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OBJECTIVES FOR TODAY’S SESSION:

● Survey tools for measuring franchisee satisfaction.

● Using survey results to identify areas of system strength and 
weakness. 

● Setting priorities, evaluating initiatives and benchmarking progress 
with survey data.

● Using testimonials from franchisees about success, growth and 
support.

● Effective use of satisfaction survey data in franchise development.



Your Questions

● Should we survey our franchisees? How can it help our brand?

● What should we ask them about so we harvest useful information?

● What can go wrong if ask them about our performance?

● How can we use the survey responses to improve our system?

● How can we use the survey results to sell franchises?

● Should we use videos instead of or in addition to verbatim 
responses?











Extraordinary

Two separate and distinct businesses

1. Customer focused business, and

2. The business of franchising



Company

Customer







Net Promoter 

“How likely is it that you would recommend this 
company to a friend or colleague?”





Transactional Relationship



Consumer Opinions



For the franchisor, the franchise is an alternative to 

building "chain stores" to distribute goods that avoids the 

investments and liability of a chain. The franchisor's 

success depends on the success of the franchisees. 







A partnership is an arrangement where 

parties agree to cooperate to advance their 

mutual interests.



The relationship between franchisors 

and franchisees has often been termed a 

"commercial marriage". 

In many ways this is true, though the 

difference is that in the franchise 

relationship there must by definition be a 

"senior partner" - the franchisor.

https://www.franchise.org.au/understanding-the-franchise-relationship.html



8.2 years



Rate Your Marriage

1. Shared Values -

2. Commitment to each other -

3. Conflict Resolution Skills -

4. Intimacy/Sexuality -

5. Spirituality/Faith -

6. Money Management -

7. Appreciation/Affection -

8.  Lifestyle -

9.  Recreation -

10. Decision Making -

11. Parenthood/ Children -

12. Household chores / gender differences  

13. Careers -

14. Balancing Time -

On a scale of 1 – 10 rate your satisfaction with your marriage in the areas of:





IMPROVE
Open-honest

COMMUNICATION



Company

Customer

Franchisee

X



“If you think of a marriage relationship 
as a straight line between two points, 
adding a third point creates a triangle, 

and in the geometry of human 
relationships, the triangle is the 

toughest shape to navigate.”



Chronic Complainers False Praise



How well do you franchise?
Many franchise executivesrely on their “gut instinct” because they are

caught between chroniccomplainers on one end of the spectrum and

hearing false praise in the other.

Metricsare needed to measure the quality of the relationship aswell as

the programs designed to help franchisees (such as training and support).

TM



“Franchisors and franchisees have different roles and the      

key to success is to understand those different roles and     

each to fulfill their role to the very best of their ability.” 

“The franchisor’s role is to:

1. create and then constantly refine the business model to 

ensure strong unit level economics; 

2. develop new programs, strategies and profit centers; 

3. and to protect the powerful relationships that make 

franchising successful. 

The franchisee’s role is to:

1. learn and follow the operating system; 

2. provide constructive feedback to enhance the system; and 

3. to protect the powerful relationships that make franchising  

a successful method of growth.”

FASTSIGNS International, Inc. 

CEO Catherine Monson, CFE 

Interview with Catherin Monson 

- Franchise Handbook Fall 2017



Company

Customer

Franchisee



Comprehensive

Confidential

Every survey is not research!

Independent - Independent, third-party research
- Not “SurveyMonkey”

- Unfettered access to every franchisee
- A minimum of 70% participation
- With ˂ ± 5% at 95% confidence level 

- No reward for positive responses, 
no risk for negative responses 







Satisfaction/Validation

Q: In general, how would you rate the overall quality of your 
franchisor? 

Q: Knowing what you know now, and if you had to do it over again, 
would you invest in this franchise?

Q: Would you recommend this franchise to a prospective 
franchisee?

Quantitative

Franchise Research Institute®



Q: My franchisor helped me establish realistic expectations prior to 
my becoming a franchisee.

Q: My franchise experience has met or exceeded my original 
expectations.

Q: The financial results provided by this franchise opportunity have 
met or exceeded my original expectations.

Expectations
Quantitative

Franchise Research Institute®



Q: How would you grade the initial training supplied by the 
franchisor?

