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The Milestone Edition

Razzamataz
turns 20

The bfa speaks to Denise Hutton-Gosney (Founder &
MD) about how the brand will celebrate this
milestone, what it attributes to its success and also
impart some advice to new businesses

A look at the bfa's
accomplishments
over the last decade

It takes years to
build a brand
But can take only one bad tweet to damage it

Employee ownership,
one year on
Guy Singh-Watson of Riverford Organic Farmers discusses
the company's experience of going into employee ownership and how business is booming!

42 years in existence, what has the bfa been
doing over the last decade?

One year of FBI:
A look back at past editions

Home Instead
Senior Care
celebrates 200th
franchisee

We've been coming to your inbox for a year
now. Take a look at what's changed.

bfa FBI Case File
Learn more about our PR &
Communications Manager, Patrick Hulbert
(who's been here for a year in August!)

New Member Q&A:
Endura Roses
The bfa speaks to one of the newest members to
have joined the association. Learn who they are,
what they do and why they joined.

This month in history
Some key historical dates in July that'll
refresh your trivia knowledge!

Employee ownership,
one year on
A huge challenge and change, but business has soared for Riverford Organic Farmers

Self-confessed veg nerd, Guy Singh-Watson, has over the last 30 years taken Riverford from one man and a
wheelbarrow delivering homegrown organic veg to friends, to a national veg box scheme delivering to around 50,000
customers a week. Guy is an opinionated and admired figure in the world of organic farming, who still spends more
time in the fields than in the boardroom. Twice awarded BBC Radio 4 Farmer of the Year, Guy is passionate about
sharing with others the organic farming and business knowledge he has accumulated over the last three decades. His
video rants have provided a powerful platform to do this, with a video on pesticides going viral on Facebook, reaching
5.6 million views and 91,000 shares. His weekly veg box newsletters connect customers to the farm with refreshingly
honest accounts of the trials and tribulations of producing organic food, and the occasional rant about farming as well
as ethical and business issues he feels strongly about.
In June 2018, Guy handed over the reins of Riverford to its staff, choosing employee ownership as the model that will
protect Riverford's ethical values forever and ensure the security of its employees.
“When I first asked our staff about employee ownership in 2003, with the suggestion that it could be financed by them
forgoing their annual profit share for 20 years, they told me where I could stick it. Perhaps they saved us from another
Animal Farm.
"Soulful musings among the cabbages rarely prove good guidance for business practice. Ideas for radical change need
to be challenged, rethought, and challenged again to avoid the dangers that come with all ideological dogma.
"We spent the intervening years, and particularly the last four, researching, consulting and challenging each other –
until we were sure what we wanted and why, understood the gulf we needed to cross to get there, and had planned
how to cross it. Particular credit goes to our people director Charlotte Tickle, managing director Rob Haward, co-owner
council and external trustees, who methodically developed the governance and culture to turn my dreams into a
working reality.
"On June 8th 2018, Riverford became 74 per cent employee owned. It was the happiest and proudest day of my life.
As one co-owner councillor, Scott, said: we are creating a microcosm of the world we’ve always wanted to live in.
The last year has shown what an incredible job we made of such a massive and challenging transition. I see it on the
faces of co-owners every day; I hear it in the engagement, pride and dignity that comes with being able to influence
your own daily life and destiny, and share in the spoils of your work; I see it in the personal, often challenging, growth
that many co-owners have undertaken, sometimes surprising themselves.
"So far there is no sign of unduly cumbersome consultative decision-making, with the newly empowered showing an
extraordinary responsibility that shames Philip Green. More tangibly, our sales, cost controls and margins have never
been better, providing evidence for my long-held belief that conventional ownership, and the cynical management that
too often accompanies it, wastes huge amounts of human potential.
"The biggest gain has been in IT. After years of being driven to distraction by underperforming external consultants,
we now have our own team who deliver projects that work, on time and on budget, while being a joy to work with.
Their latest brainchild, our new app (free on the App Store and Google Play) is brilliant - even I find it easy to use.”
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It takes years to build a brand
and one bad tweet to damage it
By Nick Strong, Franchise Intelligence

