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Book a tour to discover the benefits of co-working  
the Nous House way – info@noushouse.co

info@noushouse.co | www.noushouse.co

Nous House is a co-working business designed 
for businesses of 1 to 20 people with a mixture of 
open plan and private offices. We have locations in 
Brisbane, Sydney, Canberra and Melbourne.

Co-working is the smart way of creating a strong 
culture of collaboration and performance through 
striking office design and vibrant community 
management. You can free your business from long 
term leases and added costs as membership of 
Nous House is an all-inclusive investment. No more 
utility, wifi, office cleaning and other related costs.

Nous House is also owned and operated by Nous, 
an award winning Australian owned management 

Thrive here.

CBD office space for savvy franchisors

Nous House is owned by Nous, an award winning, Australian owned management consulting firm

 Brisbane  
07 3007 0877

Melbourne 
03 8638 4177 

Sydney 
02 8281 8087 

Canberra 
02 6201 9077  

Nous House is a thoroughly modern and cost effective way 
of occupying CBD locations for your franchise Head Office or 
remote field teams.

consulting firm. Network with some of the best 
business thinkers in Australia. These are the ideal 
offices for franchise head offices and your field 
teams that travel frequently or are based outside  
of your home state.

Facilities and membership benefits include:

| Tech-enabled meeting facilities

| Supportive community manager

| Flexible membership periods

| Access to all CBD locations

| Co-located with Nous Group

| 24/7 access

502693A_Nous House I 2335.indd   1 8/8/17   12:50 pm
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THE STORY BEHIND THE BEANS

If you have been in South Australia recently, you will know the 
Italian coffee institution that is CIBO Espresso. With its bespoke 
store fit-outs, and eye-catching bright red logo and coffee 
cups, CIBO roasted its way into South Australia’s coffee and 
food industry in 2000. It was identified that authentic Italian 
espresso bar culture was almost non-existent in Australia, 
and since then, CIBO Espresso has been a cornerstone of the 
South Australian coffee market.

CIBO’s mission was, and still remains, to deliver authentic 
Italian coffee with traditional offerings, all served in an ambient, 
charming atmosphere. It was this mission that formed part of 
the attraction for Australian food-retail giant, Retail Zoo (the 
holding company of Boost Juice and Salsas) to acquire CIBO in 
2012, and they have exciting franchise, product development 
and marketing plans brewing.

With 34 stores in operation, the CIBO network continues 
to thrive. The most recent store to join the CIBO family 
successfully opened in July 2017 at Adelaide’s New Royal 
Hospital (NRAH). Being the largest project in history to be 
undertaken by the South Australian Government, CIBO was 
the perfect brand to join the food offerings, with NRAH set to 
cater for 85,000 inpatients and more than 400,000 outpatients 
per year. NRAH’s official opening date is scheduled for early 
September 2017.

CIBO General Manager, Cain Cooke says, ‘Each store’s design 
reflects the characteristics, culture and people living in each 
particular CIBO suburb. Our passion and love for not only 
providing great customer service and coffee, but for trying to 
bring a little piece of Italy to Australia, is what we believe sets 
CIBO apart from other brands’.

Cooke also has a razor-sharp vision for the brand, all centering 
on the CIBO coffee experience. CIBO’s coffee beans are 
also roasted locally in Thebarton and are described to be a 
full-bodied, Italian-style coffee experience. To maintain its 
premium coffee standards, CIBO has employed a full-time 
coffee specialist to develop and educate baristas, and promote 
the consistency of taste and service from store to store. 

To further enhance the all-encompassing Italian experience, 
in 2016, CIBO recruited one of the world’s best specialist 
chefs to implement its most ambitious menu change since 
its inception. With a refined focus on handmade, artisan 
products and locally sourced ingredients, CIBO’s summer 
menu launch late last year featured more than 60 new 
products. CIBO’s Head of Food, Jack Brennan said: ‘The 
menu was developed following CIBO’s “locally supported and 
sourced with love” philosophy’.

CIBO’s in-house product team was also proud to share that 
its meat is sourced from South Australia’s Barossa Valley, its 
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olive oil is from Willunga Hills, the bread is baked daily using 

authentic Italian ingredients and fresh produce is from local 

suppliers, such as Beerenberg, Kangaroo Paw, SPQR and 

Barossa Fine Foods. 

CIBO’s 2017 winter menu has also been a resounding success 

with customers, with the introduction of hand-stretched 

pizzas, decadent lamington bombolonis and coffee-cream 

cannolis. The winter menu launch has also kept CIBO’s in-

house marketing team busy, with the activation of their ‘Winter 

Providence Campaign’. CIBO’s Facebook competitions have 

reached more than 127,000 users and have amassed more 

than 3895 comments, reactions and shares. The number of My 

CIBO loyalty card members has also increased to 80,000 since 

the implementation of the My CIBO App in late 2016, which 

has now reached more than 17,000 downloads.

With CIBO franchise partners enjoying the same proven growth 

platforms, systems and structures that has seen Boost Juice 

open more than 470 stores in 13 countries, the future is 

bright. CIBO is well positioned for further development, with 

new franchise opportunities, fresh marketing campaigns and 

product development on the horizon.   
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Welcome to the third edition for 2017 of  
The Franchise Review.
Themed around innovation and the digital age, this edition 
firmly focuses on the future. 

Ensuring that franchising remains a strong and vibrant business 
model into the future is, of course, one of the Franchise Council 
of Australia’s (FCA’s) core activities. 

The introduction in March this year of the Fair Work 
Amendment (Protecting Vulnerable Workers) Bill 2017 into the 
Federal Parliament has placed an even greater emphasis on 
delivering on this strategic goal. 

The FCA, largely through the work of Executive Chair Bruce 
Billson, has been actively engaging with key ministers and 
senators to build their awareness of FCA concerns and 
potential impacts to the economy, and to make the case for 
sensible amendments to the provisions of the Bill that impose 
'joint employer liability’ on franchisors for the workplace 
noncompliance of franchisees.

At the time of writing, the Senate had commenced debating 
the Bill, and the FCA’s efforts to advocate for reasonable 
amendments to the legislation had drawn sustained and 
negative attacks in the media, questioning both the propriety 
of the FCA and its Executive Chair. An FCA Board response to 
allegations raised in the media can be read on page 5.

For further information on the Fair Work Act amendments, 
including any final legislative outcomes, visit the FCA website at 
www.franchise.org.au/fair-work. 

The National Franchise Convention 2017 (NFC17), which will 
be held on the Gold Coast from 8–10 October, will address 
the impact of this legislation on the sector, both in the Sunday 
Legal Symposium and in a Fair Work Keynote Panel, featuring 
prominent franchisors and Fair Work Ombudsman Natalie 
James in the main conference program.

There is no doubt that the impact of the amended Fair Work 
Act will loom large over the NFC17, but this year’s program also 
promises to deliver so much more.

NFC17 ‘Franchise Intelligence – Building a Smarter Future’ 
sets the scene for a fantastic three days of learning, networking 
and engaging with peers.

The use of business intelligence driven by data, machine 
learning and artificial intelligence (AI), coupled with creative 
problem-solving, systems thinking and dynamic cultures, 
has the capacity to reframe the way we work. Applied to 
franchising, franchise intelligence is a fact-based means of 
identifying and shaping new opportunities, solving problems, 
harnessing opportunities, minimising risk and ultimately gaining 
a competitive advantage.

In 2017, the NFC features keynote speakers including 
corporate culture expert, Steve Simpson; CEO of United 
Franchise Group (USA), Ray Titus; and Federal Minister for 
Small Business, the Hon. Michael McCormack MP; as well  
as a concurrent program providing insights into a wide 
spectrum of hot franchising topics. To find out more, visit  
www.nationalfranchiseconvention.org.au.

With such a packed program, we are confident that at 
Australia’s biggest franchising event, you will find something 
that will help you along the journey to a smarter future for your 
franchise business, and we look forward to seeing you on the 
Gold Coast this October.     

A message from the 
CEO

BY DAMIAN PAULL, CEO, FRANCHISE COUNCIL OF AUSTRALIA

FCA CEO Damian Paull
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The FCA’s commitment 
to doing the right thing

The following letter responds to media allegations in relation to the appointment of 
Franchise Council of Australia (FCA) Executive Chair Bruce Billson on 9 March 2016, and 
the FCA’s advocacy, largely through the work of the Executive Chair, in relation to the Fair 
Work Amendment (Protecting Vulnerable Workers) Bill 2017.

Open letter to members from the Board of the Franchise 
Council of Australia 
 
16 August 2017
As Board members, we take our responsibility to you, our 
members, extremely seriously. Two years ago, we recognised 
the need to broaden and enhance the public face of our 
organisation to make it an even more effective voice for you. 
The appointment of an Executive Chair was a critical initial step 
in that process.

We engaged an external, independent executive search firm 
to help us identify the best possible candidates for the part-
time role of Executive Chair. The objective was to bolster our 

Board, assist in the connectivity between the Board and our 
management team, assist with representation activities, and 
lead the process of appointing a CEO.

A number of high-quality candidates for the role of Executive 
Chair were identified and short-listed. This short list included 
sitting federal politicians from both sides of politics. The 
selection process was rigorous and, of course, involved 
extensive discussion with those individuals as to the 
constraints on their conduct pending their retirement from 
parliament. Those candidates provided the same advice as 
to their immediate availability and ability to assist the FCA 
in a part-time, paid capacity prior to their parliamentary 
retirement. Clearly, given the many constraints that exist for 
parliamentarians, compliance was front of mind for all of us. 
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The appointment, on merit, of former Federal Minister for 
Small Business, Bruce Billson as our Executive Chair on 9 
March 2016 was widely reported. His outstanding career 
championing the cause of small businesses in this country, 
most of which are part of the Australian franchise community, 
brings extensive expertise to our Board, management and 
organisation. 

The FCA and Bruce knew that a parliamentarian was not to 
engage in parliamentary advocacy while still a Member of 
Parliament (MP), and that Bruce was subject to a Ministerial 
Code of Conduct that prohibited him from involvement in 
matters for which he had ministerial responsibility. At all times, 
the FCA and Bruce have adhered to these obligations. Media 
and political assertions to the contrary are false.  

Bruce’s impact on the profile of the FCA was immediate, and 
he was warmly welcomed at the numerous industry events he 
attended to deepen his knowledge of franchising and get to 
know the members of the FCA. There is, of course, no conflict 
with his attendance at these events and his responsibilities as 
an MP. Bruce did not engage in any parliamentary advocacy 
during this period, and, indeed, there were no material 
advocacy issues on the FCA’s agenda during the overlapping 
period of his being FCA’s Executive Chair and an MP. (Contrary 
to parliamentary and media assertions, the FCA took no 
role in the debate involving proposed changes to s46 of the 
Competition and Consumer Act 2010, and, indeed, had no 
public position on the issue.)

The decision by the federal government during the federal 
election campaign to announce its intention to introduce 
legislation that specifically targeted franchise systems required 
us to call upon Bruce’s skills and experience. By that time, 
he had resigned from parliament, and as the issue was not 
a matter for which he had ministerial responsibility, he was 
completely free to lead the FCA in its advocacy. He has been 
very effective in those activities, and they have been extensively 
communicated to you.

The FCA makes no apologies for being a not-for-profit, member 
organisation that exists to advance the interests of the entire 
franchise community, including employees, franchise business 
and system owners, suppliers and customers. 

We make no apologies for continuing to push for public policy 
and legislation that appropriately accommodates the range and 
diversity of franchise systems in Australia that support more 
than 500,000 livelihoods, and 79,000 overwhelmingly small 
and medium-sized enterprises (SMEs) across 1200 systems 
that, when combined, contribute $1 out of every $10 generated 
in the Australian economy.

It is frustrating and disappointing that sections of the media 
and certain politicians have continually – and in our view, 
deliberately – misrepresented the FCA’s position on the Fair 
Work Amendment (Protecting Vulnerable Workers) Bill. As 
you know, the FCA and our members do not oppose the 
government’s ‘joint employer liability/vulnerable workers’ 
legislation. We have argued that amendments are required to 
accommodate the diversity in size, resources and format of 
Australian franchise business, and that if new legal obligations 

are to be introduced to make franchisors responsible for 
franchisee-employers properly paying their employees, this 
new accountability should depend on the franchisor having 
control or significant influence over this aspect of a franchisee’s 
business. The franchise community does not want to see any 
employee underpaid in any workplace. That’s why the FCA 
has consistently argued for greater resources, stiffer penalties 
and strengthened investigative powers for the Fair Work 
Ombudsman to support its important work.

