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Snooze is not only an iconic Australian brand, but has been 
a retail success story for over 40 years. Snooze consistently 
ranks in the Top 10 Franchise Awards, which surveys the 
satisfaction of existing franchise partners. Snooze recently 
placed for the 7th year in a row. 

Snooze is proudly owned by Steinhoff International, an 
integrated retailer that operates in more than 30 countries. This 
means that all Snooze franchise partners are not only joining 
one of the most successful bedding specialist retailers, but they 
also have the powerful backing of a global organisation. 

At Snooze, franchise partners are supported through ongoing 
training to ensure they are knowledgeable on products and 
sales. Support is provided across all the different facets that 
make up running a business.  

Every year, Snooze invests in advertising to help raise 
awareness of the brand. The extensive media schedule 
includes national TV ads, digital marketing and updates to the 
Snooze website. Franchise partners are also encouraged to 
participate in local area marketing, with guidance from the 
Snooze in-house marketing team. 

Snooze also maintains financial benchmarking for each store 
in Australia. This means each franchise partner benefits from 
a tailored financial plan and business model, helping them 
achieve their financial goals. Assistance is also provided in 
the form of IT training, along with operational support that can 
respond quickly to any queries. 

Snooze guides franchise partners with the planning of store 
layout and design, fixtures and fittings; supported with visual 
merchandising and in-store point of sale system. This means 
the franchise partner is taken care of, while also ensuring the 
shopping experience at Snooze is consistent across Australia.  

Integral to the Snooze business are products that are exclusive 
to the brand. Many of the products available are Snooze 
exclusives. Snooze is also the only bedding store in Australia to 
offer the bedMATCH® system, while the bedBUILDER® allows 
customers to create their dream bed.  

For Snooze, the enthusiasm of the staff and quality of customer 
service is imperative to the continued strength of the business. 
Snooze encourages its franchise partners to work in-store, as 
it is their commitment and love for what they do that will help 
fuel success. 

There are also multi-site opportunities, with many of Snooze’s 
franchise partners owning more than one store. If the 
opportunity crops up, Snooze encourages existing partners to 
seek ownership of additional stores.  

When recruiting franchise partners, Snooze seeks out people 
that possess a winning attitude, love helping people, and 
understand the importance of a good night’s sleep. For their 
commitment, they are rewarded with an exciting and fulfilling 
career that also comes with the independence and flexibility of 
owning your own business.

Interested? Call Bettina Davis on 0423 077 844 
or email her at bettina.davis@snooze.com.au

It’s amazing what a little snooze can do.
www.snooze.com.au/franchising 

CALLING ALL BUSINESS OPPORTUNITY SEEKERS
Find out why Snooze wins awards for franchise partner satisfaction

JOIN THE DREAM TEAM

502538A_Snooze I 2336.indd   1 13/10/17   3:57 pm
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It has been quite a year! A new strategic 
plan for the Franchise Council of Australia 
(FCA) has seen the organisation renew 
its focus, refresh its team and re-energise 
its engagement on the matters that are 
of greatest priority and importance to the 
franchise community.
This clarity of purpose has enabled a greater focus on the 
key challenges, the wonderful opportunities and the value 
presented by the franchise model of enterprise to drive 
economic and entrepreneurial success. 

The strength and unity of purpose in the franchising community 
was clear at this year’s National Franchise Convention (NFC), 
held on the Gold Coast this October (for the complete wrap, 
see page 30). It is always a privilege to hear firsthand from the 
entrepreneurial women and men who are the backbone of this 
vibrant sector.

The generosity with which franchisors, franchisees and 
suppliers shared their stories, knowledge and insights at the 
NFC is testament to the strength of this business model. As a 
sector, we represent such a diverse range of industries, and our 
franchise systems range from the emerging small and medium-
sized networks to the well-established international and multi-
brand systems.

The MYOB FCA Excellence in Franchising Awards 2017 
(find out about our winners on page 20) captured both the 
diversity and the opportunity of franchising as a business 
model. Australian Established Franchisor of the Year, G.J. 
Gardner Homes, demonstrated how franchising can grow a 
business on an international scale. The outstanding franchisees 
acknowledged on the night focused on how franchising enables 
people to become highly successful small business owners.

Each one of the franchise businesses and individuals who 
were acknowledged as winners and finalists on the night – and 
indeed, all the entrants in this year’s Awards – enriches our 
sector and our economy. This diversity should be, and needs 
to be, recognised and celebrated not just by those within 
franchising, but by our politicians, regulators, media and the 
wider community.

One thing that became evident in the debate on ‘joint employer 
liability’ in franchising over the last 12 months was the lack of 
understanding of our model of entrepreneurship among those 
who do not have franchising running through their veins. 

This is the task ahead of us: to get others to understand that 
if entrepreneurship is your ambition, there is no better model 
for execution than franchising, and to tell the story about the 
vitality, diversity, vigour and optimism that is a part of the 
franchising community.

These are the challenges, but the successes also merit 
acknowledgement.

Through the FCA’s advocacy, education programs, networking 
and peer support opportunities, and by showcasing what 
franchising makes possible, there has been a welcome 
response from our membership for the enhanced visibility, 
contribution to business success and value added by the FCA.

Key performance indicators around membership and renewals, 
partnerships, event participation, program enrolment and 
organisational performance show that the turnaround of the 
FCA is well underway.

A message from the 
Executive Chair

BY BRUCE BILLSON, EXECUTIVE CHAIR, FRANCHISE COUNCIL OF AUSTRALIA

FCA Executive Chair Bruce Billson
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Newly implemented initiatives are being well received, 
demonstrating that the FCA is on track to enhancing the value 
and member benefits it provides to the franchise community.  

Our CEO, Damian Paull, has been central to the refocusing 
of the organisation and to the development of a responsive, 
energised and engaged team, which is fully embracing and 
thoughtfully executing the clear vision, purpose and strategic 
priorities approved by the FCA Board. Damian’s decision 
to accept a role with the Commonwealth Treasury reflects 
the high regard in which key stakeholders hold him, but is 
a setback for our reform agenda, with the Board actively 
seeking a high-calibre replacement.

The Board is also working to make sure that the FCA’s 
governance, capacities and capability to execute its strategic 
plan are all part of the ‘renaissance’ that I have been recruited 
to lead. It is clear to directors that we have to find new ways of 

embracing the incredible capacity, talents and insights available 
among our FCA membership and franchise community.  

We have a very clear purpose: there needs to be a deep 
appreciation that the FCA is present and engaged publicly, 
and in the halls of power and corridors of regulatory agency, 
on matters of relevance to the franchise community. This 
demonstrates value and contribution to our members’ interests, 
and we need to be far more active in publicly celebrating and 
promoting franchising success stories, and the virtues of our 
model of entrepreneurship.

Off the back of a challenging year, and after many contests to 
franchising, to use a sporting analogy, the FCA is ‘match-fit and 
focused’ for the year ahead.

I thank you for your encouragement, counsel and support for 
me as FCA Executive Chair. I am very much looking forward to 
working with you in the coming year.     

Franchisors, franchisees and suppliers shared their stories, knowledge and insights at the NFC17
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What the FCA is 
looking for in a new 

CEO
The Franchise Council of Australia 
(FCA) is actively seeking a new CEO 
after the departure of Damian Paull, 
who is taking up a key role with the 
Commonwealth Treasury. 

Here, Molly Green, Principal from Alex Kaar Executive & Board 
Appointments, interviews FCA Executive Chair, Bruce Billson, 
about what he and the Board are looking for in a new CEO.

Molly Green (MG):  Bruce, with the last CEO poached by the 
federal government, the FCA is looking for a new leader for the 
organisation. What are your thoughts on this?

Bruce Billson (BB): Yes, Molly. The Board wasn’t quite 
expecting to be in the market again looking for a replacement a 
year and a half after Damian’s appointment. This busy year saw 
Damian catch the eye of the Commonwealth with his capacities 
and experience dealing with regulators, and an opportunity 
arose that was too sweet to turn away. The FCA wish him and 
his family well with the next stage of his life.

MG: We at Alex Kaar work with a number of leading franchise 
brands, so we understand the ‘busy year’ you’ve mentioned.  
The new CEO will come into a vast amount of activity across 
franchising in Australia. What can they expect?

BB: It has been a huge year, and both a challenging and 
exciting one. Franchising is the most successful model for 
entrepreneurship, and the new CEO will need to know that and 
have a passion for franchising running through their veins.
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The CEO is the face and leading figure who presents our 
story to the public and our stakeholders. With franchising 
contributing more than $1 in every $11 generated in the 
Australian economy, and providing a platform for nearly 
100,000 small and medium-sized businesses that employ more 
than half a million Australians, franchising and the CEO are on 
the national stage. This means franchising packs a punch, and 
the FCA needs to ‘turn up’ at opportunities for influence, with 
the CEO front and centre.  

MG: You mentioned that the CEO needs to work effectively with 
regulators. How important is this capability, and why?

BB: It is one of a number of key capabilities we are looking 
for. Franchising needs to work within the bumper rails of 
numerous federal and state laws and regulations. Being 
able to understand, navigate and constructively interact with 
regulatory agencies is a less visible but key aspect of the role. 
The regulatory piece is about the ecosystem within which 
franchising has the opportunity to succeed, so working to 
make this as conducive to success as possible is a key focus 
for the CEO.

MG: The whole ‘joint employer liability’ change to workplace 
laws, aimed at protecting vulnerable workers, was very 
prominent this year. What does the next phase look like, and 
what does it mean for the incoming CEO? 

BB: Well, Molly, the law is now settled, and the FCA is working 
collaboratively with the Fair Work Ombudsman (FWO) to 
identify how the implementation task can be a no-surprises, 
sure-footed process where franchise businesses know what is 
now expected of them. 

The CEO will be front and centre in bringing forward practical 
examples of how the sector can best fulfil the requirements of 
the new legislation in a ‘right-sized’ way, and in communicating 
with franchise businesses about what the FWO has in mind. 

MG: You use the term ‘right-sized’, and I presume it reflects the 
diverse size and scale of the franchise community, from well-
known brands to start-ups?

BB: Yes. The franchising community comprises the bookends 
of behemoth international household brands that have been 
around for generations; really fresh, new, sometimes niche 
and unexpected systems that are just starting out, and that 
are really at the leading edge of franchising innovation; and 
everything in between.  

The FCA represents the whole franchise community, and the 
CEO needs to be able to reach across, be responsive to and 
embrace the broadest range of brands – franchisors with all 
of the expertise and business development investment that 
has provided the key building block for franchise business 
success, the really driven franchisees that are the customer-
facing champions of franchising, and the expertise and 
horsepower provided by our suppliers that takes systems to 
the next level.

We are a member-driven organisation, so member engagement 
competencies are required. But, we are not inward-looking 
and only about being a leading industry association. We have 
a much broader audience and an array of stakeholders. Our 

mission is to make sure the widest array of people understand 
how fabulous franchising is! 

MG: That puts promotional and community appreciation as a 
key objective for the new CEO?

BB: Absolutely. We found plenty of headwinds during 
the legislative debate this year, and often a really thin 
understanding about franchising among lawmakers, opinion 
leaders, media commentators and the broader public. The 
CEO will need to work with the Board to replace an unhelpful 
caricature of franchising based on a few prominent examples, 
with a deeper understanding of the true character and quality 
of Australian franchising.

MG: So, the incoming CEO will have a clear sense of what the 
FCA Board is looking for in the way of leading, educating and 
promoting franchising as a successful model. What else does 
the Board have in mind for its new CEO?

BB: Very much so, Molly. We have a settled strategic 
plan that focuses on providing value to our members, 
exceptional peer support and networking opportunities, new 
education and professional development offers, leading and 
courageous advocacy, and the business-boosting benefits of 
great partnerships.

MG: So, all is going well. What’s the challenge or ‘stretch’ for 
the CEO?

BB: The Board and I have been driving a ‘renaissance’ of the 
FCA and its management, and our very capable team has been 
leading the implementation of our strategy and ‘turnaround’ 
plans. The key dials of performance are pointing in the right 
direction, but further improvement is required.  

The incoming CEO will bring her or his insights, drive, 
experience and passion for franchising to further grow 
membership; strengthen and deepen our collaboration 
with partners; light up communication channels with the 
great stories of franchising; reinforce the FCA as a credible 
and persuasive advocate; resourcefully run an industry 
association admired nationally and internationally; and work 
with the Board, team and broader franchise community, 
so that everyone in Australia knows what we know – that 
franchising is the best model for entrepreneurship and small 
business success.     

