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Ita Buttrose AO OBE

Ita Buttrose is a truly exceptional 
Australian: a legendary media 
editor, businesswoman, best-selling 
author, committed community 
and welfare contributor and 2013 
Australian of the Year.

KEYNOTE SPEAKERS 
INCLUDE:

David Smorgon OAM

Founder of Generation Investments, 
formerly Smorgon Consolidated 
Industries, David Smorgon is a highly 
successful and respected businessman 
whose skills have seen him rise to the 
heights of the business and sports 
management worlds.

John Pollaers, CEO  
& Executive Director, Pacific Brands

Prior to joining Pacific Brands in 
2012, John was Chief Executive 
Officer of Foster’s Group Limited, 
from May 2011, after joining the 
company as Managing Director of 
Carlton & United Breweries in 2010.

REGISTER NOW
This year’s NFC14, People Passion Performance, promises to be the meeting place for 
inspiration, motivation and thought leadership on all things franchising. 

The event, still a must-attend for all franchise professionals in Australia, will follow on from 
years gone by with a knockout speaking program and ample networking opportunities.

Along with expert concurrent sessions and a bustling trade show, delegates will learn  
about the Franchising Code of Conduct changes, which will affect everyone in the sector.  
Join hundreds of Australian franchisors for the franchise networking event of the year.

For more information, call 1300 669 030 or go to franchise.org.au  

Early bird registrations are now open. 
Limited Sponsor and Exhibitor packages are still available.
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The FCA gratefully acknowledges the contribution of the following sponsors for NFC14
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We are now in a position to provide a little 

more clarity as to the likely changes to the 

Franchising Code of Conduct following the 

Wein Review, which began in January 2013.

For anyone recruiting or working with potential 

franchisees towards the end of this calendar 

year, there are two major things to note. First; 

the changes to the Code will be implemented 

on 1 January 2015. Second; those changes 

will only apply to new or renewed franchise 

agreements from that date. They will not be 

applied to existing agreements retrospectively.

As we continue to work with Government, 

we will keep you updated on further 

developments. You can read more about the 

Code review on page 6.

Understanding the changes
We will endeavour to ensure all stakeholders 

are well versed on the changes before 

implementation in 2015. A key occasion to 

update our members will be this year’s National 

Franchise Convention. 

Both the Legal Symposium and the main 

convention program will feature sessions on 

the Code review and the new Code legislation. 

As a legal specialist, a franchisor or any 

professional working in the sector, this is an 

ideal opportunity to learn about the updates 

affecting your business from the expert legal 

committee who have been working on this 

since prior to the review announcement in 

January 2013. 

I am also pleased to announce the Minister 

for Small Business, Bruce Billson who has 

been instrumental in ensuring the Code 

update continues to provide the best possible 

environment for franchising, will again be 

joining us at NFC this year. He was a stand-out 

speaker at last year’s convention and will no 

doubt have much to report on after more than 

a year in Government.

The speaking program for this year’s event 

will be a mix of inspiration, motivation and 

practical tools for you to drive your business 

forward. You can read about some of the 

featured keynote speakers on page 25.

It’s fantastic to see franchising and those 

working in it so well supported by the business 

community. This is shown through the 

generous sponsorship of events like NFC and 

I would like to take this opportunity to thank 

platinum event sponsor, Business Essentials, 

along with FCA Excellence in Franchising 

Awards National Sponsor, MYOB. You can 

read about the businesses supporting our 

convention on page 26. We are incredibly 

proud to be working with such great 

supporters of Australian franchising.

As we move into a new financial year,  

I encourage you to use the certainty you  

have been provided through the budget  

and the recent Code announcements to work 

towards 2015 with renewed confidence. Add to 

this confidence, the great sense of community 

and thought leadership we share in franchising 

and we can only grow stronger.   fr  

A little certainty will  
allow us to thrive

At the time of writing, the dust is still settling 

around the Coalition’s first budget. While much 

can be argued from an ideological perspective, 

the one major outcome that always follows a 

budget is certainty. 

Though most of the measures still need to 

navigate their way through the Senate it is 

now clear where the current Government 

stands in terms of its economic viewpoint. 

Prime Minister Abbott has drawn a line in the 

sand. For the rest of us, this means we can get 

back to what we do best. We now have a clear 

understanding of where policy and regulation 

sit and we can get on with business.

While small business is not for the faint of 

heart and never a completely sure bet, a level 

of certainty provides owner operators with 

the tools to move forward. In franchising, this 

is true of the budget, and it is also true of the 

Franchising Code of Conduct update.

I am pleased to report the FCA has continued 

in its consultative role with Government 

since the release of the Exposure Draft in 

April this year. Representatives of the Council 

have met with the Department of Treasury 

and representatives of the Minister for Small 

Business, Bruce Billson on multiple occasions. 

FCA Chairman, Michael Paul
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“We are now in a position to 
provide a little more clarity 
as to the likely changes 
to the Franchising Code of 
Conduct following the Wein 
Review, which began in 
January 2013. ”

You can read about the changes in depth here 
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A little certainty will  
allow us to thrive



 There is a lot happening 
in the regulatory space. 
This article provides some 
insights into the future 
regulation of Australian 
franchising, and outlines 
why it is important that we 
take a pro-active approach 
to industry regulation. When 
problems or issues arise, we 
need to own the problem 
and develop the solution, as a 
reactive approach will see us 
disadvantaged.

Taking charge of regulating  
the Australian franchise sector 

Regulation

St
ep

he
n 

G
ile

s,
 

N
or

to
n 

Ro
se

 F
ul

br
ig

hg
t

The Federal Government recently released an 

Exposure Draft of the amended Franchising 

Code of Conduct, with the intent that the 

revised Code will take effect in relation to 

franchise agreements entered into on or after 1 

January 2015. The Government has also issued 

a Consultation Paper on Extending Unfair 

Contract Term Provisions to Small Businesses. 

It is also undertaking a comprehensive review 

of the Competition and Consumer Act, and 

has flagged interest in issues such as abuse 

of market power, third line forcing and 

unconscionable conduct that will be relevant 

to franchising. On top of this the Government 

recently called for submissions in relation to the 

establishment of a Small Business Commissioner 

and Family Enterprises Ombudsman, notably 

as to the powers that should be given to such a 

person. The discussion paper in relation to the 

Ombudsman asks whether the Ombudsman 

should be given investigative powers and the 

right to make binding determinations.  

As entrepreneurial people we in franchising 

are not keen on regulation. We see it as an 

unnecessary impediment to growth, and 

having a compliance cost that could be better 

spent on other things. We feel the current 

regulatory framework is adequate, and reject 

the thought that any further increase in 

regulation is justifiable. 

We saw the enactment of the world’s most 

comprehensive regulatory framework for 

franchising in 1998. It (the Code) strikes a fair 

balance between the need to provide additional 

protection for franchisees and a strong 

enforcement framework, with the expectation 

that people seeking to operate a business 

undertake reasonable due diligence and  

obtain advice. Coupled with the protection 

provided by the Competition and Consumer 

Act prohibitions on misleading or deceptive 

conduct and unconscionable conduct we have 

a regulatory framework that is conceptually 

hard to fault. Yet we have seen the Franchising 

Code of Conduct amended four times since 

1998, with a further detailed set of changes 

proposed to commence in 2015. Ironically 

some of the changes proposed for 2015 seek to 

address potential problems with the legislation 

that we raised in 1998 notably that the volume 

of disclosure was excessive and would work 

against the objective of prospective franchisees 

obtaining legal and business advice.

The conduct of any Government inquiry into 

franchising, or the enactment of any legislation 

that relates to franchising, creates a cloud over 

the sector. The assumption most make is that 

there must be something wrong.  The current 

cloud over franchising is largely undeserved 

on any objective assessment, but that has 

not stopped Government from proposing 

significant amendments to the law. 

“It (the Code) strikes a 
fair balance between 
the need to provide 
additional protection for 
franchisees and a strong 
enforcement framework, 
with the expectation that 
people seeking to operate 
a business undertake 
reasonable due diligence 
and obtain advice. ”

Issue 38 Edition Two 2014
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One of the major problems faced by the 

franchise sector is that it is so easily identified. 

So problems that are common to all businesses 

can easily be painted as problems related 

specifically to franchising. Similarly the 

negative impact of market forces, competition 

or economic conditions are more obvious 

in franchising. There is no doubt that in 

recent times there have been more negative 

allegations about franchising, notwithstanding 

that there has been no material change in the 

percentage of franchising disputes for the 

last 10 years. To some extent we need to be 

ready to defend the sector, but we also need 

to “own” the problem, and develop “solutions”. 

Otherwise those less equipped will do it for us.

There are some fundamental reasons why 

disputation will always exist in franchising.  

We need to understand the reasons, and  

have strategies to address them. Consider  

the following challenges:

•   Everyone likes the free market as a consumer, 

but no one likes it when market factors lead 

to business failure. Similarly everyone gets 

excited at the macro statistics in franchising, 

but no one likes it when franchised 

businesses fail. The fact is it is tough being 

in small business, and getting tougher. The 

Australian economy is not what it was in the 

10 years of the Howard / Costello Government, 

when almost anyone could open a business 

and make money. These days marginal 

operators fail more frequently. No doubt 

franchising still represents a better option for 

most than trying to operate independently, 

but franchising is not a guarantee of success. 

In some spaces, notably retail, failure is 

exacerbated by penalty wage rates and 

unnecessarily high rentals secured by 

landlords that enjoy a local market monopoly. 

Some may say that is just the market at work, 

but the problem in franchising is that it is 

much easier to blame the franchise system or 

franchising generally than the market.

•   Allied to this point is human psychology.  

It is a fundamental coping mechanism for 

people to seek to externalise any failure.  

It is actually healthy to do so. The flip side 

psychologically is internalisation, which 

can lead to depression, suicide and other 

problems. Franchise systems have to accept 

that unsuccessful franchisees will often seek 

to blame the franchise system.

Continued over page 

“I believe the 2015 changes to the Franchising Code of 
Conduct will have us heading further in the right direction. 
They won’t be perfect, but they will be realistic and they 
should actually deliver a reduction on ongoing compliance 
costs for franchisors and franchisees. ”
NF

C1
414

NATIONAL FRANCHISE CONVENTION 2014  
26-28 OCTOBER   OLYMPIC PARK SYDNEY

PEOPLE 
PASSION  

PERFORMANCE

RULES OF SUCCESS

Sponsor and Exhibitor packages available  
For more information, call +61 3 9508 0888 or go to franchise.org.au  

NFC14 ad 125 x180.indd   1 20/02/14   12:44 PM



Issue 38 Edition Two 2014

•   It was once said that normal small businesses 

fail in private, franchised businesses fail in the 

public spotlight. This is even more the case 

now as a result of social media. 

