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Welcome to the June edition of  
The Franchise Review.
This edition focuses on health and safety in the workplace, and 
should provoke some reflection on how we can ensure that our 
people thrive at work. 

Despite what some commentators might say, franchising is a 
fantastic success story. As a business model, it offers the ability 
for enterprising people to work in their own independent, local, 
small business, while not being on their own.

Notwithstanding the fact that franchise systems offer support 
and training to their franchise partners, as independent 
business owners they have separate responsibilities regarding 
health and safety in the workplace. 

One issue that we have consistently received feedback on has 
been mental health. The two key questions that have been 
raised are:

• How do we deal with franchise partners suffering with their 
own mental health issues? 

• How do we support franchise partners who, in turn, may have to 
deal with their employees suffering from a mental health issue?

Mental health is an area that I am passionate about, and 
according to Heads Up, the prevalence of mental health issues 
is likely to be higher in small business. 

So, is it an issue we should worry about? 

Statistically in Australia, one in five people have suffered, or 
are suffering from, some form of mental health challenge. So, 
that means that in your franchise system, 20 per cent of your 
franchise partners may be struggling. Studies in the  
United Kingdom and Australia have shown that this number 
shifts to one in two when people are in financial difficulty. 

It is therefore imperative that franchise systems consider 
how they can create a mentally healthy environment for their 
franchise partners, and, in turn, how franchise partners can 
assist their employees within their franchise system. 

Some other key facts to consider:

• It’s estimated that 45 per cent of Australians will experience 
a mental health condition in their lifetime, with the most 
common being anxiety and depression.

• Although anxiety and depression can be as debilitating 
as a serious physical illness, less than half of the people 
experiencing these conditions seek help.

• Anxiety and depression tend to affect people during their 
prime working years.

• At any given time, around one in five Australian employees 
is experiencing a mental health condition. This means 
that it’s in the interests of organisations to take action to 
promote good mental health practices in the workplace, 
and to support employees who are experiencing depression 
and anxiety.

There are economic and social benefits that result from 
developing proactive strategies to accept and manage mental 
health in the franchise system. If you want to know more, 
visit the Heads Up website (www.headsup.org.au/home) for 
useful tips and information on how you might create a mentally 
healthy workplace; how to best look after yourself; how to 
support others; and what training you might be able to access. 

A message from the 
CEO

BY DAMIAN PAULL, CEO, FRANCHISE COUNCIL OF AUSTRALIA

FCA CEO Damian Paull
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Advocacy
Over the past three months, there has been a lot of activity 
regarding the government’s proposed reforms to the 
Fair Work Act 2009, in the wake of several public breaches 
resulting in underpayments of staff salaries and wages. 

We have been very active in representing our members’ interests, 
and educating the Government and the Opposition about the 
impact of their proposed reforms. It is fair to say that it is a 
challenging task, given the very low understanding of the franchising 
business model and the possible impacts on franchising.

To better identify the impact on franchising, we commissioned 
FRANdata to survey CEOs across a diverse range of franchised 
businesses.

The results have been collated from 160 Australian franchise 
CEOs, representing more than 22,000 locally owned franchised 
small businesses. The responses relate to proposed reforms 
to the Fair Work Act, which will create a contingent employer 
liability for franchisors when they fail to take reasonable steps to 
prevent workplace relations breaches by their franchisees.

The survey identified that:

• franchise systems would need to undertake a significant 
amount of additional work across a range of identified 
measures if the legislation is introduced

• 54 per cent identified a significant additional cost and 
change to existing business practices

• 71 per cent expected costs of the actions over the first 
12 months to exceed $20,000, with a further 22 per cent 
anticipating costs greater than $100,000

• 17 per cent would need to fundamentally review whether or 
not they would continue with a franchise model

• four per cent said they would cease franchising. 

It has been a frustrating debate, particularly when the data 
published by Griffith University and IBISWorld shows that 
franchising is growing between 2.5 per cent and 3.1 per cent 
per annum, and these reforms will potentially slow growth in 
the franchise economy, reduce employment opportunities and 
impact investment.

The fundamental strengths of franchising – that ability to be in 
your own business, but not be on your own, supported by good 
franchise systems that provide help and assistance to ensure 
that franchisor success comes from the success of franchisees 
– are now being used against the system to build the case that 
if a franchisor can control the price of a product, the colour of a 
uniform or the food on a menu, then they should be potentially 
liable for the employment practices of their franchise partners.

The lack of understanding about franchising is not restricted to 
politicians; it exists well into the community, and we all need to 
advocate and educate broadly on the benefits of the franchising 
business model. 

This can start with the education of franchise partners, and 
cascading that training and knowledge down to the employees 
of the franchise partners. A study conducted in the 
United States by the International Franchise Association (IFA) 
identified that employees working in a franchise business 
failed to understand that they were employed by local small 
businesses and not the ‘brand’. If we educated the 460,000 
people working in the 79,000 local, small business franchises, 
that would be a great start to getting the message out there. If 
you want more information about what the IFA has been doing, 
have a look at this video: www.atourfranchise.org/resource/
educate¦my¦employees¦about¦franchising.

Franchise Intelligence – building a smarter future 
The National Franchise Convention (NFC) is a fantastic 
event that allows you to network with your peers, and create 
pathways for collaboration and knowledge sharing. The event 
provides a range of informal networking opportunities across 
the three¦day program. 

Tickets are available to purchase at nationalfranchiseconvention.
org.au, and already it is shaping up to be a fantastic event. 
This year, the event will take place in the Gold Coast from 
8–10 October, and it will include the thought¦provoking theme, 
'Franchise Intelligence – building a smarter future'. The program 
was developed with the support of franchisors and service 
providers in the sector to create forward¦looking topics, and 
to help franchising systems identify the key developments in 
leadership, technology and other operational needs that will 
propel your business forward. 

This is an unrivalled opportunity for attendees to build their 
knowledge about key franchising topics, but also for franchises 
to share their success stories and learnings with members of 
the franchise community. The most important conversations 
are the ones that occur in a social environment and are 
characterised by honesty, generosity and candour, and we 
have once again structured the program to create plenty of 
those opportunities. 

We are proud to continue to showcase the success of 
franchising in Australia, with the prestigious MYOB FCA 
Excellence in Franchising Awards concluding the conference. 

Join us in this thought¦provoking, inspiring, big and ultimately 
invaluable Australian franchising event: the National Franchise 
Convention 2017.     

The lack of understanding about franchising is not restricted to 
politicians; it exists well into the community, and we all need to 
advocate and educate broadly on the benefits of the franchising 
business model



Deliveroo began as a start-up in London back in 2013. It was 
created with one mission in mind: create the best food 
delivery experience in the world by delivering top-quality, 
great-value food, straight to where it’s wanted. 

Today, the award-winning delivery service works with over 
20,000 best-loved restaurants globally. Its fleet of over 30,000 
riders operate across 140 cities in 12 countries, including 
Australia. 

Australians are already eager to call Deliveroo their own since 
its launch in Australia in late 2015. It currently operates in 
Sydney, Melbourne, Brisbane, Gold Coast, Perth, Adelaide and 
Canberra. Fundamentally a food delivery tech business, 
Deliveroo connects customers who want great food with 
awesome restaurants. And now, Deliveroo is looking for more 
restaurants to be part of Australia’s food delivery revolution.

‘With more than 3,000 restaurants now using Deliveroo in 
Australia, we’re keen to help more restaurants get on board 
and grow their business,” said Levi Aron, Deliveroo Australia 
Country Manager. 

Deliveroo helps restaurants grow their business, reach more 
customers, and boost profitability by ordering delivery 
without the need of them having to outlay on their own 
delivery service. 

Because of this, restaurants can keep focused on making 
delicious food while Deliveroo delivers to hungry customers 
at home or at work. Food delivery helps restaurants make 
better use of their existing kitchen facilities and sta�, as well 
as drive new business during quieter times of the week. 
Restaurants using Deliveroo report a growth in orders and 
revenue increases of up to 30 percent. 

Vanessa Rowed, Oporto Head of Marketing was quoted as 
saying “Delivering what the customer wants is top of mind for 
us here at Oporto and o�ering delivery was a priority. 
Deliveroo enabled us to o�er this service across select 
restaurants in Sydney with ease. It was exciting to see the 
orders come through immediately, customers loved being
 able to get their flame grilled chicken and burgers delivered 

on demand and our franchise 
partners have enjoyed the growth in weekly sales revenue.” 
Guzman Y Gomez Founder Steven Marks said, “GYG’s partner-
ship with Deliveroo enables us to bring our anywhere, anytime, 
anyhow strategy to life. Deliveroo is yet another delivery 
channel driven by  technology that makes GYG more accessi-
ble and convenient to all.” 

He continued, “Deliveroo’s platform and quality controls are 
integral to the overall customer experience in the delivery 
channel. Optimising delivery times, increasing basket size and 
creating demand-based o�ers is where we are now looking 
to drive growth and we’re excited by the results so far.” 

In addition to providing customers delicious meals at home, 
Deliveroo’s focus also includes workplaces. 

An initiative that is proving popular is Deliveroo for Business, 
where employers set up a Deliveroo account to provide great 
food from local restaurants for their sta� at work. 

Responding to this growing demand for food delivery in the 
workplace presents a real growth opportunity for restau-
rants.

 “Whether it is sta� working late in the o�ce on a big project 
or just getting the team together for a morale-building lunch, 
having restaurant quality food available in the workplace is 
really taking over and creating new business for our restau-
rant partners.” Levi Aron said. 

He then added, “Deliveroo partners have the opportunity to 
be part of our national marketing campaigns, including 
innovative and targeted creative activities that help to grow 
brand awareness and generate new business.” 

Try Deliveroo for yourself by visiting the website (https://deliv-
eroo.com.au) or download the app, which is available on 
iPhone and Android. 

To find out more about partnering with Deliveroo, call 1800 
ROO ROO (1800 766 766)

Deliveroo, the food delivery service for 
Australia’s most-loved restaurants, is 
helping businesses win new customers 
and generate more revenue.

How Deliveroo is driving 
the growth of on 
demand food delivery 
in Australia
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“
More than 3,000 of Australia’s 
best restaurants are already 

making the most of the
opportunities Deliveroo 

o�ers
”

-Deliveroo Australia Country Manager 
Levi Aron

‘Delivering what the customer wants is top of mind 
for us here at Oporto and o	ering delivery was a 
priority. Deliveroo enabled us to o	er this service 
across select restaurants in Sydney’ 
-Vanessa Rowed, Oporto Head of Marketing

 ‘Having our own Deliveroo Account Manager means 
that we always have somebody on hand to help us 
maximise the potential of our partnership.’ 
-Matt Jones, Sales & Operations Manager

‘GYG’s partnership with Deliveroo enables us to 
bring our anywhere, anytime, anyhow strategy 
to life. Deliveroo is yet another delivery 
channel driven by technology that 
makes GYG more accessible and 
convenient to all,” 
-Steven Marks, Guzman Y Gomez 
Founder 
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Taking baby 
steps

BY CLAIRE GAYNOR
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The Franchise Review sat down with  
Becky Hughes, Director and Founder of 
Baby Sensory Australia and New Zealand, 
to chat about the challenges of bringing an 
international franchise to the other side of 
the world.

The Franchise Review (TFR): Tell us about how you got involved 
in Baby Sensory. What is your background, and what was the 
main drawcard for you?

Becky Hughes (BH): Growing up in a family of small business 
owners, I had developed an entrepreneurial streak, and a 
desire to develop and grow a business that would make a real 
difference to people.  

Baby Sensory was still fairly new to the United Kingdom when I 
attended its classes with my first son in 2008. From the outset, 
I was impressed by the professionalism, quality, structure and 
creativity of the program – and classes were so much fun! 
For one hour each week, I could focus solely on my baby in a 
supportive setting, while also having the opportunity to meet 
other parents, and build new social and support networks.

Our family was planning to relocate from the United Kingdom 
to Australia in 2009, and I knew that this was a fantastic 
opportunity to share my Baby Sensory experience with other 
families. It would also give me the chance to grow a successful 
business, and balance a rewarding career with raising our 
young family.

After discussions with Baby Sensory Head Office in the  
United Kingdom, and in¦depth research into the baby and 
toddler activity market in Australia and New Zealand – which 
identified an opportunity in the market for a class such as 
Baby Sensory – I acquired the international franchise rights 
for the program, and Baby Sensory Australia and New 
Zealand was launched!

TFR: What were the unique challenges involved in bringing a 
franchise from the United Kingdom and establishing it in a new 
country such as Australia?

BH: One of the most significant differences between running 
a franchise in Australia versus the United Kingdom is the 
geographical size of the territory. Baby Sensory is based in 
Western Australia, so when we need to communicate with 
franchisees in New Zealand, we need to consider a potential 
five¦hour time difference!

We have developed a structure with regional master franchisors 
who are responsible for the day¦to¦day management of 
franchisees. This enables us to provide timely support to our 
team, ensure class consistency and quality, and leverage local 
knowledge, which is key for marketing our classes to families 
around the country.  

