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DUNKIN’ DONUTS

SALUTES
OUR MILITARY
HEROES

Dunkin’ Donuts celebrates the bravery of our nation’s 
Military Veterans with special incentives for those who 
are ready for their next mission: business ownership 

through franchising. 

#1 COFFEE AND
BAKED GOODS CATEGORY*

OWNERSHIP HAS ITS REWARDS.
To learn more about our franchise incentives visit
DUNKINFRANCHISING.COM or 
email us at dunkinfranchising@dunkinbrands.com

*Entrepreneur Magazine 2015 Franchise 500. © 2015 DD IP Holder LLC

http://dunkinfranchising.com


WHY CHOOSE ONE WHEN 
YOU CAN REACH THEM ALL

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

36 Years Strong in the 
Franchise Market

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

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

http://entrepreneur.com
http://dunkinfranchising.com


Visit us online at franchisingevolved.com or call 888-554-0483 to learn more. 
FRANCHISING EVOLVED.

The Best Tools, Used Cooperatively 
and Informed By Data.

http://franchisingevolved.com


Visit us online at franchisingevolved.com or call 888-554-0483 to learn more. 
FRANCHISING EVOLVED.

The Best Tools, Used Cooperatively 
and Informed By Data.

Newest Franchisor to Benefit from Benetrends Proprietary Fund

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

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

• Working with America’s most recognized brands to deliver more opportunity, value, and growth
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WE’LL HELP 
YOU TAKE 
CARE OF 
YOUR HR

YOU TAKE 
CARE OF YOUR 
FRANCHISE

Give your franchisees access to industry expertise, such as:

•  Changing regulations and  
NLRB developments

•  Critical HR tools, such as the 
Employee Handbook Wizard 

• Payroll and tax filing

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

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

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

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

•  Time tracking solutions to help 
improve wage & hour compliance

•   Integrated premium payment 
solutions for workers’ compensation*

•  Employee benefits

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

Founding Franchise Action Network Annual 
Meeting & Franchisee of the Year Award Sponsor

http://adp.com/franchise
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IT HAS BEEN NEARLY 25 years since Don Dwyer, Sr., founder of 
the Dwyer Group, conceived the idea to develop a program to support 
honorably discharged veterans as they transitioned to civilian life. Since 
its launch on Veterans Day 1991, VetFran has grown to include 650 
IFA members companies that have stepped up to offer incentives and 
discounts for veterans who want to get into franchising. That number 
continues to grow.

The incredible and ongoing success of the program would not have 
happened without the support of the IFA Board of Directors and the 
guidance of the IFA VetFran Committee, which was formed in 2007. 
The past and current chairmen of the committee have contributed 
strong leadership and commitment to ensuring that veterans have 
the tools and guidance they need to succeed in franchising. These 
innovative leaders include: 2015 Vetfran Committee Chair Gordon 

Logan, Sport Clips, Joe Lindenmayer, 2013-2014, TSS Photography, Mary Kennedy Thompson, 2012 
and 2014, The Dwyer Group/Mr. Rooter, Lonnie Helgerson, 2009-2010, Island Time Treasures and 
Michael Seid, 2007-2008, MSA Worldwide.

The VetFran program expanded its scope in 2011 to offer help to the millions of servicemen 
and women returning from Iraq and Afghanistan.  On Veterans Day that year, the franchising 
industry demonstrated its leadership by volunteering to serve with the first and largest private-
sector commitments to the White House’s “Joining Forces Program,” passionately led by First 
Lady Michelle Obama and Dr. Jill Biden. IFA and its membership pledged to hire as employees 
and recruit as franchise business owners 80,000 veterans, wounded warriors and military spouses 
through 2014. Since 2011, the franchise industry has significantly surpassed the goal, with nearly 
204,000 veterans, military spouses and wounded warriors entering the industry – including 5,608 
new veteran franchisees.  

Programs such as  VetFran and the U.S. Chamber of Commerce’s “Hiring our Heroes” program, 
of which IFA is an active participant, have helped provide job and business ownership opportunities 
for veterans.  A March 2015 report by the U.S. Labor Department’s Bureau of Labor Statistics shows 
that the unemployment rate for veterans who served on active duty in the U.S. Armed Forces at any 
time since September 2001 (a group referred to as Gulf War-era II veterans) declined by 1.8 percent 
over the year to 7.2 percent in 2014. The jobless rate for all veterans, at 5.3 percent, also declined 
from a year earlier.  

While these numbers show we are moving in the right direction, we clearly have more work to 
do to help our veterans. Franchise business owners realize that creating employment and small-
business ownership opportunities for veterans, military spouses and wounded warriors is not only 
the right thing to do, it makes good business sense, as veterans have the experience and skills that 
are sought after as employees and franchisees.   

As we prepare to mark the 25th anniversary of VetFran next year, we have a lot to be proud of.  
But we must not rest on our laurels.  Our nation’s veterans deserve our continued commitment and 
resolve to ensure they have the same opportunities that they have fought so hard for all Americans 
to have.  If you are a member of VetFran, thank you for your support. If you are not already 
participating in VetFran, I urge you join us in this mission-critical effort.

And let us all pause a moment on May 25, Memorial Day, as a somber reminder of the sacrifices 
that have been made to ensure our nation’s freedom.

A Quarter Century of 
Helping Veterans

IFA’S MISSION
The International Franchise Association 

protects, enhances and promotes franchising.

IFA’S VISION
IFA: The preeminent voice and acknowledged 

leader for franchising worldwide.

EXECUTIVE COMMITTEE

Melanie Bergeron, CFE
TWO MEN AND A TRUCK
Chairwoman

Aziz Hashim
NRD Capital
Vice Chairman

Shelly Sun CFE
BrightStar Franchising, LLC
Treasurer

Liam Brown
Marriott International
Secretary

Stephen Joyce
Choice Hotels International
Immediate Past Chairman

BOARD OF DIRECTORS

Doug Allison
PepsiCo

James Anhut
InterContinental Hotels Group

Jania Bailey, CFE
FranNet Franchising, LLC

David Barr
PMTD Restaurants

Cheryl Bachelder
Popeyes Louisiana Kitchen

Charlie Chase
FirstService Brands

Mitch Cohen
Baskin Robbins/Dunkin’ 
Donuts Bayshore, NY

Jerry Crawford, CFE
Jani-King International, Inc.

Carlton Curtis
The Coca-Cola Company

Richard Emmett
Dunkin’ Brands, Inc.

Kathleen Gilmartin
Interim HealthCare Inc.

Peter Holt, CFE
Planet Smoothie/Tasti D-Lite

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

Darrell Johnson, CFE
FRANdata

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

Catherine Monson, CFE
FASTSIGNS International
Franchisor Forum Chairwoman 

Ryan Cunningham
Javelin Solutions
Supplier Forum Chairman 

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

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

Gordon Logan
Sport Clips, Inc.

Robert McDevitt, CFE
Golden Corral Buffet 
& Grill

Barry Miller
Sylvan Learning Center 
of Girard, OH

Tabbassum Mumtaz
Apex Restaurant 
Management, Inc.

Matthew Patinkin
Auntie Anne’s Pretzels - 
Double P Corporation

Guillermo Perales
Sun Holdings, LLC

Karen Powell, CFE
Decor & You
FranchisEsource Brands 
International

Andrew Puzder
CKE Restaurants, Inc.

Michael Seid, CFE
CFWshops

Larry Weinberg, CFE
Cassels Brock & 
Blackwell LLP
Supplier Forum First Vice 
Chairman  
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SOAR
Connecting Heros with 
the American Dream

PREPARE TO 

877-AT-LIBERTY  ●  LibertyTaxFranchise.com Minnesota state franchise registration number F-4418 and F-3918.

Liberty Tax Service is proud to support our military men and women through 
sponsorships with Cell Phones for Soldiers, Road2Recovery and Operation Enduring 
Opportunity of VetFran. 

•   Fast growing tax company
•   Seasonality 
•   Low investment
•   John Hewitt, most experienced CEO in the tax industry

The benefits of a Liberty Tax franchise speak for themselves. The company’s culture is 
founded in our inherent belief in America, and Liberty respects and honors those who 
serve in our military.  

Liberty. To a Veteran that word means “your time.” Join the Liberty Tax team and 
make the most of your time.

http://libertytaxfranchise.com


PEOPLE & NEWS BRIEFS
PEOPLE

William Burlingham was appointed chief 
financial officer, Patrick Manley, controller, 
and Donna Russell, director of clinical 
services, for Home Helpers and Direct 
Link.

Ellen Heiber has been named 
national business development 
manager of Steamatic Inc., a 
franchisor of restoration and 
cleaning services. 

Lori Merrall joined Fitwall, a fitness 
company, as vice president of franchise 
sales. 

Tom Potter was appointed senior vice 
president, Caribbean and Latin America, by 
Hilton Worldwide.

Great Wraps appointed Spencer Reid vice 
president of franchise development, Drew 
Garverick vice president of operations, 
Jackie Bak was recruited as store 
development manager, and Brian Gibson 
joined the company as corporate training 
manager.

Tony Samples was hired as 
vice president of corporate 
stores for Petland Inc. 

Roderick Sanders was named senior 
director of learning and development of 
Marco’s Pizza. 

Tim Spink was named vice president of 
City Wide Franchise. 

Kathy Thiessen has been named 101 
Mobility’s vice president of franchise 
operations. 

Jeff Vogt was named technology specialist, 
Rebecca Broussard marketing coordinator, 
Setty Wagner franchise support coordinator 
and Pankti Bhatt legal and HR coordinator 
of CMIT Solutions, an information 
technology solutions and services provider. 

James Walker was promoted to president 
of operations and development of Johnny 
Rockets.

Blaine Young joined NaturaLawn as 
franchise and development manager.

GROWTH

7-Eleven Inc. is offering for the first time 
more than 200 stores across the country 
for purchase without the usual franchise 
fee.  Thirty-seven stores in the Washington, 
D.C. metropolitan and surrounding area are 
included in what the company calls its Zero 
Franchising Fee Initiative that runs through 
June 30, 2015.  

i9 Sports, a youth sports league franchise, 
kicked off 2015 by signing two new 
franchise agreements for locations in 
Philadelphia and Madison, Wis. In 2014, i9 
Sports opened 15 company locations and 
celebrated its one-millionth registration.

Anytime Fitness is partnering with Tee It 
Up for the Troops, a national non-profit 
organization, to help military veterans open 
gyms and provide additional employment 
opportunities for fellow veterans.  Dubbed 
“Operation Heartfirst,” Tee It Up For the 
Troops will offer a $125,000 grant and 
a $125,000 loan to a select number of 
honorably discharged veterans for the 
purpose of assisting with initial start-up 
capital to be used for the development of an 
Anytime Fitness franchise.

Paul Mangiamele purchased the company 
he has led as CEO since 2011.  The new 
company, Legendary Restaurant Brands 
LLC, is now 100 percent owner of 
Bennigan’s, as well as its new fast-casual 
concept, Bennigan’s On The Fly, a steak and 
ale brand.

Coverall North America Inc., a franchisor of 
commercial cleaning businesses, celebrated 
its 30th anniversary in February.

Dunkin’ Donuts signed multi-unit store 
development agreements with two franchise 
groups to develop 46 restaurants in Indiana 
over the next several years.  

Golden Corral Buffett & Grill opened 14 
locations in 10 states in 2014.

Home Franchise Concepts, a home 
services franchise and parent company 
of Budget Blinds and Tailored Living, has 
expanded its family of brands by acquiring 
All American Decorative Concrete.

Huddle House’s growth in 2014 included 34 
new restaurants, as well as 10 construction 
starts, representing its most successful 
period of growth in recent years. 

Jersey Mike’s Subs awarded 10 
restaurants in New England (territory covers 
Rhode Island and the southern section 
of Worcester Co., Mass.) to Mohegan 
Restaurant (JM Subs) LLC, a business 
diversification entity of Mohegan Holding 
Company LLC, of the Mohegan Tribe. 

Kinderdance International Inc., a 
developmental dance, gymnastics and fitness 
programs franchise for young children, 
expanded into Eastern Ontario, Canada.

Massage Envy Spa, a massage and spa 
services franchise, announced significant 
growth in the Philadelphia and Pittsburgh 
markets. The brand recently opened five 
locations in these areas, one of which marked 
the brand’s 1,000th clinic, and signed seven 
franchise agreements.

Orangetheory Fitness, a fitness franchise, is 
celebrating its fifth year.

Oxi Fresh Carpet Cleaning opened 55 
locations in 2014, launching its international 
expansion by opening its first two Canadian 
locations. 

Pinot’s Palette signed its first international 
franchise agreement for as many as eight 
studios in Toronto and the Niagara Region over 
the next six years.

Preferred HealthStaff, a Pennsylvania-based 
home health care franchisor, announced that 
in addition to offering a 20 percent discount 
to qualified veterans, it now also offers a 
20 percent discount on the franchise fee to 
qualified nurses.

Smoothie Factory Juice Bar, a leading retailer 
of real fruit smoothies, fresh cold-squeezed 
juices and nutritional products, added 20 
locations for a total of 52 locations in 2014 
under its new parent company, BRIX Holdings 
LLC.

Togo’s Eateries Inc. signed two multi-unit 
franchise agreements with franchisees to 
develop two restaurants in California’s East Bay 
area and three in the San Fernando Valley.  

Valpak moved into its new St. Petersburg, Fla. 
headquarters in December.

MERGERS, ACQUISITIONS & ALLIANCES

IFA named Constant Contact as its preferred 
vendor for email and online marketing services. 
This new partnership was launched at IFA’s 55th 
annual convention, held in Las Vegas earlier this 
year. 

EzTexting has partnered with Chem-Dry, 
a carpet and upholstery cleaning service, to 
provide texting services to their franchise 
locations.

FranNet and FranConnect teamed their 
respective specialties in franchisee recruitment 
and digital franchise management solutions to 
provide brands a one-stop shop for finding and 
empowering their future owner-operators.

Window Genie has reached an agreement with 
3M Company to provide a residential window 
film solution as part of the company’s Envision 
line of films.

Burlingham Manley Russell
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HONORS & AWARDS

Carlton Curtis, vice president 
of industry relations for the 
Coca-Cola Co., was honored 
with the 2015 Thad and Alice 
Eure Ambassador of Hospitality 

Award by the National Restaurant 
Association Educational Foundation in 
March. The award is a tribute to an individual 
who has shown extraordinary achievement 
and exemplary leadership in the restaurant 
and hospitality industry. Curtis was 
recognized at a national industry awards gala 
dinner, hosted by the NRAEF in April during 
the association’s Public Affairs Conference 
in Washington, D.C.
     Curtis has spent more than four decades 
with Coca-Cola, while volunteering his 
time, resources and expertise to restaurant 
operators and retailers around the globe 
in an effort to raise the stature of the 
industry. He has served as chairman of 
the board of the NRAEF, serves on the IFA 
board of directors, is current chairman of 
IFA’s Diversity Institute, and is a member 
of the Hall of Fame of the Distinguished 
Restaurants of North America. He is an 
emeritus trustee of the Univ. of Georgia 
Foundation and a past president of the Univ. 
of Georgia’s Alumni Association.  
     Coca-Cola is an integral and long-standing 
partner of the NRAEF and has donated 
nearly $8 million to the NRAEF Foundation 
over the past decade. This funding has 
helped fuel educational programming geared 
toward bolstering the industry’s workforce.  

CruiseOne celebrated Women’s History 
Month in March by honoring a CruiseOne 
vacation specialist and franchise owner with 
the OPAL Award for Women. The company 
named Pleasant Hill, Calif. resident Margaret 
Miner the 2015 recipient of this prestigious 
award, which recognizes a female franchise 
owner who demonstrates outstanding 
performance and leadership. 
     The honoree is active in community and 
civic organizations, is among CruiseOne’s 
top selling agents and has exhibited strong 
business skills. Miner will receive three 
months of waived fees and a $100 gift 
certificate. 

Pinot’s Palette, fast-growing paint-and-
sip franchise, recognized its top artists 
and business owners recently at its third 
annual National Conference and Retreat in 
Galveston, Texas. Franchisees Chris and 
Emma Harvey, of Ridgewood, N.J., received 
the chain’s highest honor, The Decanter 
Award, presented to the franchise group that 
best represents the company’s values. 

Law firm Greensfelder, Hemker & Gale 
P.C. announced that the 2015 edition of 
Chambers Global “The World’s Leading 
Lawyers for Business” has ranked the 
firm’s Chicago officer Beata Krakus  among 
the nation’s leading franchise attorneys. 
A member of the firm’s Franchising & 
Distribution and Corporate practice groups, 
Krakus was recognized as an “Up and 
Coming” attorney.

TITLE Boxing Club Pres. John 
Rotche, CFE, was recently 
recognized as one of six 
Northwood University Outstanding 
Business Leaders.  The university 

annually recognizes a select group of men and 
women for their business achievements, 
support and exemplary leadership of the 
communities in which they live and work.

MARKETING

Orangetheory Fitness announced its most 
successful National Weight Loss Challenge with 
more than 37,245 pounds lost. The franchise 
began its Challenge Jan. 15.  For six weeks, 
thousands of members pushed themselves 
to achieve ultimate results with cash prizes 
totaling $50,000. Winners were chosen by the 
highest percentage of weight lost over the six 
weeks and participated in initial, mid-point and 
final weigh ins.

COMMUNITY OUTREACH
Burger 21 Exceeds $127,000 in Contributions to Support “B Charitable” 
     Burger 21, a fast casual franchise, has provided more than $127,000 in contributions through its “B Charitable” initiative 
since its inception in 2010.  As part of the brand’s unique culture, Burger 21 donates 10 percent of its restaurants’ sales to 
schools and local charities on the 21st day of each month to support the communities in which it operates

Choice Hotels International, Rebuilding Together Join to Rejuvenate Phoenix Non-profit     
     Choice Hotels International Inc., a worldwide lodging company, worked with Rebuilding Together, a national nonprofit 
organization, to give a much needed face lift to the apartments of De Colores, a program of Chicano Por La Causa, on Feb. 
25. CPLC’s De Colores program offers a safe home for women and children who have been forced to flee their homes due to 
domestic violence.
     Rebuilding Together Valley of the Sun and Choice Hotels’ volunteers provided free critical repairs to six apartments, the 
transitional housing facility and facility grounds. Volunteers painted the interior and exterior, installed new lockers and 
replaced linens in the apartments.

