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Franchising the
Next Generation
Part 2: The rise of female entrepreneurs

The rise of women in franchising doesn’t appear to be stopping any time soon. Statistics from the 2018 bfa
Natwest Franchise Survey reveal that women are more involved with franchising than ever, indicated by the
fact 37% of new franchisees in the past two years have been women, as well as 65% of people employed
across the franchising sector being women.
It’s no secret that there is a shortage of female business owners, leaders and women in senior positions in
general. Through franchising, it has been made possible to become a business owner through the security of
an established brand and the support of a franchise network. All that is required is determination, drive, and
a will to learn, qualities that men and women possess alike.
Ruth Solomons became owner of domiciliary care franchise Right at Home Harrow in 2014, and is ecstatic to
see that there has been a rise in women who are realising their talent through franchising, and hopes to see
this trend continue.
“I am delighted to hear more women are choosing franchising.
“When I first joined Right at Home we didn’t have as many women in the network, but I’ve seen this change
in recent years.”
She continues: “Too many women underestimate their capabilities, and what we contribute into the franchise
network. Using the Right at Home model, I drew from my personal experiences to grow my business rapidly
within the first couple of years. So, I am pleased more women are feeling confident within franchising, to
know they can achieve the same level of success.”
The franchising ‘in business for yourself but not by yourself’ motto speaks to many who want to be the boss
but also enjoy being a part of a bigger team. Helen Bell, franchisee for dance school Razzamataz Sheffield,
relishes being part of the Razzamataz network, without compromising her entrepreneurial spirit.
“Being a franchisee has allowed me the freedom to be an entrepreneur but with support. The structure has
given me focus but it is not restrictive so I can be creative with how I market and build my brand in my local
area. One of the best things about a Razzamataz franchise is that we can grow without having to buy
additional territories or classes. By having regular support calls, I have been able to chat through my ideas
and Head Office have always been so encouraging, which was especially important in the early days.”
The next generation of franchising will bring with it excitement, innovation and new cultural action. The
industry is embracing much needed changes and accepting that diversity will springboard us into the future.
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Franchisee finalists
revealed
The bfa HSBC Franchise Awards takes place on June 27, 2019, at the Vox, Birmingham

The shortlist for the franchisee awards at the 2019 bfa HSBC Franchise Awards have been unveiled, and once again the
findings show the diversity within the sector.
Such is the proof of the changing demographic within franchising, as reported in the recent bfa Franchise Survey, there
are more young people than ever becoming franchisees.
With such a strong pool of talent applying for the Young Franchisee of the Year accolade, the bfa has decided to split the
category into two separate awards – Young Female Franchisee of the Year, and Young Male Franchisee of the Year.
As well as those two categories, people have been put forward for Business Transformation, second generation
franchisees who have taken on a franchise unit and flourished, Customer Engagement – going above and beyond for the
customer, Lifestyle – where people have managed to successfully manage their business and also have the work/life
balance that suits their needs, and Multi-unit, where the three shortlisted individuals have shown a clear passion for
business and scaling up operations within a franchise system.
The finalists are as follows:
Young Female Franchisee of the Year:
Jennie Mills – Rainbow International, Charlotte Eames – The Creation Station, Victoria Rigby – Home Instead Senior Care
Young Male Franchisee of the Year:
Steve Mullins – ActionCOACH, Craig Bishop – Snap-on Tools, Daryl Perkins – Card Connection
Customer Engagement:
Sarah Reeves – Bright & Beautiful, Berkeley Harris – Sandler Training, Kev & Amy Popat – Right at Home
Lifestyle:
Allison Malone – Stagecoach Performing Arts, John & Elaine Warburton – Barking Mad, David Hill – The Christmas
Decorators
Multi-unit:
Steve Morris – Speedy Freight, Mark & Joanna Butler – Tutor Doctor, Mark Sadleir – Window to the Womb
Business Transformation:
Simon White – Home Instead Senior Care, Gill Dawson – Molly Maid, Ed Pockney – Driver Hire
The winner of Franchisee of the Year will also be determined on the evening of the awards.
Pip Wilkins, CEO of the bfa, stated: “I was particularly pleased by how many exceptional case studies were presented for
our young franchisee category, so much so that we shortlisted six in this category and split it into two. This goes to show
the trend in our recent survey is continuing.”
Andrew Bratessani, Head of Franchising, HSBC, stated: “Well done to all the shortlisted franchisees in their respective
categories. To be recognised in this way proves how well the franchisee is working in ensuring best practice,
implementing innovative approaches and helping the wider community.”
The winners will be announced at the bfa HSBC Franchise Awards on June 27, along with the franchisor awards.
Click here to book your
place(s) to the awards
ceremony!
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The growth of small multi-unit
operations and what they’ll
mean for franchising
Pip Wilkins considers why people are seeing their futures through franchising and dissects the
new wave of multi-unit owners