We utilise digital technology to facilitate communication with 
our team. Regular group Skype calls with our regional master 
franchisor team enable us to share knowledge and discuss 

future plans. Closed networking groups enable our franchisee 
team [members] to communicate with one another, not just 
within Australia and New Zealand, but with other  
Baby Sensory class leaders globally, as well. This enables the 
team to share knowledge and best practice, and provide peer 
support. As a result, Baby Sensory has an amazing culture 
of supportiveness, so although each individual franchisee is 
running their own business, they feel an integral part of the 
wider Baby Sensory team.

TFR: How have you grown the Baby Sensory brand in Australia?

BH: Our growth has been largely organic due to customers 
having a fantastic experience when they attend classes with 
their own baby. More than 85 per cent of our franchisees and 
class leaders have either attended Baby Sensory themselves 
and wanted to share their experience with others, or had a 
friend who loved it and recommended the program. 

Similarly, much of our customer growth has been through 
word¦of¦mouth and customer recommendations. Parents 
actively look for activities to share with their baby, and many 
will make their initial buying decision based on the experience 
of a friend or relative, or a customer review on one of our 
Facebook pages.

Becky Hughes at the What's on 4 Junior Awards
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In 2014 and 2016, we were named as Best National Baby and 
Toddler Activity 0–2 years at the prestigious children’s activity 
industry awards, What’s On 4 Junior. This has added significant 
credibility to our brand, and demonstrates the quality of the 
Baby Sensory program.

TFR: What is Baby Sensory’s point of difference from other child 
development classes?

BH: Parents are hungry for information on how to give their 
baby the best start in life, and often encounter conflicting 
information about ‘what is best’.

Baby Sensory is a research¦based program developed in the 
United Kingdom by child development expert Dr Lin Day, 
and is based on more than 30 years of training, research and 
networking in the child development and education sector. 

The Baby Sensory program has been developed specifically 
for babies from birth to 13 months. Our lesson plans are highly 
detailed, and every activity has been tried and tested over a 
number of years. Lesson plans are regularly updated to ensure 
that they are in line with advances in understanding of early 
learning and development.

Each Baby Sensory session contains a variety of fun activities 
designed to stimulate all of a baby’s senses, providing ideas for play, 
massage, tummy time, movement, language development, visual 
development, hand¦eye coordination, music and much more.

Activities are supported by research¦based developmental 
information, which is explained in a clear and concise manner 
by the class leader. Our passion for baby development, 
combined with excellent lesson plans and program support, 
allows parents to be empowered with knowledge regarding their 
baby’s development, and gives them confidence to continue 
their baby’s learning at home.

TFR: How do you recruit franchisees? What do you look for?

BH: We have a structured and thorough recruitment process 
that incorporates the provision of business and investment 
information to prospective franchisees; an application and 
business planning stage; the shadowing of experienced class 
leaders; phone and Skype interviews and calls; and a class 
leader audition stage where the applicant gets the opportunity 
to experience how it feels to be sitting at the front of a class.  
We want to ensure that all of our prospective franchisees 
have a realistic understanding of the franchisee role, and the 
expectations of a Baby Sensory franchisee.

Without a doubt, the most important factor for the success of 
a Baby Sensory franchisee is their passion, dedication and 
commitment to providing an exceptional experience to the 
babies and parents who attend their classes.

Throughout the recruitment process, we look for applicants 
who demonstrate a real passion for early learning and 
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development, and for the Baby Sensory ethos. The application 
process enables us to identify an individual’s strengths, as well 
as areas where they may need some development, so we can 
provide targeted support and guidance to help them launch 
and grow their business successfully.

TFR: What kind of training do you provide for new franchisees?

BH: We are committed to making every class a success for 
our franchisees, and we do this through our comprehensive 
training and mentoring process.

Franchisees attend an initial three¦day training event, which 
is facilitated by experienced Baby Sensory class leaders. 
This hands¦on course covers all aspects of running classes, 
classroom management, equipment care, how to interpret and 
follow the lesson plans, and an introduction to baby learning 
and development.  

Our business training takes franchisees through the business¦
planning cycle, introduces them to our internal systems, and 
discusses the importance of budgeting and solid financial 
management and record keeping. We discuss various 
marketing channels, and franchisees are encouraged to 
develop a marketing plan to launch and grow their business in 
their territory.

Throughout the training process, franchisees are also 
encouraged to shadow experienced class leaders as much as 
possible, to learn best practice as well as practical classroom 
management skills.

Our support continues beyond the initial training to give 
franchisees the best possible chance to develop a successful 
Baby Sensory operation in their territory. Every franchisee 
receives the support of an experienced regional franchisee to 
guide and mentor them as the business grows, and we believe 
that training is an ongoing process. Through the ongoing 
sharing of knowledge, experience and best practice, the whole 
team can learn and develop from each other’s successes.

TFR: What health and safety challenges must a franchise such 
as Baby Sensory tackle?

BH: Everyone has a right to be safe and protected when they 
come into a Baby Sensory class – whether it's a parent and 
their baby attending a class, or the class leader facilitating it.  

Quality extends throughout the Baby Sensory program, and 
we are committed to making sure that our equipment is clean 
and beautiful for every baby. We have a systematic cleaning 
schedule to ensure that all items are cleaned thoroughly 
and regularly. Our franchisees use natural cleaning products 
to minimise the exposure of babies to potentially harmful 
chemicals, and remove any damaged or soiled equipment 
as soon as they are aware of it. Equipment is chosen for its 
suitability for use in a classroom setting, and consideration 
is given to the design, construction and chemical content of 
our equipment, ensuring that it is safe and developmentally 
appropriate for our babies.

Our lesson plans are highly detailed, and our class leaders are 
trained to ensure that they provide guidance to parents on safe 
handling of their babies during an activity, to prevent injury to 

either themselves or their baby. Instructions are also provided 
on how to use equipment safely and effectively.

As health and safety is a priority, we have engaged the 
services of external work health and safety (WHS) experts so 
that our franchisee team has access to clear, consistent and 
comprehensive WHS advice, should it be required.

TFR: What are your hopes for the future growth of Baby Sensory?

BH: The future of Baby Sensory is bright, and we are looking to 
continue our expansion across Australia and New Zealand so 
that we can provide all parents across both countries with the 
opportunity to bring their children to a Baby Sensory class.

In February 2017, we launched our new toddler program, 
Toddler Sense, and we hope to incorporate several other early 
childhood programs into the Baby Sensory offering over the 
coming years.

It is our ultimate aim that Baby Sensory becomes known as 
the leader in early childhood education, and as the provider of 
innovative, fun and high¦quality programs that support the natural 
learning and development of our children in the early years, and 
provide a resource for support and education for parents.

I am also looking forward to celebrating our 10¦year anniversary 
with our team in 2020 – this will also give us all an opportunity 
to reflect on our success so far, and look forward to the next  
10 years!     
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THE EVOLVING CUSTOMER

Today, the make�or�break aspect of any brand is the service 
it offers to its customers. Thanks to the rise of social media, 
a customer’s voice is now louder than ever, and a brand that 
doesn’t proactively acknowledge a customer or respond to 
feedback can be left behind. 

When Boost Juice opened its first store in King William Street 
in Adelaide 17 years ago, customer service was its key point of 
difference. The end�to�end Boost Juice in�store experience – 
its energy, passion and love�life ethos – were developed purely 
with the customer in mind. 

With 270 Australian and 190 international stores now 
operating, Boost’s Founder, Janine Allis, says the brand’s 
evolving goal has always been to provide consistency and get 
the customer experience right. ‘If our customers do not like 
their smoothie or juice, we are happy to change it. Nothing is 
too much trouble. I want Boost to be the business that other 
businesses strive to be when it comes to customer service,’ 
says Allis.

Allis also says that one of the biggest challenges when the 
brand was developing and expanding was finding out if, why 
and when stores were not delivering exceptional customer 
service. Boost’s answer was to implement their ‘customer 
service guarantee’. 

Sketched on the exterior of each store, the guarantee promises 
that each Boost store will use only the best quality products, 
replace the smoothie or juice if the customer is unsatisfied, 
ensure that each customer leaves feeling just that little bit 
happier, and offer the Boost Support Centre’s Customer Service 
team’s contact details if requested. 

Boost also believes that implementing a global customer 
service strategy is imperative in any successful retail business. 
Their in�house Customer Service team are online six days per 
week and pride themselves on acknowledging, responding to 
and resolving customer or franchise�partner feedback within 
one business day. This proactive customer service philosophy 
is also an essential module of Boost’s partner training program, 
and all Australian and international Boost franchise partners 
are required to respond to customer feedback within the same 
time frames.

Being one of Australia’s expert customer service brands, 
Boost has juicy plans to evolve further in 2017. Boost’s 
General Manager, Claire Lauber, believes that ‘brands that 
have a reactive approach to addressing feedback may be too 
late when it comes to identifying in�store issues’. In addition 
to its award�winning ordering app, Boost has a new service 
rating system, which it rolled out in April 2017. Similar to 
Uber’s rating system, the Boost app now allows customers to 

How Boost Juice has changed Australia’s customer service landscape.

Boost’s General Manager, Claire Lauber and Chief Technology 
Innovation Officer, Christian McGilloway accept the ‘Innovation Initiative 
of the Year’ award

502062E_Boost Juice I 2334.indd   1 26/05/2017   11:54 AM
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immediately rate and provide feedback on their in�store and 
product experience for selected stores.

The implementation of such proactive initiatives is a testament to 
why Boost Juice was the recipient of the Innovation Initiative of the 
Year Award at the April 2017 Retailer Awards, and the runner�up 
in the Online Customer Experience of the Year category. 

Boost’s digital presence has skyrocketed in the past few years, 
and the brand endeavours to remain a leader in the digital 
quick service restaurant (QSR) space for many years to come. 
Boost was also successful at the 2016 Customer Service 
Institute of Australia Awards, winning the Friendly Award for its 
holistic service principles and beliefs.

Lauber also proudly remarks that ‘Boost are not afraid of doing 
retailing differently, and are known in the retail market for being 
generous’. Boost repeatedly rewards its customers with free 

products for their brand loyalty and birthdays, and for dressing 
up or participating in national promotions and themed events. 

Boost’s enthusiastic approach to customer service is not only 
part of the Support Centre and franchise�partner culture, but 
is instilled in each Boostie (staff member) before they even 
commence their first shift in store. Boosties are required to 
read and complete online modules regarding product recipes 
and their nutritional benefits, in case they are questioned by a 
customer. They are also encouraged to embody the brand’s  
love�life ethos and enjoy their time at work. Boost was also one 
of the first Australian retail brands to personalise the service 
experience by asking for customers’ names and announcing their 
orders rather than providing a standard transactional experience.

2017 is set to be another exciting year for Australia’s favourite 
smoothie and juice brand, as it clearly only has plans to evolve, 
improve and break more retail and customer service records.    

Lauber also proudly remarks that “Boost are not afraid 
of doing retailing differently, and are known in the retail 
market for being generous”. Boost repeatedly rewards 
its customers with free products for their brand loyalty 
and birthdays, and for dressing up or participating in 
national promotions and themed events 

Boost’s App and their new Customer Service Rating System

502062E_Boost Juice I 2334.indd   2 2/06/2017   12:19 PM
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The Franchise Review (TFR): You’re a busy woman! What are 
your tips and tricks for balancing a good lifestyle and not 
getting caught up on being ‘perfect’, ‘having it all’ and the 
pressures that come with social media?

Olivia Ruello (OR): Balance is never easy! I don’t aspire to have 
balance; I know that at certain times, some things are always 
more dominant in your life and the scales can tilt a little more 
than you’d like. That’s life! In terms of being perfect and having 
it all… well, that is all a myth, right?! 

One of my favourite quotes is: ‘Be kind, for everyone you meet 
is fighting a battle you know nothing about’. So, when I see 
‘superwomen’ on Instagram, I think about this quote and know 
that a one¦second photo in someone’s day is not a reflection of 
their life. 

TFR: Did you have a mentor when you were first starting out? 
Who were they, and how did they help you to succeed?

OR: I have had many mentors over the years. Different people 
have supported me in various ways. Where possible, I believe 
in surrounding yourself with as many mentors as possible. My 
greatest mentor has been a woman I worked for previously, who 
showed me that being human and authentic and vulnerable was 
not only the best way to be in life, but also made business sense, 
particularly in any sort of leadership role. She taught me that I 
didn’t need to be anything other than myself. That was enough. 

TFR: What was your biggest mistake, and how has it helped you 
to change the way you work?

OR: My biggest mistake was not backing myself when I was 
younger and first entering the workforce. No¦one is going to 

Women in focus
Having taken on the role of CEO of Business Chicks in early 2016, Olivia Ruello is all  

about connecting women in business. The Franchise Review spoke with Ruello  
about the importance of mentors, who she looks to for inspiration, and why women  

need to grab opportunities when they come knocking.

