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Ensuring the Australian franchising sector is understood and 
valued by the communities in which we live and work will remain 
a top priority for the Franchise Council of Australia in 2016.

While the economic strength of the $144 billion franchising 
sector is undeniable, there remain constant challenges in 
ensuring that the many positive stories generated from the 
sector are given the acknowledgement they deserve.

These are stories like that of Britt and Ben Diggins of Bakers 
Delight Sturt Mall in Wagga Wagga, New South Wales, who 
were awarded the 2015 Single Unit Franchisee of the Year, 
two or more staff, at the MYOB FCA Excellence in Franchising 
Awards last year.

Britt and Ben became franchisees eight years ago, at just 18 
and 23 years old respectively, after Ben not only finished his 
apprenticeship with Bakers Delight, but then also took on 
management of the franchise that they now own.

’We’ve got 34 staff [members] on our books, they all get 
consistent shifts and they’re the backbone of our business. We 
have a great retention rate, and we know that if our staff are 
happy, our customers are happy,’ Britt says.

’I love our franchise, and we’re very driven – we really do look 
forward to the next challenge, and we’re very proud of what 
we’ve achieved from where we started – so young – to now 
owning our home, our business and starting a family. We’ve got 
two beautiful children, and the business allows me the flexibility 
to be able to still work but also stay home with the kids and 
help them grow and develop,’ Britt says.

The contribution of franchise brands to local communities and 
charity organisations is another of the sector’s great strengths. 
The FCA celebrates this through our Excellence in Franchising 
Awards, but it is always pleasing to see FCA members 
extending a helping hand, as Gloria Jean’s Coffees has done 
with a $5000 donation to support the victims of the devastating 
Waroona and district fires in Western Australia earlier this year.

A message from the 
Chairman

BY MICHAEL PAUL, CHAIRMAN, FRANCHISE COUNCIL OF AUSTRALIA

We are committed to making 
sure that the importance, the 
contribution and the commitment 
of FCA members are recognised, 
valued and acknowledged

Michael Paul
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The FCA is also proud to have supported the many young 
franchisors who represented Australia in the International 
Franchise Association’s (IFA) NextGen in Franchising Global 
Competition for 2015. 

It was particularly pleasing in late 2015 to see two emerging 
Australian franchise systems, and FCA members, named as 
two out of 20 global winners of this competition: Jai Hobbs, Co-
Founder of Paleo Café, and Jacob Foster, Managing Director of 
FCF Fire and Electrical (see our NextGen article on page 24).

The representation and participation of the many Australian 
businesses that entered is also a testament to the strength 
of the Australian franchising sector, and the opportunities it 
provides for innovation and entrepreneurship.

These stories also epitomise both the personal and the 
business successes that franchising enables, as well as the vital 
contribution that Australia’s $144 billion franchise sector makes 
to the wider community. 

To this end, over the course of 2016 the FCA will be proactively 
engaging with key political decision-makers and influencers to 
make sure that the important economic and social contribution 
of Australia’s franchise sector is understood and valued, and that 
the many positive contributions our sector makes to this country 
are not just recognised, but are also indeed celebrated.

We will be working to ensure political decision-makers and 
influencers understand that franchising is more than just a 
business model. We will be ensuring they also appreciate the 
vital non-economic contributions franchising makes across 
important areas, including the advancement of women, cultural 
and ethnic diversity, and Indigenous affairs, to name a few. 

After all, the core of franchising’s success is simple: it is about 
people and opportunities.

Franchising is built on the entrepreneurial success stories of 
ordinary people taking an idea and turning it into a successful 
franchised business, as they methodically implement the 
systems and processes that will form the foundations upon 
which a successful network can grow.

Its ongoing viability and vitality is due in no small part to the 
79,000 franchise business units run by ordinary people – 
mums and dads, young couples or career-changers looking for 
flexibility and financial independence – to whom franchising 
provides the opportunity to own and run their own small 
businesses with the systems, support and marketing reach that 
come with joining an established franchise brand.

The success of these small businesses is in turn driven by the 
460,000 people who are employed directly in franchising – 
including the many students whose first part-time jobs might 
be at the franchise business down the road, or apprentices who 
gain the opportunity to learn their trade in a franchise business. 

We are committed to making sure that the importance, the 
contribution and the commitment of FCA members are 
recognised, valued and acknowledged. We look forward to 
sharing more details, and more franchising success stories, 
with our membership across the year.   

[Franchising's] ongoing viability 
and vitality is due in no small 
part to the 79,000 franchise 
business units run by ordinary 
people – mums and dads, young 
couples or career-changers 
looking for flexibility and financial 
independence 

Franchising is built on the 
entrepreneurial success stories 
of ordinary people taking an idea 
and turning it into a successful 
franchised business 
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AWARDING SUCCESS WITH SNAP-ON

Snap-on’s 2016 annual Australian and New Zealand Franchise 
Conference was held at the Melbourne Grand Hyatt in January, 
incorporating the annual Snap-on Franchisee Awards. The level 
of success clearly demonstrated why the Snap-on business 
model is a winning formula. 

‘It’s satisfying being able to acknowledge those franchisees that 
have performed well throughout the year – particularly those 
new to the network,’ says Stacey Gilbert, Snap-on’s National 
Franchise Manager.

During 2015, a number of Snap-on franchisees were 
recognised for achieving more than $1 million in purchases. 

‘This result is a testament to the strength of the Snap-on 
business model,’ says Gilbert.

The New Franchisee of the Year award went to Michael 
Vrouxiou from New South Wales. Vrouxiou had been a Snap-on 
Tool Storage Specialist Representative before venturing into the 
franchise side of the business. 

‘I’m excited to be awarded the New Franchisee of the Year. 
Having worked for Snap-on for some time, I was confident and 
trusted the franchise system and the results have spoken for 
themselves,’ says Vrouxiou.

When you consider that employees usually have a strong idea 
of how well franchises are run and managed in the real world, 
and of their profitability, having employees moving over into the 
franchise side sends a strong endorsement of the strength of 
the system. 

‘Michael brought enthusiasm and belief of the system into his 
new business and was willing to learn along the way. We were 
proud to present him with the award,’ says Gilbert. 

The Snap-on system was created in 1920 when Joe Johnson not 
only created the quality Snap-on tool range, but also a unique 
customer relationship–focused system via mobile showrooms 
(trucks) that regularly visited customers. The system has not 
fundamentally changed, because it simply works. 

‘It comes down to our handshake deals. We believe our 
products and service are the best in the market and the way 
we sell our product to our customers means they can make 
money from their purchases while using Snap-on’s unique RA 
program,’ says Gilbert. 

The past and the future are equally important for Snap-on – the 
franchise has been selling tools the same way for nearly 100 
years. With an ever-evolving product range and offers and 
technology that have afforded new opportunities, Snap-on Tools 
Australia is very proud of its system and excited about the future.  

To  find out more about how a Snap-on franchise could change your life, 
head to www.snapontools.com.au/franchise or call 1800 762 766.

Snap-on Tools is the choice of professional technicians around the world and, on top 
of that, the company provides the opportunity to become part of a highly successful 
franchise network. 

Managing Director, Ajit Ponnambalam, presenting Michael Vrouxiou with his 
New Franchisee of the Year award
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Australia: 1800 762 766 
New Zealand: 0800 762 766

BE IN BUSINESS WITH THE BEST

SNAP-ON TOOLS IS ONE OF THE LARGEST AND MOST SUCCESSFUL FRANCHISES 
IN THE WORLD AND HAS BEEN OPERATING IN AUSTRALIA SINCE 1988.

Snap-on Tools invites you to take our online Discovery Tour 
to find out if we’re the right business for  you. 

www.snapontools.com.au/franchise

Training & 
support

A market leader 
for mechanics

A global leader in tools & 
franchising

A proven & established  
business model

Mobile 
showroom

Give customers personal  
service, premium products & finance 

solutions

Since 

1920
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MYOB
The new 
benchmark 
for franchise 
success
For 25 years, MYOB have helped 
many businesses grow into some of 
the most successful and best-loved 
brands in Australia.  

Whatever your business, MYOB are 
the experts in franchise success.

Call us now 1300 730 921  
or visit myob.com/franchise
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Twelve years ago, successful Australian 
home-building franchise business  
G.J. Gardner Homes made the move to 
the United States, taking its established 
business model and targeting a wider 
market. Now, the rapidly growing company 
has become the number one Australian 
franchise in the United States, and is 
aiming to have 500 offices across the 
country within the next decade. 

The Franchise Review spoke with CEO Darren Wallis about the 
company’s international success, and its strategy moving forward. 

The Franchise Review: How and why did G.J. Gardner Homes 
establish its business in the United States? What was the 
research process?

Darren Wallis: After the success of G.J. Gardner Homes in 
Australia, in 2004 we decided to establish the business in 
America. The main reasons we set up in the United States were 

the sheer size of the US market, the population, and a strong 
residential market that is about 10 times the size of Australia's.

Research is incredibly important to ensure the success of a 
franchise in a foreign market. My team and I were across all 
of the US franchising practices at the time, and we conducted 
extensive research on the US home-building industry.  

Making a home in the 
United States
INTERVIEW WITH DARREN WALLIS, CEO, G.J. GARDNER HOMES

Darren Wallis
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After evaluating the market, we found that there was no other main 
competitor that was franchised in our industry. This was a huge 
factor indicating that the G.J. Gardner Homes business model would 
be successful. The fact that there were no other direct competitors 
was a pleasant surprise, but not completely unexpected, as there 
are only a small number of other home-building companies that 
offer full franchising operations in Australia. 

In order to get started in the United States, I made a short-term 
move in 2004 to be on the ground while we established the first 
franchises. As the CEO, and knowing the business inside out, 
I knew it was my responsibility to sell and set up the first four 
franchises in California. I also ensured that I found a Master 
Franchise in the state, and worked alongside the team to make 
it happen. Following the success of California, G.J. Gardner 
Homes then expanded into Colorado and Texas.

TFR: G.J. Gardner Homes entered the American market on 
the brink of the financial crisis in 2004 – a tough time to get 
started. What strategies did the company put in place to ensure 
its survival and, ultimately, success in the United States?

DW: It was certainly tough, especially given the fact that the 
building industry was one of the hardest-hit industries in the 
global financial crisis. 

Firstly, G.J. Gardner Homes ensured that cost structures were 
adjusted for our franchisees so that their franchises were 
profitable. To do this, we looked closely at both margins and 
overheads. The goal was to ensure that each of our franchisees 

was able to sustain themselves through the downturn, given the 
significant decrease in new homes being built across the country. 

We also had the support teams in place to help the franchisees 
succeed – both from a business point of view as well as in 
terms of morale and emotional support. I moved to the United 
States in 2008, and for part of 2009, in order to keep the team 
on track. My move to the United States as CEO went a long 
way in demonstrating my commitment to their success, and 
reassured the new US team that they would be supported. 

TFR: What’s the secret behind G.J. Gardner’s continued growth 
and success in the United States?

DW: Aside from the research, dedication and commitment 
to succeed, partnering with great people is one of the most 
important aspects that led the company to growth and success in 
the United States. G.J. Gardner Homes has a Master Franchise 
arrangement in various states across the United States. Under 
this model, each Master Franchise is a stakeholder to ensure 
the success of each franchise in their respective states, offering 
franchisees guidance and helping them to grow their businesses. 

Supporting each and every franchisee is also crucial to the 
growth and success of our business in the US. The  
G.J. Gardner Homes philosophy is that support is paramount, 
and if a franchisee is having an issue with any part of their 
business, someone from the Master Office or Corporate Office 
here in Australia will be there to help them. 
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TFR: What goals and targets does the company have for 
continued growth and expansion into the United States, and 
how does it plan to achieve them?

