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Welcome to the March issue of Franchising USA. 

Do you dream of starting your own business but believe it will cost you a fortune 
to get started? Well nowadays that simply isn’t true! Today there are numerous 
franchise offerings on the market that fall within extremely affordable investment 
ranges. 

This month we’re excited to introduce a new Special Feature called Franchises in 
Your Price Range to help you spot those affordable investment opportunities, as our 
featured Industry Experts explore these affordable markets and offer advice on how 
you can get started with limited capital.  

Our Feature Cover Story this month looks at The Goddard School, a preschool 
franchise that is celebrating a big milestone with even bigger plans for expansion. 
Delivering high-quality, play-based learning programs to families across the United 
States, the franchise system provides a proven business model, operational tools and 
high-quality support to its franchisees and is eager to partner with entrepreneurs 
who are passionate about running their own business while helping to shape 
tomorrow’s leaders. 

On the Cover this issue is Strategic Franchising Systems, a premier franchise 
development company that offers opportunities to get your foot into the hottest 
industries. Fueled by brand developers Gary Green and Dan Murphy, Strategic 
Franchising Systems has gone from a single brand to five separate, national brands 
with nearly 700 franchises spanning 16 countries. Turn to page 10  to find out more 
about its Commitment to Growth At All Levels and how the company plans to 
harness the power of all 5 of their brands in a way they never have before. 

What Would You Do With a Free Franchise? Winning a free franchise might seem 
like a dream, but it was a dream come true for Grant Springer when he became the 
first-ever veteran to receive a free PuroClean franchise through the brand’s PuroVet 
program. Be sure to read more about PuroClean in our Veterans in Franchising 
Supplement to learn how you can apply to become the next PuroVet franchise 
winner.

Happy reading!

Comments
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“The future belongs to those who believe in the beauty  
of their dreams.” ~ Eleanor Roosevelt
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Simon Malls and Seva Beauty® closed out 2018 by entering 

into one of the most strategic retail partnerships of the year. 

Amidst the changing world of retail, services continue to reign 
supreme. A-malls, like Simon, remain a top destination for 
consumers and steadily draw masses of the perfect demographic 
for the beauty business. 

And while securing a partnership with the World’s largest mall 
operator is no easy feat, it did not come without substantial 
evaluation. Seva Beauty® collaborated with Simon Property 
Group to test the Fast-Casual Spa concept with one Kiosk and one 
In-Line location beginning in 2016. Based on the success of these 
pilot locations, moving forward with a national rollout was an 
easy decision.   

“Seva Beauty® brings recurring customers and adds the 
experience that more shopping centers are looking to provide 
for their shoppers. Spa services that can be done in 15 minutes 
or less, was not just an idea; it was a solution to a problem,” said 
Maniatis.

The partnership will open over 200 potential venues to the Seva 
Beauty® system and to its Franchisees.   

what’s new!
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Celebree School, a leader in early childhood education with 
26 locations in Maryland and Delaware, recently launched 
its franchise model. Previously known as Celebree Learning 
Centers, Celebree School has set the standard for early 
childhood education for the past 25 years in the communities 
it serves. 

Celebree School franchises come with the resources an owner 
needs to start and run a successful business. Opportunities to open 
Celebree Schools are now available in Maryland, Delaware, New 
York, New Jersey, Pennsylvania, Virginia, North Carolina, South 
Carolina and Georgia. 

Founder and CEO Richard Huffman started Celebree in 1994 
with the guidance of his mother, who was already in the early 
childhood education business. Two years after opening his first 
school, Huffman knew he wanted to dedicate his life to Growing 
People Big and Small™ – by providing environments that educate 
and nurture young children and growing and developing leaders 
within the company.

Seva Beauty® is the pioneer of the “Fast-Casual Spa” offering 
services such as Brow Shaping, Lash Extensions, Brow Tinting, 
Facials, and Makeup. Most services can be performed in 15 
minutes or less. Seva Beauty® currently operates in 29 States 
and Puerto Rico. Today, Franchisees can join a company that has 
a proven track record and a mission of bringing Beauty to the 
People®. 

For more information visit www.sevabeautyfranchise.com. 

seva Beauty® ParTners WiTh The WorLD’s 
LargesT shoPPing maLL oPeraTor- simon 

ProPerTY grouP

celeBree school Launches franchise 
oPPorTuniTY in nine easT coasT sTaTes 

“I know firsthand the joy that comes with operating a Celebree 
School and I’m excited to share this experience with like-
minded individuals who want to make a difference in children’s 
lives,” said Huffman. “We look forward to bringing our mission 
of protecting, educating and nurturing children to additional 
communities and guiding entrepreneurs as they realize their 
potential.” 

Celebree School programs and age-appropriate curriculum follow 
applicable state guidelines and each location offers classrooms 
geared for infants, toddlers, pre-school, kindergarten readiness, 
and school-age children. 

For more information, visit Celebree.com.  
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MUTTS Canine Cantina®, the fastest growing pet 
eatertainment brand in America which provides a unique 
urban oasis for dogs and their owners, has signed its first 
multi-unit franchise deal for the city of Austin. With a 
commitment of opening three new locations in the next three 
years, the new dog parks and restaurants will be located in 
various neighborhoods within the greater Austin area with 
a focus on the neighborhoods of Round Rock, West Lake, 
Leander/Cedar Park, and Central/Downtown. 

MUTTS Canine Cantina has already earned a reputation in Texas 
and beyond for its social dog parks, each featuring a walk-up bar 
offering local craft beer, a full bar famous for its Barkarita’s, HD 
TV’s, and Adirondack lounge chairs throughout the small, or 
large dog parks. Austin, which was ranked #4 overall for dog-
friendliest cities and #2 in pet health and wellness in 2018, is 
an ideal market for the growing concept. Although Austin area 
restaurants and bars are becoming increasingly dog-friendly, most 
only allow dogs in the patio area on-leash. At MUTTS, members 
can socialize, eat, drink and relax while their dogs run free and 
play in the park, making it an unparalleled eatertainment concept 
in the industry.  

MUTTS, which currently operates locations in Dallas and Fort 
Worth, TX,  is looking to expand into the top 40 major markets in 
the U.S., with the Arizona and Nevada markets next.  

For more information about franchise opportunities available 
in your area, please visit muttscantina.com/franchise. 

Magnolia, a global leader in digital experience and content 
management software, today announces the appointment of 
Tim Brown as Chief Executive Officer, effective immediately. 
Former CEO and Co-Founder, Pascal Mangold, will continue to 
serve on the Board of Directors and is delighted to finalize the 
transition of executive leadership to Brown.

Brown brings more than two decades of experience in the 
marketing technology industry as both a corporate executive and 
investor. 

He has served as CEO of website testing and personalization 
category leaders Maxymiser and Touch Clarity, both of which over 
a period of many years grew powerful, global market positions. 

Under Brown’s leadership, Magnolia will advance its goal to help 
marketers deliver a superior customer experience at speed.  

According to Brown, “The bottom-line is that today’s customer 
experience practitioners have had enough of their legacy content 
management systems. They’re tired of the rising costs, the complex 
integration challenges, and the painfully slow go-live times required 
for even the most basic web project. They’re searching for a better 
way.” 

“This provides a fantastic opportunity for Magnolia and our strong 
partner network,” adds Brown. “We’re offering a unique blend 
of power, speed, and connectivity that surpasses other content 
management systems on the market in on-prem, cloud, and headless 
configurations. We strive to meet the needs of digital-savvy 
customer experience practitioners with ambition but who don’t 
possess the vast resources and budget required to support many 
legacy platforms.” 

Magnolia is a platform for building best-of-breed digital 
experiences. Enterprises such as Avis, Generali, Tesco and the 
New York Times use Magnolia CMS as a central hub for their web, 
mobile and DX initiatives.

To learn more, please visit www.magnolia-cms.com.

Mutts canine cantina 
signs firsT muLTi-uniT 

franchise DeaL in 
Texas 

Magnolia aPPoinTs 
Tim BroWn as chief 
execuTiVe officer
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what’s new!

