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Long before it was trendy, franchising 
was turning creative endeavours and 
entrepreneurial spirit into real economic 
value, and our goal at the FCA is to ensure 
that this continues. 

Welcome to this edition of The Franchise Review. As many of you 
know, I have recently taken on the role of Chief Executive Officer 
for the Franchise Council of Australia (FCA), and I am truly grateful 
to the Board for this opportunity to serve our members, and build 
confidence and support for the franchising system.

Our primary role is to support our members, celebrate 
their successes, facilitate engagement and connections, 
encourage continual improvement, and ensure that the 
broader community sees franchising as a pathway to a more 
prosperous future.

In the lead-up to the election, we were quietly active, briefing 
both sides of politics, and working hard to ensure that the 
current debates and issues regarding employer/employee 
entitlements were informed and considered with respect to the 
franchising community. 

There has never been a more important time to work together 
and send the clear message to the Australian Parliament that 
franchising is a dynamic and vibrant part of the economy, 
and that we’re here to stay. The FCA will continue to work 
cooperatively and constructively with the elected government, 
opposition and the authorities to support a vibrant franchising 
sector in Australia.

It is this core passion that drives us to be the leading advocate 
for the franchising system. Over the coming months, we will 
be strongly advocating on behalf of FCA members to ensure 
that policymakers understand the implications and unintended 
consequences of poor policies. 

The FCA membership is, and will continue to be, a positive 
point of distinction for potential franchisees looking to buy into 
and share in the passion of our franchisors.

This distinction starts with membership, which provides access 
to the tremendous value of our networking and educational 
events, along with initiatives such as NextGen (sponsored by 
our Hall of Fame members), the Women in Franchising chapter 
and our Certified Franchise Executive (CFE) Program.

In the past few weeks, we have been fortunate to meet and 
hear from some of our members – we see that franchising is an 
industry where innovative people with creative ideas can use the 
franchising system to share that creativity and innovative spirit.

We believe that the FCA has an important role to play in 
ensuring that franchising continues to be the ‘innovation 
sandbox’ for small business. We need to share the value of 
our membership with the broader franchising community, and 
ensure that our strength comes from the broad representation 
across the franchising system.

A message from the 
CEO

BY DAMIAN PAULL, CEO, FRANCHISE COUNCIL OF AUSTRALIA

CEO Damian Paull
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One of the key characteristics of any ‘system’ is the strength of 
the networks that are always interconnecting and interacting. 
Where there are strong, mutually supportive interactions and 
connections, systems flourish. Stephen Covey calls this concept 
‘interdependence’, whereby two or more groups may be 
emotionally, economically and/or morally reliant on one another 
in order to function.

These relationships are complex and require active support, 
communication and interactions to ensure success. The 
franchising relationships reflect this complexity, and require 
active management and engagement from those within the 
franchise network. 

Our vision for the FCA is to help our members to navigate the 
complexities of the system, build confidence in the franchising 
model, and foster new ideas and opportunities that, in turn, can 
be replicated and shared within a dedicated community. 

There is no doubt that there is some work to do in order to ensure 
that our vision for the franchising community continues to prosper.

That work includes:

• working with the Executive Chair to finalise the next stage of 
the FCA’s strategic outlook

• ensuring that the views of FCA members are well 
represented in the coming debate regarding workplace 
reforms

• building upon our strategic relationships so that, where 
common interests align, we are able to speak collectively on 
issues of mutual concern

• celebrating the success of our members through stories

• building upon the networks in the franchising system and 
strengthening the interconnectivity so that peer-to-peer 
networks flourish

• and, of course, building our membership so that we can 
truly speak on behalf of the franchising community.

One of the ways that the FCA facilitates interconnectivity is 
through the annual National Franchise Convention (NFC), 
which brings together franchisors and their executive teams, 
along with suppliers and experts in the sector. The NFC is 
the meeting place for inspiration, motivation and thought 
leadership on all things franchising. 

The NFC is the largest event of its kind in Australia – and this 
year’s theme, Innovation Meets Opportunity, could not be 
more relevant in today’s highly globalised, commoditised and 
digitally disruptive world. It is now crucial for businesses to be 
highly strategic in product, business processes and services. 

We are pleased to announce some exciting additions to  
the 2016 NFC program, including Australia’s best minds  
in business and innovation, Alex Malley (Chief Executive,  
CPA Australia) and Megan Quinn (Co-Founder, Net-A-Porter), 
to give you inspiration and clarity for the next step in your 
business. We would like to encourage you all to come and hear 
our fantastic keynote speakers; meet our esteemed panellists, 
who are franchisors and business leaders; and participate in 
the roundtable discussions. 

As someone new to the industry, I am looking forward to getting 
to know more of you personally, and engaging in exciting 
conversations about what we can do to continually improve; 
about the value that the FCA adds to its members; and about 
trust and confidence in franchising. I am optimistic that we will 
meet this year at our NFC in Canberra.

We hope that you will enjoy reading some of the success stories 
on the following pages, and that you will be inspired. Motivated 
people like the ones featured in this edition ensure that 
franchising will continue to outperform the wider small business 
sector, and we are all looking forward to seeing what the future 
holds for us, together.    

One of the key characteristics 
of any "system" is the strength 
of the networks that are always 
interconnecting and interacting. 
Where there are strong, mutually 
supportive interactions and 
connections, systems flourish
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The upcoming National Franchise 
Convention 2016 (NFC16) is set to be the 
biggest one yet, with astounding talent 
attending this year’s event in Canberra, 
from 9 to 11 October. 
The Franchise Council of Australia (FCA) has organised the best 
keynote speakers in the international market to inspire, motivate 
and provide convention attendees with the learning edge 
needed to thrive in the sector, with the line-up including David 
Morrison, 2016 Australian of the Year; Dr Sam Prince, founder of 
Zambrero; and Megan Quinn, Co-Founder of Net-A-Porter.

The NFC will also introduce Alex Malley, who joins the 
convention on Tuesday 11 October. As a chief executive, 
television host and bestselling author, Malley is a free spirit, 
both in leadership and life.

Malley is the Chief Executive of CPA Australia, a multinational 
business with 19 offices globally, and more than 155,000 
members worldwide. He also heads its financial services 
subsidiary, CPA Australia Advice. 

In addition, Malley hosts the Australian Nine Network series, 
In Conversation with Alex Malley, authored the bestselling 
book The Naked CEO, and provides career mentoring via his 
website, thenakedceo.com. Malley also enjoyed three seasons 
as the host of the nationally broadcast interview series,  
The Bottom Line. 

In his current role as host of In Conversation with Alex Malley, 
he continues to reveal the inspiring stories behind influential and 
thought-provoking leaders, having interviewed an array of impressive 
people, including first man on the moon, Neil Armstrong – news of 
which reached an unprecedented global audience.

A LinkedIn Influencer and contributor to The Huffington Post, 
Malley is also a regular leadership commentator on Nine 
Network’s The Today Show.

Malley has been included on The Accountant  Global Accounting 
Power 50 list, and has addressed the National Press Club of 
Australia. His policy on thought leadership has informed key 
national economic and political debates. He also serves on The 
Prince of Wales’s Accounting for Sustainability Project.

While he is a passionate and inspiring speaker on a wide range 
of leadership topics, the dominant theme behind his messages 
is an invigorating call to action: for people to resist letting fear 
and embarrassment hold them back from leading a big life.

From suspended schoolboy to disruptive chief executive, 
Malley always does what he believes in.

The NFC16 will also feature:

• keynote speakers sharing their expert knowledge and 
motivational stories

• concurrent panel sessions, featuring industry speakers and 
franchising case studies

• Certified Franchise Executive–endorsed sessions

• The Sunday Legal Symposium

• MYOB FCA Excellence in Franchising Awards Gala Dinner, 
which recognises the best and brightest in the industry

• abundant networking opportunities.   

Events in focus: 
National Franchise 
Convention 2016

Alex Malley

David Morrison (left) and Megan Quinn (right)
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InXpress Asia Pacific is set to relocate 
its operations base in the Philippines to 
North Lakes, Queensland, in a bold move 
to support the local Australian economy. 
The company is intending to set a new 
benchmark for a sustainable model of intra-
company training and education.  
To date, role relocations have included the Asia Pacific IT 
Helpdesk and customer accounting, with more to follow later 
this year. Although the outsourced support centre, based in 
Manila, will continue to assist with backend operations, the 
added value of functional support located in Australia far 
outweighs the cost benefits to the group. 

Despite operations in the Philippines being cost-effective, 
there are myriad benefits associated with the company's move. 

These include leave coverage, 
cultural integration, cross-
functional learning, access to  
on-the-job multidisciplinary 
activity, and fostering an 
environment of increased 
productivity and staff engagement, 
which are all keys to success.

Although frontline roles have 
always remained in Australia 
for support centre tasks, 
InXpress’s uncommon decision 
of returning onshore and going 
against market trends is a 
differentiator, and it demonstrates to the franchisee network 
and customers alike that the ongoing focus is on adding local 
value to the business whenever the opportunity presents itself. 
This operation now sits in the InXpress head office, with a full, 

Shipping company 
relocates to local waters

CEO Lindsay Birley

T H E  F R A N C H I S E  R E V I E W
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multidisciplinary management team covering operations, sales, 
finance, marketing and franchisee support.     

CEO of InXpress Asia Pacific Lindsay Birley proudly 
acknowledges the result of the restructure. ‘This is the strongest 
management team we’ve ever had in place, and we’ve witnessed 
another leap in quality service to the entire country operation, 
with new sets of initiatives, and an increase in the quality of 
communication to franchisees and customers alike.’

With this in mind, the Australian team is taking its level of 
expertise to the Asia-Pacific region. This requires each team 
member to spend up to 20 per cent of their time providing 
support, coaching, training and site visits to each of the 
countries in the region as required.

‘This allows the Aussie team to broaden [its] experience even 
further, and add real value to these countries – which are 
generally a few years behind Australia in the development 
of the InXpress model – [and to learn] new initiatives from 
operations outside Australia,’ says Birley.