Working with the FCA is a great career opportunity, as much as it is a 
‘calling’. It’s an ideal role for someone who wants to use their exceptional 
leadership skills and continue to foster growth in a dynamic and growing 
sector of the market. It’s a Melbourne-based position. Prospective 
candidates should get in touch by 11 December 2017:  

Molly Green 
Alex Kaar  
Executive & Board Appointments 
mollygreen@alexkaar.com.au 
0448 480 049
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PROMOTIONAL PRODUCTS THAT
REALLY DO BOOST BUSINESSES

Flag Central has been operating since 2005, with Suzanne 
Fleischer and Adam Jensson taking over the helm in 2013. 
They have since amalgamated several websites into one  
easy-to-use web store selling promotional flags and banners.

Flexible services and lots of experience 
If flexible stock-management and dispatch services are 
what you need, then you’ll be in safe hands with Flag 
Central. Suzanne and Adam pride themselves on their 
service with a difference.

‘I think these services are something that a lot of companies 
can’t offer. We try very hard to tailor a solution that meets the 
client’s requirements,’ says Suzanne.

Flag Central offers three tiers of service:

• Standard service – Flag Central orders in bulk for 12 months 
and sends the stock to the franchisor’s warehouse, where 
they can dispatch it themselves.

• Managed stock service – Flag Central keeps the flags 
in stock and sends them out on demand, either to the 
franchisor’s warehouse or directly to the franchisees.

• Fully managed service – Flag Central will manage stock 
levels and deal with franchisees directly.

The business has worked with franchisors for many years, and 
the couple is proud to work with clients such as Battery World, 
Tyrepower, Isuzu Utes Australia and TJM. 

‘We really try to have long-term working relationships, and 
most of our customers have been with us from the start – 
especially the large corporate customers and the franchisors,’ 
says Suzanne.

Adam adds: ‘We’re always trying to improve our products by 
using the latest technologies to provide the best-quality and 
cost-effective results, and I think this shows in the way our 
customers have been with us for so long’.

Quality products with satisfaction guaranteed
With so much experience under their belts, Suzanne and Adam 
are all about those finishing touches to ensure the best quality 
in their products, including double-stitching and reinforced 
sleeve ends to ensure that they last.

‘We have a 100 per cent satisfaction guarantee,’ says Suzanne. 
‘So, if franchisors don’t like the products for any reason, we 
will refund their money in full. We also have a 12-month 
replacement warranty on all poles and bases, and a three-
month replacement warranty on flags and banners.’

Australian owned and operated
Flag Central is proudly Australian owned and operated, and 
Suzanne and Adam like to employ local staff to keep the 
business going. The main benefit, they say, is that it allows 
them to get orders out as soon as possible. 

‘We keep all the managed and generic stock in our warehouse 
in Burleigh Heads so that we can distribute it very quickly and 
efficiently,’ says Suzanne.

In the future, Suzanne and Adam would love to see the 
business grow even further. ‘We’d like to work with more 
franchisors and use that to grow our business,’ says Suzanne. 
‘We hope to employ more local staff, and help our customers 
grow their businesses so that we can grow ours.’   

For more information about Flag Central’s flexible services, and to access a 
special FCA member offer, go to www.flagcentral.com.au/fca1217.html, or call 
them now on 1300 788 891.

All franchisors want their business to stand out from the rest, and a customised flag or 
banner can be just the thing to differentiate one shopfront from another.

503037E_Flag Central I 2336.indd   1 17/11/17   9:57 am



PUT MORE PROFIT IN YOUR POCKET!

 
 

 

 

 

 

EXCLUSIVE OFFER FOR FRANCHISE COUNCIL OF AUSTRALIA MEMBERS

We are offering a FREE Personalised Exposure Improvement Analysis of your franchise marketing!
The free report will show how to gain maximum exposure for your franchises utilising our  

products and services to improve your profits.

Bonus! Be one of the first seven people to sign up to our exclusive offer and
receive free samples to the value of $200, so call now!

 

DON’T LET YOUR POTENTIAL CUSTOMERS PASS BY 
WITHOUT NOTICING YOUR BUSINESS!

503037A_Flag Central I 2336.indd   1 8/11/17   1:07 pm

or contact one of our helpful staff on 1300 788 891

Find out more about this exciting offer now at
www.flagcentral.com.au/fca1217.html

INCREASE YOUR BUSINESS EXPOSURE WITH OUR HIGH QUALITY 

OUTDOOR PROMOTIONAL FLAGS AND BANNERS

•  Free expert advice to ensure you don’t waste 

    money on ineffective promotional products

•  Free no obligation professional design service

•  Proudly Australian owned and operated company

•  Guaranteed competitive pricing here and overseas

    great products when you need them

•  Extensive local warranties on all our products

•  We build long-term relationships, providing

•  Focus on improving your marketing rather than

    managing your promotional products with

    our managed stock service

•  100% satisfaction guarantee

•  Trusted supplier to TJM, Tyrepower, Isuzu Ute 

    Australia, Battery World and many others

•  Tailored solutions to suit businesses large and small

•  Extensive range of flags and banners in stock and

    ready to dispatch immediately

vinyl/fabric banner
MED

503037A_Flag Central I 2336.indd   1 15/11/17   3:58 pm
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Home 
improvement

 

AN INTERVIEW WITH DARREN WALLIS, CEO AND MANAGING DIRECTOR,  
G.J. GARDNER HOMES;  

MYOB FCA EXCELLENCE IN FRANCHISING AWARDS WINNER 
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The Franchise Review (TFR): Can you tell us about G.J. Gardner 
Homes’s growth to date, and your plans for continued growth 
into the future?

Darren Wallis (DW): G.J. Gardner Homes started as a small 
residential builder on the Sunshine Coast in 1983. Deciding 
to franchise in 1995 saw G.J. Gardner Homes expand up 
and down the east coast of Queensland. Then, in 1997, we 
expanded into New Zealand, where for many consecutive years 
we have been the largest residential builder. We also expanded 
into the United States in 2006, and currently have operations in 
California, Colorado, Florida, Indiana and Texas.

G.J. Gardner Homes is Australia’s seventh-largest detached 
builder, the largest builder in New Zealand, and is ranked in 
the top 100 of the Franchise Times Top 200+ list, making it the 
number one Australian franchise in the United States. Our total 
annual sales now exceed $1 billion.

We have further expansion opportunities in Australia, with 
another 30 outlets planned for the immediate future, and the 
most significant market for expansion is the United States. 
Future plans are also in place to enter Canada and Europe 
within the next five years.

TFR: Ongoing success is not possible without continuous 
improvement within the organisation. What are some of the 
initiatives you’ve implemented over the past 12 months to ensure 
that G.J. Gardener Homes continues to grow and prosper?

DW: Initiatives we have implemented over the past 12 months are:

• investing heavily in digital and online marketing, search 
engine optimisation and conversion-rate optimisation

• repositioning the brand as ‘Your Trusted Local’ 

• commencing work with a multimillion-dollar software system 
update for our franchisees to ensure that we have the latest 
in technology to help them run and control every part of 
their business.

We were also voted Australia’s number one builder on 
ProductReview.com.au, which is Australia’s largest 
independent review website.

TFR: How does G.J. Gardener Homes foster a culture of 
continuous improvement across your franchise network?

DW: We continually work with our franchisees to ensure that 
we know what is happening at the coalface. We are preparing 
to roll out a new software system across the network in the 

next two years, and integrating the same accounting system 
for all of our franchisees. There is also our annual conference, 
which is run over three days, and includes inspirational 
speakers, workshops, training and network updates.

Communication across the network is important; we have 
redefined our communication protocols over the past 12 
months to ensure that we are communicating efficiently, 
effectively and in a timely manner with both internal and 
external stakeholders in our business.  

TFR: What training and professional development does G.J. 
Gardner Homes provide, both for new franchisees and on an 
ongoing basis for existing franchisees?

DW: We conduct training at a state level for all new franchisees 
so that they understand how to use our systems, how to operate 
their business and that they, as a franchisee, are aware of the 
support offered to them by joining an internationally recognised 
brand to become the biggest builder in their market.

Continual ongoing training days for existing franchisees and 
their staff are run parallel to regular franchise meetings, and 
can include anything from systems training to accounts training 
or use of in-house applications.

TFR: Can you tell us about some of the charitable or community 
work that G.J. Gardner Homes is involved in?

DW: At a corporate level, we support local school fundraising 
activities, community events and so on, as well as state-based 
charitable and community work.  

Nationally, last year we ran a successful Australian 
Movember campaign, which was championed by corporate 
office, and raised more than $100,000 for the Movember 
Foundation. Such was the Australian network's response to 
this activity that this year, the United States network is also 
participating.  

The New South Wales branch is heavily involved with the 
children's charity Variety Australia, having built several 
Variety Freedom Homes over the years, which are auctioned 
in support of the foundation. This activity has raised several 
hundred thousand dollars, with the most recent house that was 
auctioned raising more than $375,000. In addition, every home 
built in New South Wales donates $500 to Variety.

As a commitment to the environment, the Victoria branch 
has been planting 15 trees for every home built since 2013 

Having taken out three major awards at this year’s MYOB FCA Excellence in Franchising 
Awards, it’s fair to say that G.J. Gardner Homes is doing a mighty job of expanding 
and providing a positive example to the rest of the industry. The Franchise Review sat 
down with CEO and Managing Director Darren Wallis to discuss the franchise’s ongoing 
expansion into international waters, its emphasis on ongoing training for continuous 
improvement and its recent charitable work.
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to assist with sustainability in the building industry. Last 
year, Victoria also supported National Youth Week, providing 
funding for study programs for Australian youth to continue 
with education programs that they may not otherwise have 
had the chance to experience.

The New Zealand branch is committed to the Big Buddy 
Program, a free mentoring service provided by local volunteers 
to fatherless boys that provides them with nurturing guidance 
into adulthood. Time and resources are donated to those 
enrolled. Also, the building of two homes, both of which will 
be auctioned off this year, has commenced, with all proceeds 
going towards the Big Buddy Program.

Overall, in the past 12 months we have provided more than 
$900,000 in monetary donations; more than 1000 support 
hours; and more than $120,000 in resources to the betterment 
of the communities in which we operate.

TFR: How important is it to G.J. Gardner Homes as an 
organisation to give back to the community?

DW: As a proud father of five children, it is very important to me that, 
as an organisation, we put back into the community for their future, 
and lead a good example. Every little bit counts, but if you are in a 
position to make the little bits big bits, it’s a good feeling.

One of our key values is ‘embrace the local community’, and 
our master franchisees and local franchisees take that very 
seriously, and do an amazing job.

TFR: What is G.J. Gardner Homes’s strategy when entering a 
new international market?

DW: Outside of Australia, we currently operate in New Zealand 
and the United States.

International expansion is not something to be taken lightly, 
as you need to be ready for it. I believe the most successful 
strategy is to:

• conduct thorough research on the market for the industry 
that you will be entering into (for us, the building industry)

• research the market for franchising opportunity

• find the right people to partner with

• ensure that the owner or someone with a significant stake in 
the company is on the ground in the country to set up and 
run the business initially. 

TFR: How do you ensure that brand standards, systems and 
processes are maintained in your overseas operations?

DW: We use a master franchise model in our overseas 
operations, and have corporate office representatives from 
where we operate. We continually talk and educate them 
on the importance of branding, following the systems, and 
providing the necessary support and tools for them to be 
successful. We ensure our masters are trained in every aspect 
of the business model, and ensure that all of this is passed on 
to our franchisees.

Doing exactly this, G.J. Gardner Homes in New Zealand 
became the country’s number one home-building company in 
just four years.

TFR: What does it mean to be the Australian Established 
Franchisor of the Year, and to win the awards for Franchisor 
Social Responsibility and Excellence in International 
Franchising, and what benefits do you anticipate this success 
will bring to G.J. Gardner Homes as a franchise business?

DW: It’s a little overwhelming to be honest, but in a good 
way.  One award would have been really great, but to win 
three FCA Awards is amazing. To be recognised by our peers 
for providing a business model that is supporting franchisees 
and helping so many people be successful is very rewarding 
and humbling.  

These awards for us will help showcase the power of joining 
a franchise and the support provided, and will help potential 
franchisees to see just how amazing the G.J. Gardner 
network is. The perpetual trophy went straight to the shelf in 
my office!     

The G.J. Gardner crew at the MYOB FCA Excellence in Franchising Awards
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BOOSTING THE CUSTOMER 
EXPERIENCE

In 2017, Boost has welcomed 15 new franchise partners to 
their network, opened 23 new Australian stores, launched 
stores in two new countries and implemented two of its most 
innovative customer-service initiatives: ‘5-Star’ and ‘the 
Intruder Tour’.

Thanks to the rise of social media, a customer’s voice is 
now louder than ever, and a brand that doesn’t proactively 
acknowledge or respond to feedback can be left behind. 
Boost’s Managing Director, Claire Lauber, says, ‘As a leader 
in the industry, it’s crucial for Boost to continue to evolve, stay 
fresh and innovate in new and exciting ways. 