AN INTERVIEW WITH OLIVIA RUELLO, CEO, BUSINESS CHICKS
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back you if you don’t first back yourself. I think that I would 
have perhaps made a few slightly different decisions if I trusted 
that I had something to contribute. But I don’t have any regrets. 

TFR: What woman inspires you, and why?

OR: A community leader I met in India called Badam Devi. 
She was a ward member in her local village in a rural area of 
Rajasthan. Against all odds, she was boldly creating change for 
herself, her family, her village and the broader community. She 
was showing women and girls that it was possible to fight and 
win, and to expect basic human rights like access to schools 
for girls and safe sanitary solutions, and building toilets in her 
village. She demanded the closure of shops selling alcohol so 
that the men didn’t get drunk and abuse women. She didn’t 
accept that because life had always just been that way for 
women in her community it should remain that way; she said 
change and hope were not only possible – they were a reality. 
She is my hero. 

TFR: What was your dream job as a kid?

OR: A teacher. I had a little classroom set up at the back of my 
house with some makeshift desks. My favourite treat from my 
mum would be packets of stickers that said things like ‘well 
done’, or gold stars. 

TFR: What challenges have you faced as a woman in the 
business sector?

OR: I think the greatest challenge has been overcoming the 
perception that kindness equates weakness; that if you smile, 
and are warm and caring, you aren’t serious about business – 
and that couldn’t be further from the truth. I’ve always made 
sure that I never change to accommodate anyone else’s ideas 
around this. I prove myself through outcomes. 

TFR: What advice do you have for women who are starting  out 
in franchising or small business? 

OR: Passion alone isn’t enough. You need to build that 
resilience muscle and be able to not only deal with knockdowns 

and challenges, but also be able to move through them, dust 
yourself off and know that tomorrow is a new day. It won’t be 
easy, but stay true to your purpose and it will pay off! 

TFR: Do you have any tips or strategies for women who need 
help navigating the small business sector?

OR: Surround yourself with people who believe in you. Build 
your tribe. Always have at least one woman in your life who tells 
you the truth no matter what. Seek advice and peer¦to¦peer 
mentoring, where possible. You are not alone, and you should 
seek to travel your journey with as much support as possible. 

TFR: What opportunities do you think are out there for women 
in business, and how can they take advantage of these?

OR: Gosh, the opportunities are endless. You just need to 
grab them. I think that women collaborate very well, so seek 
opportunities to build strategic relationships and partnerships 
with other business owners. Work those amazing relationship 
and developer skills that a lot of women have. Network! Never 
stop building and growing your network. 

TFR: What do you foresee for the future of franchising, and how 
can a more diverse franchising sector have positive outcomes?

OR: I think that any business that is adaptable, moves fast to 
predict future trends and embraces technology has the chance 
to be successful. So, as franchising evolves and diversifies, 
I would imagine that we will see more agility in the sector. 
Embrace social media as a way to have direct conversations 
with your customers. Don’t fear it!     

T H E  F R A N C H I S E  R E V I E W
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BY NICK ARVANITIS, HEAD OF WORKPLACE RESEARCH AND RESOURCES, BEYONDBLUE

Indeed, the case for creating mentally healthy workplaces has 
never been clearer – businesses of all sizes that promote the 
mental health of workers are more productive, profitable and 
likely to retain staff.

A person’s mental health is not fixed or static during their lives; 
it can move back and forth along a continuum, from positive, 
healthy functioning, through to severe symptoms of a mental 
health condition. At any given time, one in five Australian 
workers is likely to be living with a mental health condition. 
Although many of these workers manage their conditions 
without it affecting their work, others may have reduced 
productivity, taken more days off, and even submitted workers’ 
compensation claims if their condition is work¦related. 

But organisational leaders and business owners can take 
simple, effective and low¦cost actions to create a mentally 
healthy workplace. 

The Heads Up website, a beyondblue initiative developed in 
conjunction with the Mentally Healthy Workplace Alliance, 
provides organisations with practical tools and guidance to 
create mentally healthy workplaces, and to respond to mental 
health issues in the workplace.

To coincide with World Day for Safety and Health at Work, 
Heads Up recently released its free interactive training 
resource, ‘Managing Mental Health Risks at Work’, which 
can help both employees and managers to better cope with 
stress at work. The training module allows employees and 
managers to assess common workplace scenarios that can 
impact the mental health of employees. The module gives 
the user options for exploring different actions, and provides 
valuable insights for employees and managers into the best 
approaches and likely outcomes.  

Managing mental health 
in the workplace

When it comes to explaining the benefits of a mentally healthy workplace, the numbers 
speak for themselves. For every dollar that a business spends on creating a mentally healthy 
workplace, an average positive return of $2.30 will be achieved, according to research by PwC.

T H E  F R A N C H I S E  R E V I E W
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Common scenarios covered by the module include workplace 
bullying, the impact of poorly defined work roles, poor management 
of organisational change, high¦stress interactions with 
customers and stress as a result of working long hours.  

The release of the resource coincided with the publication 
of new data from Safe Work Australia, which shows that the 
median workers’ compensation payment for serious  
mental health–related claims was $24,500 between 2008–09 
and 2014–15, compared to $9200 across all serious claim 
types over the same period.

The figures also show that although serious mental health–
related claims account for less than 10 per cent of all serious 
claims, they leave workers on the bench for longer.

Serious mental health–related compensation claims resulted in 
14.8 weeks off work, compared with 5.4 weeks for all serious 
claim types, according to the data.

One of the key factors that can contribute to poor mental health 
in employees is simply working excessive hours, particularly 
when they are ongoing.

Some recent research conducted by beyondblue shows that 
only 12 per cent of employees and 19 per cent of managers 
agree that their workplaces are definitely managing excessive 
hours so that workers can cope effectively. 

It’s important to note that there are many other risks, too. For 
example, employees being unclear on what their roles are and 
what’s expected of them can create stress. Our research shows 
that less than half of managers and only around one¦third of 
employees feel that there are clear job descriptions for roles in 
their workplaces. 

Every business or organisation is unique and needs to identify 
the actions that address their specific situation. A one¦size¦fits¦
all approach does not exist, but there are some important steps 
that all organisations should take.

First of all, business leaders – be they senior managers in 
medium or large companies, or owners of smaller businesses 
– must demonstrate their long¦term commitment to improving 
the mental health of those in their workplace. They should start 
by understanding what mental health activities are currently 
in place in their organisation, and should ask staff about the 
key mental health risks that need to be addressed. Actions 
to promote a mentally healthy workplace then need to be 
identified and implemented in collaboration with staff to get the 
best results. These actions need to be reviewed and modified 
or improved if necessary.    

To learn more about making your workplace mentally healthy, and to 
access the free and simple ‘Managing Mental Health Risks at Work’ tool, 
visit headsup.org.au/beyondblue-resources.
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Here are 10 tips that owners and managers of businesses 
of all sizes have found useful:  

1. Clearly demonstrate your business’s commitment 
to creating a mentally healthy environment for your 
employees. Engage your employees, and work with 
them to identify strategies to address mental health 
risks in the workplace.

2. Ensure that everyone is educated about mental 
health. Sharing information and resources through 
the intranet, emails, common areas and at team 
meetings helps to create understanding among 
employees. 

3. Reduce stigma about mental health conditions. If 
mental health is spoken about freely, staff members 
are more likely to feel that they can approach 
a colleague, employer or manager if they are 
experiencing depression, anxiety and  
workplace stress.

4. Build the skills and confidence of managers to 
approach employees that they may be concerned 
about. Make use of free Heads Up resources and 
display posters around the workplace. 

5. Gather input from employees on how they do their 
work. Your people have direct insights and they 

can help to identify how to best complete tasks and 
tackle problems.

6. Help staff with mental health conditions to seek 
treatment and support. Encourage all employees to 
access services, support lines and websites if they 
are unwell, and to talk about their situation with 
their manager if they feel comfortable to do so. 

7. Support employees with mental health conditions to 
stay at, or return to, work. Develop and implement 
simple stay¦at¦work or return¦to¦work plans, tailored 
to employees’ needs.

8. Ensure that there is zero tolerance for bullying. 
Develop formal and informal confidential complaint¦
handling processes for employees to report poor 
behaviour. Deal with any cases of bullying or 
harassment quickly and fairly.

9. Monitor workloads and work hours so that 
employees are not regularly working long hours, 
taking work home or working through breaks.

10.Provide clarity on roles and responsibilities with 
up¦to¦date job descriptions and opportunities 
to provide regular two¦way feedback between 
managers and employees.    

10 tips for a mentally healthy workplace
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SUPERFRIEND SUPPORTING 
AUSTRALIAN BUSINESSES ON 
WORKPLACE MENTAL HEALTH

SuperFriend’s groundbreaking work on mental health is 
helping employers create workplaces where staff thrive and the 
community benefits.

The national mental�health promotion foundation, unique to 
Australia, and supported by REST Industry Super among other 
superannuation funds, is a valuable resource for business. 
Reducing mental health risks can lift staff productivity, 
and lower absenteeism, employee turnover and workers’ 
compensation claims.

‘Every organisation must ensure a mentally healthy 
workplace,’ says SuperFriend CEO, Margo Lydon. ‘Any 
company with at least two staff will deal with an employee 
who has a mental health condition or is at risk of one, or has 
some life challenges, at some point. Companies must tackle 
this early and ensure that workplace practices support mental 
health and wellbeing.’

Damian Hill, CEO of REST Industry Super and Chair of 
SuperFriend, says: ‘Workplace mental health and wellbeing 
is emerging as a key factor essential to the success and 
sustainability of industry. Increasingly, employers are 
understanding the return on investment and the benefits 
for workers and their organisation when they invest in a 
strategic approach to workplace wellbeing’.

Hill adds: ‘Many employers share with us that they need some 
guidance and support in how to create a mentally healthy 
workplace, as it is still a relatively new area for employers. 
This is the focus of SuperFriend and its workplace programs. 
REST is proud to support SuperFriend, to engage with 
employers to influence real change in workplace mental 
health and wellbeing, and add value to the lives of our 
members and their communities’.

Workplace mental illness is a silent epidemic. About 
one in five workers experience mental health challenges 
each year, and half of all Australian employees have left 
a job because of poor mental conditions, according to 
SuperFriend research.

Untreated mental health conditions are estimated to cost 
$10.9 billion annually for Australian business. ‘Mentally 
unhealthy workplaces are a huge cost to individuals and 
employers, and they significantly impact families and the 
community,’ says Lydon.

Yet too many companies ignore this issue, often focusing only 
on physical health and safety risks, and ignoring mental health 
risks. ‘Some companies think they’ll open Pandora’s box if they 
start talking about workplace mental health issues,’ says Lydon. 
‘Instead of being proactive about workplace mental health, they 
only react when costly problems emerge.’

Small business and mental health risks
Small business owners, such as franchisees, are particularly 
vulnerable to mental health issues in the workplace, says 
Lydon. ‘Business owners who are stressed are not always 
the best at asking for help when they feel mentally unwell. 
But the mental health of a franchise workplace relies on the 
owner’s mental wellbeing. Franchisees should encourage a 
conversation around workplace mental health, to ensure that 
everyone in the business is supported and able to thrive.’

SuperFriend, celebrating its 10th anniversary this year, has 
helped hundreds of companies take a consistent, whole�
of�business approach to implementing mental health and 
wellbeing (MHW) strategies. ‘We’ve helped large, medium and 
small organisations achieve tangible, sustainable results with 
MHW initiatives,’ says Lydon.

SuperFriend provides several evidence�based tools for 
business. The Wellbeing Works program is a 90�minute 
assessment that works with a cross�section of the firm’s 
employees to determine the organisation’s opportunities and 
threats in mental health issues, and identifies the next practical 
steps in creating a mentally healthy workplace.

The Mental Health and Wellbeing Training for Staff and 
Managers program is a psychologist�facilitated seminar (three 
to six hours) that provides employees with the confidence, 
skills and strategies to ensure that they are safe, supported 
and productive at work.

Other SuperFriend programs include online e�learning modules 
to help employers and staff manage bereavement, grief and 
loss; and the Mentally Healthy Retirement program seminar to 
help employees transition to retirement.

‘SuperFriend’s programs and resources cater for all types of 
organisations, managers and employees,’ says Lydon. ‘They 
range from short online modules to longer psychologist�
facilitated seminars. We continue to receive very positive 
feedback on the quality of our programs.’

Franchises have much to gain from creating optimal conditions for employees. 
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Proud history of supporting Australian business
SuperFriend was established in 2007 after a group of industry 
superannuation fund CEOs acted to reduce mental health 
risks in the workplace. Insurance claims through super funds 
highlighted the growing risk of mental illness and suicide 
among members. 

‘Industry super funds, to their credit, saw they could make a 
difference to workplace mental health in Australia,’ says Lydon. 
‘They wanted employers to adopt the latest MHW strategies 
to prevent mental illness and suicide, and provide positive 
outcomes for members, companies, the community, funds 
and insurers. It was a great example of the industry working 
together to create economic and social value, and caring for 
their members.’

