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Contact Silver Chef today on  

1800 049 743 for fast, easy approval or  
visit www.silverchef.com.au/franchising

Funding that’s 
perfect for 
franchises!

Got finance headaches?

What if we GUARANTEED  
all your existing and prospective 
franchisees could access  
pre-approved funding?

Silver Chef has been helping franchisors and franchisees to fund their  

equipment needs through our unique Rent. Try. Buy.® Solution for over 

two decades. Becoming a Silver Chef Accredited Franchise is very easy.  

Why should you get accredited?

•  Franchised and company owned stores will have access to pre-approved funding

•  Gives you the ability to attract and secure more of the “right” franchisees to your group

•  Reduced costs and access to better terms

•  A dedicated Customer Service Team for Accredited Franchises

•  Encourages more franchisees to adopt new equipment when you are rolling out a national initiative

For further information on Silver Chef Franchise Accreditation, please call James Scurr on 07 3335 3377 

or email jscurr@silverchef.com.au
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In Hans Christian Andersen’s 19th century fable 

it was only when a young child pointed out the 

seemingly obvious that the Emperor and those 

around him were forced to face reality – he was 

wearing no clothes.

In the fairytale the Emperor, who cares for 

nothing but his appearance, hires two tailors 

(who are really swindlers) that promise him the 

finest suit of clothes from a fabric invisible to 

anyone not worthy of his position. The Emperor 

cannot see his clothes, but pretends he can 

for fear of appearing unfit for his throne. His 

ministers do the same.

The current enthusiasm with which state 

and federal governments are embracing 

the establishment of state and federal Small 

Business Commissioners and their attendant 

bureaucracies has some parallels to the fairytale.

Don’t get me wrong. The Franchise Council of 

Australia (FCA) strongly supports alternative 

dispute resolution, and enjoys good relations 

with the appointed Commissioners. And the 

FCA acknowledges that the Commissioners 

have been established with good intentions, 

and the policy seems to have strong grassroots 

support. But then so did the Emperor’s new 

clothes.

It is interesting to contemplate the possible 

observations of the child in the fable, assuming 

she was just as perceptive but perhaps a bit 

more precocious and business oriented. 

“But mother, how does the establishment of six 

new state and federal bureaucracies, on top of 

the existing ACCC infrastructure across Australia 

examining and investigating essentially the 

same thing, help small business?” 

“Hush child,” she might retort, “more people 

from the government here to help us must be a 

good idea.”

“But mother, surely there must be higher small 

business priorities and there must be a better 

way to achieve the same outcomes? Why don’t 

governments focus on reducing regulation, 

fixing market imperfections, improving access 

to finance and helping make small businesses 

more successful and profitable?” 

“Hush child, the parade of Small Business 

Commissioners is on its way. Don’t let them hear 

you or you’ll get us prosecuted!”

I agree that might be going a bit far, and is 

disrespectful to the excellent work done by 

the Victorian Small Business Commissioner in 

the dispute resolution space and the sensible 

initial comments about their priorities by the 

new Commissioners in New South Wales, 

Western Australia and Queensland. However, 

in South Australia (SA) there is legitimate cause 

for concern given the new and extra penalties 

they have chosen to introduce into their Small 

Business Commissioner Act, and the intended 

focus on three new pieces of state small 

business regulation. 

The key point is really the cost, and whether 

there is a better way.

The Annual Report of the Victorian Small 

Business Commissioner provides an insight into 

the costs. There are 12 staff in Victoria, and 7.2 

proposed in SA. Total annual cost in Victoria is 

$2.5 million, so a reasonable extrapolation of 

these costs across Victoria, SA, Western Australia 

and New South Wales, and an assumption 

that Queensland and the Commonwealth will 

adopt similar models, yields annual costs of 

$15 million. That is a fair bit of money, so let’s 

consider the likely outcomes.

The main focus of the Victorian Small Business 

Commissioner, Geoff Browne, is dispute resolution, 

with Mr Browne saying the great majority of 

disputes in Victoria relate to leasing matters. This 

leads to two fairly obvious conclusions – that 

there is something fundamentally and structurally 

wrong with the retail tenancy area, and that a 

specialist retail tenancy tribunal is probably a 

lower cost better option. 

The Coalition of Australia Governments 

harmonisation project recently achieved a 

harmonisation of competition and consumer 

laws, with a revamped Australian Consumer 

Law replacing all State Fair Trading Acts. The 

Productivity Commission estimated savings of 

between $1.5 billion and $4.5 billion annually 

would arise from this harmonisation. Although this 

is a broad estimate, these savings are significant 

and the harmonisation a great step forward. 

Yet already in SA we are seeing three major 

steps back, with the SA Small Business 

Commissioner announcing the drafting of 

three new state-based Codes of Conduct. These 

“Codes” are a misnomer, as they are black letter 

law. The ink on the competition and consumer 

law harmonisation is barely dry, and at risk of 

being smudged all over the page. First, one 

state breaks ranks - we all know what is likely to 

occur if this is allowed to happen.

The proposed enactment of state-based 

franchising legislation in SA is the most 

breathtaking example of regulatory duplication 

I have ever seen. There is a comprehensive 

Federal regulatory regime overseen by the 

ACCC, which has offices in every state and 

territory and is generally acknowledged as 

one of our best resourced and most effective 

regulators. 
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The Emperor’s New Clothes and Small Business Commissioners

FCA Chairman, Stephen Giles

“Why don’t governments 
focus on reducing 
regulation, fixing market 
imperfections, improving 
access to finance and 
helping make small 
businesses more successful 
and profitable? ”
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The Emperor’s New Clothes and Small Business Commissioners

The Franchising Code of Conduct contains 

essentially mandatory mediation-based 

dispute resolution, overseen by the Office 

of Franchise Mediation Advisor (OFMA). The 

OFMA reports show an 80 per cent success 

rate with its low-cost mediations which is a 

stunningly successful outcome. Yet the South 

Australian Government wants to enact a 

different Code. The FCA has publicly expressed 

its frustration, and the government’s virtually 

indefensible stance even motivated former 

Federal Small Business Minister, Nick Sherry, to 

say a Constitutional challenge could happen 

should South Australia proceed with its plans.

The FCA intends to keep up the pressure, as 

there is no sensible justification for this action. 

When we met with the newly appointed South 

Australian Small Business Commissioner, Mike 

Sinkunas, and raised the issue, he responded 

“I acknowledge that in a perfect world this 

reform of franchising would occur at a federal 

level”. He went on to say that his role is not to 

revisit the government policy, for which SA 

Small Business Minister, Tom Koutsantonis, has 

sole responsibility. 

The federal government has shown 

considerable preparedness to improve the 

Code, with four major amendments made 

since 1998 and a further comprehensive review 

scheduled for 2013. Amendment occurs very 

simply via regulation that does not even need 

to pass through both houses of parliament. 

The FCA has indicated it is open to further 

amendments, and has even indicated it would 

be prepared to consider the enshrining of the 

common law implied duty of good faith into 

the Code. 

This is, Minister Koutsantonis, a “perfect 

world!” What more could you want? It is 

very easy to change the Federal law. In 

addition, your existing Small Business 

Commissioner legislation already gives the 

new Commissioner the power to investigate 

Code breaches, and if you prescribe the current 

Federal Code rather than enact a new Code 

you will be able to impose your new penalties 

for breach of the Code. If the common law duty 

of good faith is introduced via an amendment 

to the Federal Code, what more could you 

justifiably include in a new state code? 

It may be that Minister Koutsantonis sees 

the logic of this argument, as the logic is 

compelling. He can say he has achieved the 

main objective, being to secure reforms in 

the area of good faith and have a new body in 

his state to investigate small business issues 

with a broader array of penalties in the event 

of breach. But if he continues and enacts 

additional state-based legislation he has 

stepped out without his clothes. SA Shadow 

Small Business Minister, Steven Marshall, is 

already on his case about over-regulation, and 

it is likely to dawn on others reasonably quickly. 

When the six State Commissioners and the 

Federal Commissioners are established 

alongside the ACCC, with its offices in every 

state, it will become even more obvious that 

there must be a better way. The states may feel 

they have led the change process, and without 

them the regulators would not have taken 

sufficient interest in small business.

However, if the Small Business Commissioners 

want to make a longer term contribution to 

the small business sector, one of their priorities 

should be to find a better way, even if they 

eventually do themselves out of a job. The 

comparison with the Emperor’s new clothes 

may be unduly harsh, but in times when 

government is seeking to reduce regulation, 

red tape and cost to business, this arrangement 

looks particularly anachronistic. fr

Micronet’s business software solutions remove the everyday burden of 
IT and let you concentrate on your business. Understanding franchise 
requirements no matter how small and delivering the best fit solution is 
why some of Australia’s leading franchise groups use Micronet. 

For more information about our franchise solution 
visit www.micronet.com.au or call (02) 9542 2000.

Distribution | Supply Chain | Financials  
SaaS | Retail | POS | CRM | WMS 
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What our series of technology themed FCA 

conferences this year taught us was that print-

on-paper has its role to play, but that increased 

reach and customer convenience are found in 

digital publishing. 

At the FCA office, we thought it was high time 

we started to ‘walk the talk’, so here we are.

The digital format is faster and more efficient. 

But most importantly, it does something 

printed publications can not – it allows  

click- through.

Click-through means we can immediately link 

our readers to other relevant information/

commentary or services provided by 

advertisers. In other words, the document 

becomes interactive and more useful, i.e., 

better value all round.

We hope you agree. If you don’t, you can let 

us know right here. That is the beauty of this 

form of communication: it has the potential for 

instantaneous response, with the least hassle. If 

you have some thoughts about the magazine’s 

presentation or content, we would like to get 

those too. Please click here.

The theme for this edition of the magazine is 

growth. I am pleased to say there are some 

great growth stories inside, and that these are 

the tip of the iceberg.

There is still plenty of fear in the world 

economy – and loathing in some parts – as 

governments implement the necessary and 

significant spending cuts, quaintly termed 

‘austerity measures’.

In Australia, we continue to be a lot better 

off than most. Yes, it is tough in retail and it is 

probably going to stay that way for some time 

to come. In fact, one senior Melbourne retail 

analyst who has done annual international 

study tours for the past several years has 

proclaimed that retail has changed forever; 

that the current situation is permanent. He says 

there will be no return to the halcyon days of 

high profit consumer loyalty and laziness.  

We are stuck with fussy punters who scour the 

internet to find the lowest price for products 

then put a ‘take it or leave it’ offer on the table 

to the retailer, expecting to get what they want.

Whether permanent or not, this phenomenon 

is affecting all businesses now – and franchising 

is not immune. Every business needs to react; 

to adapt.

The good news is that most are adapting, and 

many are reaping rewards.

We have come to expect that franchising will 

outperform the broader small business market. 

I am very pleased to report that even in these 

most testing times in memory, the franchise 

brand remains strong and continues to set the 

standard.

The upcoming Franchising Australia survey, 

produced for the FCA by Griffith University, will 

show an outstanding result for the period 2010-

2012. Similar strong results will be published by 

Price Waterhouse Coopers in its annual survey of 

the top 200 franchise systems, completed with 

the cooperation of the FCA.

FCA Executive Director, Steve Wright
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to the new digital edition 
of The Franchise Review

Welcome
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 Those who have been involved in the recently 

completed state-by-state finals for the NAB 

FCA Franchising Excellence Awards may not be 

surprised by the findings of the Griffith and PwC 

surveys. The Awards showcased amazing talent 

and brilliant results across many industries in 

retail and service delivery businesses.

At the most recent of these, the Victoria/

Tasmania Awards, I mentioned, with guarded 

optimism, the upcoming Griffith and PwC 

surveys. I need not have been so cautious.

I will not steal the thunder by revealing the 

headlines; suffice to say they will undoubtedly 

be the envy of many corporations in the 

ASX200. Of course, we do have a couple of 

franchising brands in the ASX200, and they 

are among the businesses scoring very strong 

growth – that is double digit sales growth in 

highly competitive industries. Of course there 

is margin pressure as consumers vigorously 

shop for the best price, but the successful 

systems are managing to be able to find ways 

to build revenue on their existing bases, as well 

as find new channels – including the internet.  

And they are doing this while maintaining 

franchisee profitability.

If you want to know more about how this is 

being achieved, in your industry and others,  

I strongly urge you to register now for our FCA 

annual convention, to be held in Canberra on 

7-9 October.

This year’s convention is going to be a cracker – 

with a great speaker line-up (headed by former 

Prime Minister John Howard and entrepreneur 

and TV talent Mark Bouris) and an excellent 

social program as well.

At NFC12 we will hear from the politicians  

who have the ability to affect our future.  

We can expect a review of the Franchising  

Code of Conduct in 2013, which will be a 

federal election year. Now, more than ever, is 

the time to be there to have your voice heard. 

We are expecting 250-300 franchise systems to 

be there, so register now, to get the early bird 

price, and the best hotel accommodation rate.

I look forward to seeing you there. fr

“...we do have a couple 
of franchising brands in 
the ASX200, and they are 
among the businesses 
scoring very strong 
growth – that is double 
digit sales growth in highly 
competitive industries. ”

Announcing the 4th Annual

FOR FRANCHISORS & MULTI-UNIT FRANCHISEES

THIS EXCITING, interactive two-day program delivers practical 
strategies and the latest industry knowledge to improve the 
efficiency and profitability of multi-unit operations from both 
the perspective of the franchisor and the franchisee. Come and 
learn global best practice from financial, marketing and  
HR experts as well as highly successful operators.

