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The Franchise Council of 
Australia has welcomed 
the appointment of MP 
Julie Collins as Minister 
for Small Business in the 
new Albanese Federal 
Government and looks 
forward to working 
with Minister Collins in 
support of Australian 
small business owners.

As Small Business Minister with 
responsibility for the Franchising Code 
of Conduct, the FCA  provided an initial 
briefing letter to Minister Collins on 
changes implemented since the 2018 Joint 
Parliamentary Inquiry into the Code and 
has requested an opportunity to meet in 
person to discuss several key issues for 
small business.

Franchising experienced extensive 
regulatory reform under the previous 
government and is currently under 
pressure implementing and adjusting to 
these reforms, while also striving to rebuild 
and recover from the COVID pandemic. 

The FCA has advised that any further 
financial imposts or regulatory changes 
would significantly undermine the ability 
of small businesses to achieve full recovery 
given the existing demands on their time, 
resources and wellbeing.

There are five key issues raised by our 
members as continuing to impact on their 
operations and profitability:

• Skills and labour shortages
• Supply chain shortages
•  CPI and inflation impacts on 

businesses
• Commercial leasing challenges
•  A national approach to sustainability 

and single-use plastics 
Addressing the issues facing Australian 

small businesses needs to be a priority for 
economic COVID recovery.

From hamburgers to hairdressing, the 
number one issue for small business is 
availability of skills and labour. The lack of 
staff is holding back their ability to open 
and operate to full capacity. 

With record low unemployment, 
employers have tapped out on local staff 
availability. Australia desperately needs the 
pre-COVID levels of international students, 

working holiday makers and skilled visa 
holders to return to our shores. 

Take a look at seek.com.au  - this 
month, there were 12,502 job ads for 
‘chefs’, 15,643 for ‘waitstaff’, and 23,408 
for ‘baristas’. Those figures are about 10% 
up from the same time last month. Coffee 
anyone? 

If you own a hairdressing business, 
you’ll have absorbed three recent award 
increases, and paying penalty rates on a 
Sunday means around $50 per hour per 
stylist. Factor in even a budget haircut 
at $40 per hour, plus product, plus rent 
outgoings plus customer cancellations. It’s 
not worth opening. 

At a close number two, supply chain 
challenges are a nightmare. If businesses 
can’t source enough products, they can’t 
fill orders to customers, and can’t run to 
capacity. Project wait times go up and so 
do costs. 

A swimming pool business had material 
costs increase by about 180% from project 
start to finish because of delays, and their 
business had to absorb it. Thousands 
of small builders and construction 
contractors in this position, and they can’t 
continue for much longer.

Accelerating wages and supply chain 
constrictions put pressure on the CPI, 
which sits at number three on our list. 
The Consumer Price Index measures the 
change in price of goods and services 
over a period of time  and is now at 5.1%. 
Why is that important? Because it  puts  
upward pressure on all costs. including 
interest rates. The result is, the whole cost 
of running a business is up. 

At number four, commercial leasing 
costs for bricks and mortar businesses 
are a perennial issue. The National Leasing 
Code of Conduct, and subsequent state 

legislation,  provided small business 
tenants with rent relief through COVID.  
When those state based relief codes 
ended in March, the bills for deferred rent 
started to arrive. 

One franchisee in a high street location 
told me her landlord asked for $30,000 
in deferred rent and threatened her with 
eviction if she didn’t pay immediately. 
Many tenants have their rent increases tied 
to CPI, which is a hard position to be in 
right now. 

We need an ongoing national leasing 
code to block unconscionable conduct, 
facilitate good faith bargaining, and 
support hardship assistance for small 
business tenants, or thousands will fall over 
in the coming months.

The fifth priority is the inconsistency of 
state-based single use plastics bans. NSW 
is implementing new changes, Victoria 
is in consultation on proposed changes, 
and WA has suddenly changed course 
giving businesses next to no time to 
adjust. As a result, there will be thousands 
of tonnes of plastic utensils dumped into 
landfill because they won’t be able to be 
used within a short deadline. In Tasmania, 
there is state based regulation and one 
Hobart council has its own special plastics 
requirements. 

Businesses are already leading the way 
on sustainability. But they need time to 
find alternative suppliers to implement 
changes. Competing and confusing state-
based rules add unnecessary time and 
cost There should be one, streamlined and 
national set of single-use plastics rules. 
This should be high on the agenda for the 
National Cabinet Meeting.

Australia is relying on small business to 
succeed. Small business needs Australia to 
take it seriously. n

FCA support of 
franchising and 
small business
Mary Aldred,  
CEO, Franchise Council of Australia

“  Australia is relying 
on small business to 
succeed. Small business 
needs Australia to take 
it seriously.”



4 | thefranchisereview

2  Commence a journey  
of education for you and 
your team 
The support team within a franchise 

system is vital. Build a team that can 
support every element from marketing 
to recruitment to onboarding to 
educating to business development. 
Do not leave the health of your 
franchisees to chance. Build in a strong 
communications plan with them, treat 
them like they expect to be treated – 
be real with them and their families. 
Your support team is led by one key 
role – your Business Development 
Manager (BDM). This person must 
have one singular focus – “what do my 
franchisees want to achieve and how 
can I help them achieve it!”. This is your 
BDM team’s role – plain and simple. 
Ensure this role is filled by a specialist in 
business development and your model 
will be well placed.

3  Recruit slowly 
Your first franchise will teach you 

a lot about yourself and your model. 
Be honest with your first – they will 
be testing everything and let them be 
a part of this process. Let them work 
out what does and does not work 
and work with them on this. As you 
go along refine the type of person 

who is ideally suited to your model. 
Recruitment needs to be something 
that is done by someone in the 
team (inside or contracted in) who 
understands the type of franchise you 
have built and the type of person who 
is best suited for the work to be done. 
Do not shoehorn people into your 
model – the unhealthy systems tried 
to make silk purses out of unsuitable 
franchisees. Recruit for passion and 
business acumen.

4 Insist on contact 
Be open, communicate regularly, be 

there for them every step of the way. 
Even when you feel distraction taking 
you over, be there, be the person they 
can rely on to tell you all about how it 
is going. Be there in person – you can 
not beat the personal touch. Look at 
ways to recognise the learnings and 
the education, look for the positive 
signs and look to reward. Keep to your 
system – do not allow them to stray – 
keep them focussed on results.

5  Evolve both yourself  
and your model 
Be courageous enough to know that 

your model must evolve. Your model 
must grow and develop as you do. Be 
the person who places the health and 
wellness of all above all else.

6  Do not get caught up in  
what you are or are not 
allowed to say
The ACCC is not interested in checking 

every email and every text you send. What 
they are interested in is whether or not you 
have systematically tried to support your 
franchisees and there is evidence of this 
in all of your recorded communications. 
Plain speaking to your franchisees is vital.  
The deep connection you make allows you 
both to say what you need to on top of 
a very strong trust and respect built over 
time.

Healthy systems are ones that are 
tweaked and monitored and reviewed and 
updated. Healthy systems in franchising 
are ones where you know what is going 
on, you know what is required to support 
your franchisees and you take all steps 
towards the success of each of them each 
day they are with you.

In 2022, franchisees join systems owned 
by people who have a track record of 
compassion, care, courage, commitment 
and concern for the health and wellness of 
the people around them and the business 
they have nurtured for growth.

Understand that your model is never 
truly built out – your franchisees are the 
ones who help guide you to this end – 
the healthy ones survive and thrive in 
this evolving environment. n

Franchise  
health check  
Tips to 
strengthen 
your 
franchise 
business
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Franchising at its core is the 
licensing of a commercial activity 
to someone else in exchange for 
financial consideration. 

The starting point for any franchise 
system to be healthy is that it needs 
two things: 

1   To be able to deliver a profit to 
its franchisees if they implement 
and follow the system as taught.

2   For the franchisor to have been 
taught how to be a franchisor.
Let’s explore these two elements of 

commercial health. To be able to offer 
someone a model that is profitable 
you need to be able to show people 
who buy into the model that it can in 
fact be profitable. You need to provide 
clear direction on the offer, how to 
provide the goods or the services 
and how to show others how to make 
good solid profits from the offer. 

In 2022, you do not tell people 
what they will make from the system 
they have bought into; you need to 
show them how to make money from 
the system they are buying into. This 
financial health is at the heart of a 
successfully built franchise system. Be 
clear and concise with your potential 
franchisees.  Be honest, be open, be 
real and be in the conversation with 
them about what they actually need 

to do on a day by day basis in order 
to be profitable.

Being a franchisor is not for 
everyone – being married to fifty or a 
hundred people is not for the faint of 
heart. You have to want all of these 
people to be successful and to reach 
their full potential. You have to want it 
as much as they do.

Healthy franchise systems are 
ones that are constantly reviewing 
and evolving to suit the needs of the 
market as it advises you what it wants 
from you. Here are my top tips to a 
healthy franchise system:

1 Build well 
In the build phase of your 

franchise system, securing franchise 
agreements and disclosure 
documents are only a very small 
element of the process. Securing 
the right operations manual, first 
26 weeks of action for all of your 
franchisees, training material, online 
presence, marketing collateral and a 
number of other pieces need to be 
in place to enable you to offer and 
onboard your franchisees. Build the 
model properly from the start – take 
your time – a proper model needs to 
be built and tested over a minimum 
of six months. This sets the scene for 
your model to remain healthy.

By Geoff McDonnell 
Owner & Senior Consultant 
Business Essentials

The health of your 
franchise system is in the 
title – the system needs 
to be healthy as the very 
starting point of being 
a franchise system. To 
ensure this is the case, 
you need to follow a very 
clear plan of action from 
the moment you decide 
to franchise all through 
to each review period as 
your system evolves.
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What type of capital does 
the business need?

An insufficient understanding of 
working capital is a key reason why 
businesses fail.

Firstly, franchisees should consider 
what type of working capital they need to 
drive the desired business growth. Is it a 
short-term cash injection or longer-term 
continuous optimisation? 

Traditional quick fixes to working 
capital pressures, such as cash advances 
and overdrafts, provide some flexibility 
but often come at a higher cost with 
additional fees. 

There are solutions that offer 
flexibility with short to mid-term working 
capital, helping business operators 
plan expenditure with fixed repayment 
schedules and the capacity to adjust if 
a situation changes. This flexibility helps 
to respond to fluctuations in seasonal 
cashflow needs, avoiding the need to 
inject personal funds to keep afloat. 

Consider elements within the 
business’ control

To find ongoing efficiencies with 
longer-term working capital optimisation, 
franchisees can look to elements within 
their control. Review how cash flows 
through the businesses currently, and 
where working capital gets constrained. 

For example, slow-turning inventory can 
be seen as ‘dead money’. It takes time to 
realise profit after buying stock – importing 
and shipping time, local logistics, ranging 
stock to sell and waiting for customers to 
buy the product.

Living with the pandemic and supply 
chain challenges, many franchisees 
continue to find it difficult to 
predict adequate inventory levels. 
Overstocking causes further cashflow 
constraints as the operator needs a 
bigger outlay to pay for those larger 
orders, and there’s more money 
sitting in unsold stock.

If the business is slow to collect 
receivables with extended payment 
terms, it’s tying up capital. Reviewing a 
business’ receivables process and timings 
can enable operators to find efficiencies, 
as prompt collection frees up capital for 
other uses. 

When it comes to liabilities and 
operational costs, a business needs access 
to disposable cashflow to keep running, 
pay off any debt and reinvest for growth. 
Franchisees can consider how cashflow 
tools that support immediate, flexible 
working capital such as credit or charge 
cards might increase their operational 
flexibility by extending payment windows 
and offering rewards that can be 
redeemed for business benefits.

An extended payment window allows 
more time to make that conversion 
process happen, meaning the business 
isn’t out of pocket before it begins.

To extend cashflow tool planning 
even further, some franchisees may 
find advantages in negotiating supplier 
invoices to fall on the same date, to 
ensure they can maximise the full 
extended payment window.  

Kiely Potter, Vice President SME 
Account Development, American 
Express, shares how the diversification of 
capital can support growth.  

For example, a franchisee may opt 
for a business loan to fund their store’s 
facility expansion. That franchisee 
may also leverage another cashflow 
tool, such as a card product, so they 
have additional capital to fund daily 
operational expenses.