Q: How would you grade the initial opening support provided 
by the franchisor?

Initial Training
Quantitative

Franchise Research Institute®



Ongoing Training 

Q: How would you grade the helpfulness of your franchisor’s field 
representatives?

Q: How would you grade the ongoing training and support supplied by 
the franchisor? 

Q: My franchisor responds in timely way to my questions and minor 
problems. 

Quantitative

Franchise Research Institute®



Franchisor/Franchisee Relationship 

Q: My franchisor cares about franchisee profitability and success.

Q: My franchisor is effective in resolving disagreements with 
franchisees. 

Q: My franchisor and I are committed to a positive, long-term 
relationship.

Quantitative

Franchise Research Institute®







Franchisee Verbatim Questions

Q: What do you like most about your franchisor?

Q: What concerns you most about your franchisor?

Q: What comments or suggestions would you like to provide to   

senior management for improving your franchise system?

Q: What one thing could your franchisor do to increase franchisee 

sales and profits?

Qualitative

Franchise Research Institute®













Breakout Report by Number of Locations Owned





Accurate / Actionable
Metrics



What’s Next?



Long-term sustainable 

brand growth…

… one franchisee at a time. 



Franchisee Success

Franchisee Satisfaction





How well do you franchise? 
TM



“You can’t manage what 
you don’t measure.”

- Peter Drucker



FranSurvey.com/Express



Designing and building beautiful, 
functional and innovative outdoor 
living environments that meet our 
client’s outdoor living and lifestyle 
needs.

Delivering a pest and disease free 
outdoor living environment for our 
clients that meet their family and 
lifestyle needs.

Extending our clients’ leisure time 
outdoors while enhancing the beauty, 
safety and security of their homes through 
carefully designed and professionally 
installed and maintained outdoor lighting 
systems.

Simplifying our clients lives and 
protecting the investment in their 
homes as their exterior surfaces 
maintenance caretaker, specializing in 
revitalizing and protecting the look 
and appearance of weathered decks, 
fences, siding, walkways, driveways, 
concrete, paver patio and hardscaped 
surfaces.

OUTDOOR LIVING BRANDS, INC.

Assisting our clients to keep their lawn 
and landscaping looking  beautiful by 
properly maintaining their irrigation 
systems, while doing so in an 
environmentally friendly fashion to 
significantly reduce the amount of a 
water used by the system. 



WE SURVEY EVERYTHING

● Retail customers (Net Promoter Score)

● Franchisees (Franchise Research Institute)

● Employees (Energage)



WHY SURVEY

● You can’t improve what you don’t measure

● Avoid the squeaky wheel syndrome

● Confidentiality ensures unfiltered feedback



KEY BENEFITS

● Track trends over time, especially during periods of 
change

● Facilitates benchmarking

● Establish operational priorities; link improvements to 
incentives

● Diffuse challenging franchisee conversations with data

● Build system pride and camaraderie 



MONITOR TRENDS DURING CHANGE

Franchise system acquired and 
relaunched (2013-2016)



MONITOR TRENDS DURING CHANGE

Franchise system acquired and 
relaunched (2013-2016)



INDUSTRY BENCHARKING
World-Class	Franchise Q2:	Invest	Again Definitely Very	Likely Probably Probably	Not	 Definitely	Not