If you combine this factor with the first two 

points the impact is multiplied. This feeds 

directly into political, media and public 

perceptions. Politicians are typically quite 

active on social media, and quite accessible by 

it. It is therefore hardly surprising that there 

is a reduced confidence in franchising, and 

that politicians say that they are constantly 

receiving complaints about franchising, We 

know that franchising remains as substantively 

sound as ever, but we also know that 

perception is very important in franchising. 

In 1998 we were able to point to macro-

economic data concerning the growth and 

success of franchising, but that is no longer 

enough. We need specific data to counter 

requests for specific amendments to our 

regulatory framework. Successive Government 

inquiries have bemoaned the lack of quality 

data on franchising. As a consequence rhetoric 

and anecdote have tended to prevail, often 

to our detriment. We have had to endure 

comments about unnamed “rogue franchisors”, 

and assertions about franchise failure that 

we know, but struggle to prove, are untrue. 

As a sector we must be able to provide 

better quality aggregated information on 

franchising, and specific data to rebut requests 

for specific change. Pleasingly we have seen 

the establishment of organisations such as 

FRANdata, which performs a similar role in the 

US and intends to collaborate with the FCA 

locally on these fronts. 

That said, we need to appreciate that in 

addition to death and taxes we in franchising 

can add one more certainty – more franchising 

regulation. That has been our experience to 

date, and I see no reason why that will ever 

change. So as a sector we needed to get into 

the driver’s seat.

In 2013 when the Government announced the 

review of the Franchising Code of Conduct 

the FCA was ready, and what a difference 

that has made. We were able to contribute to, 

in a very constructive way, the Wein Report 

recommendations. We had established our 

credibility with the regulators, the bureaucrats 

and even most of the politicians. We had 

tested and refined our arguments, and we 

were seen as pro-active and engaged rather 

than defensive. Finally we had achieved our 

key representation objective – to be at the 

legislative policy table, not the coffee table in 

the ante room.

I believe the 2015 changes to the Franchising 

Code of Conduct will have us heading 

further in the right direction. They won’t 

be perfect, but they will be realistic and 

they should actually deliver a reduction on 

ongoing compliance costs for franchisors and 

franchisees. The Code will reflect words our 

FCA Legal Committee recommended, not the 

words of a well-intentioned public servant 

unfamiliar with the nuances of franchising. We 

took charge of the regulation of our sector, and 

the results will I think, reflect that involvement.

“The FCA is definitely on 
the front foot both directly, 
and by supporting others 
that are introducing useful 
industry solutions. We 
aim not just to have input 
into how we are regulated, 
but take charge. We have 
decided that we cannot 
just endure regulatory 
intervention we must pro-
actively try to frame it to 
ensure that it works. ”

The franchise sector is also taking charge in 

other areas. We need to own the problems and 

develop solutions, even when the “solutions” 

are more form than substance. That means 

we need to have “perception” solutions that 

improve the public perception of franchising, 

we need to find marketing and strategic 

solutions to discover and give confidence to 

new pools of potential franchisees, we need to 

improve bank confidence and information flow 

to increase lending to franchisees and we need 

to help franchised businesses lower costs in 

these challenging economic times.  

And finally, we need to get on the front foot 

to address the perception that potential 

franchisees struggle to qualify or validate the 

franchise offers put before them. This goes 

beyond disclosure – it is a fundamental lack of 

confidence in the relevance of the information 

provided, and to distinguish between franchise 

offers and franchise systems.

The FCA is definitely on the front foot both 

directly, and by supporting others that are 

introducing useful industry solutions. We 

aim not just to have input into how we are 

regulated, but take charge. We have decided 

that we cannot just endure regulatory 

intervention we must pro-actively try to frame 

it to ensure that it works. And that it works 

not just substantively, but in addressing the 

perception concerns of key stakeholders. 

Although we know that there are no endemic 

problems in the franchise sector, we also 

know that will not prevent Governments 

from continuing to introduce new legislation. 

Sometimes we need to put up a fight, but we 

must always stay aligned to our goal of being 

at the policy table helping to frame regulation. 

If there is a problem, we need to be part of the 

solution.  fr  

Stephen Giles is a partner with Norton Rose 

Fulbright and a director and former Chairman 

of the Franchise Council of Australia.  

Stephen.giles@nortonrosefulbright.com
Building a great business venture requires 
great leadership, vision, belief, commitment 
and a bit of risk. However without a firm 
understanding of your brand, you risk 
having the best idea that nobody has ever 
heard of. And when it comes to franchising 

that could be the difference between 
making or breaking the very model you 
have so passionately invested into.  
It’s critical as a brand to appeal to your 
target market and as consumer insight 
specialist and brand developers we can 

help take your idea and reach a potential 
larger and more mindful target audience.

Allow us to give you a hand today.

Call 1800 356 164 or visit 
atmmarketing.com.au

Brand planning can be 
the difference between 
hero to zero.
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News

The ATO now administers 
the Small Business 
Superannuation Clearing 
House – a free online 
super payment service for 
businesses with 19 or fewer 
employees.  

Free super clearing house 
service for small business

Available 24 hours a day, 7 days a week, the Clearing House is designed to make it easier for you to 

meet your super guarantee obligations. 

The Clearing House lets you pay all your super contributions to a single location in one simple 

electronic transaction. All you need to do is register your employees and their super fund details. 

Then, when you make your secure electronic transaction, the super contributions are distributed 

to your employees’ nominated super funds. You can even choose to make a regular contribution 

amount for your employees.

9

To register for the Small business Super Clearing House, or to find out more:
visit the Small Business Superannuation Clearing House, or phone 1300 660 048.

Building a great business venture requires 
great leadership, vision, belief, commitment 
and a bit of risk. However without a firm 
understanding of your brand, you risk 
having the best idea that nobody has ever 
heard of. And when it comes to franchising 

that could be the difference between 
making or breaking the very model you 
have so passionately invested into.  
It’s critical as a brand to appeal to your 
target market and as consumer insight 
specialist and brand developers we can 

help take your idea and reach a potential 
larger and more mindful target audience.

Allow us to give you a hand today.

Call 1800 356 164 or visit 
atmmarketing.com.au

Brand planning can be 
the difference between 
hero to zero.



One of the best ways to 
manage a franchise is 
to foster positive and 
productive relationships  
with your franchisees. 
We understand as a franchisor your attention 

is focussed on a wide range of issues such 

as building your brand and supporting your 

franchisees. This is where the Fair Work 

Ombudsman can help. Our role is to promote 

co-operative and productive workplaces and 

we have developed a range of resources that 

can assist you with this. 

Businesses of all shapes and sizes need to 

understand and comply with a range of 

regulatory obligations. Many franchisees are 

essentially small business people who often 

don’t have the benefit of in-house human 

resources and payroll staff - and as such, the 

knowing where and how to access the right 

information to ensure compliance can be 

daunting. This is why we believe providing your 

franchisees with information on how to find 

out about their obligations is a great place to 

start. In December 2013 we launched our Small 

Business Helpline, which since its inception 

has responded to over 50,000 enquiries 

across a range of industries. The Helpline was 

established to assist employers who identify as 

a small business to access a priority queue, and 

to talk to one of our specialist advisers about a 

range of workplace relations matters. 

We believe franchisors are in a unique position 

to create and maintain a culture that fosters 

positive relationships within the workplace. 

Our Online Learning Centre offers a range 

of resources that will assist you to engage and 

support your franchisees. 

Courses like ‘Difficult conversations in the 

workplace’ will help build the confidence 

and skills to prevent and resolve workplace 

disputes at the franchisee level. We encourage 

you to utilise our interactive tools and, 

where possible, incorporate their use into 

professional development programs you 

may already have in place as part of your 

franchising arrangements. This will send an 

important message to your franchisees, one 

that highlights the importance of knowing 

and understanding workplace matters, and 

fostering a positive workplace culture.

Earlier this year the Fair Work Ombudsman 

launched a ‘Guide to hiring new employees’ 

and accompanying ‘Hiring employees 

course’ to assist business owners to apply 

good recruiting and induction practices. By 

recruiting well you can help establish a more 

committed and effective workforce and get on 

with the task of growing your business. Both 

resources have been created to provide advice 

in plain-English about the best way to employ 

staff. The online course includes an interactive 

tool to help build a profile of the employee 

you want to hire and video activities to help 

practice your interview skills. 

National Franchise Program

The Fair Work Ombudsman has a National 

Franchise Program that offers a unique 

opportunity for franchisors to protect and 

build their brand by partnering with us to 

support fair and compliant workplaces.  

The Program offers participating franchisors:

•   The opportunity to work with us to 

identify practical solutions to influence the 

compliance behaviours of your franchisees. 

•    Practical guidance ensuring centralised 

policies and procedures are compliant and 

consistent with the Fair Work Act and, where 

possible, best practice.

•    Greater visibility of, and control over, 

workplace issues arising in your franchise 

business

•    Assistance accessing tools and resources; 

and encouragement in promoting their 

usefulness and benefits to your franchisees.

Resources: Fair Work Australia
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Working together
to create fairer
workplaces for all

“Courses like ‘Difficult 
conversations in the 
workplace’ will help build 
the confidence and skills 
to prevent and resolve 
workplace disputes at the 
franchisee level. ”

Issue 38 Edition Two 2014
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Participating franchisors will meet with an 

Adviser to discuss the services available,  

your franchise structure and business needs. 

A program is then tailored to best support 

your business. This is an exciting opportunity 

to create strong relationships between 

yourselves, your franchisees and the Fair Work 

Ombudsman. The next National Franchise 

Program intake has limited places still available. 

You can register or get more information by 

contacting franchising@fwo.gov.au

I encourage you to visit our website  

www.fairwork.gov.au and use the free 

resources that have been designed to help your 

franchisees more easily understand and comply 

with workplace laws. The website includes 

email updates, where you will receive alerts 

with information relevant to your industry, and 

our Newsletter, which will help keep you and 

your franchisees informed about any changes 

to the workplace relations system; including the 

annual wage review decision when it is handed 

down by the Fair Work Commission.

We know running a business presents many 

challenges, and we are committed to providing 

you and your franchisees with the right tools 

and resources to help you become best 

practice employers. fr

Robert Hortle is the Fair Work Ombudsman’s 

Director of Small Business Strategy. Robert and 

his team ensure that the needs of small business 

are understood and accounted for within the 

work of the Fair Work Ombudsman.   