From the time of his appointment as Executive Chair of this 
organisation, including during his final two months as an 
MP prior to the calling of the election on 8 May 2016, Bruce 
and the FCA have been scrupulous in making sure that we 
understood the restrictions in place concerning his conduct 
while an MP, and in relation to policy matters he had control 
of as the Minister for Small Business from September 2013 to 
September 2015. Additionally, Bruce has not been engaged 
as a lobbyist, and the FCA does not come within the definition 
of a lobbyist, so any assertions of any breach of the Federal 
Lobbying Code of Conduct are also baseless. Thank you for 
your ongoing support – should you have any questions or 
feedback, please don’t hesitate to contact us.    

The FCA makes no apologies for being a 
not-for-profit, member organisation that 
exists to advance the interests of the 
entire franchise community, including 
employees, franchise business and 
system owners, suppliers and customers.
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Protecting businesses 
from cybercrime is a 

team effort
BY THE HON. DAN TEHAN MP, MINISTER ASSISTING THE PRIME MINISTER FOR CYBERSECURITY

It is undeniable that the cyber threats are 
evolving and growing at a rapid pace. In the 
2016/17 financial year alone, more than 
47,000 reports of cybercrime were made in 
Australia. 
In the same period, our national Computer Emergency 
Response Team (CERT) reported 7283 cybersecurity incidents 
affecting major Australian businesses; 284 of these incidents 
involved systems of national interest and critical infrastructure.

Cybercriminals have demonstrated that they have the capability 
and intent to do widespread and indiscriminate damage to 
civilian information and communication technology systems.  

The WannaCry ransomware – which was used in a May 2017 
worldwide cyber attack to encrypt data and demand ransom 
payments via the Microsoft Windows operating system – relied 
on end users’ lack of preparedness and, indeed, ignorance. 
Australia did not have the widespread infections that were seen 
in other countries, but there were still 14 Australian victims – 
and they were mostly small businesses.

Over the past year, cybersecurity events, both here and 
overseas, have disrupted infrastructure and services, 
caused hundreds of millions of dollars worth of damage to 
companies, and threatened the confidentiality of networks on an 
unprecedented scale. 

Poor cybersecurity can result in significant financial losses – in 
fact, it is conservatively estimated to cost Australians more than 
$1 billion each year. This is unacceptable.
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Fortunately, there has never been a greater understanding of 
the importance of cybersecurity, or a greater desire to meet its 
challenges, than there is now.

Australians and Australian businesses have never been more 
conscious of not only the opportunities presented by the digital 
economy, but also the threats and risks. 

Enhancing trust and confidence in the confidentiality, integrity 
and availability of networks and data will help us to derive even 
greater economic value from digital change. 

The Turnbull Government is leading the way in tackling the 
challenges of cybersecurity, but we cannot do this on our own. 
All levels of government, businesses and individuals must work 
together to share information and strengthen our defences 
against cyber threats. 

Small businesses account for a very large proportion of the 
Australian economy, but these businesses do not provide the 
profit margins that can be invested into cybersecurity. The 
unfortunate reality is that small businesses are reliant on others 
to protect them, and they are crying out for someone to step in 
and help. 

The government has heard the call, and is working on 
strengthening our responses to cybercrime. The government 
has committed $20 million in extra funding for the  
Australian Federal Police to strengthen its cyber defences,  
and $16 million in extra funding to the Australian Criminal 
Intelligence Commission to expand its cybercrime  
intelligence capability.

I have also announced a very significant change to our 
fight against cybercrime − directing the Australian Signals 
Directorate to extend the use of its offensive cyber capabilities 
to take the fight to organised offshore cybercriminals.

We are also working with other parts of Australian society to 
make business safer. 

In March, I met with banks, internet service providers (ISPs) 
and telecommunication companies, as well as industry 
associations, to hear ideas about how big business can help 
protect vulnerable businesses. We are focused on raising 
awareness among end users and small businesses of how they 
can minimise their cyber risk.

Education and raising awareness aren’t the only answers, 
however. People ask me why their ISPs aren’t blocking threats 
before they get to the intended victim. It’s a good question, and 
the government is encouraging telcos to find out how they can 
better protect their customers. We must all consider ways in 
which threats can be prevented from reaching victims in the 
first place.

Ransomware is just one example of a threat that could 
be countered on a much larger scale if we changed our 
expectations about what is possible and what is permissible.

As much as the government is working hard with industry and 
through our agencies to protect people, the first line of defence 
is always prevention. Fortunately, there are sensible strategies 
that we can all take to make ourselves safer online.

In the same way that you apply sunscreen to protect your skin, 
you need to protect yourself from people who want to gain 
access to your accounts to misrepresent you or steal information. 
You should use strong, hard-to-guess passwords, or two-factor 
authentication where available, to access your accounts.

In recent years, many phishing messages have become hard 
to distinguish from legitimate emails. Phishing scams have also 
become more sophisticated. For example, spear phishing emails 
use detailed information about a business to target its workers. 
When you receive an email, consider who is emailing you and 
what they are asking you to do. If you are unsure, call the 
business the suspect message claims to be from, using contact 
details obtained from a website or other legitimate source.

New apps that help make business interactions easier for 
customers are emerging constantly; however, hackers find 
weaknesses in apps or the underlying operating systems that 
may provide access to data on your device, or lock you out 
of your information until you pay a ransom. Regularly update 
applications (including anti-virus software and plug-ins) and 
operating systems to fix these vulnerabilities. Most vendors 
make automatic updates available. 

Importantly, you should always back up your data regularly and 
retain the backup in a safe location, preferably isolated from 
your usual device, on a USB, external hard drive or an online 
cloud service. 

At the national level, good cybersecurity is a team sport. At 
the individual level, it’s about prevention. If we all take simple, 
sensible steps to protect ourselves, we can reduce the impact 
of cybercrime.     

For more information about how to protect your systems, visit Stay Smart 
Online: www.staysmartonline.gov.au. 

If you suspect you have been the victim of cybercrime, you can report it via 
the Australian Cybercrime Online Reporting Network: www.acorn.gov.au.

The Hon. Dan Tehan MP
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This year, the Franchise Council of 
Australia’s annual National Franchise 
Convention (NFC17) ‘Franchise Intelligence 
– Building a Smarter Future’ poses the 
question: what is standing between you and 
a smarter future for your franchise?

It might be as simple as a new conversation that makes you 
think differently, or a connection that can assist to grow your 
business. It could be that nugget of information or spark of an 
idea from one of our speakers that leads you to explore a new 
way of thinking, or approaching the challenges that you have in 
your business.

As we look towards NFC17, which will take place on the Gold 
Coast from October 8–10, The Franchise Review asked two 
of our NFC17 keynote speakers to share their thoughts on 
franchise intelligence, innovation and creating a smarter future 
for your business.

Ray Titus, CEO, United Franchise Group (USA)
The Franchise Review (TFR): How important has innovation and 
‘franchise intelligence’ been for growing the United Franchise 
Group?

Ray Titus (RT): Innovation has been key, as we have had to 
reinvent ourselves several times over 31 years. Having grown 
up in franchising, I have really had to take a step back, do 
strategic planning and make the moves! We now do both one-
year and three-year plans each year.

TFR: How has United Franchise Group leveraged the 
technologies of the ‘digital age’ to drive continued growth and 
expansion of the brand?

RT: The internet has changed a lot. It's where we advertise for 
both franchisees and franchisors, but specifically [it has also 
changed] how we grow the brands. The trade shows almost 

NFC17 preview: 
franchise innovation and 

intelligence

United Franchise Group CEO Ray Titus
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completely disappeared at one time. Using the web for leads 
and to drive traffic to the stores was necessary.  

TFR: This year’s National Franchise Convention is about 
building a smarter future. Can you share with The Franchise 
Review how and why you are achieving that through the Titus 
Franchising Center at Palm Beach Atlantic University?

RT: Our $1.5-million endowment at Palm Beach Atlantic 
University in downtown West Palm Beach ensures that 
United Franchise Group will be involved with training the next 
generations, and will consistently have a large number of 
graduates to hire each year. 

Steve Simpson, corporate culture expert
TFR: How can corporate leaders, including CEOs, contribute to 
a company culture that can deliver a smarter future for their 
business?

Steve Simpson (SS): Corporate leaders contribute to their 
culture by virtue of their title! So, whether or not it is intentional, 
leaders help create and sustain the culture in either positive or 
negative ways.

Let me give you an example; if a leader publicly berates an 
employee, then the culture quickly fixates on never being 
caught making a mistake, given that public humiliation will 
likely follow! Conversely, if a leader genuinely recognises 
people’s contributions, then the culture will follow.

So, how can leaders contribute to a culture that will deliver a 
smarter future? Put simply, leaders need to get strategic about 
their culture and not leave it to chance. They can get strategic 
by considering the kind of culture that is necessary for the 
business to be truly successful, and be explicit about that. Put 
another way, leaders need to articulate and constantly reinforce 
the aspirational culture for that business, and get people 
excited about the potential that holds.

It needs to be said, however, that getting the words right is 
the easy part. It’s incumbent on leaders to live the message 
of their aspirational culture. So, for example, if treating people 
with respect is part of the aspirational culture, leaders need to 
model that message. 

TFR: How do a company’s unwritten ground rules (UGRs) 
contribute either positively or negatively to creating an 
innovation culture?

SS: I created the concept of UGRs more than 25 years ago. 
UGRs are defined as people’s perceptions of ‘this is the way 
we do things around here’. It is the UGRs that constitute an 
organisation’s culture – they are one and the same thing.

If we want an innovative culture, it follows that we want 
UGRs that are pro-innovation. Typically, that’s not what 
we’ve found in businesses!

As an example, we’ve unearthed UGRs such as: ‘Around here, 
when someone comes up with a new idea, if it’s any good the 
managers steal it and claim it as their own’. Another we’ve often 
encountered is: ‘Around here, good ideas are fine, so long as 
no extra money is required’. And another is: ‘Around here, new 
ideas mean a heap of extra work for the person who came up 
with it’. 

These UGRs will clearly work against innovation, no matter how 
impressive the internal and external documentation.

It’s worth pointing out that not all UGRs are negative. Once 
positive UGRs are in place, they can really help drive a team, 
and create a positive, innovative dynamic. This doesn’t usually 
happen by chance!

TFR: What business benefits do you see in an organisation 
where staff are encouraged to innovate?

SS: I think there is a risk nowadays that the term ‘innovation’ 
is overused. In the face of disruption (with Uber and Airbnb 
the most commonly cited examples), there is a risk that people 
think everything has to transform in fundamental ways.

I don’t see it this way. 

For ‘innovation’ to be of true benefit for a business, it has 
to have meaning for everyone in the business. It has to be 
meaningful for the person who is serving customers, the 
person charged with marketing responsibilities and for 
the technical people. In that context, leaders need to help 
everyone understand that innovation means searching for ways 
to improve – even if these things are small and apparently 
inconsequential. It’s this ‘constant improvement’ mindset that 
I’ve seen have the most dramatic impact on businesses. These 
businesses build pride in the organisation, foster ownership of 
issues and help them gain an edge over competitors who have 
no such focus.      

Corporate culture expert Steve Simpson
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The 
logistics 
of digital 
disruption

BY CLAIRE GAYNOR

Online shopping has become the norm all 
around the world, with the influx of orders 
resulting in an exponential increase in parcel 
delivery volumes for delivery and logistics 
service providers. The ubiquitous internet, 
as well as increased use of smartphones 
and social media, has led to a preference for 
online shopping among many consumers. In 
2013, 50.3 per cent of Australians shopped 
online, with 32 per cent of online shoppers 
spending more time online than in bricks-and-
mortar stores. More than 50 per cent of online 
purchases were cross-border. 

12
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With the pending arrival of industry giant Amazon in Australia, 
local logistics franchises must secure their footholds. According 
to a 2015 report by Singapore Post (SingPost) eCommerce, 
Australia’s total ecommerce sales are expected to grow to 
$32.56 billion this year, putting it in the worldwide top 10. 

An increase in competition isn’t always welcomed in all sectors, 
but for CouriersPlease (CP), it’s all about making changes for 
the better. CP was founded in 1983 and acquired by SingPost 
in December 2014, positioning the franchise for what has since 
been a rapid rise in ecommerce and business-to-customer 
(B2C) deliveries.

The Franchise Review sat down with newly appointed CP Chief 
Operating Officer (COO), Hoy Yen Hooper, to discuss this 
inevitable increase in competition, and how the franchise is 
preparing for the future.

