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From a single store to a global chain, 
Little Caesars Pizza charted a path to global 
success starting in 1959 and is now in 27 
countries and territories worldwide. Little 
Caesars Pizza is actively seeking eager 
entrepreneurs who want to develop stores in 
the United Kingdom and throughout Europe. 
Little Caesars Pizza is known for its value, 
convenience and its quality tasting pizzas and 
has been named “Best Value in America” 
for 14 years in a row.2

SEEKING AREA DEVELOPERS IN THE UK AND THROUGHOUT EUROPE
If you are interested in learning more, contact Mike Therrian at 

michael.therrian@LCEcorp.com or visit our website today 
franchise.littlecaesarsinternational.com

1 Third la rgest pizza chain in the world – based on net number of stores in 2018
2 Highest Rated Chain – Value for the Money” based on a nationwide survey
of national quick-service restaurant customers conducted by 
Sandelman & Associates, 2007-2020

FOR 14 YEARS IN A ROW2
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UPFRONT
n the surface, 
the franchise 
industry appears 
to have almost 

fully recovered from the 
unprecedented blow of 
the global pandemic. But 
bubbling just below, a brand-
new proposed act could have 
the potential to upend the 
entire industry – at least 

according to some insiders.  
I’m of course talking about the PRO Act, which has 

been identified by many as the single most dangerous 
enemy that the U.S. franchise model has today. We 
decided to speak with industry experts about the true 
impact that this legislation could have, and whether it 
really is the boogeyman that it’s being made out to be. 
Make sure to get the full rundown from page 12.  

Elsewhere in this essential expansion companion, 
we take a look at the biggest changes occurring in the 
timeless food and beverage sector. This is a segment 
that has truly taken a beating this past year, but the 
latest developments and deals seem to indicate that 
growth is back on the menu.  

To make sure your F&B expansion is as smooth as 
possible, Jackie Lobdell of Slim Chickens provides 
some sage advice on protecting your bottom-line 
without sacrificing quality (page 52), while Craig 
Sherwood of Little Caesars sets out some guidelines 
for finding your perfect franchisee (page 56). We 
also caught up with Tim Lowther of Carl’s Jr. to talk 
about this American classic heading across the pond, 
following the news that it would soon be developing 
throughout the U.K. and Germany. You can find that 
exclusive conversation on page 54.  

As always, this issue is also brimming with 
insightful, topical articles from the leading 
professionals in the industry today. So 
whether you want to find out more about 
purpose-driven franchising, consumer 
engagement strategies, savvy recruitment 
methods, post-COVID restructuring, or 
financial tips to plan for the long-term, look 
no further than this essential guidebook to 
international excellence.  

To your success, 

Kieran McLoone
Editor, Global Franchise 
kieran.mcloone@aceville.co.uk
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THE GLOBAL  
FRANCHISE  

PODCAST
The food and beverage industry is 

perhaps one of the most analyzed there 
is (we’ve even covered the latest changes 
as part of this issue’s special report from 
page 50). It seems only fitting, then, that 

we speak with true experts of the industry 
– experts like Beto Guajardo, president 

of Focus Brands International, the parent 
company of concepts like Auntie Anne’s 

and Schlotzky’s.  

To listen to this exclusive conversation, 
as well as all other episodes of the Global 
Franchise Podcast, make sure to head to 

global-franchise.com/podcast.   

 Franchising around 
the world
This issue, we’re taking a look at the Middle East; a blazingly 
popular region of the world that many brands are now 
flocking to. With its franchise-conscious consumers 
and huge amounts of capital among entrepreneurial 
groups, there are many reasons why western 
operations may want to head east – but there are 
also some important considerations that could 
catch out even the most established brands.  

P.34 U.A.E.

“Some franchisors don’t think of the country correctly. 
They think of the U.A.E. as one entire country, and don’t 
appreciate the separate markets and that some are quite 
a distance away. Having a unit in Dubai is not going 
to service the market in Ras Al Khaimah” - Babette 
Marzheuser-Wood, Dentons 

P.36 EGYPT 

“It is very important for our team to understand the 
culture of the country that we are doing business in. 
Having a master franchisee that can assist and support 
that process as we currently do with the El Batran Family 
is critical to the success and reception of the American 
concept” - Tom Sacco, Happy Joe’s Pizza & Ice Cream 

P.38 SAUDI ARABIA 

“With some of our clients who are based in Saudi 
Arabia, they’ve found it difficult to comply because it’s 
quite new for in-market entrepreneurs” - Melissa Murray, 
Bird & Bird 

Food and restaurant 
brands have always been 
an important driver behind 
the franchise model, and if 
you were to ask the average 
consumer what their favourite 
franchises were, it could be 
a safe bet to assume many 
would respond with burger 
joints or pizza parlors.  

That being said, this is an 

incredibly dynamic industry 
that never seems to slow. In 
light of this, we’ve endeavored 
to bring you a special report 
covering the latest changes 
and trends in the food 
and beverage world. From 
protecting your bottom-line 
to handling recruitment 
effectively, make sure to head 
to page 50 to get up to speed.  

Taking a bite out of 
franchising’s most  
in-demand sector 

JACKIE LOBDELL, VICE PRESIDENT OF 
FRANCHISE DEVELOPMENT, SLIM CHICKENS, P.52 

“What customers or employees are looking for is no mystery; on the 
customer side, it’s often a clean, friendly, efficient experience”



Many factors can come into deciding where your next international 
growth market should be, but business survivability should 
certainly come into consideration – especially in completely 
untapped regions where success could truly go either way.  

In light of this, recent data to come from money.co.uk shows 
that the U.K. is the best place for ‘micro enterprises’ to launch 
and thrive, with 114,590 surviving five years of more since launch. 
Turkey comes in second place with 56,295 businesses, and France 
is third, boasting 35,060 successful micro enterprises.  

“Many businesses have undoubtedly felt the negative impact  
of the pandemic on profits, but the last 18 months have also seen 
an increase in the number of small businesses around the world,” 
said Salman Haqqi, personal finance expert at money.co.uk.  

“Our analysis of the latest Eurostat figures shows that there  
are a handful of countries in Europe where the chances of  
survival are higher than others, specifically in France, Sweden, and 
Slovakia. Small businesses in these three countries have  
the highest survival rate on the continent, with over 70 per 
cent of businesses passing the five-year mark – a vital 
marker for many businesses.” 

U.K. ranks top among 
Europe for survival of 
small businesses 

HALF OF ALL COMPANIES 
SUFFER DIGITAL ATTACKS BY 
THE EXACT SAME HACKERS

ompanies around the world are 
continuing to suffer recurring 
attacks from the same hackers, 
showing that businesses are 

often failing to remediate the breaches 
after the first or even subsequent occasion, 
according to research from Atlas VPN.  

Internationally, the U.K.’s businesses  
suffer the most cybersecurity incidents, at 55 
per cent. This is followed by North America 
(50 per cent), Europe (49 per cent), and  
Latin America (48 per cent).  

These figures are especially concerning 
with cyberattacks being more prevalent,  

as it shows that 
businesses large 
and small 
aren’t taking 
breaches as 
seriously 
as they ought 
to. Particularly in light of 
data protection laws like GDPR, this 
apathy could soon become  
more costly than businesses can afford.  

“As long as organizations do not address 
existing vulnerabilities and security  
issues, they risk being hit by cybercriminals 

again,” said Ruth Cizynski, cybersecurity 
researcher at Atlas VPN. “Organizations 
should prioritize internal processes that they 
can control over external security risks that 
they cannot. ” 

C 
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ONE-THIRD OF FRANCHISEES CITE 
FRANCHISE MODEL AS CRUCIAL 
TO BUSINESS OWNERSHIP 
The International Franchise Association (IFA) recently 
teamed up with Oxford Economics to produce a report 
detailing the value of the franchising model to the U.S. 
economy. The report highlighted just how attractive  
the franchise model is when compared to independent 
business ownership, with 65 per cent of franchise workers 
covered by health insurance (compared to 51 per cent  
of non-franchised workers), as well as franchise  
employees earning 2.2 to 3.4 times more than their  
non-franchise counterparts.  

Many of the statistics to come out of this survey  
also highlighted how franchising can be an invaluable  
tool to entrepreneurial investors when looking to become  
their own boss. 32 per cent of respondents, for example,  
said that they couldn’t have started their own business  
without the franchise model.  
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The pandemic highlighted the need to maintain  
our physical health to help fight off illness, but this 
period of isolation for some has also brought to 
the forefront the importance of mental wellness; a 
sometimes overlooked aspect of work life that can 
have dire consequences if ignored.  

Thankfully, that doesn’t seem to be the case.  
Over one-third of workers in the U.K. reported  
that their business has increased or ‘significantly 
increased’ the level of physical and mental wellbeing 
support on offer, which can come in many forms – 
from the appointment of a head of wellbeing,  
to paid menatal health sick days.  

‘‘It is refreshing to see that a healthy percentage 
 of U.K. businesses are acknowledging the importance 
of supporting their employees’ mental health, 
especially after such a difficult period,” said  
Benjamin Hatton, insurance analyst at GlobalData. 
“The cost to businesses and insurers for these 
problems continues to rise, so it makes sense to  
see so many firms looking to enact such changes.”  

SMES CONTINUE TO INCREASE 
SUPPORT FOR MENTAL AND 
PHYSICAL WELLBEING

Flexible working  
has made employment 
more accessible  
than ever
One of the biggest changes to come from the  
pandemic was a shift in the ways that we work.  
No longer was a franchise headquarters  
or fixed office required; instead, many 
individuals thrived by working remotely 
and being able to further balance their 
work and lifestyle.  

This sentiment has been backed by 
research conducted by Bright Network, 
a U.K.-based graduate employment 
platform. A third of young people 
have been able to accept jobs that they 
haven’t previously because of remote 
working possibilities, opening 
up opportunities for the next 
generation of workers that were 
previously unreachable.  

“Remote working is enabling 
graduates to stay where 
they studied, whether it be in 
Middlesborough or Birmingham, and 
accept a job in London where there are far 
more graduate opportunities,” said James Uffindell,  
founder of Bright Network.  

“Graduate and post-university jobs are an important 
first step of a person’s career path. Ensuring everyone 
has equal opportunity to get the best graduate 
roles, regardless of where they live or their financial 
background, is crucial.” 

The significance of this for franchisors? Making 
certain positions at head office remote-friendly could 
hugely broaden your prospects, which means top-tier 
talent can be found with increasing ease.  

GLOBAL-FRANCHISE.COM          9
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I
f this news round-up showcases anything, it’s that 
the international world of franchising is back in full 
force. Development across brand-new markets like 
Brazil and Jamaica has been rife, and it’s genuinely 

exciting to see how the entire world is bouncing back from 
a prolonged period of considerable disruption. This is just a 
selection of the latest stories; to keep up to date, make sure to 
bookmark globalfranchisemagazine.com/news.  

NerdsToGo: Forging ahead  
with Florida plans
The IT services brand, owned by Propelled  
Brands, has announced plans 
to develop upward of 
65 new locations in the 
Florida market over the 
next five years.  

“With the rising 
number of people 
working from home, 
managed IT services for both small  
and medium-sized companies is a  
definite need,” said Mark Jameson,  
chief support and development officer  
at Propelled Brands. 

“We see great growth potential in Florida 
and are confident that our proven business 
model, along with the support and resources 
we provide, will allow potential franchisees  
to thrive.” 

Having started franchising in 2017, NerdsToGo 
currently operates 25 independent locations  
across 16 U.S. states.  

Dickey’s 
Barbecue Pit: 

Celebrating 
Brazilian growth 

Having recently opened 
international sites across Japan, 

Pakistan, as well as planned locations 
in Botswana, Dickey’s Barbecue Pit has 
expanded its global footprint with a 
flagship location in Sao Paulo – the first of 
110 sites planned for Brazil.  

The new location will be owned and 
operated by partners Bruno Gallucci 
and Cyro Pires Xavier. The partners have 

extensive entrepreneurial experience and over a 
decade of experience in restaurant operations and 
agricultural production. 

Sotheby’s International Realty: Hitting 
Jamaican shores 
The international realty franchisor has opened its first location 
in Jamaica following a conversion agreement with Reside Realty. 
This marks Sotheby’s 30th location in the Caribbean, after recently 
expanding into St. Kitts and Nevis.  

“Jamaica offers a diverse luxury lifestyle which appeals to a wide 
variety of buyers,” said Philip White, president and CEO, Sotheby’s 
International Realty. 

“In recent years, closed transactions have seen steady growth and 
new construction is booming on the island. The Jamaican market has 
historically appreciated year after year with interest from domestic 
and international interest in North America, Europe, Canada, and most 
recently the Middle East, motivated by the island’s many opportunities 
and its tourism sector.” 

“Jamaica offers a diverse 
luxury lifestyle which appeals 

to a wide variety of buyers” 
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Camy’s 
Chargrill 

Chicken: 
Development 

Down Under
In partnership with Aussie 

development organization DC 
Strategy, Camy’s Chargrill Chicken  
plans to build new sites in Sydney and  
then across the rest of Australia.  

“We’ve always believed in our product and 
are really excited that we will now 

be able to share our happiness and 
passion with more people, while 

spreading our flavors 
and traditions in 
more places,”  
said founder 
Cameron Khilla. 

“Camy’s 
Chargrill Chicken 
brings a new 

era to the 
casual dining 
food space 
and paves 
the way 
for a young 
generation 
of franchise 

owners. Cameron has built a successful 
business operation and created a 
humbling work environment for his 
family and staff, all while being in his 
mid-twenties!” said James Young, head of 
franchise development at DC Strategy. 

7-Eleven: Making an  
Indian debut
The iconic convenience store brand is 
entering the Indian market for the first 
time, with its inaugural location having 
opened in the Andheri East suburb of 
Mumbai. This site is owned and operated 

by 7-India Convenience Retail Limited, a 
wholly-owned subsidiary of Reliance Retail 

Ventures Limited (RRVL).  
“At Reliance, we pride ourselves on offering up the 

best to our customers and we are proud to bring 7-Eleven, 
the globally trusted convenience store, to India,” said director 

of Reliance Ventures Limited, Isha Ambani. 
“7-Eleven is among the most iconic global brands in the convenience 

retail landscape. The new pathways we build together with 7-Eleven  
will offer Indian customers greater convenience and choices within 
their own neighborhoods.” 

Extrawurst: Sizzling success in the U.K.  
German hotdog brand Extrawurst has announced plans to 
expand to the U.K., building off the back of its more than 30 
locations currently operating in its domestic market.  

This U.K. development is being helmed by Sam Shutt, 
who brings extensive experience in brand-building as 
former Debenhams head of retail hospitality operations, 
partnerships, and business development.  

“As a nation we love sausages. They are the perfect food 
to eat on the go all through the day, whether as a breakfast 
snack or a lunchtime meal with a coffee. We are confident 
our menu will appeal to consumers and entice them to 
become Bratwurst enthusiasts,” said Shutt.  

“We will be rolling out our franchise model into 2022 which 
will be a compelling an affordable option for many with the 
potential to drive a great return.” 

Choppaluna: Big plans  
for Berlin  
U.K.-based healthy QSR brand Choppaluna has 
opened its first Berlin location in Kreuzberg/
Mitte, after launching its flagship London 
location last year in Bloomsbury. This Berlin site 
is expected to be the first in a long line of new 
locations, in line with aggressive franchising 
growth for the region.  

“We are excited to be launching our first 
restaurant in my home city of Berlin as we bring 
Berliners a super-delicious, healthy dining 
experience that offers guilt-free indulgence,” 
said co-founder and CEO, Nikras Agha. 

“It is particularly pleasing to open our 
restaurant in Berlin so quickly after the launch 
of our first restaurant in London’s Bloomsbury 
in October last year. It’s a huge achievement for 

our team.”    



T
he thrust of the PRO 
Act is to strengthen the 
ability of employees to 
unionize, and to 

penalize employers who try to 
discourage unionization. It also 
institutes California’s independent 
contractor ABC test as well as the 
joint-employer standard that puts 
liability for a franchisee’s actions in 
the court of the franchisor. 

“The PRO Act is a symptom 
of our divided political times. 
For two generations in the U.S., 
labor organizations have been 
losing market share, in terms 
of union membership of the 
overall workforce, since the 1950s 
and the end of the Industrial 
Revolution,” said Michael Layman, 
the International Franchise 
Association’s (IFA) vice president of 
federal governmental relations. 

“Consequently, organized labour 
has spent a lot of time with their 
friends, academia and think tanks 
to decide what to do about that loss 
of market share.” 

Joint-employer 
standard 
One of the most ground-breaking 
things the new Act would do is 
to reclassify many independent 
contractors as employees. 

The Act also changes what is 
known as the ‘joint-employer’ 
standard, meaning that the 
employee of a franchisee could 
be considered the employee of 
a franchisor, kicking up a legal 
quagmire in the event of any 
transgressions by the franchisee. 
It can also place additional 
financial burdens on an employer 
as employees need to be availed of 
their benefits and as well as having 
to pay payroll taxes. 

Californian ABC test  
to go national 
This Act will also attempt to 
establish the Californian ABC test 
on a national level, instituted in 
Assembly Bill 5 (AB5) in the state of 
California. The ABC test is designed 
to distinguish between employees 
and independent contractors 
during a period in which many are 
employed in the ‘gig economy’. 

The test asks whether:  
• The worker is free from control 

from the hiring entity  
• Whether the worker performs 

work outside the hiring entity’s 
usual business  

• Whether or not the worker  
engages in similar work  
in an independently  
established business 

• The Protect the Right to Organize 
Act was passed in the House of 
Representatives on March 9, 2021 
with a bipartisan vote and could 
be significantly strengthened if 
passed by the Senate. 

What does it mean 
for the franchise 
industry? 
Currently, franchisees 
are viewed as small 
business owners 
and employers 
and franchisors 
are not 
considered to 
be the employer 
of a franchise 
business. 
The joint-
employer 
standard 
could upend 
this long-held 
understanding 

and threatens to treat franchisees 
as employees of the franchisor.  

“The PRO Act has the potential 
to shift responsibility and liability 
associated with operating a 
franchised business, and control 
over one’s own business and 
employment decisions, from the 
franchisee to the franchisor,”  
said Dale Cohen, partner at 
Akerman LLP. 

“It deprives both parties of the 
ultimate benefit of their bargain 
negotiated when entering into  
the franchise agreement.” 

This fundamentally misreads 
the intention of a franchisor 
when selling its concept, and the 
franchisee when buying into it. 

Franchisors use franchising as 
a method to grow the business 
and concept without having 
to search for and run a new 
location, and franchisees use the 
franchise model as a means to 
business ownership and a path 
of entrepreneurship. Franchisors 
could simply open locations 
themselves and hire managers 

WORDS BY R AGHAV PATEL 
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and staff if the goal was to treat 
franchisees as employees, or 
offer no support to franchisees 
whatsoever to maintain their 
independent statuses. 

Currently, if an employee of a 
franchisee has an issue, they would 
take that issue to their direct 
employer, the franchisee. This 
means that if a franchisee fails 
to pay an employee, for example, 
it would be the franchisee in the 
dock, not the franchisor. This  
Act could change this and leave  
the franchisor liable for its 
franchisee’s actions. 

Many franchisors are opposed 
to this since they do not exercise 
such control over franchisees and 
do not feel as if they should be held 
responsible for actions they do not 
approve or even know of.  

The current ABC test is framed 
in such a way that it would be very 
difficult to consider a franchisee 
anything but an employee.  

Franchisees will struggle to meet 
one of the conditions, let alone all 
three that are needed to establish 
as an independent contractor. 

“With the California test for 
franchising, what we fear is that 
franchisees are made employees 
of the brand in the stores that they 
own and operate, based on a plain 
reading of the Act,” said Layman. 

“There is a very similar ABC test 
for independent contractor status 
in the PRO Act, that we fear would 
demote franchisees to employees of 
their brand. That is not what they 
signed up to do. This is the worst 
way to change the rules in the 
middle of the game for franchising.  

“Californian lawmakers knew 
how unworkable the AB5 law was 
when they were writing it for the 

California economy. They wrote 
over 100 exemptions into their 
law to allow certain industries 
to continue to operate freely as 
independent contractors. The 

PRO Act features no industry 
exemptions of any kind.” 

Proponents of the PRO Act say 
that it will not allow franchisors to 
use their status as the franchisor  

GLOBAL-FRANCHISE.COM          13
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interpret this bill as the latest 
move in a power struggle” 
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to stay away from negotiating  
with workers and also note that  
the National Labor Relations 
Board (NLRB), who enforce U.S. 
labor law, has never found a 
franchisee and franchisor to be 
joint-employers. 

Can the PRO Act  
be improved? 
While it’s proponents may laud its 
noble intentions to give workers 
in the gig economy a leg up, it’s 
entirely reasonable to interpret  
this bill as the latest move in a  
power struggle.  

Falling levels of 
unionization have left 
unions with a shrinking 
membership and fewer dues 
every year. This can be seen 
in the Act, where it has the 
power to override right-
to-work laws, meaning 
employees can be forced 
to pay union dues and be 
terminated from their roles, 
citing union security. 

The Act could exempt the 
joint-employer standard and 
independent contractor test 
from the franchising industry. 

“The best way to improve the 
PRO Act would be to condition 
a joint employer standard upon 
two putative employers directly 
controlling the terms, conditions 
and day to day operations of an 
employee,” said Cohen. 

“Short of any such fundamental 
shift in the standard imposed, 
the next best solution would be 
to include a recognition that the 
franchise business model is largely 
predicated on the franchisor 
operating in the same business as 
its franchisees. 

“Franchisors maintain indirect 
control over its franchisees to 
ensure quality control, and to 
therefore include a carve out for 
the franchise industry from the 
PRO Act’s application.” 
The IFA are continuing to fight 

this Act: “We are going to need 
to continue to fight for another 
year and a half, at least until the 
midterm 2022 Congressional 
elections, which will change the 
makeup of Congress,” said Layman. 
“But until then, the PRO Act will 
remain too close to becoming law 
for any of us to let up.”  

Protecting franchising  
The PRO Act, like many laws with 
noble intentions, has unintended 
consequences. Franchising has 
always been a driver of economic 
growth and activity in the U.S., 
especially during the pandemic. 

The relationship between a 
franchisor and franchisee has 

“The current ABC test  
is framed in such a way 
that it would be very 
difficult to consider a 
franchisee anything  
but an employee”

been carefully calibrated across 
the years and within different 
industries. The PRO Act threatens 
to upend years of collaboration by 
declaring franchisees, who are in 
reality small business owners, as 
employees of a franchisor.  

While U.S. labor law does 
need upgrading with additional 
protections for workers, penalizing 
the entire franchising industry is 
not the correct way to go about it. 
Franchising needs to be protected, 
and if anything, encouraged to 
create growth and jobs in the 
vibrant, American economy. 





INSIGHT

10 financial tips for 
franchising professionals
Stay at the top of your game with these invaluable nuggets of wisdom

ranchise finances are 
an essential part of 
expansion, and you 
simply can’t afford 

to disregard these crucial figures 
when planning your strategy. Here 
are 10 essential pieces of advice 
that all franchising professionals 
would do well to remember.

1 Focus on unit 
economics
As you vet potential 

franchises, play close attention to 
unit economics — just because a 
concept is popular (particularly 
true for a newer concept where 
most units haven’t opened yet), it 
doesn’t mean that it is profitable 
for franchisees.  

Be sure to talk to various 
franchisees – not just those 
recommended by the franchisor – 
to get a true picture of the financial 
profile of the brand. The franchise 
disclosure document (FDD) has a 
list and contact information for all 
signed franchisees. 

2 Focus on 
franchisee 
profitability 

Successful franchise concepts 
understand the importance 
of profitable franchisees.  As 
franchisee royalties are a key 
component of franchisor revenue, 
it is imperative that both groups 
collaborate strategically to find 
new ways to keep the concept’s 
momentum moving forward.  

Every new product launch, 
building prototype, or remodel 
/ reimage plan that is viewed 
through the lens of franchisee 
profitability will have a much 
greater chance for success. When 
franchisees are profitable, they are 
eager to reinvest in the business.  

Also, new candidates will 
emerge for your system helping 
to kickstart growth. In addition, 
the franchise lending community 
will welcome the opportunity to 
underwrite loans in your system. 
Overall, franchisor growth occurs 
at a much faster rate when there 
is excess franchisee demand 
to invest in your system. By 
focusing on new options to entice 
inventors and increase franchise 
level profitability, lenders will be 
ready to step in and support. 

3 Find the right 
location vs. the 
best deal

Be careful to choose the right 
location for the brand, not to 
pursue the best rent (or land) 
deal. Think about your own 
behavior – if a restaurant is on 
the “wrong” side of the street, 
or it’s hard to access, or parking 
is tough, you may just choose 
somewhere else.  

Similarly, if two restaurants 
have previously failed in the same 
space, and the landlord is offering 
a great rent deal, perhaps there are 
fundamental location challenges 
that mean any concept will 
struggle, regardless of the great 
rent deal.  

Make sure you are focused on 
the drivers of a good location for 
your specific brand – some brands 
are destinations in themselves and 
don’t need the best real estate. Our 
brand, Phenix Salon Suites, is a 
great example of this – customers 
have made an appointment to see 
their beauty professional and are 
willing to drive an extra block or 
two. By contrast, for a QSR brand 
like Slim Chickens, being in a high 
traffic location, with good visibility 
and access is critical to success.  

F 4 Vet deep pocket 
franchisee 
candidates

There has been a proliferation 
of deep pocketed private equity 
and family office firms looking to 
enter the franchise space. Often 
times, they come with seemingly 
unlimited sources of capital 
and a strong track record of 
professional management across 
multiple industries. In truth, 
money alone does not make a 
successful franchisee.   

Franchisors should consider 
focusing on the operational 
qualifications of the potential 
franchisees’ management team and 
incorporate this evaluation into 
the vetting process. Find out where 
the highest-ranking operations 
executive sits on the 
organizational chart and 
what level of decision-
making authority 
rests within  
their grasp.   

