is also giving serious 
consideration to deferring 
retirement and becoming 
active in starting new 
franchise businesses to 
supplement their income 
sources.

Targeted Diversity Programs are Custom Tailored 
for Franchise Systems

There are more than 770,000 establishments, according to 
International Franchise Association’s 2014 Franchise Business 
Economic Outlook, and 5,700 “FRUNS” based on the FRANdata 
Unique Numbering System that identifies every brand in the 
United States that is associated with franchising.  The franchise 
industry is best positioned to provide the greatest range of 
business opportunities for new and existing entrepreneurs 
based on investment size levels, desired industries, geographic 
market preferences and managed barriers to business entry 
risk. Tremendous opportunities exist for established franchise 

systems to develop effective diversity programs and to expand 
their system’s base and to accelerate their brands into new 
markets. 

The blueprint and successful diversity program models 
already exist in the franchise industry and do not necessarily 
require a ground-zero development plan to implement a 
program custom tailored to complement your franchise 
system’s target development growth strategies. 

An excellent sample of a franchise model company with 
a successful and long running diversity program is Choice 
Hotels International. Choice Hotels International is one of 
the world’s largest hotel companies with more than 6,700 
branded hotels under the flagged names such as Comfort 
Inn and Suites, Quality Inn, Sleep Inn, Clarion, Cambria 
Suites, Mainstay Suites, Suburban, Econolodge, Roadway 
Inn and the Ascend Hotel Collection. Choice Hotels initiated 
a Minority Incentive Program with a commitment to achieve 
greater diversity in the lodging industry and to provide support 
to increase the number of under-represented minority hotel 
owners into its system. Choice’s Minority Incentive Program 
has a dedicated team that is focused and that has incentives 
to promote African-American, Hispanic and Native American 
hotel ownership in the brands, and is tailored to provide both 
the technical support and financial assistance.  

A diversity program can be developed by a franchise 
system to achieve many objectives and can be structured with 
a variety of promoted incentive options.  The primary goal of 
the franchise system may be to grow its franchise base and 
to expand the brand concept into new markets that otherwise 
would not have been accomplished through traditional 
development channels.  The program can be designed to 
provide fully disclosed financial incentives such as reduced, 
deferred, partially financed or waived franchise fees, reduced 
royalty fees, marketing budget allowances and franchisor 
master lease arrangements, to name a few. 

Whether your franchise system has or does not currently 
have a diversity program, it is essential that your organization 
identify with these programs as an executable business 
strategy to grow the brand and to maintain a competitive 
market advantage. As one of the common industry sayings, 
“Franchising is being in business for yourself, but not by 
yourself,” this also holds true for franchise systems in 
seeking available resources for guidance in developing a 
successful diversity program. IFA, in addition to having a 
working knowledge about how other franchise systems have 
operated successful Diversity Programs, also has dedicated 
staff resources that have built strong strategic alliances with 
external organizations, community development organizations, 
city mayors and non-profit municipalities all committed and 
vested in the continuous redevelopment in their communities 
and the expansion of small-business ownership. n

Reginald Heard is president of Bankers One Capital 
and serves on the International Franchise 
Association Educational Foundation’s Diversity 
Institute Board. Find him at fransocial.franchise.org.
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This advertisement is not an offer to sell franchises. Such an offer can only be made through a Franchise Disclosure Document (FDD) that has been registered with and approved by 
the appropriate agency in your state, if your state requires such registration. The information above is a historical financial performance of the average Gross Revenue for the 2012 
calendar year of thirty-seven (37) franchised Massage Heights Businesses operating for twenty-four (24) months or longer during that period. Of these 37 franchisees, 17 (46%) 
attained or surpassed the average. New franchisee’s results may differ from this average. See Item 19 of the current Massage Heights FDD for further information.  © 2004-2014 
Massage Heights Corporate, LLC. All Rights Reserved. Each Massage Heights Retreat is independently owned and operated by franchisees of Massage Heights Corporate, LLC.

Learn more at massageheightsfranchise.com or call 888-909-0974.

Learn why Vicki and many others chose  
Massage Heights over any other brand.

A family-owned business with more than 
100 Retreats

Multiple revenue streams — 
membership, elevations and products

97% customer retention rate

More extensive training than  
any massage franchise

FRANCHISE OPPORTUNITY
AS SEEN ON

“ Our training is more comprehensive. 
Strong marketing sets us apart. And 
our customer retention is amazing.”

    Vicki Tep, Franchise Owner

http://massageheightsfranchise.com


Here’s a look behind the lending matrix and how franchisors can help 
franchisees with financing.
 
BY KATE ZHANG

Small-business lending is up, but not for all franchisees. 
This is due both to a continued increase in lenders’ 
willingness to lend and to the improved financing 

assistance provided by franchisors during the financing 
process.  

FRANdata recently completed the sixth volume of 
the Small Business Lending Matrix for the International 
Franchise Association Educational Foundation, an annual 
study that examines the current lending environment, 
projections on capital demand and the result on jobs and 
economic output due to the estimated lending shortfall in 
franchise financing in 2014. 

The worst of the recession is long behind us. The 
franchise business climate is improving for the fifth 
consecutive year. We are glad to see the lending community 
coming out of hibernation, and continuing this trend in 2014. 
However, challenges to access to capital extend well into 
the recovery.

The demand for unit transactions and lending capital 
is at its highest level since 2008. Consequently, access to 
capital remains a challenge. Despite the fact that lenders 

are able to meet all borrowing needs, banks are still 
not willing to make sufficient funds available. Our study 
projects a lending shortfall for the sixth consecutive year 
at $1.3 billion in 2014. However, the silver lining is that the 
gap has declined dramatically from 9.7 percent in 2013 to 
a projected 4.4 percent. This means lenders are making 
funds available at a faster pace than the growth in unit 
transaction demand. This is the first time such a trend is 
observed since the onset of the recession. Here are some 
study highlights.

Increased Transaction Demand
Benefiting from an economy that is finally on track to 

a full recovery, new as well as existing franchisees are 
increasingly able and willing to invest in unit transactions. 
Franchisees’ willingness is mostly driven by a more 
optimistic view of the economy. The faster than average 
rebound among small-business owners is also an 
encouraging sign for entrepreneurs. Their strengthened 
financial position, fueled by rising stock and real estate 
values, gives franchisees better ability to start a new 
venture. 

The Lending Gap is Diminishing

R E S E A R C H
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The demand for acquiring new and existing units 
is a dynamic one. New unit development is a more 
attractive option for existing franchisees as they are more 
susceptible to the overall market conditions. The demand 
for new unit transactions will continue to surpass that for 
existing ones. Over the past years, the backlog of existing 
unit transactions has cleared out. The prices for such 
units are no longer suppressed, but at the same level 
as those for a new unit. We have observed that some 
franchise units are even selling at a premium because of 
the availability of better performance history. 

For 2014, FRANdata projects a total demand for 
more than 73,800 unit transactions, including 49,800 
for new and 24,000 for existing units. This represents a 
12.4 percent increase in demand over 2013 and an 18.8 
percent increase over 2012. A total of $29.4 billion in 
lending will be needed to meet this increased demand.

Improved Lending Environment
The year 2013 was a great one for small-business 

lending. The U.S. Small Business Administration 
supported more than $29.6 billion in loans, the third 
highest level, only slightly behind the $30 billion made 
available in the record years 2011 and 2012. In addition, 
banks are sitting on an ever larger cash pile of close 
to $1.9 trillion in domestic deposits, which has been 
accumulating at a 6.2 percent annual rate since 2009.

The prospects for small businesses in search of capital are 
even brighter in 2014. The banking system is strengthening 
and stabilizing, as is evident from fewer institution failures and 
their improving financial position year over year. Consequently, 
their willingness to lend is significantly enhanced, although it 
still lags behind pre-recession levels. Due to trillions of dollars 
left on the sideline, non-SBA loans made by larger banks are 
on the rise. While national banks are under pressure to put 
cash to work, creditworthy borrowers who are attracted by low 
interest rates are switching from alternative lenders to larger 
institutions. Increasingly, small-business owners are opting 
for non-SBA loans as they require less paperwork and can be 
processed faster.
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For 2014, we project that conventional lenders will 
make available $22.1 billion to franchisees, a 21.1 percent 
increase from 2013. At the same time, lender willingness 
to provide SBA-guaranteed lending is projected to 
improve by 5.8 percent to an estimated $6 billion.

A Reduced Gap, But a Gap Nonetheless
To fulfill the demand for unit transactions in 2014, 

lenders will need to make $29.4 billion available. However, 
financial institutions are only projected to lend $28.1 
billion, resulting in a $1.3 billion, or 4.4 percent, shortfall. 

The nexus between sufficient capital and its effect on 
the economic recovery is critical. Thanks to the proven 
business model and established support, franchise 
businesses historically have shown tremendous resilience 
to economic cyclicality more so than non-franchise 
businesses. Because franchising represents an 
opportunity for entrepreneurs to change careers or 
expand their businesses, it has helped spur the pace of 
economic growth and recovery from the recession.

If demand for the 73,800 projected unit transactions 
(includes both new and existing units) was met, the 
economy could create or maintain close to 1.1 million 
jobs and $144.3 billion in economic output. Conversely, 
the $1.3 billion gap will cost the economy 46,600 jobs 
and $6.3 billion in annual output.

Clearly, banks are making more loans available. 
However, not all loans and borrowers are created equal. 
Based on close to 100,000 loans disbursed by the SBA 
over the past three years, the interest rate varies from 1 
percent to 11.5 percent. As a result, a business perceived 
as riskier that takes out a $400,000 loan over a 10-year 
period can expect to pay $254,000 more in interest than 
another business that poses less risk for a lender. 

Given this loan environment, franchisors should ask, 
“How can I help my franchisees secure a loan or better 
loan terms?”

First, Present a Transparent System to 
Lenders

Lender willingness to extend a loan diminishes 
as a system’s credit risk becomes less transparent. 
Franchisors need to be involved and assist franchisees to 
ensure lenders will get their money back at the end of the 
term.

Understanding the top line revenues allows 
franchisors to drive revenue. However, this is not enough. 
Lenders want to go beyond the top line and understand 
a business’ financial and operational capabilities. This 
requires the franchisor to get behind each business’ 
operating efficiency, actively manage the supply chain, 
and to be able to identify struggling units early to 
prevent store closures. Franchisors need to be able to 
demonstrate that they know what is going on within 
the system and close the loop with information flowing 
back to the franchisor. The ability to access franchisee 
performance information and carry out analysis reassures 
lenders that the system is healthy.

Second, Strengthen Relationships With Lenders 
and Publicize Your Brand

While banks are putting idle capital to use, finding qualified 
borrowers is paramount for them. Franchisees whose 
franchisors have the ability to statistically and quantitatively 
present a solid performance history will stand out and receive 
loans with a lower interest rate.

The underwriting process helps lenders assess the specialty 
of the brand, how the business model works, past turnover or 
real business failures and how loans have been serviced in the 
past. The Franchise Registry is the first place many lenders 
turn to as it hosts essential underwriting documents such 
as franchise disclosure documents, addenda, SBA eligibility  
and Bank Credit Reports. The registry also has 5,000 lender 
members that franchisors can contact. In addition, tools such 
as the Bank Credit Report facilitate a lender’s underwriting 
process and due diligence as it examines a concept on three 
levels: unit, system and franchisor performance in the context 
of other brands and the relevant sector. A brand’s inclusion on 
the registry and having additional underwriting tools ready for 
review gives lenders confidence and speeds up the process.

Third, Maintain Performance and Leverage 
Business Advantage

The past does not predict the future, but historical data 
sometimes is the only information on which lenders can rely. 
That is why it is important for franchisors to build a track 
record of great system performance with a pool of successful 
operators. 

A strong support structure is essential to ensure a system’s 
success. The first step involves setting measurable and 
realistic key performance indicators. Once these KPIs are 
in place, franchisors can get a snapshot of each business’ 
performance and spot problems before they magnify. Doing 
so also allows the franchisor to provide field support efficiently 
and strategically by allocating more resources to where they 
are needed. A solid support structure repays the franchisor 
with enhanced royalty revenues and fewer unit failures or 
compliance issues, which can be costly when they result in 
closures. From a franchisee standpoint, strong unit economics 
not only increases the bottom line, it also enables franchisees 
to continue servicing existing loans, a positive indicator to 
lenders when the next franchisee borrower comes through the 
door.

Investing in such a franchisee support structure will result 
in better performance and better return on investment for 
franchisors, franchisees and lenders. n

Kate Zhang, is a senior research analyst at FRANdata, a 
research and consulting company that specializes in 
franchising.  Find her at fransocial.franchise.org.
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A New Era in 
Franchising Continues 
to Emerge: Should 
a More Balanced 
Franchise Agreement 
Play a Role?
Franchisors might consider the impact of their 
current agreements with respect to their stated 
policies of encouraging multi-unit franchisees.
 
BY AZIZ HASHIM AND BRIAN B. SCHNELL, CFE

The faces of franchising are changing, as many franchisors continue to 
recruit qualified multi-unit franchisees as key stakeholders for their system’s 
expansion.  The focus for these franchisors is no longer primarily “mom and 

pop” single store operators who often invest their life savings as first-time buyers 
in a business.  Similarly, existing multi-unit franchisees and other sophisticated 
candidates continue to seek growth or expansion opportunities through 
franchising.