Valpak Brings Play into the Nation’s Neighborhoods
     This spring, Valpak partnered with KaBOOM! to help bring play in all its forms to neighborhoods around the country. 
KaBOOM! is a national non-profit that creates great places to play, inspires communities to promote and support play, and 
works to drive the national discussion about the importance of play in fostering healthy lives and communities. Since 1996, 
KaBOOM! has built and improved nearly 16,000 playgrounds, engaged more than one million volunteers and served 7.4 
million children. 
     Through this new partnership, Valpak will be giving back to communities by establishing playgrounds and promoting 
playtime throughout the nation, specifically in underserved neighborhoods. 
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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 mid-February is reflected in the 
following “report card.”

2015-2016 Cycle Expenditures: $127,000
Republicans: $97,000
Democrats: $25,000
Other: $5,000

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

Portman, Rob (R-OH) ..................................................$5,000
Toomey, Pat (R-PA) .......................................................$2,500
Vitter, David (R-LA) ......................................................$1,000

U.S. House of Representatives:
Curbelo, Carlos (R-FL-26) ............................................$5,000
Kline, John (R-MN-02) .................................................$7,500
Lipinski, Daniel (R-IL-03) .............................................$5,000
McCarthy, Kevin (R-CA-23) ..........................................$1,000
Scalise, Steve (R-LA-01) ...............................................$1,000

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

U.S. Senate:
Ayotte, Kelly (R-NH) ....................................................$5,000
Blunt, Roy (R-MO) .......................................................$5,000
Heller, Dean (R-NV) ....................................................$5,000
Murkowski, Lisa (R-AK) ...............................................$5,000

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

  
  

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

Multi-national Strategic Authority

msaworldwide.com
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Third Annual 
California 
Franchising 
Day Promotes 
the Industry’s 
Power 
Elected officials must continue 
to hear from franchise small-
business owners about the 
challenges they face.
BY RILEY TITUS

On March 11, the International Franchise Association 
brought together more than 20 members for its third 
annual California Franchising Day at the state capitol 

in Sacramento. The delegation of franchisees and franchisors 
represented a wide array of brands and industries which 
helped promote the franchise industry’s contributions to the 
Golden State’s economy, its job creation and role in helping 
California rebound from the recent recession. 

Among the brands represented were Domino’s, FASTSIGNS 
International, Glass Doctor, Home Instead Senior Care, KFC, 
Mr. Rooter, Plumbing Doctor, The UPS Store and more, in 
addition to IFA staff and partner organizations. 

INFLUENCE AND EDUCATION
Saunda Kitchen, CFE, owner of Mr. Rooter Sonoma County, 

noted the importance of engaging in IFA’s advocacy efforts. 
“This year’s Franchising Day was the best yet,” said Kitchen.  
“Not only did we influence and educate our state’s lawmakers 
about the franchise business model, we walked away with a 
relationship with our lawmakers that will hopefully continue 
into the future. Our elected officials need to continue hearing 
from us about the challenges we face as small-business owners 
in California.” 

S TAT E  A DV O C A C Y  –  A DVA N C I N G  F R A N C H I S I N G Attendees gathered in the morning to prepare for the 
day’s activities and strategize ways in which to speak with 
their officials that would truly resonate with them. Later, the 
delegation broke into smaller groups to embark on more than 
30 legislative meetings with individual legislators and staff 
throughout the afternoon. The meetings were a great success. 

Mark Borchin, owner of Glass Doctor of Gold County, 
said: “It was clear to me that our legislators were interested in 
learning how franchising is really geared for the small-business 
owner versus the large corporation.  Having the opportunity to 
educate them on the business model and economic impact was 
a huge step in having them understand how vital we are to the 
fabric of California. The impact we made was very apparent. It 
was a great day, and I was happy to have been involved.”

“Without the face-to-face legislative interaction with the IFA 
and its members, many legislators and their staffs would not 
have exposure to franchising and have a limited understanding 
of this small-business employment engine,” said Dan Conger, 
chief financial officer of Financial Services, Inc., franchisor of 
Mission Viejo-based Sir Speedy and TeamLogicIT.

ECONOMIC EMPOWERMENT
In conjunction with the event, an opinion article by Kitchen 

appeared in Fox & Hounds, a prominent daily political news 
service in Sacramento. The article, titled “Franchise Business 
Model Provides Opportunity for California Women, Minorities 
& Other Aspiring Small Business Owners,” highlighted the 
franchise model’s positive impact on groups traditionally 

The 2015 IFA California Franchising Day Delegation

Delegates meet with Assemblyman Chad Mayes (R-42)
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Get started today!
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Now, take command of your future with a second career in franchise ownership.
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ServiceMaster Franchise Services Group, 3839 Forest Hill-Irene Road, Memphis, Tennessee 38125
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under-represented among small-business owners. 
Franchising serves not only as a vehicle for the 
economic empowerment of these groups, but also 
their communities. 

Finally, driving the message home was IFA Pres. 
and CEO Steve Caldeira, CFE:   “Franchising plays a 
critically important economic role in California and it is 
very important that California lawmakers understand 
that. To help ensure the continued growth of 
job-creating franchise businesses, lawmakers should 
focus on pro-growth policies instead of efforts that 
would undermine the highly-successful, time-tested 
and proven franchise business model.”

IFA plans to continue its outreach and engagement 
in California, inviting legislators to future in-district site 
visits and meetings. n

Riley Titus is coordinator, government 
relations and public policy of the 
International Franchise Association.  Find 
him at fransocial.franchise.org.

(Continued from page 10)

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

Category: Fast Casual

#1 Fast Casual Chain  
Restaurant Business Magazine

#1 Favorite QSR Chains: Sandwich Category 
Market Force

#1 Friendly Service 
Market Force

PROUD SUPPORTERS of 
THE UNITED STATES MILITARY

You were there for us.
We’re here for you.

www.linkfranchising.com
1.800.848.5465
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registered isO/msP of: Wells Fargo Bank, n.a., Walnut Creek, Ca, and synovus Bank, Columbus, Ga, for Visa® and masterCard® only.      tF3867
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business and help boost your bottom line. and it’s all through transFirst, all your processing information with  
one statement, one point of contact and one great price!
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FORUM
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accept all major credit/debit cards 

24/7, u.s.-based customer support

$100,000 data breach protection and support

no early termination fee
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next-day funding available
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expert sales and product training 

a full-service processing infrastructure,  
including customized pricing

revenue share models available
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mobile, wired, wireless & internet-based solutions
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Sport Clips honored Navy SEAL veteran Marcus Lattrell, 
author of the book “The Lone Survivor” during our national 
convention.  This year we will honor and thank Medal of Honor 
recipient Dakota Meyer who will join us for our convention.  
We are actively engaged in the International Franchise 
Association’s VetFran strategic initiative, and I am honored 
to be the incoming chairman of this worthwhile effort.  We 
also value and honor our many veterans who have joined our 
company as team leaders.

CREATING A STRUCTURE OF SUPPORT 
In addition to offering a 20 percent discount of our franchise 

fee through the VetFran program, our support structure for 
military veterans is intensive, beginning with orientation in 
their local area: one-on-one meetings, telephonic support 
and online learning modules to provide a foundation for 
success.  Our franchise works closely with them to select the 
best possible locations for their store, using our extensive data 
base of client behavior profiles and connections with national 
and local developers.  We dedicate extra care in helping our 
younger military veterans during this critical phase of their 
career with us that involves doing all that we can to help them 

F E A T U R E S

SPORT CLIPS IS DEDICATED to supporting our military 
veterans in many ways:  Our team members, which is what our 
franchisees are called, have raised and contributed more than 
$3 million to support the VFW Foundation, providing the bulk 
of funding for free phone calls to home for troops overseas 
and in hospitals since 2007, and now providing scholarships 
for hundreds of veterans transitioning from the military to 
civilian careers.  

Our company has supported, and currently supports, 
numerous veterans services organizations, including the 
Aleethia Foundation (providing nights out at premier 
restaurants in the Washington, D.C. area for soldiers 
undergoing treatment/rehab at the Walter Reed National 
Military Medical Center and their families); Honor Flights that 
provide World War II veterans the opportunity to visit the 
nation’s capital  to see the World War II memorial, Arlington 
National Cemetery and other memorials; Ageless Aviation 
Dreams giving World War II veterans rides in vintage Stearman 
biplanes, which many of them flew in pilot training; equestrian 
therapy programs; Wounded Warrior Family Support building 
smart homes for disabled veterans; and the Patriot Foundation 
supporting families of Special Forces soldiers killed in action; 
among other worthwhile programs. 

Supporting 
Our Heroes   

Franchising and veterans are a great 
combination and are truly a winning 

proposition!

BY GORDON LOGAN
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over the past 20 years, and not a single one of their stores has 
closed — that’s a 100 percent continuity rate!  This is due not 
only to our support and training systems, but also due in large 
part to the fact that military veterans are uniquely well suited 
for a highly structured franchise environment for reasons well 
documented:  the ability and willingness to adhere to a well-
documented system that has proven to be successful — exactly 
what is taught repeatedly in the military; an understanding 
and appreciation of the value of teamwork.  In the military, the 
success of the unit depends on the success of each individual, 
and in many cases, trusting your teammate with your life.  You 
are trained that the mission must be accomplished — failure is 
not an option.

As our nation is winding down from involvement in the 
Middle East, hundreds of thousands of servicemen and women 
will be exiting the armed services and transitioning to civilian 
careers.  While many may elect to obtain additional training 
and education, many more will need to gain experience in the 
commercial world to prepare them for future success.  The IFA’s 
Operation Enduring Opportunity has been an outstandingly 
successful program for our veterans, providing jobs and 
opportunities for more than 203,000 veterans the past few years 
in the franchise world.  Sport Clips is proud to be a part of the 
IFA’s programs for veterans, and we look forward to welcoming 
many more veterans to our team.  Franchising and veterans make 
a great combination and truly a winning proposition! n

Gordon Logan is the founder and CEO of Sport 
Clips Haircuts, chairman of the VetFran Committee 
and a member of the IFA Board of Directors. Find 
him at fransocial.franchise.org.

achieve their goals.  Starting 10 weeks before their scheduled 
store opening, weekly phone calls are scheduled to review our 
Pre-Opening Workbook, ensuring that all tasks are completed 
in a timely manner and to answer any questions.  The workbook 
has numerous checklists, which makes it a very familiar format to 
military veterans.  

Closer to the date of their first Sport Clips 
store opening, an intensive week-long training 
program at our headquarters is scheduled that 
prepares them for the opening and operation 
of their first store.  The week prior to and the 
week after their store opens, there are two 
or more of our Support Team onsite.  After 
opening, there are regularly scheduled site 
visits and telephonic “check-ups” to ensure 
that everyone is on the same page.  Enrollment 
in our POST Program, enables assistance that 
picks up where the grand opening programs 
start to phase out, continuing our intensive 
support structure for the next six months. For 
any stores that are not meeting standards of 
performance and profitability after the first 
year, additional resources are brought to bear 
to help the team leader get on track.  The 
success of these systems is reflected in our 
continuity rate.  Over the past four years, we 
have had only four stores close, during which 
time we opened more than 550 stores; that is 
a continuity rate of more than 95 percent.  Of 
the original 100 Sport Clips opened between 
1993 and 2002, 92 percent remain open and 
operating.

There is tremendous responsibility to all of 
our team leaders, but especially to our military 
veterans.  Sport Clips has welcomed more than 
45 veterans into our system as team leaders 

From left, Sport Clips Team Leader Scott Richburg 
and Gordon Logan, an Air Force veteran, chairman 
of the VetFran Committee and founder and CEO 
of Sport Clips Haircuts. Richburg, who served as a 
Second Lt. and platoon leader in the National Guard, 
has been named “Team Leader of the Year” and 
received numerous store performance awards.
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The one component of the Digital Age that stays the 
same is, well, change. And make no mistake about 
it: to maximize your Return On Digital Investment 

(RODI), your franchise must be proactive, rather than reactive 
when dealing with best practices in online engagement. The 
consequences can amount to the difference between success 
and failure. 

The most recent example that comes to mind is Google’s 
recent update to its search algorithm. You may have noticed 
that the leading search engine began annotating whether 
or not a website was mobile-friendly in its Search Engine 
Results Page (SERP) in 2014. Then, in its latest update in April, 
Google took the importance of a mobile-friendly website one 
step further by penalizing websites that are not optimized 
for mobile devices. These penalties have a direct impact on 
where a website ranks in relevant search queries, and thus, 
could negatively impact visitor traffic, conversion rates, and 
ultimately, your franchise’s bottom line.

The Google update, dubbed ‘Mobilegeddon’ by industry 
professionals, is just the tip of the iceberg. It’s now more 
important than ever to ensure you’re taking measures to 
future proof your website and online presence. 

Bridgeline Digital works closely with its franchise partners 
to ensure their entire digital ecosystem stays relevant 
and within the current standards of best practice in web 
experience, search, social and technology.

While it’s an ongoing process, here are the top three ways 
we’ve learned to future proof your website:

1. Focus on the customer experience
2. Pick the right marketing / technology partner
3. Have a fluid digital marketing strategy 

1. FOCUS ON THE CUSTOMER EXPERIENCE
The aforementioned change from Google may seem harsh 

on the surface, but truth be told, search engines serve their 
users first and foremost. Google is simply trying to provide 
its users with information they are searching for in the easiest 
way possible (in other words, on a mobile-friendly website). 

Your franchise should adopt the same line of thinking when 
upgrading your digital ecosystem. In the end, your virtual 
business should be able to adapt to the customer, not the 
other way around. The end result should feature a consistent 

web experience -- no matter what size device a potential 
customer happens to be using while interacting with your 
online brand. 

Enter ‘Responsive Website Design’, a design and 
development approach that prompts a website to respond 
to a visitor’s behavior and environment based on screen size, 
platform and orientation. So, if a customer on your website 
switches from their laptop to an iPad, your responsively 
designed website will conversely adjust the page content and 
layout to accommodate and optimize the user experience. 

Not only does Responsive Design eliminate the need 
for separate, “mobile” websites, research clearly points 
to improved conversion rates (61% of respondents take 
their business elsewhere if they encounter a poor mobile 
experience and 67% of consumers said they’re more likely to 
make a purchase if a website is mobile-friendly). Furthermore, 
as previously mentioned, Google just raised the stakes for 
having a responsive website with its latest update, all in an 
effort to serve its users. Shouldn’t you do the same?

IFA SUPPLIER FORUM SPOTLIGHT

The Top 3 Ways to Future 
Proof Your Website
BY JEREMY LADUQUE, SVP of Multi-Unit Marketing, Bridgeline Digital

SUPPLIER FORUM

2. PICK THE RIGHT MARKETING / TECHNOLOGY 
PARTNER

In many ways, marketing and technology have begun to 
merge, making it that much more difficult to select the right 
partner. Many companies now have Marketing Technology 
departments in order to properly assess, implement and 
support all the technology necessary for both offline and 
online marketing efforts. Here are some quick tips on how to 
properly select the right marketing / technology partner:

• Experience is just the beginning - A well-selected 
partner can rely on their previous experience to guide 
your franchise system in making informed decisions 
that will strengthen your organization. But that’s just 
the beginning. A partner will do more than just impart 
best practices in your industry, they will ask probing 
questions about how they can help take your franchise 
to the next level. 

• Communication is the key - One way to discern 
between a partner and someone who will just turn out 
to be a vendor is by who the company asks to talk to 
in your organization. Who do they want involved in 
planning meetings or business reviews? A vendor wants 
to meet with the decision maker. A partner wants to meet 
with everyone, from the franchisees to the managers, 
directors and ‘C’ suite personnel. 

3. HAVE A FLUID DIGITAL MARKETING STRATEGY
The road to an excellent digital strategy starts with a platform, 

but tapping into a software’s potential requires expertise. 

And staying abreast of current best practices and what your 
Franchisees need most will push a well-conceived plan over the 
top.

There are many ways that Bridgeline works with its franchise 
partners to ensure their digital marketing strategies are fluid and 
remain current.  Here are a few great tips:

• Software-as-a-Service – SaaS, or a delivery model 
where the software is licensed on a subscription basis 
and centrally hosted, is sometimes your best way to 
ensure a fluid digital marketing strategy. By using a SaaS 
model, as opposed to outright owning the software, you 

can rely on the provider to launch new upgrades, thus 
staying abreast of the latest and greatest advancements. 
Additionally, SaaS agreements are typically structured to 
offer stronger support, less upfront implementation and 
a more robust product roadmap.

• All-In-One Solutions – A good digital marketing platform 
will cater to franchise organizations by providing a single-
login that allows you to manage all of your locations on 
one dashboard. Any solid franchise web marketing system 
will have a distributed model that offers easy-to-deploy 
microsites to each location. This means everything from 
a seamless setup process, a franchise dashboard and – 
most importantly – ongoing support for your franchisees.

• Quarterly Business Reviews - Regularly scheduled 
meetings, such as a quarterly business review, is a great 
approach toward bringing the entire team together 
and evaluating successes and failures. This will foster a 
culture of continual improvement, team spirit and pride.  
And you’d be surprised at how effective simple questions 
like ‘What did we do right this past month’ and ‘what 
didn’t we do right’ are. Asking these types of questions, 
and then deeply listening to everyone at the table, will 
allow you to keep your finger on the pulse of your digital 
strategy.

LET’S CONNECT. 
To learn more about how Bridgeline and iAPPSds can optimize 

your franchise’s digital ecosystem, both in the immediate and 
long-term, contact me at JLaduque@bridgeline.com. 

ABOUT BRIDGELINE
Bridgeline Digital is a digital engagement company and 

developers of iAPPSds, a mobile-friendly, award-winning web 
platform created specifically for franchise organizations that 
contains superior SEO functionality and capabilities in content 
management, eCommerce, social media, email marketing, and 
web analytics. 

With iAPPSds, content publishing on each of your organization’s 
distributed websites is managed through workflow approval, 
giving corporate marketing control of the message. iAPPSds also 
features customizable options which allow syndicates to easily 
infuse a local appeal in order to cater to specific communities, all 
while preserving the corporate brand. n

Jeremy LaDuque
SVP, Multi-Unit Marketing
1-800-603-9936
jladuque@bridgeline.com
website: iAPPSds.com

Sources:

http://googlewebmastercentral.blogspot.com/2015/02/
finding-more-mobile-friendly-search.html

http://www.business2community.com/seo/
google-introduce-penalty-websites-mobile-friendly-
01193149#Cebu5S1vDy8OtLG6.99 
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ASSISTING VETERAN JOB SEEKERS
Marriott offers one of the largest and most engaging 

career websites, including our Veterans Careers website, www.
marriottvetcareers.com, which helps veteran job seekers — 
more than 18,000 visitors have been to the microsite since it 
launched in 2014 — identify the right opportunities through a 
Military Occupation Translator tool.  This tool will help active 
military personnel who are about to transition from military 
service and actively looking for a civilian career. The website 
also includes the ability to search and apply for new career 
opportunities on a mobile device, a convenience that only 5 
percent of Fortune 500 companies offer candidates. Veteran 
job seekers can also experience the company’s award-winning 

F E A T U R E S

Marriott International, Inc. takes a holistic view when 
engaging military veterans by working directly with 
veteran associates, guests, suppliers and owners. 