People owning two or three units rather than a single unit is becoming increasingly common. This is primarily due to a
growing confidence amongst franchisees in their business and that the franchising industry is booming in general. But
what does an increase in multi-unit ownership show?
On a fundamental level, although the number of franchise units has risen by 10% since 2015 – now sitting at 48,600 –
the number of franchisees has remained consistent at around 20,000. This is in essence due to the jump of multi-unit
franchisees, from 29% in 2015 to 36% in 2018, as reported in the 2018 bfa NatWest Franchise Survey.
To me, there is no better signifier of an industry succeeding than individuals looking to not only remain in franchising but
upscale operations. Once people become franchisees, they stay a franchisee, eventually looking to establish multi-unit
operations, either with the same company or a different franchise system.
A nurtured business
In many cases I believe the reason franchisees are running two units, opposed to multitudes, are in part because the
franchisee hasn’t necessarily bought it with the intention of growing the business exponentially but nurturing it. It’s then
the natural next step for them to upscale, due to the time and hard work they have put into investing in the customers,
staff and business, and seeing the stability that comes with this. Becoming a multi-unit owner doesn’t always mean the
franchisee has relentless ambition and is driven by future goals. Qualities I believe are essential to being able to scale up
and do so successfully are good leadership, level headedness and positivity, as well as an element of drive and hunger. If
you’re able to emulate these qualities when running your own franchise and find that owning a second or third unit will be
beneficial to you and the opportunity becomes available, then go for it.
Reputation, referrals and requests
When growing a business over a long period of time, even just as a franchisee and without the wider brand awareness,
this can consolidate, nurture and increase the reputation of the brand. In turn, this can lead to out-of-territory enquiries if
there isn’t a franchise already in that region. It can be difficult for franchisees to turn down sure clients for future
business. This is a major reason for single unit franchisees to upscale as it allows for franchisees to see where the
business is coming from and take advantage of a whole new customer base while not biting off more than they can chew.
It’s fantastic to see franchisees reach this level of stability and reputation that they can take the opportunity to gradually
grow their business and develop themselves as multi-unit owners.
Legacy
While I praise the budding entrepreneurs who are spearheading the franchise industry, I’m also happy to see the single
unit franchisees who are the backbone of this industry start to grow their businesses and take on more units at a rate that
suits them, securing themselves a lasting legacy, the chance for higher financial stability, an optimal work-life balance and
the opportunity to experience running multiple operations.
I’m adamant when the next survey comes out multi-unit will continue to rise, with more people seeing the acquisition of
another unit as a natural progression, partly because of the fact people are younger, as well as those with a real drive to
own more and more systems over time.
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How do businesses remain
innovative while not
compromising on security?
London & Zurich explain how