Granite and Trend Transformations, 
a franchise system specializing in 
kitchen and bathroom remodeling using 
engineered stone surfaces, announced 
that Bob McHugh has joined the 
company as Vice President of Sales and 
Development. 

McHugh will work to enhance franchise 
development for Granite and Trend 
Transformations. His accomplished 
background in sales and franchising 
development will further enhance 
production and service processes by 
helping clients create a better customer 
experience.

The hiring of McHugh was important 
to further service Granite and Trend 
Transformations franchisees within the 
surface remodeling industry. McHugh 
will have the opportunity to apply his 

experience with sales and franchise 
development with Granite and Trend 
Transformations franchisees that are 
looking to improve for an even more 
competitive advantage in the stone and 
slab marketplace. 

RockSolid Granit North America Inc. 
is the franchisor to Granite & Trend 
Transformations franchising system. 
The company has renovated more than 
1 million customer homes. RockSolid 
Granit North America Inc was formed 
in 2000. Trend Group, the Italian based 
parent company to RockSolid Granit 
North America Inc. is a world leader in 
the production of colored glass, Venetian 
enamel, gold leaf tesserae, and engineered 
stone surfaces. 

For more information, visit  

www.granitetransformations.com.

Moran Family of Brands, one of the nation’s leading 

franchises of general automotive repair, transmission 

repair and driver safety products, officially opened its first 

international location in January with a Mr. Transmission/

Milex co-branded store in Nigeria.  

The new franchise is in the Lekki Peninsula area of Lagos, the 
largest city in Nigeria.  The 38,000 square foot facility features 
the central company headquarters, a distribution center and the 
Mr. Transmission/Milex store.  To this point, Moran has more 
than 120 franchised locations, all based in the United States.  

The franchise is owned by Temi Adelu-Davis and her husband 
Glen Davis.  The couple will also serve as area developers for the 
Mr. Transmission/Milex brand in Nigeria and will bring a total 
of 10 franchises to the country over the next seven years.  The 
franchise will promote the warranties it offers on parts and labor, 
as well as its competitive prices and speed of service.

granite and trend transforMations  
hires BoB mchugh as neW Vice PresiDenT  

of saLes anD DeVeLoPmenT 

Moran oPens firsT 
inTernaTionaL 
franchise in nigeria

“Despite having the best economic climate in the entire continent 
of Africa, Nigeria is severely lacking when it comes to the quality 
of auto repair,” said Adelu-Davis.  “Our goal is to change the 
entire environment in Nigeria to improve and modernize its auto 
repair services.  Our Mr. Transmission/Milex store will provide 
fair pricing to our customers and educate them on how best to 
maintain their vehicles.”

The Mr. Transmission/Milex operation offers a comprehensive 
selection of automotive repair and maintenance services.  

For more information on Moran Family of Brands, visit  
http://www.moranfamilyofbrands.com. 
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tropical sMoothie cafe® achieVes  
significanT miLesTones anD ProPeLs groWTh 

across TargeT marKeTs in 2018 

fransMart ceo Dan roWe aPPoinTeD  
To naTionaL resTauranT associaTion  

BoarD of DirecTors

Tropical Smoothie Cafe, LLC, the leading national fast-

casual cafe concept known for both its better-for-you 

smoothies and food with a tropical twist, celebrated at the 

start of the year, the notable milestones and achievements 

accomplished in 2018. 

During 2018, the brand opened 110 cafes and signed 191 franchise 
agreements, which included more than 60 percent of those 
agreements coming from its existing franchisees. Along with 
same-store sales of 6.5 percent, Tropical Smoothie Cafe also 
announced the opening of its 700th cafe located in Hurst, Texas, 
and further accelerated its growth with the signing of franchise 
agreements in various markets, including eight new cafes in the 
pipeline for the Indianapolis, Indiana market and six new cafes in 
the Columbus, Ohio market. 

“The continued success in 2018 significantly strengthened our 
new cafe opening pipeline which allows us to target another 
record year with 130 new cafe openings planned for 2019,” said 
Cheryl Fletcher, SVP franchise development of Tropical Smoothie 
Cafe, LLC. “As we set our sights on 2019, we are dedicated 
to continuing the momentum and growing with like-minded 

Dan Rowe, CEO and founder of 

Fransmart, the global franchise 

development company behind the 

explosive growth of brands like Five 

Guys Burgers and Fries, QDOBA 

Mexican Grill and The Halal Guys, 

and co-managing partner of The 

Kitchen Fund, is joining the National 

Restaurant Association’s  Board of 

Directors.

For more than 10 years, Rowe has 
identified and grown brands like Five Guys 
Burgers and Fries, QDOBA Mexican Grill 
and The Halal Guys from one to five-unit 
businesses to the powerhouse chains they 
are today. Under the direction of Rowe, 
Fransmart’s current and past franchise 
development portfolio brands have opened 
more than 5,000 restaurants across 45 

states in the U.S. and in more than 35 
countries internationally.

“The restaurant industry is the largest 
employer in America behind health care, 
and the National Restaurant Association 
is the largest association supporting 
our industry,” said Rowe. “I am beyond 
flattered and humbled that I have been 
asked to join the board and I look forward 
to serving everyone in our industry.”

Founded in 1919, the National Restaurant 
Association is the leading business 
association for the restaurant industry, 
which comprises one million restaurant 
and foodservice outlets and a workforce of 
more than 15 million employees. 

The National Restaurant Association’s 
new board officers will provide the 
critical leadership necessary to ensure 

entrepreneurs. We are also committed to making a positive impact 
in the communities we serve nationwide by providing better-for-
you food choices and promoting a healthier lifestyle.”

On the heels of its seventh consecutive year of positive same-store 
sales growth, the brand plans to expand in markets across the 
country, including Texas, Indiana and Georgia. 

For more information about owning a Tropical Smoothie Cafe 
franchise, please visit www.tropicalsmoothiefranchise.com.

the restaurant industry continues toward 
growth and success. Click here to view the 
full list of 2019 directors.

For more information, visit  
www.fransmart.com.
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 a Commitment  
to GroWth  
At All levels

Every day, no matter the 
industry, businesses are 
looking for ways to stay 

on the cutting edge. 
And there is perhaps 

no industry where 
adopting, and adapting 
to the latest technology 

is as important as in 
franchising.

The brands that invest in what matters: 
innovation, training, and people, are 

often the ones that grow. But significant 
growth requires vision, capital, talent and 

continuous risk taking. 

While other franchising companies 
might choose to play it safe, Strategic 

Franchising Systems, Inc won’t. In the past 
17 years, Strategic Franchising, fueled by 

brand developers Gary Green and Dan 
Murphy, has gone from a single brand 

with only a U.S. footprint to five separate, 
national brands with nearly 700 franchises 
spanning 16 countries. As their operations, 

support, and marketing personnel and 
efforts have expanded, so too has their 

need for a new headquarters. 

In Spring of 2019, Strategic will be moving 

®

R
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implemented the Winner’s Circle program, 
where by meeting set revenue goals, our 
franchisees can earn back their entire 
franchise fee.”

“… We implemented the Winner’s Circle 
program, where by meeting set revenue 
goals, our franchisees can earn back their 
entire franchise fee.”

The ‘Strategic Start’ Means 
hitting the Ground running
In addition to the Winner’s Circle, 
Strategic offers their franchisees a 
dedicated business coach from their 
affiliated brand, The Growth Coach®. 
With the “Strategic Start” program, every 
new franchisee for all five brands out-
of-the-gate gets a professional, certified 
coach to help them have greater success 
and personal balance. Franchisees also 
receive in-house, technical support from 
an Operations Coach to arm them with 
best-practices for everything from gaining 
customers, to hiring and managing 
employees, to scaling for growth. 

On the importance of coaching and 
support, Chris Seman stated, “What 
caused Strategic Franchising to take 
off was the adoption of high-impact 
coaching, aligned incentive programs, 
and a relentless focus on the success and 
satisfaction of our franchise owners.” 