These trends have gained momentum the past few years and will 
continue to do so in the future. For many franchise systems, successful 
multi-unit franchisees will fuel sustainable growth that if done 
properly can result in the franchise system and brand outpacing their 
competitors.

This new era in franchising isn’t simply that more franchisors 
are expanding through multi-unit franchising rather than single-unit 
operators; that dynamic has existed for decades.  The new era is that 
more multi-unit franchisees and qualified candidates new to franchising 
are more sophisticated from a business, commercial and influence 
perspective.  The questions they raise, the expectations they have and 
the requests they make all are more complex and more demanding than 
even just a few years ago.  

A Changing Landscape
Franchisors that recognize and proactively address this changing 

landscape should benefit compared to franchisors that sit on the 
sidelines or wait and react too late to change.  What we intend to 
explore over the course of the next few months and through a related 
series of articles is whether a more balanced franchise agreement plays 
a role in that changing landscape.  

F R A N C H I S E  R E L A T I O N S
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Here are a few of the questions we will address: 
Should the modern franchise agreement be balanced 
or more balanced?  What might a balanced franchise 
agreement look like? What are the benefits and risks 
of a more balanced franchise agreement or a modern 
franchise agreement with more balanced provisions 
in certain key areas?  What are specific examples of 
franchise agreement provisions that a franchisor might 
consider changing as part of this approach?

Recent developments suggest that these 
questions are appropriate as franchising encounters 
several important challenges and opportunities in 
the coming years.  These developments include: 
an improving economy that still has uncertainties 
like Obamacare and potential changes to minimum 
wage laws, all of which underscore the importance 
of unit-level performance for all franchise systems; 
recent proposed state franchise legislation in key 
states including California, Pennsylvania and Maine, 
which proponents have advocated is necessary 
because franchise agreements have become too 
one-sided to protect the franchisor with few, if any, 
protections afforded franchisees and therefore the 
state legislatures need to adopt legislation to protect 
franchisees; and despite these challenges, franchising 
remains healthy and extremely viable as an effective 
way for all stakeholders to grow a brand and business.

Our objective is not to suggest that a franchisor 
must rewrite its franchise agreement, as that truly is 
a decision that requires a review of many different 
factors that are unique to a company and its strategic 
objectives, the franchise system and brand, and 
how the franchisor views its stakeholders, as well 
as many other competing interests and goals.  What 
we are suggesting though is that, in light of recent 
developments in multi-unit franchising, it would 
behoove franchisors to consider the impact of their 
current agreements with respect to their stated 
policies of encouraging multi-unit franchisees.  

Brands should ask themselves whether their 
current agreement is conducive toward recruiting and 
retaining multi-unit franchisees. Rather than simply 
rely on the franchise agreement it has used for years, 
a franchisor should at least consider the opportunity 
to provide more balance in some key provisions in the 
franchise agreement.  For some franchisors, change 
toward more balance in some key provisions may 
make sense.  For other franchisors, change may not 
make sense.  For many multi-unit and sophisticated 
franchisees, it may make a difference in their decision 
to join a system.  That is the beauty of franchising.  
There is no one approach or one answer.  One size 
does not fit all.  

The Role of the Franchise Agreement
In this first article, we begin with what we consider 

to be the role of the modern franchise agreement.  We 
then examine why franchisors and franchisees have 

disparate views on the franchise agreement and how 
confrontation occurs in franchise systems and the role 
the franchise agreement plays in those confrontations.

At its foundation, the franchise agreement is the 
legal contract between the franchisor and franchisee.  
It defines each party’s rights and obligations regarding 
important facets of the franchise relationship.  Rather 
than ambiguity, clarity and predictability should be the 
goal when addressing the franchisor’s and franchisee’s 
rights and obligations in the franchise agreement.  For 
example, if a franchisor does not grant any form of 
territory protection, then the franchise agreement should 
clearly state that the franchisee has the right to operate 
at the authorized location only and the franchisor can 
develop additional locations under the same or different 
trademarks or use alternative methods of distribution in 
any way it deems appropriate.  Predictability should be 
another cornerstone principle of a franchise agreement.  
No franchisor wants a court to second-guess its 
decision when the franchisor’s intent was to be clear on 
what rights it was granting to the franchisee and what 
rights it was reserving for itself.

Beyond its foundation, the franchise agreement is a 
living, breathing document that must allow the franchise 
system to change over the life of that agreement.  
Franchisors often compete with larger companies with 
corporate locations as opposed to franchise locations.  
These companies can roll out new product lines or new 
marketing campaigns with executive decisions and then 
immediately implement them.  If a franchisor cannot 
compete effectively with these competitors, it and its 
franchisees will not survive.  Accordingly, a franchisor 
must reserve rights in its franchise agreement to 
implement system-wide changes and otherwise evolve 
the system.

Breakdowns often occur during conversations 
about the franchise agreement in large part due to the 
parties’ failure to recognize and understand the different 
perspectives that franchisors and franchisees bring 
to the franchise relationship and franchise agreement. 
Franchisors want to protect and grow the brand.  On the 
other hand, franchisees want to protect and grow their 
investment.

The franchise agreement is the document that 
balances the interests of the franchisor, the franchisees 
and the system as a whole.  Franchisor and franchisee 
interests are at times aligned and at other times they 
are different.  Even though their roles in the system 
are different, that does not or should not mean they 
are at odds. Those conversations should begin during 
the franchise development process and continue 
throughout the franchise relationship. The franchisor 
and franchisees can then more easily focus on customer 
centric activities with the mutual objective of finding and 
keeping highly satisfied and loyal customers.    

A franchisor’s interest to protect the brand means 
that it can make changes to the system in response to 
customers’ demands and also can get rid of free-riding 
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franchisees that refuse to play by the rules.  Using 
an economic analogy, it is the franchisee free-rider 
who refuses to play by the rules who potentially 
creates great risk to all the other stakeholders in the 
system. The franchisee who refuses to contribute to 
a marketing fund, who uses unapproved vendors or 
products or who violates the noncompete covenants 
is the franchisee that hurts not only the franchisor, but 
also the franchisees that play by the rules, and the 
system and brand as a whole.  All stakeholders in the 
brand should want a franchise agreement that allows 
the franchisor to effectively deal with free-riding 
franchisees.

While most franchisees recognize the franchisor’s 
interest in protecting the brand, franchisors must 
understand the franchisees’ interest in protecting 
their investments.  The franchisees’ concerns often 
stem from their view that: they have little control 
about strategic decisions that the franchisor makes 
even though the franchisees’ investments in their 
businesses can exceed the investments of franchisor 
executives making those key brand decisions, and 
they have little recourse if those franchisor decisions 
turn out to be bad.  A related franchisee concern is 
the possibility that the franchisor will sell the company 
to new ownership which has a different outlook on 
how to grow the business.  We are not suggesting 
that a franchisor give up its unfettered right to sell 
the company, but it should at least understand the 
franchisees’ views and concerns. 

A balanced franchise agreement doesn’t mean 
provisions are mutual or reciprocal.  It also doesn’t 
mean the franchisor should give up decision-
making authority, although the franchise agreement 
may recognize how the franchisor gets input from 
franchisees on key initiatives that will impact the brand 
or the franchisees’ investment in their businesses. 

Highly successful franchisors talk about the 
critical role that franchisees play in the success of the 
franchise system and brand. These franchisors often 
emphasize the collaborative approach they take with 
their franchisees.  What we are suggesting is that 
franchisors should take a look at how their franchise 
agreements reflect that collaborative approach.  This 
collaboration does not mean that a franchisor should 
have a franchise agreement that does not allow it to 
protect the brand.  The bottom line is that a strong 
franchise agreement is critical to the franchisor’s 
ability to enhance the likelihood that the franchise 
system will meet the needs of the franchise brand’s 
customers, including making necessary innovations 
and changes as those customers’ demands and 
needs evolve; and protects the interests of the 
various stakeholders who have an interest in the 
brand, including the franchisor and its owners, the 
franchisees and the brand customers.

Franchisees Demand More Balance to Key 
Franchise Agreement Provisions

Franchisees understand the need to implement 
change and evolve the franchise system.  Their fear 
is that franchisors will mandate change without 
properly testing or piloting the change, without taking 
into account franchisees’ return on investment in 
implementing and executing the change or without any 
meaningful input from the franchisees on what change 
should look like in the actual outlets.  A related dynamic 
that frustrates franchisees is the franchisor requirement 
that the then-current franchise agreement be signed 
as a condition to any transfer or renewal.  From the 
franchisee’s perspective, the then-current franchise 
agreement requirement can have an impact on the 
bottom line of the business and therefore a chilling effect 
on any potential sale.

Several of these franchisee concerns are legitimate, 
as they seek a more balanced franchise agreement, 
but in the past, franchisees were rarely comforted 
with how a franchisor addressed those concerns in 
the franchise agreement.  Do the existing franchisees 
have a voice in system-wide change, either through a 
franchisee advisory council or franchisee association or 
other means?  Does the franchisor lead through a spirit 
of collaboration rather than dictating change?  These 
dynamics are important even though they may not be 
specifically addressed in the franchise agreement.  In 
instances where franchise agreements do recognize 
the rights of an independent franchisee association or 
advisory council, and what impact or role they might 
play in system change or changes to the franchise 
agreement, that recognition is typically the result of prior 
litigation in the system and a negotiated settlement.

Here are examples on how certain franchise 
agreement provisions might be more balanced (as noted 
earlier, franchisors may determine that none or some of 
these points make sense for their system, or they may 
address the points outside of the franchise agreement):

1. Recognize the franchisee’s investment in the 
brand.  What is the value of that investment to the 
brand and should it be recognized in a manner 
beyond simply a license to use the franchisor’s 
trademarks and system; 

2. Allow the franchisee to monetize his equity.  
Include reasonable transfer provisions and full 
disclosure that there may be no post-term rights 
which may render a portion of that investment 
useless if the franchisee does not amortize 
appropriately; 

3. Allow the franchisee to manage his risk.  Unlimited 
personal guaranties, post-term guarantees 
and guarantees of future assignees can create 
significant contingent liabilities; 
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4. Guarantee franchisee consultation on 
material issues that have a system-wide 
impact; 

5. Be transparent about sources of revenue 
from supply chains; 

6. Have franchisee profitability as a pillar of 
brand decision making.  Policies which only 
enrich the franchisor through sales increases 
without regard to the impact on franchisees 
will not be sustainable in the long run; 

7. Have reasonable exit provisions if the 
business doesn’t perform.  If a franchise 
fails and the franchisor has confidence in its 
brand, should the franchisor take it back and 
resell it? 

8. Offer practical territorial protections for the 
particular business being franchised;

9. Commit to franchisee engagement in the 
franchise agreement through reference to 
meeting with franchise advisory councils/
franchisee associations or; 

10. Do not use the operations manual 
inappropriately.  Some brands use the 
operations manual to make policy changes 
because they cannot make the change 
through the franchise agreement.

Highly successful franchise systems and 
struggling franchise systems often have very similar 
franchise agreements.  Given that dynamic, it is 
reasonable to assert that the franchise agreement 
often is not the problem.  But with the current 
state of affairs in this new era of franchising, the 
franchise agreement will continue to receive closer 
scrutiny.  We therefore endeavor to explore many of 
the key provisions in the franchise agreement and 
outline the franchisor and franchisee perspectives. 
Part of our endeavor will be to identify ways to 
potentially find common ground.  In some instances 
the answer may be that common ground is possible.  
In other instances, common ground may not be 
possible. 

Our request is that you take a constructive 
look at your franchise agreement.  The key factors 
may be how you and your franchisees interact 
and collaborate with one another and whether 
the system’s focus is on the brand and brand 
customers.  The highly successful franchisors 
include franchisees in conversations regarding 
system-wide decisions and value franchisee 
opinions, still reserving the right as the franchisor 
to make system-wide decisions.  These franchisors 
explain their decisions without having to rely on 

a reason that includes some form of “I can make 
this decision because I am the franchisor and you 
must comply because you are the franchisee.”  The 
franchise agreement then permits the franchisor to 
protect the brand if free-riding franchisees refuse to 
play by the rules.

A related objective is that we want to change 
the level of discourse on the debate if a franchise 
agreement is too one-sided or whether it is or 
should be fair or balanced. Rather than staying 
resolutely “locked in” to positions much like the 
tea party conservatives and far left liberals, we 
encourage meaningful and substantive engagement 
among the key stakeholders in a franchise system 
and brand and other interested advisors.  When 
done in a meaningful and productive way, the 
results will be a stronger foundation on which the 
parties can build something that is sustainable for 
all stakeholders.

We look forward to your feedback and insights. n

Aziz Hashim is president & CEO of 
NRD Holdings LLC, and IFA 
treasurer who served on IFA’s 
Franchise Relations Best 
Practices Task Force. Brian B. 
Schnell, CFE, is a partner with 

Faegre Baker Daniels LLP. Find them at fransocial.franchise.org.