The lead region program was supported and made possible 
through the Certified Franchise Executive (CFE) program, which 
the entire InXpress management team made a commitment to 
back in early 2015. The CFE program is the Franchise Council 
of Australia’s (FCA) lead executive management program, 
and three InXpress executives will be accredited at the FCA’s 
National Franchise Convention in October this year, with three 
more to participate next year.

‘The CFE program has contributed considerably to the skill sets of our 
management team, and played a significant role in the preparation 
of the relocation and lead country programs,’ says Birley. ‘The CFE 
program is very well directed, right from the initial registration through 
to subject selection, program schedules and venues, with points 
credited along the journey through to the final exam.’  

Considerable investments were made in 2015 to support the 
company's new structure and its aggressive growth this year, 

including operational outlay. Upgraded automated operating 
systems are presently being rolled out, as well as new service 
offerings to customers via the franchise network. 

InXpress has increased its franchisee support to include 
insurance options for customers, and a full-time, experienced 
business coach. The business coach leverages sales data and 
implements a formal review process to check each individual 
franchise results per quarter, and to gain agreement on the 
next set of actions to support and promote margin growth. The 
business review process was a result of best practice strategies 
sourced from InXpress United States and United Kingdom, 
local FCA training courses and some of InXpress’s own internal 
practices. Feedback from franchisees has been extremely 
positive, and is testament to the InXpress mantra – look after 
franchisees, and they will look after the customers.  

Due to its strategic innovations, InXpress Australia will become 
the lead branch for the group in the Asia-Pacific, with offices 
currently in Hong Kong, India, Vietnam, South Korea and 
New Zealand, and an office set to open in Taiwan in the near 
future. Further expansion for 2017 could possibly include 
other countries within the region, such as Indonesia, Japan 
and China. South Korea recently transferred from a licence 
operation to a franchise model, and plans are in place to 
appoint the first franchisees in Q4 of this year.

InXpress Asia Pacific is definitely gaining traction. The company 
currently operates 101 franchisees across six countries, and 
is expanding at a rate of approximately four per month, with 
a total of more than 40 franchisees in Australia projected by 
the end of the year. Sales growth in the Asia-Pacific region has 
been steady for the past three years, averaging 34 per cent  
per annum. With growth forecast to continue, given expansion 
plans and extended services offerings, it’s safe to say that we’ll 
see more of InXpress in the future.   

 
For more information about the relocation, go to www.inxpress.com. 

Continued from page 6
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LET THERE BE LIGHT

Delegates can delve into the experiential artwork in a 
number of different ways, such as a special Field of Light 
sunrise experience with hot tea or coffee and pastries 
to enjoy when you arrive at an exclusive dune top. This 
is followed by a walk through the Field of Light while an 
experienced guide provides insights and background to the 
installation. After sunrise, delegates are invited to an outdoor 
dining site adjacent to the Field of Light to extend their 
sunrise experience, with either a light breakfast of bacon 
and eggs, or a freshly cooked buffet breakfast.

In addition to the Field of Light, delegates can enjoy other 
unique experiences, including camel rides over the red sand 
dunes, Indigenous cultural experiences and guided tours 
around the base of Uluru.

The Uluru Meeting Place, Ayers Rock Resort’s conference 
centre, has won two consecutive Australian Tourism Awards 
in the Business Events category, in recognition of its  
state-of-the-art facilities, and range of unique dining and 
touring options. The conference complex itself includes two 
main conference spaces with theatre-style seating, which can 
host 306 delegates and 420 delegates respectively. The rooms 
can be subdivided with acoustically rated walls, or opened up 
to become one common space for exhibitions or trade shows. 
A light-filled pre-function area adds even more flexibility to 
the complex, while an outdoor amphitheatre can host up to 
350 guests. Advanced audiovisual equipment is seamlessly 
integrated throughout.

With easy access from all east coast capital cities, Ayers Rock 
Resort encompasses a diverse offering of accommodation, from 
the five-star Sails in the Desert, through to the authentic 3.5-star 
Outback Pioneer Hotel. This diverse offering ensures that all 
conference markets are accommodated. Outside the resort’s four 
hotels lies a collection of resort and community-style facilities that 
add depth to a delegate’s overall conference experience.   

For more information, contact: 
T: 02 8296 8067 
E: conferences@voyages.com.au 
W: www.ulurumeetingplace.com.au

Ayers Rock Resort is hosting its most ambitious event, Field of Light, adding an extra 
sparkle to the conference experience.

This global phenomenon by 
internationally acclaimed artist 
Bruce Munro has come home to the 
place that inspired it – Uluru. More 
than 50,000 slender stems crowned 
with frosted-glass spheres bloom 
as darkness falls over Australia’s 
spiritual heartland

Image: © Mark Pickthall

501138E_Voyages I 2251.indd   1 30/08/2016   1:08 PM
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Franchisors regularly expect their 
franchisees to learn new procedures and 
skills in order for their brands to remain 
current and competitive. 

Franchisors value franchisees who are prepared to learn new 
and improved ways of doing things. This constant process of 
development is necessary for a system to maintain and grow 
market share, and keep customers from drifting away or being 
poached by competitors.

The need for ongoing training at the franchisee level is a given, 
but what about learning new and improved ways of doing 
things at the franchisor level?

In other words, what do franchisors do to learn how to be better 
at franchising?

Many entrepreneurs who start franchise systems begin with 
little by way of formal qualifications, but they don’t let that hold 
them back. They are often hungry for knowledge, and will keep 
up their learning by attending short courses, and reading books 
written by other successful business people. 

These entrepreneurs seek knowledge that they can put into 
practice straight away, which might not always be the case if 
they had committed themselves to a formal course of study for 
an undergraduate or postgraduate qualification.

But, when expanding their business knowledge, franchisors 
must always consider two different topic areas: the specific 
industry in which their business operates (such as food, 
transport, coffee and so on) and the franchising system itself.

Much effort should be invested in staying ahead of trends 
in their respective industries, but franchisors should also be 
continually learning about franchising.

The journey of learning 
how to be a better 

franchisor
BY JASON GEHRKE, DIRECTOR OF THE FRANCHISE ADVISORY CENTRE, AND DEPUTY CHAIRMAN  

OF THE FRANCHISE COUNCIL OF AUSTRALIA

Continued on page 12



At SIGNWAVE we are not in 
the business of franchising, 
we are in the business of small 
business ownership success.  

We work every day to help our owners 
realise the promise that being part of a 
franchise system offers to achieve the 
vision of both lifestyle and financial 
returns.  And with clients crying out for a 
professional, knowledgeable and reliable 
supply partner the potential is unlimited.

The benefits of a SIGNWAVE 
franchise are many:

• The resources of a 615+ location strong
international brand FASTSIGN/SIGNWAVE

• Leverage to grow, with a best
practise, IT driven system

• The returns you want with a highly
profitable business model

• Experienced training, support
and sales coaching, making
you an expert from day 1

• Lead generation from our
sophisticated marketing program

• In demand services within the
$5.8bn print industry in Australia

But what really sets us apart is our 
vision and philosophy. We are growing a 
boutique network of highly successful centre 
owners in Australia who see themselves 
running a substantial business to fully
realise the potential of business ownership 
with both financial and lifestyle returns.

If you can lead a team, implement a system and drive sales, you should talk to us now about 
the opportunities to join our network.

Learn more at www.signwave.com.au/franchise-opportunities

To succeed in business, 
it pays to have the right 
people behind you.

500946A_Signwave I 2251
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As any longstanding franchisor will agree, learning is an 
ongoing journey. As a sector, franchising continues to evolve 
due to three main factors: legislative change, developments in 
the economy and developments in the sector itself.

For 10 years, the Franchise Advisory Centre has been 
educating franchisors on best practice in franchising in order 
to help franchisors and their teams stay at the forefront of 
developments in legislation, the economy and the sector.

This includes dedicated programs such as Effective Franchise 
Recruitment, Managing Franchisee Underperformance and 
Managing Franchise Resales, as well as specialised workshops 
like Improving Franchise Advisory Councils and How to 
Organise a Franchise Conference (among others). The centre 
also runs an Introduction to Franchising course, which gives 
participants an ideal running start in the sector.

As a director on the board of a national franchise chain, a 
former shareholder and marketing manager of a start-up 
franchise, and former CEO of another chain, I am keenly aware 
of the challenges that franchisors face in their daily operations, 
and I know that it is often easy to overlook the professional 
development of your team when unplanned operational issues 
reorganise your priorities.

That said, it is important that short-term operational needs do 
not compromise long-term strategic capabilities.

Franchisors who commit to a learning pathway for their teams 
will improve their capacity to handle both operational and 
strategic needs. The biggest challenge in building this capacity 
is the decision to actually do something about it in the first 
place, and commit to the idea of professional development.

After all, you don’t know what you don’t know, and this could 
put you out of business.

Filling this knowledge gap is an ongoing process, and it 
requires an investment in your team. As a rule of thumb, 
franchisors should budget around two per cent of their payroll 
for the professional development of their staff.

Through short, sharp, focused learning events that build 
organisational capability from the outset, the Franchise Advisory 
Centre’s programs help franchisors to bridge their knowledge 
gaps about franchising best practice. Every participant 
comes away with learning outcomes that they can implement 
immediately, and it is this track record of performance that 
has helped more than half of the franchise brands in Australia 
and New Zealand to participate in a Franchise Advisory Centre 
learning event.

These learning programs 
do not conflict with 
formal qualifications 
in franchising 
because they quickly 
build organisational 
capabilities. As an 
adjunct professor at 
Griffith University, 
I have taught both 
undergraduate 
and postgraduate 
franchising subjects, 
which develop an 
individual’s knowledge 
and individual 
qualifications, but may 
not provide instant 
takeaway messages for 
immediate use.

The Franchise Advisory Centre’s programs contribute to the 
Franchise Council of Australia’s own Certified Franchise 
Executive (CFE) qualification, which is recognition of a 
commitment to ongoing learning. 