The result was SuperFriend, a not�for�profit foundation that 
is unique in the world. SuperFriend’s point of difference 
was its establishment and funding through a partnership of 
superannuation funds and life insurers. 

When Lydon joined as CEO in 2010, SuperFriend had three 
staff and annual revenue of $1.2 million; today, SuperFriend 
has 18 staff and $4 million in annual revenue. Twenty�two 
industry and all profit�to�member super funds, and seven 
insurers, partner with SuperFriend, providing access to 
750,000 employers and more than half of the country’s 
11�million working population.

‘SuperFriend has been privileged to help thousands of 
Australians improve their mental wellbeing,’ says Lydon.  

‘In doing so, we’re helping our partners, like REST Industry 
Super, provide a service for members throughout their entire 
life, and helping employers build better workplaces.’

Innovation driving growth
SuperFriend has significant momentum. Lydon wants to 
increase the range of programs over the next five years and use 
emerging technologies to provide innovative content format and 
delivery. ‘We want to make it easier for employers to access 
programs that are online, face�to�face or a combination of the 
two. And help as many people as possible.’

SuperFriend, says Lydon, wants to get its message out to 
the small enterprise. ‘We have this terrific resource available 
for franchisees who understand the relationship between 
workplace mental health and employee productivity. Staff who 
are happier and healthier have higher output because they like 
coming to work each day.’

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

Lydon adds: ‘There are so many long�term benefits from 
mentally healthy workplaces. But it only happens if small 
business takes the initiative on this issue. Employees have 
much higher expectations for mentally health workplaces. Any 
business that ignores this issue is falling behind and potentially 
creating significant long�term risk’.    

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

SuperFriend CEO, Margo Lydon
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  The envy of the 
wellness industry

Massage Envy originated in the United 
States in 2002, and today operates 1170 
clinics across the United States, which 
are open seven days a week and service a 
member base of more than 1.6 million. 

Anytime Fitness Co¦Founder and Massage Envy Australian 
master franchisor Justin McDonell brought the franchise into 
the Australian market in 2016 after seeing its tried¦and¦tested 
model as a great fit for Australian consumers. McDonell says, 

‘After experiencing the Massage Envy offering firsthand in the 
United States and seeing the success of the franchise, this was 
something I knew would add value to the Australian market, 
and it was something I absolutely wanted to be a part of’.

A new membership model
Massage Envy has filled a gap in the market by making 
massage more accessible to more people through a monthly 
membership service similar to that of a gym membership. 
Rather than viewing therapeutic massages and skin care as 
indulgences, Massage Envy emphasises that total body care 
should be an integral part of everyone’s wellbeing routine. 
Massage Envy has adopted a 12¦month membership structure 

BY ANNE¦SOPHIE PALMER, FRANCHISE SUPPORT & PERFORMANCE MANAGER, MASSAGE ENVY
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to ensure that massage, skin care and the upcoming Total 
Body Stretch service become a regular part of each member’s 
schedule. For $79 per month, members can enjoy the 
cumulative health benefits of a quality, customised treatment 
each month.  

Massage Envy has identified three key consumer types, 
including:

• Suburban elite – The most prosperous and desirable family 
households in Australia

 » Key features: families, older children, expensive 
properties, highly desirable suburbs, educated and living 
in metropolitan areas.

• Long¦term luxury – Settled empty¦nester households 
situated in the wealth belt of major cities

 » Key features: empty nesters, longer¦term residents, 
owned houses, large incomes, high property prices and 
financial products.

• Successful spending: High¦spending young families in 
highly desirable suburban locations

 » Key features: families, school¦age children, managers 
and professionals, wealthy city suburbs, prosperous and 
financially astute.

The business’s offering is all about making regular massage 
and skincare services a routine by providing them at an 
affordable price and delivering them in a highly professional 
clinic with convenient operating hours. The business model 
provides a consolidated and united brand to a fragmented 
market, bridging the gap between high¦end hotel spas and 
more budget¦friendly massage parlours.

A rapid growth model
Massage Envy Australia currently operates two sites; one in 
Lane Cove and one in Paddington, New South Wales, with 
plans to open two additional clinics by the end of 2017, and 
150 clinics (predominantly in metro locations) within the next 
five years. The overall strategy for the franchise expansion is to 
grow relatively quickly over the next five years to increase the 
franchise’s presence in the market as an affordable and quality 
wellness provider.

When selecting franchisees, the key things that Massage Envy 
looks for include a passion for wellness, business acumen and 

a desire to take part in a huge opportunity. It is also important 
that the territory is affluent, an active area where people like to 
be out and about, and is safe and friendly.

The difference between Massage Envy USA and Australia 
While the United States and Australian Massage Envy 
franchises operate very similarly, there have been some 
alterations made to ensure that the model operates successfully 
in the Australian market. Generally speaking, the biggest 
difference is to the people and pay structure – as the United 
States operates on a lower minimum wage and places 
emphasis on tipping, this needed to be changed for the 
Australian market. Some other key alterations include:

• Organising pre¦sale prior to opening the door of the location, 
which is very important. A new clinic in the United States can 
rely on the brand recognition; however, this is not yet the case 
in Australia, so Massage Envy must rely heavily on pre¦sales 
to open with a strong member base right from the start

• Unlike in the United States, the majority of Massage Envy’s 
Australian clients have private health insurance, which means 
that most clients claim back part of their treatment. In order to 
respond to this, they had to adjust the team to ensure that it 
comprised therapists qualified in remedial massage

• Changes to its booking system: in Australia, no¦one likes to 
call or email, so having an online booking system is crucial.

The Australian skin care range is also a bit different. In the 
United States, the franchise uses Murad, but here they use 
Medik8. Massage Envy’s decision to go with Medik8 was based 
on the quality of the product, but also on the level of training 
available in Australia.

Massage Envy Australia has also had to consider the difference 
with its employees. With more than 25,000 therapists being 
employed by the franchise in the United States, they’ve started 
to ‘run out’ of therapists and had to work on strategies to attract 
and retain employees. Massage Envy is heavily reliant on staff, so 
attracting candidates and taking care of them is crucial. This is 
why it is already building relationships with massage and beauty 
therapist schools, offering strong perks and making sure that it 
supports staff on a daily basis. If you walk into Massage Envy’s 
break room, you will find fruit bowls, nuts, foot massagers, books 
and so on. Massage Envy is also encouraging new clinics to have 
stretch areas within their break rooms.

T H E  F R A N C H I S E  R E V I E W
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Becoming established in Australia
Massage Envy has encountered some challenges as it becomes 
established in the Australian market. Most notably, there is a 
lack of brand awareness, lack of familiarity with a comparable 
massage/skincare membership model, and competition with a 
high number of low¦ to mid¦market massage parlours currently 
dominating the market.

On the consumer side, Massage Envy hadn’t focused on 
growing national awareness until recently; however, with 
the opening of new clinics in the next five months, it has 
spent the last couple of months building a strong online and 
social media strategy that it’s now rolling out. In addition, the 
franchise leverages influencers’ involvement to impact PR and 
digital campaigns. You can, however, see significant results at 
the locations level. Massage Envy emphasises and encourages 
its locations to build strong relationships within their local 
community. Prior to opening, franchisees are trained on 
building a very effective pre¦awareness plan that has a strong 
guerrilla marketing activities component in it.

Wellness industry trends 
The wellness industry is currently in a growth phase. This 
growth has been linked to changing consumer attitudes, with 
spas increasingly being viewed as an inexpensive luxury and an 
outlet to escape from the stress of everyday life. 

Therapies that are either alternative or complementary to 
conventional Western medicines are being increasingly 
accepted, and are being used alongside conventional medical 
treatments to improve overall health and wellbeing, buoying the 
industry’s performance. 

Massage Envy is adapting to cater to these trends, and the brand 
is on track to roll out its new Total Body Stretch service in July 
2017. Total Body Stretch encompasses a 30¦ or 60¦minute 
customised assisted stretching session, and aims to relieve stress 

on joints; alleviate chronic muscle pain; calm the mind; increase 
blood flow; and improve range of motion and mobility.

Industry growth trends
Massage and spas are increasingly being viewed as a 
necessity rather than a luxury. As people become more 
conscious of their overall health and wellbeing, there is 
increased willingness to spend more on wellness and self¦care 
products and services. In Australia particularly, massage is 
progressively being viewed as a part of an overall healthcare 
regime, with many health insurance providers offering rebates 
on remedial massage services.

Socially, we’re also seeing an increasing trend towards the 
holistic health and wellbeing lifestyles featured on social 
media platforms. With the continued growth of social media 
recommendations from key influencers, this is a trend that 
doesn’t look as if it will slow down any time soon.

With such promising growth and awareness of massage and 
skin care in the wellness industry, Massage Envy has entered 
the Australian market during an exciting time. Massage 
Envy operates through a set of guiding principles, which are 
the building blocks of its culture. These include gratitude, 
optimism, empathy, consistency and excellence. Massage Envy 
franchisees approach their work with positivity and empathy 
for every member and guest that walks through the door, and 
encourage members to put back what life takes out.    

   

About Massage Envy

Massage Envy is a wellness franchise providing massage and facial 
services. It entered the Australian market in 2016 following the 
extraordinary success of the US master franchise, and believes that regular 
massages and facials should be an integral part of total body care. 
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SumoSalad takes a big 
step towards innovation in 

healthy fast food

SumoSalad all started when Co¦Founders 
Luke Baylis and James Miller headed off on 
an American adventure in their early 20s. 
After a few too many supersized feasts, the 
boys were hurtling down a greasy slope to 
supersizing themselves. They loved the big 
portions, but wanted something healthy, 
too. Why couldn’t you get something filling 
that was also good for you? 

Landing back on Aussie soil with some excess baggage to 
shed, Baylis and Miller knew that they needed to lead the 
change with epic, sumo¦sized portions of healthy, wholesome 
fast food, with a big taste to match. The first SumoSalad store 
was subsequently established in Sydney in 2003, and it quickly 
became a huge hit. 

Today, SumoSalad has more than 100 stores across five 
countries, with the majority in Australia. Over the years, there 

have been numerous factors that continue to redefine the 
direction in which the brand is heading, including increased 
competition, the ever¦changing retail landscape and the 
development of the digital marketplace.

Market leader
SumoSalad was the first healthy quick service restaurant (QSR) 
brand on the Australian market. On the back of record levels of 
diabetes and obesity across the country, there has been a huge 
increase in awareness around the effects of high sugar content 
in food and the benefits of healthy eating. 

SumoSalad has pioneered healthier eating, and combined with 
this increased awareness, a new market segment has emerged. 
This is a boon for the healthy QSR sector. There are now a 
growing number of competitive offerings in an ever¦growing and 
evolving food marketplace. Historically, there have been various 
dining¦out options, including restaurants, cafes or food courts. 
Today, there are more options, in so many different formats that 
it’s hard to decide what our next meal should be. Dumplings 
delivered? Coffee and breakfast at the drive¦through? Click and 
collect a katsu curry? Fast casual dining? Market stalls? Pop¦up? 
Fusion? You can now order whatever you want, whenever you 
want, and get it delivered to wherever you want. 

BY ANDREW WILD, HEAD OF BUSINESS DEVELOPMENT, SUMOSALAD
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Challenging trends
There has also been a massive blurring of the traditional lines 
between so¦called high¦end restaurants and the QSR space. All 
the big¦name restaurateurs want multi¦site, affordable, replicable 
and profitable restaurant networks. Fast casual dining is the 
new high¦end, as the old high¦end seems to decline on a weekly 
basis. This creates a more competitive landscape, as traditional 
QSRs play catch¦up in order to elevate their offerings to try to win 
back market share where customers have been given the allure 
of high¦end offerings and mid¦tier prices. 

This blurring has also occurred with meal times; breakfast, lunch 
and dinner have all merged into one, with food types moving 
all over the various parts of the day, and times becoming less 
important than the overall nutritional requirements of individuals. 
How brands tackle this challenge will ultimately determine which 
ones continue to survive in the future.

All of this has led the traditional SumoSalad trading 
environment to come under increasing cannibalisation. The 
number of food tenancies has far outstripped the increase in 
foot traffic that shopping centres are experiencing, and the 
speed with which millennials (admittedly born with mobiles 
in their hands), generations Y and X are taking to the digital 
space is also a factor.

Leading innovation
SumoSalad has had to take some strong strategic steps to 
consolidate the business. Understanding the importance of 
the digital age, SumoSalad has launched the new My Sumo 
app, a launch pad from which we hope to get more customers 
purchasing from our stores. We’ve also got partnerships with 
the likes of Menulog (the largest home¦delivery aggregator in 

Australia), Hey You (a leading beat¦the¦queue app), as well 
as Caltex, Lagardère Travel Retail and others that are about 
to commence. These apps are leading SumoSalad into the 
future of food retail; an omnichannel, experience¦focused 
presence that makes healthier food choices easy. There are 
some other exciting initiatives that we are currently looking at, 
but are bound by confidentiality. Watch this space!