Welcome to the New Franchise Relations Dialogue 
Forum.  Last year, a Franchise Relations Best Practices 
Task Force worked to identify ways to strengthen 
and sustain strong franchise relations. The IFA board 
approved seven of the task force’s recommendations, 
as well as a Statement of Guiding Principles. One 
area important to the task force and the IFA Franchise 
Relations Committee is better and more consistent 
communications.  This forum is designed to enable 
IFA members to engage and share information. Part of 
the forum is a library where members can post useful 
information.  The Franchise Relations Committee 
has posted the great information that members have 
developed over the years.  In addition to the IFA website, 
members can now access these useful tools in the 
forum as well. Visit francsocial.franchise.org, and select 
Franchise Relations Dialogue Forum from “Communities” 
on the task bar.
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The world leader in franchise events, MFV Expositions, has been connecting businesses  
with qualified franchisees for over 20 years. Learn more @ MFVExpo.com

3 FRANCHISE EVENTS,  

ENDLESS GROWTH  
OPPORTUNITIES!

Follow us on:

OCTOBER 23-25, 2014
ANAHEIM CONVENTION CENTER

ANAHEIM, CA

FEBRUARY 5-7, 2015
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JUNE 19-21,2014 

ifeinfo.com wcfexpo.com

Share your brand with thousands  
of entrepreneurs and business  
owners at the largest franchise  

expo in the West!

Back in Houston for its second  
year! FES brings the hottest  

concepts in franchising and the  
most qualified candidates to one of 

America’s fastest growing cities.

Exhibit at the premier franchising 
event in the country and meet over 

19,000+ qualified prospects  
from across the U.S., and around  

the world.

franchiseexposouth.com 

Reserve your space now at these shows, contact 201.881.1666, or email exhibit@mfvexpo.com

TENS OF THOUSANDS OF HIGHLY QUALIFIED PROSPECTS, FROM 
ACROSS THE U.S. AND AROUND THE WORLD, WAITING TO MEET YOU!
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Franchising’s 
Evolution: 

Rising From 
Stereotypical 
Perceptions

The perception of the term “franchise” has 
definitely evolved in all facets from 10 years ago to 
now.

All within the past several years, countries from 
all across the globe have sought and accepted a 
proliferation of franchise concepts from the United 
States and other developed countries.  Franchises have 
been able to enter into many countries and grow at a rapid 
clip. In most situations, the existence of unique offerings 
has fed the entrepreneurial spirit among the locally based 
talent and has provided job creation in many nations along with 
stimulating and fulfilling consumer demand.  The new franchise 
opportunities become the focus of local news stories and weave 
their way into daily conversations in the local regions between 
customers, friends and even students in the classroom.  

How far has the term “franchise” come? The following 
are a few examples of how the stereotypical perceptions of a 
“franchise” from the past have evolved to the present day.

Past − Just a “mom and pop” operation that 
lacks sophistication 

There used to be a slight negative stigma in being a 
franchisee.  It was perceived the opposite of a corporate 
institution and lacked the infrastructure, capacity and desire for 
growth. A customer could often distinguish if an operation was 
franchisee-operated. For example, a consumer could easily detect 
a franchise operation by the inconsistency of his experience from 
one store to the next.  Franchises tended to project the perception 
that it was a local small shop in their respective towns rather than 
part of a larger “system” with well-developed standards. 

Present − Global in scale, plan and infrastructure
Franchisors now have at least nationwide or global goals 

in their sights that are being planned and scaled far beyond a 
single store. Meanwhile, franchisee groups are not just looking 
to be single-unit owners.  Franchisors are often more interested 
in owners who are able to handle multiple stores and have the 
sophistication to build a portfolio of brands in different types 

of sectors.  As franchisors 
continue to look for bigger 
groups, franchisees 
benefit when they build an 
infrastructure that they can 
leverage with more stores 
and with the addition of 

brands.   
There has been an 

increase in the amount of 
rigor, detail and time being spent 

in the training of employees in 
franchise stores. Execution now not 

only ensures consistency of execution, 
but has resulted in franchisee-run stores, in many 
cases, functioning better than the corporate stores operated by 
franchisors.  This leads franchisees to continue to push franchisors in 
different ways. In many cases, franchisees are looking for ways to add 
to their business, such as aggregating and applying the best practices 
developed from franchisee stores from around the world.  Franchisees 
are continuing to grow in sophistication and consumer sensitivity; they 
demand high levels of performance from their fellow franchisees.  They 
understand that poor experience in one store can cause customer 
discontent that will influence other stores in the brand, even affecting 
overall sales.    

With technology advancement in social media, engaging 
consumers can be done faster. Each brand is trying to engage 
consumers more effectively, as the power of information is now easily 
accessible to all. Because of this, many brands are forced to pay 
close attention to specific details being shared instantaneously by 
the consumers all over the world on social media sites. A customer’s 
message broadcasted on these sites, whether positive or negative, 
gives the franchisee-owned stores the responsibility to respond 
appropriately and timely. In the past, feedback used to only be 
between the customer and the operator but now, a story can go viral 
instantly via social media and be shared with millions of people.  When 
done right, the franchisor and franchisee can harness social media to 
their advantage: bringing in additional customers and increasing brand 
presence. 

T R E N D S

The 
perception 

of the franchise 
industry continues 

to evolve every 
day.

BY RYAN PATEL
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Past − Prior franchise experience deemed critical 
Franchisors focused on those who had been in the franchise 

business in the past believing they will have a significantly higher 
rate of success than others who haven’t. Having experience in the 
franchise business does give a slight advantage, as it helps with 
understanding costs, how to work with a franchisor and franchise 
documentation.     

Present − Advantage to all with transferrable 
entrepreneurial skills 

Although it is great to have some franchise experience, there 
is an increasing trend that franchisees do not always have to have 
specific experience as determined in the past.  Obviously having 
the right experience and values are still imperative in the eyes 
of the franchisors. But now, many franchisors place more value 
on an entrepreneurial and cultural fit to the brand within a larger 
population as a better attribute in franchisees now.  Moreover, 
there are different factors and many reasons for those entering 
into franchises, from the economic situation to successes in other 
industries. 

Readily accessible information is now available on franchising, 
which makes it easier to become an owner. This allows people to be 
better educated and acquainted with franchises much faster, along 
with understanding different business concepts in the process.  
Also, there have been more franchisees in systems which leads 
them to speak to all newcomers in sharing their lessons learned 
with particular brands.  Prospective franchisees conducting their 
due diligence can seek ample information on the Internet. This initial 
diligence may lead to a smoother process and faster close rate for 
the right potential franchisee.  Further, with better technology today, 
franchisors can instantly send relevant updates, such as training 
videos, new rollout information and specific financials, to the 
franchisee directly via mobile and handheld devices. 

Past − Like follows like, when abroad
International markets usually had larger companies or concepts 

enter first. Many franchisors demanded international stores have 
the same look and feel from menu items to design.  They did not 
want to change or did not have the resources to provide a tailored 
experience for each country.  

Present − Like follows like, to a certain degree 
when abroad

It seems as if franchisees are no longer waiting for international 
concepts to open first. They are looking to gain the first advantage 
to secure being the market leader. The franchisees are using 
their local knowledge in building the brand by entrenching it in 
the market through its relationships, from securing strategic 
locations to setting up better purchase prices with the locals. 
Many are able to build stores with localized menus and designs 
to better integrate within the local culture and community.  Where 
franchisors in the past have refrained from changing menus at all, 
they have now become more open in adjusting the offerings and 
services in franchise stores.  As a result, there are many franchisor 
organizations that prefer not to build corporate stores abroad. This 
stems from the heighten risks and the search for other vehicles to 
enter markets with less exposure. 

As a whole, the perception of the franchise industry continues 
to evolve each day.  It will continue to bring excitement to what the 
future holds for all existing and new brands yet to be developed. n

Ryan Patel is director of global real estate & business 
development for Pinkberry.  Find him at fransocial.
franchise.org.
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10 Tips for 
Narrowing 
the Field 
When Hiring

Develop a standardized hiring system to ensure a fair and effective process. 
 
BY REBECCA MORRIS

Employers often invest significant resources to recruit 
and hire high-caliber employees. To ensure a fair 
and effective hiring process, employers should 

develop a standardized hiring system that will help narrow 
the applicant pool and identify qualified candidates. This 
includes establishing practices for reviewing candidates’ 
resumes, employment applications, responses to 
pre-screening questions, as well as for conducting 
interviews.

The following are 10 tips for developing and 
implementing a hiring process:

1. Establish a standardized process. All applicants 
for a given position should be subject to the same 
set of requirements.  For instance, all applicants 
may be required to answer pre-screening 
questions, complete an employment application 
and have a phone or in-person interview.  When 
posting your job advertisement, accurately 
describe the job, explain the selection process and 
outline the job-related requirements. These steps 
can help limit your applicant pool to interested and 
qualified candidates. 

2. Develop selection criteria and be consistent.  
Define the qualifications candidates need by 
drafting a detailed job description.  Once these 
qualifications have been established, make sure 
the same job-related criteria are required of every 
applicant.  

3. Keep nondiscrimination laws in mind. 
Employers should be mindful of federal, state 
and local nondiscrimination laws when engaging 
in the screening, selection and hiring process. 
Under federal law, employers are prohibited 
from discriminating against employees and 
applicants on the basis of race, color, religion, 
age, sex, pregnancy, national origin, citizenship, 
disability, genetic information and military 
status. Many states and local jurisdictions have 
additional protections. Keeping in mind these 
anti-discrimination laws, employers should avoid 
questions that would directly or indirectly reveal a 
job candidate’s membership in a protected class. 

4. Carefully review resumes. Employers should 
carefully review resumes to assess a candidate’s 
employment history, skills and accomplishments. 

M A N A G E M E N T  &  O P E R A T I O N S
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When reviewing resumes, consider the following 
questions: Are the candidate’s previous positions 
consistent with the requirements of your open position? 
Is the resume thoughtful, well organized and free of 
typographical errors?  Resumes provide employers 
with information that the applicant wants to share.  
It is therefore a good idea to review resumes in 
conjunction with an employment application and other 
pre-employment assessments. 

5. Request an application. Employers should have 
candidates complete a job application. Applications 
allow employers to collect and review information 
about a potential employee’s work history, educational 
background and qualifications in a standardized way. 
This will help ensure that the employer looks at the 
same information from every applicant and uses the 
same criteria when making hiring decisions. A well-
crafted application form can also provide employers 
with job-related information that is often excluded from 
resumes, such as reasons for leaving previous jobs and 
salary history. 

6. Draft pre-screening questions. Employers may wish 
to use pre-screening questions before an interview to 
help assess whether an applicant has the minimum 
qualifications required to perform the job. When 
drafting pre-screening questions, keep in mind that 
the questions should be job-related and tailored to the 
specific requirements of the position.  For instance, 
if you are hiring a customer service representative, 
consider asking candidates to explain a time that they 
helped resolve a particularly difficult customer service 
issue.  Employers should use the same pre-screening 
questions for all applicants applying for a particular 
position to ensure that each applicant is evaluated with 
the same criteria. 

7. Conduct a telephone screen. After you have 
narrowed down your list of applicants to those that 
meet the minimum job-related requirements, consider 
conducting a phone interview before devoting the 
time to an in-person interview. Phone interviews are 
generally relatively short and should focus on clarifying 
questions based on the candidate’s resume, job 
application or other pre-screening information. 

8. Consider video interviews, when appropriate.  
Employers may also consider conducting a video 
interview prior to scheduling an in-person interview, 
when appropriate. Where geographic limitations 
make it difficult to schedule an in-person meeting, 
video interviews can help the interviewer evaluate the 

candidate by assessing nonverbal cues, such as eye 
contact, energy and overall poise, which may not be 
evident during a phone interview.  

9. Conduct in-person interviews. Where possible, 
employers should meet in person with the candidates 
that have successfully completed the phone or video 
interview stage. When conducting the in-person interview, 
interviewers should consider asking questions that elicit 
how the candidate has handled situations in the past that 
are similar to what the candidate would experience on 
the job.  Interviewers should avoid questions that are not 
job-related, as well as those that have the potential to 
reveal the candidate’s status in a protected class. 

10. Make your decision. Upon completion of the screening 
and interview process, employers should review all 
information gathered on all applicants and evaluate each 
candidate based on his qualifications as they relate to 
the open position. Once you have made your selection 
decision, extend an offer contingent on any other 
necessary pre-employment steps, such as a reference 
check, background check or drug test. It is always a 
best practice (and the law in certain states and local 
jurisdictions) to wait to conduct these checks and tests 
until after you have extended a conditional offer. Check 
your state and local law to ensure compliance with 
pre-employment screenings such as background checks.

When evaluating which candidate is the best fit for an open 
position, remember to review the applicant data gathered during 
the pre-screening and the interview process carefully, apply hiring 
criteria consistently and consider only job-related factors. n

Rebecca Morris is the content development manager for 
ADP HR411.  Whether it’s human resources, payroll or 
benefits, ADP provides the services and insights that let 
you focus on what matters: growing your franchise. For 
more information, contact ADP Vice President, Strategic 
Alliances Joe Francis.  Find him at fransocial.franchise.

org.

Disclaimer:  This content provides practical information concerning the 
subject matter covered and is provided with the understanding that ADP 
is not rendering legal advice or other professional services. ADP does 
not give legal advice as part of its services. While every effort is made to 
provide current information, the law changes regularly and laws may vary 
depending on the state or municipality. This material is made available 
for informational purposes only and is not a substitute for legal advice 
or your professional judgment. You should review applicable law in your 
jurisdiction and consult experienced counsel for legal advice.
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Seeding Talent − Helping 
Multi-Unit Franchisees to 

Expand
Talent seeding builds 

trust and helps 
franchisees become 
more confident and 

prosperous because 
they’re learning directly 

from someone who’s 
been in their shoes. 

