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Representation, education and gaining 
positive recognition of franchising as a 
business model remain three of the key 
focuses for the Franchise Council of 
Australia (FCA), and the Association has 
been busy on all fronts in recent times. 

Representation: unfair contracts legislation
The FCA is continuing its efforts to ensure that there are no 
negative impacts on franchising from the federal government’s 
proposed extension of unfair contracts legislation to small 
business.

Essentially, the federal government is committed to delivering 
on its election promise to introduce legislation to prohibit ‘unfair 
contract terms’ in ‘standard form contracts’. Though this is 
a complex issue with several factors at its core, the FCA has 
sought to show that a typical franchise agreement should not 
be considered a standard form contract.

The FCA’s efforts to ensure fair outcomes for franchising in 
the proposed laws have included making submissions on the 
proposed legislation, and meeting with Small Business Minister 
the Hon. Bruce Billson MP to discuss the Association’s 
concerns regarding the draft legislation. I am pleased to report 
that the discussions with the Minister were productive, and that 
the Minister was receptive to the Association’s viewpoint.

Our concerns, which are outlined in the FCA’s submission 
to the government on the proposed legislation, are chiefly 
that the legislation will undermine the certainty in franchising 
arrangements, and that it will further inhibit small business 
access to finance.

In the submission, the FCA has also recommended that if 
the legislation is enacted, the franchise sector should be 
exempted, as we already have a comprehensive regulatory 
framework that includes disclosure, a mandatory 14-day period 
to facilitate due diligence and advice, advice certification 
requirements, and a cooling-off period. In light of this, 
franchise agreements should not fairly be at risk of being 
considered ‘standard form contracts’. 
  
At the time of writing, the proposed legislation was before the 
Federal Parliament. The FCA remains hopeful that the logic 
of its submission, and the good relationships the FCA enjoys 
with the Small Business Minister, Treasury and the Australian 
Competition and Consumer Commission (ACCC), will ensure 

that amendments are made 
that preserve the integrity of 
the contractual regime that 
underpins franchising. 

Recognition: Regional 
Excellence in Franchising 
Awards
Across July and August, the 
FCA celebrated franchising 
success at the SEEK 
Commercial FCA Regional 
Excellence in Franchising 
Awards in Brisbane, Sydney, 
Perth, Melbourne and 
Adelaide. I would like to add 
my congratulations to all the regional award winners for 2015.

Franchising brings so much benefit to the vast majority of 
franchisees, and it’s pleasing to see this recognised at the 
Regional Awards. The passion of all of the Regional Award 
winners and finalists was obvious to all, and this year, once 
again, there was strong competition across all categories. The 
awards provided entrants with a valuable opportunity to reflect 
on their own achievements, systems and processes as part of 
the submission process. 

You can find out more about the Regional Award winners and 
all the action from the Awards events later in the magazine.

The regional winners are now off to the MYOB FCA National 
Awards, which will be presented at the National Awards Night 
on the Gold Coast on 13 October.

Education: National Franchise Convention 2015
The importance of staying up to date with key developments 
in the franchising sector cannot be emphasised enough for 
franchisors and their head office staff. The beauty of the 
National Franchise Convention (NFC15) is not just in the 
packed program, through which you will hear from keynote 
speakers as well as franchise executives in concurrent and 
workshop sessions, but also in the plentiful opportunities to 
network with your fellow franchise professionals.

There is as much to be gained from these informal 
conversations, and the ability to share ideas and make 
connections in a non-competitive environment, as there is from 
the formal conference program, so I would encourage you all to 
attend NFC15 at the RACV Royal Pines on the Gold Coast from 
11–13 October.

I hope to see you there.   

A message from the 
General Manager

BY KYM DE BRITT, GENERAL MANAGER, FRANCHISE COUNCIL OF AUSTRALIA

Kym De Britt
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'Good Enough Never Is’ is the Mrs. Fields 
motto, coined by its founder Debbi Fields 
in 1977. Today, with more than 500 Mrs. 
Fields stores around the world, the motto 
still reflects the franchise’s uncompromising 
dedication to the customer experience. 
The Australian Mrs. Fields website says 
the company delivers ‘the highest-quality 
cookies, muffins, brownies and other fresh 
baked goodies’ to keep customers happy 
– but there is more to a strong bottom line 
than tasty products. 

The Mrs. Fields dedication to continual improvement prompted 
Managing Director Andrew Benefield to undertake a brand 
analysis that looked at everything from the business model and 
its bottom line, to store design, product offering and market 
competition. The Franchise Review spoke with Benefield about 
the analysis and its outcomes.

The overarching goal of the brand analysis was to inform the 
creation of a business model that would be financially attractive 
to new and existing Mrs. Fields franchisees, as well as to 
provide improved returns for the company.

‘We knew that our potential franchisees were probably earning 
between $60,000 and $90,000 in the workplace, and would 
ultimately want similar after-tax returns – plus added value for 
the capital they were injecting and the risk they were taking,’ 
says Benefield. ‘That said, we recognise that franchisees get 
involved in this business for a lot of different reasons.’

Making dough from 
cookies

AN INTERVIEW WITH ANDREW BENEFIELD, MANAGING DIRECTOR, MRS. FIELDS
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Benefield explains that the product offering was one 
consideration in the pursuit of this kind of revenue. The 
franchise had to provide all of its stores with products they 
could sell from early-morning openings (3 am at Sydney 
Airport), to late-night closing time at 9 pm.  

‘Not everyone wants a chocolate-chip cookie for breakfast. Most 
importantly, the brand and the products had to be attractive for 
customers, or else none of the above would be achievable.’

So, the Mrs. Fields team introduced the Hot Cheese Toasty, Bacon 
and Egg Wraps and Hot Apple Cyder in order to provide increased 
sales opportunities for these traditionally slow times of day.

While new and unconventional products have been added, 
Benefield explains that Mrs. Fields remains focused on the fact 
that its sells the ‘world’s favourite chocolate chip cookie’, which 
is still the company’s point of difference. 

‘We have implemented an operational program that has 
every team member focused on living the brand promise and 
“making the moment” for all of our customers,’ says Benefield. 
‘Our customers come to us looking for a little treat to reward 
themselves with: our perfect opportunity to make their moment. 
Cookies remain the centrepiece of all our displays and stores.’ 

Indeed, cookies are a huge part of the brand identity of Mrs. 
Fields, and Benefield says that the brand analysis revealed 
that after 25 years in Australia, the Mrs. Fields brand has 

strong consumer awareness – made stronger by post-analysis 
rebranding of the company logo to itself resemble a cookie. 

But Benefield adds that Mrs. Fields is known for more than just 
its cookies. 

Research revealed that, ‘consumers trusted the brand for 
providing good-quality, home-style products; however, our 
stores, in particular, did not reflect that image – they were 
shiny, made of glass and granite, and [were] described by one 
customer as an “adult donut store”’.

This information resulted in a redesign of stores so that the 
bricks and mortar better reflected the quality, home-style 
products sold inside – the fit-outs became warmer and 
more inviting through the use of timber and brick to create a 
comfortable, relaxed atmosphere. 

This design is consistent across Mrs. Fields stores, and plays 
an important role in establishing the identity of the brand. It 
has been a well-timed revamp, following the company’s 2010 
purchase of popular competitor cookie vendor Cookie Man, 
whose stores are slowly being converted to Mrs. Fields.

On the company’s decision to convert Cookie Man stores 
to Mrs. Fields stores, rather than continue to operate them 
as different brands, Benefield says, ‘There are enough 
competitors in the general marketplace without competing 
with ourselves. One brand and one platform enables us to 
deliver better pricing on branded items, such as packaging, 
for franchisees.

‘Customers also told us that they loved and trusted the Cookie 
Man brand; however, they would not expect to buy anything 
else but a cookie from him. That was never going to work, as 
we needed to move into a broader menu platform in shopping 
centres to survive.’

Benefield says that while the company has not pushed the 
Cookie Man franchisees into changing over to Mrs. Fields, they 
have allowed them to watch the upgrade of each Mrs. Fields 

Andrew Benefield

Benefield says that the brand analysis 
revealed that after 25 years in 
Australia, the Mrs. Fields brand has 
strong consumer awareness – made 
stronger by post-analysis rebranding 
of the company logo to itself resemble 
a cookie
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store. ‘Having seen the success there, most are now lining up 
to convert across.’

With so many big, simultaneous changes to the Mrs. Fields 
business, from the fit-out to the product offering, and even the 
logo, there was significant potential for conflict with reluctant 
franchisees. Benefield says the key to avoiding clashes was 
to involve the franchisees in the analysis and rebrand process 
from the start. 

‘They provided input to the research teams, and they knew 
in advance what we were doing,’ says Benefield. ‘We asked 
them what products their customers were asking them for, 
and used different groups of franchisees to test and measure 
new products. Fortunately, we have had more successes than 
failures, which makes it much easier to keep their support.’

Complete support from franchisees was an important factor 
in the realisation of the marketing goals that grew out of the 
brand analysis.

‘We need to ensure that every store can deliver on the 
promise. Along the way, we are revamping and modernising 
all of our collateral to support the brand, such as introducing 
a new electronic loyalty program for Club Cookie members, 
and opening up an online ordering platform for our “special 
moment” products, such as Cookie Cakes and Gift Tins.’

With a fresh new image, tasty new products, and the absorbed 
custom of one of its main competitors, Mrs. Fields is using 
the momentum to expand to 50 kiosks in the near future, 

with plans to grow to 90 sites by 2025. Benefield says that, 
when looking for the perfect greenfield site, position, as well as 
patience, is king.

‘We provide a short “refuelling” stop for customers out 
shopping or moving through transport locations such as train 
stations and airports. We must have a good traffic count and, 
increasingly, space for customers to sit for 10–15 minutes and 
enjoy their coffee and cookie. That is why we are being realistic 
with our expansion plan. There are plenty of available locations, 
but very few that we can be confident will make a successful 
location for a franchisee.’   
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[2] ‘Creating connections that matter’ 2013, Australia Post.
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*
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66%67% of online search is driven  
by offline messages [1]
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direct mail most effective for 
customer retention [2]
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Warehousing

Pick and Pack
Nationwide distribution

Massive print range
Online ordering
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Domino’s Pizza Enterprises Limited 
has begun a digital transformation of 
its brand, launching a live GPS Driver 
Tracker system that allows customers to 
track their deliveries; more importantly 
for the business as an employer, the GPS 
Driver Tracker allows Domino’s to ensure 
heightened security for their drivers. This 
is just the beginning of the brand overhaul, 
with more digital projects to roll out over 
coming months. 

The Franchise Review asked Domino’s Group Chief Executive 
Officer and Managing Director Don Meij about the company’s 
plans to take its fast food offering to the next level. 

The Franchise Review: What were the main reasons that 
Domino’s introduced the GPS Driver Tracker?

Don Meij: The idea of the GPS Driver Tracker was actually born 
out the thinking of: ‘How do we make our driver fleet safer?’ Our 
drivers are the heart of this organisation. This business is 54 
years old, and I started as a delivery driver 28 years ago.

With new technology, we now have the ability to make the 
driver environment a lot safer. We’ve been able to measure 
to make sure our drivers are always driving within the speed 
limit. We’re able to measure the harshness of driving. 
Accidents are often [a result] of stop-starts, and how drivers 
are taking each and every corner. As a result of the invention 
of the GPS Driver Tracker, we’ve been able to reduce our 
incidents by 50 per cent. An incident can be something quite 
minor, but the fact that we’ve been able to have such a big 
impact has been so exciting.

TFR: How important to Domino’s growth strategy is the 
implementation of technologies such as the GPS Driver Tracker?

DM: They are a huge part of our future. In fact, we would go as 
far to say that they are now part of our DNA. 

Safety the number one 
priority with Domino’s 

GPS Driver Tracker
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TFR: How does the GPS Driver Tracker fit into Domino’s overall 
innovation strategy?

DM: It’s the biggest change to delivery in our global company’s 
54-year history, and it’s a big part of our future. We saw the 
Domino’s Live Pizza Tracker become hugely popular 10 years 
ago, with the customer seeing real value in being able to track 
their order through the making and cooking stages. The GPS 
Driver Tracker is now an extension of that, and means our 
customers can track every stage of the ordering process. 