Register now: contact Rob Camm, Events Manager on 0401 045 959  
events@franchiserelationships.com or www.franchiserelationships.com

By 2015 multi-unit 
franchisees will 
account for 60% 
of revenue in the 
franchising sector.         
GREG NATHAN  Founder, 
Franchise Relationships Institute 

Multi-Unit Summit
SYDNEY   31 October & 1 November 2012 

I N S T I T U T E
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NSW/ACT Winners

Shane McMillan, Mister Minit -  
Field Manager of the Year

Shane McMillan, Mister Minit

Bianca Long, Mortgage Choice - Franchisee of 
the Year - less than 2 staff 

Craig Riley, Bianca Long, David Ewens and Daniel 
Longbon, Mortgage Choice

Ian and Denise Clarke, Clark Rubber - Franchisee of 
the Year - 2 or more staff 

Simon Ovenden, NAB, and Denise and Ian Clarke,  
Clark Rubber

John and Monica Longmire, Just Cuts -  
Multi-unit Franchisee of the Year 

Monica and John Longmire, Just Cuts

Winners honoured 
state by state

NAB FCA  
Excellence in 
Franchising Awards 

Franchisees and support staff have been honoured around 
the country in the regional NAB FCA Excellence in Franchising 
Awards.All the winners following are now national finalists. 
Winners will be announced at the national awards night to be 
held at the NAB FCA Excellence in Franchising Awards Gala Dinner 
on Tuesday 9 October at the Canberra Convention Centre.
The Victorian / Tasmanian winners had not been announced at time of publishing.
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Greg and Natalie Nash, Mr Rental -  
Franchisee of the Year - 2 or more staff

Greg and Natalie Nash, Mr Rental

QLD Winners
Bakers Delight - Franchisee Community Service 

Darren Roddicks, Maurie Patterson, Jo Patterson and  
Tom Jolly, Bakers Delight 

Carolyn McManus, The Coffee Club - 
Franchise Woman of the year

Carolyn McManus (centre), The Coffee Club and  
Ribs and Rumps

Daniel Conroy, Mister Minit  - 
Franchisee of the Year - less than 2 staff

Daniel and Leanne Conroy, Mister Minit

Joanne Matthews, Clark Rubber - Franchise Woman of the year  Ian Clarke, Alysha Hayes, Joanne Mathews, Rodney Beck and Denise Clarke – Clark Rubber

The Coffee Club
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Linda Steele,  
Think Big 
Management 
Consultancy -  
Franchise Woman  
of the Year (left)

Mike Stringer - Paddy 
Thompson Award
Mike Stringer, WA FCA State 
President and 2012 recipient 
of the Paddy Thompson 
Award (right)

NAB

QLD Winners continued
Michelle and Tony Graham, PoolWerx - 
Multi-unit Franchisee of the Year 

Tony and Michelle Graham, PoolWerx

Debrah Stanton, First Class Accounts  - 
Field Manager of the Year

Simon Ovenden, NAB, and Debrah Stanton, First Class 
Accounts

Sharon Jurd, HydroKleen - Merit 
Franchise Woman of the Year 

Adam Johnson, Corrin Pascoe, Sharon Jurd and  
John Sanders, HydroKleen

Boubacar Barry and Angela Holmes,  
The Coffee Club - Multi-unit Franchisee of the Year

Natalie Holmes, Angela Holmes-Barry, Boubacar Barry, 
The Coffee Club

WA Winners 

Andrew Clarke, Quest Serviced Apartments -  
Multi-unit Franchisee of the Year 

Andrew Clarke, Quest Serviced Apartments, WA and 
Darryn McAuliffe, NAB

Bendigo Bank - Franchisee Community Service

Bendigo Bank, North Perth, with Darryn McAuliffe, NAB

Craig Mason, Signarama  - 
Franchisee of the Year - 2 or more staff

Craig Mason, Signarama Joondalup, WA 

Gary Woodgate, Fisher and Paykel - 
Franchisee of the Year - less than 2 staff

Michael Paul, FCA Deputy Chairman, Gary Woodgate, 
Fisher and Paykel, and Darryn McAuliffe, NAB

Andrea Townley, Bakers Delight - 
Field Manager of the Year
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SA Winners

Jason Rasiah, Hudsons Coffee  - 
Franchisee of the Year - 2 or more staff

Carly Parkinson, Adam Summerville, Jason Rasiah,  
Dave Bocarro, John Hatch, Hudsons Coffee 

Mark Carn,  
Action Coach - 
Franchisee  
of the Year - less than 
2 staff  (left)

Cheryl Haywood, RAMS  
Merit - Franchise Woman of the Year

Darryn McAuliffe, NAB and Cheryl Haywood, RAMS 

Rose Vis, V.I.P. Home Services and SA State  
Chapter Committee - Outstanding Contribution  
to Franchising (below)

Richard Whittaker, Bakers Delight - Franchisee Community Service
Darryn McAuliffe, NAB and Richard Whittaker, Bakers Delight

Jason Rasiah, Hudsons Coffee
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When the Colonel came to Australia in 1968, 

he brought more than his 11 secret herbs and 

spices. KFC and the other fast food giants that 

followed introduced an innovative business 

model which gave small retailers the tools to 

take on large corporations.

Franchising today is one of the most dynamic 

parts of Australia’s small business sector, 

giving our entrepreneurs the opportunity to 

take home-grown ideas across the nation and 

overseas.

The relationship between franchisor and 

franchisee is often described as a “commercial 

marriage” and, as with all marriages, tensions 

and differences of opinion can arise from 

time to time. Resolving disputes with other 

businesses, particularly larger businesses, as 

quickly and inexpensively as possible is crucial 

for small business operators, who lack the time 

and money to pursue court cases or tribunal 

hearings.

That’s one of the reasons the Gillard 

Government is establishing the first Australian 

Small Business Commissioner. Not as a judge or 

an arbitrator, but as a conduit to information, 

advice and mediation.

The Small Business Commissioner will have 

many roles. One of the most important will be 

to direct small business owners to the advisory 

and dispute resolution services which are most 

relevant to their needs, whether their dispute is 

with another business, a landlord, a franchisor, 

a franchisee, a local council or a government 

agency.

The Commissioner will focus on establishing 

clear and direct communications channels 

between small businesses and the government 

and bringing to light new opportunities to 

enhance outcomes for small businesses, 

regardless of where they are. 

The Commissioner’s role will not duplicate or 

overlap existing dispute resolution powers held 

by his or her state counterparts, and powers 

will remain with the relevant jurisdictions. I 

envisage that the Commissioner will work in 

partnership with other jurisdictions to ensure 

services complement each other.

The government already funds the Office of 

the Franchising Mediation Adviser (OFMA) as 

a central point of contact to assist franchisees 

and franchisors in sorting out any differences. 

OFMA also operates a free early intervention 

dispute resolution service and I expect the 

Commissioner will, as a part of his or her 

duties, work with the government to promote 

and enhance all dispute resolution programs, 

including those offered by OFMA. 

Some matters about the Commissioner’s role 

require further consideration. However, at this 

stage we do not expect to make any significant 

changes to the manner in which mediation 

services are provided under industry codes like 

the Franchising Code of Conduct.

Most importantly, the Australian Small Business 

Commissioner will give small business a 

stronger voice in Canberra. 

The Commissioner will have a direct line to 

me and will work with me on addressing the 

regulatory burden faced by small business. The 

Commissioner will be appointed later this year 

and will commence work from 1 January 2013.

This was an important commitment in the 

Federal Budget – one of many long-term 

commitments to small business.

The Gillard Government understands 

the importance of small business to the 

Australian economy. Australia’s 2.7 million 

small businesses employ almost five million 

Australians and contribute more than one-third 

of the private economy. We are determined 

to create the environment in which small 

businesses not only survive, they thrive.

This is evident in the Budget. The Budget is 

about spreading the benefits of the resource 

boom across the economy to deliver much-

needed financial relief to families and small 

businesses who are finding it tough to make 

ends meet.

The Budget provides tax relief to struggling 

companies through the new loss carry-back 

initiative - allowing them to carry back their 

losses against past profits now, when they 

most need it. So a business making a loss next 

financial year can claim a refund of company 

tax payments made this year. While we expect 

about 110,000 companies to benefit directly 

from this measure every year, it will give all 

companies the confidence to invest and take 

sensible risks.

Not just surviving - thriving!

“We are determined to 
create the environment in 
which small businesses not 
only survive, they thrive. ”

Politics / Regulation
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Small Business Minister, Brendan O’Connor
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All small businesses can benefit from the 

instant asset tax write off, which allows them 

to immediately deduct the cost of any new 

business asset costing less than $6,500 for as 

many assets as they purchase from 1 July 2012. 

This not only frees up cash flow, it cuts red tape 

by simplifying the depreciation schedules.

Unincorporated small businesses will also 

benefit from the personal tax cuts being 

funded under our Clean Energy Future 

package, including the trebling of the tax-free 

threshold to $18,200.

And ongoing funding has been secured for 

the highly successful Small Business Advisory 

Service, which provides business information 

and advice through Business Enterprise Centres 

around the nation.

As the first Cabinet Minister for Small Business 

in more than a decade, my door is always open 

to the small business community and your 

views and ideas. I have had the privilege of 

meeting hundreds of small business people, 

franchisees and franchisors, across the country 

and I am committed to working with you to 

create the best business environment possible 

for you – the men and women who have put 

your reputations and personal finances on 

the line to pursue your dreams and build your 

businesses. fr

Minister O’Connor will provide readers with an 

update on the National SBC office, and what 

it means for franchising generally, in the next 

edition of The Franchise Review

Not just surviving - thriving! “That’s one of the reasons the Gillard Government is establishing the first 
Australian Small Business Commissioner. Not as a judge or an arbitrator, 
but as a conduit to information, advice and mediation. ”
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our members are:
•	 independently	owned	
•	 100%	Australian		
•	 part	of	a	national	network	of	157	locations

our service is what sets us apart.
Our	commitment	is	to	provide	you	with	our	‘smiley	face’		
friendly,	local	service	that	sets	us	apart	from	the		
large	multinationals.		

spoilt for choice.
We	offer	over	60,000	globally	sourced	product	lines,	
including	famous	international	brands	and	our	own		
cost	effective	quality	range	of	products.

competitive prices.
As	independents	working	together	and	as	a	member	of	BPGI,		
the	largest	buying	group	in	the	world,		
we	offer	very	competitive	prices.

we want to help you…
We are businesses similar to you and would like the opportunity 
to talk to you personally to assist you with your business needs.  

we’re  
passionate  
about your 
business
As members of the Franchise 
Council of Australia, Office Choice 
is passionate about supporting  
your business.  

we’ll put 
a smile on 
your face! 

Visit	us	online	
or	scan	this	QR	
code	with	your	
smartphone	to	find	
your	local	store	

officechoice.com.au/fca
we guarantee that we’ll put a smile on your face!

OC Franchise ad_V3.indd   1 23/05/12   11:44 AM
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Carbon tax: It is OK to 
put up prices, but ACCC 
has shown it will police 
dubious price claims

Carbon tax came in on 1 July, and it was not 

long before we saw the first signs of activity  

by the ACCC. A number of cases have attracted 

media interest.

The message is simple:  There is nothing wrong 

with passing on the impact of carbon pricing - 

you just need to be reasonably sure of what you 

are passing on.  It is NOT okay to simply put up 

prices and say it is a result of the carbon tax if  

you are not reasonably sure that the carbon tax  

is the cause.

The government scheme aims to penalise the 

top 500 polluters (such as coal-burning energy 

producers) and provide some consumer rebate 

for the anticipated extra costs which will be 

handed on to customers of the companies 

affected by the carbon emissions levy.  

The ACCC believes the only initial price rises 

the economy will see are in the retail electricity 

sector.

The ACCC is suggesting small businesses wait 

until they see if there is any increase in charges 

from suppliers or utilities before making a 

decision about movements in the price they 

charge customers for a good or service.
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Carbon tax:  
what can be done?
What will be the ultimate impact of the 

government’s carbon pricing policy?  

Hard to say overall, but for small business, 

the immediate answer may be increased  

input costs.

Whatever you think of the policy, the 

reality is it is here and it applies now. 

There is some ‘get out of jail’ relief for big 

contributors to carbon emissions (such 

as fossil fuel-burning manufacturers and 

energy producers), and some rebate relief 

for consumers.

The problem for small business is it is 

stuck in the middle – likely to be hit by 

increased prices for goods and services, 

but without any of the government 

relief going to consumers and some big 

businesses. 

So, what can you do about it? The answer 

is: be vigilant on increased prices you 

have to pay and be smart about your 

business’ capacity to pass increases on to 

customers. 

In the current economic environment, 

nobody increases prices without serious 

analysis. The important thing is to make 

sure you know what you can justify, if 

you take the strategic decision to pass on 

increased costs.

In other words, make sure you understand 

exactly why any supplier has increased 

prices. If the answer is carbon price 

imposts, ask them to put this in writing, 

so you can relay the information to 

customers, whether you decide to absorb 

it or pass it on, in whole or part. 

The ACCC has been charged with the 

unenviable job of having to police 

unjustified price increases. If you have 

any doubt about whether a supplier price 

increase is justified, raise the question 

with the ACCC. Any questions, call/email 

us at the FCA office and we will be glad to 

do what we can to help: 1300 069030 or 

info@franchise.org.au  fr

If a business claims that a price rise is linked to 

carbon tax, the claim must be truthful and have 

a reasonable basis. Businesses should be aware 

that the ACCC can ask for information to support 

claims about price rises, write warning letters 

or issue infringement notices with fines of up to 

$66,000.

In extreme cases, the penalty for making false 

claims about the effect of carbon tax is a fine of 

up to $1.1 million.

The ACCC, in an attempt to educate small 

business further, has released its Carbon 

price claims – Guide for business to provide 

information to support carbon price claims, and 

dealing with suppliers. 

The guide also seeks to assist businesses with 

the key issues to consider when making a carbon 

price claim.

The ACCC has also launched a Carbon Price 

Claims Hotline to make it easier for consumers 

and business to complain if they suspect  

false price claims are being made about the 

carbon price. 

Further information is available at:  

www.accc.gov.au/carbon or call the  

Carbon Price Claims Hotline 1300 303 609.



Issue 31 Edition Two 2012

Greg Hodson Partner,  
PricewaterhouseCoopers Australia 
The fourth PwC FCA top 200 survey is soon to be published

Which areas of franchising do you predict are 
on the up for the next financial year?

I think food retailing will continue its good run. 

Economic times remain tough but people still 

need to eat and often choose quick service 

restaurants, many are well know franchise brands.

The health and fitness sector is also going well. 

Some gyms are growing well and also some 

businesses in health and beauty services.

We are seeing large numbers of companies 

thinking about a franchise model for part 

of their existing business, whether that be a 

retailer who might want to franchise regional 

or less central sites or a wholesaler who may 

want to franchise their maintenance or service 

operation or even their sales function.

Conversely, which areas do you think might 
struggle during 2012-13?

It will be those businesses that are exposed to 

internet retailing and do not have a compelling 

customer value proposition e.g., Retravision.

What are the biggest challenges to the sector 
for 2012-13?

The same as always:

•  attracting good quality franchisees

•   the conundrum that the ideal franchisee may 

not be able to afford to buy in to a franchise 

and needs greater debt funding which may 

not be available

•   the sector’s reluctance to embrace multi-unit 

ownership and hence be reliant on ‘mum 

and dad’ single operators rather than more 

sophisticated business people capable of 

running a number of sites across a number of 

brands as we see in the US.

•   the ageing profile of some franchisees and 

their perceived value of their businesses, 

versus the ability to find people willing and 

capable of buying these businesses. This is 

resulting in some franchisees staying on too 

long and becoming comfortable rather than 

continuing to seek to grow their business.

Michael Sherlock  
ex CEO Brumby’s Bakeries, consultant and 
mentor to franchisors and co-author of 
business growth strategy book Jumpshift! - a 
manual to put your business into Hyperdrive 

Which areas of franchising do you predict are 
on the up for the next financial year?

Education - tutoring, after school care, vacation 

care, music and other coaching. 

Age care – in home care – with the ageing 

population and longer life expediency, there 

will not be enough low care beds, so the 

government is actively encouraging home-

based care. 

Rental of household and commercial items – 

sales are tough as lenders have really tightened 

up on lending even via in-store finance 

arrangements. At the same time, Radio Rentals, 

Mr Rental, and Silver Chef are doing well. 

Mining boom – there will be many openings for 

franchised goods and services to be supplied 

to these new ‘gold rush’ towns.  

Brand 
confidence  
and volume: 
the keys in 2012/13

“Systems that can 
deliver ready to go 
accommodation, food, 
entertainment, quality 
of life products will have 
growth. ”
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Systems that can deliver ready to go 

accommodation, food, entertainment, quality 

of life products will have growth. 