Marriott has always valued the service and commitment of 
veterans who have served our country, and is committed to 
continue serving them through its programs and partnerships.

J.W. “Bill” Marriott Jr., executive chairman and chairman of the 
board, served in the Navy shortly after graduating from the Univ. 
of Utah in 1954. In his blog titled, “Why You Should Hire a Vet,” 
Marriott talks about learning a lot in his two years of active duty, 
most importantly having respect for the people who work under 
you, a lesson that helped define one of Marriott’s core values 
to “Put People First;” this is a value that has been fundamental 
to Marriott’s culture of inclusion and the cornerstone for our 
success.

ATTRACTING AND RETAINING TALENT
Marriott is always on the lookout for new ways to attract and 

retain the best and brightest talent, including actively recruiting 
U.S. military veterans to work at our hotels where we have an 
average of 3,000 openings in the United States at any one 
time. Research conducted by the company confirms what many 
already knew: the values learned in military service are a perfect 
match for the hospitality industry overall and for Marriott’s 
culture specifically. After all, hiring the right talent is one of the 
most critical aspects of Marriott’s business.  CEO Arne Sorenson 
says, “A good employee makes the difference between a ‘good’ 
and a ‘great’ stay at one of our hotels.”

Marriott’s goal is to find future leaders with diverse 
backgrounds that will help grow and reinvent the company, 
whether that background is in hospitality or another discipline 
fundamental to the company’s business (e.g., architecture, 
design, brand, marketing, finance). With thousands of jobs 
available at more than 665 Marriott managed hotels in the United 
States, veterans have a broad range of opportunities based on 
their skills and expertise. 

To appeal to former military personnel, as well as those who 
are in their final months of service, the company has ramped up 
its outreach to more than 500 military bases around the world, 
and launched a military careers site just for veterans.  

Strengthening a 
Commitment to Our Military 

Veterans
Recruiting military veterans has been a part of Marriott’s Diversity & Inclusion 

strategy for many years.  
BY APOORVA GANDHI

(Continued on page 20)

J.W. “Bill” Marriott Jr., Marriott International, Inc. 
executive chairman and chairman of the board, 
served as an ensign in the Navy in 1954.
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Vietnam veteran, Bronze Star recipient 
and Wounded Warriors Family Support 
board member, talked about the work 
of the organization. Marriott also 
recognized associates who are veterans.

NEW PROGRAM TO BENEFIT 
VETERANS AND THEIR FAMILIES

Marriott’s TownePlace Suites brand 
is launching a program this year that 
benefits military service members and 
their families. As part of the year-long 
initiative, TownePlace Suites will host 
military community-focused events 
and seminars at TownePlace Suites 
properties across the country, which 
are located in close proximity to military 
bases. Last year, TownePlace Suites 
hosted a children’s event at Walter Reed 
National Military Medical Center to show 
its support of military families. 

On our Marriott intranet site, we have 
a “Multicultural Smarts” page dedicated 
to helping our associates understand 
various multicultural groups including 
military veterans.  We are planning to 
have our first webinar in November, 
highlighting best practices and trends 
for taking care of the military-veteran 
guest.

In November 2014, VetFran presented 
an innovative event titled, Connecting 
Veteran-Owned-Small Businesses to 
Corporate Supply Chains: Learn how 
your small business can service corporate 
supply chains.  During the 2014 National 
Veteran’s Small Business Week, the 
International Franchise Association’s 
VetFran program partnered with 
Marriott and the U.S. Small Business 
Administration to provide key insight 
to the veteran-owned small-business 
community about gaining access to 
corporate supply chains.  Dominica 
Groom, Marriott’s director of global 
supplier diversity, and I spoke at length 
regarding how veteran-owned small 
businesses can position themselves for 
consideration as a supplier in large 
corporations such as Marriott.  

We are also hopeful to get more 
owner interest and plan to have an 
Ownership 101 event this year geared 
toward military veterans. n

Apoorva Gandhi is vice 
president of multicultural 
affairs for Marriott 
International Inc., a 
leading lodging company 
based in Bethesda, Md.  

Find him at fransocial.franchise.org

culture by connecting through Marriott 
Jobs and Careers Facebook and Heart of 
the House or by following @MarriottIntl, 
@MarriottCareers, or @MarriottPOV on 
Twitter.

Marriott’s approach to diversity and 
inclusion is deeply rooted in the company’s 
purpose “to open doors to opportunity.” 
Although recruiting military veterans 
has been a part of Marriott’s Diversity 
& Inclusion strategy for many years, the 
company fine-tuned its strategy based on 
research among hundreds of veterans who 
now work for the company.  

PARTNERSHIPS
In regard to associates, Marriott’s 

business is about people and making their 
associates feel welcomed and valued. 
It’s also about how we offer opportunity 
to all who seek it. The company has 
strengthened its key national partnerships 
with employment events, temporary 
staffing and sponsorships to include Vet 
Fran, Goodwill, Easter Seals – Veterans 
Staffing Network and Wounded Warriors 
– High Five Tour. Key national partnerships 
for posting and advertising employment 
opportunities include: Recruit Military, 
Direct Employers, Military.com, and 
Military Transitions. There are dozens of 
local market partnerships as well. 

Marriott sponsored the Wounded 
Warriors Family Support High Five Tour in 
2014 and announced continued sponsorship 
for 2015. As sponsors of the tour, Marriott 
and True North Hotel Group provided hotel 
rooms across the tour’s 48-state journey 
from California to Maine.  The 2014 High 
Five Tour, which kicked off at the Marriott 
Marquis San Diego Marina in May, traveled 
across the country stopping in 65 cities 
to show appreciation for the commitment 
and sacrifices of military families. The tour 
also raised money for the construction of 
“smart homes,” custom-built properties 
designed to give wounded warriors more 
independence and mobility. One hundred 
percent of the proceeds support programs 
that assist families with medical bills, as well 
as help transition soldiers back to civilian 
life and prepare for the workplace.

The event featured the High Five 
Tour’s red, white, and blue Ford Mustang. 
Marriott associates and guests signed 
the car, sharing messages of support and 
gratitude to America’s veterans and their 
families. In addition to the former Lt. Gov. 
Anthony G. Brown, who is a colonel in the U. 
S. Army Reserves and an Iraq War veteran, 
Lt. Gen. John Sylvester, U. S. Army (Ret.), 

(Continued from page 18)
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Who are Coverall 
Franchised Business Owners?

Many are Veterans, just like you, who transitioned from the  

military and made the decision to take control of their future as 
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As a young second lieutenant, this author spent in excess 
of $4,000 for uniforms.  Those uniforms accounted for no less 
than seven measuring and fitting sessions to ensure they fit 
perfectly.  Marines have very specific uniforms to wear for every 
event you can think of:  the well-known camouflage, used for 
field operations and daily wear on base, dress blues for formal 
events and a summer whites version for hot days. Whatever 
the event, we are told in advance what the uniform of the day 
will be.  Having a common uniform in the military is not a trivial 
requirement. Uniforms are chosen in an effort to keep the team 
focused on the mission, create esprit d’ corps and to maintain a 
common look and generate a sense of oneness.

Franchise brands are no different.  When one goes to a 
Great American Cookies store, one finds that everyone is 
wearing a similar shirt, hat and khaki pants. Your choice of 
apparel is not allowed.  The brand image is far more important 
than individuality when it comes to protecting the brand.  This 
creates pride in the company you are working for and that 
same sense of oneness throughout the organization.

The Marines have a very specific logo: The Eagle, Globe 
and Anchor.  It stands for our service in air, on land and on sea.  
There is only one logo and it is widely recognized by those 
who have served.  Additionally there are only very select places 
where the logo could be used and altering it is never allowed. 

Franchise brands are very protective of their logos.  Logos 
are the most recognizable part of any brand and significant 
thought goes into a logo’s message. A driver training franchise 
system in Houston, capitalizes the “W” in its name to promote 
the message that they provide a safe way to drive.  The brand 
only uses the Interstate font (to further its driving message) and 
the logo is in the shape of a diamond road sign.  A franchisee 
cannot use a different color, rotate the logo or alter the font 
used for the words.  Doing so would dilute the brand and 
diminish the efforts used to send the desired message.

ATTENTION TO DETAIL
I recently heard Coach R.C. Slocum talk about his experience 

as Texas A&M University’s football coach.  When he played 

F E A T U R E S

OUR MILITARY SYSTEM IS one of the best examples of a 
franchise organization.  Simply put, the military takes in a 
young and untrained teenager with zero experience and trains 
him in the systems and methods that make our military the 
best equipped fighting force in the world.  Going through 
the training system, young teenagers are eager to learn and 
tirelessly train to properly execute the methods that have 
made others before them successful.  

The military requires strict adherence to rules and 
regulations; it has proven systems and tactics in place that 
soldiers must follow for their safety and for overall success of 
the mission. Any decisions and adjustments soldiers make, 
based on actual conditions on the ground, always fall within 
the military’s general rules and regulations. The common goal 
always remains the same: to successfully achieve the mission 
within the parameters of the military’s proven system. A 
franchise system works in the same way.  

For example, my knowledge about baking cookies was 
nonexistent before buying into my first franchise system, but 
my objective was to learn and achieve my mission of running 
a successful business. At the same time, my franchisor wanted 
me to follow the rules, execute the plan and react on a local 
level to my community’s needs and desires.

Sharing information that shows an even stronger correlation 
between the military and franchising is a priority, as well as to 
share my experience in the U. S. Marine Corps and my franchise 
brands.  It’s not surprising that most people don’t understand 
my experience in the Marines.  Only 0.5 percent of Americans 
actually serve in the military, according to www.military.com. 
That leaves 99.5 percent of the U.S. population that may not 
understand the value of the learned traits of a highly motivated 
member of our armed forces. 

IT’S ALL ABOUT THE BRAND
The Marine Corps is the best branch of the military in my 

opinion.  However, even a civilian usually opines that we have the 
best uniforms, the highest morale and the strongest loyalty.  

MAKING THE TRANSITION 
— FROM THE MILITARY TO 

FRANCHISING 
Confidence in their ability to operate and produce a favorable result will 

drive the success of military veterans in franchising.

BY SEAN FALK, CFE

(Continued on page 24)
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that spell out how to deliver sliced meat for a Jersey Mike’s 
sandwich or roll out a Pretzelmaker pretzel.  Veterans will follow 
the tried and proven methods to success!

Based on my experience and comparison of the military to 
other successful franchise models, I’m confident that veterans 
will make successful franchisees. They excel at following a 
structured system and have an understanding that they are 
again part of a group that has a common purpose, a detailed 
mission and members who are supportive. 

Veterans who become franchisees will not feel alone as they 
venture into uncharted territory, they will understand the chain 
of command and the communication necessary to get the 
answers they need.  They will also call on the senior members 
of the brand for additional training, advice and experience.  
Confidence in their ability to operate and produce a favorable 
result will drive their success. n

Sean Falk, CFE, is a multi-unit franchisee of Great 
American Cookies, Mrs. Fields Cookies and 
PretzelMaker who serves on the International 
Franchise Association’s VetFran Committee and 
has served on the association’s Franchisee Forum. 
Find him at fransocial.franchise.org.

football, his coach would demand that their shoes faced outward 
in their locker and that the laces were tucked into the opening 
of the shoes.  

When another player asked how that had anything to do 
with playing football, his coach answered: “It has everything 
to do with winning. If I can get you to do the little things right, 
every time, then you will execute flawlessly on the field and we 
will win games.”

The Marine Corps has a flawless Silent Drill Team.  They 
execute with precision that one can only compare with the 
Navy’s Blue Angels or the Air Force’s Thunderbirds.  To further 
emphasize my point, the simple fact that we have “drills” 
everyday reinforces the need to be precise, accurate and 
deliberate.  When the fog of war surrounds you, it is vital for 
you to perform everything you have learned. You need to know 
where your weapon is, how to work with an advancing team 
and how to communicate with others.  

Most franchise systems are very dependent on specific 
operations.  If you make every effort to do things exactly as you 
were trained, you have a very high chance of being successful.  
After all, a Big Mac has two all-beef patties, special sauce, 
lettuce, cheese, pickles, onions, on a sesame seed bun.  To 
make it a different way would spell disaster for you and your 
store.  Franchise systems have extensive operations manuals 

(Continued from page 22)
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veterans such as post-traumatic stress disorder dog services, 
veteran transition and equine therapy. The partnership is a 
great way for our Canadian franchisees to extend the brand’s 
philanthropic efforts into their home country. 

• The second lesson: remove barriers for veterans to 
become a part of your organization. The transition from 
military service back into the civilian workforce can be 
challenging enough on its own, so what better way 
to attract veteran candidates than by simplifying the 
process? 

Terry Matz of North Carolina served as a clinical social 
worker in the U.S. Army for nine years. She also spent time 
in Iraq. Matz joined our franchise family in 2014 through our 
Million Dollar Franchise Event, which provided a discount 
of $35,000 on her initial territory fee.  This offer was a large 
contributing factor when she began looking to own her own 
business. Since the program was created, we have given away 
more than $890,000 in discounts to 28 military veterans that 
have become Budget Blinds or Tailored Living franchisees.

Although your organization may not have the financial 
flexibility to give away $35,000 in discounts to potential veteran 
franchisees, every little bit counts. Develop a program that 
piques their interest and grabs their attention; half the battle is 
getting your lead in the door. 

F E A T U R E S

A FRANCHISOR IS ONLY as successful as the individual 
franchisees across its network — those men and women who 
wake up every day full of ambition, creativity and the willingness 
to succeed not only for themselves, but for the system as a whole. 
It’s those key players who help to unlock the vast potential that 
our systems hold regardless of their size and stature. 

The challenge for us as franchisors is unearthing new 
candidates who possess these inherent qualities that so often 
cannot be taught. How and where do we find them? 

ATTRACTING QUALITY CANDIDATES
At Home Franchise Concepts, we’ve recognized that even 

more important than increasing the number of franchisees 
across our networks is the quality of those candidates we are 
welcoming into the fold. Equally as important is our realization 
that our existing franchisees have an invaluable amount of 
knowledge that can assist in attracting these quality candidates. 

Over the past 23 years in the industry, I’ve learned a number 
of important lessons in recruiting quality franchisees into our 
family. These lessons will help you identify ways that you, too, 
can experience success in welcoming U.S. military veterans into 
your franchise families.  

• Lesson One is simple in theory and extremely important 
in execution: Give back in a meaningful way. Our 
servicemen and women have tirelessly risked their lives 
for our freedoms and ask for little in return. Discover ways 
that your network can give back and don’t let the size of 
your organization stop you. Whether you have a network 
of 20 or 200, develop partnerships and opportunities 
to make a meaningful impact on the lives of those who 
have protected our freedom. 

In late 2014, we began a three-year relationship with national 
non-profit Homes for Our Troops. HFOT builds specially 
adapted, mortgage-free homes for military veterans who have 
been severely injured in Iraq or Afghanistan. Budget Blinds is 
helping to make these homes safer and more comfortable by 
donating and installing window coverings in every HFOT home 
built across the United States over the next three years. 

We’ve also begun a similar relationship with Canadian 
non-profit, Wounded Warriors, to raise funds for ill and injured 
Canadian Armed Forces service members.  Wounded Warriors 
provides a diverse set of services and programs for military 

Stepping Up Recruitment 
of Military Service Members

Identify ways to experience success in welcoming U.S. military 
veterans into your franchise families.  

BY TODD JACKSON

Terry Matz
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were ages 18 to 24. This presents a huge pool of candidates 
looking for opportunities where they can utilize their military 
skillset in the civilian workforce. Chances are that a majority of 
these military veterans are not only looking for a job, but rather 
a long-term career opportunity where they can become their 
own bosses. n

Todd Jackson is the co-founder and chief 
operating officer at Home Franchise Concepts. 
Find him at fransocial.franchise.org.

• The third and final lesson: keep innovating. As the 
business landscape changes and jobs seem to become 
more prominent than careers, it’s important to remain 
relevant, and to invent new ways of attracting top 
talent. Look outside your organization to groups and 
associations that share similar values. With an ever-
growing number of franchisors to compete against, 
decide what it is that will set you apart and work with 
those who can complement your brand and its vision. 

We have a number of outstanding franchisees who continue 
to push the envelope, 10 percent of whom are military veterans. 
In 2015, we began work on a new program that will share this 
group’s knowledge with incoming veteran franchisees entering 
our system. 

For example, Cedric Cook is a franchisee serving Fulshear, 
Texas. Prior to joining us in 2014, he maintained a thriving 
career with IBM Corp. where he helped lead a veterans’ 
mentoring program with American Corporate Partners. Today, 
he is helping our corporate team develop our own proprietary 
veteran mentor program. Our hope is that this program 
provides a unique learning opportunity and foundational 
support system for those military veterans interested in starting 
their career with our system.

Most would say giving back to military veterans is extremely 
important, and we would agree. However, the most unique 
part of giving back to military veterans is what we’ve received 
in return from having them in our family. They have become a 
part of the fabric of our brand that we know will continue to 
grow in the years to come, because what matters is quality. 

In 2013 alone, The Bureau of Labor Statistics reported that 
of the 722,000 unemployed veterans, 60 percent were ages 45 
and over. Thirty-five percent were ages 25 to 44 and 5 percent 

Cedric and Clarita Cook
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children that are part of these families, 75 percent of whom are 
under age 12.

To further exacerbate the problem, our government has 
determined that over the next five years we will be bringing 
home an additional 200,000 military veterans a year adding 
another 1 million veterans and their families that will need to be 
repatriated. In addition, the impact of sequestering requires a 
cap on military salaries and creates further erosion of benefits.  
Clearly the result will be more professional military members 
leaving the armed services.

MILITARY CULTURE
To try to understand how difficult this repatriation can be, 

one would have to understand the culture of the military.  This 
is a way of life that permeates every aspect of the military 
family.  Active duty military families more often than not live on 
base, attend military schools, shop in the base-exchanges and 
have military friends. There is no choice of where you will take 
an assignment or duty station as you have in civilian life.  Where 
you live, work and whether or not you can take your family with 
you is defined by the oath you take, “to support and defend 
the Constitution of the United States against all enemies….”

