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The Brexit Effect on
Franchising...
Dave Galvin QFP, Managing Director at d&t, shares his opinion on how Brexit could
affect the franchising industry
How will Brexit affect franchising? That’s the billion-dollar question (or £17.2 billion according to the bfa
NatWest 2018 Franchise Survey, as this size of the contribution franchising now makes to the UK economy).
Currently we are seeing a few general and some more specific issues, particularly in relation to franchise
funding. But, at the end of the day, common sense must prevail and we must have faith that franchising as a
collective business model is robust enough to cope with whatever the future holds.
Certainly, at the moment, the banks are being more cautious about lending. They are paying more attention
to their risk and exposure levels. We heard of one asset finance lender recently which has pulled back from
franchising. A surprising decision, taking into consideration that statistically franchising is one of the safest
ways to start a business using a proven business model.
There have also been a couple of situations where asset finance lenders for equipment purchase, where the
supplier has been based in Europe, have ceased lending to buy from that manufacturer. Again, this is a
questionable decision as asset finance companies rely on having a good relationship with suppliers so if
equipment does become faulty it can be fixed or replaced. This won’t change post Brexit. However, both of
the examples above do illustrate a general level of uncertainty in the marketplace.
So, what has caused this reaction from our financial institutions? Look no further than our current social and
economic uncertainty. The power of the unknown has seeped through us at every level, from housing,
consumer spending and of course business.
Post Brexit we may experience some delays in the supply of goods or equipment from the EU and as our
motorways are keen to remind us, backed lorries at UK ports, but as we are one of the largest trading
partners for most countries in Europe, these delays will be short term and temporary.
Franchisors need to be positive about the future but at the same time continue to work on the areas that
matter most to their businesses. One franchisor who recently had a franchisee failure said "Well, to be
honest, we weren’t sure about him when we took him on". It may only be one failure out of one hundred
franchisees, but this can influence the banks and cause lenders to be more cautious. It may damage the
brand and could result in long-term issues. Therefore, keep doing what you know: recruit and train the best
and strongest franchisees. More than anything, be patient.
In addition, encourage franchisees to take responsibility for the success of their own enterprises too. The
franchising business model has been developed to be successful over time and easily replicated and if
franchisees put in the effort and follow the processes, success will follow. Too often business owners look for
a silver bullet, over hard work, grit and determination.
Brexit is resulting in a one or two ‘odd’ decisions. However, we must avoid a self-fulfilling prophecy and avoid
talking down what is to come. So, my message to franchisors is: don’t panic, the franchising industry will
survive, banks will continue to lend to the best and most suitable franchise systems, and we will all be here
next year, talking about the finer points of our exit from the EU and laughing about all the fuss it’s caused.
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Five Top Energy-Saving Tips for
Your Business
Utility bills form a large part of a company’s overall costs, and as energy prices continue to rise and new legislation is
introduced, it’s important to look for ways to become more efficient. Supplier Member Inspired Energy shares its top
energy-saving tips to help bolster your business’s green credentials and save you money

1. Create a Utility Plan
Having a clear picture of your utility consumption is the first step to efficiency. A comprehensive utility plan, which
includes information on consumption and contract renewal dates, can help you pinpoint your efficiency goals, and
prevent you from falling foul of default rates, which are often poor value.
We understand that time is precious for business owners and many don’t have time to focus on their utility usage. In
fact, a 2018 report from Ofgem showed that 53% of businesses hadn’t engaged in the energy market during the past
12 months. Working with a credible intermediary gives you access to energy experts who understand the complexity of
the utility market, so you don’t have to. Tracking electricity, gas and water prices on a daily basis and searching the
marketplace to find the right contract to suit your business’s needs takes a lot of stress away from your business.
2. Switch on to Smart Lighting
Lighting makes up a large proportion of a building’s electricity use, so a few small changes can make a world of
difference. Consider switching to energy-saving LED lights, which use up to 90% less energy than traditional lighting.
Of course, in an ideal world, everyone would switch lights off when a room is not in use, but by installing motion
sensors, you can make sure that unoccupied areas aren’t being lit unnecessarily.
3. Get Smart Meter Savvy
Using a smart meter gives you control over your utilities by allowing you real-time access to your usage in pounds and
pence. A smart meter will take meter readings, so you don’t have to, and you’ll only be billed for the energy you use no more estimated bills! We work with suppliers that offer free smart meters and can arrange installation for you.
4. Get Staff on Board
Getting the workforce engaged is crucial to an energy efficient workplace. It might sound simple but encouraging
behavioural changes can make a big impact. Try creating promotional posters to get staff involved with energy saving
measures like switching off equipment. For example, turning your printer from standby to off overnight for a year could
reduce your CO2 by as much as would be produced by driving from Cambridge to Paris and back again.
It’s also important to educate staff on the scale of the issue. Staff who are aware of the importance of sustainability
and the role they can play are more likely to take a responsible approach to consumption.
5. Go Green with Renewables
Economic and legislative pressure has led to more and more businesses investing in renewable energy products, with
80% of businesses planning to generate a quarter of their electricity on site by 2025.
On-site generation brings many benefits but is not practical for all businesses. As independent industry experts, we can
guide you through the process, checking what is feasible within your organisation and finding the best solution for your
business.
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Why be Lean?
Jasmine Archer, bfa Marketing & Comms Officer, looks at the Lean process in Lean Six Sigma

