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Automatically deliver ops manuals and training content 
to tablets and drive consistency and success.
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run the play 
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No streaming. No buffering. No waiting.

Download your free playbook to learn how franchises 
are using technology developed for professional sports:

“Training Talent with Tablets”
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Multi-Unit Funding 
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successful SBA Loan 
Departments in the 
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Leading Provider 
of 401(k) Rollover

Funding 
(Rainmaker Plan)

866.423.6387 | www.benetrends.com

Franchise Fund from Benetrends Continues 
to Fuel Franchise Growth
• 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, supported by a 
dedicated team of over 75 experts

• Working with America’s most recognized brands to 
deliver more opportunity, value, and growth

Rocco Fiorentino
President & CEO 
Benetrends 

“Benetrends is thrilled to expand our 
proprietary franchise financing program to 
over $150 Million—in order to be able to 
provide even more franchisees with more 
access to capital. We are committed to 
supporting the growth and success of the 
franchise community through this unique 
program.”
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The well-known author 
and futurist Alvin 
Toffler’s observation 

that as “our technological 
powers increase, the side 
effects and potential 
hazards also escalate,” is 
unfortunately playing out 
over and over as more and 
more companies face the 
consequences of breeches in 
their cyber security.  

New technologies that 
make it easier and more 
convenient to participate in 
commerce, whether it is in 
a store or online, have also 

presented new challenges for business owners to protect the 
privacy of their customers.  Local franchise businesses are not 
immune from these challenges and that is why IFA has put 
into place a comprehensive strategy to protect the franchise 
business model.

We are working with like-minded business organizations in 
Washington to help develop sound policies and regulations 
that secure commerce for customers, but at the same time do 
not unfairly put the burden squarely on the back of franchise 
business owners, who often are at the mercy of credit and 
financial institutions with regard to the types of technologies 
used at the point of purchase and the security around them.  

In addition, we are focusing on giving IFA members the 
information you need to understand both the challenges and 
opportunities that various types of technology offer.   We are 
putting the final programing touches for the ever popular 
Technology Summit conducted during the 2015 IFA Annual 
Convention in Las Vegas, which will address how to use data 
in marketing decisions, while at the same time protecting 
your customers.  We are making plans for the third annual 
FranTech Conference in 2015, IFA’s standalone technology 
and marketing event specifically designed for marketing and 
technology professionals which is scheduled for Oct. 27-28 in 
Dallas.  

Our newest initiative is a partnership that we have formed 
with the National Cyber Security Alliance to create greater 

Helping IFA Members Stay 
Cyber Safe

awareness and empower companies to keep their 
sensitive information safe and secure online. Through 
educational development and events, IFA and NCSA will 
work toward a collective goal to educate business owners 
about the basic steps they can take to become more 
cyber-secure. 

IFA will work to develop materials that support 
creating a culture of cybersecurity within our member 
companies. Building an outreach and awareness program 
that engages the business community will allow for a 
safer cyber infrastructure and enhance security across all 
information systems for franchise businesses.  

Recently, NCSA launched RE: Cyber (www.
staysafeonline.org), a new online resource that supplies 
business owners with tools to help plan against and better 
manage cyber risks. Through this alliance and through 
IFA member companies, we will feature educational 
information for IFA members in Franchising World, 
FranSocial, webinars and through other IFA platforms to 
keep you updated on the latest information.  Be sure to 
read IFA Exec. Vice Pres. of Government Relations and 
Public Policy Robert Cresanti’s article on page 24 to learn 
more about our efforts in this increasingly important area. 

And finally, we are taking the additional and very 
important steps to keep our own house in order to 
protect your privacy.  We are launching a new version 
of franchise.org in February to significantly improve the 
user experience by optimizing the new technologies 
available and providing mobile versions for our many 
audiences.  As part of our escalating efforts to enhance 
the user experience for our members, we conducted a 
comprehensive security audit to ensure our safeguards 
are up to date and working properly.  

Technology has enriched the franchise industry in 
multiple ways, but to stay ahead of those who want to 
disrupt businesses and threaten our privacy, we must stay 
vigilant, and we will. At the IFA, helping you stay cyber 
safe and avoid the hazards ahead will always be a top 
priority.  
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Linking payroll and business insurance.

Your franchise brand is your most important asset — help 
strengthen it by providing your franchisees with integrated payroll 
and business insurance solutions, backed by the support they 
need to help them run a successful business.

With 60+ years as a payroll, compliance and HR services leader, 
ADP® has partnered with leading franchisors to help franchisees 
better manage their cash, people and risk.

As an ADP affi liate, Automatic Data Processing Insurance Agency, 
Inc. (ADPIA) can help franchisees stay protected by providing 
them access to a range of business insurance products.

Make the connection
Your franchisees can work with ADP to link their payroll and 
insurance, and benefi t from:

• Increased control over cash fl ow
• More accurate premium payments
• Relief from time-consuming administrative work

The information contained herein represents the products and services of only one of the business groups of Automatic Data Processing Insurance 
Agency, Inc. (ADPIA). ADPIA services mid and large sized clients with other insurance products and services through its other business groups. 
All insurance products will be offered and sold only through Automatic Data Processing Insurance Agency, Inc., its licensed agents or its licensed 
insurance partners; 1 ADP Blvd. Roseland, NJ 07068. CA license #0D04044. Licensed in 50 states. Certain services may not be available in all 
states or with all carriers. Automatic Data Processing Insurance Agency, Inc. is an affi liate of ADP, LLC. The ADP logo  and ADP are registered 
trademarks of ADP, LLC. All other trademarks and service marks are the property of their respective owners. Copyright ©2014 ADP, LLC.

Your franchisees can benefi t from the connection.

Get connected today! 
For more information on ADP’s franchise solutions or 
ADPIA, call 866-762-8245 or visit ADP.com/franchise.

Let ADPIA help your 
franchisees with:

Property & Casualty
• Workers’ Compensation
• Business Owner’s Policy 
• Commercial Auto
• Umbrella Policy

   • NY Disability Insurance 

Group Health Insurance
• Medical
• Dental
• Vision
• Life
• Disability

http://adp.com


PEOPLE

Tim Kast

Bad Daddy’s Burger Bar hired 
Tim Kast as corporate 
executive chef. 

Boston’s Restaurant & Sports Bar new 
franchise development team consists of Vice 
Pres. of Dev. and Franchise Sales Al Davis, 
Dir. of Franchise Dev. Ericka Garza and Dir. of 
Franchise Sales Ken Phipps. 

Al Davis

   

Ericka Garza Ken Phipps

Simon Broad

Fabric Restoration Service 
Team, Inc., known as 
FRSTeam, a national provider 
of fabric restoration services 
with more than 56 licensee 
locations in the United States 
and Canada, named Simon 

Broad vice president of operations.

Front Burner Brands, Inc., a restaurant 
management company for The Melting Pot 
Restaurants, Inc., Burger 21 and GrillSmith, 
hired Bud Culp as general counsel. 

Massage Envy Spa added seven executives 
to its leadership team, including Debbie 
Gonzalez, chief brand officer. Others named 
include James Copley, vice president of 
franchise development; Aaron Meyers 
vice president of operations services; Peter 
Rudenberg, vice president of supply chain; 

Rachel Austin vice president of people 
development; Sheila Ullerys vice president 
of retail and merchandising; and Karen Sung 
public relations director.

Merry Maids promoted Joe Chaves to chief 
operating officer. 

Steve Willis

Steamatic, Inc., which 
provides cleaning and 
restoration services in more 
than 500 franchise territories in 
the United States and 25 
countries around the world, 
named Steve Willis president. 

GROWTH

Blimpie turned 50 this year. 

Burger 21 signed its first franchise agreement 
in Michigan. Set to open in Ann Arbor, this 
location expands the brand’s national footprint 
to 10 states.

Cruise Holidays is becoming a division within 
Vacation.com, bolstering the consortium’s 
size and prestige as Vacation.com’s ranks 
grow even further. 

The Dwyer Group, Inc., a holding company 
for seven residential and commercial 
franchise service brands, was acquired for 
the second time by The Riverside Company, 
a private-equity fund with locations in North 
America, Europe and Asia. The franchise 
network includes more than 1,600 franchisees 
operating in the United States and seven 
other countries. The Dwyer Group also owns 
and operates 35 full-service glass stores 
in Maine, Vermont and New Hampshire. 
Combined, the service brands account for 
almost $1 billion in annual system-wide 
revenues.

PEOPLE & NEWS BRIEFS

Hilton Worldwide opened the dual-branded, 
352-room Hampton Inn and Homewood Suites 
by Hilton in downtown Chicago.  This also marks 
the company’s 700,000th room globally and 
Homewood Suites’ 350th hotel opening. Hilton 
Garden Inn welcomes its 600th brand property 
with the opening of its newest hotel in Falls 
Church, Va.

Massage Envy Spa opened its 1,000th spa 
which is located in Exton, Pa. This milestone 
comes on the heels of significant growth for 
the 12-year-old brand, including reaching $1 
billion in system-wide sales at the end of 2013. 
Contributing to its success, the company recently 
expanded into Alaska, Montana and West Virginia, 
providing a pathway to wellness in 49 states 
across the country. Additionally, Massage Envy 
Spa has opened 59 new clinics and signed 33 
new franchise agreements.

Orangetheory Fitness signed its 400th franchise 
agreement.  The franchise launched its first 
studio in Fort Lauderdale, Fla. in 2010. Since then 
the franchise has opened 79 locations within the 
past year. The fitness franchise has a presence 
in 28 states. With more than 116 locations in the 
United States, the company also has studios in 
Canada and the United Kingdom and recently 
signed a master agreement to bring the concept 
into Australia.

Signarama and Ghassan Barazi, CEO of 
Signarama Canada, signed an agreement which 
now allows them as a team to bring the brand to 
20 Middle Eastern countries.
 

HONORS & AWARDS

Cheng Cohen founding partners Amy Cheng 
and Fredric A. Cohen were included in the 
21st Edition of “The Best Lawyers in America” 
for franchise law, and Michael R. Daigle was 
inducted as a Fellow of The American Bar 
Association.

CHICK-FIL-A FOUNDER TRUETT CATHY DIES AT AGE 93
Chick-fil-A founder and Chairman Emeritus S. Truett Cathy died Sept. 8 at the age of 93. He developed 

a tiny diner in the Atlanta suburb of Hapeville, Ga. into a popular franchise system which today is the 
nation’s largest quick-service chicken restaurant chain, based on annual system-wide sales. The company, 
which currently operates more than 1,800 restaurants in 40 states and the District of Columbia, reached $5 
billion in annual sales in 2013.

Cathy is credited with creating the original Chick-fil-A Chicken Sandwich, pioneering in-mall fast food 
and building one of the nation’s largest family-owned companies. He led the company on an unparalleled 
record of 47 consecutive years of annual sales increases.  His oldest son, Dan, became president of Chick-
fil-A in 2001 and chairman and CEO in 2013. Cathy founded his WinShape Foundation in 1984, drawing 
from his desire to “shape winners” by helping young people succeed in life through scholarships and 

other youth-support programs. In addition, through its Leadership Scholarship Program, the franchise has given more than $32 million in financial 
assistance to its restaurant employees since 1973. 

Cathy received countless awards including being named a Georgia Trustees Inductee (2013); Fayette County (Ga.) Chamber of Commerce 
Dreambuilder Award (2012); Children’s Champion Hunger Award (2011); and the World Chamber of Commerce Lifetime Achievement Award (2010).

He also authored several books, including “It’s Easier to Succeed Than to Fail,” “Eat Mor Chikin: Inspire More People,” “It’s Better to Build 
Boys Than Mend Men,” “How Did You Do It, Truett?” and “Wealth: Is it Worth It?” He co-authored “The Generosity Factor” with Ken Blanchard. 

I N  M E M O R I A M
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COMMUNITY OUTREACH
Aziz and Farahnaz Hashim Endow Faculty Position in Franchise Entrepreneurship    

Aziz Hashim, who is president and CEO of NRD Holdings and IFA treasurer, is one of the most 
successful and respected executives in the restaurant industry, and his wife, Farahnaz Hashim, have 
endowed a faculty position in franchise entrepreneurship at the Cecil B. Day School of Hospitality 
Administration at Georgia State University’s J. Mack Robinson College of Business. The Aziz and 
Farahnaz Hashim Faculty Position in Franchise Entrepreneurship provides the School of Hospitality 
with the resources to support hiring a subject-area expert and expanding the graduate and 
undergraduate curriculum to encompass this fast-growing business model.  

Fish Window Cleaning Supports Team Building and Fights Hunger   
     On Aug. 2, about 200 people gathered for a team-building effort in St. Louis, Mo. that would benefit a local food 
pantry and bring awareness to Fish Window Cleaning’s nationwide charitable efforts, FISH Feeds. Fish Window Cleaning 
headquarters purchased 1,400 food items to be used in a miniature golf challenge, which were then donated to Circle Of 
Concern Food Pantry. Teams of FISH franchisees used the items to build miniature golf holes. The teams were judged 
based on creativity and team spirit. Franchisees then played the miniature golf holes for prizes.
     FISH Feeds is a charitable project of the Fish Window Cleaning franchise system. Through FISH Feeds, franchise 
locations across the United States collect and distribute non-perishable food items to food banks and food pantry sites in 
their local communities. 

College Hunks Hauling Junk and Moving’s Stephen Bienko, 
whose company, 42 Holdings, LLC, is the largest owner of franchise 
territories, was selected by NJBIZ Magazine as one of its 2014 “40 
Under 40” top business people in the state.  

CruiseOne has been recognized by Florida Trend and South Florida 
Business Journal on their annual lists of “Top Private Companies” 
based on revenue.

Greensfelder, Hemker & Gale’s Chicago Officers John R.F. Baer 
and Beata Krakus have been listed in the 2015 edition of “The Best 
Lawyers in America,” a highly regarded attorney referral publications. 
Lawyer of the Year honors from “Best Lawyers” in the fields of 
franchising, personal injury-defendants and corporate law went to 
Leonard D. Vine, Kevin F. O’Malley and Thomas G. Lewin. Overall, 
31 Greensfelder attorneys were recognized as 2015 “Best Lawyers.”

Snap Fitness CEO Takes ALS Ice Bucket Challenge    
     Peter Taunton, CEO of Snap Fitness, accepted the ALS Ice Bucket Challenge from NASCAR driver Landon Cassill. The 
challenge is designed to raise awareness of and money to help find a cure for amyotrophic lateral sclerosis or ALS, also 
known as Lou Gehrig’s Disease.  
     Contributions also help to fund the care of people living with the disease. Someone challenges you to dump a bucket 
of ice water on your head, videotape it and post it to social media. Once challenged, participants have 24 hours to 
complete or donate $100 to the ALS Foundation. 
     Taunton challenged three friends. They are: Octane Fitness’ Co-founder Dennis Lee from Matrix Fitness SVP Kent 
Stevens and Cybex International Inc. Vice Pres. of Sales, National Accounts Al Rousseau.

Tilted Kilt Breaks Donation Record 
     From Memorial Day through the Fourth of July, Tilted Kilt Pub & Eatery raised $115,424 for the Folds of Honor 
Foundation through the sale of paper dog tags at all Tilted Kilt locations nationwide. The Folds of Honor Foundation 
provides educational scholarships to family members and dependents of fallen or injured service members.  Additionally, 
Tilted Kilt’s partner for the fundraiser, Anheuser-Busch, has agreed to donate an additional $10,000 to make the total 
donation more than $125,424. 
     The fourth annual “Here’s to Heroes” fundraiser has allowed Tilted Kilt to salute the sacrifices of the more than 1 
million men and women choosing to serve our country in the United States Armed Forces. Customers were given an 
opportunity to purchase a $1 or $5 paper dog tag to be personally customized and displayed on the pub walls. 
     Last year, Tilted Kilt independently raised more than $65,000. This year, Tilted Kilt increased the donation by $50,000 
with the biggest contributions coming from the Schaumburg, Ill. and Chino, Calif. pubs that raised a combined more than 
$33,000.

Hilton Worldwide hotels in Latin America were honored with one of travel’s 
most prestigious recognitions — The World Travel Awards. The winners are 
selected by thousands of industry professionals and consumers worldwide.  
They include:  Waldorf Astoria Panama, Hilton Buenos Aires, Hilton São Paulo 
Morumbi, Hilton Lima Miraflores and the Presidential Suite at Hilton Colon 
Guayaquil.