“In December 2013 we launched our Small Business 
Helpline, which since its inception has responded to over 
50,000 enquiries across a range of industries.”

More Resources
We have also created a range of other 

products to assist in helping promote a 

positive compliance culture within your 

franchise. These include:

•    Fact sheets that outline the minimum 

rights and obligations of all employees, 

employers and contractors under Australia’s 

workplace laws.

•    Best practice guides to help you 

implement best practice initiatives, 

including the Small business & the Fair 

Work Act best practice guide.

•   Downloadable templates that can be 

tailored to your business. 

•   PayCheck Plus to help calculate rates of pay.

•    A leave calculator to help calculate 

leave under the National Employment 

Standards.

Franchising  
Information  
Network
The ACCC offers a free subscription service, known 

as the Franchising Information Network, for 

those people who wish to be kept up-to-date 

with franchising related developments. This 

service keeps readers informed about new ACCC 

activities in franchising and industry codes, major 

litigation actions and new education and general 

information initiatives. You can subscribe to this 

service easily and simply by emailing your details to 

FranchisingCode@accc.gov.au

SUBSCRIBE NOW



The Jim’s Group boasts more than 250 

Franchisors and 3,300 franchisees across four 

countries, including Canada, New Zealand and 

the UK. 

The Jim’s Group offers a business opportunity 

for most budgets, ranging from greenfield 

franchises of $12,500 to established franchised 

businesses worth more than $500,000.

It has become Australian vernacular for people 

who no longer enjoy what they are doing 

professionally to say, “I’ve had enough, I’m 

going to buy a Jim’s franchise”.

Offering 36 different business opportunities 

provides those looking to invest in their own 

business with a lot more options.

Prospects can clearly match their skill set and 

professional passions to one of our 36 different 

divisions, which also includes opportunities 

Systems

Adapting the model 
for the market

In 2014, it is celebrating 25 years in franchising 

after founder Jim Penman turned a lawn 

mowing round in the eastern suburbs of 

Melbourne into the largest service-based 

franchising group in the world.

Jim’s Mowing was franchised in 1989 and 

today there are 36 different Jim’s Divisions, 

including Jim’s Cleaning, Jim’s Antennas, Jim’s 

Bookkeeping, Jim’s Dog Wash, Jim’s Pool 

Care, Jim’s Test & Tag, Jim’s Locksmiths, Jim’s 

Conveyancing and Jim’s Fencing.
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Franchise Review asked two valued FCA members to give an inside look into the set up of their model. Adapting the 
traditional franchise model in a unique way is providing some well known Australian brands with accelerated growth 
and many Australian small business hopefuls opportunities they would not have had without the strength of a 
franchise brand.

such as electrical, plumbing, building 

maintenance, computers, car cleaning, removals 

and heating and cooling.

There is little question that the rapid and 

continued growth of Jim’s Group stems from 

the great opportunity that the system provides. 

There is a business for everyone!

And that’s also why new Divisions are 

introduced into Jim’s Group on a regular basis - 

growth opportunities.

Growing brands within a growing group

Existing, well established brand names that 

are often market leaders in their own state or 

territory, are utilising the strength of the Jim’s 

Group brand to grow their businesses nationally.

The franchise system itself also assists with the 

growth in the group. When Divisions begin, they 

are set-up with regional franchisors, who, in turn, 

sell franchises.

Each division has its own franchisor and is run as 

an individual brand within the group.

It’s the marketing and branding created at 

franchisor level that helps to grow the division 

and the Jim’s brand.

Franchisors are responsible for selling franchises, 

as well as managing the marketing for 

franchisees at a regional level. Franchisees are 

responsible for their own local area marketing, 

which they are all trained in as part of their Jim’s 

Group training.

“ The Jim’s Group offers a 
business opportunity for 
most budgets, ranging 
from greenfield franchises 
of $12,500 to established 
franchised businesses 
worth more than 
$500,000. ”

 CASE STUDY 1:   Jim’s Group is an Australian Franchising success story
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As well as ensuring they are proficient in 

the Jim’s Franchise Management Systems, 

franchisees are also provided with training 

that is unique to their own division, as well 

as generic training, which includes sales, 

customer service, Jim’s ethos and LAM.

Another unique proposition that Jim’s 

Group offers is training before signing a 

franchise agreement.

It is the philosophy at Jim’s Group that 

we want prospects to get a feel for the 

culture of the group and know they are 

truly committed to the business. After the 

training, they know whether they want to 

be a Jim’s Franchisee.

Ultimately, not unlike any other franchise, 

the success of the franchisee is very much 

dependent on their ability to embrace the 

system and drive their business.

There is no coincidence that the successful 

franchisors and franchisees at Jim’s Group 

drive their businesses.

They market themselves well, they are 

consistent in their marketing, they provide 

great customer service, they ask for 

referrals, they reward loyalty, they follow 

the franchise system, they learn from others 

and they listen to those in the division who 

are more experienced.

At Jim’s Group, our people want to own 

and operate a successful franchise which 

provides them with great work-life balance 

and a business that becomes an asset.

It’s this mantra that drives the Jim’s Group  

every day.

With 150 locations throughout Australasia, 

Quest Serviced Apartments is a highly regarded 

corporate accommodation provider for many of 

Australia’s businessmen and women. Although 

these corporate travellers would be very familiar 

with the Quest brand, they probably wouldn’t 

know that Quest is one of Australia’s leading 

franchises with approximately 90% of locations 

owned and operated by franchisees.

Quest follows the business format franchise 

system so well that each franchise can easily 

deliver a consistent standard of quality 

accommodation. It is this unified front and 

commitment to quality that differentiates Quest 

and ensures the business continues to grow, 

year after year. One would only discover that 

Quest is indeed a franchise by looking a bit 

closer to see the personal touch each franchisee 

brings to their property.

Backed by 25 years of experience and a strong 

reputation among industry leaders, Quest 

continues to be the largest and fastest growing 

serviced apartment operator in Australasia. 

There is a unique balanced stakeholder 

approach that underpins the Quest Serviced 

Apartments investment model. Strong yields 

and consistently high occupancy rates across 

the Quest network have established Quest as an 

emerging asset class, which is responsible for a 

seamless relationship between the franchisee, 

the franchisor and the investor.

Quest CEO, Zed Sanjana explained how Quest’s 

franchise model has been the driving force 

behind the company’s continued growth. 

“For over two decades, the Quest franchise 

model has been the key to our success. Our 

franchisees know that joining Quest is not about 

buying a job; it is buying a business and a way of 

life,” said Mr Sanjana.

“Quest’s business model delivers occupancy and 

room rates consistently above industry averages 

and it is these kinds of results that make the 

Quest brand an ideal choice for potential 

franchisees. We ensure this ongoing business 

through maintaining close relationships with 

Australia’s top companies to understand their 

travel needs and drive sales to the network.”

Quest tends to recruit franchisees based on 

the suitability of their character, rather than 

a specific skillset. Whether it be previous 

franchise or business owners, senior managers 

from a corporate setting, or people within the 

accommodation industry looking to develop 

their careers by owning their own business, 

potential franchisees are not required to 

have any particular industry experience as an 

intensive seven-week training program follows 

the recruitment and screening process.

Ongoing support is provided throughout 

the franchisee journey and all branding is 

centrally managed. Mr Sanjana emphasised 

the importance of leadership and support to 

develop and strengthen mutually beneficial 

relationships between Quest and its franchisees. 

“Quest is a ready-made business opportunity. 

Franchisees have confidence in the strength 

“ Existing, well 
established brand 
names that are often 
market leaders in 
their own state or 
territory, are utilising 
the strength of the 
Jim’s Group brand to 
grow their businesses 
nationally. ”

Continued over page 

Quest Bundoora

CASE STUDY 2:    Quest franchise model delivers   
through seamless operation



of the Quest brand, which brings a peace of 

mind not found in many other businesses. 

Through clear communication and constructive 

leadership Quest creates an environment 

in which its businesses will succeed for its 

franchisees. We ensure each and every 

franchisee feels confident and is fully equipped 

with all the skills and knowledge required to 

operate successfully and grow their business,” 

said Mr Sanjana.

“Being a part of the serviced apartment 

industry, obviously people – our customers 

and stakeholders – are key to our success. Our 

franchisees really enjoy having the opportunity 

to work closely with people, an opportunity 

they may not find in other franchise businesses. 

Buying a new franchise and growing it from 

the ground up is an exciting challenge and our 

model guarantees it will be a successful one.”

A testament to the strength and success of 

Quest’s franchise model is Michael Hibberd, the 

company’s longest serving franchisee. During 

his 17 years with Quest, Michael and his wife and 

business partner Anne have owned five Quest 

properties. 

“Anne and I were very sure about taking the leap 

to franchise ownership because Quest’s model 

is clear and easy to follow. With the strength of 

the Quest brand behind us, we were confident 

and excited about the challenge of buying new 

franchises and growing them from the get-go. 

One of the best things about Quest is that the 

opportunities are already there, you just need to 

reach out and take them,” said Mr Hibberd.

Established in 1988, Quest’s formation was 

inspired by the growing demand from 

corporate travellers for reliable, flexible and 

spacious accommodation in convenient 

locations. Quest now operates 150 locations in 

key CBD, suburban and regional areas across 

Australia, New Zealand and Fiji.  fr

Want peace of mind?
It’s oUR business to help you lead, 
grow and protect YoUR business. 

Whether you’re a franchisor or a franchisee, 
performHR is here to make sure your  
message is consistent – whatever it is.  

We minimise risk while you concentrate  
on other things. It’s that simple really. 

fully outsourced HR services •  Strategic HR top-Up 
HR projects • payroll Services 

performHR

call 1300 40 60 05   email info@performhr.com.au   visit www.performhr.com.au  

Call us for a 
HR Health 

Check now!

About Quest Serviced 
Apartments
Quest is the largest and fastest growing 

serviced apartment operator in Australasia 

with 150 properties located across 

Australia, New Zealand and Fiji. 

Established in Melbourne, Victoria in 1988, 

the growth of Quest has been achieved 

through its commitment to meeting the 

accommodation needs of the extended 

stay business traveller.

Quest Serviced Apartment properties are 

managed by franchisees who follow a 

proven and successful franchise model. 

For more information on Quest Serviced 

Apartments go to  

www.questapartments.com.au
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Reboot 
tomorrow.