The Franchise Review (TFR): What are the positive and negative 
aspects of Amazon’s arrival for logistics franchises and the 
Australian sector more generally?

Hoy Yen Hooper (HYH): The arrival of Amazon will mean 
new challenges and opportunities for Australian logistics 
franchisees. Delivery providers will benefit from an increase 
in volumes in the network, but this will also mean an increase 
in returns. Amazon will push down delivery prices, and the 
increase in competition will mean that logistics companies will 
have to do more for less. An increase in residential deliveries 
will also prove a challenge for drivers, with more deliveries to 
apartments. 

TFR: What are the benefits of the arrival of Amazon for 
customers as existing logistics companies seek to compete?

HYH: Amazon operates on a wholly customer-centric model, 
and this is what sets it apart as the forerunner in ecommerce. 
To follow suit, logistics companies will need to continue shifting 
their focus to improving the customer experience, and look 

at how they engage the extended customer chain. Australian 
shoppers will benefit from the improved customer experience 
from the moment they start browsing online, to the final delivery 
of their package.

Delivery providers will also need to work on providing more 
parcel delivery options to customers, as well as hassle-free 
returns solutions – this is something that CP will soon introduce 
via its network of POPPoints (retail outlets and parcel lockers).

TFR: How is CP preparing for disruption to the logistics industry 
with the arrival of Amazon?

HYH: CP understands the value of a customer-focused 
operation model, and is continuing to develop and integrate 
services that enhance the customer experience. CP recently 

CP COO Hoy Yen Hooper
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launched several delivery choices to offer convenient delivery 
options to its customers at no additional charge. Through our 
network of POPPoints and flexible delivery choices – such as 
on-demand delivery to an alternative address, delivery to a 
neighbour or requests to leave the parcel without a signature 
– online shoppers never have to miss a delivery again. CP is 
also building a seamless, hassle-free returns solution via its 
network of POPPoints, and working to improve the delivery in 
our network to provide customers with regular real-time status 
updates on their parcel delivery. 

CP is also using technology to help with the efficiency of 
each run and improve route optimisation. This is in the 
development phase, but we look forward to rolling this out to 
our franchisees soon. 

TFR: As more disrupters enter all types of markets and sectors, 
how can existing businesses prepare themselves for disruption 
to their business model?

HYH: Disruption in every market has come from players who 
put the customer at the focus of their operation. Existing 
businesses need to redefine how they do business with 

their consumers – how they engage with them, how they 
communicate with them and how to add value for the 
consumer. Essentially, they need to disrupt themselves to 
best prepare. Building an internal business structure into one 
that enables agility and is responsive to change, as well as 
fostering an innovative and collaborative culture, will also help 
businesses prepare for disruption in their market. 

TFR: Is ‘business as usual’ an option for existing franchise 
systems as ecommerce continues its rise?

HYH: Business as usual is not an option; franchises should 
embrace change and adapt. They must be prepared to change 
the status quo and be willing to invest – both at the franchisor 
and the franchisee level – in the technology and process 
improvement required to remain competitive in the constantly 
evolving ecommerce space. 

The advantage for CP of operating a franchise model is that 
its drivers are invested and committed for the long term. 
Their exclusive territories enable them to develop personal 
relationships with their clients, and intimately understand the 
needs of the businesses and individuals that they serve.     
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Epson’s point-of-sale (POS) solutions are custom-tailored for 
end-users, retailers, software developers and system integrators 
to promote efficiency and effectiveness in any retail space.

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 efficient POS 
printer is now critical in any modern-day business.

Epson’s TM-T88VI single-station thermal receipt printer 
revolutionises POS by helping retailers deliver the best 
customer experience. Featuring multi-interface connectivity, it 
meets business needs both now and in the future. With built-in 
ethernet, USB and wireless options, the TM-T88VI supports 
traditional PC-POS and mobile devices.

The TM-T88VI enables printing from web-based applications by 
using Epson’s ePOS print technology and utilises server direct 
printing (SDP) for online ordering. Epson’s beacon support 
provides distributed proximity-based printing. Near-field 
communication (NFC) technology enables bluetooth pairing for 

tablet connectivity and printer selection.

The benefits to retailers and franchisees alike don’t stop 
there; the TM-T88VI can not only connect to multiple devices 
simultaneously, but it can also be dynamically shared by legacy 
POS terminals, tablets and mobile devices.

Its triple-interface connectivity futureproofs growing businesses 
and distributed proximity-based printing through Epson’s 
beacon support. The TM-T88VI presents a compelling 
argument for any retailer and franchisee to make the switch.

Rounding out the long list of benefits are ease of use and 
cost saving – the TM-T88VI has been specifically designed to 
enable easy printing from mobile devices; provides ultra-fast 
transaction times with a print speed of up to 350 millimetres 
per second; has advanced paper-saving functions; and low 
total power consumption, with operating power of 1.8 amps 
and standby power of 0.5 watts.   

Visit www.epson.com.au/pos/products/receiptprinters/ for  
more information.

EPSON FRANCHISING, RETAILING 
AND EPOS SOLUTIONS

Insist on Reliability
Insist on Epson

Learn more, visit www.epson.com.au/pos

Introducing the NEW EPSON TM-T88VI POS printers  

with advanced connectivity & cloud support features
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MBE embraces digital as 
it rolls out new training 

program
BY BEC BRIDGES

A large part of running a successful business is recognising opportunities for growth; 
making the most of those opportunities often involves trying something new. At Mail Boxes 
Etc. Australia (MBE), comparative research was used to determine exactly what growth 
opportunities existed for the Australian arm of the business and how MBE could achieve 
that growth. The results pointed towards providing better customer service through staff 
training that enhances selling skills and encourages ongoing professional development. 
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The Franchise Review spoke to MBE Australia’s CEO Clayton 
Treloar to learn more. ‘We wanted to create an e-learning 
platform to provide our franchise owners and their employees 
with continuous professional development opportunities, as 
well as assist our franchise owners to develop successful 
businesses,’ explains Treloar. 

With stores in more than 30 countries, MBE is one of the 
world’s largest networks of retail centres offering logistics, 
communication, and business support services to business 
and private customers. MBE's global presence gives it many 
opportunities to learn from various successes and struggles  
in different locales. While examining the difference between  
its Australian and European arms, MBE realised that its pack-
and-ship services in Europe were an impressively successful 
part of the business because of the strong selling skills of its 
employees. In an effort to provide the Australian market  
with the same high-quality service, MBE decided to introduce  
MBE Academy. 

‘It’s an interactive e-learning platform that is populated by 
short, sharp “How to” training sessions,’ says Treloar. The 
enterprise-based training program aims to train staff in pack-
and-ship services using a combination of multiple choice and 
open-ended questions; each session has an assessment stage 
to test knowledge and critical thinking. The MBE Academy will 
also train franchisees in sales management skills, which will 
translate into more efficient and productive management. 

Across a large organisation with multiple franchise owners, 
each with multiple employees, it can be difficult to provide 

equal levels of training and support; however, with e-learning 
platforms, this becomes a far more achievable goal. MBE’s 
program is able to provide franchisees and their employees 
with training that is cost-effective, convenient and flexible. 

The program was initially funded by an Australian Government 
Industry Skills Fund grant – a program that sought to provide 
financial support for non-accredited training in Australia, which 
ended in December 2016. 

In the early stages, MBE worked with Get Smart Services on a 
strategy to develop a full curriculum of business skills training 
courses. ‘The strategy commenced with an analysis to identify 
training needs and gaps,’ says Treloar. The curriculum, training 
content and assessment tools came out of that. 

Key to any e-learning program is a reliable learning 
management system (LMS), and there are plenty of these 
out there. MBE called on Litmos to house its content and 
assessment results, a crucial step in the design of the state-of-
the-art program.

Time constraints make learning on the job difficult, but MBE’s 
program sought to make bite-sized learning modules that 
wouldn’t be cumbersome on an already busy work schedule. 
‘They don’t need time out of the business to attend face-to-
face (F2F) training, which can be challenging to our franchise 
owners as they operate small teams, so it’s difficult to allow 
time for staff to attend F2F,’ says Treloar.

On top of that, staff can access the learning platform from 
desktop, tablet and mobile devices to make learning on the go 

Sit back and relax while we turn 
your points into flights
You work hard to earn all your frequent flyer 
and card points, now let Points Bank take 
the hard work out of redeeming them, by 
finding and booking the award flights 
you want.

• Access more airline options using our experts 
• Manage up to 100 reward programs in one place
• Simple fee structure for planning & booking flights, 
 no hidden costs

Points Bank is free to join. 
Find out more at pointsbank.com.au
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a possibility. ‘E-learning is flexible and can be completed when 
learners have a few spare minutes of time,’ says Treloar. 

Rolling out the program and getting buy-in from franchisees 
began with a communication plan consisting of emails, 
phone calls and centre visits, which engaged and educated 
franchisees. The next step was launching and demonstrating 
the learning and development strategy at the MBE National 
Conference. Communications will continue to go out to 
franchisees to give updates on the program’s progress, and to 
encourage their participation. 

The benefits of the program have started to spread to all 
corners of the company and its employees. ‘Real-time 
assessment is always a benefit, and the reportability that goes 
with our e-learning platform makes it easy to see results and 
provide support,’ says Treloar. Also stemming from the program 
are major improvements to customer service standards, 
professional development and sales growth.

Combining the digital strategy with techniques such as mystery 
shopping has allowed MBE to measure the success of the 
training program both qualitatively and quantitatively. In 
addition to that, Treloar says, ‘Many courses also have practical 
learning activities to assist with the transfer of learning to on-
the-job behaviour’.

MBE’s online learning platform also rewards staff with 
points for reaching learning milestones, and certificates are 
awarded for reaching certain levels of accomplishment. There 
will also be an annual award for continuous professional 
development (CPD) presented to an individual that has 
embraced the learning opportunities provided to them through 

MBE Academy, which will be announced at MBE’s National 
Conference in 2018. 

Training is at the core of MBE’s success. New franchisees 
complete a comprehensive six-week training program, regular 
training webinars – which will no doubt benefit from the new 
LMS – and centre visits. These experiences complement and 
enhance the MBE Academy’s learning objectives.

Part of being an agile and responsive franchise is learning from 
your customers and staff, and finding new ways to cater to 
their needs. MBE Academy focuses on equipping staff with the 
practical knowledge to do exactly that: to give customers what 
they want, leading to better outcomes for the business, the 
customer and the employee.    

Training is at the core of MBE’s 
success. New franchisees complete 
a comprehensive six-week training 
program, regular training webinars – 
which will no doubt benefit from the 
new LMS – and centre visits. 
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THE REWARD POINTS REVOLUTION

For points-rich, time-poor business owners, redeeming points 
for flights often lands in the ‘too hard’ basket. Yes, there are 
award flights out there, but there never seem to be seats 
available for the days and destinations you want, or for the 
reward points you have.

With millions of points going unredeemed each year, 
Points Bank has launched a service that revolutionises 
the process. Offering a one-of-a-kind free platform (where 
customers can manage up to 100 reward programs in one 
place) and specialist consultants to find and book award 
flights, Points Bank is making it as easy to redeem points 
as it is to earn them.

Points Bank doesn’t just save you the time and headache of 
booking award flights – it boosts your chances of finding the 
exact flights you want. Points Bank consultants are specialists 
in redeeming points and use their industry knowledge to 
significantly expand your airline and award flight options. 

And when you don’t have the points, Points Bank offers the 
money-saving advantage of being able to purchase top up points, 
or even all the points needed to buy a ticket outright.   

Find out how you can start getting more from your points at  
pointsbank.com.au.

How Points Bank makes it easy to turn points into flights.

Five benefits of online 
training programs 
 
1. Real savings
If you’re worried about how online training programs are 
going to impact the bottom line, then you’ve come to the right 
place to have those fears quashed. Return on investment 
is one of the clear benefits to business. Not only will you be 
spared the costs of commuting you and/or your team, hiring a 
venue, providing catering, producing (and often updating and 
reproducing) learning materials; you’ll also be much kinder to 
the environment when you use online training, and the time 
savings alone are immense! 

2. Flexibility
For any kind of training program to be successful, it has to 
meet the needs of its students. The beauty of online training is 
that the when and where can be chosen by the student, and in 
some cases, the how (the device) and the what (the content) 
are usually up to the student, too. This is a great way to give 
your employees autonomy and accountability. 

3. Easy access to resources
Many of you will recall scribbling down notes during a class 

and never looking back at them again. Online training means 
that all of your learning materials are stored in one convenient 
place, whether that’s lesson plans, revision notes, reading 
material or upcoming tests (and this means you’ll save on 
printing costs). It’s important that you choose a learning 
management system that will cater to your specific content and 
storage needs in this case. 