SumoSalad has an ever¦evolving focus to maintain and 
grow the existing store network, and find more ways for our 
franchisees to access customers outside of their four walls. 
This strategy still includes shopping centres and food courts in 
trading environments that SumoSalad sees running profitably 
through multiple lease cycles. 

The future
The future strategy (which has already commenced) will see 
SumoSalad broaden its bricks¦and¦mortar network into sites 
with multi¦daypart appeal, such as airports, universities and 
hospitals. This will be strongly supported through a more direct 
consumer focus, and through the strengthening of current and 
future strategic partnerships.

Strategic partners – such as our partnership with Caltex – 
can help to drive strong growth in new channels. Petrol and 
convenience is a new trade environment; Caltex has plans to 
roll out its new concept aggressively over the coming years to 
potentially 400 sites. If we could be involved in a quarter of 
these, it would double our footprint.

SumoSalad continues to strive towards making Australia a 
healthier place. As the world becomes increasingly digitised, 
we aim to keep pace and ensure that we can get more healthy 
choices in front of more people, more often.    
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Meeting work health 
and safety obligations

BY RACHAEL SUTTON, PARTNER, HOLMAN WEBB LAWYERS

Recently, a well¦known fast¦food franchise 
was convicted and fined $105,000 for 
breaching work health and safety (WHS) 
laws in South Australia. The franchise had 
not ensured the health and safety of a 
16¦year¦old employee who fell into a tank 
of hot oil that had been left unattended 
by co¦workers. It was a timely reminder 
to franchisors and franchisees of the 
obligations imposed by WHS legislation  
in Australia.  

Unfortunately, we still do not have uniform or harmonised 
WHS laws across all states in Australia; however, the fact that a 
franchisor cannot contract away their obligations is common to 
all states and territories.

In a majority of states and territories – including New South 
Wales, Queensland, Tasmania, South Australia, the Australian 
Capital Territory and the Northern Territory – the harmonised 
laws place a primary duty of care (among other specific duties 
and obligations), where reasonably practicable, on any person 
conducting a business or undertaking (PCBU). This is a 
deliberately broader definition than ‘employer–employee’, and it 
is designed to take into account modern working arrangements, 
including those with franchisors.

A PCBU owes this duty to workers engaged by, or with cause 
to be engaged by, the PCBU, or whose activities are influenced 
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or directed by the PCBU while at work – or, more broadly, as 
‘a person who carries out work in any capacity for a person 
conducting a business or undertaking’.

Specifically, franchisors will owe this primary duty to 
franchisees by virtue of the fact that they:

• supply franchisees with operational instructions

• supply franchisees with a WHS manual and WHS 
management tools

• allocate work to franchisees

• can contractually require compliance with relevant 
legislation

• can contractually require use of certain equipment and 
other products

• can contractually require franchisees not to bring their 
brand into disrepute

• can impose sanctions including suspension and/or 
termination for noncompliance with the contract.

On this basis, it can be argued that a franchisor is the PCBU 
of the franchisee. It should also be noted that a franchisee can 
be a PCBU in their own right, and will owe primary duties to 
anyone considered to be their worker. These duties cannot be 
contracted away.

It is crucial that you make a genuine attempt to create a culture 
of safety within the business, and set up a safety management 
system to enable them to discharge the duties imposed by the 
legislation in each state.

It is also crucial that the officers and persons concerned 
with the management of the organisation can demonstrate 
due diligence in WHS across the entire franchise network. 
Having the required documentation is a great start, but to 
show a safe system of work, franchisees and the franchisor 
actually need to demonstrate that they use, review and 
improve the system as required, and regularly. Having a 
WHS system that actually works should be high on the list of 
priorities for all franchise groups.

Annual audits help with assessing whether the systems in 
place are working, but the audits need to be reviewed. In 
addition, there also needs to be a proactive system of hazard 
identification and risk assessment in respect to the work duties 
being carried out by the workforce.

Despite burns being one of the most common injuries in the 
fast¦food industry, in the aforementioned case there was no 
risk assessment conducted for the ‘core task’ of handling tanks 
of oil, and no established procedures for this task. In addition, 
the training consisted of one inexperienced employee training 
another inexperienced employee to perform the task.

The magistrate expressed great concern that inexperienced 
workers were being relied upon to train young workers who 
needed greater protection than adults, and noted that there 
had been two previous prosecutions in South Australia 
involving young workers being injured by hot cooking 
oil. All three cases highlighted the need to need to review 
and improve inductions, and ensure that those engaged 
in training – such as managers, supervisors and, indeed, 

trainers – have the skills to engage with young workers on 
safety issues.

Some good examples of work safety practices for the 
engagement of young workers include mentoring and buddy 
programs; presentations from people who had suffered life¦
changing work injuries; and providing young workers with 
different¦coloured pins on their hats to mark them as requiring 
special attention pertaining to safety.

Using a WHS vulnerability tool or measurement to assess the 
extent to which a worker may be vulnerable to WHS risks at 
work is also a good way to find out about hazards and risks that 
may be present in a workplace. Using this type of tool has been 
associated with elevated rates of self¦reported work injury and 
illness.

These cases highlight the need for businesses employing young 
workers to:

• improve inductions, training, supervision and mentoring for 
young workers

• empower young workers to speak up and contribute to 
decisions on safety issues

• train supervisors and managers to better engage with young 
workers

• create a workplace culture that values and supports the 
health and safety capabilities of young workers.

Failure to tackle foreseeable risks and hazards with reasonably 
available means will inevitably lead to injuries and enforcement 
action by regulators – this could include hefty fines and/or 
penalties being imposed by the courts, which can have serious 
consequences for the viability of a business and the welfare of 
its employees.     

Rachael Sutton, Holman Webb Lawyers



ASME208128-0417-FRANCHISE-REVIEW-MAG-AD-Q2_FINAL-2-OL.indd   1 9/05/2017   2:18 PM



Social Ads Tailored 
for Your Franchise

Why Tiger Pistol?

Scale to Serve Every Location
Quickly and easily run brand-level campaigns,

customized for the local level.

Efficient Campaign Fulfilment
Automated campaign set-up greatly reduces time

to create and publish campaigns.

Machine Learning Optimization
Technology that automatically A/B tests and optimizes ad

campaigns, re-running top performers for the best results.

Facebook Marketing Partner Since 2013
Early access to product road maps and private APIs and
increased speed to market of new ad platform features.

Social Experience for Franchised Operations
6 years in experience delivering meaningful
business results for franchised businesses.

Learn more at 
www.tigerpistol.com
hello@tigerpistol.com

Local activation meets brand-level control.



33

Intellectual property rights? Think highly valuable 
corporate assets

Like highly valuable real estate for a property developer, it is 
the franchisor’s IP that has real value for a franchise system 
– it differentiates the franchisor’s system from other franchise 
systems or similar businesses.  

A franchisor’s IP ranges from its business name, catchphrases 
and logos (trademarks), and social media (Facebook page, 
Instagram account, etc) that represent the business, as well 
as its products and services in the marketplace, right through 
to the franchisor’s actual products, and the operational 
and marketing methods, procedures and systems that the 
franchisor has created. This IP is developed as a result of 
significant time, effort and money that a franchisor has spent to 
design and develop the goods, services, systems or marketing 
strategies that the franchisor offers and/or uses, and, as 
necessary, develop and promote recognition, acceptance and 
desire for those goods, services and systems.

Franchisees enter into a franchise for the purpose of being 
able to trade under and use the franchisor’s trademarks and 
reputation; sell the franchisor’s specific goods or services; 
and use the franchisor’s systems and procedures to operate 
and market the franchised business. Consumers may only 
purchase goods and/or services from the franchisor and its 

A franchisor’s intellectual property (IP) 
rights are an important asset that forms 
the backbone of the franchise system and 
what is being licensed to its franchisees. 
When a franchisor fails to protect these 
assets or puts them at risk, this can cause 
a franchise system to potentially fail, be 
severely damaged or lack value.

Protecting franchisor 
intellectual property assets 

and franchise reputation
BY BEN COOGAN, PARTNER, THOMSON GEER LAWYERS

T H E  F R A N C H I S E  R E V I E W
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franchisees due to the specific and/or unique goods and 
services that the franchise outlets provide, or simply because 
it is a ‘known brand’.

By way of example, The Coffee Club cafe that does not use the 
brand's logos, design and marketing activities or follow The 
Coffee Club’s set procedures for how to operate and market its 
business, and provide its goods and services, is just another 
local cafe. 

Directors’ and executives’ personal risks and liability
Given that a failure to protect and maintain a franchisor’s IP 
can risk the stability and profitability of the franchise system, 
under the Corporations Act 2001, a franchisor’s directors and 
executive officers may breach their corporate duties by failing 
to consider whether, and continually ensure that, their IP is 
reasonably protected and/or enforced.  

This failure may also be a breach of their obligations under 
their employment contracts.

Risk management
1. First step

An investigation process (sometimes called an IP audit) should 
be undertaken to ensure that the franchisor is not themselves 
infringing others’ IP rights when they seek to use certain 
trademarks, business names, slogans and symbols. 

Prior to seeking registration of a trademark, business name 
or company name, a number of criteria must be initially and 
continually met. A franchisor will need to consider protection of 
IP outside Australia if it operates in other countries.

In addition to ensuring that the relevant trademark, domain 
name, business name, company name and social media 
have been applied for, registered or obtained, those who have 
assisted in developing the IP in question, or who have access 
to or use the IP, must sign confidentiality, development, 
assignment or other agreements. 

2. Maintenance

Franchisors’ operations and marketing activities

Franchisors must be careful in how they conduct their own 
operations and marketing activities. They must maintain 
control as far as possible over their IP, and how it is used 
and perceived in the market. For instance, the Australian 
Competition and Consumer Commission (ACCC) is always 
on the lookout for misleading advertisements and the use of 
advertising fine print.

Sponsorship agreements must be drafted to ensure that 
the franchisor maintains control over how their IP is to be 
used or displayed (for example, in marketing displays and/or 
advertisements).

Monitoring and enforcing

Franchisors must establish procedures to monitor their own, as 
well as others’, use of their IP to keep the franchisor’s current 
operational and/or marketing procedures and activities. 

By monitoring their current marketing procedures and 
activities, this may indicate whether the current protection 
taken out is wide enough to cover any extended use of the 
relevant IP into different markets, jurisdictions and/or product 
areas. Further, this monitoring process should show whether 
there are any new developments or creations that may also 
need to be protected. 

Having a compliance checklist and register of dates when 
registration must be taken out, extended or renewed, are 
further steps that should be established. 

When checking the market for competitors’ use of a 
franchisor’s IP, this may require issuing letters of demand, 
warning notices, or commencing court proceedings against 
infringers; however, a franchisor should take advice about this 
to ensure that it is not making an ‘unjustified threat’.

If you have not taken the time to give your IP the attention that 
it deserves, then get onto it now!    

About the author:  

Ben Coogan is a Partner at Thomson Geer Lawyers and practises in 
franchising, intellectual property and consumer law.  

For further information, please contact bcoogan@tglaw.com.au.

A franchisor’s directors and 

executive officers may breach 

their corporate duties and 

employment contracts by 

failing to consider whether, and 

continually ensure that, their IP 

is reasonably protected

Ben Coogan,  
Thomson Geer Lawyers
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Anyone who has ever looked at or 
purchased a security camera system will 
have noticed that the industry and the 
technology change at a rapid pace – just 
like the computer industry. This has 
particularly been the case over the last 
couple of years. 

This rapid change has not only left the buyer confused, but 
has also left many in the industry scrambling to keep up while 
still offering less¦than¦ideal solutions. In this article, I will 
discuss what makes a great system and what is the best¦
value technology for small businesses like franchisees; after 
all, OzSpy is also a franchise group, so we understand the 
intricacies and needs of franchisees and franchisors better than 
anyone in the industry.

Security cameras are most commonly used to catch a perpetrator 
or deter theft, or both. One would think that this is just a simple 

Making a great security 
camera set-up:  

what to look out for with 
changing technology

BY CRAIG MITCHELL, DIRECTOR, OZSPY
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matter of putting some cameras up, and away you go – but this is 
rarely the case, as there are many variables to consider. 

Firstly, you will need a system that records at evidence¦grade 
quality, which means that if you get a great recording of a crime, 
you will need to consider whether the police will accept it, if the 
courts will accept it and if it clearly shows what the event was. 
Resolution is not the issue, as many cameras on the market have 
great resolution, but poor colour reproduction due to certain 
lighting conditions may turn a red jumper purple. Other set¦ups 
may have a great camera that is simply in the wrong position; or, 
worst of all, one that doesn’t stack up or has a recorder that skips 
sections, like many IP systems on the market.

You will also need to decide on the focus: is it to catch or deter 
criminals and would¦be thieves? A system built to deter crime 
can be very different to a system designed to catch a particular 
person or persons. You may decide you want both, which is 
fine; however, your security consultant may recommend a 
blend of overt cameras for general deterrence and a couple of 
covert cameras to deal with an ongoing problem. Quite often, 
the covert cameras will be movable so that you can use them to 
deal with issues as they move around.