Oftentimes, 
short-term 
profitability 
and prudent 
operational 
based decisions 
are at odds with 
each other. Stress 
test how these 
new groups will 
manage such 
decisions before 
they enter 
your franchise 
system.   

WORDS BY DAN CONNELLY & MORVEN GROVES
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5Be strategic about 
the number of 
franchisees you 

have and where they  
are placed 
When it comes to the signing up 
franchisees, it’s important to think 
about the quality of the franchisees. 
It’s easy to be lured by franchise 
fees, but if franchisees don’t have 
the right skills to run the franchise, 
the locations will struggle. There 
will be plenty of people who 
have the money to invest in your 
franchise, but you must make sure 
they’re a fit for the brand before you 
commit to them.  

You want your franchisees to have 
the same passion and dedication for 
your brand as you do, so treat the 
franchisee vetting process with a 
great deal of care and consideration. 
If you do not, you run the risk of 
having a location that tarnishes 
your brand overall – customers 
may decide against your brand 
based on that experience. Similarly, 
prospective franchisees may see a 

failing location and reject 
your brand, impacting 

overall growth. 
Likewise, be 

mindful of the size 
of the territories 
you’re rewarding. 

While it can be tempting to award 
large territories – in return for 
large checks – doing so can lead 
to slow growth. Think about two 
alternative options for building 
out a market.  

One option is to award 10 
franchisees one unit each. 
Alternatively, you can award one 
franchisee 10 units. In the latter 
case, if the first unit doesn’t meet 
expectations, the franchisee may 
pause on developing the market. In 
the first case, several franchisees 
are likely to start building more 
or less simultaneously so the 
likelihood of market growth 
stalling out with only one or two 
locations is much smaller. 

6 Seek franchisees 
with long term 
capital plans 

Franchisors are well served to seek 
out franchisee candidates with a 
long-term investment horizon. This 
may sound obvious but franchising 
is a business best served with a 
patient, prudent, and repeatable 
source of capital.  

Franchisees that play the long 
game will be more likely to turn 
down B and C site locations in trade 
areas. However, they are also more 
likely to make a bigger investment 
when a true A site opportunity 
presents itself. Great franchisees 
that play the long game in terms  
of capital and securing A locations  
in desired trade areas create a  

true recipe  
for success.    
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7 Think ahead  
on hiring
Naturally the initial focus is 

on selling franchises. However, as 
you have success with this, quickly 
move to thinking about what it will 
take to make these franchisees 
successful. What support will you as 
a franchisor need to give – training, 
ongoing operations, marketing, 
technology, reporting and analysis, 
and more. Think ahead.  

There’s a delicate balance 
between scaling up the 
organization too fast and running 
out of cash, and not being able 
to provide the support required 
for your franchisees to succeed 
or hindering the pace of overall 
growth. Gaps can be obvious – new 
location trainers, for example, 
or more buried within the 
organization such as the capacity 
to review architectural plans. 
Finding the people with the skills 
you need can take time, so staying 
on top of the challenge is critical. 

8 Stay focused on 
investment cost 
Investment costs fluctuate 

greatly depending on supply and 
demand, and it’s important to stay 
tuned in to what your franchisees 
are experiencing. You may have the 

opportunity to work with operators 
who have a varied portfolio and 
work with a variety of brands – ask 
for their feedback on buildout costs.  

And critically, make sure your 
preferred vendors are price 
competitive – if they’re not, 
franchisees will look for other 
options. The best franchisees 
seek out franchisors who are 
constantly focused on optimizing 
development costs.  

9 Collect financial 
data from 
franchisees 

Well-run companies focus on the 
timely collection of franchisee 
financial statements. With a proper 
and current understanding of 
franchisee unit level economics, the 
franchisor can leverage this data 
to recalibrate strategic plans of the 
enterprise in the months ahead.  

For example, a franchisor 
can establish sales, COGS, and 

franchisee profitability metrics by 
region, which can be utilized when 
discussing short- and long-term 
strategy.  These reports can be 
shared internally to highlight best 
practices and used as rationale to 
direct extra franchisor resources 
towards franchisee groups that fall 
below the established benchmarks.   

10 Establish 
contacts within 
the franchise 

finance community 
Franchisors should constantly work 
to establish strong connections 
within the franchisee lending 
community. This will not only 
benefit those at the leadership level, 
but will also help your franchisees 
obtain capital throughout their 
franchising journey.  

Many companies will often host 
lender days or lender summits to 
create a positive atmosphere for 
networking and connection. To 
the extent possible, share your 
strategic plans with lenders to 
contextualize your team’s long-
term goals and provide relevant 
benchmark data concerning sales 
and profitability figures.  

In addition, offering access 
to the senior management team 
during these events is a crucial step 
towards gaining trust and building 
a relationship. When lenders rally 
around a concept by essentially 
underwriting a brand, their ability 
to then underwrite a franchisee 
on a specific loan request is 
strengthened greatly – helping 
franchisors gain a partner and 
guide for all things financial.

“Make sure you are focused on the drivers 
of a good location for your specific brand – 
some brands are destinations in themselves 
and don’t need the best real estate” 
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Meet Camile Thai 
Kitchen

At a Glance
Camile Thai Kitchen

Year established: 2010 

Number of franchised outlets: 46  

Location of units: U.K., R.O.I., and U.S. 

Investment range: £200,000 – £350,000 

Minimum required capital: £100,000 

Contact: shabu@camile.co.uk 

camile.co.uk/franchising 

amile is a unique food 
experience that not only excites 
customers but also provides a 
great business opportunity. 

It is the result of years of business 
experience, a desire to create something new 
and different and a dedication to providing 
quality products and services. Created in 
2010 by Brody Sweeney, founder of the award 
winning O’Briens Sandwich Bar chain (350 
outlets in 16 countries), Camile is poised for 
significant growth in the U.K. and overseas. 

THRIVING THROUGH  
THE PANDEMIC   
Unlike most hospitality businesses, Camile 
has thrived through the pandemic, as its 
suburban based home delivery model has 
proven resilient to the exceptionally difficult 
trading circumstances for the industry.  

Its restaurants are geared towards a quick 
and efficient delivery process, facilitated by a 
brand-new app, offering a flawless ordering 
service for home delivery and collection. 
Roughly 70 per cent of orders will be home 
delivery, of which the brand aims to deliver 
80 per cent within a 30-minute time frame.  

The branches run their own driver fleet, 
while also maintaining mutually beneficial 
relationships with industry leading 
aggregators. This two-tiered approach to 
delivery gives them a significant advantage 
over their competitors. 

PERFECT, FROM KITCHEN  
TO DOORSTEP 
Camile has created an innovative food 
product that is perfectly tailored to holding  
its heat and quality during delivery, 
developed through over 10 years of research 
in the food delivery space. Each touchpoint  
of the customer’s journey is closely 
considered to create a world-class guest 
experience that leads the casual restaurant 
industry – including the award-winning app, 
which captures up to 50 per cent of a  
branch’s business.   

The brand was the first home delivery 
chain in Europe to go 100 per cent 
compostable with its packaging. The first to 
print calories on menus, the first to deliver 
by drones, and to carry out free healthy 
cookery demonstrations for guests – and 
even the first to home deliver a doggy treat 
for the third of Camile customers who are dog 
lovers. And as well as meat lovers, the brand 
can also cater for gluten free, dairy free, and 
vegetarian diets.  

SUSTAINABLE GROWTH
Since opening its first location in 2010, 
the business has expanded through a 
combination of company-owned and 
franchised restaurants. Ongoing expansion  
in London remains at the forefront of 
Camile’s strategy.  

The Camile franchising model has been 
well developed in Ireland and is a winning 
business model. With single-unit and 
multi-unit franchisees growing businesses 
at a steady rate, it’s an amazing time to join 
Camile Thai.  

Many of the franchisees have become 
multi-unit owners, with franchisee Pramod 
Thankappan currently on 10 sites, with two 
more under construction. With a variety of 
formats on offer from the core neighborhood 
home delivery restaurants, to cloud kitchens, 
Camile has an offer to suit every market.     

SUPPORT AND GUIDANCE
Camile franchise owner Rakesh 
Gopalakrishnan was working as a manager 
in the Camile Tooting Bec location when he 
saw first-hand the potential running his 

An international Thai restaurant group, perfect for health-conscious consumers

C

own Camile Thai business.  
“2021 has been an extremely busy 

year,” said Rakesh. “With the support and 
guidance of the Camile Thai team, I feel 
well-equipped to continue my journey as a 
business owner”. In late 2018, he took the 
keys to his first restaurant, then buying 
two more London branches in 2021.  

He has since racked up high double-digit 
like-for-like sales, strong gross profits, and 
a dedicated restaurant team to deliver an 
amazing guest experience.  

C A M I L E  T H A I  K I TC H E N
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Six tips to restructure  
your business for a  
post-COVID world
The world has changed – is your business ready to evolve, too? 

nprecedented changes 
have been inflicted upon 
most of the nation’s 
businesses, following the 

devastation of COVID-19. That being 
said, there are those industries – such 
as healthcare, online entertainment, 
digital marketing and eCommerce 
– that have thrived on the changes 
brought about by the pandemic.  

On the other hand, other fields, like 
retail and hospitality, have suffered 
greatly due to lockdown orders and 
social distancing rules. Whether 

your business has flourished or 
declined, however, post-pandemic 
restructuring may be essential. No 
matter what trials and tribulations a 
business has faced, this crisis should 
now be seen as an opportunity to 
learn, in order to be better prepared 
for the future. 

As such, here are six tips that a 
wide selection of businesses will need 
to implement in a post-COVID world: 

1 Allow for remote 
working
Remote working is a phrase 

many will have never heard before 
2020, but since then, it’s been 
ingrained in our day to day lives to 
the extreme. In order to survive the 

lockdowns, as they continuously 
reared their ugly heads, the U.K.’s 
businesses had no choice but to ask 
their staff to work from home.  

Before long, this was referred to by 
many as the ‘new normal’, and it’s only 
relatively recently that the nation’s 
employees have been able to return 
to the office. Whilst there are those 
who are overjoyed with this return 
to normalcy, others have done so 
begrudgingly, with yet more workers 
being provided with the option to 
continue to work remotely, should 
they choose to. 

The businesses offering the latter 
have got it right. There are undeniable 
benefits to allowing staff to work from 
home, in both employee motivation 
and cost savings. Whilst some people 
really struggled to separate their 
home and work life, others thrived, 
and to suddenly take this away from 
them just doesn’t make good  
business sense.  

Looking ahead, it would seem 
that restructuring companies are 
more than likely to continue to 
accommodate those working from 
home, in order to reap the benefits  
of this flexibility. 

2Get online
Similar to the push towards 
remote working, the pandemic 

also gave many businesses the shove 
towards an online presence that they 
desperately needed. Whilst there’s 
nothing wrong with the traditional, 
face-to-face experience, it’s important 
to understand that the internet isn’t 
going anywhere and businesses will 
need to evolve if they want to succeed.  

This is the case regardless of the 
pandemic, but COVID-19 has certainly 
forced many businesses to start 
providing their customers with an 
online service, which can be accessed 
from the safety of their homes. 

U
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“Similar to the push 
towards remote working, 
the pandemic also gave 

many businesses the 
shove towards an online 

presence that they 
desperately needed”

Whether this applies to retail stores 
launching their own courier services, 
family restaurants providing online 
food delivery, or anything in between, 
it’s a simple fact that the need for 
businesses to get online grows more 
and more each passing day.  

The pandemic has helped to 
nudge reluctant businesses in the 
right direction, and when it comes to 
successfully restructuring in the wake 
of COVID-19, investing more time and 
money into your online presence is 
certainly advisable. 

3 Save on costs
The pandemic has seen 
the revenue and profits of 

countless companies plummet, 
consequently making money saving 
and cutting costs a priority for many 
restructuring businesses. When it 
comes to cutting costs, the end goal is 
always to be able to continue working 
as efficiently as normal (if not more 
so), but at a lower rate.  

When reassessing your expenses, 
have a shop around for cheaper 
insurance policies or software 
subscriptions, that won’t have a 
negative impact on your business 
or employees if implemented. 
Comparison sites can be a useful  
tool in this endeavour, as 
they allow you to input 
your business details and 
compare multiple offers.  

WORDS BY DARREN DIAMOND
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4 Utilize government 
support 
The U.K. government has 

helped many businesses stay afloat 
throughout the various lockdowns, 
by offering support through a 
series of grants and loans, as well 
as a furlough scheme; the latter 
enabling companies to continue to 
pay employees, when forced to close 
premises or downsize, without going 
out of pocket themselves.  

Researching the various 
government support schemes 
available to you should certainly 
feature as an element of your 
business restructure. Remember, 
these support options exist solely for 
struggling and recovering businesses 
to take advantage of. 

5 Improve your 
customer 
engagement

Customer engagement has played 
a crucial role in the survival 

of many businesses throughout the 
pandemic, with many brands finding 
a new appreciation for just how 
important this is. COVID-19 or not, 
any business that struggles to offer 
the same services as a competitor 
may be able to lock down (no pun 
intended) a client through customer 
experience alone.  

It’s become increasingly  
apparent that human-centric, 
empathetic customer engagement, 
which prioritizes the value of the 
customer over the sale, is needed  
now more than ever. Customers who 
feel a genuine connection  
with a brand are far more likely to 
stay loyal to them, regardless of 
whatever worldwide crisis is  
around the corner. 

6 Stay up to date with 
your competitors
Many companies will be coming 

out the other side of this pandemic with 
fewer competitors than they started with. 
On the other side of the coin, however, 
businesses in the previously mentioned 
pandemic-thriving industries may need 
to develop more competitive strategies in 
order to cope with the growing demand 
for their services, not to mention the new 
competitors that might have come out of 
the woodwork as a result.  

Regardless of which side of the coin your 
business is on, it would certainly be wise to 
stay up to date with what your competitors 
are doing, in order to understand exactly 
how the impact of the crisis has affected 
where you stand in the market.  
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elen Doron English has been 
providing driven, enthusiastic 
individuals with a fulfilling  
and worthwhile career for 

decades. The franchise’s customizable 
pedagogic curriculum means that each 
and every market in which it operates can 
thrive, while also being supported by an 
international franchisor team of education 
professionals.  

Like many franchise owners that join the 
Helen Doron Educational Group network, 
Meena Athwani and Toni Camps Martinez 
– Helen Doron English Spanish master 
franchisees – first encountered the business 
as new parents looking to improve their 
child’s education.  

“When my children were aged three and 
one, I was an enthusiastic mom creating 
games and activities for them to learn 

Championing 
exceptional education 

Helen Doron English is elevating the lives and careers of its franchisees

H

English and math. I wanted more tools 
to do this well and perhaps even seek job 
opportunities in this field,” explains Meena.   

“While checking on the internet I came 
across a Helen Doron English Teacher 
Training Course that was to be take place in 
Valls (about an hour’s drive from Barcelona). 
It sounded interesting and I could afford 
it, so I decided to sign up. That was my first 
introduction to Helen Doron. It was love  
at first sight.”  

TAKING AN EXCITING LEAP
Following this teacher training course, 
Meena started her journey with Helen 
Doron as a teacher, working from home. But 
even at this early stage, she knew that the 
possibility to grow and develop was just on 
the horizon.  

“I recall my first meeting with Helen 
Doron and Anne Gordon (former VP 
business development) in Avenida Gaudi in 
Barcelona over coffee. I told Helen I was a 
businesswoman at heart and though I loved 
teaching I wanted to know the business side 
of it. In some way, that set the ball rolling in 
the universe,” says Meena.   

“In 2009 Anne offered me the opportunity 
to become a master franchisee. The 
investment was high, and I was unsure of 
taking this step. I was just settling in my role 

Learning Centre Franchise 
Conference in Madrid

Celebrating 10 years 
with Helen Doron 

in 2019
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group’s annual conferences and  
meetings that bring together and  
celebrate its many exceptional  
franchising partners.  

The experience has also brought  
Meena and Toni even closer.

“Working together in Helen Doron  
has allowed Toni and I to grow and  
evolve as a couple. Toni and I are two 
completely different personalities.  
When we made the decision to work  
together this could have gone either  
way. It could have robbed us of our  
marriage, which fortunately it did not.   
What it did do was bind us closer; it  
made us appreciative of our differences  
and talents and to make the most of  
it to be a stronger team,” says Meena. 

“While being totally different in our 
approach to situations, we have one 
common goal. We are happiest when  
we can share and support. The Helen  
Doron family is a big community, and  
we feel part of it.”  

“The Helen Doron family is a big community, 
and we feel part of it”

as a successful Learning Centre franchisee. 
Here, Toni gave me the push that I needed. 
He gave me the courage and clarity to take 
the leap. It wasn’t his intention to join me 
actively in the business initially, but in 2010, 
he accompanied me to the Prague master 
franchise convention and the day after we 
came back, he told me he was coming  
on board.”  

The next few years were rife with activity 
and development: The couple became 
Spain’s only master franchisees in 2009, 
and in 2010, there were two more master 
franchises and 12 Helen Doron Learning 
Centers in Spain. Just five years later, that 
number shot up to 83, with Meena and  
Toni transitioning into national 
coordinators in 2013.  

The student figures were  
equally impressive, with around 1,500 
in 2010 becoming 12,436 by 2015; an 
achievement that credits the joint effort of 
the master franchisee team.

A PROVEN METHODOLOGY
The growth numbers speak for themselves, 
but it’s the efficacy of the Helen Doron 
English model that truly makes the education 
brand stand above its competition. As Meena 
outlines: “To work in this field, you need to 
have a passion for education and for children. 
Like all businesses, you need some time to 
grow into your numbers, but if you are doing 
something that you love and you know  
that you are contributing to the future of 
many young people, this becomes a  
great motivator. 

“After 18 years with this company, I can  
see the results in our students. The reports 
that we receive from Cambridge exams  
show us that the results of our students  
are above the average as compared to  
other academies in Spain and even those  
in the world.

“The product works, the methodology 
works. Our students are doing bilingual  

high school, or their Baccalaureate or 
university studies in English speaking 
countries. We have various ex-students  
now as teachers in our teams, and we  
provide them with a career path that  
allows them to become franchisees. We 
helped them reach there; we are part of  
their success. Knowing this is one of the 
greatest satisfactions that I receive in  
my work.” 

COLLABORATIVE COMMUNITY
In keeping with the support that they  
receive as master franchisees, Meena and 
Toni ensure to provide each and every  
one of their Learning Centre franchisees 
with the tools, training, and targets that  
will allow them to truly succeed. The  
Helen Doron English franchise is one  
built on collaboration and support,  
which is showcased through the  

At a Glance
Helen Doron English

Established: 1985 

Number of franchised outlets: Over 1,200 

Location of units:  Albania, Austria, Bosnia and 
Herzegovina, Bulgaria, Chile, China, Croatia, Cyprus, 
Czech Republic, Ecuador, Estonia, France, Germany, 
Greece, Hungary, Israel, Italy, Lichtenstein, 
Lithuania, Macedonia, Mexico, Montenegro, 
Panama, Peru, Poland, Portugal, Romania, Russia, 
San Marino, Serbia, Slovakia, Slovenia, South Korea, 
Spain, Switzerland, Thailand, Turkey, Ukraine 

Investment range:  €150,000 - €250,000 

Minimum required capital: €200,000 

Contact: info@helendorongroup.com 

helendorongroup.com Toni and Meena with Helen Doron

Annual Teacher Conference in  
Barcelona on Halloween
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SOCIAL MEDIA 
FOR FRANCHISES

When used correctly, social media can be a valuable tool for 
both consumer interaction, and franchisee lead generation
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any of us spend hours 
upon hours scrolling 
down newsfeeds. 
Therefore, it is no 

surprise that social media has 
become a core part of any 
company’s marketing activities. 
Whether it’s customers or new 
business partners, they are likely 
browsing their favorite social 
media platforms for news and light 
entertainment. 

Therefore, it is essential to 
maintain some kind of social media 
presence to let people know your 
franchise is alive and kicking. With 
even the smallest start-ups posting 
on daily basis, there is no excuse for 
a dead social media account. 

Consumers look for the signs 
of competency and know-how; 
potential franchisees or business 
partners look for the same, but more. 
They want to see a franchise making 

full use of the free, amplifying tools 
that social media are. 

An active account that regularly 
replies to consumers, addresses 
their concerns and shares in 
their joy make for a strong brand. 
Strong brands are the lifeblood 
of franchising, and potential 
franchisees would much rather 
start a business with a strong brand 
than a poorly-managed one. 

We’ve compiled a handy list of 
do’s and don’ts for your business to 
follow to maximize your leads and 
franchisee growth: 

Maintain active 
accounts
 DO: KEEP YOUR 
 ACCOUNTS ALIVE
There is nothing worse than 
opening up an account to see the 
last post was made two years ago. 

It doesn’t need to be particularly 
extensive. If you’re without a 
defined strategy, three or four posts 
a day is enough to let people know 
your business is up and running.

“They should be on larger social 
media channels. I understand if 
some businesses don’t want to be on 
Tik Tok yet,” said Patrick Crawford, 
senior vice president of strategic 
marketing at Scorpion. “But still, you 
should be present [on larger social 
media channels], let people know 
that you understand this game, this 
landscape, and these channels.” 

Franchisees should be 
encouraged to maintain active 
pages too to keep their local 
community aware that the location 
is always active and fresh in the 
mind. What’s more, it takes little 
effort to schedule a handful of posts 
every day on your social media 
business accounts. 

INSIGHT

THE AUTHOR
Raghav Patel is a 
digital content writer 
for Global Franchise
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 DON’T: LET YOUR PAGE DIE
Don’t let your page die! Don’t go 
weeks, months, or years between 
posts. It conveys a bad message 
to the consumer and potential 
franchisee, that you aren’t focusing 
entirely on the franchise. It harms 
your credibility when someone’s 
first impression of your franchise 
is that it’s had nothing to say for 
months or years in many cases. 
Remember: social media is a 
window. There has to be something 
in the window! 

“I think when you’re not posting, 
people ask, are you even active? 
That definitely starts to ºplant a 
deeper seed of that mistrust and 
doubt,” added Crawford.

Post with variety, and 
consider the platform
 DO: POST WITH A GREAT DEAL
 OF VARIETY
Nail down five or six different types 
of posts that will feature on your 
social media pages, and rotate 
them. Many food franchisors simply 
post images of their food. Whilst 
this goes some way to making 
mouths water, it does little to 
attract a potential franchisee. Users 
can get tired of the same type of 
post month after month; therefore, 
it is essential to spice it up. 

“I think it’s really important. It’s 
also challenging at the same time. 
Companies, a lot of the time want 

to stick to what they know,” said 
Crawford. “But I think people also 
expect variation. Because if you’re 
posting the same thing over and 
over again, or very similar things, it 
starts to get ignored. 

“If you see the same thing, it’s 
becomes watered down. It’s easy 
to miss, skip over, and not pay 
attention, unlike a bit of variation 
that pops in and automatically 
draws your eye.” 

A chicken franchisor, for 
example, can share news of new 
locations opening up. Going further, 
recording and sharing clips of 
food being produced, or images of 
happy customers simply enjoying 
their meal can do a lot for a brand’s 
image and value. 

Different platforms expect 
different types of posts. Facebook 
is more community-based and 
intimate, whereas Twitter provides 
more of that window and one-way 
communication. LinkedIn is an 
important avenue to manage as 
that can be where many potential 
franchisees first conduct research. 

Keeping LinkedIn business-focused 
gives the correct impression when 
coupled with how other channels 
are managed.  

 DON’T: WASTE TIME ON 
 SMALL PLATFORMS WITH 
 NO STRATEGY
Hootsuite’s 2021 Digital Trends 
report showed that most social 
media platforms do not have many 
unique users. The vast majority 
will have accounts on all platforms; 
therefore, it is essential most of the 
effort is directed towards the largest 
social media platforms. Spending the 
same amount of time on Twitter as 
you do on Pinterest, for example, is 
a waste of time since most Pinterest 
users will be on Twitter too. 

“We mainly utilize Facebook and 
Instagram, with some LinkedIn for 
franchise development purposes. We 
want to know we are heading into 
areas where our core audience lives,” 
said Autumn Lew, vice president of 
marketing at Just Between Friends, 
a consignment sale franchise based 
in the U.S. 
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“I think it is very important that you’re actively 
engaging with your audience. That’s really 
where you can take advantage of these 
channels to help you grow” 
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“Social media is your digital, 
shopfront window. A lack of social 
media is just a solid, brick wall”

Interaction with 
customers
 DO: INTERACT WITH 
 YOUR CUSTOMERS
It takes little to no time out of 
the day to like a comment or 
share a post. The effect of this is 
that customers feel a part of the 
brand, and that it listens to them. 
It also encourages others who 
enjoy your brand’s offering, to 
interact with it online. 

“I think it is very important that 
you’re actively engaging with your 
audience. That’s really where you can 
take advantage of these channels to 
help you grow,” said Crawford. 

Social media has grown to the 
point that your customers are 
guaranteed to be on it in some 
way, as well as your leads, who may 
research a franchise using its social 
media accounts. 

“Our target audience for both 
franchise development and 
consumer marketing are on social 
media regularly and for extended 
periods of time. That has allowed 
us to develop relationships and 
following with our communities,” 
said Lew. 

Responding to grievances and 
negative comments matters too. 
Dealing with the grievances of 
customers generates the image of a 
positive, proactive brand that seeks 
to fix problems before they can 
balloon into something greater. 

Potential franchisees will be more 
likely to get on board with a brand 
that actively manages its reputation 
and engages its customers. 

 DON’T: IGNORE YOUR
 CUSTOMERS
Whether they’re expressing joy or 
rational, reasonable anger with 
a poor experience or product, 
it cannot be ignored. Modern 
consumers look for more than 
simple competency and a cheap 
price point; they want to feel 
connected to a brand. 