BY MATT MCKEOWN 

It took Don Smith 25 years to fulfill his dream of owning an empire of nearly 200 Valvoline Instant Oil Change franchise locations. 
As a geology major in college, he was always intrigued with rock formations − the layers of a sturdy foundation. As he grew his 
company of quick lube service centers from one to nearly 200 stores across the country, Smith knew he needed to build a solid 

base for his business. He also knew he wasn’t the guy to do it.  
“While I like to know what makes a good foundation, I’m not the architect for that because I don’t have the mind for the 

details. I had a business consultant tell me once, ‘I’m a terrible manager,’ and he’s right,” Smith said. “I’m a big picture guy. I 
want to go out and make the next deal and grow the company. I’m not the guy to write the playbook, make sure people follow 
the rules or institute the rote mechanics that make a company successful.”

Seed Talent and Watch Franchisees Grow
Smith is one of many franchisees Valvoline Instant Oil Change has helped with a unique program rarely seen in the franchise 

industry called “talent seeding.” If a franchisee wants to grow and needs help, the franchise, which is part of Kentucky-based 
Ashland Inc., will seek out high-performing employees at the corporate level with the skill-set needed. In addition to job growth 
opportunities within the company, Valvoline Instant Oil Change also encourages corporate employees to gain experience 
working for franchisees. That often means a considerable salary increase and, in some cases, equity in the franchisee’s 
business. Since 2000, Smith has hired seven employees from the franchisor, and four of them still work with him today. He said 
it makes his company a “well-oiled machine.” 

“It’s a very smart move as a franchisor because it sends star employees to help the franchisees expand operations and 
homogenize the system,” Smith says. “These employees from corporate have made sure there is consistency and that we 
follow the corporate philosophy of how things should operate. They help me hire people, manage the operations, make sure 
everyone is following processes and procedures so I can work on what I love to do: growing my business. Talent seeding helps 

M U L T I - U N I T  F R A N C H I S I N G

44    FRANCHISING WORLD JUNE 2014 



FRANCHISING WORLD JUNE 2014    45    

franchisees be the best we can be, while at the same time helps the system 
grow as a whole.” 

Franchisors who talent-seed provide franchisees with motivated 
people who have a keen understanding of the brand and delivery system 
because they have already been trained and have worked in corporate 
positions. Good franchisors will also help franchisees find the right site 
locations in their markets, offer tools like Valvoline Instant Oil Change’s 
state-of-the-art point of sale system and provide accredited training 
programs for employees that ensure customers receive precise, thorough 
and consistent service. It’s good business and goodwill. Franchisors have 
learned if you pay it forward, by building solid systems and by encouraging 
good employees to work for franchisees, it always comes back in the end. 
Corporations reap the rewards with happy, profitable franchisees who 
continue to expand, exceeding industry averages.

“We know that good employees want to advance,” Valvoline Instant 
Oil Change Pres. Tony Puckett explained. “If the opportunity is right, we 
encourage them to go work for our franchisees. We are convinced talent 
seeding can directly lead to franchisors seeing increased store sales and 
higher gross revenues than the industry average.”

Plant Seeds with a Different Strategy 
Visiting Angels, one of the largest national in-home senior care 

franchises, seeds talent with a different strategy. The company constantly 
sends highly skilled corporate employees on the road to spend weeks with 
franchisees helping them improve their businesses.

Pat Drea, the company’s chief operating officer, is truly a visiting angel 
to the many franchisees she helps. She’s a registered nurse and former 
CEO of her own in-home senior care company and was also the primary 
caregiver for her two parents until their deaths. Drea is responsible for the 
company’s overall operations and support efforts. She practically lives 
out of a suitcase, traveling from one location to another, troubleshooting, 
training and encouraging franchisees to keep going and growing. 

“We invested in a power player like Pat because the franchisees need 
to know corporate invests in the best people in the business to help them 
prosper and grow,” Visiting Angels CEO and co-founder Larry Meigs said.   

Franchisors say this form of talent seeding builds trust and helps 
franchisees become more confident and prosperous because they’re 
learning directly from someone who’s been in their shoes. It plants small 
seeds of knowledge that help each location grow a little at a time, so the 
system grows as a whole.

 Whether it’s in-home senior care or the quick lube industry, franchisors 
see the power and profit in talent seeding to grow a happy, healthy network 
of franchisees. 

Smith says the star employees who came from corporate have been 
an integral part of the growth and success of Henley Enterprises Inc., 
his Valvoline Instant Oil Change network now stretches from Boston to 
California. One employee who started for Smith in operations is now his 
chief operating officer, second in command.

“I couldn’t have the business I have today without these employees from 
corporate who have helped me build the solid foundation we desperately 
needed,” Smith said. “Valvoline Instant Oil Change planted seeds in my 
business, and Henley Enterprises has flourished because of the talented 
people who work for me.”  n

Matt McKeown is the vice president of franchising at Valvoline 
Instant Oil Change. Find him at fransocial.franchise.org.
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Training, Technology 
and Teamwork 

Contribute to Operation 
Efficiencies

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

QUESTION:  What tools are you currently using to make your 
operations more efficient?

FERNANDO:  “At our four Childrens Lighthouse Learning Centers in the Dallas-Fort Worth 
market, we are boosting the efficiency of our early education schools through the strategic implementation 
of technology inside and outside the classroom. 
     To increase the productivity of staff and students, Childrens Lighthouse employs high-tech equipment 
such as smart boards, laptops and interactive games. Students are provided access to 70-inch moveable 
smart boards with Kinect technology, which allows them to stay near their seats and make gestures that 
will appear on the whiteboard. Starting at age two, they have monitored access to computers, multimedia 
games and applications for learning purposes, which is incorporated into their lesson plans. 
     By using these tools, instructors are better suited to gauge students’ understanding of the material at 
frequent intervals, allowing them to use this information to target their instruction accordingly, ensuring 
that all students are on a path to success.
     To prevent any learning interruptions or loss of productivity, the franchise system employs digitally 
controlled building access, Internet video monitoring, among other security features to ensure the safety 
and security of the learning environment. Families and students are in a better position to learn in an 
educational environment that is safe, secure and uninterrupted by outside issues.
     These technology solutions enhance the overall educational experience for students, staff and parents. 
    The centers that we own and operate in Wylie, Rockwall, Garland and Woodbridge, Texas, offer highly 
productive learning environments that we take great pride in providing to local families.”

Emily Fernando is the Childrens 
Lighthouse Learning Center 2014 

Franchisee of the Year. She opened her 
first center in 2007 in Wylie, Texas and 
owns and operates four centers in the 

Dallas-Fort Worth, Texas area. Find her 
at fransocial.franchise.org.

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

Michael Burstein is the owner and operator 
of seven Yogurtland locations throughout 
central California.  Find him at fransocial.

franchise.org.

BURSTEIN:  “After sitting behind a desk as an attorney for almost 25 years, I take great 
enjoyment in interacting face-to-face with the employees, both old and new, at all seven of my 
Yogurtland locations to ensure top-notch service and efficiency in each of the stores. By implementing 
the corporate training tools, such as instructional videos and training program guidelines, the location 
managers and I are able to maximize business efficiency and successfully increase productivity on a 
day-to-day basis. 
      Thankfully for us, Yogurtland is incredibly good at teaching management to work with
our employees to ensure each store runs as smoothly as possible. All new managers take part in a 
comprehensive seven-day training program that consists of both classroom and hands-on training 
encompassing all aspects of operations at a company-operated store and the corporate headquarters in 
Anaheim, Calif. Onsite training is also provided for four to five days during the store’s grand opening.
     In addition to initial training upon hire, all our employees are required to view updated instructional 
videos that the corporate office sends out throughout the year. The great thing about the instructional 
videos is that they aren’t dry. Each one inserts a little bit of humor into the lessons and our employees 
actually seem to enjoy watching them!
     It is an incredible experience to participate in the training process from the very beginning and 
realize later on that the time we invest in training each employee provides a pleasant experience to our 
customers each day.” 
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Pam and Steve Stallings are the owners and 
operators of three Salsarita’s Fresh Cantina 
locations in Louisville, Ky. and Birmingham, 
Ala. Find them at fransocial.franchise.org.

STALLINGS:  “Pam and I have years of experience in the restaurant industry and as a result, 
have tons of firsthand experience in which works-management techniques succeed and which do not 
in increasing in-store efficiency. We implement this experience every day to make sure we are always 
using whatever tools we can to make our operations run as productively and smoothly as possible. 
     Nine years ago we opened our first Salsarita’s Fresh Cantina in Louisville and are lucky enough 
today to own two additional locations. We work hard to emphasize a team culture at all our locations 
and stress the importance of working as a collective team to achieve our overall company goals. We 
have also learned that by working as a team and instilling in our employees a ‘we’ instead of an ‘I’ 
attitude, we can increase individual development among our staff. This better serves our bottom line. 
     In all the years we have been in the industry, we’ve noticed that business owners who want to be 
successful in the restaurant business develop and implement an employee training program that fits 
their needs to become successful. By training every individual to be successful on his own, the overall 
company benefits immensely.  
     Salsarita’s corporate team has offered wonderful new training tools as well, such as E-learning 
sessions that help us focus our team development. We are fortunate that the corporate team believes 
in the same training methods we do and shares in our belief of setting each employee up for success 
for the greater good of the company.” n

®

Robert Nevadomski, CFE

Rosemarie Hartnett, CFE   
President

Abrakadoodle

“The CFE program provides a forum that supports continued 
professional development and adherence to the highest standards in 
franchising. It is also a wonderful way to form valuable relationships 
and generate new ideas from different perspectives.”

The Institute for Certified Franchise Executives (ICFE) offers a wide range of continuing 
education programs for professional development culminating in the Certified Franchise 
Executives (CFE) designation. Our mission is to enhance the professionalism of franchising 
by certifying the highest standards of quality training and education.

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

“I am a CFE because...
I am committed to excellence in 
franchising through on-going learning!”
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Canada has always been seen as an easy and 
natural first step for U.S.-based franchisors 
considering international expansion. There are 

obvious reasons that make Canada attractive, including 
geographic proximity, standard of living and consumer 
behavior, common language and similar legal system. 
Also, the vast majority of the population lives close to the 
U.S. border. 

But, it is important for franchisors expanding into 
Canada to note the differences in the Canadian market, 
so as to better strategize a more effective and efficient 
entry. Often, American franchisors are pulled into Canada 
by interested prospects. Regulation of franchise sales has 
served to discourage this kind of passive entry, although 
this reason for entry into the Canadian market is still 
often cited. Nevertheless, most franchise professionals 
agree that a proactive strategy plan is the most likely to 
succeed. 

This article seeks to provide U.S. franchisors with 
a better understanding of the Canadian market, by 
discussing a variety of key legal and business steps one 
must consider and take in advance of expanding into 
Canada. 

Trademark Protection
One of the first steps that should be taken by any 

brand owner is to apply for registration of its principal 
trademarks. Just because a trademark is registered and 
used in the United States, one cannot assume it can 
be used and registered in another country. The federal 
government in Canada has exclusive jurisdiction over 
trademarks, under the Trade-Marks Act, which means that 
one registration is good across Canada.

Generally, registration should be done as soon as 
possible to minimize the risk that an individual who has 
observed the trademark or franchise’s value abroad will 
seek to register first. 

Structural and Tax Issues
There are several ways U.S. franchisors can enter 

the Canadian market. Franchisors can directly franchise 
from the Unites States into Canada or use a joint venture 
structure, in any case using an existing or new U.S. entity. 
While these structures have benefits and drawbacks, 
franchisors are also increasingly using a Canadian affiliate 
or subsidiary to then grant rights. At the outset it is critical 
for a U.S. franchisor planning any international expansion 
to obtain corporate and tax structuring advice from their 
U.S. and Canadian tax advisors, in addition to advice from 
franchise counsel.

It used to be quite common for U.S. franchisors to 
expand into Canada through a single-unit franchise 
model. While still common, franchisors now will also often 
consider a multi-unit expansion strategy, mostly due to 
the realistic costs of expansion. 

A multi-unit strategy allows U.S.-based franchisors to 
delegate functions to an entity of their choice, with local 
expertise. Multi-unit franchisees or area representatives 
typically assume many of the functions normally done 
by the franchisor, such as site selection, construction, 
training and operational support, and where appropriate, 
subfranchisee recruitment. While these arrangements 
can be beneficial, franchisors should be mindful that 
they come at the cost of decreased control, and if the 
multi-unit candidate has a large territory, the choice of the 
multi-unit candidate can be that much more critical. But 

Expanding Your Franchise 
System Into Canada
A variety of key legal and business steps must be taken into account 
before expanding into Canada.   
BY LARRY WEINBERG, CFE

I N T E R N A T I O N A L  D E V E L O P M E N T
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if the territories and unit expectations are too small, then the 
franchisor may still be left performing a fuller spectrum of the 
functions traditionally fulfilled by the franchisor in the market. 

Tax issues cannot be ignored. At the very least, 
consideration needs to be given to the fact that nonresident 
withholding taxes will typically apply and require Canadian 
franchisees to pay at least 10 percent of the U.S. resident 
franchisor’s royalty payments and initial franchise fees 
to Canadian income tax authorities, as the nonresident 
franchisor’s income in Canada (there may be an offsetting 
credit in the United States). But that is but one issue, as 
others will arise depending on whether the franchisor is U.S. 
based or Canadian, the nature of the rights granted and 
whether the franchisor requires that funds be repatriated to 
the United States or used to fund operations in Canada or in 
other countries.