However, Strategic doesn’t credit their 
success with support alone, it also comes 
down to attracting the best candidates 
possible. While many franchising firms 
might be willing to sell to anyone with 
liquid cash, Strategic takes pride in the 
seriousness with which they conduct their 
search for the ideal franchisee; which, at 
the end of the day, is someone simply and 
fully committed to business ownership and 
growth. 

into a new, centralized office. This move 
consolidates their branding efforts while 
increasing franchisee support capabilities 
nationwide. Strategic Franchising 
President, Chris Seman, states, “Putting 
the power of all five companies under one 
roof for the first time, creativity, support 
synergies, and best practices sharing will 
drive success.”

With a focus on innovating and investing 
significant capital into franchisee training 
and support, odds favor that Strategic 
will continue to grow rapidly by focusing 
on what’s best for the success of their 
franchise partners. 

Supporting Franchisee Success
Such significant brand growth over the 
years didn’t happen by accident or luck, 
but rather by design. For Strategic, their 
priority is supporting success. Their 
professionalized structure, bolstered by a 
world-class executive team, puts a sense 
of partnership at the forefront of every 
decision being made. Brand presidents 
and departmental leaders have innovative 
reward and equity programs tied to the 
success of franchise owners. Franchise 
owners also have an industry-unique 
incentive program tied to the growth 
of their businesses. Success is properly 
aligned on both sides.  

Steve Kwon, Senior Vice President of 
Franchising, said, “Something we take 
great pride in is the sense of partnership 
we aim to provide to every franchisee we 
work with. For this reason, and to attract 
franchisees fully committed to growth, we 

Quality Trumps Quantity
Steve Kwon has a simple goal: recruit the 
best franchisees possible. In an industry 
that often focuses on franchise quantity 
- not necessarily quality- to aim for the 
best takes time, technology, and guts. 
“We know that our success hinges on the 
success of our franchisees. For this reason, 
our philosophy since day one has been 
to find the best possible owners, tailor-fit 
the best brand to match their strengths 
and interests, then support them with 
everything we have.” said Kwon. 

Supporting Success is an ideology that permeates every layer of the 
Strategic Franchising vision… so much so, that one might be misled 
in thinking that technology and innovation take a back seat when, in 
fact, they are vital drivers.

“What caused Strategic 
Franchising to take off was 

the adoption of high-impact 
coaching, aligned incentive 
programs, and a relentless 
focus on the success and 

satisfaction of our franchise 
owners.” -  chris Seman

“We know that our success 
hinges on the success of our 

franchisees.” -  Steve Kwon

Supporting Success is an ideology that 
permeates every layer of the Strategic 
Franchising vision… so much so, that 
one might be misled in thinking that 
technology and innovation take a back 
seat when, in fact, they are vital drivers. 
By moving lead generation in-house, and 
leveraging capital to invest in tailored 
targeting, detailed data and analytics, 
franchise-management platforms, cutting-
edge customer relationship services, and 
a swath of responsive sites, Strategic has 
made a bold move towards what they call 
“lead cultivation,” not just lead creation. 

Moving forward, Strategic Franchising 
plans to capitalize on the strides they 
have already made; by continuing to offer 
the same world-class coaching, support, 
and technology that put them on the map, 
while harnessing the power of all 5 of their 
brands in a way they never have before. 

To find out more, visit  
www.strategicfranchising.com,  
or call them directly at 513-605-4888.
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George Knauf, Senior Franchise Business Advisor, Franchoice

PursuinG 10 out oF 
10 haPPiness

i am a powerlifter. i also 
have old and bad knees.  
one question i get a lot 
is “on a scale of 1 to 
10, how are your knees 
feeling today?”
My pain happens to be my knees.  All 
things considered, a very good problem to 
have really. For the people I talk to every 
day their pain is often centered around 
their job, their boss or their lifestyle.  
Sometimes it goes beyond those three, but 
they are often at the core of the feelings 
people have.

On a scale of 1 out of 10, with 10 being 
highest/best… How happy are you?

Unless you just screamed 10, we need to 
talk.

10 out of 10 would suggest that you are 
doing most or all of the things you want to 
be doing now, not just cruising through life 
without those memorable events you want 
to pursue someday, maybe in retirement.

Don’t wait for retirement, things happen. 
You have today, that is definite. Every day 
after that is a gift.

A short story: My parents bought their 
dream house while still employed. It was 
AMAZING!  One river in the front yard, 
another in the back, the ocean half a mile 
away. It was in Florida so no snow, great 
tax benefits and they had a lot  
of friends there.

My father passed away and they  
never lived in their dream house,  
not a single day.

Do the things you love while you can.

Do you LOVE Mondays?

If you are doing what you love doing then 
Mondays are an exciting day, one that you 
have been looking forward to over the 
weekend. Monday’s are not something that 
should be dreaded, cause loss of sleep or 
even make people feel ill at the thought of 
what is in store for them.

When I work with people to build their 
model – a detailed outline of their “rules” 
for what will make up their perfect 
franchise – we discuss their career and 
how they got to where they are today. I 
have found it interesting over the years that 
most people are not in the same specialty 
they started in. Some have even completely 
lost track of how they got there. They may 
not have had a plan, possibly even just took 
every next pay raise that came along even 
if it was not a job they wanted to do.

I have it easy here. I have spoken to 
thousands of franchise candidates and 
know what moves most people towards the 
freedom, control and lifestyle of owning 
their own business. You are reading not 
just a franchise magazine, but you are 
reading this column. Chances are high that 
you are not 10 out of 10 happy.

Now, is there a chance that you are already 
a franchise owner, possibly with multiple 
brands and looking for your next big 
opportunity as you grow your empire? 
Sure, they make up as much as 5% of the 
people that buy franchises any given year. 
The other 95%... still seeking happiness.

Is that empire building multi-unit owner 

you? If so, I love those  
conversations. They are a lot of fun.

If not, then we need to talk so that you 
can become that multi-unit, multi-brand 
empire builder.  The key is not just owning 
the franchise; it is building the team and 
controlling your destiny. It is also building 
a lifestyle where you can be at your kids 
sports and other events, see them grow 
up, be part of their happiest memories.  It 
is being there for your spouse, family and 
yourself so that you and they have shared 
those big events. It is not having to wait 
until you are too old or not as physically 
able to try to do the things you have 
always wanted to do.

It is building great business so you can 
find your dream house, move in and enjoy 
it!

Happiness comes after focused action. It 
does not sneak up on you. Happiness does 
not tend to come from helping build an 
employer’s dreams at the expense of your 
own.

Think about the happiest moments in your 
life. Did they come after you took some 
sort of action?

“happiness comes after 
focused action. It does not 
sneak up on you.” 



George Knauf, Senior Franchise Business Advisor, Franchoice

PursuinG 10 out oF 
10 haPPiness

george Knauf 
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You can recreate that happy feeling more 
often, but you will need to take action.

Reading and dreaming about owning 
a franchise is a first step to finding 
happiness; it is not the final step. 

You have to move from dreaming, to 
planning, to investigating, to selecting, to 
opening, to building and finally to running 
and (eventually) selling or handing down 
to your kids.  

I promise, those are all very approachable 
steps that countless people have taken 
before you.  Take them one step at a time 
and lean on experts like me any time you 
can.

What is your success story?   
Let’s go find it!

George Knauf is a highly sought after, 
trusted advisor to many companies; 
Public, Independent and Franchised, of 
all sizes and in many markets. His 20 
plus years of experience in both start-
up and mature business operations 
makes him uniquely qualified to advise 
individuals that have dreamed of going 
into business for themselves in order 
to gain more control, independence, 
time flexibility and to be able to earn in 
proportion to their real contribution. 
Contact the Franchising USA Expert 
George’s Hotline 703-424-2980.

www.myperfectfranchise.com 

“You can recreate that happy feeling more 
often, but you will need to take action.” 
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Franchise brands face a 
unique complexity when 
considering signing on a 
celebrity partner. Unlike 
product brands and 
other global, national 
and regional companies 
that do not employ the 
franchise model, there is 
a layer of heavily invested 
franchisee stakeholders 
whose interests also 
must be taken into 
consideration. 

hoW to identiFY the 
riGht CeLebritY to 
Partner With Your 
FranChise brand

Doug Zarkin, vice President and chief Marketing officer, Pearle vision
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To that extent, the choice in a celebrity 
partner for franchise brands must go 
beyond just amplifying awareness 
nationally – it has to have an impact 
locally for franchisees. The strength of 
the connection between the celebrity icon 
and the brand should reverberate into 
the local markets your franchisees serve, 
bonding consumers even more profoundly 
with your brand’s location in their 
neighborhoods. 