“Franchisees can consider tapping 
into different working capital solutions,” 
Kiely explains. “Each solution may be 
suited to a specific franchisee need, 
with the benefits of diversified capital 
coming together to holistically provide 
a complimentary and flexible cashflow 
strategy.”

Look at impacts that are 
outside of the business’ 
control

Current challenges like supply chain 
disruption and inflation are key working 
capital considerations impacting 
franchisees’ inventory costs at the 
moment. 

As part of an operator’s holistic 
working capital review, consider how 
these pressures may be eased through 
relationship building. 

For example, nurturing supplier 
relationships can result in additional 
flexibility by negotiating extended 
re-payment terms from existing 
partnerships. If franchisees have the 
option to shop around with different 
suppliers, then consider where the 
business will receive the most flexible 
payment terms.

Optimising your working 
capital ecosystem

One thing is clear – working capital 
and cashflow are the top business 
requirements as franchisees look 
to renew and propel growth. To 
optimise working capital and achieve 
long-term success, it’s important for 
business operators to consider the 
entire payments ecosystem rather 
than focusing solely on day-to-day 
operations and inventory levels. 

Having a comprehensive 
understanding of how cash flows in and 
out of the business is critical. Actively 
managing working capital will enable 
franchisees to spot opportunities 
to optimise cashflow, while also 
identifying potential risks to mitigate to 
ensure business runs smoothly and to 
plan with more confidence. n

Driving 
franchisee 
business 
growth 
through 
flexible 
working 
capital 
Franchisees are always 
working hard to keep pace 
with fluctuating market 
conditions. Whether a 
business is ahead of the pack 
or rebuilding after a tough 
couple of years, it’s important 
to ensure it has sufficient 
access to working capital. 
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Article provided by  
American Express

For some franchisees, business 
has never been better. Their cashflow 
concerns are focused on increasing 
their competitive advantage and 
driving greater success. Others are 
trying to shift from survival mode to 
renewal. 

The pandemic, floods, and global 
uncertainty has impacted businesses 
differently. Franchisees have had to 
deal with reduced in-store foot traffic, 
supply chain pressures, inflation, and 
natural disasters. Whichever way 
you look at it, market conditions will 
continue to create business pressure. 

While the nation will continue 
to feel the impact of the pandemic, 
with varying levels of growth across 
industries, it’s critical for franchisees  
to have the support and capital they 
need.
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Put your energy in the right place
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Energy solutions  
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Put your energy in the right place

energyaustralia.com.au/business

thefranchisereview | 9

Australian labour 
market trends: 
A perfect storm 

If hiring seems like 
mission impossible right 
now, you are not alone. 
The Australian labour 
market is going through a 
seismic shift. Candidates 
have more choice and 
bargaining power and 
organisations need to 
work harder and more 
creatively to attract and 
retain talent.   

Why? Because we are right in the 
midst of the great jobs boom. There 
is more demand and competition for 
candidates than ever before. In May, the 
SEEK Employment marketplace reported 
its fifth consecutive month of record job 
ads (2.1% growth from April, and 25.6% up 
from last year). More jobs in the market 
means more choice for candidates and 
more competition for you.  

By Lucia Vuong 
Head of SEEK Business
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What should you  
do about it? 

Australian workers now hold more 
power and the pandemic has made 
people re-assess what really matters 
to them. That’s why your Employee 
Value Proposition (EVP) is more 
important than ever before. An EVP is 
everything a business does to attract 
and retain its employees – think pay, 
perks, culture, career development, 
benefits and rewards. It’s also a way 
that organisations can differentiate 
themselves. 

Given the highly competitive market 
we’re in, it’s now critical to communicate 
your EVP throughout key touchpoints 
in the recruitment process, as well as 
to your existing staff. The last thing 
you want is for good people to leave 
because they think they’re getting a 
better deal elsewhere. Make sure your 
job ads clearly highlight the things that 
matter most to candidates.    

If you are unable to offer higher 
salaries, consider all the other things 
that are important to your workforce. 
SEEK’s Laws of Attraction data captures 
what job seekers are looking for to 
help businesses focus on the drivers 
that boost attraction, engagement and 
retention of candidates.    

For example, while salary and 

compensation remain important to 
most people, work-life balance is the 
top priority for job seekers in the 
Hospitality, Tourism and Recreation 
industry. This means different things to 
different people. It could mean giving 
workers time in lieu, additional leave, or 
more flexible working hours so that they 
can spend more time with their families.   

Career development opportunities 
is another key driver across many 
segments. This includes on-the-job skill 
development and coaching, as well 
as training programs and promotion 
opportunities. Think about what you 
offer your employees to help them grow 
in their career. Do you communicate it 
enough?  

Caring for the mental health of your 
workforce should also be a priority. A 
recent survey by SEEK shows 57% of 
those surveyed would be more inclined 
to accept a role if offered ‘Doona Days’, 
time off for mental health or wellbeing 
that doesn’t require prior notice. 
Other opportunities to support your 
employees include offering more sick 
leave and carers leave, or a generous 
Employee Assistance Program (EAP). 
Again, make sure you communicate 
these benefits regularly, both externally 
as well as internally, to your staff.   

In an environment like this, it’s no 
wonder that finding the right people 

for the job feels like you’re looking for a 
needle in a haystack. A compelling EVP 
will act like a strong magnet to help you 
attract the right talent.  

What about franchisee 
recruitment? 

Similarly, if you are trying to recruit 
new franchisees to grow your network, 
then you are competing for the same 
pool of talent. The same principles 
apply. You need to stand out in a highly 
competitive landscape and clearly 
communicate why someone should 
choose to join your network, instead of 
a high paying job with better benefits. 
Consider what makes being a franchise 
partner more compelling than being an 
employee.  

Our research also shows that the 
recruitment experience itself is critical. 
Your potential franchisees: 

• expect responsiveness when they 
enquire; 

• are demanding more information 
and more transparency; 

• have lower appetites for risk; 
• have more offers on the table; 
• want to feel that they are making a 

smart decision. 
Consider what your business can do 

in your recruitment process to meet 
these expectations and stand out in the 
crowd. n

The current unemployment rate is at a 
multi-decade low of 3.9%, which means 
there are fewer people out of work, and 
fewer people looking for work. Border 
closures during the pandemic also took 
a toll, with candidates unable to come 
to Australia for work - such as working-
holidaymakers, international students, 
and people on short-term visas - as 
well as fewer people moving interstate 
looking for new jobs.  

To make matters worse, 
applications per job ad remain at low 
levels despite more candidates now 
‘keeping an eye out for roles’ than ever 

before. With interest rates rising, and 
increases in fuel, food, and energy 
prices, hesitancy to leave a secure job 
also increases.  

As a consequence of all of this, 
salaries are starting to rise. While growth 
in the Wage Price Index (WPI) has been 
modest over the past few years, salaries 
for people changing jobs seem to be 
rising faster. For 40% of candidates, 
salary and compensation are more 
important now than compared to before 
COVID. So now you also have to offer 
more to be competitive in the current 
market.  

Where is the  
demand highest? 

Demand for workers is growing 
in every state and territory, as well as 
virtually every industry, compared to 
the same time last year. So, no matter 
where you’re hiring, or what industry 
you’re in, the current labour shortages 
will affect your business. 

In May, Victoria recorded the 
greatest growth in job ads, up 3.0% 
from April, while New South Wales 
grew by 2.1%. While the volume of 
job ads declined slightly in the ACT 
(compared to April), this is probably 
due to the federal election, during 
which some hiring was probably 
paused. Western Australia recorded 
its tenth consecutive month of rising 
job ads. It was also the only state 
or territory to record an increase in 
candidate applications per job ad, 
growing 2.0% month-on-month, 
primarily for roles in Trades & Services. 

Demand for labour in Hospitality 
and Tourism has grown by more than 
170% compared to pre-pandemic times. 
Similarly, jobs in Community Services 
& Development have risen by over 
125%. There are more than double the 
jobs in industries such as Farming, 
Manufacturing, and Retail. 

Table 2  Top five industries with job ad growth  
comparing May 2022 to May 2019

Industry 
Job ad growth 

May 2022 vs May 2019 (pre-pandemic) 

Hospitality & Tourism  +170.5% 

Community Services & Development  +125.5% 

Farming, Animals & Conservation  +112.5% 

Manufacturing, Transport & Logistics  +112.2% 

Retail & Consumer Products  +107.6% 

AUS  ACT  NSW  NT  QLD  SA  TAS  VIC  WA 

May 2022 vs April 2022 (m/m)  2.1%  -0.7%  2.1%  2.5%  1.5%  2.2%  2.9%  3.0%  1.0% 

May 2022 vs. May 2021 (y/y)  25.6%  3.7%  26.0%  28.6%  29.4%  20.4%  27.1%  27.5%  21.3% 

Table 1  National, state and territory job ad growth/decline  
comparing May 2022 and April 2022 (m/m) and May 2021 (y/y). 

TIME
TO BE

TIME TO INVEST?
SO WHEN IS THE BEST

FRANK
IF you’re looking for a city on the grow, think big and 
invest in Frankston. There are limitless opportunities for all 
industries including hospitality and retail, manufacturing, 
health and MedTech and work space. With a strong focus 
on city revitalisation and economic growth, Frankston is 
on the map for your franchise’s investment opportunities.

about franchise opportunities in Frankston

Quite frankly, it’s NOW.

Learn more and download a prospectus

  investfrankston.com/befrank 
 (03) 9768 1622
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Over the last few years, 
we have been living 
in unprecedented 
times. The world and 
its expectation of 
businesses has evolved. 
Some businesses 
managed to weather the 
storm of the pandemic, 
not to mention 
lockdowns, whilst 
others were decimated 
overnight – destroying 
people’s livelihoods 
and incomes. Now, the 
world of franchising 
is beginning to shift 
back to a new normal. 
And there’s a massive 
opportunity for new 
business owners to enter 
this open market.

To put it plainly, the goal of 
franchise networks is to continue 
to grow and expand the number 
of franchises they have, as well as 
the profitability of those individual 
businesses in the network. Then, the 
focus shifts towards a growth mindset. 
Franchise networks demand and 
require a proven recruitment strategy 
that supports the ultimate growth goal 
set by the franchisor. 

Unfortunately, franchise recruitment 
happens to be one of the biggest 
challenges in franchising today. The 
other major challenge in the growth 
journey of your franchise network is 
managing the time consuming and 
sometimes problematic process of 
franchise resales. But what if we told 
you it didn’t have to be this difficult?

Having worked with more than 150 
franchise networks, at Eden Exchange 
we understand the difficulties, 
guesswork, trial and error, and other 
pain points that come with franchise 
recruitment and franchise resales. And 
it’s with this experience that we’ve 
been able to create proven strategies 
for franchise partners that yield 
incredible results.

Growth strategies for 
franchise recruitment

It’s no secret that franchise 
recruitment is one of the toughest gigs 
in franchising. From generating the right 
leads, qualifying those leads and then 
guiding the new franchisee through to 
signing the franchise agreement, there 
is so much work involved and just one 
thing could jeopardise the whole deal. 

It can become extremely 
overwhelming! Especially when you 
take into account all of the other 
responsibilities that a franchisor has 
to service their existing franchisees. 
Generally, the value of a good franchise 
recruitment strategy has been massively 
underestimated. More and more we 
are finding that franchisors are seeking 
a holistic solution to recruitment that 
involves a partnership with a trusted lead 
source, who can assist in the qualifying 
and recruitment process.

Internal recruiters have highlighted 
the challenges of extreme cost and time 
in sourcing and qualifying, and how it is 
taking them away, or affecting success 
rates, from the actual element of 
ensuring the franchisee is the right fit.

Strategies for  
franchise resales

While franchise networks want to 
grow, generally there is a natural attrition 
rate that is experienced over time within 
the network. Managing these resales can 
also be time consuming, and sometimes 
problematic for the franchisee and the 
franchisor. 

As a franchisor you are generally 
focused on growing your network and 
supporting your current franchisees, 
and this leaves very little time to assist 
a franchisee with their resale. If you are 
a franchisee that needs to sell, there are 
many questions that need answers. 

How will I generate the leads for the 
resale? Who will qualify them? What 
expertise do I need to sell? Who can help 
in the sale process? Do I need a broker? 
And where can I find a broker that won’t 
take me for a ride? 

Often the franchisee is left feeling 
overwhelmed by having to run their 
business, whilst planning their own exit 
strategy at the same time.