Shutdown 
yesterday.

future of business

Support for Windows XP has now ended.
After 13 years of loyal service, support for Windows XP officially ended on 8 April 
2014. And while PCs running XP still work, we’re no longer offering technical 
support or seeding new security patches, bug fixes or service packs.

Although we’re sad to see XP go, there’s never been a better time to embrace 
the brilliant tools and devices designed for today’s modern world of work and 
tomorrow’s potential.

To discover how the end of XP support affects your business,  
visit Microsoft.com.au/goodbyeXP 



Issue 37 Edition One 2014

Using Your Noodle
The Story of the Noodle Box Brand

Franchisor Interview

Owning and operating a quick service 

restaurant (QSR) in the current economic 

conditions might be seen as a risky proposition. 

Food outlets come and go, and competition 

from national and overseas brands is intense. 

Certainly, as far as franchising goes, the 

big-name household brands have a tight 

hold on the consumer market, with big ad 

budgets and massive reach, making it difficult 

for smaller Australian-owned QSRs to make a 

name for themselves. Also, more Australians 

see themselves as discerning food consumers 

– freshness, flexibility, innovation and high-

quality menu options are taken for granted. 

 Noodle Box has long prided itself on 

creating authentic, high-quality, fresh and 

healthy noodle-based dishes designed for 

the Australian palate. Established over 17 

years ago, the network of restaurants has 

a solid reputation and consistently delivers 

dependable results. 

However, Ian’s engagement with the business, 

just over a year ago, came about as the result 

of internal re-assessment by the founders, Josh 

James and David Milne. Nearly two decades 

earlier, Josh and Dave hit upon the idea of 

capturing the flavours and theatre of Asian 

street food for the Australian market. 

Ian Martin, Chief Executive of Noodle 

Box, knows all of this first-hand. With his 

background as CEO of Gloria Jeans Coffees and 

General Manager of Dunkin’ Brands, as well 

as a stint as CFO for Burger King International 

and Yum! Brands in Asia, Ian is well versed in 

the fickle nature of quick service restaurants. 

He understands the Australian palate and 

our desire for consistent service and quality 

products. He has brought his extensive 

experience to the 71 restaurants of the Noodle 

Box network overseeing an evolution of the 

business into a period of strong growth.
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As the founding entrepreneurs of Noodle 

Box, Josh and Dave have delivered some 

exciting ideas, including being one of the first 

QSRs to give the customers control of the 

ingredients of their dishes rather than being 

limited to a strict menu. They packaged their 

wok-flashed goodness in now-iconic noodle 

boxes, and modified intense Asian flavours 

to suit Australian taste buds. But the needs of 

the business have grown and changed, and 

Josh and Dave recognised that evolution was 

necessary. 

Ian is clearly impressed with the energy and 

efforts of Josh and Dave from those early days. 

“Josh and Dave are among the very few business 

owners who have taken a home-grown brand 

and turned it into a chain of between 60 and 70 

outlets,” Ian said. “

Many entrepreneurs, just like Josh and Dave, 

start very successful restaurants. Sometimes 

they can even run two or three. But after that, 

the risks start to multiply. It takes a certain type 

of business owner and entrepreneur to turn 

an idea into a business that can be franchised 

successfully as Josh and Dave have done.” 

Ian believes that many entrepreneurs fail to 

appreciate the variety of skills that are required 

to operate different-sized franchises. 

“It’s too easy to see the success of a handful of 

restaurants and presume you’re sitting on a 

gold mine,” he said. “It’s one thing to open and 

operate a few restaurants but a very different 

thing to successfully build a franchise chain”. 

The skills you need to operate three restaurants 

are very different to the capabilities you need 

to successfully run 50.  

“Josh and Dave recognised that the journey of 

franchising and multi-unit retailing is not a linear 

one – it’s a series of steps. At every step along 

the way you need additional core competencies 

to remain successful.”

Ian joined the Noodle Box business as Josh 

and Dave decided to step away from the 

day-to-day operations. Although remaining as 

shareholders, Josh and Dave wanted to keep 

their vision without compromising the growth 

of the organisation, which is proudly Australian-

owned and based. Martin was hired to help take 

the business into its next phase of growth. 

“Josh and Dave consciously made a decision 

that this was the time they needed to step 

back because the requirements of the business 

were more than they could give. This is mature 

self-awareness, and puts the health of the 

business first and foremost. Small-business 

managers and entrepreneurs are notorious 

for sometimes damaging the growth potential 

of their businesses because they hold on too 

tightly, and this excessive control can smother 

the future of any organisation.”

One of Ian’s first tasks when he joined the 

business was to take a close look at the vision 

and mission for Noodle Box. 

“I locked myself away to absorb where the 

business had been and where it was going to. 

The problem with having a business that has 

a degree of history is that sometimes you can 

forget to look at the route map you originally 

drew. We needed to revisit the route map 

and then take everyone along with us for the 

journey.”

This involved creating a new vision for the 

business, identifying that Noodle Box will 

be the “first-choice noodle-based restaurant 

concept in every market in which we operate”. 

Ian is very clear about how deeply this vision 

penetrates. 

“We want to be the first franchise option you 

consider if you want to open a noodle-based 

restaurant. Equally we want to be the first 

choice for our guests who are looking for 

healthy, fresh and authentic noodle-based 

meals. We want to be an employer of choice. 

Our vision of being ‘first choice’ is singularly 

important to us.”

Stemming from this vision is the statement 

of mission and values, which Ian agrees the 

current franchisees “probably don’t know off 

by heart, and don’t need to know off by heart, 

but increasingly they all know what we stand 

for – and that’s the most important aspect”. 

Ian understands that Noodle Box cannot be 

successful without its franchise partners also 

being successful. To help achieve this, Noodle 

Box focuses on outlining how the Franchise 

Support Centre and franchise partners work 

together on a range of issues – from ensuring 

a consistently high-quality experience for 

guests, to creating a united team and achieving 

marketing leadership. 

Continued over page 

“It’s too easy to see the 
success of a handful of 
restaurants and presume 
you’re sitting on a gold 
mine,” he said. “It’s one 
thing to open and operate 
a few restaurants but 
a very different thing 
to successfully build a 
franchise chain ”

Noodle Box CEO, Ian Martin



Franchisor Interview cont

The organisation reviews its route map 

every year, ensuring that everyone keeps the 

destination in mind. 

“It’s too easy to get distracted if you don’t 

articulate the business direction regularly,” Ian 

said. “The words of our mission and values 

are consistently referred to and run beneath 

everything we do. In every presentation – 

whether to a bank or a franchise partner – we 

highlight our mission. It drives everything, 

acting as a great ‘validation point’ for us to 

cross-reference decisions against. If a planned 

activity isn’t helping us deliver against our 

mission, we do not continue with the activity. 

We move on to the next one.” 

‘Checking-in’ against the mission also applies 

to developing menu items and ensuring the 

original Noodle Box commitment to fresh Asian 

wok-tossed flavours is maintained. 

It is crucial we keep our connection to Asian 

Street Food flavours, but we also give our guests 

the wide range they expect.”

One of the biggest developments since Ian’s 

arrival has been the shift in Noodle Box’s 

direction from being a hybrid of company-

owned and franchised restaurants to being 

wholly focused on the franchised business model. 

This was an important initiative in helping the 

business evolve because, as Ian explained, the 

hybrid model can create a perception of conflict 

of interest with their franchise partners. 

“Our evolution has included looking closely at 

our menu,” Ian said. “We know that Australian 

taste buds are maturing to Asian flavours, so 

without losing sight of our heritage we are 

developing and maturing our own menu items. 

Our menu innovation, and our innovation-led 

calendar, mean that we are providing authentic, 

high-quality, fresh and healthy noodle-based 

meal options. Regular guests will note our 

latest offerings of yum cha, as well as the 

broadening of our lunchtime options into 

Vietnamese salads. 

“One of the biggest developments since Ian’s arrival has 
been the shift in Noodle Box’s direction from being a 
hybrid of company-owned and franchised restaurants to 
being wholly focused on the franchised business model. ”

Issue 38 Edition Two 2014
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“There is a perception of a conflict of interest 

that can cause unnecessary tensions across 

the network,” he said. “For instance, when 

you are doing site selection you might find a 

great location for a restaurant and choose to 

franchise the site – the question within the 

network quickly becomes ‘well, if this is such 

a great site, why doesn’t the company use 

it?’. This is a deceptive conversation, and takes 

the focus away from what we all should be 

concentrating on.” 

“So, with the exception of our training 

restaurant at Chirnside Park, we’ve moved to 

the 100 percent franchised model, and this 

has met with great success. One of the biggest 

signs of success for us was the response 

from team members when we undertook to 

franchise the restaurants. Team members who 

know the system, who are working within the 

system, saw the opportunity to have a piece 

of the action. Record numbers of our team 

members have taken up the chance to become 

franchise owners, and we take this as a strong 

message of support and endorsement.”

Growth of the business is obviously at the front of 

Ian’s mind, but it’s not growth for growth’s sake. 

“I don’t want to go setting targets for numbers 

of restaurant openings that ultimately end up 

being unsustainable,” he explained. “It’s easy 

to aggressively set a number and talk about 

it, but in the end you either don’t achieve that 

number or you underperform across the board. 

That’s not the type of growth we want. 

“We’re looking for sustained and sensible 

growth that delivers real outcomes for our 

franchise partners. If they are successful, then 

so are we.”

In order to achieve the sort of sustained 

growth Ian is focused on, he is clear about the 

sort of person who is perfect for a Noodle Box 

franchise. 

“We’re seeking a type of individual who sits in 

the middle of the entrepreneurial spectrum,” 

he said. “At Noodle Box we have processes that 

need to be followed – from our occupational 

health and safety right through to food safety 

processes. This is not negotiable, to maintain 

our high quality as well as the service levels our 

guests expect. 

“However our franchise partners are exactly 

that – partners. They partner with us on the 

journey and as such they need to also invest 

their energy and their passion alongside us. 

Great Noodle Box franchise partners take part 

in their local community, play a role in driving 

up footfall, produce great-tasting food and 

enjoy being business owners. And we support 

them in ensuring they are the first choice in 

noodle-based options.”  fr

Noodle Box  
Quick Facts: 
ESTABLISHED 1997

FIRST FRANCHISED 2002

NUMBER OF AUSTRALIAN 
RESTAURANTS: 71

NUMBER AND LOCATION OF 
INTERNATIONAL RESTAURANTS:  
5 IN MAURITIUS, FIRST OF 2 TO  
OPEN IN KSA IN JUNE

PARTNERED RESTAURANTS VS 
COMPANY-OWNED RESTAURANTS:  
1 COMPANY TRAINING RESTAURANT

HIGHEST CONCENTRATION OF 
RESTAURANTS (AREA):  
GOLD COAST, QUEENSLAND

NUMBER OF FRANCHISEES: 63 

NUMBER OF EMPLOYEES: OVER 800 
TEAM MEMBERS ACROSS AUSTRALIA 

REVENUE LAST YEAR:  
$45MILLION TURNOVER

 Xero   is online accounting software that connects you with your numbers, your business 
and us – Anytime, anywhere from any device; Xero makes your business life easier...