For us at Pearle Vision, our recent 
campaign dubbed “Olivia” included the 
celebrity participation of Billie Jean King. 
King serves as an inspiration to a young 
girl struggling with her vision, Olivia, in 
a one-minute spot. In the film, a Pearle 
Vision optometrist presents Olivia with a 
photo of the tennis star during her exam, 
which elicits an immediate reaction of 
joy because the optometrist did more 
than diagnose Olivia’s visual acuity issue 
during the exam –she took the time to 
learn about Olivia’s unique interests. 
The message for the Pearle Vision brand 
is powerful because the neighborhood 
optometrist goes beyond simply selling 
eyeglasses and cares about individual as a 
whole. 

If you are interested in making a 
similar type of impact in your franchise 
system at the local level, here are three 
considerations to keep in mind when 
partnering with a national celebrity:

1 resonate with multiple 
audiences 

A relatable celebrity placement has the 
power to resonate across a multitude of 
different geographic markets and connect 
emotionally with audiences no matter 
their background. Often, when a likeable 
cultural icon such as Billie Jean King 
or celebrity is involved in a campaign, 
it tends to leave a lasting effect that 
stamps an indelible mark on the intended 
audience. In fact, according to a recent 
AdWeek article citing industry research, “a 
study by Harvard professor Anita Elberse 
found that high-profile endorsements 
‘generate a 4 percent increase in sales’” 
(Janet Comenos). An icon can evoke 
an immediate emotion from viewers, 
triggering positive sentiment and a call to 
action from the consumer unto the brand. 

Pearle Vision’s use of King in its new ad 
campaign does just this. In “Olivia”, King 
is used as a symbol of empowerment. The 

“A relatable celebrity placement has the power to resonate across a 
multitude of different geographic markets and connect emotionally 

with audiences no matter their background.”
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use of this particular cultural icon in the 
ad immediately evokes a sense of strength, 
pride and triumph. King is known for her 
prowess on the tennis court and nothing 
defines her legacy more than the famous 
“battle of the sexes” game where she beat 
her male opponent in a professional tennis 
match. However, King is also known for 
being a glasses-wearer and is synonymous 
with corrective eyewear. It is widely 
acknowledged that if she were to forego 
glasses amid pressure that the highest 
performing tennis players couldn’t wear 
them on the court, she would have never 
reached her potential.

Leveraging an iconic, yet extremely 
relatable celebrity can carry an emotional 
appeal that is easily transferrable 
across local markets. Audiences are 
able to immediately connect their own 
experiences and aspirations to the message 
the celebrity is conveying.

2 Perception is reality
Iconic figures used in marketing 

campaigns also have a unique ability to 
shape the perception of your audience 
toward your brand, transcending 
geography and multiple demographics. 

A cultural icon that is on point with the 
brand’s messaging should have a strong 
enough appeal to reinforce social and 
brand perceptions that are often common 
among consumers.

“Olivia” aims to shape perception on two 
levels. First, on the social level, the use of 
Billie Jean King in the campaign shows 
that wearing glasses is not a hindrance; 
in fact, having glasses can enable 
individuals – young, adult and senior-
aged – to break through barriers. Second, 
“Olivia” also continues a brand initiative 
to differentiate Pearle Vision from others 
in the optical space. Whereas many of our 
competitors market themselves around 
price discounting, “Olivia” helps Pearle 
Vision convey the high-quality patient 
care available with the neighborhood 
optometrist.  

3 Strengthen the credibility of 
the brand

The saying goes, “you are the company 
you keep,” and for franchise companies 
that use celebrities, the “company” has 
to include high profile individuals that 
further enhance brand value across the 
franchise system. Consumers, and your 

franchisees, place a higher value on a 
celebrity placement because of the trust 
and admiration already established with 
the star. In another AdWeek article, 
Comenos also notes that choosing the 
right endorser comes down to aligning 
with “a high character celebrity.” The 
credibility factor for your brand can 
be transformative, because it is clearly 
established that the celebrity has given his 
or her stamp of approval. 

In our case, Billie Jean King understood 
from her experience the importance of 
empowering young women combined with 
how glasses can provide a powerful boost 
of confidence. The fact that she wanted 
to get involved in the project with Pearle 
Vision spoke to her appreciation of the 
message of the campaign, thus signaling 
the trust that she has in the brand.

Doug Zarkin joined Pearle Vision in 

2012 and is responsible for strategic 

marketing, visual merchandising, and 

product promotion. His team has earned 

multiple Effie awards for marketing 

excellence in Healthcare Services 

Marketing.

www.ownapearlevision.com 

“The use of Billie Jean King in the campaign shows that wearing 
glasses is not a hindrance; in fact, having glasses can enable 

individuals – young, adult and senior-aged – to break through barriers.” 

Doug Zarkin, vice President and chief Marketing officer, Pearle vision
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Buy Local. Shop Local. 
Eat Local. More and 
more, consumers are 
wanting to do business 
on a local level, to feel like 
they are supporting small 
businesses and growing 
the local economy. 
So, identifying as local can have 
significant impact on future growth for any 
business.

Millennials, most of whom are in their 
early to mid-30s, are driving the trend, as 
Chelsea Segal wrote in Inc.: 

“Millennials have a strong sense of 
community and like to feel connected 
to the products and services they buy. 
Because of this, they’ll consider spending 
more at the store down the street than they 
may with a large corporation or chain.”

Segal goes on to mention that millennials 
dream of working for or owning local 
businesses, too.

As a franchisor, you know that franchise 
businesses are local businesses with local 
ownership, local employees and local 
investment in the community, but potential 
customers might not know that. Are 
your franchise owners stuck in the limbo 
between big business and local roots, or 
are you looking at your franchise as the 
best of both worlds? With the name of a 

national brand over the door, how do you 
get that localized message across?

A great public relations strategy can help 
you personalize each location by putting a 
local face and a local narrative alongside 
the power of your franchise brand, 
reaching consumers who want to buy local 
and potential franchisees who want to be 
local business owners. 

When it comes to communication, there 
is nothing more effective at conveying 
a message than a human face with a 
powerful story. Put your franchise 
business owners’ stories to work and let 
their unique personalities localize their 
businesses, growing community support 
and trust.

reaching consumers
Your franchise business owners all have 
interesting, engaging stories to tell: Stories 
that will resonate with local consumers. 
The act of opening a business is dramatic, 
and the reasons behind franchisees’ 
choices are almost guaranteed to endear 
them to audiences. Are they reinventing 
themselves after a corporate downsizing? 
Are they veterans finding their way in 
civilian life? Are they wanting to be their 
own boss after years at a desk job? Are 
they stay-at-home moms re-entering the 
workforce?

Find and tell these stories across all 
channels available to you, and let 
franchisees add their own flair within your 
franchise model. For example, gaining 

heather ripley, cEo, ripley Pr 
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interviews and feature stories in local 
media outlets can let a franchisee tell his 
or her own tale through a trusted news 
channel. A great PR strategy will also 
promote grand openings, events, local 
awards and other achievements in local 
media.

Securing speaking engagements for 
franchise business owners with local civic 
clubs or schools can also help establish 
them as trusted, local businesspeople. 
Encourage your franchisees to become 
members of these groups themselves 
and support local causes like sports 
teams and charities. Encourage them to 
participate in local festivals and parades, 
or host seasonal events at their offices. 
These opportunities let the community 
get to know the business owner and their 
employees face to face. 

Consider a mixture of home office and 
local blogging and other website content 
that puts the franchisee front and center. 

Great Pr Can 
LoCaLize Your 

FranChise
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Many franchises provide franchisees with 
their own web pages to personalize and 
localize their businesses. 

Social media is another place to let local 
personalities shine. If your franchise 
includes social media presences for each 
location, those presences should publish 
a mixture of branded content provided 
by the home office and local, franchisee-
provided content. Especially on platforms 
like Instagram, slice-of-life and behind-
the-scenes content fosters an emotional 
connection for local consumers.