With all these questions looming and 
not wanting to lose the franchise, the 
franchisor often feels compelled to assist 
the franchisee with the resale. Let’s take a 
look at what can be done to make these 
resales as painless and smooth as possible.

What are the 
two biggest 
challenges in 
franchising?

Growth strategies for 
franchise recruitment 
and franchise resales

Article provided by  
Eden Exchange
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See the following page for the top five proven strategies  
for effective franchise recruitment and franchise resales 



Top five proven 
strategies for effective 
franchise recruitment 
and franchise resales 5Strategy 1 
Understand your business, 
the market and why a new 
franchisee would choose your 
business over others.

The success of any recruitment or 
resale campaign is understanding your 
business, including the market you play 
in and the business model that is most 
attractive to new franchisees. Data 
and digital behaviour and matching 
analytics can provide in-depth analysis 
on identifying what buyers are looking 
for, while also ensuring “right fit” without 
having to engage actively. That is where 
technology helps.

For example, in a single month 
Eden Exchange receives more than 
3,500 business enquiries for franchise 
opportunities. With this data we’re able to 
discover and determine what industry or 
franchise these buyers are looking for. For 
instance, 32 per cent of our enquiries relate 
to franchise opportunities in the food/
hospitality retail industry, whereas just 6 per 
cent are interested in agriculture ventures.

We can also gain greater insight into 
costs behind business opportunities. For 
example, 26 per cent of enquiries are for 
franchise opportunities between $100-
$500K, whereas just 7 per cent are for 
opportunities between $2-$5M. We can 
then use this information to market to the 
correct audience, in the right way.

Taking the time to get to know your 
business is cornerstone to our onboarding 
process, along with the success of any 
campaign, qualification and recruitment 
that we engage in on your behalf, not to 
mention our passion for understanding 
every franchise network we partner with.

Strategy 2 
Get clear on your goals.

 For a franchisor, how many new 
franchises (greenfield sites) do you want 
within the next 12 months? For a franchise 
resale, how soon do you want to sell and 
what is your ideal asking price? These 
questions will determine how aggressive 
the strategy, the marketing spend and how 
to go to market to promote your brand and 
business as the first choice in the industry.

With these questions in mind, it is now 
actually possible to measure the time a 
deal takes from origination right through 

to completion! Thus, greatly enhancing 
the predictive approach to planning and 
goal setting.

Strategy 3 
Market to a database of 
active buyers.

Just listing a franchise opportunity 
to the general public will give you very 
poor results. Not knowing who you’re 
approaching, the position they’re at 
in the market or even what they’re 
looking for, will all result in franchise 
opportunities sitting idle – wasting both 
time and money. The key is to market to a 
database of active buyers.

These are individuals already looking 
for franchise opportunities right now, 
not later. Individuals that have been 
pre-vetted and qualified through 
revolutionary lead engine and verification 
technology, resulting in greater precision 
and overall success never seen before.

And that’s exactly what we’ve been 
doing for years here at Eden Exchange. 
Using our game changing AI, lead engine 
and verification systems, we collated a 
database of over 50,000 pre-vetted, fully 
qualified, hungry buyers in the market to 
buy a business – just like yours!

Strategy 4 
Find the right volume and 
quality of leads.

 A strategy of lead generation 
and lead qualification is the winning 
combination to get the right volume and 
quality of leads. Just listing a business is 
not enough. Having a team of experts 
that know how to go to market with 
your business, and qualify the leads 
generated, is what separates average 
franchise growth from exceptional 
franchise growth. It is the key difference 
between selling your franchise resales in 
a timely manner rather than having the 
sale drag on and on. 

Strategy 5 
Recruitment with full 
transparency.

Now that you have the qualified 
leads sorted, the question remains; do I 
recruit new franchisees internally or use 
an external resource I can trust? If you 
decide to recruit internally, you must take 

into account the monthly 
wages, commissions and 
management of your 
internal recruiting staff. This can be very 
expensive.

Alternatively, enlisting the help of 
external recruiters that have a proven 
code compliant recruitment and 
onboarding process, with full deal flow 
transparency, who can work alongside 
an internal recruiter setup – allowing 
them to focus on ‘Right Fit’ franchisees 
– is a choice well worth exploring. 

If you have a franchise resale that 
requires the expertise of a trusted 
broker, Eden Exchange has a network 
of trusted brokers that operate at 
competitive prices on the Eden 
platform. No more running around 
trying to gather leads, stressing 
out because of lack of interest. The 
complete resale process is all taken care 
of for you.   

At Eden Exchange, we have already 
built the deal flow process that is 
completely transparent. You will have 
access to our platform and see the deal 
stage of every lead we have generated 
for you, live and as it happens. We offer 
full transparency of the recruitment 
process from leads generated and 
qualified, to new franchisees paying 
deposits and signing agreements.  

Conclusion
We hope you have gained some 

insights into the world of franchise 
recruitment and franchise resales. 
Whether it is new franchise recruitment 
or franchise resale, to find your perfect 
franchisee match, contact Eden 
Exchange for a FREE consultation to 
help you navigate which strategy is best 
for you. n

About Eden Exchange 
Eden Exchange is an integrated 
multi-channel platform, simplifying 
business buying and selling. We 
match, refer and connect business 
buyers & sellers in an ecosystem 
that facilitates frictionless franchise, 
business and finance transactions. 
Connect your business with our 
engaged transaction network today.
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In 2022, the price of a 
conventional business 
VoIP line ranges between 
$25 (wholesale) to $55 
(retail) per line. Many 
franchise businesses 
operate with thousands 
of lines across Australia 
and will typically be 
paying thousands to 
tens of thousands per 
month. This has been 
accepted as the normal 
cost of communications. 
That is until Uniden Voice 
over Cloud, with phone 
lines from $4 per line 
that also include 40-
plus smart features! Plus 
all Franchise Council of 
Australia members will 
get an Australian account 
manager, FREE number 
porting, FREE setup, plus 
exclusive discounts.   

Can you tell us about Uniden 
Voice over Cloud and why 
so many businesses have 
made the move to unified 
communications?

Our product focus is built on a deep 
understanding of what communication 
problems plague businesses in Australia. 
We have developed our hardware and 
software to cater to these problems which 
has enabled our customers to focus on 
what’s important to them and provide 
them with a competitive advantage. This 
is why our Voice over Cloud software 
was designed and developed in Australia 
giving our customers direct channels to 
customise solutions and to provide the 
highest level of support.

As the developers and manufacturers 
of our own platform, we have full supply 
chain control over the communications 
experience which finally makes unified 
communications a simple achievable 
advantage that all franchises can 
embrace, without multiple vendors and 
complex multi-vendor contracts.

Why so many businesses 
flock to smarter unified 
communications

Australian technology is leading the 
way with Uniden Voice over Cloud’s 
unified communications solution. 
Imagine managing your entire business 
communications in real time with one user 
friendly platform to seamlessly control the 
flow of communications and enable work 
from the office, home or remotely without 
the complex technical limitations and high 
costs imposed by conventional VoIP or 
fixed line phone services.

Franchiser controlled 
customer communication 
and experience

With so many parts of the franchise 
experience being process driven and 
having the refinement of years of 
experience, we enable the franchiser to 
ultimately control what the franchisee 
can and cannot do in terms of their 
customer facing communication. Our 
user friendly, data driven, centralised 
portal allows all of that and the ability 
to review calls made and/or received 
from your franchise group. The data 
can also be pushed directly into your 
data warehouse for additional business 
intelligence.

What do business  
have to say?

“Our business was operating 
primarily on Telstra’s Business Voice 
services which was challenging with 
staff and offices located across 
all states. Our existing solution 
meant each office was essentially 
disconnected from each other 
resulting in low efficiency of resources 
and high wait times as a sales call 
in Brisbane would have to wait for 
the local sales operators to become 
available. The switch to Uniden Voice 
over Cloud was seamless and calls are 
now answered by the next available 
sales staff improving customer wait 
times and reducing our inbound 
abandoned calls by more than 30% 
and a cost saving of approximately 
$5,500 per month.”

Ari Koutsougeras - CEO
Urmet Group Australia

Learn how to 
save money  
with Uniden 
Voice over Cloud 

#053d54 #�6e54 #85c9d4 #e5e8e8

www.unidenvoice.com
ausales@unidenvoice.com

1300 881 662

S P O N S O R E D  A R T I C L E
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Why should we care 
about leadership?  
What can leadership do 
for my franchise on a 
day-to-day basis?  
How can it help me 
practically? 

Leadership is one of those buzz 
words that gets thrown around a lot, 
and most of us have some idea of what 
it is or at least what it looks like.  But the 
problem is that picture is fuzzy.  If you 
ask someone to describe leadership, 
they will likely give you some euphemism 
around ‘leading by example’, ‘getting 
your hands dirty’, or ‘leading from the 
front’ (or behind depending on the text 
you are reading).

While these are all good places to 
start, they are not very practical. And 
practical is the difference between a 
great theory and an increase to the 
bottom line.

So, what is it, and how can you get 
these practical strategies introduced, 
implemented, and working for you?

At The Proven Group we utilise the 
four-part Leadership at Work model.

1   Shared understanding  
of the current environment
Sharing where we are now with the 

team, helps them to understand what’s 
great about the business, and what isn’t. 
What we need to address and change, and 
what we need to strengthen. So how do 
you go about doing this? Nothing beats a 
good old fashioned SWOT Analysis. Older 
than Moses, sometimes it is the tried-and-
true tools that make a real difference.

2   Shared understanding  
of where we are headed
Great, you’ve shared where we are, now 

where are we going? What does the future 
look like? Is it inspiring?  Is it successful? Is 
it fun? Without a map you will not know 
if you have reached your destination, how 
do you know when you arrive if you don’t 
know where you are going?

Having a shared vision statement may 
sound airy-fairy, but without a clearly 
articulated vision of where the franchise 
business is going, how will the team know 
if they are headed in the right direction? 
Oh, and a vision is not making money or a 
profit, that’s a result.

3   Shared set of values
Values provide us with inspiration, 

boundaries, acceptable behaviours and 

expectations. Values are about ‘winning 
the hearts and minds’ of your team. Let 
them know what is important to you, as a 
person and as a franchise owner. People 
follow leaders; leaders need to engage the 
emotions, to make people feel as though 
they belong somewhere and are making 
a difference.  Share your values, set the 
franchise businesses values – make them 
real for your team today.

4 Shared feeling of power
Who makes the decisions in your 

franchise? Does every decision come 
back up to you? Do you let people 
make decisions within their roles, and 
boundaries, even if they get it wrong? 
Decision making should be pushed down 
as far as possible in any business. The only 
way to effectively do that is to delegate 
the decision making and the right to be 
wrong.  Back your people.