Franchisors generally prefer their staff to attend short, highly 
focused education events rather than extended, drawn-out 
courses, because they can rarely afford for their staff to be out 
of circulation for more than a day or so at a time. In addition, 
highly focused learning events can help a franchisor’s business 
to build its overall skills rapidly, resulting in accelerated 
improvements to support and provide guidance to franchisees.

Perfection in franchising is a journey, not a destination. The 
ongoing education of franchisor personnel makes that journey 
safer and more sustainable for the franchisor – and, in turn, it 
also benefits their franchisees.    

The Franchise Advisory Centre’s 2017 calendar of franchise education 
events is now online at www.franchiseadvice.com.au.

Jason Gehrke is Director of the Franchise Advisory Centre and Deputy 
Chairman of the FCA. He has been involved in franchising for 25 years 
at franchisee, franchisor and adviser levels, and he conducts franchise 
education programs throughout Australia and overseas. He is an Adjunct 
Professor at Griffith University, a member of the ACCC Franchising & 
Small Business Committee, and publishes Franchise News, Australia’s 
only fortnightly electronic news bulletin on franchising issues. In his 
spare time, Gehrke is a passionate collector of military antiques. 

Continued from page 10

Director Jason Gehrke



Want to learn more about becoming your own boss?
Please complete the franchise enquiry form at justcuts.com.au/franchising or contact our Business Development Team on 02 9527 5444. 

You can also follow us on

You don’t have to be 
a hairdresser to own a !

Anna Duric 
Owner of Just Cuts™ Rouse Hill &  
Just Cuts™ Narellan,  New South Wales

Anna has been a Just CutsTM owner for nine years

Q: What was your occupation before you became a Just Cuts™ 
Franchise Owner? Do you still work in another profession now?

A: I’m a registered nurse and continue to work in the industry here  
and there, on a casual basis. 

Q: What made you decide it was time to be your own boss?

A: My husband and I were looking for a big lifestyle change. My  
husband is a professional painter and Gyprocker and has a  
serious back problem, so we needed to find something that  
would work for us both.

Q: What has been the best part about becoming an Owner?

A: Definitely becoming a member of a unique family that includes  
other Owners and the Academy Team (our head office).  
Becoming an Owner has given us the income and flexibility we  
need to live the lifestyle that we were always after.  

John Apostolou
Owner of Just Cuts™ Knox Westfield in Wantirna South,  
Just Cuts™ The Pines in Doncaster and Just Cuts™  
Plenty Valley Westfield in Mill Park, Victoria

John has been at Just CutsTM for 10 months

Q: What was your occupation before you became a Just Cuts™ 
Franchise Owner? Do you still work in another profession now?

A: Before Just Cuts™, I owned and ran a successful photography and  
video production company. We were mainly involved in the wedding  
industry and had small commercial contracts. I franchised the  
company and have six studios in Australia, the United Kingdom and  
America. The company is still running today, but I’m no longer  
involved. I’m focusing on Just Cuts™ and also dabble in real  
estate ventures. 

Q: What has been the best part about becoming an Owner?

A: Being a Just Cuts™ Owner gives me flexibility to work my own  
hours. As I’m not a hairdresser, I’m not required to work on the floor  
so I concentrate on my own strengths instead, including marketing  
and dealing with people, namely my Team Members. Being a Just  
Cuts™ Franchisee also allows me to spend quality time with my wife  
and kids.

Q: Any tips for someone looking to take the plunge?

A: Due diligence is a must – talk to other Owners, make sure the  
proposed salon location has a lot of traffic and ensure you have the  
ability to manage people and handle stress. Any business you may  
run will have its ups and downs, so you have to be able to handle  
this with a calm and structured manner to succeed.

Lynda Rennie
Owner of Just Cuts™ Castle Hill Home Hub,  
New South Wales 

Lynda has been a Just CutsTM owner for nine years

Q: What was your occupation before you became a Just Cuts™ 
Franchise Owner? Do you still work in another profession now?

A: Before becoming a Just Cuts™ Owner, I studied and worked in the  
welfare industry. By choice, I currently still work part time as a carer  
for children with disabilities.     

Q: What has been the best part about becoming an Owner?

A: Being a part of the Just Cuts™ community has introduced me to  
an amazing group of people who have been able to teach me  
so much about business and life in general! I’ve been given the  
opportunity to visit different places and experience so many things  
that I never would have been privy to before. Being an extremely  
competitive person by nature, I also enjoy being able to  
continuously challenge myself and always set myself goals for  
my business. 

Q: Any tips for someone looking to take the plunge?

A: Go for it! The Academy Team and other Owners are a wonderful  
support network and have an enormous amount of knowledge  
when it comes to beginning and continuing your Just Cuts™  
journey.  Owner’s meetings, our annual Owner’s Conference  
and regular training opportunities are inspirational and motivational  
resources that help you keep your business going strong.

Did you know that 
you don’t have to be a 
hairdresser to become 
a Just CutsTM Franchise 
Owner? But don’t just take 
our word for it. Hear from 
current Just CutsTM Owners 
who took the plunge 
into opening their own 
salon without any hair 
qualifications! 

In fact, 63% of the Just 
CutsTM Owner Community 
are NOT hairdressers!

501110A_Just Cuts I 2251





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

15

‘I did then what I knew how to do. Now 
that I know better, I do better.’ What could 
be a clearer indication of the need for 
knowledge than this quote by American 
author Maya Angelou? 

In the franchising industry, we are encouraged to develop a 
lifelong habit of learning – to embrace opportunities to upskill, 
to improve our understanding of ourselves and the world 
around us, and to better ourselves through continual education.

There are specific opportunities available to become more 
knowledgeable about the franchising sector, and the Franchise 
Council of Australia’s (FCA) support for the internationally 
recognised Certified Franchise Executive (CFE) qualification 
is testament to the commitment of the association to foster 
greater knowledge and understanding in this vibrant sector.

And we ask, and expect, our franchisees coming in to this 
$144-billion sector to grasp the fundamentals of the franchise 
relationship, of their rights and responsibilities as franchisees to 
understand the implications of their actions (or lack thereof) on 
their business and the brand in which they invest.

There is no doubt that incoming franchisees are becoming 
more educated on the details of franchising; the Australian 
Competition and Consumer Commission (ACCC) has done 
an excellent job of funding the free online education course 
implemented by the Asia-Pacific Centre for Franchising 
Excellence at Griffith University. Since its introduction in 2010, 
this course has had more than 10,600 enrolments.

In addition to this, a free six-step program on the website   
www.franchisebusiness.com.au has attracted a take-up of more 
than 4000 franchise buyers in just over one year. This program 
guides franchise buyers to think about their own personalities, 
situations and goals, and informs them about the basics 
of the franchising relationship, and the legal and financial 
considerations as part of the due diligence process.

It is clear that there is an eagerness among prospective 
franchisees to learn more about franchising.The franchising 
community encourages franchise buyers to be diligent in their 
research, look at as many sources of information as possible – 
including social media – and to hear what franchisees have to 
say about their business.

At every turn of their research journey, franchisee prospects have 
the opportunity to absorb information, and glean key insights into 
the business and opportunities that they are considering.

Why franchisors need to 
show and tell

BY SARAH STOWE, FRANCHISE BUSINESS

Continued on page 17
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So, we must ask ourselves, are franchisors making the most 
of these touchpoints? Is a focus on educating potential 
franchisees part of the recruitment process? Is the marketing 
team maximising the potential to disseminate information to 
potential new recruits?

It’s easy to share information about a brand, along with the 
benefits and advantages of signing up to a network.

What can add even more value to a franchise buyer’s decision-
making process is to hear more about the advantages of 
investing in a franchise without the sales pitch.

It can be beneficial for a franchise brand to position itself as 
a market leader, and as an authority on franchising and the 
particular sector in which it operates.

Employing tactics to engage franchise buyers with pertinent 
information can help guide them on whether or not they 
are personally suited to franchising; help increase their 
understanding of how franchisees need family support; show 
them the power of franchising as a tool to generate business 
ownership and spark entrepreneurial spirit; or outline the 
economic benefits and potential of a specific industry.

Every franchise recruitment manager will have pain points – the 
barriers that slow down or stall franchisee sign-up – and will be 
tuned in to the concerns raised by potential franchisees.

One way to help ease anxieties is to provide information that 
counters concerns, or that indicates opportunities to work 
around the perceived problem. These include concerns such as 
‘how can I get a loan?’, ‘what’s the outlook for this sector?’, ‘I’m 
concerned about employing staff’, ‘I don’t know anything about 
finding a site’, and ‘how do I know if I’ll be a good franchisee?’

Providing solutions or insights into genuine concerns might 
ameliorate the recruitment process and make it easier for the 
franchise buyer to find information that gives them confidence 
in the franchise purchase – for example:

• how to do a budget to get funding

• what a successful franchise looks like

• why investing in an aged care franchise makes sense

• how to recruit and manage staff

• choosing the right location

• who makes a great franchisee

• what you need to know about a franchise agreement

• overcoming the leasing challenge.

Not only can such articles add value to an information 
pack, but they can also be used to sustain engagement 
with potential buyers who are not yet sold on the 

franchising concept 
or the brand, or those 
without the immediate 
capacity to take on a 
franchise commitment.

A study conducted 
earlier this year by Griffith 
University discovered that 
many potential franchisees 
are underprepared when 
it comes to pre-purchase 
research, and that many 
have a poor understanding 
of the term ‘due diligence’.

Franchisors are well placed to provide potential franchisees 
with valuable materials that assist the due diligence process, 
and reference respected independent research and sources, 
such as the ACCC. 

It's also important to note that franchisors that can provide 
insights, commentary and thought-provoking articles are giving 
themselves a competitive edge.

Of course, education extends beyond the printed or online word 
– multimedia is an obvious tool with which to share information 
that can be easily consumed by a time-poor and increasingly 
visual audience. There are more than one billion YouTube 
users – and they are not all watching cat videos.