IT – with many new resources and ways of 

doing business, online sales will continue to 

take market share. I am aware of an app about 

to be launched to eliminate loyalty cards and 

enable customer communication and rewards 

marketing via smartphones.

Conversely, which areas do you think might 
struggle during 2012-13?

There are a number of sectors that have and will 

continue to struggle and new areas that will join. 

Old Technology - video stores are disappearing 

and many of their sites converting to 24/7 gyms. 

Mature QSR brands that don’t adapt - the pizza 

sector was price-driven at the expense of 

quality, and now new brands offering gourmet 

menus are booming- Crust, Capers. The same 

has happened to the Mexican, chicken and 

burger segments.  

What are the biggest challenges to the sector 
for 2012-13?

A healthy sector needs to be one of balance; 

a franchisee should be able to work hard, 

follow the system and get reward for their 

effort. Franchisors should be able to support 

their system, expect compliance and make an 

annual profit and capital growth. 

Phil Blain 
Principal Franchise Development  
Business Development Company

Which areas of franchising do you predict are 
on the up for the next financial year?

I think everyone has been expecting a boom 

in aged care but as yet I haven’t witnessed it. 

Where I am seeing substantial growth and 

profitability is in top end well-being for women 

- cosmetics and personal beauty treatments. 

There has also been a trend for larger 

corporations to franchise off divisions of their 

businesses. The standards for franchisors are 

constantly rising – to the credit of Australian 

franchisors; and the major systems are 

undertaking reviews to further enhance their 

offerings.

Conversely, which areas do you think might 
struggle during 2012-13?

Video and expensive foodies will find it tough. 

Whitegoods are already struggling along with 

other big box traders. But life goes on – the 

concentration should be on finding ways to 

win new business not whinging about lost 

business.

What are the biggest challenges to the sector 
for 2012-13?

Ignoring negativity that pervades the media 

and keeping the meddling politicians at bay. 

We just need to keep on keeping on. 

Rod Young 
Managing Director, DC Strategy

Which areas of franchising do you predict are 
on the up for the next financial year?

Businesses reflecting changes in consumer 

behaviours - moving from goods towards 

services and experiences. Food will continue as 

a growth category. Hair, health and beauty will 

show a positive trend. Niche categories such 

as kitchenware, trade-related businesses, and 

service businesses which cater to time-poor 

consumers will go well. Those using targeted 

local area marketing to build sales.

Conversely, which areas do you think might 
struggle during 2012-13?

Competitors of the big supermarkets as 

Coles and Woolworths slug out a price war. 

Franchises that have not re-invested in stock 

and re-fits or re-imaging.

And as Australia has a two speed economy, 

franchisors focussed on states like SA, NSW and 

Victoria will lag as WA and Qld benefit from the 

mining boom.

Electrical and electronics as technology moves 

prices down and stock becomes obsolete 

only months after its release or new delivery 

platforms supersede old technologies. 

What are the biggest challenges to the sector 
for 2012-13?

As the cost of doing business rises, and 

consumer confidence remains low, 

maintaining a positive network of franchisees 

with a confidence in their brand and value 

proposition will be the critical. fr“...maintaining a positive 
network of franchisees 
with a confidence in 
their brand and value 
proposition will be critical. ”

Ro
d 

Yo
un

g

Ph
il 

Bl
ai

n



Issue 31 Edition Two 2012

Graeme Houston had a lot on 
his plate when he took over 
the reins at Pizza Hut Australia, 
following its administrative 
separation with KFC 18 months 
ago. The Franchise Review 
spoke to Graeme about the 
challenges then and now.
Graeme Houston knew he was digesting a big 

challenge when he returned to Australia to 

take up the key post at Pizza Hut. 

In a highly competitive market, Pizza Hut had 

changed from being a restaurant business to 

being restaurant and delivery.

Unfortunately according to Mr Houston, it 

wasn’t exactly excelling at either.

“I think in Australia we were confused in terms 

of what we were; one day we were a restaurant, 

next day we were delivery and we lost the 

restaurant business and we watched the 

delivery business grow away from us,”  

Mr Houston says.

There have been a few hiccups along the road 

to recovery, including the launch of a more 

expensive pizza menu, the Signature Range, at 

a time when consumers were hunting bargains. 

The range is however, now gaining some slow 

but steady momentum.

“We missed the value play early in the year. We’ve 

responded to that and we’re seeing good growth 

again – it’s a market that’s absolutely dominated 

by value at the moment and unless you’re all over 

that, then you’re just not participating,” he says.

“The Signature Range was released in February 

which was a time when the market was incredibly 

value-sensitive and we come out with a premier 

pizza so our timing was probably a little off on 

that,” he says.

On the flip side there have been positives, 

including record opening weeks for new stores 

and last year there was, for the first time in many 

years, new unit growth.

“For us it’s a big change from our historical run  

rate and to be able to open them and open  

them successfully has been the challenge for us,” 

he says.

“Just two weeks ago we had the biggest opening 

we’ve ever had in the history of the brand 

when we opened a store in Wagga. It was the 

biggest store in Australia for the week.”

Growth is set to continue at a rapid pace.

“The brand has got lots of equity, so we 

know there’s lots of space for us. We’re 

underpenetrated in delivery now and there’s 

something like 100 urgent territories that we 

can enter,” he says.

“We’re getting back into locations that we need 

to be in because we’ve kind of been in this 

downsize mode rather than a growth mode 

and it’s been really encouraging as we’ve done 

this. It’s giving us a lot more confidence about, 

we’ve got the elements right, we’ve just got to 

play them much more effectively than we have 

in the past.

And where are the new locations emerging?

“We’re not specifically concentrating on any 

particular part of Australia but WA is obviously 

an opportunity for us. We’re underpenetrated 

in Victoria as well. 

Pizza Hut 
delivering in new ways...

Graeme Houston
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“Probably regional is the cleanest definition 

where we see lots of opportunity. We tend to 

be quite strong in the metro cities but it’s the 

regional cities and the small cities that we’ve got 

opportunity.”

While expansion mode continues, Mr Houston is 

under no illusions as to just how tough the pizza 

market currently is.

“We’ve got a long way to go,” he says.

One particular issue Pizza Hut has with its 

growth plans is enticing prospective franchisees 

to move to smaller, more isolated towns.

“We have no trouble selling stores in metro 

Sydney; we’ve got a queue of people. But trying 

to get someone to go to Griffith or Wagga even, 

it’s hard work, and I’m not sure why,” he says.

“I get it when you don’t want to go to some tiny 

little town in the middle of nowhere, but going 

into big towns, Wagga and places like that are 

not bad cities and they are reasonably located is 

not too painful.

“We recognise the need to start building some 

credibility in the franchise space so prospective 

franchisees understand what we’re up to as 

well. So that’s certainly, from our perspective, 

something that we’ve recognised we need to do 

some more work in.” 

Being able to better analyse consumer 

behaviour is also playing a big part in Pizza 

Hut’s continued growth and enables it to better 

understand its customers.

“Our online mix continues to grow rapidly and in 

that process we get credible visibility into our 

customer database. So you can see lapsed users, 

you can see frequency of users and how their 

behaviour patterns change,” Mr Houston says. 

“Whereas historically you’d go and do all sorts 

of customer surveys and data tracking surveys 

that were expensive and generally had quite 

broad margins of error, now we can track it to 

the individual customer and just watch their 

behaviour and we can see what works and see 

where things don’t work. In five years we’ve 

grown our online mix from zero to now close to 

40 per cent of all of our customers order online.”

In order to grow the online presence, which in 

turn provides the vital customer data, Pizza Hut 

embarked on a daring promotion, which tested 

the limits at which it could produce pizza.

We did things like the Living Social promotion 

where we went out there with a very 

aggressive $2 pizza promotion. Our problem 

was keeping the infrastructure up with the 

growth. We had the system creaking at the 

seams as we jumped up in volume by 25 per 

cent when we launched that, and that takes 

about eight weeks to run through the system 

so we’re working that through now,” he says.

“That promotion has been good to bring new 

people to the brand – 90 per cent of the 

customers have been new customers that we 

haven’t seen before. It introduced them to 

parts of the range and parts of the products 

and we’re very excited about what this does 

for us in terms of being able to build up some 

loyalty and to be able to understand customer 

behaviour much more accurately.” 

The promotion turned out to be the most 

popular Living Social voucher in history.

For nostalgic Pizza Hut lovers in Australia, the 

days of dining in are numbered. While there are 

still 17 dine in restaurants which Mr Houston 

says are doing well, he admits expansion plans 

are unlikely in the area. 

“Dine in is tough in Australia. The economic 

model just doesn’t lend itself – high rents 

and high labour costs just makes it really, 

really difficult to sell a pizza that’s somewhat 

commoditised in the market place,” he 

says. (Pizza Hut now has 280 delivery stores 

nationwide.)

“People’s expectations of what they pay 

for a pizza make it really difficult to get the 

economic model to work on a dine in facility; 

that’s been our experience. 

“That’s not to say we don’t do dine in, but we 

see there’s lots of upside for us in the delivery 

space and we want to max that out. We want to 

get our game right in delivery because that is 

where the market focus is at the moment, and 

we want to be known for doing this well.” fr

“In five years we’ve grown our online mix from zero to now 
close to 40 per cent of all of our customers order online. ”Graeme Houston
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Intelligent 
Connections

NFC 12

John Howard
Former Prime Minister of Australia

The Honourable John Winston Howard served as 
the 25th Prime Minister of Australia from March 1996 
until November 2007. He has been Australia’s second 
longest serving Prime Minister. Mr Howard led the 
Liberal Party of Australia for a total of 16 years. He 
also substantially reformed Australia’s labour laws 
delivering a freer and less regulated labour market. 
Australia’s unemployment rate had fallen to 3.9%,  
a 33 year low, by the time Howard left office.

Roger Gillespie
Organisation: Bakers Delight
Position: Executive Director

Roger Gillespie has built the Bakers Delight network 
into one of Australia’s premier homegrown franchise 
systems. Bakers Delight is a market leader in its field, 
and has withstood substantial challenges from the 
major supermarket chains to build a network of over 
700 franchisees. Bakers Delight remains an industry 
benchmark for franchise systems in Australia.

Christine Corbett
Organisation: Australia Post
Position: Executive General Manager for Retail Services

Christine is accountable for an extensive retail 
network of over 4,400 outlets. A key priority for 
Christine is to continue to build and extend the range 
of trusted services that Australia Post provides. She 
is committed to delivering these key services to all 
Australians no matter where they live.

Mark Bouris
Organisation: Yellow Brick Road Wealth Management
Position: Chairman

Mark Bouris is one of Australia’s most well respected 
businessmen, with a career that spans three decades 
in the financial services industry. Mark believes that 
every Australian deserves access to quality financial 
advice, which was the driving force behind his latest 
venture, Yellow Brick Road Wealth Management. 
Yellow Brick Road has built a national branch network 
with the aim to bring first class financial services to 
the suburbs. 

Make connections that count

In 2013 we may face a review of franchising legislation 
during a federal election campaign. 

We need to send a strong message to Canberra.

Join 250 great franchise brands at NFC12 to make sure  
our voice is heard.  

Be among the biggest gathering of franchise system  
reps in many years: 300-350 franchisor owner/managers, 
100-150 adviser/suppliers and 500-550 people at the 
convention climax, the NAB FCA Excellence in Franchising 
Awards gala dinner.

Enjoy a great conference agenda and a unique social 
program - including having your photo taken on the steps 
where Gough Whitlam and Bob Hawke stood; in King’s 
Hall by the bust of Menzies; or in the Speaker’s chair in 
the historic Old Parliament House. It is an opportunity not 
available to the public. Don’t miss out. Register now at the 
FCA website www.franchise.org.au  
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Sunday, 7 October 2012

LEGAL SYMPOSIUM

9.00 - 9.10 Opening & Welcome Stephen Giles, Norton Rose

9.10 – 9.25 Dr Michael Schaper – Deputy Chairman, ACCC 
Report on ACCC’s exercise of audit powers and trends to date

9.25 – 9.55 Special Guest Speaker

10.00 – 10.45 Panel discussion - Current Code Issues: Rebecca Bedford, Minter Ellison, Derek Sutherland, Icon Law and Stephen Giles, Norton Rose 

10.45 – 11.15 Break

11.15 – 12.00 CONCURRENT SESSIONS ONE

 IP Issues for franchises in light of technological advances:  
Cloud computing, digital security and privacy issues for franchises 

Kirra Pendergast, IP Services Consultant and  
Julian Gyngell, Kepdowrie Chambers

  Franchising in Europe 

Mark Abell, Field Fisher Waterhouse,  
Chairman European Franchise Network

12.05 – 12.50 CONCURRENT SESSIONS TWO

 End of term arrangements: structuring, options to renew, non-
renewal and transition, restraints of trade 

Fred Potigier, Thomsons Lawyers and  Ed Browne, Madgwicks

 Practical guidance on dealing with regulators 

Michael Terceiro, Terceiro Legal Consulting and Mark Brennan, 
Victorian Commission for Gambling and Liquor Regulation

12.50 – 1.50 Lunch

1.50 – 2.35 Case update - Paul Dugan, DMAW Law and Ben Coogan, Thomsons Lawyers

2.40 – 3.35 CONCURRENT SESSIONS THREE

 Re-branding strategies and goodwill in a technological age 

Richard Solomon, Solomon Bampton and Tony Conaghan,  
Thomsons Lawyers

Mediating disputes: Common issues, novel resolution  
approaches and observations

Nathalie Birt, Assistant Franchising Mediation Adviser and  
Mark Rosenberg, Balanced Curve Consulting, NAM

3.25 – 3.55 Break

3.55 – 4.55 CONCURRENT SESSIONS FOUR  Practical Franchise Issues Workshop
Pre-registration for roundtable topic required. Maximum per table 10 people.

Session moderator: Stewart Germann, Stewart Germann Law Office 

Inserting good faith requirements into the Code – Issues Moderator: Tamra Seaton, Norton Rose

Operating in a system where there are two Codes – Issues Moderator: Chris Nikou, Middletons

Franchisor Disclosure – what should be included? Moderator: Philip Coleman, Mason Sier Turnbull

Internationalisation: Developments and ideas be coming here soon that may Moderator: Rupert Barkoff, Kilpatrick Townsend & Stockton LLP

Performance Management KPIs: What to cover and how? Moderator: Veronica Jumeaux, Downings Legal 

Termination – issues and methods of management Moderator: Anna Tichborne, Eagle Boys Pizza General Counsel

Loyalty programs – to obtain ACCC authorisation or not? Moderator: Josh Simons, Minter Ellison

Territory development agreements and franchising – interaction and issues Moderator: Tony Garrison, HWL Ebsworth

Franchise Advisory Councils – what works from experience Moderator: Janice Bywater, Bywater Timms

4.55 – 5.00 Closing comments Derek Sutherland, Icon Law

5.00 Franchise Council of Australia Annual General Meeting

6.30 – 8.00 NFC12 Welcome Cocktails

6 CPD points in Professional Skills for each day attended for lawyers in NSW, Qld and ACT.  6 points in Substantive Law for lawyers in Vic and WA

FRANCHISEE SUCCESS FORUM

12.50 Lunch

1.50 – 2.00 Welcome to the Franchisee Success Forum  
Stephen Giles, Chairman and Dean Salomone, Facilitator

2.00 – 2.40 Multi-Unit Franchising – You’re a successful franchisee – what next? Hear from successful business people who have made the jump from one 
location to two, or three or more! Learn about what is involved, not only from a financial perspective, but from an operational, staffing and 
marketing point of view.