“Canadianizing” Your U.S. Franchise 
Documents

It is inevitably true that some changes are almost always 
needed or recommended to the standard forms of any 
U.S. franchisor’s franchise agreements to comply with the 
laws and practices of the Canadian franchise marketplace. 
In some instances it is because local law requires that 
agreements contain provisions that differ from what would 
be usual in a U.S. agreement, while in other cases practices 
have evolved differently.   

Franchise Law Compliance 
At the present time, five of the 10 Canadian provinces 

have franchise legislation. They are Alberta, Manitoba, 
New Brunswick, Ontario and Prince Edward Island. A sixth 
province, namely British Columbia, will likely also have a 
franchise law within a few years. The remaining four Canadian 
provinces have yet to express an intention to legislate in the 
area of franchising.

The provincial franchise laws are relatively similar, in 
that they mandate pre-sale disclosure through a Canadian 
franchise disclosure document, impose on franchisors and 
franchisees a duty of fair dealing, provide franchisees with a 
right to associate and prescribe certain limited relationship 
provisions that mandate what law and courts will govern 
the contract. However, unlike the United States, there is no 
registration requirement in Canada.

If franchises are to be offered in one or more of the 
regulated provinces, then a FDD will be needed. Case law 
has made clear already that delivering a U.S. FDD is not in 
compliance with the Canadian franchise laws. A so-called 
“wrap around” will usually not work, if for no other reason 
than it is not permitted by Ontario’s franchise law, and there 
is a trend to a single cross Canada FDD. So, a U.S. franchisor 
will need Canadian counsel to prepare a compliant FDD. 

In provinces with franchise legislation, franchisors are 
required to deliver disclosure documents at least 14 days 
before the earlier of: the party’s entry into any agreement 
related to the franchise (with some very limited exceptions 
in certain provinces) or the payment by the franchisee of any 
money. 

Other Considerations 
There are often myriad business-specific issues that 

need to be considered before expanding to Canada. And 
while Canada may be relatively similar to the United States 
in many respects, the differences should not be discounted. 
For instance, in a food service franchise, the franchisor will 
need to consider product sourcing and supply chain. In other 
industries, licensing requirements for franchisees may differ 
greatly from that which exists in the United States. In the end, 
finding legal and other local consultants may turn out to be 
a key consideration in making sure the process of expansion 
goes as smoothly as possible. 

Lastly, special consideration should be made when 
expanding a franchise system into Quebec. One of the most 
practical considerations is the fact that consumers by and 
large live and work in the French language. So, a franchisor 
will often consider using a multi-unit strategy, and thereby 
delegate many of the language compliance issues. 

As seen throughout this article, there are several important 
differences between franchising in Canada, as opposed to 
the United States. While franchisors can exploit the numerous 
similarities, it is crucial to carefully consider the impact 
of differences across the business, laws and practice of 
franchising. n

Larry Weinberg, CFE, is a partner in the Toronto 
office of the law firm Cassel Brock & Blackwell LLP.  
Find him at fransocial.franchise.org. 

VantageHospitality.com • 888-316-2378

If you have experience in franchise 
or  business-to-business sales, this is 

your opportunity  to join 
an international hotel company  

that’s enjoyed unprecedented success.

Franchise Salesperson

8th largest hotel company worldwide 
with 1,000+ properties

We’re adding experienced franchise 
sales professionals  to meet the demands  of 

our brands’ exceptional growth opportunities with 

(economy & limited service)                 (midscale to upscale)

Candidates should send their resume 
and compensation requirements to 

Karrie Leppig at kleppig@vantagehospitality.com
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PR Campaigns to Pump Up 
Your Lead Generation

If you don’t see growth through the efforts you are putting out, 
it may be time to change course.

BY SABINA GAULT

As the plane takes off the runway as I leave for yet 
another convention (probably the third one in a month), 
I think about the one thing that concerns everyone: 

new business. With a substantial number of companies back 
on track and growing, all CEOs and marketing professionals 
are looking to boost revenues and increase net profits. In 
today’s marketplace there is an array of solutions, which I 
have seen firsthand at this convention. The exhibit hall was 
filled with suppliers who could help fuel growth: new customer 
relationship management agencies, social and digital 
platforms and of course, public relations firms. 

It is important to note that the world of public relations 
has transformed dramatically in the past couple of years. All 
brands want proof that PR is not just talk and a number of 
top-tier placements per year. They want to know that they 
will see return on investment and that there will be some form 

of measurement to gauge it.  An industry that never 
concerned itself with more than impressions or audience 
numbers is now consumed with trying to prove the value 
of its work.

With this in mind, the question that I get asked most 
often is: “What moves the needle?” 

The question that I get 
asked most often is: 
“What moves the needle?” 

L E A D  G E N E R A T I O N
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The answer is not as simple as one would imagine. Yes, 
an article about the brand in The Wall Street Journal will add 
huge cachet and will probably help pave the way for many 
new business leads. However, not every company with an 
article in the same publication will experience this level of 
success. A huge component of this proclaimed success has 
to do with the brand itself and the right PR team will know 
the kind of communications campaign that will help build the 
company and lend credibility to their respective concept. It is 
not always about getting the big press; it is about getting the 
right, targeted press. 

A publicist has to always be able to know whether a brand 
needs to play the expert angle, the untold story of the founder 
or the larger-than-life company piece. On top of that, all forms 
of PR must be aligned at all times with the brand’s marketing 
goals and core values. Only with a strong bond between 
marketing and PR and the right goals in place can PR truly 
succeed. Once those elements are present, you can look back 
and see the ROI as clear as day. 

What kind of press moves the needle and how does one 
identify the ROI?

1. Identifier stories
These are the stories that allow you to share your 

company vision and goals; tell the world why you are the 
best at what you do, why your concept is so different from 
everything else in the marketplace and why consumers 
should choose you over your competition. 

2. Trailblazer articles
Brands that are disruptive and off-the-beaten-path 

tend to naturally attract press coverage. The Lash Lounge 
(eyelash extensions) is a prime example of a business 
model that no one else has replicated at a nationwide, 
hyper-organized level. Sky Zone (a wall-to-wall indoor 
trampoline park where people of all ages come to jump) is 
another great example of a concept that created its own 
path. When the brand evolved in 2004, it was in a category 
of its own with no direct competitors in sight. As a result of 
this, it garnered a noteworthy feature on the main page of 
Yahoo! accompanied by a video of the facility and the CEO 
Jeff Platt discussing his concept and how he came up with 
it (together with his dad). This created a great deal of buzz 
for the brand, and most importantly, ROI.

3. Success against all odds pieces
When it comes to success, people always look at 

the value of the company. And while that is an obvious 
measure, another great one is to look at the person driving 
the brand. Most entrepreneurs have worked tirelessly to 
get where they are. Their company was not successful and 
profitable from Day One and it took them years of struggles 
and hardships to build the brand that is envied today. 
Hearing their personal stories via a major national outlet 
like Entrepreneur or The Huffington Post allows potential 
leads to identify with the brand and want to be part of it. 
A great example of this is Andy Wiederhorn, chairman 
and CEO of Fatburger. While the brand has its own legs to 
stand on as a burger powerhouse from the West Coast, 
Wiederhorn’s personal story and how he rehabilitated this 

concept to amass to 150 locations in 29 countries 
really clicks with the media and fans alike. 

4. Rankings 
I am including rankings as part of my ROI-driving 

methods, even though they are not technically 
“stories” per se. Despite not being features, they 
are extremely important and a necessity for a brand 
to remain a leader in its market. These accolades 
can range from the Inc. “500/5000” to “Best Places 
to Work.” The reason for mentioning them here is 
that no one wants to invest in a brand that is not 
obviously growing, a leader in its category and a 
force in the industry. Rankings allow you to show 
everyone where your brand stands in the grand 
scheme of things.

Rankings allow you to 
show everyone where your 
brand stands in the grand 
scheme of things.

As one can see, this piece references huge brand 
stories, mostly focused on the concept directly and 
the CEO (with the exception of rankings). The reason 
behind that is this kind of media is what makes the cash 
register ring. This is what brings people in the door at 
a local level and generates major leads on a national 
level. While this kind of press takes time and energy (and 
many great relationships) to come to fruition, it will show 
ROI and any public relations practitioner will have no 
trouble providing meaningful measurement. 

While CEO expert pieces and franchisee-driven 
articles are great, most of them are helping establish the 
brand and create an aura of strength for the concept, 
but they are usually (on their own) not necessarily driving 
leads. That is not to say they should not be part of the 
PR campaign; however, they are meant to be supporting 
pieces that add value to the overall plan rather than self-
standing ROI generators. It is essential to have these 
secondary pieces, as business leads have to see things 
multiple times before they buy into the concept. 

PR has indeed progressed and changed a lot, and 
now more than ever we can measure our results in ways 
that will forever change the industry. So sit down with 
your team and look at your plan for the year.  Do you 
see the growth through the efforts you are putting out? 
If not, it may be time to change course; the options are 
definitely out there. n

Sabina Gault is the CEO of Konnect Public 
Relations, a midsize PR agency that creates 
custom ROI-focused campaigns for clients in 
the franchise industry. Find her at fransocial.
franchise.org.
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FranTech 2014 Reaches New 
Heights in the Mile High City

Conference fosters sharing of marketing and technology best practices.  
BY ALISA HARRISON AND JASON YUSKO

Nearly 200 marketing and technology franchise professionals gathered in Denver April 10-11 for the FranTech 2014, the 
International Franchise Association’s Digital Marketing and Technology Best Practices Conference.  Top industry and technology 
experts shared best practices and tangible solutions to franchise lead generation, local search marketing, cybersecurity and ways 
to leverage data to grow franchise systems. The general session programming can be viewed at FranSocial.  Here are some of the 
key take-aways.

How to Dominate the Local Search Landscape
Tim Resnik, product strategy principal of MOZ, a leading Internet search and marketing firm, was the opening keynote speaker. 

He discussed what franchise companies need to do to be successful at the local level in search.  There are more than 100 trillion 
Google searches and 7 trillion local searches per month, Resnik said. Fifty percent of the local searches are mobile-based.  

One of the best ways to optimize your 
local search is to become familiar with Google 
Webmaster tools because it will provide you a 
closer look into Google’s black box of search.  
Another important consideration is to make 
sure your website structure is crawler-friendly, 
which is one of the biggest obstacles to getting 
your local search right. Google Webmaster 
Tools will be able to show you how the crawler 
views your website. You’ll be able to make sure 
your navigation and page structure are working 
properly and determine if heading tags and 
keywords are having the desired effect.

 

T E C H N O L O G Y

MOZ Product Strategy Principal Tim Resnik, FranTech 2014 keynote 
speaker, discusses local-level search success. 

2014

Watch Resnik’s 
presentation on 

FranSocial
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The New Era of Lead Generation − Tools 
franchisors are using to communicate with 
franchisees, as well as prospective franchisees. 

Deb Evans, CFE, president, Franchise Foundry, led the 
discussion on the new era of lead generation. The first step in 
generating leads for your franchise system is to know where 
your potential franchisees spend their time online.  Susan 
King Glosby, CFE, is vice president of operations, FIT4MOM, 
which targets stay-at-home-moms. Facebook, which is 
highly utilized by mothers, is where the brand cultivates its 
leads.  If your target is more corporate customers, like the 
ones Chad Stewart, AlphaGraphics director of marketing 
and network vision, aims for, try LinkedIn.  Jason Paulo, 

president and CEO, Monkey Bizness, warns that a hard sale 
can be a mistake. Instead, build a relationship through email 
campaigns, videos, interactive brochures, Google Hangouts, 
virtual conferences and franchisee testimonials.  Let your 
system’s story sell itself.  

 
Developing the Right Local Marketing Strategy

Amit Pamecha, CFE, CEO and co-founder, FranConnect, 
shared that the No. 1 driver for increasing franchisee 
revenues is the franchisees’ local marketing abilities.  
Sadly, 30 percent of online leads never make it into an 
electronic customer relationship management system.  
This means lost business as many franchise systems find 
that responding to the lead within one hour increases the 
conversion rate by 50 percent.  To make the conversion, you 
need to attract customers to your social media pages and 
website.  Doug Reifschneider, vice president of marketing 
services, Firehouse Subs, only allows one brand-specific 
Facebook page to avoid confusing customers.  According 
the Restaurant Social Media Index, 84 percent of restaurant 
consumers are using mobile platforms to connect with 
brands, said Reifschneider.  Linda Shaub, CFE, vice 
president of marketing, Interim HealthCare Inc., made use 
of web editor services to create relevant content for 25 
franchisees who soon realized a 50 percent increase in their 
search engine results page rankings.

How do franchisees make buying decisions 
and how can franchisors use technology to 
understand and influence them to buy their 
brand?