These touches will help assure consumers 
that dollars spent with your franchisees are 
local dollars, making them feel great about 
their purchases.

reaching Franchisees
You can also put franchisee stories to work 
in your recruitment efforts. When potential 
franchise business owners are looking 
for business opportunities, they want to 
know it’s possible to succeed. They want 

to see stories from people who have been 
where they are now. They want to know 
their dreams of business ownership can be 
realized with your franchise.

That’s why franchisee testimonials should 
be front and center in your website content. 
Video testimonials, blogs, and short 
quotes are all great ways to share your 
franchise business owners’ backstories 
and successes with the world and build 
trust in potential franchisees. Statistics 
are important, but a human face with an 
inspiring story will make your message 
even more effective.

While you’re at it, don’t forget that great 
PR will tell your story, too. If you are the 
franchise founder or a leader within the 
organization, your personal story and 
your expertise in the field are valuable 
assets for growing trust and credibility 
for your entire franchise network. Share 
these stories in trade magazines, national 
publications, podcasts and more.

Getting help
These are strategies you and your 
franchisees can put to work on your own, 
but contacting and pitching the media and 
creating engaging content can be time-
consuming. A professional public relations 
agency can help you and your franchise 
business owners refine your message, 
create effective content, and get the word 
out about your story. If you go this route, 
be sure to select an agency with a proven 
track record representing franchises. They 
will understand the unique challenges the 
industry faces and put that knowledge to 
work for you.

Heather Ripley is CEO of Ripley 
PR, a global public relations agency 
specializing in franchising. Orange 
Orchard, a division of Ripley PR, 
champions franchisors that cater to 
environmentally-conscious consumers. 
For additional information, visit  
www.ripleypr.com or  
www.orangeorchardpr.com.
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common Area 
Maintenance (cAM / 
operating cost) charges 
for tenants come in two 
flavours: honest mistakes 
or dishonest calculations. 
In a building where the property is fully 
or close to fully occupied, the landlord 
may have less reason to try to profit from 
Common Area Maintenance charges but 
may still try to enhance the property with 
the tenant’s money. 

When a commercial property has several 
vacancies, the landlord, typically, will be 
responsible for paying his proportionate 
share for the vacant units. Some landlords 
try to avoid paying for any of the CAM 
charges on the vacancies by adding 
language into the lease agreement that 
spreads out the obligations for the vacant 
spaces amongst the current tenants. In 
some situations, franchise tenants can be 
carrying a very heavy financial burden if 
the property is not fully leased.

Ideally, you are able or were able to 
negotiate concise and reasonable CAM 
language in your initial lease with your 

Jeff Grandfield and Dale Willer ton – The Lease coach
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Cam Cost Considerations 
For FranChise tenants

“In some situations, franchise 
tenants can be carrying a 

very heavy financial burden 
if the property is not fully 

leased.”

landlord. That said, even the most detailed 
lease may result in issues with CAM so 
communicating with your landlord (both 
verbally and in writing) about any CAM 
concerns you may have is imperative. And 
don’t wait too long to ask your questions 
because your lease may stipulate a statute 
of limitations on adjustments. Sometimes 
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the problem comes from the property 
manager; however, at other times, it 
originates from the owner or landlord 
taking advantage of tenants. 

Franchise tenants should consider the 

following points: 

classifying common Area
Common area is the area of a building 
used by all tenants and their customers. 
Examples of common area include lobbies, 
corridors and restrooms. Parking facilities, 
malls, sidewalks, landscaped areas, public 
toilets and truck and service facilities 

may be included as common areas when 
calculating the tenant’s share of building 
Operating Expenses. 

Negotiating the operating costs 
as rent
You may well hear from most commercial 
real estate professionals that Operating 
Costs are not negotiable; there are, 
however, aspects of Operating Costs that 
can indeed be changed to the franchise 
tenant’s favour. The landlord wants to 
make sure that the tenants pay for all the 
Operating Costs for the property. There’s 
nothing unusual about that. But when 
The Lease Coach analyzes Operating 
Costs for groups of tenants in a building, 
we frequently find that the tenants are 
subsidizing capital improvements that the 
landlord is using to enhance or increase 
the building’s value. Negotiating to cap 
increases to certain costs or excluding 
certain items from Operating Costs can 
help keep these in check. 

Looking at What You’re Paying 
For
The majority of commercial lease 
agreements may stipulate the specific 
components of the Operating Costs 
that the tenants need to pay for. Typical 
examples include general maintenance, 
painting, lawn cutting, snow removal, 
property insurance and so on. Almost 
every lease agreement has an Operating 
Cost clause and typically defines these 
Common Area Maintenance charges in 
a short – or long-form manner. From a 
franchise tenant’s perspective, longer is 
better because it creates certainty. 

Understanding why 
Proportionate Share counts
If a tenant occupies seven percent of a 
commercial property, they can typically 
be required to pay seven percent – their 
proportionate share – of the Operating 
Costs as additional rent. Have your 
proportionate share of the CAM costs (as 
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a percentage number) actually stated in 
the lease agreement. But not all tenants 
used Operating Costs proportionately. For 
example, is there was a common water 
meter, would a hair salon or a bank use 
more water? In cases like this where there 
may be a disproportionate use of a service, 
you may be able to modify certain aspects 
of Operating Costs to require a separate 
meter, check meter, or a more reasonable 
way to calculate such costs. And don’t be 
afraid to question or dispute the Operating 
Costs and your proportionate share. 

For a copy of our free CD, Leasing Do’s 
& Don’ts for Franchise Tenants, please 
e-mail your request to JeffGrandfield@
TheLeaseCoach.com.  

Dale Willerton and Jeff Grandfield - 
The Lease Coach are Commercial Lease 
Consultants who work exclusively for 
tenants. Dale and Jeff are professional 
speakers and co-authors of Negotiating 
Commercial Leases & Renewals FOR 
DUMMIES (Wiley, 2013).

www.TheLeaseCoach.com 

Cam Cost Considerations 
For FranChise tenants

“Even the most detailed lease may result in issues with cAM so 
communicating with your landlord (both verbally and in writing) 

about any cAM concerns you may have is imperative.”

“Don’t wait too long to ask 
your questions because your 
lease may stipulate a statute 

of limitations on adjustments.”
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Our purpose
@OurFranchise is an industry-wide campaign created to spread the word about the 
value of franchising and share the stories of men and women just like you, who are leading 
the way as franchisors, franchisees, and franchise employees. The franchise business 
model has been proven time and time again to work, but it’s threatened when the public 
and politicians don’t understand how it operates to benefit local, independent franchise 
establishment owners and their communities. Putting a spotlight on real leaders succeeding 
with the franchise model is how we’ll ensure franchising is stronger than ever before.

Help us keep the momentum going
Since our launch in June 2016, we’ve reached 1.7 million people 
through outreach efforts, including events in key cities and 
states, where we spoke directly with business owners, employees, 
policymakers, and the media. Additionally, we’ve reached 
people across America through our website and social media 
channels, digital advertisements, and the promotion of We the 
Franchisees on Politico – but there is much more work to do. As a 
franchisor, franchisee, or franchise vendor, you are a leader in your 
community – and we need your support, now more than ever.

Follow us
Share the tools and resources offered on 
AtOurFranchise.org/resources

Our Franchise @OurFranchise @OurFranchise

You benefit by joining 
By joining @OurFranchise, you’ll get access to exclusive 
stories and resources that can help grow your franchise 
business, educate employees at all levels about the franchise 
business model, and share the economic importance of 
franchising with consumers. You will also have the opportunity 
to share your franchise success story with your peers.

This is just the beginning
Make sure you stay up to date with the campaign’s 
latest efforts through email updates and social media. 
Visit our website to read and share the latest stories of 
franchisors and franchisees making an impact in their 
communities. Become a franchise advocate to help ensure 
Americans, now and in the future, have the opportunity 
to start franchise businesses. Take the lead today!