Coming home becomes a completely different matter.  
Unless you have served in the military you cannot possibly 
understand the type of self-sacrifice made in giving yourself 
to your country and brother and sister servicemen and women. 
The result of this service and sacrifice has been written in the 
pages of history.

What was once called combat stress and a fact of war for 
ages, also known as shell shock or battle fatigue was officially 
named PTSD or post traumatic stress syndrome in 1979 as a 
result of Vietnam veterans who began reported nightmares, 
sleeplessness and other lingering disturbances.

In Vietnam we were required to serve 11 to 13 month tours. 
We had a week of rest and recuperation or rest and relaxation 
to break up each tour of duty. Today, extended and repeated 

F E A T U R E S

IN 1991, VETFRAN, A strategic initiative launched by 
the International Franchise Association, offering financial 
incentives, training and mentoring to veterans interested 
in small-business ownership or a career in franchising. The 
subsequent impact of this effort, including a partnership with 
the White House Joining Forces initiative, is now a matter 
of pubic record.  Literally tens of thousands of our returning 
servicemen and women have been helped by VetFran.

But there is another challenge that some of our returning 
heroes must confront.  When the generation of veterans I 
went to war in Vietnam with returned home, we were met with 
indifference from a nation anxious to forget an unpopular war. 
By proxy, Vietnam veterans found that our nation had turned 
its back on them as it attempted to leave Vietnam behind.  The 
Vietnam Memorial in Washington D.C., funded and erected 
by Vietnam veterans, remains a testimony to the 57,287 men 
and women whose names have been grit-blasted into that wall, 
having paid the ultimate sacrifice in service of their country.

As a result, for more than 40 years, “Welcome Home” has 
become the greeting of choice as one Vietnam veteran meets 
another in an attempt to obviate the pain created by never 
hearing those words from a grateful nation.

CHALLENGES TO REPATRIATION
Today, in an attempt to make amends for that error we find 

our country aggressive in wanting to welcome home our heroes.  
Nonetheless, these young men and women find themselves 
facing a very different, but equally tragic indifference. All 
times of war have had a predictable outcome.  When the guns 
go silent so does much of the effort and desire to assist and 
repatriate returning veterans.

To benchmark the challenge, we should know that we have 
nearly 25 million veterans, 7.7 million of whom are under age 
39.  In addition we have nearly 1.5 million on active duty with 
another 1.2 million serving in National Guard or Reserve units.  
The impact of these numbers is doubled when you consider 
the spouses as part of these deployments and the 2 million 

Reaching Out to Service 
Disabled Military Veterans
To make amends for an earlier error, we find our country aggressively wanting to welcome 

home our heroes.  

BY JAMES H. AMOS JR., CFE

28    FRANCHISING WORLD MAY 2015 



deployments for combat troops of greater length and shorter 
rest periods have increased the stress levels of both service 
members and their families. As a result, the needs to be met are 
intensified and include marital stress, depression, drug abuse 
and what is now often referred to as the “invisible wounds 
of war.” In addition to all of this, many troops have incurred 
traumatic brain injuries and those caused by concussive injury, 
as well as the many horrific wounds of war sustained in combat.

Combat trauma sufferers require a safe environment in 
which to think and talk about these injuries. Assistance requires 
taking these heroes to dark and often dreadful places that they 
would prefer not to revisit.

A number of years ago I was visited in my office by Major Gen. 
Robert F. Dees, U.S. Army.  Gen. Dees is the executive director 
of the Military Ministry.  He introduced me to the Combat 
Trauma Healing Manual, faith-centered solutions for combat 
trauma.  This outreach partners with The American Association 
of Christian Counselors a 50,000 network of counselors.

I would encourage any of our returning heroes or family 
members to reach out to Chris Adsit or Karen Walker at CRU 
Military Services Group, P.O., Box 2212, Eugene, Ore. 97402.  
You may also find out more at www.militaryministry.org or www.
PTSDhealing.org.

To each of you along with a grateful nation I say, “Welcome 
home and well done.”  I could do no better than to share these 
words from Gen. Dees:

“There is HOPE, there is light at the end of the tunnel, there 
is a path to higher ground far above the 
valley in which you may now feel trapped.  
God challenged the great warrior Joshua, 
“Have I not commanded you?  Be strong 
and courageous! Do not tremble or be 
dismayed, for the Lord your God is with 
you wherever you go.”  (Joshua 1:9) May 
you also be strong and courageous in 
the knowledge that God goes with you; 
committed to your full restoration as a 
Warrior, a person, and a child of God.

With deep regard for your service and 
humility before your sacrifice, I urge you to 
press on and reach out.

Welcome home! n

James H. Amos Jr., CFE, a 
decorated Vietnam veteran, 
chairman of Agile Pursuits 
Franchising, Inc. and Eagle 
Alliance Investments, served 
as International Franchise 

Association chairman from 2001-2002, is 
an IFA Hall of Fame inductee (2011) and a 
bestselling author. Find him at fransocial.
franchise.org. 

RESOURCES

The following is a resource guide. While by no means does it 
represent a complete list, but with other organizations it can and 
will be helpful in your journey.

• Veteran Resources, www.maketheconnection.net/Resources
• Disabled Veteran Benefits, www.disabilityapplicationhelp.org
• Disabled Veterans National Foundation, www.dvnf.org
• Grants For Disabled Veterans, www.ability-mission.org
• Disabled Veterans Services, www.disabledveteransservices.

org/
• Veterans’ Families help, www.Veteransfamiliesunited.org/

how-to-get-help/
• Veterans with disabilities, www.irs.gov/ and search for 

“Information for Veterans with Disabilities”
• Disabled American Veterans, www.dav.org/
• Disabled American Veterans, www.dav.org/veterans/
• Veterans Benefits Administration, www.benefits.va.gov/

Proven Business Model
Generating growth to over 680 franchises in 47 states 
during more than a decade of experience and success.

Flexible Financing
For qualified buyers and applies to both single and 
multi-unit franchise purchases.

Comprehensive Five-Week Training Program
For all aspects of management and operations,  
including time spent in an active  
Comfort Keepers’ office.

To learn more, contact Larry France, 
(888) 836-7488

ComfortKeepersFranchise.com

Choose a Fulfilling Business
Join the #1 senior care franchise network in 2015!
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Although some regulations and laws exist that create 
barriers to employers actively recruiting on military installations, 
some of these have been eased, enabling HOH to make great 
strides in connecting veteran job seekers and employers who 
can make appropriate matches within their companies to their 
skill sets.

EMPLOYERS UNDERSTANDING VETERANS
With less than 1 percent of the U.S. population serving in 

our all-volunteer military, there undoubtedly exists a divide 
between the segments of our country which have served or 
are connected to service members, and those who lack such 
bonds.  It’s logical to presume that this divide exists in the 
business community as well.

It is relatively safe to say that most companies would be 
interested in learning more about bringing veterans on board 
with their organizations, but many may not know where to start 
or how to pursue this endeavor.  Much of this stems from a lack 
of understanding about what skills veterans possess based on 
their military experience, and hiring managers may not exactly 
understand how applicable previous military experiences 
written on a resume are to their company’s overall strategic 
goals.  

In addition, position descriptions that are drafted by a 
company’s human relations department may not be written 
with possible military experience taken into consideration.  
For example, a company may require a specialized degree or 
certification that a veteran may not necessarily have, but he 
may have just as much or more relevant real-world experience 
that would more than suffice for such a requirement.  Further, 
employers may look at a veteran’s resume and assume a 
certain lack of skills, without taking into consideration the more 
intangible qualities such as leadership, attention-to-detail and 
mission-focus mentality.

F E A T U R E S

FAR TOO OFTEN, MILITARY veterans and transitioning service 
members have difficulty leveraging their military backgrounds 
into meaningful employment in the civilian sector.  The reasons 
for this are varied, with many veterans uncomfortable at what 
could be a lack of knowledge or outdated understanding of 
certain fields of civilian employment, a struggle to translate 
their relevant skills into a language employers will understand, 
as well as encountering companies that do not quite grasp 
what skills veterans bring to the table or why hiring veterans is 
a good business practice.

While the unemployment rate for veterans has fortunately 
been dropping in recent years, those under the age of 25 face 
a comparably high jobless rate of 16.2 percent.  Addressing this 
issue involves not only attempting to help place veterans into 
a job, but helping them find the right job for their background 
and skill sets.  Equally important is educating employers about 
the value of having a strong veterans hiring program.

In 2011, Hiring Our Heroes was launched as a program 
within the U.S. Chamber of Commerce Foundation, with the 
goal of helping transitioning veterans and military spouses find 
gainful and meaningful employment.  The program provides 
robust tools and resources for job seekers and employers to 
utilize to better understand the sound business case for hiring 
veterans.  

HOH has successfully made the point that hiring veterans 
across a multitude of military experiences and occupational 
specialties is not only the right thing to do, but it can also be 
incredibly beneficial to a company’s bottom-line performance.  
In the time since our launch, HOH has conducted more than 
850 hiring fairs, and from these events we have confirmed 
more than 25,000 veteran and spouse hires in the civilian 
community.  We have worked tirelessly in our endeavors, but 
would not be able to make nearly the impact by ourselves.  The 
incredible support that we receive from our strategic partners 
in the public, private and nonprofit sectors is invaluable in 
these efforts.

Promoting Your Brand’s 
Veteran-Friendly Culture

Bringing military veterans back into the civilian-sector fold should be a priority for 
anyone who values the economic growth and development of our country. 

BY ERIC EVERSOLE

(Continued on page 32)
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Read all about it! Registration is NOW OPEN for the 5th Annual Franchise 

Consumer Marketing Conference. With our dynamic agenda, insightful speaker 

roster and sponsored networking area fi lled with new ideas, tools and technology to 

give you and your brand the edge it needs to be successful in 2015. 

Our panel of experts will dive into what’s trending in today’s marketing world. 

From building your brand, to what’s new in technology, this conference covers it all.  

Self-proclaimed “media hacker” Mitch Joel, president of Twist Image, 

one of the largest independent digital marketing agencies in North America 

will share his insights on contemporary marketing in our 

day one general session. 

And J.B. Bernstein, legendary sports marketing agent and 

author/subject of the movie Million Dollar Arm, will conduct a marketing 

training session designed to help you further develop your brand reputation. 

Come join us at the InterContinental Buckhead Hotel in Atlanta 

on June 23-24th and discover how Old School Marketing Meets New School 

Technology! The date is fast approaching, so register today! 

For more information visit us at franchiseconsumermarketing.com 

or call 1-800-289-4232 ext. 202

Self-proclaimed “media hacker” 

And 

franchiseconsumermarketing.com

#NewSchoolFranchising

Read all about it! Registration is NOW OPEN for the NOW OPEN for the NOW OPEN 5th Annual Franchise 

fcms15_housead1.indd   1 4/17/15   4:18 PM

http://franchiseconsumermarketing.com


and competency level as it relates to building and maintaining a 
strong veterans hiring program. The path for employers is drawn 
in the order of “Prepare, Recruit, Empower” when approaching 
the mechanism of bringing veterans on board.  This is the mindset 
we advocate for employers to take as they step off into this realm 
which is often unfamiliar territory for them.

Throughout 2015, we will continue to press forward with our 
plan to connect every veteran who is transitioning and seeking 
meaningful employment to employers who are willing to explore 
the possibilities and obvious business advantages of having these 
qualified individuals on their team.  It’s clear that they have given 
so much and made many sacrifices for our collective security, and 
bringing them back into the civilian-sector fold should be a priority 
for anyone who values the economic growth and development of 
our country.

For more information on programs and resources that are 
available, visit our web site at www.hiringourheroes.org. n

Eric Eversole is a vice president at the U.S. Chamber 
of Commerce and executive director of Hiring Our 
Heroes. Find him at eeversole@USChamber.com.

Because of the relative complexities of hiring veterans 
compared to dealing with potential employees who come from 
a similar civilian community, coupled with a lower nationwide 
unemployment rate than we have seen in recent years, 
companies of all sizes have to be more strategic in their efforts 
to develop and cultivate effective veterans hiring programs.  
Finding quality candidates who have prior military experience 
will take a thorough understanding of this unique space.

Possible ways to find the right avenue into the veterans-
hiring arena is to tap into resources and information offered at 
Transition Assistance Program offices at local installations, as 
well as Family Readiness Offices.  Or, if there is no base nearby, 
a company can leverage its own internal networks with veterans 
it may already have on staff.  Additionally, creating programs 
within an organization designed to help “onboard” veterans into 
the new company is invaluable to making a company inviting 
to those who have transitioned out of the service.  Fostering 
a team environment and a network of support from peers will 
create an atmosphere at least somewhat similar to the military 
culture to which many veterans have grown accustomed.

In our “Employer Roadmap” which we make available at 
www.employerroadmap.org, we provide important steps 
and processes for employers to follow when learning more 
about hiring veterans.  The information we provide is clearly 
organized and customized to the company based on its size 

(Continued from page 30)

*Results measure company-wide same store sales figures for each fiscal quarter over the previous year’s fiscal quarter. The measuring period is 
March 22, 2010 through March  31, 2015. Excludes store sales from the State of Florida. Not all individual stores experienced the same results. New 
franchisees may have results that differ. This advertisement is not an offer of a franchise. Franchises are offered and sold only through a Franchise 
Disclosure Document. STATE OF CALIFORNIA: THESE FRANCHISES HAVE BEEN REGISTERED UNDER THE FRANCHISE INVESTMENT LAW OF THE 
STATE OF CALIFORNIA. SUCH REGISTRATION DOES NOT CONSTITUTE APPROVAL, RECOMMENDATION, OR ENDORSEMENT BY THE COMMISSIONER OF  
CORPORATIONS NOR A FINDING BY THE COMMISSIONER THAT THE INFORMATION PROVIDED HEREIN IS TRUE, COMPLETE, AND NOT MISLEADING. STATE OF NEW 
YORK: THIS ADVERTISEMENT IS NOT AN OFFERING. AN OFFERING CAN ONLY BE MADE BY A FRANCHISE DISCLOSURE DOCUMENT FILED WITH THE DEPARTMENT 
OF LAW OF THE STATE OF NEW YORK. SUCH FILING DOES NOT CONSTITUTE APPROVAL BY THE DEPARTMENT OF LAW OF THE STATE OF NEW YORK. MINNESOTA 
STATE REGISTRATION NUMBER F–2873.
Hungry Howie’s Pizza & Subs Inc., 30300 Stephenson Highway, Suite 200, Madison Heights, MI 48071, 248-414-3300. 

IT’S NEVER BEEN A BETTER TIME 

Exclusive territories are available. Call (248) 414-3300 or log on to franchising.hungryhowies.com.  
Take a self-guided tour of our digital brochure and complete a simple form to request more info.

TO OWN A HUNGRY HOWIE’S PIZZA FRANCHISE

NATIONWIDE OPPORTUNITIES
FOCUS MARKETS

Denver, CO • Salt Lake City, UT
Houston, TX • Atlanta, GA

20 CONSECUTIVE QUARTERS OF SALES GROWTH*

FRANCHISE 500 - 4 YEARS RUNNING 
Entrepreneur 

HOT CONCEPT TO OWN 
Entrepreneur

TOP 50 MULTI-UNIT FRANCHISE  
Franchise Business Review

TOP 200 FRANCHISE CHAINS
Franchise Times
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Join us for the Franchise Action Network Annual Meeting, 
formerly the Public Affairs Conference!

The annual IFA Washington, D.C. fly-in is now named the Franchise Action Network Annual Meeting, and it will take 
place September 29-30 at the JW Marriott in the nation’s capital. It is an integration of our grassroots advocacy program, 

the Franchise Action Network, with our annual fly-in, formerly known as the Public Affairs Conference. The new name 
reflects the growing importance of grassroots advocacy to the franchise community. Help us ensure that lawmakers do 
not pass laws that hamper the ability of franchise businesses to thrive.  The Franchise Action Network has grown into a 
powerful voice for franchising. Join the Franchise Action Network today and register for the Franchise Action Network 

Annual Meeting to make your voice heard in Washington. 

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

New name. New look. Same great event.

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

 ANNUAL 
MEETING

#FranchiseAction

Make the most out of your trip to Washington
Come to the nation’s capital early and attend IFA’s Franchisee 
Growth Conference, Sept. 28-29! This conference will feature 
programming specific to the needs of franchisees. Find out more 
and register at franchise.org. Special pricing available when 
attending this conference and the Franchise Action Network 
Annual Meeting.

Photos from last year’s Public Affairs Conference, now called the Franchise Action Network Annual Meeting.

Founding Franchise Action Network Annual 
Meeting & Franchisee of the Year Award Sponsor

FAN Annual Meeting flyer_update.indd   1 4/21/15   11:31 AM

http://franchise.org/franchise-action-network-annual-meeting


Liberty Tax Franchisee

877-AT-LIBERTY  ●  LibertyTaxFranchise.com Minnesota state franchise registration number F-4418 and F-3918.

“I had done taxes before but not the Liberty way - the Liberty Waver, 
the unique marketing techniques, handing out flyers. I thought [other 

tax franchises] were boring and overcharged for their services. The 
bottom line is you can be yourself with Liberty.”

PatrickGomez

Patrick Gomez
Marine Corps Veteran

Gomez has pulled from his experience as a Marine to 
build a successful Liberty Tax franchise in Westchester 

Rockland County of New York.

More information 
about Liberty Tax is 
just a SmartPhone 
scan away. Enjoy!

DUNKIN’ DONUTS 
TRAINING AND
OPERATIONS KEY TO 
VETERAN SUCCESS
Ray Omar joined Dunkin’ Donuts in 2009, during the 
height of the recession.  Despite challenging market 
times, he opened his first freestanding Dunkin’ Donuts 
drive-thru restaurant in January 2010 in Hyattsville, 
Maryland and has since opened two more locations.  

As a military veteran used to having strict systems in place, 
transitioning into a company such as Dunkin’ Donuts that offered a 
strong, cross-functional support structure was essential for Omar to 
build his business.  “The tools and resources my field teams brought 
to me were invaluable.  Whether I needed helped with site selection, 
construction management, crew training or operations, I was always 
able to consult with a subject matter expert to ensure that I was 
making the best possible decision,” Omar said.  “With their support 
and guidance, I was empowered.”

As a loyal Dunkin’ Donuts customer, Omar continues to be impressed 
with the company’s innovation and credits the leadership team for 
“staying one step ahead of the competition.” 

Dunkin’ Donuts offers qualified veterans who purchase a store 
development agreement for five or fewer stores a 20% discount on 
the initial franchise fee, in addition to training and support.  