2.45 – 3.25 Public relations and local area marketing workshop Hosted by Ignite PR 
What can you do as a franchisee to boost your brand awareness locally?
What are the most effective ways to engage with your community?

3.25 – 3.55 Break

3.55 - 4.55 Special guest speaker

4.55 - 5.00 Close – Dean Salomone

5.00 Franchise Council of Australia Annual General Meeting

6.30 – 8.00 NFC12 Welcome Cocktails

NFC12 programme
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Monday, 8 October 2012

7.00 - 8.15 Supplier Breakfast: Louise Curtis, founder, Lollypotz

The creation and growth of Lollypotz - from start-up to franchisor. Louise will share her journey from her beginning as a sole trader through to her 
move into the franchising space, along with the steps she took to boost her online presence and achieve online sales success for both her franchisees 
and the business as a whole.

L & D Breakfast: Pathway to Accreditation – Franklyn Scholar, Franchise Academy Education Partner

Live franchise case study - Grill’d. Why accreditation and where to begin?
Why accreditation?
Where to begin
Your in-house training can count
Provide a career pathway for individuals
Government and financial assistance

8.30 Day One Opening Session

8.40 - 8.45 Official Opening: MC – Toby Travanner

8.45 - 8.50 Stephen Giles – State of the franchise nation

The role of the FCA is enhancing the credibility of Australian franchising, expanding the pool of potential franchisees and improving franchisor and 
franchisee profitability and satisfaction.

8.50 - 9.35 Opening Keynote address 
John Howard OM AC – Leadership then and now 

Steering the ship of what is the most prominent Western stronghold in the Asian-Pacific Rim requires visionary and forward-thinking leadership. 
Australian Prime Minister, John Howard, approached his responsibilities to his country from a uniquely global viewpoint, providing economic vision and 
security strategies that raised Australia’s profile and impact around the world. Howard will discuss the role of world leaders in a new century, detailing 
steps for handling the growing concerns of globalisation and global economics, the environment, and threats to international security.

9.40 - 10.25 Christine Corbett, Executive General Manager of Retail Services - Australia Post

Christine will discuss leading a team through technological change - and its impact on goods and services. She will share how Australia Post prepared 
for new ways of doing business in Australia.

10.25 - 10.55 Break

10.55-11.40 Roger Gillespie, founder and CEO Bakers Delight

Leadership in franchise systems – is it different?  Does the leadership requirement change over time?  Do tough times require a different approach? How 
do you know if you are providing leadership in your business?  These and other questions will be answered by Roger Gillespie, founder of Australian 
international success story Bakers Delight and member of the Franchise Hall of Fame.

11.50-12.35 Oscar Trimboli, Director Office Division – Microsoft Australia

Your digital future today

Building a digital foundation for your organisation helps you grow your business faster, understand your customers better and motivate your 
employees.

The explosion of data, social computing, cloud computing, everywhere connectivity and natural user interfaces are the major technology trends being 
utilised by your customers every day.

Understanding how you can take advantage of these trends to grow your business is crucial today and tomorrow.

During this session you will see a live demonstration of how other franchisors and franchisees are using these technologies today to improve their 
business performance, maintain the consistency of franchisee system and training your employees to help increase their productivity.

12.35-1.25 Lunch

1.25 - 2.10 CONCURRENT 1

E Commerce - How to make it work

Retail vs online business
Revenue to franchisees?
Key strategies to generate sales online
Finding the right technology partner
Key lessons learnt?

Facilitator: Tracey Voyce, Bloomtools
Speakers: Ross Elliott, Snowgum
John O’Brien, Poolwerx
Louise Curtis, Lollypotz

Franchise recruitment

Tactics for finding quality franchisees and 
optimising your growth safely.
Are you spending your budget wisely?
Are you measuring your spend?
Find out cost effective ways to acquire enquiries.

Facilitator: Phil Ciniglio, Market Minds
Speakers: Kenton Campbell,  
Zarraffa’s Coffee
Harry Glen, Red Rooster
Mike Fisher, First Class Accounts

Franchise performance metrics research –  
Best Practice Observations

Who is doing it right?
What are they doing that you can do too?

Speakers: Lorelle Frazer, Griffith University
Dave Campbell, Avatar Consulting

Changeover (5 mins)

2.15 - 3.00 CONCURRENT 2

Using data and technology to make your site 
selection decisions

Hear from two of the biggest names in 
Australian retail on how they decide where to 
open their stores.
Alison Shillington is the National Retail Director 
of McDonald’s Australia Ltd, with over 850 stores 
across Australia. Their site selection success is 
legendary, and the decisions they make are 
driven by facts and data, and a determination to 
make it happen.
Eddie Macdonald is the CEO of Super A-Mart, 
where they seek 6,000m2 stores in high 
exposure locations.
Both companies practice strategic network 
planning, and sales prediction modelling to 
support their huge investment decisions.

Facilitator: Peter Buckingham,  
Spectrum Analysis
Speakers: Eddie McDonald, Super Amart and 
Alison Shillington, McDonald’s

Local area marketing

How do you get buy in from franchisees?
Should you provide tools?
How do you make it simple for franchisees  
to comply?
What are the benefits of LAM for franchisees?
How can you be innovative with LAM?
Using LAM as a community support tool

Facilitator: Gis Marven, Whirlwind Print
Speakers: Chris Taylor, Aussie Pooch
Scott Meneilly, Retail Zoo (Boost Juice and 
Salsa’s) and Drew Edie, FoodCo

The science of boosting franchisee satisfaction 
and success

Why are some franchisees so much more 
successful and happy than others? How can 
franchisors improve the performance and 
satisfaction of their franchisees? Answers to 
these two vital questions will be provided by 
psychologists from the Franchise Relationships 
Institute, who will share their scientific data and 
insights from working with over 300 franchise 
brands around the world. This will be a practical, 
motivating and interactive session introducing 
new models of excellence and how to apply 
these to create a prosperous and successful 
franchise system. 

Speakers: Greg Nathan and Ree-Anna Chatman, 
Franchise Relationships Institute

3.00 -3.30 Break 
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3.30 – 4.15 Establishing consultative franchisee 
committees that work

Facilitator: Jim Cornish 
Carolyn McManus, The Coffee Club
Joseph Lattouf, Hairhouse Warehouse
Mark Rusbatch, Mister Minit

Building trust by effectively managing difficult 
situations

Facilitator: Sean O’Donell,  
Thomsons Lawyers
Rob McKay, Wendys
Angus Raine, Raine and Horne

Managing your marketing fund for  
everyone’s benefit

Facilitator: Gary Carter, FC Business Solutions
Paul Wheeler, Senior Helpers
Meryl Perenia, Healthy Habits
Sara Pantaleo, La Porchetta

4.20 - 5.05 Expert panel session: Building an Effective Management Team - How to develop a high performing support office

Every franchise in the world has a support system. Some perform better than others. The performance of your head office will have a direct impact on 
the satisfaction of your franchisees – so how do you maintain high performance at head office?

Moderator: Stephen Giles
Panel: John O Brien, Poolwerx, Serge Infanti, Foodco and David Rivers, Harvey World Travel

5.05 - 5.15 Close

7.00 - 11.00  Kings Hall, Old Parliament House - Networking Cocktail Function 

Tuesday, 9 October 2012

7.00 - 8.15 Franchisee Breakfast  - Mark Carn, ActionCOACH Franchisee
Multi award-winning franchisee Mark Carn, will share his challenges and triumphs, along with the steps he took to move from start up to success. Hear 
tips on how to boost your performance as a small business owner, including the value of engaging with your franchisor and system as a whole.

Women In Franchising Breakfast  

8.25 Day Two Opening Session 

8.30 - 9.15 CONCURRENT 3

Getting Franchisee Buy-In to Significant 
Technology Change

Mature franchise systems must invest in 
ongoing change if they are to remain relevant. 
But resistance by franchisees can put important 
strategies at risk. Hear how the leaders of two 
prominent franchise systems have introduced 
significant and complex changes to the 
technology behind their business models, and 
the challenges they have faced in bringing 
franchisees on the journey with them. Listen to 
how they have adapted their strategies in the 
face of franchisee feedback and what they have 
learned along the way. 

Facilitator: Greg Nathan,  
Franchise Relationships Institute
Speakers: Michael Paul, Pack and Send
Anthony White, Terry White Chemists

How to turn iPad and Android tablets into real 
operations tools for the workplace

A presentation and panel discussion of real life 
case studies. Hear from franchise brands who 
are utilising iPad and other tablet technology 
to support their field operation and boost their 
productivity.

Facilitator: Gary Valkenburg, World Manager
Speakers: The Coffee Club
Oporto

Social Media – Online Marketing - Engage 
customers, create prospects, generate sales

Social Media is extremely topical for all 
businesses and applying it to franchises poses 
some interesting questions.  Join this panel of 
experts to hear about how they have used Social 
Media to engage customers and prospects to 
generate sales and create a loyal market.
We will look at which social medias are being 
used for various types of franchises from 
retail to service operations.  The panellists 
will discuss the pros and cons, do’s and don’ts 
of social media and their thoughts on who 
should manage and participate in social media 
initiatives.  We’ll also discuss some real life case 
studies that have worked extremely well.

Facilitator: Robyn Simpson, Market Smartly
Speakers: Stuart Cook, Zambrero
Ken Rosebery, The Cheesecake Shop

Changeover (5mins)

9.20 -10.05 CONCURRENT 4

International Expansion - are you ready?

If you’re preparing to take your brand global, 
there are a number of things you may not have 
taken into account.
It’s not just about the cost. What are the legal 
issues? Have you considered the cultural shift? 
Will you make the international move yourself, 
via a partnership or will you use a Master 
Licensee? Most importantly – are you ready?

Facilitator: Rod Young, DC Strategy
Speakers: Joseph Lattouf, Hairhouse Warehouse 
and Serge Infanti, FoodCo

Is your business model right?

The various fees charged, marketing, royalty, 
Service, LAM etc!!
What is the right mix for your system?
Would you change your fee structure in 
hindsight?
How can you change your fee structure going 
forward without having a mutiny and a Law suit

Facilitator: Phil Blain, BDC
Speakers: Stuart Beechen, Aktiv Brands  
(Bucking Bull) Michael Renwick,  
Hotondo Homes

Franchise Territories – The Strengths, 
Weaknesses, Opportunities and Threats

Why have exclusive territories?
What issues can arise from both exclusive and 
non- exclusive territories?
What alternatives are there?
How do Prime Marketing Areas work? (PMAs)
What are ‘Territory Rules of Engagement’?
Hear from experienced franchisors on the many 
issues and learnings from managing franchise 
territories.

Facilitator: Phil Ciniglio, Market Minds
Speakers: Michael Paul, Pack and Send 
Rob Dallimore, World Wide Online Printing

10.05 -10.30 Break

10.30 - 11.30 Steven Doyle, founder Better than Good – Repeat after me : "Social media can help, hurt, charm and destroy all in equal measures.”  
In this presentation Steven, formerly of Apple, will scare the metaphoric pants off you as he ruthlessly tells you where the technology your customers 
use is going. None of this "five year out" pontificating. Right Here. Right Now. The good news is he'll try and not get too carried away and share with you 
the holy trinity of engaging digital users."

11.35 -12.25 Matt Baxby – Chief of Retail Bank of QLD, formerly with Virgin Money 
Growth strategy using Virgin and BOQ as examples of what these companies are doing for sustainability

12.25 -1.15 Lunch 

1.15 -2.00 Pearls of Wisdom from the Hall Of Fame: Facilitator: Warren Wilmot, 7-Eleven
Panel: Geoff Davis, Wendys, Diana Williams, Fernwood Fitness, Tom Potter, Eagle Boys Pizza and Bill Vis, V.I.P Home Services

2.05 -3.05 Lindy Chen - China Direct Sourcing China is increasingly impacting on the Australian economy, both directly and indirectly. Lindy will speak on 
entering the Chinese Market, protocol, customs and culture. She will outline the potential and how to position yourself to take advantage of the 
opportunities.

3.05 -3.25 Break

3.25 -4.10 Craig Rispin, Business Futurist and Innovation Expert –The Future of Technology 
Vision and Innovation are two top skills that people expect from their business leaders. But how much time do franchise leaders actually spend on 
developing their vision?  And are franchisors spending enough time on innovation? Research shows not nearly enough...

Learn about the business, people and technology trends transforming the franchising industry around the world. Craig will show you the driving forces 
impacting your industry - and give you specific ideas to gain a strategic advantage. See exactly how to profit from the massive changes ahead - Know 
First, Be First & Profit First!

4.15 – 5.00 Closing Keynote address: Mark Bouris, founder, Yellow Brick Road Mark Bouris, chairman of Yellow Brick Road Wealth Management and host of the 
Australian version of The Apprentice, talks about his hugely successful career and the obstacles he has overcome along the way.

5.00-5.15 Close

7.00 – 12.00  NAB FCA Excellence in Franchising Awards Gala Dinner 2012
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After opening their first store in 2004, Grill’d 

have gone from strength to strength with one 

of the most recognisable burger restaurants 

in Australia today. We caught up with founder 

Simon Crowe to chat about how he goes about 

finding the right people for his brand and 

where Grill’d is headed.

How long before you started franchising? 

I don’t think we are traditional in this space – in 

fact, we’re proud not to be traditional in this 

space. We opened five company stores before 

we introduced our first franchise partners. The 

rationale there is that we believe very strongly 

in our brand – and our brand comes to life in 

our restaurants, the ‘Grill’d experience’ as we 

term it, is core to our success. 

This relates very much to people, very much to 

energy – and the way we see it, if we haven’t 

got that skill set at the top and we’re not 

operators then we’ll never be able to lead the 

business appropriately.  

Deliberately we opened five company 

restaurants before our first franchised 

restaurant – which opened in June 2006. 

Our vision and our business strategy is that 

we are a healthy burger expert, and we pride 

ourselves on that – we’re about the Grill’d 

experience. Whether we’re company owned 

or franchised is, and should be, immaterial. 

We don’t have a strategy that says ‘we are 

franchised’. In fact we have a strategy that 

says we remain 50% company owned. We 

don’t want to lose sight of being an operator. 

We’re very cognisant of every minute detail 

that drives our business. Therefore from a 

franchisee perspective, they know that we have 

operational integrity, because that’s the thing 

that makes us successful. 

There are currently 54 Grill’d restaurants 
throughout Australia. 32 company and 22 
franchised. What dictates this balance?

We plan to add another six by the end of 

August, so we’ll be 57 restaurants in total 

by the end of August, with a view to more 

openings in September. That percentage 

of ownership will remain the same – 60% 

company and 40% franchised. Eventually we 

see that sitting at 50/50. Obviously regional 

areas will certainly have more franchised stores 

and proportionately some of the urban sites 

will be more company biased.