One-way communication does 
not serve this goal, and franchisee 
leads are likely to be discouraged 
by the brand’s perceived lack of 



“Our target audience for both franchise 
development and consumer marketing 
are on social media regularly and for 
extended periods of time”

interaction. Franchisees do not and 
should not be expected to put in the 
legwork on social media if it is the 
remit of the franchisor.

Promotions and 
central accounts
 DO: OFFER CUSTOMERS 
 PROMOTIONS TO STAY
 ENGAGED
Comments, likes and shares are one 
thing, but the end-goal is to drive 
customers to your business. Promos 
are a fantastic way of killing two 
birds with one stone, increasing 
long-term customer engagement 
and increasing sales. Customers 
who make use of a promotion once 
are likely to check in again. 

These types of promos and offers 
are attractive to franchisees. It 
makes it easier for them to hit the 
ground running and more quickly 
develop a loyal customer base who 
enjoy the service/product as well 
as the social media offering. Data 
from 2017 showed that 75 per cent 
of people buy a product after seeing 
it on their social media feeds and 
57 per cent are likely to buy from a 
brand they already follow. 

The franchise requires promoting 
too, showing off the strength of the 
concept and the ease with which 
franchisees are managing their  
new businesses. 

“Once someone sees and 
experiences one of our sales, there 
is a natural ‘Hey, I could do this!’ 
response that wells up for some,” 
said Lew. “Social media allows 
us to have conversations and 
relationships with our communities, 
including those who want to be 
more of a part of our franchise 
system through ownership.”

 DON’T: MIX UP FRANCHISOR
 AND FRANCHISEE ACCOUNTS
Accounts should be clearly 
marked and easy to find for 
customers. Certain franchises 

allow franchisees to offer their 
own, personalized discounts 
and promotions. It’s essential 
that people can find their local 
location and interact with it, 
instead of directing everything 
to a central account that may not 
connect too well to the customer. 

Central, headquarter 
accounts can be used for more 
lead generation as opposed 
to simply using it to push out 
new marketing material, news 
and promotions. 

Social media is a great 
amplifier of your 
message
The use of social media is 
fundamental, but many fail 
to utilize it effectively. Small 
franchisors often cite their size 
and inability to devote time to 
their social media channels, but 
this is a fragmented approach 
to business. Social media is the 
modern-day word-of-mouth, 
and it can’t be ignored. 

“We have a brand that began and 
became successful, mostly utilizing 
word-of-mouth recommendations,” 
said Lew. “Now that social media 
is here, our success has grown 
as an extension of that prior 
form of grassroots, a friend 
telling a friend. Plus, our core 
demographic lives in  
social media.” 

Social media is your 
digital, shopfront window. A 
lack of social media is just a 
solid, brick wall; nobody can 
look in unless they decide to 
walk in. 

A holistic approach is what is 
needed. Core operations of the 
franchise can never be neglected, 
but devoting half an hour of the day 
to schedule some basic posts can 
have an outsized effect, especially 
on fledgling franchises that haven’t 
gained any authority or trust. 

When the franchise has reached 
a certain level, more time can be 
devoted to social media until a 
dedicated marketing department 
or social media strategist can take 
over and leverage those platforms 
to bring in those needed franchisee 
leads and new customers. 
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ost optimization has  
become one of the top 
priorities for companies 
around the world. In fact, 

according to a recent study conducted 
by CFO Research of Industry Dive in 
partnership with Expense Reduction 
Analysts (ERA), 81 per cent of CFOs, CEOs, 
and other finance executives believe 
that maintaining a high degree of cost 
discipline over the next 24 months will be 
critical for growth.  

“Now more than ever, it is critical for 
companies to know for certain, not just 
guess, that they are optimizing their costs 
to the maximum amount possible based 
on their industry, size, and geographic 
location”, said Charlie Smith, ERA’s  
CEO of North America.  

“Technology and benchmarking  
data have far outpaced most CFOs  
ability to take advantage of opportunities 
that are hiding as expenses in their 
general ledger. Instead, they are left to 
flounder trying to cut headcount in  
order to hit their cash shortfalls.   
That is why using an established  
cost consultancy is crucial to  
realizing those cost savings as  
soon as possible.”  

THE SMART SOLUTION
For almost 30 years, ERA has been 
helping businesses to optimize their 
spending and cut unnecessary costs, 
so that money can be utilized in more 
optimal avenues. Today, thanks to the 
creation of ERA’s SpendVue tool, these 
services have been supercharged.  

“SpendVue is an intelligent business 
tool that is built on the data we’ve 
gathered from working in this industry 
for almost 30 years, and from having 

completed thousands of projects with our 
clients over that time,” explains Smith. 
“By working with a prospective client, 
we can use SpendVue to show them a 
personalized dashboard of all of their 
business expenses, and in real-time, 
show them exactly how much is being 
spent with each expense and how much 
potential savings is hidden there.”  

SpendVue is an invaluable 
differentiator for ERA when recruiting 
new franchise prospects, but the cost-
optimizing tool will also soon be one 
of the most in-demand pieces of  
software available to CFOs and their 
organizations today.  

The figures show exactly this: four  
out of five executives surveyed in CFO 
Research’s study say that they’d love to  
have a ‘do-over’, and regret not  
evaluating areas of cost reduction  
prior to the recent economic downturn. 
These same executives put cost  
analysis at the top of their business 
priorities for financial teams over  
the next 12 months.  

Is Smith confident that these  
figures will prompt a spike in interest 
for ERA’s cost-optimizing opportunities 

On the cutting-edge 
of data-driven cost 

optimization
Expense Reduction Analysts is leading the way with its SpendVue  

Business Intelligence software 

C
over the next year? “It’s not a question,” 
he says. “The reason we know that is 
because when we went through the  
global recession of 2008, our volume 
increased double-digits, year-over-year. 
The reason is that when companies 
are making cash hand over fist, they 
know that they should be using cost 
consultancies, but so much is  
happening that they just don’t get 
around to doing it. 

“When cash is tight, it becomes a  
big deal. While cost consultancy is  
normally a growth business to be in,  
it is especially front-burner right  
now, and we’ll remain in that 
exceptionally strong position for  
at least the next five years. 
Companies like us so much because 
we’re able to generate much-
needed cash for them in areas  
that they never thought  
they could.” 

THE PERFECT ERA 
FRANCHISEE
It doesn’t take a business 
expert to appreciate the 
level of client retention 
and possible returns that 
a tool like SpendVue will 
bring to prospective 
franchisees. In fact, 
Smith believes that 
SpendVue will drive 
ERA’s average client 
retention period of 
five years much, 
much higher.  

Couple this with 
ERA’s established 
no savings, no fee 
model, and you’ve 

“This is the one 
franchise where 
you’re going to get 
paid exactly – to the 
penny – the value that 
you bring to a client” 
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proposition, so it requires somebody  
who is comfortable speaking with 
individuals within the c-suite. We’ll 
naturally train them and provide  
them with all the information and  
tools they’ll need to succeed and  
thrive – they just need the confidence  
to be able to present to clients effectively.”  

A GROWING INDUSTRY  
WITH UNCAPPED POTENTIAL
ERA isn’t just an award-winning, 
international franchise with over  
700 consultants in more than 40  
countries around the world. It’s the  
go-to provider of a fiercely in-demand 
service that is only going to become  
more popular as SpendVue rolls out 
globally, following its proven success  
in the U.S.  

“SpendVue launched for the first  
time this year. Previously, a client  
would come in with maybe one or two 
projects to get the ball rolling. Now, 
because of this software and business 
intelligence we provide, clients start  
with seven. They often want to do more, 
but we provide a phased approach,”  
says Smith. 

“Clients are no longer thinking  
whether or not they’re going to  
sign with us; they’re thinking  
about how many projects they’re  
going to do.” 

got an investment opportunity that’s a 
no-brainer.  

“This is the one franchise where you’re 
going to get paid exactly – to the penny – 

At a Glance
Expense Reduction 
Analysts

Established: 1992  

Number of units: 700+  

Location: Worldwide 

Investment range: $50,000 - $100,000 (single unit), 
$150,000 - $1,000,000 (area or master) 

Minimum required capital: $50,000  

Contact: joinus@expensereduction.com  

expensereduction.com  

“Companies like  
us so much because  
we’re able to  
generate real cash 
for them in areas that 
they never thought 
they could”

the value that you bring to a client.  
That’s really the benefit of this business,” 
says Smith. “When looking for new 
franchisees, we’re very attracted to 
individuals that have been executives  
in their career, because they see that for 
the first time in their career, they will 
actually  get paid for the value that  

they bring to a company – that’s 
something that people strive for, but 
aren’t very used to. When you consider 

that an executive usually brings at 
least 10 times the value of his/her 
compensation to a company, that’s  
a very exiting concept indeed.” 

And while Smith had a swath 
of cost optimization experience 
upon first joining ERA as a 
consultant, he doesn’t feel that 
this is necessary for entrepreneurs 

looking to join this expanding, 
global network of  

business specialists.  
“The biggest asset that somebody  

can bring to our franchise opportunity  
is their communication skills. This  

is a high-value client acquisition 
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Western brands of all shapes and sizes are making a pilgrimage to this fervent 
market to discover franchising success – are you ready to join them? 

REPORT BY KIER AN MCLOONE

FRANCHISING IN THE MIDDLE EAST
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THE MIDDLE EAST:
 ONE OF THE HOTTEST 
FRANCHISE REGIONS  

IN THE WORLD



S
imilar to Egypt, the United Arab 
Emirates (U.A.E.) experienced its 
first influx of major international 
franchise brands in the late 

1970s and early 1980s, with Western concepts 
keen to tap the financial potential that comes 
with expanding into this cash-rich region. 
Lesser-known operations followed suit, and 
the U.A.E. is now a popular destination for any 
international franchisor looking to expand 
beyond the West.  

The U.A.E. is often regarded as a 
homogenous market, but it’s important to 
remember that this region is comprised of 
seven unique, distinct emirates: Abu Dhabi, 
Dubai, Sharjah, Ras Al Khaimah, Fujairah, 
Umm al-Qaiwain and Ajman. The largest of 
these, Abu Dhabi, is 87 per cent of the overall 
land mass for the country, and houses 38 
per cent of the total population. It is also the 
political capital of the country, and one of the 
first places that franchisors tend to target as  
part of expansion agreements.  

This could be a mistake, 
however. While Abu 
Dhabi is naturally 

an important cornerstone of the 
market, focusing all efforts on  
just one of the seven emirates could 
leave other possibilities  
on the table.  

“Some franchisors don’t think of 
the country correctly. They think 
of the U.A.E. as one entire country, 
and don't appreciate the separate 
markets and that some are quite 
a distance away. Having a unit in 
Dubai is not going to service the 
market in Ras Al Khaimah. If people 
want to penetrate that market, they 
need to think about locations in sub-
markets,” explains Babette 
Marzheuser-Wood, 
global head of 

franchise group at international  
law firm, Dentons.  

“It's the same as when you may 
develop somewhere like Germany. 
Is the deal for 50 units in Germany 
as a whole, or one in Berlin, one in 
Hamburg, one in Dusseldorf? Some 
people don't go into that level of 
detail; some brands even give the 
entire G.C.C. to one partner.”  

A lack of franchise law
Unlike the newly-regulated market 
of Saudi Arabia, the U.A.E. doesn’t 
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T H E  U N I T E D  A R A B  E M I R AT E S :
A COHESIVE FRANCHISING 
FOUNDATION

The U.A.E. is a popular first choice for Western brands heading to the Middle 
East, but choosing the right local partner can make or break development



have any specific laws governing 
franchising. That being said, there 
are still legal and regulatory issues 
that affect franhchisors, and could 
inhibit growth in particular parts of 
the country.  

Previously, only U.A.E. nationals or 
corporations wholly owned by U.A.E. 
nationals were permitted to carry out 
business operations in the country. 
However, like with other regions of 
the Middle East, the government has 
since been working to make this a 
more accessible market for  
foreign investment.  

There are also sector-specific 
considerations such as Islamic 
dietary laws to contend with; not 
a deal-breaker by any means, but 
attributes that are unique to this part 
of the world.  

With regards to the former, this 
means that identifying the perfect 
local partner is paramount. But 
considering many local entrepreneurs 
are well financed, how can franchisors 
qualify which development partner 
would be best for them?  

“Some of the families own some 
shopping malls so having access 
to leasable sites depends on what 
families you're with. Because a lot of 
the deals are G.C.C.-based, it's good 
to look at your partners and ask 

if they're truly operating in 

multiple countries or if they're based 
in their home country and may have 
one or two outlets elsewhere,” says 
Melissa Murray, a partner at law firm 
Bird & Bird.  

“Doing some proper due diligence 
is key. Some franchisors that we've 
spoken to haven't done enough due 
diligence because it's an interesting 
dynamic; when you're in the States 
and coming out here, quite often, the 
master franchisee will be a lot  
bigger than the brand. There's a lot of 
negotiating power that they have, as 
well as capital.  

“We have some franchisors 
that have franchised and then the 
franchisee says that they want to 
outright buy the brand, or do a joint 
venture structure. In some situations, 
there's unequal bargaining power 
when you're coming into  
those conversations.”  

Understanding local 
demand
Franchising has permeated every 
possible sector imaginable, and you 

can often find a franchise brand for any kind 
of business you may want to own. However, 
there are always domestic nuances in a 
country that may promote or prevent certain 
market verticals from really taking hold. A 
medical care franchise from the U.S. may not 
perform as strongly in the U.K., for example, 
due to how both markets’ healthcare  
systems differ.  

The same can be said for the U.A.E. Food 
franchises are wildly popular (like they often 
are around the world), but not every kind of 
operation can find success.  

“I would say the focus in the U.A.E. is 
on retail and hospitality – hotels and 
restaurants, specifically. There isn't much 
in the fitness industry, and hardly anything 
at all in the domestic and general services 
areas,” explains Marzheuser-Wood.  

“That is because there's a large population 
of foreign workers who do their work for a 
cheap wage; there's no need for a franchise. 
This is contrasted with somewhere like 
the U.K., where people can't find cleaners, 

gardeners, or plumbers.”  
As mentioned by Melissa 

Murray, due diligence 
is crucial. This has 

always been the case with 
international development, but 

it’s doubly important in the Middle East 
– there’s prosperity to be found, but you’re 
certainly not in Kansas anymore.  
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“The U.A.E. is often 
regarded as a 
homogenous market, 
but it’s important to 
remember that this region 
is comprised of seven 
unique, distinct emirates"

THE U.A.E. BY THE NUMBERS

Population: 10 million  
GDP: $401.51bn 
Size: 83,600 square kilometers 
Primary language: Arabic 



T
he Egyptian franchise 
market is becoming an 
increasingly attractive 
one to international 

brands, ever since the country 
opened its borders to foreign 
investment with the Open-Door 
Policy of 1973. Up until this point, 
domestic businesses mainly 
catered to Egyptian consumers 
with products and flavors that they 
were accustomed to.  

With this bold new direction 
for Egypt’s economy, however, 

the floodgates were 
truly opened. The 
first international 
fast-food brand to 
open in the country 
was the English 
concept Wimpy, 

but the Egyptian scene is now 
rife with many of the largest U.S. 
brands vying for a slice of this 
unsurprisingly hot  
franchise landscape.  

Donuts in demand
Two of the most recent 
international development stories 
centering on this region concern a 
couple of North America’s largest 
confectionary brands: Krispy 
Kreme and Duck Donuts.  

Krispy Kreme opened its 
first Egyptian store back 
in August in collaboration 
with Americana Group; a 
franchisee that has operated 
Krispy Kreme locations 
throughout the 
Middle 

East since 2007. The location 
opened in the fervent and dynamic 
hub of Cairo, and has since 
showcased the Egyptian embracing 
of Western brands.  

“The world continues to crave 
Krispy Kreme, and we continue 
expanding in a disciplined 
manner to feed and fuel that 
craving, growing our business and 
enhancing lives through the joy 
that is Krispy Kreme,” said Mike 
Tattersfield, CEO of Krispy Kreme, 
at the time of this launch. “We’re 
thrilled to serve 
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awesome, fresh doughnuts in 
Egypt with Americana, our valued 
franchise partner in the region.” 

Duck Donuts, meanwhile, signed 
a considerable master franchising 
deal with Master Foods in May 
to bring 25 locations to Egypt 
over the next five years. Like 
many franchisors, Duck Donuts 
dipped its toes into Middle East 
development prior to this growth, 
and soon learned that this is a 
market that leading international 
brands simply cannot ignore.  

“We opened in Dubai in the fall 
of 2020, and that kick started the 
buzz, interest, and awareness for 
our brand throughout the Middle 
East,” explains Betsy Hamm, CEO. 
“Duck Donuts also has a location in 
the Kingdom of Saudi Arabia, so our 
company objective is to continue 
pushing for growth in the region, as 
well as Egypt opening the path to 
North Africa expansion.” 

The importance of selecting the 
right local partner is universal 
when it comes to master 
franchising, but this is particularly 
crucial in the Middle East where 
organizations and families have 
deep ties to local real estate and 
potential sites that brands can use 
to open new locations. Duck Donuts 
certainly didn’t overlook this fact 
when selecting Master Foods as a 
growth partner.  

“Our franchise partners are 
local, and have strong ties and 
relationships in their hometown 
of Cairo. They understand the 
audience and the market. The 
master franchisees also own 
Master Express in Egypt, a 
managing group of retail stores 
including premium gas stations 
and convenient stores,” explains 

Hamm. “Their positioning in retail 
and real estate was a key factor in 
the decision; their existing network 
will allow for quick growth and 
allow for Duck Donuts to have 
access to prime locations  
across Egypt.”  

Wider growth potential
Many use Egypt as a gateway 
between the Middle East and 
North Africa, though the country 
is certainly worthy of investment 
in its own right. After all, the 
country’s fast-food market alone 
is estimated to be worth upward 
of $800m, and increased spending 
power among its citizens has made 
development even more viable for 
franchise brands; Egypt has an 
estimated five million “A-class” 
consumers who have a monthly 
average income above $1,200, 
which is more than double what it 
was just 10 years ago.  

That being said, utilizing Egypt’s 
consumers and geographical 
positioning as part of a larger 
franchising deal is certainly 
not without its benefits. This is 
the exact path that Happy Joe’s 
Pizza & Ice Cream has chosen to 
go down, with a recent master 
franchise agreement signed 
between the brand and H.J. 
Happy Joe’s for Restaurants 
L.L.C., meaning that the Iowa-
based concept will soon increase 
its footprint by over 50 per cent 
across 10 new markets in the 
MENA region. 

“Since the master franchisee 
was planning to have all 10 
countries and given the potential 
for some of those countries to 
have a quick change in political 
party leading the government, 

we decided to put them all into 
a pool with targets for each 
country,” explains Tom Sacco, 
CEO of Happy Joe’s.  “However, if 
changes in government occurred 
that were not in favor of American 
businesses for example, then we 
would have flexibility. The Happy 
Joe’s that couldn’t be built in one 
country could be built in other 
countries without the master 
franchisee being in breach of their 
contract.” 

Similar to Duck Donuts, Happy 
Joe’s was keen to find a local 
partner that was familiar with local 
customs and consumer habits to 
really capitalize on the opportunity.  

“It is very important for our 
team to understand the culture 
of the country that we are doing 
business in. Having a master 
franchisee that can assist and 
support that process as we 
currently do with the El Batran 
Family is critical to the success 
and reception of the American 
concept. Based on my experiences, 
I know it’s extremely important 
for a U.S. brand to respect and be 
familiar with the culture in the 
country where they are expanding.” 
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“Many use Egypt as a 
gateway between the 
Middle East and North 
Africa, though the  
country is certainly  
worthy of investment  
in its own right”

EGYPT BY THE NUMBERS

Population: 104 million 
GDP: $280bn 
Size: 1.1m square kilometers 
Primary language: Egyptian Arabic 



S
audi Arabia is a prime 
consumer region in the Middle 
East, with the country 
commonly being regarded as 

the largest retail market in the G.C.C. An 
estimated 83 per cent of the country’s 
population live in urban areas – which is, 
conveniently, where many of Saudi Arabia’s 
franchise outlets are located.  

This is due to shopping being a common 
pastime of Saudi consumers; malls are a 
frequent social gathering point (outside 
of COVID), and are often a hub where the 
biggest American brands can be found – 
often duplicated across every mall possible.  

Regulatory overhaul
One of the biggest changes to the Saudi 
Arabian franchise market in recent years is the 
introduction of the Saudi Franchise Law, which 
is the first time that franchising has been 
legally recognized outside of common contract 
law and other familiar regulatory practices. 
The Law came into effect on April 22, 
2020, and consists of 11 articles divided 
into 27 sections – all very important for 
franchisors to consider when embarking 
on growth into the country.  

It may have been expected that the 
Saudi Franchise Law – which requires 

all documents to be translated into 
Arabic, among other stipulations 
– would curtail franchising deals 
and possibly harm the country’s 
previously active market. Instead, it 
seems to have formalized an industry 
that was previously populated by a 
few bad apples.  

"Because there's now a lot 
more compliance for franchisors, 
what we have found is that it 
has delayed certain deals going 
through. Documents have to be 
translated into Arabic, and the 
franchisees – and maybe this is a 
good thing – are forced to look at 
their deals a bit more closely. They're 

being presented with a disclosure 
document which they weren't in the 
past, and it's in Arabic which it wasn't 
in the past,” explains Melissa Murray, 
a partner at law firm Bird & Bird. 

“It has also caused some 
franchisees to appoint lawyers where 
they may not have previously. There 
have been more negotiations that 
have come from that, which didn't 
previously occur. It's made all of the 
deals that bit more professional.” 

And the evidence is certainly there 
to show that the introduction of this 
Law has done nothing to halt Saudi 
Arabia’s active market. Case in point: 
in April of this year, established 

38        GLOBAL FRANCHISE  |  ISSUE 6.5

FRANCHISING IN THE MIDDLE EAST

S A U D I  A R A B I A :

THE MIDDLE EAST’S  
NEWLY-REGULATED HOTSPOT

The introduction of the Saudi Franchise Law has shaken up 
this otherwise reliable franchising hotspot



American chicken franchisor 
Popeye’s entered into an exclusive 
master franchise agreement with 
developer Gulf First Fast Food 
Company to develop locations 
throughout Saudi Arabia.  

“We are thrilled to announce the 
development agreement with Gulf 
First to increase the pace of growth 
for the Popeyes brand in the Kingdom 
of Saudi Arabia, as part of our broader 
global expansion strategy,” said David 
Shear, international president of 
Restaurant Brands International 
Inc., the parent company of Popeyes, 
at the time of this announcement. 
“Guests all over the world love our 
famous chicken and with its extensive 
experience in the market, Gulf First 
will accelerate our ability to reach 
guests across the Kingdom.” 

Refining the market 
Make no mistake, however: the Saudi 
Franchise Law has undoubtedly had 
an impact on the country’s franchise 
scene, despite big deals still taking 
place. Interestingly, it seems to have 
affected domestic brands more  
so than international giants –  
likely due to Western operations 
already being used 
to having to jump 
through legal hoops.  

“With some of our 
clients who are based 
in Saudi Arabia, 
they've found 
it difficult 
to comply 
because 

it's quite new for in-market 
entrepreneurs. Any international 
franchise lawyers would be familiar 
with it from other countries, but I 
think if you're a franchisor focusing 
on the domestic market, this kind 
of law is a bit of a struggle,” says 
Murray. “But then that's the point: 
to protect in-country franchisees 
and make sure that they know what 
they're signing, and not wasting their 
money or time and effort. In that 
respect, it's a modernization of the 
whole system in Saudi Arabia.” 

As well as looking out for the best 
interests of franchisees, the Saudi 
Franchise Law has also refined the 
market in the sense that unlikely 
deals simply aren’t as prevalent 
anymore. This is due to the upfront 
costs that are now required for 
translation and legal counsel; costs 
which smaller brands simply can’t 
incur with the risk of an agreement 
falling through.  

“Because you can't get money 
upfront without signing a franchise 
agreement, there's a bit of an upfront 
cost if you're not 100 per cent sure 
that the deal is going to go ahead. In 
the past, people would sign an LOI, 
get a deposit, and that deposit would 
help the franchisor pay for their 
trademark registrations and hire a 
lawyer and continue on from there,” 

says Murray.  
“We've had 

clients in the 
past who have 
looked at the 
Saudi market, 

but haven't been ready. Maybe they're smaller 
brands themselves who don't have a lot of spare 
cash to chase down the potential opportunity. If 
they don't want to run the risk of having those 
upfront fees, it can be difficult.  

“In a way, that is clearing out the market 
a bit. You're not seeing those deals that were 
never going to go ahead anyway. Some of our 
sophisticated franchisor clients, who are large 
brands from the States or U.K., are willing to 
pay that money because the deal will go ahead 
at some point.”  

Opening up to the world 
Similar to how Egypt’s Open-Door Policy in 
the 1970s led to considerable international 
investment in the country, Saud Arabia’s 
current government is looking to broaden its 
international tourism by opening the market 
and removing restrictions that previously 
stunted growth. While brands may have 
previously chosen markets like the U.A.E. over 
Saudi Arabia when looking toward the Middle 
East, this new direction for the country is 
opening doors across the board.  

“Other countries like the U.A.E. and Qatar 
maybe got into franchising earlier and there's 
maybe not quite as much room for growth,” 
explains Murray. “The Saudi government is 
really making a concerted push for international 
tourism to upgrade the country's development, 
retail, and F&B. Now, there is a lot of opportunity 
there for franchisors.”
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“We've had clients in the 
past who have looked 
at the Saudi market, but 
haven't been ready” 

THE U.A.E. BY THE NUMBERS

Population: 35 million  
GDP: $790bn
Size: 2.15m square kilometer 
Primary language: Arabic 
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f the past 18 months has shown 
anything, it’s that the home 
services market is one of the 
most resilient that investors 

can buy in to. Not only have recurring stay-
at-home orders around the world led people 
to remain in their properties perhaps more 
than any other period in human history,  
but a completely evolved way of working 
that now firmly includes remote  
operations means that people are  
choosing to remain in their homes  
for larger portions of their day.  

