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Overview

Introductions

Leader Interviews

Data Insights

Table Brainstorming

Q&A

x2

TODAY:



Average number of new

franchise brands, yearly

FRANdata

Franchise brands

with 100+ units

International Franchise Association

THE CHALLENGE:

300 16%



“Good Franchising” Outcomes

Franchisee Profitability: Time to Cash-Flow 
Break-Even, Return on Invested Capital, Payback 

Period, Net Income (by Industry)

Franchisor/Brand Outcomes:

•   Lower Terminations

•  Higher Franchisee Satisfaction

•  Higher Average Google Review Score

• Higher Consumer NPS

• Higher Franchise Renewal Rate

• Faster Signing FA to Open

• Lower sold-not-open ratios 

• Higher same-store sales growth 



BACKGROUND:  FRANCHISE CX CERTIFICATION

3 YEAR PROGRAM BUILD (2023-2025)



PIONEERS: IFA CERTIFIED FRANCHISE BRAND

6 MONTH DEEP DIVE (SEPTEMBER 2025 – FEBRUARY 2026)



OUR MODEL

Outstanding franchisee and 

consumer experience is 

driven by continuous 

improvement in Five Pillars 

of Success



OUR MODEL
Validating the most 

effective 32 practices that 

drive franchisee 

profitability

• Weighted by impact – 800 

points total (80% for CFB)

• Certification Entry Submission 

(documentation)

• Consumer Interviews

• Franchisee Interviews

• Third Party Data Review

• Clear Purpose of why 

brand exists

• Mission + Vision 

defined

• Core Values used in 

practice

• Mission and Core 

Values used in 

marketing and CX 

processes

• Franchisee 

Engagement 

measured and 

improved

• Franchisee feedback 

on leadership team: 

trust and vision

• Mission, Vision and 

Core Values used in 

hiring process

• Franchisor lead 

accountable for brand 

CX metrics

• Define The Brand Way 

for selling and serving 

consumers and 

franchisees

• Measure and improve 

consistency of key 

delivery systems

• Define consumer and 

franchisee personas

• Train consumer 

service delivery 

process using The 

Brand Way

• Align consumer 

expectations in 

marketing with The 

Brand Way

• Measure consumer 

satisfaction and 

feedback at least 

monthly

• Social media and web 

monitoring, 

engagement and 

sentiment metrics

• Online review 

monitoring, response 

rate and metrics

• Competitive 

benchmarking of key 

consumer metrics

• Method to identify 

and reward consumer 

loyalty

• Franchisee access to 

benchmark their own 

and peer CX metrics

• Survey franchisees 

annually with 70%+ 

participation

• Business coach with at 

least 1 annual in 

person visit

• Process to review, 

respond and improve 

franchisee survey 

feedback

• Annual convention 

with 70%+ 

participation

• Conduct detailed FDD 

review with 

candidates

• Ensure minimum 5 

validation calls 

conducted by 

candidates

• Franchisee Advisory 

Council:  meets at 

least 2x yearly, gets 

input from and 

reports out to 

franchisees

• Defined Profit Path 

(from start-up to 

break-even to multi-

unit)

• Defined process, COA 

and key metrics for 

profitability

• Measurement of 

franchisee profitability 

annually

• Predictive platform to 

model value 

outcomes (revenue, 

loyalty, cost to serve, 

ROI of CX 

investments)

• Share franchisee 

profit metrics within 

the system, 

transparently

• Recognize and 

celebrate franchisee 

profitability through 

CX



ROADMAP
• Data based pathway from practices 

to outcomes

• Confidential, third-party evaluation

• Executive Report with 
recommendations for growth



RESOURCES
• Custom Education Plan

• Exclusive Resource Center

• Leader Collaboration Groups

• Benchmarking Research and Data



• Promotion via IFA and Franchise 
Update Media advertising

• Custom PR Toolkit

• Award and recognition at IFA and 
Franchise Update Media events

RECOGNITION



LEADER INTERVIEWS & TABLE 
DISCUSSION: TWO PARTS
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SUSAN BORESOW, CFE

Brand President

susan.boresow@propelledbrands.com



SUSAN BORESOW, CFE

● 40 years of experience in franchising with executive 
positions at Massage Heights, Massage Envy, Sport 
Clips, McDonald’s, TITLE Boxing Club, Godfather’s 
Pizza and Cold Stone Creamery

● IFA Mentorship Program/Board Member and Former 
Chair of Franchise Customer Experience Conference