“Life begins at the end of your comfort zone” – Neale Donald Walsch.
As we all know, the economy is never stable and businesses are always adapting
their services and products to manage this. There is more competition than ever
before and even more scrutiny from the peering eyes of social media and the
ever growing expectations of consumers.
Globalisation means that we are no longer restricted to selling our goods and
services to one market and with information spreading like wildfire, it is even
more important to be concerned not just with local competition but also foreign.
This less traditional form of business causes us all to rethink processes in order
not just to compete but to evolve, too.
Evolution is not new to mankind. We saw it with cavemen and the struggle to
catch fast prey. This led to the use of a stick, to the creation of the hunting
javelin and with the addition of a sharpened stone to the end of the javelin, the
cavemen had a higher chance of catching their food.
Remember, we are not cavemen, we have a wealth of information and a range of
talented individuals in each organisation which means that improving processes
and systems is easier than ever; all you need to do is know where to start.
The first thing to do is to establish a baseline and map out the improvements.
PDCA is an iterative four-step management method used in business for the
control and continuous improvement of processes and products. It is also known
as the Deming circle, the Shewhart cycle or plan–do–study–act.
The circle can be used and adapted for several different ideas or challenges that
are faced in an organisation as it really provides insight to what issues there are.

Plan - this is the point where brainstorming comes alive. This stage involves identifying problems, looking at current processes and
thinking of ways to reach the desired outcome.
Do - this stage looks at eliminating deficiencies and thinking of how to maximise performance. Testing is a huge part of this phase and
usually a root cause analysis tool (fishbone see image below) is used to really understand the causes of the deficiencies. This is where
you can look at the individual factors involved in creating your product or service.
Check - This can only be done when a ‘new test’
process has been carried out and trialled. In this check
phase, measuring and monitoring are the key factors.
This is where data comes into play and any new
methods adapted in the ‘do’ stage that correlated with
the root cause analysis should be measured and
compared with data to assess if there has been
improvement.
Act - Once a process has been selected after
incorporating corrective actions, this can then be
shared, re-deployed and taught amongst the
workforce. Remember, this is not a one time fix, the
clue is in the word, continuous improvement. The
factors in the fishbone will be ever changing and so it is
vital to monitor and check new processes while looking
for solutions to improve. Next time, we will be diving
into the benefits of lean for the workforce and why it is
necessary to push against the resistance to change.
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Is Black Friday all that it's
cracked up to be?
Il Gusto's Managing Director, Richard Mosconi shares his insights into the November consumerist
tradition Black Friday and whether it's useful for your business or not