With the arrival of recent innovations, new products and services on the market - particularly within the financial services
sector - security professionals are becoming increasingly aware of the rise of fraudulent activity, and now recognising the
need to remain competitive, without compromising on security.
With reports of cyber-attacks, identity fraud and the misuse of client information increasing every year, it’s no surprise
that more and more people are becoming increasingly concerned about security in general. The introduction of recent
legislation, such as the European GDPR and the Data Protection Act (2018), has meant that organisations and businesses
are now liable for their customer or client’s data should a data breach occur (legislation.gov.uk).
To combat these threats, the development of data protection and security measures within the financial sector will include
the use of geolocation data; to compare the location of the device used for the transaction with the location of the
cardholder. Several providers are also expected to introduce acoustic analysis into their call centre interactions, that will
analyse background noise during calls to determine the caller’s true location. ‘Tokenisation’ is another security measure
we expect to see more of in 2019, which is a process of replacing payment card data with secure, randomly generated
tokens. As well as this, we expect to see an increased reliance on biometric authentication, that will take the place of the
static passwords that many providers rely on.
But how can businesses remain innovative without compromising on security? Sam Pollard of London & Zurich said:
“Security has to be a core element of every system or process and embedded in all facets of organisational culture. Doing
so will not only allow for improved decision making on the quality assurance of any new products and services, but will
also lower the potential risks attributed to rushed decision making simply to remain competitive.”
All organisations that carry out financial services and activities must be FCA regulated, by law. The FCA issues regular
consultation papers, policy statements and updates on digital security - so it’s worth checking these to ensure they are
complying with regulatory associations that are relevant to them.
An effective way of reassuring clients about the security of their data is to regularly communicate key updates. “London &
Zurich is becoming ISO 27001 accredited, we have embedded improved security processes into our organisation. These
processes allow us to consistently measure and review the security of data in accordance with industry-wide standards,”
said Sam Pollard. “Not only does this help with transparency, but also to ensure we remain compliant.”
Similarly, your organisation may also wish to build trust with clients through active participation. This can be achieved by
responding to comments via social media, or by creating a support system that your customers can rely on. Innovation is
key to remaining competitive but means nothing if it causes you to lose client trust. If an organisation wants to grow,
innovation and security must go hand-in-hand.

Click here to visit London
and Zurich's website
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Four Ways To Spring
Clean Your Business
Get professionally fresh for the season

