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1. Develop a plan 
2. Communicate your plan
3. Stick to your plan

• Watch the competition
• Don’t be easily wooed in a different direction



Start by developing a strong brand!
• Helps franchisees succeed

• Builds franchisor system



• Developing a brand is 
like building a foundation 
for the future.

• Unique

• Meaningful

Brand Identity



• Developing a brand is 
like building a foundation 
for the future.

• Consistency

• Reach

• Frequency

Brand Awareness

Brand Identity



• Developing a brand is 
like building a foundation 
for the future.  

• Conscious or 
unconscious decisions  
to purchase

• Break or create habits

Brand Loyalty

Brand Awareness

Brand Identity



• Developing a brand is 
like building a foundation 
for the future. 

• Key is developing strong 
brand identity & 
personality

Brand 
Power

Brand Loyalty

Brand Awareness

Brand Identity



How to market the brand cost efficiently     
and effectively

• Sell the importance of the brand to prospects 
upfront, get buy-in and support

• Invest in a good intranet system
• Over communicate the value of your brand to the 

system
• Do not overlook grassroots opportunities, but do 

train and provide tools for your franchisees to use



Challenges of scattered and under-saturated 
markets raise many challenges, but it is not 
impossible to build a strong brand!

• Lack of awareness

• Cost to market product/service



Plan ahead to avoid scattered markets.
• Develop a regional build out plan that allows you    

to manage the business cost effectively

• Develop focused marketing efforts to fill-in      
under-saturated markets; advertising, direct mail, 
existing franchisees or corporately run territories



Undercapitalized Franchisor and/or 
Franchisees

• Franchisors – develop a plan you can live with   
long term, create a strong infrastructure or           
risk losing it all

• Franchisees - don’t sign them on!  This is the 
biggest mistake made by new Franchisors



Shell Herman, CEO
KidzArt



KidzArt
• Name clearly and easily communicates our brand.

• The name is fun and meaningful

• Create a logo that was bright, colorful and would 
resonate with ALL our audiences

• Develop a tagline that differentiated from other 
children’s enrichment programs





The new logo was more representative as to 
where the brand was going and gave us 
more “legs” for growth.

• Introduced at annual conference

• Overwhelming response by system

• How did we ensure this?



How did we ensure the successful launch of 
the new logo and position?

• COMMUNICATION

• We developed a franchise advisory council and 
gained their support before the introduction

• Pre-tested the logo with target audience

• Design was already a successful part of our 
curriculum



In addition to introducing the new logo we 
presented the new marketing campaign 
elements.

• Launched a new intranet 



The new campaign elements reinforce the 
brand in a very creative way.
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