Leadership is the single biggest need 
and most under utilised function in small 
business. Study after study, such as the AIM 
survey, tells us that Australian businesses 
are over-managed (think KPIs, targets, 
policies and procedures) and under-led 
(think inspiration, vision, and purpose).1

Australian Franchises are looking  
for practical leadership – can you give it 
to them? n

for effective 
franchise 
leadership
By Carmel Brown  
Trusted Authority on Business 
Culture and Staff Performance

About the Author 
Carmel Brown - Trusted Authority 
on Business Culture and Staff 
Performance, shows the link 
between leadership, management 
and success in motivating and 
engaging your team.  You don’t 
have to do it alone.  For a free  
copy of Carmel’s latest book  
Less Headaches, Happier  
Team, More Success!, visit  
www.theprovengroup.com.au/FB

1 AIM Leadership Survey 2019: The State of Australian Leadership. https://shortcourses.aim.com.au/state-of-australian-leadership/

Practical 
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Marketing  
Pathway  
Programs 

Franchise 
Recruitment 
Pathway  
Programs

HR  
Pathway  
Programs

Franchisee Support/
Field Management  
Pathway  
Programs

Franchisor 
Leadership  
Pathway  
Programs

Franchise  
Business  
Pathway  
Programs

Franchise Council of 
Australia

National Franchise Convention  
400 Credits

1 Day Conference  
200 Credits 

National Franchise Convention  
400 Credits

1 Day Conference  
200 Credits 

National Franchise Convention  
400 Credits

1 Day Conference  
200 Credits 

National Franchise Convention  
400 Credits

1 Day Conference  
200 Credits 

National Franchise Convention  
400 Credits

1 Day Conference  
200 Credits 

National Franchise Convention  
400 Credits

1 Day Conference  
200 Credits 

Online Courses 
Australia

Marketing Skills Bundle 
400 Credits

Emotional Health at Work 
75 Credits 

Franchise Recruitment Skills 
Bundle 
400 Credits

Emotional Health at Work 
75 Credits 

HR - Management Skills Bundle 
400 Credits

HR - Recruitment Skills Bundle 
250 Credits

Emotional Health at Work 
75 Credits

Franchisee Support Skills Bundle 
400 Credits

Emotional Health at Work 
75 Credits 

Leadership Skills Bundle 
400 Credits

Emotional Health at Work 
75 Credits 

Franchise Management Skills 
Bundle 
400 Credits

Emotional Health at Work 
75 Credits 

Franchise 
Relationships 
Institute

Culture of Franchising Workshop 
80 Credits

Culture of Franchising Workshop 
80 Credits

Franchisor Excellence 
Masterclass 
320 Credits

Culture of Franchising Workshop 
80 Credits

Foundation Field Manager 
Bootcamp 
320 Credits

Culture of Franchising Workshop 
80 Credits

Advanced Field Manager 
Bootcamp 
320 Credits

Franchisor Excellence 
Masterclass 
320 Credits

Culture of Franchising Workshop 
80 Credits

Franchise Advisory 
Centre

Introduction to Franchising  
200 Credits

Franchise Marketing Forum 
160 Credits

Organising a Franchise 
Conference 
100 Credits

Effective Franchise Recruitment 
Workshop 
200 Credits

Managing Franchisee 
Underperformance 
100 Credits

Managing Franchise Resales 
100 Credits

Introduction to Franchising  
200 Credits

Training and Induction for 
Franchisors and Franchisees 
75 Credits

Resolving Franchise Disputes 
100 Credits

Managing Franchisee 
Underperformance 
100 Credits

Introduction to Franchising  
200 Credits

Resolving Franchise Disputes  
100 Credits

Franchise Leadership Forum 
160 Credits

Improving Franchise Advisory 
Councils 
100 Credits

Resolving Franchise Disputes  
100 Credits

Introduction to Franchising  
200 Credits

The Proven Group Cultivating Psychological Safety 
150 Credits

Problem Busters for Managers of 
a Franchise Business 
200 Credits

The 5 Functions of an Effective 
Team for Franchisees 
200 Credits

Conflict Resolution for  
Franchisee Managers 
150 Credits

Leadership at the Top - How 
to Lead a Successful Team of 
Franchisees 
200 Credits

Organisational Transformation 
for Franchisors 
200 Credits

Leadership at the Top - How 
to Lead a Successful Team of 
Franchisees 
200 Credits

Understanding Leadership & 
Management 
150 Credits

Leading and Managing  Franchise 
Teams 
500 Credits

Excel Intermediate - Reporting 
Made Easy for Franchisees 
150 Credits

The 5 Functions of an Effective 
Team for Franchisees 
200 Credits

ER Strategies Franchisor Employment 
Compliance Obligations 
25 Credits

Franchisor Employment 
Compliance Obligations 
25 Credits

Franchisor Employment 
Compliance Obligations 
25 Credits

Franchisor Employment 
Compliance Obligations 
25 Credits

Franchise Right Customer Experience Mapping 
150 Credits

Defining your Sustainable 
Competitive Advantage 
75 Credits

High Impact, Low Cost Local 
Area Marketing  
150 Credits

Franchisee Target Profiling & 
Acquisition Planning Workshop 
150 Credits

Building a Strong &  
Aligned Team 
75 Credits

Customer Experience Mapping 
150 Credits

High Impact, Low Cost Local 
Area Marketing  
150 Credits

Defining your Franchise Network 
Strategic DNA 
75 Credits

Building a Strong & Aligned 
Team 
75 Credits

Business for Good  
75 Credits

High Impact, Low Cost Local 
Area Marketing 
150 Credits

DC Strategies Understanding Franchise 
Compliance for Franchise 
Executives 
75 Credits

Specific Challenges and 
Opportunities in being a 
Franchisor 
75 Credits

Understanding Franchise 
Compliance for Franchise 
Executives 
75 Credits

Specific Challenges and 
Opportunities in being a 
Franchisor 
75 Credits

Understanding Franchise 
Compliance for Franchise 
Executives 
75 Credits

Retail Doctor Group Selling Skills 
75 Credits

Advanced Selling Skills 
75 Credits

Leading your Team to Retail 
Success 
75 Credits

FocalPoint Coaching  Focus Your Time - Pareto’s Law 
25 Credits

Using DISC Knowledge 
in Leadership, Sales & 
Communication 
75 Credits

Superior Selling Skills 
260 Credits

Eat That Frog! 
100 Credits

Using DISC Knowledge 
in Leadership, Sales & 
Communication 
75 Credits

Feedback Conversations 
300 Credits

Focus Your Time - Pareto’s Law 
25 Credits

Using DISC Knowledge 
in Leadership, Sales & 
Communication 
75 Credits

Feedback Conversations 
300 Credits

Strategic Coaching Skills  
for Leaders 
400 Credits

Using DISC Knowledge 
in Leadership, Sales & 
Communication 
75 Credits

Feedback Conversations 
300 Credits

Strategic Leadership 
320 Credits

Goal Setting Using SMART Goals 
25 Credits

Focus Your Time - Pareto’s Law 
25 Credits

High-Performance Franchise 
Workshop 
200 Credits

Win Resales and Referrals 
320 Credits

BLD | Acdmy Ideal Customer 
100 Credits

LinkedIn 
100 Credits

Social Media Marketing 
100 Credits

Sales Skills 
100 Credits

Sales Leadership  
100 Credits

Sales Process 
100 Credits

LinkedIn 
100 Credits

LinkedIn 
100 Credits

Sales Leadership 
100 Credits

LinkedIn 
100 Credits

Strategic Positioning 
100 Credits

LinkedIn 
100 Credits

Ideal Customer 
100 Credits

Goal Setting 
100 Credits

Other Providers Training Central
Certificate IV in Training & 
Assessment 
750 Credits

Supporting 
Franchisees
Supporting Franchisees 
100 Credits

Franchise Simply
Kickstart Franchise Training 
Workshop 
380 Credits

iTFE 
Certificate IV in Entrepreneurship 
& New Business 
2000 Credits

New Business Ventures Skill Set 
500 Credits

CFEPATHWAYS
CFE Pathways is simply a guide designed to help executives choose programs that are specifically targeted at their job role.

C E R T I F I E D  F R A N C H I S E  E X E C U T I V E  P R O G R A M

Please visit www.franchise.org.au/education/ to find out more about the Certified Franchise Executive Program  
or contact the FCA on 03 9508 0888 or email education@franchise.org.au

Pathways to 
becoming a 
Certified 
Franchise 
Executive

The value of learning 
both for individual 
professional development 
and for the benefit 
of your franchise 
business cannot be 
underestimated.

And the Franchise Council of Australia 
knows that members both understand 
and embrace education and professional 
development. The fact that more than 
500 franchise professionals attended the 
NFC21-22 for the first major face-to-face 
professional development event since 
the start of the pandemic is just one 
testament to this. 

We will be delivering more CFE 
accredited FCA events in 2022 and 
beyond but the FCA also strongly 
encourages the industry to engage in 
a diverse range of training offerings 
delivered by approved external providers 
through the Certified Franchise Executive 
(CFE) program.

About the CFE
CFE accreditation is a demonstration 

of a commitment to professional 
development and to reaching a recognised 
standard of excellence within the local and 
international franchise community.

Access to the CFE program is a core 
member benefit and aims to enhance the 
professionalism of franchising by certifying 
the highest standards of quality training 
and education. The CFE designation is 
presented annually at the FCA’s National 
Franchise Convention to candidates who 
have completed all the CFE requirements.

CFE courses and  
online training

CFE credits and courses are available to 
FCA members by attending FCA events, 
at the FCA’s annual National Franchise 
Convention and by attending CFE 
approved courses/programs.

The FCA approves training providers 
to deliver a range of programs which are 
approved towards the Certified Franchise 
Executive Program, including in-person, 
online and self-paced course offerings that 
support the running of a small business 
and franchise operation.

Just as your continuous professional 
development is vital to your ongoing 
personal and business growth and success, 
the FCA is committed to continuing to 
develop the CFE program to ensure it 
meets the training needs of the franchise 
sector. New training partners and 
programs are being assessed and added to 
the CFE program regularly and we would 
encourage you to find out more by visiting 
https://franchise.org.au/education

Choose your CFE pathway
In recognition of both the wide range of 

franchise professionals who enrol to obtain 
CFE accreditation, and the comprehensive 
selection of courses now available, the FCA 
is pleased to provide members looking to 
undertake accreditation and those already 
enrolled as CFE candidates with skills-
based pathways to accreditation.

Specialised pathways have been 
developed in the following CFE streams: 
Marketing, Franchise Recruitment, HR, 
Franchisee Support/Field Management, 
Franchisor Leadership and Franchisee 
Business Leadership. 

While CFE candidates are free to select 
the courses that they feel best meet 
their needs, these pathways are intended 
as a guide to assist CFE candidates to 
undertake training and development that is 
targeted to the particular requirements of 
their roles.

Find out more
Enrol in the Certified Franchise 

Executive program today and join more 
than 120 Australian franchise professionals 
who have already gained the internationally 
recognised CFE accreditation.
Visit: www.franchise.org.au/education/cfe-
program/
Contact: jenny.boymal@franchise.org.au  
or (03) 9508 0888

The FCA thanks the following training and professional development suppliers for their support of the CFE program
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Confidential 
employee 
helpline

Employment 
compliance training 

for franchisees

Franchisors can be held
responsible for the wrong-
doing of their franchisees. The
Vulnerable Worker Laws were
introduced several years ago
and it still is challenging for
franchisors to understand what 

Telephone advisory 
service for 

franchisees

Payroll audits for 5 % 
of your network pa 

(3 outlets minimum) 

Unlimited 
consulting for 

franchisors

their obligations are and how
to meet them. Let us guide
you towards meeting your
reasonable steps requirements
and give your franchisees
access to tools they need to
make the right decisions. 

Annual reporting 
and 

FRANdata report

Discovering your franchisees failed to meet their

employment compliance obligations could be a financial

disaster for you. 

Australian Employment 
Laws are Complex 

Audits | Telephone Advisory Service | Employee Helplines | Employment Compliance Training | Franchise Employment Compliance Solutions

Protect your brand, make the right decision for your business 

erstrategies.com.au
1300 55 66 37

1300 55 66 37
www.erstrategies.com.au 

How 
education 
can prepare 
franchises  
for the future 
of retail

A steep curve of growth has supported 
the growth scale play of these times, 
which is characterised by such things as a 
shop at every corner, decentralised brand 
expressed as local marketing, customer-data 
owned at each site and rigid geographical 
communities. Franchising is bounded 
by territories, controlled by operational 
compliance, with rapid expansion predicated 
upon available operators and all business 
largely done in the physical shops. 

But to quote Bob Dylan, “The times, they 
are a changing”. 

Fast forward to today and into 
tomorrow. Brands are increasingly 
centralised. Customers shop on all 
channels – a branded retail ecosystem, 
where social media dialogue and influences 
are the cornerstone of a central branded 
communications strategy.  

How will franchising as an agile and 
adaptive sector ready itself to pivot 
seamlessly into the new world of retail?

Education has a pivotal role to play 
in ensuring franchise brands remain 
strong, vibrant and relevant into the 
future. For franchise leaders, this means 
a focus on continuous improvement, and 
understanding the market and the tools that 
are available to help networks grow and 
thrive.

A consideration of the challenges and 
opportunities for the franchising community 
must include a data driven approach to 
understanding consumer behaviour in 2022 
and beyond.

Data is certainly an increasingly valuable 
asset (some would say the most valuable 
of all) and is particularly critical in the 
application of artificial intelligence, predictive 

and personalising technologies or in 
improving search engine efficiencies. 

From the consumer behaviour 
perspective, shopping done from the centre 
(the shop as the historical centrepiece) 
has evolved into a different form. Where 
consumers start and hope to complete their 
shopping journey nowadays are usually 
outside of a brand or retailer’s physical and 
digital space. 

“ Education is the most 
powerful weapon which you 
can use to change the world.”

 Nelson Mandela 

The channels consumers use for 
shopping include, but are not limited to, 
social media, messaging apps, and live 
streaming services. The challenge and 
opportunity are real enough for centrally 
controlled retail brands. How will our 
franchise partners adapt and stay agile 
amidst these profound changes in the way 
consumers behave?