Jon Carlston, CFE, vice president of social development, 
Process Peak, LLC, said the first step in influencing 
franchisees’ buying decisions is to establish whom the ideal 
candidate is.  Use profiling tools and data collection from 

your CRM on existing franchisees or candidates.  
Patrick Pounders, franchise development 
consultant, Homewatch International, Inc., 
understands how candidates researching 
your brand before completing a lead form will 
help you discover their level of sophistication.  
Whether they come from a franchise lead 
portal, a Google search or Entrepreneur.com, 
this indicates how much research they have 
done and how serious an investor they may 
be.  Stephen Dixon, CFE, chief development 
officer, Childrens Lighthouse Learning Centers, 
emphasized using your franchise website to tell 
your system’s story.  Allow the candidates to 
discover your system and regularly interact with 
them through the process.  Be patient as they 
work through the process; never jump them to 
the next step. 

Success With Automated Marketing − 
More Than Just Technology

Alec Stern, founding team vice president 
of strategic market development, Constant 
Contact, offered that marketing automation 

Lead generation panelists include, from left, AlphaGraphics Dir. of 
Mktg. and Network Vision Chad Stewart, Monkey Bizness Pres. 
and CEO Jason Paulo, FIT4MOM Vice Pres. of Operations Susan 
King Glosby and Franchise Foundry Pres. Deb Evans (moderator).

Attendees share information during first day’s General Session. 
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is the strategy of using all types of technologies and 
processes to help drive better business and customer 
results leading to a better return on investment. “Marketing 
automation” is not one thing, one technology stack or 
one solution.  It is a process that looks at the content you 
deliver, the strategy and process behind the creation and the 
delivery of the content, such as involving your franchisees.   
Melinda Stewart, director of marketing, Service Brands 
International, suggested that the delivery of the content 
via phone interviews, email, texts and so forth will help 
keep your customers engaged and coming back.  Adam 
Kirschman, director of marketing, N-Hance, uses franchisee 
performance dashboards to measure the effectiveness of 
its automated marketing efforts.  Some items the company 
measures are lead flow, leads in the pipeline and revenue. 

Your Digital Blueprint – Developing Your 
Strategy From the Top Down vs. Bottom Up

Dan Monaghan, co-founder, WSI, knows a strong 
technological foundation is essential to every franchise 
system’s success.  First, address the needs of your system.  
Does the website meet the needs of customers, potential 
franchisees and employees?  Would these audiences be 
better served by one site or separate sites?  Apply the same 
approach with your social presence; will you have one page 
under each social media channel or have thousands by 
allowing your franchisees to create their own pages?  To 
create solutions, Stefania Sigurdson, director of marketing, 
Tutor Doctor Systems, Inc., includes its franchisees in the 
process.  Once you answer these other questions about your 
technology foundation, you can then consider what you want 
to build it with.  Shayne Mehringer, CIO, The Dwyer Group, 
said as you develop these plans, you cannot afford the price 
of perfection.  You need to develop a solution and launch it.  
After you launch, you will learn what works and what doesn’t.  
You adapt your strategy and technology to what you have 
learned. 

Taking Your Entire Franchise System to the 
Cloud:  A Case Study

Brian Spindel, CFE, president and COO, PostNet 
International Franchise Corp., talked about his company’s 
transition to the cloud and Google apps. He said the 
drivers to the cloud were the reliability, ability to scale and 
having consistency of updates so the company could be 
sure everyone was using the right version. He explained 
that the company originally had concerns with franchisees 
developing their own sites until PostNet was able to develop 
a website robust enough that the franchisees couldn’t build 
a better one. A responsive design has also been a key focus. 
Spindel discussed other software the company had used, 
including the success achieved by putting the manuals 
online in a wiki environment to help with ongoing changes 
and collaboration. The source code for Wikipedia is actually 
free to download and can be installed on your own servers.

Ken Colburn, CEO, Data Doctors, moderated the panel 
Best Practices for a Mobile Marketing Strategy and User 
Experience within Your Franchise System.  Nicole Hudson, 
president, Inbound Lead Solutions, opened the session 

emphasizing the importance of a mobile strategy.  “You need to 
go beyond making your site mobile friendly and make sure you 

have a real purpose behind your mobile strategy. As you develop 
that strategy, think of ways you can reward your customer,” 
Hudson said.   Location was a theme that would arise at almost 
every session at FranTech and this one was no different. Be 
sure you are leveraging location in your mobile strategy, Hudson 
advised. People are increasingly using mobile devices to 
influence their shopping decisions, many times while they are 
actually at or near the store. Mobile video traffic is more popular 
than ever and is growing at 92 percent per year.  Andy Bell, CEO, 

PostNet Pres. and COO Brian Spindel outlines 
“cloud” transition. 

General Session keeps attendees, from left, Fishman PR 
Pres. Sherri Fishman, Benetrends Pres. & CEO and IFA 
board member Rocco Fiorentino and re:group, inc. Dir., 
Digital Strategy Kevin Woodard   plugged in to the day’s 
event.
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Handyman Matters, Inc., said his company’s efforts were to 
switch its website to a responsive design. The website was 
originally developed using adaptive design, but abandoned 
after seeing issues in maintaining the design for different 
devices and seeing the brand’s ranking in Google results 
suffer. After switching the site to a responsive design, 
previous traffic and search rankings immediately returned.

The panel, Franchise Digital Strategies: Doing it Right, 
featured a team of experts − including Google’s Sher Khan, 
strategic partner manager, and Chel Heler, strategic partner 
manager, channel sales; John Berkowitz, co-founder & CRO, 
Yodle; Megan Martell senior vice president, national brands, 
Driven Local; and Anne Baum, account director, Location3 
Media.

One of the key factors the experts from Google 
emphasized was to know your data as you craft your 
strategy. The panel also discussed the importance of a 
unified brand strategy with both franchisees and franchisors. 
Some of the best ideas come from your franchisees; don’t 
be afraid to mine the best and brightest of them. 

Loyally Exposed: Handling the Big Data 
Aspects of Loyalty Programs, Data Mining and 
Security

Kevin Johnson, CEO, Secure Ideas, provided an overview 
of the different methodologies and applications in collecting 
data. This has increased as processing power has become 
cheaper and more readily available. The challenge in 
collecting data on your customers is you have to protect it 
while maintaining its usefulness, which is very important. 

You need to treat loyalty data very carefully because it 
is sensitive data and needs to be protected. Johnson 
demonstrated a tool called “Pineapple” that made it relatively 
easy for hackers to gain your information over a Wi-Fi network. 
Johnson and his company contribute to the open source 
community and you can find tools to help you secure your 
network on his site https://www.secureideas.com/, including a 
collection of tools to secure your network environment. 

 

   

Digital strategies panelists include, from left, Yodle Co-founder 
& CRO John Berkowitz, Location3 Media Acct. Dir. Anne 
Baum; Driven Local Sr. Vice Pres., National Brands Megan 
Martell; Google Strategic Partner Mgr., Channel Sales Chel 
Heler and  Strategic Partner Mgr. Sher Khan (moderator).  

Secure Ideas CEO Kevin Johnson discusses loyalty program 
data collection and security concerns.

Watch Johnson’s 
presentation on 

FranSocial

Data Doctors CEO Ken Colburn welcomes FranTech 2014 
attendees.
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Finding Franchise Development Success with 
the YouTube Platform

Cecelia Choi, strategic partner manager, channel sales, 
Google, said YouTube reaches more adults ages 18-34 than 
any cable television network. Video will continue to grow as 
mobile devices grow. Choi said a recent study revealed that 
4.8 billion people own a mobile device, while only 4.2 billion 
own a toothbrush.  

Video is an action oriented channel. Fifty-two percent of 
users take action after watching an online video. People who 
choose to watch versus being forced to watch are 75 percent 
more engaged. Shorter video ads (15 seconds) are watched 
to completion almost twice as much as 30-second ads. Choi 
provided a link to a step-by-step guide for brands to learn best 
practices on YouTube. 

For more 
information, visit: 
http://static.
googleusercontent.
com/media/www.
youtube.com/en/us/
yt/advertise/medias/
pdfs/advertiser-
playbook-en.pdf

 
Social Media 
Channels

An expert 
panel moderated 
by Jack Monson, 
vice president, 
Engage121, 
included speakers 
Brandon Pappas, 
website specialist, Right At Home Inc.; Paul Segreto, CFE, 

CEO, FranchisEsource 
Brands International; and 
Gina Svendsen, director 
of marketing, Scooter’s 
Coffee & Yogurt. Panelists 
provided several useful tips 
on leveraging social media. 
Facebook was discussed as 
a great channel for cheap 
advertising to boost a post or 
piece of content. Most expect 

these rates to increase rapidly in the coming months from their 
current rates. Facebook has already started to scale back the 
impressions and engagement you receive from organic posts 
(those that aren’t boosted through advertising promotion) 
and this trend will increase. Twitter was listed as a great 
example of a channel to use to reach public relations or media 
personalities.  If you are getting a lot of negative feedback on 
Twitter, consider creating a separate branded Twitter account 
to address your customers’ concerns. In whatever social 
channel you’re using, treat your customers the way you want 
other brands to treat you.

PCI and Security Issues – Best Tools and 
Practices

The payment card industry has a set of requirements 
designed to ensure that all companies that process, store or 
transmit credit card information maintain secure environments. 
The session was timely considering recent issues regarding 
the breach at Target, believed to have originated from a single, 
small point-of-sale machine. There was a tremendous amount 
of damage to the brand both in reputation and actual dollars. 
The panel stressed that PCI is not just about what POS system 
you are using, but also about routers, security cameras, 
HVAC systems and any remote monitoring programs. When 
testing your system, you need to check all touch points of 
data – employees, POS, router settings, gateway/middleware 
and processors. Some of the issues on the horizon include, 
Windows XP (no new updates after April 8, 2014 and there are 

Watch Choi’s 
presentation on FranSocial

Google Strategic Partner Mgr., Channel Sales Cecelia Choi 
outlines YouTube best practices. 

FranTech 2014 included ample opportunities for 
attendees to network.
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still thousands of POS, computers and ATMs in use today), 
mobile apps and what types of regulation and legislation are 
adopted at the federal level.  

Big Data in the Era of Big Security
DJ Patil, Ph.D., data scientist in residence, Greylock 

Partners, a leading Silicon Valley venture capital firm, has 
been featured in leading newspapers and magazines, on 
national news segments and was also the subject of a CNN 
documentary. He has held a number of roles at Skype, 
PayPal, and eBay, and in 2011 he was ranked second in a list 
of the “World’s Most Powerful Data Scientists”’ by Forbes. 
Unsurprisingly, Patil gave an outstanding keynote presentation 
filled with historical data, current examples and props to 
demonstrate “chaos theory” and some of the pitfalls to watch 
for when living in a big data world. He outlined ways that big 
data can improve your product, help you spot change and 
even make human connections. One of the more interesting 
stories he shared was how small changes can transform your 
data or your company. He gave an example of how a lone 
engineer at LinkedIn created a small widget that let you see 
pictures of people you might know based on a data algorithm. 
The engineer had made the widget on his own because he 
thought people would be interested. Traffic through that widget 
increased substantially and they noticed other networks 
adopting it in their own communities.

Jeremy LaDuque, CFE, senior vice president, franchises 
and large dealer networks, Bridgeline Digital, moderated 
the session Centralized vs. Decentralized Digital Marketing 
Best Practices panel. Panelists included Martha O’Gorman, 
chief marketing officer, Liberty Tax; Jennifer Koen, marketing 
manager, Sport Clips, Inc.; and Brandi Kloostra, vice president 
of marketing, Service Brands International. The prevailing 
opinion of this interactive panel was that there is no “right” 
answer because it really depends on the organization. 
Decentralized marketing in a franchise organization gives 
franchisees controlled flexibility. Centralized marketing in a 
franchise organization assures brand integrity. The group also 
felt that centralized marketing was best for national campaigns 
while decentralized marketing worked best at the local level in 
many cases. n
 
 

Alisa Harrison is senior vice 
president, communications and 
marketing and chief of staff to the 
president and CEO and Jason Yusko 
is senior director of information 
systems for the International 

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

Patil’s audience guesses how a chaos theory 
demonstration might turn out.

THANKS TO OUR SPONSORS!

Franchise Payments Network and Zcubator 

Bridgeline Digital
Comark Direct
Higher Logic

IFX Software & Strategies
Local Market Launch

Locations3 Media
Manalto Inc.

Placeable
Qiigo, Inc.

Sightly
SKYLINE Cloud Services by Uni-Data

SproutLoud

 Greylock Partners 
Data Scientist In 

Residence DJ Patil, 
Ph.D. challenges 
attendees during 
a chaos theory 
demonstration.

Centralized versus decentralized digital marketing was the focus 
of panelists, from left, Sport Clips Mktg. Mgr. Jennifer Koen, 
Service Brands Vice Pres. of Mktg. Brandi Kloostra, Liberty Tax 
Chief Mktg. Officer Martha O’Gorman and Bridgeline Digital Sr. 
Vice Pres., Franchises & Large Dealer Networks Jeremy LaDuque 
(moderator). 
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It’s a well-known axiom in franchising that only a small percent of franchisees actually spend the local advertising dollars 
required by their franchise agreements. Franchise executives responding to a 2013 Franchise Update Media Group marketing 
survey pegged the number at 30 percent.

Yet, according to that same survey, franchisors believe that one of the three most important factors for building their consumer 
marketing success is “franchisee buy-in engagement, and execution of local marketing efforts.” 

Franchisors know that local advertising programs are critical to growing their companies, yet they acknowledge that 70 percent 
of their franchisees don’t spend on local advertising. Why the disconnect? 