Wednesday the 20th of March marked the beginning of spring, after what was an up and down winter. We will finally start
to see flowers bloom, green trees and Pimms back in the supermarkets. For many, it is also the time for a spring clean! A
ritual taken on by many to clear the cobwebs, reorganise wardrobes and re-evaluate the mind and body.
Today, it can be used for so much more than clearing the junk from your home. Small businesses can also benefit in taking
a spring clean approach. It doesn’t hurt to shake things up and see what’s become stagnant, habitual and dusty in the
office.
1. A clean inbox
You might be thinking this is a simple one to start with, but I can guarantee it’s going to be a mountain for some people to
climb. There is nothing worse than coming to work on a Monday morning and seeing that you have tonnes of emails,
probably due to you not clearing it out for the last couple weeks or months. It is quite likely staff have hundreds and
possibly thousands of unread emails.
Delete the junk, reply to the outstanding and get some sub folders going. Unsubscribe to annoying newsletters too, and
keep the very best ones, such as Franchise Business Intelligence.
2. Where are the supplies?
One of the quickest areas in the office to clutter is the supply cupboard. Get the team to collectively clean and organise
this, because we all know it’s everyone’s collective mess! Clear out empty boxes and actually put away the folders, paper
and notebooks in their designated place. And maybe keep the staples and staplers next to each other…
3. Clean your desk, and keep it clean
Just like your house or car, you could have everything in pristine condition, but once the rot starts and you leave some
clutter around, the next thing you know, it’s a tip. This also relates to your desk. File away old documents, tidy up loose
sheets of paper, collect them and put them with other relevant documentation. Not only will this be therapeutic, it will also
increase your productivity and even well-being.
4. Paperless is a happier place
Aren’t you tired of seeing shelves of old folders throughout the office, filled with documents from about five years ago, with
no relevance to today? It’s this sort of clutter that needs to be dumped straight into the shredder. Digitising and refraining
from printing documents will provide a much cleaner and greener space, and make room for the business in 2019 and
beyond! However, it’s also important to note that you should declutter your digitised folders too and create a clean desktop
with organised and up-to-date folders, and to recognise that sometimes, work needs to be printed. For some jobs, it just
does.
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Tutor Doctor
on going global
We discover how Tutor Doctor managed to move across the pond
Tutor Doctor began its story in Canada after founder John Hooi had a vision of helping children who were struggling in a
regular school environment and learning methods. Tutor Doctor is now thriving in 17 countries, covering five continents
and has a network of over 450 franchisees. Here Frank Milner, Tutor Doctor President, explains what steps were taken
before entering the UK market and becoming a Superbrand...
How and why have you expanded into multiple markets? Why did you believe the Tutor Doctor franchise could
be replicated in other markets?
Education is a universal need. Access to education and one-to-one support with learning can, and does, change the
trajectory of children’s lives. This ethos, combined with the fact that the demand for supplemental support and access to
learning outside of the classroom environment is ever increasing, is the reason why we chose to expand our franchise
across the globe. We now have over 600 franchised units in 16 countries.
Our initial expansion from Canada to North America required limited additional resources due to geographic proximity as
well as language and culture being so closely matched. After successfully proving our model in the US, in 2009, we
ventured across the pond to the UK. It just seemed very natural to us that the UK would be our first bona fide foray into
becoming an international organisation.
What market research was carried out? Was there a gap in the market?
The private tuition market in the UK was, and still is, booming! We undertook thorough research, following a PESTLE
(political, economic, social, technological, legal and environmental) format to look at the market variation and to consider
these implications on the business model.
The analysis allowed us to envisage and then articulate through our marketing messages, exactly what Tutor Doctor could
bring to the UK. We studied the private tutoring industry and noticed that we could offer something entirely different to the
tired old model of centre-based learning. We could reassure business owners, tutors and families by providing them with
the added security of our business model.
Have you needed to make any changes to the business model to fit the new market? Any price changes?
To successfully break into not only a new country but also an entirely new continent, we had to evolve the model slightly to
align with the UK educational system and the British curriculum.
Territory demographics vary much more significantly in the UK than in the US. Results from the PESTLE meant that we had
to make minor tweaks to the pricing to properly reflect each territory’s specific demographic. This also directly correlates
with the hourly rate of our tutors.
In terms of external factors, we stay ahead of changes and updates to regulations that could affect our franchisees. We
also ensure we closely monitor economic forecasts and potential political or social events that are likely to have an impact
on our network. It’s so important as a franchisor to have up-to-date and relevant knowledge of your marketplace by being
front and centre. By way of example, Tim Morris, our Director of Global Franchise Support, sits on the Board of The Tutors
Association in the UK. This helps us stay on top of shaping policies for best practice to tailor the tools franchisees need to
succeed, based on emerging developments and key-messages for this market.
In 2018, we launched our bespoke online tutoring portal, Bramble. Almost immediately, it completely revolutionised the
way our franchise works, not just in the UK but worldwide. As well as enabling franchisees to target a wider customer base,
the system has more than doubled tutors’ efficiency because, rather than always having to travel from client to client,
there’s now an option to mix-and-match online and face-to-face sessions.
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Franchising offers a
springboard to apprentices
to get into business
National Apprenticeship Week ran from 4 - 8 March, hear from a successful
franchisee and their equally successful apprentice below
Lots of people don’t know what they want to do when they leave school, with many perhaps heading off to university as a
way of delaying thinking about what they want to do while getting more qualifications. As we all know, employers continue
to prioritise experience above all else, so getting on the career ladder can be very difficult.
They can be a great way to find your passion, learn valuable skills and build relationships. And it’s not just the apprentices
themselves that reap the rewards; taking on apprentices is also just as valuable to businesses as they are able to teach the
next generation and provide a springboard for potential careers in that sector of work. The franchising industry has always
been synonymous with learning and support, much like an apprenticeship. Good franchises encourage supportive systems
and being able to develop their network, evident from the 95% of franchisees who were satisfied with their franchisor,
according to the 2018 bfa NatWest Franchise Survey. 18% of all franchisees are now under 30, a figure tenfold of when the
stats first came out, and the industry continues to shift to become a young person’s game. But it’s not just franchisees that
benefit – many franchise systems offer apprenticeship opportunities, too.
An industry pushing for the younger generation
Many franchisors and franchisees take on apprentices as a way of introducing a younger generation into franchising and
receive the help they need for the business to grow. It’s also a great way for young people to see how diverse franchising
is, with businesses to find in all industries, from food and drink to pet services, from fitness to education and everything in
between. There is guaranteed to be something available to pique the interest of a young person just embarking on their
career.
Apprenticeships enabling people to live their professional dreams
When Jack Fisher left school in 2015, he set about looking for an apprenticeship: “I applied for a couple of apprenticeships,
but I wasn’t really sure what I wanted to do. I didn’t want to rush into something I might regret,” he explains.
Luckily, he met David and Liz Murray, a couple who started their InXpress Coventry franchise in 2008, a courier service,
whose business eventually reached a point where more people were needed. “We really liked the idea of apprenticeships –
the chance to develop a role tailored to our business needs, and at the same time help an apprentice develop while they
earn a formal qualification,” Liz explains.
“Liz and I have an ethos of working with people we can invest in,” David says. “We’ve both experienced working for large
corporations, and this is our way to give back.”
Learning inside out
The apprenticeship allowed Jack to learn about the company and practically implement everything to help him get hands-on
experience. He has also been able to apply what he has learnt from his accountancy studies to the business. “We wanted to
ensure Jack had a full experience of the business, so he was trained in all areas, from answering calls, to dealing with
customers, to inputting invoices,” explains Liz.
With his apprenticeship drawing to a close, Jack considered what path he should take: “When I finished my two
apprenticeships, I had a couple of options to consider. I could either go on to do the next level NVQ, or find full-time
employment, but what happened next really shocked me.”
David and Liz decided to made Jack the co-owner and director of their second franchise in Stour Valley. Liz explains:
“Buying a second franchise was a win-win! We keep Jack, who runs our business, plus we expand, while helping him to
grow.”
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Mother and daughter,
a loving partnership
As Mother's Day fast approaches - we thought we'd ask this mother-daughter
franchisee duo from Platinum Property Partners what it's like to work as a team