4. Improved retention
Online training programs tend to centre on interactive content, 
videos, and other multimedia and visual elements more than 
traditional classroom programs. This format has proven to be 
remarkably effective at increasing retention of information. This 
means that your employees are more likely to remember what 
they’re learning; your team and your customers will reap the 
benefits of their sound knowledge and training. 

5. Growth 
With real-time results and a strong workplace culture around 
learning, online training will have a really positive impact on 
your franchise. For millennials, working is just as much about 
getting paid as it is about continual learning. Make the most 
of this zest for education, and give millennials online training 
opportunities that they’ll take to like a fish to water – it’ll be 
good for them, and good for your franchise!     
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A DIGITAL PLATFORM FOR MENTAL 
HEALTH AND WELLBEING TRAINING

Now the national mental health foundation – supported by 
all-profit-to-member superannuation funds and their group life 
insurers – is offering its resources online in a blended learning 
model that provides flexibility, accessibility and cost savings, 
without losing its vital human touch.

With untreated mental health conditions estimated to cost 
Australian businesses $10.9 billion annually in productivity, 
absenteeism, staff turnover and workers’ compensation claims, 
mental health and wellbeing training is imperative.

REST Industry Super CEO, Damian Hill, says that employers 
are increasingly understanding the need for a strategic 
workplace wellbeing approach, both physically and mentally.

‘Many employers share with us that they need some guidance 
and support in how to create a mentally healthy workplace, as 
it is still a relatively new area for employers. This is the focus of 
SuperFriend and its workplace programs,’ says Hill.

Employers that work with REST (Franchise Council 
of Australia’s nominated super fund) have access to 
SuperFriend’s programs and resources. 

SuperFriend’s flagship program, Mental Health and Wellbeing 
Training, includes different modules aimed at roles within 
financial services along with training for staff and supervisors, 
with each module delivered in four stages.

The first is a 30- to 60-minute online pre-course; the second 
is a two to 4.5-hour face-to-face skills workshop; the third 
provides more online content dependent on the participant’s 
needs; and the fourth is a 90- to 120-minute workshop that 
allows participants to debrief, ask questions and facilitate 
ongoing learning.

‘The SuperFriend blended learning approach combines online 
and face-to-face delivery methods to maximise the time in 
workshops and also support ongoing learning by having 
additional learning stages,’ says SuperFriend Program Manager 
Erin Farmer.

‘By reducing the workshop time, the program offers greater 
accessibility, particularly to some of our key stakeholders such 
as call centre teams.

‘The strategies and tools that are covered in the training aren’t 
necessarily things that you can learn in one sitting. They are 
soft skills that take time to develop and curate.

‘By having multiple touch points/stages in the blended learning 
approach, our training aims to better facilitate real skill 
development – not just increased understanding or awareness,’ 
says Farmer.

‘Many programs spend a lot of air time going through each 
individual mental illness and discussing the different signs, 
symptoms, treatments and crisis interventions. This is an 
effective way to improve mental health literacy.

‘But SuperFriend’s training seeks to improve more than just 
peoples’ mental illness awareness or literacy, and focuses more 
on the skills, strategies and tools that can assist a colleague, a 
client, a direct report, a friend or yourself.’

SuperFriend CEO, Margo Lydon, says one blended learning 
aim is to improve training uptake for all businesses, regardless 
of size, and particularly those in more isolated areas.

‘People in rural and remote areas can now get the same mental 
health and wellbeing training as people in metropolitan areas,’ 
says Lydon. ‘Small businesses have as much equal access to 
high-quality, proven information as large businesses.’

Lydon says another benefit was improved flexibility, with online 
training allowing more staff to upskill without affecting workflows.

‘People have the opportunity to do the online component of 
the training in the best time for them, and that’s a much better 

After commencing operation in 2007, SuperFriend has been helping workplaces with 
invaluable mental health and wellbeing training.

502130AE_SuperFriend.indd   1 9/8/17   1:08 pm
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use of human time. It allows for the natural business flow to be 
respected, and for much more training flexibility.’   

Lydon stresses there is still a need for face-to-face training, 
however, particularly to prepare for those ‘step-into-the-
conversation’ moments when people are concerned about a 
colleague’s mental health.

‘With our Mental Health and Wellbeing training, there’s pre-work 
that can be done on the digital platform, but there is also face-to-
face training delivered.

‘While there is a lot of training that can be done online safely, 
there is still skill development around mental health that needs to 
be done facen to face. We find that those “tricky conversations” 
needs to be done in person.

‘Everyone has their own life experiences when they walk in the 
room, and inevitably, in every training session, people open 
up and share if they are really concerned about someone; it’s 
important to debrief that with a qualified psychologist.’

Lydon also says their digital platforms added invaluable customer 
benefits, as well.

‘It allows more staff to receive the training and more frequently,’ she 
says. It also improves information currency and accessibility – with 
the online resources available 24 hours a day, seven days a week.

‘The resources, tools and case studies are always there. People 
can just jump back online if they are worried about a customer 
or a colleague, and refresh themselves of the information and 
remind themselves of the classic dos and don’ts. It’s just always 
readily available,’ says Lydon.

The information online can also be easily updated so that it is 
always the most current mental health and wellbeing training 
available. ‘For people working in different locations, there’s 
consistency of content and consistency of information, which 
is accessible 24/7. The digital platform allows us to deliver a 
greater level of quality at a reduced cost which has a flow-on 
effect to the customer.’

Lydon says the feedback had been very positive since 
SuperFriend began offering blended training a few months ago.

‘The feedback we’ve received is that it’s incredibly helpful to 
staff, who feel they now have the confidence to handle situations 
where people are in distress. People feel they not only have the 
confidence to know what to do, but also to know what to say and 
what not to say.’

Lydon says there is also a heightened self-care awareness 
when dealing with mental health issues. ‘Our training ensures 
[that] people understand and recognise they need to look after 
themselves in these situations, too – it gives them a heightened 
awareness of themselves and their needs.’

Lydon says mental health and wellbeing training is vital for any 
organisation, and a blended learning model offered the perfect 
solution. ‘It’s really giving them the confidence that online 
training and blended training will benefit them and their staff, 
and is well worth investing in.’   

To learn more about SuperFriend’s program and how it helps employers, 
visit www.superfriend.com.au. 
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ARTICLE PROVIDED BY MYOB

Forget about the  
far-away future;  

stay one step ahead

Talking about technology like artificial 
intelligence (AI), machine learning and 
robotics in business often invokes images 
of farms, factories and offices operating 
efficiently without a human in sight. 
These concepts can often feel like a distant future, but they 
are actually impacting business right now. While they can be 
intimidating, franchises have a unique opportunity to embrace 

these advancements, and utilise them to ensure that their 
businesses thrive into the future.

AI and machine learning are used regularly in many businesses 
today, particularly through the organisation of large collections 
of data. Online giants around the world like Google, Facebook 
and Amazon are leading the way, and Australian companies like 
Telstra and MYOB are also adopting the latest technology trends. 

There is currently one specific area in which technology is 
advancing quickly and affecting every single business: money.

T H E  F R A N C H I S E  R E V I E W
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As we march towards a cashless society, the exponential 
growth of cryptocurrencies like bitcoin and the changing nature 
of business loans are both examples of the evolving approach 
that businesses have towards money.

Momentum towards a cashless society has been driven by 
machine learning in the last decade. State-of-the-art banking 
apps have given customers the ability to access, change and 
transfer their own accounts from the comfort of their lounge 
room or office, or while they’re on the go.

Card technology like payWave and PayPass has allowed 
customers to avoid using cash while paying for goods and 
services, with both speed and ease. 

The migration to online shopping for everything from second-
hand items to groceries or alcohol eliminates the need for 
cash, while opening up global markets for traders. Point-of-sale 
providers have assisted with this growth, making this behaviour 
more secure.

Cryptocurrency is much more than a mere curiosity. Proving 
it’s more than just something to worry about in the future, its 
current market worth is around $101 billion. The largest player 
– bitcoin – is a household brand name, and many experts see it 
playing a huge role in the shift away from cash.

The nature of borrowing money has also evolved to the point 
where visiting the local bank branch – and the associated 

months of form-filling, waiting and stress – can now 
be bypassed.

Small and medium-sized enterprises have often told MYOB 
that cash flow and time restraints are the biggest pressure 
points their businesses face. 

MYOB Loans Powered by OnDeck addresses both of these 
critical issues, by providing business loans of between 
$10,000 and $150,000 for companies of all sizes.

It is also well placed to alleviate the pressure on franchises 
that may need an injection of cash while waiting for payments.

Implementing payWave or applying for business loans through 
MYOB Loans Powered by OnDeck are just two of the ways 
that franchises of all sizes can use technology trends to their 
advantage. Forget fearing what the marketplace will look like in 
100 years – it’s time to embrace the changes today.     

MYOB Loans Powered by OnDeck is a partnership between Australia’s 
leading accounting software provider MYOB and rapidly growing business 
loan provider OnDeck, which launched in Australia in 2015.

MYOB has been working with Australian businesses for more than 25 
years. This experience provides a unique appreciation for the local 
market and what Australian businesses need in order to be successful. 
OnDeck has provided more than $6 billion in loans globally, and it has 
helped well over 1000 businesses in Australia since launching. 

Futureproof 
your franchise

MYOB Loans Powered by OnDeck offers a fast and easy 
solution that goes beyond equipment financing to renovation, 
relocation and working capital. Business loans from $10,000 
to $150,000, with repayments over 6-24 months.

Purchase additional stock

Upgrade or repair equipment or technology

Carry out refurbishments

Invest in marketing or product innovation

Manage cashflow

Loans are issued by On Deck Capital Australia Pty Ltd ABN 28 603 753 215. Loans subject to lender approval. MYOB holds a 30%   
stake in OnDeck Australia and has a referral agreement under which it earns a commission on loans referred to OnDeck Australia.

loans
Powered by

Apply online: A simple 10 minute online 
application and 3 months of business bank 
statements

Get funded: Receive funding in as fast  
as 1 business day

Dedicated Australia-based loan specialists
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Online food delivery 
services and disruption to 
quick service restaurants

BY LAURA RYAN

The digital food delivery revolution is advancing rapidly across Australia. Menulog, 
Deliveroo, UberEATS and Foodora, along with others, are becoming household brand 
names – and some of them didn’t exist even five years ago. 
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Traditional phone-order delivery services have been 
serving quick service restaurants (QSRs) for decades, but 
entrepreneurs have seen the potential for a middleman in the 
market. So, are they encroaching on the domain of QSRs, or 
providing these businesses with the tools for growth in the 
digital age?

Convenience is currency, and online food-delivery services 
are offering QSR customers aggregated platforms that boast 
more than 100 different cuisines from dozens of nearby 
restaurants. Users can access these from the devices already 
at their fingertips, and then wait out the queues in the comfort 
of their own homes or workplaces. While a QSR’s participation 
in these platforms means greater visibility for their business, it 
is also coupled with increased competition. This can leave food 
establishments with a difficult decision, as ignoring this trend 
could be a risky move.

One Australian business that has been in this industry for 10 
years is Menulog, an ecommerce website owned by global 
food delivery leader Just Eat. The service offers a promotional 
and transactional ordering platform for QSRs, allowing them to 
engage with almost three million Australian consumers around 
the clock. It currently includes a diverse mix of Australia’s 
most-loved chains, popular local heroes and trending foodie 
favourites. The Franchise Review spoke to the Commercial 
Director of Menulog Group Limited (Australia and New 
Zealand), Rory Murphy, about the company and the integration 
of its services with QSRs.

Murphy describes Menulog’s process for selecting restaurants 
to appear on their platform, stating that their sales team 
selects restaurant partners that will add diversity and quality 
food to their offering. Customers can also submit an enquiry 
on the Menulog website or app to request that their favourite 
restaurants be added. Once a restaurant becomes a Menulog 
partner, Murphy says the company has ‘a number of quality-
assurance measures in place, which we’re constantly 
monitoring to ensure the best experience for consumers’.

Menulog is currently using a smartphone app as its major 
platform, along with its website, for reaching customers in a 
convenient online space. ‘Whether it’s beating the queue at a 
local cafe, having lunch delivered at work or opting for a quick 
dinner, customers can order whatever they feel like, wherever 
they are, at the touch of a button,’ Murphy says of the service.