Leaders are embracing this technology 
fuelled change across all sectors and 
franchising is not immune.  

One important step in embracing change 
is education - increasing our knowledge 
base investing in training from strategic 
imperatives for our leaders to grasp to 
relevant retail and service skills training lifting 
the conversion rate more consistently. 

How will our franchising sector emerge 
and adapt? The franchising model is 
entrenched into our psyche, and it will 
certainly adapt. When and in what way will 
be our common imperative. n

Retail Doctor Group 
Deployment Division 
Retail Doctor Group Deployment 
Division have taken our proven Fit For 
Business™ programs and products 
and evolved them into a series of well 
proven and blended learning retail 
skills training modules and operational 
tools designed to maximise 
business success. Find out more at 
retailacademy.retaildoctor.com.au

By Brian Walker  
CEO / Founder, Retail 
Doctor Group

Australia has over 1100 
franchisors, 65,000 
franchise units, and 8000 
company owned units 
The franchise sector has 
been flourishing since the 
1970s with most growth 
occurring since the 1980s. 
Industry commentators 
note that it is now very 
mature. 
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less than one per cent of a traditional 
franchise buy in cost.”  

“For just 100 dollars a week you can 
own your own business and considering 
rising inflation and interest rates, this is 
an economically beneficial model for 
many. We are blowing the door open to 
business ownership within the James 
Homes Services network,” says Ms 
Simcocks.

James Home Services have been 
around for 30 years, and the business 
is well known for cleaning, gardening, 
and other home services throughout 
Australia and particularly along the east 
coast.

“The new subscription model will 
first be available for people wanting to 
launch an Interior Cleaning business 
with the goal of making this model 
available across the entire James Home 
Services range  of services by the end 
of 2022,” says Ms Simcocks.

Currently, it costs $26,600K to buy a 
James Home Services Interior Cleaning 
franchise but the subscription model 
cuts that price into manageable payable 
amounts of less than one percent every 
week. 

“For Australians who don’t have 
$26K on hand and who want more 
flexibility, James Home Services’ 
new subscription model is ideal as 
it allows emerging entrepreneurs to 
start their own business at a lower risk 

investment,” says Ms Simcocks.
“In the cleaning industry, we’ve been 

busier than ever and if anything, COVID 
increased the demand for our services 
to the point where we’ve been trying to 
keep up with the demand”. 

“With the volume of enquiries ever-
increasing, we had to find a way to 
make it easier for people to get into the 
industry and own their own business to 
harness this demand and as a result, the 
subscription model was born,” says Ms 
Simcocks. 

“James Home Services are true 
believers in the power of business 
ownership to improve people’s lives, 
the economy and communities. 
Franchising has always enabled people 
who otherwise might struggle to start 
their own business. Through this new 
franchising model, we are giving their 
dream a shot of adrenaline,” says Ms 
Simcocks.

FCA CEO Mary Aldred says it is a 
great initiative that blends innovation 
with responsibility and provides greater 
access to the world of small business. 
“This initiative provides a low entry 
point, with network support, marketing 
leads and training, so people can own a 
business without doing it on their own.”

“Home services are going gang 
busters, with more people working 
from home, families want a clean and 
comfortable environment where they 

can work, play, cook and relax. We hear 
from our members that home services 
- like gardeners, cleaners, handymen 
and pet groomers - can barely meet 
customer demand at the moment, so if 
you’re stuck in a career and looking for 
a change this might be for you.” 

“However, we always say - make  
sure you do your research, understand 
what’s involved in running a small 
business, get advice and go from there,” 
says Ms Aldred. n

Subscription Process
$1,000 + GST upfront deposit  

$100 + GST weekly subscription to 
own business within 5 years  
(BYO equipment)

$125 + GST weekly subscription to 
own business within 5 years  
(James Home Services supplies 
equipment for you)  

At the end of the 5-year period the 
Business Owner will fully own a 
James Home Services franchise

Standard franchising fees 
apply which are calculated as a 
percentage rate of the individual 
franchise turn over. 

For further information:  
www.jameshomeservices.com.au

Family, work and 
business needs have 
changed significantly 
through the pandemic 
and Australia 
needs innovative 
and contemporary 
thinking about what 
it takes to own and 
run a successful small 
business, says FCA CEO 
Mary Aldred.

“The feedback we have been getting 
is that more people would take the 
opportunity to own their own business, 
if start-up costs were lower. That’s 
why we are watching with interest 
the initiative by FCA member James 
Home Services to offer a ‘business 
subscription’ to fast-track access to 
small business ownership.”  

The initiative by James Home 
Services is the only franchising 
subscription model in the country and 
was created to inspire everyday Aussies 
to have a go at owning their own 
business according to the company.

James Home Services’ CEO 
Rhiannon Simcocks (right) says offering 
subscriptions for business ownership 
is especially important as the cost-of-
living rises. “A subscription with James 
Home Services allows people to own a 
business for a weekly payment that is 

Subscription model 
opens door 
to small business 
ownership
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It’s
Brand
Magic.

Get your franchisees  
to do more marketing.

Sesimi is the foolproof, cloud-based brand 
management platform that protects and grows your 
franchise brand. Using Sesimi, franchisees can 
tailor their own 100% compliant content, at scale for 
any media channel in a matter of seconds.  

‘Sesimi  provides a vast number of asset 
templates for our franchisees to access  
instantly wherever they are to build content 
within brand guidelines.”

    -  Jeff Baars, Chief Marketing and Digital Officer,     
Quest Apartment and Hotels

Discover the magic now.   
 
sesimi.com
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Continuous 
improvement 
delivers 
franchise 
success at 
InXpress 

The recognition received went beyond 
our own internal operations and customer 
feedback, with InXpress being awarded 
not only the coveted Global Franchise 
Champion and Best White Collar Franchise 
accolades at the 2021 Global Franchise 
Awards but also the 2021 International 
Franchisor of the Year at the Franchise 
Council of Australia Excellence in 
Franchising Awards. 

These notable pieces of recognition, 
along with others, are based on many areas 
of franchising including franchise support, 
technological innovation, and ongoing 
capital investment. It was also a reminder 
on the importance of aligning with our 
G.R.E.A.T. core values – Gives Back, Results 
Driven, Energetic Fun, All In and Targeted 
Improvement. These values were clearly 
visible and embraced by both staff and 
franchisees alike. 

We do however retain a heightened 
sense of awareness of not becoming 
complacent and are adopting a mantra of 
critical evaluation, continuous improvement, 
and recognition, internally and with 
franchisees, to ensure the profitable growth 
of our franchise system for everyone in 
years to come.

The resilience of InXpress as an award-
winning, technology-enabled franchise 
system with huge growth potential has 
once again been highlighted in 2021 and 

2021 was another successful and defining year 
for InXpress globally and in Australia. Despite 
further uncertainty worldwide due to the ongoing 
challenges resulting from the COVID-19 pandemic, 
InXpress franchisees and staff combined with 
our carrier partners to record the largest system 
revenue result in the company’s history. That trend 
is continuing in 2022.

By Marcel Lal 
CEO Asia Pacific, InXpress



into 2022. The 30 per cent year on year 
increase in both revenue and margin last 
year has continued in 2022. 

Australia is a vitally important part of 
this success, being the largest contributor 
to the Asia Pacific region, and the third 
largest globally for InXpress. 

Ongoing, accelerated growth in 
developing markets such as India and 
New Zealand is also demonstrating that 
InXpress has a solid foundation upon 
which to build a stable and scalable 
franchise system. 

Throughout the worldwide challenges 
of the past two years, the reliability and 
scalability of our proprietary software 
platform took on greater importance, 
where customer shipments booked 
through the system grew to over 8 million 

globally. Australia contributed over half a 
million of those shipments.

Our ever-evolving technology is 
poised to handle even more shipment 
volumes in 2022 and beyond with new 
product features, user enhancements and 
expanded services to follow. 

Despite having technology at our 
core with ongoing investment, InXpress 
remains true to 23 years heritage of 
engaging consultatively with business 
customers locally to provide personalised 
advice and readily available, on the 
ground local support, which in turn drives 
the highest customer retention levels 
anywhere in the freight and logistics 
industry. 

As with many franchise systems in 
Australia, the emphasis on providing 
consistent and valued support to 
customers is what makes our franchisee 
contributions so valuable in the market.

Given the unprecedented challenges 

created by the pandemic, our established 
B2B franchise model continued to prove 
its business resilience and sustainability, 
particularly in supporting small to 
medium-sized businesses across the 
globe and in this region, at what was a 
challenging and uncertain moment in 
time around the world. 

Throughout this time and in remaining 
true to one of our core values, “Gives 
Back”, InXpress has remained mindful and 
engaged to support inspiring initiatives by 
allocating our time, assistance, and funds. 
This in turn has helped thousands of less 
fortunate people around the globe and 
within the Asia Pacific region. 

Our recent charity gala awards night 
with franchisees and staff on the Gold 
Coast, as a part of our Australia & New 

Zealand annual franchise convention, 
raised almost $30,000 through live 
and silent auction items for our partner 
Beddown, who are making an incredible 
difference with accommodation and 
services for the homeless. Everyone at 
InXpress has a huge sense of pride in 
being able to give back to those less 
fortunate.

Record results in many key metrics 
were the result of a culmination of hard 
work, persistence and flexibility by staff 
and franchisees alike. We have had to 
keep adapting the way we work, sell and 
collaborate in a COVID impacted world – 
with our customers, within our network 
and with our carrier partners. 

Communication is still at the forefront 
and something we must keep working on 
as a franchisor so we remain nimble and 
open to positive change. 

The growth and impressive results we 
achieved did not happen by accident, nor 

are they a guarantee for the future. When 
everyone focuses on common goals and 
doing the things that matter in the right 
manner, great things happen.

It felt like 2020 was the year that no 
one expected, 2021 was the year that 
didn’t deliver the promised return to 
normal life, and 2022 is shaping to be 
the year where the world has opened up 
again but not without local challenges as 
we are seeing in Australia. 

Each year we realise that there is still 
no ready-made guide on how to manage 
circumstances we had never experienced 
before. However, there are learnings and 
knowledge which we can reflect on and 
build on.

With over 450 franchisees worldwide 
and more than 150 in the Asia Pacific 

region, the InXpress business model 
remains robust and very much ready to 
seize on opportunities which add value 
to our franchisees and end user business 
customers.

Investment back into the business 
remains a key part of the InXpress global 
strategy with a focus on increasing 
resourcing, improving systems, aligning 
processes, expanding our marketing, and 
enhancing our software. 

In my role, I look ahead with great 
optimism for the future of InXpress and 
reflect on 2020, 2021 and the first half of 
2022 with immense pride, particularly in 
seeing how everyone continues to adapt, 
perform, and add value to the InXpress 
brand profile and results. 

We collectively remain focused on 
our mutual goals and engaging together 
in activities that will make a positive 
difference. It is vital that all of us never 
stop learning, listening and adapting. n
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Book a 'video use in
franchising'

discovery call at

Do something different.

Create videos
that help you 
sell franchises

magneticbusinessmedia.com.au/book-a-call
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The net migration rate for Australia 
in 2022 is 5.419 per 1000 population, 
compared with 5.665 per 1000 in 2021 and 
5.91 in 2020. 

Although it’s a been a significant 
downwards trend compared with the pre-
COVID net migration rate of 6.157 per 1000, 
Bernard believes it is likely to rebound in 
2023.

Similarly, Bernard says Australia’s 
changing internal demographics, including 
the escape from cities and regionalisation 
and families moving to an area where 
they can get a bigger house and a better 
lifestyle, will increase demand for goods 
and services in those regions.

Lockdown demonstrated that many 
people can be just as effective working 
from home and this is having a profound 
impact on the shape of our cities, the 
demand for services and the value of 
property. 

“I’ve been tracking the work from home 
phenomenon for 25 years. At the 1996 
census barely 5 per cent or 1 in 20 workers 
worked from home…This proportion did 
not change for the 2001, 2006, 2011, 2016 
censuses. Even though we had the internet 
and all that sort of stuff where you could 
have done it. We just did not do it.” 

“Along comes the pandemic and up 
to 45-50 per cent in cities like Melbourne 
according to some surveys were working 
from home.  And you think after COVID we’ll 
get back to normal? I don’t think it will.”