Black Friday is an American invention that seems to have taken hold in the UK and become a reason for retailers to
embark on a frenzy of discounts and pre-Christmas sales. There is no doubt that the last quarter of the year is hugely
important to retailers and for some it can be the difference between make or break.
Whether or not you decide to participate in Black Friday is, ultimately, down to you. Your decision will be based on the
nature of your business, and what you wish to offer. If you are a retailer of large ticket items, a flat screen TV for
example, offering a discount may well help you to clinch a sale. For others, though, the fear of missing out on sales can
become the driving force. With the plethora of discounts on offer it is not surprising that some customers only start their
Christmas shopping once the Black Friday deals are out, which only puts more pressure on retailers.
If you do decide to participate, it is important to understand why you are doing it and to think carefully about how much
of a discount you are offering. There is a danger that you can end up devaluing your brand if you reduce your price too
far, which can affect your sales throughout the rest of the year.
Il Gusto has never participated in Black Friday events. Our product offering, namely quality spirits, liqueurs, oils and
vinegars, does not lend itself to being discounted and we have found that our customers do not respond well to flash
sales. That is not to say that we do not have special offers in store, because like all retailers we do. Festive offers on
stocking fillers and our best-selling triple carre stackable bottles are always well received. We prefer to focus on providing
customers with good value products throughout the year rather than trying to make a quick sale.
It is interesting to note the media coverage that this year’s campaign by some fashion brands for Green Friday has
received. The campaign actively encourages customers to spend the day looking for items that they can mend, recycle or
sell, rather than embark on a mass shopping spree. Part of our marketing strategy throughout the year is to highlight to
our customers that we offer a refill service and this is something that we are promoting in our Christmas digital marketing
campaigns. It will be interesting to see whether any other retailers choose to highlight their green credentials rather than
focus on making a sale.
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From Franchisee to Franchisor …
then in to Frying Pan
Matthew Snell, Managing Director of Trophy Pet Foods and formerly owner/operator of Trophy Swindon &
North Wiltshire, on changes in the network

Every franchisee believes they can run the national business better than the franchisor, or at least as franchisors, you have that one
franchisee who contacts you five times a day trying to influence the direction of your business. What happens then when the business’s
founder of 28 years steps down along with the leadership team?
The usual adverts go out to specialist franchising recruitment teams, along with an obligatory copy of the advert to the existing network
for transparency. What followed were outstanding applications from outside of the network, along with three existing franchisees. One of
these was from an active six year franchisee.
Long story short, this internal applicant survived the recruitment process and was given the challenge of taking a steady, but perhaps
dated, 28-year-old brand, and transition it into a new and vibrant opportunity.
So, what does it take to go from franchisee to franchisor? Here are some top tips:
1. Embrace and own it.
Whether it’s fighting fires, dealing with irate franchisees, threats of litigation and even finding the odd skeleton here and there, it’s not
going to go away unless you accept accountability. You can only throw the previous leadership team under-the-bus once. I hang on
tightly to the saying, ‘You can’t have flowers without rain’. Don’t endure it, own it.
2. Learn to listen.
You don’t get this opportunity without a vision that you can articulate to the stakeholders. But never pretend you know it all. I’m proud
to have a mentor in my life, and to be a mentor. The network will be full of trepidation, but this will be combined with excitement as they
will sense the imminent opportunities and they will be a fantastic source of inspiration and ideas. The QFP course provided by the bfa is
too modestly marketed, it’s simply an essential source of learning. But ultimately, never forget to listen to your instincts.
3. Trust your yourself.
I will not pretend to be the perfect business leader. Have I faced every conceivable business challenge and passed it with flying colours?
No, absolutely not. Embracing the responsibility for such a major business transformation will require excellent strategising and planning.
But without sharp instincts, the ability to think on your feet, and the willingness to proactively react to adversity, it will be a long and
difficult slog.
4. Feed your instincts.
Your instincts are key. Find time to rest and most importantly, in my view, read and absorb as much as you can. I can’t promise you that
you be able to list a multitude of practical examples where you have cognitively used these learnings, but you will find, upon later
reflection, that you will able to track some of your most amazing and influential decision making back to this investment in your time and
ultimately your network's success.
5. Articulate the vision.
STOP justifying why things need to change, START making the vision of the future clear in everyone’s minds. Justifying change is simply
a waste of energy and a distraction. Vision articulation, to all levels of the business, is now fundamental to your success. Be clear about
what success looks like. Once you have this in vibrant Technicolor, Dobly 7.1 surround sound, and super charged with energy and
emotion, make sure your world knows about it.
If you are facing a similar or related transition challenge; I’d like to leave you with my favourite quote, as it’s worth hanging on to:
“It always seems impossible until it’s done” - Nelson Mandela.
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Four Things That Seasonal Franchise
Owners Need to Consider
Graham Barlow, Managing Director of Tech4T, provides insight into what a franchisee should be considering
if they're going to take on a seasonal franchise