CORRECTION

The September issue of Franchising World didn’t include some final edits 
in the article, “California Heats up as Franchisors Flock to the West Coast 
Franchise Expo.” We apologize for the inconvenience these errors may 
have caused.  The corrected version is available on the digital version at 
franchisingworld.com.
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REPORT 
CARD

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

2013-2014 Cycle Expenditures: $931,974.56
Republicans:  $738,200
Democrats:  $173,774.56
Other:  $20,000

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

U.S. Senate:
Alexander, Lamar (R-TN) ......................................................$5,000
Begich, Mark (D-AK) ............................................................$2,500
Blumenthal, Richard (D-CT) .................................................$1,000
Brown, Scott (R-NH-Candidate) .......................... ...............$10,000
Capito, Shelley Moore (R-WV-Candidate) ........... ...............$10,000 
Cassidy, Bill (R-LA-Candidate) ..............................................$5,000
Cochran, Thad (R-MS) ...........................................................$5,000
Coons, Christopher (D-DE) ...................................................$6,500
Collins, Susan (R-ME) ...........................................................$7,500
Cornyn, John (R-TX) ..............................................................$7,500
Cotton, Tom (R-AR-Candidate) ..............................................$7,500
Daines, Steve (R-MT-Candidate) ......................... ...............$10,000
Donnelly, Joseph (D-IN)........................................................$5,000
Durbin, Richard (D-IL) ..........................................................$7,500
Enzi, Michael (R-WY) ...........................................................$5,000
Gardner, Cory (R-CO-Candidate)....................................... .$10,000
Hatch, Orrin (R-UT) ..............................................................$2,500
Johanns, Michael (R-NE) .......................................................$1,000
Johnson, Ron (R-WI) .............................................................$2,500
Kaine, Tim (D-VA) .................................................................$2,500
Land, Terry Lynn (R-MI-Candidate) ...................... ...............$10,000
Landrieu, Mary (D-LA) ..........................................................
$10,000
Manchin, Joe (D-WV) ...........................................................$2,500
Markey, Ed (D-MA) ............................................. ............$1,774.56
McConnell, Mitch (R-KY) .................................... ...............$10,000
Perdue, David (R-GA-Candidate) ..........................................$1,000
Pryor, Mark (D-AR) ...............................................................$5,000
Risch, Jim (R-ID) ...................................................................$2,000
Roberts, Pat (R-KS) ................................................................$4,500
Rounds, Mike (R-SD-Candidate) ......................... ...............$10,000
Rubio, Marco (R-FL) ........................................... ...............$10,000
Sasse, Ben (R-NE-Candidate).................................. ..............$1,000
Scott, Tim (R-SC) ...................................................................$5,000
Shaheen, Jeanne (D-NH) ......................................................$2,500
Sullivan, Dan (R-AK-Candidate) ............................................$5,000
Tillis, Thom (R-NC-Candidate) ..............................................$5,000
Toomey, Patrick (R-PA) ..........................................................$2,500
Udall, Mark (D-CO) ..............................................................$1,000
Warner, Mark (D-VA) ............................................................$2,000
Wehby, Monica (R-OR-Candidate)........................................$2,500

U.S. House of Representatives:
Amodei, Mark (R-NV-02) ......................................................$1,000
Barber, Ron (D-AZ-02) ..........................................................$3,500
Barletta, Lou (R-PA-11) .........................................................$1,000
Barrow, John (D-GA-12)................ ...................... ..............$10,000
Benacquisto, Lizbeth (R-FL-19-Candidate) ............................$5,000
Benishek, Dan (R-MI-01) ......................................................$2,000
Boehner, John (R-OH-08) .....................................................$5,000
Bilirakis, Gus (R-FL-12) .........................................................$3,000
Bishop, Mike (R-MI-08-Candidate) .......................................$3,500
Buchanan, Vernon (R-FL-13) .................................................$4,000

Byrne, Bradley (R-AL-01) ......................................................$5,000
Cain, Emily (D-ME-02-Candidate) .........................................$1,000
Camp, Dave (R-MI-04)..........................................................$5,000
Cantor, Eric (R-VA-07) ........................................ ...............$10,000
Carter, John (R-TX-31) ...........................................................$2,500
Coffman, Mike (R-CO-06) .....................................................$5,000
Collins, Christopher (R-NY-27) ..............................................$1,000
Collins, Douglas (R-GA-09) ..................................................$8,500
Comstock, Barbara (R-VA-10-Candidate) ..............................$7,500
Costello, Ryan (R-PA-06-Candidate) ................... ................$10,000
Cuellar, Henry (D-TX-28) ......................................................$5,000
Davis, Rodney (R-IL-13) ..................................... .................$10,000
DelBene, Suzan (D-WA-01) ..................................................$1,000
DeMaio, Carl (R-CA-52-Candidate) ......................................$2,500 
DeSantis, Ron (R-FL-06) ........................................................$4,900
Diaz-Balart, Mario (R-FL-25) .................................................$1,000
Dingell, Debbie (D-MI-12-Candidate) ..................................$5,000
Dold, Bob (R-IL-12) ..............................................................$5,000
Ellis, Brian (R-MI-03-Candidate) ...........................................$5,000
Ellmers, Renee (R-NC-02) .....................................................$3,500 
Farr, Sam (D-CA-20) ..............................................................$2,500
Fitzpatrick, Michael (R-PA-08) ..............................................$2,000
Fleischmann, Chuck (R-TN-03) .............................................$5,900
Fleming, John (R-LA-04) .......................................................$5,000
Flores, Bill (R-TX-17) ............................................................$5,000
Gerlach, James (R-PA-06) .....................................................$5,000
Goodlatte, Bob (R-VA-06) .....................................................$2,500
Graves, Samuel (R-MO-06) ...................................................$7,000
Griffin, Tim (R-AR-02) ...........................................................$2,000
Grimm, Michael (R-NY-11) ...................................................$2,500
Guthrie, Brett (R-KY-02) ........................................................$4,400
Hall, Ralph (R-TX-04) ...........................................................$1,000
Hanna, Richard (R-NY-24) ....................................................$3,000
Hayworth, Nan (R-NY-18-Candidate) ....................................$5,000
Heck, Denny (D-WA-10) ......................................................$7,000
Heck, Joe (R-NV-03) .............................................................$1,000
Hensarling, Jeb (R-TX-05) .....................................................$5,000
Huizenga, Bill (R-MI-02) .......................................................$5,000
Hunter, Duncan (R-CA-50) ...................................................$1,000
Holding, George (R-NC-13) ..................................................$7,000
Hoyer, Steny (D-MD-05) .......................................................$2,500
Hudson, Richard (R-NC-08) ..................................................$5,000
Jenkins, Evan (R-WV-03-Candidate) ......................................$5,000
Jenkins, Lynn (R-KS-02) .........................................................$4,000
Jolly, David (R-FL-13) ............................................................$5,000
Joyce, Dave (R-OH-14) .........................................................$5,000
Kelly, Mike (R-PA-03) .......................................... .................$2,500
Kind, Ron (D-WI-03) ............................................................$5,000
Kline, John (R-MN-02) ..........................................................$7,000
Latham, Thomas (R-IA-05) ....................................................$2,500
Lipinski, Dan (D-IL-03) ....................................... ...............$10,000
Luetkemeyer, Blaine (R-MO-09)............................................$2,500
Matheson, Jim (D-UT-04) ......................................................$5,000
McCarthy, Kevin (R-CA-23) ...................................................10,000
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McCaul, Michael (R-TX-10) ..................................................$7,500
McHenry, Patrick (R-NC-10) .................................................$2,500 
McMorris-Rodgers, Cathy (R-WA-04) ....................................$5,000
McSally, Martha (R-AZ-02-Candidate) ..................................$5,000
Meehan, Pat (R-PA-07) ..........................................................$5,000
Moolenaar, John (R-MI-4-Candidate) ....................................$2,500
Mullin, Markwayne (R-OK-02) ..............................................$2,500
Mulvaney, Mick (R-SC-05) ....................................................$4,500
Murphy, Patrick (D-FL-18) .....................................................$3,500
Murphy, Tim (R-PA-18) ..........................................................$5,000
Neal, Richard (D-MA-01) .....................................................$5,000
Nunes, Devin (R-CA-22) .......................................................$2,500
Olson, Peter (R-TX-22) ..........................................................$1,000
Paulsen, Erik (R-MN-03) .......................................................$2,500
Peters, Scott (D-CA-52) .........................................................$2,500
Peterson, Collin (D-MN-07) ..................................................$5,000
Poe, Ted (R-TX-02) ................................................................$6,000
Pompeo, Mike (R-KS-04).......................................................$5,000
Price, Thomas (R-GA-06) ......................................................$5,000
Radel, Trey (R-FL-19) ............................................................$1,000
Reed, Tom (R-NY-23) ............................................................$2,000
Renacci, James (R-OH-16) ....................................................$7,500
Roby, Martha (R-AL-02) ........................................................$2,500
Rogers, Michael (R-MI-08) ....................................................$1,000 
Rokita, Todd (R-IN-04) ..........................................................$6,000
Roskam, Peter (R-IL-06) ........................................................$7,500
Ross, Dennis (R-FL-15) .........................................................$3,500
Rothfus, Keith (R-PA-12) .......................................................$5,000
Runyan, Jon (R-NJ-03) ...........................................................$2,500
Ryan, Paul (R-WI-01) ............................................................$5,000
Scalise, Steve (R-LA-01) ........................................................$3,500
Schrader, Kurt (D-OR-05) ......................................................$2,500 
Schock, Aaron (R-IL-18) ........................................................$5,000
Shimkus, John (R-IL-15) ........................................................$2,500
Shuster, Bill (R-PA-09) ...........................................................$1,000
Simpson, Mike (R-ID-02) ......................................................$5,000
Smith, Jason (R-MO-08) ........................................................$2,500
Southerland, Steve (R-FL-02) .................................................$3,500
Stivers, Steve (R-OH-15) .......................................................$2,500
Swalwell, Eric (D-CA-15) ......................................................$2,000
Terry, Lee (R-NE-02) ..............................................................$1,000
Tiberi, Patrick (R-OH-12) .................................... ...............$10,000
Tisei, Richard (R-MA-06-Candidate)......................................$5,000
Trott, David (R-MI-11-Candidate)..........................................$2,500
Upton, Fred (R-MI-06) ........................................ ...............$10,000
Van Hollen, Chris (D-MD-08) ...............................................$1,000 
Wagner, Ann (R-MO-02) .......................................................$3,000
Walberg, Tim (R-MI-07) ........................................................$5,000
Walden, Greg (R-OR-02) .................................... .................$5,000
Walorski, Jackie (R-IN-02) ....................................................$2,000
Walters, Mimi (R-CA-45-Candidate) .....................................$1,000
Webster, Daniel (R-FL-10) .....................................................$2,500
Wilson, Joe (R-SC-02) ...........................................................$2,500
Yoder, Kevin (R-KS-03) ..........................................................$2,500
Young, Todd (R-IN-09) ..........................................................$5,000
Zinke, Ryan (R-MT-AL-Candidate) ........................................$5,000

Leadership PACs:
AmeriPAC .............................................................................$5,000
Ann PAC ...............................................................................$1,000
Bluegrass PAC.......................................................................$2,500

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

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

FRANPAC EVENT RAISES MORE THAN $30,000 FOR 
SENATE CANDIDATE 

The Cory Gardner for Senate fundraiser conducted at PostNet 
headquarters located in Denver this August raised more than 
$30,000 for the campaign.  The event was hosted by IFA Pres. 
& CEO Steve Caldeira, CFE, IFA’s FranPAC, PostNet International 
Franchise Corp. CEO Steve Greenbaum, CFE, and Pres. and COO 
Brian Spindel, CFE, Camp Bow Wow founder & CEO Heidi Ganahl 
and Sola Salon Studios and Sonic Drive-In owner John Platten. 
More than a dozen IFA members attended to help make this event 
such a success.

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

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

Our Franchise Program aids new franchise
development and existing franchise growth

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

FRANCHISE PROGRAM
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on page 2 of th
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http://constantcontact.com/ifa


The International Franchise Association conducted its 
15th Annual Public Affairs Conference in September 
with nearly 400 members in attendance. The conference 

enabled franchisees, franchisors and suppliers to meet with 
their elected officials in Washington, D.C. to advocate on behalf 
of the franchise community.  Great strides have been made 
in previous years to advance IFA’s public policy objectives, 
educate lawmakers about the franchise model and mobilize 
our membership, and this year’s conference was particularly 
successful.  

IFA Chairman Steve Joyce, president and CEO of Choice 
Hotels International, opened the conference urging, “We 
need to work to educate lawmakers about franchising and the 
franchising model, why it is successful to you as a franchisee 
or as a franchisor and why those who want to change it are 
misguided or misinformed.”

During the PAC, the main objective was to raise awareness 
of the National Labor Relations Board’s General Counsel’s 
position that franchisors are joint employers of their franchisees’ 
employees. If allowed to stand, this new joint employment 
standard would undermine the entire franchise business 
model. The NLRB has declined to expand upon or justify its 
unprecedented interpretation of joint employer status, which 
is squarely against established law. This is without question 
the greatest threat to the franchise model that the industry has 
ever faced.

During his state of the association address, IFA Pres. & CEO 
Steve Caldeira, CFE, raised concerns about new efforts to hike 
the minimum wage and change existing labor laws, warning:  “If 
we do nothing, our industry as we know it will simply cease to 
exist.  You’ll see a seismic change in your ability to control and 
run your business.  These threats call for a complete paradigm 
shift in how we do business.”

During this year’s conference, IFA members — who 
during a single day engaged in more than 200 meetings with 
lawmakers on Capitol Hill — asked their elected officials to 
sign a letter to the NLRB’s General Counsel requesting that the 
board release the reasoning behind its actions. Thanks to the 
effective advocacy of these members on Sept. 7, the letter has 
been signed by 35 representatives and 25 senators from both 
political parties as of this magazine going to press. 

IFA Chairman Steve Joyce, Choice Hotels International 
president and CEO, urges active participation in educating 
lawmakers on industry issues during the event.

IFA Pres. & CEO Steve Caldeira delivers state of the 
association address outlining IFA’s path of action to defend 
against increasing threats to the industry.

Public Affairs Conference 
Brings Together Franchise 
Advocates 
When the franchise community stands together, Washington, D.C. 
takes notice.
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From left, IFA Pres. & CEO Steve Caldeira, IFA Senior Dir. - 
Advertising & Media Solutions Greg Cook and Joe Francis, 
ADP Vice Pres. - Strategic Alliances renew partnership.  
Caldeira thanked Francis and ADP Vice Pres., Client 
Acquisitions and Division Marketing Anthony Maggio (not 
pictured) for ADP’s continued commitment.

Speaker of the House John Boehner (R-OH), conference 
keynote speaker, comments on the power of franchising 
and the pro-regulatory, anti-business agenda that currently 
threatens the successful, time-tested business model. 

Keynote speaker former Miss. Gov. Haley Barbour outlines common 
misconceptions lawmakers have about the franchisee-franchisor 
relationship. 

KEYNOTE     
    SPEAKERS

The IFA Public Affairs Conference drew several major 
leaders as speakers to this year’s General Session. Both 
U.S. Speaker of the House John Boehner (R-Ohio) and 
former Miss. Gov. Haley Barbour regaled attendees with 
a comprehensive review of the latest trends in federal and 
state politics. Speaker Boehner condemned the NLRB’s 
pro-union activism, warning that the government’s attempt 
to organize workplaces could threaten the American Dream 
of business ownership.

Boehner, a former small-business owner, is working to 
help legislators “understand that you’re taking away the 
low rungs of the economic ladder by continuing to raise the 
minimum wage and thus denying people the opportunity to 
ever get on the ladder.”

Former Miss. Gov. Haley Barbour urged members of the 
franchise community to take an active part protecting their 
rights as small-business owners in the wake of expanding 
government regulation. “It’s not what the government can 
do for you, it’s what the government can do to you,” he said.

IFA AND ADP RENEW CONFERENCE SPONSORSHIP
ADP is the Founding Sponsor for the IFA Public Affairs 

Conference and Franchisee of the Year Award Sponsor. During 
this year’s conference, ADP agreed to continue in this critical 
role another three years.  This partnership has lasted nine years, 
the longest term relationship between IFA and any of our great 
supplier member firms.

14    FRANCHISING WORLD NOVEMBER 2014 



ADVOCACY
The Franchise Action Network or FAN, an evolution of 

IFA’s highly successful Franchise Congress program, was also 
featured prominently at the conference. FAN expands and 
streamlines the grassroots network established by Franchise 
Congress to respond quickly to threats to the franchise model 
at the municipal, state and federal levels. FAN events and 
activities have been conducted in several states already and 
more are slated.

“One of the greatest strengths of franchising is its 
diversity,” said IFA Exec. Vice Pres. of Government Relations 
& Public Policy Robert Cresanti. “Franchising operates in 
more than 300 different industry sectors, with entrepreneurs 
coming from all backgrounds and walks of life. FAN gives us a 
unique opportunity to unite the distinct voices of the franchise 
community into a single force for good public policy. This is 
particularly important as franchising faces an unprecedented 
number of attacks this year.”

During the conference, FAN invited members of the network 
to discuss pressing issues within the industry, as well as to take 
part in a Q&A session with panel members. 

FAN panelists share their perspectives on franchising, from left:  Melanie Bergeron, TWO MEN AND A TRUCK chairwoman and IFA 
vice chairwoman, moderated the panel which included Tim Davis, The UPS Store president and CEO; Saunda Kitchen, owner of 
Mr. Rooter of Sonoma County, Calif.; and Matthew Patinkin, Auntie Anne’s Pretzels - Double P Corp. owner.

Find out more about
the Franchise Action Network!
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New Hampshire U.S. Senate candidate Scott Brown and IFA 
Pres. & CEO Steve Caldeira exchange views during fundraiser 
event.

IFA Exec. Vice Pres. Robert Cresanti describes the Franchise 
Action Network’s goal to “unite the distinct voices of the franchise 
community into a voice for good public policy.”

Following the General Session, IFA Pres. & CEO Steve Caldeira, CFE, and IFA’s political action committee, 
FranPAC, hosted a fundraiser for New Hampshire Senate candidate Scott Brown, who served as Massachusetts’ junior 
senator from 2010 to 2013. He was the first Republican elected to the U.S. Senate from Massachusetts since 1972. 
His reputation as a pragmatic and effective legislator combined with his thorough understanding of the challenges 
facing small-business owners today would make him an important ally to the franchise community on Capitol Hill.

This year’s Public Affairs Conference attracted nearly 400 attendees. Although the PAC convenes formally only 
two days, advocacy for a strong franchise industry is an ongoing effort for IFA. We will continue working with our 
members, the news media and other industry partners to ensure that lawmakers consider the impact their legislation 
could have on businesses across the nation. Input from entrepreneurs is a valuable resource for shaping effective 
policy. When the franchise community stands together, Washington takes notice.

1

3

ON THE HILL
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1 Members of the California delegation gear up for their Capitol Hill visits.
2 IFA members prepare to take the industry’s message to their elected 

officials. 
3 Members of the IFA advocacy group visit Rep. Brad Schneider (D-Ill.).
4 The IFA delegation prepares for visit with Rep. Paul Ryan (R-Wis.).
5  Sen. John Cornyn (R-Texas), center, welcomes IFA advocates. 
6 Rep. Tim Walberg (R-Mich.), center, meets with IFA franchise activists.   
7 U.S. House Majority Leader Kevin McCarthy (R.-Calif.), fifth from the 

left, meets with IFA leaders.  From left, DOC & Assoc. Pres. Lawrence 
“Doc” Cohen; Auntie Anne’s Pretzels, Double P Corp. owner Matthew 
Patinkin; IFA Chairman Steve Joyce, Choice Hotels International president 
and CEO; IFA Pres. & CEO Steve Caldeira; Majority Leader McCarthy; 
The UPS Store Pres. and CEO Tim Davis; Mr. Rooter of Sonoma County, 
Calif. owner Saunda Kitchen; and Mr. Rooter of Santa Cruz, Calif. owner 
Michaelle Aliotti.

5

7

6

AWARDS
IFA NAMES LEGISLATORS OF THE YEAR

IFA honored U.S. Reps. Dan Lipinski (D-Ill.) and Todd Young (R-Ind.) as its 2014 Legislator of the Year award recipients. 
IFA Chairman Steve Joyce, president and CEO of Choice Hotels International, and IFA Pres. & CEO Steve Caldeira, CFE, 
present the awards which are bestowed upon lawmakers who support pro-franchising, pro-business agendas.

From left, IFA Chairman Steve Joyce, Choice Hotels International president 
and CEO; Rep. Todd Young (R- Ind.), Legislator of the Year Award recipient; 
and IFA Pres. & CEO Steve Caldeira.

From left, IFA Chairman Steve Joyce, Choice Hotels International 
president and CEO; Rep. Dan Lipinski (D-Ill.), Legislator of the Year 
Award recipient; and IFA Pres. & CEO Steve Caldeira.
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SHELLY SUN RECEIVES SID FELTENSTEIN FRANPAC MVP 
AWARD

“Wherever Shelly goes, without question, she’s a champion 
for franchising,” said IFA Pres. & CEO Steve Caldeira, CFE, in 
presenting BrightStar Care Pres. and CEO Shelly Sun, CFE, the 
Sid Feltenstein FranPAC Most Valuable Player Award. “Shelly’s 
franchisees contributed the most FranPAC contributions of any 
IFA member system last year and there are over 1,320 franchisor 
members in the IFA.”