DW: Under the guidance of our new General Manager, our 
strategy includes opening new franchises right across the 
United States, with the goal of 500 offices across the country 
over the next decade. 

In 10 years’ time, the goal is to have created 26 Master 
Franchises at a rate of two or three per year. From there, we 
will then establish three to five new franchisees in each master 
area each year. 

Compared to franchise systems in other industries, it may not 
appear to be a high growth rate, but due to the nature of our 
business and the G.J. Gardner Homes philosophy, we spend 
a lot of time with each individual franchisee to ensure that 
their systems are set up correctly, and that they are confident 
in implementing the core functions and service standard for 
our clients. 

Some of our franchisees turn over more than $30 million 
per year, and a couple more than $50 million; they are big 
businesses, and we need to ensure that they have adequate 
support and training, equipping them with the tools they need 
to succeed. 

TFR: What traps and pitfalls should franchisors look out for 
when considering expanding into the United States market? 
Do you have any examples of setbacks and learnings from G.J. 
Gardner Homes’ expansion?

DW: In the United States, it’s particularly important to 
understand the difference between the federal franchise 
disclosure document (FDD) and the separate requirements 
under each state, as they vary depending on location. 

Initially, when we first set up in the United States, we assessed 
the FDDs internally. This was time-intensive, but retrospectively 
we see that it helped us to understand the process in the 
United States, which was all very new to the company. 

Eventually, we had the agreements redrafted by US Attorneys, 
who were able to submit the FDDs to the states that required 
registration. The various state departments deal directly with US 
lawyers, and this makes the process a lot smoother and quicker. 

In some states that require separate registration, you can’t 
advertise as a franchise unless you have the state registration. 
This is important, as you can have all of your franchise 
agreements voided in some states if you have not registered 
prior to approaching anyone – even with an initial flyer.

Without a doubt, this was a learning curve for G.J. Gardner Homes, 
but there were positives and negatives to our initial approach. 
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TFR: How different is the US market from Australia? Can you 
provide any examples?

DW: The US and Australian markets differ in many ways. One 
of the biggest differences I have encountered since expanding 
to the United States is that Americans can be a little less 
conservative in having a go at establishing a business in 
comparison to us Aussies. 

This may be due to the variation in laws and regulations in the 
United States that provide slightly more protection to failed 
businesses. This sees more Americans taking a risk to start a 
new venture, and taking up business opportunities as they arise. 

Another difference comes down to scale. The market – and 
the size of the players in the market – is bigger in America 
compared to Australia. This is true not only for franchising, but 
also for all other industries. 

TFR: What’s the process behind selecting a location for 
expansion?

DW: For us, it’s less about the best location, and more about 
the best people. Of course, our expansion strategy outlines 
target locations for the next Master Franchises, and how many 
franchises we see in each area; but we recognise that the 
people we work with are crucial to our business. If I have a 
person who I believe would make a great Master Franchise, 
then I will look at opening up in that state, regardless of where 
that might be.

In terms of a location for individual franchisees, we work closely 
with the Master Franchises and then map out each area that 
can have a franchise. Once we find a franchisee, we spend 
time in the area finding a location that will work. 

Unlike pure retailers, due to the nature of our business we 
are less reliant on retail space and are looking to maximise 
exposure, accessibility and parking, as well as to work through 
traffic congestion if possible. 

TFR: How does G.J. Gardner draw on its global network to 
continually improve the business?

DW: We are constantly looking at ways to improve our business. 
G.J. Gardner Homes has a unified approach to business and 
has a support team that travels between the United States, New 
Zealand and Australia. 

A lot of our marketing resources, concepts and creative can be 
shared between countries – with the necessary modifications. 

We also have an IT department that services each country, 
and in some instances we have franchisees and/or Masters 
who have businesses in more than one country, providing 
consistency across our network. 

Additionally, to ensure that team morale and communication 
are maintained, we stage an annual international conference 
where franchisees from around the network can learn what is 
happening in other countries, and connect with their peers. 
This event ensures that we learn from other markets and can 
work together to improve our service and systems, and discuss 
the best solutions to common problems faced in the industry as 
a team.    

For us, it's less about the best 
location, and more about the best 
people ... we recognise that the 
people we work with are crucial to 
our business
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MASSIVE OPPORTUNITY IN A HUGE 
MARKET

Refresh is a unique franchise system that is designed to enable 
franchisees to utilise people and management skills to build 
valuable business assets. 

Established in New Zealand for over five years, and with 32 
franchisees, the success of this business model has been 
proven. Refresh has also established six franchises in Australia 
within the first year.

Refresh has a strong vision, a clear strategy, and applies 
systems and processes to all areas of the business. These are 
the key factors that have driven its success to date, and they 
will ensure the brand’s increasing success into the future.

Some of the benefits of owning a Refresh franchise include:

• an opportunity to build a significant business asset

• being differentiated by Refresh’s unique six-step process

• a huge market, and enormous potential

• being unique in the market

• there’s no industry experience necessary

• low start-up costs (no up-front premises or fit-out costs)

• full initial training and well-structured ongoing support

• fully integrated, custom-designed, cloud-based IT system

• scaling to leverage supplier and subcontractor service levels 
and pricing

• very strong branding and marketing

• being part of the innovative, market-leading Refresh 
network.

If you’re looking to build an asset for your future, a surprisingly 
moderate up-front investment could secure that for you – but 
hurry! Anyone seeking an opportunity with Refresh should 
contact us immediately. Phone 1800 33 60 33 or visit our 
website www.refreshfranchiseopportunities.com.au.   

Every year, Australians spend around $30 billion on renovating their homes. Refresh 
Renovations is providing an opportunity for you to gain a foothold in this huge market.

Massive opportunity 
in a huge market
“ Unlike the national homebuilding 
industry, the professional 
renovation industry continues  
to be highly fragmented.”

Harvard University, April 2014

RESIDENTIAL
RENOVATIONS

37% NEW 
RESIDENTIAL 
HOMES

32%

CONSTRUCTION
INDUSTRY

31%

You don’t need to be a 
builder to join Refresh
“ Building a trusted and recognizable 
brand such as with franchising 
would likely transcend many of the 
other obstacles to scaling in the 
renovation industry.”

Harvard University, April 2014

WA
$3.3 Billion

NT
$0.3

Billion Qld
$6 Billion

NSW & ACT
$10.1 Billion

VIC
$7.5 Billion

$30 Billion
RENOVATION MARKET

SA
$2.1 Billion

TAS $0.7 
Billion

You need business 
skills, not trade skills
“ There is opportunity for companies 
that are organized, differentiated, and 
focused on brand building to capture 
market share and build large-scale 
businesses.”

Harvard University, April 2014

AUSTRALIAN
RENOVATION 

MARKET

$30 Billion

AUSTRALIAN 
FAST FOOD 
MARKET

$6.2 Billion

For more information / enquiries visit: 
www.refreshfranchiseopportunities.com.au

$30 Billion Renovation Market
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Enterprise Quality. 
Franchise Scale.
SOCIAL MEDIA MANAGEMENT

WHY FRANCHISORS CHOOSE TO PARTNER WITH TIGER PISTOL

Tiger Pistol’s data driven process delivers a complete solution that provides all  
the tools, support and service your Franchise needs to find success on Social  

Media. Our industry leading Franchise model offers a holistic strategy that  
ensure your national marketing campaigns are integrated at a Franchisee  

level in order to deliver individual local objectives.

RESULTS 
SCALE  SERVICE RETURN    

Talk to us today and see how easy it can be to 
roll out a Social strategy for your business at 
tigerpistol.com/franchises  
or 1300 747 865.

We leverage years of 
experience as a Facebook 

Ads API developer and 
our proprietary  

aggregated data to meet 
the objectives of your 

Franchisees.

Our deep understanding 
of the service aspects of  

social, combined with the 
efficiency of our platform 

leads to return on  
investment.

Our experienced team 
is passionate about your 
success and committed 
to delivering excellent 

results for your  
Franchises.

Flexible bundling options 
and innovative  

technology deliver lower 
costs, increased  

operational efficiency and 
results for your business.
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Every year, the Franchise Relationships 
Institute surveys thousands of franchisees, 
asking what messages they’d like passed on 
to their franchisor team. Every year, we also 
ask franchisor executives to tell us about 
their biggest challenges.

A recurring theme from both parties is communication. People 
are not referring to more talking or emails – there is plenty of that. 
Rather, what they want is better-quality communication. More 
specifically, franchisees want to be listened to. And, ironically, 
franchisors also want their franchisees to listen to them more!

When it comes to fostering a culture of communication 
excellence, franchisors definitely have more influence. Here are 
10 tips for what franchisor executives can do to improve the 
quality of communications within their networks. These are all 
evidence-based and drawn from years of experience with what 
works and what doesn’t.

Take responsibility for communicating with your network.
Do not rely on franchisees to communicate important 
information to their peers. This includes decisions and 
policies arising from franchise advisory council meetings. 
Communicating to the network is not the franchisee’s job. They 
have other priorities, and they may have conflicts of interest 
when it comes to system-wide decisions.

Do not endorse franchisees meeting together without a 
competent facilitator.
Human nature being as it is, even a small number of unhappy 
people can pull down the mood of a group, causing meetings 
of franchisees to become negative. This is unfair on the broader 
franchisee group. Most franchisees, especially the higher 
performers, dislike unproductive gripe sessions. If franchisees 
are meeting together, encourage them to have a competent 
person running the session who understands how to set up and 
manage a constructive process.

Stay calm and non-defensive when responding to 
franchisee feedback.

Even if you feel that your competence or integrity is being 
unfairly challenged, trying to prove that you are right and others 
are wrong can make them suspicious that you are hiding 
something. Listen carefully to people’s concerns, and respond 

10 best practice tips to 
improve franchise 
communications

BY GREG NATHAN CFE, FOUNDER, FRANCHISE RELATIONSHIPS INSTITUTE

Greg Nathan CFE
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directly and factually. If you find yourself becoming defensive 
with your franchisees, try adopting an attitude of curiosity, and 
engaging with them as respected colleagues. Not only will the 
discussion flow more constructively, but you may also learn 
something useful.

Do not use ‘town hall’ meetings to gather people’s 
opinions.
Giving the most opinionated individuals microphones in 
large group meetings tends to create an unsettling, political 
atmosphere of point-scoring. There are more effective 
methods of ensuring that everyone gets a say, the mood 
stays positive and actions are agreed upon. For instance, 
our ‘Group Scoop’ technique – a facilitated open forum that 
allows franchisees to give feedback – is now used by many 
franchisors to ensure that the opinions of all franchisees are 
efficiently collected.

Coordinate franchisee communications through a single 
channel.
Franchisees have better things to do than wade through a mass 
of random, verbose emails from different departments. Have 
a process for simplifying when and how emails are sent – for 
instance, by having one person responsible for coordinating 
a biweekly mail-out with key information. Ensure that this 
information is interesting, relevant and to the point.

Minimise lecturing to franchisees at regional meetings.
More than 50 per cent of the content at regional meetings 
should be devoted to interactive discussions and workshops 
on topics that will help franchisees drive sales, deliver a better 
customer experience and improve their profitability. Think 
about what you want franchisees to know, and get them 
involved in the communication process; for example, by using 
small group huddles. They will always remember and be more 
committed to discussions they were involved in.

Train franchisor executives in effective presentation 
skills.
Maximise engagement through the effective use of voice 
modulation, confident posture and a light, easy pace. Use 
pictures, infographics and simple charts to bring your 
messages to life. If you are just going to read points verbatim 
off a slide, you are better off providing this information online, 
or using a handout. It amazes me how many executive 
presentations are filled with unreadable type and tiny rows of 
numbers. The result, of course, is a room full of glazed eyes 
and disengaged minds.