Visit AtOurFranchise.org
Contact Erica Farage, Senior Director of Political Affairs and 
Grassroots Advocacy and Multi-Unit Franchisee Engagement 
International Franchise Association 
efarage@franchise.org 
(202) 662-0760

The public and policymakers 
need to understand franchising. 

b a x

www.AtOurFranchise.org/resources
www.AtOurFranchise.org
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Assisted Living Locators, a leading senior care placement 
franchisor, announced today it is partnering with 
Southwestern Consulting, a global sales performance firm, 
to advance franchisee sales training amidst record franchise 
recruitment growth.  

In 2018, Assisted Living Locators exceeded its 100th franchise 
mark. The company broke into the triple digits after a decade 
of consecutive growth, including an unprecedented franchise 
recruitment rate over the past two years.  As the first senior 
placement and referral franchise business in the U.S., the 
company has pioneered its way to a national presence with 110 
franchisees in 33 states and the District of Columbia.

Southwestern Consulting will provide feedback on Assisted 
Living Locators initial franchisee training and 13-week support 
process, as well as sales and leadership coaching for company 
executives and franchisees who will be designated as leaders 
for an ongoing peer mentorship program, according to Assisted 
Living Locators CEO RN Angela Olea.

“After Southwestern completes a ‘Train the Trainer’ program, our 
peer mentors will offer sales coaching, monthly calls, and perform 
field visits to help maximize our franchisees performance,” 
she explained.  “We will also hold monthly webinars with 
Southwestern providing tools and tips to help our franchisees 
build their network referral process.  Supplemental one-on-one 
coaching will also be available for our franchisees who may want 
additional sales training support.”

To learn more about Assisted Living Locators franchise 
opportunity, visit www.assistedlivinglocatorsfranchise.com.

assisted living 
locators ParTners 
WiTh souThWesTern 

consuLTing To 
aDVance franchisee 

saLes Training 

Conserva Irrigation, the only national outdoor irrigation 
company founded on the concept of water conservation, 
announced a successful 2018 campaign with a total of 45 new 
franchise agreements signed throughout the year and nine 
territory expansions from existing franchisees.

 To further fuel the brand’s national footprint and community 
impact, Conserva Irrigation expanded into target markets 
including Texas, Florida, Louisiana, California, Virginia, 
Tennessee, Mississippi, Alabama, Michigan, Georgia, Kansas and 
New Jersey. 

“Our team couldn’t have asked for a better year. Alongside our 
franchisees, technicians and partners, Conserva Irrigation was 
able to surpass expectations. The accomplishments achieved 
throughout 2018 reflect everyone’s hard work and commitment 
to our brand and services,” said Russ Jundt, founder of Conserva 
Irrigation. “As we jump into 2019, we remain devoted to pursuing 
new opportunities with entrepreneurs that believe in Conserva’s 
mission to make groundbreaking strides in water conservation 
efforts nationwide.”

In addition to tremendous growth, Conserva Irrigation’s 
partnership with the Target Corporation continued to make waves. 
The Irrigation Association awarded Conserva and Target the 
prestigious 2018 Vanguard Award, which was created to honor an 
innovative project in the irrigation industry. Since partnering with 
more than 320 Target properties, Conserva’s services have saved 
the leading retailer over 36 million gallons of water. Conserva 
Irrigation operates underneath the Outdoor Living Brands 
umbrella and remains the only environmentally responsible 
irrigation company with a franchise business model focused on 
providing repair and maintenance practices for commercial and 
residential sprinkler systems. 

For more information about franchise opportunities with 
Conserva Irrigation, visit www.conservairrigation.com/
franchising.

conserva irrigation 
achieVes significanT 

groWTh anD TriumPhs 
in 2018

what’s new!
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Massage heights signs franchise agreemenT 
To groW coLoraDo fooTPrinT

retro fitness inKs franchise agreemenTs  
for neW YorK anD neW JerseY

Massage Heights, a leader of professional, affordable and 
convenient therapeutic massage and facial services, signed a 
franchise agreement with new franchisees Amanda Watkins 
and Ben Heinz of Vanilubeen Limited. The business partners 
and Colorado natives will be developing a new Retreat in 
the greater Denver area, targeting North Thornton, which is 
slated to open in Summer 2019. 

“Our franchisees all share the same passion for helping others, 
which is the foundation that Massage Heights was built upon, 
and we feel fortunate to welcome such kind and compassionate 
people like Amanda and Ben to the Massage Heights family,” 
said Tim Hicks, senior vice president of franchise operations 
and development for Massage Heights. “Massage Heights as a 
brand has done extremely well in Colorado, and the state remains 
a target market for our continued growth. We look forward to 
Amanda and Ben opening our newest Colorado Retreat, as well as 
their journey with Massage Heights.”

Founded in San Antonio in 2004, Massage Heights has grown 

Retro Fitness, a national low-cost, 
high-value fitness franchise, announced 
today that it has signed three franchise 
development agreements with local 
entrepreneurs, Vinod Chand, Joe 
Jaccorino and Bill Iovino and partners 
to bring multiple gyms to the New York 
and New Jersey area. 

“Both New York and New Jersey have 
been home to a variety of our clubs and 
these markets continue to be a natural 
fit to our strategic expansion throughout 
the states,” said Eric Casaburi, CEO and 
founder of Retro Fitness. “The Retro 
Fitness business model continues to attract 
qualified investors who seek a lasting 
concept offering something unique to 
the marketplace. We look forward to 
increasing the brand’s presence in the 
area and are armed and ready to offer 
consumers a fitness experience of a 
lifetime.”

The anticipated business development 
indicates that Retro Fitness and its 
franchisees will infuse more than $1 
million into the New York and New Jersey 
market through local investments. Once 
complete, each new gym will employ at 
least 25 people.  

Fitness enthusiasts in New York and New 
Jersey should expect to see new Retro 
Fitness locations join their communities 
in 2019. 

For more information, please visit  

www.retrofranchising.com.

to more than 145 Retreats nationwide and continues to identify 
Colorado as a key state for development. The brand currently has 
five Retreats throughout Colorado Springs, Denver and Longmont, 
and is aggressively recruiting single- and multi-unit franchisees to 
continue the growth of the brand.

For more information about franchise opportunities with 
Massage Heights, visit www.massageheightsfranchise.com/  
or call 888-810-3940.
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National Low-Cost, High-Value Fitness Franchise Partners with Local Entrepreneurs to  
Expand Brand Presence throughout the New York and New Jersey Area
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what’s new!
tint World® names 

2018 franchisee of The 
Year
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Handyman Connection, a home repair 

company with more than 25 years 

experience, announced today that 

industry veteran Brian Honeyman 

has been named vice president of 

operations. In his new role, Honeyman 

will lead business development and 

operations for Handyman Connection 

throughout the United States.  

Eye On Your Home is proud to 

announce that they are currently 

offering franchise opportunities to 

qualified women candidates throughout 

the United States, effective today. 

Eye on Your Home is a Property 
Management company for homes in North 
Carolina but is now looking to leave a 
national footprint. Their Home Watch, 

handyMan connection announces  
neW Vice PresiDenT of oPeraTions 

eye on your hoMe announces franchise 
oPPorTuniTies for asPiring Women 

enTrePreneurs ThaT haVe a Passion for 
ProPerTY anD esTaTe managemenT 

“Earlier in my career, I had the 
opportunity to work with Brian at College 
Pro Painters and quickly discovered his 
ability to equip executives and franchisees 
with the skills needed to catapult the 
growth of their business,” said Jeff Wall, 
CEO of Handyman Connection “His talent 
has continued to deliver quality results 
over the years and I am extremely excited 
to welcome him onboard at Handyman 
Connection. Having trained and mentored 
hundreds of business leaders within the 
industry, I am confident that Brian will be 
instrumental to our brand success.” 

Honeyman is a certified skill examiner and 
brings more than 30 years of experience in 
leading high performance operations and 
business development teams within the 
franchise industry as both a franchisor and 
franchisee. 

“Handyman Connection is one of the 

industry’s leading home repair companies 
and I’m thrilled to have the opportunity 
to help implement enhanced and strategic 
business operations to build on the 
momentum the brand has garnered since 
its inception,” said Honeyman. 