The award highlights the significant contributions made by 
Feltenstein in establishing FranPAC, which enabled IFA to be 
included as one of the top 25 political action committees in the 
United States.  

Sun’s commitment to FranPAC was reflected in her leadership 
and her company’s dedication: “We set a goal in 2013 to raise 
$25,000 from our system, not a small task.” In explaining the 
achievement, Sun said that 44 of her franchisees contributed to 
achieve the goal of $25,000, which actually raised $27,000. She 
also said that her system  had over 25 percent of their franchisees 
contribute to FranPAC last year. “It was very much a great effort 
by franchisees in my system,” Sun said.

The 2014 Franchisee of the Year Award recipients are listed on 
the next page. 

IFA Treasurer Aziz Hashim, president and CEO of NRD 
Holdings LLC; and multi-unit franchisee Guillermo Perales, 
Sun Holdings, LLC president and CEO; visit IFA’s new 
headquarters.

IFA members, staff and guests enjoy the association’s 
headquarters tour and rooftop reception.

Shelly Sun, BrightStar Care president and CEO, receives 
Sid Feltenstein FranPAC MVP Award from IFA Pres. & CEO 
Steve Caldeira. 

IFA’S NEW HEADQUARTERS
IFA hosted an open house of its new headquarters at 1900 K St., N.W, in Washington, D.C. during the Public Affairs 

Conference.

Find more photos from the IFA 
Public Affairs Conference on 

Facebook!

18    FRANCHISING WORLD NOVEMBER 2014 



Award.
Frank & Michelle Aliotti ............................  Mr. Rooter Plumbing of Santa Cruz, CA, The Dwyer Group
Lisa Almeida ..............................................  Freedom Boat Club of Jacksonville, FL, Freedom Boat Club
Bill Bass & Don Hughes ............................  Two Men And A Truck, Two Men And A Truck  
                                                                   International, Inc.™
Samuel Batt ...............................................  Batt Enterprises, LLC, Famous Brands International 
Scott Castle ...............................................  Bennigan’s, Bennigan’s Franchising Company
Patty Clisham ............................................  DUCTZ of West St. Louis, MO, BELFOR Franchise Group
Kent & Kory Coleman ................................  Big O Tires of Salt Lake City, UT, Big O Tires, LLC
Jonathon Crum ..........................................  GMGSO, Inc., Grease Monkey International, Inc.
Albert & Serina Daniel ..............................  Milex Complete Auto Care, Moran Family of Brands
Todd & Wendy Diskin ...............................  EmbroidMe-Lenexa, United Franchise Group
Meredith Eble ............................................  fab’rik East Cobb, fab’rik
Jason Eckhardt ..........................................  Blue Grace Logistics – South Jersey, Blue Grace Logistics
Robert Ferguson ........................................  The Ferguson Group, Jani-King International
Gregory & Patti Goodman ........................ .Alta.Mere.Automotive.Outfitters,.Moran.Family.of.Brands
Scott Hellam .............................................  F&H Pizza Inc., Little Caesar Enterprises, Inc.
Scott Hook ................................................  Snap-On Tools, Snap-On Tools Company, LLC
Stacy Huston .............................................  Handyman Matters of Park Cities, TX, Handyman Matters, Inc.
David, Diane & Jerry Kahn ........................  PostNet, PostNet International Franchise Corp.
Jason Liburdi & Alejandro Mata ................  SuperGreen Solutions, Austin, TX, United Franchise Group
Arun Mandi ...............................................  ARF Corp, Dunkin’ Brands, Inc.
Joey & Jamie Martin ..................................  Express Employment Professionals, Express Services, Inc.
Daniel McGann & Brian Fleming ..............  CBR & ReBath Solutions, Home Brands Group
Judy DeVincentis, Jason McGee,   
   Lane Miller & Starla Merling ..................  FirstLight HomeCare of Dothan, AL, FirstLight HomeCare
Armando Morales & Adrian Nunez ...........  Assisting Hands Miami, Assisting Hands Home Care LLC
Jeff & Debbie Newman .............................  Signarama, Framingham, MA, United Franchise Group
Tony & Sherry Perry ..................................  AlphaGraphics 54, AlphaGraphics, Inc
Sebastian Pica & Adam Schoenfeld ...........  Metro Cleaning Solutions Inc., Coverall Health-Based   
                                                                   Cleaning System
Jay Pond ....................................................  Mr. Transmission, Moran Family of Brands
Rodney Quasny .........................................  Proshred Security, Proshred Franchising Corp.
Thelma Ramey & Rose Shiflett  .................  Plan Ahead Events Tampa Bay, United Franchise Group
Chip Rankin ..............................................  MilliCare by EBC, MilliCare Textile and Carpet Care     
Laurie Sigillito ...........................................  FASTSIGNS, FASTSIGNS International
Mike & Becky St. Clair ..............................  Home Helpers and Direct Link of Scottsburg, IN, Home Helpers       
                                                                              & Direct Link
Susan Steron .............................................  Sylvan Learning, Sylvan Learning, Inc.
Eric Straus .................................................  Transworld Business Advisors, New York, NY, United  
                                                                   Franchise Group
Rodney Thiel .............................................  Tint World of Grapevine, TX, TINT WORLD
Varuzh Tirityan ..........................................  V & L TIRITYAN INC., Dunkin’ Brands, Inc.
Cathy Trlica ...............................................  Caring Senior Service of Braunfels, TX, Caring Senior Service
Donnese Tyler ...........................................  D&D Enterprises, LLC, Human Healthy Vending

FRANCHISEE
OF THE YEAR

2014

As the members, friends 
and supporters of the

International Franchise
Association gathered in
Washington, D.C. for the
15th Annual IFA Public 
Affairs Conference, we 

are pleased to honor and 
recognize the outstanding 

achievements and
accomplishments of the

2014 IFA Franchisee of the 
Year Award Winners.

Congratulations!

WINNERS
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THE CHALLENGES AND OPPORTUNITIES OF THE “NEW” WORKFORCE
Temporary and Independent Work Reaching All-Time High

By Bob Funk, CEO and Chairman of the Board, Express Employment Professionals

AND
THE

OF THE

ExpressPros.com

environment, as well as managing the 
different challenges that come with both types 
of employees.

Most economic indicators suggest that the 
number of full-time temporary workers will 
continue to increase in the coming years. This 
is a new economy and a new kind of labor 
force. “Full-time temporary” is here to stay.

Our companies, our public policies and our 
society can and should adapt to America’s 
changing workforce.

Broadly speaking, America must show a 
commitment to public policy that encourages 
growth—especially for small businesses. That 
is what will create more job opportunities—
temporary and core staff—and will build 
an economy that gives more Americans the 
dignity of a job.

need, when they need them, to expand their 
business or to meet production demands. The 
main reasons U.S. businesses turn to staffing 
firms are to fill workforce gaps, augment 
their own staff, and find new employees. As 
businesses around the world expand, more 
and more companies are now incorporating 
staffing services into their hiring strategies.

Here is the big question: Is the temporary 
work trend permanent…or temporary? The 
evidence suggests it’s permanent. It’s the new 
normal. According to the American Staffing 
Association (ASA), U.S. staffing firms have 
created more new jobs than any other industry 
since coming out of the Great Recession. ASA 
also reported that in the next 10 years, the 
U.S. staffing industry is expected to grow 
faster and add more new jobs than nearly any 
other industry.

Employers and Employees Must 
Adapt to a New Economy

Temporary work is good to help supplement a 
company’s workforce during peak times, and 
is an excellent way for people to get their foot 
in the door at a company where they want to 
work and to gain the skills they need. However, 
it’s still important for businesses to maintain a 
core staff to build a strong company culture. 
Companies need to feel confident about hiring 
full-time core staff for their business. You 
can’t build a strong company and culture with 
all temporary labor.

As the contingent workforce increases, 
legislators, businesses and employees alike 
need to work together to adjust to this new 
way of doing business. For legislators, that 
may mean reforming laws and changing 
some tax structures. For businesses, it means 
understanding the value of having temporary 
workers and core employees, and how both 
groups can help a company effectively build its 
business. It also means balancing your staffing 
needs for a productive and healthy work  

The number of temporary workers, 
independent contingent workers, and 
freelancers in today’s workforce is increasing 
to record highs, defying previous economic 
trends. The number of temporary employees 
alone has increased by about 50 percent since 
the end of the Great Recession. According to 
the Bureau of Labor Statistics, the temporary 
help services industry now employs a record-
breaking 2.7 million Americans per week.

According to CareerBuilder, “42 percent of 
employers plan to hire temporary or contract 
workers this year—an increase from 40 
percent in 2013.”

America’s Labor Force Is Changing

People are choosing temporary, independent 
contingent, and freelance jobs sometimes 
out of necessity and sometimes out of 
convenience. Looking for greater flexibility 
and new opportunities, Americans are turning 
away from the traditional employer-employee 
relationship and eight to five work day. 

Americans aren’t relying on traditional full-
time “permanent” day jobs. They’re taking 
temporary or independent contingent jobs. 
Or they’re turning to the Internet and other 
connections to find work that can be done 
anytime, anywhere.

For some it’s out of necessity. The slow, 
recovering economy isn’t offering enough 
full-time jobs that match their skill sets, and 
temporary work is a great alternative. For 
others, it’s out of convenience. Freelancers, 
for example, can work from home or choose 
how much work they take on, giving them 
more time to focus on other things like taking 
care of a their family or traveling.

Reasons Businesses Pursue  
Temporary Workers

Employing temporary workers has benefits 
for businesses too, like added flexibility. 
Companies pay only for the services they 

Bob Funk

For the full white paper on this subject,  
email Communications@ExpressPros.com

http://expresspros.com
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model, but ignoring what’s going on all around us is a sure way 
to suffer collateral damage.  Whether we like it or not, we must 
foster a culture that embraces change to some degree or risk 
becoming irrelevant faster than at any time in history.

HISTORICAL PERSPECTIVE
This isn’t the first wave of disruption and innovation from 

technology that the franchise industry has experienced.  The 
disruption caused by the Internet changed the franchise 
experience forever.

I asked a couple of industry veterans to give me some 
historical perspective as a potential way to learn from the past.  
Both Joe Bourdow, CFE, retired president of Valpak and former 
IFA board member; and Dan Martin, CFE, president and CEO of 
IFX Franchise Management Systems, were actively involved in 
franchising when the Internet disrupted just about everything.  
In many cases, the disruptive technologies associated with 
the Internet were huge opportunities to do things better and 
faster, but it required an executive team that was willing to take 
risks.

Things that are so obvious to us today — like registering 
a URL to protect your brand  — weren’t necessarily obvious 
in the early days.  Because the Internet was initially about 

Disruptive Technology: 
Opportunities, Threats or 

Distractions?
Disruption from within your organization is better than disruption from external forces.

BY KEN COLBURN

F E A T U R E S

IT’S OBVIOUS THAT WE’RE living in an age of change and 
revolution at a speed that is unparalleled. Technology is 
certainly a major player in this game and each of us has had to 
deal with the disruptive nature of this rapid change.

THE BASIC CONFLICT
The franchise industry is all about consistency, uniformity 

and strategic change; if you think about it, it’s actually in direct 
conflict with the dynamic nature of the technology world.  As 
both a career technologist and a franchisor, these divergent 
worlds are obvious to me almost daily.  The technology world 
is about constant reinvention, alternative perspectives, rapid 
change and leveraging first-mover advantage whenever 
possible.  “Move fast and break things” was a huge banner 
that I saw on my first visit to Facebook headquarters years ago.  
The mindset is, if things are kind of working, there is no rush to 
make any changes, but when something breaks, it forces you to 
focus on a fix that generally results in improvements.  

This also creates an environment where failure is not 
considered a bad thing but a learning experience.  The “fail 
fast” motto is legendary in the start-up world, but none of this 
resonates with the world of franchising. The chaos created by 
constant change isn’t something that works well in the franchise 
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infrastructure and faster communication, there were many 
opportunities to become more efficient.

If your system had been using dial-up electronic bulletin 
boards before the Internet, you were more likely to understand 
how to leverage the new technology faster and better.  

But in many cases, franchisees drove the change or adopted 
technologies ahead of the franchisor because it was so 
accessible.  This helped move systems forward and caused lots 
of distractions, especially for brands that were slow to adopt a 
strategy.

Even Bill Gates initially misjudged the impact of the Internet 
and later failed to see the importance of search engines until 
it was too late.  Gates said it best himself: “Success is a lousy 
teacher. It seduces smart people into thinking they can’t lose.”

The primary lesson I see is that disruption from within your 
organization is better than disruption from external forces.

MORE AND FASTER
Today, we see more technological change on a much faster 

scale and we all know that keeping up requires resources. Either 
the social or mobile revolution would have rivaled the impact 
of the Internet, but they occurred at the same time creating an 
exponential disruption.

Trendsetters like Uber, Zillow and AirBnB are disrupting long-
established industries that have been relatively unchanged for 
100 years.

We’ve all seen entire industries completely disrupted by 
technology and innovation: video rentals, photo developing, 
music and traditional media just to name a few.

Big thinkers like Google are aiming at what they call 
“moonshot ideas” like the driverless car and balloon-powered 
Internet that will ensure the entire planet has access.  When we 
first hear of these ideas, it’s pretty easy to dismiss them as crazy 
or impossible, but we have an entire generation of big thinkers 
with the Steve Jobs’ mentality of anything’s possible.

THE RIPPLE EFFECT
The unintended consequences of technology are often 

as powerful if not more powerful than the initial innovation.  
Take for instance, the ripple effect of the driverless car, which 
continues to look more like a reality every day. Just about every 
auto manufacturer has introduced technology that can react 
much faster than humans along with a long-term strategy for 
autonomous vehicles. 

When they become fully autonomous, the extinction of 
drunk and distracted drivers alone would dramatically impact 
many businesses: DUI/accident lawyers, auto insurance agents 
and adjustors, body shops, hospitals, doctors, auto parts 
distributors, car dealers just to name a few.

Similarly, think about how a driverless car might provide 
opportunities or improvements to your industry.

In my case, our field technicians could remotely access our 
customers’ systems while driving from one location to another.  
The increase in revenue potential and productivity would be 
measurable and impactful, especially in large congested markets.

Completely new products and services that don’t even exist 
today might be possible from just about any innovation that 
shakes things up.

Wearable technology, the Internet of Things, and 3D printing 
are just a few of the technologies that are emerging as key 
innovations right now.  How might they impact your business?

WINNING THE FUTURE
By now, you’ve likely come to terms with the fact that this 

environment of constant change is here to stay, so embracing 
it is the first step.  Every system needs to be doing strengths, 
weaknesses, opportunities, and threats analyses on a regular 
basis to ensure that someone is watching the horizon for both 
opportunities and threats.  Adopting the habit of labeling any 
technology or innovation as an opportunity, threat or a distraction 
can help you clarify priorities and help you align them to your 
overall strategy.

I’ve had the pleasure of serving on the International Franchise 
Association’s Blue Sky Committee, which allowed people to 
untether from today’s realities and think big.  Forming one of 
your own and including your key suppliers may be a way to gain 
valuable insight and ideas that will help inform your long-term 
vision.

I’ve been in the technology space for more than 25 years, but 
trying to manage all of this change internally and stay focused 
on franchisee growth is nearly impossible.  Finding suppliers that 
are leaders in the various disciplines and emerging technologies 
makes keeping up much more efficient.

Ultimately, we are all here to serve our customers, so don’t 
forget to talk and listen to them. It’s the best way to help you keep 
tabs on trends that are relevant to what your customers want, not 
what you think they want.

Today’s digital environment allows us to efficiently 
communicate, test and measure just about anything, so don’t 
suffer from “paralysis by analysis” on new ideas and remember 
failure is an option on small-scale tests. n

Ken Colburn is president of Data Doctors Franchise 
Systems, Inc.  He serves as chairman of IFA’s 
Marketing and Technology Committee and is a 
member of the FranSocial Advisory Group.  Find him 
at fransocial.franchise.org. 
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Electronic crime now costs businesses 
hundreds of billions of dollars each 
year. 
BY ROBERT CRESANTI

IT’S A NORMAL DAY at your business and 
your employees are working hard to meet your 
customers’ needs. Suddenly, a warning appears on 
your computer screen: It’s a ticking clock next to a 
threat that all of your data will be destroyed unless 
you pay $500 within the next 40 hours. If you give 
in, you’re encouraging future attacks. If you don’t, 
your business could lose critical information and 
customer trust.

CYBERCRIME ON THE INCREASE
The situation described above, caused by a 

common “ransomware” virus, is an unfortunate, 
but all too real example of the growing threat of 
cybercrime. Although non-existent several decades 
ago, electronic crime now costs businesses across 
the globe hundreds of billions of dollars each year. 
The dramatic increase in the Internet’s importance 
has provided many valuable tools to entrepreneurs, 
but it has also made them more vulnerable to bad 
actors. 

Several recent attacks against prominent 
retailers, firms and banks have done much to 
raise public awareness of this threat. However, the 
majority of these attacks are committed against 
small businesses. According to Verizon’s 2014 Data 
Breach Investigations Report, companies with less 

F E A T U R E S

21st Century 
Technology Attracts 
21st Century 
CRIMINALS 
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than 1,000 employees are almost twice as likely to be the victims 
of cybercrime.

Unfortunately, the businesses most vulnerable to cybercrime 
are often the least equipped to deal with the repercussions. 
Electronic criminals are drawn to small businesses because 
they often lack the expertise, experience or staff to defend 
themselves from digital infiltration. Once in, these criminals 
can steal customer personal and payment information, disrupt 
normal business operations and even hold company data 
hostage. 

DATA THEFT
One of the most common attacks on franchise small 

businesses is theft of data from point-of-sale machines, which 
conduct transactions with credit cards. Hackers can penetrate 
these machines, steal customers’ financial information and then 
use that information to make fraudulent purchases. Perhaps 
most disturbing of all is that in 99 percent of incidents reported 
in 2013, the victims of these POS attacks had to be informed by 
an external party (usually law enforcement) that their systems 
had been compromised. 

Some simple steps you can take to protect yourself against 
POS attacks include regularly updating the password on your 
POS machine, restricting non-business related activities on 
all computers used to process transactions and installing and 
maintaining professional anti-virus software.

Although the theft and loss of trust with one’s customers 
is serious in itself, small businesses can also be held financially 
liable for any fraudulent transactions if their machines don’t 
meet the latest Payment Card Industry Data Security Standards. 
These standards, which apply to every machine that uses major 
credit card brands, are updated roughly every two years. It is 
absolutely critical that you check your POS machines regularly 
for compliance with current PCI Security Standards to protect 
your business. These standards, and a wealth of other security 
information, can be found at https://www.pcisecuritystandards.
org/. 