Smarter Bookkeeping That Saves You Money!

We have developed systems to give us the edge to be super effective – that 
saves you money and saves your time – and ours too!

We don’t claim to do everything – We focus on what we do well; Set ups, Back 
logs, Conversions, Training, Bookkeeping, Payroll, BAS, Reporting, Reconciliation, 
Lodgements, Tracking not forgetting our Professional support to you, our Client.

We have embraced technology – Keeping the ‘human touch’ – so you receive 
‘live’ & ‘real time’ answers – keeping you on track and on budget.

Contact us today! for a FREE 90 day Trial on us – no obligation!

“Xero has really cut 
my accounting time 
by 80%. It gives me 

goosebumps thinking 
about all that extra 

time I have” -
Bridget Labus, Retail...

1300 734 155 info@blitzaccounting.com.au www.blitzaccounting.com.au

“We’re looking for sustained 
and sensible growth that 
delivers real outcomes for 
our franchise partners. If 
they are successful, then so 
are we. ”



Issue 38 Edition Two 2014

Bespoke 
Insurance for 
FCA Members

Proudly endorsed by the Franchise Council of Australia (FCA), Aon is the 
trusted insurance broker for many of Australia’s largest franchise networks.

How we work?

By listening to you and developing an in-depth understanding of your 
franchise network, we can define your specific risk exposure and create a 
bespoke insurance program to help protect your business and franchisees.

No other broker can match our level of access to insurers and products. 
By negotiating strongly with leading insurers, we help ensure that your 
franchise network benefits from tailored insurance at a competitive price.

With 40 offices across Australia no matter where your franchisee is  
based there will always be a team of insurance experts close at hand to 
support you.

Why Aon?

		Access to a dedicated, local client manager – your single point  
of contact

		An insurance programme, specifically designed for your  
franchise network

		Competitive Premiums – a benefit of our negotiating with  
insurers power

		Risk Management support, to ensure you identify and manage 
common risk issues across your network

	Claims support to ensure you receive the best possible outcome

	Access to bespoke insurance solutions including:

 • Business contents and property insurance solutions;

 • Public Liability;

 • Products liability;

 • Management liability;

 • Professional indemnity and franchisor liability;

 • Accident and illness cover; and

 • Workers compensation.

* Results based on customer satisfaction survey conducted by an independent research company, accurate as at 14/5/203.

©2013 Aon Risk Services Australia Pty Limited ABN 17 000 434 720 AFSL No. 241141

The information contained in this flyer about Aon Franchise Insurance products 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 Aon Franchise 
Insurance product is right for you, please consider the relevant Product Disclosure Statement or contact Aon at (03) 9211 3149 to speak to an advisor.The 
Franchise Council of Australia will earn commission from the placement of insurances.

Franchise Council of Australia does not offer financial advice or financial products and this flyer must not be construed as such. You should consider obtaining 
independent advice before making any financial decisions.

Call Chris Ristevski, Sales Manager 

(03) 9211 3149 
> or email chris.ristevski@aon.com

We are proud to recommend Aon as our 
endorsed national insurance broker. Aon’s 
level of understanding around business format 
franchising and the Australian franchising sector 
as a whole, makes their bespoke solutions among 
the best in the market. 

Franchise Council of Australia (FCA)

97%  
of our customers give us the 
thumbs up for levels of cover*

93%  
give us the thumbs up for  
our level of service*

AFF0140 0513

The Endorsed insurance  
broker for FCA members
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FCA welcomes  
FCA Excellence in Franchising  
National Awards Sponsor

MYOB FCA Excellence in Franchsing Awards

Judging for the regional categories in this 

year’s Excellence in Franchising Awards has 

been completed and the state based awards 

nights are just weeks away. Judging has now 

commenced on the national awards categories 

and finalists will be determined in the lead up 

to the hotly anticipated Gala event in October.

FCA General Manager, Kym De Britt is 

impressed with the breadth of brands entering 

the awards this year. “ As well as previous 

award-winning brands, we are seeing some of 

the newer brands come through and it will be 

exciting to see who takes the trophies on the 

night,” he says.

This year FCA is pleased to welcome national 

award sponsor, MYOB. With their support, the 

Awards Gala Dinner to be held in Sydney on 

Tuesday 28 October promises to be the annual 

highlight on the franchising calendar. 

“With the support from MYOB, the deserving 

winner of each award on the night will be 

celebrated in true style. It’s fantastic to have 

this involvement from such a well known 

organisation. It’s great to see MYOB supporting 

franchisees and franchisors around the country 

through these awards,” Kym says.

MYOB CEO Tim Reed says, “Franchise 

businesses make an extraordinary contribution 

to the Australian business community and our 

economy. One of the key activities I think we 

don’t do enough of in business is to stand back, 

reflect and celebrate our successes. We know 

it’s not easy to manage a business; it takes hard 

work, courage and determination. 

Continued over page 



We’re thrilled to be the principal sponsor of 

this year’s Excellence in Franchising National 

Awards, and we’re looking forward to 

recognising and celebrating the successes of 

many franchises.” 

The MYOB FCA Excellence in Franchising 

Awards Gala Dinner will be held at Allphones 

arena in Sydney on Tuesday 28 October at 

the culmination of the National Franchise 

Convention.

Tickets to the regional awards nights are 

selling fast. This is an excellent opportunity to 

celebrate franchisees and support staff from 

your state. 

FCA EXCELLENCE IN FRANCHISING AWARDS 

QLD/NT
FRIDAY 18 JULY, 2014  BOOK HERE

NSW/ACT 
FRIDAY 25 JULY, 2014  BOOK HERE

BDA/Finn Franchise Brokers WA 
FRIDAY 1 AUGUST, 2014  BOOK HERE

SA 
FRIDAY 8 AUGUST, 2014  BOOK HERE

VIC/TAS 
FRIDAY 22 AUGUST, 2014  BOOK HERE

*The FCA Excellence in Franchising Awards are  
judged independently of the FCA head office and  
are audited by an expert third party.

YOU CAN BOOK  
YOUR TICKETS HERE
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We know print. 

With over 12 years experience supporting franchise 
marketing we’re here to partner with you.

Our print management system administers all your print 
and fulfilment needs, online 24/7, and supported by our 
personalised service. And we’ll look after your brand by 
producing high quality, cost effective products, every time. 

We’re ready to support your franchising print needs.

And 
franchising.

www.whirlwindprint.com 
National 1300 129 227

Learn 
more.

fr_advert_1302134_v04d.indd   1 13/02/13   10:55 AM
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benchmark reporting

projects divisional reporting

payroll quotes & invoices

liteCRM inventory

unlimited users  
& transactions

auto debtor 
follow-up

More than just accounting  
software in the CLOUD

Access your free trial at www.shoebooks.com.au 
or scan the QR code and enter your  
PROMO code:   VIP 
to receive your 10% discount
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benchmark reporting

projects divisional reporting

payroll quotes & invoices

liteCRM inventory

unlimited users  
& transactions

auto debtor 
follow-up

More than just accounting  
software in the CLOUD

Access your free trial at www.shoebooks.com.au 
or scan the QR code and enter your  
PROMO code:   VIP 
to receive your 10% discount

This year’s National Franchise 
Convention tickets are now 
on sale and registrations 
are pouring in. The event is 
sure to be the biggest on the 
Franchise calendar in 2014.
The keynote speaking program, featuring 

media personality Ita Buttrose, respected 

businessman David Smorgon, Head of Retail 

at Freedom Furniture Karen Matthews and 

Chairman of Coopers Brewery Glenn Cooper, 

will be supported by franchisor expert 

concurrent sessions.

Brands sharing their insight and providing 

expertise on a range of issues from recruitment 

to finance and technology include McDonald’s, 

Foodco, Just Cuts, 7-Eleven, Wendys, Poolwerx, 

La Porchetta, Anytime Fitness, Nanotek, 

Narellan Pools, Subway, Luxottica and many 

more.

This year there is range of ticket packages and 

accommodation options available (see over the 

page). Get in quickly, as there are limited rooms 

available and early bird and package pricing 

closes on 31 August.

Top left: Karen Matthews, 
Michael Crossland,  Ita Buttrose. 
Top right: Glenn Cooper, Danny 
Hanlon and David Smorgon

National Franchise Convention 2014

Early bird tickets for  
NFC14 are now on sale!

NFC14
REGISTER HERE 

 Just some of the franchise brands 
speaking on the expert panel sessions.

Just some of the keynote speakers  
addressing NFC14 delegates.

DATE: Sunday 26 – Tuesday 28 October
VENUE: Sydney Showgrounds @ Sydney Olympic Park
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With a range of specialist streams and options available at NFC14, this year the FCA has 
introduced further group booking discounts as well as package pricing options.
If you are planning on multiple people attending the convention this year, you can save up to $750 per registration. If you are planning on  

attending either the CFE sessions or Legal Symposium along with the main convention, you can book as a package and save $776 on your 

registration. Package pricing will only be available for a limited time.

2014 Pricing For National Franchise Convention

NFC14 LEGAL 
SYMPOSIUM

CFE GALA 
AWARDS

SOCIAL 
PACKAGE

WELCOME 
RECEPTION

NETWORKING 
NIGHT

ONE DAY

Members $1,700 $476 $476 $180 $450 $120 $180 $851

Non Members $2,430 $680 $680 $250 $545 $170 $250 $1,215

Members Early Bird $1,100 $170

2 person discount $1,020 $450 $450 $165

3 person discount $980 N/A

4 person discount $950

10 person discount $162pp

Pkg Members Legal and NFC $1,400

Pkg Members CFE and NFC $1,400 EARLY BIRD AND PACKAGE PRICING IS AVAILABLE UNTIL 31 AUGUST, SO BOOK NOW!

All ticket prices include GST

There is a range of accommodation 
options available for the event.  

CLICK HERE FOR DETAILS

The FCA gratefully acknowledges the support of the following sponsors for NFC14
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Our network commitment: Whatever it takes,  
to bring you Australia’s best mobile experience.