‘Innovation is not just the creation of a new app, it’s about 
challenging every facet of what we do and acknowledging the 
feedback of our customers,’ adds Lauber. 

In addition to Boost implementing ‘5-Star’ – its app-based 
customer-service rating system – in April, Boost also launched its 
‘Intruder Tour’ in July, where two support centre staff members 
were disguised and sent undercover to purchase a smoothie or 
juice from each of Boost’s 279 Australian stores. With audio and 
visual data captured from each visit, the Intruder Tour allowed 

Boost to truly understand the vibe, teamwork, engagement and 
service from a customer’s perspective. 

Footage from the tour was released at Boost’s national 
conference in Phuket in September, in front of the brand’s 
350 franchise partners, business managers and support 
centre representatives. The insightful footage helped Boost 
to identify areas of growth in customer service, but also 
identified the superstar stores and team members who 
bring the brand to life each and every day. Boost’s Adelaide 
Central Plaza was recognised as the winning store, and 
received $4000. Thanks to the learning and strong insight 
from the project, there are already plans in motion for the 
next Intruder Tour.

With the conference being a time for the Boost network 
to not only reset, but to become inspired for the future, 
attendees heard an uplifting presentation from recent Gold 
Logie Winner and Love My Sister Founder, Samuel Johnson. 
Johnson brought the room to tears with his recount of a recent 
conversation with his sister, Connie, where he asked her, 
‘What do you want your legacy to be?’ Johnson inspired the 
Boost contingent by explaining how he has created a new 

Australia’s favourite smoothie and juice brand, Boost Juice, has soared to new heights 
again in 2017. A company in its 17th year of operation, Boost has continued to surpass its 
competitors and be at the pinnacle of food-retail brands in the Australian market.

502064E_Boost Juice I 2336.indd   1 14/11/17   3:22 pm
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A full list of the Boost Juice 2017 award winners:

National Partner of the Year
Sam Haans (Sebastopol Drive-Thru, Wendouree and Ballarat 
Central)

Rookie Partner of the Year Raman Wadhwa (Suncorp Lane and Winston Hills)

BM of the Year Drew Allen (Eastgardens)

National Highest Comp Growth Bhavin Rokadia (Parramatta Level 2)

Mystery Shopper Excellence Kaine Doyle (Waterfront City)

Kokoda Award – Endurance Sid and Sagar Sheth (Carindale and Albert Street)

Kokoda Award – Courage
Ken Shah (Paramatta Level 5, Mount Druitt, The Galeries 
Victoria, UNSW, Sydney Central Plaza)

Kokoda Award – Mateship Ian Paterson (Victoria Gardens)

State Partner of the Year – NSW/ACT Stuart Slater (Bondi Level 2, Level 5 and Burwood)

State Partner of the Year – QLD Martin Polumbarit (QUT Kelvin Grove)

State Partner of the Year – SA/NT Phil Dolman (Rundle Place and Harbourtown, SA)

State Partner of the Year – VIC/TAS
Sam Haans (Wendouree, Ballarat Central and Sebastopol 
Drive Thru)

State Partner of the Year – WA Courtney O’Connor (Fremantle)

Excellence in Operations – NSW/ACT Megan Jenkins and Natasha Zammit (Rouse Hill)

Excellence in Operations – QLD Diana and Daniel Chams-Eddine (Helensvale)

Excellence in Operations – SA/NT Cory and Claude Feltrin (Colonnades)

Excellence in Operations – VIC/TAS Kaine Doyle (Waterfront City)

Excellence in Operations – WA Claire and Matt Armstrong (Willetton)

Highest Comp Growth of the Year – NSW/ACT Bhavin Rokadia (Parramatta Level 2)

Highest Comp Growth of the Year – QLD Andy Stribling and Colin Webster (Northlakes)

Highest Comp Growth of the Year – SA/NT Joanne and Gary Hughes (Burnside)

Highest Comp Growth of the Year – VIC/TAS Tracey and Doug Dowling (Melbourne Galleria)

Highest Comp Growth of the Year – WA Gavin and Karen Heseltine (Albany)

SLAM Achievement Award – NSW/ACT Nathan Reilly (Hornsby and Tuggerah)

SLAM Achievement Award – QLD Tanvin Shah and Bhavin Rokadia (Indooroopilly)

SLAM Achievement Award – SA/NT Cory and Claude Feltrin (Arndale and Colonnades)

SLAM Achievement Award – VIC/TAS
John and Micah Barresi (Epping Plaza, Highpoint, Melbourne 
Airport T4 and Southern Cross)

SLAM Achievement Award – WA
Venkatesh Badra (Belmont, Booragoon, Bunbury, Claremont 
and UWA)

message in the not-for-profit space that focuses on building 
a village mentality united against cancer, rather than tugging 
on the heartstrings of potential donors. The Love Your Sister 
organisation is tackling the challenge of vanquishing cancer 
head-on, and has impressively raised more  than $7 million for 
the cause. 

The conference culminated with its annual Gala Dinner, which 
recognised stand-out partners for their in-store achievements. 
The coveted National Partner of the Year Award was taken 
out by Sam Haans, who, in his three-and-a-half years in the 
network, has opened three stores, including Australia’s first 
drive-thru Boost, and a Boost-mobeel in Ballarat. 

Lauber says, ‘Sam is not only an outstanding leader 
within his stores, but is also highly regarded in the Boost 
network. His ability to take risks and bring the Boost vibe 
into everything he does has cemented Boost in the Ballarat 
region’.

With Rookie and State Partners of the Year, Excellence in 
Operations and Customer Service Experience as other notable 
award categories, the 2017 conference was deemed the most 
exciting to date. With all eyes on Australia’s favourite smoothie 
and juice brand, it’ll be exciting to see what 2018 has in store 
for Boost!    

502064E_Boost Juice I 2336.indd   2 15/11/17   3:46 pm
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A new take on an old 
practice

AN INTERVIEW WITH AARON SMITH, FOUNDER AND CEO, KX PILATES; 2017 WINNER OF NEXTGEN IN 
FRANCHISING AUSTRALIA

The Franchise Review (TFR): What was the original idea 
and philosophy behind KX Pilates?

Aaron Smith (AS): In 2008, I was living and working 
abroad in London as a personal trainer and sports 
scientist, when I discovered dynamic Pilates. I fell in 
love with this particular style of fitness, and I knew 
instantly that I wanted to bring it back to Australia. 
After refining the workout style and giving it my own 
flare, I opened my first studio in 2010. 

KX Pilates is Australia’s first high-performance reformer 
Pilates company and also the largest Pilates franchise 
in Australia. The philosophy behind KX is derived from 
a Japanese term ‘kaizen’, which means ‘change for the 
better’. The Kaizen Experience, or KX, focuses on small 
and ongoing improvements. 

KX Pilates fuses traditional reformer Pilates with circuit, 
cardio and endurance training. This allows for a 
high-intensity workout, while also increasing flexibility, 
balance and coordination. KX Pilates delivers a unique 
and dynamic Pilates style in just 50 minutes. 

TFR: What sets you apart from others in the fitness 
industry?

AS: Our high-performance Pilates method is firstly what 
sets us apart from the rest of the Pilates industry. We 
have a strong and vigorous training process, which 
means our style of Pilates is only taught in house (not 
externally available) to trainers who will be working 
for our company. The KX Academy is a seven-week, 

100-hour intensive course that teaches our trainers 
everything they need to know to become an amazing 
KX rockstar. Additionally, it is fully accredited with 
Fitness Australia. 

Secondly, what sets us apart is the boutique fitness 
experience we offer. It is not just a Pilates workout; KX 
is a way of life. Our vision is to provide a personalised 
boutique fitness experience that people will love, and 
that is portrayed in everything we do. We only hire 
people who share the same vision and values, and 
together we move in the same direction as one big 
family. Clients are our number one, and we strive to 
provide them with the best experience we can each 
and every day. Our trainers are our business, and are 
looked after very well; culture is king, and I believe 
what we provide at KX is better than anywhere else.

TFR: Why did you choose the franchising model to grow 
your business?

AS: We work well as a franchise model. To run a 
successful KX studio, you need to have passion, 
believe in the workout and love the brand. Currently, 
38 per cent of KX franchisees are past trainers, while 
42 per cent are past clients. Both are already huge 
ambassadors of KX; they have the passion, the drive 
and a great attitude. For them, joining a franchise 
system allows them to do what they love, while we 
provide them with the tools and support to run a 
successful business. 

Fresh from winning one of the franchising sector’s most coveted awards, 
Aaron Smith, Founder and CEO of KX Pilates, sat down with The Franchise 
Review to discuss what really sets the franchise apart from its competitors, and 
the importance of having a strong company philosophy. 

Continued on page 16
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Continued on page 16

KX Pilates Founder and CEO Aaron Smith
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TFR: Tell us about your growth so far, and your plans for future 
expansion of the franchise.

AS: I started KX in 2010 with a single studio in Malvern, 
Victoria. We grew to six company studios in three years, and 
started to franchise in 2013. We are currently at 42 studios 
across five states in Australia. 

It’s been an incredible journey, but none of it would have been 
possible without the people that have joined us along the way. 
My first follower, Eli Censor, saw where KX was heading, and 
together we opened company studios four, five and six. This 
enabled me to get out of the day-to-day operations, and to 
focus on the business and franchise model. My fiancée, Andi 
Fiorenza, also came on board as Head of Marketing in 2013, 
and completely transformed the business; implementing systems 
and processes to make it ready to take on the franchise model. 
Additionally, my National Training Manager, Amie Skinner, who 
has been with me since 2011, heads up the entire training 
department to develop our best-in-class, quality KX trainers. 

I name only a few here, but then add on the 12 incredible 
members of the HQ team, 27 amazing franchise owners, and 
more than 300 passionate and dedicated KX trainers, and you 
are left with something very special. I may have started KX, but 
it’s the people who saw my vision and joined along the way who 
have made it what it is today.

The future is bright! Our five-year plan includes launching 
into key international markets such as New Zealand, South-

East Asia and the United States. We exhibited at a Singapore 
franchise expo last month, and obtained some really exciting 
leads, so watch this space! We also have a few other exciting 
projects on the cards for 2018, but, unfortunately, at this early 
stage we can’t say too much!

TFR: How do you select quality franchisees, and how do you get 
your franchisees to buy into the KX Pilates philosophy?

AS: Recruiting is, of course, by far the hardest part! We have 
an extremely stringent recruiting process now that incorporates 
psychometric testing; business and financial planning; and 
finishes with a panel interview for final approval – this sets 
expectations of both sides from the very beginning. We have 
been extremely lucky, with 80 per cent of our studios being 
owned by ether KX trainers or KX clients, so they were and are 
already ambassadors of the brand, and have already immersed 
themselves in our business and culture. We say 'no' to many 
prospective franchisees, as they are just not the right fit for our 
brand. Our objective is long-term success with amazing people 
rather than selling anything to anyone to make a quick buck. 

TFR: The NextGen in Franchising Global Competition 
recognises young entrepreneurs. What have been both the 
challenges and advantages that you have experienced in being 
a young franchisor?

AS: In terms of our fitness offering, the advantage of the KX 
method is that the traditionalist Pilates instructors in Australia 
don’t necessarily like our ramped-up, high-performance style, 

Continued from page 14
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so, to date, our competition has been minimal; however, I have 
no doubt this will soon change. Additionally, the fact we have a 
dedicated marketing fund means we have much more money 
to spend on our marketing team, and initiatives to drive strong 
brand awareness and traffic to our studios, as opposed to the 
independent studios that surround us.

Also, by far, the advantage of being a young franchisor is the 
support of the franchise sector as a whole, and the team at the 
Franchise Council of Australia (FCA) have been amazing. Not 
one established franchisor has rejected a coffee invite, and 
there is endless advice and support that comes without me 
even asking. I was humbled to be invited and involved in the 
Victoria FCA Chief Executive Syndicate. What I learnt from the 
experienced franchisors and CEOs who sit around the table 
with me, I simply couldn’t learn anywhere else. 

There have been endless challenges! Change management 
has been really hard, as I held personal relationships with my 
first five owners and we made most decisions together. As we 
have grown, things have had to change. Many people fear 
change, so keeping everyone happy (which should be my job 
title) is always a challenge. With so many people and different 
personalities, it’s never going to be easy, but a constant 
reminder of the direction we are all going in, and that we are in 
this together, makes things easier.

On a business front, a huge challenge for me has been the 
lack of knowledge to take the company to the next level. Prior 

to KX, I had zero business experience, having actually failed 
finance, accounting and marketing at university! Finally, 
however, we are at a stage where we can hire amazing people 
who have specialised skill sets in what I do not – which, in 
turn, is now a huge advantage the company has.