Finding the  
right balance  
and the right 
people

Simon Crowe

Grill’d 

Franchisor Interview
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So the breakdown is urban restaurants are 
company owned, regional restaurants are 
franchised?

Not necessarily. We choose people that are 

amazing to be our franchise partners, who 

already intrinsically understand the brand, that 

have life experience and business acumen; 

getting those people right is absolutely 

paramount to what the Grill’d brand is. 

How do you decide whether a site will be 
company owned or franchised?

We make sure we pick A grade properties. We 

choose the property first and commit to it 

before we decide if it’s going to be company or 

franchised. That means that then, as it relates 

to spending someone else’s (the franchisee’s) 

money, we’re giving it the same respect as we 

would do our own, because the decision has 

been made on impartial basis. Is it the right 

property? If the answer is yes, then we’ll do it.

It’s not until we’ve made the property decision 

that we consider whether it should be company 

or franchised.

What we don’t do is sell territories. We don’t 

actually tell anyone, be they prospective, 

nominated or approved, that they have a 

selected territory. What ends up happening 

is they will drive up down that particular 

strip, which is fantastic, because they almost 

act like a property agent, but they’ll be so 

hungry to get their teeth stuck into it that 

they’ll be pressuring us to take sites that aren’t 

appropriate. 
Continued over page 

We want our franchise partners to be operating 

from that strip in 10, 15 and 20 years from now, 

so we’re really mindful of not making short-term 

decisions that could have a long-term impact. 

So we tell our partners, ‘You are an approved 

franchise partner’ and when the sites come up 

that we decide are going to be franchised we 

ask the guys who are interested to write a very 

small business plan with a marketing plan and 

then we compare their thinking around the 

site, as it matches the demographic customer 

base that the site represents. We’re aligning the 

right site and the right franchise partner, to get 

the best possible outcome.

What are the fundamental differences 
between the corporate restaurants and the 
franchised restaurants?

No question, when we had a group of franchise 

partners that were two years old in their tenure, 

or less, I would argue we were running our 

company restaurants better than our partners. 

The reality is that permanency of management, 

therefore perceived or actual ownership, as 

it relates to our restaurants, is crucial. You 

become a legitimate part of the fabric in that 

local community. You’re integrated into the 

local community. 

What are the core components of your 
franchisee recruitment strategy? Apart from 
inbound enquiries, what kind of activities do 
you find generate quality leads?

We have a 10-step process that we work 

through. It starts with the franchise partner 

knocking on our door. The understanding 

is that a potential franchise partner of 

significance generally needs to be exposed to 

us three or four times. First via an in-restaurant 

experience, second via a friend talking about 

the brand and third via something that might 

happen in the media or a PR space. Generally, 

they’re the big three. Usually that’s when they’ll 

get in contact and we’ll go from there. The 10 

step process is where we start the proactive 

part of recruitment, but in the background, we 

do try to give some cues to people who visit 

our restaurant that they can contact us about 

franchising.

We use psych testing, there is a phone meeting 

to begin with, then there are three separate 

internal meetings with various members of 

management. There is also a meeting with the 

people that are relevant to that particular state.

We make sure that prospective partners speak 

to other partners and engage with other 

people in the business before they’re given the 

green light. 

This process can take anywhere from three 

months to more than twelve months.

Simon Crowe
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Do you partake in any outbound  
recruitment activities?

Franchising expos have been important to 

us as we built brand awareness. That remains 

relevant in Sydney and we exhibited there 

earlier this year, as that’s a growth area for us. 

The expos are a really good touch point for 

people who may not have been aware that our 

brand was available for franchising.

Is your franchisee recruitment done 
completely in-house, or do you engage 
advisers? 

We certainly use third party suppliers – Norton 

Rose has been with us almost since day one. 

We engage them as sites become available, 

and obviously for franchise agreements. But we 

manage our actual recruitment internally. Our 

process has been bolted down quite tightly.

What strategies do you employ to ensure 
emotion doesn’t affect your decision making 
in regards to selecting franchise partners?

We are an emotional brand. To be honest,  

I think it’s inappropriate for us not to involve 

emotion as part of how we do business and 

how we select franchise partners. I think 

businesses make that mistake a lot. When 

you consider what we’re trying to deliver 

in restaurant - which is energy - energy 

by definition is emotive. I think too often 

businesses try to divorce emotion from any 

part of their business process. I’m trying to 

make sure that we actually maintain it, but 

that we have it around criteria that are actually 

understood. For us that’s the challenge that is 

the franchising space – there’s no question, if 

someone is interesting to talk to, someone is 

interested to be part of our company, well then 

that’s someone we think is more likely to be 

good at leading a team and be an enthusiastic 

part of our brand. 

Deliberately we use emotion as part of our 

selection process.

How involved are you with recruitment  
at restaurant level?

From a franchisee perspective, we’re very 

involved up front, we run the group interviews 

– they (the franchise partner) are part of that 

selection as well – but we understand what 

great Grill’d people look like. The support that 

we provide the franchise partners is to set them 

up so they actually have the knowledge to run a 

restaurant through working in other restaurants, 

but also so they have a team ready to go.

Beyond the initial set up, we only get involved 

with team selection if we believe there is a 

culture issue in any particular restaurant.

One of the key things in determining whether 

someone is going to be an appropriate franchise 

partner is whether they have the ability to lead 

and manage a team of young adults.
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You mentioned that you would have 60 
restaurants open by the end of August. Where 
are you major growth areas at the moment? 
Are there plans to head overseas?

Pleasingly, with the model that is Grill’d, the 

opportunity for us is to move from where we 

are at 54 restaurants to well beyond 100 or 120 

restaurants, without changing our model. If 

we wanted to change our model we could go 

further again. With every restaurant we put 

on the map, it’s either enhancing or diluting 

our brand. We’re very conscious that through 

any multiplier effect, there’s potentially an 

opportunity to do damage rather than good. 

That’s why we make sure our systems are 

robust and we’re really clear through every area 

of the business what we want Grill’d to be.

We’re still domestic at this point – Sydney, 

Perth and some of the regional areas are where 

some of the highest proportion of growth 

will come from. We’re growing in every city 

and every state. We’re about to put down two 

more restaurants in Victoria which is our most 

mature state – and we’re putting those down 

in Melbourne, so growth is nowhere near 

exhausted.

As yet, overseas has not been something that 

we’ve pursued. When we do it will be a great 

opportunity for our people to learn and grow 

through that process as well.

Matt and Brad Walker were awarded 
FCA Excellence in Franchising Multi-Unit 
Franchisee of the Year for Victoria and 
Tasmania in 2011. Where do you stand on 
multi-unit franchising as a way to grow your 
business?

We’re of the firm belief that our business is 

about relationships. Whilst trust is often given 

up front (and I believe it should be) trust is 

enhanced and given at a deeper level over 

a period of time. The Walkers, for example, 

have proven to be very successful. They have a 

wonderful group of people, they’ve found and 

kept their people internally. We believe that 

franchise partners should go from one to two 

restaurants, if that’s their interest, and then if 

they’ve got the right management systems and 

the right infrastructure, there’s an opportunity 

to go from two to three, but we want to have 

deeper, longer term relationships, and fewer 

of those relationships than having a scatter 

gun approach. We’re proud that our franchise 

partners are putting their hands up for second 

restaurants, because it speaks to the viability 

and the success that is Grill’d. 

What is required to make that jump from one 
to two or three restaurants – mentally, in 
capital, logistically?

It’s a significant jump even from one to two. Our 

best franchise partners who have been operating 

individually, that is without a partner, husband or 

wife that’s active in the business, have struggled 

in a big way to go from one to two. It’s actually a 

very hands on business, so they have to have their 

people infrastructure right. 

One to two is a challenge. Two to three 

absolutely necessitates having two active 

people in the business. To spread yourself 

across three restaurants, you can’t be in three 

places at once. Our expectation is that our 

franchise partners are hands on, so even by 

default with two people, that’s going to be a 

challenge across three restaurants. 

We also look to see whether they are engaging 

those people on a longer term basis, have they 

put in something that might be about profit 

share? Have they put in an incentive as it relates 

to bonus? We know that people is everything 

in our business. That challenge becomes really 

significant going from two to three, because 

you’re always going to have geographical 

challenges too; two restaurants might be 

four or five kilometres away, but you throw a 

third in, it’s very unlikely to be under a tight 

umbrella.

Pleasingly, these guys are saying yes, they want 

to go from one to two to three, because they 

realise that what we have at Grill’d is something 

that, I hope, people perceive as unique, 

different, something that actually has a soul. 

Our philosophy as we expand is to make sure 

we maintain our soul, we maintain our integrity, 

our culture doesn’t suffer, and we recognise that 

people are our greatest asset. fr

“Our philosophy as  
we expand is to make  
sure we maintain our  
soul, we maintain our 
integrity, our culture 
doesn’t suffer, and we 
recognise that people  
are our greatest asset. ”
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The maturing of franchise networks, and 

barriers in attracting new franchisees, have 

created strong growth in multi-unit franchising 

across the world. In the USA, multi-unit 

franchisees now outnumber single-unit 

franchisees. 

The latest research by the Franchise 

Relationships Institute into multi-unit 

franchising in Australia has found the 

proportion of franchisees who are multi-unit 

operators is currently 21 per cent. Also the 

average number of units per franchisee is three.

While this is moderate compared to the USA, 

multi-unit franchisees in Australia still account 

for around 40 per cent of revenue in a typical 

franchise network. Based on current trends, 

we predict by 2015, multi-unit franchisees 

will account for 60 per cent of revenue in 

the franchising sector, making them an 

increasingly important group to understand 

from the point of view of good selection and 

support practices.

Profile of a multi-unit franchisee
We have just completed a study on the habits 

of 389 multi-unit franchisees, by gathering 

information about them and matching it to 

their performance ratings provided by their 

franchisor. Here’s what we found:

Better performance:  In terms of operational 

and financial performance, multi-unit 

franchisees are actually doing significantly 

better than single-unit franchisees. For instance 

they are achieving 10 per cent more per unit in 

sales and profitability. They are also delivering 

a superior customer experience, mainly 

because they are more active in promoting 

their businesses in the local community.

More satisfied: When it comes to satisfaction, 

multi-unit franchisees are significantly more 

satisfied with their financial achievement, their 

work-life balance and their enjoyment of work.

That’s the good news. Now the bad news - or 

opportunities as we’ll call them.

Less impressed with their franchisor:  
Multi-unit franchisees are significantly less 

satisfied with the competence of the franchisor 

team, perhaps because they have higher 

expectations. There is an opportunity here for 

franchisors to improve the support they are 

delivering for these people. For instance we 

have found having specific workshops where 

they can share their unique challenges with 

each other is a great initiative.

More difficult to deal with: Another 

opportunity for franchisors is in getting multi-

unit franchisees more constructively engaged. 

The evidence shows they do not participate as 

constructively as their single-unit compatriots 

in their franchise networks. For example, 

franchisors rate multi-unit franchisees as 

significantly more challenging to deal with.  

We would suggest franchisors need to have 

regular one-on-one discussions with these 

people, clarifying mutual expectations and 

working out how both parties can work 

together in a truly profitable partnership..

Thought starters 
to improve performance
Human nature being what it is, our egos can 

sometimes get away with us as we gain more 

power, and we can start to act like spoiled 

children. Sometimes franchisors might need to 

respectfully remind their multi-unit franchisees 

that it’s not just about them. 

Finally, our research found that the most 

successful multi-unit franchisees scored higher 

on measures of leadership, business acumen 

and health. Interestingly, those with better 

health also participated more constructively in 

the franchise system, a reminder that success in 

business often starts with looking after oneself.

We look forward to sharing more of our 

research with the franchising community this 

coming year. fr

Greg Nathan is the founder of the Franchise 

Relationships. The Institute is running a  

special Multi-Unit Summit in Sydney on  

31 October. For more information, visit:  

www.franchiserelationships.com  fr

 Multi-unit:
Additional challenges, 
greater satisfaction
Greg Nathan, founder, Franchise Relationships InstituteG
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“...multi-unit franchisees 
are significantly more 
satisfied with their 
financial achievement, 
their work-life balance and 
their enjoyment of work. ”

“In terms of operational and 
financial performance,  
multi-unit franchisees are 
actually doing significantly 
better than single-unit 
franchisees. ”

Issue 31 Edition Two 2012



29

Building 
Retail 

Experiences

www.shapeshopfitters.com.au

Shape Shopfitters understand the customer experience and work with you  
to bring your brand’s vision to life on the shop floor.

•	 	Design	&	Drafting
•	 	Planning
•	 	Council	Applications	&	Permits
•	 	Project	Management

•	 	In	House	Joinery
•	 	In	House	Signage
•	 	Qualified	tradesmen	&	 

dedicated office staff

•	 	Retail	Food	Specialists
•	 	13	years	experience	 

Australia	wide
•	 	On	time	every	time	guaranteed

We build inspired customer experiences through our customised offering, in-house joinery  
and our highly technical expertise, particularly in the food space. 

Shape Shopfitters work across every state and territory of Australia. For more information call our Head Office  
on (03) 9432 1044 or go to our website for more examples of what we do at www.shapeshopfitters.com.au

BIL9913_FRANCHISER_MAG_FPC_F.indd   1 5/03/12   5:06 PM

Greg Nathan, founder, Franchise Relationships Institute
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Handing over the reigns: 
Family first for Peter and Chris

The transition from founder to successor needs 

careful and considered planning, to ensure a 

successful outcome for all stakeholders.

The Narellan Pools’ story is a great example of 

how a succession plan can be implemented 

successfully from one generation to the next.  

Over its 40 year history, Narellan Pools has 

grown from the smallest manufacturer of 

fibreglass pools in Australia, to the largest  

single brand manufacturer, now exporting  

to 15 countries. 

From an early stage, Peter Meyer, former owner 

and chairman, was conscious of planning for his 

successor to ensure the success and profitability 

of the business. He wanted to ensure his 

successor was the perfect fit.

Peter’s son Chris had demonstrated a keen 

interest in the family business from an early age, 

working part-time and learning the ropes during 

school holidays. He first chose to strike out 

with other interests, before committing to the 

company. When he returned, he brought a fresh 

and innovative perspective. 

Chris became a shareholder and director in the 

business at age 24, and then Managing Director 

at 28. With the succession transition taking 

nearly eight years, Peter, Chris and the business 

experienced some tough times. This decision 

paid off, with the franchise business growing 

to 27 franchisees and the export business 

expanding significantly even in the face of 

global economic instability.   

In 2011, the succession plan was finally complete 

and Chris became the sole shareholder of 

Narellan Pools at age 36, an achievement in itself.

Succession planning can often be complicated; 

fraught with obstacles and emotional pit falls 

that can easily derail a company. However, if 

the succession process is strategically managed 

and focused on the best possible outcome for 

the business and its stakeholders, then the 

process can be rewarding and help ensure the 

continued success of the company.  