More kM2 covered THAN  
ANY oTHer NeTWork

Based on Optus’ website as at 21 Nov 2013



Retail

 The Australian retail industry is 
undergoing an unprecedented 
transformation brought 
about by the twin impacts of 
technology and globalisation.
For example, 88 per cent of online shoppers 

are expected to maintain or increase their 

online expenditure in the future, while more 

than 70 per cent of retailers say social media is 

having a significant impact on their business.

For retailers willing to embrace these changes, 

a massive opportunity exists to drive higher 

sales and promote stronger customer loyalty. 

However in order to do so, retailers must 

be willing to take full advantage of the 

technologies that are driving these changes, 

and use them to their best advantage – not 

only online, but in-store too.

Putting a lid on 
pressure from  
rising costs
Retailers are on the end of a triple cost 

whammy – rising wages, rising rents and a 

falling Australian dollar. Labour is a retailer’s 

largest operating cost, accounting for just 

over 20 per cent of sales. In addition, retail 

employee wages have risen 5.8 per cent in the 

year to May, compared with the 4.9 per cent 

national average. Rents are plateauing but 

still at a very high level, with 18 per cent of 

sales the average occupancy cost for specialty 

retailers in large shopping centres in 2013.

How to maintain service levels while 
managing a high cost structure

There are a number of strategies you can 

employ to tackle labour cost issues. The trick 

however is doing it in a way that won’t impair 

service levels.

WHAT TO CONSIDER:

•   Hire staff who are energetic, outgoing and 
great with customers, not just people who 
have worked in retail before

•   Make hiring an everyday process rather 
than an ad hoc activity when someone is 
desperately needed – this means always 
being on the look out for suitable staff

•   Look at ways to match your staffing to your 

sales levels to account for naturally slow and 

busy periods – there are a number of very 

good software programs that can help you 

do this.

Shift sales online and exit from 
underperforming real estate

Australian retailers are capturing less than five 

per cent of their total sales online compared 

with the international rate of 10-20 per cent. 

As retailers build e-commerce platforms they 

typically see a significant shift in sales from the 

real estate channel to the online channel. Total 

company sales may or may not increase but 

operating costs can be lowered, as this frees a 

retailer up to exit underperforming stores or 

hold less inventory on-site.

WHAT TO CONSIDER:

•   Look at balancing capital investment 
between physical stores, e-commerce, 
mobile - commerce and other systems – a 
forecast of sales and return on investment of 
alternative capital allocations will help you 
decide what will work best for you

•   Consider ways to increase the productivity 
of existing real estate by improving its 
functionality – for example are you able to 
use stores for e-commerce fulfilment or as a 
pick-up location for merchandise purchased 

online?
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“ Australian retailers are 
capturing less than five 
per cent of their total sales 
online compared with the 
international rate of 10-20 
per cent. ”
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The Franchise Academy’s education partner. 
Specialists in workforce training and development.

www.franklynscholar.edu.au

“Education’s purpose  
is to replace an empty 

mind with an open one.”
Malcolm Forbes

Publisher of Forbes magazine

Responding to 
e-commerce
E-commerce is growing by more than 20 per 

cent a year and now accounts for 6 per cent 

of retail sales. Online shopping is expected to 

grow from $13.6bn in 2011 to $26.9bn in 2016 

and in comparison to our global counterparts; 

Australian retailers still have a lot of sales to 

shift from physical stores to online channels. 

The most reliable strategy for retailers is to 

embrace e-commerce while using stores as the 

hub of an omni-channel shopping experience.

“ The most reliable strategy 
for retailers is to  
embrace e-commerce 
while using stores as the  
hub of an omni-channel 
shopping experience. ”

Want more insights  
for your industry? 
Telstra and Smarter Business Ideas have 

created six Smarter Small Business Reports 

with expert advice from industry leaders 

including Telstra Business Award winners.

Sectors covered:

•  Construction

•  Finance and insurance

•  Health and social services

•  Manufacturing

•  Professional services

•  Retail

Download your free sector-specific 

report here: https://report.smarter.

telstrabusiness.com/  

Physical real estate is still a huge  
competitive advantage

Many online retailers say they wish they could 

have physical stores. 

Why? It’s a place where customers can 

experience a product, and in many cases 

customers often prefer to pick up online 

purchases from a store instead of having it 

shipped to their home or office.

WHAT TO CONSIDER:

•   Revitalise your store to make it the hub of 

your omni-channel operation, make it a place 

to showcase your brand and encourage 

product trials and interaction, not just a place 

to make sales

•   Aim for a standard of service and visual 

merchandising that encourages brand 

loyalty while supporting sales 

•   Offer e-commerce inside the store, and allow 

goods purchased online to be picked up at 

the store, just as importantly, allow goods 

purchased online to be returned to the store.  fr

Michael Baker is a retail analyst and vice-chair 

of the International Council of Shopping 

Centres’ Asia-Pacific Research Council.



Poolwerx revolutionising  
pool industry training

Education & Training

Two decades ago, we identified the need in 

Australia for a pool and spa care franchise that 

offered reliability and expertise. Realising this 

opportunity has meant developing a dynamic 

technical and practical training program to set a 

high set of standards in service delivery for the 

industry. 

As our franchisees’ businesses have become 

significantly larger over the years, our training 

framework has also advanced, and we now deliver 

one of the most comprehensive programs, Pool 

School, in the pool and spa care sector. However, 

despite 10,000 pool and spa technicians working 

in the industry, of which we represented 10 

per cent, there was still no national standard 

recognising their skills and experience. 

Encouraging industry recognition

We wanted to develop a national qualification 

framework that recognised the expertise and 

robust training within our network and helped 

improve the credibility of the wider sector. 

Collaborating with government and industry 

representatives over five years, we welcomed 

the arrival of the Certificate III and Certificate IV 

in Swimming Pool and Spa Service qualifications 

last year. Further to this, we secured a 

$250,000 grant from the National Workforce 

Development Fund to train our 240 franchises 

in both qualifications, and we’ve just secured 

Queensland Government User Choice Funding 

to train more than 100 of our pool technicians in 

Queensland in the Certificate III from July. 

The retail school at the Centre of Excellence
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“ Our franchisees now have 
an additional way to 
differentiate themselves in 
a market where credibility 
is critical. ”

We are currently working with industry 

bodies to encourage each state and territory 

government to recognise this accreditation as a 

base licensing requirement to operate. 

A healthy outlook for pool care

Gaining accreditation for franchisees and their 

staff has significant benefits in franchising. 

Not only does it encourage a higher skills 

standard and provide even greater purpose to 

your training program, but it also strengthens 

your positioning in the market by giving your 

workforce more accountability in what they do. 

Our franchisees now have an additional way 

to differentiate themselves in a market where 

credibility is critical. We are developing highly 

L-R) Kids Alive founder and Poolwerx ambassador Laurie Lawrence; Federal MP Teresa Gambaro; 
Poolwerx CEO John O’Brien; State MP Saxon Rice. 

 Poolwerx CEO John O’Brien opens the Centre for Excellence

skilled and more experienced pool and spa 

technicians and giving them incentive to work 

in the industry for longer, which will ultimately 

enhance our overall provision of services to 

pool owners. 

Furthermore, with Gen Y making up around 

40 per cent of the workforce over the next five 

years as employers they can offer their staff 

a career in pool care that is supported by a 

national certificate. 

The Poolwerx Centre of Excellence 

It is also important to provide new and existing 

franchisees (and over 500 of their staff) with 

access to the best training facilities. In April, 

we proudly unveiled a $500,000 pool and 

spa technical and retail training centre at our 

Centre of Excellence in Brisbane. The first of 

its kind in the world, this 1,000sqm facility is 

advanced in design and significantly enhances 

the delivery of the new qualifications to our 

network by providing a greater depth and 

breadth of hands on training. The centre offers 

a unique 360-degree view of commercial and 

domestic equipment – including two working 

full-size pools and a spa – as well as a retail store 

that allows participants to be trained in sales 

techniques, merchandising, POS management 

and other formal business skills.  

In a highly competitive market, we now offer 

people the opportunity to enter the pool and spa 

care industry with the best training on offer and 

a nationally recognised certificate, giving them a 

great boost at the start of their journey.  fr

 

“ We wanted to develop a national qualification framework 
that recognised the expertise and robust training within 
our network and helped improve the credibility of the 
wider sector. ”
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New initiative

As the Australian franchise sector continues to 

mature, strengthening its reputation both at 

home and abroad, the need for independent, 

reliable information available to potential 

franchisees, local and foreign investors, and 

legislators has never been more apparent.

Although macro-economic franchising data 

continues to paint a rosy picture of overall 

prosperity, policy makers have made it clear 

they are receptive to more detailed industry 

information to justify legislative forbearance. 

Largely anecdotal and unproven allegations 

of inappropriate conduct made by a small but 

vocal minority have nevertheless tainted the 

views of policy makers. These types of claims 

have the potential to cause significant damage 

to the reputation of the wider franchising 

sector, with long-lasting implications. 

Although the general view of franchising 

remains positive, there remains a gap between 

the positive macro-economic information and 

the way potential franchisees view individual 

franchise systems. Until now there has been no 

way to bridge this gap. There is now a way to 

enhance the visibility and public perception of 

individual franchise systems to help reassure 

prospective franchisees and their advisors 

that they are dealing with a reputable and 

responsible franchise system. 

Add to this, there is now also a cost-effective 

way to collect key information to help the 

Franchise Council of Australia (FCA) to better 

represent its members and enhance decision 

making for industry regulators. 

The Franchise Registry™ has been welcomed 

by franchisors, franchisees, Government and 

regulators alike. Such a concept was tabled 

with the 2010 Parliamentary Joint Committee 

on Corporation and Financial Services report 

on franchising specifically recommending as 

Recommendation 8 the establishment of a 

registration system for franchise businesses 

which could enable the collection of data on 

the sector. The Franchise Registry™ implements 

this recommendation, and also provides other 

important benefits to the franchise sector. 

The Franchise Registry™ allows franchisors to 

self-regulate, protect and further enhance the 

reputation of their industry, and will generate 

facts that can substantiate the strength, 

growth and success the sector enjoys, rather 

than allowing legislators and media to focus 

on anecdotal evidence that does not paint a 

true picture of franchising. It will also enable 

franchisors to differentiate themselves from 

any franchise systems that are not compliant. 

To secure and maintain registration, franchise 

systems must provide a current Franchise 

Disclosure Document and current Franchise 

Agreement Document every year, and confirm 

their compliance with the Franchising Code. 