A 90-second clip is considered long enough to hold attention 
and disseminate valuable information; while an infographic can 
provide a snapshot of salient points for an industry overview, or 
to highlight the benefits of franchising.

Franchisors can reach beyond the pool of franchise applicants 
by tapping into social media’s vast audience with pertinent 
information to position the brand as an authority and trusted 
source on franchising.

We see education all around us – government, business bodies, 
educational institutions, associations and the media all offer 
insights. But they don’t have to be the only knowledge providers. 
Franchisors can adopt some simple techniques that will boost the 
level of knowledge across the franchise buyer community.     

Sarah Stowe is the editor of www.franchisebusiness.com.au (the official 
online directory of the FCA), the Franchise Newsletter and the Franchise 
Industry Bulletin, and Franchising magazine. Stowe has been an editor 
across consumer and B2B publications for 30 years, and has been 
immersed in the franchising sector for almost a decade.

Sarah Stowe

Continued from page 15
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While sports bars have always been 
prevalent in Australia, The Sporting Globe 
(TSG) has gone for a different take on 
this classic venue, boasting top-quality 
entertainment, food and beverages, and 
service with a smile. The Franchise Review 
sat down with James Sinclair to talk about 
the importance of educating and training 
franchisees to further this quality franchise 
offering into the future.

The Franchise Review: TSG has experienced exponential growth 

in Australia since its introduction as a franchise in 2014. What 

has been the key to its success in differentiating itself from 

other sports bars on the scene?

James Sinclair: I think our customer focus – with 

accommodating and well-trained staff, as well as full table 

service – is different to what many people would expect at 

a sports bar, and it's something we pride ourselves on. Our 

product offering is high quality, yet simple; we use world-

leading technology to deliver sports entertainment; and we also 

ensure that we provide a friendly environment – a really great 

atmosphere for sports entertainment. 

The Sporting Globe sets 
the bar high

AN INTERVIEW WITH JAMES SINCLAIR, CEO, THE SPORTING GLOBE

T H E  F R A N C H I S E  R E V I E W
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TFR: TSG says ‘Franchisees are the stars of our team’. How do 
you ensure that your franchisees feel valued, and confident in 
their role?

JS: Our franchise partners are the face of the brand – 
they’re promoted as community leaders, and we have 
regular recognition of high achievers in our monthly 
communications. We value their input, and we put their 
issues first, such as at our franchise conference, where 
we really use their input to help formulate our plans. And 
we make them the stars of our famous annual gala nights, 
where there are awards and celebrations. 

In terms of confidence, our franchise partners work with 
experts in our team who are truly the best in their field. 
Around the time of opening a new store, we have industry-
best training delivered prior to the opening, and full-time 
support [is available] over the opening period, so that 
they’re truly confident to drive the business. In their ongoing 
operation, our business development managers, who are 
expert operators of our business and our venues, visit 
regularly to support business activity. 

We have professional marketing staff in our marketing team 
who work closely with the franchise partners on market-leading 
campaigns ... so that they’re confident in our promotions. 
Our finance team has certified accountants to prepare all 
management accounts for franchise partners, and consult with 
them on their performance; so again, they’re confident in where 
they’re tracking financially, and what they can do to improve. 
Every part of the business is supported by our key experts to 
ensure that our franchise partners achieve the best possible 
outcomes. 

TFR: What kind of training do you provide for new franchisees, 
and what do you do to ensure that existing franchisees receive 
up-to-date training and information?

JS: We invest heavily in training throughout the business, as we 
see it having an immediate impact on sales, as well as driving 
higher profitability for franchise partners. We have an extensive 
six-week training program that covers 12 modules across key 
aspects of the business, management and operations – and 
that’s for all franchise partners joining the business. For any 
opening period, our operations team works side by side [with] 
the venues for the first full four weeks of trade, and then 
provides additional training beyond that as required. We’ve got 

a dedicated training and development team, and it's available 
at all times for the franchise partners and staff to receive 
additional training. [The training and development team is] only 
a phone call away if a franchise partner wants to call and book 
a day, or multiple days, of training across any module or field 
for their [employees]. 

Our model also ensures that each venue has its own trainer 
appointed to conduct regular fortnightly training. As we 
know, what gets measured gets done, so our training module 
completion rate is a key performance indicator (KPI) for all 
franchise partners, and all of our modules have to be retaken 
every 12 months by both franchise partners and staff. This 
ensures that we’re monitoring and updating our training 
regularly, keeping it constantly front of mind and keeping staff 
focused on our KPIs.

We also have a cloud-based training video platform, which 
measures training completion rates and compares it against our 
sales performance by category, so we can see where training 
has been applied and the direct impact on sales. 

TFR: Responsible Service of Alcohol (RSA) is a key qualification 
for every bar staff member. What policies do you have in 
place to make sure that your franchisees keep everyone's 
qualifications up to date?

JS: Our staff induction covers RSA, in addition to the governing 
body industry-standard course, which all staff must undertake 
to serve alcohol. We maintain a digital RSA log, which ensures 
that all of our staff hold a current RSA certificate, and will flag 

We’re fortunate to work with some of the most successful beverage suppliers in 
the world, and we collaborate with them to deliver training and tasting, which 
I think is a big perk of the business – or one of many perks – so knowledge is 
very important

CEO James Sinclair
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a time line for refreshment. Each of the venues also has an 
RSA folder that holds employees' physical certificates, and 
is readily available for inspection by authorities that come 
through to check compliance from time to time. With RSAs, 
the business takes a team approach and creates a culture 
of responsible service. The staff take our duty of care for 
customers very seriously, so any decision that sees service of 
alcohol by any level of staff is supported right the way through 
to top management, so we’ll never overturn a decision by, say, 
a junior staff member, who has made the call [and said], ‘hey, I 
think this person should not be served’.

TFR: Along with responsible service, knowledge of the large 
range of beers that TSG serves would be integral to providing 
excellent customer service. How do you equip your franchisees 
with this kind of information?

JS: We’re fortunate to work with some of the most successful 
beverage suppliers in the world, and we collaborate with them 
to deliver training and tastings, which is one of the many perks 
of the business. We do get product knowledge from working 
with suppliers on their specific products that we sell, but an 
important part of the training is the delivery of our perfect pour 
training, which ensures the quality of the beer, [and] provides 
details on the head and the angle of the glass for pouring. 
Our lager is always served between two and four degrees, 
and we achieve that by refrigerating the lines in keg rooms, 
receiving fresh beer weekly and ensuring that the beer lines 
are always clean. So, we train our staff not just on the different 
characteristics of different products, but also on the importance 
of the best practice delivery of a product.

TFR: TSG’s menu features classic Australian pub favourites, 
as well as American-style dishes. What kind of training do 
franchisees receive to implement any new menu additions?

JS: It’s a bit of a process: there’s a new product briefing, which 
is distributed in advance of any changes. We then ensure that 
we have hands-on training conducted on any new menu items. 
This is delivered in the venue by both front-of-house sales 
trainers, and our executive chef to our back-of-house teams. 

In addition, we also publish key points about new products to 
our staff through training videos and communications. We have 
a kitchen recipe guide for back-of-house staff that provides 
all recipes, methods, preparation and imagery to ensure 

consistent preparation and presentation. Finally, all point of 
sale changes are completed in advance and tested with the 
franchise partners before our staff enjoy our monthly menu 
tastings, to ensure that they are aware and excited about the 
new products.

TFR: How do you foster innovation and growth in your franchise?

JS: We are regularly seeking out and consulting with industry-
best operators from around the world, constantly looking at 
who’s doing innovative things and how that could be applied 
within our industry or our business. We also work closely with 
all of our major suppliers, some of which have innovation 
teams and labs that help to drive their specific products  
and knowledge. 

We travel to the United States at least once a year, and look to 
other industries and markets for new adaptive technologies or 
systems. Another key part is engaging with our staff throughout 
our business. We ask for one idea from every staff member 
in the business each month. That’s the final step of our 
performance reviews, and it’s amazing how many great ideas 
you get from unexpected places and people in the business. 
It results in a lot of good new thinking, and challenges us to 
always keep innovating. 

TFR: What do you think the future has in store for TSG, and 
do you think that the education and training of franchisees is 
beneficial in the long-term?

JS: We’re committed to realising our vision, which is to be 
Australia’s most-loved sports bar and grill, with new store 
growth and opportunities for new franchise partners to join us – 
particularly in our current growth markets of Western Australia 
and Queensland – over the next 12 months. 

In regards to education and training – it is absolutely critical 
to achieving our vision. Our business model is set up to 
thrive from profitable performance of our franchise partners, 
not from turning over franchises with high up-front fees. So, 
due to this model, we want to be a leader in educating and 
training our people to ensure that franchise partners have 
the best tools, and that our people are upskilled to deliver a 
great product consistently – and importantly, ensure a highly 
profitable business.   
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San Churro celebrates 10 years of 
serving up its signature churros and 
decadent hot chocolates. 
Having recently celebrated its birthday, the chocolateria 
has successfully educated its customers on just how good 
its Spanish-inspired desserts can be, all while remaining 
dedicated to the education and training of its franchisees. 
The Franchise Review sat down with Founder and Director 
Giro Maurici to chat about the franchise’s dedication to its 
delectable products, commitment to social responsibility and 
enthusiasm for the future.

 
The Franchise Review: San Churro turned 10 this year. What 
have been the biggest successes and achievements for the 
business in the last decade?

Giro Maurici: I guess simply making it this far is an 
achievement in itself!

With the benefit of hindsight, having developed a franchise 
business model that has such a clear and sustainable niche 
is something we are very proud of. The reality is that, without 
question, there was a lot of hard work, calculated risk-taking 
and a little luck involved throughout the early years to get  
us through. 

To have three of the big four banks also recognise our franchise 
business model as one of the few that they are confident 
enough to accredit for franchise finance was also a satisfying 
achievement, not only for our franchise partners in recognition 
of the value of their investment in San Churro, but also 
personally, when I reflect on how difficult it was for us to secure 
any finance in the early days!