● Joined My Salon Suite in May of 2024

Brand President
My Salon Suite



ABOUT MY SALON SUITE

● 375 locations across the US & Canada

● Salon suite rental franchise model averaging 30 suites per location

● 5,000-6,000 SF average location size

● Top KPIs: Occupancy, Revenue per Suite & Retention

● Semi absentee franchise model for individuals looking to diversify their 
portfolio 

● Proudly supporting over 10,000 health, beauty and wellness 
entrepreneurs

● Repositioned our brand in June 2025 to with new logo and brand 
positioning to expand the depth of our professionals



DUSTIN HANSEN

Board Member/President -International

Dustin@thebackninegolf.com



Dustin Hansen
Board Member/President - International

Founding member of InXpress – 525+ franchisees, 14 Countries, $450M annual system sales
Early investor & Board Member of Back Nine – 440 franchisees, 4 countries, $132M annual system sales
IFA Board member – 2018 to current
Investor and Board member – Emerging brands (two in the USA, one in Australia)
Investor in an Australian franchise supplier brand (Hattch)



CAROLYN THURSTON, CFE

Founder/CEO

Carolyn@wisdomseniorcare.com



● Wisdom Senior Care established in 2006
● Began franchising in 2017
● 13 units operating
● Joined IFA Board of Directors in 2020
● “Combine Purpose with Profit”

Founder/CEO
Wisdom Senior Care

CAROLYN THURSTON, CFE



GABBY WONG

CEO and Board Member

Gabby.Wong@franconnect.com



GABBY WONG
CEO and Board Member

● FranConnect founded in 2000
● Largest software provider serving the franchise market 

worldwide
● 1500 Brands and 1M Users Globally
● Joined IFA Board of Directors in 2025
● Connecting Growth Strategy and Operational Success



LEADER INTERVIEW

Why did you pursue the IFA brand certification?  

What were you hoping to gain?



What surprised you the most - what was your brand’s 

greatest strength and biggest opportunity area?

LEADER INTERVIEW



What was your biggest learning or a-ha moment related 
to the first three pillars?

Operationalize Culture
The Brand Way, 
Measuring and acting on Consumer Experience

LEADER INTERVIEW





QUALITY OF ENGAGEMENT MATTERS

Brands that invest in structured engagement with 
franchisees experience 48% less terminations



TARGETED TRAINING RESULTS IN 36% 
IMPROVEMENT IN GROWTH

• Active learning: role-play simulations, scenario tests, visual quizzes 

• Proficiency thresholds required for certification (e.g., 90%+ to 
certify)  

• Prioritize quality over quantity: 12 essential modules beat 28 
overwhelming ones 

• Use gamification to drive engagement (career levels, virtual awards) 

• Deploy mobile-first training with push notifications and instant 
feedback 



TABLE DISCUSSION #1
Brand Promise vs. Brand Reality

• What is your brand’s stated promise to franchisees 
and customers?

• Where is execution strong - and where does 
inconsistency show up?

• Where are common breakdown points in training 
or customer experience?



What has your brand changed as a result of going 

through the Certification?

LEADER INTERVIEW



What will you do next based on the IFA Certified 

Franchise Brand experience?

LEADER INTERVIEW



What advice do you have for leaders considering the 

Certified Franchise Brand program? 

LEADER INTERVIEW



STRUCTURED VISITS RESULTS IN 6.3X 
GROWTH

• Scorecards covering operations, 
compliance, training, financials, 
and marketing

• Document specific action items 
with owners and deadlines for 
every visit

• Maintain FBC/Franchisee ratios 
for meaningful engagement 
(20-40 locations per FBC)



PROACTIVE COACHING RESULTS IN 38% 
FEWER TERMINATIONS

• Monitoring early warning triggers: training 
drops, missed visits, late payments

• Playbooks with a defined response
 
• Coaching is tailored. High-performing units 

get growth coaching, low performing units 
get intensive support

• Franchisee experience is measured. Mystery 
shopping to identify underperformers for 
targeted coaching visits 



ACTIVE MGMT OF SNO RESULTS IN 50% 
FASTER TIME TO OPEN
• Pipeline tracked weekly across 5 

stages; bottlenecks visible in real 
time 

• Opening and construction deadlines 
are written into the development 
agreement 

• Written deadlines with defined 
escalation triggers at each milestone 

• Every new franchisee is paired with 
an experienced franchisee who’s 
been through it 



BEST 
PRACTICE 
CHECKLIST



TABLE DISCUSSION #2
Benchmark Your Practices

• How does your brand measure and take action on 
franchisee feedback?

• Discuss whether your brand’s Profit Path practices are 
documented, coached, and validated—or assumed?

• What are 2 practices that would have the biggest 
immediate impact for franchisee profitability, if improved?





Q&A
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