TFR: What does winning the NextGen in Franchising Australia 
Competition for 2017 mean to you, and how do you anticipate it 
will benefit your business?

AS: To myself personally, it’s an incredibly big deal! Having 
the classic entrepreneurial mindset, I’m constantly looking 
forward and to what’s next. It’s very rare that I stop and reflect 
on where we have come from, so it’s extremely rewarding 
to see all of our hard work being recognised. It’s also great 
recognition for the amazing people that make up KX. I tell 
them, to the best of my ability, how awesome they are, but it’s 
great to be recognised externally, especially in the franchise 
sector as an up-and-coming brand. 

The experience throughout the entire process was 
invaluable, and to have been picked ahead of such inspiring 
finalists by franchise royalty on the panel was just awesome. 
It’s certainly put our name on the map in the Australian 
franchise sector, and hopefully we can make even more 
noise when we go to the IFA in America next year, which 
again will hopefully open up a world of opportunity for this 
brand to grow internationally.     
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The 2017 NextGen in Franchising Australia 
Competition, powered by Octomedia, 
provides an opportunity for young 
entrepreneurs with a business that has the 
capacity to scale through franchising with 
the opportunity to gain brand exposure 
and access to the most successful 
entrepreneurs, executives, experts and 
financiers in the franchise sector.

The Australian finalists for 2017 were Aaron Smith of KX Pilates 
(2017 winner); Aleena Maney, franchisor of Just Lashes; Matej 
Varhalik, CEO and Co-Founder of SpeedFit; and Ben Harris, 
Director of National Drones. 

Here, two of our finalists share their insights into the value 
of participating in the NextGen Competition and young 
entrepreneurship.  

NextGen in Franchising Australia finalist, Aleena Maney of 
Just Lashes, on the value of participating in the NextGen in 
Franchising Australia Competition, and her advice to other 
young entrepreneurs looking to scale their businesses 
through franchising: 
Being a NextGen finalist has provided credibility to the Just 
Lashes brand from a PR perspective, beyond that of being 
recognised as an FCA member.

What I would say to any other young entrepreneurs looking 
to grow their business through franchising is don’t ever stop 
asking for feedback, and be very open-minded and humble 
in your approach to doing business. But you can’t take 
everybody’s advice, either – remember that you understand 
your own business, and if it doesn’t feel right, then trust your 
own instincts.

I would also tell other young entrepreneurs not to be afraid of 
failure. It’s the best way to learn.

It’s easy to forget our peers can be invaluable resources. 
Talking to the other NextGen finalists at the National Franchise 
Convention about their achievements was really valuable, as 
was the opportunity to talk to successful franchisors I would 
never otherwise have had the opportunity to speak to. You can’t 
really buy that experience.

Matej Varhalik, CEO and Co-Founder of SpeedFit, provides 
his thoughts on the benefits he gained from participating 
in the NextGen in Franchising Competition: 
The NextGen Competition gave us fantastic brand exposure; 
we had the valuable opportunity to present SpeedFit to the 
entire Australian franchise sector, and firmly place ourselves 
on the franchising map, which was incredibly valuable for us. 
Another bonus was the free mentoring we received from the 
franchisors, many of whom were members of the Hall of Fame 
of franchising. This level of guidance and support was such a 
bonus!

All in all, the event was an awesome boost for everyone; our 
staff, clients and franchisees were all so excited to see SpeedFit 
become a finalist in just our first year of franchising.   

A word from the 2017 
NextGen in Franchising 

Australia fi nalists

Aleena Maney participates in the 2017 NextGen in Franchising Australia FranShark Competition
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2017 MYOB FCA 
Excellence in Franchising 
Awards winners honoured 

on the Gold Coast
On 10 October, the Franchise Council of Australia honoured franchising’s best and 
brightest at the MYOB FCA Excellence in Franchising Awards Gala Dinner, held at the 
RACV Royal Pines Resort on the Gold Coast.

MYOB FCA Excellence in Franchising Awards 2017
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The big winner of the night was G.J. Gardner Homes, which 
was named Australian Established Franchisor of the Year and 
won the Excellence in International Franchising and Franchisor 
Social Responsibility categories. 

From humble beginnings in 1983 as an independent building 
firm in Queensland, G.J. Gardner Homes now has more than 
100 franchisees operating throughout the world.

And whether it is planting 15 trees for every house they build 
in Victoria – an initiative that has seen G.J. Gardner homes 
plant 30,000 trees over the past seven years – or successful 
international expansion that has included entry into the United 
States, G.J. Gardner Homes demonstrated excellence across 
the board in its Award submissions.

‘We’ve been so fortunate to take out three awards tonight, and 
it’s really thanks to the team – our franchisees, our master 
franchisees and our strategic partners,’ said G. J. Gardner 
Homes’s CEO and Managing Director, Darren Wallis.

‘It’s a massive recognition of the effort our team has put in 
over the years we’ve been franchising. It’s just so good to be 
recognised by our peers and by the franchising industry.

‘Winning a Franchise Council of Australia award is just great 
for business,’ added Lee Moore, General Manager of G.J. 
Gardner Homes. ‘From an international perspective, it’ll mean 
that new franchisees will see us as a leading franchisor in the 
business. Certainly, from a social and community responsibility 
perspective, it’s great for our customers to see we are really 
involved in the community.’

Food and coffee franchise Soul Origin was named the 
Australian Emerging Franchisor of the Year. With 80 stores and 
a presence in most Australian states, Soul Origin is a rapidly 
growing franchise system that serves nutritious food on the go.

‘I’m a little bit overwhelmed at the moment, because we didn’t 
expect to win this award tonight,’ said Chris Mavris, General 
Manager of Soul Origin.

‘To be recognised by our peers in such a way gives us real 
credibility in the industry, and for them to say “guys, you’ve 
done a great job” means more to me than anything we’ve ever 
achieved so far.’

Fastway Couriers celebrated its 25th anniversary of operating 

in Australia by taking home the award for the International 
Franchisor of the Year for the second time in three years.

‘The award really recognises all the hard work that goes on 
not only in our franchise support office, but in our 27 regional 
franchise locations across the country,’ said Richard Thame, 
CEO of Fastway Couriers in Australia.

‘And of course, [the award recognises] all our courier 
franchisees – they’re the ones who are getting up early every 
morning and working really long days to build businesses.’

It was also a successful evening for handyman franchise Hire A 
Hubby, which won the Excellence in Marketing and Franchise 
Innovation categories at the Awards.

Ryan Willsher of Finn Franchise Brokers North Perth and 
Regional Western Australia was honoured as the 2017 
Multi-Unit Franchisee of the Year, as well as taking home the 
Franchisee Community Responsibility and Contribution Award.

‘Winning these awards means a lot for both me and my 
team, but also our brand. We’re still a relatively young brand, 
so to be able to receive an award like this means a lot for 
everyone involved. It will definitely help us win business, I 
think. People will trust us more and it will give us a lot of 
credibility,’ said Willsher.

The Awards also included the induction of a new member into 
the Franchise Hall of Fame – Rod Young. Young is considered 
one of the world’s foremost franchising consultants, and is the 
current Chairman and Global CEO of the $250-million Cartridge 
World group.

Aaron Smith, founder and CEO of KX Pilates was named 
the winner of the 2017 NextGen in Franchising FranShark 
competition. The competition is designed to assist young 
entrepreneurs who are looking to grow their businesses by 
franchising, and is powered by Octomedia and supported and 
judged by the FCA Hall of Fame.

A total of 14 Excellence in Franchising Awards, plus the 2017 
Hall of Fame inductee and NextGen in Franchising Australia 
winner, were presented on the evening, which was proudly 
sponsored by MYOB. Successful individuals and businesses 
were recognised across a range of functions, including 
franchisees, support staff and franchise systems. 
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• Australian Established Franchisor of the Year – G.J. Gardner 
Homes

• Australian Emerging Franchisor of the Year – Soul Origin

• International Franchisor of the Year – Fastway Couriers

• Multi-Unit Franchisee of the Year –  Ryan Willsher, Finn 
Franchise Brokers, North Perth and Regional Western 
Australia

• Single-Unit Franchisee of the Year, two or more staff – Nellie 
Dicks, Bank of Queensland, Richmond

• Single-Unit Franchisee of the Year, less than two staff – 
Beverley Taylor, InXpress, Bondi

• Franchise Woman of the Year – Sandra Carrington, FAD 
Cheer and Dance

• Field Manager of the Year – Eric Celik, PACK & SEND

• Supplier of the Year – MST Lawyers

• Excellence in Marketing – Hire A Hubby

• Excellence in International Franchising – G.J. Gardner 
Homes

• Franchise Innovation – Hire A Hubby

• Franchisor Social Responsibility – G.J. Gardner Homes

• Franchisee Community Responsibility and Contribution – 
Ryan Willsher, Finn Franchise Brokers, North Perth and 
Regional Western Australia

• Franchise Hall of Fame Inductee 2017 – Rod Young

• NextGen in Franchising, FranShark Competition winner – 
Aaron Smith, KX Pilates.      

MYOB FCA Excellence in Franchising Awards 2017 Winners

2017 Multi-Unit Franchisee of the Year Ryan Willsher (centre) with the 
FCA's Damian Paull and Bruce Billson

Chris Mavris of Soul Origin accepts the award for 2017 Australian 
Emerging Franchisor of the Year

Darren Wallis of G.J. Gardner Homes celebrates winning the Australian 
Established Franchisor of the Year Award for 2017

Richard Thame accepts Fastway Couriers' award for International 
Franchisor of the Year
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* Further assistance can be provided for a fee.
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- Employee Warning Template

Exiting your staff - Termination letter template
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- PDF copy of relevant Award 
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- Various Templates, Fact Sheets (depending on needs)



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

24

On relationships
BY CLAIRE GAYNOR
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This edition, The Franchise Review sought the opinions of some of the recent MYOB 
FCA Excellence in Franchising Awards winners on the importance of relationships in 
the franchising system. We found that, on every level – from the franchisee and their 
employees, to the franchisor – trust, communication, support and transparency are key to 
making everyone feel valued, which will, in turn, lead to greater success.

Ryan Willsher, Franchisee, Finn 
Franchise Brokers
How important do you think the 
franchisee–franchisor relationship 
is for business success?
I think it’s the most important 
relationship you will have as a 
franchisee. If the relationship is 
strained in any way, then you have 
a reduced chance of success. Both 
parties need to feel comfortable and 
motivated to succeed, and if there 
is tension, it will distract from the running of the business on 
both sides.

What measures have you taken in your franchise 
business to ensure positive relationships in the 
workplace? 
I have always tried to maintain a high level of respect for 
everyone I deal with in my franchise business, whether that 
is the franchisor, the staff, the suppliers or the customers. At 
some point in time, you will always have your differences with 
people you deal with on a day-to-day basis. 

It’s important to remember that if you treat everyone with 
respect, you can always voice your opinions or grievances, but 
still maintain a good relationship with them. That allows you 
to continue to operate your business at a high level and still 
work through the many issues you face. Once a relationship is 
broken, it’s almost impossible to repair, and I see most of them 
break down because people let their emotions dictate their 
actions, and therefore show a lack of respect, which is hard to 
recover from.

What do you think are the main challenges that 
franchisee–franchisor relationships can face?
The main challenge I see today is the differing priorities 
between franchisees and franchisors. Franchisees are quite 
rightly concerned about their own franchise business/es 
and how differing elements affect the sales, expenses and 
profitability. Franchisors sometimes lose focus of this, and have 
their own plans to expand into new markets, different brands 
and so on. This can sometimes affect the support levels and 
focus on the franchisees, and, in my experience, causes more 

tension within a franchise network than any other issue. 

Franchisees can also lose focus, though, and I see franchisors 
become frustrated when franchisees neglect their businesses 
or fail to follow the system. That not only affects the franchisor’s 
revenue, but also the whole brand.

Franchising is a people business at the end of the day, 
and if either party loses focus of this, then the relationships 
deteriorate and the whole brand suffers. In the most successful 
brands I come across, both the franchisor and franchisees 
make a determined effort to work together to achieve success, 
no matter what their differences are.

Eric Celik, National Field Support 
Manager, PACK & SEND
As a field manager, what would 
you say are the most important 
elements of your relationship 
with your franchisees?
Trust, respect, transparency and 
communication.

What kind of training do you 
provide to ensure franchisees 
have good customer 
relationships?
We place the customer experience at the core of everything 
we do. We recognise that our success relies on the support 
of customers, and we believe a superior customer service 
experience is the key to our success. Therefore, our induction 
training program and field visits are heavily focused on building 
and maintaining healthy relationships with our customers.