Nowadays, we draw a lot of satisfaction from our close-knit 
franchise community that motivates us to reach greater 
heights.  We are also very proud to be sharing the journey 
with many talented, young and driven individuals who have 
developed into great business owners, executives, managers 
and team members.

TFR: Can you tell us about San Churro’s growth to date, and 
your plans for continued growth into the future?

GM: We have been quite measured and conservative with 
our growth from the beginning. The desire to make sure 
our growth was sustainable and based on solid, long-term 
foundations has always been front of mind. We now have 
more than 50 stores throughout Australia, and we have plans 
to grow this network to something like 80 or 90; however, in 
all honesty, the only measure of growth we get excited about 
is from the existing franchise partner sales and profitability 
growth. We know that with success here, sustainable network 
growth will take care of itself.

A sweet success
AN INTERVIEW WITH GIRO MAURICI, FOUNDER AND DIRECTOR, SAN CHURRO
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TFR: How does San Churro implement product innovation 
within your franchise network?

GM: We have a separate business unit dedicated to identifying 
trends, collating ideas from our franchise network, working with 
our suppliers and bringing the best product innovations to market.

We are fortunate enough to have a franchise family that 
welcomes innovation and the change that it brings with it. We 
realise that we cannot afford to rest or become complacent, 
and as such, we have a very active franchise representative 
council, as well as franchise partners and suppliers who are 
keen to work with us in product trials and pilots, and to make 
sure that we find the gems that will continue to keep us at the 
forefront of our customers' minds.

Innovation and change
TFR: What changes have you seen in consumer tastes over the 
past decade, and how has San Churro developed its offering to 
meet these evolving trends?

GM: We came into being 10 years ago, when the health and 
wellness trend was already in full swing, and many did ask us 
the question of how we could work against this backdrop of 
increasingly health-conscious consumers. What hasn’t changed is 
that people continue to seek out those opportunities to take a little 
time out and take a breather, catch up with friends and family, 
and treat themselves along the way. When people do that, they are 
looking for a high-quality experience, service and product. 

What we have noticed, however, is a stronger and clearer 
emergence of food tribes and themes that have [materialised] 
over this time. For example, dietary preferences and 
requirements, such as gluten-free options, dairy-free 
alternatives, sugar-free and even vegan options, have all 
continued to gain traction [during our 10 years].

TFR: In October last year, San Churro became the first national 
chocolate café franchise in Australia to commit to purchasing 
cocoa under the Fairtrade Cocoa Program. Can you tell us why 
you made this decision?

GM: We have always dreamt of creating a business that had a 
long-lasting, sustainable and good impact for all stakeholders. 
Sourcing great products in an ethical way is a core part of that vision.

Funnily enough, I will be the first to admit that in our early 
years, I was quite cynical of corporate ‘greenwashing’ 
marketing initiatives, and I wanted to make sure we didn’t slip 
down that path; [rather, I] actually made sure there was a real, 
measurable, lasting impact from whatever we did. 

Partly because of my own cynicism, I decided to join a field 
trip to Papua New Guinea to visit one of the collectives that 
produce our coffee. Through this trip, I came to learn of the 

What hasn’t changed is that 
people continue to seek out those 
opportunities to take a little time 
out and take a breather, catch up 
with friends and family, and treat 
themselves along the way
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real and sustainable impact of the fair trade movement in 
these communities, and as soon as it was possible for us to 
also source cocoa under the Fairtrade Cocoa Program, it was 
something that not only I, but our entire franchise family, 
embraced wholeheartedly.

TFR: This also coincided with launching a new menu – can you 
tell us how you rolled out these changes? How did you gain buy-in 
from your franchisees for these changes?

GM: I feel that one of our strengths as a franchise family is 
that we really do share the same core values, dreams and 
ambitions. We joined the San Churro family to be able to be a 
part of something bigger than us as individuals, and a part of 
something that we can be proud of. A few years ago, [when]
we launched our vision for our commitment to beyondblue, as 
well as Fairtrade, at our annual franchise conference, there 
seriously wasn’t a dry eye in the room, including myself! I think 
that we all believe deep down that when you do the right thing 
in life and business, the pay-off will look after itself. 

TFR: How does San Churro measure the success of new 
product offerings?

GM: All we try to do is excite our customers and encourage 
them to return more often – not only to continue to enjoy their 
favourites, but to also try our new offerings. If we can do that, 
and have them raving about us to their friends and family, then 
we will continue to enjoy success.

Customer loyalty and marketing
TFR: Can you tell us about San Churro’s customer loyalty 
program, El Social? 

GM: We launched El Social in February this year, as the result 
of a significant investment in upgraded point of sale technology 
over the previous year. We recognised the opportunity to be 
able to deepen our relationship with, and understanding of, 
our customer base, and, in turn, we now offer our El Social 
customers every fifth hot drink free, free birthday churros and 
a raft of specially tailored offers aimed at continuing to surprise, 
delight and reward. We now have 80,000 members, and we 

have already seen great metrics in terms of their engagement 
and love for our brand. [We are also now] able to reach out with 
super specific campaigns tailored to them.

TFR: In general, how important is social media to San Churro’s 
customer engagement and loyalty strategy?

GM: Social media is a key component of our marketing plan, 
full stop. We now boast a social media following that is ranked 
among some of Australia’s major food and beverage brands (with 
approximately 300,000 Facebook followers, and almost half a 
million newsletter subscribers). What is most pleasing about 
our achievements here is that we enjoy a continued high level 
of engagement and real conversations with our customer base 
through these channels – and the love seems to keep growing! 

Recruitment and franchisee engagement
TFR: How does San Churro select a new franchise location?

GM: I think one of the key reasons we have made it this far is 
because we are extremely careful when it comes to selecting 
new sites. 

Social media is a key component 
of our marketing plan, full stop. 
We now boast a social media 
following that is ranked among 
some of Australia’s major food 
and beverage brands

T H E  F R A N C H I S E  R E V I E W
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We have strict criteria, and have developed a proprietary 
model that helps us to make an informed and impartial 
assessment of a site’s potential for us. Once we have a clear 
idea of the likely fit-out investment and turnover figures for 
a site, then we can be very clear about whether the site will 
generate a good return in the hands of a franchise partner 
– after we have taken the proposed rental and landlord 
incentives into account, that is.

We do not impose unrealistic network growth quotas on 
ourselves, and probably reject 50 sites for every one that we 
accept, which I certainly think is a healthy foundation for 
sustainable growth and success.

TFR: What training and professional development opportunities 
does San Churro provide, both for new franchisees and on an 
ongoing basis for existing franchisees?

GM: We certainly do not skimp on this part of our business, as 
we consider investment on this side of our business a critical 
part of ensuring a long-term, successful model. 

In brief, some of the key support that we provide includes:

• a comprehensive six-week program of business 
management training 

• a turnkey new store process, including store design, build, 
staff recruitment and training

• two weeks of experienced professional in-store, post-launch 
support

• bookkeeping and payroll support to ensure that everything is 
set up correctly from day one

• quarterly performance benchmarking, to compare your 
business performance against agreed targets and other San 
Churro stores

Continued from page 25



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

28

• maintaining a suite of best-of-breed technology designed to 
help franchise partners and our support team to efficiently 
manage and support their businesses

• monthly store visits, and open lines of frequent contact and 
support from a business development manager.

TFR: What processes does San Churro have in place to help 
select quality franchisees and bring them into the system?

GM: Given our business model, growth plans and existing 
franchise partner aspirations, approximately half of our new 
opportunities tend to be secured by our existing franchise 
partners looking to further grow their own businesses. We 
also tend to find that word-of-mouth referrals from within our 
customer and franchise family have always been the primary 
sources of interest for would-be franchise partners.

We make sure that all applicants spend time with us in our 
Melbourne support office so that we can all be sure our 
values and motivations are aligned, and that the franchise 
partner understands how we are structured to help them 
succeed. From there, we make sure that each department 
head signs off on each application before they can be 
considered for an opportunity.

Social responsibility
TFR: What charitable work is San Churro involved in, and how 
important is it to San Churro as an organisation to give back to 
the community?

GM: Our two primary pillars of contribution are through our 
affiliations with beyondblue and Fairtrade.

Simply encouraging conversations and awareness around 
mental illness, depression and anxiety is something that we are 
proud to do in our work with beyondblue, and for us to be able 
to support its very worthwhile services is something that our 
whole franchise family is wholeheartedly behind.

 [This is also the case] with our support of the Fairtrade cause – 
when you think about the families and people all over the world 
working hard to provide our customers with a product that they 
can love and enjoy, it is humbling and fantastic that we are in a 
position to be able to give a little back. To be a part of the  
San Churro family is to have a real pride and passion for the 
impact that we make – whether that be through the smiles we 
put on our customers’ faces, or through the support that we 
give to our farmers’ communities, that’s the magic that gets us 
leaping out of our beds every day!     
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SALSA’S BRAND TRANSFORMATION 
IN A PLAY FOR MARKET LEADERSHIP

Salsa’s is about to make a bold play for the hearts, stomachs and wallets of Australian 
consumers. 
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Salsa’s, the playful little Mexican food brand, is set to 
undergo a radical transformation that will touch every facet 
of its operations, according to Scott Meneilly, CEO of parent 
company Retail Zoo. 

‘Our quest is for Salsa’s to become the most loved Mexican 
player in the country,’ says Meneilly. 

It’s an unequivocal goal, and one that requires an 
unequivocal plan to match – especially after the brand’s 
lacklustre performance in recent years. But Meneilly says 
that the business is up for the challenge.

Since Retail Zoo first acquired Salsa’s, the business has grown to 
encompass more than 50 stores nationwide, spreading from its 
heartland in Victoria. 

The brand has now embarked on a multimillion-dollar 
transformation that will see it invest heavily in store redesigns, new 
infrastructure and a whole new identity to take it into a new era.

‘We knew we had to do something big. Salsa’s has been part of 
Retail Zoo’s portfolio for eight years, and during that time, the 
brand had started to drift,’ Meneilly says. 