What this means is that homeowners, 
landlords, and property maintenance 
specialists are looking to prioritize 
spending on home repairs and 
refurbishment. And for Neighborly’s 
network of 4,800-plus franchise 

businesses, all falling within the 
professional service industry, this has 
caused a consistent demand for services – 
and a healthy growth of franchisee success.  

“For most people, their home is their 
largest investment, so they’re incentivized 
to take care of it. Neighborly brands are 
focused on enhancing, repairing, and 
maintaining that investment. While many 
businesses slowed or closed over the last 
year and a half, the home services industry 
has grown,” says Brad Stevenson, chief 
development officer for Neighborly.  

“With people spending more time 
at home because of the pandemic and 
remote work arrangements, homeowners 
have prioritized improvements and 
renovations to make their investments 
more comfortable, enjoyable, and valuable. 

The perfect 
opportunity to enter 

an in-demand, 
resilient sector 

Neighborly’s family of home service franchise brands truly has  
something for everyone

I

As a result, they continue to call on 
the professionals who can ensure their 
plumbing, air conditioning, and appliances 
are efficiently running. These realities have 
benefitted Neighborly brand franchises.”  

A BRAND FOR EVERY NEED
Part of the appeal of Neighborly is the 
sheer variety of services covered by 
its 17 established franchise brands in 
North America. These all come under 
the aforementioned professional service 
industry, but all deal with different aspects 
of the home. As such, if a homeowner or 
renter has an issue of any kind, there’s 
a great chance that Neighborly has the 
resources to deal with it.  

“The National Association of Realtors 
reported that home prices increased by 17 
per cent from March 2020 ($280,700) to 
March 2021 ($329,100), pushing some out 
of the buying market and into the rental 
market. As a result, our Real Property 
Management franchises have seen a 
dramatic increase in the need for property 
management expertise,” says Stevenson.  

“And don’t forget what happens when 
people ready their homes for rent or 
sale: repairs are always at the top of the 
list. Brands like Aire Serv and Mr. Rooter 
Plumbing have seen major increases in 
service calls. And for those owners who 
want to stay put, the last year has been the 
ideal time to take care of improvements 
and repairs, pushing demand for Mr. 
Handyman and Mr. Electric services. 

“Whether the home is new, up for 
sale, or getting older, it’s inevitable 
that homes will always require varying 
levels of maintenance. Therefore, there 
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“Whether the home 
is new, up for sale, 
or getting older, it’s 
inevitable that homes 
will always require 
varying levels of 
maintenance. 
Therefore, there 
will always be a need 
for professional home 
service providers” 

will always be a need for professional home 
service providers.  

“Home services franchising offers an 
ideal opportunity to participate in an 
‘evergreen’ industry. Ours is a business 
with staying power – one that that won’t  
be replaced by technology or computers. 
For any entrepreneur looking for 
autonomy, support, resources, and brand 
recognition, franchise ownership with 
a Neighborly brand provides a red-hot 
opportunity to succeed, especially in 
today’s housing market.”  

  
ATTRACTING EVERY KIND  
OF INVESTOR  
Because of its enduring appeal and resilient 
nature, Neighborly’s network has attracted 
franchise investment from each and every 
kind of investor – in particular, professionals 
who have worked in a long-term career 
outside of home services, and are now 
looking for a reliable, proven investment  
to continue their success.  

This includes prospective business  
owners who want to come out of retirement 
and channel their time, expertise, and 
financial backing into a project that will 
prove fulfilling, personally and professionally. 
Take Jim Ednes, for example, who had a 
33-year career with the FBI. When looking 
to rejoin the workforce, Jim wanted 

something new, and identified Neighborly 
as the best opportunity to suit his skills and 
professional drive. He now operates Aire  
Serv of Martinsburg, serving the West 
Virginia market, and after just one year  
has experienced steady demand for  
his business.  

Neighborly is also perfect for veterans 
looking to use their competitive drive and 
leadership skills in a brand-new way. In  

fact, across the brand’s thousands of 
franchise owners, many locations are  
owned by veterans.  

One prime example is Edward “Ed” 
Piotrowski, who retired from the U.S.  
Navy and decided to run Mr. Appliance of 
Howard, Carroll, and Frederick Counties 
in Maryland with his wife, Beth. Another 
example is the father-son team of John 
and Rouven Sefick, who own Mr. Electric 
of Gainsville, Georgia. The duo both served 
in the U.S. Air Force and retired as an 
E-6 (technical sergeant) and E-7 (master 
sergeant), respectively.  

Neighborly is also perfect for franchise 
owners who started their own business in 
a completely separate industry, but were 
looking for a change that reflected their 
skillset and passions. Eric Campbell and his 
wife Christy – who were previously a former 
C-suite healthcare executive and licensed 
cosmetologist and ethetician, respectively 
– decided to make a change and launch Mr. 
Electric of Lutz, Florida.   

Valerie Stewart, meanwhile, spent  
almost 20 years in the human resources 
arena of corporate America before  
putting all of her experience into a business 
that “would allow people to need [her] 
throughout the year.” That business was  
Mr. Appliance of Littleton, Colorado,  
which has been a rewarding venture  
for Stewart ever since.  
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“Ours is a business with staying power –  
one that that won’t be replaced by  
technology or computers”

At a Glance
Neighborly

Year Established: 1981 

Number of franchised outlets: Over 4,800 

Location of units: U.S.A., Canada, U.K., Germany, 
and Austria 

Investment range: Varies by brand 

Minimum required capital: Varies by brand 

Contact: Franchise@nbly.com 

go.NBLY.com/1 

Home improvement projects are on 
the rise, and home maintenance has 
never been at the front of consumers’ 
minds quite like it is today.  

For this reason, investing in a home 
services franchise like the many under 
the Neighborly umbrella is a smart, 
timely decision that thousands of 
franchisees have made.  

To outline this point, Brad 
Stevenson, chief development officer 
for Neighborly, outlines four reasons 
why now is the time to dive in to this 
hands-on sector:  

1) HOMEOWNERS CAN’T  
DO IT THEMSELVES 
“There was a time when students  
were required to take classes 
dedicated to teaching basic skills such 
as woodwork or mechanics. Over 
time, these courses were eliminated 
and replaced with more traditional 
classroom subjects.  

“Now, those who grew up with 
little or no training in these basic 
skills – primarily millennials – are 
purchasing homes. Their lack of basic 
maintenance expertise contributes 
to the increased demand for 
professionals to tackle household 
projects, resulting in what the  
industry today refers to as ‘the  
golden age of service’.” 

2) HOMEOWNERS DON’T  
WANT TO DO IT THEMSELVES 
“Millennials aren’t the only 
homeowners dependent on 
professional service providers.  
Baby boomers, who in many  
cases have the know-how to 
complete such projects themselves, 
would still prefer to leave it to  
the professionals.  

“As homes age, they require 
ongoing upkeep, and the best way 
for a boomer to keep retirement 
relaxing is to bring in professionals 
to do the work for them – for 
example, Molly Maid to clean 
their home, Mr. Appliance or Mr. 
Electric to fix their smart devices, 
and The Grounds Guys to mow  
their lawn.” 

3) HOMEOWNERS WILL  
PAY FOR CONVENIENCE 
“Before the pandemic, homeowners 
were known to have more disposable 
income, but less spare time to spend on 
home improvement projects. In today’s 
current state, that may not reign true, 
but we have found through our brands 
that if homeowners can afford it, they 
are much more likely to pay to save time 
as opposed to learning how to tackle 
various household projects themselves.  

“Franchisors recognize this push for 
convenience, making innovative strides 
to ensure homeowners can connect with 
all the providers they need more easily 
than ever with ‘one-stop-shop’ cross-
marketing platforms.” 

4) SYSTEMS ARE CAPABLE OF 
KEEPING UP WITH TRENDS 
“While traditional mom-and-pop 
providers are certainly still capable of 
quality service, they rarely have the 
resources to support increased demand 
and expectations of the modern 
consumer. But a the owner of a locally 
owned and operated franchise business 
has access to training in the latest 
technologies, group pricing discounts, 
and more support to keep their business 
ahead of the competition.  

“As long as people intend to live in and 
enjoy the comfort of their own homes, 
Neighborly’s family of home service 
brands will be able to help them. And 
that’s why franchise ownership in the 
home services industry is the career path 
for anyone who seeks stability and a 
promising future, even in a ‘new normal’.” 

TIMELESS SECTOR IN 
CONSTANT DEMAND
The home services space is currently valued 
at over $250bn, and this number is only 
set to rise as more millennials become 
homeowners, and the need for home repairs 
and maintenance continues to climb.  

If you’re looking to jump into franchise 
ownership for the first time, or have a 
plethora of experience in this space and 
want to join one of the most experienced, 
successful franchisors in the market, then 
opening one of Neighborly’s many franchise 
opportunities could be your next best move. 

FOUR REASONS TO  
INVEST IN HOME SERVICES
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Franchising fundamentals: 
your seven-step plan to 
closing franchise sales 
Recruitment has evolved – is your brand still at the top of its game? 

ere’s what we know 
about franchise 
recruitment today:
companies that  

knew how to recruit franchisees 
prior to the pandemic still know 
how to recruit franchisees now.  
But it’s an entirely different 
process due to complex  
challenges that require different 
skill sets and expectations.  

The best news for franchise 
recruiters may be that it can 
be less costly now to recruit 
franchisees than prior to the 
pandemic. The worst news: it takes 
longer to close a sale. Prospects 
are plentiful and finding them 
can be inexpensive. There are 
endless opportunities to talk to 
people – and especially to Zoom 
with people – about your franchise 
opportunity.  However, it’s much 
more challenging to get a deal 
signed. That being the case, maybe 
“less costly” is a misnomer.  

Best practices among successful 
franchise recruiters today are not 
dramatically different than they 
were pre-pandemic, but here’s 
what you can do to step up your 
franchise recruitment results: 

1Take advantage 
of franchsing’s 
popularity

Almost everyone seems to be 
interested in franchising today.  
So talk it up! According to  
Keith Gerson of FranConnect, a 
franchise management software, 
franchise lead generation is 
up 18.3 per cent in the United 
States. Franchisors agree that 
lead generation is up, but the 
percentages vary by country.  

Countries in Asia, South, and 
Central America, where COVID 
hit very hard and lingered, show 

less interest in franchising than 
do other countries, reports Walter 
Seltzer, who oversees international 
development for U.S.-based United 
Franchise Group, which operates in 
more than 80 countries.  

Interest is also determined 
by “rules on health and travel,” 
explains Fred Marfleet, founder 
and executive chairman of  
Expense Reduction Analysts  
(ERA), based in England. Marfleet 
says, “Lockdowns and changes 
in work patterns” are also 
determinants of interest. 
These issues have prevented 
ERA from gaining a 
foothold in key countries.  

However, countless 
people universally have 
lost jobs, decided to 
change jobs, or retired 
(often prematurely) since 
early 2020, and any time 
people reconsider their 
employment options they 
tend to think about doing 
something for themselves. 
That’s when they 
think about business 
ownership and that 
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inevitably leads them to  
consider franchising, usually 
the safest choice for business 
ownership universally.  

Bottom line: people are more 
curious today about franchise 
ownership than they have been 
in a decade and successful 
recruiters are taking advantage 
of these circumstances. 

WORDS BY DR.  JOHN P.  HAYES,  CFE
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2Evolve with  
the times 
“Stick with what you were 

doing pre-pandemic so long 
as it was successful,” advises 
Seltzer. But changes may be 
necessary. Prior to early 2020, 
UFG’s recruiters would not have 
considered spending hours on  
a phone call, or a Zoom call,  
to help a prospect better 
understand the opportunities  
of franchise ownership.  

They would only do that in 
person, either at a trade show,  
a personal visit, or at a scheduled 
discovery day. But now those 
same recruiters spend the better 
part of their day talking to people 
online. They’re covering the same 
information but presenting  
it differently.  

Same for ERA’s recruiters.  
Says Marfleet, “The world was 
going digital before COVID, and 
the pandemic has speeded up the 
process. The use of DocuSign for 
signing franchise agreements is 
a good example. It’s become the 

norm. It saves time, paper and 
courier costs and it makes it  
easier to get a candidate to  
come to a decision.”  

Bottom line: do what works,  
but make the changes forced  
by the pandemic. Adds Marfleet, 
“Digital is the way to go; and  
we have been hiring young,  
digital-savvy members to our 
recruitment teams.” 

3Build the 
recruitment 
pyramid 

Don’t skip steps in the recruitment 
process. You’ll be tempted to do 
so, says Seltzer, because the entire 
process now seems easier.  
The switch over to digital-
empowered sales doesn’t always 
make it easier to close sales.  

People are facing different 
issues today. Ignoring or simply 
not addressing those issues 
won’t help. Uncertainty is a major 
issue. Government regulations 

and COVID-related rules are 
unsettling. Many prospects 

are “sitting on the fence,” 
says Marfleet. “There’s 
a lot of ‘let’s see what’s 
going to happen’ among 
franchise prospects 

before they make 
decisions. This makes it 

more challenging to  
sell franchises.”   
Bottom line: selling is like  
building a pyramid. Every stone 
has its purpose and must be in 
place to successfully reach the top. 
Skip a step or two and your sales 
efforts will crumble. 

4Remember the 
human element 
Build relationships! In 

pre-COVID days you wouldn’t 
think twice about spending half 
a day or more with a prospect to 
cover all the details of a franchise 
opportunity. That time was 
necessary not just to “cover all the 
details” but to build a relationship.  

That’s what digital technology 
doesn’t do as well. “We’re losing 
those ‘water cooler’ moments,” 
explains Marfleet. It’s more 
difficult to get a prospect to open 
up and talk about what they’re 
really thinking without face-to-
face interactions. Recruiters now 
need to spend quality time to 
build relationships. If you’re using 
video calls just to get through a 
presentation, your closing ratios 
are suffering. Franchise recruiters 
still need to offer discovery  
day opportunities, digitally or  
in person.  

Digital discovery days need 
to incorporate opportunities for 
prospects to meet validators – 
existing franchisees who talk 
about their experiences. “Make it 
a point to do what you were doing 
pre-pandemic even if it doesn’t 
look the same,” emphasizes Seltzer. 
“Everyone who sells franchises 
successfully understands that it 
can’t be done without building 
relationships. It’s harder for 

prospects to talk to existing 
franchisees today, but they  
need to do that to build a 
relationship. Give them that 
opportunity digitally.”   

Bottom line: ask more personal 
questions; try to discover what’s 

motivating your prospect and 
then see how your opportunity 
can meet their needs. Don’t 
sacrifice the relationship for 
time. Invest the appropriate 

“The best news for franchise 
recruiters may be that it can be less 
costly now to recruit franchisees 
than prior to the pandemic”



46        GLOBAL FRANCHISE  |  ISSUE 6.5

INSIGHT

time with each prospect.  
Granted, less-than-serious or 
under-qualified prospects do  
not deserve as much time.   

5Polish your 
digital 
storefront 

Improve your online presence. 
In recent months there’s been 
an increase in face-to-face 
meetings. Eventually, most 
sales presentations once again 
will occur face-to-face at expos,  
at private meetings, and at 
discovery days.  

But the online aspects of sales, 
especially those that make the 
process easier, won’t go away. 
Lead generation is now almost 
exclusively an online experience. 
Face-to-face meetings aren’t 
likely to occur without an online 
introduction. Live expos are 
returning to the marketplace, but 
they’re not going to overpower 
online lead generation.  

You must make sure “all your 
marketing materials and your 
media are produced for the online 
marketplace,” explains Marfleet. 
Re-examine your website. The 
content needs to utilize the tools 
that facilitate lead generation. 
Franchise prospects aren’t just 
looking for the next expo;  
they’re using search engines  
to find opportunities they can 
pursue immediately.  

Bottom line: the pandemic 
changed behaviors. Your website 
needs to attract prospects long 
before they’ll even consider 
meeting you by phone or in person. 

6Gather leads 
strategically
Be prepared to talk to more 

candidates per sale. You can easily 
generate or buy online leads but 
you’ll need more leads per sale. 
For years recruiters said they 
needed 100 leads to close a sale on 
average. Now they’re talking about 
150 to 200 leads especially if the 
leads are initiated online.  

If you’re looking for the portal 
that generates the most leads 
at lowest cost, you’re going to 
work even harder to make a sale. 
“Portals are now going wild with 
leads,” comments Austin Titus, who 
oversees Network Lead Exchange 
for UFG. “But it’s harder to convert 
those leads. Getting the attention 
of a lead generated on Facebook, 
for example, is much more time 

intensive. Many of those leads 
are not qualified. They come from 
people who are bored or who are 
thinking about possibilities but 
with no real qualifications, such as 
investment money.”  

Many of the unemployed 
benefited from government 
subsidies so the motivation to 
spend money and start a business 
was not real. On the other hand, 
Titus says he’s bullish on phone 
verified leads and buys them 
regularly. “There are companies 
that generate leads from 
executives who are looking to get 
into their own business and these 
companies spend time qualifying 
the leads by phone before they sell 
the lead. Those leads are usually 
worth the investment. The phone-
qualified lead will cost much more 
than the portal lead, but it’s worth 
spending the extra money.”  

Titus said he can spend 
$3,000 and get a huge quantity 
of Facebook leads but the quality 
will be poor. He can spend $1,000 
for fewer phone verified leads, but 
quality will be high.  

Bottom line: when it comes to 
leads, you get what you pay for. 

7Get your  
hands dirty 
The best leads are the leads 

you generate yourself. Almost 

every franchisor spends less 
money today closing sales than 
what they spent pre-pandemic. 
Travel came to a standstill.  
There were no fees for expos. 
There were no opportunities to 
buy airfare and hotel nights for 
candidates to participate in your 
discovery day, which is what UFG 
has done for years.  

These savings were a gift of 
the pandemic. However, these 
savings can be an opportunity to 
re-channel at least some funds 
into lead generation. “Due to the 
pandemic,” recalls Austin Titus, “we 
made the decision to generate our 
own leads. And those leads have 
proven to be our best leads.” Using 
a third-party vendor with digital 
expertise, “we invested heavily 
in our websites and in digital 
marketing to get prospects to visit 
our websites.”  

Closing ratios still aren’t what 
they were prior to the pandemic, 
but Titus says they are inching 
closer as a result of better- 
quality leads.  

Bottom line: Spend money to 
capture leads that are most suited 
for your opportunity. These leads 
will be easier to close. 

“Bottom line: people are more curious 
today about franchise ownership  
than they have been in a decade”
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restaurant that everybody’s needs 
are being met – or if they’re not, that 
solutions can be found efficiently.  

Then, on page 54, we speak with 
Tim Lowther, general manager 
EMEA for Carl’s Jr., about the iconic 
burger brand’s recently-announced 
expansion to the U.K. and Germany. 
Tim may describe the brand as an 
“80-year-old start-up", but that 
doesn’t mean that this old dog can’t 
be taught some new tricks.  

And to round out this essential 
trio, Craig Sherwood of Little Caesars 
proposes three questions that all 
brands should be asking themselves 
when looking for the perfect 
franchisee. Interest in franchising is 
at an all-time high, but brands should 
still be mindful when expanding their 
teams – particularly if that expansion 
crosses country borders.  

estaurants are the 
backbone of many 
franchise markets 
around the world, 

with the humble QSR being a 
staple of many local economies. 
That’s why it’s been particularly 
difficult to see this sector struggle 
throughout  the pandemic, and even 
more challenging to see countless 
independent operations have to 
close their doors permanently due to 
local mandates or other factors out 
of business owners’ control. 

For franchise brands, however, 
the last 18 months or so have been 
something of a chrysalis. Yes, many 
still had to persevere through the 
times of hardship that the industry 
at large has faced, but this period 
of relative downtime (or even 
ascension, for some brands) has 

allowed creativity to prosper, and 
growth to guide.

The hot topics of today
It’s for this reason that we’re 
bringing you this comprehensive 
report of the biggest issues affecting 
the food and beverage industry right 
now. Both emerging and established 
brands do well to monitor the 
market, and what better way to do 
that than hear directly from the 
frontrunners of today?  

On page 52, Jackie Lobdell, vice 
president of franchise development 
for ‘better-chicken’ franchisor Slim 
Chickens, details how QSR operators 
can protect their bottom-line 
without sacrificing the satisfaction 
of consumers or employees. Choice 
is now greater than ever, so it’s 
tantamount to the success of a 

R



F&B FRANCHISING REPORT 

How QSR brands can protect 
their bottom-line without 
sacrificing satisfaction
The importance of customer and employee satisfaction has increased tenfold in 
recent years – here’s how to maintain both

ustomers and 
employees alike have 
never had so many 
choices. Within a 

five-mile radius, customers might 
be able to choose from three 
burger places, two pizza joints, 
two top-notch burrito franchises, 
and a few chicken places to 
boot. Likewise, employees have 
options – everyone is looking 
for great people to work in their 
restaurants, but not everyone can 
hold onto those individuals once 
they have them.  

Some think that in today’s 
economy you can’t have both: 
Either your bottom line is going 
to suffer or your customer and 
employee experiences will bear 
the brunt. Luckily, this is a 
misconception. There are many 
ways forward for QSR brands – 
with a strategic mindset, both the 
bottom-line and the experience 
for all involved can be protected.  

Focus on the 
experience you  
can create
Have you ever heard the phrase, 
“people don’t leave companies, they 
leave bosses?” This applies to the 
restaurant industry just as much 
as it applies to everyone else. If 
employees don’t feel that they’re 
being treated the way they deserve, 
there’s little reason for them to 
stay with a company when so many 
others are in desperate need of 
employees. They might decide to 
hop around until they find the best 
fit, so do everything you can to 
make that your restaurant! 

You can do this by prioritizing 
your team members – treat them 

well, and they’ll treat your guests 
well. Happy, well-trained team 
members create happy, smooth 
experiences for customers, so the 
benefit here really is two-fold.  

What customers or employees 
are looking for is no mystery; on 
the customer side, it’s often a clean, 
friendly, efficient experience. On 
the employee side, it comes down 
to treating them as you would want 
to be treated and showing them you 
appreciate the impact they make 
on your business. As many have 
learned, restaurants need people to 
run them, so showing that employee 
appreciation is key.  

Put in the effort to your employee 
experience, and the customer 
experience will come naturally. 
Unsure of what your employees 
want? Just ask! It is important to 
keep lines of communication open 
with them. 

Utilize your employees 
wisely 
Restaurant operations have 
continued to evolve – it isn’t as 
simple as having someone manage 
the cash register, the drive-thru 
window, and the grills, griddles, 
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and fryers. Now it’s important to 
account for other services, like 
who is managing the third-party-
delivery service orders, or the 
curbside pickup line.  

As good service consistently 
becomes more of a differentiator, 
it’s especially important to make 
sure wait times and food quality 
are being well managed. With labor 
shortages abound, it is vital to be 
intentional about how you utilize 
the people that are on your staff.  

Ensure your managers are 
paying attention to what areas 
your team members are strongest 
in. One employee might have a 
hard time operating the cash 
register for one reason or another 
but be fantastic at managing the 
curbside pickup queue.  

Pay attention to these behaviors 
– encouraging your employees 
in the areas they already thrive 
in will in turn strengthen your 
business. If you have employees 
in the areas they excel in, your 
customers will be satisfied and 
your employees will be happier 
because they don’t have to spend 
their shift struggling in an area 
where they don’t flourish. 

WORDS BY JACKIE LOBDELL 
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“Different options work better 
for different set ups, but it’s 
important to do what you can 
to make getting your food 
in your customers’ hands as 
quick and easy as possible”
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Continue to enhance 
your mobile platforms 
For many customers, gone are the 
days of picking up a phone and 
ordering a pizza. If customers aren’t 
dining in, most are opting for some 
type of convenient delivery or pickup 
option that they select through an 
app or online.  

Customers are incredibly focused 
on ease of experience. If one burger 
restaurant has a simple, easy-to-
use app interface, while your burger 
restaurant requires them to go on 
the website, enter their zip code, 
select a location – oh, no, the browser 
crashed! – you’re making it much 
easier for the other burger restaurant 
to earn a loyal customer before you’ve 
had the chance to win them over.  

As digital technology continues 
to evolve, make sure you’re at 
the forefront. No matter how 
delicious your food is and how 
excellent your in-person customer 
experience is, technology is going 
to be what makes or breaks your 
standing with your customers. 

Always improve upon 
convenience 
Some restaurant owners have 
expressed concern that focusing 

too much on convenience will 
ultimately ruin the customer 
experience. The contrary is true – if 
customers have expressed a want 
for something and they don’t have 
access to it, whether that be a quick 
and convenient pickup option or 
a nice, clean place to sit down and 
eat, that will stick out as a negative 
experience in their mind.  

Customers got a taste for the 
convenience of curbside pickup, 
order-ahead drive-thrus, pickup 
windows and the like during the 
height of the pandemic. Like 
easy-to-use ordering apps, their 
craving for such convenience isn’t 
something that’s going away.  

Different options work better for 
different set ups, but it’s important 
to do what you can to make getting 
your food in your 
customers’ hands 
as quick and easy 
as possible. For 
example, curbside 
pickup, which was 
unpopular just 
a few years ago, 
has exploded in 
popularity, and 

that isn’t going away. Evaluate the 
needs and habits of your customers 
and adapt your pickup and delivery 
strategy accordingly. 

Reduce waste and 
order inventory 
carefully 
Knowing your customers’ habits 
is incredibly important to ensure 
you‘re ordering the right amount 
of inventory. You absolutely do not 
want to be the restaurant known 
for running out of food, but you 
also don’t want to be the restaurant 
throwing extra food – and money – 
into the trash.  