Warren Buffet famously said: “It can take 20 years to build a reputation and only five minutes to ruin it. If you think
about it you’ll do things differently.”
Social media is often a conundrum to franchisors and franchisees. Everyone that joins a franchise is invested into the
brand and themselves. No-one wants to join a franchise with the objective of ruining their own or the brand’s
reputation. However, expertise in the social media arena can be patchy, which creates risk.
No one invests into a franchise to be a social media expert but increasingly clients are expecting it
Social media is considered a necessary evil to some, an opportunity for others and a no-go area for many. This includes
franchisors as well as franchisees. The result is inconsistency and a lack of clarity which is not good for the brand or its
business.
To be effective in the area of social media franchisors need to lead with confidence. This can be difficult if social media
is little understood in the commercial context by senior staff at the head office level.
Inactivity and a lack of leadership from the franchisor in the arena of social media can lead to frustration on the part of
franchisees and would be clients. So there can be opportunities missed where clear leadership is not taken around this
area. So how can franchisors move forward with confidence?
The key is to simplify the process
Below is my suggested step process
1. Ideally franchisors should invest into themselves so they understand where social media fits into the marketing mix
in a way that supports leads, sales and recruitment. This know-how will help develop confidence to make decisions and
create a budget.
2. Work with an expert in the area of holistic marketing development to identify the opportunities.
3. Find the right technology to support the plan is key. We have built *SocialHANDLER.online to support this process. It
is an online system that enables head office or its agency to build and send social media campaigns to franchisees for
them to publish to their own following.
4. For those franchisees and staff that want to publish through social media for the brand, make sure that they are
trained. It’s also useful to have a monitoring gateway. This can protect franchisees and staff from unwittingly publishing
poor or offensive content.
5. Measure engagement. Increasingly people considering buying a franchise or local goods and services from a
franchisee will look at the social media buzz around the brand and its people. Getting social media consistently right
across all voices in the brand supports buyer confidence and sales.
6. Be sociable. Social media is about sharing and engaging with people. It’s a way of getting to know people and
building trust that leads to conversation and sales.
Buyers are more in control
Increasingly potential franchise buyers and local clients are doing research about the brand, its ratings and its people
before making contact with the franchisor or the franchisee.
It is therefore vital that the franchisor leads franchisees and staff effectively when it comes to creating a quality and
consistent digital identity though social media.
Leading in the area of social media has therefore never been more important for franchisors.
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Razzamataz turns 20
The bfa speaks to Denise Hutton-Gosney, founder & MD about the company's roots and its future
Razzamataz will be 20 years old next year. How will the brand be celebrating?
Every year we host a Conference and Awards evening that is full of special surprises such as a fire walk and cryptic chase.
In keeping with the Razzamataz tradition, there will be a number of secret reveals that will happen throughout the event
in January. The day event will be held in a spectacular venue with breathtaking views of London and a secret venue will be
unveiled for the evening awards celebration. What can be announced is that Penny Power OBE will be a special guest
motivational speaker and will be part of the company’s new Growth Hub incentive. We have also heavily invested in a
number of new products that will be rolled out to the schools in 2020 as well as plans to franchise overseas. We also
launched a new franchise called Razz Early Years and after the success of the initial pilots, we are now taking on further
franchisees and really looking to grow this area.
Looking back, what would you say has been your proudest moment as a franchisor?
The best feeling in the world is watching our students’ progress. Many come to us with very little confidence but it is
amazing how they very quickly overcome it to confidently stand on a stage to sing, dance or act. Razzamataz was created
with a simple dream, to make performing arts available to all young people no matter their background or circumstances
and it is wonderful to see that happen. I’m also very proud of our franchisees. Take Nick Furlong and Gemma Hextall who
bought resale franchise Razzamataz Sutton Coldfield in September 2015 when they were in their final year of university.
After a week’s intensive training they took over the school with 38 students. After they applied all their learnings from
training, they re-launched and today have more than 300 students. We also have a franchisee who won two awards in the
bfa awards, beating stiff competition from household names such as Costa. Being a mum of two boys means that my
business must be able to work around my lifestyle and it is so rewarding that through franchising, I can help other working
parents find that life/work balance. Many of our franchisees have young children and some also have children that have
complex additional needs, so the flexibility that we offer is vital for them to maintain a career without compromising their
family time.
One of the things that sets Razzamataz apart from its competitors is our commitment to charity. The scholarships in
association with The Stage newspaper are worth circa £30,000 a year and goes towards the impressive total of circa half a
million pounds in grants and scholarships raised since the beginning of The Stage partnership. We also have our own
charity, Future Fund, which helps finance our students through further education and college. We have given our students
thousands of pounds to help them go on to study and that’s an amazing legacy to have, and one which I’m incredibly
proud to be a part of.
If you could do anything differently, would you?
Of course, I have made mistakes, but I have definitely learnt from them and become a better franchisor because of them.
Initially, I was so keen to grow the brand that I took on franchisees that I had my doubts about. I now know exactly the
type of people that I want in the network, which has created a hugely positive environment for everybody. I’m not sure
that I would do things differently though, because these setbacks are the things that teach you and make you stronger in
the end so although it is hard at the time, I am grateful for what I have learnt.
What or who would you attribute the success of Razzamataz?
It is truly a team effort including all the Head Office staff, our team of consultants and of course our franchisees. We feel
that one of the reasons Razzamataz continues to grow and flourish is because we are constantly looking at new
opportunities and are not afraid to continue to ask ourselves how we could be doing better and what is missing from the
market. This has led us to introduce a number of new products over the years, offering the students more opportunities to
fulfil their dreams and creating increased revenue streams for our franchisees.
What advice would you give to startups who aspire to be celebrating a milestone such as a 20th business
anniversary?
To achieve success, you have to have passion and 100% belief in your product. It won’t always be easy and you will be
working more hours than you thought possible but if you love what you do, it won’t feel like a chore. The only way to grow
as a business is to make sure you invest in the people around you. It is not always about money either, we really
appreciate the people who work with us so we make sure to show them. Our PR manager recently broke her foot so we
sent her some flowers to cheer her up and let her know we were thinking of her. These small touches create a family
around you so everyone is much more willing to pull together as a team through the good and the bad.
How has the franchising industry changed since you have been involved?
I think the perception of franchising has really changed. We have many young franchisees, straight out of college, who
chose the franchise route because they see all the opportunities it can offer. It used to be seen as something to do if you
didn’t know what to do but now it is an exciting career path for young entrepreneurs.
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bfa milestones in the last decade