By joining Dunkin’ Donuts, veterans become part of a nationally 
established brand with 95 percent brand recognition, benefit from a 
multi-million dollar advertising fund, in addition to having access to 
world-class training and ongoing operational support, among many 
other benefits.  

When asked what his plans are for the future, Omar says “opening 
more Dunkin’ Donuts restaurants, but in the near term, enjoying a 
fresh cup of coffee every morning.”  

To learn more, visit www.dunkinfranchising.com or email us at 
dunkinfranchising@dunkinbrands.com.  
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SOLDIERFIT Inspires Veterans Through Innovative 
Franchise Giveaway
SOLDIERFIT, a military-inspired fitness franchise headquartered in Maryland, has 
launched “Mission: Fit to Own,” a contest that will award one U.S. military veteran 
with a grand prize of a waived franchise fee and one year with no royalties due. 

Franchise applications for “Mission: Fit to Own” will be accepted now through July 
27, and the grand prize franchise location winner will be announced on Veteran’s 
Day, November 11. Military Veterans can apply now at IAmSoldierFit.com.

Since SOLDIERFIT’s humble beginnings in 2007, SOLDIERFIT has grown to multiple 10,000+ square foot centers 
across Maryland with locations in Gaithersburg, Frederick and Columbia. SOLDIERFIT is continuing its expansion 
through a targeted franchise opportunity, initially sweeping the East Coast. 

SOLDIERFIT offers an innovative franchise model for contest applicants and other prospects – including 50% off the 
franchise fee for all veterans. Unlike other fitness centers, SOLDIERFIT’s top priority is character building. The fitness 
program encompasses boot camp classes, kid’s fitness, personal training and functional fitness. 

YOU ARE, WE ARE, I AM...

(240) 341-4126 • franchise@soldierfit.com
www.soldierfit.com
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Support, Defined Roles 
and Communication 

Contribute to Success 
in Franchise Family 

Businesses

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

Mary Bigler is a multi-unit 
franchisee of Maui Wowi 

Hawaiian with10 locations in 
Minnesota. Find her at fransocial.

franchise.org.

BIGLER:   “There are many best practices to running a successful business, but in a family 
business such as ours, being supportive of each other is key.  From the time I became a Maui Wowi 
Hawaiian franchisee in 2002, I have been supported by family; my parents and husband have been 
amazing.  
     “As young teenagers, my three sons helped select the Maui Wowi Hawaiian concept and have 
been excited from the start!   They have all worked in the business, along with other family relatives, 
adding to its success.  I always wanted my boys to follow their own dreams, and two have moved 
on to other careers, while one remains a full-time employee.  Having my son, Jim Bigler, by my side 
has allowed us to be one of the largest Maui Wowi Hawaiian franchise operators in the system, with 
multiple units at the Xcel Energy Center, the Univ. of Minnesota, and several other mobile units.
     “One of the most powerful things about a family business is that the common purpose is 
intertwined with emotion. Business is business, and personal is personal; at times it can be difficult 
to separate the two. Emotion is brought into every business decision, large or small, when working 
with any member of your family. So another best practice is channeling that emotion toward a positive 
outcome.  This is necessary and can be challenging, exhausting and yet very rewarding. But in the end, 
having your family on your side to build a business is a huge asset.”   

 

 

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

Question: What are some best practices to use in working with 

family members within your network? 
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LUI:  “When working with family members, it is 
important to understand each other’s strengths and delegate 
responsibilities that play up those strengths. For instance, 
I’m more on the front lines of things focusing on sales and 
marketing, while Clarissa, my wife and business partner, is 
more on the backlines, handling paperwork such as business 
records and customer files. It is equally important to keep the 
lines of communication open, but at the same time, you also 
have to know when to shut it off. Setting clear boundaries 
around when not to talk about work is essential. We set 
boundaries by regularly scheduling time to talk about business 
matters. If I’m thinking about a business-related issue or 
come up with an idea during dinner, or at a family gathering, 
I’ll wait to bring it up in an upcoming meeting or schedule 
time the following day to discuss it with Clarissa. It’s all about 
giving each other space and setting aside time to discuss 
business matters so they don’t interfere with your relationship 
and personal life. 
     “You must also continue working on the business rather 
than just in the business. For couples in business together, it 
is just as important to discuss your personal goals because 
your business is your life. We do this by holding off-site 
meetings each quarter to review our personal, spiritual and 
business goals, and then plan how we are going to achieve 
them as a team. For example, if we want to go on a trip in six 
months, we will bring that up in a quarterly meeting to make 
sure our business goals align to meet our personal goal of 
taking a vacation. While communication is one of the keys 
to a strong relationship, communicating both personally and 
professionally is essential to a successful business.” 
 

 

Jon-Anthony Lui is the owner of 10 
Tutor Doctor territories throughout 

Greater Toronto. Find him at fransocial.
franchise.org.

BOGER:  “When starting a business venture with 
family members, it is important to have clearly defined 
roles and responsibilities from the outset based on 
each individual’s strengths and stick with them. For 
example, within my Chem-Dry businesses, I oversee the 
field operations, including technicians, equipment and 
residential and commercial cleanings, while my wife, 
Tina, oversees the back-office operations, which includes 
bookkeeping, payroll and bookings. My wife and I have a 
clear understanding of who is responsible for each part 
of the business without interference. There are some 
instances, however, that we consult with one another on 
bigger decisions to provide an additional perspective.
     “In addition to having clear boundaries within the 
business, it’s just as important to have boundaries outside 
of the business; meaning you must establish boundaries 
between your work life and your home life. Although you 
may spend most of your waking hours at work, there has 
to be a point in the day when you take off your ‘work’ 
hat and put on your ‘husband’ or ‘wife’ hat. This will help 
maintain a successful marriage relationship that is separate 
from your business relationship.”
 

Larry Boger is a multi-unit Chem-Dry 
franchisee with five locations in 

central Florida, two in Milwaukee 
and one that he and his wife, Tina, 

co-own in Fort Wayne, Ind. Find him 
at fransocial.franchise.org.

Larry Boger, second from the left, is shown 
here with his team.
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sites and financial opportunity/return on investment is usually 
more important than the industry involved or their passion 
about the particular business. They want to buy a business 
opportunity, not necessarily a brand opportunity. They are also 
more flexible about the location of the business. 

The more management experienced candidates are 
typically focused on looking for models that either fit their 
lifestyle, passion or experiences. They start out on an industry 
search rather than an existing business path. They are also 
generally more open to looking at multiple pathways and tend 
to ground themselves in the local community. An efficient 
lead generation strategy for these individuals is utilizing 
highly-selective demographic targeting along with LinkedIn, 
social media, direct mail and the coaching/consulting/broker 
networks. 

Again, both types can be strong performers and happy 
franchisees; they simply approach the process and due 
diligence differently. Keeping them engaged through the 
franchise development process takes experience and expertise. 

The financial candidate can be easy to attract, but can be 
difficult to engage and reluctant to follow the process. These 
candidates primarily want to know the numbers about the 
specific business as opposed to doing a deep dive on the 
brand or understanding the brand story. In our process, when 
we receive a lead from a particular business for sale, we won’t 
allow the candidate to see the financials of the selling business 
until he has gone through the first four steps of our process 
(the fourth being our discovery day). This can be very difficult 
to manage (especially for the “high D” individuals from the 
DISC profile system). And, if not managed carefully, they will 
withdraw quickly. 

We want our candidates to be passionate about our model. 
And even though they may be very ready and able financially, 
we want them to take sufficient time engaging with us so we can 
both determine if the relationship is a solid fit. Also, because 
we handle more than 90 percent of our own resales, we commit 
to our selling owners that we won’t introduce an interested 
prospect until he has been thoroughly vetted and awarded a 
franchise opportunity after a discovery day visit. Often this is 

Keeping them engaged through the franchise development process 
takes experience and expertise.  

BY DAVE BUZZA, CFE

So, you want to attract a seven-figure net-worth candidate 
to your brand. Is it because your franchise is a high-
investment model or for multi-unit or area development? 

Regardless of the strategy, attracting and engaging seven-figure 
net-worth candidates can be especially challenging in today’s 
small-business ownership world. 

There seems to be two general types of these candidates. 
Both are obviously highly-accomplished with skill sets that are 
typically broad and deep. The first type (which we will refer to 
as the financial type) thinks he can go it alone. Franchising for 
some of these individuals is not only misunderstood, but also 
undervalued. The financial type typically explores multiple 
franchise opportunities (because of his financial situation), as 
well as independent businesses typically found through local 
business brokers or web listings such as Biz Buy Sell. 

The second type of seven-figure net worth candidate (which 
we will call the management type) is similar to the first, but has 
typically managed a large number of employees and has less 
core profit and loss and other deep financial and budgeting 
experience than the first type. These individuals are inclined 
to seek out partnerships (franchising) to help provide the 
core business or entrepreneurial needs they may be missing. 
These folks want to be in business “for themselves but not by 
themselves.” They’re more comfortable and confident with 
having resources at their fingertips. It’s an environment they’re 
used to and maybe even expect.

Regardless of type, both can potentially make excellent 
franchisees. At AlphaGraphics, we find that leads for these 
two types typically originate through different lead generation 
channels. Leads for the financial types are most often generated 
via marketing an existing business opportunity. Whether it’s 
a resale of one of our own units or an acquisition/conversion 
opportunity, they seem much more inclined to buy an existing 
business as an entry strategy as opposed to other pathways (i.e. 
start-up). 

WHAT THESE CANDIDATES ARE SEEKING
These candidates typically come to us without a coach, 

consultant or broker. They scrutinize the business for sale web 

Attracting and Engaging 
Seven-Figure Net-Worth 

Candidates 

B E S T  P R A C T I C E S
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like holding back a horse from the starting gate because we 
want to walk them around the track first. At minimum this 
can be tricky, but it’s worth the effort. Our post-discover day 
testimonials from these financial-type individuals validate 
this approach. 

The management candidate is more often attracted 
to the brand either through our own website and virtual 
brochure, a franchise portal (used very minimally for this 
type candidate), or a franchise consultant/coach/broker. 
Due to the complexity and technical basis of our model, 
most management-style, seven-figure net-worth candidates 
appreciate the concept of a personal consultant to help 
guide them as they explore different brands/industries for 
their first foray into entrepreneurialism. Culture, fit, strategic 
vision and having a business that serves a “noble cause” are 
very often key decision criteria for them. They prefer to learn 
everything about the brand first to get the mind, heart and 
gut right and then look at how they actually could develop a 
business within the brand. 

STEPS TO ENGAGEMENT
In working with either type it’s best to adjust your style, 

approach, delivery and process steps accordingly. Here are 
some other tips to attract and engage a seven-figure net 
worth individual:

1. Hire highly experienced development directors, 
preferably those with small-business ownership 
experience. It would be even better if they were 
previous franchisees within your 
given model.

2. The follow-up on the initial inquiry 
must be absolutely perfect with 
a maximum one-hour response 
time. If you use a lead generator 
or appointment setter, make sure 
they have the aptitude, demeanor 
and experience to engage these 
individuals.

3. Have a strong Item 19 in your 
franchise disclosure document. It 
should basically take them through 
a full profit and loss of your business 
model.

4. Involve your other executive 
team members in the process early 
on. Seven-figure individuals are 
comfortable in having access and 
dialogue with top management.

5. Seven-figure candidates love 
metrics, so be ready to share 
number in the first engagements 
with these candidates.

6. Income and wealth accumulation 
(exit) candidates want to hear not 
only about recurring income, but 
how they can build wealth through 
this partnership.

7. Challenge candidates and keep the 
bar high throughout the process. Set 
the expectations and manage them. 

Assign candidates homework (tasks) after each step of the 
process. If they don’t rise to the expectation, close the 
file.

8. Include the wife/partner. This is especially critical with 
these types of candidates because it’s likely that the 
spouse/partner is a big contributor to the seven-figure net 
worth. Despite what one may say, the other can blow up 
your deal in the 11th hour. Require both individuals to be 
at your discovery day event.

9. Run a highly-polished discovery day. This is your 
chance to shine. Educate your team as to the highly 
critical significance behind this event. Your staff should 
dress to the occasion, including a coat and tie for the 
men. For the most part, candidates live in this world, 
and an appropriately-dressed staff always exemplifies 
professionalism and respect. The entire process from 
booking through closing of the event should be seamless, 
prepared, on schedule and of the highest caliber.

Seven-figure net-worth candidates can be especially 
challenging to attract and engage, since there are many choices 
for them to consider. But if this is what your brand either desires 
or requires, these best practices we’ve discovered should help. n

Dave Buzza, CFE, is chief development officer of 
AlphaGraphics. Find him at fransocial.franchise.org.
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5 Steps for Retaining 
Solid Employees at 
the Corporate Level

Evaluating where your corporate office currently stands is a good 
starting point for retaining top talent.
BY BOB KIRSCHNER

T R E N D S

In 2014, the U.S. Dept. of Labor reported 55.4 million 
employee turnovers — a 7 percent increase from 2013. 
The improving economy, diversifying job market and 

significant cost of replacing and training staff has many 
companies focusing on ways to increase retention of valuable 
personnel. Just as franchisees are challenged to retain solid 
staff members within their local markets, franchisors can be 
challenged to retain talented corporate-level team members. 
This is compounded by the added challenge of competing with 
employers in various markets and industries.

Another major challenge to employee retention 
is the new generation of workers. A 2012 report by 
PriceWaterhouseCoopers found only 21 percent of millennials 
planned to stay in the same field and only 18 percent planned 
to stay with the same employer over time. As this population 
continues to make up an increasing portion of the workforce 
(the U.S. Census predicts millennials will overtake baby 
boomers as the largest living generation this year), franchisors 
will have to work harder to understand the preferences and 
aspirations of this demographic if they hope to keep their most 
valued employees.

Given all of these challenges, what proactive steps can 
franchisors take to retain corporate-level workers? In my 
experience, creating a corporate culture that is invested in 
the success of employees and nurtures their professional and 
personal development will go the farthest toward building 
employee loyalty and increasing the likelihood of retention. The 
following are five steps franchisors can take toward building 
this culture:

1. OUTLINE A CLEAR PATH FOR PROFESSIONAL 
GROWTH OPPORTUNITIES

Those with great talent join your company to learn and 

explore new opportunities. They stay because they have a 
long-term vision for their growth and impact on the company. 
This means taking the time to develop and communicate 
clear plans for employee growth and advancement. When 
employees can visualize themselves as integral to the future 
of the company, employers can expect greater commitment, 
especially at the corporate level.

Clear plans and pathways for advancement are key aspects to 
retaining talent, but growth should expand beyond promotions 
or experiences within the company. Just as important to 
retention and overall employee performance is professional 
development. The millennial PwC survey discovered that more 
than one-third of millennials are attracted to employers who 
offer excellent training and development programs. This was 
rated just above the attractiveness of good benefits packages. 

Franchisors can support employees’ professional 
development in a number of ways, including offering training 
programs, budgeting for professional memberships or 
encouraging employees to attend educational conferences or 
webinars. More than just strategies for retaining talent, these 
types of opportunities also develop stronger, more valuable 
employees.

2. ENCOURAGE PROACTIVE COMMUNICATION AND 
OPEN DIALOGUE 

There’s nothing worse than learning what actions could have 
been taken to retain solid employees during an exit interview. 
To prevent this, franchisors should create a culture that supports 
proactive and consistent two-way communication between 
managers and their teams. One of the most impactful ways to 
do this is encouraging managers to hold ongoing conversations 
or regular “check-ins” in addition to annual reviews. 

This small, yet impactful touch point can help gauge current 
employee sentiment and resolve any frustration before the 
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point of turnover. In addition, these conversations provide 
opportunities to explore team members’ interest in branching 
out to new areas or responsibilities within the organization — 
tying back to their desire for long-term growth opportunities. 
Even if personnel are content, these meetings are good 
platforms to ask top performers why they choose to stay and 
find out “what’s working.”  In some cases, a simple 15-minute 
conversation will go a long way in reducing the costs and 
headaches associated with losing a good employee.

3. CREATE AN OFFICE AMBIANCE THAT SUPPORTS 
PERFORMANCE

More than just a place to work, the corporate office should 
reflect the company culture and the value the organization 
places on its workers. For some companies, this means 
creating a work environment that supports collaboration 
and transparency through an open layout. In fact, this has 
become the norm, with the International Facility Management 
Association reporting that about 70 percent of U.S. offices have 
no or low partitions. While this layout can help co-workers form 
bonds and stay more in touch with company-wide initiatives, 
recent studies show the noise and lack of privacy can frustrate 
employees and significantly hamper worker productivity. 

In the case of franchisor Kids ‘R’ Kids International, a national 
early childhood education provider, the model used at the 
company’s childcare facilities provided the solution to this issue 
at the corporate office. Similar to the tempered glass walls that 
allow for transparency and visibility in the Kids ‘R’ Kids early 
childcare classrooms, all offices in the corporate facility feature 
a glass wall. Additionally, Kids ‘R’ Kids International made it a 
priority to ensure all employees have an office. As a result, the 
corporate office is a transparent and open environment that 
also allows for the privacy and quiet employees desire to focus 
on their work.

4. SHARE IN YOUR SUCCESS 
One of the strongest ways to engage employees and 

encourage retention is by connecting them to the success 
of the company. These activities can range from increased 
communication to financial incentives. At minimum, corporate 
offices should engage staff by providing regular updates on the 
business and its success and share a clear vision for the future 
of the organization. Taking this one step further, employers 
should recognize individuals or teams that have contributed to 
this success

Much of the research around financial incentives, such 
as profit-sharing programs, focus on the impact to worker 
productivity. While this is certainly the key objective of these 
initiatives, there’s a morale and relationship-building aspect 
to these programs as well. By giving employees a feeling of 
ownership in the company, the organization supports retention 
through financial incentives and deeper employee engagement 
with the organization.

5. DON’T UNDERESTIMATE THE VALUE OF WORK/
LIFE BALANCE

Developing a work environment that values sustainable 
work/life balance has become increasingly important across 
all industries. This is especially true for the millennial segment, 

which already feels disillusioned in this area. More than one 
in four millennials report feeling that work/life balance at their 
current job is worse than they expected before joining, with 95 
percent of millennials saying work/life balance is important to 
them, according to the 2012 PwC report.

Some franchises have always prioritized this balance with 
employees. This has given these companies an opportunity to 
differentiate themselves from their competitors when attracting 
corporate talent and has contributed to strong employee 
retention. While flexibility is often the key to helping employees 
achieve this balance, additional benefits such as generous 
vacation days and teleworking policies can help as well.