This not only gives the public greater confidence 

in franchising, but it also improves a franchise 

brand’s visibility and credibility in the market. 

The Franchise Registry™ will become a valuable 

first reference point allowing prospective 

franchisees (and their advisors) to research 

franchise brands, giving them a base level 

of assurance when considering entering 

franchising. 

Further Enhancing  
the perception  
of franchising D
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“The Franchise Registry™ 

allows franchisors to 
self-regulate, protect 
and further enhance the 
reputation of their industry, 
and will generate facts 
that can substantiate the 
strength, growth and 
success the sector enjoys, 
rather than allowing 
legislators and media to 
focus on anecdotal evidence 
that does not paint a true 
picture of franchising.”
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How is your brand represented on ...

The Official Directory of the

Over 1200 franchisors listed•

80,000 potential franchisees visiting 
every month

•

Expert advice from legal, financial 
and business consultants

•

To discuss your listing and how it’s working for you...
Email: info@franchisebusiness.com.au or call +61 (2) 9422 2418

Measureable, cost effective lead generation -
   - Email leads
   - Web clicks
   - Phone calls 

•

33

It will also improve a registered franchise brand’s 

finance lending potential by indicating basic 

regulatory compliance with the Franchising 

Code and a commitment to closing the current 

information gaps that hinder the identification 

and assessment of key lending risks. 

Data collected through the registration of 

franchise brands will be stored securely and 

may be confidentially aggregated by FRANdata 

to provide independent sector information 

for key stakeholders such as the FCA. The FCA 

will be able to use this improved information 

to enhance their representation of the sector, 

allowing them to put issues into context with 

broad and insightful data that promotes 

transparency. 

The Franchise Registry™ will also satisfy the 

longstanding government appetite for both 

better indicators of stability of the Australian 

franchising sector and more useful data. As an 

independent and credible registry, information 

generated will allow regulators to make well-

informed decisions that provide better support 

to Australia’s franchising and small business 

sector. 

The Franchise Registry™ is administered by 

Frandata Australia, the Australian arm of 

FRANdata, which has 25 years’ experience 

providing objective information and analysis 

on the franchising sector in the US. 

The Franchise Registry™ is an opportunity for 

franchisors to show their industry leadership 

and improve the trust in Australian franchising. 

Visit www.thefranchiseregistry.com.au for 

further details and to register.  fr

“The Franchise Registry™ will become a valuable first reference point allowing prospective 
franchisees (and their advisors) to research franchise brands, giving them a base level of 
assurance when considering entering franchising. ”

Further Enhancing  
the perception  
of franchising 



Bookkeeping

Having worked with a variety 
of businesses over the last 
10 years including many 
franchise systems, in most 
cases the one piece that 
is missing is a systemised 
approach to the way their 
entire back office is managed. 
The day to day back office tasks such as 

accounts payable, invoicing, payroll, end 

of month bookkeeping tasks are often 

operated without any consideration of what 

information and assistance can be provided to 

franchisees. We often find that the franchisee 

and franchisor are using a mix of accounting 

platforms which makes the automated and 

timely flow of information very difficult or 

more often non-existent. 

A lack of transparency around the franchisees’ 

numbers and their performance reduces your 

ability to assist the franchisees to grow their 

business and distracts them from operating  

the system. 

So where do you start and what to look for that 

will provide your head office with increased 

efficiencies, reduced overheads costs plus a 

turnkey back office system to your network? 

Below are just a few ideas that we have gathered 

from experience over the years that will help you 

build a better back office system and allow you to 

grow rather than become a barrier to growth.

Have a Standardised approach for Head office 
right through to each franchisee.

The best systems all have the same software 

platforms including their accounting software 

and the same procedures for managing their 

books on a weekly and monthly basis. Why 

is this important you ask? Well from our 

experience, it has a number of advantages 

for both the franchisor and the franchisees, 

including: 

•   A turn-key system for new franchisees. Many are 

first time business owners, so not having to worry 

about their bookkeeping and financial reporting 

is a huge bonus. They can just focus on learning 

the system and growing their business.

•   Consistency around the online accounting 

platform, which allows for easier training and 

standardised chart of accounts, invoice templates, 

debtor policies, sales recording and financial KPI’s 

and reporting.

•   Greater transparency around the numbers 

and if you have the right accounting software, 

the ability to automate the franchisee fee 

calculations and other complex tasks.

•   Automated benchmarking reporting which 

allows your operations managers to add more 

value to your franchisees by being able to 

understand and explain their numbers and 

suggest where improvements can be made.

•   Provide a bookkeeping service for your 

franchisees. As mentioned above they are not 

bookkeepers or experienced around running 

accounts so include this in your offering. It is also 

a new revenue stream for you the franchisor.

Delivering the right  
back office system for  
you and your franchisees
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Integrate your operational platforms with 
your accounting software

A good place to start is head office. One of the 

things we always look at is the flow of data. 

Whether that is information coming from 

suppliers or franchisees but also the data entry 

points that require your internal admin team’s 

time and manual effort. 

Identifying ways to be able to import or connect 

critical information like purchase orders, bills, 

sales, inventory and time and attendance for 

payroll from your other systems can go a long 

way to reducing the amount of time required to 

manage your back office, reducing the amount 

of resources required and decreasing your 

overheads.

Once you get head office right, you can apply 

the same principles and procedures to your 

franchisees.

Develop best practice for your back office 

systems.

There are always better ways to manage your 

internal systems and having documented 

procedures and a workflow diagram is the best 

practice in business. This not only assists head 

office and new team members but can be used 

as a way to attract new franchisees. So build into 

your operations manual and induction process 

some easy to follow procedures for the below: 

-  Accounts Payable Flow

-  Accounts Receivable Flow

-   Payroll processing including time capture, 

expense reimbursements, leave tracking and all 

other payroll related transactions.

 •   End of Month Tasks such as bank 

reconciliation, BAS /IAS /Super, account 

closing checklists and more

 •   Financial Reporting which can break down 

information like

 •   Cost centres, locations, departments 

(divisions)

 •  Instant Performance Ratios (KPI’s)

 •   Benchmarking franchisees – providing 

greater value 

 •   Timing  - receive it when useful for decision 

making.

The more value you can provide to your 

system to attain a better understanding of 

their financial performance is also a way to 

free up the business owners to work on their 

business which will hold you in very good 

stead for future growth. In addition, it is a lot 

less stressful on your and your internal admin 

team.   fr

If you would like to have a chat about your 

current back office system, please visit us at 

Shoebooks.com.au/franchises

“ Most franchise systems we encounter tend to experience 
a disconnection with how they operate their back office 
and how they assess and assist their franchisees. ”

“ A lack of transparency 
around the franchisees’ 
numbers and their 
performance reduces 
your ability to assist the 
franchisees to grow their 
business and distracts 
them from operating the 
system. ”



Go mobile to stay ahead

Technology

The quick service restaurant (QSR) market is a 

crowded one. In order to gain cut through and 

secure or maintain loyal customers, it’s critical 

that you offer an easy and enjoyable in-store 

experience.

We recently conducted a survey that revealed 

just 25 per cent of QSR franchisors were geared 

up for mobile sales. In today’s environment 

consumers expect – and want – everything to 

be available on-the-go, so operators risk losing 

valuable customers if they don’t embrace new 

mobile sales technology.

This need is highlighted further by our 

consumer research which showed that a 

quarter of Australian customers now used their 

smartphones to make purchases. This includes 

buying food, with one in 10 saying they 

preferred to pre-order via an app when visiting 

a QSR outlet.

The findings support what we already know - 

that there is a clear need for QSR outlets to 

adopt mobile sales systems. Consumers are 

demanding quicker, more efficient service and, 

with the advent of the ‘time poor’ upon us, 

convenience and good quality food is sought 

by consumers during lunch breaks every day.

When asked about the benefits of in-store 

mobile point-of-sale, almost a third (32 per 

cent) of consumers said queuing to order food 

was the biggest waste of time when eating out. 

Enabling mobile POS in your store will reduce 

queues and speed up the ordering process, 

saving both your customers and your staff 

precious time.

What’s more, there’s a clear commercial benefit 

to being able to transact from anywhere 

within the premises: you’ll allow for greater 

staff efficiency as employees don’t have to 

repeatedly go to a central server to input 

payments and orders. This results in quicker, 

more effective service and reduced queuing 

time, which will keep your customers happy.

Introducing online ordering also makes 

sound commercial sense. It will satisfy today’s 

consumer demand for pre-ordering and 

minimise queues in-store, meaning those 

eating in will also benefit from quicker, less 

pressured service. As we know, an improved 

customer experience will encourage positive 

word-of-mouth and increase the likelihood of 

repeat visits.

Enabling your POS to become mobile is a 

straightforward operation and needn’t be 

costly. We have products which can be adapted 

from existing systems so the installation won’t 

cause disruption to the day to day operations.

Ultimately, it’s worth the time and effort. 

Consumers are telling us what they want and 

it’s in the interest of QSR operators to respond 

with a solution. If they don’t, they risk being 

outsmarted by the competition and getting 

left behind.  fr  

“When asked about the benefits of in-store 
mobile point-of-sale, almost a third (32 per 
cent) of consumers said queuing to order 
food was the biggest waste of time when 
eating out. Enabling your POS to become 
mobile is a straightforward operation and 
needn’t be costly. ”
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Do you want to acquire 
more quality franchisees?

An opportunity like this is rare. To have available someone who 
has achieved such success in the Franchise industry to help you 

in your business.

Sawyer Communications has exclusively secured Wayne Ormond as a consultant 
specialising in the areas of  Publicity and Media Communication strategies; Franchise 

Concept Development and Sales and Acquisition. 

Wayne doesn’t merely talk the talk, he has walked the walk and can personally 
demonstrate real results. Recognised by multiple award wins including the BRW 

Magazine Fast Franchising Award for 3 consecutive years with more than 
$42 million in franchise sales. 

Wayne turned an idea into a $70 million franchise business in just 8 years. 
Now, he is avaliable to share his unique winning formula with you.

www.sawyerpr.com.au
www.wayneormond.com.au

Phone: 07 3630 0707



Franchise Recruitment
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Over the past five years, I’ve been privileged 

to work with franchise brands of every shape, 

size and sector. Whether they are family run 

start-ups or longstanding multinationals, 

for franchise businesses one of the biggest 

barriers to network growth remains the 

recruitment of suitable franchisees.

It’s commonly acknowledged that perhaps 90 

percent of the franchise enquiries made every 

year in Australia won’t eventuate in a purchase. 