Bernard forecasts that as the number 
of people working from home rises by the 
2030s the cities we know today will be 
compartmentalised into fully serviced mini 
cities and regional hubs, precipitating a 

long term shift in property values.
“I think the Australian preferences are 

clear. It’s up the coast, down the coast. 
Where there is the opportunity to have a 
better life. You’ve got people scootering 
out of our capital cities, going to these 
lifestyle zones then telecommuting back 
into the city.“

“There is a single cohort that’s going to 
go gangbusters over the next five years 
and it is those who reach the age of 45 in 
2027. These are the children of the baby 
boomers and their consumer preferences 
will set the lead.”

However, as a consequence of the 
pandemic, Bernard says even the older 
generation have shifted. “Two years ago 
there was an entire cohort of Australian 
baby boomers who had never downloaded 
an app…what we have just been through is 
the great ‘appification’ of Australia. I think 
we have gone through a digitization 101 

experience and it was all forced upon us by 
the COVIDSafe app, which was supposedly 
a great failure but it taught the mass 
market how to engage. Customers are 
saying this is a better model.”

And businesses need to pay attention 
to these lifestyle trends and new customer 
preferences.

“Here is the blunt truth about business. 
Business does not care how clever you 
are or how hard you work. If you’re in the 
wrong place at the wrong time, if you’re 
offering the wrong service, you can work 
24/7, 365 days of the year and you’re still 
pushing uphill.“

“You’ve got to pick the businesses, the 
lines, the streams, the currents that are 
actually moving fastest in your direction. 
It’s like picking a wave when you’re 
bodysurfing so you’re carried forward with 
it. Otherwise, you’re caught in a rip and you 
just can’t get out of it.”

“People now work from home, study 
from home, shop from home, telehealth 
from home, Netflix from home. The home 
is consuming a greater share of wallet, a 
greater share of dwell time. You can justify 
a higher proportion of your income going 
towards supporting the family home. 
Home adornment, home embellishment, 
home decoration, home furnishings, home 
technology would be businesses to be in.”

While these demographic changes 
need to be taken into account, Bernard’s 
message for Australian businesses was one 
of positivity.

“Australians come out of adversity like a 
rocket…this is the Australian confidence in 
the future…. We are coming back from this 
bigger, better and stronger.” n

The world has 
changed and 
business needs 
to adjust
One of Australia’s leading 
social commentators 
and business analysts, 
demographer Bernard 
Salt says businesses need 
to understand the level 
of societal change as a 
result of the pandemic 
if they want to be 
successful in future. 

Bernard’s theme setting presentation 
at the NFC in Melbourne in April 2022 
outlined how the world and the way we 
live has changed and what that means for 
Australia to 2030, including opportunities 
for inventive and motivated businesses.

His forecast, based on history, is that 
highly disruptive global events such as 
wars and pandemics are followed within 
a matter of years by a “celebration of life” 
and innovation. 

Bernard says the pandemic has created 
“game changing” events that will have a 
lasting impact on the way we live and do 
business and he believes optimism and 
entrepreneurship will characterise post-
COVID society in Australia.

“I don’t think we’re going to get back 
to normal. I think there is a new and better 

version of Australia and most certainly of 
our businesses that we need to engage 
with over the next two years and into the 
future.”

“Australians are really rich per capita. 
Where we spend our wealth and prosperity 
is on housing, lifestyle, quality of life, 
superannuation and travel. It’s quality of 
life that engages the Australian people. 
Does your business, does your enterprise 
connect in with these core Australian 
values? Because this is a driving force to 
business success in Australia.”

As a result of our relatively low 
coronavirus death rate, Australia is 
perceived as a safe haven, a place of good 
governance, a good place to invest, to 
migrate to, to study in, to visit and to shift 
to if you’re a business migrant.



A new world,
a new direction  
at NFC21-22
More than 500 
franchising and small 
business leaders 
attended the National 
Franchise Convention 
2021-22 (NFC21-22), 
which, after a more 
than two-year absence, 
brought the franchise 
sector back together for 
the most comprehensive 
professional development 
event on the Franchise 
Council of Australia’s 
events calendar.

Themed “A New World. A New 
Direction”, NFC provided delegates 
with an unrivalled opportunity to build 
their knowledge base, make invaluable 
connections and find solutions to their 
business challenges in a face-to-face 
environment at the Melbourne Convention 
and Exhibition Centre.

Four expert keynote addresses 
provided vital updates, insights and 
strategies for attendees to build stronger 
and more resilient businesses, while 

plenary sessions addressed key challenges 
and issues facing franchises today.

Fifteen concurrent panel sessions, 
a sold-out exhibition hall, and ample 
opportunities to network during the 
social program rounded out the two-
day program of practical ideas and 
information sharing.

Expertly emceed by Andrew Klein, 
NFC21-22 kicked off on Monday 4 April, 
with FCA CEO, Mary Aldred updating 
members on the actions the FCA has 
taken across the COVID-19 pandemic 
and in representing members’ interests 
in regard to broader legislative and 
regulatory changes to build a sustainable, 

compliant and profitable franchising and 
small business sector.

“The last two years have been the 
toughest business environment for 
Australian small business in the lifetime of 
many of us,” Mary Aldred said.

“Running a business is hard at the 
best of times. But through lockdowns, 
red tape, changing COVID restrictions 
and economic hardship, it’s been an 
even harder mountain to climb. While no 
business is failsafe, I do believe that COVID 
has demonstrated how resilient franchise 
systems really are.

“Supporting members and 
representing a strong and compliant 
franchise sector has been the major focus 
of the FCA over these past 24 months. 
We consistently take strong public 
positions on key issues which impact the 
sustainability of franchising and small 
business and the wellbeing of owners, 
managers and staff. This is backed by 
a member-informed, evidence-driven 
approach which backs and informs our 
methodology to positively influence 
public policy on your behalf.

“It’s been a privilege to stand by you 
through these challenges, and to do 
everything that we can possibly do as 
your peak industry body to help you make 
it through to the other side. And I thank 
each of you for standing by the FCA 
through these times.
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“As the FCA looks ahead, we remain 
committed to delivering value through 
advocacy, education and support 
activities and initiatives,” Mary said.

Opening keynote and leading 
Australian demographer, Bernard Salt, set 
the scene for delegates with an optimistic 
outlook in his presentation on work, 
business and the post-Corona customer 
outlining the trends and changes to 
business in what he described as a “new 
and better version of Australia, and most 
certainly our businesses”.

With change an ever-present force in 
the business and franchising operating 
environment, day one plenary sessions 

included an examination of how to 
identify business opportunities and 
minimise risk for your franchise group 
amidst the uncertainty by FCA partner, 
Findex; key compliance information on 
the new, mandatory Franchise Disclosure 
Register; and in his plenary presentation, 
Hon Martin Ferguson AM, former Minister 
for Resources, Energy and Tourism, 
shared his insights on Australia’s current 
political and economic environment.

To end day one Rachael Robertson, 
the second Australian woman to ever 
lead an Antarctic expedition to the 
Davis station, delivered her transferrable 
lessons of building team excellence in 

a high-pressure environment, including 
demonstrating why respect trumps 
harmony, leading without a title, and how 
she built a culture of integrity and trust in 
one of the most isolated workplaces on 
Earth.

After more than two years without 
the chance to come together face-to-
face as a franchise community, Monday’s 
social networking night provided a 
valuable opportunity for delegates to 
catch up with their peers and exchange 
knowledge and ideas in an informal 
setting.

Day two of NFC21-22 opened with an 
immersive and experiential session on 
transforming culture delivered by peak 
performance, productivity and leadership 
authority, Mark Carter, who followed up 
his keynote presentation with a packed-
out concurrent session workshop that 
further developed the themes from his 
plenary address.

thefranchisereview | 33

Mark Carter

Mary Aldred, CEO,  
Franchise Council of Australia

Hon Martin Ferguson AM

Rachael Robertson delivers the closing 
keynote on Day One of NFC21-22
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A plenary panel session facilitated by 
founder of the Franchise Relationships 
Institute, Greg Nathan, focussed on 
helping franchisees and head office 
teams to get their mojo – which Greg 
defined as motivation and joy – back. 

This timely and interactive session 
focussed on building and maintaining 
connection and energy within franchise 
networks, with Greg acknowledging 
at the outset that, “it has been a 
very challenging couple of years for 
businesses but probably even more so 
for people personally.”

NFC closed with a keynote 
presentation from co-founder and 
CEO of profit-for-purpose toilet paper 
company Who Gives a Crap, Simon 
Griffiths, who shared how he built the 
business by thinking out of the box and 
the 10 core business lessons he learned 
along the way.

Across the program’s panel sessions, 
franchise executives and industry 
experts were generous sharing their 
knowledge and providing real life 
examples from their own businesses 
across a diverse range of topics. These 
included a panel on high performance 
facilitated by Platinum Sponsor Op 
Central, as well as panels covering the 
post-COVID retail leasing landscape, 
strategic network planning for post-
COVID growth, recruitment solutions in 
the new world, marketing, innovation 
and more.

The FCA thanks all speakers and 
panellists who provided their expertise 
across two thought provoking days, 
each delegate who took time out 
of their busy schedules to attend 
the Convention, and every sponsor 
and exhibitor for their support and 
contributions to the event. n

findex.com.au/fca

As the Accounting and Business Advisory 
partner to FCA members, Findex is 
invested in the stories of franchisees and 
franchisors and we tailor solutions that 
consider every chapter.

With an extensive network of more 
than 100 offices throughout Australia 
and New Zealand, Findex provides 
uniquely tailored solutions for franchise 
businesses that help them plan with 
certainty and grow their business, no 
matter where they are located.

Every story is unique. 
Our job is to help 
make yours one of 
the classics.

findex.com.au/fca

As the Accounting and Business Advisory 
partner to FCA members, Findex is 
invested in the stories of franchisees and 
franchisors and we tailor solutions that 
consider every chapter.

With an extensive network of more 
than 100 offices throughout Australia 
and New Zealand, Findex provides 
uniquely tailored solutions for franchise 
businesses that help them plan with 
certainty and grow their business, no 
matter where they are located.

Every story is unique. 
Our job is to help 
make yours one of 
the classics.Helping our people get their 

mojo back plenary panel session

Simon Griffiths

Taking your brand global concurrent panel session
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perform with their café beverages that 
usually wins them over. 

“Our oat milk brand is currently the biggest 
selling oat milk in Australian cafés,3 and its 
taste and texture are key to this success. 
The fact we use Australian-grown oats and 
manufacture all our products locally on the 
NSW Central Coast also really sets us apart 
for our customers. Our almond milk is also 100 
per cent locally grown and manufactured. 

“All our products are specifically 
designed for café use and have quite a 
neutral taste that doesn’t overpower the 
taste of their latte or cappuccino. They are 
designed to texture, stretch and pour like 
dairy milk, while still allowing the espresso 
flavour to shine through.”

Partnership and collaboration 
that’s second to none

The second key benefit when working 
with The Alternative Dairy Co. is the value 
placed on partnership with customers. 
Ms Glasbergen said it is their collaborative 
approach to business relationships that helps 
them stand out from their competitors.

“Our whole mindset is about developing 
true two-way partnerships where we 
encourage input and feedback on our 
products. We find this is vitally important so 
we can learn and grow as a brand, and so 
we can support our franchise partners and 
contribute to their own business growth,” Ms 
Glasbergen said.

“The more successful our partners 
are, the more successful we are. It’s that 
simple. But we also love nothing better than 
spending time with our café baristas and 
owners to learn about their business and 
find out how we can better support them 
with our products.”

Sam Taylor is the national manager of 
training and coffee at Soul Origin, a large 
café franchise with more than 130 stores 
Australia wide. 

Mr Taylor, responsible for coffee quality 
and beverage product development, said 
Soul Origin prides itself on excellence in 
quality, flavour and service, which were all 
factors that played into their decision to 
partner with The Alternative Dairy Co.

“Demand for dairy-free milk has surged 
across our network of stores in the last two 

to three years, and we estimate about a 
third of our customers now ask for dairy-
free milk in their hot café beverages. We 
expect this demand to continue to grow in 
coming years,” Mr Taylor said.

“Our partnership with The Alternative 
Dairy Co. means we have a very active two 
way relationship with them as a supplier. It 
means they are contactable and open to 
feedback and collaborative opportunities of 
all types, which aren’t usually possible with 
other suppliers.