What’s your number one piece of advice for anyone 
struggling to have fruitful relationships with their 
franchisees?
Having the necessary transparency when communicating 
vision and strategy to franchisees is paramount, in my opinion. 
Understanding their reasons for entering into a franchise 
agreement and developing strategies to help them achieve 
both personal and business goals is important in having fruitful 
relationships with franchisees. Building trust and maintaining 
high levels of respect between each other is also important in 
maintaining healthy relationships.
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Chris Mavris, CEO, Soul Origin
As a franchisor, how important is it for you to maintain 
good relationships with your franchisees?
On a scale of one to 10, with 10 being the most and one being 
the least: 100! The franchise partner–franchisor relationship is 
the make or break of any franchise system. If the relationship 
is not strong, and there isn’t mutual trust and respect for 
one another, it’s bound for failure – there’s no way around it. 
There’s no way you can succeed if there’s no relationship.

When recruiting, do you look for particular qualities that 
are key to a good future relationship?
Very much so. We are looking for people who are culturally 
aligned with some of our values: family, respect, and wanting 
to grow and develop as people. One of the biggest qualities 
that we look for is leadership, because we’ve got quite a few 
employees in our outlets during the peak times of the day, so if 
a person can’t lead a team of people, they’re going to struggle 
running one of our outlets. But we look for attitude; a positive, 
upbeat, enthusiastic attitude is critical. 

Communication is always key to a working relationship. 
Do franchisees have any kind of platform through which 
they can provide feedback?
Because we’ve grown fairly quickly at Soul Origin – when I 
came on board with the organisation four years ago, we had 

three outlets, and now we're at store 83 – I’ve got a pretty good 
understanding and know our franchisees by first name. In the 
early days especially, I was doing recruitment and was all over 
every part of the business for the first two years, so I feel like 
the lines of communication are always open. 

We conduct franchise meetings four times a year, so at all of 
those meetings, and even at the last one, I made it clear that 
my number is there, and if you want to ring me, my phone is 
always open for any franchisee to have a discussion about any 
issue. I’ve got nothing to hide as a business or as an individual.

The other part of it is the area manager’s report. I know 
that’s not really direct communication, but I read all the area 
managers’ reports, so that’s my umbilical cord to what’s 
happening in the stores. I can get a good idea of what’s 
happening, and pick things up that I might not have if I wasn’t 
reading those reports, now that I’m a little bit more office-
bound than I used to be. We also have our newsletter, which is 
released fortnightly.

Soul Origin’s area managers don’t have more than 15 stores 
each; we have regular franchise meetings, and my door and 
my phone are always open to any franchisee. We’ve also 
got an FAC, which meets five times a year, with six or seven 
franchisees and direct senior management talking about issues 
and finding solutions to anything that may exist out there.   
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Respect is everything in 
franchise relationships

BY JASON GEHRKE, DIRECTOR, FRANCHISE ADVISORY CENTRE

Here’s another analogy to help explain the unique nature of 
franchising; it is a relationship of outsourcing.

Under this analogy, franchisors outsource their frontline 
operations to franchisees, who take responsibility for serving 
customers (using the franchisor’s systems) at the coalface.

Meanwhile, franchisees outsource their marketing, supply 
chain, logistics, information technology, operational support 
and product development requirements (among other things) 
to the franchisor.

In other words, there is a mutual exchange between the parties 
where each brings expertise, energy and capital (in cash, 
intellectual property or talent) to the relationship.

At the same time, each avoids the risks of going it alone. 
Franchisees reduce their risk of business failure by tapping 
into the knowledge and experience of the franchisor, and the 
franchisor reduces their risk of failure by drawing in external 
capital and talent from outside their own limited resources.

Central to this model of franchising as a relationship of 
outsourcing is the mutual respect with which both parties 
regard one another.

Sometimes, maintaining high levels of mutual respect can be 
difficult if the relationship becomes strained when one side fails 
to live up to its obligations to the other. 

This is when it is important for employees of the franchisor 
to remind themselves that franchisees have usually staked 
everything – their homes, their careers, their futures – on the 
franchise, and consequently have a much greater investment in 
the relationship than any salaried head office worker. 

Likewise, franchisees need to remind themselves of the 
franchisor’s role as brand curator and guardian, and accept 

that the franchisor will 
sometimes make decisions 
that may not be popular in 
the short term, but may be 
necessary to protect the 
long-term best interests 
of the brand and its 
stakeholders.

To help franchisors 
and franchisees better 
understand how respect 
evolves in the relationship 
over time, the Franchise 
Advisory Centre has 
developed the following 
acronym model, which 
explores this unique relationship of outsourcing:

RESPECT = Recruit + Educate + Support + Profit + Engage + 
Challenge + Together.

Each of the seven phases of the RESPECT model are explained 
as follows:

Recruit
The early courtship phase, where the franchisor and franchisee 
are sizing one another up, is the Recruit phase. Franchisees 
wield significant influence during this phase based on the 
significant resources franchisors invest to attract them. 

Penalties for misleading representations may encourage 
franchisors to provide the bare minimum of information about 
their franchise offer, while potential franchisees are often 
surprised by the amount of information they must provide 
about themselves in order to be assessed by the franchisor.

The franchise relationship can be described in many ways, including as a commercial 
‘marriage’ (with many similarities to the relationship between spouses), or as similar to 
the relationship between a parent and child (with the franchisee growing into business 
‘adulthood’ under the tutelage of the franchisor). 

Jason Gehrke. Image courtesy of Studio 60
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Lasting first impressions that determine the future course of the 
relationship are made during this phase. 

Educate
If the franchisee and franchisor decide to proceed together, the 
franchisee needs to be trained in the operational details of the 
franchise. During this education phase, the franchisee learns 
how to run the business, but should also learn why it is done 
that way, and how it links with the organisation’s culture.

The education phase should involve constant assessment of the 
franchisee’s learning so that the franchisee is fully equipped to 
tackle the challenges of operating their own business.

Support
Support in franchise relationships can vary greatly, and is often 
not quantified. The level of support a franchisee expects can 
be completely unrelated to the franchisor’s capacity or skill in 
delivering it. 

While the Recruit and Educate phases are still in the 
honeymoon period of the relationship, they can lead to 
problems in the Support and later phases, as franchisees 
potentially find themselves unsuited to operate the business 
because of attributes that should have been identified during 
recruitment, or as a result of failures in the training and 
induction program. 

Profit
As the franchise relationship develops, franchisors and 
franchisees alike must address profit issues. Not enough profit 
for franchisees makes the relationship unsustainable. Too 
much profit by franchisors creates tension with franchisees, 
especially if they are struggling to be profitable themselves, or 
are not receiving the level of support they expected. 

A franchise relationship is doomed to failure if profit isn’t part of 
the equation.

Engage
A key element of any mutually respectful relationship is 
the extent to which the parties engage with one another, 
particularly when making decisions that affect each other’s 
interests. 

Franchisors are expected to have management protocols 
in place that seek the active engagement of franchisees 
via meetings, conferences, surveys and franchise advisory 
councils, among others. 

Similarly, if franchisees are to get the most out of the franchise 
relationship, they should seek to engage with the franchisor 
via existing methods, or identify where there is room for 
improvement and actively make suggestions to the franchisor. 

Challenge
An extension of the concept of engagement is challenging one 
another to reach higher levels of performance. 

Without even being conscious of it, franchisees will challenge 
franchisors to achieve higher levels of performance from the 
outset as they explore the system, and test the boundaries of 
the education and support available to them. 

Franchisors may also unconsciously challenge franchisees 
by introducing changes to the system without adequate 
consultation. Neither of these are the types of proactive 
challenges that help a franchise relationship grow. 

The most effective challenges in franchise relationships are 
where the parties recognise there is room for improvement, 
and positively encourage one another to reach higher levels of 
performance. 

Together
Ultimately, franchisors and franchisees need one another 
because of the roles they have outsourced to each other. 
Despite the occasional bump in the road, franchisees don’t 
exist without franchisors, and vice versa.

The shared purpose between franchisees and franchisors in 
their business journey together underlines their co-dependency 
and the need for mutual respect in the relationship. 

Where mutual respect exists, a healthy franchise relationship 
will follow.

The RESPECT model helps franchisors and franchisees to 
understand their journey together and reiterates the mutuality 
of the relationship. Without mutual respect, the relationship is 
doomed to fail.    

© Jason Gehrke, 2017

Jason Gehrke is the director of the Franchise Advisory Centre and has 
been involved in franchising for more than 25 years at franchisee, 
franchisor and advisor level. 

He conducts CFE-endorsed franchise education programs throughout 
Australia, and publishes Franchise News, a fortnightly email news bulletin 
on franchising issues and trends.
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Building a smarter 
future:  

NFC17 wrap-up
The National Franchise Convention 2017 
(NFC17) delivered on its promise of helping 
franchisors to ‘build a smarter future’ for 
their businesses. 

As technology continues to change the retail and service 
delivery landscape, as disruptors set their sights on shaking 
up well-established industries, and with the newly enacted 
Fair Work Amendment (Protecting Vulnerable Workers) Act 
2017 (the Act) creating new compliance obligations and 
responsibilities for franchisors, preparing for the future of 
franchising was the key theme of the NFC17.

‘On these podiums and in the rooms throughout the venue, you’ll 
hear stories of innovation,’ said Franchise Council of Australia 
Executive Chair, Bruce Billson, in his opening address to a 
packed audience of more than 400 franchise professionals. 

‘We’ve said we’re about franchising intelligence – a smarter 
model for entrepreneurship. What are those among us doing 
that is leading edge, and may bring insights and wisdom to our 
own businesses? How are our suppliers generating new ways of 
tackling new challenges? It’s exciting to be here and to find out.’

At NFC17, compliance with the Act was discussed at the Legal 
Symposium, during the roundtable sessions and as part of 
a keynote panel with Fair Work Ombudsman Natalie James; 
Tanya Robertson, National Central Operations Manager at 
Sigma Healthcare; Ken Rosebery, Managing Director of The 
Cheesecake Shop; and Brendan Green, CEO of Hire A Hubby.

United Franchise Group CEO Ray Titus addresses NFC17
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‘The FCA has been inundated with requests for guidance 
and information, and we thought the NFC was the first 
opportunity to shed light upon some of the challenges around 
implementation,’ said keynote panel facilitator and FCA CEO 
Damian Paull.

‘We know that many franchisors here today are already ahead 
of that legislation, have implemented a range of solutions, 
have been proactive and have seen the wave coming. Other 
businesses are waiting to find out what they need to do.’

As the Fair Work Ombudsman and our expert franchisor 
panellists shared their knowledge and experience, delegates 
were provided with a broad range of ideas to assist their 
franchisees to meet workplace compliance obligations, both 
from the Fair Work Ombudsman and the expert franchise panel 
members, who generously shared their practical insights from 
within their own networks. 

Minister for Small Business, the Hon. Michael McCormack MP, 
provided an outline of government small business initiatives 
and spoke about how innovation through technology can help 
small businesses grow.

Lifelong entrepreneur and CEO of the US United Franchise 
Group Ray Titus told delegates that lead measures – the 
measurable actions you take each day and week – are 
compulsory to accomplish goals, and that ‘business as usual is 
no longer usual’, while corporate culture expert Steve Simpson 
spoke of how to transform corporate culture through unwritten 
ground rules (UGRs).

In his closing keynote address, Dr Glen Richards, the 
founding Managing Director of Greencross – Australasia’s 
leading specialty pet care retailer – told the audience that 
‘the people in this room are the brains trust of the business 
community of Australia’, inspiring delegates to lift their line of 
sight to achieve success. 

High-performing franchisees had the opportunity to build on 
their successes at a franchisee summit run by the Franchise 
Relationships Institute. Steve Simpson built on his keynote 
presentation in a session with CEOs, general managers and 
senior executives, who had the chance to understand more 
about how UGRs shape corporate culture and drive success.

The information-sharing between delegates was another 
highlight, with the roundtable sessions once again a buzz of 
ideas as participants joined our expert facilitators to get the 
lowdown on some of franchising’s hot topics, from diversity 
in the workplace and the impact of company culture when 
introducing technology, to using big data and analytics to your 
strategic advantage.

Concurrent sessions provided delegates with the chance to 
hear from expert panellists from franchise brands including 
San Churro, Soul Origin, Hog’s Breath Cafe, Chatime, Poolwerx, 
Plus Fitness, The Cheesecake Shop, Hire A Hubby, Foodco 
Group, Europcar and more.

Once again, NFC provided a platform for some of Australia’s 
brightest young franchising entrepreneurs to pitch their 
businesses to a panel of FCA Hall of Fame judges in the 
NextGen in Franchising Australia competition, powered by 
Octomedia.

After a hotly contested FranShark panel pitch, Aaron Smith 
of KX Pilates was announced as the 2017 winner, ahead of 
finalists Aleena Maney of Just Lashes, Ben Harris from National 
Drones and Matej Varhalik of SpeedFit.