Prepare for meetings by imagining what success looks like.
Consider what you would see happening if your meeting went 
really well. How would franchisees respond to your messages? 
How would they feel afterwards? What outcomes would be 
achieved? Discuss this as a franchisor team prior to the 
meeting, making your goals as specific as possible. Review the 
meeting afterwards, checking on how you went against your 
goals, what went well and what was learned.

Set an example of constructive participation in group 
meetings.
Franchisor executives that wander in and out of franchisee 
meetings, or sit at the back of the room catching up on 
their emails, are making a statement that the meeting is not 
important. If you are running a roadshow, you may have 
heard the messages before; however, this is the first time 
franchisees in each meeting will have been exposed to the 
information. If you look disinterested or are not in the room, 
it can come across as a lack of commitment to the issue 
being discussed.

Use regular webinars with top leadership to keep 
franchisees up to date.
A 30-minute webinar with senior leaders every few weeks 
will keep franchisees feeling connected and in the loop on 
important strategic information. Webinars should start and 
finish on time, be well managed, and provide an opportunity 
to ask questions. Pay particular attention to your technology, 
and have a backup plan in case of internet problems. Unlike 
face-to-face meetings, webinars work well with detailed slides, 
as this keeps people engaged.

In summary, franchisor executives need to take responsibility 
for the quality of communication with their franchisees. Best 
practice communication involves being non-defensive when 
faced with feedback, putting adequate effort into keeping 
messages clear and simple, and using effective group 
facilitation processes.

If I were to add one last tip on this topic, it would be this 
(apologies for the cliché): franchisees don’t care how much you 
know until they know how much you care.    

Greg Nathan is a psychologist, an author, and Founder of the Franchise 
Relationships Institute (FRI) – global thought leaders in fostering profitable 
partnerships. For more information about FRI’s tools, publications and 
learning programs, go to www.franchiserelationships.com.

A 30-minute webinar with senior leaders every few weeks will keep franchisees 
feeling connected and in the loop on important strategic information
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Winners at the event included Drew Sherwin and Amanda 
Monaghan of Specsavers Australia Fair, who received the 
award for Queensland/Northern Territory Single Unit Franchisee 
of the Year, two or more staff; and Brazilian Beauty’s Francesca 
Webster, who took home the Queensland/Northern Territory 
Franchise Woman of the Year award.

Stephen Halls of Poolwerx won the award for Queensland/
Northern Territory Field Manager of the Year, and Bakers 
Delight multi-unit franchisee Ryan Kirkham took home 
the Queensland/Northern Territory Franchisee Community 
Contribution and Responsibility Award for 2016.

For Drew, Optometry Partner, and Amanda, Dispensing Partner 
at Specsavers Australia Fair Pty Ltd in Queensland, franchising 
provided an unrivalled opportunity to become small business 
owners at just 24 and 25 years of age respectively. This young and 
successful franchise partnership team has grown its Specsavers 
store significantly since taking over the business in early 2013.

‘As young franchisees, we’re very glad to have been afforded 
the opportunity to be in a business such as ours,’ says Drew. 
‘We both started with our franchisor as employees before 
we progressed and became franchisees together. We’re very 
grateful to have had this opportunity, because there’s no other 
sector or environment where young people like ourselves can 
have such wonderful exposure to life-changing opportunities.’

Franchising has also provided Ryan Kirkham with a career 
path, and the opportunity to become a small business owner. 
Starting out as a Bakers Delight apprentice as a teenager, Ryan 
has recently purchased his third Bakers Delight franchise.

As a local business owner on the Sunshine Coast, Ryan 
believes in the importance of giving back to the community; 
he supports a range of charity groups and initiatives, including 
Wishlist – a Sunshine Coast charity that raises money for the 
improvement of local public health services – and he makes 
weekly bread donations through Life Church to help homeless 
people and struggling families within the community.

‘The Bakers Delight network is really fantastic with supporting 
charitable organisations and helping groups out,’ says Ryan. ‘As 
a network, we have several large charity events every year that 
we donate to. Having that platform from a network perspective 
makes it a lot easier to go out and do something in our local 
community. It just gives you the right place to start from.’

Supporting franchisees to become successful small business 
owners is a driving motivation for 2016 Queensland/Northern 
Territory Field Manager of the Year Stephen Halls, who is 
himself a former franchisee.

‘Most people who join a franchise are on a journey,’ says 
Stephen. ‘They are either looking for a job or looking to go into 
business for the first time, so seeing them become successful 
in their own right, whether it be financially or time-wise, for me 
is the most rewarding aspect of the role.’

For Brazilian Beauty CEO and Founder Francesca Webster, 
winning the 2016 Queensland/Northern Territory Franchise 
Woman of the Year Award was especially important given  
the strong focus the franchise has on providing opportunities  
for women.

‘My personal philosophy – and our philosophy at Brazilian 
Beauty – centres around empowering women to be the best 
that they can be, and also empowering women to own their 
own style of beautiful,’ says Francesca. ‘Last year we serviced 
over 150,000 clients, and 97 per cent of those were female; 
100 per cent of team members at a salon level are female; and 
at a head office level, predominantly we’re an all-female team. 
Winning this award is about all the amazing women that we 
have within the Brazilian Beauty brand.’

Following their success, all winners have qualified as finalists 
for the MYOB FCA National Excellence in Franchising Awards. 
The Gala Awards Dinner will be held in Canberra on Tuesday 
11 October 2016 at the culmination of the 2016 National 
Franchise Convention.   

Queensland/Northern 
Territory Excellence 

in Franchising Awards 
showcase franchising 

success stories
The important contributions that franchising 
makes to local communities, and the 
opportunities that the sector provides to 
foster business success, were on show at 
the Franchise Council of Australia’s 2016 
Queensland/Northern Territory Excellence 
in Franchising Awards presentations, which 
were held in Brisbane on Monday 8 February.

2216_Franchise Review March 2016 NEW.indd   18 8/03/2016   11:38 AM



T H E  F R A N C H I S E  R E V I E W

19

FCA Excellence in Franchising Awards 2016 – Key dates

FCA New South Wales/Australian Capital Territory Excellence in Franchising Awards

Entries now closed. Awards presentation: Monday 11 April.

FCA Victoria/Tasmania Excellence in Franchising Awards

Entries now closed. Awards presentation: Monday 6 June.

FCA Western Australia Excellence in Franchising Awards

Entries close Tuesday 12 April. Awards presentation: Friday 15 July.

FCA South Australia Excellence in Franchising Awards

Entries open Tuesday 15 April. Entries close Tuesday 10 May. Awards presentation: Monday 15 August.

MYOB FCA National Excellence in Franchising Awards

Entries open Monday 11 April. Entries close Monday 6 June. Gala Awards Dinner: Tuesday 11 October.

For Awards enquiries, contact awards@franchise.org.au.

Clockwise from top left: Drew Sherwin and Amanda Monaghan, Specsavers, Australia Fair; FCA Director Warren Ballantyne (left) presents 
Ryan Kirkham with his award; FCA Director Warren Ballantyne (left) presents Stephen Halls of Poolwerx with his award; Francesca Webster, 
Brazilian Beauty.
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Spruiking corporate 
social responsibility 
(CSR) credentials was 
all the rage not that long 
ago, but prolonged tight 
financial circumstances 
and uncertain consumer 
and market behaviour 
have seen CSR lose the 
emphasis it once had. 

CSR has come to be associated with the corporate giants of 
the world drawing big cheques to support worthwhile causes, 
but, as the Franchise Council of Australia’s 2016 Queensland/
Northern Territory Excellence in Franchising Awards night 
demonstrated, CSR is not something that is exclusive to the top 
end of town.

The International Organization for Standardization’s Guidance 
Standard on Social Responsibility, ISO 26000, which was 
published in 2010, defines CSR as ‘the responsibility of an 
organisation for the impacts of its decisions and activities on 
society and the environment, through transparent and ethical 
behaviour that:

• contributes to sustainable development, including the health 
and the welfare of society

• takes into account the expectations of stakeholders

• is in compliance with applicable law and consistent with 
international norms of behaviour

• is integrated throughout the organisation and practised in its 
relationships.’

The FCA’s 2016 Queensland/Northern Territory Franchisee 
Community Responsibility and Contribution Award demonstrates 
that local small business – in this instance in the form of 
franchises – have a commitment to CSR, which, proportionate to 
their business size, may exceed the often more obvious front-
page monetary donations made by the big end of town.

This is not to disparage the efforts of the big businesses/
head offices, as all CSR initiatives usually result in benefit for 
the communities that they affect; but it does show that, with 
encouragement, CSR can operate on a micro level with positive 
and welcome effects for the local communities that are the 
recipients of the CSR efforts.

At the 2016 Queensland/Northern Territory FCA awards, 
nominees included: 

• a suburban franchisee couple raising two kids, one disabled, 
and giving back in a financial capacity to their local charities 
– which had helped them through tough family times – as 
well as others they wished to support

• a single businesswoman striving in a competitive marketplace 
to keep staff and turn around a business that had been 
underperforming – the businesswoman was so concerned 
and involved with her regular customers that when one aged 
care resident missed his usual contact with the business, 
enquiries were instigated to check on his wellbeing

Corporate social 
responsibility: a passing 

fad, or something all 
franchises should actively 

encourage? 
BY ALICIA HILL, PRINCIPAL, MCINNES WILSON LAWYERS
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• a 20-year-plus veteran field manager, moulded in the true 
Aussie ‘bloke’ style and with an automotive background, who 
found inspiration in assisting struggling businesses to turn 
performance around and become active local community 
and franchise network participants 

• two professional business partners, just out of university and 
still brimming with the enthusiasm that got them started in 
their own business, who saw the benefit in paying above-
award wages to employed staff who were prepared to 
actively implement their values while performing their jobs. 

Deserving nominees demonstrated how basic business 
principles equated neatly with the ideals of being good 
corporate citizens by:

• supporting the local school by permitting car washes, 
sausage sizzles and cake stalls on business premises – not 
directly linked to sales, but the goodwill and foot traffic 
generated builds a business profile that increases the 
potential of future sales 

• caring about their customers and treating them as 
individuals by asking after them if they missed their usual 
contact, thus generating great customer satisfaction and 
also repeat business

• ongoing ‘in kind’ or financial contributions for raffle and door 
prizes for sporting, charitable or other local organisations.

The decision to participate in CSR is often done without cost-
benefit analysis on the expenditure, or the likely return in 
revenue from such expenditure. Certainly the nominees at the 
awards seemed to have an ingrained instinct that said to them, 

‘I’m part of this community, I’ll support this community as best 
I can and, in turn, hope they will support me’.

Each of these individual franchisees had support at the FCA 
awards night from their respective franchisors, who were clearly 
proud of the involvement and outcomes achieved by their 
franchisees. That encouragement and acknowledgement that 
CSR was an important and worthwhile initiative to be actively 
involved in certainly had a knock-on effect for each of the local 
communities in which the nominees were situated. 

The nominees demonstrated an involvement in CSR not 
because it was required or trendy to do so, but because they 
said that they had a desire to ‘give back’ and ‘be involved’, and 
believed that, irrespective of the recognition through the awards 
process, actively implementing CSR was what they thought was 
right for their businesses.

Congratulations to the generous and humble nominees and 
winners of the Queensland/Northern Territory Franchise 
Council of Australia 2016 CSR Award. These are the types of 
role models from which all businesses can take inspiration. 

CSR is alive and well in small business – and certainly in 
franchising. Long may it flourish at all levels of business 
activity!   

Alicia Hill is a Principal at McInnes Wilson Lawyers, an OFMA Panel 
Mediator, and an Accredited Specialist in Commercial Litigation. Ms Hill 
advises and acts for franchisors and franchisees in the conduct of their 
franchise businesses. Please contact her on 07 3231 0607 if you have any 
queries about CSR. 