Incredibly, the British Franchise Association (bfa) has spent 42 years old as the ethical body of the franchising industry, and is
continuously looking to develop ways in which to strengthen the standards of the industry, and the people who represent it.
It’s easy for an organisation that has been around for over 40 years to be perceived as ‘dated’ or ‘stale’, so for the last decade, the bfa
has worked hard to direct the organisation into a new era, one that is synonymous with education and inspiration, steering UK
franchising to the forefront of the minds of a new generation.
Below are only a handful of examples of what the bfa has done in the last decade to propel franchising into the future.
The Franchise Trust
Milestones includes the creation of The Franchise Trust in 2010, a UK franchise charity that hopes to support the next generation by
offering training and employment opportunities to people from less fortunate backgrounds to enable them to thrive in the franchising
industry. The trust was relaunched this year, and will be introducing various exciting initiatives, the latest being an industry-wide
franchise cycle called ‘The Great Franchise Cycle’ which will take place during the month of August.
QFP
The introduction of the prestigious QFP qualification in 2011 was a pivotal moment in bfa history in boosting the association’s mission
to be the voice of ethical franchising. The qualification was specially developed for people working within the franchising industry who
wish to demonstrate their desire to heighten their experience and understanding of franchising. So far, nearly 150 franchise
professionals have achieved QFP status, cementing their position as leading industry experts.
Franchise Training Academy
The introduction of the Franchise Training Academy (FTA) last year was designed to be the hub for our various training and educational
initiatives, such as our QFP qualification and year-round educational seminars. Other learning opportunities made available under the
FTA are the Prospect Franchisor and Franchisee certificates. These online modular videos were created in partnership with leading
industry figures, with the aim of aiding people on their journey into franchising.
At the bfa’s heart are standards. With each initiative, collaboration and event, the bfa looks to provide quality services, allowing each
person to share their experience with us to have a positive journey in franchising.
And there has been so much more. The company has launched its social pages, it is now committed to digital marketing
campaigns to add value for its members, and it has much more in the pipeline. Here’s to another 10 years.
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Home Instead Senior Care
celebrates 200th franchise office
By Ruth Brown, Director of Business Development, Home Instead Senior Care