This incomparable convenience is disrupting the current 
business models that exist in the hospitality industry – but 
doesn’t necessarily spell out disaster. According to Murphy, 
Menulog  is just one of the many digital services inevitably 
disrupting the QSR industry, but is also providing ‘a great 
opportunity for every business to drive growth, efficiencies 
and improved customer experience’. Further expanding 
on the benefits that collaboration between businesses like 
Menulog and QSRs can yield, he says, ‘Menulog connects 
local businesses with more than 2.9 million active Australian 
customers … we offer our partners simple and effective ways to 
grow profitably, and gain insights on customers and trends in 
their local area’.

Menulog Group Limited Commercial Director Rory Murphy
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Third-party aggregators such as Menulog can also provide 
restaurant businesses with the technology and expertise 
required to thrive in their domain. By increasing the 
restaurant’s discoverability, raising the frequency of orders, 
allowing customers to quickly re-order previous purchases 
and encouraging loyalty discounts, these online services seem 
a QSR’s best friend. Furthermore, they reduce the length 
of queues at QSR counters, and help to improve kitchen 
operations with pre-orders before peak times.

The Franchise Review spoke to La Porchetta, a QSR and client 
of Menulog, to see if it viewed its experience with the services 
in a positive a light.

La Porchetta opened its first restaurant in 1985, began 
franchising in 1990, and has since established franchises 
across Australia and New Zealand. La Porchetta has accepted 
the emerging digital trend of third-party platforms such as 
Menulog as a helpful booster to online food-ordering services. 
Menulog is a one-stop shop for customers, and it has been 
important for La Porchetta to appear among its competitors. 
‘This is where our customers are and where the future is going, 
and if we aren’t on board with it, we will be left behind,’ a 
spokesperson says.

The spokesperson states that when coming on board with 
Menulog, the main appeal for the company was the promise 
of attracting more customers. Commenting on the service’s 
impact on customer loyalty, La Porchetta’s spokesperson says, 
‘Menulog is a new way of servicing our existing customers, 

who now expect to be able to order using this technology. If we 
aren’t there, we could lose their business’. The use of Menulog 
and similar services has indeed increased sales for franchisees 
of La Porchetta. And, the franchise has reported a happy 
complementary relationship between its own online ordering 
service and that of the third-party platform. ‘The results show 
that Menulog has opened up a new market of customers who  
we weren’t reaching before, and we are also maintaining our 
online orders through the La Porchetta online ordering platform.’

These online services mean a loss of face-to-face 
communication between customers and restaurants, which  
is important to businesses and patrons alike for many  
reasons. ‘The face-to-face connection with our customers is 
what La Porchetta was built on and, until now, it’s been the 
essence of the hospitality industry’, the spokesperson says.  
The question remains as to whether customers will trade the 
trust-building and experiential advantages of physical  
presence for the convenience brought by online services.  
La Porchetta believes that these will continue to grow hand  
in hand, with customers using the digital swap-outs only  
when they are in need of the convenience.

The overall response from La Porchetta franchisees to the 
services has been a positive one. While the burgeoning 
business of online aggregators and food-delivery services is 
changing the infrastructure of the hospitality industry, it seems 
to be improving upon, rather than replacing, existing services – 
and promises to prosper into the future.    

Image courtesy of La Porchetta
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Franchise territories 
in the modern world

BY PETER BUCKINGHAM, CFE, SPECTRUM ANALYSIS AUSTRALIA PTY LTD

Most franchise businesses began using 
territories because they were forced into 
it by their earliest franchisees, who were 
looking for a patch of dirt they could 
call their own. Many businesses started 
with what I call a ‘beer and pizza map’, 
normally agreed upon by a few enthusiastic 
franchisees and the franchisor over a few 
pizzas, beers and a couple of red wines.
These first attempts were usually affected by the levels of 
alcohol consumed and the passion of the various franchisees to 
negotiate for their patch of dirt. 

Time has now passed, and 
demographics and mapping have 
greatly improved and become 
far more readily accessible, so 
now we can look to a much 
more scientific and measurable 
approach to create territories 
with similar potential for the 
franchisees.

When should we have a 
territory?
I believe that if we are in a service 
business, a territory is almost an essential item. Most service 
franchises rely on the franchisor to partly or totally distribute 
the leads that come in via phone or the web, and they need a 

ABS Services – Territory Overview Map, Perth

Spectrum Analysis CFE  
Peter Buckingham
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logical way of passing these on. As a franchisee who has paid 
to join the system and been allocated a territory, it is naturally 
in your best interests to make sure the leads do come your way.

If we are a bricks-and-mortar business (retail, food, cafe and so 
forth), a territory is not an essential part of the business. Most 
of the customers probably come to you (walk-ins); however, 
many franchisees see it as an exclusion zone, and a territory is 
a way of protecting their investment from having a competitor 
under the same brand nearby.

The future of business in general
Online demands are increasing every day, as consumers 
move much of their business from traditional walk-in or phone 
ordering, to using an app or an online portal (think UberEATS, 
for example). Franchisors need to be aware and supportive of 
this transition, unless they want to follow the dinosaurs.

The concept of allocating leads and orders has moved very 
rapidly from a call centre to a combination of call centre,  
online and physical visits. It is therefore becoming more and 
more important, as contact points move into the online world, 
to have territories and systems to allocate jobs to the right  
service providers.

The process we recommend to potential customers (franchisors 
wanting a robust territory-planning system) is as follows:

Analysis phase
This is why you need to understand where you are to begin 
with. Many businesses have hand-drawn maps that are out 
of date in their franchise agreements, or a list of postcodes 
or suburbs that may no longer be current. The first job is to 
digitise these maps and lists, and to create a ‘single point of 
truth’, so that you can be confident in your understanding of 
the existing territories, and to ensure that franchisees are in 
agreement. There is no point in setting up new territories if 
you are not in agreement with franchisees about the current 
position. Sometimes, this may involve sending a map out and 
asking the franchisees to sign it and confirm that they have the 
same understanding of their territory.

Using the latest data, the next part of the analysis is measuring 
each territory and seeing what it now contains, and whether 
you have been consistent. It is not uncommon to find territories 
where one has three times the number of people, households 
or businesses than another that may have a far bigger area!

We now need to agree on the rules for future territories. Many 
of the original territories are locked in for the period of their 
agreement, so you just have to live with that, but not repeat  
the problem.

Often, a customer can provide address details and we can 
undertake some analysis to answer the question ‘who is the 

Beer and pizza map
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customer?’ Using demographics, we can look at the market 
in any area in terms of customers per population of 1000, to 
understand what the drivers of the business are.

We will then create a target market index, or an algorithm that 
can be reliably measured to best explain the demand for your 
service in terms of demographics.

For example, if I was a mortgage broker, the algorithm may be:

Demand = the number of households × a high percentage 
of persons of middle income × a high percentage of young 
families.

In layman’s terms, this is saying the demand for the service is a 
function of:

• the number of households in the territory (starting point), 
which improves more if there is a high percentage of middle 
income (potential customers most likely to use mortgage 
brokers rather than banks)

• this improves even more by a high percentage of young 
families – the best customers for a mortgage broker, either 
buying or improving their house.

Now, we need to discuss how many territories you want as a 
mature business. I know that may seem far into the future, but 
if you can look at it as a 10-year goal, that is a great start. The 
other option is, if you have local knowledge of your franchise 
business, think about which area makes up a reasonable 
territory – either one that you have personal knowledge of, or 
one in which other franchisees have been successful. If we 

can map it, we can measure it, and make that into the ‘cookie 
cutter’ for the rest of the market.

At the end of the analysis phase, we should be able to ask:

• How big is the average territory we wish to create for the 
future?

• How many territories should this give us Australia-wide?

Territory planning
We are now ready to cut up the various markets by the rules we 
have established in the analysis phase, and create the number 
of long-term territories that we have agreed upon. In some cases, 
this may also include preparing to re-size some of the original 
territories when their franchise agreement is up for renewal.

Summary
The territory cutting is the easy part. The hard work is in the 
logic and analysis, to make it so that you can stand with your 
hand on your heart in front of your future franchisees and 
say, ‘Our aim was to give you territories of similar potential, 
irrespective of how the customers make contact with us’.     

About the author:

Peter Buckingham is the Managing Director of Spectrum Analysis 
Australia Pty Ltd, a demographic, mapping and statistical analysis 
consultancy. Buckingham is the go-to person for how and where to 
establish territories in Australia. He is both a Certified Franchise 
Executive (CFE) and a Certified Management Consultant (CMC).  
To contact him, email peterb@spectrumanalysis.com.au or visit  
www.spectrumanalysis.com.au.
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The sky is the limit 
for this dynamic 

Australian franchise
BY LAURA RYAN

National Drones is Australia’s first franchise 
to offer aerial data-collection services. 
The company is responding to rapid 
advancements in drone technology or, 
as they’re more formally known, remotely 
piloted aircraft systems (RPAS). In such 
a young and often disruptive industry, the 
strategy to franchise the operation is strong, 
but doesn’t come without challenges.

A truly innovative franchise idea, National Drones is building a 
force of experts in RPAS technology and providing aerial data 
solutions to businesses right across mainland Australia (with 
Tasmania next on their list). They provide aerial photography 
and videography, as well as thermal imaging and digital site 
modelling, to a large range of industries.

National Drones Director and CEO Brad Aylett describes the 
motivation to develop a franchise in the quickly expanding 
drone industry: ‘We wanted to become Australia’s first truly 
national aerial data solutions provider, and franchising provided 
the platform that allowed us to share this unique opportunity 
with like-minded entrepreneurs’. Undoubtedly, amassing 
a legion of business-minded colleagues to mirror the ever-
growing industry will offer National Drones a distinct advantage 
in the competitive market.

Additionally, the company saw franchising as a secure way 
to systematise a set of defined roles and responsibilities for 

each individual operation in  the company. While the company 
considered that there are many alternative legal structures 
that would allow for a similar result, it’s likely that an integrated 
organisation with streamlined processes and procedures was 
the more appealing option. Aylett also stresses the importance 
of the franchisor–franchisee relationship being seen as a 
‘partnership of equals, all working towards a common goal’, 
and says that each franchisee brings their own distinct 
capabilities to the table.

Establishing the franchise set-up operation for National Drones 
was not without its difficulties. Aylett notes the double-edged 
sword effect of National Drones operating in ‘an industry that 
is disruptive, but is at the same time being disrupted’. While 
drones are replacing traditional modes of aerial photography 
(such as from scaffolding, or from an aircraft), they are also 
facing competition as drones become cheaper, more widely 
available and user-friendly. 

Most technology industries are facing similar issues, with the 
‘amateur’ service provider becoming more able to deliver work 
at an acceptable quality for a lower price. Franchising is a 
notable strategy for dealing with these issues, as it creates the 
opportunity to harness more diverse resources to provide a 
competitive edge.

A great challenge that National Drones has found in franchising 
the company has been saying 'no' to an overwhelming number 
of franchise applications. Because the company works across 
a vast selection of industries, including cinematography, 
agriculture, construction, emergency services, surveying, 
mining and asset management, National Drones ‘necessarily 
and quite purposely looks for diversity in the background of 
operators,’ says Aylett. 

Image courtesy of National Drones 
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Furthermore, as the industry is in its infancy, the company 
recognises the impracticality of selecting applicants based on 
prior experience in commercial drone operations. For National 
Drones, selecting franchisees is all about contributing to a  
pool of diverse experiences and knowledge from various 
industries; backgrounds of previously selected franchisees  
have ranged from business development, to technical and 
trades areas. ‘Each franchisee we choose has a background 
that not only uniquely makes them likely to succeed, but 
also makes them a strong contributor to the “team” we are 
building,’ explains Aylett. 

Adding to the challenges, Aylett remarks that ‘setting up a 
commercial drone operation is a difficult process in itself, as 
the industry is constrained with barriers to entry’. This refers to 
the requirement that operations using drones for commercial 
purposes, as well as each RPAS pilot, first gain a remotely 
piloted aircraft systems pilot license (RePL) and Aeronautical 
Radio Operator Certificate (AROC), and that the operating 
company itself (in this instance, National Drones) receives a 
remotely piloted aircraft operator certificate (ReOC) from the 
Civil Aviation Safety Authority (CASA). As the company seeks 
new workers from a diverse range of working backgrounds,  
this means the process of hiring and training new drone pilots 
is quite lengthy when they don’t have any previous knowledge 
in aviation.

When it comes to providing training and support to new 
franchisees, National Drones describe its intensive process. 
Introducing workers to their hyper-specialised and information-

intensive business can’t be rushed. A three-week in-house 
training program covers the training and licensing requirements 
of becoming a drone pilot from CASA. The program also 
explains in detail the varied processes of applying data 
captured by RPAS to the industries the company serves. 