Obviously, many of the steps discussed here cannot be 
implemented overnight, as they require larger organizational 
and cultural changes. However, evaluating where your corporate 
office currently stands in these areas is a good starting point 
for any organization concerned with retaining their top talent 
– an issue of particular importance when it benefits both the 
franchisor and its franchisees. n

Bob Kirschner is chief operating officer of Kids ‘R’ 
Kids International, Inc. Find him at fransocial.
franchise.org.
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several states also have independent contractor tests. While 
each federal test varies, common elements often include looking 
at the right to control the worker, whether the worker’s services 
are an integral part of the business, and the permanency of the 
relationship. You should carefully review each test and consult 
legal counsel if you have specific questions before classifying 
any individual as an independent contractor.

Q: WHAT IS THE IRS COMMON LAW TEST?

A: The IRS Common Law Test has three broad categories to 
determine the appropriate classification of a worker:

1. “Behavioral control” examines whether the company 
has the authority to direct and control the work of 
the service provider and looks at whether the worker 
receives training and instruction.

2. “Financial control” looks at factors such as whether 
the worker realizes a profit or loss, makes investments in 
tools and facilities and has unreimbursed expenses.

3. “Type of relationship” examines the nature of the 
relationship. This includes whether there is a written 
contract between the parties, the permanency of the 
relationship, and whether the worker is entitled to 
employee-type benefits.

Independent Contractor or 
Employee? Are You Sure?
Learn the answers to some common questions about independent 
contractors.
BY MICHAEL PIRES

Some employers want to use independent contractors 
thinking that they provide flexibility to businesses to meet  
demands and respond to changing market conditions. The 

problem is, very few arrangements may meet the legal requirements 
of an independent contractor relationship. Misclassification, which 
has become an enforcement priority for federal and state agencies, 
can lead to substantial fines and penalties.

The following are answers to some common questions about 
independent contractors:

Q: WHAT ARE INDEPENDENT CONTRACTORS?

A: In general, independent contractors are service providers in 
an independent trade, business, or profession who offer their 
services to the general public under a contract. While the proper 
classification depends on the facts in each case, the determination 
is based largely on the degree of control the business has over 
a worker. The more control the business has, the more likely that 
individual will be considered an employee.

Q: HOW DO I DETERMINE IF A WORKER IS AN 
EMPLOYEE OR AN INDEPENDENT CONTRACTOR?

A: A worker is presumed to be an employee unless he or she 
meets certain requirements under federal and state law. There are 
a number of tests 
used to evaluate 
a worker’s status, 
but the most 
common is the 
Internal Revenue 
Service Common 
Law Test (covered 
below). The U.S. 
Dept. of Labor, the 
Equal Employment 
Opportunity 
Commission, and 

M A N A G E M E N T  &  O P E R A T I O N S
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Q: IS THERE A SET NUMBER OF IRS FACTORS THAT 
MUST BE MET TO CLASSIFY A WORKER AS AN 
INDEPENDENT CONTRACTOR?

A: No one factor stands alone in making a classification 
determination. An employer must weigh all factors and 
take into account other applicable tests when determining 
whether an individual is an employee or an independent 
contractor. Look at the entire relationship, consider the 
degree of control and document each of the factors used in 
making a determination.

Q: A WORKER MEETS SOME OF THE IRS FACTORS, 
BUT NOT OTHERS. I AM NOT SURE HOW WE 
SHOULD CLASSIFY HIM. WHAT SHOULD I DO?

A: When in doubt, it’s a best practice to classify the 
worker as an employee. You may also request an official 
determination from the IRS using Form SS-8. Keep in mind, 
however, that it ordinarily takes at least six months to get an 
IRS determination.

Q: HOW DO STATE TESTS FOR INDEPENDENT 
CONTRACTORS DIFFER FROM FEDERAL TESTS?

A: State tests can be more difficult to satisfy, since some 
require that all of the criteria in their tests be met. For 

example, several states apply the ABC Test where 
a worker is presumed to be an employee unless the 
employer can show that the relationship meets all of the 
following criteria:

1. The individual is free from control or direction 
over the performance of services; and,

2. The services are outside the usual course of the 
business, or performed outside all the places of 
business of the enterprise; and,

3. The individual is customarily engaged in an 
independently established trade, occupation, 
profession or business.

Q: WE ISSUE 1099 FORMS INSTEAD OF W-2 
FORMS TO SEVERAL WORKERS. THIS MEANS 
THEY ARE INDEPENDENT CONTRACTORS, 
CORRECT?

A: Not necessarily. A common misconception is that a 
worker’s classification is determined by whether a Form 
1099 or Form W-2 is provided to them at the end of the 
year. The reality is the classification determination must 
always be made on the basis of whether the worker meets 
the applicable tests for independent contractor status. If 
the worker fails to meet these tests, the individual is an 
employee and is entitled to all the rights and benefits of 
employees.

(Continued on page 44)
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Q: I HAVE AN INDEPENDENT CONTRACTOR 
AGREEMENT WITH SEVERAL OF MY WORKERS. 
DOES THIS MEAN THEY ARE INDEPENDENT 
CONTRACTORS?
A: An independent contractor agreement is one of many 
factors to consider, but the contract alone is not sufficient to 
determine the worker’s status.

Q: TO LOWER COSTS, MY BOSS WANTS TO 
LAY OFF A FEW EMPLOYEES AND BRING THEM 
BACK AS INDEPENDENT CONTRACTORS. IS THAT 
POSSIBLE?

A: Unless the nature of the relationship changes to meet the 
requirements of independent contractor status, reinstating 
laid off employees and simply calling them independent 
contractors does not change their status.

Q: A CANDIDATE TO WHOM WE OFFERED A JOB 
AS AN EMPLOYEE ASKED THAT WE CLASSIFY AND 
TREAT HIM AS AN INDEPENDENT CONTRACTOR. 
CAN WE DO THIS?

A: A worker cannot waive his or her employee status upon 
request. Rather, independent contractor tests must be 
satisfied to classify a worker as an independent contractor.

Franchises may turn to independent contractors to 
provide cost-effective services and help meet temporary 
business needs. However, before classifying a worker 
as an independent contractor, make sure all applicable 
federal and state tests are satisfied.  n

Michael Pires is the division vice president for 
business development and innovation at ADP. 
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.

(Continued from page 43)
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Creating a Consistent Franchisee 
Hiring Process 

With the structure of franchising under fire from the NLRB, now more than ever it is important for 
franchisors to make sure their systems are air tight and that they are prepared for the final ruling, one 
way or the other. Even though the ruling has not yet been decided, the uncertainty that the situation is 
impacting the entire industry.

While the NLRB ruling only applies for McDonald’s for now, many franchisors and franchisees have 
concerns about how the ruling could create huge changes to their business operations. Depending on 
which way the decision goes, the 18 million people whom are employed in the franchise sector will be 
impacted in some way. The NLRB ruling could change franchise operations across the country and 
would go against the way franchising is supposed to empower individual small business owners.

BY ADAM ROBINSON

As a franchisor, you’ve built a system for just about 
everything. You have a system for generating franchise 
leads and a system for qualifying those leads.  You have 

a system for getting new franchisees signed and a system to 
make sure they get financed.  Then there’s your system for site 
selection, leasing and build out.  Once your new location is up 
and running, you’ve created a system to help franchisees with 
marketing, with operations and with processing payments.

What about your franchisee’s system for hiring?
For most concepts, labor costs are the single largest 

expense at the unit level. Yet, there is insufficient focus on 
strategic hiring to make sure the franchisee is hiring the right 
people.    This gap results in unfilled positions and higher 
turnover, both of which cost big money to the operator and 
to the franchisor.   

To top it all off, increased government scrutiny of our 
industry’s labor practices probably has your general counsel 
warning you about the legal risks of getting involved with 
implementing hiring standards.

But people are your business.  What’s a franchisor to do?
 The most successful companies have figured out that 

the key to operational excellence is through improved hiring 
practices. The idea of better people means better customer 
experience, lower turnover and better morale. Inevitably, 
the highest performing units in any system are the ones that 
have mastered the process by which they hire and select 
employees.  Through hiring platforms, a system that is able 
to be implemented at each unit level, franchisors can rest 
assured that franchisee hiring practices are consistent.

In other words, a little bit of guidance on hiring process can 
go a long way.  

The hiring process can be broken down into three 
components: sourcing, selection and verification.  Let’s 
analyze each of these steps.

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

SOURCING
This is the process by which you market your open position 

and receive applicants.  For most franchisees, that means 
using mass-market sites like Indeed or Craigslist or industry-
specific recruiting sites.

In the 1990s through the late 2000s, job boards like 
CareerBuilder were really the only viable option for finding 
candidates. This model forced you to pick and choose where 
you posted because a single job typically costs in the hundreds 
of dollars.  Now, it’s possible to post to multiple locations on 
the Internet for a flat fee, which reduces your franchisee’s cost-
per-candidate and frees them from having to shop around for 
the “right” job board. 

These developments mean that your franchisees have 
access to a market of candidates that’s larger than ever, at a 
cost that’s lower than ever.  These new sourcing engines, which 
are now being integrated into turnkey recruitment platforms, 
are available to your franchisees today.

In addition to improvements in job-posting technology, the 
rise of social media means that Twitter, Facebook and LinkedIn 
have emerged as meaningful recruitment options for your 
franchisees.  Since they’re already spending big money on 
their social media presence, why not push open jobs through 
those same networks?

SELECTION
This stage of the hiring process is where applicants are 

being vetted for job and culture fit.  The tools available to 
your franchisees can include things like automated pre-hire 
assessments, as well as interview guides and scorecards.

If sourcing is your lead generation engine, then selection 
is your lead qualification engine.  And, as in marketing, there 
are ways to qualify your applicants that are more efficient than 
others.  
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What most of your franchisees are probably doing now 
is receiving resumes by email, then opening each email and 
responding directly to each applicant.  By using pre-hire 
assessments and auto-responders, your franchisees can follow 
up with candidates immediately and qualify their candidate 
leads more efficiently.  The use of these types of tools can cut 
administrative time by as much as 80 percent and top-quality 
candidates view your franchisee more favorably because of 
the rapid response they receive after applying for the job.

Once your franchisees have narrowed their applicant list 
down to a few interested and qualified individuals, it’s time to 
bring these finalists in for an interview.  The best-run interviews 
are scripted and focused on the job at hand, which means 
that your franchisees are asking targeted, legally compliant 
questions the same way in each interview.  Scorecards ensure 
that they’re measuring applicant fit the same way each time, 
which reduces the chances that they’ll get into legal issues 
around their hiring practices. 

VERIFICATION
Verification means following up with assessments, reference 

checks and background checks to ensure that your franchisee’s 
new potential hire has the skills they’ve represented, and that 
they’re suitable for employment.

Assessments are a critical part of the verification process, 
and should measure a candidate’s ability to achieve the 
desired outcomes for that role.  Good assessments will give 
your franchisees an objective score and will supplement the 

data they’ve received so far on the candidate.  However, many 
franchisees think that an assessment by itself is enough to 
make a hiring decision — it’s not.  It’s simply one factor among 
many that, when combined, give them a comprehensive 
picture of a candidate’s likelihood of success.

Most managers dislike conducting reference checks, but 
they’re essential to a thorough hiring process.  The best 
predictor of future performance is past performance in similar 
roles, so getting feedback from prior managers is a must.  

Background checks are a must-do activity (assuming a 
particular state permits their use) that many franchisees are 
already engaged in.  While there is typically a cost associated 
with running background checks, the protection they provide 
is worth every penny.  

If you’re a franchisor, you’re in the business of creating 
systems that help franchisees build and manage successful 
companies.  Core to that effort is the hiring process, and 
you’re limited in the kinds of help you provide in this regard.  
By arming yourself with hiring best practices and knowing 
what solutions are available, you can provide your franchisees 
with the guidance they need to become competent hiring 
managers, as well as outstanding franchisees. n

Adam Robinson is the founder and CEO of 
Hireology, a go-to hiring platform. Find him at 
fransocial.franchise.org.

Robert Nevadomski, CFE

“ I  a m  a  C F E  b e c a u s e …

The CFE program combines everything you need to advance your industry expertise.  
Even after a decade in franchising, I had many take-aways from the different elements 
of the program.  The classes offered valuable insights and challenged the status 
quo while the opportunity to network with other individuals who are leading the 
franchise world to its next evolution was beyond valuable.  The CFE certification equals 
excellence when looking at franchise industry individuals.”

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

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

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

Justin Livingston, CFE
Coyote Ugly Saloon
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we were taking in high-value clients, they were relatively short 
term and could not easily contribute to the longevity of our 
business. 

It’s tempting to rely on one source for clients as your bread 
and butter. The danger of relying on one source, however, is 
when they close their doors or decide to take their business 
elsewhere. Suddenly, your business can fold if you just rely on 
that one source. Having a variety of clients who need more 
than one service will definitely help with the longevity of any 
business.

For us, this meant building up a network of different 
referral sources. Once we started identifying and calling other 
vertical markets and started reaching out to different types of 
consumers with different service offerings, we saw that directly 
affect our bottom line.

2. CREATE DIFFERENT SERVICES AND OFFERINGS
There is nothing wrong with specializing in a certain service 

or offering. After all, who doesn’t want to hire the expert? 
However, if a business can only do one thing well, it becomes 
incredibly hard to expand and grow. Having a maximum of 
four or five different service offerings allows for flexibility and 
growth in a young company.

We suggest looking through what your franchisor offers and 
create service packages that work for your specific market. For 
us, we bundled our services together in one comprehensive, 
affordable and attractive package for new customers. For 
instance, by creating a “Fun Day Out” package for seniors, 
which included an excursion, transportation and a caregiver 
for four hours, and marketing it specifically to nursing homes, 
we were able to take a new offering to our referral sources 
and market themselves differently from their competitors — 
without reinventing the wheel. 

DIVERSIFY Your Client Base
Having a variety of clients who need more than one service will 
definitely help with the longevity of any business.
BY JEFF HUGUET

In business, entrepreneurs are often taught to find their “ideal 
customer” and target them to start building a client base. 
There’s no question that identifying your primary target market 

and turning them into clients is the first step of building a successful 
business, but identifying secondary target markets and vertical 
markets are equally important for long-term success.

Since purchasing our Nurse Next Door franchise in 2014, 
this was the No. 1 lesson we learned in month seven of our 
operations. Although home care is considered one of the fastest 
growing industries to be in, with proven year over year growth, we 
realized early on that we would face the same challenges other 
franchisees would face in year one of their businesses: building a 
customer base.

What we didn’t realize was how quickly that would come to 
fruition. We spent weeks building relationships with professional 
referral sources, deciding to focus on one sector of health care 
instead of meeting with a variety of referral sources. Our hard 
work paid off — we managed to land our first client within eight 
weeks. 

Over several months, we grew our business into a strong, 
successful brand in our community of Green Bay, Wis. We were 
providing care, making lives better, doing all the right things 
… or so we thought. Gradually, as in the business of home 
care, our clients began to pass away. The next thing we knew, 
our burgeoning business dropped in revenue by 85 percent 
seemingly overnight. It was a huge shock for us.

Over the next month, we worked closely with our business 
coaches who taught us how valuable it was to spread our customer 
nets a tad wider. Here are the top three lessons we learned.

1. DIVERSIFY YOUR CLIENT BASE
It’s easy to stay comfortable with one or two referral sources for 

clients and for us, we were enjoying the fruits of two relationships 
we cultivated with a couple hospices. We learned, however, while 

M A N A G E M E N T  &  O P E R A T I O N S
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3. WORK ON YOUR BUSINESS, NOT IN YOUR BUSINESS
Tempting as it is for small-business owners to work in the business 

as opposed to on the business, it doesn’t put the business in a place to 
succeed. In our case, my wife, Nancy, was providing care to our clients as 
opposed to building out our network of professional referral sources. This 
was a very valuable lesson for us both. 

After working with our business coaches, we were able to determine 
other weak points in our business, such as our administrative staff. Armed 
with a robust and comprehensive hiring plan, we were able to hire the right 
people for the right roles. Now, Nancy is making sales and marketing calls, 
meeting referral sources and facilitating the initial client meeting, leaving 
the caregivers to do what they do best — making lives better.

We now recognize this trap, at the cost of our franchise’s bottom line. 
Entrepreneurs could very easily get caught up in the day-to-day operations 
of their business. After all, we purchased the business because we were 
passionate about wanting to work for ourselves and we wanted to “do 
good” in our community. But if we’re working in the business as opposed to 
bringing in new business, we were actively setting ourselves up for failure. 
If there’s no new revenue coming in, the business is going to be very short 
lived. n

Jeff Huguet is an owner of Nurse Next Door Green Bay, Wis. 
Nurse Next Door is a franchisor of home care services that 
includes nearly 100 locations in North America and is based in 
Vancouver, British Columbia, Canada. Find him at fransocial.
franchise.org.

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

www.fastsigns.com

“We began looking into 
franchises and 
FASTSIGNS 
instantly stood out 
from the rest.  We 
weren’t just blown 
away by the business 
model – it was also the 
great resources and 
ongoing support 
they provide franchise 
partners.”
Milton Guerrero & Woody Poole, veterans
FASTSIGNS of North Charleston, SC

FASTSIGNS is honored to 
offer veterans a franchise 

fee of $18,750 - a savings of 
50% - and reduced royalties 

for the first 12 months.

BUSINESS OPPORTUNITY

Manufacture SealMaster Pavement Sealers and distribute a 
full line of pavement maintenance products and equipment 

to the billion dollar pavement maintenance industry.

Here’s what SealMaster® franchise owners have to say...

Average single unit 
SealMaster franchise gross 
revenue in FY 2014 was 
$5.2 million*

BOLD AMBITION 
Calls for a Better

BUSINESS OPPORTUNITY

Large Territories - In some 
cases up to an entire state
Typical investment - 
$650,000 To $950,00

Recession-resistant 
franchise

Learn more at 
sealmasterfranchise.com 

or call (800) 341-7325

Offer Made by Prospectus Only

Average gross profit of 42%*

SBA
U.S. Small Business Administration

APPROVED

*Based on average performance of franchises 
operational more than five years. More detail 
is provided in the Franchise Disclosure Document.

“With my SealMaster franchise, my net worth and income have grown 
heartily and consistently, in spite of the worst downturn in the economy 
I’ve ever experienced.”

-Mike Bashir
 
“I bought my SealMaster franchise 17 years ago and if I had to do it 
all over again, I would do it in a heartbeat. It was the best business 
decision I ever made.”