Home Instead Senior Care was delighted to recently hold a prestigious gathering at Chester Cathedral to celebrate the opening of
its 200th UK franchise office in Dorchester and to welcome new franchisee Romesh Dharmasingham.
This is a significant milestone in the company’s history and guests from the care and franchise world attending the event included
Martin Jones, CEO of Home Instead UK, Dave Banark, COO of Home Instead US & Canada and the CEO of the British Franchise
Association, Pip Wilkins.
Home Instead UK was established in the UK in 2005 to provide quality home-based care and companionship; it has since grown into
the UK's leading quality home care company supporting 14,000 seniors across the country.
Our mission is ‘To become the UK’s most admired care company through changing the face of ageing’.
Key to the growth of Home Instead Senior Care is the creation of collaborative networks and common goals centred on our mission
statement, with new and existing franchisees sharing a passion for the vision and values.
A large network requires a robust management structure and strong, supportive National Office team which is available to all
franchisees.
Together with the Senior Leadership Team, I am focused on creating a culture of collaboration across the Home Instead network
that drives growth and success for everyone and to help them to realise the benefits of the brand’s mission.
We recognise that it is incumbent on us, the National Office team, to provide resources and skills that enable franchisees to grow.
Franchisors need to provide a framework to ensure that ideas can be shared and developed with franchisees whatever their stage of
ownership.
All our efforts as the franchisor are focused on building and strengthening the relationship with our franchisees, so that they in turn
can build strong relationships with their teams, their clients and other franchise owners in the network.
We have and always will listen to the network as we continue to develop the Home Instead brand here in the UK.
Home Instead recognise the importance of connecting people and that as one, they are much stronger than a collection of over 200
individual offices.
National office provides a large number of initiatives, as well as ongoing support with franchise councils, groups which encourage
collaboration on various areas including marketing, technology and human resources. We provide a wide range of training courses,
coaching and mentoring to inform, educate and encourage franchisees to work towards our shared vision as the franchise continues
to grow.
At the celebration of the 200th franchise Pip Wilkins, CEO at the bfa perfectly summed up the importance of support and
collaboration in growing a franchise network, she said: “Huge congratulations to Home Instead on reaching such an impressive
milestone.
“Sometimes people who are involved in strong, successful franchise systems don’t always realise what an inspiration and example
they really are. When you see a business that has an eye on the future as well as the present, never standing still, and above all,
franchisor and franchisees working together for the good of the whole network, it truly is a great example of how franchising should
be done!”
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A look back at FBI
FBI has been running since last July. Let's take a look back at a few edits to see how it's evolved...

July 2018 - The Winner's Edition
The first edition of FBI - had the stories of the bfa HSBC Franchise Award
2018 winners, as well as insight and advice articles from the winner's from
the inaugural bfa Affiliate and Supplier Awards. FBI was delivered fully in an
email at this stage and you could also view it on the bfa's website.
Take a trip down memory lane and view this copy here

November 2018 - The New Edition
After several highly popular editions, we decided we wanted a make over
and so the interactive PDF format came to fruition. This edition featured a
recap of EWIB and the World Franchise Council Meeting in Cairo. There
were also expert led pieces on franchisee engagement, branding top tips
from Hamilton Pratt and we looked at the winning bakes from the bfa's
Bake Off.
Have a read of this copy by clicking here

April 2019 - The Big Business Edition
Many months into the new format and FBI has really grown into its own,
with the recurring series 'Franchising the Next Generation' presenting a
focus on a young multi-unit franchisee, regular new member Q&A's (this
month was Haus Maids) and also the case files of bfa staff members.
There's a stress management article contributed by Bodystreet and
Stagecoach Performing Arts share its insight and advice into going
international.
Read all about it here
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New member Q&A
The bfa interviewed Paul Davies, Franchise Director at Endura Roses, about what their
business is and how it came about, on their decision to join the bfa, and their future goals