Following the initial training period, on-the-job support and 
instruction from the field support team is provided in the 
beginning phases of commercial operation. Support personnel 
work on site with franchisees to guide them and ensure that 
they’re meeting the company's stringent quality and safety 
requirements.

As for the future outlook of National Drones, Aylett says, 
‘Traditional businesses work to a five-year plan, but disruptive 
businesses work to a five-month plan!’ The goal for those at 
National Drones is to estimate what the industry will look like 
in 12 months’ time, and how it will change within that period. 
Once they have an informed idea of their positioning within the 
market, they work from there. 

While overseas expansion is on its radar, the company is first 
working towards introducing drone technologies to industries 
that haven’t yet considered how RPAS could revolutionise 
their data-collection tasks. There is room to develop the drone 
technology, as well, with scope to expand from aerial robotics 
to underwater, underground and all-terrain remotely controlled 
vehicles. These systems will be capable of not only data 
capture, but also automatic data analysis to provide meaningful 
content for clients efficiently.    

National Drones Victoria franchisees
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Quality, price and 
convenience: innovations 

for the digital age 
BY LAWRENCE PELLETIER, SALES AND MARKETING DIRECTOR, REDCAT HOSPITALITY POS SOLUTIONS

Hospitality is a tough industry; Australian consumers are very demanding – they want 
quality, affordability and convenience. Plus, differentiating your shop from the one next 
door is difficult – how can you stand out?

Let’s look at quality, affordability and convenience from a 
technology and systems perspective.

Quality needs to be addressed through your operation. 
Everything from sourcing and your supply chain to people 
and equipment affects quality. At a fundamental level, your 
interactions with your customers, through both staff and 

technology, affect quality. With the right planning, technology 
and training, you can get this component right.

Price, on the other hand, can be handled in different ways. 
One approach is to create a loyalty program that encourages 
your customers to come back, diminishing price pressure. 
The challenge is that in hospitality, loyalty seems to have lost 
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its meaning. Webster defines it as ‘being faithful to an [...] 
institution’, but I think the loyalty that we are seeking is one of 
belonging. Australian AFL clubs have mastered this concept. 
Being a member of an AFL club is to truly be loyal. The clubs 
work hard to encourage and reward loyalty in many different 
ways, from discounts to gifts, and even birthday cards. Perhaps 
we need to bring a sense of belonging into our own programs.

We can encourage a feeling of belonging in many ways, such as 
by offering a free product, such as every 10th coffee free; giving 
a birthday reward, such as a free main  meal (after all, who eats a 
birthday dinner alone?); or by simply addressing the customer by 
their name (sourced from your loyalty program, of course).

To make this work, you need a loyalty solution that’s integrated 
into your point of sale (POS) system. Make sure that your POS 
system can support your marketing initiatives, whether they 
include couponing, gift cards, digital wallets, key information 
collection or mail-outs. And make sure that the integration 

makes it easy for staff to understand and action the offers that 
you are providing. You want to be able to accurately report 
on customer redemptions, and you don’t want to frustrate 
customers with the process.

Creating this sense of belonging lets you address price in 
two different ways. One: you can offer discounts and other 
enticements to your repeat customers. Two: increasing the 
customer’s sense of belonging will reduce the price pressure 
that customers associate with your products.

Convenience is your third challenge. In the crazy, busy world 
we live in, customers are demanding ways to pre-order their 
food and drink, and to have it ready when they arrive. Doing 
so via phone call is no longer acceptable to the millennial 
generation – you need to provide a website with a responsive 
format, optimised for the smartphone, or better yet, a 
smartphone app.

The keys to a successful online ordering solution lie in the 
technology employed, and the operational efficiency involved, 
in the implementation. Fully integrating the solution into POS 
means the system knows if the store is open or closed; if it’s 
having internet communication issues; and what the specific 
menu (and pricing) is for the location. Operationally, online 
orders should skip the POS, and be delivered straight into the 
kitchen. Online orders should be identified on printers and 
screens, as well as being reported separately to management. 
And you can’t forget loyalty: customers using the app need to 
be treated as a loyal customer, whether it’s through receiving 
points and offers, or redeeming coupons and gift cards.

Consumers love an easy-to-use online ordering solution 
that identifies them and rewards loyalty. In fact, we’ve seen 
businesses that use online ordering report sales increases of 
more than 13 per cent in food, and more than 17 per cent in 
drinks; their customers have clearly put a big tick in the box 
for convenience.

Ensuring that your technology approach helps you to address 
quality, price and convenience can definitely make a 
difference to your business. The right approach can help you 
to differentiate your business from the competition, and can 
mean the difference between success and failure.   

Redcat is a specialty franchise hospitality POS provider, with multiple 
modules, including accounting, stock, payroll, loyalty, integrated online 
ordering, digital displays and smartphone apps. To find out more about 
Redcat, visit www.redcat.com.au. 

Redcat Sales and Marketing Director
Lawrence Pelletier
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It’s no secret that loyalty programs 
are effective marketing tools.
They increase sales, help retain 
customers, and improve your brand’s 
reputation. Combine a loyalty 
system with online ordering and 
you really maximise your sales 
potential.

Most people in Australia have placed a 

restaurant takeaway or delivery order online. 

Consumers are inclined to order online 

because, more than ever before, they value 

convenience.

That’s why some of Australia’s leading cafés, 

restaurants, and QSR’s use Redcat Polygon 

for their POS Management needs including 

sophisticated online ordering and loyalty 

solutions.

Contact us to discuss
how Redcat Polygon
will benefit your business.

Shift to
Combining
Loyalty and
Online
Ordering

Redcat Polygon Online 
Ordering and Loyalty

 • no double keying

 • orders go straight to the
  kitchen

 • manage in-venue orders
  and online orders in the
  same place

  - integrated reporting

  - integrated to the
   Redcat Loyalty
   and gift card solution

 • customised websites and
  smartphone Apps
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1300 4 REDCAT
hello@redcat.com.au
www.redcat.com.au
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Time’s up for the 
black economy

BY MICHAEL ANDREW AO, CHAIR, BLACK ECONOMY TASKFORCE

The black economy is a serious, evolving and increasingly costly societal problem. While 
aspects of this problem are not new – people have always cheated on their taxes – threats 
are emerging that demand urgent and innovative responses. I have been travelling around 
Australia speaking with people in capital cities and regional areas about their experiences 
of the black economy. This is the message they have sent me.  

Smart technology
Improvements in technology, if intelligently deployed, will help 
to address the black economy. Sophisticated monitoring will 
bring to light transactions that could once have hidden in the 
shadows. This includes web scraping to identify those who 
buy and sell over the internet, and comparing it with tax return 
data. Additionally, we are looking at new identification methods, 
including the use of biometric verification such as facial 
recognition and voice matching. These technologies, together 
with blockchain and data matching, should boost detection of 
people who are not meeting their obligations.  

We can also leverage new technology to discourage the use 
of cash. New payment methods – like tap’n’go and payments 

made through smartphones – are already becoming more 
convenient than cash. It’s important that these payment 
systems be reasonably priced, so that small businesses benefit 
from rolling them out.

Supply-chain integrity
In the period since the global financial crisis, businesses 
and governments have been under pressure to cut costs. 
Consequently, the integrity of supply chains may have 
deteriorated, allowing black economy activities to creep in (or 
become further entrenched).  

For example, cleaners of office buildings may be paid in cash, 
well below award pay rates,  or people on working-holiday visas 
may find themselves picking fruit in unsafe conditions.  
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Governments and large businesses should be doing more 
to promote good supply-chain management. In the recent 
Budget, the government asked the Taskforce, working with the 
Department of Finance, to look at how to limit Commonwealth 
procurement opportunities to firms with a good tax record.  
We are also looking at private sector procurement, including 
industry-led supply-chain certification initiatives.    

Changing incentives
Of course, the existence of the black economy is not just 
caused by businesses, workers and customers. As we argued 
in our Interim Report, high tax rates and red tape push people 
into the black economy.  

Not all of the settings that create incentives to enter the black 
economy can be changed immediately, but we need to make 
life easier for legitimate operators – especially small businesses. 
We want to recommend practical ways to lower compliance 
burdens for small businesses, including those that embrace 
non-cash businesses models. We recognise that consumers 
must play their role as well. They should know that participating 
in the cash economy is not a ‘victimless crime’, but in addition 
to this, we are looking at specific incentives and deterrents  
for them.  

Visible enforcement 
One of the best ways of changing community attitudes is to 
make clear that black economy participants will be caught and 
punished. People need to know that there is a tough cop on the 

beat. The community must have confidence that if they complain 
to a regulator, the complaint will be thoroughly investigated. 

Stakeholders have been telling us that governments – federal, 
state and local – have work to do. They need to get better at 
aligning rules and sharing information. People should only 
have to tell things to the government once. This would make 
it harder for dishonest people to do the wrong thing by telling 
different parts of government different things. There needs to 
be better sharing of data and intelligence across government 
agencies – tax, welfare, immigration, customs and law 
enforcement.  

This will enable more robust enforcement, which may involve 
naming and shaming offenders, publicising successful actions 
and doing more multi-agency enforcement. These are all things 
we are looking at closely.     

Community attitudes
The biggest challenge we have is that participating in the black 
economy has become widespread. Many think it’s harmless for 
tradies to do a few cash jobs, and for workers to be paid cash 
off the books. Many think that buying illicit tobacco is okay.  

But these practices cause problems. Because of the black 
economy, honest people pay more than they should have 
to; vulnerable people are exploited; and honest businesses 
struggle to compete.

We need to change attitudes so people know that participating 
in the black economy causes harm. This kind of change has 
happened in the past – everyone now wears a seatbelt, and 
drink-driving is frowned upon. We need to deliver the same 
shift in attitudes about the black economy.  

This will be a major focus of the Taskforce’s Final Report, 
which will propose a range of public information, education 
and other interventions to help bring this about. Ultimately, 
the case for change must focus on the unfairness of black 
economy participation, and the uneven playing field it creates 
for business, consumers and employees who do the right thing.   

What’s next?
Fighting the black economy is an obligation for us all.  
The Taskforce has already made a strong start. On its 
recommendation, the government announced in this year’s 
Budget that it would extend the Taxable Payments Reporting 
System (TPRS) that applies in the building and construction 
industry to two more industries (cleaning and couriers) to 
ensure that payments made to contractors in these sectors 
are reported to the ATO. The TPRS has already improved tax 
compliance in the building and construction industry.

The government also accepted the Taskforce’s 
recommendation to ban the manufacture, distribution, 
possession, sale or use of sales-suppression technology,  
which some businesses use to understate their income.  

Our final report to the government is due in October this year. 
It will set out a practical strategy to crack down on the black 
economy. Its recommendations will reflect the ideas and 
feedback that we receive from industries like yours.     

Further information can be found at www.treasury.gov.au/blackeconomy. 

Black Economy Taskforce 
Chair Michael Andrew



Create

CREATE
•  A system tailored to 

your requirements
•  An online library of your 

entire print catalogue

PUBLISH
•  View instant proofs for 
immediate job submission

•  Eliminate human error and 
ensure brand consistency

Publish

MANAGE
•  Order 24 hours a day/365 

days a year
•  Save time on repeat orders

Manage

TRACK
•  Track your orders and 

ship to multiple addresses
•  View print history and 

spend reports

Track

Online Print Management.
Built by franchise experts who understand the challenges 

of your business.

Want a print management tool that meets the 
challenges of running a franchise business?

To see how you can save time and control your brand, 
get a FREE consultation:

kwikkopy.com.au/zenith-fca

kwikkopy.com.au



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

43

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

BY PHILLIP CHAPMAN, DIRECTOR AND FOUNDER, LEASE1

State of the nation 
– retail leases

Not since the 1994 introduction of retail 
lease legislation in Queensland and New 
South Wales has the industry received  
so much attention as it has in the past  
12 months.
This is probably a result of the pace at which retailing is 
evolving in Australia, through the rapid growth of omnichannel 
(online) retail and changes in consumers’ shopping habits.

Another important reason for the changes in retail lease 
governance, I am proud to say, is the way in which the 
peak retailer associations have worked together to improve 
transparency and commercial conditions on behalf of their 
members.

The respective boards and executives of the Australian 
Retailers Association (ARA), Franchise Council of Australia 

(FCA) and Pharmacy Guild of Australia (PGA) need to be 
commended and acknowledged by their members for the way 
in which they have collaborated to bring about positive results 
in these areas.

Hence, it is timely to review the state of the nation’s retail leases 
and the associated codes and regulations, and to bring retailers 
up to date.