‘The strength and clarity of purpose that drive customer loyalty and 
keep people coming back for more were just somehow missing.

‘So this change isn’t about small tweaks; it’s about completely 
overhauling everything we do from the ground up, and we’re 
prepared to put considerable investment behind it to really 
leave an impression on the space.’

A changing marketplace
Meneilly says that since Retail Zoo acquired Salsa’s, the 
marketplace had changed dramatically. Where once a 
few multinational brands stood offering menus that were 
predictable, undifferentiated and largely unchanged for 
decades, the quick service restaurant space has now flourished 
and diversified. 

‘Over that eight-year journey, the competitive landscape has 
intensified immensely, and it’s become so much more than just 
burgers and fries,’ he says. 

‘We have stronger, better competitors in food courts, and 
they’re getting much better at understanding who they are and 
how to present themselves.’

A bold response
Challenging times called for bold action, and Meneilly says 
that every member of the Salsa’s team arrived with their 
sleeves rolled up and ready to rock. 

‘We knew this was going to be the biggest thing we’d ever done 
with the brand, and it was really exciting,’ he says. 

‘We tore everything back to [the] grass roots to understand where 
we were at, and what we needed to do to be best in class. ‘We started by talking to customers and to people who 

were shopping [in] our area but were not customers, and 
understanding what they wanted from their flavours and what 
they wanted from their overall dining experience.’

Meneilly says that the exploration took them back to the heart 
of what Salsa’s was all about.  

Our quest is for Salsa’s to become the 
most loved Mexican player in the country

Scott Meneilly
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‘We rediscovered who we are and what we stand for, and on 
that basis, we have now transformed everything about the 
brand to bring it back to that,’ he says. 

‘We have incorporated our belief into the proposition, and 
that belief is that the purpose of a salsa is to enliven the 
food it touches. 

‘We are there to enliven everything we touch – the food, the 
environment. To actually do that, we have to go back to the 
start with everything.’

A passion for the product
Meneilly says that the obvious changes for customers were cosmetic.

‘We’ve changed the look and feel of the stores, from the 
shopfront to the music, the attitude, the customer experience – 
right down to the packaging,’ he says. 

‘We’ve also completely redesigned some of the locations, from 
the seating through to the food preparation area. The rollout of 
the new look has already been completed at five stores around 
the country, and it will continue through to the completion date 
of February 2017.’

But he says that the biggest change of all was to the soul of the 
business – the food. 

‘We recreated the entire menu from scratch, and we brought 
freshness front and centre of our new stores,’ he says. 

‘We have introduced a fresh station, and we make the salsas 
and guacamole where customers can see them being created 
from fresh ingredients.

‘We also changed all the proteins, all the flavour profiles and 
the salsas.’

Meneilly says that the redeveloped brand was a labour of passion 
for those involved, and had been many months in the making. 

‘We’re absolutely passionate about Salsa’s, and we love what 
it stands for. The new concept is now completely aligned with 
the heart and soul of what we represent as a brand, and we’re 
really excited about bringing that to our die-hard fans and a 
whole new audience of foodies,’ he says.

Ambitious rollout
Meneilly says that five stores had already experienced a 
brand rejuvenation – some requiring greater degrees of 
change than others. 

‘Bondi Westfield was a full knock down and rebuild, with 
all new seating; and Chadstone and Rundle Place in South 
Australia both received a new front,’ he says.

‘Camberwell, in Victoria, and Glenelg, in South Australia, both 
received a re-skin. From here, we’ll start to roll out the new 
concept state by state, and by the end of February 2017 the 
new look Salsa’s will be nationwide.’       

For more information, visit www.salsas.com.au.

The purpose of a salsa is to enliven 
the food it touches – and that’s what 
Salsa’s is about. We are there to enliven 
everything we touch
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Advertising is all about enhancing brand 
differentiation, but what happens when a 
brand aims to set the agenda for an entire 
industry, and embark on the challenge 
of educating consumers about an issue? 
Poolwerx CEO and Founder John O’Brien 
shares the company’s journey of bringing its 
latest marketing campaign to life, and the 
power of consultation.  
 
‘Find the better way’ is a core brand value that permeates 
every decision within Poolwerx. This means that we focus on 
always improving and refining our professionalism, systems 
and brand. It applies to our innovativeness and initiative – we 

Education campaign 
sets out to change pool 

industry standards

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

CEO and Founder John O'Brien

BY JOHN O’BRIEN, CEO AND FOUNDER, POOLWERX

Continued on page 34
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PLAYING 
MUSIC? MAKE 
SURE YOU’RE 
LICENSED
Eighty-five per cent* of Australian small-medium businesses 
agree that music creates a better atmosphere for their 
customers, and 87 per cent agree that playing music in the 
workplace increases staff morale. If you play recorded music 
in your business, it is a legal requirement to obtain the correct 
music licences.

In most instances, a licence is required from both PPCA 
and APRA AMCOS, which are two separate companies. 
PPCA collects and distributes money for the use of recorded 
music on behalf of record companies and performers. APRA 
AMCOS collects and distributes money for use of the musical 
composition and lyrics on behalf of authors, songwriters, 
composers and publishers.   

A PPCA licence can cost your business as little as 22 cents per day.  
For more information on how to obtain your PPCA licence,  
visit www.ppca.com.au, call 02 8569 1111  
or email licensing.mail@ppca.com.au. 

*Nine Rewards study of 500 Australian representative small-medium 
businesses, conducted April – May 2015

THE SIMPLE ACT OF 
PLAYING MUSIC COULD 

BE ENOUGH TO MAKE 
A CUSTOMER CHOOSE 
ONE BUSINESS OVER 

ANOTHER.

Do you play CDs, vinyl or use an iPod or 
similar device?

Do you stream music through the internet 
or through an online radio station?

Do you hold special events or promotional 
activities where recorded music is used?

Do you have televisions or screens that play 
music videos?

Do DJs or other entertainers perform at 
your business on any occasion?

Do you screen films or play DVDs?

Do you hire your venue to third parties who 
may use recorded music?

Do you play recorded music in your 
reception, café, canteen or bar area?

Do you play recorded music in communal 
office areas?

Do you have music or radio on hold on your 
telephone system?

Try our checklist - How do you use music in 
YOUR Business

Yes     No

If you have answered YES to ANY of the above questions, 
you are likely to require a public performance licence 

for sound recordings even when an APRA licence is 
already held. 

If protected sound recordings are played in any facility 
within your business it is a legal requirement that a public 
performance licence for the recording (either as a blanket 

licence with PPCA or directly with each copyright owner 
of each recording played), be obtained in order to avoid 

copyright infringement.

PPCA is here to assist. We can provide an economical 
blanket licence so that you may legally play sound 

recordings in your business. For further information, 
please contact a member of our licensing team on 

02 8569 1111 or email us at licensing.mail@ppca.com.au. 
Further information is available at www.ppca.com.au.
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consistently evolve. It is this type of thinking that helped us 
to explore the idea of further legitimising our service offering 
through official accreditation. 

Our aim was to start the process of improving the image 
and credibility of the pool-servicing sector, and to elevate 
pool technicians to a more professional level – similar to that 
enjoyed by the trades. We achieved this, and three years 
later, it provided the platform for one of our most successful 
marketing campaigns: the culmination of a belief that we could 
find a better way, not only for our franchise partners, but also 
for our clients and our industry as a whole. 

After just four months out on the market, the Poolwerx 
Certification Campaign led to a 165 per cent increase in phone 
enquiries, and a 139 per cent increase in online bookings, 
compared to the same period the year before.

While the success of this campaign is easily justified via the 
traditional application of sales, there is a greater lesson to 
be shared in relation to communication and the power of an 
engaged franchise network. 

Certification was something that we wanted all of our franchise 
partners to believe in; we wanted them to feel a sense of 
ownership of the project. With hundreds of small business 
owners to work with, it was never going to be easy, but ensuring 
that they were involved with this strategic change at every step 
was pivotal to the success of this initiative. A consistent and 
inclusive communication strategy, using the right advisory 
channels, proved to be a winner.  

Once the Board vetted the ‘concept’ of official qualifications, 
we immediately put the idea to our franchise network, the 
Advisory Council and at individual meetings with state business 
development managers. Most of them embraced the idea 
easily, understanding not only the value of broadening and 
formalising their knowledge and skills base, but also the public 
relations value of attaining a professional level of qualification. 
It also assisted with business growth opportunities, as 
accreditation improved prospects of work with larger 
commercial and public pool clients.  

We spent the better part of three years working with 
government accreditors and our franchise network to develop 
the criteria for a Certificate III and IV in Swimming Pool 
and Spa Service. It was the first national qualification of its 
kind, and met a pressing need for what was a previously 
uncertified industry. We appointed a registered training 

organisation to manage the process, and I also worked 
closely with industry bodies such as the Swimming Pool & 
Spa Association (SPASA) and the Swimming Pool Retail 
Association of Australia (SPRAA), as a Board member, to 
engage further industry support for the initiative. This assisted 
in lobbying national and state government endorsement of 
the accreditation, which has now been taken up by states for 
licensing. 

By the beginning of 2016, we were able to announce that there 
was a qualified technician in every Poolwerx franchise business 
– an impressive result, when you consider that this goal was 
originally forecast to be achieved by 2018.

With this part of the process realised, the next step was 
to educate the public about new accreditation in the pool 
industry, and drive home the message that not all pool 
technicians held this important qualification.

While the long-term vision was to use accreditation as a point of 
difference for our business, research showed that there would 
be a challenge delivering this to market because most people 
already assumed that the industry was tightly regulated.

It became clear that we had to build value in the meaning of 
formal accreditation, not only to provide peace of mind for 
clients, but also to promise value for our franchise partners.  

By the beginning of 2016, we 
were able to announce there was 
a qualified technician in every 
Poolwerx franchise busines – an 
impressive result, when you 
consider this goal was originally 
forecast to be achieved by 2018

Continued from page 32
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We wanted to give them the edge in a competitive market, as well 
as aid in their confidence regarding their professional development, 
and the career path that they could offer team members.  

