April 2019

The Big Business Edition

Franchising the Next
Generation - Series
Part 3: A New Generation of Multi-Unit Franchisees
For April, we speak to a young, multi-unit franchisee brothers on
being leaders, scaling up and their vision for the future

How to set up your
business for international
operations
The bfa looks at different routes for taking your
business overseas

National Stress
Awareness Month:
Bodystreet has tips on how to
handle stress and keeping yourself
in best form

New Member Q&A:
Haus Maids
Get to know new bfa member Haus Maids

Becoming a successful
entrepreneur as a
franchisee
The bfa speaks to Mike Racz, a highly
accomplished multi-unit, multi-brand franchisee
on how he yielded his success

Embracing new
technology in franchising
cleanhome share its thoughts and experiences of
bringing new technology into its business

bfa FBI Case File
Learn more about our PR &
Communications Executive, Caitlin Cook

Setting the Stage for
International Recognition
Stagecoach has over 300 franchisees across nine different
countries. We speak to Andrew Walters, Director of International
Business Development on how they did it.

Franchising the
Next Generation
Part 3: A new generation of multi-unit franchisees
The franchise industry has proven to attract a variety of people, all with one common trait – drive! This rings more true
when looking at the increasing trend of multi-unit franchise operations, now accounting for over a third of UK
franchisees.
Danny and Craig Wilson operate seven One Stop stores across the regions of Bridlington, Scarborough and Hull. Danny,
a qualified accountant, found franchising through trade press and was attracted to the prospect of a simple to operate
business model. Here, we discuss the challenges that come with being a multi-unit operator, and the essential
ingredients to managing a larger enterprise.
Why did you decide to invest in multiple units?
“I just saw the opportunities and went for them. We had no set plans to have so many, we just took sites we thought
could work. Although we have seven stores, there have been plenty of sites that haven’t come off.
A new location can be challenging and trade will take time to rise. However, as with life, you get better at opening a
new site and I think now we can get a store up and running all very quickly.
Have there been any unexpected challenges to scaling up?
The biggest challenge we found was geographical. We opened two stores in the Hull area and because of the distance
we found these much harder to keep to good standards and we sold them both in the end at a loss.
It’s also hard keeping your head office growing alongside. You don’t want to waste money but more staff and
paperwork adds to your time and you end up further away from the day-to-day running of your business than you
would like.
What is essential when recruiting and leading a team?
Passion for the business you’re in, honesty and integrity towards your staff, and to be approachable. We like to share
ideas and make them all as involved in the business as much as possible so they feel a part of the company,
empowered and want the business to succeed.
With multiple stores you don’t represent the business as you do with one store so your manager and staff are very
important. They can make or break a store.
What is your vision for the future of your businesses?
We are opening another store in the town centre of Scarborough and relocating our office there this year. We want to
improve our stores going forward with more storage space to make the shopping experience better for customers and
easier for staff to deal with deliveries so we can hold more stock as we want to keep sales growing.
Longer term we need to embrace technology. We are seeing cashless stores and self service checkouts becoming the
norm in convenience and we need to make sure we keep up with this. For our company, we not are looking miles into
the future, and we may open more sites, but we learned that not all new sites work and going outside of your area
adds challenges. It is all about good opportunities. Keeping our existing units busy and profitable will always be our
main aim.”
The next generation
The franchising landscape, only 20 years ago, looks unrecognisable to how it looks today. There are now opportunities
in more diverse businesses, showing that there truly is a franchise for everyone.
But more than that, people are evolving, recognising their drive and passion and deciding to take control of their own
future.
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How to set up your
business for
international operations
Looking to expand your franchise internationally? We look at strategic options available
to you, and whether a master licence is always the best route...
So you’ve had major success in your domestic market, and are thinking about replicating that success
internationally. You think, how can I do this?
There is no secret formula for a smooth market transition, with businesses taking many different routes, some
getting incredible results from this, others not so much. According to the 2018 bfa NatWest Franchise Survey,
the most popular method to operate abroad is to grant a licence to an international franchisee, with the survey
showing that 60% of UK franchisors have done this.
There are a number of alternative methods aside from a master franchise which a UK franchisor might try to
kickstart operations abroad - this includes heading up operations from the UK in one or more markets. The
survey reveals that 23% have chosen to do this and that 7% have chosen to open an office abroad.
All brands work differently, so it is important to understand what the most suitable option would be for your
business model. Euan Fraser, Managing Consultant at business advisory firm AMO Consulting, explains that
franchises need to carefully consider each option:
“Will the franchise be delivered by a master franchisee or will it be a direct franchise? Will you have a number
of tiers of franchisee? Each has its advantages and issues but the underlying question is what will work best for
the brand in the long-term?”
If choosing to issue a master licence to a franchisee, then it is imperative to choose the right partner, as they