Chris Meyer’s tips for succession planning

1. Always remember it’s a business transaction 

When dealing with succession planning, it is 

easy to get caught in the emotional aspects of 

choosing a successor. It is important, although 

often challenging, not to let sentimentality 

skew decision-making, as the founder’s 

responsibility is to do what’s most appropriate 

for the future of the brand and its stakeholders. 

Chris recommends involving an external 

consultant specialising in succession planning 

to manage the process. Chris also passionately 

believes the business is sold to the successor 

at a commercial value. This creates greater 

commitment of the successor and in the event 

of a legal dispute within the family, this sale 

helps the successor and stakeholders in the 

business.   

2.  Look for the right person to run  
the business

In the case of a family business, it is critical 

to choose the family member with the right 

business acumen and vision. It is essential, 

although at times challenging, that logic 

prevails and a suitable person is chosen based 

on their capabilities of running the business 

successfully. 

“When dealing with 
succession planning, it 
is easy to get caught in 
the emotional aspects of 
choosing a successor... ”
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8.  Maintaining love and respect 

Whilst succession planning is a business 

transaction, above all it’s a transaction 

between family. For Chris, it was always family 

first whilst staying true to his vision and dream 

for his life and the business. He says it’s easy to 

get lost in the numbers and the deal and lose 

sight of love, understanding and compassion 

for the founder, his dad. Chris reflects that the 

balance between the business transaction and 

the love and respect for your dad is the most 

complex and hardest road to navigate during 

succession planning. 

Keeping the end goal in mind along with the 

above tips will certainly help derive a successful 

outcome for founder and successor and well as 

all stakeholders. fr

The founder needs to accept the possibility 

there may not be a suitable candidate within 

the family and the business may need to be 

sold to a non-family member. In the case of 

Narellan Pools, Peter’s choice in Chris was well 

justified as he had made himself an integral 

part of the business, had demonstrated the 

acumen, drive and commitment necessary. 

Chris recommends that in the case of joint 

family member ownership, one person is 

appointed the major shareholder and decision 

maker; this prevents the possibility of stalling 

businesses progress and success, through lack 

of decision making.

3. Be aware of family members’ expectations 

This can be a very challenging and an 

emotionally charged time for families. 

Succession planning can, and will, impact 

family dynamics and therefore needs to 

be navigated carefully but always openly, 

transparently and honestly. To understand 

and navigate sensitive family situations, Chris 

recommends a family meeting facilitated by 

the external facilitator early in the process to 

gain a comprehensive understanding of family 

expectations. These then may be clarified and 

understood as soon as possible to alleviate 

unnecessary anguish and family unrest.

4.  Set rules of engagement between the 
founder and successor 

The succession plan took eight years to finalise 

between Peter and Chris and they were 

simultaneously running the business. Chris says 

it’s extremely necessary to set and agree to 

rules of engagement between the two parties 

to ensure minimal interference with the regular 

running of the company.  

5. Invest in the right external advice 

It is important both parties seek independent 

accounting and legal advice. Peter and Chris 

both sought external advice throughout the 

process to ensure both their interests were 

protected and looked after. 

6.  Ensure you have the right business and 
legal structures 

It is important to ensure a company is properly 

structured with formalised business processes 

and it is working within the appropriate legal 

framework. For successful transition, Chris 

recommends two areas in particular. The 

founder should not hand down a business that 

is open to legal liability that may bring the 

business or the successor into trouble. 

This is why ensuring business and legal 

structures are correct is important. In addition, 

so the best financial outcomes are achieved 

for both parties as the transition occurs, Chris 

recommends sound accounting and tax 

planning. 

7.   Don’t rush but don’t keep moving the goal 
posts on the successor 

It’s imperative a clear plan with expectations is 

set from the outset, including the timing and 

detail of the succession plan and transition 

that is understood and agreed by both parties. 

Whilst a plan is key, it is also important to be 

flexible and balance the family’s needs with the 

best possible outcomes for the company. 

“For Chris, it was always family first whilst staying true  
to his vision and dream for his life and the business. ”

Peter and Chris Meyer
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Benjamin Franklin always 
said there are only two things 
certain in life: death and taxes.  

Franchisors and franchisees 
would be wise to plan for both.

Leaving a legacy

Australia’s population is aging.  

The consequence of this is that within the next 

five to 10 years it is expected there will be a 

massive proportion of businesses sold – either 

from one generation to the next, or to outside 

parties. As a worst case scenario, businesses 

will simply shut-down, where no buyers exist 

and owners just can’t continue. 

Will you be exiting your business in the middle 

of this glut? Will such an increase in businesses 

available for sale reduce the price achievable 

for your business? If so, how badly will this limit 

your retirement savings?

“Fortune favours the prepared mind.”  

Louis Pasteur

An orderly transfer of a business takes time and 

planning. Investing the time early can help to 

increase profitability in the years leading up to 

retirement, and thereby increase the sale price. 

Alternatively, ignoring or deferring the issues 

now can lead to reduced profitability in the 

crucial years pre-retirement and thereby 

reduce the ultimate value of a business.  

I have heard of a situation in which an owner, 

as retirement approached, allowed business 

performance to deteriorate over time (mainly 

due to fatigue), and was forced to sell when the 

business’ value was at its worst. Had the owner 

prepared in advance, he could have enjoyed a 

very different retirement.

Some lessons learned… 

1.   Know what your business is worth now - 

and why, i.e., identify and measure the key 

drivers of your business’ value.

2.   Determine when you expect to exit the 

business - and be realistic. Your successors 

probably won’t want you there forever; nor 

will they want you gone before an orderly 

transition.

3.   Calculate what the business needs to 

achieve between now and your exit date in 

order to maximise value. Don’t let fatigue 

reduce value; be vigilant in achieving key 

performance indicators.

4.   Identify a successor. This may be a family 

member (or other employee) already 

working in the business, or it may be an 

outside party. Working closely with your 

successor can minimise nasty surprises at 

the end of the process, when it’s too late to 

change anything.

Word of caution – transfer to a family member 

has good and bad points. An obvious good 

point is that the business remains in the family. 

A bad point is that the family member may 

expect to inherit the business for free, on the 

basis that they helped build the business over 

the years – such an outcome would not help 

your retirement nest egg, and so discussions 

from an early stage are needed to manage this 

expectations gap.  

Another bad point relates to equitable 

distributions. If one child inherits the family 

business and another child inherits the family 

home, is that a fair allocation if the business is 

worth $5M and the home is worth $1M?

5.   Work closely with an accountant and a 

lawyer who are experienced in this area 

towards achieving the best possible 

outcome for all parties concerned. 

Your lawyer can prepare: 

•  Your Will

•   Buy/sell agreements – particularly where you 

are in business with non-family members

•  Other important estate planning documents.

Your accountant can:

•  Value your business

•   Benchmark your KPIs, and act as an early-

warning system when things are off track 

•   Advise on likely capital gains tax on eventual 

sale, and assist to manage this in the lead 

up, e.g., the pattern of annual distributions 

made by discretionary trusts to particular 

beneficiaries in the years leading up to sale,  

if not properly considered, can cost a fortune 

if small business capital gains tax exemptions 

are lost as a result 

•  Provide important strategic business advice. 

There are many matters to consider - and you 

don’t know what you don’t know!  

“Plans fail for lack of counsel, but with many 

advisers they succeed.”  

Proverb of Solomon

For more information, contact:

James Theologidis - Partner,  

Sothertons Chartered Accountants by email: 

jamestheologidis@sothertons.com.au

or by telephone: (07) 3221 1877  fr

Succession Planning:
Leaving a legacy that works for all 
By James Theologidis
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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

✓
✓
✓
✓
✓
✓

✓
✓
✓
✓
✓
✓

Succession Planning:
Leaving a legacy that works for all 
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In each edition of The Franchise Review, the FCA will list  
each new entrant to the Franchisee Success Club. Some of  
their success stories are featured on the following pages.
To read personal stories of achievement and to nominate  
a franchisee from your system, visit www.franchise.org.au 
and click on the ‘Franchisee Hub’ tab. 

Franchisee Success Club
Celebrating achievement among Australian franchisees
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Fei at work in his V.I.P Commercial Cleaning Business

“Fei and Barry believe 
that a positive attitude 
and communication is the 
key to being a successful 
franchisee. ”

Fei Xing and Barry Peng 
V.I.P Commercial Services, 
Flinders Park SA
`Positive attitude and communication the 
key to a successful business’

Fei Xing, originally from the Beijing area 

and Barry Peng from Loudi, purchased their 

V.I.P franchise, with a strong background 

in business. After studying accounting and 

international business respectively at the 

University of South Australia, the duo teamed 

up with V.I.P. Commercial Services to run their 

own commercial cleaning franchise.  

Prior to buying the franchise, Barry had worked 

as cleaner and felt that it was a viable business 

option. Each researched the market thoroughly 

before deciding to go with V.I.P, confident in 

their long standing business model. 

After operating for only 12 months, the pair 

has no regrets about taking the plunge. Young 

and ambitious, Barry and Fei have doubled 

their turnover in a short space of time. After 

losing a major client to bankruptcy, their pair 

was proactive, advertising in the local Chinese 

newspaper to attract new clients.  

Arthur Gillam with Bucking Bull 

“Over the years, the driven couple have been awarded on 
numerous occasions for their contribution to franchising. ”

Arthur and Elizabeth 
Gillam, Bucking Bull, 
Toowoomba Qld
 F̀ranchisor support helps struggling 
carvery to become a success’

Arthur and Elizabeth Gillam became Bucking 

Bull franchisees almost by accident. In 2009 

they already owned and operated two other 

franchises within Grand Central Shopping  

Centre and were caretaking a then struggling 

carvery business. 

Believing there was still real potential for a 

carvery style outlet in the food court, the Gillams 

approached Aktiv Brands to redevelop the store 

into a Bucking Bull Roast & Grill.

The added support provided under the Bucking 

Bull franchise model gave the Gilliam’s the tools 

required to turn the store into a real success, 

consistently ranking in the top 10 for sales across 

the Bucking Bull Group. 

They are regularly involved in local area 

marketing initiatives and community events,  

and are frequently a source of fantastic ideas for 

the brand.

Arthur and Elizabeth Gillam are strong advocates 

of the brand, and have provided a testimonial on 

the Bucking Bull website. They believe that the 

brand has some of the best systems, processes 

and online support, together with exceptional 

supplier pricing. 

Over the years, the driven couple have been 

awarded on numerous occasions for their 

contribution to franchising, including “1st Runner 

Up Franchise of the Year” at the Queensland 

Franchise Awards in 2010.

Fei and Barry believe that a positive attitude 

and communication is the key to being a 

successful franchisee. They regularly follow 

up with clients to ensure that they are happy 

with the service they provide and attend to any 

issues or complaints in a timely manner.

Fei soon plans to leave Australia for an extended 

period, leaving Barry to oversee the business. 

They plan to sell back a number of clients to V.I.P 

as an additional income stream and allowing 

them to enjoy a flexible lifestyle. fr

Continued over page 
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Health & Lifestyle
Sarah Nehimia
Essential Beauty
Armadale, Joondalup, Innaloo and  
Rockingham, WA 

Alby and Christine Mannak
Essential Beauty
Tea Tree Plaza, SA

Ria McAvaney
Essential Beauty
Munno Para, SA

Sav and Maria Ruggiero
Essential Beauty
West Lakes and Harbour Town, SA
   
Retail Food - Restaurant
Anthony Stahl and Daniel Mesiti
Boost Juice Bars
Chatswood, Top Ryde, NSW

Sue and Graham Carrington
Bucking Bull
Joondalup, WA

Arthur and Elizabeth Gillam
Bucking Bull
Toowoomba, QLD

Matthew and Karen Page
Gloria Jean’s Coffee
Armidale, NSW

Jason and Lisa Porter
Gloria Jean’s Coffee
Ocean Grove, VIC

Sandra and Brett Roveda
Gloria Jean’s Coffee
Windsor Homezone,  
Stafford Heights, QLD

Jason Payne
Grill’d
Ascot and Rosalie, QLD

The FCA recognises the 
following franchisees 
as new entrants to the 
Franchisee Success Club

Greg and Val Neck, 
Quest Serviced 
Apartments, Alice Springs 
 ̀Fourth generation business owner 
introduces Quest Serviced Apartments  
to the outback’

Quest Alice Springs has been a strong business 

from when Val and Greg Neck opened its doors 

four years ago in 2008. Well known in the 

Central Australian community, the Neck family’s 

business tradition now spans four generations. 

Val and Greg have invested time and energy  

to slowly and consistently build the business. 

The property has experienced consistent 

growth which has lead to an increase in revenue 

per available room per annum. This is despite a 

tough economic climate in Alice Springs and the 

high Australian dollar which has had a massive 

effect on a township that relies heavily on the 

tourist dollar. 

Greg and Val take a lot of pride in supporting 

their local community, offering sponsorship 

through a number of organisations including 

Royal Flying Doctors, Fred Hollows Foundation 

and Alice Springs Hospital Children’s Ward. A 

project close to their hearts is the Ngaanyatjarra 

Aboriginal Health’s breast screening project. Val 

has worked for the organisation in a part-time 

capacity for eight years. Through this work, the 

Necks became close to many Aboriginal families, 

including helping to foster a baby boy for six 

months whose mother was unable to care for 

him as he was too unwell to return to his isolated 

community. 

The couple now travels to remote communities 

in Western Australia once every two years to 

assist with breast screenings. Here they assist 

the medical team with the cooking and day 

to day care. Through Quest sponsorship, they 

provide the women with `mink’ blankets and 

toiletry kits.

Greg and Val have created a `family type’ culture 

that is relaxed, warm and friendly. This has 

helped them attract and retain key members of 

staff as well as accommodate the more transient 

workers who pass through Alice Springs. Their 

passion for the brand has been transferred to 

their own children. Their son, Simon, runs a 

Quest property in Adelaide and their daughter is 

married to a Quest employee in Melbourne. 

The Necks are looking at purchasing an 

additional Quest property in Adelaide, plus are 

in the process of negotiations to significantly 

increase their stake in Alice Springs with the 

purchase of additional apartments. 

Quest Alice Springs was the recipient of the 

prestigious 2010 Brolga Northern Territory 

Tourism Award for Deluxe accommodation and 

was named the SA/NT/TAS Franchise of the year 

at the recent Quest Awards.

Greg and Val Neck with their team at Quest Serviced Apartments, Alice Springs

“Greg and Val have created 
a `family type’ culture 
that is relaxed, warm and 
friendly. This has helped 
them attract and retain  
key members of staff... ”
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Household Services
Dean Chan and Fiona He
VIP Home Services
Rosslyn Park, SA

Kevin and Cherylee Fox 
VIP Home Services
Flagstaff Hill, SA

Greg and Sue Smallwood 
VIP Home Services
Barossa Valley, SA

Neville Bassett 
VIP Home Services 
Parafield Gardens, SA

Beryl Hunt 
VIP Home Services
One Tree Hill, SA

Fei Xing and Barry Peng  
VIP Commercial Cleaning 
Flinders Park, SA

Boris and Elena Sopotsko 
VIP Commercial Cleaning 
Hallet Cove, SA

Myles and Gin Beaufort 
Home Care Instead 
Salisbury, QLD

Building - Retail and Services
Mark Martin 
Narellan Pools 
Sunshine Coast, Moreton Bay,  
North Brisbane, QLD

Tim and Matthew Ranieri 
Narellan Pools 
Northern Beaches, NSW

integratedmarketing

Creating positive results 
with local area marketing
Having a National strategy for your overall brand is all well 

and good but what about your individual shopfront? Who’s 

driving your local area engagement at street level? 

at+m integrated marketing knows the needs of small 

businesses and franchisees across Australia. We even have 

services specially tailored towards the Franchising Sector. 