TFR: What other technologies has Domino’s implemented in 
order to grow the business?

DM: We recently announced that more than 40 new digital 
projects will be rolled out in the next 12 months. These are all 
focused on improving the customer’s experience and taking 
pizza ordering to the next level. One of the [projects] we are 
most excited about will be launched later this year, and will be 
a delivery service guarantee. 

The introduction of a 15 and 20 Minute Service Guarantee – a 
quick service restaurant (QSR) first – means customers will 
reap the benefits of piping hot, fresh pizzas; reduced waiting 
times; and increased convenience. 

The algorithm behind the 15 and 20 Minute Delivery 
Guarantee, as well as the GPS Driver Tracker, means it’s  
only activated when we can do this safely from an operations 
perspective – safety of our employees is always our number 
one priority. 

When stores can deliver piping hot pizzas to the customer’s 
door within 15 or 20 minutes, a delivery guarantee will be made 
available to them. 

This move will see us compete in a new market, taking a 
share from the convenient fast food drive-thru outlets, and 
revolutionising the sector. 

Other initiatives include providing customers with an even 
quicker way to order at the tap of a finger, with the launch of 
Fast Favourite ordering. This will form the foundation of many 
new ways to interact with Domino’s in future years, and will 
take us beyond ordering via phones, watches, laptops, cars 
and iPads. 

TFR: What benefits in terms of sales and expansion of  
the business are you seeing due to the introduction of  
these technologies?

DM: Following the launch of GPS Driver Tracker, Domino’s has 
seen a huge lift in net promoter scores, customer feedback, 
product quality and process ratings. It was also the catalyst 
for the company’s biggest recruitment drive earlier this year, 
with the announcement that Domino’s was hiring 3000 new 
employees. 

TFR: What has been the customer response to the GPS  
Driver Tracker?

DM: For customers, the benefits include the delivery of faster, 
fresher and hotter pizzas; convenience; and a unique customer 
engagement with their pizza delivery driver as they watch the 
driver’s route to their door in real time.

TFR: How is technology like the GPS Driver Tracker helping 
Domino’s to attract and retain customers?

DM: It’s new level of engagement between our customers 
and our delivery drivers that’s never been seen before in the 
takeaway food industry.

The GPS tracking technology will continue to be the linchpin 
of the Australia and New Zealand business, and will drive 
sales, take operational execution and customer service to a 
new level, and offer the customer unprecedented engagement 
in the QSR space. 

The second and third phases of GPS Driver Tracker will roll out 
in Australia and New Zealand with emphasis on convenience 
and customer engagement.   

The algorithm behind the 15 and 20 
Minute Delivery Guarantee, as well as 
the GPS Driver Tracker, means it’s  
only activated when we can do this 
safely from an operations perspective 
– safety of our employees is always our 
number one priority



I  DID IT.

“The best part of being a Leather
Doctor is having the freedom to take  
on my personal goals, like riding. 

I love the sense of ownership that 
comes with being a Leather Doctor. 
I’m currently training a new guy which 
will give me even more freedom!”

- Tyson Mercieca
Franchisee

Exciting new brands are now available 
following the same winning system, The 
Leather Doctor, The Timber Doctor and 
The Fabric Doctor. This is real opportunity.

Call 1300 453 284 or  
visit www.myleatherdoctor.com.au

You can do it too.
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Addressing the need 
for improved 

franchising data
 
 

BY DARRYN MCAULIFFE, CHIEF EXECUTIVE OFFICER, FRANDATA AUSTRALIA

The first FRANdata report on Australian 
franchising improves the quality of 
statistical information on the sector, and 
is an important first step in addressing the 
serious information shortage.

Several government inquiries have bemoaned the dearth of 
reliable information on franchising in Australia, lenders have 
been craving better data to support better finance access, and 
some commentators have questioned the frequent assertions 
about the success rates in franchising.

On the flip side, recent franchising inquiries have featured 
several submissions making wild accusations of inappropriate 
behaviour in franchising. With more than 70,000 franchised 
businesses, there will always be disputes, but industry surveys 

have consistently found the level of disputes to be just one to 
two per cent. Notwithstanding this very low level of disputation, 
legislators have been moved to strengthen legislation and 
enforcement remedies such that Australia now has arguably 
the strongest regulatory framework in the world. 

Franchising faces ongoing credibility challenges now that social 
media provides any disgruntled unsuccessful franchisee, or 
franchisee employee, with access to a global audience. The 
media has easy access to material if they choose to write a 
negative article. Franchise systems are largely powerless to 
rebut unsubstantiated allegations, and the whole sector is 
tarnished every time a negative article is published.

For these reasons, there has never been a greater need for 
improved franchising data. 

Report findings
FRANdata’s first report on the Australian franchise sector 
commences, through the assistance of the World Franchise 

Darryn McAuliffe
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Council and the International Franchise Association, with 
information about where Australia fits in the global franchising 
context.

The report notes that Australia ranks:

•	 fifth in the number of franchise brands (based on a reported 
1160 brands)

•	 sixth in the reported number of units

•	 third in the level of economic output, albeit at a significantly 
higher comparative contribution than in the United States

•	 ninth in franchise employment numbers.

FRANdata also refers to the widely recognised Griffith 
University Franchising Australia survey’s portrayal of the 
Australian franchise sector, and notes that while the reported 
79,000 franchising units makes up approximately four per cent 
of the small businesses operating in Australia, franchising has a 
high comparative contribution. For example:

•	 on suggested employment of 561,000, franchising employs 
12 per cent of the 4.6 million people employed in small 
business, or five per cent of total private sector employment

•	 with turnover estimated at $160 billion, franchising 
generates more than 10 per cent of Australia’s  
$1.5 trillion economy.

Data from the World Franchise Council also shows the potential 
for expansion in the Asian region, with countries such as 
Japan, South Korea, Taiwan, China and Indonesia seeming 
to be experiencing similar exponential growth to that which 
Australia enjoyed in the 1990s. 

Having examined publicly available information on a set of 845 
brands (registered and non-registered) operating in Australia, 
the report notes that 72 per cent of franchise brands operate in 
non-food-related industries, with coffee accounting for 34 of the 
236 food-related brands (or 14.6 per cent).

Following an outline of sector representation and a detailed 
commentary on the regulatory environment, the second section 
of the report ‘Australian Franchise Facts’ Volume 1 highlights 
findings from a study based on reviewing the documentation of 
59 brands, which cover 6600 franchised locations.

In the first ever study of franchise unit turnover, the report 
confirms that the 11 per cent turnover rate is relatively consistent 
with the average franchise agreement term of 10 years, although 
the 18 per cent turnover figure for food concepts is more 
worrying. This could be caused by a number of factors, including 
the challenges of leasing longevity in major shopping centres, 
long trading hours, businesses being easier to sell, and harder 
working conditions. The relatively high number of ‘transfers’ is 
positive, assuming that the reporting of transfers is accurate, but 
the high number of ‘ceased other’ merits further examination.

The report also contains interesting information on franchise 
royalty methodology (which records average royalty fees of 
5.4 per cent in a wide band), marketing contributions, initial 
franchise fees (averaging $44,262 in another wide band), 
renewal fees and other matters that will assist franchise 
systems to benchmark their performance against their peers. 

All registered brands have been listed in the report.

Other challenges

The franchise sector faces other challenges. Increased 
competition, rental and wage costs, and reduced lending to 
franchise systems all challenge the business model. 

Specific to franchising, the recurring themes of recruitment 
and finance access have been joined by technology as key 
strategic challenges for franchise brands. The commentary 
on the recruitment issue notes several recurring themes 
around the benefits and risks of a multi-unit strategy. The 
finance access discussion notes the emergence of non-
traditional lenders, and the issues around the growing trend of 
franchisors funding new franchisees. 

During the exponential growth phase, a franchising sector 
can survive on a mixture of general macro-economic 
information, anecdote and hyperbole; however, experience 
shows that when a sector reaches maturity, more detailed and 
accurate information is essential to the credibility and further 
development of the sector. 

What now seems clear is that Australia is a mature franchising 
market. The challenge this represents is significant, given 
around 75 per cent of franchise systems have fewer than 25 
franchisees, which could well be under viable critical mass. 
FRANdata Australia sees industry consolidation likely to 
continue, and probably increase. The full report is available for 
purchase through www.thefranchiseregistry.com.au.   

About the author

Darryn McAuliffe, FRANdata Australia CEO, has more than 30 years’ 
experience in the banking and finance sector as a Certified Practising 
Accountant, and as an experienced bank executive across business banking, 
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Jeremy English is a Snap-on Tools franchisee 
who doesn’t waste time when he sees a good 
opportunity. He’s friendly, outgoing and quick 
to laugh. Jeremy never thought he would ever 
be a business owner and he never seriously 
considered he might be really good at it. 
However, today he’s both. 

Jeremy was the company store manager for 
the North Wollongong Snap-on Tools franchise 
territory for just over two years. In Jeremy’s own 
words, the job was “the best I’d ever had”. 

He was enjoying the role, driving the breadth 
of the North Wollongong coastline and building 
up great relationships with his network of 
customers. Like many people he was glad of 
his regular employment and he enjoyed the 
comforts. 

“It seemed perfect, really,” he explained. 
“Aspects of running the company store made 
my life really easy. I’ve always prided myself 
on doing my best in every job I’ve had and the 
company store manager role was no different. I 
could have kept doing it for the rest of my days.”

But then something shifted. Jeremy started 
considering his options more seriously, 
wondering what might be possible if he became 
a franchisee of the very same territory he was 
currently managed. Suddenly simply taking a 
salary appeared to be a stepping off point to 
achieve a whole lot more. 

“I sat down with my wife and we discussed it,” 
said Jeremy. “We already knew that I liked the 

job and that I could be successful at it, because I 
was already doing it. My wife was keen that our 
security be maintained, as she runs her own 
business as well. I had to weigh up a whole lot of 
things – I was moving from being the employee 
of a big company to becoming self-employed as 
a franchisee of the same organisation.”

When Jeremy raised the question of possibly 
becoming a franchisee for the very same 
territory where he was currently a manager, the 
support networks of Snap-on clicked into gear to 
help him out. 

“The team at Snap-on had been able to watch 
my figures over the last two years and they gave 
me serious business advice,” he said. “They 
talked to me about utilising the Snap-on Finance 
program.

“Due to a recent house move I wasn’t in a position 
to release the equity in my house, as others 
might have done to help them get started. The 
circumstances for me to be approved by another 
lender weren’t really in my favour, but Snap-on 
could see that I could perform and had been 
performing, so that made the financial aspects 
much easier.”

After several meetings, Jeremy’s Sales 
Development Manager and Business Manager, 
together with the Franchise Development 
Manager, pulled together a package and a 
proposal from Snap-on Finance.

Snap-on’s Finance Program is a series of steps 
dependent upon a franchisee’s needs. 

 •  Step one is a Business Loan that helps a 
new franchisee cover their franchise fee 
and initial inventory to be carried in their 
mobile store, with no repayments for the 
first three months. 

 •  Step two provides franchisees with 
financing for their new mobile store, 
specifically meant for franchisees starting 
in a Snap-on franchise. These are fully 
optioned, custom-built vehicles.

 •  Step three is assistance with GST. Snap-on 
help new franchisees get over the hump of 
the GST, funding short-term loans. 

 •  Step four provides franchisees with a line 
of credit to finance and establish their 
weekly credit accounts. The line of credit is 
free of all charges, interest or repayments 
for the first six months of the franchisee 
being in business.  

“The Snap-on team sat down with my wife 
and I and they explained everything simply 
and clearly,” said Jeremy. “The process was 
completely transparent and the financial 
side was easy to understand. I’d never done 
anything like this before and yet the whole thing 
was clearly spelt out. They set up everything, 
including the bank accounts and that just made 
me realise how good it was to be able to trust 
the process.”

Jeremy had the inside knowledge of running the 
company store and he knew he could do that 
little bit extra. 

THE 
ACCIDENTAL 
SUCCESS 
STORY

The minute Jeremy took the reins of the mobile 
store as franchisee and not as an employee the 
difference was immediate. 