So, now that you have decided what you want to achieve, next 
comes all the jargon associated with selecting the technology 
base, like AHD, TVI, CVI, HD¦SDI, IP and CVBS. I simply don’t 
have the space to clearly explain all the finer details here; 
however, there are some basics I can cover. 

CVBS is outdated analog technology – they now use this 
acronym, and it has somehow distanced the technology from 
the fact that it will never produce what you need. Another easy 
technology base to put aside is HD¦SDI: developed for the film 
industry, it’s a great performer picture¦wise, but it is expensive, 
less stable and more difficult to find spares for.

Now, for IP: IP systems are built on network protocols. Several 
years ago, they were the go¦to technology, as there was simply 
no other way to get a megapixel image. The problem with IP, 
however, is that if too much movement happens at once over 
several cameras, the recorder simply deletes the footage to 
‘catch up’. This makes IP a very disappointing technology for 
many business owners, as they will be missing segments of a 
few seconds here and there when the cameras get too busy. 
IP, however, is the best technology for complex installations 

such as warehouses, as it allows for wireless bridging and 
larger expandable systems. IP also has the best analytics, like 
facial recognition, people¦counting and various other analytical 
business add¦ons.

Last are the frontrunners for small to medium¦sized 
businesses, and are what we at OzSpy use in most of our 
jobs assisting franchise systems and businesses in general. 
They are AHD, TVI and CVI, all of which can produce two 
megapixels over coax, which allows for old analog (CVBS) 
installations to be upgraded to megapixel quality at a very low 
price, as the old cable is re¦used. There is little difference in 
the picture quality; however, AHD is an open¦source product, 
so it develops faster and can also have cable runs of up to 
500 metres or more. Currently, AHD is at five¦megapixel 
clarity, while the others have just become stable at  
three megapixels. 

Now that you have decided on your cameras and the purpose 
of your system, what other features or technology do you 
need? Make no mistake: the heart of any great CCTV system 
is the digital video recorder (DVR) or, for IP, the network video 
recorder (NVR), as this is where it all comes together.

You should look at the graphical user interface (GUI) and see 
if it is intuitive, simple to use and makes sense to you. If it 
looks complicated, you may never actually learn how to use 

Take on the responsibility of learning the system; ask your installers to train you 
and your key team members; ask for any quick guides they have, and provide them 
to the team or leave them next to the recorder. In a mission-critical event, you do 
not want to be calling your provider and asking them how to operate the unit

The OzSpy team
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it, and the system will get pushed aside and placed in the 
too¦hard basket. At OzSpy, we constantly help businesses to 
replace their DVRs for no reason other than that they are so 
complicated that the business owner and their team are unable 
to use them. Don’t let a technician with decades of experience 
in CCTV assure you that it’s simple – look for yourself, and 
make sure that you will be comfortable operating it.

Your DVR/NVR should also have the new P2P remote access. 
This is very important, as this allows you to access your 
cameras from your mobile devices and remotely without 
opening ports in your router and firewall – which in today’s 
cybersecurity age is an unacceptable risk to any business, or 
even home.

So, now that you have your purpose, cameras and recorder 
sorted, what's next?

There are a few more points to consider in order to ensure 
that you get the most out of your security set¦up. Make sure 
that you use a licensed cabler, as poorly run cable, or cheap 
cable, can easily turn an amazing security camera system 

into an unreliable, grainy system that simply never seems to 
work properly.

Take on the responsibility of learning the system; ask your 
installers to train you and your key team members; ask for any 
quick guides they have, and provide them to the team or leave 
them next to the recorder. In a mission¦critical event, you do 
not want to be calling your provider and asking them how to 
operate the unit.

Lastly, maintain your system. Each month, wipe the cameras, 
clean the cobwebs and check that the system is operating 
correctly – don’t wait until an event to find out that your 
cameras are blurry, or worse, that your recorder stopped 
recording months ago and nobody noticed.

Remember, if you get the blend right, you will have an easy¦
to¦use, reliable and effective security camera system that 
will last for years, exceeds your expectations and didn't cost 
the earth.    

For more information on security for small businesses, go to 
www.ozspy.com.au.
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 Social media 
marketing: the new and 
e� ective way to gain and 

engage clients

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

Social media has grown voraciously in the last few years, and it 
has now well and truly taken its place among the other legitimate 
promotional options within the full gamut of the business's 
marketing arsenal. For this reason, if you are still not using or fully 
utilising social media, you run the serious risk of falling behind your 
rivals, because you can be fairly certain that your competition will 
be using it.

BY DANIELE LIMA, DIRECTOR, ROAD SCHOLARS

Daniele Lima
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Regardless of how many social media channels you are 
currently using, how often you are using them and to 
what effect, this article will map out some key strategic 
considerations to help you plan, implement and measure your 
social media marketing efforts.

Social media strategies
The biggest psychological adjustment that needs to be made 
with social media marketing is attitudinal. As business owners 
and managers, we have had copious amounts of experience 
with sales promotion and receiving a tangible outcome almost 
immediately as a result. Social media plays by a different set 
of guiding principles. It is a gradual process that builds slowly, 
and not an event. It is based on customer engagement and 
ongoing interaction as a basis for building both relationships 
and trust. From this starting point, you can, over time, 
commercialise the network, but you need to earn the right to 
advance to that stage.

The point is that the conversation will continue with or without 
you. So, it follows that you do need to be involved and your 
strategy needs to follow the same simple steps. Namely:

Listen 
Confucius put it best when he said: ‘Seek first to understand, 
then to be understood’. This is timeless wisdom that is perfectly 
aligned with the role and function of social media marketing. 
Unfortunately, organisations and businesses are still more used 
to talking at customers and not with them, and subsequently 
continue to use social media purely as a surrogate form of 
banal advertising that is mostly overlooked by, and largely 
offensive to, most social media enthusiasts.

Thankfully, with the plethora of social media–monitoring 
applications based on search¦engine technology – which are 
able to track the internet, and accurately identify and report 
on conversational trends relevant to you, your brand, your 
firm and your specific area of interest – even the most vocal of 
businesses can quickly reform themselves and begin the game¦
changing act of listening.

There are several tools available, but some of the key options 
include:

• Google Analytics –  A free web¦analytics tool that provides 
website owners with great insight into the specific details 
of their website traffic, and includes statistical data on key 
metrics, such as the total number of visitors to the site.

• Google Alerts – These notify you by email on a preselected 
time frame (i.e. real time, daily or weekly) each time Google 
matches your nominated topic, word or phrase with citations 
on the net. Again, this is a free service.

• Blogsearchengine.org – A portal that is set up to search out 
blogs. If you search for a particular word or term, it will list 
all relevant findings.

• Trackur – This search is not a free service, but at $95 per 
month with a free 10¦day trial period, it is well positioned 
as a quality low¦cost option. It allows for online reputation 
management and conversation¦trending facilities, email 
alerts, and a functional and easy¦to¦understand dashboard.

• Twitter Search – If you merely search for a word or term, 
Twitter will list all relevant discussion threads that relate to 
that search parameter.

Getting involved
There are, of course, many social media platforms available, 
including Facebook, YouTube and Twitter, as shown above in 
Figure 1. You should also keep business networking sites, such 
as LinkedIn, in mind. 

Based on your monitoring activities, and having determined 
which social media sites will have the greatest potential for your 
business, you should start by going to those sites if you have 
not already done so, and start an account with each, which will 
then allow you to create your own business profile that will be 
visible to others on that network. 

Remember that people on social media interact and engage 
with individuals and not businesses per se, so it is a vital step 
to humanise the business and bring the people communicating 
out into the open. From this, you are then able to connect to 
the various communities and join in the conversation. 

Most importantly, your primary aim should be to listen to 
what is being said. The goal here is to gain insight – to better 
understand how people are feeling; what their concerns, fears, 
aspirations and needs are; and which of these needs are 
being met, and which aren’t and why. This is a difficult task to 
accomplish if your goal is to talk about what products you have 
on special that week. 

To help you to achieve this, many of the sites allow groups 
to be set up, such as Google Groups and LinkedIn Groups. 
These are collectives that attract individuals who are looking 
to discuss their issues and perspectives related to any and all 
possible areas of interest. Join the group, and listen intently to 
it over days, weeks and even months to ultimately gain a real 
understanding of the issues faced by its members. 

Only by developing true empathy with what the customer faces 
will you then be able to consider solutions and answers.

Top 10 visited multi-platform social-networking 
websites and forums, December 2016

Rank Website Market share of visits

1 Facebook 42.1%

2 YouTube 25.2%

3 Twitter 5.3%

4 Reddit 5.1%

5 Instagram 1.7%

6 Pinterest 1.7%

7 Tumblr 1.2%

8 LinkedIn 1.1%

9 Yahoo! Answers 0.8%

10 Yelp 0.6%
Figure 1.  Top 10 Social Networking Websites and Forums (Source: Hitwise: 
A Division of Connexity)
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Gaining attention
Once you feel that you have understood the issues and 
dynamics of the group, you can gradually start to join in the 
conversation. Your goal is to slowly build credibility. One way to 
stand out from the crowd is to be disciplined and contribute in 
a positive way.

Early on in your posts, you should focus on brevity and open, 
honest communication, with the singular aim of giving back 
to the group by providing real value. Your responses should 
be laden with facts, useful information, useful links, etc. This 
is also a chance to speak and be yourself, and, through your 
contributions, to develop your own personality within the group. 

This is the time to build bridges and trust with the group, 
and you do this by contributing regularly and proactively. As 
someone put it once, ‘You cast the shadow of the leader’.

From an individual point of view, you will also have a personal 
profile set up, which, over time – especially within the realm 
of business networking sites – should also be bolstered by 
ongoing experience, referrals and client recommendations – all 
of which further help to position you as an opinion leader within 
your area.

Solutions with a clear call to action
As your standing and currency grow, you will be able to 
leverage them to direct people to a site, blog or other 
location, as long as it is in the context of the group 
discussion and dynamic.

With your involvement, you will now have more than enough 
awareness about what’s most important to people, and be 
able to tactically develop solutions to help to monetarise your 
product offering.

For example, you may be involved in a group that talks about great 
holiday destinations and travel in general. From this, you could:

• start a blog that updates members each week

• form strategic alliances with businesses

• direct people to your main website where you provide 
information and additional offers with other complementary 
businesses.

From your initial social media platform, you can direct people to 
visit your blog off the back of the current discussion.  

To direct people effectively:

• casually summarise the problem or issue

• provide a simple action step (i.e. a call to action) to provide 
an effective solution or option.  

Twitter and other platforms are very user¦friendly, and already 
encourage sharing with ‘Retweet’ and ‘Sharing’ functionalities.

Both your blog and website should also contain ‘share me’ 
buttons at the bottom to encourage people to forward this 
information again and again to others who can benefit from it.

Measurement
As marketers, we all understand the need to measure what we 
do in order to ensure that it is working.

There are many tools available, from the free Google services 
described previously, to the more elaborate, paid packages. 
Your specific needs coupled with your budget will ultimately 
dictate which approach you adopt. 

Following on from the earlier discussion on monitoring, let us 
differentiate measurement from monitoring in a social media 
setting. Both are important, of course, but different. 

Measurement is the evaluation of how your website or blog 
is performing, and includes key metrics, such as the time 
spent on the site or blog, pages read, sales made, downloads 
completed, sales leads generated, etc. It shows how efficient 
the respective pages and overall site are, and is an impartial 
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judge in highlighting ineffective pages and problem areas. Free 
services such as Google Analytics are becoming increasingly 
sophisticated, and provide a wide range of valuable statistical 
data on a site’s performance.

Monitoring, as we discussed earlier, involves choosing key 
words or phrases that are crucial to your business, such as 
your company name or brand name, or even those of your 
competitors, when you want to know what people are saying 
about them. This can be done with Google Alerts.

This qualitative data provides timely, relevant and unbiased clarity 
into what is being said, written about and discussed. It won’t 
always be what you want to hear, but you do need to hear it.

What is critical in any marketing plan is that you establish and 
measure against clearly specified goals for your social media 
campaign. Is your aim to overtly target an increase in product 
sales for brand X? Or, are you initially looking to increase the 
sentiment around the brand, and the number of subscribers to 
your blog and/or the number of followers of your Twitter account? 
Other key metrics may include the number of mentions on other 

blogs, connections made as a result of the social media activity 
and the number of inbound links established from that social 
media platform to your website hub.

As with all measurement in marketing, actual performance 
is reviewed against your stated objectives, and any ongoing 
strategic and tactical adjustments are made to meet the 
changing dynamics and desires of the market.

In the final analysis, it is not surprising that social media has 
exploded globally, with consumer dissatisfaction and distrust 
at an all¦time high. Consumers are looking to colleagues, 
friends and trusted peers for advice and direction. I suspect 
that this will not be changing anytime soon, and as such we 
need to embrace these sweeping changes for the good of the 
community, the individual and, of course, the business.     