After two days of knowledge-building, networking, and learning 
about the latest in franchising products and services from more 
than 60 exhibitors, NFC17 concluded with the presentation of 
the MYOB FCA Excellence in Franchising Awards, honouring 
the best and brightest in the sector.    

Founding Managing Director of Greencross, Dr Glen Richards

The Hon. Michael McCormack MP

The NFC17 roundtables
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The Franchise Council of Australia has 
been actively engaging with the Fair Work 
Ombudsman (FWO) so that the franchise 
community understands its new obligations 
under the Fair Work Amendment 
(Protecting Vulnerable Workers) Act 2017 .

A key component of the legislation for franchisors is the 
extension of liability for payment-related contraventions of the 
Fair Work Act by franchisees to franchisors where a franchisor 
knew or could reasonably be expected to have known about the 
contraventions, but failed to take reasonable steps to prevent 
those contraventions occurring. 

At this year’s National Franchise Convention (NFC17), FWO 
Natalie James shared with more than 400 delegates the key 
things that franchisors need to understand about the new laws, 
and the steps that franchisors can take to ensure franchisees 
comply with their workplace obligations.

Speaking at the NFC17, James told the audience that under 
the new laws, franchisees retain the primary responsibility for 
complying with their workplace obligations, but franchisors 
have a clear role to play in ensuring compliance and preventing 
deliberate exploitation of workers within their networks.

‘The first thing I suggest every franchise system should be 
doing is asking themselves, “what do I know about compliance 
with workplace laws in my network?’’’ said James.

‘And the follow-up question is then: “what might be reasonable 
for me to do in light of these new laws for my business to 
ensure that employees are receiving the wages and conditions 
they’re entitled to?”’

Recognising the diversity in franchising 
in Australia, James said that the 
steps that one franchisor might 
take will almost invariably differ 
from those that it would be 
reasonable for another system 
to implement.

James also recognised that what 
might constitute reasonable 
steps for a new and 
emerging franchise 
system would be very 
different to those of 
an established brand 
with hundreds of outlets 
throughout Australia.

Notwithstanding the wide 
spectrum of size, industry 
and age of franchise 
systems operating in 
Australia, James provided 
three key principles for 
franchisors to ensure 
that their systems 
are compliant with 
workplace laws.

Fair Work Ombudsman 
shares Protecting 

Vulnerable Workers Act  
compliance guidance at 

NFC17

Fair Work Ombudsman 
Natalie James
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‘Firstly, set clear expectations so that your businesses know 
that you expect them to be doing the right thing by workers 
and to be complying with workplace laws. Best practice 
would be enshrining this in your franchise agreements and 
including in the agreements what happens if they don’t meet 
your expectations. We know mistakes can occur, but they 
need to be corrected. Do you have the leverage to ensure that 
happens?’ James asked the audience.

‘Secondly, support your franchises to comply. At a most 
basic level, it means providing them with information about 
what they should be doing, like sending your outlets a link to 
fairwork.gov.au. 

‘Here’s where the reasonable piece of the new laws really 
comes in. Consider the features of your network. How capable 
are your franchisees? Have most of them run businesses 
before, or is this their first time? Do you have a large number 
of franchisees who are newly arrived to this country? How 
much do they know about workplace laws? And what is your 
workforce like? Do you have an over-representation of young 
workers or migrant workers? Vulnerable workers are less likely 
to be aware of or act on their rights, and a prudent franchisor 

would consider providing more active support if that’s the kind 
of workforce that you have.

‘And thirdly, more actively check that your franchisees are 
doing the right thing in order to protect yourself and your 
brand. Speaking at the Convention last year, I suggested setting 
up an employee hotline or email address so that employees can 
come directly to you if there’s a problem, and so that you can 
address it really quickly.

‘We’d suggest that this inviting of feedback is best supported 
by more active checking. Auditing employee records is a 
key component of this, and one we generally recommend, 
particularly for larger networks. Another practical option to build 
accountability is to encourage employees in your network to 
use the FWO’s multi-award-winning ‘Record My Hours’ app, 
which enables workers to record their hours of work on their 
phones using geofencing technology.’    

Visit the Fair Work Ombudsman website at www.fairwork.gov.au.
For information on the ‘Record My Hours’ app, visit www.fairwork.gov.au/
how-we-will-help/how-we-help-you/record-my-hours-app.

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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The Fair Work 
Amendment (Protecting 
Vulnerable Workers) Act 
2017 – what you need to 

know
BY SEAN O’DONNELL, PARTNER; DEREK SUTHERLAND, SPECIAL COUNSEL; AND MELISSA RAMSDEN, 

SOLICITOR, HWL EBSWORTH LAWYERS 

The Fair Work Amendment (Protecting 
Vulnerable Workers) Act 2017 (Vulnerable 
Workers Act) commenced on 15 September 
2017. A responsible franchisor entity or a 
holding company can now be held liable 
for contraventions of specified civil remedy 
provisions of the Fair Work Act 2009 (Act) 
by their franchisees or subsidiaries that 
occur on or after 27 October 2017. 

The reforms were introduced by the government as part of 
its election commitment to do more to protect vulnerable 
workers after revelations of systemic exploitation of these 
workers by some franchisees within a number of well-known 
franchise networks. 

Key changes for franchisors (and holding companies) 
The key changes to the Act include:

• making a franchisor (who is able to exert a significant 
degree of influence or control over a franchisee) liable for a 
variety of different contraventions of the Act by franchisees 
within their network in circumstances where they knew or 
reasonably ought to have known about the contraventions, 
but failed to take reasonable steps to prevent those 
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contraventions from occurring (more on reasonable steps to 
follow)

• making a holding company (regardless of whether it is a 
franchisor or not) responsible for a variety of contraventions 
of the Act by its subsidiary where the holding company fails 
to take reasonable steps to prevent those contraventions 
occurring (more on holding companies to follow)

• making officers of a franchisor or holding company 
potentially liable as an accessory to a contravention of these 
new provisions by a franchisor or holding company

• allowing a person who has suffered loss from a 
contravention by the franchisee to seek a compensation 
order against a franchisor or holding company (for example, 
to enable an employee working in a franchised business to 
recover unpaid amounts that its employer failed to pay)

• giving a franchisor or holding company a statutory right to 
recover from the franchisee or subsidiary an amount paid 
under such a compensation order

• new higher penalties for a category of ‘serious contraventions’ 
of the Act where penalties 10 times higher than normal will 
apply (maximum penalty of $126,000 for individuals and 
$630,000 for corporate bodies per offence) – a contravention 
will be considered serious if a person knowingly contravened 
the provision, and the person’s conduct was part of a 
systemic pattern of conduct relating to one or more persons

• new penalties for providing Fair Work inspectors with false or 
misleading information or records, and new prohibitions for 
hindering or obstructing them

• new prohibitions against an employer or prospective 
employer requiring an employee or prospective employee 
to unreasonably spend or pay an amount – to prevent 
cashback arrangements

• doubling the maximum penalties for ‘strict liability’ 
contraventions relating to employee records and pay slips

• trebling the maximum penalties for giving false or misleading 
employee records or pay slips

• giving greater investigation and enforcement powers to 
the Fair Work Ombudsman (FWO), including the power 
to seek from the Administrative Appeals Tribunal (AAT) 
presidential member a FWO Notice requiring a person to 
give information, produce documents or to stand before the 
FWO and answer questions

• prohibiting a person from intentionally hindering or 

obstructing the FWO or an inspector in the performance of 
their functions

• imposing a presumption in respect of certain civil remedy 
provisions where records are not provided by an employer. 
The presumption places the burden on the employer to 
disprove an allegation made by an employee in relation to 
contraventions of specific civil remedy provisions where the 
employer was required to make and keep a record, make a 
record available for inspection or give a pay slip, but fails to 
do so. Importantly, however, that presumption will not apply 
if the employer has a reasonable excuse as to why they 
failed to make or keep a record, make the record available 
for inspection or to give a pay slip

• adopting a definition of ‘franchise’ set out in the Corporations 
Act 2001 that is much wider than in the Franchising Code 
of Conduct – this definition will likely capture an agreement 
that includes a licence of intellectual property, even if the 
agreement does not require the licensee to follow a system 
or marketing plan

• importantly, a ‘responsible franchisor entity’ and ‘holding 
company’ must now take reasonable steps to prevent 
contraventions of one or more of the civil remedy provisions 
specified in S558B(7) of the Act by their franchisees or 
subsidiaries. It is important to understand the types of 
contraventions that apply, as the reforms do not seek 
to make a franchisor liable for things such as wrongful 
dismissal, discrimination or workplace bullying.

Are you a responsible franchisor entity?
The FWO has started releasing fact sheets on its website to give 
guidance on these reforms and how they affect franchisors. 
The most recent fact sheet was released on Friday 27 October 
2017. It has provided guidance and examples of how some of 
the tests should be applied. 

Firstly, you must be a ‘franchisor in relation to a franchise’. 
Even though this expression ‘franchisor’ is not defined in the 
Act, the explanatory memorandum provides that it is intended 
to have its ordinary meaning. 

Many franchise systems use a simple contractual structure. 
The ‘franchisor’ will normally be the party to the agreement that 
grants the franchise, and can exercise contractual control or 
influence over the franchisee. It appears where the franchisor 
is a subsidiary in a corporate group that the FWO considers the 
franchisor to be the owner of the brand or trademark.    

Melissa Ramsden Sean O'Donnell

Continued on page 39

Derek Sutherland
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It is less clear who will be the ‘franchisor’ in more complicated 
structures, including where the intellectual property such as the 
trademarks and brands are owned by a different entity to the 
contracting franchisor party. It is also less clear in a multi-tiered 
master franchise structure, where there is a master franchisee 
unrelated to the master franchisor that contracts with its 
franchisees. There are often different contracting structures 
where the franchisee enters into a franchise agreement with the 
master franchisee or the master franchisor, or both. No doubt, 
these structures may ultimately have to be tested in the courts.

Currently, the FWO encourages brand owners to enter into 
voluntary compliance deeds with FWO to cover all the brands 
in their network. These deeds are a contractual agreement by 
the brand owner (or parent) to take responsibility for the whole 
network. This includes franchise brands operated by different 
subsidiaries in the group who actually enter into franchise 
agreements with franchisees. Expert advice needs to be taken 
before entering into any compliance deed.

Importantly, the explanatory memorandum provides that overseas 
master franchisors will not be liable under these reforms. 

Secondly, the franchisor must have a ‘significant degree of 
influence or control over the franchisee entity’s affairs’. That 
influence or control does not have to be contractual. Even 
though ‘affairs’ is not defined in the Act, the Explanatory 
Memorandum states that it would include things such as the 
financial, operational and corporate affairs of the franchisee. 
It is not linked to just the ability to influence or control a 
franchisee’s workplace affairs. 

Importantly, the FWO fact sheet suggests they would look 
at the rights of the franchisor to direct, manage, regulate, 
determine or command the franchisee entity regarding 
financial operational and/or corporate matters. This would 
include, among other things, trading hours, sales targets or 
quotas, staffing levels, and expenditure on business expenses 
and costs. It may also depend on how the relationship works 
in practice, such as how much the franchisor influences or 

contributes to management or operational decisions of the 
franchisee’s business, or how it affects the franchisee’s ability 
to generate revenue or profits.

As a consequence, it is likely that most franchisors, as brand 
owners, will be considered by the FWO to be a responsible 
franchisor entity by virtue of the fact that they will reach the 
required threshold of influence or control over at least the 
financial, operational or corporate affairs of a franchisee. 

Liability of a holding company
In many corporate groups, a subsidiary will be the employer. 
The holding company will be liable if the subsidiary (in its 
capacity as employer) contravenes one or more of the specified 
civil remedy provisions of the Act.   

Reasonable steps defence
As most franchisors will likely be caught, it is critical that 
franchisors understand what ‘reasonable steps’ should be 
taken to avail themselves to the statutory defence under 
the Act.

The Act specifies examples of what the court may have regard 
to when considering whether a franchisor or holding company 
took ‘reasonable steps’, including:

• the size and resources of the franchisor or holding company 
– larger systems with more resources could be expected to 
do more 

• the extent to which the franchisor or holding company 
had the ability to influence or control the contravening 
employer’s conduct in relation to the contravention or a 
contravention of the same or a similar character – this 
includes other means of influence or control, not just 
contractual 

• any action the franchisor or holding company took 
towards ensuring that the contravening employer had 
a reasonable knowledge and understanding of the 
requirements under the provisions it contravened – this 
looks at education and training

Continued from page 37
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• the franchisor’s or holding company’s arrangements (if 
any) for assessing the contravening employer’s compliance 
with the provisions it contravened – this looks at audit and 
enforcement

• the franchisor’s or holding company’s arrangements (if 
any) for receiving and addressing possible complaints 
about alleged underpayments or other alleged 
contraventions of the Act within the franchise, the holding 
company or any subsidiary – this looks at complaint 
processes you use 

• the extent to which the franchisor’s or holding company’s 
arrangements (whether legal or otherwise) with the 
contravening employer encourage or require the 
contravening employer to comply with the Act or any other 
workplace law – this looks at what contractual obligations 
you impose on them to comply. 