PROTECTING SMALL BUSINESSES
Despite the increase in cybercrime, law enforcement and 

business groups are taking steps to ensure that small-business 
owners remain protected from these thieves. The U.S. Secret 
Service has become much more aggressive in pursuing 
electronic criminals across international borders and local police 
departments throughout the country are partnering with the 
federal agencies, such as the FBI, to establish best practices 
and share information on threats as they emerge. 

In July, federal agents arrested Roman Seleznev, a Russian 
national accused of stealing hundreds of thousands of Americans’ 
credit card information.  Just last year the Justice Department 
announced charges against eight alleged cybercriminals 
responsible for stealing $45 million from ATMs across the globe. 
These high-profile arrests not only take criminals off the streets, 
but also remind prospective hackers that their online actions 
have real-world consequences.

The International Franchise Association is working to 
increase cybersecurity awareness in the franchise community. 
The threat of cybercriminals is real, especially for franchise small 
businesses, and this threat will only increase in the coming years. 
However, these bad actors can be overcome. The franchise 
model depends on cooperation and, even though some of our 
businesses might be small, we have an entire industry standing 
together. As a partner of the National Cyber Security Alliance, 
IFA is working with its members and other business leaders 
to create a comprehensive strategy to detect and prevent 
electronic crime.

I urge you to participate in this effort. Learn more about what 
you can do to protect yourself from data theft and other fraud 
by visiting the National Cyber Security Alliance’s website, http://
www.staysafeonline.org/.  n

Robert Cresanti is executive vice president of 
government relations and public policy for the 
International Franchise Association. Find him at 
fransocial.franchise.org.

(Continued from page 24)

26    FRANCHISING WORLD NOVEMBER 2014 



Planning, implementing and tracking an effective online 
strategy can be difficult, but solutions are available.

BY CHEL HELER, CECELIA CHOI AND JENYA DENISSOVA

IS IT NECESSARY FOR franchisees to have a local presence online even though the franchisors already represent the 
brand? The answer is “Yes, absolutely!” Local marketing is extremely important and often crucial for the success of local 
businesses. When it’s aligned and combined with the brand efforts of the franchisor, it yields great results.

We live in a culture of instant gratification. When consumers can’t find what they’re looking for in the first few seconds of 
a search query, four-out-of-five turn to a competitor who has provided them with more relevant information. A local store’s 
information that can’t be found when a user is performing an online query would be the same as a storefront without a sign 
that would help a passerby identify the services or goods that were inside. 

Many franchise brands have built successful national marketing strategies, both online and offline. However, only about 
50 percent of franchises have developed a complementary local strategy for their multi-unit locations, according to a survey 
about digital marketing behavior conducted by 
Todd Rowe, Google director of global channel 
sales, of IFA’s 2014 annual convention audience. 
The common questions that arise are: Where do 
I start? How do I maintain brand control at the 
local level? How do I scale my local strategy to 
our hundreds or thousands of locations? 

Google partnered with several companies in 
May, to uncover consumers’ local search behavior 
across smartphones and computers/tablets. This 
study explored consumers’ local search behavior 
in nine verticals: auto, consumer product goods, 
finance, local services, media and entertainment, 
restaurant, retail, tech and travel. 

There were three major findings from the 
study:

1. Consumers search with their location and 
proximity in mind.

2. Local searchers take action.
3. Consumers prefer and act on location-

based ads.

F E A T U R E S

Location, Location, 
Location: Can Your 

Customers Find Their 
Local Franchisees? 

(Continued on page 28)
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Consumers are searching for 
local information everywhere, on 
every device, at every point in the 
purchase process. Four-in-five 
consumers conduct local searches 
online and these searches span 
across smartphones, tablets 
and desktop computers. When 
consumers are searching with their 
smartphones, they are typically 
on the move and search for things 
such as directions or store hours. 

On their desktops, they spend more time researching things 
such as product availability in a particular store.

By including product availability, location and directions 
in local ads, and setting up Google My Business pages across 
smartphones and computers/tablets, you’ll be able to reach 
customers in the most likely context that they’ll be searching 
for your business. 

LOCAL SEARCHERS ARE READY TO ACT 
Many searchers visit a nearby location within a day and 

complete purchases at a higher rate than consumers who 
conduct non-local searches. In fact, 18 percent of local 
smartphone searches led to a purchase within a day. One in 
three consumers search on their smartphones right before 
they visit a store and 50 percent of consumers visit a store 
within a day of their local searches.  The majority of consumers 
will visit a store if it is within five miles of their location.

Consumers expect ads to be tailored to their location. 
Sixty-seven percent (72 percent desktop) of smartphone 
users want ads customized to their city/ZIP code and 61 
percent (70 percent desktop) of smartphone users want ads 
customized to their immediate surroundings. Most local 
searchers also use the local address or phone number to 
get directions or call a franchisee. Amplify your appeal with 
location bid adjustments to fine-tune bids for specific areas 
such as cities or ZIP codes.

Google AdWords continues to improve the experience for 
local businesses to reach their customers. Advertisers have 
the ability to tailor their ads to a customer’s location, time and 
device. Now when a customer searches for a franchisee, an ad 
will provide the exact information that he is looking for. 

GOOGLE MY BUSINESS
Local advertising is an essential part of your local marketing 

strategy, but it is also very important to make sure that your 
franchisees’ addresses, phone numbers and hours of operation 
are correct across all Google products. Google has made 
this easy to manage your franchise business identity with the 
launch of Google My Business. 

Google My Business is a free product that enables franchise 
brands to manage their business information from one place, 
which is then pushed out to all Google products. This will 
ensure that business information will be accurate on Google 
Maps, the Google Search knowledge graph and Google 
AdWords Location Extensions.

Google My Business makes sure franchises can be visible, 
can connect and engage with their customers. With GMB, 
franchises can edit their business details, post content, view 
business metrics and manage customer reviews all from one 
place. 

When a franchise creates a GMB page, it becomes the 
company’s hub for customer engagement. It gains the ability 
to create an online community of followers for their business. 
This gives the franchise a way to engage with its customers 
through posts, pictures and event invites. 

Once GMB pages have a high level of engagement from 
both the franchise and its consumers, when customers search 
for the franchise on Google, the franchise will appear on the 
Google knowledge graph. The franchise business information 
will occupy the entire right side of the Google search results 
which replaces prime advertising real estate for free. All of the 
franchise business information will show up in the knowledge 
graph including the business’s details, reviews and most recent 
posts.

Google My Business also gives franchises the ability to 
communicate with their customers. A franchise is able to 
directly reply to its customers’ reviews and ensure that their 
questions and concerns are being addressed. This enables 
franchises to build higher loyalty with their customer base.

Google My Business offers a solution for franchisors who 
have a lot of locations, called Google My Business Locations. 
With Locations, franchisors are able to manage 10 or more 

(Continued from page 27)
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franchisees’ business identities from one place. This gives 
franchisors the power to manage many locations at scale and 
maintain a consistent brand identity. 

Franchise customers are constantly searching for local 
franchisee business information and they expect to find 
relevant and accurate information with local intent. Nearly 45 
percent of franchises do not have a mobile optimized website, 
thereby losing to their competitors when their customers are 
searching from a mobile device, according to local advertising 
and research firm BIA Kelsey. 

It is not enough to provide general information about your 
franchise; you should provide franchisee location information 
using GMB to appear on Google Search, Google+ and Google 
Maps. 

While a lot of these tips might be easy to understand, 
Google acknowledges that planning, implementing and 

tracking an effective online strategy can be difficult. There are 
many Google Partners who are experts in national and local 
marketing within the franchise industry that provide solutions 
to give the best return on investment for advertisers. These 
Google Partners will ensure that your franchisees’ business 
information is accurate and your locations are optimized to 
Google standards. n

Chel Heler is 
franchise 
strategic partner 
manager; 
Cecelia Choi is 
partner manager 

on the channel partnerships team; and Jenya Denissova is head 
of traditional media/franchise/real estate for Google. Find them 
at fransocial.franchise.org.

It works when you do.
Always be ready to make the sale.
Accept credit, debit, and more with PayPal Here.  

Just plug in and you’re good to go.

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

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

Learn more at www.paypal.com/IFA 

1PayPal Here has been tested and is compatible with AndroidTM tablets, Android smartphones, iPhone,®

 and iPad.® Please check our list of compatible tablets in our online FAQs to see if it works with your device.
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Topics for the blog can include:

• Profiling an existing franchisee who reflects the ideal 
candidate for your concept,

• A discussion on your targeted franchise growth 
markets, and

• Recapping publicity that is hot off the presses.

Once written and posted to the blog, make sure to 
merchandise your entries. A few ways to do this would be to 
post links to them on your franchise development social media 
pages and to email them to prospects in your development 
pipeline.

EDUCATE, INFORM AND RE-ENGAGE LEADS WITH 
CONTENT-RICH EMAIL DRIP CAMPAIGNS

Content-rich emails are another proven method for nurturing 
leads at all stages of the franchise sales cycle. Whether leads 
have gone silent or continued to progress, you have content at 
your disposal that can push the candidate toward becoming a 
franchisee. Keep in mind, presentation and writing style are key 
considerations. 

As part of effective content marketing efforts, content 
enriched branded emails share great news coverage, franchise 
development blog entries, press releases, case studies and 
testimonials in a manner that strikes the right balance between 
being educational, informative and promotional. The intention 
of the email campaign is to consistently show momentum. The 
emails are a subtle call to action that motivate and inspire leads 
by drawing them into a movement (your brand) that they can no 
longer resist.

LEVERAGING Your Digital 
Content Marketing to 
Nurture Your Leads

Stop the pushy sales lingo and let your branded digital content 
carry the conversation.

BY JAMIE IZAKS

EVERY QUALIFIED FRANCHISE LEAD needs a warm 
embrace, to be coddled, nourished and ultimately nurtured 
to close the deal. But, the lead will go silent if the approach 
employed repels rather than provides a thrust to get over the 
finish line. 

Implementing a comprehensive digital-content marketing 
strategy offers a systematic campaign to carry leads through 
the sales cycle. It strengthens validation of your concept while 
achieving two key franchise sales and marketing objectives:

• Promises strong return on investment through cost-
effective push-and-pull digital marketing in which 
you have complete management of messaging and 
branding, yet in a more objective manner than most 
other elements of the marketing mix. 

• Candidates gain easier access to the content they 
desire in their discovery and due diligence processes 
with more digital content available at their fingertips.  
Similar to a great business suit, content marketing 
strikes the perfect balance of form and function.

As you consider taking advantage of this franchise sales and 
marketing discipline, which is poised to gain greater adoption 
throughout the industry, here are five ways to leverage digital 
content to propel your growth strategy and get deals done.

BE PERSISTENT WITH YOUR FRANCHISE SALES BLOG
Dedicate a blog to franchise sales only. At least a few times 

a month, write and publish on the blog original writings that are 
intended to boost franchise sales search engine optimization 
and provide content that your candidates can review to 
increase their interest in the franchise opportunity.
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Your franchise development customer relationship 
management systems typically have the functionality to import 
or design HTML email and plain text templates and disseminate 
them to your leads. It is highly recommended that you customize 
emails to your lists to fit the current stage where the individual 
lead is in the franchise sales cycle. Keep in mind that the 
frequency of emails should be limited to one or two per month; 
be picky about the content you choose to communicate. 

CAPTURE YOUR FRANCHISEE SUCCESS STORIES IN 
CASE STUDIES 

Each week you should celebrate successes in your franchise 
system. Franchisees reach new revenue goals, set new grand 
opening records, franchisee-families grow multi-generational 
businesses, military veterans’ transition into business ownership 
— the storylines hopefully don’t end there. 

Recounting these moments of accomplishment through 
franchise development case studies is a proven method for 
helping franchisee candidates see themselves in business 
ownership with your concept. 

Some “must-dos” for case studies include:

• Career journey to franchise ownership,
• Benefit of being a franchisee,
• I love this franchise because …,
• My shining moment as a franchisee has been …, and
• Franchisee testimonials.

The case studies can be presented in your franchise 
development blog, on your social channels and emailed as part 
of your enriched content email drip campaign.

NOTHING TELLS A STORY LIKE VIDEO
All elements of content marketing should include video. 

Your franchise sales blog, your content enriched emails, target 
market landing pages and even your case studies, are all great 
places to embed video.

The remarkable opportunity that video presents now 
comes as the cost-benefit ratio is increasingly becoming more 
attractive to businesses of all sizes. Affordable high-definition 
digital cameras and editing software have made producing 
professional style videos more practical than ever before. 

Here are three great ways for franchise businesses to 
leverage the power of video in your digital content marketing 
strategy:

• Capture the excitement and energy of your annual 
convention and produce a two-minute sizzle reel.

• Interview franchisees and vendor partners on 
camera and produce short sound bite vignettes on 
topics such as franchisee support, work-life balance, 
customer loyalty and brand differentiators.

• Produce a fast-paced media highlights reel with 
the content you have from press placements, press 
releases and other branded marketing materials — a 
great way to demonstrate the momentum behind the 
concept.

DON’T LET BAD REVIEWS LINGER
The review website component of content marketing 

aims to populate your claimed pages on Yelp and similar sites 
with brand descriptors, imagery and other relevant content 
that should be consistent across your system. Maintaining 
brand consistency on review sites is critical, given that many 
of your franchisee candidates are researching the brand in 
every way. 

However, the most important reason to stay active on 
this digital platform is because potential franchisees turn 
to review websites to see how consumers are talking about 
your brand. By claiming ownership of existing pages on 
sites such as Yelp, or launching new pages on the review 
sites, you are taming a potential wildcard in the franchise 
recruitment process. Your franchise’s reputation is counting 
on it.

Lastly, if you are extremely confident in your reviews 
and have actively managed the pages, link to the review 
sites from your franchise development website or even your 
email signature. 

Assemble a treasure chest 
of content marketing 
tactics and take aim at your 
franchise leads.

Content marketing closes the loop on every aspect 
of an integrated digital marketing campaign that aims to 
drive franchise leads — bridging PR, social media, SEO 
campaigns, websites, blogs and more. It truly is a great way 
to get more mileage out of all of your marketing tactics. 
Taking advantage of the benefits of content marketing 
can be the key to conversion, helping candidates through 
the buying cycle. Assemble a treasure chest of content 
marketing tactics and take aim at your franchise leads. 

Without a doubt, the avenues to take digital content 
marketing can be overwhelming, but by following the five 
suggested paths described here, you are well on your way 
to getting the most out of the resources you dedicate to it.n

Jamie Izaks is president of All Points Public 
Relations, a Chicago-based integrated public 
relations firm that specializes in working with 
franchises.  Izaks is a member of IFA’s 
Marketing and Technology Committee.  Find 
him at fransocial.franchise.org.
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If your competitors are not using video, now is the time to add 
video to your digital marketing efforts; it is a proven method of 
leaping ahead. 

Here are three ways you can use video to tighten the bond 
with your franchisee candidates:

• Franchisee testimonials/using video to highlight the 
value proposition of your franchise investment.

• Video tours/”a-Day-in-the-Life.”
• Educating your candidates with videos.

Consider this as you read what is ahead.  Video is increasingly 
becoming the preferred method of consuming information 
online. In fact, video traffic is expected to be 69 percent of all 
Internet traffic by 2017, according to the Cisco Visual Networking 
Index.

FRANCHISEE TESTIMONIALS
Matco Tools places an emphasis on leveraging video to 

capture insights from our franchisees about their experiences 
with ownership in our franchise. Our franchise development 
website is peppered with videos on several pages, many of 
which feature franchisee testimonials.

The Role of Video 
in Franchise 

Development Digital 
Marketing

The power of video in franchise development 
digital marketing cannot be understated. 

BY JOHN GREEN

EVEN AMID ALL OTHER media disruptors today, video stands 
alone in its ability to connect with franchisee candidates. 
To drive this point home, according to Forbes, 59 percent 
of executives would rather watch video than read text. And, 
we all know that many of the candidates you are seeking are 
current executives already running franchise operations or are 
individuals who have previous work experience in leadership 
roles, be it in corporate America or service industries.

Video is the most personal way a franchise can communicate 
with its prospects, short of live conversation. As such, it is 
a strong platform for informing and educating franchisee 
candidates who don’t often make themselves available for live 
conversation during their due diligence process.

Thus, take advantage of video. The cost of producing high-
quality content has decreased remarkably with advancements 
in digital cameras and digital editing software. This means it is 
more possible than ever before to produce content in- house 
in a relatively short amount of time. And, as you consider all 
of your brand’s digital marketing channels — websites, e-mail, 
social, blogs — you have a variety of outlets to run the videos, 
making video even more valuable. 

Plus, video has the distinct benefit of amplifying your search 
engine optimization efforts. Almost 70 percent of all organic 
search requests are answered with a list of videos, and videos 
appear as many of the top items on the first page of results. 
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Why have we gone to video in such an aggressive way? 
The answer is one word: validation. No other endorsement 
for our franchise is more powerful than hearing the benefits 
of it from an existing franchisee. And, video offers a level of 
authenticity that text and graphics cannot. 

After all, while you may believe your franchise opportunity 
cannot be beat, can you demonstrate in a compelling way that 
your franchisees feel the same? Let’s compare the power of 
video to the coveted annual franchise rankings and franchise 
system review/survey services. The reason franchise rankings 
and review services are so sought after is that they present 
real stories about franchisee experiences and feedback, 
which carry a lot more weight than what a company has to 
say about itself. Video takes the rankings and reviews to a 
new level, adding a personal touch and transparency that 
lists and rankings cannot offer.

A word to the wise:  when producing the video 
testimonials, guide your franchisees to be concise and 
focused on a specific point. Vagueness and rambling doesn’t 
work, rather, remaining on topic will keep your viewers’ 
attention. The questions presented to the franchisee can 
greatly assist with this. 

As an example, a restaurant franchisor could ask: “How 
has the operational support you’ve received from the 
franchisor improved your restaurant’s performance? What do 
you think of the new menu rollouts led by the franchisor? Why 
would you recommend this investment to other interested 
franchisees?”

Additionally, distinct brand differentiators are great items 
to focus on with testimonials. 

When considering where and how to begin using the 
testimonials, you should look no further than the digital 
assets you have in place. Once you see how your audience 

responds, you can consider other channels. But, initially, the 
recommended digital places to showcase the testimonials 
are your website (both pre-franchisee candidate approval 
pages, as well as once they’ve been approved to continue 
the discovery process, often on e-brochures), social media 
platforms, in email signatures, franchise development email 
drip campaigns and franchise development blogs. 

Franchisee candidates watching testimonials that are 
honest representations of positive franchisee sentiments will 
increase the perception that you and your brand are being 
trustworthy. As a result, more prospects will be more likely to 
move along the discovery process and remain engaged with 
your efforts to close the franchise sale.

VIDEO TOURS/A DAY IN THE LIFE
Words and photos alone can’t capture the sites, sounds 

and excitement of your franchise the way video can grab 
hold of these attributes. Leverage these innate qualities in 
your digital marketing to show, and tell, your candidates 
the uniqueness of your concept. Ways to accomplish this 
are through video tours of a typical franchise location and 
through a “Day in the Life” of a franchisee video. 