“I’ve always thought I put in top effort into my 
jobs, no matter where I’ve been employed,” said 
Jeremy. “However, my weekly paid sales leapt up 
40% in less than 6 months as a franchisee. I don’t 
know where that’s come from. My customers 
are really supporting me, but I think I must be 
trying that little bit extra given that it’s my own 
business. 

“I am taking more care in operating my business. 
I always thought I was trying my best as a 
company store, but now I definitely know that I’m 
putting in my heart and soul.”

Jeremy certainly thinks that the insight he had 
into the operations of Snap-on as an employee 
gave him a great deal of confidence in his 
business decisions and in the management of 

Snap-on, and he’s open to sharing his knowledge 
with others. 

“I’ve seen it from the inside. I knew all of the 
managers and I like them. I knew the processes 
and the way the organisation works. I knew 
that I could trust that the business had my best 
interests at heart. 

“Not many people have the opportunity to be 
the company store manager and then make the 
leap. However, if you have the right personality, 
anyone can do this. You have to be a people 
person and have sales skills. Anyone can learn 
the technical specifications.”

But Jeremy was not under any illusions that 
becoming a franchisee would be plain sailing. 
With a young baby and an equally busy 
entrepreneurial wife, Jeremy knew he had to 
manage a lot himself. He invests in bookkeeping 
support and has recently signed up to Snap-on’s 

MYOB program because “they keep it clear and 
simple”. 

Today, the business is humming along at a greater 
pitch than ever before, Jeremy is thinking about 
his second franchise, secure in the knowledge 
that Snap-on has got his back. 

“Snap-on supports its franchisees really well 
from the bottom up – everyone from customer 
service to Business Managers. They are there to 
support you,” he said. 

Jeremy has parting advice to anyone who is 
considering the idea of driving a Snap-on truck 
for a living, knowing that they might not have the 
inside information he had as an employee. 

“Don’t be scared. Go through the process. Meet 
the people and do the ride along,” he said. “Just 
have a crack.”

Snap-on Tools invites you to take our online Discovery Tour  to find out if we’re 
the right business for you. Visit www.snapontools.com.au/franchise

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.
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ATO assistance for 
franchisors

If you’re a franchisor, it makes sense to 
be across your tax and super obligations, 
but it’s also a good idea to do what you 
can to help ensure franchisees are aware 
of their obligations.
 
Start-up expenses
The Australian Taxation Office’s (ATO) Steve Vesperman says 
there are rules specific to the franchise industry, such as the 
tax-deductibility of start-up expenses.

‘Broadly speaking, tax and superannuation law is the same for 
any business; however, there are some expenses franchisees 
may be able to claim.

‘Ongoing payments of service fees or royalties; interest payments 
or levies to the franchisor; and advertising fees and training fees 
[that are] specific to the franchise can be deductible. 

‘However, the initial franchise fee or transfer fee should not be 
deducted as a business expense.’ 

Vesperman says this also applies to up-front fees that allow 
franchisees to access and use IT systems and other intellectual 
property and branding.

‘However, franchise renewal fees are a different matter, and as 
long as they aren’t included in the cost of the franchise, they 
may be deductible.

‘These payments typically cover head-office expenses such 
as administration, advertising and technical support, and are 
regarded as a continuing expense.

‘And remember, a franchisor needs to declare franchise fees as 
income when they are earned, rather than when they are paid. 

‘This means that even if a franchisee has a payment 
outstanding at the end of the financial year, it still gets included 
as part of [the franchisor’s] income.

‘And providing [that] the franchisor is registered for GST, 
payments that franchisees make to them should, in most 
cases, include GST.’

Steve Vesperman

Broadly speaking, tax and 
superannuation law is the same for 
any business; however, there are 
some expenses franchisees may be 
able to claim
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Immediate asset deduction
Franchisors and franchisees with annual turnover of less than 
$2 million are eligible to claim an immediate deduction on a 
range of assets costing less than $20,000.

Vesperman says the measure applies to assets that are 
purchased from 12 May 2015, and that are first used or 
installed ready for use by 30 June 2017.

‘It applies to new, used or second-hand assets, including 
motor vehicles, furniture, machinery, tools and equipment for 
your business.’ 

ATO app
The latest update to the ATO app means it’s easier for you 
to make informed decisions about your business, wherever 
you are.

Vesperman says you can now check how your business is 
performing, and compare that performance to other businesses 
in the same industry.

‘Our app’s new “Business performance check” tool gives you 
a quick snapshot of your business’s financial health, including 
your profitability, cash flow, working capital and your ability to 
service your debts,’ Vesperman says.

‘You’ll need at least one month’s basic financial data to 
use the tool, but, as you continue to add and save new 
data, you’ll be able to track whether your performance is 
improving or declining.’

Vesperman says the ATO doesn’t retain this data. 

‘We don’t keep records of the information you enter into the 
tool on our systems; however, you should be aware that the 
tool results are not a definitive assessment of the viability or 
solvency of your business.’

Download the free app, or update yours to include the latest 
features, at Google Play, Windows Phone Store or the Apple 
App Store.

For more information, go to ato.gov.au/app.

Superannuation
If your business makes super contributions to more than one 
fund, SuperStream will save you a lot of time and effort.

Around 250,000 Australian businesses (including 150,000 
small businesses) are already using SuperStream to make their 
super contributions. 

It’s a simpler way of sending contributions, because you can 
do so electronically in a standard format, with linked data 
and payments. 

And, in many cases, you use a single channel for interacting 
with multiple funds.

Vesperman says the ATO is hearing positive news from 
employers that have already adopted SuperStream, and are 
seeing tangible benefits and cost savings.

‘Employers can expect that payment processing costs will be 
reduced by removing cheques and unnecessary variation in 
payment methods between funds,’ he says.

‘All employers need to adopt SuperStream, so the earlier you 
start, the earlier you’ll be able to reap the benefits.

‘While employers with 20 or more employees were required to 
start using SuperStream from 1 July 2015, the ATO is offering 
flexibility until 31 October 2015 to fully implement the changes. 

‘Meanwhile, employers with fewer than 20 employees can also 
start enjoying SuperStream’s benefits now, but must adopt the 
system by 30 June 2016. So, our message is to get ready early.

‘The good news is that if you have fewer than 20 
employees, or an annual aggregated turnover of less 
than $2 million, you can use the free Small Business 
Superannuation Clearing House to make super payments 
and meet SuperStream requirements.’    

You don’t need to prepare for SuperStream alone – your tax professional, 
default fund or payroll provider can help. The ATO has also put together 
a handy step-by-step checklist to get you started.  For more information, 
go to ato.gov.au/superstream or ato.gov.au/sbsch.

We don’t keep records of the information you enter into the tool on our systems; 
however, you should be aware that the tool results are not a definitive assessment 
of the viability or solvency of your business
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Quest’s apartment-style accommodation 
has been popular with business travellers 
within Australia for the past 25 years, and 
its unique franchise model has seen it 
reach the heights of success. The Franchise 
Review spoke with CEO Zed Sanjana about 
Quest’s history, its business strategies, 
an exciting new era for the brand, and its 
success in the franchise market. 

The Franchise Review (TFR): Can you tell us the story 
behind Quest?

Zed Sanjana: Quest was born through the recognition of a 
gap in the accommodation industry by our Chairman and 
Founder, Paul Constantinou – he saw that there was no 
provider catering to the specific needs of the extended-stay 
business traveller. Over the last 27 years, Quest apartments 
have offered a ‘home away from home’ experience for 
business travellers, allowing them to focus on their work in 
comfort, and with space to relax and unwind. 

The business of running Quest has always been about 
much more than just building a network of franchises; it’s 
about inspiring people to meet their ambitions and goals – a 
philosophy that continues to guide how we operate.

Quest’s  
$10 million rebrand  

Q&A WITH QUEST CHIEF EXECUTIVE OFFICER ZED SANJANA
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TFR: You have just rebranded as Quest Apartment Hotels – why?

ZS: We are modernising and futureproofing the brand, and 
positioning the company for continued growth and expansion, 
to appeal to our evolving target audience. The newly launched 
Quest brand will continue to reflect our philosophy, keeping the 
guest experience at the centre of all that we do. 

We have maintained our leadership for the past 27 years by 
listening closely to the needs of our guests, and adapting 
accordingly. It is a continual process to ensure that we retain 
our leadership position within the industry, and that the 
standard of our accommodation remains world-class.

One-third of all Quest apartments in Australasia are 
studios, providing the flexibility of a hotel stay, but with 
all of the added benefits of Quest’s service offerings. 
Furthermore, consumer research recently undertaken 
by Quest showed that business travellers prefer the 

term ‘apartment hotels’ when seeking accommodation. 
Quest offers the best of both worlds – the attentive and 
personalised service of a hotel, combined with the spacious 
layout and facilities found in an apartment.

Quest properties are also becoming larger, with CBD locations 
now boasting 100 rooms or more, and regional properties 
around 80 rooms. As the needs of guests have changed, so 
has the Quest apartment design and aesthetic, providing 
flexible, open-plan and intuitive living spaces that reflect a 
premium lifestyle.

TFR: What does the rebrand actually involve?

ZS: We have spoken to our guests, and asked what they want 
from their business travel accommodation. We are reshaping 
the brand for future growth, looking at how we can innovate 
everything from the guest experience to the product itself.
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Along with location and guest experience, our guests indicated 
that high-speed wi-fi, breakfast and smart technologies are the 
most important factors when travelling for business, and we are 
currently looking into how Quest can further innovate in these 
key areas. 

The rebrand comprises a modernised logo, updated building 
signage, a commitment to continually set the standard in 
apartment hotel design and fit-out, stylish contemporary 
uniforms, and an invigorated franchisee spirit, providing a 
personalised guest experience for tomorrow’s business traveller. 

Additionally, an ongoing refurbishment program to align 
the premium standard of accommodation across the entire 
Quest network is already underway, with six refurbishments 
completed in the past 12 months, and another six scheduled 
for the coming year. 

Supporting the program will be a compelling national, multi-
channel consumer advertising campaign, focused on the 
frequent business traveller.

TFR: What do you believe have been the reasons for the 
success of Quest in more than 25 years of operations?

ZS: Our robust and unique franchise model is definitely our 
competitive advantage, ensuring that we deliver a consistently 
high standard across the network, regardless of location. It is 
the commitment to quality by our franchisees that differentiates 
Quest, and maintains growth year-on-year. 

Quest is unique in the Australasian accommodation industry, 
in that we have opened an average of eight new purpose-
built greenfield properties each year for the last several years, 
allowing us to not only control the consistent delivery of brand 
standards, but also to continually raise the bar of our product 
offering over a long period of time. This rate of growth has 
ensured the ongoing evolution of our product, and we are 
committed to continuing this as we embark on the rebrand. 

TFR: Do you think the rebrand will attract more franchisees to 
join the Quest network?

ZS: Without a doubt. Just as the fresh, modern feel of all of our 
properties will attract a new generation of business travellers, 
so too will the premium offering attract passionate people who 
aspire to owning their own businesses in a growth industry.

Passion is the number one criterion that we require from 
potential franchisees. We provide our franchisees with the 
knowledge and skills they need to grow a successful Quest 
business, but passion is something that cannot be taught. 

Our franchisees come from a range of backgrounds, and 
include previous franchise or business owners, senior 
managers from a corporate setting, and people within the 
accommodation industry looking to develop their careers by 
owning their own businesses.   
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Brewing staff who are 
‘crema’ the crop: the 

equity in training 
programs

Learning and development programs 
have traditionally been considered 
mandatory undertakings that 
businesses must employ to adhere 
to industry and government human 
relations legislations; however, 
more and more organisations are 
recognising the numerous benefits 
that staff training and education yield 
– not only for the employee, but also 
for the business's bottom line. 
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When asked about the real benefits of learning and 
development programs, our immediate responses are 
commonly anchored in the improved knowledge and skills 
base of staff – in other words, direct benefits for the individual 
employees rather than the business. Given the high cost of 
establishing and executing training initiatives, many franchisors 
believe the return is lower than the investment. 

However, emerging best practice programs have demonstrated 
that staff development presents a far greater financial benefit to 
business than traditionally believed. 

One Australian franchisor fully embracing this ethos is The 
Coffee Club, whose new learning and development initiative has 
had a substantial impact on its bottom-line results. We spoke 
with Group People Manager of The Coffee Club Tammy Ryder 
about the program, which was recently recognised as ‘Training 
Initiative of the Year’ at the QSR Awards. 