Monitor your metrics, pay 
attention to what customers are 
ordering or not ordering and adjust 
your inventory accordingly. You can 
also reduce food waste by investing 
in high-quality storage equipment. 
While there may be a cost for this 
up front, it could pay dividends by 
reducing food waste and allowing 
your food to stay delicious and 
fresh-tasting for longer. 

“What customers or employees are 
looking for is no mystery; on the 
customer side, it’s often a clean, 
friendly, efficient experience”
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arl’s Jr. is a widely recognized 
brand in the U.S., but it may 
come as a surprise to hear 
that this American burger 

institution is just as profilic beyond its 
North American roots. In fact, back in 
May, CKE Restaurants Holdings, Inc., the 
parent company of Carl’s Jr. and Hardee’s, 
opened its 1,000th international site in 
Madrid, Spain.  

But the brand is far from finished. It has 
a European portfolio that spans countries 
such as Russia, Spain, and France – and 
soon, through master franchise and multi-
unit deals, the brand plans to penetrate the 

U.K. and Germany, too.  
“The U.K. has always been a target 

market for us. It's a great opportunity to 
develop the market,” says Tim Lowther, 
general manager EMEA for Carl’s Jr. “We 
go where the opportunities have been, and 
where the brand most resonates with our 
guests. Having doubled our international 
footprint in the last six years, we now see 
Carl's Jr. as the rising star in the QSR world. 
We're really poised for the next chapter in 
our growth.  

“I think the opportunity now in the U.K. 
and in Germany is that we've established 
a base in Europe; historically, many U.S. 

Tim Lowther, general manager EMEA for Carl’s Jr., details the 
international burger brand’s upcoming U.K. and Germany launch, 

and how it plans to double a 1,000-unit footprint

“WE'RE AN 80-YEAR-OLD  
START-UP"

INTERVIEW BY KIER AN MCLOONE
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“The dine-in 
experience is 
something that will 
always have a place”
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brands come to the U.K., open one 
restaurant, and claim that they're 
in Europe. We're doing something 
slightly different. We have 80-plus 
restaurants in Europe already, and 
we've got a solid team in the region 
across all key functions – supply 
chain, operations, development, 
training – so we've now done our 
learnings, and opened strong 
markets across Spain, Denmark, 
Russia, and Turkey. We're ready to 
use that experience to push into the 
U.K. and Germany.” 

The benefit of 
experience     
 Carl’s Jr. is in an interesting position 
internationally. On the one hand, 
the brand has been in operation 
in the States for upward of 80 
years. Globally, however, Lowther 
is approaching development from a 
fresh perspective.  

“The beauty of Carl's Jr. is that 
we're an 80-year-old company. 
I joke that in Europe, we're an 
80-year-old start-up, so we get the 
benefit of the 80 years of experience 
in the markets that we're in,” he 
says. “We have a great depth and 
breadth of marketing strategy 
knowledge globally, but equally, it's 
important that we don't come in as 

an American company trying to tell 
everybody how to do it.  

“We listen closely to our 
franchisees, form fantastic 
partnerships with all of our partners, 
and we'll develop local strategies 
with them built around a core 
international theme that keeps us 
consistent around the world.” 

Of course, expansion isn’t 
impactful if quality isn’t prioritized 
alongside growth. And Carl’s Jr. 
certainly has big growth plans: over 
the next five years, it plans to double 
its current international footprint of 
1,000 locations. So how will Lowther 
and the rest of the leadership team 
ensure that the experience had at a 
new U.K. site is up to par with one in 
Spain or Russia?  

“It goes back to the 80-year-old 
start-up idea. We've got teams of 
people both in the U.S. and in Europe 
who are laser-focused on delivering 
that consistency in each of our 
markets. We've got a proven track 
record of maintaining consistency 
while driving our expansion. As we 
entered the EMEA markets and grew 
our brand presence to over 40 global 
markets, we're intent on making sure 
that our brand remains consistent.” 

Changing the  
status quo  
A huge trend in the food and beverage 
franchise market nowadays – 
particularly in light of COVID-19 and 
a shift toward off-premise dining 
– is brands focusing on delivering 
beloved menu items in brand-new, 
untapped ways. Dunkin’, for example, 
has announced plans to prioritize 
non-traditional locations such as 
univerisities, airports, and travel plazas.  

Burger rival Wendy’s, meanwhile, 
announced in August that 30 per 
cent of all future locations would be 
non-traditional. In the Philippines, 
the brand even runs a drive-thru 

“We're cognizant 
of how consumer 
behavior has 
evolved as a result 
of COVID-19, and 
we want our food 
and restaurants 
to be accessible”

“WE'RE AN 80-YEAR-OLD  
START-UP"

only location.  
So how will Carl’s Jr. 

incorporate these trends into 
its future development plans, 
as the brand continues to grow 
throughout Europe?  

“Our bold new restaurant designs 
are planned out for impact and 
efficiency. We're cognizant of how 
consumer behavior has evolved as 
a result of COVID-19, and we want 
our food and restaurants to be 
accessible,” explains Lowther. “I think 
we have a great omnichannel design 
for our restaurants that we're rolling 
out around the world, and that 
incorporates delivery, drive-thru, 
and click-and-collect." 

Don’t be mistaken, however: 
there’s still certainly a place for 
in-person dining within Carl’s Jr.’s 
future plans. Lowther continues, 
“My personal feeling on the 
restaurant industry, and I've worked 
in the burger world for 35 years, 
is that there'll always be a place 
for people to enjoy hospitality. 
Hospitality, by its very name, is 
something that people go to, to 
enjoy with their friends.  

“The rise of delivery and click-and-
collect is an important component 
that we can't ignore. We need to 
ensure with our design teams that 
we're incorporating these in. But 
the dine-in experience is something 
that will always have a place and is 
incredibly important to our guests.   

“We keep hearing about the 
roaring 20s once COVID has 
passed through, and I think in the 
next five to 10 years we'll certainly 
see innovative ways to order your 
food. But people will continue to 
enjoy the experience of going into 
our restaurants for many years 
to come.”  
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Three questions to ask 
yourself when looking for 
the perfect franchisee
Find the perfect candidates to boost your franchise brand 

your minimum investment for the 
franchise opportunity, along with 
transparency about any financial 
obligations the prospect can expect 
should they commit. This is not the 
place for leaving any “gray area,” 
because if the money isn’t there, 
then both parties will be better 
suited to move in another direction. 
Once you’ve established strict 
financial requirements, conducting 
thorough financial validation 
of the prospect’s net worth and 
investment capabilities is crucial 
for determining whether or not they 
make the cut.  

Another tangible factor worth 
specific guidelines is location. This 
is more challenging to identify in 
black and white, because market 
sizes and real estate requirements 
based on those markets can vary 
significantly from one to the next.  

But if you put in place as many 
standard principles as you can for 
defining which markets are viable 
to grow, then you can narrow your 
focus on prospective franchisees 
to those who would appeal to the 
opportunities you have available in 
your target locations.  

Also in relation to market 
considerations would be whether or 
not the prospect is looking to grow 
the brand in an area where local 
community demographics align 
with what the brand would consider 
an ideal market for success, so 

B
THE AUTHOR
Craig Sherwood is 
vice president of U.S. 
development at Little 
Caesars Enterprises, 
Inc., the world’s 
third-largest pizza 
chain with stores in 
50 U.S. states and 
27 countries and 
territories

WORDS BY CR AIG SHERWOOD

56        GLOBAL FRANCHISE  |  ISSUE 6.5

“Business expansion is a primary 
goal of franchising, but finding 

quintessential candidates to help 
elevate that growth can be a challenge”

usiness expansion 
is a primary goal 
of franchising, but 
finding quintessential 

candidates to help elevate that 
growth can be a challenge. Having 
clear guidelines defined for what 
you’re looking for in a potential 
franchisee alleviates some of 
those challenges.  

In order to establish such 
guidelines, a franchisor must be 
able to answer three important 
questions, and the answers to those 
questions will provide a framework 
for vetting all franchise prospects to 
come your way.  

By establishing what your brand 
needs in response to each of 
these fundamental brand identity 
questions, you are in essence 
designing your “dream franchisee.” 

1 What am I looking 
for ‘on paper’?      
Before getting in too deep 

with a franchise prospect , you need 
to knock the essentials out of the 
way. A franchise prospect could 
bring the perfect experience or be 
a cultural fit, but if they don’t have 
the most basic qualifications on 
paper, then you’ll waste time getting 
your hopes up if you pursue the 
relationship any further.  

Perhaps the most important 
requirement is the financial 
piece. You must clearly define 

outlining these factors in advance 
is important.  

Think of outlining your tangible 
requirements in the form of a 
checklist made up of “yes” or 
“no” questions. If the franchise 
prospect can answer “yes” to 
every straightforward question on 
your checklist, then they’re worth 
pursuing. If not, then it’s time to 
move on. 

2 What qualities 
best align with our 
business model? 

Once you determine what standard 
requirements you expect 
from a franchise 
prospect, it’s 
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time to start digging a little deeper 
into what proven qualities you want 
an individual to possess in order to 
fit your franchise model.  

Throughout my career in 
franchise development, I’ve 
witnessed that people who can 
think critically, work well under 
pressure, and follow a business 
model can fundamentally fit the 
mold of a successful franchisee. 
While these skill sets are great 
to look for regardless of what 
franchise brand you represent, 
creating a strong persona for what 
qualities you want your franchise 
owners to embody requires 
doing a more thorough review of 
your systems and processes, the 
industry you belong to and the 
direction your brand is headed.  

Once you’ve clearly established 
what those key qualities are, 
the most sure-fire way 
to determine if 
a prospect 
resonates 
with those 

qualities is by comparing them to 
the individual’s past experiences.   

Take Little Caesars for example. 
Currently, we’re focused on 
accelerated growth through 
multi-unit expansion. Given 
this trajectory, some of the key 
experiences we value in prospective 
franchisees include proven 
experience in franchising, history of 
success in the restaurant industry 
and extensive business acumen 
showing the ability to successfully 
operate multiple locations.  

Your brand however, may be 
looking for an entirely different 
set of qualities such as industry-
specific certifications, proven 
success as a hands-on operator 
or experience in business 
turnarounds. Regardless of what 

“Think of 
outlining 

your tangible 
requirements 

in the form of a 
checklist made 

up of ‘yes’ or 
‘no’ questions” 
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the qualities are that best suit your 
brand’s current growth goals, you 
need to have a clear picture in mind 
of what skills your ideal franchisee 
will possess based on their prior 
experiences, and you need to keep 
those priorities at the forefront as 
you review the candidate. 

3What is our 
company culture?  
Every brand has a different 

set of core values that reign 
the dynamics of the workplace 
from the start. Whether that 
involves integrity, quality, or other 
distinctive attributes that allow 
your business to stand out from the 
rest of the competition, your values 
should always be clearly defined to 
serve as the driving force behind all 
your franchise development efforts. 

Little Caesars, for instance, 
was founded as a single, 
family-owned restaurant more 
than 60 years ago. To this 
day, we pride ourselves on the 

emphasis we place on family 
in our corporation. We’ve 
built our business model to 
be family-oriented, especially 
in the way we deliver support 
to our franchisees, who we 
consider family.  

Your organizational values 
determine your company culture, 
and finding franchisees who are the 
right cultural fit for your network 
is incredibly important. The best 
and most reliable way to establish 
whether or not a franchise owner 
will embrace your company culture 
is by reiterating your values 
throughout the entire franchisee 
vetting process, both through your 
words and through action.  

If the values your brand 
seeks to represent are 

overwhelmingly 
obvious, then the 

franchisee 
will either 

grow 

increasingly interested in the 
opportunity, or they will walk away. 
And if they choose to walk away 
based on misaligned values, then 
the relationship never would have 
worked out in the long run anyway.  

As for those who pass all other 
tests and continue to stick around 
based on the company culture, 
you can feel confident that those 
future franchise owners will keep 
in mind the foundation of your 
brand as their purpose for treating 
your business with integrity and 
upholding your brand’s legacy. 

Business model 
evaluation 
While establishing these guidelines 
as clearly as possible is an 
important step toward building the 
optimal franchise network, they 
should not be so set in stone that 
they keep your brand from evolving.  

Finding the “perfect” franchisee 
means nothing if your brand fails 
to consistently re-evaluate who’s 
steering the ship (a.k.a., you as 
the franchisor), and that ongoing 
review may require adjusting your 
framework to better align with 
future goals. For example, the 
COVID-19 pandemic showed us 
more than ever how important 

it is for a franchise brand to 
be open to adjusting to find 

innovative ways to keep 
growing the business even in 
a fluctuating economy.  

As franchisors, we must 
find the appropriate balance 
between recruiting new 
franchise owners for the 
brand we currently have 
as well as for the one 
we hope to have, and 
aligning our principles 
accordingly. Only then 
can we be confident that 
the owners we welcome 
to our growing networks 
will put us on track to 

achieving long-term, 
sustainable growth.   

“Your values should always be 
clearly defined to serve as the 
driving force behind all your 
franchise development efforts”

F&B FRANCHISING REPORT 
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Best bubbles in  
the business

At a Glance
Gong cha

Established: 2006 

Number of locations: Over 1,500  

Location of units: 21 countries  

Contact: EMEA – James Sollars, james.sollars@
gong-cha.com 

U.S.A. - Einar Gustafsson, einar.gustafsson@gong-
cha.com

gongchafranchising.com  

he only bubble tea franchise to 
make it onto the 2021 Franchise 
Times Top 400 List, Gong cha’s 
premium quality has shown 

once again that it is at the forefront of the 
bubble tea game.  

Despite the pandemic, Gong cha recently 
celebrated the opening of its 1,500th store 
and almost 200 new stores just in 2021. 
Since opening its first store in Taiwan 15 
years ago, Gong cha continues to expand 
its territories in prime locations with two 
of the more recent new openings being in 
London’s Covent Garden and Goodge Street.   

Einar Gustafsson, Gong cha CEO, 
Americas & Europe, describes the growing 
bubble tea market as “a compelling 
franchise investment opportunity 
– particularly loved by the younger 
demographic.” Gong cha is a leading, global 

player in the $2bn bubble tea business 
expected to hit $4.3bn worldwide by 2027. 
Here is why: 

BREWING HAPPINESS 
Gong cha is consistently ‘brewing 
happiness’ for its customers by providing 
top quality products and service.

Teaching franchisees the exact 
temperature to brew the teas, to regularly 
prepare fresh tapioca pearls and the 
brand’s close attention to detail ensures 
that Gong cha bubble teas are superior to 
other bubble tea brands in the market. 

But Gong cha doesn’t stop there. The 
brand offers more than 600 possible drink 
combinations and constantly creates 
new flavours, as well as regular seasonal 
menus – making sure that the thirst of 
each and every one of its large, diverse 
demographic is quenched with an exciting 
and customizable drink.  

Gong cha’s streamlined operations 
and well-designed processes mean 
franchisees are guaranteed full support 
from the expert training team. U.S master 
franchisee Anchal Lamba, who has nearly 
70 stores, has emphasised the importance 
of having the whole Gong cha team by her 
side. To ensure a high standard of service, 

Gong cha is looking to expand its footprint across Europe, the  
Middle East, and Africa

T

franchisees are provided with detailed 
manuals and comprehensive instructions. 
In addition to this, Gong cha supply chains 
makes sure franchisees do not have to deal 
with any hassle in tracking down suppliers 
or sourcing ingredients.  

Gong cha has a successful average 
gross revenue of over $898,370 for the 
top quartile in the U.S. Now, the brand is 
driven on expanding its footprint in key 
markets around the world – particularly 
in Europe, the Middle East, the U.S 
and Africa. Join the bona fide bubble 
tea sensation by becoming a Gong cha 
franchisee. Get in touch and start your 
exciting bubble tea journey today.  

G O N G  C H A

“Gong cha recently 
celebrated the 
opening of its 1,500th 
store, and almost 200 
new stores in 2021” 
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HOW TO EFFECTIVELY 
MANAGE AND ENGAGE 
YOUR CUSTOMER BASE
With the use of technology and an understanding of the customer journey, 
companies can easily convert more leads into customers and reduce churn

WORDS BY R AGHAV PATEL

ustomers are the 
lifeblood of any 
business, but they 
have the choice of 

numerous brands and companies 
to satisfy their needs. So, how 
does a company keep itself at the 
forefront of its customers’ minds? 

Customer engagement is an 
essential part of running any 
business, and is integral to 
maintaining a strong customer 
base. Customers tend to go 
through a journey when deciding 
to buy a service or product, and 
optimizing every touchpoint in 
that journey is key to converting 
an interested lead into a customer, 
and keeping that customer with 
the brand in the future. 

Modern technology has made 
this much simpler, allowing 
companies to reach customers 
through SMS, email, social media, 
and even messaging applications 
like WhatsApp. Leveraging 
expertise and technology is 
central to getting the most out of 
customer communications and 
managing a customer base. 

What a typical 
customer journey 
looks like      
Potential customers tend to 
first interact with a company 
from an ad, Google search, or 
online review.  

This sparks an interest that 
normally leads to the potential 
customer visiting the company 
website and undertaking some 
research before making a 

purchasing decision. This could 
come in the form of reading 
a company’s blog, vetting the 
company’s online reviews on 
directories such as Google My 
Business or Yelp, or signing up 
for email newsletters to stay up-
to-date or receive promotions. 

Depending on the need at 
hand, this process can take 
hours or several weeks. But 
once a potential customer 
has enough information on 
hand and a catalyst to act, 

companies need to be ready 
and available to help convert a 
lead into a customer. 

“Having appealing ads, helpful 
social media profiles, and a 
professional website are vital 
in first attracting a potential 
customer, but engaging them 
and being available to inquiries 
is what helps convert them 
into a paying customer,” says 
Kenny Wu, director of vertical 
marketing at Scorpion. 

“Businesses need to be 
equipped with a variety of ways 
for customers to directly contact 
and book with them.” 

How to keep 
customers engaged 

Email marketing
Email messaging was born in 
1978, and the first-ever marketing 
email produced $13m in sales. 
This method of communication 
has only grown in sophistication 
since, and represents an easy and 
effective way to communicate 
with customers who’ve already 
provided their details. Modern 
email marketing platforms allow 

businesses to set up campaigns 
targeting different customer 
segments. Companies can share 
news, discounts, and promotions 
through this channel. 

Chatbots
Chatbots have also proven to 
be a very popular method of 
engagement. Every customer has 
different needs, and sometimes, 
they may not find an answer 
to their question on a website. 
They’re effective, too – resulting 
in a 67 per cent increase in sales 
according to some business 
leaders. This tool becomes even 
more successful when used 

C

INSIGHT

“Businesses need to be equipped 
with a variety of ways for 

customers to directly contact 
and book with them” 
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with a real person; a live chat 
agent who can provide more 
detailed responses and a better 
representation of a company’s 
customer service. 

Numerous technologies exist 
now – both traditional and novel 
– that allow companies to do this. 

Messaging apps
Text messaging and messaging 
apps are another great 
communication method since 
everyone has a smartphone 
nowadays and uses it constantly. 
WhatsApp, a popular 
Facebook communication 
app, has two billion users 
and, for many in the 
developing world, has 
effectively replaced SMS 
and phone calls with its 
free alternatives.  

WhatsApp has created 
the WhatsApp Business 
application for business owners 
to interact with its customers – 
this can involve sending product 
catalogs, automated responses 
or sending broadcasts about 
products or services. In general, 
text messaging gets business 
messages directly into the 
hands of customers. 

“Once customers have 
discovered your business and 
how it meets their needs, it’s 
not enough to ignore them 
and simply hope they choose 
you over a competitor,” says 
Wu. “It’s essential to keep all 
available channels open and 
also proactively reach out to 
them, if they trust you with 
their contact information.” 

Whether it’s for approaching 
new customers or retaining 
old ones, these methods of 
communication keep a brand at 
the forefront of the customer’s 
mind when making the next 
purchasing decision. 

Why do this? 
Technology is central to 
maintaining the relationship with 
a customer base since it would 
be difficult to perform manually. 
Technological platforms help scale 
efforts and make communication 
much easier for small business 
owners, from email marketing to 
website chat boxes. 

Equally important is the 
feedback and data these 
platforms can provide 

businesses. Understanding which 
communication channels work 
the best and drive revenue helps 
companies improve their customer 
experience and bottom line.  

This isn’t just becoming 
standard in the world of business; 
it is the standard. Leads expect 
attention on every step of the 
journey and will simply jump 
ship to a competitor if they feel 
underserved or neglected.  

Tracking the customer journey 
is how a business can learn about 
its weaknesses and address 

them. Customers will see a lack 
of engagement as evidence of 
incompetence and reduce their 
confidence in the product or service. 

While some are relatively 
simple and easy to learn, like 
email marketing, there may be 
more required when setting up 
an effective chatbot and getting 
these tools integrated with a 
company’s marketing technology 
and CRM. This is where well-
informed, technology-based 
partners can come in and help 
optimize every step of the  
journey and constantly 
review effectiveness. 

Technology binds 
the journey 
Technology and proficient 
users are the basis of an 
effective customer journey, 
and the key to managing 
a customer base. With 
technology being further 
integrated into every 
department on a near-
daily basis, it’s of the 
utmost importance to start 
employing these technologies 
as soon as possible. 

With more brands 
and consumer options 
emerging constantly, 
it’s becoming more 
challenging to 
maintain a customer 
base. Technology 
reduces the difficulty 
and time required 
to stay in front of 
potential customers 

with carefully targeted and 
scheduled messaging.  

From the moment a lead 
lays eyes on an advert to the 
moment they enter their card 
details, measures can be taken 
at every step to improve the 
conversion rate. 

Managing and growing a 
customer base has become an 
easier task with technology, 
and is even simpler when 
handled by an experienced 
partner in the field. 

“Tracking the customer 
journey is how a 

business can learn 
about its weaknesses”
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lim Chickens is a better-
chicken brand with a simple 
mission: to make the best food 
with the best ingredients and 

bring those mouthwatering flavors to its 
fans across the world through franchising.  

Slim Chickens first opened its doors 
in 2003. The brand has been franchising 
since 2014 and has set itself on a path 
filled with aggressive growth across the 
United States – even across with world 
with locations in England! 

LANDMARK GROWTH
The company notably set a goal to open 
600 locations in the next ten years, and 
has made massive progress toward that 
goal despite the setbacks the restaurant 

industry has faced over the last few years.  
Since setting this goal, Slim Chickens has 

opened 150 locations with plans to open 15 
more this year and has already approved 
60 sites for 2022. Not only that, the brand 
has also accumulated more than 700 
signed development deals with 350 of those 
agreements being completed this year alone 
– making 2021 a landmark year of growth. 

THE FLAVORS
Slim Chickens attracts top-notch 
franchisees for a variety of reasons:  
Amidst the ongoing “Chicken Wars,” it’s a 
top contender when it comes to flavors  
and financial possibilities. Flavor-wise,  
the brand boasts high-quality, fresh  
and flavorful foods.  

Slim Chickens: 
An extraordinary 

franchise opportunity 
Slim Chickens is the better-chicken brand that’s racking up awards – and signing 

development deals – left and right

S

Unlike most chicken brands that have 
limited menus, Slim Chickens’ offerings 
are expansive, including its classic chicken 
tenders, chicken and waffles, mac and 
cheese, and its legendary jarred desserts 
that can satisfy even the pickiest of sweet 
tooths. The brand also has 17 house-made 
signature sauces to choose from, leaving its 
loyal fans – also known as “Slimthusists” 
– with dozens of unique and satisfying 
combinations to try upon every visit.  

THE NUMBERS
There’s a reason Slim Chickens is racking 
up awards, from “The Best Chicken 
Franchise to Buy” to “Top 100 Movers and 
Shakers.” Financially, Slim Chickens boasts 
an AUV of $3.4m* and a plethora of other 
impressive growth statistics.  

Despite the ongoing pandemic, the brand 
saw more than 35 per cent systemwide 
revenue growth, about 14 per cent positive 
comp store sales growth and grew its 
franchise by an impressive 30 per cent. This 
year, the numbers are just as impressive, 
with double-digit comp store sales growth 
over the growth it saw last year.  

“Nothing can slow us down,” said 
Jackie Lobdell, vice president of franchise 
development at Slim Chickens. “We’re 
thrilled with the incredible growth we’ve 
seen this year and know our momentum 
will only continue as we enter 2022.”   

THE FRANCHISEES
If you’re looking for more proof of the 
brand’s success, just ask its current 
franchisees – many of them are Slimthusist 
converts themselves. Mike Sartwell owns 
Slim Chickens locations in North Dakota 
and Montana, one of which set a record for 
revenue during its very first week of being 
open. Sartwell says his expectations for 
franchising with the brand were  
quickly surpassed. 
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Slim Chickens also has an interest in 
continued expansion internationally and is 
growing its presence in the United Kingdom 
beyond its 15 current and 13 planned 
locations, though it is open to expansion in 
other countries.  

This brand is seeing explosive growth 
and is expected to continue down this path 
of incredible development, so interested 
parties should act while the brand still has 
markets available.  

Slim Chickens is looking for qualified, 
experienced multi-unit operators as it 
continues to expand its presence.  
Though territories are selling quickly,  
Slim Chickens provides its franchisees 
plenty of room to grow.  

Beyond its typical flexible footprint 
offerings, including dine-in and drive-
thru locations, the brand is comfortable 
expanding into a variety of different  
non-traditional venues, including  
airports, stadiums, military bases, and 
universities. Lock down your market  
while you can! 