Handyman Connection operates more 
than 65 locations throughout 27 states 
and Canada. For more than 25 years, the 
brand has offered homeowners across 
North America a complete resource for 
professional craftsmanship and exemplary 
customer service. 

Handyman Connection offers a variety of 
services ranging from traditional home 
repairs to painting, remodeling and more. 

For more information about franchise 

opportunities with Handyman 

Connection, visit handymanconnection.

com.  

Concierge Services, Estate Management, 
Real Estate Maintenance and Cleaning 
Service offers support to owners of a 
Vacant Home. The company is looking for 
extraordinary women to become a part of 
the company. 

“Our motto is: What can we do to make 
your life easier?” says Founder, Melissa 
Rulli. “With one phone call, you can 
have local, flexible, experienced, and 
trustworthy support for the maintenance, 
home security and value of your real estate 
investment.”

These services are perfect for “snowbirds” 
with a vacation home, those with a vacant 
home for sale due to relocation, those with 
an empty home that is part of an estate, 

residents on an extended vacation, people 
with a vacation rental and more. 

“Eye on Your Home takes the stress and 
burden of owning a vacant home off your 
shoulders by giving you the peace of 
mind and assistance needed to support 
your home,” Rulli adds. “The company 
provides a home check on your property 
as frequently as you choose and will email 
you an immediate report and pictures -- if 
home maintenance or repairs are needed, 
then Eye on Your Home acquire estimates 
from their diversified list of local vendors.”

For more information, please visit 

www.eyeonyourhome.net/franchise-

information. 
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In 1988, entrepreneur 
Tony Martino established 
The Goddard School 
preschool franchise to 
deliver a high-quality, play-
based learning program 
to families across the 
United States. 
Thirty years ago, the play-based learning 
concept was ahead of its time. Martino 
predicted that the needs of American 
families would change, so he took the 
opportunity to improve early childhood 
education and designed a franchise 
business model. The franchise started 

Cover Story: The Goddard School 

earLY ChiLdhood 
eduCation FranChise
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with two locations and quickly flourished. 
Today, the system has more than three 
decades of franchising experience and 500 
locations nationwide. 

“Tony had a vision that drove him to 
franchise The Goddard School more than 
thirty years ago, and the passion and 
dedication of the franchisees throughout 
the system and their drive to provide 
the best early education and childcare 
have made that vision a reality,” said Joe 
Schumacher, CEO of Goddard Systems, 
Inc. (GSI), franchisor of The Goddard 
School. “As the system looks ahead, 
providing a high-quality early childhood 
education to families in areas that demand 
it the most will never change.”

Over the years, the franchise has focused 
on placing locations in residential 
communities; near business areas, 
offices or corporate campuses; in retail 
locations; and within walking distances 
of elementary schools and single-family 
homes. 

These sites will continue to be an 
important part of the system’s growth, 
but Schumacher said the franchise is also 
focusing on providing convenience to 
millennial parents with young children.

To adapt to millennial parents’ lifestyles, 
GSI is opening preschools in and near 
“live, work, play” areas. 

“Millennial parents understand that a 
high-quality early childhood education 
gives their children a head start on 
becoming school ready, career ready and 
life ready,” Schumacher said. “They are 
attracted to individualized learning, want 
to see more technology incorporated 
appropriately in the classroom and want 
their own children to establish imperative 
building blocks for life skills they value.”

As the system continues to grow, more 
Goddard School preschools will begin to 
open near major employers and in modern, 
mixed-use developments.

The soon-to-open Goddard School in 
Washington, D.C. is located across from 
a $2.5 billion mixed-use waterfront 
neighborhood known as The Wharf, which 
is a part of a major metro renewal project 
in the southwest part of Washington, 
D.C. The new preschool will serve young 
families who live, work, shop and dine in 
this bustling, highly coveted area.

Taylor Pope, a third-generation Goddard 
School franchisee, is the on-site owner 
at this School. He’s partnering with his 
grandfather and his mother, who own two 
Goddard Schools in Virginia, to bring the 
newest Goddard School to the growing 
Southwest Waterfront neighborhood.

Goddard Schools are also beginning to 
open near major employers to provide 

the convenience that busy young parents 
demand. 

A marquee Goddard School in a live, 
work, play development is the Grandview 
Yard location in Columbus, Ohio. The 
7,700-square-foot preschool, which sits 
by Nationwide’s corporate campus near a 
variety of restaurants and shops that cater 
to downtown workers and city residents, 
will open in the coming months.

Expanding into areas like the D.C. Wharf 
area and Nationwide’s corporate campus, 
with the backing of a strong, reputable 
brand like Goddard, will help the system 
grow, Schumacher said. 

Research shows that Goddard franchisees 
tend to be familiar with the brand and 
its reputation before they franchise with 
Goddard. 

In fact, several parents of Goddard School 
students have opened their own locations 
to provide their communities with the 
same high-quality early childhood 
education that their children received. 
Many franchisees who want to expand 
choose to bring in business partners, such 
as family members or Goddard School 
directors to open new Schools. 

To establish a legacy, franchisees have 
handed down and expanded their Schools 
within their families, Schumacher said. 

Schumacher also said that it’s just as 
important to look to millennials like 
Taylor Pope to franchise. Millennials bring 
fresh perspectives and insights that will 
help GSI grow and evolve and will make 
The Goddard School preschool concept 
more appealing to the largest generation in 
the market.  

“Early childhood education is in high 
demand,” Schumacher said. “Parents 
have to work, and they need care for their 
children. It’s a big market with nearly 15 

earLY ChiLdhood 
eduCation FranChise

“As the system looks ahead, 
providing a high-quality early 
childhood education to families in 
areas that demand it the most will 
never change.”  -  Joe Schumacher
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million children under the age of six who 
require childcare.”

A major factor in Goddard’s successful 
growth and longevity is the company’s 
dual-management approach, which 
requires every School to be led by an 
on-site owner who runs the business and 
an education director who implements 
the education program. Franchisees can 
focus on the business while the education 
director helps the faculty prepare the 
children for success in school and life. 

Franchisee satisfaction and the support 
GSI provides also make Goddard stand out 
as an early childhood education franchise. 

Goddard stands out from the competition 
due to the comprehensive support the 
franchisor provides its franchisees, the 
company’s dual-management approach 
and its Educational Advisory Board, a 
knowledgeable group of outside educators, 
researchers and experts that help shape 
Goddard’s play-based curriculum by 
putting research into action. 

“Parents trust our dedicated franchisees to care for their children and 
provide an environment where they can help children grow to their 
full potential.” -  Joe Schumacher

“Parents trust our dedicated franchisees 
to care for their children and provide an 
environment where they can help children 
grow to their full potential,” Schumacher 
said. “It’s important for a franchisor 
to provide franchisees with the tools 
they need to succeed in running their 
businesses because they’re providing high-
quality education to tens of thousands of 
children nationwide.”

GSI participates in a yearly franchisee 
satisfaction survey with Franchise 
Business Review (FBR), a third-party 
market research firm that provides 
rankings for franchise companies based 
solely on actual franchisee satisfaction 
and performance. Of the 25,000 surveys 
performed by FBR last year, Goddard 

ranked first in the early childhood 
education category, marking another year 
at or near the top of the industry.

“The Goddard School’s continued growth 
proves that parents are always interested in 
high-quality early childhood education for 
their children and that they trust Goddard 
to provide it,” Schumacher said.

The franchise system provides a proven 
business model, operational tools and 
high-quality support to its franchisees 
and is eager to partner with entrepreneurs 
who are passionate about running their 
own business while helping to shape 
tomorrow’s leaders.

Begin your journey. Visit  

www.goddardschoolfranchise.com.
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When it comes to 
franchising, it’s always 
assumed to be an 
expensive endeavour. 
however, the world of 
business has grown to 
include so many more 
options. 
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franchises

in yOUr Price range

While, the internet has opened the doors 
to communication and allowed a larger 
global market, it’s also introduced more 
ideas and opportunities to consider. 

One of the biggest upfront costs for a 
franchise is location fees – so what if there 
was no building at all? It’s hard to imagine 
a company without a tangible place 
for consumers, but it’s a very common 
franchise choice and there are different 
options within your price range. 