1 X 100% 75% 20% 5% 0% 0%

2 M 97% 53% 26% 18% 0% 3%

3 H 96% 58% 20% 18% 1% 3%

4 N 92% 52% 26% 14% 6% 2%

5 O 92% 28% 31% 33% 8% 0%

6 U 91% 35% 21% 35% 9% 0%

7 L 90% 53% 24% 13% 9% 1%

8 C 90% 46% 27% 17% 7% 3%

9 A 89% 39% 33% 17% 8% 3%

10 Mosquito	Squad 89% 37% 36% 16% 6% 5%

11 B 87% 31% 35% 21% 10% 3%

12 S 85% 33% 35% 17% 15% 0%

13 V 83% 39% 19% 25% 13% 4%

14 R 83% 26% 28% 29% 8% 9%

15 I 80% 30% 27% 23% 15% 5%

16 D 79% 35% 21% 23% 13% 8%

17 W 79% 22% 36% 21% 21% 0%

18 K 78% 28% 25% 25% 19% 3%

19 E 78% 22% 34% 22% 22% 0%

20 G 78% 21% 24% 33% 15% 7%

21 Q 76% 29% 26% 21% 16% 8%

22 J 76% 26% 28% 22% 19% 5%

23 F 75% 25% 25% 25% 18% 7%

24 P 74% 23% 23% 28% 21% 5%

25 Y 74% 13% 31% 30% 17% 9%

TOTAL	AVERAGE 84% 35% 27% 22% 12% 4%

● Facilitates comparisons 
across franchise 
systems

● Compare your system 
against the best of the 
best in franchising

● Independent objective 
information for third 
parties such as lenders 
or investors



INTERNAL BENCHMARKING



SET PRIORITES

● Trends and “verbatims” used to determine needed priorities 
from the voice of the franchisee

● Complementary to views of our SAB’s (franchise advisory 
counsels), operational management and field teams

● Share results transparently; communicate how results shape 
priorities; close the loop when initiatives are completed



DIFFUSE OUTLIERS

● Securing objective, independent assessments of all aspects of 
the franchise system allows the senior leadership team and 
operational management to diffuse extreme views by the 
occasional outlier franchisee

● Use data from the survey to gently counter views that are 
phrased as representative of the entire system



SYSTEM COMARADERIE

● Franchisees want to be 
part of a winning team

● Builds pride and confidence 
in the brand & system

● Communicate that third-
party research will lessen 
the burdens of validation 
efforts by prospective new 
franchisees



Franchise Satisfaction & Auntie Anne’s

● Started working with Franchise Research Institute in 2006

● Always focused on relationships with our franchisees, but wanted to 
know what they really thought about the model and relationship.  

● We were looking for an edge to help us stay on top.  

● Franchise Research Institute gave us a way to measure ourselves and 
get anonymous feedback from our franchisees.  

● Historic growth at this time was 90% with existing franchisees

● Provided valuable insight into what was most important to our 
franchisees



Validation is Gold in Franchise Sales

● Each Candidate gets snapshot 
report

● Strong scores help sell brand

● Candidates love impartial data

● Share key metrics to highlight 
strengths



Dig Below the Surface

● Key metric scores are great callouts, but there’s more to the picture.

● Verbatim responses are equally, if not more, important in 
understanding your franchisee’s mindset.

● Review results with management team and communicate how you 
will address key issues.  

● Remaining proactive in addressing business challenges is a call out 
point with candidates and shows franchisor engagement and 
commitment.  

What do you do with the information?



Look For Themes

● Areas of focus:  

– Cost Management and Unit Level Economics:  COGS actually decreased by 0.33% from ‘07 – ’16

– Technology:  Moved to POS in ‘06-’07 and now moving to a new tablet platform to embrace new technology

– Communication:  Constant focus to provide information to system, and to customers

– Product Development:  Introduced pretzel dogs, nuggets, beverage extensions, now looking to tighten menu

– Growth:  System has almost doubled in size to over 1800 locations globally, Now focused on non-mall growth

● Each of these key areas provides an opportunity to showcase how we have taken the feedback 
received from franchisees and made it a focus to continue to protect and enhance the business 
model while growing the brand.  

Verbatim Comments 



Selling Credibility

● Use the data you have to paint an honest picture of your brand.

● Call out key highlights, but also acknowledge areas to improve.

● Talk about what you are doing to address issues and set the brand up for 
long term success.

● We’ve found this data to be valuable in showcasing how we are engaged 
in soliciting feedback from our franchsiees and demonstrating that we 
truly care about the health and future of our brand.

● Ultimately, these discussions build trust and credibility in the brand and in 
you, and that provides a candidate with the confidence to say yes!

Building Trust



CONCLUSIONS:

● Surveys that are properly designed and conducted yield highly 
valuable information for franchisors

● Survey results provide direction and focus to brand managers 
seeking to enhance the franchisee and retail customer 
experience

● Surveys validate the customer experience and defend against 
outliers

● Surveys build trust, credibility and engagement with 
franchisees and candidates