2216_Franchise Review March 2016 NEW.indd   21 8/03/2016   11:38 AM



T H E  F R A N C H I S E  R E V I E W

22

In February, a 30-strong Franchise Council 
of Australia (FCA) delegation headed to San 
Antonio, Texas, for the International Franchise 
Association (IFA) Convention 2016.

The FCA’s delegation included a contingent of Australian 
Certified Franchise Executive (CFE) recipients from 2015, as 
well as the two Australian winners of the global NextGen in 
Franchising competition, Paleo Café’s Jai Hobbs and FCF Fire 
and Electrical’s Jacob Foster.

The 56th Annual IFA Convention was attended by around 3500 
franchise professionals from countries across the globe, with 
keynote presentations delivered by the former commander of 
United States and international forces in Afghanistan, Stanley 
McChrystal; Ford Motor Company’s Manager of Global Trends 
and Futuring, Sheryl Connelly; and the CEO of FASTSIGNS 
International, Catherine Monson. 

A total of 164 franchise executives and professionals – the 
largest CFE graduate class ever – achieved a CFE designation at 
the 2016 IFA Convention, with Australian CFE recipients John 
Longmire (multi-unit franchisee, Just Cuts, and Chief Executive 
Officer, Blackdot Solutions) Darryn McAuliffe (Chief Executive 
Officer, FRANdata Australia) and Rod Laycock (Chief Executive 
Officer, Civic Managed Services) among those honoured.

‘The CFE program provides a forum that supports continued 
professional development, and adherence to the highest 
standards in franchising,’ said Institute of Certified Franchise 
Executives (ICFE) Chair Gail Johnson, CFE. ‘It is also a 
wonderful way to form valuable relationships and generate new 
ideas from different perspectives. Education is the key to career 
success. Becoming a Certified Franchise Executive is the key to 
franchising success.’

As part of the IFA Convention, the Australian delegation had 
the opportunity to attend educational sessions, roundtables, 
summits and mini super-sessions designed to provide the latest 
information on a broad range of franchising topics.

Highlights from the 
2016 International Franchise 

Association Convention

Australian franchisor Deb Farnworth-Wood enjoys the FCA Study Tour 
following the IFA Convention in Texas

FCA members Rod Laycock, Darryn McAuliffe and John Longmire receive 
their CFE designations at IFA 2016
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‘Being a relatively new franchisor, I seized the opportunity to 
attend the 2016 IFA Convention, and from start to finish the 
whole experience was exhilarating,’ said Australian attendee 
Deb Farnworth-Wood, Managing Director and Founder of 
Australian Skin Clinics.

‘The conference agenda was inspiring, but nothing could 
have prepared me for the vast size of the event, or the level of 
professionalism and the commitment of the speakers. 

‘The seminars were supported by roundtable discussions with 
more than 30 topics to choose from, and covering every aspect 
of franchising, from start-up, recruitment, training, marketing 
and operations, right through to dealing with poorly performing 
franchisees, legal issues, diversification of franchise offerings 
and new technologies.

‘I was truly spoilt for choice, but extra breakout sessions, 
impromptu networking at coffee time and a highly relevant 
expo offering ensured that I covered my “need to know” list 
thoroughly. 

‘I came away with a full notebook of inspiration, ideas and 
good advice!’

Following the Convention, a small group of FCA member 
franchisors travelled from San Antonio to Dallas as part of the 
FCA’s 2016 United States Study Tour.

The Study Tour visited a range of host franchisor destinations 
to meet with the founders and executives of some of the largest 
and most successful franchise systems in the United States and 
internationally.

See the next issue of The Franchise Review for an in-depth look 
at the tour.    

Attendees gain valuable insights at an IFA Convention breakout session

The bustling exhibition at the IFA's 2016 Convention
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The Co-Founder of emerging Australian 
franchise Paleo Café, Jai Hobbs, has been 
named runner-up in the International 
Franchise Association’s (IFA) NextGen in 
Franchising Global Competition.
Mr Hobbs, along with Jacob Foster, Managing Director of FCF 
Fire and Electrical, both represented Australia as two of 20 
global winners in the NextGen competition at the recent IFA 
Convention in San Antonio, Texas, the United States.

Applications for the NextGen competition were open to 
young entrepreneurs who had been in business for between 
one and five years with a company that could scale through 
franchising, and who had brought forward innovative ideas for 
existing franchise companies. The competition rewards these 
innovators with access to the most successful entrepreneurs, 
executives, experts and financiers in the franchise industry. 

More than 250 applications for the competition were received 
from young franchise entrepreneurs from across the globe.

As two of the 20 global winners, Mr Hobbs and Mr Jacobs 
had the opportunity to attend the NextGen in Franchising 
Summit and Accelerator program at the 2016 IFA Convention. 
The Franchise Council of Australia funded travel and 
accommodation costs for the two Australian finalists to attend 
this major event as part of their prize package.

The NextGen in Franchising Summit and Accelerator program 
was designed to provide all global winners – from countries 
including the United States, Australia, Canada, Mexico, The 
Philippines, Croatia, Peru, Pakistan, India, Nigeria, Hungary 
and Malawi – with the chance to meet with and gain mentoring 
from leading American franchise professionals.

As part of the experience, each winner had the opportunity 
to pitch their business in the ‘FranShark’ competition, each 
presenting their concepts and plans to a panel of ‘FranSharks’ 
comprising Aziz Hashim, Incoming IFA Chairman and 
Managing Partner at NRD Capital; Dave Mortenson, President 
and Co-Founder of Anytime Fitness; and Tony Valle, CEO of 
College Pro Painters.

Young Australian 
franchisors recognised in 

global competition

The competition rewards these 
innovators with access to the 
most successful entrepreneurs, 
executives, experts and financiers 
in the franchise industry

Jai Hobbs
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Mr Hobbs was selected by the panel as one of three top 
performers to compete in a final round of ‘FranShark’ on the last 
day of the convention, where he presented on his business in 
front of approximately 3500 delegates. Mr Hobbs was ultimately 
named as runner-up in the ‘FranShark’ competition, which was 
won by Carmelo Marsala of Canadian franchise Spray-Net.

Mr Hobbs, who co-founded Paleo Café with his wife Marlies, 
says that being announced as one of 20 winners in the 
NextGen in Franchising Global Competition was ‘an honour that 
I am very proud of’.

‘Receiving this award on behalf of the Paleo Café team 
highlights everyone’s hard work over the past three years 
building the business to where it is today. We are by no means 
done, and the knowledge and experience gained from this 
recognition will assist in future growth,’ Mr Hobbs says.

The NextGen in Franchising Summit and Accelerator program was designed to 
provide all global winners with the chance to meet with and gain mentoring from 
leading American franchise professionals

Jacob Foster
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For Mr Foster, the opportunity that the competition has 
provided is an exciting one.

‘I am more than pleased to know that as a regional company 
we are able to be noticed on a global scale, and to be one of 
two Australian representatives,’ says Mr Foster. 

‘This will help to cement confidence and faith in our brand, 
and to show franchisees that they have made the right 
decision in being a part of FCF. It’s an exciting time for the 
whole FCF team. On a professional level, franchise industry 
recognition means that all our hard work in the last five years 
has been validated, and demonstrates that we are heading in 
the right direction.

‘I look forward to the support that we will receive in the 
following year with ongoing mentoring, which will assist in 
further establishing good business principles,’ Mr Foster says.

Franchise Council of Australia Chairman Michael Paul congratulated 
the two Australian winners on behalf of the Association.

‘The competition is a fantastic initiative that has been brought 
about as a result of the partnership between the franchising 
peak bodies, the FCA in Australia and the USA’s IFA, and it 
succeeds in engaging young entrepreneurs to bring new ideas 
and thinking into this great industry,’ Mr Paul says. 

See the next edition of The Franchise Review for an in-depth 
profile of Australia’s NextGen in Franchising winners.   

Jai Hobbs pitches his businesses to a panel of FranShark judges

The 20 winners of the global NextGen in Franchising Competition including Australia's Jacob Foster and Jai Hobbs
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Despite the rise and rise of digital 
communication, for most franchisors 
their annual conference and regional 
meetings remain the key platforms for 
gathering and communicating directly 
with franchisee partners. Even with all 
of the bells and whistles that digital 
communication offers, nothing beats 
what face-to-face contact is able to 
achieve if it’s managed well and genuinely 
delivered. To be able to read the 
franchisee sentiment and get a feel for 
the mood of the network is invaluable for 
a franchisor.

It therefore follows that the more planning and preparation 
that can go into a conference or meeting, the more beneficial 
the results will be for all involved. Likewise, it is important 
to know how to balance the amount and type of messages 
to be delivered face-to-face – for example, at a conference 
or franchisee meeting. Know what not to do in a conference 
or meeting setting to avoid any negative repercussions. In 
line with this, here are some best practice tips, and four big 
mistakes not to make at franchise conferences and meetings, 
gathered from real-life experiences shared by participants 
at the Open Exchange session at the most recent Franchise 
Management Forum, which was hosted by Griffith University’s 
Asia-Pacific Centre for Franchising Excellence, and the 
Franchise Advisory Centre.

Best practice tips for conferences and meetings include:

• Plan your content messages far in advance to align with your 
strategy.

• Sell-in the new ideas prior to the event, and get them 
onboarded with franchisee support at the conference.

Best practice in 
franchise conferences 

and meetings – what not 
to do! 

ARTICLE PROVIDED BY GRIFFITH UNIVERSITY’S ASIA-PACIFIC CENTRE FOR FRANCHISING EXCELLENCE

Discussions at the Franchise Management Forum
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• Ensure that you have franchise-toughened professionals 
delivering your content – be they in-house or external. It’s 
important that the presenters know the dynamics of your 
network and how to work with your group of franchisees, so 
as not to alienate them.

• Set the tone and clear boundaries around peer behaviour 
with your staff and key franchisees, like your franchise 
advisory council.

• Be clear about housekeeping rules around food and 
beverages, break times and staff responsibilities at the 
event. Designate responsibilities for alcohol consumption, 
and don’t leave things to chance. 

The Open Exchange is always one of the most popular sessions 
at the annual Franchise Management Forum, as it provides a 
unique opportunity for high-level interaction, debate, idea-
sharing and problem-solving among franchise professionals.

At the latest Open Exchange, the message came through loud and 
clear from attendees that communication in all its forms, and in 
particular the all-important conferences and meetings, is one of 
the most crucial factors in the success of any franchise business.

So, here are The Big Four Mistakes to Avoid at Franchise 
Conferences and Meetings, as decided by the group 
participants at the Open Exchange:

1. Big announcements that affect people without any 
warning
An example was cited where a franchisor announced, 
without any warning, that they were taking over a competitor. 
Competitors were now going to be part of their franchise group, 
and sometimes the competitor was in close proximity to existing 
franchises. People were shocked and didn’t know how to cope 
– and about 50 per cent walked out.

The key lesson here is to ‘sell in’ big announcements ahead 
of the conference so that you can use valuable face-to-face 
time to convey solutions to the objections. Don’t spring major 
announcements on franchisees in a group situation without any 
prior warning. Communication of this nature needs to be very 
well thought-out, planned and rolled out across all available 
communication platforms.

2. Negative feedback on performance in a group situation
There were two good examples of this provided. One was 
where the franchisee group was given negative feedback 
that was delivered tactlessly on a sales training exercise. 
Some of the franchisees were in tears, the meeting was not 
continued afterwards (it was part of a several-day meeting), 
and it took about 12 months to build back the relationships.

In another example, franchisees were told that they needed 
to be ‘more professional’. This information was delivered 
by consultants in suits and ties, whereas the culture of the 
franchise was very down-to-earth and relaxed; everyone 
wore casual attire. This mixed message caused a lot 
of damage, and again, it took about 12 months to get 
relationships back to where they had been.