• Most franchisees don’t have the resources, tools or know-how to create the right local marketing mix and execute it in 
their local markets. The result is they “throw darts.” They’re constantly bombarded with calls from marketing companies, so when 
one tactic doesn’t work within 30 days, they abandon it and try another. The results are frustration and wasted money.

• Franchisees complain that they already contribute a substantial amount to advertising through royalties and they don’t 
get anything in return at the local level from national ad campaigns. If only corporate would use that money in a way that directly 
benefited local franchisees, they say, that would solve the problem.

• Most franchisors don’t have the resources to consult with every franchisee to set up and manage their local marketing 
mix, especially if they have to research and source local vendors to provide the services.

All Advertising is Local
There is a famous saying coined by former U.S. Speaker of the House Tip O’Neil that states, “All politics is local.” The idea is 

that an elected official’s ultimate success is directly tied to his ability to address the issues that matter most his constituents.
In franchising, one could argue that “All advertising is local.” The local market surrounding each unit is where advertising has 

its greatest impact, and the concept of “national advertising” is really passé today. It’s a holdover from the way TV advertising was 
once bought and delivered − nationally, across the entire network. 

However, with the recent explosive growth of online video viewing and the emergence of hyper-local, programmatic 
video advertising technology, the same commercials can be personalized for each franchisee’s local market area, effectively 
transforming national advertising into high-performance, cost efficient, precisely measured, hyper-local advertising.

National Advertising at the Local Level
Every franchise corporate office would love to have a bigger budget for the national advertising fund to build the brand. 

And every franchisee would prefer to see measureable results in their own local areas from the national advertising funds they 
contribute. 

M A R K E T I N G

(Continued on page 60)

Local is the New 
National
Solving the local advertising spend 
problem with technology.
BY RYAN K. VASPRA
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See Outside the Box  
The solution: Franchisors combine national and local 

advertising programs into one local program with centralized 
management of online video ads, search engine optimization/
pay-per-click, display, directories and reviews across all 
franchises.

Using the proper technology and best practices, 
franchisors can achieve a high percentage of franchisee 
participation in a new local ad program while minimizing 
costs and resources required to run it. But it has to be 
turnkey and frictionless. If all the franchisees have to do is say 
“yes,” it will be easy for them to opt in.

This is an “Everybody Wins” advertising program. It gives 
corporate a consistent voice, standards and message in all 
market areas, maintaining the critical brand integrity needed 
for driving customer marketing success and growing the 
network through franchise sales.

It also gives franchisees the satisfaction that their 
advertising contributions are being spent on them in their 
local markets and they 
can see the exact results 
the program delivers. And 
because the technology 
and tools are managed 
from a central source, 
the program is a lot 
more cost-efficient and 
effective than it would be if each franchisee developed one 
individually.

Best Practices for a Turnkey National-Local Ad 
Program

1. Fund the program. By combining the national 
advertising fund with local marketing dollars, you can create 
one national-local fund committed to producing the biggest 
impact where the cash register rings: the local level. Since 
franchisors are required to update their franchise disclosure 
documents within 120 days of the expiration of its fiscal year, 
this time presents an opportunity to improve the franchise 
agreement by including provisions to create a national-local 
advertising program. 

Program details will differ from franchise to franchise, but 
the overall objective is to combine 1 percent to 2 percent of 
the national advertising fund with 2 percent to 3 percent of 
local advertising funds to fuel the new advertising program. 

2. Select the proper technology and toolset. There 
are companies that you can find within the IFA Supplier 
Forum that can both implement local advertising at scale, as 
well as manage it with limited resources.

3. Centralize ad creation. Produce 
brand video, pay-per-click and display ads 
for each franchise unit. PPC and display ads 
are neither difficult nor expensive to create 
and localize at scale, but video ads are more 
complex. Fortunately, Sightly’s platform also 
enables franchisors to localize and personalize 
a brand commercial for every unit’s market area.

4. Centralize campaign management.  Coordinate the 
set up, management and optimization of the campaigns for 
online video, SEO/PPC and display, as well as directory listings 
and online review programs at the corporate level.

5. Provide regular reports.  Whether it is a document 
or spreadsheet you email to each franchisee or an integrated 
dashboard, provide transparent visibility to what is being spent 
in each local unit market for each campaign and the results it is 
generating for each franchisee.

Franchisors who combine their national and local 
advertising funds and centralize management of video 
advertising, SEO, search, display, directory management and 
reputation/reviews for the entire network can win franchisee 
participation and accelerate franchise-wide growth by enabling 
the most effective and cost-efficient ad programs where they 
matter most, in the local area markets. 

Franchisors should also coordinate with their franchise 
sales teams to ensure that the new national-local advertising 
fund is positioned as a benefit for prospective candidates: 
turnkey, frictionless local advertising transparently spent in their 
local markets. n

Ryan K. Vaspra is senior vice president of product and 
operations at Sightly.  Find him at fransocial.
franchise.org.

Local Targeted Video Advertising is a 
Game-Changer for Franchises

The seismic shift from single-screen TV viewing to multi-
screen online video has created a massive audience for online 
video. Each month, 190 million Americans now watch more than 
50 billion online videos and 35 billion video ads.

Using new video ad technology, franchises can: 

1. Localize national TV advertising spots for each 
franchisee unit,

2. Set up and automatically manage online video 
campaigns in each franchisee’s market area (that reach only their 
ideal customers, on whatever device they’re using) and,

3. Transparently spend the allocated budget and track 
results.

(Continued from page 58)
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Social media for business generation is not “one size fits all.” It is not the silver bullet, cure-all or magic elixir. It is, nevertheless, 
imperative to the livelihood of franchise brands. Social media is every brand’s voice, its microphone and an extension of its 
customer service arm.

So, how can social media promote franchise development? There isn’t an easy answer. Perceptions and goals for social media 
vary from business to business. Like any other facet of a franchise model, the avenues taken and platforms used should strategically 
align with business goals, philosophy and core values. 

In the most basic terms, creating a strong interactive and digital consumer presence can be a franchise lead generator. This 
makes sense because a successful consumer social media presence can have a direct effect on franchise prospects; they hear 
about customers’ experiences firsthand. It provides the ultimate testimonial to the business model.

Accordingly, social media is a huge factor in the due diligence process and often part of the discovery phase. Prospective 
franchisees want to know what customers say about their prospective franchise brand, how the franchisor interacts with consumers, 
if customers are being listened to and if the brand is pushing out engaging, informative content.

So where should a franchisor begin? Listen to customers first, and then provide value. 

Listen Before You Speak
Just like prospective customers, prospective franchisees want to know what they can expect when making a purchasing 

decision (a hefty, life-changing one at that). Prospects research online and scour forums, review sites and social media sites. These 
customers aren’t looking for a restaurant to eat a meal; they are looking for a business to open. They perform more due diligence 

  Social media is about making a connection and providing content that  
  engages the consumer and the franchise prospect community. 

   
           BY ASHLEY BETZENDAHL 

S O C I A L  M E D I A

(Continued on page 62)

Using Social Media 
to Promote Franchise 
Development
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online than the average consumer. And they 
should.

Franchisors need to be aware of public 
conversations about their franchise organization. 
Don’t be caught off guard when dealing with 
prospective franchisees; franchisors need 
to know what currently exists online. Take 
UnhappyFranchisee.com for example − every 
franchisor needs to know what is written on this 
and every other public forum or social site. If the 
franchisor can find it, prospective franchisees are 
almost guaranteed to find it. 

Provide Value Where Value Matters
A strong interactive and digital presence is an 

important franchise lead generator.  Consumers 
are often also franchise prospects; sometimes they 
do not even know it yet. To attract those customers 
who also fall within a prospective franchisee 
demographic, it is important to determine the 
social platforms where they are interacting, and 
incorporate franchise development messaging. 
Because customers can also be prospects, a 
development presence separate from a consumer 
presence is not always necessary. Consumers can 
and will become franchisees; make them aware of 
the opportunities.

At a minimum, franchisors should have a visible 
lead generation tab on the company’s national 
consumer Facebook page and drive advertising 
within Facebook. This type of advertising can 
hyper-target prospective franchisees and produce 
results. Facebook allows franchisors to harness 
the power of referrals, which is imperative in any 
industry, by targeting prospects who have friends 
who are already connected to the franchisor’s 
national Facebook page. The more advertising 
brands conduct on Facebook, the more organic 
reach Facebook will provide to that franchisor’s 
Facebook page. 

To take it to the next level, and reach a wider 
audience, franchisors should: 

• begin a corporate blog,
• secure a development Twitter handle,
• use an existing franchise brand YouTube 

channel and
• integrate a digital advertising plan. 

Prospective franchisees search online; 
therefore, franchisors need to make it as easy as 
possible for prospects to find the right information. 
Many times this involves increasing search engine 
optimization and committing to a digital advertising 
plan via search engine marketing and digital ads 
via behavioral, demographic and geographic 
targeting.

Don’t forget the importance of video. YouTube is the 
second largest search engine; use it to sell franchises. 
Exploit the impact of testimonials and real-life stories 
of successful franchisees. Remember, it is not always 
necessary to separate the franchise development social 
media presence from the consumer. A successful 
consumer online reputation equals successful prospective 
franchisee engagement and awareness.

What is Social Media Success?
Success with social media can’t be defined by the 

number of people connected to Facebook, followers on 
Twitter or even the leads generated from social media 
as a whole. Social media is about making a connection 
and providing content that engages the consumer and 
the franchise prospect community. Social media is also 
about awareness, engagement and customer service. 
It is one touch point to the prospect. Social media, like 
public relations and customer service, is tough to measure 
and not always quantifiable to lead generation. But you 
can classify return on investment by analyzing return on 
engagement. ROI can be justified by ROE.

Trial and Error is Okay
Social media is new and developing. Marketing and 

advertising have existed since the 1700s; social media for 
business has been available since late 2007. This means 
that social media needs to be tested. There are no experts, 
gurus or social media ninjas. To succeed in social media 
and franchise development, brands need to be real and 
human. Learn from trial and error and create something 
that consumers, and prospective franchisees, can become 
passionate about. n

Ashley Betzendahl is manager of interactive media at Goddard 
Systems, Inc., franchisor of The Goddard School. Find her at 
fransocial.franchise.org

(Continued from page 61)

10 Tips for Engaging Prospects

1. Determine goals in social media − awareness, 
education, increase sales and so on. 

2. Listen before speaking. Franchisors should know what 
is being said before joining the conversation.

3. Franchisors should join social networks that align with 
the brand. Don’t join “just because.”

4. Listen (and speak) on the networks where consumers 
are. Franchise prospects are listening where consumers are 
speaking.

5. Provide value.
6. It’s not about the number of people connected, it’s 

about engagement.
7. Use video. Video sells. Amplify existing testimonials.
8. Social media is not successful on its own – use an 

integrated interactive approach. Combine social and digital.
9. ROE is the new ROI.
10. Trial and error is okay.
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Engaging Military and Veteran 
Communities With Your Brand

Before starting your outreach campaign, understand your target audience.  
BY KEVIN BLANCHARD

With more than 640 VetFran member companies, the 
franchise industry is actively searching for qualified 
veterans as employees and business owners.  

Veteran recruitment presents one certain challenge: everyone 
is doing the same thing as there is a significant level of 
competition for capturing the military community’s attention.  
As a combat Marine veteran who has worked on veterans 
affairs for the past seven years, and currently manages the 
International Franchise Association’s VetFran program, it’s 
only appropriate to share some “best practices” learned for 
engaging this audience.   

If you are a franchisor, you might want to recruit veterans 
into your system, and suppliers might want to offer a 
discount to gain veterans as customers. The common 
question still remains, where do you find them?  Before one 
addresses where to find members of the military and veteran 
communities, it is important to first understand two things: 
Who exactly are veterans? And what does your veterans 
program offer? Most people have never been in the military 
and lack an understanding of the military culture. 

Exactly who are veterans?
Before any outreach campaign is conducted, it is 

essential to understand your target audience.  In the case 
of recruiting veterans as franchisees, it’s a practical step for 
the franchise brand to breakdown the veteran population into 
three broad categories.  The brand can then focus on which 
demographic is most appropriate for its opportunity.  

For example, the transitioning veteran population may 
be more suited to recruit as employees or placed into a 
management track that leads to ownership.

Another category of the veteran population includes 
those who were discharged several years ago.  After 
discharge, many veterans take advantage of the 
Post-911 GI Bill, and then go into the work force.  
Some veterans realize after a few years of working 
that the corporate culture does not match their needs, 
which is one of the reasons why many turn to a life 
of entrepreneurship.  The military instills leadership, 
management and a detailed nature for conducting 
work.  These skills are critical for operating a business.     

Lastly, the brand may consider veterans who have 
spent 20 years or more in the military and have retired.  
Many take on second careers in corporate leadership 
roles, government contract work and business 
ownership.  These individuals are well positioned for 
franchising.  They have retirement pensions, substantial 
leadership experience and can be as young as 38.  

   
What does your veterans program do?

Before conducting outreach, it is important to 
establish a well thought-out veterans program and its 
purpose.  It is also important to communicate your 
veterans program at all levels of your organization, 
and designate someone to manage and execute the 
program.  Your veterans program should then become 
part of the overall culture in the organization.  This 
helps to create a welcoming environment for veterans 
interested in your organization.  