will know the culture and market in which you want to enter. The franchise partner you choose will have the
responsibility of executing your vision in an entirely different market, so trust and aligned goals have to be
established. Euan states:
“You will need to be prepared to work with your UK partner to find the areas that need to be adapted for the
new culture and to adjust the business model where needed.
“Your partner must have the experience to assess this. Changes to menus to suit local tastes, brand
positioning, supply chain and logistics processes may all have an impact.”
Some franchisors find that opening a HQ abroad has worked better for their brand. An example of this would
be Neighborly, a US company that owns multiple home service franchise brands such as Bright & Beautiful and
Mr Electric.
Vice President of Neighborly, Jeff Meyers, explains that despite issuing a master licence being a great route for
many franchises, it doesn’t work for all franchise systems:
“Master franchising is a great way to enter new markets as it is a quick way to build a business. However, as a
values-guided organisation such as Neighborly, we are focused on retaining our company culture as this is
what differentiates us from our competitors.
Jeff concludes: “As an organisation, it is also imperative that we preserve our strong company code of values to
Live R.I.C.H, with Respect, Integrity, Customer focus and Having fun. This has been at the heart of our
business for over 20 years and is the glue that keeps our company culture so strong.”
Many global brands look to the enter the UK market, and it can be difficult to find the right source of
information and guidance on how this can be done. The bfa will be holding its annual Superbrand event, now in
its second year, on the 16th of May. This will be an opportunity for UK developers to hear from experts on
finding the right franchise partner, discussions around legalese, property issues and much more.
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Embracing technology
in franchising
Karen Kelly, Managing Director of cleanhome discusses how new technology can
add to your franchise business
The development and use of technology within any organisation should always be more than simply automation
and security. Of course it should minimise work within a business that adds little value, and defend against
unwanted external activity, but technology should also be an enabler, helping an organisation achieve far more
than simple productivity gains.
Businesses need to identify how technology can leverage their strengths, identify new routes to market and
create additional value.
Any organisation that ignores technology has always been at a disadvantage, and this is especially true in the
21st Century.
The disruptive power of the Internet, vastly increased communication methods and the increasingly
sophisticated use of data has led to the disruption of many existing business models and seen the emergence of
new ways of creating and delivering value chains.
This has never been more relevant than in the world of franchising, where competitor brands can quickly
establish and begin to erode market share.
A successful franchisor should be focussed not only on implementing technology to control the network, but also
be mindful of any developments that would help franchisees increase profits. This will require investment, but
the development of such systems is hard to replicate quickly and will help to protect and increase market
share. Of course the opposite is also true, any franchise that ignores technology can quickly be threatened by a
new competitor who uses technology aggressively.
GenesysTM, the proprietary Cleanhome technology platform, has been in constant development for over 10
years, and gives the franchise a significant advantage over competitors who at best rely on off the shelf
systems, which obviously provide no competitive advantage and, at worst, businesses that are still using
spreadsheets and paper to run their business!
It has been developed in constant collaboration between the franchisor and franchisees, and provides a
significant USP in an established and mature sector where it can be difficult to distinguish one business from
another.
A valuable offshoot of this approach is that the collaboration between franchisor and franchisees creates trust
and fosters loyalty to the brand.
However, businesses must be wary of relying too heavily on technology, especially when it comes to innovation
and leadership, “One machine can do the work of fifty ordinary men, but no machine can do the work of one
extraordinary man”, Elbert Hubbard.
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Becoming a successful
entrepreneur as a
franchisee
We explore how you can become an entrepreneur as a franchisee. Here we speak to a
very successful multi-unit, multi-brand franchisee
What are the key characteristics of an entrepreneur? Innovation? Passion? Drive? All franchisees should have
these traits to some extent, as they want to make their business work for themselves, and their network.
However, it is usually the franchisor that gets the accolade as the entrepreneur, and rightly so. They have built
up the brand, and in many cases they are the founder and have made a proven business model that they have
subsequently been able to franchise.
That said, franchisees must prove themselves to be resourceful, level-headed and ambitious as most franchisors
seek these traits when recruiting for their brand. They will not choose somebody with a bad work ethic as this
will not help their brand and some franchisees are exceptionally ambitious, and can make more than a
successful career through franchising.
The 2018 bfa NatWest Franchise Survey proves that franchisees are keen to grow their portfolios, with multiunit ownership jumping up from 29% in 2015 to 36% in 2018. So while the number of franchise units has gone
up 10% to 48,600, the number of franchisees has remained relatively consistent, at around 20,000. Why?
Franchisees and clearly seeing the benefit of a career in franchising, and are not only staying in the sector, but
expanding, too.
Mike Racz, a multi-brand franchisees success story
Mike Racz went from a Domino's delivery driver to ultimate franchisee investor in the space of 14 years.