While you may be wondering where to start — with a 
video tour or a “Day in the Life” video? Here is the answer: 
Start with the stumbling blocks that are preventing potential 
franchisees from moving along the discovery path or crossing 
the finish line. The video should help defuse any confusion or 
concerns commonly heard from candidates.

And, as you decide which video is left on the editing 
floor, ask yourself, “Do the footage and interviews reflect the 
professionalism, brand image and investment opportunity of 
the concept?”

(Continued from page 33)
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EDUCATING YOUR CANDIDATES
There is little doubt that franchisee candidates prefer 

a softer sell — more of an educational approach than an 
aggressive, hard sell. Yet, drawing in candidates and pushing 
them along the sales process requires a well-defined 
strategy. Franchise sales executives can turn to videos to 
strike this balance. 

One recommendation: choose a series of documentary-
style videos showcasing your franchisees working the 
business, leading their employees, getting involved with 
their communities and collaborating with headquarters 
support staff. 

Another option for your educational-style video is to utilize 
animated videos that present your franchise opportunity in 
an entertaining, yet educational manner. Get creative and 
demonstrate a clear differentiation in your concept, so you 
can put a spotlight on the competitive advantages of your 
brand while remaining in soft-sell mode. You can use free or 
inexpensive animation software like PowToon or GoAnimate.

With vibrant characters, awe-inspiring imagery and 
moving text, animated education videos command attention 
and inspire beyond inanimate PowerPoint presentations.

PARTING THOUGHTS ON VIDEO
When it comes to the length of your videos, three to 

five minutes is ideal. Anything longer will not maintain your 
candidates’ attention. 

Importantly, research shows that if you can keep your 
audience’s attention during the video, individuals are more 
likely to fill out a contact/information request form. The 
reason is that they have observed the brand in action and 
have built a more trusting relationship, and are now more 
likely to head toward becoming a franchisee. n

John Green is vice president of marketing and ecommerce at 
Matco Tools, the Stow, Ohio-based premium automotive tools, 
storage and equipment franchise with a network of more than 
1,500 mobile distributors.  Find him at fransocial.franchise.org.
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franchisees in fiscal years 2015 and 2016. The technology will 
allow the company to drive engagement and promotions in a 
more targeted and personalized way while customers wait in 
their cars for their food to be delivered. 

Corner Bakery Cafe aims to maintain its rapid ascent atop the 
nation’s list of fastest growing fast casual brands. To achieve this 
goal, we adopted e*Restaurant and e*SmartClock technologies 
to improve labor, food, human resources and administrative costs 
across the chain.  Our executive team did not rush to improve 
the model immediately; rather the company was systematic and 
deliberative in its approach to choosing the right technology 
to invest in and the time frame for implementation. It was only 
after a significant research process, followed by a three-month 
test in 10 company-owned stores, that we were able to find the 
solution that best worked for our brand. Strategic planning such 
as this is fostering franchise growth, which we expect will enable 
our company to more than double its national footprint by 2017 
and help us grow to a billion-dollar brand by the end of the 
decade.

WHAT TYPES OF TECHNOLOGY UPGRADES ARE 
RIGHT FOR MY FRANCHISE?

Any technology advancement made should have the end 
goal of helping the franchisee improve the external and internal 
guest experience or improve the economic model. Having the 
best technology available doesn’t necessarily translate into an 
improved and enhanced franchise model. The type of technology 
you choose should fill specific needs. From point-of-sale 
systems to employee scheduling systems, franchise companies 
have a wide array of options to choose from. Prioritizing your 
company’s needs and determining which solutions will improve 
growth and efficiency is the perfect starting point.  

Chili’s Grill & Bar looked for a technology system that would 
enhance the customer and employee experience. To fill the 

The Importance of 
Technology Investments 
to Ensuring Growth and 

Efficiency
Staying ahead of the technological curve will make your 

franchise more attractive to prospects, current franchisees and 
vendors. 

BY GARY PRICE

TECHNOLOGY HAS BECOME A cornerstone of our day-to-day 
lives, changing every aspect of our existence from the way we 
communicate with each other to how we get from Point A to 
Point B. The franchise world is no exception and, with the right 
know-how and strategy, technology can significantly enhance 
the growth and efficiency of your franchise model. 

With new technological advances, upgrades and the 
rapidly shifting technology landscape, identifying the right 
time to upgrade equipment and take advantage of the newer 
technology can be a challenge. As franchise companies look 
to keep up with the highly tech-savvy consumer and franchise 
investor, many questions arise. Below, I’ve shared my insight on 
a few of the technology related questions that I have tackled 
and overcome from my experience in the industry. 

WHEN IS THE RIGHT TIME TO INVEST IN 
TECHNOLOGY?

When it comes to investment in technology, timing is 
everything. Franchise companies always have a need for 
updated technology. However, before making any investments, 
companies should ensure they are in a position to handle 
the aches and pains that can sometimes come with these 
changes — whether that means training employees, educating 
customers or accounting for time needed for the rollout. 
There’s no room for impulsivity when making an investment in 
technology.  Implementation timelines, testing and manpower 
to execute and rollout the new technology needs to be 
thoroughly thought-out and vetted. 

As Sonic Corp. looked to add a new point-of-sale system 
to all company-owned restaurants in the 2014 fiscal year, the 
implementation process took longer than expected. However, 
because of the company’s strategic plan and timeline, the 
hiccup in the rollout process is not expected to affect Sonic’s 
ultimate goal of incorporating the new technology with 
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need, the brand installed seven-inch Android Ziosk tablets 
at all of its locations. The devices improved the customer 
experience by allowing patrons to interactively peruse menu 
items, order meals, play games together and pay the check 
at the table. As a result, Chili’s is experiencing an improved 
experience for its guests.

For Corner Bakery Cafe, we needed to improve our 
processes to more accurately forecast labor and easily pull 
invoices. We understood that any technology advancement 
in these two areas would improve the overall economic 
model. By adopting  e*Restaurant technology, we were able 
to utilize the platform’s powerful forecasting engine to deliver 
a more accurate and efficient crew schedule. Additionally, 
e*Restaurant is fully integrated with e*SmartClock, allowing 
the two elements to work in concert to help managers 
ensure crew schedules are properly executed and to help our 
employees more easily monitor their own schedules.  These 
two upgrades have provided improvements in labor costs 
and efficiency.  

WHO CAN I ASK FOR HELP? 
If you are unsure if a particular technology upgrade 

will enhance your franchisor’s growth and efficiency, 
the International Franchise Association’s Marketing and 
Technology Committee is a terrific resource. The committee, 
originally titled the Information Technology Committee,  
was created to assist franchisors in understanding how 
technology can help the growth of the franchise industry. 
The committee consists of unbiased industry experts who 
can point your franchise in the right direction and provide 
strategic advice for your technology upgrade planning and 
implementation.

Reaching out to your franchisees is another great way 
to determine what types of upgrades are needed in your 

franchise system. Receiving input as to what franchisees see 
as a pain point can help to better understand their needs and 
allow you to fine tune your technology plan. In Corner Bakery 
Cafe’s case, we started with implementing an IT Steering 
Committee that includes some of our franchise partners 
and a cross-functional team of Support Center Department 
heads who would interface with the technology.

WHAT DO MY FRANCHISEES EXPECT?
Franchise partners expect a franchisor to not only have a 

robust technology platform in place, but to also stay current 
with innovations in the marketplace and leverage technology 
as a business enabler. Lagging behind the competition and 
an unwillingness to change are not acceptable practices in the 
minds of today’s successful franchise owners. There are few 
things more attractive to a prospective or existing franchisee 
than a franchisor who is willing to arm their investors with the 
tools to succeed.

Technology will continue to evolve in 2015 and beyond, 
therefore franchisors must continue to find ways to utilize 
technology for enhanced growth and increased efficiency 
of the franchise model. Staying ahead of the technological 
curve will make your franchise more attractive to prospective 
and current franchisees, and vendors. Meeting the needs 
and expectations of franchisees through implementation of 
enhanced technology and strategic upgrades will ensure the 
success of the franchise and growth of the brand. n

Gary Price is president of Corner Bakery Cafe, 
a fast-casual restaurant serving breakfast, lunch 
and dinner to guests in 17 states and 
Washington, D.C.   Find him at fransocial.
franchise.org.
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BENEFITS OF PODCASTING: RETURN ON DISCIPLINE
Planning your show, scheduling guests and preparing for the 

discussion takes discipline and time. But the return is worth it 
as you consistently publish content that is sharable, searchable 
and valuable to your audience.

You’re also building a library of evergreen content that 
may be consumed now, as well as found by future potential 
candidates and customers months or even years from now. 
Your podcast will live forever (or until iTunes goes away which is 
about the same thing!)

With so many brands publishing other types of content on 
websites, blogs and other spaces, there’s a benefit to being a 
little different. How many of your competitors are podcasting? 
Not many, yet. There is still plenty of room to grab some 
attention.  

 
GETTING STARTED

As a co-host of the long-running “Social Geek Radio” 
podcast, here are a few tips on getting started with your 
podcast. 

 
1. Set Goals

Do you know why you’re doing this podcast? Let’s revisit your 
content marketing strategy. Are you looking to generate new 
franchise leads? Drive customers to your current franchisees? 
Increase brand awareness? 

The answer may be all of the above. If you provide interesting 
content for consumers, then candidates will find it when they 
are conducting research about your franchise. Tell your story 
to candidates and customers may see your brand in a new 

Podcasting as 
Content Marketing
Think of your brand as your own multi-media 
conglomerate.
BY JACK MONSON

MANY BRANDS ARE IMPLEMENTING content marketing as 
a way to generate new leads and customers. Cold calling is 
being replaced with leveraging the consumption of content 
and engaging prospective customers earlier in their buying 
process. In franchising, content marketing may be focused 
on franchise sales, operations, product issues or consumer 
lifestyles.

Creating articles, blog posts and white papers can definitely 
show your expertise when you answer questions that are 
typically asked in your industry or community. But why stop 
at text and pictures? A fantastic medium for sharing content 
is the podcast. Whether you call it an Internet radio show or 
downloadable audio, it’s radio that is not limited by space or 
time.   

Think of your brand as your own multi-media conglomerate. 
Your website is your magazine; your blog is your newspaper; 
your YouTube channel is your TV station. But where’s your radio 
station? It’s your podcast, and it may be more powerful than 
you realize.

There’s power, influence and intimacy in radio that does not 
exist in other media. An image lives behind a glass wall. Video 
lives on the other side of your television or iPad screen.  But 
audio lives in your head. The most influential radio broadcasters 
understand this. Rush Limbaugh, Howard Stern and Garrison 
Keillor all understand that they are speaking directly into your 
ear or perhaps into your mind, without a filter. This is why local 
and national radio personalities feel more like trusted friends 
than entertainers. 

The same thing can happen with business-oriented 
podcasts. Conversations with interesting guests and relevant 
topics may make your brand a trusted resource.
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Podcasting as 
Content Marketing
Think of your brand as your own multi-media 
conglomerate.
BY JACK MONSON

light. Don’t hide content from these different groups. You 
can’t control who listens to what content. Instead, relish the 
overlap.

 
2. Establish Your Target Audience

Based on your goals, who are you trying to reach? 
 

3. Apply Your Style, Voice and Topics to That Target 
Audience
In most cases, an informal but professional conversation 

is going to be most appealing to audiences interested in 
business topics.

  
4. Gather Your Resources

Who will be involved? Who is the host? Which guests 
can you schedule? Think outside of the marketing office and 
recruiting staff, business partners or other stakeholders who 
can add to your story.

 
5. Keep It Short

No one is expecting you to do a daily three-hour talk 
show. I suggest a weekly program with a length of less 
than 30 minutes to match the average U.S. commute. Most 
listeners won’t be listening live; they will download the show 
for later listening. Long program length may turn away 
potential listeners.

  
6. Don’t Be Overly Concerned About the Production

No one is expecting a major market radio show with a 
cast of characters, a live orchestra or the sophisticated studio 
production values of a Pink Floyd album. Podcasting is one 

form of marketing where you should focus on the steak, not 
the sizzle. 

 
7. Choose the Publishing Platform on Which your Podcast 

Will Live
There are many great choices, so run a search and see what 

fits your needs and budget. Blog Talk Radio is very popular as 
it is affordable, but has many helpful functions. The ability to 
automatically upload to iTunes is ideal.

   
8. Just Start!

If it doesn’t come off as well as planned or you want to 
change directions, make changes for the next show and do it 
again. Experimentation will allow you to find your voice.

PROMOTION AND SHARING 
Now that you’ve got something recorded or scheduled to 

broadcast live, build an audience by sharing the link to your 
show across other marketing channels.

1. Promote Each Episode Across All of Your Social Channels: 
Facebook, Twitter, LinkedIn and Google+.  Publish links and 
mentions on your website, emails and newsletters.

2. Spend a few dollars on Facebook Ads or LinkedIn Ads. By 
targeting specific audiences, just a few ad dollars per week 
will reach thousands of appropriate potential listeners. n

Jack Monson is a vice president at Engage121, 
which provides social media marketing services to 
franchisors and franchisees. He serves on The IFA 
Marketing and Technology Committee. Find him 
at fransocial.franchise.org

“Social Geek Radio”
Wednesdays at 8 p.m. ET
Hosts: Deb Evans, CFE, of Franchise 
Foundry and 
Jack Monson of Engage121
http://www.blogtalkradio.com/
socialgeekradio

 
“Franchise Interviews”

Thursdays at 10 a.m. ET
Host: Dr. Martin J. McDermott of Kaplan 
University
http://www.blogtalkradio.com/franchise-
interviews

“Franchise Today”
Thursdays at 12 p.m. ET
Host: Paul Segreto of Franchise Foundry
http://www.blogtalkradio.com/
franchisetodayshow

FranchisEsource Brands International 
Podcasts: 
Host: Brendan Major of FranchisEsource Brands 
International

“What Keeps You Up At Night”
Tuesdays at 10 a.m. ET
http://www.blogtalkradio.com/  
whatkeepsyouup

“ZorCast”
Thursdays at 12 p.m. ET
http://www.blogtalkradio.com/ZorCast

“Franchise Friday”
Fridays at 10 a.m. ET
http://www.blogtalkradio.com/franchisefriday

FRANCHISE PODCAST PROGRAM GUIDE
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iBeacons:  How 
They Work and 
How They Can 
Increase Leads 
for Franchise 
Brands
iBeacon technology is quickly evolving 
and authenticating the way franchise 
brands are interacting with their 
customers.
BY MICHAEL BOYER, CFE

THE IBEACON STANDARD IS revolutionizing 
the customer-service world overnight by letting 
franchise brands immediately “message” their 
current and future customers as soon as they 
enter their franchise locations. Beacons are a 
timely bridge between the mobile digital world 
and the customer’s physical, real world — they 
connect brands with customers who see a mobile 
advertisement and then have visited their stores. 
The link with these customers increases the 
return on investment in mobile advertising and 
helps owners understand how many actual new 
customers the campaign created — equaling 
immediate, real attribution. 

F E A T U R E S
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WHAT IS AN IBEACON?
 iBeacons (Apple certified beacons) or beacons are 

small computer devices that are placed inconspicuously 
within the franchise business location. These beacons 
then communicate with customer smartphones 
via Bluetooth Smart, also known as Bluetooth Low 
Energy. While communicating with smartphones, 
the beacon enables apps to understand customer 
location information and drive customer engagement. 
Customer privacy is a priority and customers can set 
their own privacy controls.

Many companies manufacture their beacons to 
meet the Apple iBeacon standard which supports 
data sharing and communicating with an iBeacon 
app. All iOS 7 and newer devices such as Android 4.3 
are automatically compatible with iBeacon standard. 
iBeacon manufacturers include Gimbal,Proximity5, 
Swirl and Estimote.

Beacons tend to be very inexpensive and cost-
effective so franchises can expect to pay between 
$10 and $40 for each unit. They are typically operated 
with batteries that last from six months to three years 
depending on usage and the environment in which 
they are placed.

 
HOW DOES A BEACON WORK?

First, when the beacon is installed, it is configured 
for a specific location. When the beacon is activated, 
it will send out its beacon identification to all 
smartphones within 70 meters. Some systems may 
install a few beacons in a location to track customer 
location within their store. If the smartphone has 
beacon-compatible apps installed it receives the 
beacon ID. These apps have been developed with 
beacon technology; customers do not need to install 
anything new on their smartphone. 

Once the app receives the beacon’s ID, the beacon 
now knows the precise location of the smartphone 
in relation to the beacon, based on the location 
information that was entered when the beacon was 
configured.

Beacons can be placed in almost any location 
within the business. Ideally, it should not be placed 
in an area that is blocked by walls or other types of 
interference that could weaken and degrade the range 
of the Bluetooth signal.

With this precise location information, the 
compatible app now can do a number of things to 
communicate with the smartphone user. Having these 
options gives franchise brands the power to create 
powerful mobile advertising campaigns. For example, 
the beacon can send a predetermined message to 
that smartphone based on its location relative to the 
beacon. This message can welcome the customer as 
they enter a store: “Welcome to the Perry Ford Service 
Department! What can we do for you today?” It can 
also provide promotional offers and information for 

products in that location: “Take advantage of our $19.95 
Oil Change special today!”

 
HOW CAN BEACONS HELP INCREASE 
BUSINESS AND DRIVE LEADS?

Using beacons in concert with customer acquisition 
and service strategies allows franchise brands to provide 
marketing links between the digital world and the real 
world. This will drive advertising attribution, increase 
customer loyalty and improve customer satisfaction.

Beacons are changing the world of mobile display 
advertising by providing the ability to know if a mobile 
advertising campaign was actually successful in 
driving people to a franchise location. With beacons, a 
smartphone that enters a store can be cross-referenced 
with the smartphones that received an ad from a mobile 
campaign. This gives the franchise brand a good metric 
on the number of customers who visited the location 
after seeing the ad on their smartphone.

When using beacons with a branded app, a franchise 
brand can drive loyalty offers to their customers based 
on the quality of the customer’s experience and micro-
location. For instance, when a loyal customer visits 
the franchise location, the beacon and franchise app 
monitor length of visit; if the customer waits longer than 
average for service, the app can automatically send the 
customer an attractive offer for its next visit, ensuring 
continued customer loyalty and future visits. 

With beacons, the brand message can be delivered 
when the customer is ready and open to receiving the 
message. For example, when a customer walks into a 
particular store, he might be greeted with a welcome 
message from that brand with instructions on how and 
where to proceed: “Welcome, thank you for visiting 
Acme HairStyles — we’re glad to see you! Please check 
in with the receptionist and your stylist will be with 
you soon!” This is a very timely brand message that 
is contextually relevant to the customer’s real-time 
experience. This creates a higher quality of customer 
interaction and builds greater customer satisfaction.

iBeacon technology is quickly evolving and 
authenticating the way franchise brands can and are 
interacting with their customers. The technology 
provides location-based and real-time relevant 
information, targeted promotional offers and immediate 
return on mobile investment. Over the coming months 
and years, beacon-based location marketing will allow 
franchise brands to provide information to customers 
when and where they really want it, leading to increased 
revenues, more satisfied customers and ultimately, and 
most importantly, brand loyalty. n

Michael Boyer, CFE, is CEO of AdSmart 
Inc., a company that provides mobile 
display advertising for franchise companies 
and their franchisees. Find him at 
fransocial.franchise.org. 
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You can gain liquidity without giving up control in a 
private-equity transaction. With so many private-equity 
firms vying to invest, there is likely one with the appetite 
for your preferred scenario. 