Offering a discount or incentive is noble and well 
received, but there is always room to be creative with 
your incentive.  Some examples may be offering a 

H O N O R I N G  A M E R I C A ’ S  H E R O E S

(Continued on page 66)
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discount on the franchise fee, reduced royalties, credits for 
food or equipment, and even a competitive contest to award 
a franchise unit to one or more qualified veterans.  Offering 
a discount is not only a great way to show your support, but 
it’s also a smart way to grow your business and reach new 
customers, potential franchisees and employees.  

Once your veterans program has been established, 
it is time to think about an outreach strategy.  This will 
take time and the company needs to be dedicated to 
the effort.  There are a few things to keep in mind when 
creating an outreach strategy.  You may want to consider 
reaching out to members of the military community before 
they are discharged.  The military market is huge, so its 
members won’t magically show up at your doorstep.  It is 
recommended to try the following five tips to help spread the 
word about your new veterans program.

1. Be Genuine
Since the recent wars, attention from the media around 

the military and veteran communities has soared and 
veterans take note.  Veterans generally have a keen sense 
for genuine offerings.  This trait is gained from the military, 
but also learned from an overwhelming number of assistance 
programs for veterans.  Try to keep it simple and make your 
opportunity sincere. Veterans recognize when a company 
is truly “military-friendly” and has a track record of genuine 
support and appreciation.  Your company can be perceived 
as “military-friendly” from messaging that is truthful, 
transparent and comes from the heart.

  
2. Reach Them Where They Are

Those in active duty military are often relocating 
frequently.  Many military families live on bases or in small 
towns near the bases. Many of the bases are not in close 
proximity to malls, superstores or brick-and-mortar shops.   
The upside to this is it may be easier to target your marketing 
efforts and meet the military market where they are, both on 
bases and online.

Here are some suggestions to reach the military and 
veteran communities.

• Offer your discount online through a targeted 
“military-friendly” webpage.   Your offering and message 
should be clear and consistent.  Try to make receiving 
additional information from your company’s veteran 
representative as easy as possible.  

• Adjust your outreach campaign such as print ads, 
webpage, radio ads, billboards and press releases to a more 
geo-targeted area that has a high population of veterans.  

This research can be found through the Veterans 
Administration and some veteran service organizations.  

• It is also possible to advertise on bases.  Each 
military base has its own base newspapers where you 
can place an ad.  Some content on the Internet may be 
censored, so newspaper ads provide a good alterative.    

• IFA’s VetFran program offers VetFran members 
the opportunity to post articles of success stories 
and press release at no cost.  Veterans interested in 
franchising are likely to visit a program such as VetFran 
that is focused on veterans in franchising.    

• Host or sponsor an event.  There are a number 
of career fairs focused on veterans where franchise 
companies can participate or you can host your own 
event.  

3. Include Military Families
The military market includes active-duty, reservists, 

retired military and employees equaling 8.2 million 
consumers, a large potential market to capture.  An 
effective communication strategy to reach members 
of the veteran population is through their spouses.  If 
the offering is genuine and is of interest to the family, 
the spouse will likely share it with the veteran husband 
or wife.  Let spouses help spread the word about your 
veterans program.   

4. Don’t Give Up
Franchise businesses often have only limited 

resources designated to their effort, but keep in 
mind the veteran may not be ready to receive your 
opportunity now, but may be in the future.  When 
someone is interested, keep track and take note of his 
or her military or veteran status, and always keep in 
touch.  Remind them frequently that your organization 
is “military-friendly” and that your veterans program 
is designed to support them, and is a benefit to them.  
You might consider setting up a simple tracking system 
to organize contact information and status.  

5. Share Your Own Success Stories and 
Best Practices

You should keep in mind that VetFran is an industry-
wide initiative and not specific to any one company.  
If there are certain strategies that work better than 
others, share them with the industry.  VetFran, located 
at www.vetfran.com, is a perfect place to engage your 
ideas with others.   n

Kevin Blanchard is coordinator of research & 
strategic initiatives for the International 
Franchise Association.  Find him at fransocial.
franchise.org.

(Continued from page 64)
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IFA’s Trade Shows – A Strong 
Platform for Your Emerging 

Brand’s Growth 
Stand out and capture the attention of your target audience.

BY DAN STONE, CFE

Not sure your emerging franchise can benefit from taking 
part in one of the International Franchise Association’s 
trade shows? Think again. Regional expos such as 

IFA’s Franchise Expo South, International Franchise Expo 
or the West Coast Franchise Expo can garner your brand 
some much needed attention and enhance your credibility. 
Attracting a vast audience, ranging from franchisee prospects 
and lenders to franchise industry suppliers, expos get your 
concept seen and heard by the people who can help your 
franchise grow and succeed.

What Expos Can Do for You
Many young brands can’t afford not to be at IFA trade 

shows, particularly when they are hosted in target growth 
territories or regions. The industry as a whole, whether it’s 
bankers, brokers or potential franchisees, isn’t going to know 
about your brand unless you make your presence known. 
You get noticed and considered when maybe you wouldn’t 
otherwise.

One key benefit of trade shows is the opportunity they 
provide to meet potential partners face-to-face. The physical 
connections you can make at the shows, and the one-on-one 

conversations that result, are important and invaluable. 
The IFA expos have helped the Burger 21 brand build 
momentum and the company’s recruiting efforts 
have benefited from this strategy since launching its 
franchising efforts in the fall of 2011. 

Burger 21 didn’t exhibit at a show until the brand 
had its “act together.” This means having all, if not 
most, of your marketing and sales materials prepared 
prior to your first show. From the booth to your 
brochure, and your brand’s website to ads, you want 
to put forward your best face.  Burger 21 was fortunate 
in that it had its management company, Front Burner 
Brands, to provide the resources to have a polished 
look with consistent messaging. 

Not all emerging brands can do this, but that 
doesn’t mean you can show up with just a skirted table 
either. The point of the expo is to establish credibility 
with the attendees and build brand awareness. Seek 
out the help of a PR firm to help pull your messaging 
together. And if you can’t commit some resources to 
creating a consistent look and message, then you may 
want to delay attending until you can. If you have to 

E V E N T S
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delay exhibiting at a show, be sure to work toward this goal 
by creating an action plan with a timetable to get everything 
accomplished. 

Get the Most out of the Expo
To get the most out of the expo experience, you have to 

do more than just register and show up. Be prepared to go 
the extra mile. Don’t be that brand with two people sitting 
behind a table, who don’t engage with expo participants. 
If you aren’t going to actively participate, then why bother 
attending? 

Your planning should begin long before you attend the 
expo. Before the trade show, reach out to your pipeline of 
leads in that region. Offer free tickets to attend if you can.  
Call your prospects and encourage them to meet with you in 
person at the show. 

Is this your first expo? You may not have a pipeline 
of leads. If this is your situation, consider using MFV 
Exhibition’s FastConnect, located on the Expo show 
producer’s website. FastConnect promotes your brand 
through the website and allows people to plan ahead for 
the show and engage with brands they are interested in 
exploring. For an additional fee, FastConnect will provide 
even more information on your brand and connect prospects 
to your website. It is an excellent service for promoting the 
exhibitors.

Also, before the show, engage in some pre-show PR, 
such as pitching local and trade media on your brand. Often 
there are roundup stories on franchising published in the 
days leading up to the show and you’ll want to try to be a 
part of the media coverage.  This will help you stand out 
among other emerging and established brands.  

During the show, take advantage of sponsorship 
opportunities, such as banners, advertising, participating on 
a panel or marketing your company in some other manner. 
Burger 21 has paid for a four-color cover-wrap of the Wall 
Street Journal during two expos, putting the brand on every 
paper in the exhibit hall for all three days of each expo.

As you meet potential candidates during the show, work 
on creating a list of quality leads, but don’t just collect 
names. Having just a few good leads is better than having a 
great quantity of bad leads. You want people to be as excited 
about your brand as you are about them.   

Finally, don’t try to do your entire sales pitch in the 
booth. You want the expo to be just the beginning of your 
relationship with the prospect. That is why your post-show 
follow-up is so important. You’ll want to reach out to 
potential candidates within a few days after the show to 
continue the conversation.  

If at First You Don’t Succeed
What if you feel confident in your message and 

make the leap to exhibit at your first expo and things 
don’t go as well as you hoped? If you aren’t successful 
at your first show, don’t give up. The expectation for 
the trade show shouldn’t be that you are going to sign 
“X” number of deals at your first show.  Instead, the 
goal should be to begin forming relationships and 
building awareness and credibility for your emerging 
brand. Many attendees come every year, and if they 
see you two or three times, it may prompt them to stop 
by your booth and finally engage in conversation with 
you.  

Burger 21’s two largest deals to date were 
associated with IFA expos − the Miami Franchise Expo 
South 2013 and the IFE New York 2012. From the 
former, the company signed a four-unit deal in South 
Florida with a group that hadn’t even heard of the 
brand until that show.  From the latter, Burger 21 signed 
another four-unit deal in Virginia and Maryland. When 
you don’t have years of statistics to share or hundreds 
of units open, then you must have a solid vehicle to 
promote your brand and the business opportunity 
one-on-one, which an expo provides.

Keep in mind that some existing and potential 
franchise owners are energized by the idea of getting 
into a brand in the early stages of development. 
However, finding these individuals can be a challenge. 

Again, expos give emerging brands an opportunity 
to stand out. Even if you find some of your initial shows 
to be a little discouraging, you may discover when you 
reflect back, that these events helped you build your 
brand and story. With each year you attend, momentum 
builds and the trade shows stand to become more and 
more effective for you.

The trade show medium is still very much alive. 
For emerging brands looking to grow in a particular 
region, it makes sense to attend that area’s expo.  Take 
advantage of the opportunity to stand out and capture 
the attention of your target audience.  After all, not 
participating could be more costly to your brand’s 
growth.  n

Dan Stone, CFE, is vice president of franchise 
development at Front Burner Brands, a 
restaurant management company affiliated 
with The Melting Pot Restaurants Inc., Burger 
21 and GrillSmith, headquartered in Tampa. 
Burger 21 currently has 12 locations.  Find him 

at fransocial.franchise.org.
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WELCOME 
       NEW IFA MEMBERS!

FRANCHISE SYSTEMS

A Suite Salon Franchise Company, LLC
Willowbrook, Ill.
Contact Donald Santacaterina

AVAIL Vapor Franchising, LLC
Richmond, Va.
Contact J. Philip Cornett

EnVie Fitness Inc.
Woodway, Texas
Contact David Hundt

ERA Real Estate
Madison, N.J.
Contact Andrew Napurano

Fun Bus Franchising, LLC
Middlesex, N.J.
Contact Stacey Kimmins

Grout Geeks Franchising, LLC
Richmond, Va.
Contact Randy Lassiter

Haagen-Dazs Shoppes International
Minneapolis, Minn.
Contact Damon Dranchak

Hyatt Hotels and Resorts
Chicago, Ill.
Contact Becki Cohen

Persona Pizza Holdings, LLC
Santa Barbara, Calif.
Contact Joe Baumel

Raising Cane’s Franchising, LLC
Baton Rouge, La.

Red Boy Pizza Franchising Corp.
Oakland, Calif.
Contact James Radwan

Redline Athletics Franchising, LLC
Scottsdale, Ariz.
Contact Dallas Bennewitz

RMH Business Solutions, Inc.
Minneapolis, Minn.
Contact Bob Hackel

Smoothie Holdings FC, LLC
Dallas, Texas
Contact Miguel Foegal

Snap Fitness, Inc.
Chanhassen, Minn.
Contact Alison McElroy

Sotheby’s
Madison, N.J.
Contact Andrew Napurano

Thinique Medical Weight Loss
Fort Worth, Texas
Contact Cris Cawley

VypeVapor International, LLC
Las Vegas, Nev.
Contact Nick Chambos

Wit or Wit Out? Philly Cheesesteaks
Fort Washington, Pa.
Contact Mike Branigan
   
FRANCHISE SUPPLIERS

Affinity Network Solutions
Silver Spring, Md.
Contact Nick Brown

Buchanan Ingersoll & Rooney PC
Pittsburgh, Pa.
Contact John Previs

Clayton Kendall
Monroeville, Pa.
Contact Dan Broudy

ClearPath Solutions
Irvine, Calif.
Contact Helen Baxter
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Design the Planet
New Orleans, La.
Contact Adrienne Folse 

ExecutiveFranchises.com
Wilmington, Del.
Contact John Warren

Franchise Marketing Group
Lees Summit, Mo.
Contact Placher Sieben

Marron Lawyers
Long Beach, Calif.
Contact Paul Marron

Nelson, Mullins, Riley & 
Scarborough LLP
Atlanta, Ga.
Contact Mark VanderBroek

Pattishall, McAuliffe, Newbury, 
Hilliard & Geraldson LLP
Chicago, Ill.
Contact Robert Sacoff

Social Compass, LLC
Dallas, Texas 
Contact Ben Read

Ungaretti & Harris LLP
Chicago, Ill.
Contact Susan Meyer

Warbler Digital Inc.
Chicago, Ill.
Contact Jim Snow
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Founding Public Affairs Conference & 
Franchisee of the Year Award Sponsor

Join us in Washington, DC for the International 
Franchise Association’s most important advocacy 

event of the year!

Talk to your  members of Congress at IFA’s 
Public Affairs Conference in Washington, DC 

about  issues important to your success.
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