The key lesson here is to know the culture of your franchise 
brand and to know your franchisees. Thoroughly brief 
and understand your presenters' or facilitators' content 
and delivery style. Understand that some people may 
be sensitive about hearing negative feedback bluntly in 
a group situation – it may best be delivered one on one. 
Conferences are not always the place to deliver difficult 
feedback; it should be given by the most senior people in a 
team, within context.

Attendees at the Franchise Management Forum
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3. A reflective session on a franchisee’s life, facilitated by 
someone without expertise

In one example, franchisees were taken through an exercise 
to look at their goals, including family and business goals, 
and then ways to achieve them. This activity made some 
franchisees realise that their relationships were challenged, and 
it brought emotions to the surface. This was an unexpected 
reaction that the facilitator was not trained to deal with.

The key lesson here is to be prepared for some activities that 
move into personal goals or family relationships to bring up 
an emotional response; therefore, such a session should be 
facilitated by a person with the appropriate expertise. Again, 
thoroughly brief and understand your presenters' or facilitators' 
content and delivery style. Get seasoned professionals who can 
handle the argy-bargy of franchisees. Role-play objections or 
difficulties with your field staff, who know their franchisees and 
can predict their reactions.

4. Too much or too little alcohol
This is a common mistake. Too little, and you have everyone 
leaving to go to another venue. Too much, and some terrible 
situations could occur, including franchisees or staff being violent 
and ending up in the ‘watch house’. An example was provided 
of a person waking up naked in a hotel hallway – made worse by 
the fact that it wasn’t the hotel that they were staying at. These 
situations are embarrassing for the franchisees or staff members 
the next day, and they have the potential to create negative 
publicity for the brand – especially if you’re in a foreign country, or 
you have international franchisees attending the conference.

The key lesson here is to be careful about how much free 
alcohol is available, and for how long. Best practice is to 
make it available early on in a function, and then ease it off 
as the function continues and the speeches or presentations 
are happening. It was noted that franchisees and staff are 
less likely to overdo the alcohol if they have to pay for their 
own drinks. Another idea is to bus people to the location for 
the event, and then bus them back, so you can monitor staff 
members and have safer controls over behaviour. Observe 
critical signs that things are starting to get out of hand, so 
you’re better able to rectify the situation.

The overriding importance of communication and planning
In summary, many of the ‘what not to dos’ at franchise 
conferences and meetings boil down to effective, respectful 
and timely communication. Set the agenda and make plans of 
action for ‘what if’ scenarios.

Communication, in all its forms, is undoubtedly one of the most 
defining and influential issues in the success of any franchise 
business, regardless of size or industry type.

Franchise conferences and meetings play an integral role 
in any communications strategy, so it is worth putting in the 
preparation to get them right, and to avoid costly mistakes and 
damage to franchise network relationships that can take a long 
time to repair.   

The next Franchise Management Forum is on 6 July 2016 at 
Southbank Brisbane.

Griffith University’s Asia-Pacific Centre for Franchising Excellence 
provides a wide range of franchise education courses, both online 
and face-to-face; professional development events; online seminars; 

Communication, in all its forms, 
is undoubtedly one of the most 
defining and influential issues 
in the success of any franchise 
business, regardless of size or 
industry type

... be prepared for some activities that 
move into personal goals or family 
relationships to bring up an emotional 
response – such a session should 
be facilitated by a person with the 
appropriate expertise
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Support, rewards and challenges at the 
heart of Zambrero’s HR strategy.

Quick-service restaurant franchise Zambrero has built its 
human resources strategy from the ground up, and has 
ultimately found success – most recently at the hands of 
relatively new HR Manager Bianca Azzopardi. 

As evidence of her influence on the business, Ms Azzopardi 
was recently crowned Australian HR Manager of the Year at the 
2015 Australian HR Awards. The Franchise Review caught up 
with Ms Azzopardi to learn more about the innovative approach 
that she has taken during her 18 months in the role, and 
the HR strategy that she has put in place to achieve staffing 
success for the brand. 

Becoming an employer 
of choice

T H E  F R A N C H I S E  R E V I E W

Bianca Azzopardi

INTERVIEW WITH BIANCA AZZOPARDI, HR MANAGER, ZAMBRERO
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The Franchise Review: What was the state of Zambrero’s HR 
strategy and department at the start of this process?

Bianca Azzopardi: It was limited to very foundational HR; that is, 
it was very much operating on solving day-to-day HR matters as 
they arose, rather than having any sort of proactive approach to 
HR through the implementation of more strategic practices and 
programs. 

TFR: Can you share the steps behind developing the HR strategy 
and department from an embryonic stage?

BA: The steps undertaken in order to achieve this were as 
follows: 

• First and foremost, taking the time to understand the needs 
of the business. This meant systematically meeting with the 
leaders of the business, and understanding the most critical 
business objectives and how HR strategies could best 
contribute to achieving these 

• Understanding the available resources of the department 
and the wider business that would be accessible to be able 
to put the HR strategy into place

• Planning out and developing the strategy using a 
combination of best practice HR, and tried and proven HR 
strategies from similar organisations

• Presenting the strategy back to the leaders of the business, 
and gaining their feedback, understanding and buy-in for the 
strategy

• Executing the strategy – prioritising the HR strategy items 
that directly correlated with the most critical business 
objectives. 

TFR: What strategies have you implemented to become an 

employer of choice?

BA: Zambrero has attained employer of choice status in a 
number of ways: 

• Firstly, the development and implementation of performance 
management processes and procedures that hold 
professional development as paramount and lead to 
increased productivity, increased employee performance 
and career progression

• Secondly, a culture of celebration and recognition, including 
four annual social events and the celebration of key 
milestones within the business; for example, new restaurant 
openings and birthdays 

• And finally, the development and implementation of 
onboarding processes and procedures that highlight the 
company culture. The onboarding process is values- and 
mission-based, and ensures that employees are set up with 
relevant business knowledge for future success, further 
enabling the achievement of important businesses objectives.

The onboarding process is values- 
and mission-based, and ensures 
that employees are set up with 
relevant business knowledge for 
future success
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TFR: Can you talk us through the rationale behind the 
implementation of motivational policies for employees at 
Zambrero?

BA: At Zambrero, we are in an environment of constant 
growth and change, meaning that maintaining the passion 
and energy of each and every employee is paramount to our 
success. As an HR department, we have worked hard to 
maintain this through implementing a 'work hard, play hard' 
philosophy. The creation of our social club committee means 
that we offer four social events per year, and that we take the 
time to celebrate wins along the way, thereby ensuring that 
motivation is always high. 

Zambrero also offers one week’s additional leave to all 
employees to undertake voluntary work. Employees across 
the group are generally very motivated to work for Zambrero 
because of the company’s strong humanitarian values. 
Initiatives such as an extra week’s leave allow the business to 
reward employees for hard work through projects that align not 
only with their values, but also with the values of the business.

TFR: Can you tell us about the feedback and education 
channels that are accessible via Zambrero’s intranet 
(Zambrero Zone), including why and how these were 
introduced, and their benefits?

BA: The Zambrero Zone is an important educational channel for 
our entire franchise network, as it allows for a continued flow of 
communication from our support office to our franchise partners. 

As part of the HR Plan that we rolled out in 2014/2015, I 
worked to implement an ‘HR Toolkit’ being hosted on the 
Zone. The HR Toolkit consists of three packs (Recruitment, 
Onboarding and Performance Management), and can be 
readily accessed by franchise partners on the Zambrero 
intranet for easy-to-use HR guidance, advice and templates.

During the compilation of these resources, I liaised closely with 
franchise partners, held monthly workshops and presented at 
the Zambrero National Conference to ensure that the content 
of the Toolkit met key requirements. Taking this approach not 
only allowed me to ensure the relevance of the Toolkit, but it 
furthermore increased the franchise partners’ understanding of 
the use and functionality of the Toolkit, thereby increasing its 
impact upon implementation.  

The feedback from franchise partners indicates that this Toolkit 
has been positively received. This is evident in the results of 
a Franchise Partner Survey that was conducted in May 2015, 
which showed that franchise partners rated the HR Toolkit an 
average score of 4.6 when asked to rank its effectiveness out 
of five.  

TFR: What initiatives has Zambrero implemented to reduce 
vacancy fill times from three months to one month?

BA: The overall reduction in vacancy fill times was truly a 
product of taking a less conventional approach to recruitment, 
and more of a proactive and strategic one. This meant moving 
away from online advertising and towards strategic targeting of 
individuals who were culturally aligned with the organisation, 

Employees across the group are 
generally very motivated to work 
for Zambrero because of the 
company’s strong humanitarian 
values
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and who had the skills and experience to match the role 
requirements. We achieved this through: 

• extensive LinkedIn campaigning 

• our internal referral system – monthly referral emails to each 
and every employee encouraging them to bring suitable 
individuals forward. 

TFR: What’s the key to developing a strong company culture at 
Zambrero, both at head office and among franchisees?

BA: Three important strategies for Zambrero are: 

1. Taking the time to get it right – hiring the right people from 
the get-go. Overall business success is largely underpinned 
by recruiting and retaining high-quality employees who 
have a strong cultural alignment with the business. The 
implementation of a multi-stage, end-to-end recruitment 
process has enabled me to assist the business in fulfilling 
this objective not only by attracting candidates to fill critical 
business roles, but also by ensuring that the candidates are 
highly skilled individuals with a true values alignment.

2. Providing a challenging environment. We ensure that 
each and every employee is provided with a role that 
challenges them to extend themselves to their maximum 
potential, and thereby feel a true sense of accomplishment 
in contributing both to their role and to the wider 
humanitarian goals of the organisation. 

3. Ensuring support in everything that we do. It’s important to 
provide an environment in which each and every person, from 
support office through to the wider franchise network, feels 
supported. This is the way in which we do things – ensuring 
that, no matter what, everyone is free to make mistakes and to 
challenge themselves beyond what they thought possible. We 
call it the Zamily (Zambrero Family).    

This is the way in which we 
do things – ensuring that, no 
matter what, everyone is free to 
make mistakes and to challenge 
themselves beyond what they 
thought possible
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Investment in solutions to manage your 
business can be costly. There are so many 
variations available in the market for your 
proposed solution: multiple vendors; online 
modules versus per-user-based models; 
new approaches versus tried and tested. 
Ultimately, it’s about your investment dollars 
and ensuring that you receive the best return 
on investment in the shortest amount of time. 

When these decisions loom, it’s time to set about 
understanding your business needs:

• Research the market for possible solutions.

• Determine your benefit versus cost ratio.

• Understand how this will fit into your current business 
model/infrastructure.

• Review the impact of the solution on your franchisees.

When best practice 
products help support 

your business
BY GIS MARVEN, SALES DIRECTOR, WHIRLWIND PRINT

Gis Marven

T H E  F R A N C H I S E  R E V I E W
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One area that you may be looking into is your brand. How can 
you, as a franchisor, ensure that the integrity of the very brand 
you have built and mastered stays on track, while removing 
any unnecessary barriers to your franchisees accessing your 
marketing and promotional materials and campaigns? 

To build customer loyalty, brand awareness and strength in the 
market is the goal of any good marketing strategy. You invest 
heavily in your brand, marketing and advertising to build a 
great franchise opportunity. Like any good strategy, however, 
it’s imperative that the tools you use are not costly, time-
consuming or a major headache to roll out.

As you reseach, it will become apparent that methods, software 
and solutions that have been in the market and evolving make 
great marketing strategy advocates. Best-practice solutions 
are about leveraging experience, allowing a community of 
others to road test solutions, listening to feedback, and so on. 
Watching a product or service grow and develop, and selecting 
it based on its merit and past performance, is a strong business 
proposition – and a strong decision to make.