• “My partners don’t want to sell.” 
Many owners of businesses think that they must act 

in unison with their partners when it comes to getting 
liquidity. A private-equity investment can be a very 
healthy way to provide liquidity to those that want or 
need it while allowing those that still have a passion 
for the business to remain in place. Private equity is a 
great way to realign the shareholder base and avoid the 
awkwardness of partners having to negotiate against 
each other. A private-equity firm (a neutral third party) 
can make an offer for the business that sets a value. Then 
each partner can choose to sell anywhere from 0 percent 
to 100 percent. Each party can make its own decision, 
thereby eliminating many potential conflicts.

Sometimes shareholders with a severe health situation 
want a trust to retain a percentage of ownership, even if 
he or she were to pass away, as they wanted the estate to 
gain from the likely success in the years ahead.

Seller’s Market Opens 
Myriad Options 
Now is a great time to sell some percentage of your business.
BY JEREMY HOLLAND 

Franchise industry entrepreneurs and management teams 
may never see a better market for selling all or part of their 
companies. I have worked in private equity for nearly 20 years 

and have never seen companies valued at such high multiples of 
their annual earnings. Many factors are fueling this trend, including 
competition among interested investors and low interest rates, but 
one thing is certain — this great seller’s market won’t last forever.

So what’s a business owner to do? As someone who seeks out 
deals for The Riverside Company, a global private-equity firm, it 
probably seems self-serving that I’d encourage you to sell now, but 
private equity offers many more options than simply selling. I’ve 
heard plenty of myths in the course of my work, and by dispelling 
some of them I hope to show how you might benefit from this 
incredibly strong market while doing exactly what you want with 
your business.

Some common concerns I hear from business owners and 
managers include:

• “I’m not looking to retire, so I’m not ready for private 
equity.” 

You don’t need to sell your entire stake to obtain 
liquidity. Most buyers prefer when management is 
eager to remain in place and shareholders wish to retain 
a meaningful ownership stake. This communicates 
continued confidence in the business and allows the new 
investor to retain talent and knowledge. 

F I N A N C E
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• “I’m growing so fast, that I would be crazy to 
sell.” 

Often the reverse is true. When business is 
booming, you get a much higher multiple for the 
rapid growth. If one plays out that rapid growth 
cycle until the business levels off, buyers will pay 
a lower multiple. So, even if you only want to 
sell part of the business today, it may be wise to 
take advantage of the premium value provided 
by your strong growth.

• “I don’t want my competitors to get a hold of 
my secrets.” 

Competitors gaining access to your 
information is a smaller hurdle in franchising 
than in other business models because 
considerable information is already publicly 
available via the franchise disclosure document. 
That said, private-equity firms routinely sign 
confidentiality agreements. Only work with ones 
that will sign. Also know that you can direct your 
advisors to only share the information with a 
small, select group of potential investors with 
strong credentials to limit the distribution of 
your information.

Perhaps you’re now considering selling a stake in your 
business. As a potential seller, shop around to find the 
best private-equity partner for your situation. Do your 
due diligence on private-equity firms, just as they would 
on you. Ask around to learn about their reputation and 
track record, both in and out of franchising. Consider 
inviting them to a more social setting where you can 
really get to know them as people. Choose an activity 
you enjoy out of the office and see if you like who they are 
when they let their hair down. Here are some ways to dig 
deeper to gain insight into a private-equity firm:

1. Ask the management teams of their former 
portfolio companies about these items:

a. Board Composition.  Will it be full of the 
people from the private-equity firm or will 
there be external experts to help you take 
the company to the next level? 

b. Compensation for Management. What 
percentage of the company was made 
available to management in stock options? 
Do members of the management team feel 
they were fairly compensated? 

c. Was the focus on driving growth or cost-
cutting?

2. Understand the capital structure. Two offers 
with the same headline valuations may be very 
different. Some offers have very simple capital 
structures and others are quite complex. If you 
don’t fully understand an offer, ask your advisors 
to explain it again (and again and again) if 

necessary. As one example, a common structuring 
technique uses different classes of stock. Ask your 
advisor if the proceeds to you and management at the 
time of the private-equity firm’s exit will differ among 
the offers/structures.

3. Find a private-equity firm that can add value to your 
business and demand specific examples. Speak to 
current and former management teams from their 
portfolio (including names beyond the few they have 
teed up for you). Look at their experience and think 
about whether they will add value to your business. 

4. Seek alignment with your growth plans. If you are 
interested in expanding internationally, ask for 
specific examples of the private-equity firm investing 
in franchising outside of North America. Inquire about 
their overall international experience and presence. 
There is no substitute for having locals in various 
markets to help you navigate the waters, so dig 
deep and inquire how long they have been in those 
countries and their number of investments abroad. 
A single professional in London isn’t really a global 
presence.

5. How many years has the firm been around? Experience 
and track records are crucial.

It may seem like a lot of work to prepare for a sale, but 
it will serve you well, and all of it can be done quickly and 
effectively with the help of great advisors. Choose top-tier 
and focused franchise counsel for your franchise matters and 
separately seek very experienced merger and acquisitions 
counsel to work alongside them to advise you through the 
private-equity process. Sticker shock is common when you 
ask about their hourly rates, but they can save (or even make) 
you a great deal of money by providing expert advice through 
the negotiations. The same applies for your accountants. The 
International Franchise Association can help you locate top 
quality, experienced and focused service providers through 
its Supplier Forum. Take advantage of that valuable resource.

Now is a great time to sell some percentage of your 
business. Selling a stake offers many options, and franchise 
owners that do great due diligence and pay up for great 
advice can really cash in on today’s market.

Despite the extra work and analysis involved, the use of 
strategic alliances may be well worth the investment and offer 
franchisors the means of increasing their brand coverage in 
today’s competitive environment. n

Jeremy Holland is a principal with The Riverside 
Company, a global private-equity firm focused 
on investing in growing businesses valued at up 
to $250 million which has invested in more than 
345 transactions since its founding in 1988. Find 
him at fransocial.franchise.org.
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Evaluating Your Franchise 
Business Model: Is it Time to 

Change? 
Enacting positive, fundamental change in your organization 

may mean causing a disruption in the system’s established and 
comfortable ways.

BY WILLIAM SWANSON

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

Change is critical for a franchise organization 
to thrive. Because market trends shift, 
franchisors need to be ready to evolve or 

inevitably suffer a slow and painful demise. 
The necessity to change gears occurs in every 

type of franchise system, at any given time in 
its lifespan. Whether it’s the need for a home 
improvement franchise to add an entirely new 
service line, a health and wellness concept to serve 
a new demographic, or a 50-year-old fast food 
concept to revamp its brand and image,  there’s no 
way to avoid change. 

Before deciding to institute any type of 
significant business model change, leadership 
teams should carefully evaluate its potential impact 
on profitability, its consistency with the brand 
offering and its ability to be rolled out system-wide.

Sometimes, capitalizing on lucrative market 
opportunities requires fundamental changes to 
the existing franchise model — changes that go 
well beyond a new logo, tagline or store remodel. 
In fact, to be able to capture greater market share 
within new market dynamics, franchisees may have 
to change their entire mindset in terms of how they 
approach and conduct their business. This shift 
obviously must also occur among the corporate 
team which, typically, but not always, is a much more 
receptive and willing audience than franchisees.  

Enacting positive change may mean causing 
a disruption in the system’s established and 
comfortable ways. Based on experience, here 
are some thoughts on how to achieve a positive 
outcome, and what to expect along the way. 

(Continued on page 50)
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EVALUATE AND VALIDATE THE NEED FOR CHANGE
The reason for change must be grounded in fully 

understanding the consumer base, current technology, as well 
as industry or new product research.  Obviously, there must 
be a need, such as discovering a niche or new demographic 
market waiting to be served, or if sales performance shows 
the current model is no longer working. 

At Cartridge World, a combination of research, market 
indicators, progressive franchisee success and feedback within 
the system demonstrated that the original target audience and 
service that the brand was founded upon — refilling printer 
cartridges for walk-in retail consumers — shifted dramatically. 
Rather than focus on single transactions for consumers, the 
market need shifted to providing comprehensive solutions 
of printers, printing supplies and repair services for business 
customers, executed through outbound sales.

The quote “seek first to understand before being 
understood,” from Stephen Covey’s book, “The Seven Habits 
of Highly Effective People,” provides a guide to approach the 
change. To implement the change successfully, it is critical 
for the franchisor to learn what is happening in the field, and 
to experience it firsthand. This allows leadership to gather 
and compile information to serve as a source of validation for 
the need to change prior to developing the new model and 
communicating with the system. 

Having substantial foundational research can make all the 
difference in justifying the need for change. What comes 
next can be the hardest part for many franchisors:  the actual 
process of communicating the new model to their franchisees. 
Here are some thoughts to consider. 

DETERMINE CURRENT LEVEL OF ENGAGEMENT
By taking the time to truly understand franchisee 

performance, franchisors can know which franchisees in the 
system have the highest level of engagement. Chances are, 
these franchisors will be enlightened by what they learn from 
their most engaged franchisees. Typically, the most engaged 
franchise owners are the ones who are in front of market 
trends, and their sales prove it. They will be the examples to 
their peers to help roll out the change among the system. A 
collaborative, “seek first to understand,” approach will lead 
toward the best outcome. It’s the notion of “do it with them, 
not to them.” 

KNOW THE CONFIDENCE CLIMATE
A franchisor who has a vision for success among the 

franchise system, believes in that vision, and truly wants to 
work toward seeing it blossom, will have a higher likelihood 
of achieving success. Although the franchisor will see the 
potential of the goal it is working to achieve, keep in mind 
that the franchisees might not see it the same way, and can 
be resistant to working with the franchisor on that change. 
Franchisors must consider that the owners might not have 

had successful experiences with similar situations in the past, 
and that their confidence levels may be low because of it. If 
necessary, adjust the approach.

FEAR NOT
There’s no doubt that franchisors will be challenged 

with resistance from their franchisees regarding change. 
Franchisors should be ready and armed with facts and solid 
reasoning so that they look forward to, rather than dread, a 
healthy debate. Even more, they need to be prepared that 
some franchisees may not be up for the challenge of change 
and decide to leave the system. In these cases, franchisors 
need to embrace rather than fear that scenario, and be fully 
prepared and help the departing franchisees transition to a 
new owner who understands and embraces the new model.

The influencers working to implement change at Cartridge 
World were faced with multiple resistors. One challenge 
came from franchisees who wanted the business to remain 
a consumer-facing storefront and a walk-in customer retailer, 
rather than embrace changing consumer needs and develop 
outbound solution-selling skills and personnel to attract and 
service business customers.  The skill set of these franchisees 
needed to evolve. Another challenge was to shift franchisees’ 
focus from manufacturing ink and toner cartridges in-house 
to expanding the product line and relying on vendors to 
supply printer cartridges, printers and supplies. This literally 
gave franchisees more time to implement outbound sales 
and service. 

WALK BEFORE YOU RUN
Testing the new model offers the ability to carefully 

observe results prior to rolling it out system-wide. It also offers 
the opportunity to use those positive results as a “selling” 
tool to other owners.  Start with an alpha test, where select, 
engaged franchisees perfect the model.  Next, evaluate it 
more broadly using a beta test, where the new model can be 
tested in approximately 10 percent of the system. Finally roll 
it out completely, using the tools developed and learnings 
gained from the alpha and beta tests.

In the end, by following some of these guiding principles, 
franchisors will be better able to approach the monumental 
task of enacting change in their franchise systems. They may 
even find executing change to be one of the most important 
and fulfilling challenges they will face as leaders of their 
companies. Inevitably, change is unavoidable and necessary, 
and it’s management’s role to lead. n

William Swanson is the North American CEO and 
global CFO of Cartridge World, the specialty 
retailer of ink and toner printer cartridges, with 
more than 1,400 retail locations in more than 50 
countries. Find him at fransocial.franchise.org.

(Continued from page 49)
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Less is More: How Franchisors 
Can Reduce Costs 

When looking to reduce costs, starting small is a great way to go. 
BY JOSH YORK

At a time when more people are showing interest in 
business ownership over a corporate nine-to-five 
gig, franchising offers an option that is difficult to 

match elsewhere and a pathway to success that is easier to 
follow than a traditional start-up. It is because of this that 
franchisors must consider how they can run a successful 
franchise while also reducing costs.

Reducing costs is not as difficult as many may think. It 
is all about making smarter choices, ones that do not make 
companies vulnerable, but valuable instead.

Cutting costs is by far the quickest and easiest way 
to improve a company’s profitability. It brings immediate 
savings and ensures that the company will remain in 
competition with others in the industry for the long term.

If all of that is in alignment, there still will remain other 
issues to be considered. For one thing, access to capital 
and the financial wherewithal to make it through the rigors 
of keeping a brand operational and successful. 

Obviously, it would be tremendous if revenue simply 
came rolling in the door at the grand opening — even 
better if there was no personal exposure to capital 
shortfalls or cash-flow challenges during the first months 
(or even years) while the business began to take flight. But, 
of course, those exposures exist. 

A BROADER PICTURE
Having a broader picture of how much capital, when 

you’ll need it and the velocity at which the money is 
going out and coming back in are essential to operating 
a business. 

To reiterate, the resources to launch are critical. But it 
doesn’t end there. A cash reserve is also vital. After you 
know what the key expenses are, you can use basic skills 
and tips to reduce costs.

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

Being a franchisor, understanding your brand, the 
products, the value proposition and any other differentiator 
is important, and ultimately may be a considerable factor. 
However, knowing how a franchise takes flight, how much 
time is required to engage with customers it seeks and 
how to begin to smooth financial operations is essential.

When looking to reduce costs, starting small is a great 
way to go. Drawing from experiences familiar to those in 
franchising and applicable to small-business owners alike, 
here are some key concepts to consider when looking to 
operate for less:

1. Maximize Your Team.  At the same time, be 
sure not to overstaff. Utilize the individuals who 
comprise the franchisor team and demand the best 
of their abilities. Take time to know everyone on the 
team and learn their strengths.

2. Incorporate Guerrilla Marketing Tactics. Use 
marketing strategies that put the company right in 
front of its target audience. There is no guarantee 
on ads or marketing placements, plus they tend 
to be a huge expense in regards to paper and 
printing, so why not get upfront and personal with 
people and make the brand a memorable one. 

3. Nothing Good Happens Fast. Growth is good, 
everyone wants growth, but it is essential to build 
a strong infrastructure before taking off and really 
stretching the legs of the company. Good things, 
including growth, take time.

4. Get Social. Stay away from direct mail campaigns 
and utilize various social media platforms instead 
to get in touch with your audience members. 
Nowadays there is a multitude of social media 

(Continued on page 53)
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platforms that companies can use to grow their 
brand’s presence and audience base. Take the time 
to figure out which would work best for the overall 
company, then choose the proper outlets; it could be 
just a couple of platforms or a handful, just be sure 
it makes sense for the company and its long-term 
growth.

5. Hire Interns. Keep in mind rule No. 1 and don’t 
overstaff, but do not hesitate to engage interns. Many 
students look for internships throughout the year. 
Take time to meet with the entire team and discuss 
any staff needs, as well as the role and responsibilities 
of an intern so everyone agrees with how an internship 
program would operate. Not only does the company 
want to benefit from having extra people to help, 
but interns are there to learn, as well. They could 
ultimately become your biggest advocates and one 
day future employees.

6. Think Long Term. Pay yourself, but also think long 
term. Everyone wants a big salary, but the focus on 
cutting costs within a franchise starts with just that 
— the franchise — so don’t cut yourself short, but be 
smart about it.

7. Hire the Right People. Find the right people who 
believe in you and your brand. Finding people who 
fit can take time, but nothing good happens fast. Be 
patient and find individuals who want to see the brand 
succeed just as much as you do. Once you have found 
people who are a good fit, hire them! 

8. Work in, Not on. Work in the business, not “on” it. 
Be immersed entirely and don’t be distracted. The 
success of the business will follow.

9. Essentials Only. Do not spend company funds on 
anything that is not essential. Prepare early by making 
a budget and sticking to it as much as possible to 
avoid unnecessary spending. Of course, set aside 
some extra funds for essential purchases as they will 
indeed arise. n

Josh York is CEO and founder of GYMGUYZ, a 
home personal training brand based on Long 
Island, N.Y. The brand is represented by a fleet of 
vans and has expanded services to the majority of 
Long Island, Queens, Manhattan and 
Westchester, N.Y.  Find him at fransocial.

franchise.org.
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Five Ways 
Franchisees Can 

Increase Their Profitability
Demonstrating your value to a community by discussing industry-
specific topics provides potential customers a sense of security 
when they seek out your business or products.  
BY ROGER MURPHY

Despite the shelves of how-to books released each year and the business 
coaches lining up to offer support, the overall success of a company 
is contingent on countless factors — some mutually exclusive, others 

closely intertwined. As such, two franchises with the exact same product or 
service could have very different fates, depending on the execution of their 
business model. 

To ensure today’s franchise owners have a fighting chance at achieving 
success and profits, operators should consider these five proven steps. 

1. Diversify the Brain Trust. When a small-and medium-sized business’ 
entire operations are the responsibility of an individual owner or 
manager, the company operates at a constant risk of peril, even if 
everything is running smoothly. Consider this: if the franchisee retires, 
fell ill or resigns tomorrow, would the staff have the knowledge, access 
and aptitude to keep running the business as usual? If not, you may 
have an unnecessary risk on your hands. 

Valuable companies are those that have demonstrated resilience 
and have a small collection of leaders to carry on the company’s legacy 
no matter what it faces. If only one person in the business handles 
customer and vendor contacts, understands the company’s growth 
strategy or just has the keys to the front door, an unfortunate series of 
events can cause everything to topple. 

A franchise business’ lasting and most successful employees can be 
groomed to ensure its seamlessly operations. Not only will this fill the 
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employees with a sense of accountability and trust, 
but the business owner can have the peace of mind 
that his legacy might outlast the risk of unforeseen 
obstacles, and the overall business will become a 
more valuable entity.

2. Cut Operation Costs. Everyone knows earnings 
minus costs equal profits, but inexperienced and 
seasoned entrepreneurs alike might overlook some 
obvious ways to push certain factors in their favor. If 
you’re in manufacturing, simply swapping vendors or 
changing production materials could cut operational 
costs. For the rest of us, solutions might not be quite 
so apparent. Some options that business owners 
could consider include:

• Reducing the amount of owner perks paid 
for by the company.