*AUV for group #1 franchised restaurants in the  
2021 FDD 

“Slim Chickens is 
a better-chicken 
brand with a simple 
mission: to make the 
best food with the 
best ingredients”

He tells the story of opening his first Slim 
Chickens restaurant in North Dakota – it 
was all hands on deck. What was expected 
to be a successful opening turned out to be 
even more of a grand slam than the team 
anticipated. Slim Chickens is known for 
its phenomenal training and franchisee 
support systems, so Sartwell wasn’t 
surprised when they sent a team out to 

ensure his staff was ready for launch.  
“Our opening was massive, bigger than 

anything I’ve experienced before – and 
I’ve been in the industry for a while,” 
Sartwell said. “But it wasn’t the incredible 
preparation from the Slim Chickens 
corporate team that surprised me. It was 
when they committed more of their time 
and more of their people to our location 
beyond opening week to help us get 
through the surge. Not every brand is that 
dedicated to helping.” 

MARKETS THAT ARE HOT
Though Slim Chickens has seen massive 
growth over a short amount of time, the 
brand is still looking to expand to new 
horizons. Locally, the brand has its eye  
on several markets, including locations  
in Pennsylvania, Minnesota, Michigan, and 
the Northeastern United States. 

At a Glance
Slim Chickens

Year established: 2003 

Number of franchised outlets: 150 units open 

Location of units: U.S. and U.K. 

Investment range: Variable 

Minimum required capital: $3m - $12m 

Contact: Jackie Lobdell: vice president of  
franchise development, jackie@slimchickens.com, 
630-300-4798 

slimchickensfranchise.com 
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or this California-based  
salon suite franchise, opening 
over 300 locations throughout 
the U.S. was just the beginning.  

Now, with its sights firmly set on 
international development, Phenix Salon 
Suites is ready to show the global franchise 
industry what it’s been missing.   

FROM CELEBRITY ROOTS TO 
GLOBAL ACCLAIM 
Phenix Salon Suites was founded by beauty 
expert and celebrity hairstylist Gina 
Rivera in 2007, who has family roots in the 
industry dating back almost 100 years.    
    The model is simple: Phenix Salon Suites 
franchisees offer an opportunity for beauty 
and wellness professionals to have a space 
of their own. They design their room, set 
their own prices, and build their client list. 
The franchise owner serves as a landlord 
who recruits professionals and rents out 
spaces to them. The locations provide a 
safe, socially-distanced experience for 

beauty professionals and their clients. 
For a Phenix international partner, the 

model is attractive in significant ways: 
no employees, no inventory, and semi-
absentee management. Plus, post-COVID, 
retail spaces are plentiful, demand for safe, 
secure work spaces is off the charts, and 
profitability can be exceptional.    

In October, Phenix embarked on a bold 
new adventure with its first opening in 

The world is ready 
for a new look

Phenix Salon Suites opens Europe’s first salon  
workspace franchise

F

Manchester, England; part of its ambitious, 
strategic, global expansion that will see 
countless franchise professionals around 
the world join this exciting journey. 

“It’s such a great time to be a part of 
Phenix Salon Suites and we’re so confident 
about the opening of our first European 
salon location,” said John Gillespie, 
European operations director for Phenix. 
“Having been in the salon industry for 
more than 20 years, I’m familiar with the 
operational efficiencies that are crucial to 
the success of not only the franchisee, but 
also the lifestyle professionals. Phenix has 
definitely mastered the art of seamless 
operational support and transfer of U.S. 
know-how which has been evident as we’ve 
established the Manchester location.”

Already, most of the available units 
within the flagship Manchester location 
have been snapped up by savvy hairstylists 
and beauty professionals, ready to take 
advantage of the premium Phenix Salon 
Suites amenities.

Each unit within a Phenix location can 
be totally personalized by its new tenant 
so that small business owners can brand 
their unit as they’d like and create a 
unique space. In the Manchester site, one 
unit features a barbershop themed around 
a football stadium with fake grass floor, red 
leather stadium seats and huge football 
mural. In another, celebrity hairdresser 
Andrew Trott-Barn personalized his 
double window corner plot with bespoke 
scissor-patterned wallpaper, plush 
velvet seating and decor inspired by his 
legendary Mirror Ball. 

“We know how hard it is to set up a 
salon from scratch, and even more so when 
it comes to finding something affordable 
in the middle of an incredible city like 
Manchester. There are over a thousand 
salon suites buildings in the U.S.A., so we 
know this model works,” said Gillespie.  

GOING FROM STRENGTH  
TO STRENGTH 
Phenix Salon Suites’ international  
growth follows an exceptionally busy 

“It’s such a great time 
to be a part of Phenix 
Salon Suites and 
we’re so confident 
about the opening of 
our first European 
salon location” 
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also perfect for franchisees as it makes 
filling their Phenix location a breeze. Units 
typically fill up shortly after opening, once 
local beauty professionals recognize the  
incomparable business opportunity.  

In a world where flexibility is king, 
and the entrepreneurial life is attracting 
more individuals than ever, investing in 
Phenix Salon Suites is a unique way to 
offer an exciting global model with the 
comprehensive support of an  
established U.S brand. 

period for the brand, having opened 
its 300th location earlier this year, and 
announcing a multi-unit partnership 
between musician LL COOLJ and long-time 
Phenix franchisee, Kevin Davis. Global 
expansion was the logical next step for 
the brand, and it’s looking for lifestyle 
professionals and country franchisees to 
continue taking the Phenix name overseas.

“Phenix has had an eye on expansion 
overseas for a while now and we’re excited 
to finally announce our entrance into 
international markets,” said Brian Kelley, 
president and COO of Phenix Salon  
Suites. “We have a strong team behind  
our global growth with industry expert 
John Gillespie being a key player to 
streamline salon operations and Lesley 
Hawks leading the charge on development. 
The United Kingdom is a stepping stone  
to the rest of the world as the brand 

explores opportunities in many countries 
including Sweden, Spain, Germany, 
Switzerland and France.” 

All Phenix locations are complete  
with a host of essential tools and 
accessories to attract beauty and  
wellness experts of all kinds. Hairdressers 
and barbers are provided with a  
backwash, styling chair and hair trolley, 
while nail, massage or beauty therapists 
are offered sink units and storage  
trolleys. Each tenant also has access to 
a break room/kitchen space, as well as 
an on-site laundry room with free use of 
commercial equipment for fast washing 
and drying. 

Licenses to operate suites are offered 
on a monthly basis, with no long-term 
contracts that allows tenants to start up 
affordably and with flexibility. This is  

At a Glance
Phenix Salon Suites

Established: 2007  

Number of locations: 310+ 

Location of units: U.S., U.K.  

Investment range: Market dependant  
(approx. $700,000 - $1m per unit)  

Contact: Lesley Hawks, director global development, 
lkhawks@gmail.com / +1 562 760 1611 

phenixsalonsuites.com 
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How to franchise with  
a difference 
Brands can make a positive impact to stand out from the competition 

n my 45-plus years 
working in the 
franchising universe, 
I’ve seen and worked 

with many brands of all sizes that 
are vying for customer loyalty, 
franchisee buy-in, and a niche they 
can dominate or call their own. 
We are all coming through a very 
challenging time having learned 
a few things about our brand’s 
resilience and are ready to charge 
forward with a new and improved 
playbook for recovery and growth.  

When the FranConnect team 
compiled our annual Franchise 
Sales Index Report this year, all 
signs pointed to an economic 
burst. We analyzed data from 
over 600 of our customers and 
found that while franchise sales 
took a big hit in 2020 because 
of the pandemic, brands across 
all industries continued their 

recruitment efforts and reported 
strong results. The time is now 
to capitalize on pent-up demand, 
both from potential franchisees 
and consumers.   

Cutting through  
the noise 
All brands need to find a way to cut 
through the noise. When I speak 
at a franchisor’s conference or at 
their executive-level events, there’s 
an exercise I typically like to walk 
the audience through. We compare 
four of their direct competitors’ 
brand websites side by side, 
including their own.  

We take away all of the brand 
imagery, color, and the ways they 
are typically identified, such as the 
golden arches of McDonald’s, and 
then ask them to identify their own 
brand out of those four options. 
Invariably, brand executives can’t 
clearly identify themselves from 
the lineup. The guesses are usually 
evenly split four ways.  
So if the people working for the 
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brand can’t easily recognize their 
own messaging, how is a consumer 
or a franchisee supposed to know 
what you’re about? Everyone is out 
there talking the same game about 
being the best, having the greatest 
service or pricing, having the best 
equipment, or whatever other 
accolades they’re selling. 

That said, how can a brand stand 
out in a crowded category? 

The benefits of 
burgeoning brands
First and foremost, differentiation. 
Smaller, emerging brands really 
have an opportunity here and 
some advantages over larger 
brands, which often move slowly. 
Yes, large brands typically have 
deeper pockets and higher levels 
of brand awareness to work with, 
but they also are often laden with 
bureaucracy. Emerging brands 
can effectively compete through 
differentiation because they are 
not mired in years and years 
of tradition and expectation. 
Sometimes tradition is not such 
a good thing when it limits your 
freedom to innovate.  

WORDS BY KEITH GERSON, CFE 
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Look at the restaurant segment, 
for example. Menu innovation is 
definitely an area of opportunity 
for differentiation. Franchisor 
Rusty Taco is highly recognized for 
culinary innovation. In addition, 
the brand permits its franchisees 
the option to build a local product 
variant into their menu. Rusty Taco 
can do something in its market 
that is unique from all other 
markets, and that autonomy drives 
the brand’s culture of creativity 
and community integration.  

Conversely, Firehouse Subs, a 
leader in the sandwich category, 
is differentiating itself by “giving 
to a higher cause.” Firehouse 
Subs created the Firehouse Subs 
Public Safety Foundation that has 
provided lifesaving equipment 
and needed resources to first 
responders and public safety 
organizations, helping the brand to 
be better prepared to save lives in 
the communities it serves. 

Charitable giving resonates 
with “reimagined consumers” 
– a majority of buyers in these 

challenging 
times that 

have identified 
that the pandemic 

made them totally 
revise their personal 
purpose and what is 
important for them 

in life. According to a 
study from Accenture, 

this represents 50 per 
cent of consumers, 
followed by another 
33 cent who say they 
are unsure, which is 
creating new white space 
opportunities.  
Differentiation is key 

when competing in the franchise 
marketplace. Younger audiences 
today are not interested in brands 
just because they are beloved  
or their parents grew up on them. 
Now people are more interested  
in finding brands that are  
offering something unique 
and putting their own twist on 
established concepts.  

Another example that comes 
to mind is a new brand in the 
pet space called Fetch Park. It’s 
a dog park with a membership 
system, “bark” rangers, and a safe, 
comfortable environment for dogs. 
It also boasts a very social BARk 
environment for humans with a full 
airstream bar, coffee, and funky 
murals. Fetch Park is a growing 
concept with a lot of appeal.  

There are so many different 
variations on a theme. Once upon 
a time, how would you compete 
against a behemoth like Gold’s 
Gym? Now there are boot camps, 
barre training, and so many 
different ways to be able to enter 
that marketing space. You have 
to take a really close look at your 
branding and what your message 
is to prospective audiences. 
Orangetheory is a great example in 
the fitness arena. It has grown to 
over 1,385 locations in just 10 years 

– and did it by standing 

out with a combination  
of science, coaching,  
and technology.  

Technology and
communication
Speaking of technology,  
franchise management software is 
now available at more price points 
and can be incredibly effective in 
helping emerging brands compete 
in a David vs. Goliath capacity using 
many of the same capabilities that 
used to be the domain of the larger, 
deep-pocketed brands. Smaller 
franchise brands now have the 
opportunity to effectively  
compete on the same playing field 
by using affordable platforms to 
aid their expansion, unit-level 
profitability, and efficiency.  

Particularly in the early stages 
of a brand’s growth, franchisee 
profitability and satisfaction are  
of paramount importance. You 
need their validation for investing 
in your business, so you must 
invest in their good experience.  
It’s incumbent upon franchise  
field operations teams to 
be focused on making sure your 
early adopters are doing well. 
This is an area where technology 
can assist, providing a system 
of business intelligence to track 
performance metrics, and  
to generate “actionable  

playbooks” on 
how to address 

performance shortfalls.  

“A lot of people give lip service 
to culture, but the bottom line is 
if your environment is enjoyable 
and fosters connection and 
collaboration, you’re going to 
create a sense of belonging that 
key talent will want to be a part of” 
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Communication is another area 
where brands can stand out. 
Franchisors that can offer a  
“hub” – a central space online  
for franchisees to share, learn,  
and grow together – report the 
highest franchisee satisfaction. 
Expecting franchises to keep track 
of PDFs, spreadsheets, videos, 
Google Drive documents, and 
digital operations manuals spread 
across multiple shared drive 
folders and intranets is a recipe for 
frustration. I always recommend 
brands offer a single home for  
their most engaging content. 

Culture and integrity 
are key 
At the end of the day, it’s all about 
execution. To be successful, brands 
must focus on who they are and 
what they stand for. And culture 
plays a role in that opportunity.   

For example, if you are a QSR 
brand, you might think you are 
competing based on your food, but 
your food is an ante. It’s the other 
things you do besides the quality 
of the food – the speed of service, 
the cleanliness, the interaction 
with the customer, and your 
involvement in the community – 
that is so critical.  

Brands that don’t have anywhere 
near the brand recognition of 
larger competitors can really 
endear themselves to the 
community by supporting the right 
types of events, sponsoring local 
baseball teams, and being part 
of the activities that are 
meaningful to the people 
in those communities. 
Peter Drucker said, 

“The purpose of business is the 
making and keeping of customers.” 
Franchisees can’t be stuck behind 
the counter; they must be willing to 
go out into the community.  

And finally, to become a 
sustainable and winning team, you 
need to have the ability to attract 
and retain the best employees 
and executives. A number of 
franchisors are finding themselves 
at a disadvantage as more 
aggressive competitors are luring 
away talent – and for more than 
just higher wages.  

Culture is a key to 
differentiation. More and more 
franchisees these days are 
attracted to brands where they 
can feel they are really making 
a difference. You need to share 
your company’s “why” at every 
opportunity. If you’re a startup, 
allow executives to participate 
in “sweat equity.” Make sure 
salaries are competitive. Focus 
on establishing and maintaining 
diversity because a diverse, 
innovative, inspiring workplace 
attracts and retains talent. Focus 
on your company’s culture.  

A lot of people give lip service 
to culture, but the bottom line is 
if your environment is enjoyable 
and fosters connection and 

“Emerging brands can 
effectively compete 
through differentiation 
because they are not 
mired in years and  
years of tradition  
and expectation” 
collaboration, you’re going to 
create a sense of belonging that 
key talent will want to be a part of.  

In the United States, we’re 
seeing about 350 franchise  
brands come into existence 
every year, yet the net number 
of franchises that exist doesn’t 
seem to be expanding. Businesses 
come and go for a variety of 
reasons. Some companies 
don’t operationalize; we see big 
companies set up the ability to 
franchise but don’t act on it.  

Mark my words: there is  
plenty of room for emerging  
brands to enter franchising 
and thrive provided they are 
differentiated in meaningful  
ways and they can deliver a 
superior customer experience.
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B
ecoming a successful 
entrepreneur is one  
of the most exciting 
and difficult challenges 

a person can take on in their life.  
To start a business, operate it  
and make it profitable is extremely 
challenging and can see the  
most driven, talented and 
intelligent individuals crumble  
in the face of adversity. 

It’s a well-known fact that most 
startups end up in failure, but it’s 
the few successes that motivate 
and inform thinking, not the 
unfortunate failures. However, 
there is a way to take on the 
challenge and reap the rewards of 
starting a business without having 
to build every function  
from scratch. 

The answer is franchising. 
Franchising, defined simply, 
is a ready-made business in a 
box. Franchisors’ own success is 
directly tied to generating new 
and profitable franchisees. Unlike 
a regular startup business, a 
franchised business is still on its 
own in all the ways that matter, but 
is supported by a massive franchise 
network. This support can often 
come in the form of employee 
training, taking over of marketing 
campaigns, and the management of 
any company-wide functions that 
allow franchisees to focus on  
their business and its  
day-to-day operations. 

The difficulty 
of starting an 
independent business 
Starting an independently owned 
business is often the dream and 
gold standard for many. It’s an 
incredible achievement to create 
something from scratch and over 
time and make it successful; 
creating value in the economy and 

giving livelihoods to employees. 
But it’s one of the most, if not the 

most difficult undertaking a person 
can make in the world of business. 
Many entrepreneurs are often 
blinded by the vision of a successful 
business but do not consider the 
debilitating hardships along the 
way. In the U.K., 60 per cent of all 
startups fold within three years, 
and it’s rarely for one reason. An 
analysis by Stryber found that 
European startups have an  
89 per cent failure rate. 

Franchising offers a different 
picture. The 2018 British Franchise 
Association (bfa) NatWest survey 
found less than one per cent of 
franchisors closed per year due to 
commercial failure. 

Numbers from the Bureau 
of Labor Statistics’ Business 
Employment Dynamics suggest it 
is similar in the U.S.A, with 20 per 
cent of businesses failing in the 
first year and 50 per cent failing 
in their fifth. There are a variety 
of reasons that these startups fail, 
because there so many facets to the 
running of a business. 

Whether it’s access to capital, 
good employees or problems of 
an entrepreneur’s own making, 
there are several pitfalls along the 
journey that have claimed many 
promising businesses. Sometimes, 
failure can come down to bad luck. 
Many businesses may have 
had strong concepts, 
strong teams  
and even strong 
figures, but the 
global COVID-19 
pandemic threw that 
all to one side. 

In the U.S., over 340 
businesses reported going 
bankrupt during 2020 alone, 
with all of them laying some 
of the blame at the door of the 

global pandemic. Iconic American 
retailers like J. Crew filed for 
bankruptcy and closed all 500 of 
its stores. While it’s no secret that 
the business was suffering before 
the pandemic, it came very close 
to sounding the death knell for the 
business. The likes of J.C. Penney 
and Neiman Marcus Group have 
suffered similarly during  
these periods. 

“If I tried to recreate what I 
currently have as part of the 
franchise system, I don’t think 
there’s any way that I could have 
done it,” said Len Silverman, 
an International Franchise 
Association (IFA) award-winning 
Huntington Learning Center 
franchisee with four centers. 

“Because being an entrepreneur 
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means, at least early on, you have 
to be an expert in every part of your 
business operations, marketing, 
accounting, finance. I’ve got 
strengths, I think I’m okay at a 
lot of stuff. But my main strength 
really is marketing. 

“By buying into a franchise,  
I was able to offload the operational 
stress onto somebody else.  
Then I can focus on what I think 
that I’m good at.” 

How franchising  
can be an outlet 
Starting a business is deeply 
involved and requires an individual 
to control every aspect of it, 
from negotiating with suppliers 
to dealing with customers. 
Franchising is about perfecting a 
concept and its operations, and 
replicating that across multiple 

regions with enthusiastic, 
entrepreneurially minded 
people. Franchising still offers 
a high degree of control over an 
entrepreneur’s own destiny, 
 though not as much as an 
independent business owner. 

It still offers that same degree  
of control over their life and  
career that cannot be found in  
a salaried role. 
   “When we were emerging from 
bankruptcy [from Fruit of the 
Loom], they had a layoff, and a 
lot of the top marketing people 
were available. That moment was 
when I decided to become an 
entrepreneur, because I decided 
I didn’t ever want to get laid off 
again. And I figured, if I work for 
myself, I’m the only person who  
can fire me,” said Silverman. 

Franchising removes a great 

portion of what it required to 
run a business, and hands those 
responsibilities to the franchisor, 
who can benefit from years of 
experience and a mountaintop 
vantage point. 

“I decided franchising was for me 
when I looked and realized that I 
wanted to deal with the heart of the 
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“By buying into  
a franchise, I was able to 
offload the operational 
stress onto somebody 
else. Then I can focus  
on what I think that  
I’m good at” 
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matter, rather than the periphery 
– social media, brand and other 
aspects – and really wanted to 
coach businesses,” said Gary 
Keating, an ActionCOACH senior 
partner for Bristol. “ActionCOACH’s 
global community gives you so 
much to draw on for guidance, 
support and knowledge.” 

Supplier negotiation, for 
example, can be a very difficult area 
for an entrepreneur to navigate. 
Without the experience and 
expertise, a new business can end 
up paying significantly more than 
they ought to, and even purchase 
to inefficient forecasts. The sheer 
size of franchisors drives prices 
down, and suppliers are less likely 
to make a mistake with a large 
franchisor’s order than with a 
small, independent business. 

Franchising not only completely 
and utterly removes this issue from 
the hands of the franchisee, but 
the franchisor will also take the 
lead on marketing activities and 
campaigns. Most franchises allow 
for some local promotion too,  
giving franchisees room to 
maneuver in their local market  
to respond to changes. 

The single biggest thing a new 

entrepreneur will benefit from 
when taking on a franchise is 
the brand. Building a brand is a 
notoriously difficult venture, and 
crumbles a lot more easily. 

The food and beverage industry 
provides a strong example of the 
power of branding. Building a food 
brand is a task that takes years. 
Franchisees benefit from the hard 
work of the founders and those who 
came after. Years and decades of 
brand building means a franchisee 
can open a restaurant in a location 
and is likely to attract some 
customers due to the presence 
of the brand in other regions 
or countries. An independent 
business owner has to start  
from scratch. 

While an entrepreneur will 
not have total control over every 
element of the business in a 
franchise, they will gain stability 
and resiliency, key factors for 
those who are just beginning 
their adventure in the world of 
business. An entrepreneur can still 
derive satisfaction from running 
a business, being responsible 
for employees and customer 
satisfaction without negotiating 
with suppliers or creating the 

marketing calendar for the  
next quarter. 

Some franchisors really  
proved their worth to their 
franchisees during the pandemic. 

“The last 18 months are proof 
that they offer a lot of support, 
they’ve added a lot of additional 
avenues for revenue generation for 
us, including things like homework 
help, and being able to convert to 
online instruction,” said Silverman. 
“And all that happened really, very 
quickly to support a system which, 
like everybody else was going  
into shutdown.” 

The support a 
franchisor can offer 
Entrepreneurs benefit from the 
sheer size of the franchise. Many 
franchise networks are sizeable, 
and the largest can consist of 
thousands of locations all around 
the world. Franchisors are obliged 
to help their franchisees, whether 
it’s financial assistance or running 
key functions for them. 

“There’s daily support if I want to 
access it – global and U.K. support 
teams offer the knowledge, systems 
and resources to support my 
clients and grow my own business,” 
said Keating. “But I also have 
1,000 franchise partners globally 
who all have the same culture of 
abundance, willing to share advice 
at the drop of a hat.” 

The core of any business is its 
service or product. However, many 
companies produce good services 
and products but don’t necessarily 
succeed in the long-run. 

Marketing 
If a business can’t effectively  
show off its quality and persuade  
people to become their  
customers, the product or service 
becomes irrelevant. 

Marketing is a deeply complex 
area to navigate, and often holds 
the key to success. While some  
are more naturally predisposed  
to marketing, it’ll take even the 
most talented marketer some  
time to build a profile and make 
some gains. 

Many franchises started out as 
independent businesses in the  
past and adopted a franchise  
model to facilitate growth,  
meaning that there can be years  
of marketing expertise behind 
many franchise brands for a 
franchisee to benefit from. 

Most marketing campaigns 

“Franchising, defined simply, is a 
ready-made business in a box”
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won’t require brainstorming and 
implementation by franchisees; 
that will be the remit of the 
franchisor, giving more time to 
perfect day-to-day operations. 

Site selection and  
financial assistance 
Without any experience, picking 
locations to start a new franchise 
can be a daunting prospect for 
a new franchisee who is without 
experience in that field. 

Franchisors seek to help 
franchisees by doing a lot of 
work for them, when possible. 
Franchisors can benefit from their 
experience to select the most 
effective locations for a new unit. 

Franchisors can also make 
use of relationships with lenders 
and banks to secure discounted 
financial assistance for their new 
franchisees. Many franchises, such 
as Marco’s Pizza, offer in-house 
assistance for franchisees who 
open multiple units and even 
guarantee a portion of the loans 
provided by banks to franchisees. 

Employee training 
Opening a new franchised location 
often involves training staff; 
something many franchisees may 
have no experience of. 

Franchisors have the benefit 
of having gone through this 
experience many times with 
franchisees, therefore many 
franchisors have developed 
internal knowledge centers that 
do the hard work of training 
employees and providing resources 
for continual improvement. 

“Huntington has what they call 
HLC University, which is an entire 
training manual. It’s a repository of 
a tremendous amount of training 
materials,” said Silverman. 

“So when I hire a new employee, 
I want to do training with that 
employee, but there is also source 
material that I can send them 
directly from Huntington’s first, 
and then I can refine it. That for 
me now, as a multi-center owner, 
provides a tremendous amount  
of efficiency.” 

Making the plunge to 
buy a franchise 
Entrepreneurship is something 
many people aspire to: being in 
business for and by themselves. 
Entrepreneurs are in charge of 
their own future and there is  
no upper limit. 

“And I figured, if I work for  
myself, I’m the only person 
who can fire me” 

However, nothing worth doing has 
ever been easy. Entrepreneurship, 
starting an independent business 
has claimed the enthusiasm for 
business for many and left them 
jaded. While many are capable of 
bouncing back strongly from such a 
setback, some are not. 

The desire to be an entrepreneur 
and be your own boss is easily 
satiated through franchising. 
Not only does it satisfy that 
entrepreneurship bug, but it is  
also likely that an entrepreneur 
is guaranteed a higher level of 
success in franchising, than an 
independent business. 

“The best part about franchising 
in my opinion is research, as 
opposed to starting something from 
the ground up where everything is 
a mystery. With franchising, you 
can do a lot of homework,” said 
Silverman. “You can see how many 
units there are, how many have 
been successful, what their average 

revenue is, you can call around  
talk to other owners get a profile 
from them of what makes a 
successful owner. 

“If you’re starting something 
from the ground up, you have none 
of that. If I was in a situation today, 
like I was 17 years ago, and I was 
let go from a company, I would 
absolutely go franchising again. 
And I think the proof is in the 
pudding given my results.” 
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BEHIND THE BRAND: PARTNER CONTENT

rom a single store to a global 
chain, Little Caesars Pizza 
charted a path to global success 
starting in 1959 when founders 

Mike and Marian Ilitch opened their first 
restaurant in Michigan. 