A common trap when rolling out new opportunities to manage 
your brand is trying to jump on board with every new fad or 
trend. A vast amount of time and resources can be wasted 
trying to keep up with every change in the market, and it can 
be difficult to resist the hype. Every fad that captures your 
excitement should be carefully measured against business 
objectives, as well as analysed to see how others are using this 
in their market and, ultimately, their successes.

If your franchise growth is driven by a constant process of 
analysis and adaptation, your business will benefit from a solid 
foundation of best practice operations that is defined by the 
core drivers of your brand. It is important to keep an open 
mind; a small change may have a great impact. You may even 
stumble upon a spectacular innovation.

Take the time to ensure that you fully understand your options, 
the market and the tried-and-tested opportunities or solutions 
that you can derive from the most unlikely of sources. What 
works in a completely foreign market may, in fact, only require 
a small change for you to adapt it to your market and your 
customers’ needs. You can therefore harness the power 
of proven best practice performance, and easily and cost-
effectively use it for your own specific needs – like brand 
integrity across your franchisee network.

Take a note from New York Times bestselling author Marcus 
Buckingham, who says, ‘Innovation and best practices can be 
sown throughout an organisation – but only when they fall on 
fertile ground’. Research, discuss, review and decide on the 
best practice solutions for your business requirements. Take 
into account that your supply chain, investors and perhaps 
your franchisees will be aware of solutions that may positively 
support your needs, creating a stable foundation for change, 
growth and success.    

Whirlwind’s online print management portal has been in the market 
for more than 12 years. With 90-plus clients using the system, it’s a 
tried-and-tested solution for brand integrity, promotional collateral and 
local-area marketing requirements. Contact Whirlwind on 1300 127 129 
for more information.

‘Innovation and best practices can 
be sown throughout an organisation 
– but only when they fall on fertile 
ground
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Family at the core of 
Rolld’s success

The Rolld story is about as grassroots as you get: take an enterprising young man, his 
primary school friend and his cousin, add some family recipes and a lot of hard work, 
factor in growing success and expansion over a number of years, and you’ll end up with a 
nationwide franchise system looking at imminent international expansion. 

T H E  F R A N C H I S E  R E V I E W

Bao Hoang

INTERVIEW WITH BAO HOANG, CO-FOUNDER AND CEO, ROLLD
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That enterprising young man is Bao Hoang, Co-Founder and 
CEO of Rolld Australia. Prior to starting at Rolld, Mr Hoang had 
experience as a franchisee for a physiotherapy system, as well 
as a great deal of enthusiasm for business, but greater than 
that was his passion for his mum’s cooking, as he tells The 
Franchise Review. 

The Rolld journey started with Mr Hoang identifying a gap in 
the market, and how he could fill it. 

‘The aim of Rolld was to provide an alternative to sushi – at the 
time (in 2012, when Rolld came into being), sushi had been 
around for 10 or 12 years or so, and we felt that there was a 
good opportunity for an alternative,’ he says. ‘At that stage, 
Vietnamese food was really only found in pockets of Melbourne 
and Sydney, and maybe a smattering around different suburbs. 
We felt that there was an opportunity for a quick-service type 
offering for Vietnamese food. 

‘We’ve always said how good my mum’s and aunty’s cooking 
was, so we thought, “Let’s use a few of their recipes and see 
where it goes”. All of the Rolld recipes are based on my mum’s 
and aunty’s recipes.’

It might sound quite local and small-business; however, 
Mr Hoang’s business nous has brought Rolld into direct 
competition with some of the major QSR franchise systems 
in Australia. He says that they got into the market at just the 
right time. 

‘If we’d started this 10 years ago, it would have been way too 
early. We did feel that there was an opportunity – Vietnamese 
food was starting to become a bit more mainstream … we 
took that opportunity and over the last three and a half years 
there’s been a major boom in Vietnamese food, and in fresh 
and healthy food as well. Many people don’t realise how healthy 
Vietnamese food and, more specifically, Rolld, actually is. 
Compared with a 304-calorie salmon avocado sushi hand roll, a 
Rolld poached chicken cuon (rice paper roll) is only 77 calories 
per roll, which is quite a difference when you are looking to 
choose a healthy option.’ 

With quick growth of a new company invariably come 
challenges, and Mr Hoang is quick to admit that they have 
faced a few. 

‘Like any business growing and expanding quickly, we have 
faced challenges, but have fought to overcome them,’ he says. 
‘Being reasonably inexperienced with food, we really needed to 
learn about the food space and the food business. We’re still 
learning and getting a grasp of that.’

Mr Hoang lists some of the major challenges that they’ve 
identified along the way. 

‘The first is people. When we started, we were inexperienced in 
developing them and training them, which is something that’s been 
a challenge. It’s something that we’ve worked on really hard over the 
last 18 months, and we will continue to do so into the future.

‘The second is – like most growing businesses – capital. When 
we have our eye on a site, whether it’s franchised or not, we 
need to ensure that we know exactly how we will fund the site 
long before taking it over. 

We’ve always said how good my 
mum’s and aunty’s cooking was 
... all of the Rolld recipes are 
based on my mum’s and aunty’s 
recipes
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‘Third is getting our supply chain right in the food business; 
making sure that the quality of food matches with accessibility 
and consistency.’ 

The Rolld business is staffed with numerous family members 
and close friends, along with non-related employees; when we 
ask Mr Hoang if that has posed any additional challenges, he 
admits that it adds a different dimension. 

‘We’ve had to speak to family members and make sure that 
they do the right thing. I’ve had to manage my parents, as well, 
because they do a lot of secret recipes and we have to send 
them around to stores, so I have to talk to them and make sure 
there are efficiencies in what they’re doing, as well.

‘A lot of our family members didn’t have food experience either; 
or maybe they did have food experience, but didn’t have people 
management skills. 

‘But for us, I’ll take the pros and cons of family, which are 
passion, enthusiasm, energy and drive for the brand any day 
of the week, versus that absolute understanding of how to run 
a business, read financials and those sort of things. In saying 
that, there’s also a balance – you can’t go all the way one way 
and not the other.’

Rolld currently has 38 stores, and they’re looking to expand 
quickly, both in Australia and overseas. 

‘Realistically, over the next two years we will be focusing on 
driving business within Australia, to get to the point where 
we have 150 stores or thereabouts. We want to build a solid 
foundation, a solid brand, and a solid presence within Australia. 
We also want to challenge ourselves in international markets.’ 

Mr Hoang is optimistic about the prospect of Rolld's success 
overseas.

‘We do feel confident that the business as a brand will translate 
well internationally,’ he says. ‘There are not many businesses 
overseas like it; there are smatterings of it around the world, but 
not quite the same, and not in the way that we do it. We want to 
take our concept and adapt it for different markets.’

Rolld’s first foray into international expansion is the Philippines, 
where the concept will be tailored to the Filipino market. Of 
course, there’s a family connection there, too. 

I’ll take the pros and cons of 
family, which are passion, 
enthusiasm, energy and drive 
for the brand any day of the 
week, versus that absolute 
understanding of how to run a 
business

2216_Franchise Review March 2016 NEW.indd   41 8/03/2016   11:38 AM



T H E  F R A N C H I S E  R E V I E W

42

‘My wife is Filipina; she grew up in Australia, but her 
background and ancestry is Filipino. We travel to the 
Philippines probably once a year, if not more, so we 
understand the market pretty well there.

‘The master franchisees [in the Philippines] are family friends 
of ours who are very experienced restaurateurs. They are very 
well known for their culinary schools. From a brand pitch and a 
brand perspective, they are very well regarded. 

‘The Philippines, like most South-East Asian countries, is going 
through a massive boom in economy, population, and health. 
Statistics show that the middle class in the Philippines will 
reach 20 million by 2020, which is an enormous number in 
terms of people who can actually afford to buy our food. We 
feel there is a huge market there.’

So where is next, in terms of the international expansion of 
Rolld?

‘Being similar to Australia, countries like the United States, 
Canada, and certain parts of Europe will be quite strong for the 
brand, but also different areas of Asia: Singapore and Malaysia, 
as well as Japan.

‘For us, it’s not just about expanding to other countries; it’s 
about proving that we can actually expand our model overseas. 
It’s about understanding what the reasons are for going to 
certain markets, and making sure we make the right decisions. 
What we want to be building is a brand and a business – not 
just a franchise group – that can be sustainable over the next 
40 or 50 years. 
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Back at home, Rolld is looking at new ways to expand the 
business without increasing its overheads too much. 

‘In the background, we are testing what we call the Rolld 
Kitchen model; we launched one late last year in Perth. In the 
next two or three years, we want to be launching a restaurant 
model in the suburbs in Australia that allows us to cater for 
people who want to come in, sit down and eat, as well for 
people who want to be eating [at home]. We envisage that 
home delivery is going a big part of Rolld over the next five 
years or so. 

‘This year we are also launching a much larger catering offer. 
Catering traditionally has been very simple – sausage rolls, 
sandwiches, or sushi. What Rolld wants to provide is another 
option in that space, which is Vietnamese food. We’ve spent a 
lot of time developing the right offering and packaging, and will 
be launching that this year. 

‘This allows our franchisees to add another income stream to 
the business. By adding a catering option that works, they can 
look to increase the sales by five, 10, 20 per cent. We believe 
that it is going to add a lot of opportunities for their bottom line, 
as well. [Catering] orders will come through our main system, 
and will be auto-allocated if they’re in certain territories, or we’ll 
allocate them to whoever’s best suited to do it.’

Mr Hoang is realistic, yet optimistic, about the chances of the 
catering arm of the business succeeding. 

‘Like anything, it doesn’t always work. It depends on the 
franchisee – or the store manager [if the Rolld store is company 
owned] – to really drive it. I’ve heard stories of other franchised 
healthy food businesses where catering has been 20 per cent 
of the revenue. That’s an enormous opportunity, because it’s 
not increasing overheads.’

Finding the right franchisee is one of the main challenges 
for a franchisor, and Mr Hoang says that Rolld has learnt 
a lot about choosing the right person. With his background 
as a franchisee, he says, ‘I like to think that I have a fairly 
good and balanced view of what it’s like coming from the 
franchisee perspective’.

Over their short history, Rolld has identified an important factor 
that makes potential franchisees desirable to the business and, 
unsurprisingly, it’s about family. 

‘They need to be able to build a strong family team 
environment. When I say family, I mean a group that can, 

and will, treat each other like family. Being able to manage, 
develop and lead a team is always the most important thing for 
a franchisee, because we can teach them everything else; we 
can even teach them how to recruit, but we can’t teach them 
how to actually manage on a day-to-day basis. 

‘We’ve made mistakes previously, hiring people who 
probably didn’t have the view that they need to work hard 
with us [head office]. At the end of the day, we understand 
that, let’s be honest, not everyone can be successful within 
the franchising space, because it’s not for everyone, and 
unfortunately that probably gets seen a bit too late. But what 
we want to do is give people the best understanding of how 
to be successful in our business.’

‘[Franchisees] go through a bit of a cycle – there are ups and 
downs – and what we want to do is help franchisees in down 
times to look at the reasons why they got into the business in 
the first place. If it’s not the right thing for them, maybe they 
shouldn’t have got into it, but if it is the right thing, we can give 
people a hand to keep going, take the business back to the 
upside, and to keep flourishing from there.’

As to the future of Rolld, Mr Hoang is adamant that the 
business will remain in the family. 

‘We have no intention of selling the business whatsoever. We 
do see it as a generational business; we hope it’ll be around 
for the next 50 or 60 years, and passed on to our children. 
We’ll go through periods where we’ll need to raise capital 
if we want to keep growing, especially internationally, but 
we envisage that we’ll continue to keep and maintain the 
business going forward.’    