With the festive season approaching, thousands of seasonal franchises have once again kicked into gear across the country. They could be selling Christmas
trees and decorations, sweeping chimneys or catering parties.
Seasonal franchises like these are an attractive proposition, allowing franchisees to tap into a busy buying period while freeing them up for the rest of the
year. But successfully running a seasonal franchise involves more than making hay during a three-month peak. Here are four things that seasonal franchisees
should consider to optimise their operations.
Budgeting for the full year
A franchise might be seasonal, but it incurs expenses throughout the year. Rent, supplies, loan payments, insurance and staffing could be ongoing costs. Your
budget must account for these outgoings for the full year, not just for the high period during which all of your revenue is generated. Start by calculating the
minimum requirements for your franchise to exist – your fixed expenses and variable costs. These are the outgoings that simply must be covered by your
seasonal profits.
Building a customer base outside peak times
Once the busy season is over, it can be tempting to rest on your laurels. In reality, this should be the time when your customer acquisition efforts really kick
into gear.
Franchisees who overlook the necessity of a year-round acquisition strategy run the risk of entering the peak period undercooked. Given that the revenue
you generate in high season has to cover sundry expenses throughout the year, failing to cash in will affect the sustainability of your franchise.
Investing in a marketing strategy that keeps you front of mind
Marketing plays a huge part in the success of any franchise, seasonal or otherwise. Indeed, 21% of franchisors who have rejected a franchise application did
so because the franchise candidate lacked sales or marketing experience, according to the bfa NatWest 2018 Franchise Landscape report.
While much of your marketing budget will be set aside for high season, tactical campaigns – whether direct mailers, newspaper adverts or Google Ads –
should be executed throughout the year to keep you in mind as peak approaches.
Selecting a sustainable location
Perhaps the most critical factor of all. No franchise can survive in a territory with insufficient customers.
Of course, this does not apply exclusively to seasonal franchises with physical premises. Gardeners, cleaners, party planners – all need to understand the best
geographic area in which to market their product or service.
Critically, the sustainability of a territory is not necessarily related to population size. To give an extremely simple example, a chimney-sweeping franchise
might be based in an area with hundreds of thousands of residents, but if few of those residents live in a property with a chimney, the franchise is doomed
from the outset.
Conclusion
There’s no doubting the viability of seasonal franchises. In the right hands, they can be extremely effective. But if a seasonal franchise is to be successful, it
requires the franchisee’s attention all year round – not just during the peak period.
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Book your place to the AGM and
Winter Wonderland on Dec 11

Taking place at RSA House, London, on December 11, the bfa’s Annual General Meeting, followed by the Winter
Wonderland Charity Event, could be an ideal opportunity for you to understand the inner workings of the British Franchise
Association, as well as connecting, networking, and letting your hair down with peers in the industry.
Annual General Meeting
The AGM is free to attend, commencing from 2.30pm and finishing at 4.30pm. The AGM will allow all franchisor
members and affiliates to discuss the past 12 months at the bfa, where you will be able to ask anything that you find
pertinent, review the annual report and accounts, and focus on the aims of the association moving forward.
This is an ideal opportunity for you to share your opinions and an invaluable chance for you to understand how the bfa
maximises the opportunities available to you as a member. If you have an opinion, or a suggestion, or think you can add
value to the association with your input, then this is your chance to do so.
You can register to attend the AGM here.
Winter Wonderland
From 7pm, make the most of a Winter Wonderland themed charity event and celebration. This also takes place at RSA
House, in the chic and sophisticated vaults.
Included in the price of the ticket are three hours of drinks and bowls of food from various stalls. The Winter Wonderland
evening gives you the chance to mingle with people from the franchising industry and really see the year off in style.
There is also a silent charity auction, where you will be able to bid for premium prizes, raising money for The Franchise
Trust, the bfa’s charity, helping get people into work through franchising.
Furthermore, absolutely everyone is invited to attend the Winter Wonderland, so you can bring family and friends as well
as colleagues and you do not need to be a member to join in the festivities.
The venue will also be adorned by The Christmas Decorators, so you can be sure that the room will look incredibly suave
and full of Christmas mirth.
You can book your ticket, priced £150+ VAT, here.
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FBI Case File:
Jasmine Archer
Learn more about the bfa's very own marketing and communications guru, Jasmine Archer
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Be ready for another bfa FBI Case File coming to your inbox next month!

Bulletin board

December dates to add to the calendar:
11th - Annual General Meeting
11th - Winter Wonderland Charity Event

You don't have to gaze into
a crystal ball when you can
read an open book.

me...
ext ti d!
n
l
i
t
Un
close
Case

- Aneurin Bevan
PAGE 09