Originally from Hungary, Mike moved to the UK a couple of years after Hungary joined the European Union.
With a few months of his university degree left back in his homeland, he decided to quit and embark on a new
life in the UK.
Once in the UK, he started working for Domino's as a delivery driver and quickly worked his way up the ladder,
learning about franchising in the process.
Just over a year later he was able to open up his own Domino’s franchise, saving up money and taking over an
available territory. From here, Racz’s career within franchising has flourished. He is now a franchisee for
multiple businesses including Anytime Fitness, Costa Coffee and Veeno, as well as running a couple of his own,
non-franchised ventures. To manage his thriving enterprise, Racz created The Racz Group Ltd, employing close
to 1,000 people, and with an annual turnover in excess of £30 million.
Tell us about your start in franchising
I opened my first Domino’s in 2006, and over the years continued to add Domino’s stores to my portfolio. About
three years ago I walked into Costa and it was the same story.
How did you hear about franchising?
I learnt about franchising from the franchisee of the Domino's store I worked for. I had moved up very quickly
to a manager position so I had able to gain insight in terms of business and franchising and at the time Dominos
were still recruiting franchisees.
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Continued from page 4
What are your motives for scaling up? Has it always been an ambition to invest in multiple
industries and franchise systems?
I have always been keen to become a business owner. I scaled up as it can be easy to become bored and
complacent. When you own and operate one unit and you do it really well you think can I run two? How does
five look? What about 10? It’s almost curiosity about how far you can go and what you are capable of.
You think, what if you don’t stop? What is your limit? If you don’t believe you’ve got a limit then you have to
test the theory. So I always think, if I operated a £100bn business, could I do it? I don’t know, but I would like
to try.
Someone gave me an example a long time ago that there is only one CEO of Coca Cola, why one? Probably
tons of people applied, so why did that one person manage to get the job. Because along the way, others had
fallen and weren’t capable of doing such a role. That was their ceiling, their limit. So I just want to know what
is mine.
How do you manage such a large scale enterprise?
I guess it’s two fold. One is that I do have a brilliant team. My head office is very close to me, very much like
family. It has passion and a lot of heart and a sense that we are in it together. The core values of the business
are shared. Our vision and purpose are taken very seriously.
I also like to make sure we don’t ever waste time. For instance, I don’t stress because stress doesn’t move us
forwards. So simply don’t do it. I also don’t moan - I try to lead by example and get my team to do exactly the
same. Just ask yourself, ‘does it help?’ If the answer is no then stop what you’re doing and focus on the
solution, whatever that might be.
What is the worst piece of advice you’ve received in your career?
Slow down! Actually, another piece of terrible advice revolves around exit strategies. Business gurus who
advise to have an exit strategy are fools. I don’t understand how you can build up business and have an exit
strategy in place from the beginning. Why start it in the first place? That would imply that you don’t enjoy or
have passion for what you have started.
How would you define success?
Success is when you find your why. When you can answer why it is what you are doing. Once you find your
why, you find you way and your passion.
If you can be happy in what you are doing then that is success, whatever that might be. Whether that is
raising children or running a business, just try to find your talent and maximise it. Figure out what is your
ceiling.
What three tips would you give a startup looking to follow the same entrepreneurial road as yourself?
1. Don’t waste time. You have to give everything 100 percent focus; if you have a project then don’t waste
time on stuff that doesn’t move you forward.
2. Invest in a good team. Of course this is brutally important, but it must be said. You can’t under invest in
people, and I’m not just speaking financially but also emotionally. I have invested a lot into my team, taking
them on important trips and do a lot together as a team. I hate to use the word team-building as this almost
makes it sound forced, like you are trying too hard. You shouldn’t hire someone you wouldn’t get along with.
3. Advisers. Have a really good internal finance team and really really good solicitors. It is not easy to find one
that works for you and your business. Always try to find someone smarter than you in their field, you want
those people around!
What are your plans for the future?
I have aspirations to grow my main three franchises, with the next five years are pretty much set.
I am also hoping to break into international markets and looking to gain a master franchise with my main
franchises. It’s going to be a difficult task as I need to scale them up on an exponential level.”
Mike Racz is a person with a hungry ambition and a desire to test the limits. The bfa hopes to encourage more
franchisees to realise this potential to grow their own brand by taking on multi-unit, multi-brand strategies.
This will be a huge focus during our flagship event Superbrand, now in its second year. It will be a day for
established brands across all industries to discuss the changing trends and evolution of franchising, coupled
with franchisee investors looking to advise on how others can build an empire.
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Handling stress and
looking after yourself
April is National Stress Awareness month. A study from the Mental Health Foundation shows that approximately 74%
of adults in the UK have felt extreme stress at one point within the last year so much so that they have felt unable to
cope.
We asked Body Street to discuss how stress can be used to your advantage but also how to manage it effectively and
look after yourself.