Queensland – Retail Shop Leases Amendment Act 2016 
This Act came into effect on 25 November 2016. The Bill 
introduced the opportunity to seek harmonisation across the 
existing Acts in New South Wales and Victoria in the areas 
of definition of a retail shop lease; more defined conduct 
between the parties about disclosures; further transparency for 
outgoings, particularly in management fees; as well as clarifying 
the release of all liability for assignors (at sale of business). In 
total, there were more than 40 amendments introduced.
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New South Wales – Retail Leases Amendment (Review) 
Act 2017 
This Act was given royal assent to take effect on 1 July 
2017. Key improvements to the Act include mandatory lease 
registration, a defined time frame for returning lease securities 
(bank guaranties), increased New South Wales Civil and 
Administrative Tribunal (NCAT) jurisdiction limits ($400,000 
to $750,000) and rights to compensation for defective 
disclosures.

South Australia – Retail and Commercial Leases 
(Miscellaneous) Amendment Bill 2017
Hot off the press, this Bill was only tabled in Parliament on  
5 July 2017, and at the time of writing, it had not progressed 
to the second reading. Although the prerequisite review 
commenced in October 2014 and included a fairly robust 
industry and public consultation process, the outcome of 
the proposed Bill can only be viewed as a lost opportunity: 
regardless of its inclusion of numerous ‘housekeeping’ updates, 
it does not seek to achieve harmonisation with other state and 
territory reviews, particularly given the opportunity to reference 
the submissions by the ARA, FCA, PGA and Lease1 to the  
New South Wales review (and previously Queensland).

Victoria – Retail Lease Act (2003)
The existing legislation is currently under review, noting that 
submissions and meetings with industry stakeholders have 
already been completed, and trusting that the opportunities to 
reduce red tape with recent outcomes will be realised. It was 
refreshing to meet with a minister and his department heads 
who understand retailing and retail property, and who ‘get’ the 
issues and inequities in the landlord/lessee relationship.

Western Australia – Commercial Tenancy (Retail Shops) 
Agreements Act 1985
During 2013/14, a consultation regulatory impact statement, 
entitled ‘Improving access to lease information in the retail 
tenancy market in Western Australia’, was presented to industry 
stakeholders.

Again, this was a lost opportunity in a state that has no lease 
registry and an overly prescriptive market rental determination 
process, as the decision regulatory impact statement supported 
maintenance of the status quo with no legislative amendment.

Northern Territory – Business Tenancies (Fair Dealing) Act
We haven’t heard much from the Northern Territory for a 
while, and although there hasn’t been a review for some 
time, the current legislation adopts the core minimum lease 
requirements seen in the other states.

Tasmania – Fair Trading (Code of Practice for Retail 
Tenancies) Regulations 1998
There’s not much noise in the Apple Isle. It’s safe to say it 
would be prudent that any review here should logically adopt 
the Victorian legislation to save time and money.

Australian Capital Territory – Leases (Commercial and 
Retail) Regulation 2002
The Australian Capital Territory is much like Tasmania. Adopting 

the New South Wales Act, as well as expanding the jurisdiction of 
their Retail Tenancy Unit to include the Australian Capital Territory, 
is again seen as an efficient and logical exercise.

Casual Mall Licensing Code of Practice
This Code is currently up for renewal with the Australian 
Competition and Consumer Commission (ACCC), as it expires 
on 31 December 2017. Presently, there is a call from industry 
stakeholders (ARA, FCA and PGA) to review some of the 
definitions, in particular ‘adjacent lessee’ and ‘external and 
internal competitor’, as well as to expand the administration of 
the Code.

Currently, the signatories to the Code are the ARA, Shopping 
Centre Council of Australia (SCCA), Property Council of 
Australia (PCA) and National Retail Association (NRA). The 
issue is that for some years now, the SCCA, PCA and NRA are 
in effect, to any reasonable person, operating in accord.

The Reporting of Sales and Occupancy Costs Retail 
Industry Code of Practice 2017
One of the greatest achievements in bringing the peak retailer 
associations (ARA, FCA and PGA) together is the adoption of our 
draft Sales Reporting Code. Since the outcomes of the Productivity 
Commission Review in 2009, this has remained on my agenda.

Noting the impending signing of this Code by the SCCA, 
the adoption of this Code will quickly become national, 
affording members of the ARA, FCA and PGA a higher level of 
transparency when reporting retail sales to landlords through 
an obligation to report centre performance back to lessees.

Once adopted, we will circulate a separate bulletin with the 
Code along with the benefits to retailer/lessees.

What to watch out for:
IFRS 16 – Leases 
Coming into effect on 1 January 2019, all leases will be 
capitalised on the balance sheet by recognising a ‘right of use’ 
asset and a lease liability for the present value of the obligation. 
This is not the forum in which to expand on this, except to 
say that retailers and lessees need to seek advice from their 
CPA about implications and review how they hold leases. They 
should also sit down with their financiers and set out how 
they will treat the charges to the balance sheet and lending 
covenants.

National Disclosure Statement (Lease1)

By early 2018, we will be presenting our white paper on the 
introduction of a National Disclosure Statement for Retail 
Leases in Australia. This is a commonsense approach to 
reduce red tape, reduce regulatory/operational costs, and to 
promote consistency and transparency across the entire retail 
shop lease industry.

More to do
There you have it – the state of the nation’s retail leases.  
So, next time you are considering the value of your 
membership, remember the tireless work that goes on  
behind the scenes on behalf of retailers and lessees by  
your association. To my colleagues, thank you, but as  
always, there is more to be done.    
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Providing inspiration 
and opportunities for 
Women in Franchising

WIF runs a dynamic program of events, often featuring 
inspirational and informative guest speakers who provide 
valuable takeaways for our guests. The events are 
typically relaxed and informal, providing the opportunity 
to build connections, learn from each other and share 
best practice advice.

A forum to inspire and motivate the growth of others in the 
greater franchising network, WIF is an important special 
interest group that is always looking for great women to get 
actively involved in their state committee and events. 

The Franchise Review sat down with the two new co-chairs 
of the WIF Committee, General Manager of World Manager, 
Wendy Donaldson, and Marianne Marchesi, the founder of 
law firm Legalite, to find out more about their journeys as 

women in business, who inspires them and the importance 
of the WIF initiative.

The Franchise Review (TFR): How important is it for women in 
business to have a network such as WIF from which to gain 
support?

Marianne Marchesi (MM): It is amazing to have such a large 
and diverse network to be able to gain support from in 
business. Through business networking opportunities such 
as WIF, I have met and forged relationships with both women 
and men who have inspired me, supported me and provided 
genuine referral opportunities. I think it’s hugely important, 
especially for business owners who can sometimes feel 
isolated, to have this network to gain support from.

The Franchise Council of Australia’s Women in Franchising (WIF) initiative 
provides women in the sector with the opportunity to meet like-minded women 
and grow their networks. 

Wendy Donaldson Marianne Marchesi
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Wendy Donaldson (WD): I regularly attend seminars by 
experienced, excellent speakers. Recent WIF events have 
introduced me to the amazing Kate Boorer (Young Professional 
Women Australia), her colleague Fiona Pearman (Brand 
Illumination) and Ami Cook (Coaching Human Potential). I have 
been able to benefit from their leadership and development 
programs, and have shared such events with my network and 
colleagues. I have been introduced to mentors through these 
programs, and this has further expanded my network.

TFR: Tell us about your career and your key achievements  
in business.

MM: I’ve had quite a varied experience as a commercial and 
franchising lawyer over the last eight years or so. I completed 
my legal training at a large CBD law firm, then went on to work 
in-house before going back to private practice. This variety has 
exposed me to a wide range of clients in various industries – 
including food and hospitality, retail, fitness, entertainment, 
pharmacy and real estate.

My greatest achievement so far was setting up Legalite earlier 
this year. In my dealings with clients, I knew there was a need 
for legal services that were accessible and simplified (such as 
through offering fixed fees), but I was pleasantly surprised by 
how the business has taken off. It just confirms that clients are 
looking for something ‘more’ and want a lawyer who responds 
to their changing needs.

WD: Having started my career in frontline management under 
the guidance of the golden arches system, working in both 
established and new franchise systems at Gloria Jean’s Coffees 

and Coco Cubano, I have had the privilege of knowing many 
people who have now progressed to decision-making roles 
within the sector, some of whom have helped me progress 
through the various roles I’ve held.

I was fortunate to be told early on in my career to never burn 
bridges, and this advice has assisted me in reaching out to 
franchising brands purely through the contacts within my 
extended network. My key achievements are centred on  
people development, as I get great satisfaction from the 
strength of relationships that are built based on genuine and 
mutual respect. 

TFR: Which women in business inspire you?

MM: There are so many amazing women achieving great 
things, that it is hard to pick a few. I am inspired by any woman 
who is passionate and dedicated, and particularly women who 
speak up on issues like the pay gap and equal treatment of 
women in the workplace. I am also in constant awe of women 
who are raising kids and managing a career. I feel like there are 
not enough hours in the day as it is, so I have a real admiration 
and respect for these women. 

I am also constantly inspired by my fellow Victorian WIF 
Committee members. They are all hardworking, organised  
and passionate women, and I love working with such like-
minded people.

WD: I’m inspired by women who have managed both their 
career and their family, including previous alumni of the 
Women in Franchising award: Natalie Brennan, General 
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Manager of Muffin Break and Foodco, and Debbie Meyer, 
owner of Narellan Pools, who are both accomplished in their 
professional fields, and inspiring in their personal stories of 
overcoming challenges and adversity. Both women were key 
influences in my introduction to the Women in Franchising 
committee many years ago. I have also been lucky to be able 
to work with many amazing women in my current capacity as 
GM, and previous roles held over the last seven years at World 
Manager. Also, Karli Furmage [Founder of Go Global], who has 
shaped her personal brand while progressing in her consultant 
career, has shared her vast knowledge of the franchise sector 
with both our brands and our internal team, while being an 
advocate and sponsor of my development.

TFR: How do you hope to use your success in franchising to 
inspire others?

MM: One thing I am very passionate about is that women are 
given the same opportunities in their career as their male 
counterparts. I have never shied away from speaking up on 
issues that are important to me, and negotiating equal and fair 
treatment during my time as an employee. I hope other women, 
especially the younger generation, can take inspiration from 
this and feel confident to raise their voices. 

I’m also a big advocate of saying ‘yes’ to opportunities that will 
benefit me in some way or teach me something new. There’s a 
quote by Richard Branson: ‘If somebody offers you an amazing 
opportunity, but you are not sure you can do it, say yes, then 
learn how to do it later’. It can sometimes be hard for women to 

put their hands up for opportunities when they feel they aren’t 
100 per cent ready. I try to live my life by the above mantra, 
and hope to encourage other women to do the same.

WD: My development needs have evolved from focusing on 
gaps in skill and business acumen, to study and mentorship, to 
increasing my personal profile by determining my core values, 
getting clear on the pathway that is right for me and my family, 
and making sure I’m able to provide other women with the 
level of coaching that I have been exposed to and increase 
their confidence to start their journey. Mentoring or sponsoring 
should happen organically, and if you can surround yourself with 
inspiring people, ask questions and challenge yourself, you will 
become the best version of you that you can be!   

How to become involved with WIF
Women can get involved with WIF by attending WIF 
events, providing merchandise or gifts for goodie bags, 
sponsoring events, guest speaking at events, or providing 
articles for the WIF LinkedIn group. 

To get involved, speak to a member of your state 
committee. A list of current members is available at  
www.franchise.org.au/meet-the-committee. 

You can also join the WIF LinkedIn group ‘Women in 
Franchising (FCA)’, or follow us on Instagram at  
@womeninfranchising.
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Essential elements of 
a successful franchise 

meeting and 
conference
ARTICLE PROVIDED BY UNSW VENUES AND EVENTS

Franchise conferences and meetings are a 
great way to innovate for business growth; 
however, planning and staging are essential 
elements in creating a dynamic event

‘There are some key elements that will ensure a success,’ says 
Hannah Sparke, General Manager of the award-winning* University 
of New South Wales (UNSW) Venues and Events department.

Defining goals for success
Establishing the ‘who, what, where, when, why and how’ is 
important for the success of any conference or meeting. Often, 
the main goals for the franchise organisation are getting owners 
re-energised about their business and providing a forum to 
introduce new initiatives that help the franchisee build their 
business and brand. 

Keeping a theme focus 
Creating an overall theme with a key message can really 
help drive your business objectives and achieve your event 
goals. Having a catchy phrase such as ‘Creating Customer 
Connections’ or ‘People, Purpose, Passion’ can give your 
event a brand and set the tone for the plenary and workshop 
presentations. 