-Dave Musgrove
 

“My SealMaster franchise has been the best investment in my life. 
It has allowed me a lifestyle beyond my hopes and dreams.”

-Bob Krebs
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Driving Better Results 
Through Email Marketing

Email campaigns are most successful when they are 
permission-based, well-timed and present offers that customers 

truly want.
BY WILL YAPP

M A R K E T I N G

Of all the marketing tools available to franchises, email is by far the most cost-effective 
way to attract customers and drive business. There are a few reasons for this. 

First, there’s no better way to connect one-on-one with your customers. And 
when you reach customers on an individual level, you’ll see higher response rates to your 
offers. Second, email gives you complete control over your content. This includes when 
it’s sent, who receives it and the actions they took once they got your message.  Finally, 
email is on the rise. In 2014, there were 4.1 billion email accounts and industry experts 
estimate that by 2018, there will be 5.2 billion email accounts, according a report from the 
same year by the Radicati Group, Inc., a market technology research company. 

THREE RULES OF SUCCESSFUL EMAIL MARKETING
Just because you can email customers, it doesn’t mean you always should. Email 

campaigns are most successful when they are permission-based, well-timed and present 
offers that customers truly want. 

Permission-based. This means that you have a green light from customers to send 
them email. You get their permission by offering great service and products and being 
specific about your request to add them to your email contact list. To inspire them to sign 
up, be clear about what’s in it for them such as insider deals and offers.

It can be tempting to add a customer’s email address to your contact list, especially 
if that customer received service from you in the past or became a Facebook fan, for 
example. You may even come across marketers that will sell you their email lists. However, 
these tactics can actually hurt your business and put your franchise at risk.  

When you add contacts without their permission, they’re not expecting to hear from 
you and are more likely to skip over or delete your email without reading it. Your message 
can also end up in their spam filters because they haven’t let their provider know that 
your messages are welcome. In some instances, your email may get reported as spam. 
If enough customers report you, you’ll find it more than difficult to send email marketing 
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campaigns in the future and this can 
impact the entire franchise. Besides, 
wouldn’t you rather connect with those 
customers who truly want to hear from 
you?

Well-timed. The three most 
important aspects to consider before 
you hit the send button are your 
audience’s lifestyle, their responses to 
previous campaigns and the frequency 
of your emails.

In terms of your audience’s lifestyle, 
think about what your customers’ day 
looks like and how your business fits 
into it. You know firsthand when they’re 
most likely to buy your products and 
services so consider this when you’re 
timing your campaign.

Next, analyze your past email 
results. Look at the specific times when 
most customers opened your message. 

When it comes to email frequency, 
don’t appear in your customers’ inbox 
more than once a week. You may even 
want to let customers know when they’ll 
be hearing from you, such as the first 
Friday of the month or every Saturday 
at noon. This way, they’ll be on the 
lookout for your messages. This also 
demonstrates that you appreciate and 
respect the privilege of emailing them.

Give the people what they want.  
Look at your receipts and your email 
results to determine which offers were 
most popular so you can do more 
of what works. If you discover some 
campaigns were less effective, view it 
as a learning experience; it’s important 
to know what customers don’t want to 
better understand what they do want.

TIPS FOR THE FRANCHISOR
By setting the guidelines for email 

marketing success, you’ll be able to see 
stronger results across all franchises. 
To further empower your franchisees to 
deliver the best email marketing results 
beyond the recommendations listed 
above, consider the following:

Standardize on your email 
marketing provider. It’s best practice 
for franchisees to have their own email 
marketing accounts (versus corporate 
centrally sending on their behalf).  By 
working with a high-quality email 
marketing company, it makes it easier 
for franchisees to get up and running 
without worrying about having to 
manage their email contacts or send 
out multiple emails from their own 
personal or business email accounts 

which can potentially get them blocked.  
It can also offer franchisors the ability 
to share branded content to your 
franchisees to help them communicate 
more frequently and on brand.

As you evaluate email marketing 
providers, start by reading customer 
satisfaction ratings by credible third 
parties. Additionally, two of the 
most important criteria you’ll want to 
consider are email deliverability rates 
and the company’s help desk/customer 
support options.

• Deliverability. To prevent your 
franchisees’ emails from falling 
into the spam filter abyss, ask 
the email marketing provider 
about their deliverability rates. 
The most reputable providers 
will have deliverability rates 
in the 90th percentiles. As 
added insurance, recommend 
that your franchisees ask their 
customers to add them to their 
email contact list when they first 
obtain permission.

(Continued on page 52)

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

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

• Prime, exclusive territories are still available! 

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

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

FLHC-0029

877.570.0002
www.firstlightfranchise.com

info@firstlighthomecare.com 

Come see why FirstLight is the fastest growing  
home care franchise in the United States!

#1 Home Care franchise for Franchisee Satisfaction 2014**
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• Support. Ask your email 
marketing provider for specifics 
when it comes to help desk and 
support options. Most offer 
email, live chat and online forums 
that answer frequently asked 
questions. Yet you’ll also want to 
know about the expertise of the 
customer service representatives, 
their availability and if there are 
additional costs associated with 
live support.

Quarterly Goal Setting. Since email 
marketing success is focused on quality 
versus quantity, establish goals that 
are percentage based as opposed to 
a specific number of new contacts or 
responses to offers. 

Share Best Practices. Reward 
franchises for proven results and 
encourage them to share how they 
achieved them.    

TIPS FOR FRANCHISEES
If you follow the guidelines listed 

above, franchisees will see an uptick in 
their email marketing results. To build on 

that success, they should consider the 
following:

Segment Your Contact Lists.  
Analyze your email marketing results to 
see which offers were most successful 
among certain groups of customers. 
For example, a special on kids’ back-
to-school haircuts may have been 
especially popular within a certain ZIP 
code. You can target that group with a 
special offer instead of sending an email 
offer to everybody on the list. This way, 
customers are more likely to respond 
because they know that when they do 
hear from you, the content and offers are 
aligned with their interests and needs.   

Use the Right Length and Number 
of Pictures for Maximum Effectiveness. 
Our March 2015 email data of more 
than 2.1 million customer emails sent by 
business owners uncovered that emails 
with about 20 lines of text and three or 
fewer images received the highest click-
through rate. (Click-through rate refers to 
the percentage of people who clicked on 
the links in an email.)  

Our analysis drilled a bit deeper into 
the actions customers took across a 

variety of industries including restaurants, 
spas and retail businesses. Of note, both 
restaurants and salons/spas have peak 
CTRs in emails containing 15 images. 
Meanwhile, CTRs for retail businesses 
improve more than 50 percent when 
emails contain between 17 and19 lines 
of text.

Also, another important data point 
is that more than 50 percent of email is 
opened on a mobile device. This means 
that email should be concise, include 
images that are easy to download, 
and feature response buttons that 
accommodate fingers and thumbs.

Three additional benefits of email 
marketing that make it ideally suitable 
for franchises are that it drives word-of-
mouth, it ensures consistent use of your 
logo and identity, and it enables you to 
stay top of mind among those customers 
that want to keep hearing from you. n

Will Yapp is vice president, 
business development for 
Constant Contact. Find him 
at fransocial.franchise.org.

(Continued from page 51)
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FIND A VISUAL ANGLE
All businesses, not just those that make a product, can share 

their unique perspective and vision in a clear and concise way 
with photos and videos. That said, if your company does make 
a product, give your customers a peek into how it’s done by 
taking a quick video of the process. You can also post pictures 
from a recent sales event, company anniversary or other 
newsworthy celebration. Include photos and videos leading up 
to and after company or industry events to get people excited 
about the event and then show how successful it was. The goal 
is to make images shareable and tell a great story. 

Some examples: An online men’s shop showcases its 
expertise by creating a storyboard of several sequential 
images on Pinterest that explain something to readers, such as 
how to tie a scarf. A footwear company promotes its products 
by creating a personalized video for each shoe to help make 
customers more comfortable buying running shoes online. In 
addition to hosting the videos on their YouTube channel, the 
company promotes them on their Twitter and Facebook pages. 
The videos have been a hit, helping to increase traffic to the 
footwear company’s website by more than 150 percent. 

To get more examples of companies that are using images 
in innovative ways, take a look at Small Business Trends July 
17, 2014 summary of “30 Businesses that are Rocking Social 
Media.”

BOOST YOUR CONTENT MARKETING STRATEGY
Using photos and videos can elevate your content marketing 

strategy, making it ideal for social posting. If your franchise has 
a blog, think of it as a magazine and include visual content. In 
fact, you can even occasionally make the posting a photo or 
other visual, potentially cutting down on the time you spend 
on your blog, but still having an impact. You can also use a 
photo or quick video as a tease, along with a call to action, to 
get people to click-through to your blog, Twitter account or 
Facebook page. 

Five Ideas for Using Visuals 
to Increase Social Media 

Engagement
Visual content is shared more often than text-based content, 

prompting more engagement from your franchise’s followers and fans. 
BY BERNARD PERRINE

Using visuals to communicate is as old as painting 
pictures on the walls in caves. In today’s modern social 
media environment, pictures, and videos, showcase 

the human side of your brand, and help your franchise connect 
emotionally with customers, communicate your brand’s value 
more quickly, and break through the overwhelming volume of 
online content. Images have become more popular and even 
easier to capture with the wide availability of smartphone 
cameras and video technology.

There’s no doubt that visual content can make a strong 
impact on the positive attention your franchise attracts online 
and can aid in your social media efforts to gain new customers. 
Visual content is shared more often than text-based content, 
prompting more engagement from your franchise’s followers 
and fans:

• According to customer intelligence and web analytics 
firm Kissmetrics, images on Facebook receive 53 
percent more likes, 104 percent more comments, and 
84 percent more click-throughs.

• Research from Buffer, a social media management 
company, shows that using images on Twitter increases 
retweets by 150 percent and click-throughs by 18 
percent.

• According to a blog post from 3 to 5 Marketing.com 
dated March 25, 2014, Tweets with images received 89 
percent more favorites — indicating they’re more liked 
— than tweets without images.

No matter what social media platforms your franchise uses, 
photos and videos give customers and sales prospects multiple 
reasons to engage with your brand and can drive your business 
growth. Based on my experience as an entrepreneur and head 
of a Twitter-based marketing company, here are some ways 
your franchise can enhance its social media presence with 
compelling visual content.

S O C I A L  M E D I A

(Continued on page 54)
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For example, a company that 
provides simple, quick and healthy 
food ideas with easy to purchase 
everyday ingredients uses video 
snapshots along with spoken step-
by-step instructions for creating a 
healthy meal. These short videos 
drive traffic to the company’s 
website and ebook with a link in the 
description. There are several other 
examples of companies successfully 
using videos for social marketing in 
a February 11, 2015 Social Media 
Examiner article, “Six Ways to Use 
Short Video for Social Marketing.”

CAPTURE YOUR LOCAL 
AUDIENCE’S ATTENTION

Though your franchise is part of 
a larger, national corporate entity, 
the challenge with your social media 
marketing is to create a presence 
locally. A nationally known coffee 
franchisee tapped into Twitter’s 
word-of-mouth marketing to grow 
its customer base in Phoenix. Its 
“Free Medium Hot or Iced Coffee 
Campaign” achieved a 120 percent 
conversion rate in a little over seven 
months and connected with more 
than 2,000 coffee lovers, including 
more than a few die-hard brand fans. 

Twitter, because of its open-forum 
platform, is a great way to solicit input 
outside a normal circle of friends and 
followers. This gives businesses a 
unique opportunity to turn tweets 
into customers. People who tweet 
about something they want or need 
are looking for businesses to provide 
information, options and discounts. 
In fact, businesses that actively 
search for and directly reply to those 
consumers have a higher probability 
of ringing up a sale.

DON’T GO IT ALONE
Social media is by its very nature 

… social! Capitalize on the interest of 
followers and fans in your brand by 
asking them to post their own photos 
or videos. One example is Ana 
White, a carpenter and mom blogger 
whose blog, Ana White Homemaker, 

and Facebook page feature content 
from people who post pictures of 
their own do-it-themselves furniture-
making processes and the finished 
projects. They also share what they 
would do differently next time and 
what variations they made to White’s 
original designs, which she had 
shared in previous posts. 

SHOWCASE YOUR BRAND’S 
LIGHTER SIDE

Sometimes the best way to 
engage with your audience is to not 
take your brand too seriously. Social 
media marketers have found that 
one of the best ways to resonate 
with their followers, many of which 
are millennials, is to be silly and 
give them a good laugh. Businesses 
can achieve this through pictures, 
videos or even corny jokes. Humor 
has boundaries; make sure that jokes 
are within good taste, tied to the 
business and relevant. 

Orabrush tells customers about 
the need to replace their innovative 
tongue brushes with a “why all good 
things must come to an end” video 
on YouTube that features not one, but 
three people in tongue costumes. 
Oreo Cookie’s Twitter feed is about 
entertaining followers with cookie-
related jokes and topical musings. In 
a Feb. 21, 2014 Fast Company article, 
you can find some other examples of 
how companies have used humor on 
social media to boost their brand.

Visual content can definitely 
make your franchise stand out from 
the online crowd. Adding a visual 
element to any post increases its 
visibility and will help you engage 
your customers more enthusiastically. 
Have fun with it and you’re sure to 
win a bigger share of business from 
your social media marketing. n

 
Bernard Perrine is the 
CEO of Twitter 
marketing company 
SocialCentiv. Find him 
at fransocial.franchise.
org.
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The Resurgence of Live 
Events Using Data  

One company received more than 17 million investors to attend 
hyper-local events; why is this critical for franchise development?

BY JORGE VILLAR

There is nothing more powerful, as a franchise development 
professional, than to be face-to-face with motivated 
prospects who have shown interest in your company. 

Having 30 to 80 of these financially qualified individuals willingly 
attend your franchise expansion presentations in every one of 
your target markets is achievable, thanks to the resurgence of 
live events using data. In our case, over a 20-year period, we’ve 
had more than 17 million investors attend hyper-local events.

MAKING CONTACT
For two decades, we’ve used data to drive thousands of 

potential franchisees to our franchisor clients’ educational 
seminar events through the social dinner approach. Inviting 
highly targeted and profiled prospects to a neutral meeting 
location at local popular restaurants has revolutionized how 
franchisors of every type, size and location are attracting these 
elusive highly qualified and profiled investors. 

Qualified prospects are guarded because everyone wants to 
reach them. They don’t want to go to an office, talk to salespeople 
or receive a call, and they most certainly don’t want to have you 
in their homes. So how do you get them to actually come to 
your events? Use data combined with a hyper-local approach to 
market and conduct live events. 

EVENT MARKETING
By using sophisticated, targeted consumer data and by 

designing compelling, personalized direct marketing packages 
integrated with email, you can easily earn 30 to 80 qualified 
individuals to call in, make a reservation and then attend your 
franchise presentation in any of your target markets. These 
packages put your franchise development team in front of full 
rooms of motivated prospects that live in the geographic markets 
you have targeted for expansion. That is what really resonated 
with more than 56 decision-makers that visited our booth at the 
recent International Franchise Association Annual Conference in 
Las Vegas. These attendees all seemed to have tried different 
types of lead generation vehicles, including digital, web portals 
and brokers, but none of those brought in enough local qualified 
prospects in the actual territories targeted for expansion. 

The Internet is widespread and it is difficult to qualify or 
control the proximity or profile of your prospect as you can 
with direct mail using insightful demographic, geographic and 
lifestyle characteristics that may be an important part of your 
franchisee profile. There’s no doubt that social media and online 

T E C H N O L O G Y

marketing have a place in franchise development. Good 
marketers will integrate media types into their campaigns. But 
leads generated from event marketing are far more qualified 
than leads generated from the Internet. Why? Because the 
goal of event marketing is to get face-to-face with a qualified, 
motivated franchisee prospect. With online marketing, the 
goal is to click. I’ve spoken to some of the best franchise 
development professionals in the industry and they have all 
stated emphatically their preference for event leads over online 
leads. 

THE INVITATION
Your direct mail packaging and messaging are critical 

aspects to the success of your live events. Oscar Wilde said, 
“You never get a second chance to make a first impression. 
“ That is certainly the case when it comes to your invitation 
package and message. There is a particular art and science 
to writing a seminar invitation. You can’t just copy and paste 
wording from a brochure or website and think it will motivate a 
prospect to respond. The copy has to be clear and compelling. 
When writing a seminar invitation, keep in mind the seven-
second rule: the content must grab readers’ attention in 
seven seconds or less. If the copy accomplishes that goal, 
there’s a 90 percent chance that they will keep reading and 
consider responding. Bottom line: potential franchisees should 
receive high-end invitations with your franchise branding and a 
thorough and compelling explanation of your value proposition 
and the benefits of attending your event. 

A few days later, they should receive the same message in 
an email format. Each campaign allows you to conduct two 
separate dinner events within seven days at a local popular 
restaurant that fits your target demographic. 

For as long as there have been franchisors looking to grow 
their market share and to improve revenue flow and profit, there 
has been one challenge: having a consistent flow of qualified, 
motivated franchisee prospects. Using data with a hyper-local 
marketing approach solves that problem, and brands of every 
type and size are taking notice. n

Jorge Villar is the founder of RME360, a leading 
edge marketing services firm based in Tampa.  
Find him at fransocial.franchise.org.
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Critical Lessons for 
International Franchising

The goal is not just to expand globally, but to expand in a 
disciplined way that places your business in those markets where 

it is most likely to be successful.

BY YOSHINO NAKAJIMA

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

So, you are ready to take your business global.  
Congratulations!  

No doubt that it took much hard work and a 
considerable investment time, money and energy to reach this 
point and, likely, some advice from other International Franchise 
Association members who have gone before you to build 
successful businesses.  Lessons learned from them not only 
expedited growth, but protected you from some risky decisions.

As I promised during the 2015 IFA Annual Convention when 
I accepted the Bonnie LeVine Award, my commitment going 
forward is to take what I have learned about international 
franchising from my mentors and share it with others. So, perhaps 
the right place to begin would be with a recounting of some of 
the lessons learned during 20 years in international franchising.

While there are many fundamentals such as a having a 
successful domestic experience, sufficient capital, broad support 
within your own organization and a persistent commitment to 
achieve long-term growth, the five most common mistakes and 
the resulting lessons are these: 

Lesson No. 1 – Choose your markets and franchisees very, 
very carefully.

Lesson No. 2 – The best franchisee will struggle to 
overcome the challenges of a poor market.

Lesson No. 3 – A great market cannot compensate for a 
sub-performing franchisee.

Lesson No. 4 – There are no exceptions to Lessons 1, 2 
and 3.

Lesson No. 5 – Don’t take shortcuts – you will almost 
certainly regret it.