By 1962 the brand began franchising, and 
by 1969, it went international. Today, the 
brand is the third largest pizza chain in the 
world1 and there’s no denying that Little 
Caesars Pizza is doing something right. 
Known for its value, convenience and quality 
tasting pizzas, Little Caesars has become a 
household name and has been named “Best 
Value in America” for 14 years in a row. 2 

It is currently operating in 27 countries 

and territories on four continents with 
aggressive expansion plans to bring the 
iconic pizza brand to more countries around 
the world and to additional U.S. markets. 

PERIOD OF UNPRECEDENTED 
GROWTH 
Little Caesars, bolstered by a dedicated team 
supporting its franchisees around the globe, 
is currently experiencing one of its largest 
periods of domestic and international 
growth in its 60-plus year history. 

The brand has doubled its global 
presence in the last seven years. Most 
recently, the chain entered Colombia, 
Singapore, Peru and Chile. Later this year, 

World’s third-largest 
pizza chain seeking 

franchisees
Little Caesars is eager to work with entrepreneurial multi-unit 

experts from around the world

F
new stores are set to open in Portugal, 
Russia and the United Kingdom. 

With an attractive business model, strong 
brand awareness and quality products, 
there are valuable growth opportunities for 
entrepreneurs all over the world.

“We are honored to be named the Best 
Food and Beverage franchise by the Global 
Franchise Awards,” says Marc DaSilva, vice 
president of international development. 
“Pizza is beloved throughout the world 
and we are seeing an incredible amount of 
growth in the pizza category today, which 
makes now an excellent time for new 
franchisees to join Little Caesars Pizza. 

“Little Caesars stands apart because 
we offer great tasting pizza at an amazing, 
everyday value in each and every market 
we operate in – and that resonates with our 
customers. We are so excited to work with 
new franchisees as we continue to expand 
globally and to have the opportunity to 
serve more families.” 

ALWAYS INNOVATING
The chain has a strong commitment to 
technology and innovation, which is one 
of the driving forces behind the incredible 

“We are seeing an 
incredible amount 
of growth in the 
pizza category today, 
which makes now an 
excellent time for new 
franchisees to join 
Little Caesars Pizza”
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growth of Little Caesars. In 2004, the brand 
launched its Hot-N-Ready model, which 
allowed customers to walk in the door and 
pick up freshly made pizzas and side items 
without waiting, and with no need to order 
in advance. 

And then, most recently in 2018, the 
company introduced the next evolution 
of convenience with the revolutionary 
Reserve-N-Ready system, which features 
the breakthrough Pizza Portal pickup – 
the first heated, self-service mobile order 
pick-up station in the quick service 
restaurant industry. 

Customers simply order and prepay 
using the Little Caesars app or website, 
then retrieve their order from a secured, 
heated compartment in the Portal using a 
QR code or three-digit pin. The technology 
is currently in the United States, Canada, 
and Mexico – and will be rolling out to new 
international markets later this year.

As if purchasing an affordable, 
great tasting pizza at unmatched 
value couldn’t be easier, Little Caesars 
launched its delivery service in the 
U.S. and Canada in partnership with 
DoorDash in January 2020. 

Now when customers order on the Little 
Caesars app or website, they can choose to 
have their order delivered straight to their 
doorstep through a completely contactless 
experience. And, in true Little Caesars 
fashion, the brand has captured the value 
niche in the delivery market and is the 
lowest priced pizza delivered, guaranteed.3

A GREAT PRODUCT  
AT A GREAT PRICE
Through all the transformations, the top 
priority for Little Caesars has steadfastly 
remained creating a great tasting product 
at an incredible value. Pizza is made 
with quality ingredients including dough 
that is made fresh in stores daily, sauce 
that is fresh-packed and never frozen, 
and a signature blend of mozzarella and 
Muenster cheeses. A simple menu ensures 
the ability to provide quality products at a 
low cost, ready when the customer arrives. 

There is no doubt that Little Caesars 
is an exceptionally high growth company 
with decades of experience in the $145bn 
worldwide pizza industry. Little Caesars 
is continually looking for franchise 
candidates with an entrepreneurial spirit 
and experience in multi-unit restaurant 
and retail management to further 
capitalize on the phenomenal global 
opportunity of the brand. 

The company is committed to supporting 
its franchisees in all necessary disciplines 
including supply chain, marketing, training, 
operations, and architecture. Additionally, 
Little Caesars offers its franchisees a 
variety of store layout options – even those 
for areas with small footprints – to ensure 
the concept works in their market. 

Little Caesars has achieved its rapid 
growth around the world because of a 
great brand and its dedicated franchisees. 
As consumers’ affinity for pizza 
continues to grow in the multi-billion-
dollar pizza industry, Little Caesars is 
excited to expand into new markets with 
exceptional franchisees.

At a Glance
Little Caesars Pizza

Year established: 1959

Number of franchised outlets: Restaurants in 27 
countries and territories worldwide

Investment range: Starting at $350,000

Minimum required capital: $1.5m (international 
franchising) $250,000 (U.S. franchising)

Contact: Marc DaSilva, Vice President of 
International Development

O +1 (313) 471-6639 | C +1 (313) 802-7411

Marc.dasilva@LCEcorp.com

Craig Sherwood, Vice President of U.S. 
Development

O +1 (313) 471-6942

Craig.Sherwood@LCEcorp.com  

international.littlecaesars.com  
(international franchising)  
franchise.littlecaesars.com 

IDEAL INVESTOR PROFILE

• INTERNATIONAL FRANCHISING: Minimum $1.5m net worth under an area 
development agreement with additional minimum requirements for liquid/
cash assets. Minimums may vary depending upon the number of stores to be 
developed. Sufficient liquid assets and capital to support an aggressive store 
development schedule while sustaining a strong advertising program

• U.S. FRANCHISING: Minimum $2.5m net worth and $1.5m liquid/cash assets to 
be considered for an area development agreement
• Demonstrated enthusiasm, drive, passion, and a proven record of success in 
the restaurant/retail industry
• Comprehensive understanding of the trade area and real estate in the region to  
be developed
• Dedicated, locally based, full-time support staff for developing the Little 
Caesars brand
• Multi-unit restaurant/retail management experience as owner and/or operator

1. Third largest pizza chain in the world – based on net number of stores in 2020
2 “Highest Rated Chain – Value for the Money” based on a nationwide survey of national quick-service restaurant customers conducted by 
Sandelman & Associates, 2007-2020.
3 Lowest price claim is based on the price, on a (U.S.) national basis, of an online delivered pizza order with all delivery fees for the top 
four (U.S.) national pizza chains (excluding third party online sites). Comparison based on a large Little Caesars pizza, with up to five 
toppings, ordered from LittleCaesars.com, and the other three (U.S.) national pizza chains’ comparable large pizza(s), sold at every day 
menu prices with all delivery fees. Delivery available from participating locations. Plus tax. For guarantee terms, visit www.information.
littlecaesars.com/en-us/lowestpriceguarantee.
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hat began with a single 
location back in 1963 is now 
one of the top 10 restaurant 
franchisee groups based in the 

U.S. Sizzling Platter was founded over 50 
years ago and is an operations company 
at its core; focusing on lean processes and 
managing the bottom of the P&L tightly to 
push as much cash as possible back into 
developing new stores, and creating jobs in 
the communities that the group operates in.

Sizzling Platter has developed a knack 
for rapidly scaling best-in-class brands; 
whether that’s Red Robin, Little Caesars, 
Dunkin’, Wingstop, or Jersey Mike’s. Over 

the years, the group has operated more 
than a dozen asset types in different 
states and countries, with various product 
offerings. And now, with a team of more 
than 10,000 global employees, Sizzling 
Platter is well suited to help rapidly scale 
any restaurant brand internationally.  

DEEP TALENT POOL 
Being a people-first company from the 
very beginning, Sizzling Platter has 
cultivated a deep talent pool and is 
looking to expand even more rapidly than 
it has over the previous decade. The group 
also has very strong capital partners 

Seeking restaurant 
franchisors looking to 
grow internationally

Sizzling Platter is using its team of 10,000 global employees 
to rapidly grow its restaurant partners

W
to ensure access to funding is not a 
limitation on the speed that restaurant 
brands can grow.  

When expanding its established 
portfolio, Sizzling Platter is looking 
to work with brands that have 
international demand in regions that 
are underdeveloped, and in need of 
great teams to execute plans and bring 
the brand in question to its target 
markets expeditiously.  

In addition to its hands-on experience, 
Sizzling Platter has an entire back-
office support team that ranges from 
technology, to accounting, to human 
resources, to marketing, to training. 
This ensures that rapid scaling happens 
incredibly smoothly and seamlessly, 

“Brands at any point 
in their lifecycle 
could be a perfect fit 
for Sizzling Platter’s 
investment strategy” 

BEHIND THE BRAND: PARTNER CONTENT
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S I Z Z L I N G  P L AT T E R

will still be greatly considered when 
evaluating possible partners.  

If your restaurant brand is looking 
to find exceptional growth partners 
and scale-up rapidly in the coming 
years, then reach out to Sizzling 
Platter today to start a discussion that 
could become instrumental for the 
future of your business.  

which is ideal for development goals and 
deadlines on the brand side of things.  

PARTNER WITH THE EXPERTS  
Sizzling Platter is looking to prioritize 
its investment into quick-service brands 
that have limited SKUs, but best-in-
class signature recipes. As the world 
and consumer tastes evolve more, and 
move toward experts with specific menu 

options – with efficient and excellent 
customer service – the group sees this as 
the future of intelligent investing within 
the restaurant space.  

Additionally, brands at any point 
in their lifecycle could be a perfect 
fit for Sizzling Platter’s investment 
strategy. Even if a brand is pre-local 
supply chain or national marketing, 
exceptional food and business ideas 

At a Glance
Sizzling Platter

Year established: 1963

Number of franchised outlets: Over 500+

Location of units: 17 U.S. states and Mexico

Approximate buildout cost: $500,000 - $1m

Minimum required capital: $150,000

Contact: corporate.contact@splat.com 

sizzlingplatter.com

“Being a people-first company from 
the very beginning, Sizzling Platter has 

cultivated a deep talent pool and is looking 
to expand even more rapidly than it has 

over the previous decade”
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INSIGHT

How to seamlessly enact 
change across an entire 
franchise network 

The most enduring brands evolve with the times, but sometimes, 
that can be easier said than done 

he COVID-19 crisis 
spurred the need 
for entire franchise 
systems to enact 

change – sometimes drastically 
and quickly – to meet market 
challenges and survive the crisis. 
For some franchisors, this required 
innovation and bold moves 
that often had a silver lining. 
Sometimes, those changes resulted 
in business model improvements 
with long-term benefits. 

So, what are the secrets to 
change management, and how 
can franchisors enact change 
seamlessly across the entire 
franchise network? 

Two confessions: First, I am not 
a subject-matter expert in the field 
of change management. Second, 
after a few weeks of research, I 
concluded that the title of this 
article is utterly misleading. The 
word “seamlessly” is an adverb 
that will never describe the 
implementation of change in a 
franchise network.  

Simply put, change management 
– by its nature – is seldom a 
perfect process. Moreover, for 
franchise organizations, change 
management can be downright 
messy. As such, if you’re looking 
for a silver bullet to change 
management, you may wish to 
discontinue reading at this point. 

That being said, the world 
of franchising presents some 
lessons and best practices, which 
can prevent franchisors from 

completely mucking up their 
change initiatives – and hopefully 
achieve transformational  
business results. 

What the experts say 
I spoke with several franchisor 
executive colleagues, who 
are experts in “the school of 
hard knocks”. I also consulted 
professional and academic  
experts in the field of 
organizational change.  

Matt Jarvis has a PhD in 
Organizational Communication 
and was employed at NASA in 
Human Capital Management. He 
also advised four other U.S. Federal 
agencies on organizational  
change projects.  

“When it comes to implementing 
significant change within an 
organization – of any type – it’s 
important to consider the current 
state and potential impacts on all 
parts of the system,” states Jarvis. 
“Everything is connected – people, 
tools, and processes – even if the 

T
THE AUTHOR
Ray Hays is managing 
partner at FranLaunch 
USA, a franchise 
management 
firm that provides 
management 
resources and capital 
solutions to emerging 
franchisors, as well 
assisting international 
concepts to enter 
the U.S. market. 
franlaunchusa.com

WORDS BY R AY HAYS 

DICE: FOUR 
FACTORS OF 
TRANSFORMATION 
INITIATIVES
D - DURATION 
The duration of time until  
the change program is  
completed if or time between 
reviews of milestones for  
long-term programs. 
I – INTEGRITY 
The project team’s performance 
integrity; that is, its ability to 
complete the initiative on time. 

connections don’t appear obvious. 
When implementing change, an 
organization’s leadership must 
not only anticipate impacts, but 
expect unintended consequences 
and mitigate accordingly.” 

Jarvis adds, “Success will 
require a long-term mindset,  
and an environment of 
collaboration between upper 
management and all other  
levels of the organization.” 

Over the past several decades, 
many professional and academic 
experts have developed models to 
better understand and implement 
change management. One such 
study was highlighted in a 2005 
article in the Harvard Business 
Review, “The Hard Side of Change 
Management”, which is a must-
read for executives contemplating 
change initiatives. The study 
describes the “DICE Factors”, 
which are four elements that  
are key to determining the 
outcome (success or failure) 
of change management or 
“transformation initiatives.” 

That depends on members’ skills 
and traits relative to the  
project’s requirements. 
C - COMMITMENT 
The commitment to change 
displayed by top management 
and employees affected by  
the change. 
E - EFFORT 
The effort over and above the 
usual work that the change 
initiative demands of employees. 

(Source: “The Hard Side of  
Change Management” – Harvard 
Business Review, October 2005,  
by Harold L. Sirkin, Perry Keenan 
and Alan Jackson.) 

“Simply put, change 
management – by its 
nature – is seldom a 
perfect process” 
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Change management 
applied to the  
franchise model
The DICE factors model  
provides good guidance for most 
organizations, and these change 
factors certainly apply to franchise 
organizations. Franchisors must 
evaluate the project duration for 
the short-, medium- or long-term 
change implementation.  

Performance integrity of the 
team will also be key for the 
success of a franchise change 
initiative. Without a doubt, a  
major change is doomed if it  
lacks sufficient support 
and commitment of upper 
management, franchisor staff and 
the wider franchisee community.  

Finally, the franchisor must 
carefully consider the effort, 
bandwidth and burden of the 
initiative. In the end, a franchisor 
must ask the question: Will the 
extra burden and unintended 
consequences do more harm  
than good? 
Let’s take a look at common types 
of change initiatives in franchising: 

Mergers, acquisitions  
and rebranding   
Change in ownership of companies 
and brands often results in 
new ways of doing things and 
a shift in corporate culture. 
M&A activity is often accompanied 
by rebranding of the franchisor 
or specific brands within their 
portfolios. Some notable  
examples include: 
• Quality Inns International’s 

transformation and 
rebranding as Choice Hotels 
International  
in 1990; 

• PepsiCo’s 1997 spin off of KFC, 
Pizza Hut and Taco Bell, and 
the evolution of Yum! 
Brands in 2002; 

• UPS’s acquisition of 
Mail Boxes, Etc. 
(“MBE”) in 2001, 
resulting in the 
creation of The 
UPS Store; 

• The Dwyer 
Group’s corporate 
rebranding as 
Neighborly in 2018. 

Changes to products  
or services   
Franchising has constantly 
evolved through innovation or 
in response to market changes. 

One result was new service 
methods – for example, the pivot of 
restaurants to take-out and home 
delivery during the COVID crisis.  

Innovation has also resulted 
in new product launches through 
franchise history. (The Big Mac and 
Filet-o-Fish were both introduced 
by franchisees.) The results have 
historically been a mixed bag. 
Some new products and services 
were successes, and yes, some 
were flops. Do we all remember the 
McDonald’s “Arch Deluxe” from the 
mid-1990s? Probably not. 

New marketing and  
advertising programs  
Most seasoned franchise 
executives can share war stories  
of marketing initiatives. Again, 
some were iconic successes, and 
others were abject failures.  
One of the most painful  

marketing changes is saying 
goodbye to beloved taglines,  
like KFC’s iconic “Finger Lickin’ 
Good”, tagline that was dropped  
in 2020 because of COVID  
hygiene concerns. Thankfully,  
the tagline was recently revived  
to glee of greasy-fingered  
chicken eaters everywhere. 

New technology or website  
Rolling out a new business 
management software or  
other technology can be a  
painful change process for 
franchisors and their franchisees, 
especially if the new technology 
involves a learning curve for  
users. New or updated websites  
are also notoriously complex 
because they combine technology 
issues with digital marketing  
and branding considerations.  
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INSIGHT

Change management 
summarized: four 
best practices for 
franchisors 

1Ensure that you have 
the right team, the 

organizational commitment 
and the resources to succeed. 
The team’s “performance 
integrity” and effort will be key 
factors to achieving your change 
initiative goals. A franchisor 
must allocate the right people, 
time and budget as part of the 
planning process. 

2Be realistic when planning 
the duration/timeline of 

the change implementation. 
Any change that is worth doing 
should not be rushed (global 
pandemics aside.) Take the 
time to research and test new 
initiatives before rolling them 

out. The long-term success and  
ROI depends on doing it right. 

3Engage and communicate 
with franchisees. Franchisors 

would be wise not to ignore the 
elephants in the room. Work 
proactively with franchisees to 
involve them the change planning 
and implementation. If you have no 
formal Franchise Advisory  
Council, gather an ad-hoc group  
of franchisees with the skillsets  
to help provide input and guide  
your change initiative. 

4Expect friction and 
unintended consequences. 

Change is seldom easy and often 
messy. Not everyone will like 
the changes, but if implemented 
carefully and deliberately, a  
change initiative can truly 
transform your franchise and  
take it to the next level. 

New strategy or business focus  
Changes in the market 
environment or new business 
opportunities may provide the 
impetus for big changes to a 
franchisor’s strategy. One of 
the most common examples 
in franchising is international 
expansion. The decision to go 
global – and transform from a 
domestic franchise into a global 
brand – is a major strategic  
and cultural shift for a  
franchise system. 

Collaborative 
change for franchise 
organizations 
You will notice that the DICE 
factors model described only two 
players: top management and 
employees. However, for franchise 
organizations, we have another 
important constituency, a herd  
of elephants in the room, 
who cannot be ignored when 
implementing change.   

Of course, I’m referring to 
franchisees, who will often play a 
key role in the success or failure 
of a franchisor’s change initiative. 
If a franchisor spooks this herd, 
the resulting stampede could 
trample the franchisor’s hopes of 
implementing change. 

However, if a franchisor 
communicates and engages  
with their franchisees early  
in the process, then this herd  
of elephants may serve as a  
major asset, with the extra  
power and leverage to pull a 
change initiative through to a 
successful conclusion. 

For more than 30 years,  
Simon Broad, executive vice 
president at FRSTeam LLC, has 
managed franchise operations 
and support across diverse 
franchise organizations. “When a 
franchisor is contemplating major 
changes, communication and 
collaboration with the franchisees 
is critical,” states Broad. “If you 
can engage the franchisees early 
in the process, get their buy-in 
and solicit their support in the 
roll-out, things will typically go 
more smoothly.” 

“Change in ownership of 
companies often results in new 
ways of doing things and a shift  
in corporate culture” 

Broad adds, “However, always 
anticipate some friction, as change 
is always adopted at different rates 
among franchisees, regardless of 
their brand tenure and loyalty. If 
the change was 
too smooth,  
you have to  
ask yourself: 
Was the change 
big enough?” 

My business 
partner, Dan Bish 
at FranLaunch USA, has 
worked in franchising since the 
1980s. He has experienced change 
management both as a franchisor 
executive and as a franchisee.  
“A good place to begin the 
discussion of change management 
is with the Franchise Advisory 
Council (FAC),” says Bish. “FAC 
members can provide a great 
sounding board for new initiatives 
and projects, because they can 
identify the pain points from a 
franchisee perspective.” 

One such example was in the 
early 1990s, when AlphaGraphics 
leadership identified a need to 
completely re-write their old 
franchise agreement. To do this, 
the executive team worked very 
closely with FAC members, and 

incorporated 
many of their 
recommendations 
into the new version of 
the franchise agreement. 

According to Bish, “Because 
the new AlphaGraphics franchise 
agreement was written with 
franchisee input, AG was better 
positioned as a franchisee-
friendly concept.” He adds, “The 
new AG agreement was a major 
selling point for prospective 
franchisees, and it also helped 
drive satisfaction and testimonials 
among existing franchisees.”





INSIGHT

Building your franchise  
for the new normal
Three considerations for the forward-thinking franchise business

Modernization is 
rewarded
Franchises that have remained 
flexible and nimbly embraced 
change have been rewarded, often 
driving record sales and new unit 
growth. Unique innovations across 
industries have been implemented 
to entice today’s consumers in new 
ways, such as double drive-through 
lanes to keep fast-food fast.  

E-commerce delivery drop-off 
and pickup packages at pack and 
ship retail stores adds time-saving 
convenience and service when 
needed. Postal Connections has been 
following a retail business strategy 
of blending high tech with high touch 
service to remain relevant 
for consumers and 
local businesses.  

Paperless and 

W
THE AUTHOR
Fred Morache is the 
COO and managing 
partner of Postal 
Connections/iSOLD 
It, bringing more than 
25 years of experience 
in the franchising 
and pack and ship 
industries to his 
leadership role

cashless transactions are another 
technology driver impacting 
retailing. Recognizing this at  
Postal Connections, a new 
consignment sales service using 
eBay enables customers to turn over 
the selling of their items  
online to our staff expertise and 
iSOLD It automated system.  

Using a software system, staff 
are able to assess item values and 
sales volatility to advise customers 
on pricing. Seller identities are 
transparent online, automated 
payments are received and 
franchisees earn a service fee that is 
directly deposited by eBay into their 
business account.     

WORDS BY FRED MOR ACHE
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“As a consequence of the 
pandemic and continually 
changing consumer 
behavior, what we once 
thought of as normal 
business practices just  
a few years ago will  
never be the same”

e live in interesting 
times, which a 
Chinese proverb 
tells us is a curse. In 

franchising it can be a blessing to 
those franchise models that see 
flexibility and a focused view  
on customers.  

Artificial intelligence is 
powering business automation, 
and digital technologies are 
transforming clunky analog 
processes at a rapid pace into self-
help time and cost efficiencies. The 
franchise industry’s adoption of 
new age operating processes is in 
full swing, so there is no slowing 
down the future.  

As a consequence of the 
pandemic and continually 
changing consumer behavior,  
what we once thought of as  
normal business practices just 
a few years ago will never be the 
same. Your franchise business 
could be in peril if you utilize 
stagnant “old-school thinking,” 
ignoring the modernized 
preferences of today’s  
customers with special  
attention on differences  
among different generations. 
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In another retail sector, a 2020 
study from Wakefield Research found 
that when faced with change, 85 
per cent of restaurants completely 
reorganized their operations, 
changing the way they interact with 
customers as weknow it.  

But, restaurants are not the  
only ones impacted by 
modernizations; all of franchising 
has been impacted. Thus, here are 
three things to keep in mind as you 
consider your evolutionary plans  
for the new normal. 

Embracing New 
Technologies 
Technology innovations are the 
driving forces of our modern society. 
A whopping 95 per cent of Americans 
own a cellphone of some kind, with 
over 85 per cent of those being 
smartphones. This means that a great 
minority of the American population 
does not own a smartphone.  

One aspect at the intersection of 
technology and businesses coming 
together that has taken off is mobile 
applications. In 2018, 42 per cent of 
small businesses already had a mobile 
app, and this has only increased in the 
last three years. Now, businesses can 

be an earworm in our phones and with 
consumers carrying a piece of them  
everywhere we go. 

With increased technology, the way 
we think about currency has changed. 
Years ago, the concept of  “cashless” 
businesses was unheard of, and 
now, especially in big cities, they are 
a normal occurrence. What started 
as the takeover of credit and debit 
transactions, is now the takeover of 
mobile payment options such as  
Apple Pay, or even unconventional 
payment methods like Bitcoin.  

With the click of a button, you  
can pay for your items without picking 
up a single penny. Though not all 
businesses will or even should go 
cashless, providing sufficient currency 
options for customer payment is 
essential in the modern era. 

Home delivery options within 
businesses were proven to be saving 
graces throughout the pandemic 
and continue to remain a staple. 
E-commerce has simply soared to 
unimaginable heights due to what 
began as stay-at-home orders and 
turned into time and convenience 
efficiencies for society at large. Postal 

Connections has seen a surge in our pack 
and ship services from this transformation 
(systemwide revenues were up nearly 
10 per cent in 2020 over 2019. Currently 
franchise locations are nearly 15 percent 
up in 2021 over 2020), and we’ve embraced 
by reinvesting in our own technologies to 
reinforce the uptick in delivery preferences 
for consumers and businesses. 

Whether it is taking the form of 
delivering food from a local restaurant 
through third-party mobile applications, 
or e-commerce orders for whole new 
wardrobes through extensive online 
shopping options, the ease of not  
having to leave your home matched the 
needs of modern consumers in a post-
pandemic world.  

For instance, we have adjusted to at-
home convenience with our proprietary 
iSOLD It on eBay operating system. 
It works on mobile devices so Postal 
Connections staff can go to a seller-
customer’s home or business to start our 
service. Robust e-retailing options are  
one of the most transformative aspects  
of new normal operating processes, 
though concerns remain with supply  
chain issues. 