The new learning and development program evolved as part 
of a system overhaul undertaken by The Coffee Club in late 
2014. The process started after an analysis of mystery shopper 
results, along with Business Development Reviews (BDRs) and 
consultation with key stakeholders, identified training gaps and 
areas of opportunity. Eighteen months on, the curriculum now 
comprises more than 300 different online training modules, eight 
in-person classes, more than 10 hosted webinars, and a number 
of guides and resources – all of which are updated regularly. 

The cornerstone of The Coffee Club’s Learning and 
Development program is The Club House, which offers more 
than 300 online modules through a structured program 
consisting of four academies – Good Food, Great Service, 
Excellent Coffee, and Leadership and Management. Each 
academy is then stepped into three levels – bronze, silver 

and gold – and has an academy lead that specialises in that 
particular area. To ensure successful implementation, each 
lead is responsible for creating content for their respective 
academy. This involves weekly progress check-ups, review 
feedback and support from others in the team. 

‘Developing the program was not without its challenges,’ says 
Ryder. ‘It did take substantial human and financial resourcing 
to establish a program that catered for more than 6000 
employees across our 292-strong franchise.

As a franchisor, we estimate training 
investment to be circa $200 per 
employee. This covers a variety of costs, 
including salaries of trainers, running 
costs associated with The Club House, 
administration and sundries, internal and 
external development programs, and staff 
participation incentives and rewards, as 
well as third-party supplier fees
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‘As a franchisor, we estimate training investment to be circa 
$200 per employee. This covers a variety of costs, including 
salaries of trainers, running costs associated with The Club 
House, administration and sundries, internal and external 
development programs, and staff participation incentives and 
rewards, as well as third-party supplier fees. 

‘However, through the use of business metrics, we have proven 
a direct correlation between high training completion and 
increased business results.’ 

As demonstrated in Table 1, The Coffee Club can link top 
training completion to improved operations performance. 
These are measured by BDRs and customer satisfaction via 
mystery shopper scores, as well as increased transactions and 
sales growth.

The Club House platform allows employees to access training 
online at any time via a web browser or mobile device, as well 
as the ability to stay connected with colleagues and leaders 
via different communication tools. In the last year alone, more 
than 6000 employees completed 433,000 online modules, 
and logged more than 50,500 hours of training. August 2014 
also saw the franchisor celebrate a special milestone with the 
accreditation of our 5000th barista through the Excellent Coffee 
Academy (ECA). 

When asked about the critical factors in The Coffee Club’s 
success, Ryder stresses the importance of monitoring 
employee and franchisee satisfaction with the program. 

‘There is a proven link between employee satisfaction, 
employee engagement and business results,’ she says. 

‘Therefore, it’s incredibly vital that we measure employee 
satisfaction and business performance of the program on a 
regular basis.

‘Engagement with the training program is measured through 
online training completion, average logins, active accounts and 
time spent on the system on a regular basis. We also assess the 
effectiveness of the workshops to ensure knowledge retention 
and skills improvement from the courses. Ninety-two per cent 
of team members pass the workplace assessment on their first 
attempt, after which they are granted access to the next level of 
content, thus earning more rewards and recognition.’ 

Over the past 12 months, The Club House has accrued 
more than 6100 active accounts, equating to 96 per cent of 
employees. All 292 stores are actively using the system, with an 
average login frequency per employee of 8.14 times per month. 

The program has also been aligned to the Australian 
Qualifications Framework, making employees who complete 
the initiative eligible to participate in an experience-based 
qualification program. 

‘By completing their Coffee Club training together with their 
in-store experience, employees have the opportunity to be 
accredited and receive a nationally recognised Certificate III or 
Certificate IV, or a Diploma in Hospitality.’ 

Despite the challenges of geographical footprint, significant 
investment and the requirement for ongoing monitoring and 
upgrades, Ryder says senior management at The Coffee Club is 
unanimous in believing the returns are worthwhile. 

‘The top 10 stores to complete the new learning and development 
program recorded an impressive 6.7 per cent increase in 
transactions, and a 1.3 per cent higher transaction value,’ she says.

‘What’s more, the stores recorded a six per cent increase in 
same-store sales growth.

‘The training program is upping our ability to ensure 
consistency in our mission to provide Good Food, Great Service 
and Excellent Coffee. We’ve received fantastic feedback 
from team members across all levels, as well as buy-in from 
franchisees across the country. It’s taken a lot of commitment 
and dedication to get the program off the ground and running 
like a well-oiled machine, but the impact on sales and 
operations speaks for itself.’   

Engagement with the training program 
is measured through online training 
completion, average logins, active 
accounts and time spent on the system 
on a regular basis

The Club House platform allows 
employees to access training online at 
any time via a web browser or mobile 
device, as well as the ability to stay 
connected with colleagues and leaders 
via different communication tools

Table 1
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TAKE THE HEALTH CHECK FOR 
YOUR FRANCHISE NETWORK

When did you last have time to really think about your business? 
Not the day-to-day planning and decisions, but the big picture: 
what you are looking to achieve, what your goals are, and how 
they might have changed over the years. Consider how your 
customers and their needs have changed with new trends, 
technologies, markets and competitors, and the growing need 
for your business to be responsive to those challenges and 
opportunities. Franchises are like any business in their need to 
innovate and consolidate consistently, in order to stay ahead of 
their competitors and retain their customers’ loyalty.

1. Values, vision, culture and leadership
The culture of any organisation is founded on shared values 
and practices that inform its members’ visions, give clarity to 
its mission, and ultimately lead the organisation to outperform 
its competitors. Cultural allegiance – genuine belief in your 
mission – is the primary driver of high-performing networks. 
Culture is constantly evolving, so re-evaluating who you are and 
what you believe in is a sound investment in your franchisees 
and your customers. Documenting your values, your vision, 
how you perceive your culture and how you drive performance 
is critical to your strategic direction. It underpins your brand 
positioning, marketing, organisational structure and operations. 
It defines your franchisee profiling and your recruitment 
strategy and process, and drives your implementation. 

Vision-based cultures have statistically higher levels of 
profitability, better financial growth, greater franchisee 
commitment and better compliance and retention. Inspiring 
franchise leadership grows out of well-defined and articulated 
values and your vision for your network, and it is enforced by 
the way you live your mission every day. 

2. Operational consistency, compliance and new business 
technologies
Operational consistency and compliance are reflected in higher 
levels of profitability, greater customer loyalty, better franchisee 
retention and, ultimately, the scalability of the network, its 
ability to capture market share and create brand penetration, 
and the eventual enterprise value on exit.

Food franchises have received a lot of negative media attention 
recently for Fair Work infractions. While legal solutions such 
as proactive compliance deeds and enterprise bargaining 
can assist, technology solutions can also ensure franchisees’ 
compliance while mitigating franchisor risk. Integrated 
technology systems ensure effective communication, brand 

consistency, and operational and regulatory compliance, which 
allows you to manage and scale your network cost-effectively 
with the data that you need in order to respond quickly, with 
the right business decisions. We now have integrated payroll 
systems to ensure that franchisees meet a range of complex 
awards, thereby reducing your liability. This, together with 
specific employment law strategies, can de-risk and protect 
franchisors, many of which incorrectly believe that they are 
indemnified against infringements by their franchisees. 

3. Legal agreements
While most franchisors initially engage a law firm to draft their 
franchise documents, many now prepare and arrange for 
signing themselves as they continue to grant franchises, sign 
leases and issue licences to occupy or breach notices. When 
errors occur in a lease, the registration authority will generally 
pick them up, and the documents will then be returned for re-
execution. But where there is no external review, such as with 
franchise agreements and licenses to occupy, the chances of 
errors being undetected and corrected are very high, therefore 
compromising the ability to enforce the agreements in court. 

Franchisors often seek professional advice when the 
Franchising Code of Conduct is updated (as in January 2015), 
and with up to $58,000 in penalties, there is an obvious need 
to meet the Code, and update franchise agreements and 
disclosure documents. But changes to other legislation (such 
as the Privacy Act, or the Personal Property Securities Act) 
must also be reflected in updates to your legal documentation. 
Engaging franchise lawyers to issue and execute legal 
documents is sensible, as they have the expertise to ensure 
that they are correctly executed and enforceable, and carry 
professional indemnity insurance that creates a cost-effective 
risk mitigation policy that is cheaper than remedial work or 
litigation. Legally compliant agreements are critical to the 
growth of your business, protecting your enterprise value now, 
and at some future exit point.  

4. Lead generation and recruitment
With 1400 franchise systems to choose from, how do you find 
the committed franchisees that you need in order to thrive? It’s 
a two-part exercise:

•	 Lead generation – who are they, where are they and 
how do you reach them cost-effectively? Understand the 
characteristics of your perfect franchisee based on your 
brand, product, sales, service culture, market, business 

Five key markers to test the fitness of your franchise 

6/08/15   10:00 AM
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model and your point of difference. Then work out where 
those people are, and present your offer. With a targeted 
strategy and committed marketing expenditure, it is possible 
to find quality candidates on a budget.

•	 Screening and selection – establish the recruitment criteria 
and process that results in on-boarding and retaining 
profitable, happy franchisees, while considering their 
financial capacity, skills, experience, psychological profile 
and their cultural/brand fit. Whether you outsource or recruit 
internally, the quality of the franchisees will never eclipse 
the calibre of the recruiter. Well-trained, well-presented and 
experienced recruiters are trustworthy representatives of 
your values and your culture. 

5. Innovation
Innovation keeps the best franchises ahead of their 
competitors, because they know that they will eventually be 
copied. Customers, too, may become jaded without change. 
Market leaders understand the values of their brand, and 
the behaviours that motivate their customers, ensuring 
differentiation in every aspect of their business.

Ongoing innovation may be seen in new products, services, 
advertising and design, but it’s the often-invisible innovation in 
training, motivation and incentives that uplifts customer service 
and franchisee and staff retention. It can involve leading-edge 
technologies that create integrated systems for point of sale (POS), 
rostering, stock control, financial reporting and compliance. 
Innovation may drive better communication via social media, 
email and performance tracking to gauge conversion rates on your 
website. Or, it may provide better tools to capture customer data 
and increase your database, improve your customer relationship 
management (CRM) and engage in a range of offline and online 
marketing. Companies with a flexible, adaptive culture aligned 
to their business goals have a greater ability to respond to the 
changing nature of business, and to anticipate customer trends 
and track their performance. Effective innovation leads to more 
correct decisions being made earlier, edging better franchisors 
even further ahead of competitors.   

Suzanne Jarzabkowska – CEO, DC Strategy

Suzanne heads up the multidisciplinary team of commercial consultants, 
lawyers and franchise recruiters. She specialises in organisational 
behaviour, change management, culture and performance enhancement, 
business growth, transformation and conflict resolution in the franchise 
sector. A dynamic speaker who presents widely in the media, and in 
commercial and educational communities, Suzanne writes extensively 
about franchising in regular columns, in both print and online business 
publications. Email growth@dcstrategy.com or call 02 8220 8700.

DC Strategy (www.dcstrategy.com) is the only end-to-end franchise 
consulting, legal, recruitment, brokerage, brand, marketing and technology 
firm. For more than 30 years, its experienced specialist teams have 
developed franchise programs for many of the most successful national 
franchises, many of which have been taken to the world. In the last decade 
alone, the firm has built more than $1.7 billion in enterprise value for its 
clients. It has also brought many well-known international franchise brands 
to Australia, and assisted many franchise networks to exit.

331397AE_DC Strategy | 2196.indd   2 6/08/15   3:00 PM
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Taking your franchise 
into the cloud 

BY JAMES SCOLLAY, GENERAL MANAGER OF SME SOLUTIONS, MYOB
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Why franchise systems will benefit from 
online accounting
In today’s fast-paced business environment, franchise 
businesses need to get smarter with their finances to 
gain visibility on their performance, growth and business 
challenges. Gone are the days of manual data entry and 
bookwork. Savvy Australian small and medium-sized 
enterprises are transitioning to online finance solutions and 
reaping the benefits. But why is online software, or the ‘cloud’, 
such a buzz phrase, and should franchises be jumping on the 
bandwagon, or taking precautions? 