In my experience, high-potential global franchise networks 
stumble right out of the gate because they ignored Lesson No. 
1 – choosing markets and franchisees very carefully.  Why? Many 

reasons are likely, but there seems to be a universal impulse to 
take the first opportunity that comes along.  The importance 
of beginning with the end in mind cannot be overemphasized.  
That means that the goal is not just to expand globally, but to 
expand in a disciplined way that places your business in those 
markets where it is most likely to be successful and into the hands 
of entrepreneurs who have the greatest potential to grow your 
brand into a model that others elsewhere will want to be a part of.

What are the critical ingredients that you absolutely must find 
in a market to increase your potential for success?  First, let me 
acknowledge that some may be concept-specific — the “selling 
coals in Newcastle” challenge, for example.  But others and the 
most important markets are consistent across concepts and 
cultures.  Consider the following at the top of the list:

• A business-friendly environment with appropriate levels 
of incentives for business development, supportive 
regulations, protection from those who would pirate 
your brand and business cultures which are free from 
corruption and economic and political stability.  It is 
easier to determine which markets meet these criteria 
than you may think.  The U.S. Commercial Service and the 
U.S. State Department can be of enormous help.  Perhaps 
the best way to narrow your list of potential markets is 
to just look where other franchise systems have gone 
successfully.

• Look for a franchise-friendly culture.  This is not the 
same as a business-friendly environment as many have 
learned to their chagrin. It means that for your business 
to flourish you must have a regulatory environment where 
franchising is understood and encouraged. IFA and each 
of the national franchise associations around the world 
are fantastic resources in this area.

• Look for economically-fertile markets where the economy 
and per capita income are high enough to support your 
business. 

(Continued on page 58)
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*Source: 2013 Mendelson Affluent Survery

On select Fridays in 2015, we will 
publish the following “Special Reports.”

•   February 6, 2015 
 Franchisee Satisfaction 
  with bonus distribution at  
Franchise Expo South: 
Houston, TX USA 
 

•   June 19, 2015 
 See Top Franchises for Veterans 
 with bonus distribution at the  
  International Franchise Expo: 
New York City, NY USA

•    November 13, 2015 
Top Franchises for Minorities  
with bonus distribution at the 
West Coast Franchise Expo: 
Anaheim, CA USA

Expanding

business?
your

Untitled-4   1 10/27/14   11:50 AM

http://www.usatoday.com


FOLLOWING A PROCESS
The process begins with identifying your top target 

markets, but it very rapidly comes to the question of finding 
the right entrepreneur in those markets. And, this is where 
the task of global franchising becomes even trickier. Think 
of it as finding the needle in the haystack – a lot of work, but 
definitely worth it in the end. 

Let’s not go into the question of how to develop leads 
since there are many articles and experts who offer advice 
and assistance in this area.  Instead, I will speak to what may 
be even more important — the characteristics of a potentially-
successful franchise partner for the right countries. Here the 
work is as much a gut feeling as it is science, but by following 
the right process you can absolutely find the right partners. 

Let’s begin with the science, not really science per se, 
but with the hard facts that can lead you to well-informed 
decisions. It’s akin to putting all the candidates through 
progressively finer filters until you are left with only the best. 

First of all, look for a proven entrepreneur, someone with a 
track record who gives you confidence that he can make your 
concept successful, too.  Check out the candidate’s financial 
strength and character with bank and personal and business 
references. Integrity rises to the top here as a characteristic 
you want. As you get closer to choosing your partner, try 
to get a sense of his business acumen, maturity of thinking 
and the seriousness with which he has thought through 
developing your brand. Ask the candidate to develop both 
short- and long-term business plans.

As you work through these progressively finer screens 
filtering out candidates who are not a good fit, you will 
eventually get to the point where you’re left with a decision 
guided in part by a gut feeling. It’s a relatively simple 

question:  Do you like the candidate? You should because 
you are going to be affiliated with this person for a very 
long time.  Think of it this way: The initial investment in time, 
energy and resources to ensure that you have fully vetted 
future partners is a small price to pay to ensure that you have 
the right person or organization you will be working with for 
many, many years.

Now, back to the five lessons.
Choose your markets and partners very carefully.  An “A” 

level candidate in a “D” level market is most likely destined 
for a mediocre performance and, perhaps, failure.  A “D” 
level candidate in an “A” level market will be the extremely 
frustrating to you. Don’t go there!  Worse, the damage to 
your brand and cost of making a change can be very high 
both in terms of financial cost and personal frustration.

Whatever you do, do not forget Lesson No. 4:  There are 
virtually no exceptions to lessons 1, 2 and 3.  

But then there is Lesson No. 5:  Don’t take shortcuts. You 
can do well for your brand and your business by following 
Lesson No. 5, but remember, building an international brand 
begins by following Lesson No. 1 - choosing both markets 
and franchisees carefully. Do this and you will be well on your 
way to building a successful global business.

Good luck! n

Yoshino Nakajima, who was honored earlier this 
year as the recipient of IFA’s Bonny LeVine 
Award recognizing female leadership, retired 
recently from Home Instead Senior Care as the 
chief development officer for Global Markets 
and was active in the International Franchise 

Association’s International Leadership Committee. Find her at 
fransocial.franchise.org.

(Continued from page 56)

COOL BRAND, HOT OPPORTUNITIES

INTERESTED IN LEARNING MORE?
Visit: www.BaskinRobbinsFranchising.com
Email: franchiseinfo@baskinrobbins.com

 *To qualify for incentives, restaurants must open by certain dates. See FDD for details. © 2015 BP IP Holder LLC

“Between the passion we’ve 
seen in other [Baskin-Robbins] 
franchisees and the fact that my 
wife and I have been together 
for 31 wonderful years - the same 
number as the brand’s famous 
flavors - it was an easy choice for 
us to open a Baskin-Robbins.”

– Charlie Bertram, Army Veteran,
   Franchisee in Shelbyville, KY

Apply your military leadership skills to a business of your own!    
Baskin-Robbins offers deep financial discounts* for new franchisees: 

• Waiver of 20-year Initial Franchise Fee on first restaurant – a $25,000 value

• 20% off each 20-year Initial Franchise Fee and a 10-year payment plan on 
up to four additional restaurants 

• Reduced Royalty Rates for five years, with 0% for years 1 & 2

Don’t want to start from the ground up?
Consider buying an existing store for sale! Visit our website for a list of stores 
for sale around the country.
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Big Apple to Attract 
Investors During 2015 
International Franchise 
Expo
Why trade shows are a must among growing franchise brands.
BY SONIA PERRONE 

E V E N T S

The International Franchise Expo is a launching pad 
for many new and successful franchisors. The show, 
which is sponsored by the International Franchise 

Association, stands out as a global event that continues to 
bring together franchise brands of all industries for investors of 
every background. It presents a great opportunity to expand 
internationally as entrepreneurial travelers from around the 
world, including Africa, China, Europe, Latin America and the 
Middle East, attend the annual show. 

While the show attracts prospects from around the world, it 
also draws significant numbers of attendees from the New York 
City metropolitan area, as well as from nearly every state. The 
IFE presents the perfect platform for face-to-face interaction 
with industry leaders as it has the highest attendance of all the 
domestic shows. The synergy of international and domestic 
attendees makes this a “must-go” expo.

The 2014 IFE was the largest in the 23-year history of the 
event. Nearly 20,000 attendees from 96 countries around the 
world congregated with more than 400 exhibitors to learn 
about franchise concepts and expansion opportunities both 
domestic and abroad.  Whether seeking single-unit, area 
development or multi-unit opportunities, attendees were well 
educated and serious about pursuing opportunities. More 
than 30 percent said they planned to invest $100,000 to nearly 
$500,000 in myriad franchise concepts.

According to the 2015 Franchise Business Economic 
Outlook, compiled by HIS Global Insight for IFA’s Educational 
Foundation, the franchise industry is expected to grow and 
create more jobs at a faster pace than the rest of the economy 
for the fifth consecutive year, which means franchising remains 
a hot opportunity for potential investors. In fact, the franchise 
sector is expected to contribute about 3percent of the U.S. 
GDP in 2015. 

“We attribute the spike in turnout over the past few years 
to the continued growth in the franchise space,” said Tom 
Portesy, president and CEO of MFV Expositions, producers of 
the IFE. “With franchise economic output estimated to increase 
by 5.4 percent, investors are hungry to get in on the action.  
We expect record-breaking attendance this year from both 
franchisors and attendees. As the largest event in the industry, 
this expo is a ‘must’ among growing franchise brands as the 
benefits of attending the IFE are undeniable.”

MAKING AN IMPRESSION, FACE-TO-FACE
Franchising is, and always will be, about establishing and 

building relationships. Online marketing and direct mail may 
generate leads or drive prospects to a website, but just about 
everyone in the industry pursues this tactic. Ultimately, the 
key to selling a franchise prospect comes down to personal 
connection. There is no substitute for the opportunity to meet 
potential franchisees one-on-one, in person, and really bond 
over a business opportunity. Now, more than ever, prospects 
seem to be searching for ways to make that connection and 
develop a real relationship with the company they are investing 
in, and the IFE provides that opportunity. 

There is nothing better than being able to meet prospects 
in person,” said George M. Vodin, president of Fancy Art NFP. 
“You can have a conversation, get acquainted and read their 
body language. Most importantly, when you talk to them 
personally you begin to build a relationship and rapport that 
is essential to attracting highly qualified franchise candidates.”

While verbal messaging is necessary, a visually appealing 
booth display is just as important when showcasing your 
brand. From booth and brochures, to your brand’s website 
and relevant marketing materials, it is important to understand 
that every detail counts. An organized, clean booth will attract 

(Continued on page 61)

FRANCHISING WORLD MAY 2015    59    



OVER 25 YEARS OF PRODUCING WORLD CLASS EXPOS
Sponsored by:

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

JUNE 18-20, 2015
New York, NY

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

Call 201.881.1666 or email exhibit@mfvexpo.com

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

FEBRUARY 11-13, 2016
Houston, TX

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

NOVEMBER 12-14, 2015
Anaheim, CA

EXPOSURE TO THOUSANDS
OF QUALITY PROSPECTS

READY TO BECOME A FRANCHISE OWNER

RESERVE
YOUR SPACE NOW

MFVExpo.com

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

http://mfvexpo.com


more attention, allowing you to pull the attendee in to give 
them more information about your franchise opportunity. 

“As a franchisor actively seeking to sign multi-unit area 
development agreements, the prospects who attend this 
show tend to know a great franchise opportunity when they 
see it,” said Paul McKenna, CEO of Waxy O’Conner’s Irish Pub 
& Restaurant. “The majority of prospects attending are well 
qualified and capitalized, as such we want to be sure we get 
the opportunity to meet them face-to-face. This year, we are 
doing something really special; we are shipping our custom-
made 360 degree conceptual Irish bar, made in Ireland, to give 
prospects an inside look at the uniqueness of our brand.’’

LEAD GENERATION
One of the most important things to remember at trades 

shows is that these expos are about lead-generation events 
versus sales. While you want to do everything you can to build 
rapport with your prospects and to qualify them on the floor, 
a good show does the job of providing you with a constant 
stream of traffic. With more than 19,000 attendees roaming the 
trade show floor, it is important to be sure you have enough 
people manning your booth for the best quality results.

“The United Franchise Group was pleased with the results 
of the 2014 IFE,” said Tony Foley, CFE, company international 
director. “We had six booths at the show representing all of our 
brands, and although I have not received a total count of the 
number of people we engaged, it had to be easily over 1,000 
with which we personally spoke.” 

“Last year’s IFE was a great success,” said Gary Findley, COO 
of EnVie Fitness.  “We had just rolled out a brand new concept 
and sold our first franchise to a couple that had traveled from 
Phoenix to New York specifically to attend the IFE. Obviously 
the IFE did a great job in reaching out to potential prospects all 
over the country. We are looking forward to this year’s event.”  

INDUSTRY BRAND AWARENESS AND CREDIBILITY 
According to the Center for Exhibition Industry Research, 

83 percent of exhibitors agreed that “building/expanding 
brand awareness” is a high-priority marketing-related objective 
for trade shows. 

The IFE has more than potential buyers in attendance. 
Passing on this expo means you could miss out on opportunities 
to:

• Secure coverage for your brand with influential media,
• Meet well-regarded franchise consultants who can 

point investors and franchisees in your direction, and
• Interact with real estate brokers who have the power to 

help you move into a strategic growth market. 

Exhibiting at the IFE is extremely beneficial, not only for 
emerging brands, but for well-established companies. Those 
who come prepared, with interactive booths and engaging staff 
will be able to capitalize on the experience. Have meaningful 
conversations with attendees, be thorough in your post-expo 
follow-ups to your quality leads and you will be able to reap all 
the benefits of attending the IFE. 

This three-day event will take place June 18-20 at the 
Javits Center in New York City. For more information on MFV 
Expositions franchise expo shows, visit mfvexpo.com. To 
exhibit, call 201-881-1666 or krosalen@mfvexpo.com.

Register for the International Franchise Expo at www.ifeinfo.
com. n

Sonia Perrone is the group marketing director at MFV Expositions, 
the producer of leading franchise events worldwide. Find her at 
fransocial.franchise.org.
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WELCOME 
       NEW IFA MEMBERS!

FRANCHISE SYSTEMS

BaseCamp Franchising, LLC
Salt Lake City, Utah
Contact Dave Martell

BDP Franchising, LLC
Prescott, Ariz.
Contact Lawrence Curell

Bottoms Up Espresso
Modesto, Calif.
Contact Alexandra Ireland

Certified Restoration Drycleaning 
Network LLC
Berkley, Mich.
Contact Jeff Schultz

DrumBus.com
Salt Lake City, Utah
Contact Mike Liston

GloPatrol, LLC
St. Paul, Minn.
Contact Paul Heiting

HAPT Franchising LLC
Flagstaff, Ariz.
Contact Dustin Evans

Merle Norman Cosmetic, Inc.
Los Angeles, Calif.
Contact Travis Richard

Pacific Lawn Sprinklers Franchisor
College Point, N.Y.
Contact Mary Mahoney

Pure Vanity Licensing, LLC
Scottsdale, Ariz.
Contact Kanna Reilly

Star Hookah Lounge
Los Angeles, Calif.
Contact Nathan Madani

Steven Haynes Consulting, LLC
Allen, Texas
Contact Steven Haynes

Sweeper King, Inc.
Lewisville, Texas
Contact Barry Frank

Sydnee’s Pet Grooming
San Marcos, Calif.
Contact Nuthaporn Srisark

United Soccer Leagues, LLC
Tampa, Fla.
Contact Garrison Mason

Uptown Cheapskate
Salt Lake City, Utah
Contact Brent Sloan

Urbana Franchise Systems, Inc.
Charlotte, N.C.
Contact Maurice Lee 

Velofix Holdings Ltd.
Vancouver, Canada
Contact Davide Xausa

Verlo Mattress
Milwaukee, Wis.
Contact Jennifer Roethe

Waxy O’Connor’s
Foxboro, Mass.
Contact Paul McKenna

Your Location Lubrication
Lakeland, Fla.
Contact Zachery Zeller
 
FRANCHISE SUPPLIERS

Air Liquide
Houston, Texas
Contact Michael Stoddard

GreerWalker LLP
Charlotte, N.C.
Contact Chris Whitfield

Ibhar Exhibitions
Doha, Qatar
Contact Moyasser Saddiq 

Level Up Group Ltd. 
Encinitas, Calif.
Contact Sally Facinelli, CFE

National Tax Advisors, Inc.
Fort Wayne, Ind.
Contact Marc Jernigan

Print Direction
Norcross, Ga.
Contact Roni Bell

Reliable Franchise Co.
Gig Harbor, Wash.
Contact Dick Adams

Shawe Rosenthal LLP
Baltimore, Md.
Contact Gary Simpler

Shout About Us
Del Mar, Calif.
Contact Griff Emery

United Community Bank
Greenville, S.C.
Contact Frank Gallagher
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GO MOBILE
FRANCHISES AVAILABLE

Velofi x is a full service Mobile Bike Shop in a 

Mercedes Sprinter Van. Our proprietary 

On-Line Booking System, CRM 

package and Inventory Management 

System have been developed 

to provide the ultimate turn key 

Franchise system.

Velofi x is a full service Mobile Bike Shop in a 

Mercedes Sprinter Van. Our proprietary 
BOOK ONLINE
CHOOSE THE DAY. 
CHOOSE THE TIME.

 WE SHOW UP
TO YOUR HOME, 

OFFICE OR EVENT.

GET RIDING
WE FIX 

YOUR BIKE. 

velofi x.com
1-855-VELOFIX (835-6349)

FRANCHISES AVAILABLE:
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Bring The Little Gym to the families in your community! For a limited 
time, we are honoring veterans by o�ering 50% o� the franchise fee. 
This discount is available to active duty military, reserves, and National 
and Coast Guard veterans.

To learn more, call Leo at 1.888.228.2878 or leo@thelittlegym.com
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An opportunity As big As

our burgers

Big Boy is a registered trademark of Big Boy Restaurants International LLC
© 2013 Big Boy Restaurants International LLC

4199 Marcy Street Warren, MI 48091

Owning a Big Boy® franchise is like owning a piece of history.  
For over 75 years people have flocked to Big Boy to enjoy delicious meals. 

For more information on 
becoming a Big Boy  franchisee 
visit WWW.OWNABIGBOY.COM. 

Big Boy is a proud Vet Fran participant. Qualified veterans receive 50% OFF FrANchIse Fees.

Big Boy Franchise Management LLC

Recognize Outstanding 
Contributions to Franchising
 
Each year, an elite group of individuals 
is honored by IFA with its highest awards 
during the annual convention. IFA is 
now accepting nominations for its major 
awards to recognize those who have 
made outstanding contributions to 
franchising.
 

HALL OF FAME

ENTREPRENEUR OF THE YEAR

RONALD E. HARRISON

BONNY LEVINE
 

If you would like to nominate someone, 
please visit franchise.org/ifa-major-
awards-nomination-form. Nominations 
must be received by June 26, 2015. 
For more information contact Cara 
Prodanovich at cprodanovich@franchise.
org or 202.662.0769.
 
One nomination per award is permitted. All 

nominations remain active for three years unless the 

nominee is selected.

Call for Nominations
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IFA DIGITAL MARKETING & TECHNOLOGY CONFERENCE

frantech OCTOBER 27-28, 2015  |  DALLAS, TX

Update your
techknowledgey.

Register now at frantech.franchise.org.

frantech_2015_flyer.indd   1 4/21/15   10:45 AM

http://frantech.franchise.org