“I started talking to The Alternative Dairy 
Co. more than two years before we used 
any of their products. At the time, I was 
honest about where their products were 
at, and they encouraged my feedback and 

welcomed the opportunity to collaborate on 
what could make their products better.

“After some amazing R&D and testing, 
we got to a point where they had a range 
of market-leading products we were more 
than happy to promote and use. Now, our 
entire Soul Origin network of cafes uses 
Alternative Dairy Co.’s oat, almond and soy 
milk products exclusively.”

Ms Glasbergen said it is partnerships and 
collaborations such as this one with Soul 
Origin which have helped The Alternative 
Dairy Co. to become the number one oat 
milk brand in Australia.

“The Alternative Dairy Co. works in 
a similar way with each of our partners 
to support their journey as a business - 
working closely on product and brand 
feedback, encouraging footfall to the store 
with consumer promotions, providing 
product education and assisting staff in their 
franchise community,” Ms Glasbergen said. 

Passionate people committed 
to café culture

The third pillar of their successful formula 
is the people who work at The Alternative 
Dairy Co. Their staff are all highly skilled with 
extensive knowledge and experience in the 
café industry as well as in plant-based milk 
products.

Ms Glasbergen said much of the 
feedback she receives from café owners and 
baristas is about day-to-day interactions 
with their team.

“It’s all about adding value to their 

business and sharing information we have 
that might help them with an issue they 
face and assisting our partners at their local 
business level,” Ms Glasbergen said. 

“Because of our team’s expertise, our 
contribution goes far beyond just the 
plant-based milk products themselves. Our 
territory managers can talk with franchisees 
about our milk’s performance in different 
types of beverages, but also about why 
their grinder might not be working properly 
or how to get the best performance out of 
their machine. We don’t just sell a product 
and walk out again.”

Mr Taylor said Soul Origin’s partnership 
with The Alternative Dairy Co. runs a lot 
deeper and is different to partnerships he’s 
experienced with other café suppliers. 

“The key difference is a willingness to 
have a collaborative relationship across the 
board. It’s almost like their crew thrives off 
partnership and getting a better end-user 
understanding of their products,” Mr Taylor 
said.

“They actually want to know why it’s 
good. Can we make it better? They are 
absolutely concerned with having the best 
product out there, and the amount of time 
they put into consultative R&D is amazing.

“When we shook hands on our 
partnership, their managers hand-delivered 
a care package to every single one of our 
stores. That personalised aspect went a long 
way towards helping people connect to their 
products and having a human face behind 
the product means a lot to our people.

“In terms of contributing to the success 
and growth of Soul Origin, The Alternative 
Dairy Co.’s plant-based milks have added 
a level of quality and consistency for our 
alternate café beverage drinkers that would 
otherwise not have been possible. Creating 
this partnership has been enormously 
positive for us as an organisation.”

The Alternative Dairy Co. wants to 
hear from franchise owners, roasters and 
café businesses who would like to discuss 
partnership and collaboration. For more 
information, go to https://altdairyco.com 
or contact the Alternative Dairy Co. at 
enquiries@altdairyco.com n

Partnership, 
people and 
product:
the perfect 
blend for 
café success 

Since 2018, The Alternative Dairy Co. has been crafting 
plant-based milks for the café trade and is now widely 
acclaimed for its premium quality almond, soy and oat 
milks designed specifically for café baristas.

The Australian-owned brand’s 
extraordinary success can be largely 
attributed to three key ingredients: 
partnerships, products and people.

These three pillars, coupled with the fast 
growing popularity of plant-based milks, 
will see the brand maintain its rapid growth 
trajectory and success well into the future. 

The Alternative Dairy Co. wants to 
partner with more café businesses around 
Australia - ranging from small local 
enterprises to national franchises – to help 
them grow their businesses. Soul Origin 
café franchise is one business that has 
experienced this two-way benefit.   

A premium product 
developed for baristas 

The Alternative Dairy Co., part of 
the Sanitarium Health Food Company, 
collaborates closely with café baristas to 
develop products that provide perfect taste 
and performance.

Rachel Glasbergen (above), senior 
business leader for café and food service at 
Sanitarium, said they take great pride in how 
their plant milks taste and perform in barista 
beverages.

“There’s a lot of science behind getting 
plant milks right for coffee and we’ve had 
excellent feedback from both baristas and 
their customers,” Ms Glasbergen said.

“With our almond, oat and soy barista 
milks, it really comes down to their superior 
taste and performance that makes them 
stand out. When I’m talking with our 
partners, they say it’s the way our products 

Surging popularity of  
plant-based milks
Plant-based milk sales have skyrocketed in 
recent years. The industry predicts that by 
2023, half of all café barista beverages sold 
will be made with plant-based milk.

•  In 2017, 7% of all café coffees were made 
with plant milk 1  

•  In 2021, one quarter (24%) of all café 
coffees were made with plant milk 2

•  By 2023, it’s predicted 50% of all café 
coffees will be made with plant milk 2 

•  94% of cafés focus on plant milk as a 
driver for business success 2 

* Industry prediction Source: Café Pulse Report 2017; Café Pulse Report 2021

7%

23%

50%*

Growth in Café coffees made with plant-based milks in Australia

2017 2021 2023

References
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2. Café Pulse Report 2021
3. Salesforce data
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Don’t 
put your 
business 
at risk
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Recent  
updates in IR 
What you need  
to know

The end of the financial 
year can be a busy time 
for many businesses, 
and as a result, it can be 
easy to miss some of the 
upcoming critical updates 
in employee relations. 
Below is a roundup of 
some of the changes, and 
what they mean for your 
business. 

Annual Wage Review
The Annual Wage Review was of 

particular interest this year with a 
background of the vast increase in 
the cost of living and rising inflation. 
As always, the Fair Work Commission 
(FWC) Expert Panel sought submissions 
from relevant parties, including the 
new Federal Labor Government which 
requested a 5.1 per cent increase in line 
with the most recent rise in inflation, to 
ensure that workers on the minimum 
wage would not suffer a real wage 
decline. In its decision, the Panel 
identified minimum wage earners and  

 
award wage earners as being  
the most vulnerable to increased living 
expenses, confirming that given the 
sharp rise in the cost of living since last 
year’s Review, the increases awarded 
last year have resulted in a fall in the real 
value of employees’ wages.

As a result, from 1 July 2022, the 
National Minimum Wage was increased 
by 5.2 per cent to $21.38 per hour, 
which is a $40 increase to a full-time 
employee’s weekly wage. Award rates 
were also increased, with two methods 
of applying the increase to ensure all 
award wage earners received an increase 

Article provided by  
ER Strategies 



High Court decisions  
on contractors

The first half of 2022 also saw some 
key High Court decisions, providing a 
higher level of clarity to one of the most 
contentious aspects of employment 
law. The line between what constitutes 
a contractor and an employee has been 
blurred for many decades, leading to 
potential exposure to litigation for many 
employers. 

Traditionally, there was a ‘multi-factor’ 
test used by the courts to identify 
if someone was an employee or an 
independent contractor. These tests 
included making assessments about 
the relationship between the worker 
and the organisation, the degree of 
control the worker had, the worker’s 
right to delegate or subcontract, or the 
representation of the worker within the 
organisation such as whether they were 
required to wear certain uniforms or use 
specific tools or resources connecting 
them to the workplace.  

However, recent High Court decisions 
have now clarified that a greater focus 
should be placed on the engagement 
and written agreement between the two 

parties, citing the intention of the parties 
in the relationship. If the contract or terms 
of engagement clearly align to that of a 
contractor (or employment) relationship, 
the additional tests were not found to be 
required. 

The learnings from these recent 
decisions should inform how 
organisations consider engaging 
contractors in the future. 

It is now paramount that written 
contracts are utilised for all independent 
contractors. Assuming it isn’t a sham 
contract, and that the intention of 
the contract reflects terms specific 
to independent contractors, having a 
clear agreement should indicate that 
your business is better protected in the 
case that an independent contractor 
makes a claim relating to employment 
entitlements. 

Prior to issuing the contract, it is 
important to review the intention of the 
relationship to determine if a contractor 
or employee relationship is the true 
arrangement or whether it could still 
be a case of sham contracting. If the 
contractor won’t receive any of the 

freedoms or rights associated with 
an independent contractor role as 
independent business owners, such as 
the ability to outsource work, the ability 
to perform the same work for other 
businesses, or the ability to incorporate, 
then it might be a sign for businesses to 
seek advice and assess if the worker is 
truly an employee. 

Conclusion
Employee Relations is an ever-

changing space, requiring employers to 
stay up to date with key changes which 
could have implications for their staff. 
Failure to keep across these updates can 
lead to unintentional non-compliance, and 
subsequent legal action. 

Franchisors also have a responsibility 
to ensure their franchisees have access 
to ongoing employee relations training 
and are meeting their employment 
compliance obligations. If you would 
like further information on franchisor 
obligations relating to employment 
compliance, you are encouraged to 
contact ER Strategies to discuss your 
situation. n

of at least $40 per week. For employees 
who earn above $869.60 a week, their 
base rate of pay was increased by 4.6 
per cent, however if the employee 
earned less than $869.60 per week, they 
received a flat $40 extra per week. 

The economic impacts of COVID-19 
were also considered by the FWC, as it 
staggered the date to which the increase 
takes effect for certain employers, for the 
third year in a row. Whilst the majority of 
Awards have the increase taking effect 
from the first full pay period on or after 1 
July 2022, 10 Awards covering employers 
in the Aviation, Tourism and Hospitality 
sectors will not see the increase apply 
until 1 October 2022. The awards 
include employers under the Restaurant, 
Hospitality and Registered and Licensed 
Clubs Awards.

Most businesses should have already 
implemented these changes, including 
updating their accounting or payroll 
systems. It is critical that employers 
use this reminder as an opportunity to 
review that the wage increase has been 
implemented for their relevant staff, as a 
failure to pass on the changes can result 
in employees being underpaid. 

Underpayments are often 

unintentional and can arise from situations 
such as failing to pass on a pay increase 
or failing to progress employees through 
pay point progressions or classification 
structures. However, regardless of the 
intent of an underpayment, failing to 
pass on the applicable increase to staff 
can expose organisations to potential 
litigation or prosecution by the Fair Work 
Ombudsman. Employers should advise 
their staff of their new base rates of pay, 
and the date from which the increased 
rates take effect.  

Super increases
The 1st of July was also a key date for 

changes to employment conditions. Last 
year we saw the first of five incremental 
increases to the Superannuation 
Guarantee Rate, to eventually move the 
contribution rate to 12 per cent by 2025. 
From 1 July 2022, the Super rate increased 
to 10.5 per cent. Unlike the Annual Wage 
Increase, this change take effect on the 1st 
of July, irrespective of when the ‘first full 
pay period’ commences. 

In addition to the 0.5 per cent increase 
to the Super rate, additional changes to 
super eligibility also came into effect on 1 
July 2022, increasing the scope of people 

who are eligible to earn be paid Super. In 
2020, the Treasury provided a Retirement 
Income Review Report where it was 
found that 300,000 employees (or 3 per 
cent of the workforce) were impacted by 
the existing superannuation guarantee 
exemptions. The demographic of those 
affected were either young, low-income, 
or part-time workers and out of those, 
the majority were women. These changes 
were designed to improve the coverage 
of Superannuation to incorporate these 
disadvantaged groups.

Prior to 1 July 2022, all employees  
were required to earn at least $450 
per month to receive superannuation 
benefits. This minimum was removed at 
the beginning of this month (i.e. 1 July  
2022). Now all workers 18 years of 
age and older will be entitled to 
superannuation contributions regardless 
of how much they earn. However, 
there was no change to the existing 
requirement relating to the minimum 
hours of work per week requirement for 
part-time or casual employees under 18 
years of age, meaning these employees 
still only have an entitlement to employer 
superannuation contributions where they 
work over 30 hours per week. 

thefranchisereview  |  4140  |  thefranchisereview



42  |  thefranchisereview thefranchisereview | 43

Growing a 
franchise 
portfolio

You’ve got your 
franchise humming 
along smoothly, business 
is going well and you 
find yourself wondering: 
could I do this again? 
It’s a question that 
many franchisees ask 
themselves. Growing a 
franchise portfolio can 
be an exciting prospect 
and also a daunting one.

There are many business advantages 
to owning multiple sites, including 
economies of scale, greater market reach, 
increased sales volume, easier access to 
finance and more influence within the 
brand. On the other hand, multiple sites 
also present risks and can change the 
nature of your role in the business. 