Labor Light
According to a 2019 study from 
Oxford Economics, robots could 

take over 20 million jobs by 2030. 
Where factory workers once sat, 

and secretaries once made 
phone calls, there could be 
an individual computer 
controlling all of the work. 
Labor supply for many 
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franchise sectors is as small as ever, and 
businesses are looking for ways to operate 
“labor-light” business models, requiring as few 
bodies as possible.  

We have all heard complaints that robots 
are growing so complex that they have the 
ability to take over our jobs. Though this 
sentiment is often laughed off, it is a genuine 
reality and concern. But, given current labor 
shortages, there may be no other answer. The 
more automation built into business models 
today, the greater the likelihood of operating a 
business designed for today and beyond.  

Likewise, the simplicity in business 
models needs to be optimized – the lower the 
employee count, the greater the attractiveness 
of the franchise for franchisee recruitment. 
Today, blending high tech with high touch 
services fosters personalized attention with 
as little as just a few employees.  

The combination of human interaction 
and tech-forward innovation becomes a 
powerful benefit for many who want to save 
time, don’t want to do it themselves, or seek 
expertise and comforting attention. Especially 
among service business franchises, the 
human element is key to customer loyalty and 
earning a margin for being there. 

One aspect that many businesses have 
adopted is the concept of “self-service.” This 
takes the form of self-checkout at a grocery 
store or an ordering kiosk at a restaurant.  

Another dying concept is that of picking up 
the phone. 88 per cent of millennials prefer 
texting over phone calls, and the same can be 
said for Gen-Z. Picking up the phone 

and engaging in a time-consuming 
conversation that could have been a 
simple text feels like a waste of energy 
for these groups.  

Nowadays, to accommodate these 
young individuals, there should 
always be an online option. Being 
able to make a haircut appointment 
on an app at the click of a button 
versus having to spend time 
speaking to another human is a sigh 
of relief. Scheduling and booking 
appointments, tickets, and more 
online takes franchise industries a 
huge step in the right direction. 

When we look at customer 
satisfaction, consumers tend to be 
happiest when the task requires the 
least time and brainpower. The “labor 
light” model with fewer employees, do 
it yourself options, and single-click 
versus phone call options make the 
world run smoother, especially among 
younger generations who are the most 

savvy technology users.

Supply Chain
Right now it is hard to get many 
things. We are consistently hearing 
about shortages within the narrow 
supply chain crowded with back 
orders. Supply shortages are up 638 
per cent in the first half of 2021. It 
is vital that businesses dependent 
on hard and soft goods, foods and 
delivery of operating supplies remain 
up to date and prepared to tackle 
these challenges. 

The modern business will  
make adjustments to accommodate 
services and offerings depending 
on product availability and delays, 
without compromising quality 
and reliability. One example of 
this recently were the U.S. meat 
shortages. Supply chain issues are 
to blame. These shortages have 
led to shifts in consumer behavior, 
and leave consumers looking for 
alternatives. Other shortages  
include car-chip shortages, 
impacting the number of new  
cars produced, home furnishings  
and less essential items such  
as pool equipment.  

In the very near future, drones 
may very well be dropping our  
stuff off, and we may leave our own 
homes less. People are continuing  
to work from home (with roughly  
22 million Americans still in  
“WFH” mode), shop from home  
and do things without any  
human interaction. This is new 
behavior, and a big change from  
old fashion ways, but adaptation  
to new supply chain requirements  
is imperative.  

We are gripping onto any  
human interaction we can get, 
though now we are launching  
into a new normal filled with 
endless possibilities and  
personal capabilities using 

technology. Agile and flexible 
franchise concepts will flourish as 

they recognize that younger people 
from a new generation coming 
into consuming and commercial 
leadership have the right to do 
things the way they want.   

“Home delivery options within 
businesses were proven to be 
saving graces throughout the 
pandemic and continue to  
remain a staple”

INSIGHT
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BEHIND THE BRAND: PARTNER CONTENT

n the heels of the first Ziggi’s 
Coffee franchisee conference, 
the theme of “life-changing 
coffee” was apparent in the 

lives of all who attended.  
Ziggi’s Coffee may have higher AUVs 

than most, may be growing faster than 
most, but at the heart of the concept, it’s 
about seeking opportunities to change 
lives; lives of the franchisees, lives of the 
store staff, lives of the corporate team, 
lives of the vendor-partners, and local 
communities across the country.   

TRANSITIONING 
TO A NEW ERA
Co-founder and president Brandon Knudsen 
said, “This conference was a big milestone 

for us. It was a transition to the next era 
of Ziggi’s Coffee. It was incredible to bring 
together the entire Ziggi’s family for the first 
time, to hear everyone’s story, to share our 
story, and to look ahead at a bright future.”  

Every aspect of the Ziggi’s Coffee concept 
is about the people and their stories. The 
Ziggi’s team curates the best possible 
products from people whose stories will 
enrich the brand.  

“We heard from vendor-partners that 
would not have made it through the 
pandemic and small companies with 
beautiful stories and deep roots that got 
their start when Ziggi’s picked up their 
products. This allows our brand to have a 
diverse menu full of the best products on 
the market, while also weaving a story of 

Changing lives is not 
just a slogan – it’s a 

way of life 
As one of America’s fastest-growing coffee franchises, Ziggi’s Coffee is 

delivering “life-changing coffee” 

O

who we are and the lives we can impact 
simply by focusing on the people behind the 
products,” said Knudsen. 

To build a franchise family with intention 
is no easy feat.  It takes discipline and 
a development process strategically 
planned out with care and an unwavering 
commitment to awarding franchises to only 
the best possible franchisees.  

“We developed this franchise from the 
beginning with the simple idea that we were 
going to build a system of people that we 
wanted to spend time with at conference. 
Now a few weeks post-conference, I would 
say we are succeeding in bringing together 
a pretty incredible group of folks to expand 
the Ziggi’s brand (now signed in 25 states),” 
said Justin Livingston, who heads up the 
brand’s development. 

DEDICATED FRANCHISEES
Early franchisees husband and wife Greg 
and Jill Bland (Northern Colorado), now just 
ahead of opening their fifth Ziggi’s Coffee 
location, were asked why they decided to join 
the Ziggi’s Coffee brand.  

“We explored other coffee franchises, but 
ultimately fell in love with the quality and 
diversity of the products and the fact that 
the company treated us like people, not a 
number. I would encourage anyone exploring 
getting into franchising to do your homework! 
Talk to lots of owners and get to know the 
team. Visit lots of shops and really get a feel 
for the people and culture. With Ziggi’s, you 
can make a real difference in your community 
and in people’s lives and though it’s not easy, 
you can have fun doing it!” 

With the small town of Longmont, Colorado 
as the birthplace of the Ziggi’s brand, 
expansion to other cities and beyond the 
state border has been a decision that has 
waylaid the growth plan of even the savviest 
brands. With careful planning, a focus on 
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broke bread, attended sessions and  
social events.   

Family in the sense of caring for one 
another’s well-being in a genuine and 
authentic way. “The conference created an 
environment where life-long friendships 
were formed. It was an event so full of 
love and excitement, not just for each 
franchisee’s individual store or upcoming 
opening or even for brand growth, but 
a sense of something bigger, something 
we can only accomplish together,” said 
Livingston.  “There is something special 
happening here, a ground swell that will 
carry the Ziggi’s brand to unbelievable 
new heights. I am so excited to see what 
the future holds for this system. When 
incredible people rally behind something 
incredible, anything can happen!” 

As Ziggi’s Coffee continues expansion, 
building the family one new relationship 
at a time, Ziggi’s Coffee is becoming a 
household name synonymous with a 
customer experience like no other.   
Ziggi’s is a brand that strives to be the very 
best part of each customer’s day. 

“Ziggi’s is a brand that strives to be the very 
best part of each customer’s day” 

“who” opposed to “where” has proven to be 
the right move for Ziggi’s expansion.   

With agreements signed in 25 states and 
growing, out-of-state stores are opening with 
record setting numbers proving the Ziggi’s 
way of doing business translates well and the 
demand for an alternative is high. 

A FAMILY FEEL
Just days after a record setting opening in 
Katy, Texas, franchisees David and Amber 
King are thrilled to be open and serving 
their community.   

“I’ve launched and ran several 
businesses over the years, however, in this 
phase of life, Amber and I were looking for 
something we didn’t have to start from 
the ground-up. After looking into it, Ziggi’s 
seemed perfect for us! We took our time to 
make sure this was the right fit. Talking to 

existing franchisees, their overwhelming 
belief in Ziggi’s is what convinced us,” said 
David King.  

Reeling from the excitement of one of the 
largest grand openings in system history, 
King said, “It really is like a family. Everyone 
at corporate is extremely good at their job 
and they are always available to engage and 
help when needed. I can’t say enough good 
things about the company and the Ziggi’s 
corporate team.” 

Family is a word that circulated at the 
Ziggi’s conference quite a bit. Not in the 
form of marketing promises or catchy 
pitches, but as new friends gathered,  

At a Glance
Ziggi’s Coffee

Year established: 2004 

Year franchised: 2016 

Number of franchise agreements: 146  

Number of franchised outlets: 31 

Location of units: U.S. (25 states signed) 

Investment range: $600,000 - $1.2m 

Minimum required capital: $150,000 

Contact: franchise@ziggiscoffee.com 

ziggiscoffee.com 



n less than two decades, Shelly 
Sun has built her company 
BrightStar Care from a local 
business into a $569m national 

enterprise using a franchise model built 
for infinite growth. Through Shelly’s 
leadership, BrightStar Care has grown to 
more than 360 locations nationwide and 
its franchisees employ more than 16,000 
caregivers and 5,700 nurses, a majority 
of whom are women. Due to Shelly’s 
tremendous hard work, BrightStar Care’s 
hundreds of thousands of clients can rely 
on the highest standard of quality care for 
their loved ones. 

Shelly founded BrightStar Care after 
struggling to find suitable care for her 
ill grandmother. Shelly and her family 
worked tirelessly to put together resources 
for their grandmother to receive home 
care, but there was a lack of options 
available in their area. The difficultly of the 
situation led Shelly to found BrightStar 

Care to fill the gap in the home health care 
market. BrightStar Care soon became the 
connecting resource that allowed seniors 
and those in need of care the possibility 
to age and receive treatment from the 
comfort of their own homes. 

FRANCHISE TO LOCALISE AND 
DIVERSIFY YOUR SERVICE 
After undergoing her own personal journey 
with home health care, Shelly knew how 
important it was to expand BrightStar 
Care, so communities everywhere had 
access to the the benefits of home care. 
Franchising gave BrightStar Care the 
opportunity to be local, scalable, and 
consistent with the quality of care they 
provided, this type of growth would have 
been difficult to achieve had BrightStar 
Care remained a corporate entity. 

Today, most BrightStar Care franchise 
owners do not solely come from a 

Celebrating diversity 
and inclusion in 

franchising
BrightStar Care is a business based on a personal journey

I
background in health care or even a 
corporate background. In fact, many 
are first-time business owners or have 
experienced the personal journey of 
finding home care for a loved one and are 
passionate about making a difference in 
their community. 

A number of BrightStar Care franchisees 
are also veterans who are passionate 
about providing veteran resources to 
those in need. Given Shelly’s passion for 
helping especially women launch their own 
businesses, BrightStar Care has a robust 
list of female franchisees who opened 
up their own locations as a result of the 
company’s well-established support and 
coaching resources. 

COMMITMENT TO A HIGHER 
STANDARD OF QUALITY CARE
Another major pillar of Shelly’s business 
model is BrightStar Care’s commitment 
to the highest standard of quality care. 
More than 95 per cent of BrightStar 
Care locations are Joint Commission 
accredited – the gold standard within the 
health care industry. 

BrightStar Care is also the only national 
home care franchise in the nation to 
receive The Joint Commission’s Enterprise 
Champion for Quality award for nine 
consecutive years, since the award’s 
inception. The brand’s ability to maintain 
that standard during COVID-19 and 
beyond is a testament to the commitment 
and talent of this organization’s leadership 
and team members. 

Throughout the COVID-19 
pandemic, Shelly committed to safety as 
the company’s number one priority, which 
allowed franchise owners the opportunity 
to grow and thrive despite ongoing 
challenges. As the delta variant is now on 
the rise, Shelly has remained true to her 
commitment to client and staff safety.

BEHIND THE BRAND: PARTNER CONTENT
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several owners at a time to learn about 
challenges and opportunities in their local 
markets, which allows her to prioritize 
resources at the national level. 

      Overall, Shelly’s leadership 
style is grounded in BrightStar 
Care’s core values – she knows that 
when her franchisees succeed, their 
clients thrive and BrightStar Care 
can continue to successfully operate 
offering essential care.

“BrightStar Care is also the only national 
home care franchise in the nation to receive 
The Joint Commission’s Enterprise Champion 
for Quality award for nine consecutive years”

OVERCOMING INDUSTRY 
HURDLES
Shelly and her team have also witnessed 
a surge in the need for home care 
assistance and quickly learned that 
home health care is both a recession- 
and pandemic-resistant business model. 
To keep up with demand, BrightStar 
Care made further efforts to support its 
medical professionals, purchasing $2m 
worth of PPE to secure inventory for 
franchise owners early in the pandemic. 
The need for caregivers and nurses to 
care for clients is always on the rise, and 
the nationwide labor shortage of 2021 
challenged that need. However, Shelly 
worked swiftly to ensure BrightStar Care 
locations nationwide were covered. 

To assist with recruiting top talent 
and to retain their amazing fleet of 
medical professionals BrightStar 
Care franchisees pay caregivers and 
home health aides five to 20 per cent 
above minimum wage in most markets 
because they believe caregivers perform 
an essential service and should be 
rewarded financially. 

Paying competitive rates gives 
each franchisee a competitive 
advantage when sourcing new talent 
to join the team. As a continued 
effort BrightStar Care also strives to 
make new employees feel supported 
and connected to the organization. 

DIRECT LEADERSHIP FOR 
COMPANY-WIDE SUCCESS
The company also makes provision 
for two-way communication between 
franchise owners and the corporate 
team, hosting quarterly town hall 
meetings, performance groups, an 
advisory council, annual conferences for 
both franchisees and frontline leaders, 

and personalised training for new 
franchise owners. 

The goal is to clear a path to share 
best practices across the network. 
BrightStar Care also holds a very 
strong C-suite team, which allows 
Shelly to assist with more one-on-one 
time with franchisees. 

Although there are more than 360 
BrightStar Care locations across the 
country, she meets periodically with 
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RISING ABOVE THE 
COMPETITION
With home health care on the rise, 
BrightStar Care’s offerings remain 
unmatched by its competition. BrightStar 
Care operates with five separate revenue 
streams allowing franchisees uncapped 
earning potential. 

In addition to providing the highest 
quantity of skilled and non-skilled in-home 
care for clients, BrightStar Care provides 
medical staffing, offering personnel to 
hospitals, nursing homes, doctors’ offices, 
labs, and anywhere home care staff is needed.

BrightStar Care also holds national 
contracts with government agencies 
that rely on its services; in these cases, 
corporate will tap franchisees to staff 
these national contracts, allowing for even 
more earning potential. 

These additional services expand 
BrightStar Care’s offerings as opposed to 
competitors in the space. In addition to 
compassionate caregivers, each BrightStar 
Care agency also employs a registered 
nurse at every location who oversees every 
case to develop a truly personalised plan 
of care for each client, setting a higher 
standard that many competitors do  
not offer. 

INNOVATION TO REMAIN 
CONSISTENT AND CREATE 
SOLUTIONS
Shelly recognises that the health care 
market is constantly changing, with more 
seniors preferring to age in place, and 
with those aged 65 or older set to increase 
to 80 million by 2040, Shelly is focused 
on keeping BrightStar Care part of the 
solution to care. Shelly consistently runs 
towards change and has built BrightStar 
Care as a nimble company to adapt to the 
ever-changing health care landscape. 

From a home health care standpoint, 
there is a lack of federal and state policies 
that enable the home to be a clinical care site 
for those in need, as BrightStar Care works 
to change those policies, organisations must 
update their recruiting policies to keep the 
workforce at bay to meet demand. 

The pandemic intensified some of the 
biggest issues already facing the health 
care sector, but at the same time, it showed 
us how important it is to keep the most 
vulnerable safe at home. Earlier this year 
BrightStar Care joined Moving Health 
Home, a new coalition aimed at changing 
current federal and state policies that 
prevent the home from being an accredited 
clinical care site.

Home health care agencies and care 
facilities are experiencing challenges with 
finding caregivers and nurses; as a result, 
the quality of care could suffer in facilities 
due to the risk of overcrowding and a higher 
caregiver to resident ratio. To move in a 

At a Glance
BrightStar Care

Year established: 2002

Number of franchised outlets: 360

Location of units: 39 U.S. states 

Investment range: $105,735 – $170,457 

Minimum required capital: $100,000 

Contact: franchise@brightstarcare.com 

brightstarfranchising.com/home-care

“Throughout the COVID-19 pandemic, 
many BrightStar Care franchise owners 
continued to thrive and grow, due in part 
to Shelly’s leadership”

direction where home health care can be 
a reality for all, permanent legislation that 
permits affordable in-home care, as an 
integral part of patient care, needs passage. 

This is why Shelly believes the U.S. 
health care system is better served having 
more people stay home. Shelly leans 
into advocacy and has taken steps to 
mobilize the industry to ensure home care 
and assisted living care are part of the 
definition of health care. 

ONGOING COMMITMENT
Shelly’s leadership has also been 
nationally recognised over the years. In 
2020 Shelly was named one of the top 
25 highest rated CEOs during the COVID 
crisis by Glassdoor and she was named 
one of the Top 100 Female Founders by 
Inc. Magazine. Under Shelly’s leadership, 
BrightStar Care has also ranked on 
Entrepreneur’s Franchise 500 list for ten 
consecutive years. 

Shelly credits the company’s 
successful expansion to steadfast market 

research, its ability to adapt to change, 
and a commitment to quality client care 
and safety above all. While BrightStar 
Care continues to advocate for the 
future of care to be in the home, keeping 
costs down for clients and franchisees 
while maintaining the highest quality 
standards through their Joint Commission 
accreditation has been BrightStar Care’s 
North Star for success. 





choice,” says Manuszak. 
Being the industry leader in the 

United States and Canada, HOODZ is 
the premier kitchen exhaust cleaning 
franchise, thanks to its superior 
customer service, exceptional training 
and certifications, and the extensive 
resources and support from being a part 
of BELFOR Franchise Group, a global 
leader in services franchises. 

Manuszak says, “If you’re going to 
leave a career to start a new life as a 
business owner, you want to be sure 
that the reward is going to be worth the 
risk. We offer an unfiltered approach 
to transparency of our performance by 
showing our franchises success on our 
website, www.hoodzfranchise.com. We 
also encourage our candidates to contact 
our existing franchises to garner answers 
to any/all queries during their due 
diligence in purchasing our franchise.”  
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everal months ago, we shared 
that HOODZ was expanding 
its hood vent (extractor) 
cleaning business to the 

United Kingdom and Ireland in hopes of 
building on its strong growth throughout 
North America. 

“We’re looking for the ‘out of the box’ 
outliers, who will be passionate business 
owners, with a desire to own and grow 
their own business that keeps restaurants 
in their community safe, compliant with 
regulations, and open for business,” says 
Joseph Manuszak, VP of international 
development for BELFOR Franchise Group. 

The pandemic of 2019-2020 proved 
when restaurants were only servicing 
take-away clients that our cleaning 
services remained. It may seem to the 
average person that restaurants were 
closed, but food suppliers and cleaning 
companies helped fuel the success of 

those restaurants that remained open. 
With strong takeaway sales comes the 
need for cleaning for the safety of the 
team members and those that live above 
restaurants, as accumulated grease is fuel 
for a fire, should one occur. 

With more than 135 territories 
owned throughout North America, 
HOODZ is the premier kitchen exhaust 
cleaning franchise. 

PARTNER WITH THE LEADING 
KITCHEN EXTRACTOR 
CLEANING FRANCHISE
Building on its strong growth throughout 
North America, HOODZ is bolstering its 
global presence by expanding into Ireland 
and the United Kingdom in 2021 and 2022. 

“If you want to own a recession-
resistant business that serves an 
untapped need in a fast-growing industry, 
investing in a HOODZ franchise is a wise 

BELFOR Franchise 
Group’s HOODZ gains 

traction in the U.K.
Join a network of franchisees operating across 57 countries

S

BEHIND THE BRAND: PARTNER CONTENT
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managers of commercial kitchens 
understand the need for compliance, 
health and safety codes, and they want 
to hire a company that is reliable, 
professional, and transparent. 

HOODZ is able to secure relationships 
and retain business simply by being 
accountable, professional, and by offering 
a comprehensive menu of services. 

HOODZ offers robust training and 
ongoing franchise support to help 
turn driven individuals into savvy, 
seasoned entrepreneurs. 

By providing training that focuses 
on technical expertise and business 
development, marketing support, a 
24/7 call center, and access to industry 
experts who know how to grow a 
commercial kitchen cleaning business, 
HOODZ takes the guesswork out of 
owning a business and will help you chart 
a clear path to growth. 

Manuszak adds, “Our goal is to have all 
queries answered so the candidate is 100 
per cent committed and focused on the 
success of their franchisee, which will 
match our goals.” 

HOODZ offers an intense two-week 
training and ongoing franchise support 
to help turn driven individuals into savvy, 
seasoned entrepreneurs.  The first week is 
centered on the equipment and physical 
cleaning and the second week sharpens 
the business skills with blending our 
successful business model with their 
business skills. 

In addition to the two-week training, 
HOODZ offers a 24/7 call centre, access to 
industry experts who know how to grow 
a commercial kitchen cleaning business, 
and online training modules with the 
added benefit that HOODZ takes the 
guesswork out of owning a business and 
will help you chart a clear path to growth. 

HELPING RESTAURANTS STAY 
CLEAN AND SAFE
Unlike other brands in the food service 
industry, HOODZ focuses on helping 
restaurants – and any building that 
serves out of a commercial kitchen 
(cinemas, schools, cafeterias, or prisons).   

The brand specializes in cleaning 
kitchen exhaust hood systems, conveyor 
ovens, pressure washing, hood filters, 
grease containment, and appliance deep 
cleaning. Its services prevent grease 
fires, on-the-job injuries, workers comp 
insurance claims, and helps to maintain 
a level of cleanliness that today’s 
consumers expect.  

Whilst all services are not immediately 
offered by a new franchisee, they will 
quickly grow into offering our full array of 
services within a short time of operating. 

Because the majority of operators in 
the restaurant cleaning industry work 
independently, HOODZ is able to secure 
long-term contracts and establish 
longstanding relationships with its 
clients because it delivers a level of 
professionalism that sets the standard for 
the industry. This means that franchise 
owners benefit from not only multiple 
lines of service, but also recurring 
revenue streams. 

Owning a kitchen exhaust cleaning 
business is a relationship-driven 
endeavor. Owners of restaurants and 

At a Glance
HOODZ

Year established: 2009

Number of franchised outlets: 135 territories

Investment range: $166,700 - $196,700 (includes 
$60,000 minimum working capital)  

Contact: Joe Manuszak, +44 (0)7597 010403, joe.
manuszak@belfrangroup.com 

hoodzfranchise.com

“If you’re going to leave a career to start a new 
life as a business owner, you want to be sure 
that the reward is going to be worth the risk”
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5 minutes with...

The newly-appointed CEO of the European 
Franchise Federation appreciates this 
industry’s resilient community 

ALISDAIR 
GRAY

GF: What work does the 
European Franchise 
Federation do on behalf 
of the wider franchising 
community?  
AG: Fundamentally, the EFF is 
here to do two things: build a 
community for the franchise 
industry in Europe, and be the 
voice of that community.  

My immediate goal is 
to establish the EFF as a 
recognized player in Brussels, 
particularly during a time 
when the E.U. is regulating 
franchising for the next 12 
years. We have a fairly short 
window of opportunity to 
do that, during the current 
revision of the vertical block 
exemption regulation. But I’ve 
been really encouraged by the 
commitment of our members 
in making sure policymakers 
understand franchising, 
what is unique about it, and 
therefore how best to legislate 
with our needs in mind.  

Once we’re through the 
political lobby phase, raising 
the profile of franchising and 
telling our unique story will 
be top of mind. How we help 
inspire young people to get 
into the industry will be of 
enormous importance.  

GF: What do you find 
personally fulfilling about  
the franchise model?   
AG: I love to see risk takers 
being rewarded. Recently, the 
French Franchise Federation 
was kind enough to let me 
take part in their national 
awards judging panel. Just 
reading the stories about 
former back office staff or 
personal assistants who are 
now franchisees with their own 
outlets or looking after entire 
regions is so exciting.  

Having worked in various 
multinational environments, 
you just don’t get to see people 
going through those experiences 
and actually seeing the fruits of 
their labour. Just walking into the 
store that you built, seeing the 
customers you bring in everyday, 
being served by the people you 
developed and helped grow – well, 
it doesn’t get any better than that.  

GF: What are some of the main 
challenges facing European 
franchisors in 2021?   
AG: Obviously for so many 

people 2021 is going to be 
about survival and being 
ready to adapt to change. 
Being mindful of the 
pressures on franchisees is 
going to be really important 
for franchisors, who will need 
to show understanding and 
flexibility for their situation. 
I think the most successful 
franchise concepts will do 
that anyway. 

Anyone who started a  
new franchise in the last two 
years is going to go through  
a rollercoaster. The first  
year or two of operations 
require a good deal of  
patience from franchisors, 
as their franchisees are not 
necessarily going to be in a 
position to contribute more 
in fees over and above the 
investment the franchisor  
is putting in.  

GF: What makes for an 
exemplary franchisor?   
AG: As I’m still something 
a of a newcomer, it would 
be a bit unfair to name any 
individuals, but I think being 
empathetic, being focused 
on other people’s needs, and 
total singlemindedness are 
traits that I associate with 
a number of franchisors 
I’ve had the pleasure of 
interacting with at the EFF. 

“I love to see 
risk takers being 
rewarded” 
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