Some people thrive on it while others fall by the wayside because of it but we are all affected by stress. Stress isn’t always
bad though. In small doses, stress can aid performance and motivate us to do our best. However, if we are constantly
operating at the maximum our bodies and mind can take, we pay the price. Recognising early on the signs of chronic
stress, and taking the steps to take to reduce it, can help to improve the way we think, feel and perform.
Stress is the body’s way of responding to a threat. When you feel in danger – real or not – your body’s own
defence mechanism kicks in. This is known as fight or flight - stand and fight or run away to fight maybe, another day.
When working properly this stress response helps you be more energised, more focused and more alert. Clearly in business
a healthy level of stress is good. It helps us rise to the challenges, be at our best in a presentation and focus our
concentration. In sport stress helps give more power, speed or acceleration. Stress can help meet deadlines - maybe
dragging us away from the TV or computer game to complete that important task.
Beyond a certain level, the benefits of stress greatly reduce and can lead to harmful effects on your body, state of mind
and health. Your immune system can be suppressed, your digestive system can be upset and, in extreme circumstances,
excessive stress can lead to heart attacks and strokes. But how much is too much depends so much on an individual; some
people just seem to roll with the ups and downs while others crumble when faced with the smallest of challenges or
obstacle. However, no matter how we approach stress, there are several ways to reduce the harmful effects it can have.
Get rest - feeling tired can increase stress by causing you to think irrationally. At the same time, chronic stress can disrupt
your sleep. Whether you’re having trouble falling asleep or staying asleep at night, there are plenty of ways to improve
your sleep so you feel less stressed and more productive and emotionally balanced.
Eat healthily – what you eat can improve or worsen your mood and affect your ability to cope with what life throws at
you. Eating processed and convenience food, refined carbohydrates and sugary snacks can make the symptoms of stress
worse. A diet rich in fresh fruit and vegetables, high-quality protein, and omega-3 fatty acids, can help you better cope
with life’s ups and downs.
Get active - upping your activity level is one way you can reduce stress almost immediately and begin to feel better. A
short walk across the office to take a short break or grab a drink works well to quell stress. Regular exercise can lift your
mood and help as a distraction from worries, allowing you to break out of the cycle of negative thoughts that feed stress –
even just once a week for 20 minutes works.
If you are struggling with stress, please visit www.stress.org.uk for further tips or call the Samaritans on 116 123 in an
emergency situation.
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Setting the Stage for
International Recognition
Last year Stagecoach Performing Arts celebrated their 30th Birthday, and they certainly had a lot to celebrate. Beginning in
Surrey, England, Stagecoach Performing Arts now has over 300 franchisees in 9 countries and are continuing their quest to
bring the brand into international markets. Here Andrew Walters, Director of International Business Development, speaks
to us on how they have become a Superbrand.
How have you expanded Stagecoach Performing Arts and why did you think it could be replicated in
international markets?
"At Stagecoach Performing Arts, we teach children to sing, dance and act; not only to perform on stage but more
importantly, to perform better in life. For 30 years we have seen over 1,000,000 young people gain Creative Courage for
Life… inspiring the confidence to challenge, explore and develop themselves and crucially to build essential life skills.
The business continues to grow at rapid pace globally, recruiting new franchisees, opening new schools and bringing in
record numbers of students. The Creative Courage for Life message is clearly resonating with parents around the world, as
the underlying principle of giving confidence and self-belief to children is just as powerful in Toronto or Frankfurt as it is in
the UK.
Our model is simple, dynamic and provides a great financial return for our franchisees. Crucially for international
expansion, it is also easily replicable, with the core components of performance crossing borders and cultures with minimal
change required. We have actively targeted countries with a strong affinity for both franchising and the performing arts,
and are seeing great success with student numbers growing in every one of our international markets.
We have expanded into seven international markets – Canada, Germany, Australia, Malta, Spain, Gibraltar and South
Africa. For the purposes of this editorial, we’ll focus on the expansion in Canada.
What market research was carried out?
Prior to any market launch we invest heavily in mapping solutions, demographic and market research. This data forms the
basis of each country strategy, allowing us in Germany, for instance, to adapt our marketing focus to match parent
expectations for a less-education and more-play-oriented programme. It is also used to set effective franchise territories
that we know have the right population, size and profile to succeed.
In Canada we used a market research agency to ask some fundamental questions, and to deliver clear guidance on
optimising the franchise going forwards;
● To understand parent and franchisee motivations and how this relates to our UK brand positioning and product
● To explore the response to the positioning with parents and franchisees and assess its potential to create connection,
differentiation and propulsion for the brand.
Within the UK space, we continue to lead the growing competition in organisations offering performing arts programmes for
children. In Canada, our product is unique nationally. There are small local operations or providers that may offer
programmes in either singing, dancing or acting. However, Stagecoach’s core model of all three is unique.
With global enquiries from prospective franchisees more than doubling since 2017, and student numbers increasing by
more than 16% in the last 12 months, our marketing efforts are certainly paying off!
Have there been any unexpected challenges or benefits?
When it comes to recruitment of new franchisees, we have a multi-faceted approach to international franchising. In
Canada, we operate in the same way as the UK, on a direct unit franchise basis, both supporting and recruiting via a
dedicated team from London. We also operate using area development agreements for larger territories.
Franchising internationally is a careful balancing act between retaining the consistency and quality of the brand, while
allowing crucial adaptation to fit local customs, norms and laws in each country. We, therefore, think globally and act
locally.
Fundamental to the success of international markets for any franchisor is to ensure that differences in distance, time and
culture do not lead to the franchisees feeling cut off from the core of the business. We invest heavily in dedicated staff,
adapted marketing packs, websites, operations manuals and more, to ensure that they are treated and, most importantly,
feel like they are integral to our business. We also invest heavily in travel to ensure that our franchisees get regular faceto-face meetings with key staff from head office."
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New Member Q&A
Haus Maids
We get to know new members, Haus Maids. Read on to see our Q&A with franchisor
Richard Knight, find out who they are, why they joined the bfa and what plans they
have on the horizon