Alexandra Cunningham (L) & Alexandra Matchett (R) - franchisees for
Property Platinum Partners, Southport
How would you describe your partnership together?
Well, our partnership is first and foremost one of trust and respect for one another. From the very beginning, we
have divided our strengths and weaknesses as well as skill sets so that we both know our roles within the
partnership. This works very well as we both love what we do best.
In what ways has your mum/daughter been an inspiration to you?
It is lovely to work together and therefore spend time together. Because we know each other inside out we bring
out the best in each other, we inspire one another every day - to build a business, plan for the future and leave a
legacy together.
What have been the highlights of working together?
Being able to spend a lot of time together and allow our creativity to flow. We bounce off each other. For
example… when we view a property, we both have our own ideas in how to best develop it. We then sit down
and discuss all of our different options. Being an accountant, Alexandra can then quickly work out the financial
viability and before we know it, another project is born within a very enjoyable day spent together.
How will you celebrate Mother’s Day this year?
We are going to Chester Zoo this year! Myself, Alexandra and my granddaughter Bailee (10 years old). Three
generations! I hope Bailee will take over from me one day!
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FBI Case File:
Helen Bodiam
Get to know a little bit more about our Finance Manager
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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

April dates to add to the calendar:

"

17th - QFP - How to Motivate Franchisees - click here to book on
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Alone we can do so little;
together we can do so much.
— Helen Keller
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