I’ve expanded my portfolio to nine 
Genesis Health + Fitness clubs and each 
time I’ve grown, I’ve had to consider if it’s 
the right decision and if I’m personally 
ready for it.

If you’re asking yourself if it’s time to 
add to your franchise portfolio, then here 
are some words of advice about multi-site 
ownership.

Be ready to build a team
With just one franchise, you’re 

quite hands-on and a real multitasker, 
looking after everything from operations 
to human resources and marketing. 
Going from one site to two is a huge 

jump – it’s 100 per cent growth! You’re 
doubling your operations and your 
staff while effectively cutting your 
time in half. Making the jump from two 
to more requires you to set up some 
structure that works specifically for your 
management style and really requires 
focus on doing this right.

If you’re going to have more sites, 
the key to success is all about building a 
team. You can’t do everything yourself 
once you grow and the bigger you get, 
the more your role becomes focused on 
management and developing exceptional 
managers who can act for you. 

You will become less hands-on in the 
day-to-day minutia and become more 
‘big picture’ in your approach. You need 
to decide if that’s what you want for 
you, if you think you can find the right 
people you need to help and if you have 
the required management skills. Involve 
your team in your vision and help them to 
achieve their goals with you.

By John Pirlo 
Genesis Health + Fitness franchisee

franchisingexpo.com.au
Sydney | Perth | Brisbane | Melbourne

• Meet genuine prospects face-to-face
• The event bringing franchisors and
   franchisees together for over 30 years
• Exclusively supported by the FCA

New Year New World
New Opportunities

Book your stand now! To find out more email fiona@specialisedevents.com.au

ENDORSED BY
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Ensure the timing is right
There is no point owning two mediocre 

franchises that make as much money as 
one fabulous one. You should only grow 
when you’re ready and when you’ve 
perfected the operation of your existing 
site/s. 

There is no precise timeline for growth 
and it varies from franchisee to franchisee. 
If you feel like you have a firm grasp on 
your existing site, understand the systems 
and operations, have a good team around 
you and have the required capital then it’s 
likely a good time to consider expansion. 

Also, look at the competition and 
choose a time when they have slowed 
their growth so you have less competitive 
pressure.

Focus on location and don’t 
discount the regions

The location must make sense – and 
sometimes, it’s the main driver, because 
the location can be too good to refuse. 
Don’t jump in too quickly or settle for a 
second location that doesn’t excite you 
as much as the first. It’s easy to get too 
comfortable once you have one or two 
franchises under your belt – so don’t forget 
to do your due diligence. Treat every 
new site as if it’s your first and don’t rest 
until you know you’ve found the perfect 
location.

Remember that just because a location 
is available, doesn’t mean you should do 
it, or that it will work. You need to ensure 

all of the location needs are met, not just 
because it may be a cheaper location, for 
example.

Also, don’t be afraid to think outside 
the grid. Since the pandemic, the regional 
areas of Australia are presenting many 
fantastic opportunities for business owners 
as Aussies who have moved to the regions 
look for locally-based conveniences and 
entertainment. Regional Australia presents 
a great opportunity, now more than ever.

Weigh up the options based 
on what excites you

The other decision you may be faced 
with is whether to stick with the same 
franchise brand or move to something 
new. The advantage of owning multiple 
sites under the same brand is that you’re 
already familiar with that industry and 
can take your knowledge and apply it to 
a second location. Staff can be shared 
across locations and systems too. There is 
less of a learning curve and that can be a 
big advantage in business. 

However, as an experienced franchisee, 
you’ve already learned many of the core 
skills that you can transfer to another 
franchise, even if it’s in a completely 
different industry.  When weighing up this 
decision, the best piece of advice is to do 
what excites you most. You’re going to 
need plenty of energy and enthusiasm 
to fuel your growth, and that comes 
from being truly excited about your new 
business endeavour. n

John Pirlo, Genesis 
Health + Fitness 
franchisee
John owns a portfolio of Genesis 
clubs, including two in Coffs 
Harbour, one in Port Macquarie and 
six in the Newcastle/Hunter Valley 
region, and more on the way. He is 
also the founder of the Ninja Parc 
franchise network.

Fair is super  
that helps save  
the planet and 
your pocket.  

Rest Sustainable Growth option 

With fees up to 39% 
lower than the ethical 
super average*

*SuperRatings Sustainable Survey fee comparison, as at 31 December 2021. Fees are for a $50,000 member account balance including 
fees (fixed dollar, percentage-based administration, investment) & Indirect Cost Ratios. Comparison based on sustainable balanced options 
from funds’ publicly available from the Product Disclosure Statements (PDSs). SuperRatings does not issue, sell, guarantee or underwrite 
this product. See superratings.com.au for ratings criteria & for the variables excluded from the comparison. In deciding how to invest super, 
ratings is just one consideration point. Being mostly growth assets, this option may have a greater risk. Information prepared without 
considering your circumstances. Before taking any action, consider its appropriateness and the relevant PDS at rest.com.au.
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Customer expectations, 
attitudes and behaviours 
have shifted dramatically 
during the past two years, 
prompting organisations 
to re-evaluate and 
innovate their offering. 

More than ever before, companies 
wanting to position themselves for future 
success are refreshing and revitalising their 
products, ensuring customers are the very 
heart of this process. 

Organisations can no longer take 
long-held customer loyalty or high brand 
awareness for granted but need to 
conduct a continual stocktake to ensure 
they’re meeting customer needs.

This shifting landscape has been felt 
across all industries, including Australia’s 
official lotteries.

Since its launch in 1994, Oz Lotto 
has grown into one of the nation’s most 
popular and iconic lottery games. 

Drawn every Tuesday night, Oz Lotto 
has offered jackpots as high as $100 
million. When it offers a $50 million 
jackpot, the equivalent of up to one-
in-six Australian adults are expected to 
grab an entry.

However, as customers have changed, 
so too have their motivations to play, the 
ways they play and what they’re playing 
for.

In May 2022, after 18 months of 
research and development, Oz Lotto 

introduced changes to the game aimed at 
delivering bigger prizes and more winners.

It’s only the second time in Oz Lotto’s 
28-year history that major changes have 
been made to the way Australians play the 
jackpotting game.

The core changes included altering 
the Oz Lotto matrix from seven winning 
numbers drawn from 45 to seven 

winning numbers drawn from 47. An 
additional supplementary number was 
also introduced, increasing the total 
supplementary numbers drawn to three. 

As a result, the chance of winning 
division one changed from 1 in 45,379,620 
to 1 in 62,891,499, while the chance of 
winning any prize increased from 1 in 55 
to 1 in 51. 

Other changes included increasing the 
base offer for Oz Lotto from $2 million 
to $3 million, and increasing the price of 
an Oz Lotto entry by 10 cents per game 
(plus retailer commission). Special “Prize 
Boost” events are also planned that will 
increase the prize amounts in divisions 
two to seven for specific draws.

However, some key aspects of Oz 
Lotto remain the same, including its seven 
prize divisions. 

To win division one, players still need 
all seven winning numbers drawn in a 
single game panel, while a prize can be 
won by matching as few as three winning 
numbers and one supplementary number 
in a single game.

The Lott Chief Channel Officer Antony 
Moore said a range of stakeholders – from 
customers to retailers – had been integral 
to Oz Lotto’s latest evolution.

“While our customers have always 
been the most important aspect of our 
business, so too has our network of about 
3,800 retail outlets,” he said. 

“It’s essential customer-centric 
businesses develop ways to continually 
listen and respond to the needs of their 
stakeholders.  

“Oz Lotto has been synonymous 
with Australian lotteries for nearly three 
decades, but players told us they wanted 
Oz Lotto to offer the potential for more 
winners and bigger prizes, and that’s 
exactly what we’ve given them.

“For our retailers, they’re excited to 
offer their customers a refreshed game 
with an increased base division one prize, 
improved chances of winning any prize 
and greater potential for future big eye-
catching jackpots.

“It really is about providing ongoing 
value to our customers and retailers 
by keeping them at the heart of our 
innovation and evolution.” 

The upgraded Oz Lotto has attracted 
renewed interest from Australian players. 
During the first draw with the game 
changes, a Sydney player became 
Oz Lotto’s latest division one winner, 
pocketing $10 million.

However, Oz Lotto is not the first 
Australian lottery game to receive a 
make-over.

The portfolio of Australian lottery 
games on offer to today’s customers 
looks dramatically different to that of 

years gone by.
While some of the games may appear 

to be the same, their brands, prizes, and 
offerings have been upgraded in recent 
years.  

A staple of many Australians’ weekly 
calendars for decades, Saturday Lotto 
(also known as Saturday Gold Lotto, 
TattsLotto and Saturday X Lotto) last year 
increased its estimated weekly division 
one prize pool to $5 million, heightening 
its reputation as the game that makes the 
most millionaires each year.

Powerball’s game changes and 
rebrand in 2018 secured its position as 
Australia’s biggest jackpotting game, and 
helped it deliver record-breaking jackpots 
and more divisional prizes.

New games have also emerged. Set 
for Life is the most recent addition, having 
launched in 2015 with Australia’s first 
division one annuity prize.

Mr Moore said extensive research with 
existing and potential lottery players, 
along with retailers, remained the driving 
force behind any changes to Australia’s 
official lottery games.

“We’re continually asking our retailers 
and customers what they enjoy about our 
games and what they’d love to see more 
of. By keeping track of this sentiment and 
other data, we can ensure each game 
in the portfolio has a role to play and 
resonates with their customers,” he said.

“Some customers love the instant thrill 
provided by Instant Scratch-Its, some 
dream about how they could share their 
Saturday Lotto prize with friends and 
family, while others imagine how they 

could play by their own rules with a multi-
million-dollar Powerball jackpot in their 
bank account.”

According to research, the global 
events of the past two years have 
reasserted lotteries’ core purpose: giving 
customers the freedom to dream.

“Many Australians told us they’ve 
experienced a shift to having more time 
and fewer distractions, giving them 
greater opportunities to dream about 
life’s possibilities,” Mr Moore said.

“They also looked for the optimism 
and connection lotteries can provide, 
and as a result, Australian lottery games 
became more relevant than ever.

“By continually refining our portfolio of 
games, we hope to deliver more winning 
moments to Australians for many more 
years to come.”

 The official home of Australia’s 
lotteries, The Lott operates and markets 
Australia’s leading lottery games 
customers know and love creating 
everyday winners, winning every day. 

In 2021, more than 130.8 million 
winners took home more than $3.79 
billion in prize money from their favourite 
games at The Lott, including Saturday 
Lotto, Monday & Wednesday Lotto, 
Powerball, Oz Lotto, Set for Life, Lucky 
Lotteries, Keno, Super 66, Lotto Strike 
and Instant Scratch-Its.

 Last financial year, Australia’s official 
lotteries contributed more than $1.5 billion 
via state lottery taxes and donations 
to help community initiatives, such as 
hospitals, health research, disaster relief 
and education. n

Catering to 
changing 
customer 
needs 
the ticket 
to future 
success

“ While our customers have 
always been the most important 
aspect of our business, so too 
has our network of about  
3,800 retail outlets,” The Lott 
Chief Channel Officer Antony 
Moore said.
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Business Essentials FCA Regional Excellence  
in Franchising Awards presentations
NSW/ACT  Excellence in Franchising Awards presentation  Tuesday 16 August
QLD/NT  Excellence in Franchising Awards presentation  TBC 
VIC/TAS  Excellence in Franchising Awards presentation  TBC

Legal Symposium
Sunday, 16th October
Hilton Brisbane

The franchise sector’s essential guide to legal information and developments, the FCA’s annual 
Legal Symposium, returns as a face-to-face event in 2022.

Franchise Forum
Monday 17th October
Hilton Brisbane
Don’t miss this opportunity to come together with your fellow franchise professionals at this 
one-day educational event.

Business Essentials FCA Excellence  
in Franchising Awards Gala presentation
Monday 17th October
Cloudland

Join us to celebrate franchising success at the 2022 Business Essentials FCA Excellence in 
Franchising Awards Gala presentation.

WA State Franchising Conference
Tuesday 15th November
Optus Stadium

WA’s premier franchising event returns in 2022.  
Stay tuned for further details closer to the event.
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Throughout the year, the Franchise Council of Australia 
hosts a range of events across Australia.
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