Nearly one-third of Australian SMEs currently use cloud 
technology, with figures from the latest MYOB Business Monitor 
showing that businesses using cloud computing are 30 per cent 
more likely to have seen revenue increases in the last 12 
months than those that don’t use cloud computing.

With online finance solutions, franchise operators can focus 
on growing their business and increasing cash flow, while the 
accounting elements are managed and automated in the cloud. 
This is one of the biggest benefits of online finance: its ability to 
help franchisees to better understand their franchises, and also 
to help manage cash flow in real time. It will track expenses, 
payroll and inventory, and estimate any GST owing – and more 
– so franchise operators can clearly see how their business 
is performing at any time. Not only is the information at the 
franchisee’s fingertips, but it can also be easily fed through to 
the franchisor. This provides a great benefit where there is a 
requirement for financials to be reported to a franchisor on a 

regular basis. And if an online solution such as AccountRight 
is used, the system is always up to date with business bank 
balances, thanks to transactions being automatically fed in 
from the franchise operator’s bank. This service is the broadest 
of any cloud accounting provider, working with more than 100 
banks and financial institutions in Australia and New Zealand.

With a franchise’s financial data organised electronically, it’s 
possible to pinpoint positive and negative trends, and generate 
other reports of business activity. When were the peak periods? 
How well did each of the products/services perform? This vital 
information can help identify new opportunities to improve 
franchise operations, leverage new revenue streams, tap into 
new markets, and increase cost efficiency.

James Scollay

With online finance solutions, 
franchise operators can focus 
on growing their business and 
increasing cash flow, while the 
accounting elements are managed 
and automated in the cloud
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The franchise sector is one of the most important sectors to 
our economy, directly contributing roughly 460,000 jobs and 
$144 billion in annual turnover. It is therefore critical that 
franchise systems implement the best finance technologies to 
seamlessly communicate with their franchisors, to allow them 
to forecast for the future and ensure their continued success. 
So, is the cloud really as good as they say? Let’s have a look at 
the considerations.

Understandably, the biggest consideration for the cloud is 
whether it is safe to use, and how secure the data actually is. 
People are often hesitant about what they don’t know, and 
the same goes for business owners looking to invest in online 
software. Security shouldn’t be overlooked, and franchisees 
need to prioritise security when making a decision on the 
technology provider they select. 

Reputable cloud providers employ high levels of both physical 
and electronic security to protect their clients’ data. Industrial-
scale data centres have sophisticated security at all levels, 
compared to a home or office, meaning providers can facilitate 
a much safer environment for sensitive information than a small 
business is likely to be able to create on its own premises.

With this taken care of, business owners are advised to focus 
on access control, putting processes in place for credit cards, 
passwords, and occurrences such as staff members leaving 
the organisation.

Once there is comfort in knowing the data is secure in the 
cloud, the next concern that often surfaces is how the data 
is backed up. The Australian Taxation Office (ATO) requires 
businesses to keep detailed business records for a minimum 
of five years. With online finance software, businesses can 
save data any time, and the software will automatically do 
the secure backup so that data is still available if something 
goes wrong with the office computer. Think about what you 
would do if your office was flooded, ravaged by fire or raided 
by thieves. Is your important business information safe and 
accessible, no matter what?

Security and data backup are very legitimate considerations for 
franchise systems thinking about implementing online finance 
systems. But online accounting also provides one of the biggest 
benefits to businesses; implementing this could potentially 
save a significant amount of time and money. For example, 
businesses using automated bank feeds in their accounting 
software save an average of 10 hours per month, which is 
valued at $713. If we look at this over the period of a year, 

that’s 120 hours (or 15 working days), and $8556 saved. That’s 
a big saving in the context of how time-poor business owners 
can be. We know franchise operators often sacrifice personal 
and family time in order to run their businesses, so this kind of 
time and cost saving can have significant positive impacts on a 
business owner’s business and personal life. 

But let’s take it one step further. Not only does cloud 
technology save a business money, but it also has the potential 
to make money. MYOB’s Business Monitor research indicates 
that businesses that use online accounting are 30 per cent 
more likely to increase their revenue than those that don’t. In 
today’s competitive market, the cloud provides an advantage 
that businesses can’t afford not to use. 

The franchise sector is evolving, and we’re starting to notice 
a shift from traditional processes between franchisors and 
franchisees. There is now a much greater appetite for 
integrations between franchise management systems and 
existing online software in the market. 

A perfect example of this is Caltex. A leading franchise business 
owner, John Anastasiadis, who operates multiple Caltex 
franchises in Victoria, implemented online accounting earlier 
this year. Anastasiadis was able to integrate his accounting 
software with Caltex’s own stock system, which significantly 
reduced the amount of time his team spent on data entry. It 
also enabled him to have better visibility and, consequently, 
better control over the current position of his business and his 
projected forecast for the next six to 12 months. John is now 
able to get a clear picture of how his business is operating, 
where his investment is having the biggest impact, and what 
isn’t working and needs to be revisited.

In the modern business environment, the old saying, ‘If it ain’t 
broke, don’t fix it’ is just no longer relevant. Franchise systems 
have an opportunity to do the research and invest in the right 
technologies to communicate effectively with their franchisor, 
streamline processes, get better reporting and insights, and 
ensure that they remain compliant. Taking precautions is 
always the first step for any business decision, but online 
finance solutions will help a business to harness productivity, 
profitability and flexibility – elements that work towards 
improving that all-important bottom line.   

If you’re thinking of taking the next step for your franchise business 
and implementing the best online finance solutions, speak with your 
bookkeeper or accountant, or visit www.MYOB.com.au for more 
information on MYOB’s cloud accounting solutions.

Not only does cloud technology save a business money, but it also has the potential 
to make money. MYOB’s Business Monitor research indicates that businesses that 
use online accounting are 30 per cent more likely to increase their revenue than those 
that don’t
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EPSON FRANCHISING, RETAILING 
AND EPOS SOLUTIONS

Recently, a Just Cuts franchise became 
a great case in point of how a hardware 
vendor like Epson can play an integral 
part in supporting the integrated 
technology solution for thermal printing 
when using iPads.

The systems and software integration specialist on the Just 
Cuts franchise, and other web-based POS applications such 
as Streamlined Salon and Streamlined POS, was Streamlined 
Solutions Pty Ltd. Managing Director Carrie Baldwin explained 
the rationale behind using a company like Epson in an 
integrated solution.

‘Our experience with Epson as the hardware vendor was 
excellent. By using their products for the iPad receipt-printing 
solution, it enabled the franchisee to be extremely fast to 
market, as the integration with ePOS via JavaScript was very 
straightforward,’ says Baldwin.

Epson places great emphasis on supporting its independent 
software vendor (ISV) partners. This support helps the ISV and 
their solution to be as seamless and efficient as possible.

‘The examples Epson provided in their developer documents 
worked, and provided a solid basis for us to build on top of. 
This rock-solid foundation means the entire project is not 
only off to a good start, but won’t falter at the integration and 
implementation stage,’ Baldwin continues.

Epson has worked with its partners, ISVs and franchisees 
to simplify the set-up and installation process wherever 
and whenever possible – something that Baldwin recently 
experienced firsthand, adding, ‘Simple configuration is one of 

Epson’s hallmarks. With Epson, configuring ePOS is a five-
minute task: set and forget. Once it’s done, it’s bulletproof, and 
you never need to revisit it. Epson’s solutions are also web-
friendly, and undoubtedly the best solutions on the market for 
web applications requiring thermal receipt printing’.

With more and more retailers seeking solutions to meet modern 
demands, such as the ability to use tablets (bring your own 
device (BYOD)) for their POS solutions, an experienced and 
efficient hardware vendor is now critical.

‘By using a hardware vendor like Epson, a franchisee who 
chooses to utilise an iPad hardware solution in conjunction with 
an Epson product will immediately see the benefits, as they 
can easily modernise their traditional PC or register-based POS 
station into a streamlined system that is more efficient, and 
frees up counter space,’ Baldwin says.

To meet these ever-expanding retailers’ demands, software 
integrators need to develop and supply integrated, cloud-based 
solutions for key areas such as POS, inventory and accounts 
– a fact not lost on Carrie Baldwin, who concludes, ‘As a 
software developer and integrator, we think of Epson as our 
hardware vendor of choice for all the reasons listed above and 
more, such as that the Epson POS solution is the only solution 
that enables printing to a thermal receipt printer from a web 
app running on an iPad. This is a major bonus for retailers, 
franchisees and software developers alike. Our suggestion 
to retailers and franchisees alike is, if you’re starting a new 
venture or want to make your existing one more efficient and 
effective, call Epson’.

Epson POS solutions are custom-tailored for end-users, 
retailers, software developers and system integrators to 
promote efficiency and effectiveness in any retail space.   

For more information, go to www.epson.com.au/pos/products/
receiptprinters or email: alexv@epson.com.au.

327898E_Epson | 2196.indd   1 23/07/15   12:23 PM
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Mövenpick Australia 
growing strongly through 

retail innovation 

A unique product and customer experience is helping 
Mövenpick to innovate the adult ice-cream market in Australia, 
and capitalise on the dessert dining boom.

Mövenpick is growing rapidly in Australia and overseas. Since 
opening its first store on the Gold Coast in 2008, Mövenpick 
has a chain of 22 franchised and corporate stores in Australia, 
and has 300 stores worldwide. 

‘The power of the Mövenpick product is incredible,’ says 
Dennis Koorey, Country Business Manager for Mövenpick in 
Australia. ‘Mövenpick has been used in the world’s finest hotels 
for decades, and [has] won numerous awards. It is, in our 
view, the world’s finest ice-cream.’

Koorey says Mövenpick Australia is benefiting from three key 
trends. The first is rising demand for premium products in 
quick-service restaurants. ‘Consumers are moving from cheap 
fast food, such as hamburgers, to more upmarket offerings, 
and the same trend is evident in the dessert category. There is 

strong demand for premium ice-cream that is different.’

The second trend is greater focus on customer experience. 
‘People want their quick-service restaurant to provide 
atmosphere and an experience they can share with others,’ 
Koorey says.

Strong growth in the after-dinner dessert market is the third 
trend. ‘There has been a clear shift in the dessert market, 
and a new category of late-night dining has emerged,’ Koorey 
says. ‘More people are eating their meal at a casual dining 
restaurant, go to the movies or other entertainment, and have 
dessert at a specialist venue.’ 

Mövenpick Australia is ideally positioned to capitalise on these 
trends, and it benefits from having relatively few competitors 
in the adult ice-cream market. Many dessert venues are based 
around chocolate, and ice-cream chains that sell quick-scoop 
cones for takeaway mostly target a younger demographic.

Swiss icon setting new trends as ice-cream goes upmarket and dine-in.
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A proud history
Mövenpick was created in 1948. Its founder, Ueli Prager, 
was a pioneer fostering a brand-new restaurant concept in 
Switzerland. His idea was to offer culinary excellence to busy 
people seeking a quality experience. As of 1960, his inspired 
chefs started to develop their own ice-cream creations. This 
extraordinary ice-cream rapidly took off, and became a high-
end dessert in many famous Swiss restaurants.

Mövenpick is made for the food-service industry, and it remains the 
staple ice-cream in many of the world’s five-star hotels. 

At the time, Mövenpick saw great potential in the Australian 
market and in the development of the ice-cream and dessert 
category. It saw the advanced food culture in Australia, and 
believed the Mövenpick boutique concept would be an ideal fit.

The stores have three formats: small kiosks that provide 
takeaway ice-creams and coffee; larger parlours that provide 
ice-cream takeaways and in-store dining, and are usually 
located in restaurant and café precincts; and the gallery 
concept, which has greater floor space and an extended menu, 
and is popular in upmarket shopping centres. 

Right strategy to capitalise on the opportunity 
Koorey says that Mövenpick’s retail format is designed to attract 
customers in winter and summer. ‘Quick-scoop takeaway 
outlets do well in summer and tail off in winter. With in-store 
ice-cream dining, demand is constant throughout the year. 
Customers come for coffee, hot chocolate, iced drinks, waffles 
and pancakes, in addition to our ice-cream.’