Tell us about the business.
Endura Roses operates stores and kiosks, as well as concessions in large department stores. We are the only Preserved Rose retailer to give
our customer a huge range of colours and designs to choose from. Our design team work earnestly in our creative studio to bring the latest
trends in gift and interior decoration solutions, delicately selecting only the best roses to enhance your design.
With our dedicated research team, we are passionate about staying at the forefront of product development. Endura are the only company to
develop our own subtle fragrance to enhance the natural experience of owning an Endura product. We have something for everyone; browse
through our range of individually crafted gifts, from a striking single rose, lovingly packaged to give the ultimate romantic
gesture. Bouquets of amazing roses and flora giving you years of beauty, to diamond cut glass exclusives that bestow a lifetime of beauty and
love.
Where did the idea for Endura Roses originate?
Epiphanies always strike at the strangest moments, and we certainly weren’t expecting ours to strike when it did. It was at the end of a
journey that a new chapter began for the people behind Endura Roses. Passing through a busy airport on our way home, we found ourselves
looking for some flowers – something beautiful to hand to the family waiting for us. But, as we scanned the flowers on offer, we noticed how
tired they looked – far past their prime, and certainly not how we wanted to celebrate a long-awaited reunion.
Why have you decided to join the British Franchise Association?
For us, the bfa is extremely important and increasingly relevant to contemporary UK franchising. It differentiates the wheat from the chaff,
reassures buyers of Endura’s ethical stand towards building an equitable and sustainable business and offers support and kudos to its group.
Have there been any bumps in the road to becoming a franchise?
The greatest challenge has always been that this is a revolutionary product, ensconced within a young brand. 99% of the franchise
community and general public will have seen nothing of its kind, natural flowers that can last a lifetime, so our challenge is to educate,
stimulate and inform.
What sets Endura Roses apart from the competition?
Simply put, we have a truly unique concept that would be very difficult to duplicate. Therefore, franchisees can take confidence that after
three years, R & D and travelling the world by founder, Awais Babar, to set this up, they will have little or no competition.
What’s are some of the long-term goals for Endura Roses?
In the UK, Endura will open only circa 20-25 outlets within the premier shopping centres or concessions within top end majors, like Selfridges
and Harvey Nicholls.
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This month in history
Refresh your trivia knowledge with these key dates in July

5th July 1996
The very first cloning of an animal was revealed on this day by scientists at the Roslin Institute in Scotland.
This animal was called Dolly the sheep.
8th July 1889
The Wall Street Journal was published for the first time.
9th July 1941
The Enigma Code was broken by Alan Turing and other cryptologists at Bletchley Park.
11th July 1985
The Coca Cola company introduces 'New Coke' (a reformulation of the the original drink) which is cited as
"one of the worst marketing decisions in history"
13th July 1985
Live Aid takes place across the world in London, Philadelphia, Sydney and Moscow to help raise funds for
famine relief in Ethiopia.
20th July 1969
The Apollo 11 astronauts are the first humans to land on the moon and Neil Armstrong and Buzz Aldrin are
the first humans to set foot on the moon's surface.
23rd July 2018
Caitlin Cook (PR & Communications Executive) joins the bfa.
29th July 1981
Prince Charles and Lady Diana marry at St. Paul's Cathedral.
30th July 1966
England win the World Cup at Wembley Stadium, 4 to 2.
30th July 2018
The very first edition of Franchise Business Insights (FBI) is released.

PAGE 08

FBI Case File:
Patrick Hulbert
Meet the public relations guru, Patrick Hulbert
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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

September dates to add to the calendar:
3rd - Affiliate Forum
4th - London/South East Forum
10th - Northern Forum
10th - Prospective Franchisor Seminar (Glasgow)
10th - Prospective Franchisee Seminar (Glasgow)
11th - Scottish Forum
11th - Scottish Social Evening
12th - Scottish Business Breakfast
17th - South West Forum
18th - Midlands Forum
19th - PR & Social Media Specialist Seminar
24th - Prospective Franchisor Seminar (Manchester)
25th - Prospective Franchisee Seminar (Manchester)
26th - QFP - How to Motivate Franchisees

Do not judge me by my
successes, judge me by how
many times I fell down and
got back up again.
- Nelson Mandela
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