We’ll develop a MAP (Marketing Action Plan) to target 

customers within a selected radius of your business. Then 

we’ll put that plan into action to help YOU corner the market.

So, for proven expertise and understanding in Local Area 

Marketing, talk to us today. You’ll find our website is as close 

as your corner store.

www.atmmarketing.com.au
creative campaigns  |  brand strategy  |  design  |  web  |  sprintaprint

freecall 1800 356 164

Danny and Fiona Harvey 
Narellan Pools 
South Coast, Sutherland,  
South Sydney, NSW
   
Financial Services  

Levent Ince 
RAMS Home Loans  
Liverpool, NSW

Chris Lee 
RAMS Home Loans 
North Melbourne, VIC

Grant Jacques 
RAMS Home Loans 
Brisbane South West, QLD

Cheryl Haywood 
RAMS Home Loans
Southern Vales, SA
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“Shingle Inn expects to add 10 cafes to its 
network over the coming year, with the 
first stores in Canberra and Melbourne due 
to open later this year. ”
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In 2009 when Shingle Inn opened the doors 

of its first franchise, the concept was already 

steeped in history with a company-run chain  

of eight stores.

Originally opened in 1936, the cafe was 

purchased in 1975 by the Bellchambers family 

who owned a number of hospitality venues.

During the ensuing 37 years the family were 

forced to close the Queensland-heritage-

council-listed cafe and dismantle it piece by 

piece and made the decision to develop the 

Shingle Inn concept.  

By recreating the Shingle Inn via a version that 

combined the tradition of the historic store 

with the indulgence of today, the Bellchambers 

laid the foundation for expansion and secured 

the livelihood of their team members, both in 

the cafe and the bakery that supplies the stores’ 

products.

During this time, responsibility for the 

operation of the cafes passed from parents to 

sons, leaving brothers Peter and Andrew with 

the decision in late 2007 of how to expand the 

business.

Franchising was not initially the obvious choice.

 “We reviewed the options of both private 

equity and bank finance before settling on the 

franchising model,” says Co-Director Andrew 

Bellchambers.   

“Our obvious strengths were that we had 

operated multiple sites and established 

relationships with multiple lessors, whilst 

we remained somewhat naive about the 

challenges of motivating a diverse group of 

franchisees.”

One of the chain’s major advantages, and what 

Andrew and Peter credit as being essential in 

their rapid expansion to 26 cafes, is the strong 

culture of ‘family’.

“Some companies franchise then try to create a 

family environment, whereas we established a 

family environment then created a franchise,” 

says Andrew.

Andrew has several tips for establishing a 

strong sense of family.

Start with employees:  Shingle Inn’s team of 

area managers, head office employees and 

company store managers have been with the 

business for considerable periods.

Communicate the sense of family in the 
recruitment process: Shingle Inn’s senior 

managers meet franchisees during the 

recruitment process. This is an opportunity for 

prospective franchisees to find out information 

about the responsibilities of department heads, 

and to ask any questions.

Provide real relationships: Our area managers 

currently look after no more than ten 

stores, allowing them to develop genuine 

relationships with franchisees.

Shingle Inn expects to add 10 cafes to its 

network over the coming year, with the first 

stores in Canberra and Melbourne due to open 

later this year. fr

From family history 
to franchise future

“Our area managers 
currently look after no 
more than ten stores, 
allowing them to develop 
genuine relationships with 
franchisees. ”
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ASIAWIDE FRANCHISE CONSULTANTS PTE LTD (AFC)
is one of the most experienced franchise consulting companies 
in Asia. We have franchise and associated offi ces in over 30 
cities in 25 nations. Over the last 21 years, we have helped 
almost 600 companies in Asia to develop their franchises to 
expand locally and worldwide.  

With our worldwide network, in-depth knowledge, insight (our consultants have managed companies before joining 
us) and qualifi cations – e.g. CFE, CMC and PMC, we are able to help clients from various industries to develop very 
strategic and effective franchise packages, conduct incisive franchise audits, help franchisors fi nd suitable franchisees 
in various parts of the world, or to develop a market entry strategic plan into a foreign territory. Our parent company 
Asiawide Trends Pte Ltd is the publisher of the world’s only English-Chinese Asia Franchise & Business Opportunities 
magazine that is very popular in Asia since 1994. We are the most active consulting company in Asia as we participate 
in over 25 franchise-related shows in Asia every year. We know franchising.

一 组织

 爱思威特许经营顾问私人有限公司，是公认的亚洲最大、最成功的特许(连锁/

加盟) 经营咨询服务公司之一，其办事处(包括加盟商及策略伙伴)遍及世界

超过25个国家和地区。

二 服务范围

爱思威特许经营顾问私人有限公司的服务范围广泛，包括：

1. 协助商家发展特许经营/连锁店/经济组合体系的全方位解决方案；

2. 扮演经纪人角色，协助企业及个人加入特许经营体系；

3. 出版特许经营刊物，定期出版世界唯一中英文「亚洲特许经营/投资良

机」杂志(自1994年)；

4. 推广特许经营概念及相关经营理念，主办有关研讨会、展览会、组织赴

英美欧日韩，等国家特许经营考察团等；

5. 其他辅助服务。

三 我们的成绩

 爱思威特许经营顾问私人有限公司在本区域已为接近600个不同行业的企业

提供综合广泛而又高度专业化的咨询服务。

本公司团队力量精良，现有高级顾问多名，均具有美国特许经营协会授予的

注册特许经营管理专家(CFE)头衔。

For more information, please contact  预知详情，请联络： 

江进兴董事经理 蓝俊礼总经理兼高级顾问

albert@asiawidefranchise.com clarence@asiawidefranchise.com

420 North Bridge Road #04-08 North Bridge Centre Singapore 188727
Tel: (65) 6743 2282   Fax: (65) 6743 1139   www.asiawidefranchise.com

Our subsidiary Asiawide Business Consultants Pte Ltd
provides the following services:

Capability Projects / Services in:
Productivity (SMART / Development of Service Blueprint)  •  Innovation (IP 

Business Diagnostics) • Human Resources Development (Employee Handbook / 
Performance Management / Recruitment and Selection) •

Others:
CaseTrust • Edutrust • Customer Centric Initiative •
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Legal Forum

New ACCC 
fines and 
audit 
powers  
in place - 
and being used
In 2010 and 2011 the Australian Competition 

and Consumer Commission (ACCC), the 

federal government agency that regulates 

the Franchising Code of Conduct and the 

Competition and Consumer Act (Act), was 

given a range of new remedies and powers.

The new powers include the ability to issue 

substantiation notices, public warning 

notices and infringement notices. And there 

are new legal remedies for breaches of the 

Act, including civil pecuniary penalties, 

disqualification orders and non-party redress 

orders. All of these have a potential impact on 

franchise systems.

The ACCC can now issue a substantiation notice 

requiring a person to provide information or 

documents that support a claim they have made. 

The ACCC has issued a number of these 

notices, including a notice asking a franchisor 

to substantiate earnings claims it made to 

potential franchisees.

The ACCC can also issue an infringement notice 

when it has grounds to believe that a person 

has breached certain provisions of the Act. The 

ACCC has already issued over 90 infringement 

notices for alleged breaches. Payments of more 

than $500,000 have been received in response 

to these notices, including from a number 

of franchisees for allegedly engaging in bait 

advertising.

The ACCC can seek civil pecuniary penalties—up 

to $1.1 million for a corporation and $220,000 for 

an individual—for breaches of certain sections 

of the Act. For example, a court can order civil 

penalties if a franchisor acts unconscionably 

towards its franchisees, or a franchisee makes 

false representations to consumers. The ACCC 

has commenced proceedings against Sensaslim 

Australia Pty Ltd seeking civil penalties for 

alleged false misrepresentations, including 

representations that their franchises offered a 

certain level of earnings.

The ACCC receives many complaints from 

franchisees alleging that their franchisors  

aren’t complying with the requirements of  

the Franchising Code. The ACCC now has a new 

audit power to monitor such compliance. 

It allows the ACCC to obtain from a franchisor 

any documents it is required to keep, generate 

or publish under the Code, such as franchise 

agreements, disclosure documents and 

marketing fund statements. 

The ACCC no longer needs a reason to believe 

that there has been a breach of the Code 

before it can audit a franchisor.

The ACCC has been proactively using this 

power over the past year. So far, the ACCC has 

served audit notices on 18 franchisors. While 

the majority of franchisors have been found 

to be compliant, some audits have revealed 

potential breaches of the Franchising Code and 

are being investigated further.

In all, this new combination of powers 

and remedies means that franchisors 

and franchisees have to be aware of their 

responsibilities under the Franchising Code 

and the Act. If not, they’re on notice – the 

franchising watchdog has new teeth.  fr

**ACCC Deputy Chair, Dr Michael Schaper,  

will address this topic further, as well as all  

other relevant areas of law relating to 

franchising that the ACCC administers, at the 

Legal Symposium at NFC12, to be held at the 

Canberra Convention Centre on 7 October. 

NFC12 will be held the following two days, 

8-9 October. Register for NFC12 tickets at: 

www.franchise.org.au/national-franchise-

convention-2012.html

ASIAWIDE FRANCHISE CONSULTANTS PTE LTD (AFC)
is one of the most experienced franchise consulting companies 
in Asia. We have franchise and associated offi ces in over 30 
cities in 25 nations. Over the last 21 years, we have helped 
almost 600 companies in Asia to develop their franchises to 
expand locally and worldwide.  

With our worldwide network, in-depth knowledge, insight (our consultants have managed companies before joining 
us) and qualifi cations – e.g. CFE, CMC and PMC, we are able to help clients from various industries to develop very 
strategic and effective franchise packages, conduct incisive franchise audits, help franchisors fi nd suitable franchisees 
in various parts of the world, or to develop a market entry strategic plan into a foreign territory. Our parent company 
Asiawide Trends Pte Ltd is the publisher of the world’s only English-Chinese Asia Franchise & Business Opportunities 
magazine that is very popular in Asia since 1994. We are the most active consulting company in Asia as we participate 
in over 25 franchise-related shows in Asia every year. We know franchising.

一 组织

 爱思威特许经营顾问私人有限公司，是公认的亚洲最大、最成功的特许(连锁/

加盟) 经营咨询服务公司之一，其办事处(包括加盟商及策略伙伴)遍及世界

超过25个国家和地区。

二 服务范围

爱思威特许经营顾问私人有限公司的服务范围广泛，包括：

1. 协助商家发展特许经营/连锁店/经济组合体系的全方位解决方案；

2. 扮演经纪人角色，协助企业及个人加入特许经营体系；

3. 出版特许经营刊物，定期出版世界唯一中英文「亚洲特许经营/投资良

机」杂志(自1994年)；

4. 推广特许经营概念及相关经营理念，主办有关研讨会、展览会、组织赴

英美欧日韩，等国家特许经营考察团等；

5. 其他辅助服务。

三 我们的成绩

 爱思威特许经营顾问私人有限公司在本区域已为接近600个不同行业的企业

提供综合广泛而又高度专业化的咨询服务。

本公司团队力量精良，现有高级顾问多名，均具有美国特许经营协会授予的

注册特许经营管理专家(CFE)头衔。

For more information, please contact  预知详情，请联络： 

江进兴董事经理 蓝俊礼总经理兼高级顾问

albert@asiawidefranchise.com clarence@asiawidefranchise.com

420 North Bridge Road #04-08 North Bridge Centre Singapore 188727
Tel: (65) 6743 2282   Fax: (65) 6743 1139   www.asiawidefranchise.com

Our subsidiary Asiawide Business Consultants Pte Ltd
provides the following services:

Capability Projects / Services in:
Productivity (SMART / Development of Service Blueprint)  •  Innovation (IP 

Business Diagnostics) • Human Resources Development (Employee Handbook / 
Performance Management / Recruitment and Selection) •

Others:
CaseTrust • Edutrust • Customer Centric Initiative •
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The retail industry is in a constant state of 

evolution. This evolution, more often than not, 

results in new technology.

What drives this innovation and change? 

Customers.

The retail audience is a fickle one, and if you 

don’t capture their imagination instantly, they 

move immediately, meaning lost revenue.

As a business owner, you need to know what 

the client wants today, and, what the client 

wants tomorrow. You have to stay ahead 

of, and define, the curve. With technology 

becoming constantly more accessible, all it 

takes is a little imagination, forward thinking, 

and most importantly, persistence.

When did the change begin?

The emergence of the internet as a global 

department store has inadvertently affected 

retailers who failed to bridge the gap. 

This shift can be attributed to greater price 

transparency, leading large sections of 

Australian shoppers to shift their spending to 

online sites affording them greater price equity 

and a wider choice of goods.

Recently, this trend has seen some of the 

bigger Australian retailers falter, and in some 

cases, fall. High prices, combined with a slump 

in the economy drove customers online where 

they found choice, knock-down prices and 

efficient shipping.

Looking to the future

While the online business model is one that 

retailers must adopt, it’s not the only way 

forward. Retail technology offers traditional 

stores opportunities to reclaim lost ground and 

draw shoppers back.

This brings us back to the customer. It has 

always been a customer’s mantra to expect 

more for less. What’s important to understand 

is their expectations are not always price-

focussed. It’s also about experience. The 

associated benefits of visiting a store play an 

important part in driving the customer into 

the store, and guiding them towards that 

final purchase decision. Fast evolving retail 

technology has put a completely new spin 

on customer service. Now the focus is on 

providing customers with a more personal, 

intimate shopping experience by completely 

changing the nature of how customers interact 

with sales staff and the store environment.

A great example is how wireless internet 

technology has helped retailers increase 

customer engagement and satisfaction.

Mobile shopping

Studies have shown that by 2015, 18.5 million 

Australians will own smartphones, and that 

34 per cent of users will use them to make 

purchases. This is in stark contrast to the fact 

that only 20 per cent of Australian retailers have 

mobile optimised sites.

With purchases made on mobile devices 

growing by 500 per cent over the past two 

years, it’s important retailers to take notice.

Customer loyalty

In a retail environment, it’s all about keeping 

customers in store longer. Providing customers 

with wireless access increases satisfaction as 

customers can maintain an online presence 

while on the move.

Smartphones and wireless technologies have 

spawned a new wave of loyalty schemes. 

Customers no longer need physical loyalty cards, 

and can maintan loyalty cards through their 

smartphones updated at the point of purchase.

Customer service or self service?

Wireless technologies allow for mobile kiosks 

that customers can use to find items across a 

store. This is helpful for large department stores, 

as kiosks empower customers and increase the 

feeling of affiliation.