Linking our water health message with the importance of formal 
accreditation became high on our marketing message agenda. 
Water chemistry has a real impact on health, especially the health 
of small children, the aged and the ill, and it’s not something that 
should be left to guesswork. The campaign helped to attribute 
further value to our service offering by confirming how formal 
accreditation allowed pool owners to separate the ‘cowboys’ from 
the professionals. It also buoyed customer confidence about their 
water being safe for the whole family to enjoy.

We delivered these key messages via a number of channels. 
Referring to research regarding the media habits of our target 

audience, we embarked on a national TVC campaign, targeting 
weather sponsorship, public relations activity, digital marketing 
and advertorials on select morning shows. The campaign even 
helped Poolwerx to take out the 2016 Marketing Campaign 
of the Year award in the SPASA Queensland Awards of 
Excellence. We are now a finalist in the national judging. 

Having begun the process of changing perceptions, 
certification is a strategic enhancement that we will continue 
to push to the market. It has added value to the pool care 
industry’s perception, increased Poolwerx’s bottom line, and 
enhanced franchise partner satisfaction and retention. It is now 
part of our long-term version and is integral to the Poolwerx 
Brand Promise, but without consistent consultation and buy-in 
with our network, it may not have been achieved.   
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As Australia’s franchise sector continues 
to mature, the importance of high-
level education among the professional 
franchise executives guiding its future is 
becoming more apparent.
Franchising is one of the biggest and most important 
contributors to the Australian economy. It is dynamic and 
diverse, and the industry has matured well beyond its origins in 
fast-food retailing to now encompass all aspects of consumer 
and business-to-business products and services.

Franchise systems operating in Australia include some of the 
biggest consumer brands in the world, local success stories, 
and up-and-coming entrepreneurs who have chosen the 
franchise business model to expand their operations.

According to the latest Franchising Australia 2014 report, 
the franchise sector contributes $144 billion to the Australian 
economy each year; comprises a total of 1160 franchise brands 
and 79,000 individual franchise units; and directly employs 
more than 460,000 people, as well as many more in its 
supporting supply chain.

These figures showcase the strength and resilience of a sector 
that continues to grow – in both net growth of franchise units 
and total sales turnover – at a time when many other parts 
of the Australian economy, such as resources, mining and 
infrastructure, have been declining.

The future growth possibilities for the franchise sector in 
Australia, driven by its unique business expansion model and 
the powerful brands that it promotes, are endless; however, the 
challenges facing the sector and those who work at its highest 
levels are also immense.

Strategic thinking needed
Franchising in Australia has not been without its challenges and 
controversies, and the modern-day franchise professional requires 
a depth and breadth of strategic thinking, problem-solving and 
proactive business planning for their business to survive and thrive.

Due to the diversity of its people, systems, products and 
services, franchising presents a demanding and ever-changing 
business environment, with new challenges emerging every day 
– from new ‘disrupter’ competitors to changing government and 
workplace regulations – and the constant innovation required to 
stay ahead of the latest market trends.

The skill sets required to successfully steer a franchise 
business through these troubled waters encompass everything 
from marketing, recruitment, training, information technology, 
human resources, finance, accounting and operations, to site 
selection, store layouts and supply-chain logistics, as well as 
the ‘big picture’ strategic management, planning, creativity, 
passion and vision that sets the benchmark. 

Given the professionalism and leadership now required across 
all aspects of running a franchise, it is no surprise that higher 
education is growing in recognition and rewards throughout the 
franchise sector.

While franchising may once have largely relied on hands-on, 
on-the-job training rather than tertiary education, the sector is now 
actively embracing the benefits that higher education can deliver 
in shaping its future success.

Twofold benefits of education
The benefits of education in franchising are twofold. Firstly, 
franchise businesses benefit from high-calibre staff and leaders 
who can professionally manage and maximise growth across 
their multifaceted operations. Secondly, franchise executives 
personally benefit from more clearly defined and rewarding 
career progression paths in franchising.

The importance that is now placed on university education in 
franchising was highlighted in the most recent Franchise Sector 
Salary Survey Report, completed by Griffith University’s  
Asia-Pacific Centre for Franchising Excellence in 2015.

Of all the respondents to the survey, 62 per cent had 
a bachelor’s degree or a higher qualification. This was 
rewarded with significantly higher salaries at many different 
levels in franchise management for those with a university 
education, compared with those who did not hold a 
university qualification.

The results of this survey clearly show that education, not 
just experience, is now viewed as a key quality required in a 
franchise management professional.  

At CEO, founder and general manager level, those with a 
tertiary education had an average annual salary of $145,866, 
while those without averaged $94,000.

At the franchise development manager level, the difference 
was $128,750 to $92,285; at the franchise operations 
manager level, it was $123,241 to $101,855; and for franchise 
marketing professionals, it was $118,500 to $93,629.

Education unlocks the 
keys to franchise success 

ARTICLE PROVIDED BY GRIFFITH UNIVERSITY'S ASIA-PACIFIC CENTRE FOR FRANCHISING EXCELLENCE
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As these figures demonstrate, tertiary education is increasingly 
rewarded the further that a person progresses up the franchise 
management ladder.

Franchising continues to mature as a sector, and also as 
a career choice for tertiary-educated professionals. Those 
franchise businesses that seek to recruit and retain further 
educated talent will be the ones that are best positioned to 
succeed in an increasingly challenging business environment. 
In turn, the best available talent will be attracted to those 
companies that place a high value on education to keep them 
at the forefront of their chosen market.

Educational institutions also have a role to play in delivering 
the tailored education programs required by the franchise 
sector. Griffith University provides the Graduate Certificate in 
Franchising, the only specialist postgraduate franchise education 
course in Australia. Feedback from the course's graduates 
who have gone on to achieve promotions and pay rises further 
reinforces the findings of the Franchise Sector Salary Survey.

Given the ongoing challenges and opportunities facing 
franchising in Australia, including those evident and those yet 
to emerge, it is crucial that the franchise sector as a whole 
continues to foster and promote education as a fundamental 
building block for its future success. 

Enhanced education levels are a win-win for everyone in 
franchising, resulting in higher-quality, and more engaged 
and motivated staff; improved leadership and increased 
professionalism, standards and expectations; and better-
managed and sustainable franchise businesses.   

The Asia-Pacific Centre for Franchising Excellence was established 
by Griffith University in 2008, formalising the University’s commitment 
to franchise research and education, which had been developed over 
more than a decade. Since its launch, the Centre has been led by one of 
the world’s leading and most highly respected franchise researchers, 
Professor Lorelle Frazer. The Centre provides a wide range of franchise 
education courses, both online and face-to-face, as well as professional 
development events, online seminars, research reports and more. For more 
information, visit www.franchise.edu.au.
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RELYING ON A FRANCHISE 
AGREEMENT IS NOT MANAGING RISK

These companies each had franchise agreements, but one 
of the most important things I teach is that it is not enough 
for organisations to put their faith in contracts, agreements 
or codes of conduct to ensure that the other party is acting 
honestly, ethically and is meeting all of its obligations. In the 
case of the franchisor/franchisee relationship, the franchise 
agreement must include mechanisms to develop proactive 
control measures, including a regime of auditing and 
assurance. 

Let’s use the real estate sector as an example, and explore 
some of the common franchisee risks that could impact the 
reputation of the franchisor if they were to materialise:

• unauthorised withdrawal of funds from a franchisee trust 
account

• systemic underquoting 

• a franchisee utilising unlicensed agents 

• systemic unauthorised release of vendor information to 
buyers

• systemic unethical pricing practices 

• advisors paying benefits to franchisee for work referral.

Perhaps if these risks had been managed by LJ Hooker, they 
may have avoided the collapse of six LJ Hooker branches in 
Melbourne in April 2016, after it emerged that the franchisee 
had misused funds (including house deposits) held in trust, as 
reported by the ABC.

Clearly, the franchise agreement is not sufficient. Detective 
controls are needed in order to identify any of these issues as 
early as possible. These detective controls may include audits, 
interviews with staff, inspections and may even extend to the 
use of ‘dummy’ vendors and/or buyers to detect unethical 
behaviour. 

Let’s look at some of the risks that food outlet franchisors 
should be managing:

• systemic underpayment of staff by a franchisee

• systemic bullying and harassment of staff uncovered at 
franchisee premises

• a franchisee failing a health inspection of their facility

• a franchisee’s found guilty of breaching the Work Health 
and Safety Act.

Some of these risks were obviously not being managed by 
Burger King in Germany, with one franchisee that operated 89 
stores having its agreement terminated for serious hygiene and 
wage breaches.

Managing risk, therefore, is a critical skill for franchisors. But 
how do you gain those skills? 

Paladin Risk Management Services offers a range of specialist, 
nationally accredited risk management courses, as well as 
short courses that are tailored to the organisation. These 
courses will ensure that managers and staff at franchisors (and 
franchisees) are equipped with the tools necessary to identify 
and manage their risks.

The key for franchisors is to manage a franchise agreement like 
you would manage a contract with any other supplier – it may 
just save your reputation.   

Just how much control does a franchisor have over a franchisee? 
Of course, there is the franchise agreement, but does this protect 
the reputation of the franchisor from inappropriate behaviours of 
franchisees? The recent fallout for LJ Hooker in Melbourne and 
the termination of 89 out of nearly 700 Burger King Franchise 
Agreements in Germany in late 2014 serve as good examples 
of how damaging it is to rely solely on an agreement, if proper 
controls are not in place. 

The key for franchisors is to manage 
a franchise agreement like you would 
manage a contract with any other 
supplier – it may just save your 
reputation
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Running one of the nation’s fastest-growing 
franchises is a big accomplishment for  
Tim Sinclair, but he doesn’t see it as his 
main achievement.

The Laser Clinics Australia (LCA) General Manager takes great 
pride in being a part of a company that has helped in excess of 
1000 staff members learn, progress and thrive. 