[Franchisees] go through a bit of 
a cycle – there are ups and downs 
– and what we want to do is help 
franchisees in down times to look 
at the reasons why they got into 
the business in the first place
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DELIVERING THE DREAM

The Franchise Council of Australia is celebrating another 
successful year working with one of the leading conference and 
event production companies in Australia. We put ourselves in 
expert hands; you deserve nothing less.

Dreamweavers delivers a masterclass in achieving the perfect 
platform for your needs – a visual and audio experience that 
encourages attendees to exchange ideas and voice concerns, 
and that boosts brand recognition, customer enquiries, media 
coverage and shared experiences. 

Whether it is stage sets, exhibition booths, cutting-edge 
technology solutions, welcoming cocktail functions or gala 
events, Dreamweavers brings unrivalled industry experience 
and a unique insight into global trends to sew fantasy and fun 
into class and cause, and deliver turnkey solutions that are 
bang for buck and bang on brand.   

We’re about adding value to our members and connecting you 
with like-minded allies. 

From theming, corporate styling and entertainment through 
to in-house solutions, content creation, production and 
presentation services, Dreamweavers’ arsenal of cutting-edge 
equipment and dream inventory mean you can go into battle 
and nail the brief every time.

If you’re looking for a world-class, full-service force in 
integrated event creation and production, look no further. 

One-hundred and fifty years of collective experience, 24 expert 
creators and producers, and more than 4000 events add up 
to numbers you can trust. Big-name multinational brands and 
some of Australia’s biggest corporate power players rely on 
Dreamweavers to stay ahead of the competition – and now you 
can, too.   

The Franchise Council of Australia has teamed up with Dreamweavers to 
offer members an exclusive discount, so call Dreamweavers COO John 
Bond on 0414 655 830 or 1300 883 809, or email  
john.bond@dreamweavers.com.au to take your franchise system to the 
next level. 

dreamweavers.com.au

‘Events’, ‘conferences’ and ‘meetings’: three small words with the power to change 
the game for franchise systems. If you do them well, you pave a yellow brick road to 
lift network sales, boost morale, increase franchisee satisfaction and compliance, and 
reinvigorate passion and energy in your business. But never underestimate the effect of 
getting things wrong. 
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For many Australians, superannuation is in 
the ‘too hard’ basket. Constant rule changes 
and a lack of understanding about super 
are undermining confidence in the system, 
according to a key finding from our recent 
research paper, 'The Journey Begins'*. 

The paper, which looked at the superannuation challenges 
faced by Australians aged 50 or older, found that 91 per cent of 
older working Australians surveyed do not trust the government 
not to change the rules on super.

But as a franchisee, it’s not an option to put super in the ‘too 
hard’ basket. Keeping track of government changes to the 
superannuation system isn’t just good business – it’s a legal 
necessity. 

As franchisors, this provides an opportunity to offer resources 
and timely updates to your franchisees to help them keep up to 
date with their superannuation-related responsibilities.

Keeping track of changes
Franchisees may not be aware, for example, that by 30 June 
2016, employers with fewer than 20 employees will need to 
commence paying super electronically, as well as sending 
employee information electronically, under a standard called 
SuperStream. Our work with employers to raise awareness of 
these changes was recently commended by the Australian 
Taxation Office.

This standard already applies to medium-sized and large 
businesses (those with 20 or more employees). The changes 
mean superannuation funds such as REST will be unable 
to accept instructions via email or on paper, or payments by 
cheque, when dealing with smaller employers. 

Making it easy
Employers who have not already moved over to a SuperStream-
compliant standard will need to amend their processes to 
ensure that all future super contribution data and payments 
are provided to their employees’ super funds in a way that 
conforms to the new standard.

Franchisees and franchisors can do this by moving across to 
a payroll system that meets the SuperStream standard, or by 

using their super fund’s online payment system (if available), a 
super clearing house or a messaging portal. 

Most super funds’ online payment systems are being 
progressively updated to comply with the SuperStream 
standards, providing peace of mind to employers who make 
superannuation payments through these platforms. Some, such 
as REST’s EmployerAccess, provide a SuperStream-compliant 
portal with access to a third-party clearing house, ensuring that 
payments can be made in a single file to any super fund an 
employee chooses.

Helping employees save 
for their retirement

BY DAMIAN HILL, CEO, REST INDUSTRY SUPER

Damian Hill
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Super is about more than compliance

It’s important to remember that, for employees, superannuation 
is an important mechanism for funding their retirement – a 
sentiment that is echoed in our research in The Journey Begins.

The paper found that 78 per cent of older working Australians 
are planning to rely on their superannuation to fund their 
retirement; but, worryingly, the research also found that many 
older working Australians are concerned about a shortfall of 
funds in retirement.

Shortfall of funds in retirement
Nearly one-third of those we surveyed had a balance of 
less than $100,000, while half of the survey respondents 
believed they’d need to rely solely on the Age Pension to 
fund their retirement.

This suggests that while older working Australians are 
conscious of the need to plan for retirement, they are still 
expecting to rely on the Age Pension, other government 
payments, or equity in their homes to support their retirement.

We also found that older working Australians are planning to 
work longer to provide themselves with the retirement they’d 
like to enjoy – on average, respondents in this survey said they 
want to retire at 67, but expect to do so at 69.

It’s never too early to plan for retirement 
Franchisors and franchisees have an important role to play 
in helping bridge the gap between retirement expectations 
and reality. The reason is simple – the more that goes into an 
employee’s super now, the better their prospects in retirement. 

But franchisees should also be keeping a close eye on their 
own superannuation, as the same guiding principles apply. 

To assist you, your franchisees and your franchisees’ 
employees to better prepare for retirement, here are some great 
superannuation tips:

Take baby steps
Consider putting a little more aside each year to top up your 
retirement savings. For example, by pocketing the cost of a 

daily takeaway coffee, you could be putting nearly $1300 more 
aside for your retirement annually, which is almost $6500 in 
five years^.  

Map it out
If saving for retirement seems daunting, consider making a 
plan for how you’d like your future lifestyle to look. If your 
vision includes relaxing holidays, dining out and spoiling 
the grandkids, think about how you’re going to achieve this 
financially through measured and steady contributions.

Don’t double up
Surprisingly, many Australians have more than one super fund, 
meaning they’re flushing away a portion of their savings on 
multiple sets of fees. If you think there is no need to have more 
than one fund, you can avoid this extra cost (and confusion) by 
combining all of your super funds together. Before combining 
your super, you should check how it might affect your 
insurance in your other funds, and if they have any exit fees. If 
you have any questions, we recommend that you have a chat 
with a financial adviser. 

Have the conversation
Working super into chats with family and friends may not seem 
like the hottest dinner conversation, but the earlier you start 
thinking about your financial situation later in life, the more 
time you’ll have to prepare.     

For more general information on how franchisees, franchisors and 
employees can better prepare for retirement, REST has launched a new 
knowledge hub, accessible at www.hub.rest.com.au, which provides easy-
to-understand tips and tools. 

*The Journey Begins is an annual white paper commissioned by REST to capture the attitudes 

of just over 1000 working Australians aged 50 or older toward their financial situation, plans 

and expectations as they set out on the road to retirement.

^Calculated at Australia’s average takeaway coffee rate of $3.54, according to research 

conducted in April 2014. 

Product issued by Retail Employees Superannuation Pty Ltd. Call us on 1300 300 778, or go 

online at rest.com.au for a REST PDS to consider if it is right for you.

Seventy-eight per cent of older working Australians are planning to rely on their 
superannuation to fund their retirement; but, worryingly, the research also found 
that many older working Australians are concerned about a shortfall of funds in 
retirement
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super active?

rest.com.au/active  1300 305 775

RES5242

RES5242 Franchise Review 297x210.indd   1 19/01/2016   9:44 am2216_Franchise Review March 2016 NEW.indd   47 8/03/2016   11:38 AM



T H E  F R A N C H I S E  R E V I E W T H E  F R A N C H I S E  R E V I E W

48 49

Franchising is a global mega-trend, with 
the profound economic contribution to the 
Australian economy now widely recognised. 
The first commercial franchise in 
Australia was granted by government, and 
governments at all levels seem to possess 
many characteristics of the ideal franchisor; 
yet, franchising techniques are not currently 
in common use in the public sector. This 
article suggests that governments at all 
levels would have much to gain by adopting 
franchising as a means of distributing 
public goods or services. 

Governments and public authorities at all levels face 
fundamental and obvious challenges in service delivery and 
funding. Demand for existing government services threatens 
to outstrip the capacity of governments and authorities to 
deliver them. The public demands not just the continuation 
of existing services, but also new and improved services; yet 
there is little appetite for increased taxation or other revenue-
raising activities. The cost of simply maintaining existing public 
infrastructure and services continues to escalate – let alone the 
cost of establishing and operating new programs. There is a 
fundamental problem: too many things to do, and not enough 
money to do them!

The business world has faced the same challenges, and 
developed a solution that has been a global mega-trend. 
Franchising has been described as ‘the most dynamic business 
arrangement since the emergence of the corporation’, ‘one 
of the greatest inventions of western capitalism’ and ‘the 

single most successful marketing concept ever’. Beyond the 
hyperbole, there are fundamental structural and organisational 
reasons that the franchise model outperforms other models in 
the distribution of goods and services, and that franchising has 
been a global mega-trend. 

Government use of franchising
Ironically, the first Australian franchise arose in exactly the 
same circumstances as those that the governments find 
themselves in today. As a colonial outpost, Australia did 
not have the bureaucratic infrastructure to undertake the 
dissemination of rum, so they used franchising techniques to 
do so. They partnered with private enterprise, which handled 
the distribution and end-customer interface in very much the 
classic franchise structure that prevails today.

As Australia developed, government came to provide more 
and more goods and services, but instead of persisting with a 
broader application of the franchise model, Australia largely 

Franchising:  
a new frontier in public 

service delivery?
BY STEPHEN GILES, PARTNER, NORTON ROSE FULBRIGHT

Stephen Giles
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followed the British model in establishing a public-service 
infrastructure, with direct service delivery. That is consistent 
with how most developing nations evolve, and was no doubt 
appropriate for the times. Interestingly, commerce evolved in a 
similar manner, with corporations establishing branches. It was 
only as recently as 1970 that franchising in its modern form 
really came to any form of prominence in Australia.

Most government services are today delivered by direct 
government employees in a manner that is structurally 
unaltered from the early days of our nation. Government 
typically absorbs the full cost of establishing the infrastructure, 
and delivering the services. In contrast, the business world 
has changed dramatically; most large networks now have 
some form of franchise model underpinning service delivery, 
and franchising dominates the business landscape in many 
industries. From a purely conceptual perspective, it is therefore 
beyond rational argument that franchising techniques must 
be able to be used in some parts of the public sector to create 
enhanced value and efficiency. 

Control retained, operations and risk outsourced
Franchising provides the conceptual basis not only for 
government to retain and leverage core assets and activities, but 
also to involve the private sector and maximise the economic 
benefits that flow from public-private partnerships. Franchising 
enables government to retain ownership of assets and activities, 
but to transfer operational responsibility and some risk. A side 
benefit will be the empowerment that franchising could deliver 
to the small business sector. Business history has shown 
that franchising is fundamental to the success of many small 
businesses, as it enables them to compete effectively against the 
large corporations, and to deliver a consistent outcome across 
the state or country. Some small businesses could conceivably 
be potential franchisees of the government, or of appointed 
private-sector master franchisees.

Government is a natural franchisor, as the owner of intellectual 
property that is potentially very valuable, but at present is 
greatly under-utilised. The intellectual property includes 
not only trademarks, but also substantial know-how and a 
trusted brand and customer base that may be capable of 
better cultivation in private sector hands, provided clear and 
enforceable protections are put in place. One-off asset sales 
may provide short-term budgetary value, but if franchising can 
deliver risk transfer, some capital asset sale value, and strong 
recurrent revenue streams, the benefits are obvious. 