Wireless 
commerce: 

“What’s important to 
understand is their 
expectations are not 
always price-focussed.  
It’s also about experience. ”
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the new technology play in retail
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Targeted video promotions

In-store video promotions are not a new 

concept, but new technologies have 

refined them. Combining RFID, wireless and 

video, some retailers have created a highly 

customised method of promoting products 

to customers. Retailers are now able to play 

product related videos on nearby screens 

when a customer picks up a product, or shows 

interest in it. A customer is 65 per cent more 

likely to purchase a product after watching a 

video that demonstrates its value.

Increased site engagement

It’s important to remember time constraints 

and current trends still mean websites are one 

of the easiest ways to shop.

On average, online shoppers expect pages 

to load in two seconds or less. After three 

seconds, 40 per cent abandon a site and move 

on. Now, consumer engagement requires a vast 

array of dynamic and rich features, delivered 

with fast page load times in order to minimise 

site abandonment. 

The emergence of Content Delivery Networks 

(CDN) have made it easier for web-savvy 

retailers to deliver the high level of content 

customers expect, without facing issues like 

regular page freezes, or prolonged load times.

New technologies made available in the 

retail space are designed to manage costs, 

drive top-line growth and, most importantly, 

drive customers back into the store. When 

augmented with a strong online presence, the 

result is one that is beneficial to both retailer 

and customer alike.  fr

By Nigel Stitt, CEO, Pacnet Australia and New 

Zealand. Nigel brings with him over 21 years 

experience in the IT and telecommunications 

sector. Prior to his appointment as CEO in May 

2012, Nigel was National Sales Director with 

Pacnet for 8 years.

“...focus is on providing 
customers with a more 
personal, intimate shopping 
experience by completely 
changing the nature of how 
customers interact... ”

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 

•
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Education and Training

Does your business have the skills required  

to meet the challenges of the future?  

Are you planning now to ensure this does occur 

after you have decided to move on from the 

business?

Succession planning is one of those initiatives 

that many companies don’t find the time to 

start until it’s too late – if it’s not addressed 

now, the business may end up facing the 

burden in the middle of a crisis.

In the busy hustle and bustle of running a 

business many franchisees and business 

owners acknowledge a need to build managers 

but time is limited. Succession planning has 

some negative connotations in that some see 

it as usurping decision-making power. The fact 

is, implemented correctly, succession planning 

frees a business owner’s most valuable asset – 

time. The owner can then work on improving 

the business rather than performing daily tasks.

A simple solution is to put in place a training 

program that develops team members in a 

logical manner. Progressing through training, 

team members can gain skills that improve 

performance and become prime candidates for 

taking on additional roles. 

Through succession planning and management, 

processes can be established that recruit 

employees and prepare them for advancement 

by developing skills and abilities - all the while 

retaining them to ensure a return on a business’ 

training investment.

Below is an example of a succession plan that 

can be supported by accredited training. Note 

that it supports all aspects of a retail operation 

(as an example). A typical retail business 

requires the following to be successful:

•  Customer experience

•  Appropriate selling products 

•  Merchandising displays

•  Inventory control

•  Operating point of sale technology 

•  Store security

•  Recruitment and management of staff

•  Negotiation skills

•  The art of delegation

The table following illustrates the levels of 

training that can be provided to develop 

employees. If someone successfully completes 

all levels they will be able to manage a single 

or multiple locations. This is a component of 

succession planning.

Memo to owners/CEOs:
Is your system ready for the future?
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THE FRANCHISE 
ACADEMY’S 
EDUCATION 
PARTNER
Specialising in 
workforce training 
and development

For enquiries contact:
enquiries@franklynscholar.edu.au
www.franklynscholar.edu.au
1300 918 872 

POSITION QuALIFICATION OuTCOMES

New hire Certificate III in Retail Understand the working environment

Handling merchandise

Store security

Store cleanliness and presentation

POS

Customer service

2IC/
experienced 
team member

Certificate III in Retail  
(for experienced personnel)

Selling products and apparel

Implementing rosters

Inventory and stock control

Ensure store security

Customer empathy

Working effectively as a team member

Store manager 
(emerging 
leaders)

Certificate IV in Retail 
Management

Manage stock control

Mange staff/rosters

Manage the delivery of customer service

Ensure team effectiveness

Manage people performance

Manage visual merchandising

Recruit personnel

A development program such as this 

incorporates a broad range of learning 

opportunities within a business. Individuals 

should also be exposed to as much of the 

working environment as possible so as to  

gain a good understanding of what the 

business requires to remain successful.

Nicolas West, National Development Manager, 

Franklyn Scholar has extensive experience in 

the improvement of business performance 

via the development of people and skills that 

contribute to business success. fr

“...implemented correctly, 
succession planning frees 
a business owner’s most 
valuable asset – time. ”
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Mediation has been shown to work for both 

franchisors and franchisees. The numbers 

in franchising are low and the trend is that 

franchisors are now using mediation as a tool 

rather than at the behest of a franchisee. 

Only about 18 mediation cases out of 1500 

in Victoria last financial year were franchise-

related disputes, and of those there was an 

80 per cent success rate of resolution. Retail 

leasing disputes, however, account for over 60 

per cent of cases, which show that landlords 

and not franchisors appear to be the common 

denominator.

Relationships in the franchise sector, as in life, 

can fray to the point that the parties involved 

can no longer sit and constructively discuss 

differing points of view.

In Australia, franchising is governed by the 

national Franchising Code of Conduct (Code) 

which paths the way for parties to a franchise 

agreement to settle differences without, 

hopefully, ending up in costly court battles.

The integral part of the Code in relation 

to franchise disagreements is the dispute 

resolution scheme which, initially, encourages 

signatories to a franchise agreement to engage 

in active communication to resolve any 

disputes.

If an outcome cannot be reached within a three 

week period, the Code then requires mediation 

- the attempt by a third party, a mediator, to 

settle disputes through active discussion to 

find points of agreement.

Victorian Small Business Commissioner (VSBC), 

Geoff Browne, says mediation can assist parties 

in coming to an agreement both are satisfied 

with, rather than have a decision imposed by a 

court or tribunal neither is entirely happy with.

Mr Browne says the key to a successful rapport 

between franchisor and franchisee is having 

everyone on the same page at an early stage.

“With franchising, common areas of dispute 

relate to misunderstandings by the franchisee 

of the details of the franchise agreement – 

whether due to claimed misrepresentations or 

lack of attention to contractual obligations – 

and failure by the franchisee to conform to the 

obligations of the agreement,” Mr Browne says.

Mediator Alan Wein says failure to resolve 

disputes quickly can reflect badly on franchise 

systems.

“It is essential franchisors commit to the 

mediation process because they are required 

to reveal current and past franchise disputes 

in their disclosure document, given to all new 

applicants as well as distributed annually to all 

existing franchisees,” Mr Wein says.

“The disclosure document is a potentially 

powerful marketing tool for the franchisor, 

as well as being a most valuable guide for 

applicant franchisees and their advisors. 

Disputes quickly resolved reflect well on the 

franchisor. Festering sores are not a good 

look for a franchisor keen on marketing their 

franchise.”

With SBC offices now established in five 

Australian capital cities, mediation is never far 

away for parties requiring dispute resolution 

services. Another alternative is the Office of the 

Franchising Mediation Adviser (OFMA).

OFMA Assistant Franchising Mediation Adviser, 

Bianca Keys, says one of the most important 

things people need to remember before 

entering mediation is the need to go in with a 

positive frame of mind.

“Conflict does not have to be a negative 

experience. It can be an opportunity for 

discussion and change,” she says.

Rather than avoid conflict, it is beneficial to 

explore how you manage it and how this may 

preserve the relationship. Mediation provides 

the space for these discussions. It provides 

the opportunity to fully explore issues, basic 

commercial and personal needs, and ways 

in which these needs may be met through 

creative and unique outcomes. 

“Parties have the power and responsibility to 

reach outcomes that suit them, which is fitting 

given that they know the most about their own 

dispute.”

Through OFMA, parties have access to 

specialist franchise mediators who can 

help effective discussion by clarifying 

misunderstandings, providing a structured 

process and reality testing solutions using their 

understanding of the sector. 

Ms Keys says the use of specialist mediators 

means mediation becomes a very time 

effective process.

“The majority of mediations are conducted 

over about six hours on the same day. This 

represents a fraction of the time and money 

expended through litigation processes,” she 

says.

OFMA currently receives about 450 enquiries 

per year, many of which it is able to assist 

through the first stages of dispute resolution 

under the Code – written notification of the 

issues and direct negotiation between the 

parties. Of these enquiries, about 90-100 

mediator appointments are made with a 

settlement success rate of about 80 per cent.

However, while encouraged, Ms Keys says 

mediation does not always result in settlement.

“OFMA can assist in these cases by referring 

enquirers to specialist franchise solicitors, 

consultants, business advisers and associations, 

or, where appropriate, the ACCC.”  fr

Mediation  
a tool to regain  
business focus,  
quickly and cheaply
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Franchise Hall of Fame

The Franchise Review caught up with 2011 

Franchise Hall of Fame inductee, Noel Carroll, 

co-founder of Michel’s Patisserie to talk 

benchmarking, stress testing and the future  

of franchising.

You founded Michel’s Patisserie with your 
mate Noel Roberts in 1988 – did you plan 
to franchise from the start? What made you 
choose franchising as a model for growth?

We went into franchising because it was the 

best way forward for us at the time. To be very 

honest with you, it was a matter of necessity. 

We had borrowed money to start our business, 

to open and fit out new stores and then to 

set up a centralised bakery. We had opened 

about 10 stores in 1990 and in the space of six 

months, interest rates went from seven per 

cent to 17 per cent. We’d borrowed all this 

money and interest rates were rising, consumer 

confidence was falling – and so were sales. 

We almost went under in 1991, just two years 

after we started – we owed a lot of money, and 

because the interest rates were so high, the 

banks were calling the money in.

If you can’t measure it, 
you can’t manage it...

Hall of Fame  
member, Noel Carroll 
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Noel and I knew we wouldn’t survive much 

longer, and we thought hang on, let’s try this 

franchising model, which was pretty new 

back in 1991. We thought we could sell off 

our existing stores – probably to the people 

managing them – and we can get some of 

those funds back into the business.

We went to our existing managers and made 

the offer and they thought it was a great idea. 

We sold the stores to them for very reasonable 

prices and an amazing thing happened. Some 

of the store turnovers went up by 30 per cent 

following the sale, with the same products and 

the same people running them. 

Continued over page 



Issue 31 Edition Two 2012

The only thing that changed was the manager 

became a franchisee and invested their own 

money into the business – and this is why I’m 

such a fan of franchising. It’s amazing what 

harnessing the motivation of an owner-

operator will do.

Not only did we achieve what we wanted to in 

getting some funds back against heavy interest 

rates, but franchising also increased our 

turnover by 25 - 30 percent. That’s what sold 

me on franchising.

At the NSW Hall of Fame breakfast earlier this 
year, you were quoted saying, “if you can’t 
measure it, you can’t manage it.” How much 
of your career success can be attributed to this 
sentiment? 

I think a very high percentage of our success 

can be attributed to this. Every member of our 

management team heard me say it at the start 

of every weekly meeting. One of the biggest 

advantages you have with franchising is lots 

and lots of people doing the same thing and 

you have access to what they’re doing.

We were able to benchmark absolutely 

everything to do with customer service, 

with every single number – every product’s 

performance within each store was 

benchmarked. We were able to set up a five star 

system, with 90 aspects of running a successful 

Michel’s Patisserie. We had ways of putting a 

number against every one of those criteria. 

We could even tell whether a store had its hot 

water system up too high, because we knew 

that an average store should be spending $2.95 

per week on their hot water service. 

Anything over that and you could bet they had 

their thermostat up too high. You really can be 

that precise. 

Do you see benchmarking as an area for 
improvement in the franchising sector in 
general?

I think it’s done quite well by the established 

systems. Systems tend to talk to each other 

if they’re not in a competitive environment. 

I think some of the newer systems could 

well do with a work shop on benchmarking, 

measurement and management. It’s such 

a strong tool that franchising has over an 

individual business.

What do you see as pivotal to the franchisee / 
franchisor working relationship?

That’s an easy one. It’s a partnership. It must 

be treated as such, rather than a dominant 

franchisor telling a franchisee ‘it’s my way or 

the highway’. It’s definitely a situation that 

can occur when a franchisee joins a well 

established brand because they want the 

leadership and a proven system to work with.  

But they also want to have their say, and it’s 

fraught with danger for any franchisor not to 

give them that opportunity. 

A franchisee is on the coal face, they know what 

the customers want a lot more than someone 

sitting in a head office does. For that reason, I 

am a strong advocate of a very active franchise 

advisory council or committee, where the 

franchisor sits down with the franchisees and 

asks ‘how can we improve our business?’ and 

then listens to what the franchisees have to say.

What are the major changes you’ve seen in 
franchising since you started? Where is the 
sector headed?

I’ve seen a lot more professionalism. I’m seeing 

a lot of aggregation, where groups of franchise 

systems all come under the one banner. 

A good example of that is Retail Food Group, who 

now own Brumby’s, Michel’s Patisserie, Donut 

King and so on. There are great advantages with 

economies of scale with that model. 

Outsourcing is becoming an important aspect 

of business these days – if there’s someone 

better at doing something than you, you 

outsource it. There seems to be a lot more 

emphasis on training, thank goodness. In the 

old days franchisors would say to franchisees, 

‘here’s a mop and bucket, here’s a manual 

and away you go.’ Obviously as a result, a lot 

of systems failed. Now things are a lot more 

professional in terms of training.

What advice would you give to a potential 
franchisor?

Stress test the system. We had very slow 

growth to start with because we were 

something new, no one had tried this 

centralised production and delivery model 

anywhere in the world. We had to stress test 

everything – the distribution system, the 

production system, our recipes – and how they 

stood up to transport. I really believe that a 

potential franchisor has to test their idea in a 

variety of market places and under a number 

of different pressures, just to get all kinks out 

before you release it to the general public to 

get involved with.  

What does the Hall of Fame accolade mean 
to you? How important do you think the 
franchising community is to the success of  
the sector?

After you put 20 odd years of hard work and 

pretty much your life into franchising, to be 

recognised by your peers, people you’ve grown 

up respecting across those 20 years, it is just 

a fantastic accolade and something I was so 

proud of.  My Hall of Fame membership hangs 

near the front door of my house. It’s really the 

fact I was selected by other Hall of Famers that 

you respect within the industry is the major 

thing it means to me.

What are some of your passions away from 
business?

I’ve got four fantastic kids and lovely wife so  

I’m very lucky. If I had to put them (my passions) 

in order I’d say family, followed by Manly Life 

Saving Club then golf, followed by owning too 

many race horses.

Another passion is giving back. I really enjoy 

mentoring. I have a young business person who 

comes and has a coffee with me once a week 

with some new idea in franchising they want 

to bounce off me. I really love helping young 

people move into the franchising sector. fr

“...this is why I’m such a fan 
of franchising. It’s amazing 
what harnessing the 
motivation of an owner-
operator will do. ”

“Outsourcing is becoming 
an important aspect of 
business these days – if 
there’s someone better at 
doing something than you, 
you outsource it. ”
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