Locating Mövenpick stores in restaurant precincts, popular high 
street shopping areas and shopping centres is a key strategy. 
‘As a premium ice-cream, where possible we want Mövenpick 
to be near other leading food offerings,’ Koorey says. ‘There is a 
large, growing market of people who want two separate dining 
experiences when they go out: one for the main meal and one for 
the dessert, so it is important we are near popular food providers.’

Contemporary store formats are critical, he says. ‘Customers 
are showing they will pay a premium price for treats when they 
receive a premium product and special experience. Our stores 
have been designed to reflect the uniqueness of Mövenpick 
ice-cream, its Swiss heritage and our history of innovation in 
this category. It’s very much an upmarket, boutique format.’

The thought of a couple spending $40 on gourmet coffees 
and treats at a specialist dessert restaurant was fanciful a 
few years ago. But, as consumers increasingly see food as an 
experience, not just a product, they are paying higher prices 
for indulgent treats. That means higher margins in the dessert 
dining category.

An attractive offering for franchisees
Another attraction is the simplicity and cost structure of 
Mövenpick stores. They do not require expensive kitchens, 
chefs or large numbers of staff. Ice-cream is imported from 
Switzerland rather than made in-store, and the desserts are 
mostly assembled rather than cooked. This helps stores 
maximise space for customers, minimise costs and maintain 
high quality control. 

Mövenpick’s positioning as a prestigious brand is another 
plus. Koorey believes that Australia could support many more 
Mövenpick stores, but is wary of growing too quickly. ‘We have 
no intention of saturating this market with too many stores, and 
plan to open a small number each year. Mövenpick’s appeal 
is its uniqueness. Our strategy is to work with a small group of 
talented franchises, rather than build a giant store network.’

Koorey says Mövenpick focuses on franchisee training 
and support. ‘Mövenpick has a strong belief in embracing 
world’s best practice in everything it does, and that is true of 
Mövenpick and our support for franchisees.’

Mövenpick Australia franchises also benefit from an attractive 
entry point. The kiosk, parlour and gallery format franchises sell 
for around $250,000, $350,000 and $500,000 respectively. 
Franchisees contribute two per cent annually to a marketing 
fund, and currently there are no ongoing royalties. They access 
a great product and company.

Koorey believes that Mövenpick’s strongest selling point is its 
taste. ‘This is an emotional product. People who have Mövenpick 
for the first time have the sensation of eating the world’s finest 
ice-cream, and they keep coming back for it. We’re not just 
marketing ice-cream; this is about providing one of the world’s 
great luxuries and a unique customer experience.’   

For more information on Mövenpick Australia, visit  
www.moevenpick-icecream.com



FRANCHISE OPPORTUNITY
WITH THE WORLD’S
FINEST ICE CREAM
First developed in Switzerland over 40 years ago,  
Mövenpick now has over 300 boutiques in more  
than 20 countries. Our first Australian boutique  
opened in 2008.

Mövenpick offers a unique concept; a super-premium  
ice cream dessert gallery with a sit down, dine in table  
menu of luscious ice cream creations, desserts, pâtisseries  
and barista coffee.

Mövenpick Ice Cream has a highly developed retail model,  
that covers every aspect of operations in high traffic, extended  
hour environments and an extensive franchise training program.

Locations include: Sydney, Melbourne,
Brisbane, Perth, Canberra and Adelaide.

If you are interested in joining our  
Franchise Network contact  
Mövenpick on 03 9922 1452

www.moevenpick-icecream.com
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Helping small business operators to thrive 
was just as fulfilling for Amos Bush as his 
experience running one of Australia’s most 
successful franchise operations.

Bush started his own independent automotive retail business 
in 1970. In 1985, he helped to form the Autobarn cooperative, 
which started with 11 stores. By 1990, it had grown to 28. 

Bush became managing director, and when he retired in 2002, 
the Autobarn franchise had grown to 96 stores across all states 
and territories, except Western Australia.

After he retired, Bush – who also served as a Franchise Council 
of Australia director and, until recently, advised at Clark Rubber 
– became a Small Business Mentoring Service (SBMS) mentor.

Now an Emeritus SBMS Member, Bush has helped dozens of 
businesses – some of which were franchises, and most of which 
were struggling. The principles were the same for all of them.

‘A lot of people who go into small business have great difficulty 
… because they’re lacking in knowledge and basic experience,’ 
Bush says. 

He knows that every business needs a good business plan, 
financials, stock control and staff management. He always took 
clients through the basics, tailoring them to that operation.

Bush enjoyed mentoring as much as he enjoyed growing his 
own business. The work was extremely fulfilling, especially 
when a client’s business improved – which most of them did. 

‘I like people,’ he says. ‘I like to help people. My biggest joy was 
to see the people that I was mentoring actually succeed in the 
things they wanted to achieve.’ 
 
SBMS helps all types of small businesses. It is supported by the 
Victorian Government through Small Business Victoria, which 
keeps service costs low, but quality high.

SBMS CEO David Gregory says the finance, marketing and 
planning principles that mentors like Bush raise are universal. 

Gregory says that, like all businesses, franchises face the daily 
challenges of managing operations, staff, opportunities and 
challenges. SBMS has worked with many franchises during its 
30-year history.

‘What we commonly find is that the businesses are challenged 
with issues like stock management, staffing, OH&S, budgeting, 
standing out from the crowd, user experience and customer 
engagement,’ Gregory says. 

‘Mentoring is there to provide an ear that listens and a shoulder 
on which to lean,’ he says. ‘We do not do the work, but support 
the business in doing it. It’s the old “teach them to fish” model.’

What makes a good franchise? 

‘The product or service is tried and tested,’ David says. ‘The 
market has shown that [the product or service] is wanted or... 

Mentoring is good 
business 

 
 

BY CHERYL CRITCHLEY

Amos Bush Roger Wilson David Gregory
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fills a niche that either wasn’t fulfilled before or was inadequately 
supported. From there, it is about awareness and making the 
customer experience one that evokes comfort or joy. 

‘In my role as CEO of SBMS, I have worked with many 
franchised businesses. I have also worked with organisations 
that seek to take their current business and make it into 
a franchise. The road is long and challenging, but if it’s 
successful, it can be an extraordinary opportunity.’

An incorporated not-for-profit association, SBMS began in 
1986 as the Talent Pool of Retired Executives, with 14 male 
members. It now has 162 mentors, including 38 women, 
with diverse backgrounds in marketing, sales, finance, 
manufacturing, retailing, franchising, tourism and other fields.

The voluntary mentors are all successful businesspeople in 
their own right and, like Bush, want no more than to see others 
succeed. Some are retired or semi-retired, but many work.

Among them is another Australian franchising pioneer, 
Roger Wilson OAM, who built the Forty Winks franchise from 
17 to 93 stores over 20 years. Wilson spent 21 years as 
Forty Winks’ CEO, gaining an insight into the challenges the 
business faced. 

An FCA Hall of Fame member, Wilson enjoys sharing his strengths 
in retail management, accounting, marketing, advertising, property 
leasing, site selection and lease negotiations. 

Last year, SBMS expanded to establish The Small Business 
Institute (TSBI), which already has 16,500 members and provides 
workshops, seminars, training and membership programs. 

‘Small business is a lonely space,’ Gregory says. ‘At times, 
you just need to sit down with someone as a bounce-board for 
ideas, or to support that which you already know, or perhaps 
to challenge your thought processes and allow exploration of 
new ideas. 

‘That’s where SBMS and TSBI come in. As we are a not-for-
profit organisation, the mentors we have are hugely passionate, 
low-cost supporters who bring real experience to the table.’

SBMS constantly receives positive feedback. Julia Doeven 
runs a marriage celebrant agency, and was over the moon with 
her mentor Tina Manolitsas, a marketing strategist and digital 
media expert. 

‘Even just knowing that I have a mentor makes me feel more 
accountable. I’m working on the agency more effectively so I 
can impress her next time we speak!’ Doeven says. 

‘Initially, it has been a lot of work setting everything up and 
working with computer programmers to create the exact website/
booking system that I wanted. Now that the structure is in place, 
it has become easier and more enjoyable to work in and run.’

Bush says SBMS has been supported by the Victorian 
Government for almost 30 years. 

‘They had the foresight to understand that small businesses 
need somebody that doesn’t charge them an arm and a leg to 
give them advice,’ he says. ‘All of the people there have great 
experience in so many different types of businesses, whether 
it’s retail, manufacturing or wholesaling.’ 

SBMS now operates in Victoria, New South Wales and 
Tasmania, providing support to thousands of businesses 
every year.

Bush says his franchisee clients all appreciated the mentoring 
advice, and improved their bottom line. He still hears from 
some of them. ‘Franchising as a concept is very, very good if 
it’s done properly. It’s much more than a business system. It’s 
a lifestyle. In a franchise business, you should be working as a 
team to benefit everybody.’   

SBMS has a huge range of tools and templates available for free at  
www.sbms.org.au. The Small Business Institute is at www.tsbi.com.au.
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REINVENTING THE WHEEL: 
JAX CREATES DIGITAL PATH TO 
PURCHASE

‘About 75 per cent of our customers are using the internet to search 
for tyres as their first point of call,’ says JAX Tyres CEO Jeff Board.

‘We are seeing at the shopfront the virtual [meeting] the real. 
An increasing number of people are coming into the store with 
their smart phone in hand and saying, “I want these tyres”.’

Historically, automotive products have not been a popular 
category to buy online, but new data shows that trend is 
changing. During a four-week window analysed by Roy Morgan 
earlier this year, an estimated 303,000 people bought an 
automotive product online, while the category has moved 
from the 12th to the 10th most popular product among online 
purchases since 2012.

An increasing number of Australians are using the internet 
to research and purchase tyres online. According to Google 
Trends, the number of Australians searching for tyres online 
has been increasing steadily since 2009, while a quick count 
of search term volumes using Google’s Keyword Planner tool 

shows more than 18,000 tyre-related searches are being made 
every month, excluding brand or tyre dealer searches.

JAX Tyres is capitalising on this shift in consumer behaviour. 
While the tyre purchasing journey now begins online, it 
ultimately ends in the store – with either a purchase based on 
earlier research or a tyre fitting following an online order. It’s 
with this ‘online store to shop floor’ model in mind that JAX has 
made a significant investment in its IT infrastructure.

In a global first for the tyre retail industry, JAX Tyres recently 
launched a new e-commerce platform – the first step in what 
the company sees as a multi-touch point revolution in the 
underbody service industry.

The new e-commerce platform, created after a strategic 
redesign in consultation with digital agency Salmat, represents 
a complete overhaul of how the company interacts with its 
customers, covering everything from inventory management to 
online tyre selection and fitting. 

The ease and simplicity of online shopping sees more than 7.6 million Australian 
consumers turning to the internet for purchases each month – and tyres are no exception.

333101E_JAX Quickfit | 2196.indd   1 31/08/15   4:28 PM

333101A_JAX



45

T H E  F R A N C H I S E  R E V I E W  / /  S P O N S O R E D  A R T I C L ET 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

A B

At the back end, the new system integrates more than 20 
disparate supplier systems into one platform – a boon for stock 
inventory and management for franchisees, while enabling 
more choice and transparency for customers.

The new system places choice and transparency directly in the 
hands of the consumer, providing customers with direct access 
to real-time pricing and promotional offers for 13 different tyre 
brands and 18 different wheel brands. Customers now have full 
access to stock availability, and can book a fitting online with 
their nearest JAX Tyres store, or with what are soon to be JAX-
accredited dealers – the latter generally located in regional areas.

Board says that customers now have more than 15,000 tyres and 
wheels for up to 184,000 different vehicles at their fingertips.

‘We felt really strongly that choice and price transparency 
should be at the core of the new system,’ he says.

‘The counter argument was, “Well, customers could simply use 
our system to shop around”. While this may be true, we felt 
customers would prefer a tyre retailer who puts honesty and 
transparency at the heart of what it offers.

‘Thus far, customers have responded very positively.’

Within two hours of the new website launching – late on Friday 
27 March – JAX had made its first online sale. JAXOnline is 
now recording double-digit sales growth every month, with the 
majority of sales occurring outside normal business hours – as 
initial research had predicted. 

While still a relatively small slice of overall tyre sales, Board 
says that website sales would continue to grow as customers 
embraced online tyre purchasing. 