There are also policy advantages. The public is becoming 
more and more sceptical about privatisations, and government 
is almost in a no-win situation. If privatisations work and the 
private operators make significant profits, government has sold 
the assets too cheaply. If the private operators struggle, there 
are often bail-out costs, reduced services and/or very public 
recriminations. If rationalisation occurs, job losses are blamed 
on the government. There are similar outcries in relation 
to outsourcing, which indeed goes further than franchising 
and passes over much more responsibility to the operator 
than exists under a franchise model. Some see too much 
responsibility being given, and too little control being retained, 
in an outsourcing model.

The opportunities for improving the return on government’s 
hidden or underdeveloped assets are profound; however, 
the secret is not in sale or total risk transfer, it is in creating 
a genuine partnership, as that term is understood in the 
franchising sector. The government has all the assets, skills 
and resources to be an ideal franchisor, and could generate 
significant initial and ongoing revenue from a franchised 
network. The typical franchise model involves an up-front fee, 
and an ongoing revenue stream, for use of intellectual property 
over a defined period. The up-front fee will be less than for an 
outright sale, but the ongoing revenue stream will be greater, 
and the level of control higher. Plus, of course, the ownership 
of the asset remains with the government.

Importantly, the government has just as much control as it 
would have had through outright ownership, with the contracts 
(and even legislative means) ensuring an optimal end outcome 
in the same way that they do in the private sector.   

Stephen Giles is a partner with global law firm Norton Rose Fulbright, is 
Director – Government Relations of the Franchise Council of Australia 
and author of the leading text Franchising Law & Practice. He focuses 
on providing advice on distribution strategy and structure, brand 
commercialisation, competition and consumer law and franchising, and 
his client base comprises over 200 of the region’s leading consumer and 
luxury brands. 

The government has all the 
assets, skills and resources 
to be an ideal franchisor, and 
could generate significant initial 
and ongoing revenue from a 
franchised network

2216_Franchise Review March 2016 NEW.indd   49 8/03/2016   11:38 AM



Why Aon?
• Tailored insurance program 
• Dedicated, local client manager
• Competitive premiums
• Risk management and claims support

Bespoke insurance for 
your franchise system?

Sorted!

Chris Ristevski

(03) 9211 3149
chris.ristevski@aon.com 
0414 453 805

© 2016 Aon Risk Services Pty Ltd ABN 17 000 434 720  AFSL No. 241141

AFF0711 0116

Aon are the  
only approved 
insurance broker for 
members of the FCA

2216_Franchise Review March 2016 NEW.indd   50 8/03/2016   11:38 AM



51

Events in focus: is your 
franchise fit for the 

future?
 
 

WA BREAKFAST, FEBRUARY 2016

Western Australian franchise professionals 
had the opportunity to hear from Perth-
based futurist Gihan Perera at the state’s 
first breakfast event of 2016.
In a dynamic and engaging presentation, Gihan posed the 
question, ‘Is your franchise fit for the future?’ in a world that is 
fast (enabled by technology), flat (connected by the internet) 
and free (things that were once expensive are now available at 
no or low cost). 

Mr Perera provided a packed room of attendees with the 
following three keys to achieving franchise success:

1. Know your outcome. Look at customers as partners in your 
business. Customers – thanks to the internet and social 
media – now have more power and influence than ever 
before, and would love to be involved in your business. 
Know the outcomes that your customers want, and then 
build your offerings back from that.

2. Include everyone. This means including franchisees in your 
business planning, and taking them on the journey with you. 
Be prepared to seek their input into your franchise business.

3. Take decisive action. Implement your plans. In a fast-
changing world it’s important to get things done sooner 
rather than later.    Gihan Perera

T H E  F R A N C H I S E  R E V I E W
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FCA Events  
Calendar

The Franchise Council of Australia holds numerous breakfasts, roundtables and 
education sessions across Australia. As a member of the FCA, you are entitled to attend 
some of these events free of charge, and some at member-only prices.

New South Wales

April 
13 April:  Education course – New South Wales Site Selection

13 April:  Education course – Territory Planning Workshop

May
6 May:  High Tea – Women in Franchising

26 May:  Education course – Introduction to Franchising

27 May:  Education course – Managing Franchise Resales

June
28 June:  Education course – Advanced Field Manager   
 Bootcamp

Queensland

April 
14 April:  Education course – Franchisee Financial Essentials

May
17 May:  Education course – Introduction to Franchising

18 May:  Education course – Managing Franchise Resales

South Australia

April 
6 April:  Roundtable – Support Managers

May
3 May:  Roundtable – Unfair Contracts Legal Update

Victoria

April 
19 April:  Victoria Forum – Marketing

20 April:  Education course – New South Wales Site Selection

20 April:  Education course – Territory Planning Workshop

May
10 May:  Lunch event – Women in Franchising 

12 May:  Education course – National Franchise Operations  
 Conference

19 May:  Victoria Forum – Using Data to Your Strategic   
 Advantage

24 May:  Education course – Introduction to Franchising

25 May:  Education course – Managing Franchise Resales

June
7 June:  Education course – Bricks & Clicks Franchisor Forum

16 June:  Victoria Forum – Franchise Employment Issues 

Western Australia

April 
7 April:  Monthly Coffee Catch-Up – Wellbeing in the   
 Workplace

May
5 May:  Monthly Coffee Catch-Up – Your Questions Answered

6 May:  Franchisor Breakfast – On the Couch with Franchisors

15 May:  Event – Franchising and Business Opportunities Expo

June
2 June:  Monthly Coffee Catch-Up – Measure, Monitor,   
 Manage – KPIs and Benchmarking

Events held by and in conjunction with the Franchise Council 
of Australia are designed to be informative and educational, 
along with providing ample networking opportunities. Meet 
franchisors, management staff and experts in the sector to 
discuss issues relevant to your brand and your career.

NB – Breakfasts, forums, roundtables and education courses are being added to the national calendar all the time. To see the most up-to-date 
version of the calendar and register for events, go to www.franchise.org.au/event-calendar.html.
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Nine Franchise Council of Australia 

members attended the Hong Kong 

International Franchising Show (HKIFS) in 

December 2015 to find out more about the 

franchising opportunities available in Hong 

Kong and China. 

Organised by the Franchise Council of Australia in conjunction 

with the Hong Kong Trade Development Council, the FCA 

delegation had the opportunity to learn about the latest industry 

trends while building new business networks.

Here, three members of the FCA’s delegation to the Hong Kong 

International Franchising Show share with The Franchise Review 

their experiences, and the benefits of attending the Show.

Deb Farnworth-Wood, Managing Director and Founder, Australian 
Skin Clinics

In December, I was fortuitous enough to be asked to join the 
FCA delegation to the Hong Kong International Franchising 
Show, and I immediately recognised the opportunity to look at 
the bigger international franchise picture. 

The conference itself was at the Hong Kong Convention and 
Exhibition Centre in Wan Chai – a huge venue with several 
floors and many exhibition areas. The franchises represented 
ranged from food through to health, clothing and accessories, 
but it was the franchise development and support offerings that 
were the most valuable. 

Over the three days, I met with franchise development 
companies from nine countries. I met marketing and digital 
creative companies that had new and unique offerings to 
assist in business growth, found an interesting asset-tracking 
package, and met with representatives of the Hong Kong Trade 
Development Council. 

There were a number of interesting talks, which gave insight 
into the franchise sector in Taiwan, Indonesia, India, China and 

FCA delegation 
explores Hong Kong 

franchising opportunities

2216_Franchise Review March 2016 NEW.indd   55 8/03/2016   11:38 AM



T H E  F R A N C H I S E  R E V I E W

56

more. The FCA also participated on a panel, giving insight into 
the Australian space.

The lessons learnt not only from the expo but also from the amazing 
group of Australian franchisors that were a part of our delegation will 
be invaluable in growing my brand. All in all it was a productive few 
days, and I would highly recommend the experience! 

Corina Vucic CFE, Director, FC Business Solutions

The recent International Franchising Show in Hong Kong 
provided delegates with the opportunity to explore franchising 
in different countries, and compare the similarities and 
differences between systems in different regions. 

It was obvious that systems in Hong Kong are leading the way 
with innovation, and are tailoring systems to suit the individual. 
Leading franchise brands are keeping up with what the local 
community needs; variations to store design, store offerings 
and the heartbeat of the business are most successful when 
the brand has been tweaked to suit the local demographic. 
Stock-standard does not cut it anymore.

Attending the expo provided us with the opportunity to learn 
from peers in the sector, to investigate options for improving on 
what we are already doing, to network and to share knowledge. 

FC Business Solutions places great value on attending national 
and international conferences and expos within the franchising 
industry. It’s one of the many ways to keep up with the latest 
market trends and innovations in order to best help clients grow 
their businesses. 

The International Franchising Show in Hong Kong demonstrated 
that franchising is the business model of the future, and is the 
preferred model for those wanting to go into business. 

John Longmire CFE, Director BlackDot Solutions and Just Cuts 
Franchisee

The opportunity to attend the Hong Kong World SME Expo and 
to be part of the Franchise Council of Australia delegation was 
one not to be passed up.

The visit was very well organised by the team at the FCA, 
and I found the introductions the FCA facilitated were very 

beneficial, and they have been ongoing. The FCA team was 
focused on our objectives, and they were doing their utmost 
to provide the best environment for us to succeed in achieving 
our desired outcomes. 

My objectives were to find opportunities for franchisor clients to 
enter the local market, and to source product for clients to pass 
on to franchisees. Both of these objectives were achieved, and 
as recently as late February we are still fielding enquiries that 
arose from the visit.

I would have no hesitation in recommending a visit as part of 
a delegation to this program – or to any other program that 
the FCA puts together. My experience is that the FCA values 
members as the customer, and is passionate about achieving 
results for our Australian franchise community.

Thanks to everyone at FCA headquarters for making this 
happen. I look forward to future opportunities.    

The 2016 Hong Kong International Franchising Show will be held from 
1–3 December 2016. FCA members who wish to register their interest in 
attending the 2016 HKIFS or any other future international exhibition or 
event as part of an FCA delegation can contact Simon Heggen at  
simon.heggen@franchise.org.au.
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Increased flexibility and work-life balance – the average Just CutsTM  
Owner spends less than 30 hours working on their business*

Potential to easily expand into multiple salons – in fact, over half  
of our Franchisees own two or more salons

No hairdressing experience necessary

Combine security with independence

Be part of a well-established, Australian and New Zealand brand

Grow your business within an existing network of salons

Share a common pool of resources, ideas and information

Benefit from shared marketing and social media resources

Tap into greater public awareness of your business

Enjoy ongoing operational support, training and development opportunities 

Leave marketing, social media and promotions to the experts

The Just Cuts™ Smart Choice Checklist

With Just Cuts™, you’ll enjoy  
a transparent, fixed, flat fee so your  
earning potential is never limited. You set  
your own pace and the more your salon’s  
Client base and retail sales grow, the more  
your earning potential increases.

We strive to make things easy, simple and fuss-free  
for all our Owners. And we always live up to the promise.

What sets

apart?

Get your 
cut today!

Want to learn more about  
becoming your own boss?  

Please complete the  
franchise enquiry form at 

justcuts.com.au/franchising/  
or contact Luke Manning  

on 0439 130 499. 
You can also follow us on

justcuts.com

I’ve always dreamt of 
running my own business 
and within six months of 
opening my first Just Cuts™ 
Franchise, I knew my dream  
had been realised.
BROOKE EDMONDS, OWNER OF JUST CUTS™   

ROCKDALE, NEW SOUTH WALES

“

“

*Nathan, G. 2011, Franchise System Success Report, Franchise Relationships Institute
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