The reasons for this are many, varied and well 

publicised. However, what’s rarely, if ever, 

widely discussed is the impact that effective 

franchise marketing practice has in enhancing, 

or potentially undermining these results. 

With huge shifts in the media landscape 

in recent years , franchise buyer research 

and enquiry behaviours have consequently 

changed. It’s clear that lead generation has 

undoubtedly become more complex. 

The average cost per franchise sale is 

increasing, as well as the expertise required 

to decide which media are most relevant to 

campaign needs. Both these factors place 

further pressure on recruitment budgets.

Lead conversion is a critical success factor for 

all businesses, and it certainly holds true for 

franchise recruiters. If scarce marketing dollars 

are spent on lead acquisition, the reward of 

that investment must be reaped by converting 

a high percentage of those leads into qualified 

candidates, and eventually these candidates 

into franchise sales. But how many enquiries 

every month are being “churned and burned” 

by under-pressure franchise sales teams 

because the prospect isn’t ready to buy, or 

isn’t willing to complete a lengthy application 

form and confidentiality agreement upon first 

enquiry?

Prospective franchisees are spending more 

time doing independent research online, 

they’re utilising a greater variety of information 

sources, frequently canvassing peer feedback 

and opinion when conducting due diligence. 

An increasing base of research suggests that 

perhaps up to 70 percent of a B2B purchase 

decision is made prior to the initial contact 

with a sales rep. The problem is that most new 

leads are not yet ready to engage fully, so if a 

sales rep attempts to contact a lead before he 

or she is ready to buy (or even submit a formal 

expression of interest) then it can be premature, 

and counter-productive to building trust and 

engagement with a potential buyer.

In the current buyer-driven market, franchise 

brands simply cannot afford to lose prospects 

to competitors because their willingness to 

buy does not yet match their readiness to sell.

How can salespeople better  
engage prospects?

It sheds new light on what the infamous 

and oft-quoted “tyrekicker” really is. Are 90 

percent of prospective franchisees in Australia 

right now really tyrekickers OR are franchise 

marketers simply not in tune with the most 

effective ways to engage early stage enquiries, 

and strategically entice prospects along the 

purchase funnel?  

Either way, there are major opportunities for 

companies to improve inefficiencies through 

the application of proven systems – an 

example being automated marketing software 

to qualify leads as genuine candidates and 

“nurture” them along a buying path – all before 

an expression of interest form is sent or a 

phone picked up. 

Are tyre 
kickers 
who we 
think 
they are? 

“An increasing base of 
research suggests that 
perhaps up to 70 percent 
of a B2B purchase decision 
is made prior to the initial 
contact with a sales rep. ”
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Marketing automation software such as 

Marketo and Hubspot allows franchise 

marketers to engage and educate prospects 

on key aspects of their opportunity by 

delivering valuable content in exchange for 

further data, whilst simultaneously measuring 

and consequently scoring their level of 

engagement in response to a series of actions. 

 This system allows a franchise recruiter to lead 

a prospect to jump through a series of hoops 

if you will. 

If a recruiter understands clearly the 

information needs of their prospect, and which 

trigger points indicate a potentially serious 

candidate, then this automated approach 

“...automated marketing 
software (can) qualify leads 
as genuine candidates and 

“nurture” them along a 
buying path – all before an 
expression of interest form 
is sent or a phone picked 
up.  ”

Are you protected? The team at Insurance Made Easy (est. 1991) have highly 
experienced and qualified AFS authorised advisors to 
help you get the best possible cover for your business, at 
the best possible rates.

We also appreciate that all businesses are different 
and offer personal service to tailor insurance cover that 
suits the needs of individual franchisors,franchisees or 
any retailer. 
If you want to maximise the benefits of buying your 
insurance, look no further than Insurance Made easy.

Call today and arrange an obligation-free meeting to 
discuss your insurance needs. Our services include 
risk/needs analysis, recommendation and advice and, 
most importantly, when it looks like it will break the bank, 
full claims assistance - 24 hours a day, 7 days a week.

Call James Gillard on 1800 641 260

MEMBER OF FCA MEMBER OF NIBAwww.madeeasy.biz
AFSL#285920

Insurance advisors to the franchise and retail industries
and specialists in:

Franchisor & Franchisee
Professional Indemnity
Directors and Officers
Fire
Burglary
Business Interruption

Money
Glass
Public Liability
Products Liability
WorkCover
Income Protection

✓
✓
✓
✓
✓
✓

✓
✓
✓
✓
✓
✓

can lead to significantly increased marketing 

efficiency and plenty of saved time, effort, 

labour and other opportunity costs.

The secondary benefit of these automated lead 

qualification systems are that for the prospects 

that are genuine, but not yet ready to submit a 

formal expression of interest, the software will 

keep drip feeding valuable and educational 

content until their engagement level peaks and 

they are ready to buy?

This nurturing process is crucial. Right now 

there are hundreds of thousands of prospect 

email addresses sitting in databases of 

franchise systems across Australia. 

“If scarce marketing dollars are spent on lead acquisition, 
the reward of that investment must be reaped by 
converting a high percentage of those leads into qualified 
candidates, and eventually these candidates into 
franchise sales. ”

Many of these potential buyers aren’t getting 

effective communication designed to move 

them along the research journey. It’s an 

enormous pool of under-realised value.

As these systems become more widely 

adopted throughout 2014, it will be interesting 

to measure the effect they have on franchise 

sales results.    fr  
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“This was an excellent overview of the Cloud and 
Microsoft’s suite of cloud based applications and 
how they can be utilised over time in our business. 
Not having an IT background was of no issue as  
the presenters simply and succinctly demonstrated 
how these applications are being utilised in 
businesses today and the benefits that a small 
franchise system like ours are able to attain  
with minimal investment.” 
Alain Sandler, Starshots Photography

4141

Dreamweavers are proud to be the Event Production suppliers
to the 2013 & 2014 National Franchise Conventions 

Over the month of June, the 
FCA in collaboration with 
our partners Telstra and 
Microsoft ran a series of 
events in Melbourne, Sydney 
and Brisbane.

Events

Microsoft and Telstra 
partner to deliver expert 
insight to FCA members

The events were attended by franchisors and 

senior executives from FCA member franchise 

brands. The sessions were kept small to 

encourage a deeper analysis for the systems 

that attended.

Using cloud technologies, how as a franchise 

system this could be implemented, the 

“It was a great presentation and demonstrated how 
businesses need to better leverage technology that 

is already a fundamental expectation in the daily 
lives of customers.” 

Phil Byers, Ace Body Corporate Management

“Telstra venue excellent. Looks like the inside of a 
spaceship - very high tech. Overall a well-run and 
well-presented event, looked very professional, 
brought credit to the FCA + Telstra + Microsoft.”  
Chris Levy, Franchise Hall of Fame

Stay tuned for more events from our partners later in the year, along with 
expert sessions at this year’s NATIONAL FRANCHISE CONVENTION.

“A good seminar identifying the issues and  
opportunities in moving towards the cloud!”  

Stuart Scanlin, Ferguson Plarre Bakehouse

“Brad and James were very knowledgeable - not just  
on the tools and products but their application  

to solving business problems.”   
Ian Blundell, 7-Eleven Stores P/L

Hear from some of the attendees:

challenges and solutions around cost structure, 

the future opportunities within the franchise 

systems using cloud platforms, formed some 

of the in-depth discussions at the sessions.

Microsoft and Telstra ensured that this event 

was delivered for non IT people and this really 

hit the mark with the franchise teams.
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keynote Address 
governAnCe in FAmily 
enterprises. mAximising 
eConomiC And emotionAl 
suCCess
Professor Denise H. Kenyon-
Rouvinez, Wild Group Professor 
of Family Business
Denise Kenyon-Rouvinez will 
uncover some of the most recent 
developments on governance in 
family enterprises, paying particular 
attention to emotional ownership – 
the glue among generations. 

keynote Address 
“thAt’s shoe business”!   
Reynier, Floris and Pepijn  
van Bommel
In 1734, the Van Bommel family 
of Breda, The Netherlands, started 
producing hand-made quality shoes. 
This presentation will reveal how 
they turned around a centuries-old 
industrial family business into one of 
the coolest designer shoe labels in 
Northern Europe.

keynote Address 
top teChnology trends 
Dr Hugh Bradlow,  
Telstra Futurist
Dr Bradlow is Chief Technology 
Officer of Telstra and will address 
the top technology trends and 
predications revealing  exciting new 
innovations looking into the future.

embrACing the  
power oF the mediA 
Kevin Webb (pictured),  
Spring Gully Foods; Phil Sims, 
Robern Menz; Leigh McClusky, 
McClusky & Co; Kate Potter, 
Hughes PR
This inspiring case study is based on 
Spring Gully Foods, a well known 
South Australian family business 
which suffered financial hardship last 
year and harnessed the power of 
both traditional and social media to 
turn sales and the business around. 

non-FAmily exeCutives – 
CrACking the Code 
Sarah Leo (pictured), Openbook 
Howden; Andrew Cromie, 
Beaumont Tiles; Erin Hillsdon, 
Munro Select
Understand the key success factors 
that contribute to the successful 
selection and integration of non-
family executives into the senior 
management team of a family 
business.

bringing bACk 
entrepreneurism For 
Future generAtions 
Dr Catriona Wallace,  
Fifth Quadrant
This session traces the entrepreneurial 
journey of Catriona Wallace, born 
into an affluent family business 
but choosing to focus on her own 
entrepreneurial path with a focus on 
innovation and social responsibility.

CultivAting ownership  
in the next generAtion 
Victoria & John Angove, 
Angove Family Winemakers; 
Catherine Sanders, Bower Place
How do the Next Generation develop 
a strong sense of ‘ownership’ and 
responsibility for their personal and 
professional development in order to 
prepare for actual ownership of the 
family business?

From FierCe Competitors 
to Co-owners 
Lindsay Wakefield,  
Safetech Tieman Solutions
When 60 year old business Tieman 
Materials Handling approached 26 
year old competitor Safetech to 
discuss the idea of joining forces, 
the initial reaction was cautious.  
In August 2013 the merger came 
to fruition and new joint venture, 
STS Safetech Tieman Solutions was 
launched.

NATIONAl 
GOlD 
SpONSOR

For further information call Jenny McCreery on 
03 9867 5322 or email jmccreery@fambiz.org.au

CliCk here – sAve $100 - Register online by Wednesday 2 July to receive 
your early bird discount and your chance to win a Captain Cook Cruise

Australia’s

16TH NATIONAL CONFERENCE
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