Location, location, location
A desirable event location is one that offers ‘first-class facilities’ 
and ‘encourages attendance’ based on geographic accessibility, 
along with tourist activities for pre- or post-conference.

Location can be a powerful drawcard for event attendees, so 
make sure that you include the benefits of the location in 
your event marketing. For example, for an event at the UNSW 
1 O’Connell Street Campus, it would be pertinent to mention 
that the venue is just a short walk from the iconic Opera House 
and stunning Sydney Harbour.

For a conference at the UNSW Kensington campus, you might 
highlight its convenient location in Sydney’s leafy and stylish 
eastern suburbs near Sydney airport, as well as its famous 
beaches and the CBD.

Event attendees will then know that outside of conference 
hours there is plenty to explore, and this may be an important 
factor in their decision to attend the event.

The importance of networking 
It’s important to allow time for delegates to network and 
connect; this can be just as important as the information taken 
away from the event. Networking with like-minded specialists 
who face the same day-to-day challenges is invaluable. 

A team-building activity is a great way to break the ice and 
ensure that delegates make long-term connections. 

Using a professional event planner 
Unfortunately, not all franchise organisations can afford to 
employ or engage an experienced event manager. Therefore, 
it’s important to use the expertise of the experienced event 
planners at your chosen conference venue to ensure expert 
planning and flawless execution.

Once the event objectives are defined, you will understand 
what services and activities you might need an event planner 
to manage, such as event marketing, registrations, on-site 
support and so on. You don’t have to outsource all elements of 
the organising – perhaps play to your strengths and outsource 
the rest.

Avoiding unexpected costs 
There are so many elements to consider when putting 
together an event and managing one of the big-ticket items – 
audiovisual (AV) requirements.

This can be as simple as a lectern and a microphone on the 
stage, to speakers providing presentation slides and videos, 
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to full-scale productions. Even with the best planning possible, 
technical hiccups are a possibility. 

When choosing a venue for your conference, be sure to allow for 
possible audiovisual costs: ‘Many venues charge for AV hire and 
technical support supplied through external contractors, which 
can significantly increase costs,’ says Sparke.

Therefore, it’s financially beneficial to select a venue that is 
purpose-built for education and training, has state-of-the-art AV 
facilities included in the venue hire cost, and can provide on-site 
technical support to address any issues that crop up on the day.

It’s the little things that count
While big-name motivational speakers are a great way to inspire 
franchise owners, it’s the little things that often make an event 
special. An increasing challenge for organisers is catering for the 
dietary requirements and health preferences of delegates. Look 
for an all-inclusive menu that will satisfy everybody, including 
people with gluten-free, sugar-free or vegan requirements.     

For more information about organising an event, contact UNSW Venues and 
Events on 02 9385 1515, or visit www.venuesandevents.unsw.edu.au. 

*UNSW Venues and Events are winners of the prestigious MEA (Meetings and Events Australia) 

industry awards for New South Wales In-house Meetings Management Department 2016; NSW 

Meeting Venue – 500 delegates or more 2016; and National Speciality Meeting Venue 2016, 2010 

and 2008.

10% off 
venue hire, 
free AV and 

WIFI* 

400+ Exceptional Venues | Two Great Locations

UNSW Venues and Events

+61 2 9385 1515  | www.venuesandevents.unsw.edu.au  | venuesandevents@unsw.edu.au 
*Offer for FCA Member bookings confirmed by 20th December 2017

Sir John Clancy Auditorium – the area's largest 
public auditorium
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Celebrating success at 
the Regional Excellence 
in Franchising Awards

Throughout 2017, the Franchise Council of 
Australia has been recognising franchising 
success at the Excellence in Franchising 
Awards, with presentations held in capital 
cities across Australia from March to July.
The Awards provide an opportunity for successful and 
passionate franchisees, field managers and women 
in franchising to gain recognition and reward for their 
achievements. They also showcase the passion and enthusiasm 
that award winners and finalists have for their businesses and 
for the franchising business model.

‘I’m absolutely humbled by [winning this award],’ said South 
Australia’s Field Manager of the Year Award winner, Pamela 
Tiffany, who provides important support to V.I.P. Home and 
Commercial Cleaning franchisees to enable them to succeed in 
their businesses.

‘I never imagined in a million years I’d be the winner of an 
award. It’s just lovely to be acknowledged for the field support 
role, because it’s a very important role in franchising, but 
it’s sometimes overlooked. It’s nice for me but it’s also nice 
for the whole company. I work for such a great organisation, 
and I certainly wouldn’t be as successful as I am with my 
role if it wasn’t for the people who work across V.I.P. in every 
department,’ said Tiffany.

This sentiment was echoed by award winners from every state, 
including Meda Royall, CEO of Your Law Firm, who took home 
the VIC/TAS Franchise Woman of the Year Award for 2017.

‘Winning this award means so much, it really does,’ said Royall, 
who began franchising Your Law Firm at the end of 2015. ‘It’s a 
recognition of something we have dreamed about. We were the 
first franchise in law. So, what this award means for me, and 
for our team, is that a franchise in law is being recognised as a 
valid business model.’

PACK & SEND’s Mark and Joanne Skews, who won 
Queensland/Northern Territory’s Single Unit Franchisee of the 
Year (less than two staff) Award, acknowledged that the awards 
process is tough, which makes winning all the more satisfying.

‘It’s a lot of work, but it makes you appreciate what the 
franchising sector is all about,’ said Joanne. ‘If you work hard, 
it really pays off. There have been a lot of mistakes made along 
our journey, but the biggest thing we’ve learnt is to stick to 
our strong business plan. We assess the plan every day and 
because of that, we have taken huge leaps. It’s our to-do list.’

Following their success, all Regional Excellence in Franchising 
Award winners have qualified as finalists for the FCA National 
Excellence in Franchising Awards. The Gala Dinner will be  
held at the RACV Royal Pines Resort on Tuesday 10 October  
at the culmination of the National Franchise Convention 
(NFC17).    

2017 VIC/TAS Awards Winners, left to right: Damian Paull, CEO FCA; Brian Legg, 
V.I.P. Home Services; Maria Robinson, FCA Director and VIC/TAS State Chapter 
President; Glen Cammiade, EFM Health Clubs; Meda Royall, Your Law Firm; 
Nellie Dicks, Bank of Queensland; Anton Silove, MBCM Strata Specialists; Judy 
O'Connell, Victorian Small Business Commissioner; and Bruce Billson, Executive 
Chair FCA
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NSW/ACT EXCELLENCE IN FRANCHISING AWARDS 
WINNERS 2017 
NSW/ACT Multi-Unit Franchisee of the Year

Matt McCarthy and Simon Hill, Inspirations Paint, Chatswood 
and Cremorne

NSW/ACT Single Unit Franchisee of the Year (two or more 
staff)

Colleen Balfour, Salts of the Earth, Albury

NSW/ACT Single Unit Franchisee of the Year (less than two 
staff)

Beverley Taylor, InXpress, Bondi

NSW/ACT Franchise Woman of the Year

Beverley Taylor, InXpress, Bondi 

NSW/ACT Field Manager of the Year

Eric Celik, PACK & SEND International

QLD/NT EXCELLENCE IN FRANCHISING AWARDS 
WINNERS 2017
QLD/NT Multi Unit Franchisee of the Year

Dione Mauric, Finn Franchise Brokers

QLD/NT Single Unit Franchisee of the Year (two or more staff)

Russell Hampton, Hire A Hubby

QLD/NT Single Unit Franchisee of the Year (less than two 
staff)

Mark and Joanne Skews, PACK & SEND

QLD/NT Franchise Woman of the Year

Sandy Carrington, FAD Cheer and Dance

QLD/NT Field Manager of the Year

Tim Spreadborough, Hire A Hubby

FORD & DOONAN WA EXCELLENCE IN FRANCHISING 
AWARDS WINNERS 2017

WA Multi Unit Franchisee of the Year

Ryan Willsher, Finn Franchise Brokers

WA Single Unit Franchisee of the Year (two or more staff)

Preeti Soni and Bindya Patel, The Coffee Club

WA Single Unit Franchisee of the Year (less than two staff)

Bradley Hill, V.I.P. Lawn & Garden Maintenance

REGIONAL EXCELLENCE IN FRANCHISING 
AWARDS WINNERS 2017

2017 QLD/NT Single Unit Franchisee of the Year less than two staff Award winners 
Mark Skews (PACK & SEND) and Joanne Skews (PACK & SEND) with Warren 
Ballantyne, FCA Director and QLD State Chapter President (left) and Damian Paull, 
FCA CEO (right)
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The official online directory of the FCA

www.franchisebusiness.com.au 

DAVID STRONG 
National Sales and Marketing Manager 

FIND OUT 

FIND OUT 

FIND OUT 

MORE:
MORE:
MORE:

02 8224 8370
David.Strong@octomedia.com.au

HOW WELL DO YOU KNOW  
YOUR AUDIENCE?

35-44 years 
old

HAS A  
UNIVERSITY

DEGREE

$100-$250K
PREPARED TO INVEST

EXPERIENCED 
PEOPLE MANAGER

$50-$99K
IN THE FIRST YEAR

EXPECTS

WANTS GREATER
JOB SATISFACTION

We survey users who are actively 
researching franchise opportunities 

on FranchiseBusiness.com.au to 
discover insights that may assist 

with franchisee recruitment 
strategy.

WA Franchise Woman of the Year

Kate Longman, Finn Franchise Brokers

WA Field Manager of the Year

Tony Campbell, Poolwerx

WA Franchisee Community Responsibility & Contribution

Ryan Willsher, Finn Franchise Brokers

VIC/TAS EXCELLENCE IN FRANCHISING AWARDS 
WINNERS 2017
VIC/TAS Multi-Unit Franchisee of the Year

Anton Silove, MBCM Strata Specialists – Frankston, 
Mornington and Chelsea

VIC/TAS Single Unit Franchisee of the Year (two or more staff)

Nellie Dicks, Bank of Queensland, Richmond

VIC/TAS Single Unit Franchisee of the Year (less than 
two staff)

Glen Cammiade, EFM Health Clubs – Ferntree Gully

VIC/TAS Franchise Woman of the Year

Meda Royall, Your Law Firm

VIC/TAS Field Manager of the Year

Brian Legg, V.I.P. Home Services

SA EXCELLENCE IN FRANCHISING AWARDS 
WINNERS 2017
SA Multi-Unit Franchisee of the Year

Tanya Coxon, Muffin Break, Mount Gambier 1 & 2

SA Single Unit Franchisee of the Year (two or more staff)

Cathy Beckman, Salts of the Earth, Mount Gambier

SA Single Unit Franchisee of the Year (less than two staff)

Kirri Clark, EFM Health Clubs, Unley

SA Field Manager of the Year

Pamela Tiffany, V.I.P. Home and Commercial Cleaning

SA Franchisee Community Responsibility and Contribution

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

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

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

New South Wales

September
20 September:  Roundtable – Franchisee Recruitment

November
15 November:  Roundtable – How Business Culture Types 

Best Facilitate Implementation of New 
Technology

28 November:  Christmas Celebrations

Queensland

September
14 September:  Roundtable – Issues for Franchisors: Fire 

Safety Training

October
8–10 October:  National Franchise Convention 2017

November
9 November:  Roundtable – Getting Franchisees to Buy-In 

to Change

23 November:  Christmas Celebrations

South Australia

December

5 December:  Christmas Celebrations

Victoria

September
12 September:  Forum – HR Basics for Franchisors: What 

You Need to Know

19 September:  Women in Franchising Breakfast – RU OK?

21 September:  Forum – How to grow a franchise system

November
7 November:  Business Leaders Breakfast

16 November:  Forum – Competition & Consumer Act – 
Refresher

December
5 December:  Christmas Celebrations

Western Australia

September
7 September:  Coffee Catch Up – Social Media

October
5 October:  Coffee Catch Up – Cash Flow Management

November
2 November:  Coffee Catch Up

9 November:  Breakfast – How Technology is Changing the 
Future of Franchising 

December
5 December:  Christmas Celebrations 





34 Australian stores. Proven process & support.  
One of three brands in a 550 store network.

holding company of

FRANCHISE  
OPPORTUNITIES ARE
BREWING 

AT CIBO!

WE ARE SEEKING PASSIONATE OWNER/ OPERATORS TO 
JOIN OUR THRIVING NETWORK IN SOUTH AUSTRALIA
For further details, visit ciboespresso.com.au or call (03) 9508 4409
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