About the author:

Daniele Lima is a recognised authority in SME strategic planning, 
marketing and nationally accredited business coaching. He is the 
author of   Marketing Works: Unlocking Big Company Strategies for Small 
Business and The Practical Guide to Selling with Emotional Intelligence.
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Anyone who employs staff in Australia is 
required by law to meet certain employer 
obligations, which are heavily regulated 
through the National Employment 
Standards. These obligations cover 
everything from equal opportunity laws, 
to pay and employment conditions, leave 
entitlements, and workplace health and 
safety (WHS). 

To make life easier for both franchisors and franchisees, the 
Franchise Council of Australia (FCA), in partnership with HR 
solutions partner HR Central, has established its dedicated  
HR Help Desk for all FCA members to assist specifically with 
any franchise HR¦related issue.

The HR Help Desk is a free service for members. Any member 
who has a question or concern, or is looking for advice 
regarding their HR, can confidentially call one of the HR 
Specialists at HR Central on 13000 FCA HR (1300 032 247). 
The HR Specialist will then talk with the member, and advise 
and guide them on the best procedure for resolution.

Some of the key areas in which HR Central has advised and 
guided FCA members are:

• award interpretation and classification

• recruitment

• employee underperformance and performance 
management.

There are also further services and support available to all FCA 
members. HR Central offers advice around all aspects of the 
employee life cycle. Policies and procedures for your operation 
can be tailored to meet your specific needs. By ensuring that you 
have current and relevant policies available to all staff, who are 
then required to read and sign off, you are creating standards 
around behaviour and a code of conduct that you want and 
expect, which will assist you in running your business successfully. 

Of note:
Franchisors and franchisees may be interested to learn that  
HR Central has developed a specific subscription¦based 
platform that helps to manage the day¦to¦day HR tasks that can 
be time consuming and expensive. Some of the components of 
the platform include Leave Application and Approval; Workflow; 
Qualification/Licence/Certificate Management (including 
storage of evidence and notifications around renewals/expiries); 
Policies, Procedures, Payslips and the usual collection of 
Employee Documentation (Tax File Forms, Contracts, Position 
Descriptions); and so on. Costs for a subscription are low and 
provide peace of mind to many users who have chosen to 
come on board.    

Contact HR Central to find out more about this option for your HR 
management. 
www.hrcentral.com.au/fca/ 
13000 FCA HR (1300 032 247).

ARTICLE PROVIDED BY HR CENTRAL

Helping resolve 
HR issues
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hrcentral.com.au/FCA
13000 FCA HR
1300 032 247

info@hrcentral.com.au

HR Central is a provider of services and solutions regarding all components of HR that can 
occur in any franchise. 

The FCA, in partnership with HR Central, have opened a dedicated, free Helpdesk service 
for members to call if they have an HR question. 

This service will help to ensure members remain legally compliant with their HR and 
therefore minimise risk to their business and damage to their brand.

13000 FCA HR (1300 032 247)

* Further assistance can be provided for a fee.

2. We will try and solve your situation immediately BUT if for some reason it needs more

3. We plan a strategy for resolution

1. You tell us why you have called. We listen and ask questions

Included in this free service
You have a question about: We provide

Managing your staff - General Advice
- Employee Warning Template

Exiting your staff - General Advice - Termination letter template
- Termination fact sheet - Termination checklist
- Guidance resource on how to conduct meetings

Paying your staff - General Advice
- Title/Classification hourly rate confirmation
- Simple Award Finder Service
- PDF copy of relevant Award

HR Documentation - General Advice - Common Contract Clauses
- Various Templates, Fact Sheets (depending on needs)
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Before combining super, your employees should check how it might a�ect their insurance  
and benefits in their other funds and if any exit fees apply. If they have any questions, they  
should have a chat with a financial adviser. 

To learn more and access our employer toolkit, visit rest.com.au/fca 

Help your employees 
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into place 

Product issued by REST. Go online for a PDS to consider before deciding. This information is provided by the issuer Retail Employees Superannuation Pty Ltd ABN 
39 001 987 739 as trustee of REST (Retail Employees Superannuation Trust ABN 62 653 671 394).  Issue date: April 2017
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employees which could make a di�erence to their retirement outcomes.
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As an SME owner it is important for a franchisee to consider 
not only assisting their employees in understanding their 
superannuation, but to also consider their own superannuation 
arrangements as part of their future planning.   

In 2016, REST commissioned ‘Bridge the Gap’1 , a research 
report that surveyed 1700 Australian workers and employers. 
This research found that SME owners are relatively unprepared 
for the future, in terms of both their ability to continue 
supporting their livelihood following an unexpected event, as 
well as their plans for an eventual retirement. SME owners 
could be putting their financial future at risk through over¦

reliance on the sale of their business to fund their retirement.

The research also showed that there are gaps in SME 
owners’ financial and contingency planning, with one in five 
respondents admitting that their business would be unable to 
fund their livelihood and expenses for longer than a week in the 
event of an unplanned absence. 

The research also revealed a sizeable gap in most SME 
owners’ income protection, death, and total and permanent 
disablement (TPD) insurance coverage arrangements, with 
nearly one in five SME owners surveyed expecting to only be 
able to cover their livelihood and living expenses for one week 
at best from their current insurance arrangements.

Bridging the gap over 
SME superannuation 

cracks
ARTICLE PROVIDED BY REST

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

1. The Bridge the Gap research was conducted among 1700 Australian workers and employers 

using a customised online quantitative survey between 27 May and 6 June 2016.

While the primary responsibility for paying superannuation guarantee 
(SG) remains with employers, spending more time and focusing on 
superannuation¦related decisions can have benefits for employees, small and 
medium enterprise (SME) owners, franchisees, managers and businesses. 
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These gaps highlight the importance of SME owners making 
regular superannuation contributions. SME owners may be 
putting themselves at risk if they rely solely on the sale of their 
business – and the assumption that it will remain viable for  
sale – upon retirement.

SME owners and managers play a vital – but often overlooked – 
role in their employees’ financial future. 

The research suggests that SME owners employ more than two 
in three Australians, and have a vital role to play in helping the 
majority of Australians to prepare for retirement.

Nearly half of SME owners are taking less than five minutes 
to choose their employees’ default superannuation fund – a 
choice that could have a tremendous impact on the standard of 
living of their employees in retirement.

More time spent on ensuring the suitability of employees’ 
default funds could mean tens of thousands of dollars in 
retirement savings accrued by employees if they remain in the 
same fund over the long term.

Without discounting the fact that the primary responsibility for 
superannuation guarantee payments remains with employers, 
SME owners and managers should not make the decision to 
choose a default superannuation fund lightly, as employees 
could pay down the track.

Superannuation¦related decisions can help to attract and retain 
the best and brightest employees.

The research also shows that superannuation and associated 
insurance is an opportunity to make a company more attractive 
to current and prospective employees. An overwhelming 

majority of permanent employees surveyed responded that an 
additional employer superannuation contribution of between 
five and 10 per cent is ‘very attractive’ or ‘extremely attractive’.

Dollar¦for¦dollar matching of contributions also rated highly, 
as did employers making superannuation contributions for 
employees who currently earn less than $450 per month 
(and therefore fall under the threshold for compulsory 
contributions eligibility). 

With an ever¦evolving workforce, it makes perfect sense to 
invest more time and resources in retaining and attracting 
the best employees. Employees are now looking for salary 
packaging options that reflect their concerns about living longer 
and maintaining the lifestyle that they want. 

Consolidating super accounts
Too many Australians have too many superannuation accounts 
– that is a fact. According to the Australian Taxation Office, 
approximately 43 per cent of super fund account holders 
have more than one account. When someone has more than 
one super account, they could be subject to extra fees. While 
employees have concerns about living longer and maintaining a 
comfortable lifestyle in retirement, more work needs to be done 
in this area.    

Disclaimer

Current as at 2 May 2017. As we have not taken into account your 
circumstances, please consider whether this information meets your 
needs. Go online for a PDS to consider before deciding.

This information is provided by Retail Employees Superannuation Pty 
Limited, ABN 39 001 987 739, AFSL 240003, as trustee of REST (Retail 
Employees Superannuation Trust ABN 62 653 671 394).

The research also showed that superannuation and associated insurance is 
an opportunity to make a company more attractive to current and prospective 
employees. An overwhelming majority of permanent employees surveyed 
responded that an additional employer superannuation contribution of between 
five and 10 per cent is "very attractive" or "extremely attractive"
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Working longer; 
living longer

ARTICLE PROVIDED BY AON

Are you prepared to work until you’re 70, 
and will your retirement savings enable you 
to live comfortably into your 90s?
An ageing population with a greater life expectancy
Over the past 50 years, there has been a profound shift in the 
age distribution of the Australian population. We have moved 
from being a relatively youthful nation to being one where the 
number of older people is rapidly growing.

Between 1970 and 2016, the proportion of the Australian 
population aged 65 and over grew from eight per cent1 to 
15 per cent2 (and is expected to reach 22 per cent by 20562), 

1 http://demographics.treasury.gov.au/content/_download/australias_demographic_

challenges/html/adc-04.asp

2 http://www.aihw.gov.au/ageing/older-australia-at-a-glance/ 

while for those aged 85 years and older, there was a threefold 
increase, from 0.5 per cent to 1.8 per cent3.  

Preparing for a new world of work and retirement
The challenges of working and living longer need to be 
addressed on a number of fronts.

Financial  planning 
With more than 20 years’ experience as a financial adviser 
(and more than 30 years’ experience in the financial services 
sector), Pam Nicholson, Senior Financial Planner at Aon Hewitt 
Financial Advice, says that people who are self¦employed and 
run their own business often view their business and its value 
as their retirement fund. 

‘As a result, many are not focused on the superannuation 
environment – or any other structured savings or investment 

3 http://www.abs.gov.au/ausstats/abs@.nsf/Lookup/2071.0main+features752012-2013
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regime – as a way of further underwriting their own financial 
future. Invariably, what happens is that at some point they have 
an epiphany, as they realise that their business is not going to be 
worth as much as they’d expected, or find that they are getting 
tired and no longer want to be running their own business.’

She points out that the most recent ASFA Retirement Standard4 
suggests that a couple would need to have close to $60,000 
per year to have a comfortable retirement. ‘The concern of 
most clients today is to make sure that they have sufficient 
income to last their lifetime. Having someone to guide you 
along the way for a considerable length of time can deliver 
substantial benefits. In addition, as legislation and markets 
change, you have a coach who can help you to address the 
trajectory you're on.’

Mental and physical health strategies
In addition to financial planning, it is important to understand 
and embrace the concept of ‘positive ageing’ – the process of 
keeping physically and mentally fit, and engaging fully in life as 
you age.

Heather Gridley, Manager and Psychologist at the Australian 
Psychological Society, says that one of the biggest challenges 
is the pace of change and the increasing uncertainties of 

4 https://www.superannuation.asn.au/ArticleDocuments/238/ASFA-RetirementStandard-

Summary.pdf.aspx 

21st¦century living. ‘There was a time, not so long ago, when 
it wasn’t unreasonable to anticipate that your marriage would 
last, your job would be pretty much for life and that you’d have 
a house. You’d essentially be covered from cradle to grave. All 
of those certainties have gone, and it will be even scarier for the 
next generation.’

How Aon can help Chartered Accountants Australia and 
New Zealand members
Aon is able to assist you and your business with an array of 
products and services to help you throughout your professional 
life – from now and into the future. These include:

• Professional indemnity insurance, to protect you from claims 
for loss or damage arising from the advice or services you 
provide. Policies issued by Aon include seven years of ‘run¦
off cover’ at no extra cost, protecting you against claims that 
may arise after you exit your business.

• Personal wealth management, including superannuation 
and income protection insurance.

Aon also facilitates award¦winning Mental Health First Aid 
(MHFA) training, which teaches attendees how to identify 
symptoms of different mental health problems, provide help and 
manage mental health issues arising in the workplace.     

For further information on any of these offerings, visit aon.com.au/ca or 
call 1800 688 582.



Products and services listed only available to Australian residents. This information has been prepared by Aon Risk Services Australia Limited ABN 17 000 434 720, AFSL 241141. Financial 
services relating to life insurance and superannuation products are provided by Aon Hewitt Financial Advice Limited ABN 13 091 225 642, AFSL 239183. This information is general in nature 
and should not be relied on as advice (personal or otherwise) because your personal needs, objectives and financial situation have not been considered. So before deciding whether a 
particular product is right for you, please consider the relevant Product Disclosure Statement or contact us to speak to an adviser. AFF0839 0417

Are you prepared to work 
until you’re 70…..and live 
until you’re 100?
We hurtle through every day of our working lives at lightening pace, yet rarely take the 
time to consider life after work.