• Sell or remove unnecessary assets that go 
unused or reduce efficiency.

• Normalize inventory levels to reflect typical 
operation conditions and reduce wait time 
for inventory refills. Time spent waiting for 
inventory to restock leads to costly missed 
opportunities.

3. Hone in on Loyal Customers and Clients. Chances 
are, you already have a positive relationship with 
your loyal customers, and you can tap into that to 
understand the diversity of their needs. As you 
introduce new products or services, your franchise 
can become more profitable and valuable. 
Franchisors should recognize the value of limited 
time offers and seasonal services, and get customers 
hooked on them. Eventually, it becomes the business 
owner’s responsibility to upsell customers and 
introduce clients to everything the business offers.  
   Perhaps in some cases, your loyal clients simply 
aren’t aware of all the products and services they 
have access to. At some point, timely upselling can 
be just what a business needs to boost its profitability 
from existing revenue streams.

4. Celebrate Your Uniqueness.  Anything that a 
business offers or exemplifies that other companies 
can’t or would struggle to replicate immediately 
makes the outlying business more valuable. A 
company’s uniqueness might stem from the niche 
service it provides or the niche audience it serves. 
Uniqueness might come from patents that a business 
owns or even the capital investment necessary to 
get it off the ground. Whatever makes your franchise 
business special, allocate resources to make sure that 
quality continues to exist and flourish. 

Ideally, franchise owners should want a brand that 
is difficult to replicate, either because of the products 
and services it offers, or other qualities that lend to its 
one-of-a-kind identity. Uniqueness is pivotal in earning 
and retaining substantial market share, essentially 
giving potential clients and customers nowhere to 
go but your business. Having a significant market 
share allows the business owner some control over 
the market value of a product since relatively few, if 
any, competitors are vying for the same clientele. This 
isn’t supposed to be a green light to exploit existing 
and potential customers, but rather an effective litmus 
test in measuring and demonstrating the value of a 
business.     

5. Share Your Expertise. Whether business owners 
choose to use a PR team or just actively promote 
themselves, demonstrating market or industry 
expertise to others can be an effective way to increase 
value and profitability. Two identical businesses with 
the same product, business model, even price point, 
could vary greatly in their levels of success depending 
on the reputation of their ownership or management. 

Entrepreneurs who participate in speaking 
engagements, offer sound bites to media outlets, 
perform guest lectures at schools or events or just 
have a popular social media presence are inadvertently 
lending the reputation and perceived value of their 
company. 

Some entrepreneurs might hesitate to reveal 
trade secrets that could potentially jeopardize the 
uniqueness of a company, even when the benefits of 
a consistent public output are outlined. In situations 
like this, carefully crafting brand messaging or 
employing a publicist to lead the strategic public 
output can be an accessible solution. Alternatively, 
most entrepreneurial thought leaders aren’t revealing 
what makes their business tick. Rather, the reputation 
and nature of these thought leaders’ businesses are 
what get journalists, investors and peers to listen in the 
first place. Demonstrating your value to a community 
by discussing industry-specific topics hardly ever leads 
to copycat saboteurs. Instead, it provides potential 
customers a sense of security when they seek out your 
business or products. n

Roger Murphy is the founder and CEO of Murphy 
Business & Financial Corp., a North American 
business brokerage firm with more than 150 
franchises and agents across the United States 
and Canada. Find him at fransocial.franchise.org. 
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Stories about today’s great business success stories often 
demonstrate how continuing to take risks improves on what 
is working while consistently creating a better company, and 
more appealing franchise opportunities. 

After experiencing an adverse event, one will reach a 
turning point. This can be viewed either as a reset opportunity 
or it will become a point where the past will control the future. 
Here are three keys to overcome adversity and turn it into 
entrepreneurial success.

ACCEPT THE INEVITABLE
Accept that bad things happen to everyone; it’s inevitable. 

No matter how much planning, preparation and mitigation to 
risk one undertakes, some things are outside of our control. 
How people handle the situation and grow from it will define 
what kind of person and what type of company will form as a 
result.

DON’T LET THE PAST DICTATE THE FUTURE
Dealing with the adverse situation now is a lot easier in the 

long run than putting it off another day. Speaking of tomorrow, 
make sure to save for that inevitable rainy day. Even when you 
make it through the storm, it doesn’t mean a levee isn’t going 
to break on you the next time. This helps ensure that there’s a 
lifeboat for the future.

EMBRACE MISTAKES AS LEARNING OPPORTUNITIES
Never give up. Look at everything as a lesson learned and 

don’t look at mistakes as failures or for not thinking differently. 
Instead, understand and admit when something goes wrong. 

From FEMA Trailer to 
Franchise Founder
Three keys to turn adversity into entrepreneurial overdrive.
BY CHARLES WILLIS

Nine years ago last August, Hurricane Katrina devastated 
my home and New Orleans. Shortly after, I was living in 
a FEMA trailer in the parking lot of my current employer 

and wondering what I was going to do with the rest of my life. 
With the city’s future uncertain, my future in New Orleans was 
also displaced and all of my possessions were under eight feet of 
water. Little did I know at the time how such adversity would take 
me to Houston where I would later co-found one of today’s fast-
growing paint-and-sip franchise companies — Pinot’s Palette.

ADVERSITY HAPPENS
Whether we like it or not, adversity is part of life and 

happens to everyone; it doesn’t show favoritism and it knows no 
boundaries. Adversity is more than just one difficulty or setback. 
It can be a series of difficulties or misfortunes that keep people 
from achieving their goals. Too often, it can also become one of 
the biggest hurdles when starting a new business, but it doesn’t 
have to be. 

In fact, one can be thankful for adversity. Learning to deal with 
and overcoming it is what makes successful businesses. Every 
challenge and every difficulty a business owner successfully 
confronts in life serves to strengthen him, and gives the owner 
the confidence and ability to conquer future obstacles. As anyone 
opening a business can attest, inevitable setbacks are sometimes 
out of our control. However, overcoming these roadblocks can 
clear a path to an even better future.

Risks are easy to take when you’ve got nothing to lose. When 
I lost everything to Hurricane Katrina, my drive to start a business 
and explore an entrepreneurial dream only got stronger. Risk is 
how any successful new business progresses in the first place. 
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Ask yourself what you have learned from the situation 
and what you will do differently the next time. Some of 
the smartest people that run successful businesses didn’t 
get it right the first time, but they know how to deal with 
circumstances that arise by learning from past mistakes. 
Determination, resilience and persistence enable great 
business people to push past their adversities and prevail. 

At the core of any 
successful franchise model 
are the franchise partners 
who, like the franchisor, are 
also the risk-takers.

At the core of any successful franchise model are the 
franchise partners who, like the franchisor, are also risk-takers. 
The risk factor that franchisees take can be challenging to 

assume as they begin the process of owning their own business. 
For many it’s like starting over, just like after Hurricane Katrina. 
They’re leaving the familiar job to embark on being their own 
boss, as well as overseeing employees. In most cases this also 
means taking on the role and responsibilities of being a first-
time entrepreneur.

That’s where you, having already been there, can play an 
important role in providing support and encouragement, 
reminding your franchisees that it’s the risk-takers who succeed 
in the face of adversity. Overcoming adversity is never easy, but 
sticking to a vision, seeing it through and ultimately achieving 
your goal is priceless. 

One of my favorite quotes actually came from a Pinot’s 
Palette franchisee who commented: “I didn’t say it would be 
easy; I said it would be worth it.” n

Charles Willis is the co-founder and president of 
Pinot’s Palette. Find him at fransocial.franchise.
org.

Don’t Miss The 2015 ICFE Special Sessions! February 14-15, 2015

February 14 
• IFA Fran-Guard™ 
• Principles of Franchising  
• Financial Boot Camp: Improving 

Network Unit Profitability and 
Performance

• Leading with Excellence 

February 15
• IFA Fran-Guard™  
• Profit Mastery Charting a Course for the Future 
• Leadership Motivation and Sales  

Techniques for Champions 
• Moving from Conflict to Collaboration:  

Effective Franchise Relationships  
Drive Bottom Line Success

This year at the 2015 IFA Annual Convention, the ICFE will present eight sessions over a two-day period (February 14-15).  No matter if you 
are a new CFE candidate or a current CFE seeking credits for recertification there is a session for you! You owe it to yourself and you also 
owe it to your staff to take advantage of these courses. 

At the 2014 IFA Annual Convention, the ICFE celebrated its 1,000th CFE; currently there are nearly 1800 franchise executives who are 
certified or currently working toward their certification.  If you are not already enrolled in the Certified Franchise Executives ™ (CFE) 
program, don’t wait another minute.  Enroll today online at our website—www.franchise.org/cfe.aspx.  The ICFE Special Sessions and the 
CFE designation will advance you, your staff and your system – take 2015 by storm and be the best you can be!

#IFA2015

To register and for more information visit our website: 
http://s4.goeshow.com/ifafoundation/icfe/2015/

Robert Nevadomski, CFE
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Successful Franchisees 
Offer Expansion Tips

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

QUESTION:  How do you reduce potential risks when expanding into 
new units?

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

Irfan Ali is an owner of four Seva spa 
locations; three in Bakersfield, Calif., 
and one in Los Angeles. Find him at 

fransocial.franchise.org.

ALI: “The first and most important part of expansion in business, especially a franchise business, 
is the franchisee support. If you have the proper franchisee support and guidance, it gives you the 
confidence to move forward in growing with the brand. Through the continued support of Seva, I’ve 
developed a three-part process that helps me eliminate risk and have a smooth expansion process.

“First, I want to focus on building up a solid brand reputation with my first existing franchise. One 
of the key factors in expanding a franchise is having that strong name recognition, and customers 
know that they can come to you for quality treatment. Establishing a steady base of patrons that are 
continuously returning for products or services is essential. 

“That leads into the next step, which is determining the locations for expansion. I try to close on 
stores that are within 10-12 miles of each other. Ideally in my territory, I’ll have stores in the north, 
south, east and west parts of the city. I have to be careful so that I don’t take business away from 
myself, so to speak. I attempt to keep all of the stores functioning at the same rate, all generating the 
same earnings. When you have nearby locations, it enables the employees to move around easily, 
which is the final part of successful expansion.

“When I hire aestheticians and managers, I don’t just look for bodies to fill a location. Instead, I 
prefer to hire a select few with strong backgrounds and skills, and have them rotate throughout the 
stores. It creates a certain familiarity between all of the locations, and contributes to that strong, 
successful name Seva works to build as a brand. 

These methods, combined with the ongoing franchisee support from Seva, have been a proven 
formula for successful expansion.” 
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CHAFFEE:  “Since opening my business in Phoenix 14 years ago, I’ve been able to expand 
our reach from Arizona to West Texas.   It’s hard enough to own and operate a successful business 
in one market, let alone multiple markets.  The most difficult aspect of expansion, in my opinion, is 
understanding how to communicate with customers in different communities.  Our customers in Phoenix 
often have different personalities and expectations than our customers in El Paso; it’s our job to make 
sure we understand those differences and create custom-tailored solutions to meet each customer’s 
needs.

“Outside of an unwavering dedication to customer service, I would advise all franchisees who are 
considering expansion to make sure they are:

1. Financially sound. Similar to your first location, it takes time to establish a footprint and 
positive reputation in a new community. Make sure you have a cushion that will allow you to 
handle months of little to no profit as you get started.

2. Surrounded by great, talented people. As you expand, particularly to new states, it will be 
impossible for you to be present to handle all of the projects/problems associated with the 
business. Make sure you hire people who are capable of following through on your brand’s 
unique value proposition.

3. Successful with their existing business. If your existing locations are not thriving, it’s a 
mistake to expand to new locations.

4. Personally involved with the business. Owners need to be actively involved with all 
locations. Simply throwing money at new and existing businesses will not lead to success.

5. Healthy and passionate! It’s important to have the health, energy and motivation to make a 
new location a success. This is particularly true when you first open the doors as brand new 
businesses require constant supervision to turn it into an income-producing enterprise.”

 

Ken Chaffee works with more than 25 
OpenWorks customers and is a unit 

franchisee in three separate markets - El 
Paso, Texas, Phoenix and New Mexico.  

While most OpenWorks franchisees 
operate in a single metropolitan area, 

Chaffee operates in several areas. Find 
him at fransocial.franchise.org.   

GIMBEL:  “Expanding your business can be challenging. Growing into new markets or even 
growing your current market presents plenty of challenges for owners and operators. As someone who 
has operated across multiple markets and grown into new territories, I would be lying if I said it was easy. 
    “Reducing the risk of making such a move can be done by building a solid infrastructure, a team that 
is passionate about your product, and by being able to see the business from a birds’ eye view to swoop 
down and implement changes.  Being customer-driven is important especially as you make a name for 
yourself in new markets. 

“Another important aspect is understanding the subtle differences between the demographics of your 
surroundings in a new territory and existing territory alike. Just because you are growing in the same 
city, does not guarantee similar spending habits and customer practices as your already existing unit(s).  
Being able to identify the discrepancies and create a marketing plan tailored to drive business to your new 
customers is incredibly important.

“Finally, know your real estate. Be certain you position yourself for success not only in the now, but 
in the future. Where is the growth in your market? Are you in a mature area or a blooming area? And 
what works best for your concept? Be certain to think of new units in a three-dimensional view and ask 
yourself where your business will be in five years. Growth can be a scary thing, but it doesn’t have to be. 
Remember: ‘Proper Prior Preparation Prevents Poor Performance!’”n

James Gimbel operates three Capriotti’s 
Sandwich Shops; one in Las Vegas and 

two in Iowa. Find him at fransocial.
franchise.org.
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Growing Your Brand 
Globally Without 

Sacrificing Your Core 
Business

If a franchisor invests enough research into the cultural, 
economic and political dynamics of a given country, its brand 

and international franchisees are more likely to succeed.
BY ANTHONY PADULO, CFE

Once a franchise system is well-established and thriving 
domestically, it’s a natural next step for the company to begin 
thinking “big” as in global growth. 

The outcome of global expansion plans is not always predictable. 
Just because a brand flourishes in its country of origin, such as the 
United States, doesn’t mean that it will automatically prosper overseas. 

Taking a successful domestic concept and demonstrating the correct 
level of flexibility for international development is critical, particularly 
when deciding on the appropriate development vehicle for international 
growth. Should you use individual franchising, multi-unit franchise, area 
developer or master franchisees? One must understand that each form 
of development will carry its unique set of challenges and rewards, and 
ultimately, may depend on the level of control the franchisor seeks to 
maintain or share with an area developer or master franchisee.

Flexibility is a key factor that can determine a franchise system’s 
success or failure with international growth. The franchisor must be able to 
adapt reasonably and may have to develop slightly different parameters 
to adapt to each country’s culture and regulatory environment. For 
example, franchisors who are too rigid with their business model and 
unwilling to compromise to help the brand fit in with a country’s culture 
are likely to fail in the respective country. Similarly, too much flexibility, 
such as nearly overhauling their business model in an attempt to better 
fit the foreign culture, carries a different risk. A company with multiple 
business models in various parts of the world risks diluting its brand, 
confusing both consumers and franchise prospects. 

Franchisors can take certain measures to ensure their brands are not 
compromised by overseas expansion and set up their brands for success 
beyond U.S. borders. 
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BRAND AND DEMAND EVALUATION  
Before franchisors can begin to consider how to keep 

their core business models intact overseas, they first need 
to evaluate whether their brand is ready and capable of 
expanding in the first place.  Is now the right time for the 
business to expand globally? To answer that question, think 
extensively about each of the following:

• Does the company have a well-established, proven 
business model in its original country?

• Are the company processes and systems clearly 
defined, ready to be exported?

• Is the company prepared to communicate in 
different languages?

• Does it have the resources and finances to absorb 
the extra cost of international support?

• Are the majority of existing domestic locations 
bringing in healthy average revenues?

• Are processes and software in place that can help 
owners expand overseas?

• Is there strong demand for their product or service 
offering?

International growth should be considered only when 
the brand has established a successful presence in its 
original country and has a proven model with a solid home 
office infrastructure and additional resources in place to 
support it.

Next, a franchisor should carefully investigate demand 
for its products or services elsewhere in the world. Consider 
hiring outside consultants to assist in completing in-depth 
analyses of the various countries for potential expansion. 
Business executives should find credible data regarding the 
demand for the product or service the business provides, 
and they should research the political, demographic and 
economical details of the country itself.  Is the country 
politically stable? What is the process in regards to 
repatriating funds? What language is spoken and what 
is the average cost of living? Does that country have a 
lifestyle or culture that will readily accept your concept? 
Most franchisors, unless they are of McDonald’s stature 
and funding, do not have the luxury of time and expense 
involved with creating a demand for a product that is 
not only unknown, but would also require a shift in that 
population’s normal routine. 

Once it’s established that the business is ready to expand 
internationally, demand for the services exist and target 
countries have been identified, the franchisor is well-poised 
to expand the brand successfully and take steps to ensure it 
does not jeopardize its core business model in the process.

THINK GLOBALLY. ACT LOCALLY.
It is unrealistic to think that the franchise business 

model will not need to undergo any changes when entering 
another country. Think of the concept in global terms, but 
also consider local preferences or expectations of each 
country that may require the concept to be modified 
accordingly. There is a way to balance doing this while also 
not compromising the integrity of the business.

Think about what is sacred in the original business model. 
For example, BrightStar Care is a full-service, private-duty, 
in-home care agency that provides medical and non-medical 
care to clients. These four key components differentiate the 
brand from other private-duty, in-home care franchises:

1. Families worldwide seek trusted, expert, 
compassionate providers to care for their loved 
ones, and this agency requires all locations to have 
a registered nurse oversee the plan of care for each 
client; supervise all caregivers; and be available to 
answer questions about their care.

2. The locations offer non-medical and medical 
services. This full-range of services lets families stay 
with one team as their loved ones’ care needs evolve 
over time. For franchise owners, this range of service 
offerings broadens the revenue mix.

3. The company requires all of its U.S. locations to 
achieve Joint Commission Accreditation — the gold 
standard in health care quality standards.

4. Each location manages its business through a 
specifically designed proprietary software system.

When researching expansion into other countries, the 
goal is to replicate each of these pieces wherever the brand 
goes. Realistically, however, franchisors may need to decide 
which essential elements can be tweaked if necessary. 

In our case, certain countries may have regulations that 
don’t allow small businesses to offer skilled medical labor 
where there are no private doctors’ offices and all doctors 
work out of hospitals. The culture may not accept or trust a 
private in-home health care business. In this case, solutions 
to consider would be to offer solely companion (non-skilled) 
care, or perhaps look into opening the business inside a 
hospital.

When looking for potential franchise owners, it’s critical 
to bring on candidates who can be trusted to consistently 
carry out the high standards of a brand. By selecting owners 
who live in the particular country, for example, everyone can 
bring different ideas to the table on ways to keep the brand 
consistent and help it thrive in that community. 