With every Australian connected to an average of three devices, 
the new site has been designed with mobile in mind. In the 
month following the launch of the e-commerce platform, 35 per 
cent of customers visited the JAX website on a mobile device. 
Now, the average ratio of customers visiting via a mobile device 
and those using a desktop computer is 50 to 50.

The system also enables JAX franchises to take control 
of the complete supply chain. Retailers can access stock 
levels at warehouses without having to rely on suppliers, 
which greatly improves the path-to-purchase for individual 
purchasers and franchisees.

Board acknowledges that the tyre industry and its consumers 
are often disconnected. Some consumers feel uneasy about 
buying their tyres online, which is something that he hopes the 
new platform will help to address.

‘We think the product is revolutionary, and we aren’t the only 
ones,’ he says.

Scott Downey, Franchisee at JAX Tyres Artarmon, says, 
‘JAXOnline has been a fabulous development for us. The fact 
that my customers can now purchase and order tyres when 
I’m closed on a Sunday, or after hours any night of the week, is 
industry-leading. 

‘The system allows me to come into work on a Monday with all 
our online orders and supplier confirmations sitting there in my 
email, and the money already in my bank account. 

‘The website is thorough, and customers can look up all our 
prices online, making us a trusted tyre retailer. I’ve got nothing 
but praise for the new website.

‘I look forward to seeing what else the website does for me as it 
gains more traction.’

The development of the new website and e-commerce 
platform was a project management feat, given the number of 
stakeholders involved, Board says.

‘It’s one thing to build a new e-commerce website, but this 
has been a real feat in not only improving the experience for 
consumers in a challenged industry, but also the experience of 
the JAX Tyre’s franchisees,’ he says.

‘We now have a single interface to deal with the disparate 
systems of our suppliers. JAX has been able to get ahead of the 
curve when it comes to the customer experience, unlike other 
businesses in the industry.’

While it’s a significant one-off spend, the new e-commerce 
system is part of a wider investment program that is revitalising 
Australia’s largest independent tyre retail and underbody 
specialist. Board says that JAX was investing heavily in 
franchise refurbishments, and increased marketing spend 
to upgrade the entire customer experience – including the 
recently installed in-store JAX Touchpoint tyre selection 
devices, and the planned roll-out of media tables and JAXTV. 

A new series of television commercials has hit the airwaves, 
while the company is also investing in public relations, search 
engine optimisation and social media.

‘These investments are absolutely necessary to ensure that we stay 
at the cutting edge of the industry, and to continue offering the best 
customer experience as we grow our footprint,’ Board says.

Employing more than 500 people across 81 locations, JAX has 
added eight stores in the past 12 months, and plans to add 
another nine in the next 12 months.

Board says that expanding the JAX footprint beyond the 
eastern seaboard is also on the horizon.

‘We think there are still fantastic opportunities in the eastern 
states to grow and expand, but we are certainly keeping an eye 
on Western and South Australia – two regions that are heavily 
dependent on car transport,’ he says.     
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During July and August, the Franchise 
Council of Australia recognised the best in 
franchising at the SEEK Commercial FCA 
Regional Excellence in Franchising Awards 
for 2015, which provide a platform for 
companies to showcase the amazing work 
and successes of their franchisees and 
head office staff. 

This year, brands recognised at the SEEK Commercial FCA 
Regional Excellence in Franchising Awards included: Bakers 
Delight, First Class Accounts, Spudbar, Chocolateria San 
Churro, Poolwerx, Price Attack, PACK & SEND, PRDnationwide 
Real Estate, Frontline Recruitment Group, Mister Minit, 
FoodCo, Fastway Couriers, Boost Juice, Salsa’s Fresh Mex Grill, 
Ella Baché and Paleo Café.

The value of entering the awards was echoed by winners across 
Australia following regional awards presentations for Queensland/
Northern Territory, New South Wales/Australian Capital Territory, 
Western Australia, Victoria/Tasmania and South Australia.

Regional Excellence 
in Franchising Awards 
recognise franchising 

success 

Victoria/Tasmania Award winners (left to right) John and Lisa Puglisi, Laxman Bhardwaj, Trish Jones and Kate Hopley
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The Queensland/Northern Territory Multi-Unit Franchisee of the 
Year winners, Colin Webster and Andy Stribling of Boost Juice 
and Salsa’s Fresh Mex Grill, began the journey to becoming 
multi-unit franchisees about 10 years ago, when they both 
opened Boost Juice stores and struck up a friendship that 
eventually saw them join forces to form holding company The 
Kookee Group to manage their franchise businesses.

‘We’ve been through several awards processes as we’ve grown, 
and the Franchise Council of Australia was the pinnacle,’ says 
Andy. ‘You really do analyse exactly what you’ve been doing 
based on the criteria of the awards. It’s really helped us with 
our business planning for the financial year ahead of us, and 
what our strategic goals and mission are going to be.’

Victoria/Tasmania Franchise Woman of the Year Kate Hopley, 
whose long involvement in franchising stretches from her 
first casual job at McDonald’s at age 15 to her current role 
as Spudbar’s Operations Manager, says the awards process 
provided her with a chance to take stock of her role and what 
she wants to achieve. 

‘Sometimes when you’re just working every day, you don’t stop 
to reflect,’ says Kate. ‘It was a really good process to be able to 
stop and think about where I want to head, where Spudbar was 
heading and where our franchisees were heading.’

For Western Australia’s Single Unit Franchisee of the Year, 
Two or More Staff, Marta Bailey, who has been a Price Attack 
franchisee for eight years, the awards were also a chance to 
reflect on her business and achievements.

‘It’s wonderful to be recognised for the hard work we’ve put in. 
We doubt ourselves, but we clearly do things right,’ Marta says.

Categories recognised at the regional awards were: Multi-
Unit Franchisee of the Year; Single Unit Franchisee of 
the Year, Two or More Staff; Single Unit Franchisee of the 
Year, Less Than Two Staff; Franchise Woman of the Year; 
Field Manager of the Year; and Franchisee Community 
Responsibility and Contribution.

Following their success, all regional winners have qualified 
as finalists for the MYOB FCA National Excellence in 
Franchising Awards. 

The MYOB FCA National Excellence in Franchising Awards 
Gala Dinner will be held at RACV Royal Pines on the Gold 
Coast on Tuesday 13 October at the culmination of the 
National Franchise Convention (NFC15). Tickets to the Gala 
Dinner can be booked through the NFC15 website, which can 
be accessed by visiting www.franchise.org.au and clicking on 
the NFC15 banner.   

Following their success, all 
regional winners have qualified 
as finalists for the MYOB FCA 
National Excellence in Franchising 
Awards

Colin Webster and Andy Stribling – Queensland Multi-Unit Franchisee of 
the Year

Marta Bailey and husband Dan – Marta is the winner of the Western 
Australia Single Unit Franchisee of the Year, Two or More Staff Award
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Chairman of the Leo Burnett advertising 
agency in Australia Todd Sampson, and 
former CEO of Australia/New Zealand for 
General Electrics (GE) Steve Sargent, are 
among the corporate heavyweights headlining 
the National Franchise Convention (NFC15).

The pair are joined on the program by former Australian 
Football League CEO Andrew Demetriou; executive director 
of the Zouki Group of Companies Faddy Zouky; innovator, 

entrepreneur and inventor Scott Boocock; and 
Google’s Director of Channel Sales, Asia Pacific, 

James Sanders.

Also featured on the keynote program are 
franchising executives including Managing 
Director of Beaumont Tiles Bob Beaumont, 
and Founder and Managing Director of the 

United Kingdom’s Blazes group of companies 
Michael Eyre.

FCA Hall of Fame members, 
including John O’Brien, Founder 
and CEO of Poolwerx; Lenard 
Poulter, Founder of Lenard’s 
Poultry; Christine Taylor, Managing 
Director and Founder of Aussie 
Pooch Mobile; and Denis 
McFadden, Founder and CEO of 
Just Cuts, will also share their 
insights, experience and tips 
for franchising success in an 
NFC keynote panel facilitated 
by 2006 Hall of Fame 
Inductee Roger Wilson. 

Winter Olympic gold 
medallist Alisa Camplin 
OAM rounds out what 
will be a motivational, 
inspirational and informative 
keynote program.

NFC15 concurrent and workshop program
Expert panellists will share their insights and provide case 
studies on hot topics in the NFC15 concurrent sessions 
(Monday 12 October) and 90-minute workshop sessions 
(Tuesday 13 October). 

In 2015, the NFC concurrent sessions include:

•	 Brand protection: you, your people and your people’s people

•	 Digital marketing: how online can help grow your business

•	 Customer loyalty strategies

•	 SwaS – how Software with a Service is changing the game 
for successful franchises 

•	 How to use benchmarking to improve your business 
performance

Bumper keynote line-up 
at National Franchise 

Convention

Scott Boocock

Bob Beaumont
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•	 What’s the leadership succession plan for your franchise?

•	 Using location-based analytics to better understand 
customer behaviour

•	 What the proposed unfair contracts laws mean for you.

Brands featured in the NFC15 workshop sessions include: 
FoodCo Group, Zambrero, Retail Prodigy Group – Nike’s 
retail franchise partner in Australia, Chocolateria San Churro, 
Mrs. Fields, Ferguson Plarre Bakehouse, Zarraffa’s Coffee, 
Cleantastic NZ and more.

New to the NFC program for 2015, the workshop sessions will 
provide an in-depth examination of hot topics, including:

•	 Techniques for franchisee recruitment

•	 Retail excellence and execution

•	 Choosing the right finance model for your franchise

•	 Established brands and innovation

•	 Harnessing the power of your brand.

Brands featured in the NFC15 workshop sessions include: 
Gutter-Vac, Inspirations Paint Store, Hire A Hubby, Books & 
Gifts Direct, The Outdoor Furniture Specialists, Barbeques 
Galore, Snap-On Tools, McDonald’s, LJ Hooker, 7-Eleven, Mad 
Mex, helloworld and more.

In 2015, Certified Franchise Executive (CFE) program candidates 
will be able to obtain credits for attending selected concurrent 

and workshop sessions. CFE credits will also be available for 
attending the Legal Symposium on Sunday 11 October. 

As always, the Legal Symposium will be a must-attend event 
for both franchising lawyers and franchising professionals. 
Highlights will include the annual address from the regulator, 
an update on the implementation of the amended Franchising 
Code of Conduct, and your 2015 case update.   

National Franchise Convention 2015: Growth and 
Expansion
DATE: Sunday 11 – Tuesday 13 October

VENUE: RACV Royal Pines Resort, Gold Coast 
 
Register for NFC15 at www.franchise.org.au 

Book your NFC tickets now. Discounts apply for 
FCA members. If you are planning on sending 
multiple people to attend NFC15, don’t forget to take 
advantage of the group discount rates. Do you wish 
to attend the Legal Symposium along with the main 
convention? Book as a package and save.

Book your accommodation at RACV Royal Pines 
Resort now to avoid disappointment, as limited rooms 
are available. To book your room, please call the 
reservations team direct on 1800 886 880 or  
(07) 5597 8700, and mention that you are attending 
the National Franchise Convention.

Todd Sampson

Steve Sargent
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A 7-ELEVEN FRANCHISE IS A 
PARTNERSHIP IN SUCCESS

At 7-Eleven, franchising has always been 
the chosen route for serving customers. 
This is born out of a strong belief that a 
small business owner, who is focused on 
building their own successful business, 
will always deliver a better outcome to 
customers than a corporately owned and 
operated store.

It is also a franchise model with a few differences. 7-Eleven 
shares in the merchandise profits generated by its stores, 
making it fundamental to its business model that franchisees 
get all the help that they need in being profitable – because, 
if the franchisees aren’t making any money, then neither is 
7-Eleven.

Given these shared goals, 7-Eleven works closely with its 
franchisees to provide tools and services that allow them to 
focus on growing their individual businesses. These include 
accounting, payroll, ordering, information technology, training, 
marketing and administration services. 

Integral to a new franchisee’s journey with 7-Eleven is a 
comprehensive, 10-week training program, called 7-Eleven 
Franchisee Training (SEFT). The SEFT program comprises 19 
online and 24 classroom modules that complement each other 

with a variety of compliance, product and 7-Eleven information 
to guide franchisees on their learning journeys. 