Franchisors have the onus of providing evidentiary proof that 
they took reasonable steps to prevent the contravention.  

What are reasonable steps?
There is no one-size-fits-all answer. It will vary between 
franchise groups, depending on their size and resources, and 

their ability to influence or control their franchisees. As a guide, 
some of the following may be considered reasonable steps:

1. Create legal and policy frameworks that encourage 
compliance, by:

 » reviewing your franchise agreement to include an obligation 
that the franchisee must comply with workplace laws

 » ensuring your franchise business model takes into 
account the proper costs of lawfully employing adequate 
staff – it should not encourage franchisees to break the 
law to be financially viable

 » ensuring your disclosure document includes disclosure 
of typical employee expenses and entitlements the 
franchisee will have to pay as an employer when 
operating the business

 » considering registered agreements that are approved by 
the FWO to create consistency of employment across 
the network (e.g. enterprise agreements, collective 
agreements and so on)

 » providing the FWO Fair Work Handbook as a resource for 
franchisees, and encouraging them to use the tools that 
are available on the Fair Work website.
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2. Develop internal tools and processes to support compliance, 
such as:

 » human resource systems or software to help support 
compliance

 » mandatory training programs for franchisees, especially 
initial training

 » providing franchisees with the tools to calculate the 
correct rates of pay, such as referring them to the free 
tools on the Fair Work website

 » providing a hotline or confidential email for franchisees’ 
employees and franchisees to report any workplace 
issues that could include anonymous reporting.

3. Seek to only recruit and train franchisees who are committed 
to compliance.

4. Provide access to reliable workplace relations advice, 
whether that be through an appropriately qualified 
human resources or industrial relations staff member, or 
arranging corporate memberships with third-party employer 
associations.

5. Monitor compliance in your network by:

 » having a system to regularly check compliance

 » ensuring your franchise agreement allows you to monitor 
and enforce workplace compliance

 » auditing employees’ pay slips and leaving records to 
ensure franchisees are meeting their record-keeping 
obligations

 » having franchisees conduct self-audits and report the 
results.

6. Consider whether it is appropriate to enter into a compliance 
deed with the FWO.

This is not an exhaustive list; some or all of these suggestions 
may or may not be suitable for your franchise system.  

What to do next
Franchisors should be taking steps to obtain legal advice from 
a specialist franchise lawyer on whether they are a ‘responsible 
franchisor entity’ for the purposes of the Act, and if they are, 
identify what reasonable steps they need to take to be able 
to rely on the defence under the Act. There are a number 
of options open to responsible franchisor entities to identify, 
assess and appropriately manage their risk with these reforms. 

Franchisors should also regularly check the Fair Work website 
at www.fairwork.gov.au, as the FWO has indicated that it will 
publish a range of free resources and recommendations to 
assist franchisors to understand and comply with the new 
reforms.     
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The new CEOs of Bakers 
Delight are rising to the 

challenge

Earlier this year, family-run retail chain Bakers Delight announced its founders and CEOs, 
Roger and Lesley Gillespie, were passing on the rolling pin to their daughter, Elise Christie, 
and her husband, David Christie. The Franchise Review spoke to the new successors 
about the delights and challenges of the renewed company focus, and how it will affect 
their franchisees.

Bakers Delight has stores in more than 700 locations across 
Australia, New Zealand, Canada and the United States. Though 
the company has a clear global outlook, it is still strongly family-
oriented. It is this fine balance between expansion and local 
pride that Elise and David will work to maintain in the future, 
both freshening the business and staying strongly connected to 
their community of franchisees and loyal customers.

While their new roles will involve more responsibility, 
the couple feel it is a comfortable progression from past 
positions, rather than a giant step into the unknown. The 
proactive succession process, which has unfolded over the 
last three to five years, saw that Elise and David were  
taking on roles that would set them up for success as the 
new CEOs. 

BY LAURA RYAN

Bakers Delight CEOs Elise Christie and David Christie
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‘Our brand is really strong, so while taking over from two 
great entrepreneurs like my parents is daunting, the exciting 
opportunity for us is how we evolve the brand so it stays 
relevant for current and future customers, and to ensure 
continuity of great returns for our franchisees,’ Elise says.

After spending 37 years as Bakers Delight’s CEOs, Roger and 
Lesley will both remain as Founding Directors, with Roger 
also serving as Chairman on the company board. They will be 
providing support to Elise and David as they move on to this 
next step. The Christies remarked that the shift was made most 
comfortable by a strong network of support from their family, 
colleagues and customers. 

‘Elise and I have been actively involved in the Bakers Delight 
business for the past decade, so we are well prepared to take 
on the challenge of leading a successful business with an 
engaged and loyal customer base,’ says David.

With a younger pair now at the helm, the company is set for 
a new energy. Both Elise and David project a bright future 
for Bakers Delight in Australia and overseas. Their sights 
are set on continuing the award-winning service and quality 
products, ‘while driving change and reclaiming our position 
as Australia’s market leader in the bread and baked goods 
category’. Their key priorities fall into three areas: driving 
franchisee profitability through equipment and format 
innovation; driving top-line sales through product innovation 
focused around healthy, artisan and snack breads; and 
working more closely with the local communities in which the 
company operates.

Growing profits for their franchisees is a priority for Elise and 
David, as the livelihoods of their business community is not 
something they take lightly. ‘Our goal is to ensure our family 
business is sustainable for the next generation, which means 
ensuring all of the family businesses that make up Bakers 
Delight are also successful,’ the pair state.

The main shift in outlook for the leaders at Bakers Delight will 
be exciting for its franchisees, and involves the development 
of a more forward-thinking mandate that will see franchises 
change and innovate to remain competitive in the market. To 
ensure a smooth transition for franchisees through the change, 
communication is key, according to Elise and David. ‘The 
continuity of ownership was well received by our franchise 
network, and the change in leadership signifies that we are 
in it for the long haul,’ they say. Roger Gillespie adds that this 

continuity of ownership has been particularly well received by 
those with a long history in the business.

For fostering positive relationships with franchisees, the goal 
for the CEO duo is to help their network feel heard, respected 
and included. To do this, they spend time visiting the 
franchisees’ bakeries, listening to their ideas and concerns, 
and involving them in the process of devising future initiatives. 
Elise and David also aim to use the healthy tension that 
occurs between franchisors and franchisees in a productive 
way to collaboratively critique their processes and devise 
new solutions. In line with their customer-centric mantra, the 
leadership team will also work with their franchisees to further 
develop their already strong customer-service training and high 
customer satisfaction.

As for the company’s plans for expansion, Elise and David 
state that most of the growth over the next few years will occur 
in Canada, where Elise’s brother Aaron works as President of 
Bakers Delight’s twin, COBS Bread, and plans to open 100 
bakeries in the next three years. While expansion is not an 
immediate concern in Australian and New Zealand branches, 
the company has plans to grow the number of retailers to 800 
by 2030.

This expansion will not come without its challenges. Despite 
the growing market for bread in Australia, franchises will 
have to adapt to emerging health trends to stay relevant and 
profitable in the face of competition from supermarkets and 
newer franchises. ‘While we have about 15 per cent share of 
the bread market in Australia, we know that we need to be 
constantly demonstrating product and service innovation to stay 
ahead of the pack,’ says Elise.

The major trends in the bread-making industry in recent years 
have developed around customers’ growing desire for healthy 
foods. Bakers Delight has tackled challenges, like the emerging 
gluten-free movement, by actively promoting the many health 
benefits of including bread as part of a healthy diet, and has 
even developed Australia’s very first low-FODMAP bread that 
is baked fresh daily. A further rising trend is an inclination 
towards artisan breads in a growing foodie culture, which has 
seen customer demand grow for high-quality items in new 
flavours and formats. 

‘Our challenge is not just about making better bread, but finding 
new ways to delight our customers so we become a brand they 
all love to engage with on a regular basis,’ Elise says.     

The major trends in the bread-making industry in recent years have developed 
around customers’ growing desire for healthy foods. Bakers Delight has tackled 
challenges, like the emerging gluten-free movement, by actively promoting the 
many health benefits of including bread as part of a healthy diet
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Jetting their way  
to the top

BY BEC BRIDGES

Being a successful franchise is one thing, 
but ensuring the satisfaction of staff in the 
workplace can be a whole other story. Jetts 
Fitness recently took out 23rd place in the 
2017 Best Places to Work in Australia – an 
award that every franchise would aspire to 
win. The Franchise Review spoke with CEO 
Elaine Jobson about taking out this coveted 
award, and the importance of cultivating a 
positive workplace culture.

The Franchise Review (TFR): Congratulations on winning 
this award! As a franchise company with more than 400 
employees and more than 270 gyms globally, how does  
it feel?

Elaine Jobson (EJ): We put a huge amount of resources and 
focus into building a positive team culture in our support office 
and right across our global gym network, so it was wonderful 
to see that effort be officially acknowledged. To be the only 
franchise and the only fitness brand in Australia to receive an 
award was even more of an honour.

TFR: Workplace culture is reflected in everything from a 
company’s policies on diversity and its maternity leave 
conditions, to whether there are end-of-trip facilities, such as 
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bike racks, available for employee use. What do you see as 
Jetts Fitness’s strengths when it comes to workplace culture?

EJ: A great team culture and the Jetts brand are two sides of 
the same coin – our brand simply shows the world who we 
are and what we do. Our fantastic team culture didn’t occur 
by accident; it comes down to our brand being built on a solid 
purpose and value system, and an unwavering commitment to 
valuing team culture and continually nurturing it.  

Our strengths lie in the value we place on our team and, from a 
tangible perspective, we offer our team the following:

• concierge service at our support office – anyone at the 
support office can ask for assistance with things like 
organising flowers for a family member, going to the post 
office and so on

• birthday leave – no-one should have to work on their 
birthday, so our people have the day off

• gym membership – our people have a complimentary gym 
membership and bimonthly industry magazine subscriptions

• furry friends are welcome – it’s not uncommon to see a team 
member’s fur baby at the office, and it’s a great team culture 
booster

• kids are welcome – we consider Jetts to be a big family, and 
it’s important that our real families are involved in our social 
activities and feel welcome at the support office

• we wow our entire team and franchise network at an annual 
conference that’s held in beautiful locations all over the world.

TFR: Jetts Fitness purports to be all about creating happy 
employees. Can you share some examples of the practices that 
are in place to ensure the physical health and mental wellbeing 
of your employees? 

EJ: Encouraging as many people as possible to embrace an 
active and healthy lifestyle is at the heart of everything we do at 
Jetts Fitness. It goes without saying that this also flows back to 
our team, and we do everything we can to ensure that they’re 
physically and mentally energised. Some of the practices we 
adopt to make this happen include:

• establishing a ‘stay fit and healthy’ initiative, which involves 
ongoing team activities such as taking part in the Jetts 
National 8-Week Challenge; lunchtime beach walks; ride-to-
work days; and group climbs of the local mountain, Mount 
Coolum – just to name a few

• ensuring we lead from the front – our heads of department 
walk the talk, participating in all our active initiatives and 
encouraging the team to make the time to get moving, too

• allowing a work/life balance on workers' terms – at the 
support office, we don’t watch the clock; the hours the team 
work are on their terms, so if they need to start later or finish 
earlier to pick up their kids, that’s not a problem

• creating a chill-out zone – at the support office, we have 
a ‘chill-out zone’, which is a comfy place to relax with 
beanbags, lollies, blankets and even Jenga 

• supporting several local and international charities, so the 
entire Jetts network feels that it’s giving something back to 
the community.

TFR: What would you say has been the most successful 
initiative in improving employees’ health and wellbeing?

EJ: It’s difficult to pinpoint one precise initiative, as improving 
employees’ health and wellbeing is an ongoing commitment 
that takes years of work and dedication from everyone involved.  

In saying that, an initiative that has been very successful is 
our ‘sweatworking meetings’. This involves holding meetings 
while also doing some kind of exercise, such as a walk or even 
stretches on the beach.  

These sessions are not only great for improving physical and 
mental health, but they’re also a fantastic way for the team to 
bond and get to know each other. They’re not all play, though 
– in fact, some of our very best ideas have come about halfway 
through a yoga pose or brisk stroll.

TFR: They say happy employees make for loyal employees. At 
Jetts Fitness, what have been the most noticeable impacts of 
your workplace culture? 

EJ: The passion and motivation our team has is most noticeable 
by our members. Our team members do what they love and 
love what they do, which inspires our members to do their very 
best both in the gym and beyond. The impact that our team’s 
positivity has on our members is absolutely massive, and has 
been the most visible impact of our workplace culture.