Tell us about the business.
Launched in 2012, Haus Maids is a home cleaning service business. We have company owned offices in Farnham, Alton and
Guildford, plus two franchised offices in Winchester and Bishop’s Stortford. We offer clients regular and one off home
cleaning services, which is delivered via fully trained, background checked maids working to the highest standards in the
industry.
Where did the idea for Haus Maids originate?
Like many other mums and dads I wanted to get more flexibility with my work, but also enjoy a good income to be able to
enjoy life. I looked at many businesses, but home cleaning gave me a superb work life balance, flexibility and superb
earning potential. I looked at the industry and the competition and soon realised that I could do things better, by using the
latest technology and creative marketing strategies.
Why have you decided to join the British Franchise Association?
I had worked with franchise companies in my previous work and understand how important it is to be a member of the
leading association for our industry, as soon as we decided to launch our Franchise my first call was to the bfa to apply for
membership. I knew that the in-depth checks they do on each franchise means our franchisees will know they are investing
their money in a reputable company.
What are the biggest challenges that Haus Maids has faced so far?
The biggest challenge so far has been launching our pilot franchise in Winchester. Although it was very exciting, it was also
very difficult not to feel nervous. Victoria, our first franchisee, had invested her own money and changed her career to take
on our pilot franchise in Winchester. Of course it was hard work and we learned lots from our pilot franchise, but we were
delighted to see Victoria achieve £130,000 turnover, almost £60,000 more than we had predicted in her first year as a
franchisee.
What is your proudest moment as a business?
Our relationship with our local hospice makes me proud every day. We work closely with them to provide a free cleaning
service to patients currently being cared for by the hospice. Every time we carry out this service it makes me so proud to
know our business is giving back to our community, I have seen first hand how this small gesture goes a long way to
people at a difficult time.
What is your vision for the future of Haus Maids?
Via franchising we would like to become a nationwide company, but more importantly we want to be known for delivering
the best quality cleaning and customer service in every market we enter.
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FBI Case File:
Caitlin Cook
Get to know some more about Caitlin the wordsmith Cook
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Be ready for another bfa FBI Case File coming to your inbox next month!

Upcoming bfa events
and dates for the diary

Time
09:30 - 17:30
Venue
Institution Engineering Technology
2 Savoy Place
London
WC2R 0BL
Click here to book on

May dates to add to the calendar:

"

16th - Superbrand
29th - 30th - QFP Recruit for Network Growth
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Anything you're good at
contributes to happiness.
— Bertrand Russell
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