Additionally, the SEFT program provides eligible participants 
with multiple steps to a nationally recognised qualification. 
On successful completion of SEFT, franchisees can apply for 
Recognition of Current Competency through a training provider 
of their choice, to gain a Certificate IV in Retail Management.

Once franchisees are operating their stores, 7-Eleven’s 
state-based operations teams provide business coaching and 
ongoing support for each franchisee, with fortnightly visits 
from their District Manager, who works with them to develop a 
customised business plan for their store. This plan is recorded 
and tracked using a state-of-the-art online management tool, 
and results are reviewed regularly. 

Ultimately, 7-Eleven always thinks of itself as a network of 
individual businesses, rather than one large enterprise. Its aim 
is to make every store in the network as profitable as possible, 
so that its franchisees, as well as the company as a whole, grow 
and prosper. Franchisee selection, training and development 
programs are absolutely fundamental to this philosophy, and to 
forming a true partnership with franchisees. 

Some of the key attributes of a great 7-Eleven franchisee 
include a love of customer service, great communication skills, 
a strong eye for detail and the ability to adapt and learn. If you 
fit those criteria, or know anyone who might, 7-Eleven would 
love to hear from you!     

Visit www.franchise.7eleven.com.au to find out more.

328186E_7 Eleven | 2196.indd   1 15/07/15   4:58 PM
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Women in  
Franchising

 
BY RACHA ABBOUD, CHAIRPERSON OF WOMEN IN FRANCHISING,  

AND FRANCHISE COUNCIL OF AUSTRALIA NEW SOUTH WALES COMMITTEE MEMBER

In the last 10 years, the number of 
franchisors looking to recruit female 
franchisees has tripled1. In addition, 
approximately 25 per cent of all franchises 
in the last five years have been operated 
by women, and a further 17 per cent of 
franchises are operated by women jointly 
with a male partner2. Much of the increased 
opportunity for women to join franchising 
has been attributable to bodies like Women 
in Franchising. 

Women in Franchising is a special interest group that plays a 
pivotal role in empowering women to succeed in the franchise 
community. Providing support, fundraising opportunities and 
seminars to female franchisees, Women in Franchising aims 
to positively influence the Franchise Council of Australia (FCA) 
policy. In this pursuit, Women in Franchising combats specific 
issues that restrict women within the franchising industry. 

By creating initiatives for the FCA and the franchising community, 
Women in Franchising seeks to provide meaningful networking 
opportunities, while simultaneously encouraging female 
participation in FCA events and educational endeavours. Striving 
to promote the success of the franchising community, Women in 
Franchising is rapidly becoming recognised as a professional and 
organised national association.

One of Women in Franchising’s most prominent initiatives is 
the Franchise Women of the Year awards, which celebrate the 

1  Which Franchise Australia, ‘Women franchising in Australia’

2  Franchising.com, ‘Women in Franchising: This business is not just for men anymore’

achievements and skill of female franchisees around 
Australia. Women in Franchising believes that recognition 
of females in their professional capacity is important in 
encouraging greater female involvement in the franchise 
industry, and in motivating existing participants to continue to 
strive for excellence in their endeavours. 

Women in Franchising’s committee members come from 
diverse professions, but all of them have ties to, and knowledge 
of, the franchising industry. Women in Franchising believes 
that including women from varying backgrounds equips the 
committee with a more holistic understanding of the issues 
affecting females in the franchising industry, and with the 
resources to overcome these issues. 

Future aspirations of Women in Franchising include 
increasing our market presence, and strengthening our 
brand at state level through the leadership and participation 
of our committee members. 

Racha Abboud
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Generate real leads from Australia’s 
largest franchise media network.

To discuss your media campaign and learn how we 
can deliver you quality leads, contact us today 
fb@cirrusmedia.com.au or phone 02 8484 0888

•	Over	1,200	franchise	systems	listed
•	Over	85,000	potential	franchisees	visiting		 	
		every	month						
•	Comprehensive	ROI	reporting	

Official Directory of

New South Wales 
•	 Racha Abboud of Coleman Greig Lawyers – 

Chairperson of Women in Franchising

•	 Raeleen Hooper and Paula Fisher of Snap Franchising 
Ltd

•	 Natalie Brennan of FoodCo

•	 Wendy Donaldson of World Manager

•	 Melissa Wharton of Mad Mex

Victoria
•	 Marianne Marchesi of Marsh & Maher

•	 Corina Vucic and Alexandra Giudice of FC Business 
Solutions

Western Australia
•	 Linda Steele of Think Done 

•	 Tamra Seaton of MDS Legal

South Australia
•	 Kirsty Dunn of Thomson Geer

•	 Seva Surmei of DMAW Lawyers

•	 Cheryl Haywood of Rams Home Loans

Queensland
•	 Kate Baring of Traxion Training

•	 Jan Timms of Get Smart Services

•	 Sharon Jurd of HydroKleen Australia.   

Women in Franchising’s committee members for each state are as follows: 
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Each year, the Franchise Council of 
Australia leads a delegation to the United 
States to attend the International Franchise 
Association (IFA) Annual Convention. 
 
At the conclusion of the convention, the FCA takes a smaller 
group of franchisors on a study tour to meet with American 
host franchisors. In 2016, we’re heading to the Lone Star State, 
where we’ve assembled a line-up of franchise systems that’s, 
well, bigger than Texas.

IFA Annual Convention 2016
The IFA Annual Convention is the largest gathering of its kind in 
the world. In 2016, the IFA Convention heads to San Antonio, 
Texas, where around 4000 attendees will hear from top 
speakers sharing their best practices in educational sessions, 
roundtables, summits and mini-super sessions.

The program is designed to provide attendees with the latest 
trends and information in areas including franchise relations, 
management and leadership, financing, multi-unit growth, 
international growth, franchise development, social media 
and more.

Join the FCA’s 
delegation at the 2016 

IFA Convention and 
United States Franchisor 

Study Tour

One of the Sports Clips chain salons
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Whether you’re considering international expansion, or are 
interested in learning more and networking with other seasoned 
franchise professionals from around the world, the benefits 
of joining the FCA delegation to the International Franchise 
Convention are huge.

FCA study tour to Texas, United States
The FCA’s 2016 franchisor study tour kicks off at the 
conclusion of the IFA Convention, commencing on Wednesday 
24 February and concluding on Friday 26 February.

The FCA will lead the tour as it travels from San Antonio 
to Dallas, stopping off along the way at 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 around the world. 

The study tour itinerary
The first stop on day one of the tour is Georgetown, Texas, 
where the tour group will meet with the CEO and founder of 
Sports Clips, Gordon Logan.

Sport Clips is a chain of haircut salons catering primarily to 
men and boys. The company, which currently operates in 
more than 1300 locations in the United States and Canada, is 
celebrating its 20th year in franchising, and will soon open in its 
50th American state.

If you ask Logan if he knew Sport Clips would be one of the 
fastest-growing franchise systems today, he’ll answer, ‘Yes – I 
just didn’t think it would take this long!’ 

From Georgetown, the study tour will travel to Waco, Texas, to 
meet with brand presidents of The Dwyer Group.

The Dwyer Group opened its doors in 1981 with only one 
brand, and has grown to become the holding company of 11 
service-based franchise organisations: Aire Serv, Five Star 
Painting, Glass Doctor, Molly Maid, Mr. Appliance,  
Mr. Electric, Mr. Handyman, Mr. Rooter, Protect Painters, 
Rainbow International and The Grounds Guys. Together, these 
brands provide a diverse array of specialty services through 
more than 2100 franchises in 10 countries.

For day two, the tour will travel to Dallas, Texas to meet with 
Scott Sutton, VP Franchise Development at Safeguard.

Once a commercial check printer, Safeguard is now a complete 
source for all types of printing needs, business apparel, 
branded promotional products and web services. Safeguard’s 
comprehensive line of business management and marketing 
solutions has evolved to support the changing needs of 
businesses across North America, with a network of more than 
290 Safeguard distributors.

Staying in Dallas, the tour will also meet with Alsam Khan, CEO 
of Falcon Holdings, which operates more than 140 Church’s 
Chicken locations, and is a multi-unit operator of Long John 
Silver’s and A&W franchised restaurants. Find out how Khan 
bought and changed the fortunes of almost 100 Church’s 
Chicken restaurants at the edge of bankruptcy, making many 
significant improvements in human resources, financial status, 
and company growth.

Khan was named Entrepreneur of the Year by the IFA in 
October 2014, and accepted the award at a formal presentation 
during the 55th Annual Convention on 18 February 2015.

On day three, the tour continues in Dallas, where delegates 
will enjoy a morning meet-up with Connie Alires, Director of 

If you ask Logan if he knew Sport Clips 
would be one of the fastest-growing 
franchise systems today, he’ll answer, 
‘Yes – I just didn’t think it would take 
this long!

There are more than 140 Church's Chicken stores operating in the 
United States

Jani-King is the world's largest commercial cleaning franchise company
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Franchise Development at Which Wich. Since opening its first 
venue in downtown Dallas in 2003, Which Wich has grown to a 
franchise system of 300 sandwich stores.

After a breakfast sandwich at Which Wich, the tour heads to 
the Fastsigns head office in Dallas to meet with the CEO of 
Fastsigns, Catherine Monson. With more than 590 locations 
around the world, Fastsigns provides banners, building signs, 
vehicle graphics, and signs for windows, walls, doors or floors, 
using the latest sign-making systems and techniques to create 
high-impact signs.

The tour will conclude with a visit to Jani-King International 
head office in Dallas to meet with President and CEO Jerry 
Crawford. Founded in 1969, Jani-King has grown from humble 
beginnings to become the world’s largest commercial cleaning 
franchise company, with more than 12,000 franchisees serving 
tens of thousands of customers worldwide. 

To register your place for the 2016 IFA Convention and United 
States Study Tour, contact the FCA’s Education Manager, 
Simon Heggen.   

Ph: 03 9508 0813  |  Email: simon.heggen@franchise.org.au 

Why attend the IFA Convention and FCA Study Tour?
Here’s what a few of our members have said about their experiences from previous tours to the United States.

‘I found both the IFA conference and the FCA study tour to be enormously useful. The scale of many of the brands 
is something we just don’t get to see in Australia. I have gained many insights, which I would never have gained in 
Australia, that I will bring back into my business. I would thoroughly recommend both the IFA conference and the study 
tour to anyone wanting to take their business to the next level.’

Peter Baily, Chief Operating Officer, Narellan Pools

‘The scalability of the businesses there that “get it right” was beyond my comprehension. You have to see it – the size 
and the numbers they are doing, their teams and strategies; the wins, misses and challenges; the many countries they 
go to, and how they get there. From small to large businesses, doors flew open and the red carpet rolled out for the 
Aussies. I think they like us Aussies over there.’ 

Denis McFadden, CEO and Founder, Just Cuts

‘I thoroughly enjoyed the experience, the learning and the networking. The trip to the IFA Convention and study tour 
provided insight into best practice and what is available to improve our business. Even if the trip reinforces that what 
you are doing is right, I recommend that anyone in the franchising community attend.’

Sara Pantaleo, CEO, La Porchetta



Total Hose and Fitting Service
Phone: 13 13 62
www.enzed.com.au
www.facebook.com/enzedau

Are you ready to be 
rewarded for your efforts?

ENZED® HOSE DOCTORS® enjoy a high degree of job satisfaction,they not only get their customers back in business, 
they also keep them in business through maintenance programs supported by the ENZED® network across Australia. 

A HOSE DOCTOR® is the customer’s first call whenever there’s machinery breakdown caused by hose or fitting 
failure. HOSE DOCTORS® work on-site to repair or replace hoses and hose couplings.

• An internationally proven system  
• Be your own boss
• No inventory costs
• Network backing 
• Low start up costs & Tax Benefits

So if you can swing a spanner and would like to know more about a healthy future as a HOSE DOCTOR®, 
ask us for a ‘HOSE DOCTOR® Information Kit’.

Phone:1800 65 13 62 
Email: recruitment@enzed.com.au
More information: 
www.enzed.com.au/Franchising/Whatsinvolved

• Marketing & Advertising Support 
• Accredited to ISO9001-2008
• Reward for effort
• High Job Satisfaction
• TAFE accredited training 