TEMPER EXPECTATIONS 
Next, franchisors need to be patient in expectations of 

success. They should give local residents time to learn what 
the franchise brand offers and be prepared to not necessarily 
see instant success. By sticking to the brand’s core business 
model and marketing the products or services in a way that 
fits the local culture, residents will recognize its value to the 
community. 

To expand a franchise system globally without sacrificing 
its core business model, brands need to find a comfort 
level between maintaining the aspects of the business 
that are essential to its identity and success, while being 
willing to make certain changes that are necessary to 
accommodate the differences in regulations and culture. 
These specific changes vary slightly per business to country, 
but if a franchisor invests enough research into the cultural, 
economic and political dynamics of a given country, the 
more likely the brand and its international franchisees will 
succeed. n

Anthony Padulo, CFE, is the executive vice 
president, international, for BrightStar Care, a 
private duty homecare franchise with more 
than 260 locations in the United States.  Find 
him at fransocial.franchise.org.
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Best Practices — Growing Your 
Veteran Network Through 
Recruitment Initiatives 
Veterans bring leadership, innovation and teamwork skills to 
franchising.  
BY FRANK MILNER, CFE

Tutor Doctor is dedicated to making a difference in the 
lives of military veterans, whether it’s through creating 
job opportunities or community outreach initiatives, 

we highly encourage both the recruitment and hiring of 
military veterans as franchisees. As a result of our ongoing 
recruitment efforts, Tutor Doctor has been recognized as a 
top military veteran franchise for the second consecutive year 
by the Franchise Action Network. This honorable recognition 
demonstrates our ongoing commitment to supporting military 
veterans and helping their entrepreneurial dreams come true. 
I’ve been fortunate to have the opportunity to support veterans 
from a business standpoint and I look forward to further growth 
as we continue to hire these natural leaders to join our system.

Today, about 10 percent of our franchisees are military 
veterans. These business owners stand out among the nearly 
220 franchisees in our system as they demonstrate superior 
leadership and innovation, bringing new ideas to the table on 
a regular basis to benefit the entire franchise rather than just 
their own territories. We’ve also found that veteran franchisees 
are often more likely to volunteer to be early adopters of new 
initiatives when the opportunities arise, further displaying 
their proactivity and distinguished teamwork skills. Military 
veterans trying to re-establish themselves in their communities 
perform especially well through our model because it’s a 
home-based business; there are no risks related to investing 
in real estate or full-time staff to manage. For all of these 

reasons, our management team has made it our mission 
to target and aid veterans seeking employment. 

One system veteran 
franchisee in particular 
that’s been an integral 
part of our system and 
growth is Bob Rosedale, 
who spent 27 years in 
the U.S. Air Force as a 
pilot and commander 
of the undergraduate 
flying/training squadron. 
During this time, he 
developed a strong 
passion for educating 
others and setting them 
up for success. While 

serving overseas, a franchise broker approached him 
about opening his own business. After discussing several 
different concepts, the broker described our concept 
and it just clicked. Everything about the franchise’s 
one-on-one teaching model and objectives aligned 
and resonated with Rosedale’s training experience and 
he was sold.  He retired from the Air Force in 2011 and 
immediately dove into the second chapter of his life, 
opening the first Tutor Doctor franchise in Idaho. 

H O N O R I N G  A M E R I C A ’ S  V E T E R A N S
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One of Rosedale’s greatest contributions since joining our 
system has been the creation of a new system-wide program 
called Executive Functions, or “X-Skills,” which teaches 
students the skills necessary to execute tasks independently 
such as planning and organization, follow-through and action, 
as well as sustained efforts. After he executed the program 
on a local level and produced positive results, Rosedale 
took the idea to corporate so the entire franchise could reap 
the benefits. In December 2013, we rolled out the X-Skills 
program to the entire system at the annual convention. It’s 
been a tremendous success so far and has been continuing to 
grow and evolve ever since.

Another example of a 
veteran franchisee who truly 
represents our core values 
and demonstrates what 
we are is all about is Gary 
Dean, a franchisee in North 
Carolina who earned the 
Bronze Star and Air Medal for 
his service during Operation 
Desert Storm. Dean served 
as a Blackhawk helicopter 
maintenance test pilot and 
commander in the U.S. Air 
Force for six years. “Coming 
out of the Army, I felt like I 

was really making a difference, and I still feel like that,” said 
Dean. “Through Tutor Doctor, my wife and I are able to help 
students reach their full potential and make a positive impact 
in our community. Making a difference in the lives of families 
is what we strive for daily, and I am incredibly proud to be 
leading a team that is dedicated to improving the lives of 
children through education.” 

Passionate franchisees like Rosedale and Dean exemplify 
our commitment to excellence on behalf of learners of all ages. 
They contribute a strong work ethic and discipline to Tutor 
Doctor’s business model and custom-tailored educational 
programs which bring out the best in our students. To 
continue targeting and recruiting likeminded individuals, 
we’ve established various incentives and strategies that are 
mutually beneficial and have been effective in helping us reach 
our goals. The following items are tips for fellow franchisors 
on attracting military veterans based on our experience.

CREATE INCENTIVES AND PROGRAMS
When launching a veteran-centered recruitment initiative, 

it’s important to offer incentives and discounts to attract and 
actually sign veteran franchisees. For instance, Tutor Doctor 
offers a $5,000 discount off the franchise fee, as well as a 
veterans’ financing program which covers the entire franchise 
fee, depending on certain variables. Franchisors can also 
take advantage of the several veterans’ programs that have 
been created such as the International Franchise Association’s 
VetFran initiative, a program our franchise system is very 
engaged in. Through this partnership, we’re able to better 
assist returning veterans by providing them with the training, 

resources and financial support needed to get their 
business off the ground. This partnership has been 
extremely beneficial and we look forward to continuing 
our relationship. 

ADJUST MARKETING ACCORDINGLY
Once all the ‘I’s are dotted and the ‘T’s’ are crossed, 

the next step is to spread the word about your franchise’s 
exciting incentives and deals. We’ve found the most 
successful marketing avenue is to use direct marketing 
platforms such as online campaigns to attract both 
prospective franchisees and potential customers. Our 
success has been incredibly rewarding so far and we 
plan to continue the momentum by launching a direct 
mail campaign in the near future to reach even more 
entrepreneurially spirited veterans.

THINK OUTSIDE THE BOX AND YOUR BRAND
It’s essential to not only give back to veterans through 

internal franchising incentives, but also throughout the 
entire veterans’ community. We strive to make a positive 
impact in every community we serve. Staying true to 
our core values, Tutor Doctor helps veterans outside the 
brand through a vocational rehabilitation program, which 
was recently launched by the aforementioned veteran 
franchisee, Bob Rosedale. The U.S. Dept. of Veterans 
Affairs’ contracting offices allot a certain amount of 
free tutoring hours for military veterans, and through 
Rosedale’s ambition and connections, Tutor Doctor 
is newly offering its services as a preferred supplier on 
the list — a mutually advantageous opportunity for both 
veterans and the brand. 

Our company also provides extra assistance through 
its grand opening process, which involves a number of 
training steps in addition to a mentoring program, to help 
veterans find their footing, and fellowship quickly. Given 
our veterans-oriented internal marketing strategies and 
focus, we’ve formed our mentoring program to greatly 
benefit veteran-franchisees and ease their transition into 
the civilian workforce. This mentoring is extremely helpful 
as it consists of coaching calls with current successful 
franchisees as well as in-person visits to help the veterans 
run their franchises in their territories. 

It’s always beneficial — both personally and 
professionally — for your franchise to make a difference 
and give back whether it’s toward veterans or another 
deserving group. As franchisors, it’s our job to figure out 
which segment of society can be both the strongest for 
the system and benefit the most from the model. If it’s not 
veterans, my advice is to figure out who it is you’re trying 
to reach and don’t be afraid to run with it. n

Frank Milner, CFE, is president of Tutor 
Doctor, which has more than 480 territories 
worldwide translating into a presence on five 
continents in 15 countries and more than 
18,000 tutors worldwide. Find him at 
fransocial.franchise.org.
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Growing a franchise business requires a careful 
balance between getting existing customers to 
keep coming back and attracting new customers. 

In today’s highly mobile and social world, traditional loyalty 
programs are no longer the best tools to increase repeat 
visits or to get new customers.   

Take a look at what businesses have traditionally used 
and how the landscape is changing with consumer behavior 
and tendencies in regards to loyalty programs.  Tried, but 
not so effective methods include:

• Paper Punch Cards
Everybody has them but the problem is that they also lose 
them.  Every time I go to my neighborhood pizza place, 
I realize that I have forgotten to take my punch card with 
me and end up getting a new one. In the end, I still have 
a stack of the punch cards from my neighborhood pizza 
store.  For franchisees, paper punch cards don’t offer 
any insights into who the customer is, what they like and 
whether it’s truly increasing their repeat visits.

M A R K E T I N G

Loyalty is Good But Not 
Enough – Are You Engaging 
Your Customers?
How customers interact with brands is shifting and it makes sense 
that businesses’ loyalty programs shift too.
BY JITENDRA GUPTA 

• Swipe Cards
These are slightly more “modern” than the paper punch 
cards, but still have many of the same problems for both 
franchisees and consumers as paper punch cards. 

Here’s where loyalty programs are headed:

• Mobile Loyalty Programs
For today’s mobile consumers, nothing beats the ease 
of having their favorite loyalty programs right on their 
smartphones.  With a smartphone-based loyalty program, 
consumers never have to remember to carry their cards 
because they will almost always have their phones with 
them. With mobile-enabled loyalty programs, you can 
increase participation rates by at least two to four times 
compared to traditional loyalty programs.  

• Customer Engagement Platforms
Mobile is much more than just loyalty programs as it offers 
an opportunity to engage all of your customers.  Mobile 
helps your brand exist at the top of your customers’ minds, 
by making it easy for them to not only earn and redeem 
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loyalty points, but also write a review, share a photo of 
their dining experience with friends, refer their friends, 
play a game, view an offer, respond to a survey, place an 
order or pay with their phone. With smartphones, you 
can engage them on their smartphones in and out of the 
store. Or with iBeacon, send them an offer when they’re 
near your store. The possibilities are nearly endless.

BEST PRACTICES
With that in mind, here are a few best practices to move 

your customers from being one-time discount users and 
direct them toward sustained engagement and becoming 
brand advocates.

• Build Trust by Being Genuine
Engage customers without being pushy and give them 
the tools to engage your business. When customers 
sense it’s all about the business and not them, they tune 
out the message — just the opposite of what you want. 
Your goal is to get them and their friends gladly and 
willfully engaged with your brand.
 

• Be Creative With Your Rewards
Buy-one-get-one-free offers or BOGOs are used by many 
brands, often leaving them indistinguishable from other 
brands. While it’s easy to think that giveaways are the 
way to a customer’s hearts, the true value comes from 
driving consistent behavior over a period of time and 
focusing on other attributes that motivate customers. 
Below are a few ideas:

o Surprise Your Customers: Everyone enjoys a nice 
surprise and your customers are no different. For 
example, Capriotti’s Sandwich Shop is doing this 
by selecting customers in their loyalty program at 
random and giving them a free sandwich. The off- 
chance they would get a freebie has occasional 
visitors returning more often to test their luck.

o Exclusivity: Who doesn’t like to be treated like a 
VIP? Access to the “Fast Lane” line at the counter, 
preferential seating in the dining room or access 
to a members-only craft cocktail list are just a 
few restaurant-inspired ideas to make your loyal 
customers feel a bit more special when visiting your 
business.

o Status: This one is universal, being able to earn 
a certain status makes every customer feel more 
inclined to come back more often. For example, 
sample every wine on a by-the-glass list and get a 
monogrammed wine glass kept at the restaurant or 
eat 25 wings made in a super spicy sauce, and your 
name goes on a Wall of Fame.

o Special Recognition:  Technologies such as iBeacon 
now allow businesses to recognize customers by 

name when they enter the store. Everyone wants to 
be recognized by face and product preference like the 
character Norm Peterson from the show “Cheers!” 
In a busy and impersonal world, building personal 
relationships goes a long way with customers. 
Identify your customers as soon as they walk into the 
establishment, using iBeacon technology and greet 
them. If you know their product preferences, let them 
know of any deals going on with that product to make 
the interaction tailored to them. 

o Games:  Invite someone to earn loyalty points during 
their free time by scoring well on a branded mobile 
app game. This is a great way to get consumers to 
engage with your brand outside the realm of your 
business.

o Referrals: Referrals are a very effective way to 
leverage your customers’ real-life social networks to 
acquire new customers. Rewarding your already loyal 
customers for bringing new business is a fantastic 
way to grow your customer base. Make it even more 
exciting by ramping up the rewards every time a 
specific loyal customer refers someone else to your 
business.

o Gifting: Allow your loyal customers to give a gift 
on your businesses’ behalf to one of their friends. 
This drives new business and further develops the 
relationship between you and your loyal customers.

o Invitations: Once a loyal member reaches a certain 
status, make them feel like royalty because they are. 
For example, a restaurant could send them a message 
saying “Because of your special status, you can invite 
a friend next time and appetizers are on us.” 

o Minimum Spend: This is a tried and true method. 
Spend a certain amount and get this deal or special 
gift from us. 

If all of this sounds futuristic, it isn’t. Many brands are 
already using these techniques and driving strong same-
store sales growth and profitability. As consumers become 
hyper-connected to the world around them through 
technology, businesses can better connect with their 
customers via their mobile devices. The foundation of how 
customers interact with brands is shifting and it only makes 
sense that businesses’ loyalty programs do too. n

Jitendra Gupta is CEO of Punchh, a mobile 
CRM platform for restaurants, which includes 
branded mobile apps for consumer 
engagement, big data customer analytics and 
integration with POS, social media and other 
third-party systems.  Find him at fransocial.

franchise.org. 
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Franchise Expo South Returns 
to Houston for Second Year  
Exhibitors plan ahead to engage with franchise prospects.

BY SONIA PERRONE 

As 2014 nears a close, excitement builds in the 
franchise industry for the largest franchise expo 
in the south in early 2015. After the success of 

last year’s first show in the Lonestar State, Franchise Expo 
South will return to its new home with high expectations. 
The highly attended event which drew more than 11,000 
prospective entrepreneurs last year inspired organizers to 
make the decision to return to Texas’ NRG Center. 

Obviously, Houston proved to be a hotbed for 
employment opportunities. As a leader in domestic and 
international business, the city is a natural location for 
new momentum early in the year and will continue to 
propel a positive forecast for the International Franchise 
Association’s Franchise Business Economic Outlook.

From Feb. 5-7, thousands of entrepreneurs and 
business owners from the south and western parts of the 
United States, as well as Latin America, will join some of 
today’s leading franchisors at the ninth annual Franchise 
Expo South to research the ideal investment opportunities 
for them. 

This annual event, sponsored by IFA, attracts some of 
the top franchisors in the industry. Exhibiting companies 
have the unique opportunity to meet with thousands of 
prospects face-to-face who are interested in starting 
or growing businesses with an established or emerging 
brand. 

For the past 60-plus years, the franchise business model 
has developed a balance of business acumen and integrity, 
which has allowed business owners across the country to 
reach their full potential. Its impact continues to boost the 
economy and, in fact, according to the IFA, franchising 
added nearly 200,000 jobs this year and continues to 
reshape the way businesses are structured in the United 
States. 

E V E N T S

With a further prediction that the number of franchise 
businesses is expected to rise by almost 13,000 in 
2014, the choices are increasing for business owners.  
Opportunities to gather for one-on-one networking and 
direct connections with potential franchisees are now 
more powerful tools for franchisors than ever to rise above 
the competition.

NEW AND ESTABLISHED FRANCHISORS POISED 
FOR MULTI-MARKETING SUCCESS

“As an emerging franchise opportunity, we were 
excited to be exhibiting at Franchise Expo South,” said 
Jesse Curry, regional developer at RedLine Athletics. “We 
were impressed that for the show’s first year there was such 
an amazing turnout to its new home in Houston.”

For nearly a decade, Franchise Expo South has produced 
success stories, which in turn, continue to drive the expo’s 
traffic and participation. RedLine Athletics, a new franchise 
offering, decided to make its debut at the Expo last year 
because it’s important to have face-to-face contact with 
prospects. A revolutionary concept in sports-specific 
training based in Scottsdale, Ariz., RedLine Athletics came 
away with 20 qualified leads that led to bringing three 
strong prospects into its pipeline to help grow its footprint 
and offer entrepreneurs business opportunities in the 
$5 billion youth sports industry. Franchise Expo South 
delivered high quality, valuable prospects.  

Other first-time exhibitors have picked up on a set of 
techniques that will help them gain return-on-investment 
before the trade show even begins. Promoting a brand prior 
to exhibiting on the showroom floor helps gain recognition 
with franchise prospects before they even reach the booth. 
Traditional outreach through press releases, e-blasts and 

online!
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mailers not only educates prospects, but encourages them 
to visit the booth on site, offering that important touch point 
to heighten exposure to a specific franchise business model. 

“We have exhibited in many, many franchise shows and 
Franchise Expo South was amazing based on the candidates 
we engaged with on the show floor,” said Dave Claflin, 
founder of Fas-Tes Franchise Systems LLC. “Many times 
when we attend a franchise show the advertising consists 
of very little promotion to get attendees to the show, but 
I was shocked to see multiple ads running throughout the 
market.”

As important  as it is for companies to interact  individually 
with vendors to cultivate and build relationships, the 
impact cannot be diminished for exhibitors to reach several 
thousand decision-makers simultaneously at events like 
Franchise Expo South. Brands that bring impactful messages 
and are authentic and engaging will see results. Successful 
companies make a habit of continuing to connect with leads 
after they leave the showroom floor and follow up a critical 
priority in the franchisee candidate recruitment process. 
The entire reputation of the franchise industry benefits from 
the best practices and positive personal experiences shared 
at these types of gatherings. 

“CruiseOne consistently exhibits at the expo because we 
know that we will obtain qualified franchisees for our home-
based travel franchise system,” said Alicia Linden, marketing 
recruitment coordinator at CruiseOne & Cruises Inc.  “Not 
only do we receive a large number of leads from each of the 
shows, including Franchise Expo South, but we always sell 
at least one franchise unit for each of the shows. CruiseOne 
continues to exhibit on the showroom floor due to the 
professional and attentive relationship we’ve developed 
with the staff over the years.”

From sports concepts to home-based franchises and 
everything in between, Franchise Expo South helps brands 
establish new relationships and deliver expansion results. 
With roots now firmly established in Houston, this premiere 
event will present opportunities to franchisors interested in 
expanding across the country or overseas. 

The 2015 Franchise Expo South will be conducted Feb. 
5-7 at the NRG Center in Houston. Register to exhibit or 
attend the show by visiting www.franchiseexposouth.com 
or calling 201-881-1666.  Additional information about other 
MFV expositions is available at www.mfvexpo.com. n

Sonia Perrone is director of marketing for MFV Expositions. Find 
her at fransocial.franchise.org.

(Continued from page 71)
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