‘That’s the stuff you look back on in your career,’ Sinclair says. 
‘It’s all about helping people to be the best they can be, and 
letting them realise their dreams.’

Since launching in 2008, LCA has grown into a formidable 
franchise, with more than 65 clinics for its three key service areas: 
laser hair removal, cosmetic injectables and skin treatments. 

Sinclair prides himself on being a people-oriented leader, 
and has strived to create a culture of employee growth and 
opportunity. A key element of that process has been rolling out 
coaching and education initiatives to franchisees, managers, 
nurses and other clinic employees, involving: 

• mentoring from head office executives and franchisees 

• talent identification programs to unearth future leaders 

• peer group sharing of expertise and advice. 

This strategy is built on a people-first approach, according to 
Sinclair. ‘In our business, we obviously have great technology 
and treatments, but ultimately it’s the people who lead our 
success,’ he says. 

Focusing on opportunities and education 
As she faces the day-to-day challenges of running her own 
cosmetic treatments business, Amy Prgomelja draws faith from 
a simple truth: she has the experience and skills to flourish.

The owner of LCA’s Blacktown clinic in western Sydney is 
proof of a franchise system's power to give employees the 
requisite training and coaching. Prgomelja joined LCA in 2009 
as a beauty therapist, and has quickly progressed through 
group-wide training and management roles to become a 
franchisee. She credits her rapid rise to a corporate culture 
that encourages ongoing education and support – covering 
the gamut from therapeutic skills and client care to human 
resources, marketing and sales. 

‘Of course, there have been times when I’ve been out of my 
comfort zone,’ she says. ‘But having the support of the network 
and putting in the time and effort has made the difference.’ 

Training and mentoring 
helps Laser Clinics Australia 

build its dream team
BY CAMERON COOPER
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Sinclair wants to see ambitious staff members like Prgomelja 
join his team, broaden their skills and potentially go on to own 
their own clinic. Part of the winning formula has been to recruit 
highly qualified franchisees – the list includes former Apple, 
Macquarie Bank and Unilever executives – who can then 
mentor their employees. 

‘If staff [members] are motivated and keen to progress, they 
have a real opportunity for mentorship at the coalface because 
we do recruit such fantastic franchisees,’ says Sinclair, who 
adds that through such coaching, beauty therapists and other 
employees gain an understanding of the critical factors of 
business success. ‘They get to really understand the business, 
and where value is created and destroyed.’ 

Embedding a supportive culture 
LCA has also implemented an identification program that 
unearths potential leaders and future franchisees within clinics. 
Current franchisees spot talent, with head office then mapping 
out a development path.

While Sinclair admits that franchisees could naturally baulk at 
singling out top talent, for fear of them being moved into other 
LCA roles, he says that his team wants other staff members to 
excel. ‘The franchisees recognise that it’s an amazing legacy for 
them to leave, to be able to identify someone in their team who 
then goes on to become a business owner,’ he says.

One such success story is Ashleigh Mitchell, a former beauty 
therapist who now works in head office as a trainer of new 
franchisees. With LCA opening 15 to 20 clinics per year, it is a 
demanding role. 

‘The great thing is being able to work on all aspects of the 
business,’ says Mitchell, whose rise through the ranks with LCA 
has included positions in marketing and human resources, and 
a role as a national technical training specialist.

A philosophy of peer group sharing extends to franchisees putting 
potential rivalries aside to regularly meet and discuss winning 
strategies, along with areas of concern. Franchisees also go to 
other clinics to engage in motivational and skills training. As 
Mitchell puts it, ‘everyone works together as a family’. 

Sinclair says that franchisees’ willingness to give back to 
the business has been a critical component of LCA’s fast, 
sustainable growth. ‘That speaks to their understanding of 
the bigger picture of LCA, and not just their own individual 
business,’ he says.

Making dreams come true 
LCA’s talent identification and mentoring programs 
complement a strong core training program of technical 
and customer service skills for therapists and other clinic 
employees. Now leading a team of 18 therapists and registered 
nurses, Prgomelja is relishing her ownership role, and loves 
engaging with staff and delivering any training needs. 

‘I work really closely with my therapists so [that] they can be 
successful and confident in what they do,’ she says.

For Sinclair, his focus will continue to be on bringing 
outstanding people into the business – and making them even 
better through coaching and training. ‘Fundamentally,’ he says, 
‘this is a people business.’   

Clinic owner Amy Prgomelja

LCA General Manager Tim Sinclair
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FCA Events  
Calendar

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

New South Wales

September
15 September:  Education course – Effective Franchise 

Recruitment

16 September:  Education course – Improving Franchise 
Advisory Councils

27 & 28 September:  Education course – Foundation Field 
Manager Bootcamp

Queensland

September
6 September:  Education course – Effective Franchise 

Recruitment

7 September:  Education course – Improving Franchise Advisory 
Councils

15 & 16 September:  Education course – Franchisee Financial 
Essentials

22 September:  Roundtable – Importance of Independent 
Advice Certificates

October
13 October:  Roundtable – Fire Safety Training – Issues for 

Franchises

18 October:  Education course – Site Selection 

18 October:  Education course – Territory Planning

20 October:  Roundtable – The Changing Trends in Digital 
Marketing

November
17 November:  Roundtable – Funding for Franchisees/Recruitment 

18 November: Education course – Franchise Marketing Forum

24 November: Christmas celebrations

South Australia

September
7 September: High Tea – Women in Franchising

October
5 October: Event – Support Staff Discussions

November
30 November: Christmas celebrations

Victoria

September
13 September: CEO Lunch Event

13 September:  Education course – Effective Franchise 
Recruitment

14 September:  Education course – Managing the Performance 
of Your Team

14 September:  Education course – Improving Franchise 
Advisory Councils

20 September:  Education course – Developing Your Leadership 
Brand

22 September:  Forum – HR Issues: Dealing with the Fair Work 
Act, the Fair Work Ombudsman and Your People

October
25 October: Forum – Franchise Recruitment  

November
8 November: Breakfast Event

15 November: High Tea – Women in Franchising

17 November: Forum – Selection and Territory Planning

29 November: CEO Lunch Event

December
1 December: Christmas celebrations

Western Australia

September
1 September: Monthly Coffee Catch-Up – Financing Unplugged

October
6 October:  Monthly Coffee Catch-Up – Recruitment Strategies 

that Work

November
3 November: Monthly Coffee Catch-Up – Marketing – The 5 ‘P’s

9 November: Breakfast – Business Valuations and Exits

December
13 December: Christmas celebrations

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

*NB – Breakfasts, forums, roundtables and education courses are being added to the national calendar all the time. To see the most up-to-date 
version of the calendar and register for events, go to www.franchise.org.au/event-calendar.html.
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The Franchise Council of Australia (FCA) 
was proud to reward the industry's best 
in Western Australia at the FCA’s 2016 
WA Excellence in Franchising Awards 
presentations in Perth on Friday 15 July. 

FCA CEO Damian Paull presented the awards, and was 
thrilled to be a part of the successful night, celebrating the 
achievements in the franchising community.

‘These awards are a great way to celebrate all that is positive 
in franchising; and by sharing these success stories, we 
can inspire, build confidence and provide support to the 
franchise community,’ Paull said on the night.

Winners at the event included Wayne Lyons and Pauline 
Walker from V.I.P. Home Cleaning, who were named WA 
Single Unit Franchise of the Year – less than two staff; Ryan 
Willsher from Finn Franchise Brokers, who took home the 
award for WA Single Unit Franchisee of the Year – two or 
more staff; Kate Longman of Finn Franchise Brokers for WA 
Franchise Woman of the Year; and Stewart Bermann from 
Aroma Café, who took home WA Field Manager of the Year.

The Paddy Thompson Award was presented to Rob and 
Linda Whitesmith from The Tea and Coffee Merchant for 
their outstanding contribution and commitment to the sector. 
In an emotional speech, Mr Whitesmith dedicated the award 
to his wife, who passed away peacefully in May after a long 
battle with cancer.

‘This is, as you can imagine, bittersweet to me. I’m so 
grateful – and most of this is for Linda,’ said Whitesmith.

The couple’s passion for their work was an inspiration to 
everyone, and their legacy continues, as Whitesmith plans 
to further expand The Tea and Coffee Merchant with his 
daughter, Melissa, who is now assisting him.

Stars shine at the WA 
Excellence in Franchising 

Awards

Paddy Thompson Award winner Rob Whitesmith, The Tea and Coffee Merchant 
(right), and FCA CEO Damian Paull (left)
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Kate Longman, WA Franchise Woman of the Year, described 
the potential abundance within franchising, and was very 
encouraged by the steady increase of women in the industry. 
‘We are seeing more women [joining the sector], which is 
really encouraging. The future of franchising is strong; there 
is a lot of enthusiasm out there for franchising, and we see 
that with people coming through our office. It’s really positive 
that people really have a good opinion on franchising, and 
that is just getting stronger.’

For Wayne Lyons and Pauline Walker, the great work-life 
balance of owning their own business was their motivation, 
and proved that a working relationship is built on knowing 
each other’s strengths.

‘We love being V.I.P. franchisees. It really suits our lifestyle. 
We both came from business backgrounds, and didn’t want to 
work 24/7... franchising [therefore] really works for us. We work 
when we want, and we have time for family and friends.’

Winning the WA Single Unit Franchisee of the Year – two 
or more staff award was important recognition for Ryan 
Willsher, who also acknowledged the support of colleague 
Kate Longman.  

‘It’s a sense of accomplishment; it’s nice to be recognised, 
and it’s great for the brand to get the support of the 
franchisee and the franchisors,’ he said.

He also noted the growing trends emerging from the sector. 

‘There’s a great trend happening in franchising, in that 
it seems to be growing and growing – the people in the 
industry do so much to help it evolve.’

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

Kate Longman, WA Franchise Woman of the Year (right),  
and FCA CEO Damian Paull (left)

From left to right: FCA CEO Damian Paull, and WA Single Unit Franchise of the Year winners 
Pauline Walker and Wayne Lyons, V.I.P. Home Cleaning
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