At Aon, our team of advisers and insurance experts can help with:

• Professional Indemnity Insurance (including Run Off cover)
• Income protection insurance
• Superannuation
• Life insurance

To take the first steps to prepare for your future, 
speak with one of our planning and insurance Specialists:

1800 805 191 
aon.com.au/ageing
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For any business, sustainable economic 
growth requires entrepreneurship, and 
this is especially critical to the prosperity of 
franchising.
The Franchise Council of Australia (FCA) is uniquely positioned 
to play a pivotal role in attracting and developing future 
generations of franchising entrepreneurs.

The NextGen in Franchising Global Competition provides the 
crucial link between future and established generations of 
entrepreneurs. It incentivises young people to take an active 
interest in the FCA business community and, for the FCA, it is 
a major investment in creating an innovative environment for its 
professional development and growth.

NextGen in Franchising is the beginning of an evolving 
dialogue with young entrepreneurs to understand their overall 
professional development needs and business goals, and to 
empower them as business leaders for the future.

The FCA was proud to announce the 2017 Australian NextGen 
in Franchising winner, David Lindsay, Founder of Salts of the 
Earth, as well as the two high¦achieving finalists – Bao Hoang 
from Rolld, and Nik Leigh, of Real Property Photography.

Before attending this year’s IFA National Convention, David 
Lindsay said: ‘For me, winning the Australian NextGen 
competition has been, and will always be, one of my top career 
achievements and highlights.

‘The number one goal will be to win the Global NextGen 
competition and have incredible exposure for our brand; 
however, I am looking to learn from experienced franchisors 
and ask plenty of questions, develop clarity and strategy, and 
identify ways to enter the US market and network’.

In addition to receiving a complimentary registration and travel 
stipend to attend the IFA Annual Convention, winners are 
awarded with a spot at the NextGen in Franchising Summit, 
a two¦day educational and networking program for next 

generation entrepreneurs; a 90¦day accelerator program with 
industry leaders and CEOs; an opportunity to participate in 
the FRANSHARK Competition for additional cash prizes; and 
opportunities to network with leading franchisors, franchisees, 
suppliers and other young entrepreneurs.    

For entry details and more information, visit the Franchise Council of 
Australia’s website now: www.franchisecouncil.org.au.

The NextGen Global Competition engages young 
entrepreneurs who are seeking careers and business 
opportunities in the franchising industry.

We are looking for outstanding young entrepreneurs who 
are poised to take off if given mentoring and support from 
franchise business leaders who are the best in the world at 
growing businesses.

Qualifications
• Open to entrepreneurs aged 21–35

• Must be in business for 1–5 years

• Company must have potential to scale through franchising.

Prizes
• A trip to IFA's Annual Convention, complimentary 

convention registration and travel funding (up to 
US$1500)

• A spot at the NextGen in Franchising Summit, a two¦day 
educational and networking program for next¦generation 
entrepreneurs

• Accelerator Program with industry leaders and CEOs

• An opportunity to participate in the FRANSHARK 
competition for additional cash prizes

• Extensive, industry¦wide media exposure

• Opportunities to engage directly with leading franchisors, 
franchisees and suppliers in franchising and with other 
young entrepreneurs.
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What’s it all about?
The Franchise Council of Australia (FCA) Excellence in 
Franchising Awards recognise and reward excellence, and 
provide a platform for companies and individuals to showcase 
the amazing work that they are doing in the franchising sector. 
These Awards are a fantastic opportunity to promote your 
business and stand out from the crowd.

Why enter?
Success at the Awards can increase your brand recognition, 
customer enquiries and media coverage. It can boost company 
morale and help to attract the best talent to your company.

All entrants benefit from participating in the awards program. 
The entry criteria is designed to help you to better understand 
your business through personal analysis and judges’ feedback.

Entering the Awards also demonstrates to your staff and 
customers that your organisation is committed to the pursuit of 
excellence. Enter now and showcase your products, services 
and people on the national stage!

About the Awards
In 2017, Award winners will be recognised for their success in 
the following categories:

Regional
• Multi¦Unit Franchisee of the Year

• Single¦Unit Franchisee of the Year, two or more staff

• Single¦Unit Franchisee of the Year, less than two staff

• Field Manager of the Year

• Franchise Woman of the Year

• Franchisee Community Responsibility and Contribution.

National 
• Australian Established Franchisor of the Year

• Australian Emerging Franchisor of the Year

• International Franchisor of the Year

• Excellence in Marketing

• International Franchising

• Franchise Innovation

• Franchisor Social Responsibility

• Supplier of the Year. 

Regional Awards winners will automatically be named as finalists 
in the National Excellence in Franchising Awards, where they will 
compete with the best in each state for the chance to be named 
the national winner in their category.    

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

FCA Excellence 
in Franchising Awards
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FCA Events 
The Franchise Council of Australia (FCA) holds numerous breakfasts, roundtables 
and education sessions across Australia. As a member of the FCA, you are entitled to 
attend some of these events free of charge, and some at member¦only prices.

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

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

New South Wales

July
11 July:  Luncheon – New Insights into the Science of 

Successful Franchising 

12 July:  Roundtable – Training Programs within 
Franchising

August
 August (TBA):  Roundtable – Site Selection & Territory 

Planning Decisions

September
 September (TBA):  Roundtable – Franchisee Recruitment 

Queensland

July
5 July:  QLD Women in Franchising Event

13 July:  Roundtable – Planning and Participating in 
Mediation: a Mediator’s Perspective

21 July:  Luncheon – Franchise Reinvention: How 
Systems Maintain Relevant, Brand Currency 
and Financial Performance

22–23 July:  Franchising & Business Opportunities Expo

August
10 August:  Roundtable – Achieving Systems 

Compliance

September
14 September:  Roundtable – Issues for Franchisors: Fire 

Safety Training

South Australia

July
13 July:  SA Excellence in Franchising Awards

Victoria

July

4 July:  Forum – Achieving System Compliance

18 July:  Breakfast – Human Resources

25 July:  Forum – Management Continuity & 

Succession Planning

August

9 August:  Managing Social Media & Brand Protection

15 August:  Breakfast – Mental Health in the Workplace

17 August:  Forum – Reinvestment & Growth: 

Empowering Brand Innovation

26–27 August:  Franchising & Business Opportunities Expo

September

5 September:  CEO Luncheon

12 September:  Forum – HR Basics for Franchisors

19 September:  Women in Franchising Event

21 September:  How to Grow a Franchise System

Western Australia

July

6 July:  Coffee Catch Up

August

2 August:  Coffee Catch Up 

22 August:  Breakfast – On the Couch with Franchisees

September

7 September:  Coffee Catch up
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From limos  
to lawn

ARTICLE PROVIDED BY V.I.P. HOME SERVICES

Once you’ve owned your own business, 
after having the freedom of choosing the 
hours you work and how much income you 
earn, it’s hard to go back to working for 
someone else.  

It’s the independence, the ability to be in charge of your future, 
and knowing that all the hard work you put in directly benefits 
you and your family. 

The confusing part of owning your own business, however, is 
choosing which one is right for you. The options are endless –  and 
it can be overwhelming. 

Being a business owner is all¦encompassing – if your business 
can help you to be successful professionally and personally, it’s 
a win¦win for you and your family. 

It’s important when assessing your options to do your research, 
and to choose a brand and business that suits you and your 
lifestyle, and that fits with your personal and professional goals. 

That’s exactly what V.I.P. Lawns and Gardens franchisee  
Chris Gulliver did when he was searching for the right business 
to suit his newly found lifestyle in Australia. 

Originally from the United Kingdom, Gulliver made the move 
across countries in 2015 with his fiancée, whom he married in 
Glenelg in July 2015. 

An experienced business owner, Gulliver owned his own 
corporate chauffeur business in the United Kingdom, where his 
passengers included the UK’s finest, including royal¦appointed 
personnel on royal visits. 

Arriving in Australia knowing that being a business owner was 
the ideal option for him meant that the decision was an easy 
one – it was deciding which business was right for him that was 
the challenge. 

V.I.P. Home Services franchisee Chris Gulliver
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Having been approached by chauffeur companies in Adelaide, 
Gulliver decided that it was time to mix it up a bit. While he 
enjoyed his time in the chauffeur industry, Gulliver felt that 
it was time to stop seeing the outdoors from behind a car 
window, and venture into owning his own business in the lawns 
and gardens industry. So, he decided to swap a chauffeur 
vehicle for a lawn mower. 

With a passion for gardening and being outdoors, Gulliver 
wanted to make the most of the Australian climate and lifestyle, 
and spend more time out in the sunshine.  

Gulliver’s love of all things green began in the United Kingdom, 
where he cultivated his love of gardening by completing a 
diploma in horticulture.   

This qualification helps to position Gulliver as a leader in the 
lawns and gardens industry, as he not only has the practical 
experience, but also the training behind him to back it up. 

It’s important for customers to know that they have chosen 
a reputable and trusted brand when there will be services 
provided in their home and garden.  

Gulliver says that dealing with his customers is what he loves 
the most.

‘I enjoy a chat with the customers. It’s about getting to know 
them to build a relationship,’ says Gulliver. ‘I’m a people 
person, so I find working with customers the easy part. Once 
you know what a customer is looking for, it’s easy to deliver a 
service with results. Once they trust you and you show them 
the standard of work you can provide, it’s an easy decision for 
them to have you come back next time.’ 

Gulliver’s decision has not only helped him to achieve his goal 
of being a successful business owner, but he is also fitter than 
ever before. Life working among the leaves and the lawn is 
proving to be a win for his health and his future. Having lost 
more than 35 kilograms, Gulliver is now healthier, fitter and 
happier than ever before. 

Knowing what you enjoy and finding your passion is key to 
working out what type of business is right for you. When looking 
at different business and franchise options, it’s important to 
know which option will suit your needs. 

You can choose a retail outlet where you have a shopfront 
with staff and leases, and you sell a product; or, you can 
choose a services¦based business that is about providing 
a service to a customer, such as cleaning, gardening, lawn 
mowing or handy work. 

With a services business, you also don’t need to worry about 
having a fixed location with a lease, as often a services 
business means that you are mobile.  

Plus, the great thing about providing a service for a customer is 
that you see firsthand the results of your hard work. 

This is what Gulliver enjoys about having a business in the 
lawns and gardens industry. 

‘One of the best parts about my business is seeing the results of 
my hard work every day. It’s incredibly rewarding and satisfying 
to be able to stand back and see the transformation of a garden. 

Plus, seeing the look on a customer’s face is priceless when they 
see how good their garden looks,’ says Gulliver.

If you decide that a services business is for you, it’s worth 
considering the personal attributes that will help you to get ahead. 

Working in the services industry means that you need to love 
working with people, and need to have a considered and 
level¦headed approach to dealing with a range of situations, 
including customer feedback and complaints. 

There are many brands out there to choose from; knowing 
that you’re with a trusted and reputable brand is important, 
as this means customers will have trust in the brand that they 
have chosen. 

Choosing V.I.P. was an obvious choice for Gulliver, due 
to V.I.P.’s solid background in the franchising and home 
services industry.

Being the third company to franchise in Australia and the first 
to franchise in home services, V.I.P. has learnt from experience 
what works in the marketplace. 

For Gulliver, it was V.I.P.’s down¦to¦earth approach, can¦do 
attitude and solid history that set the franchise apart from 
the rest. 

V.I.P. Home Services franchisee Chris Gulliver
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V.I.P. Home Services Co¦Founder Rose Vis says that V.I.P. was 
built on a foundation of delivering outstanding customer service 
every time, while supporting and assisting franchisees to build 
thriving and profitable businesses.  

 ‘We are a proud, family¦owned, Australian business. Many 
members of our team have been with us for many years – we 
have franchisees that have been with us for more than two 
decades,’ says Vis.

'Plus, many of our Support Managers have been previous V.I.P. 
franchisees themselves. This means that our franchisees are 
learning from those that have experienced what it’s like to be a 
franchisee firsthand.

‘The other great thing about it is that we are promoting from 
within. It means that we don’t lose the skills and knowledge that 
a franchisee builds over the time of owning their own business; 
it is shared with the broader franchisee base.  

‘We like to celebrate our people. It’s important to recognise 
and reward the great work of our team. Every year, we also 
nominate our top franchisees for the Franchise Council of 
Australia (FCA) Excellence in Franchising Awards.’

Nominated for the FCA Excellence in Franchising Awards for 
South Australia, Gulliver has enjoyed seeing his hard work and 
dedication recognised.  

‘I was thrilled and surprised when I found out that I had been 
nominated for the Awards. I feel privileged to have my business 
recognised at this industry award level,’ he says. 

‘I love that with V.I.P., it's about being part of the V.I.P. family. I 
work in the area where Bill Vis, Co¦Founder of V.I.P., lives, and 
I often see him out walking his dog, Jake. Bill will often chat 
with me about business and how things are going. It’s great 
being able to have the opportunity to learn from someone who 
has been in the industry for [more than] three decades.’    



For sponsorship and exhibition
opportunities, call Angie Cooksey

on 1300 669 030, email 
angie.cooksey@franchise.org.au or 

visit franchise.org.au 

For more information visit
www.nationalfranchiseconvention.org.au 
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