TFR: Workplace culture is about more than making your staff 
happy and loyal. What impact does a positive workplace culture 
have on your customers? 

EJ: It’s really simple; happy people create happy members 
and, ultimately, a great place to work. It’s just common sense, 
really. If your team is happy, that enthusiasm is passed on to 
members, and they’re inspired to work harder on their fitness 
journey. You simply can’t make members happy if your people 
aren’t happy, so the importance of a positive team culture 
should never be underestimated.  
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TFR: Is there a particular slogan or a motto that your workplace 
culture has been built around?

EJ: A wise man once said, ‘Everything in our strategy our 
competitors could copy tomorrow, but they can’t copy our 
culture and they know that’. Although it’s difficult to pinpoint 
a strategy for our culture, we live by the following mantra: ‘You 
can’t just live it, you have to love it’.

TFR: Were there any hurdles for Jetts Fitness in establishing this 
workplace culture across its franchisees?

EJ: Jetts Fitness pioneered the 24/7 gym model in Australia a 
decade ago with flexible membership options, including ‘no 
lock-in contracts’, and took Australia by storm. Within a four-
year period, 100 Jetts gyms had opened nationally because 
demand was so intense.

Although it was a very exciting time, because we were so 
focused on expansion, we didn’t invest the resources that we 
do now into maintaining a great workplace culture across our 
network. We weren’t all working as effectively as we could as a 
franchise.  

Fortunately, we stopped and considered how we could bring 

back that great culture we had when we launched. It took 
work and a lot of ongoing dedication, but our team members 
now – from our partners, to our owners, support office and 
club managers – all work together and share the same values, 
purpose and vision.  

TFR: It must be important that your workplace culture grows 
and adapts with your company and your team. How have you 
ensured that this is the case? 

EJ: Our members don’t care that we’re a franchised group; they 
expect the same service and offerings at each and every Jetts 
club that they walk into. Ensuring our members receive this is 
our biggest strength and our greatest challenge.

To make sure we meet this challenge, we ensure our entire 
team shares the same values, purpose and vision, and that 
they always feel they’re an integral part of the Jetts family.  

TFR: On that note, what’s next for Jetts Fitness? 

EJ: Further international expansion, an even happier and more 
loyal team, members that are inspired to achieve their very best, 
and a healthier and more active nation and world!     
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Managing disputes 
while maintaining the 
franchise relationship

BY DEREK MINUS, FRANCHISING MEDIATION ADVISER, OFMA

The process of recognising and resolving 
a franchise dispute doesn’t have to be 
detrimental to the franchisor–franchisee 
relationship. By taking steps to encourage 
and ensure early intervention and 
resolution, franchisors can ensure a 
constructive relationship is maintained 
with franchisees once a dispute has been 
resolved. 

Under the Franchising Code of Conduct (the Code), there 
is a set procedure that franchisors and franchisees use to 
resolve disputes that may arise in the course of their franchise 
relationship.

The Office of the Franchising Mediation Adviser (OFMA) 
deals with the disputes that occur between participants in 
the franchising sector. We provide a mediation service under 
the Code to assist parties who are involved in a dispute to a 
franchise agreement.

About two-thirds of the calls or requests for assistance that we 
receive are from franchisees. Their complaints are mostly the 
same; the franchisor ignores my requests, provides no support, 
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does not answer my emails and has breached the Code in 
some important aspect. Our answers are also the same; lodge a 
notice of dispute under the Franchising Code of Conduct.

At that point, franchisees react in two ways. One group says 
something like, ‘I wish someone had told me about this a year 
ago’, and the other group says, ‘I don’t want to create a dispute 
with the franchisor, as I am already having difficulties and it will 
only get worse’.

But when one asks, ‘How could these situations have been 
better dealt with?’ the answer is the same – recognising early on 
that there is a problem or conflict, and being transparent about 
the options available for resolution.

Not all franchisors are equally represented in the complaints 
we get from franchisees. Some are never the subject of a 
complaint. They have worked it out that their franchisees are 
their resource. They review them, listen to them and work 
with them to improve their operations. And when things go 
wrong, they arrange to resolve the difficulties transparently, 
fairly and quickly.

This is apparent when we look at the requests that we receive 
from franchisors: one-third of the total. They use the Code and 
our mediation services to quickly raise a dispute, and bring the 
franchisee inside a process by which they can hear and resolve 
the difficulties that have been identified quickly, inexpensively 
and collaboratively.

These franchisors make frequent use of the Code. They often 
have their own internal systems allied with the Code processes 
and routinely refer matters for mediation. They have found that 
using an independent, professional facilitated service leads to 
better outcomes than engaging in legal battles. So, instead of 
drawing (legal) lines in the (shifting) commercial sand, they 
engage their franchisee in a joint problem-resolving process.

In this way, the Franchising Code of Conduct is beneficial for 
the whole franchising sector. It mandates that where a dispute 
is notified and not resolved within three weeks, it can be taken 
to mediation with an accredited mediator (often a franchising 
lawyer) selected from a national list who is paid a fixed, low fee 
($150 per party per hour, plus GST).

With such a clear process in place, why then would a 
franchisee or franchisor be reluctant to acknowledge and act to 
resolve an issue that arises between the parties?

Maybe it is the term ‘dispute’, which is used in the Code. Some 

franchisees recoil from it 
as if to imagine that their 
problem is really ‘not that 
bad’. It may be a mindset 
that is fostered within their 
franchise system by an 
attitude that dissent and 
criticism is not warranted or 
welcomed. When franchisors 
tell their franchisees that 
they are not to talk to other 
franchisees about their 
issues and then ignore the 
messengers, they create for 
themselves a torrent of negative opinion or pressure that is not 
easily relieved.

It is much better to get these issues identified early on. A 
franchisor, by being transparent and open about the problem 
and method of resolution, enables the parties to quickly get 
the support and assistance to develop a facilitated and agreed 
outcome. Problems don’t just go away; although, the franchisee 
may eventually do so. But by then, the costs will have been 
much greater, and the negative messages will be more critical 
and damning.

Likewise, franchisors think that there are always going to be 
bad selections and ‘problem’ franchisees, and that they are 
better off out of their system.  Again, the answer is the same. 
The quicker these franchisees can be identified and assisted 
to ‘leave’ or ‘sell’ their franchise, the earlier the problem is 
resolved, and what often becomes an ongoing litigated battle 
can be avoided.

When a problem is recognised and a dispute is raised at 
an early stage, not only can the matter be quickly resolved, 
but it enables the parties to maintain a productive working 
relationship. Having been through a facilitated process of 
resolution, they are more positive about the opportunity to deal 
with other issues that may arise.

Even the best relationships go through troubling and difficult 
times. But it is the ability for people to stay in connection and 
negotiate beneficial outcomes in changing circumstances that 
keep them together in productive relationships.    

When a problem is recognised and a dispute is raised at an early stage, not 
only can the matter be quickly resolved, but it enables the parties to maintain a 
productive working relationship

Derek Minus
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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.

New South Wales
February
6 February: Coffee Catch Up

28 February:  NSW event 

Queensland
February
6 February:  Coffee Catch Up

South Australia
February
6 February:  Coffee Catch Up – Awards Nominations

Victoria
December
5 December:  VIC-TAS Chapter Christmas Celebrations

 February
6 February:  Coffee Catch Up

20 February:  VIC Breakfast 

Western Australia
December
12 December:  WA Chapter Christmas Celebrations

February
6 February:  Coffee Catch Up – Single Touch Payroll and 

Payroll Technology

22 February:  WA Breakfast 

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.

*NB – Breakfasts, forums, roundtables and education courses are 
being added to the national calendar all the time. To see the most 
up-to-date version of the calendar and register for events, go to 
www.franchise.org.au/event-calendar.html.
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While many believe that franchise-lending 
accreditations are becoming harder to 
achieve and maintain, banks see franchise 
lending as an important part of their small 
business strategy, and are keen to deepen 
relationships with franchise brands that can 
provide a transparent performance history. 
 
The current franchise finance outlook is, in fact, the brightest it 
has been in some time; in the last 12 months, the total number 
of brands holding accreditations with the four major banks 
has increased by 10 per cent (up to 104 from 95). Equipment 
finance specialists Silver Chef and Cashflow have each increased 
their total number of accreditations by a similar percentage, and 
several regional banks and emerging specialist financiers are 
also actively building their franchise banking capability. 

In addition, more than 30 franchise lenders across six 
organisations graduated from the CFE-accredited Registered 
Franchise Lending Specialist (RFLS) program in 2017, 
reflecting a renewed and welcome investment in frontline 
transactional capability.

Franchisors have certainly played their part, with close to 50 
franchise systems now recognised as ‘finance ready’ based 
on their ‘lender information tools’ or having multiple bank 
accreditations already in place. 

This improved outlook is expected to continue, as a growing 
number of brands take control of making themselves more 
attractive to lenders, which, in turn, makes it easier for 

lenders to understand 
and process franchise 
transactions. 

Some of the beneficial 
actions taken by 
franchise brands to 
maintain and enhance 
lending relationships 
include:

Standing out as a good 
franchise citizen
Quality brands desire 
to be identified as 
genuine and transparent. 
Franchise Council 
of Australia (FCA) 
membership and 
registration with the 
Australian Franchise 
Registry™ are two excellent indicators that brands are serious 
about their reputation and that of the franchise sector. This 
recognises the importance of a unified, representative voice 
and the role that improved information plays in supporting that 
representation.  

Taking a long-term view 
Most strong relationships are built over time, and the lending 
relationship is no different. Quality franchise brands take time 
to understand the lender’s perspective on what makes them an 
attractive business partner, and work towards delivering on that.

With reportedly more than 1100 franchise systems operating 
in Australia, deciding who is offered a formal lending program 

Managing the lending 
relationship

BY DARRYN MCAULIFFE, CEO, FRANDATA

Darryn McAuliffe

Continued on page 56
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can be a challenge for lenders. Resource constraints, 
market segmentation issues, internal strategies and the 
cost of accreditations can all be inhibitors to the number of 
accreditations that can be offered and maintained; however, all 
lenders generally still have an appetite to look at small business 
transactions on a case-by-case basis (albeit generally requiring 
additional security). 

Recognising that these frustrating items also fall outside 
their control, quality franchise brands divert their energy to 
optimising the lender experience with any transactions they can 
get written on a non-accredited or case-by-case basis. They 
recognise that it only takes one positive lending relationship 
to whet a lender’s appetite for a repeat experience. If that can 
happen multiple times, the brand may effectively develop the 
lending relationship to a point where an accreditation is offered 
earlier in their journey.

Providing good information
Lenders base their decisions on information and their past 
experiences. For most franchise systems, the greatest 
impediment to franchise finance is the lack of reliable 
information available to the lender. Closing the information 
gap significantly enhances the prospects of individual loans 
being approved. A critical component of the information being 
provided is that it is presented in a format that is understood 
and trusted by lenders.

Established systems with multiple accreditations in place 
typically provide timely and reliable information to their lending 
partner, which is generated from quality internal information 
systems and honed through years of responding to lender 
requests. They will also take the opportunity when providing 
this information to review their performance from the prior year, 
and provide guidance around their future plans and related 
lender opportunities.  

Franchising is unique in its ability to demonstrate a superior 
risk profile. The franchise model is built on uniformity; it 
strives for consistency, and is capable of providing a level of 
predictability when good information is available. For lenders, 
this all adds up to an enhanced ability to determine a brand’s 
risk profile, which, in turn, facilitates the allocation of capital for 
franchise lending.   

Supporting underperforming franchisees
There is nothing that underpins the value of the lending 
relationship like a franchisor’s commitment to work 
constructively with lenders when expectations are not being 

met with an individual franchisee.

Strong working relationships with franchisors typically result 
in superior outcomes and reduced losses on problem loans. 
That is not only good for lenders, but also the franchise brand, 
and every other franchisee that relies on the risk profile of the 
franchise group.

A franchise system that stands behind an underperforming 
franchisee validates the lender’s original choice to accredit the 
system, and supports their ongoing accreditation.  

Focusing on what they can control
Franchising remains an attractive market segment for the 
lending community – although, the approach continues to vary 
across lenders and, at times, even with the same lender. There 
is little a franchise system can do to change or influence the 
policy or strategy of any given lender at any given time.

All franchise brands, however, regardless of age, number 
of units and establishment cost, have a significant ability to 
enhance their appeal to lenders by the quality of information 
they provide, and the investment they make into developing 
relationships with each and every lender that their 
franchisees touch. 

The welcome consequence of this is an increased desire 
and willingness of those lenders to provide finance for 
prospective franchisees on both an accredited and case-by-
case basis.    

Continued from page 54
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