MoBILE FrANchISE 
Consumers are more interested in saving 
time than money and will pay for the 
convenience of a service. This growing 
demand has created different types of 
businesses including the Mobile Franchise. 

While people sit in the comfort of their 
own home, they can order in different 
services without having to leave the house. 
This was once secluded to pizza and take 
out, but it has gone above and beyond such 
minute services nowadays. 

computer Services
Even though in 2015 86.8% households 
in the U.S. have at least one computer, 
people still need support when they get a 
virus or their computer is not functioning. 
People used to bring their equipment into 
the store to be repaired; they now have a 
service come directly to them. 

A franchisor has no reason to have a 
location, but a few cars to service their 
clients. If the computer repair is connected 
to a big name business as a separate 
franchise, it may come with a good list of 
clients and credibility.



“Mobile businesses and home based business both offer 
the same great perks: low fees and work-life balance. It’s a 

franchisee’s dream.” 
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Landscaping
This type of franchise is another company 
that has to be mobile. The controversy 
with this type of investment is that it’s 
seasonal, which isn’t a problem for some 
territories with one season. A heavy client 
list can guarantee a great success rate and 
profit, but more work than expected. Some 
landscaping companies cannot function as 
a mobile franchise, because of the product 

cleaning Services 
The downfall to this mobile franchise is 
the competition. Most companies have a 
cleaning contract that they are satisfied 
with, and are no longer in need for a new 
company. However, this is another mobile 
business that may or may not have a great 
list of clients. Research the franchises 
to see if they have good solid clientele. 
A lot of cleaning services are needed 
in the off hours; it would be advised to 
look at the expectations of a franchisee. 
They can usually remain at the helm in 
their own home, while employees run the 
cleaning services. Is the cleaning service 
for individual, businesses or both? Which 
one would produce profit? Look at each 
franchises past numbers to help make 
a decision about what best suits your 
personal needs. 

home improvement and repair
This type of business ranges from easy 
repairs to detailed trades. Some franchises 
offer on site services: washer or fridge 
repairs, easy household fixes, painting 
or gardening. On the other hand, there 
is a need for plumbing and electricians 
for house owners on a regular basis. A 
background in a trade is not necessary 
but could be helpful or speak to a passion. 
This type of mobile business has to come 
on site on scene to get the job done. 

they have to deliver. Confirm the state of 
the company before investing and look for 
a process and operations system that best 
suits your life and needs. 

hoME BASED BUSINESSES
Another low price range franchise is 
home based businesses. While mobile 
services allow customers to remain in the 
comfort of their homes, a home business 
can give franchisees the same such luxury. 
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ABOUT THE AUTHOR: After receiving an 
English Degree, followed by a Journalism 
Diploma, Gina Gill became a freelance 
journalist in 2008. She has worked as a 
reporter and in communications, focusing 
on social media. She currently works as a 
community information officer with Epilepsy 
Society, while pursuing her writing career at 
the same time.

Feature by G ina G i l l  F ranch is ing USA

Both mobile and home based can easily 
intertwine and be the same, but neither 
have the up front cost of a building and 
location. 

A lot of families look into such convenient 
businesses to keep a work-life balance. 
Once the franchise is off the ground and 
running, there is a lot of free time for 
franchisees. 

Party Planning Business
A franchisee interested in event planning 
can easily run such a business from home. 
Party planning franchises has become 
a whole other form of business. What 
used to be a simple game of freeze dance 
and pinatas has turned into a booming 
business. Some franchises have different 
theme packages it can offer, or it can 
offer different services: jumping castles, 
face painting, balloon animals or even 
videogames on site. It’s a fun anmd easy 
franchise to be a part of. Some home 
businesses might require a lot more hands 
on work from the franchisee, so ensure 
that you are aware of the expectations. 

“Party planning franchises has become a whole other form of 
business. What used to be a simple game of freeze dance and 
pinatas has turned into a booming business.” 

products to provide or purchase, if so it’s 
very low end and the business will not take 
away your family time or space up in your 
home. 

Tool and hardware sales 
The internet has made being a franchisee a 
lot easier, and some companies are mainly 
operated online. However, this opens 
the door to many competing personal 
businesses and social media has also 
created small competitions with franchises 
as well. Tool and Hardware sales is an 
easy home based service with a great start 
up cost. Online sales generate more profit 
and franchises can run their business 
from behind a laptop. In some cases, this 
could be a one person show and create 
more work that one intended. Research 
well into the franchise to figure out the 
responsibilities and if there are employees 
or room for hiring. 

Look around your own space and ensure 
you have some room to work within the 
confines of your home. Even though a 
home based business or mobile franchise 
may seem ideal, sometimes it can infringe 
on your personal life because it’s within 
your space. Determine whether or not 
you need an office to get the work done 
and what work exactly is needed. Some 
franchises can be run from a phone, any 
time from anywhere. 

Mobile businesses and home based 
business both offer the same great perks: 
low fees and work-life balance. It’s a 
franchisee’s dream. Nowadays a successful 
business can come from a lot of different 
venues and anyone can make it their own. 
The business of convenience has opened 
the doors to different types of success, as 
well as accessibility to more franchisees 
with a lower price range. 

Tutoring
More parents are turning to tutors to help 
their kids with some subjects or school in 
general. A well branded franchise offers 
services with a reputation that parents 
can trust. This type of franchise has a 
lower start up fee and franchisees can 
easily work from home. There aren’t any 
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Expert Advice: christopher conner, President of Franchise Marketing Systems 

aFFordabLe FranChises  
that oFFer inCredibLe VaLue

Franchising USA

have you ever heard the commonly used phrase, 
“You get what you pay for”?  It’s used frequently in 
business and many times when considering what 
value is being offered by a seller.  
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Well, it seems that this proposition just 
isn’t true in franchising.  So many of 
the excellent franchise offerings on the 
market today are being presented at 
incredible values and extremely affordable 
investment ranges.  There are several 
reasons for this, but the primary driver 
is the increasing volume of home-based 
franchise businesses which lowers the 
cost of the opening investment to start the 
franchise.  

Let’s discuss some of these franchise 
offerings and what they bring to the 
market.  First, when some asks me, 
“Mr. Conner, what franchise would you 
recommend for me?”  One of Franchise 
Marketing Systems first responses is to ask 
about available capital and what sort of 
investment range is feasible for a potential 
franchise investor.  Some franchise 
systems will automatically be ruled out if 
the money doesn’t add up.  But given the 
amount of affordable franchise offerings, 
there are plenty to choose from with even 
a modest investment amount.  

First, service businesses such as the new 
painting service franchise, Richard’s 
Painting based in North Carolina, can be 
started with a very low initial investment.  
Franchisees are provided with a proven 
training platform and offered all of the 
tools, technology and marketing programs 
needed to find and close new business, but 
the capital requirements are quite low. 

“So many of the excellent franchise offerings on the market today 
are being presented at incredible values and extremely affordable 

investment ranges.”
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Ideal Home Care, an in-home staffing 
business that staffs nurses in the client’s 
home is a business that also can be 
operated from a home office location and 
doesn’t create a significant capital burden 
to new franchise investors.  

Even brands in traditionally higher 
investment range categories can now be 
purchased for lower investment ranges 
such as WokWorks, a mobile food card 
operation based in Philadelphia creates a 
food service franchise opportunity for less 
than $50k start up.  All Paws Pet Wash 
offers a simple, add-on franchise model 
for pet services which can be started for 
less than $20k.  Another great one on the 
market is Bloomin Blinds which sells 
and repairs blinds in people’s homes and 
businesses.    

All of these businesses boast excellent 
unit level economics and present an 
opportunity to see unheard of returns 
to the initial investment.  One element 
that I’ve seen as a common trait amongst 
affordable, lower cost franchise systems 
is that they do require an active owner 
operator in most cases.  Someone who is 
involved in the business and most likely 
needs to go out in the field and promote 
the services offered.  With that in mind, I 
frequently recommend lower investment 
options because they create the potential 
for an incredible financial gain and 
open up the doors to entrepreneurship 
and business ownership to people who 
previously didn’t have much to choose 
from.

Today’s franchise market offers so many 
opportunities, I can’t stress enough to 
someone who is considering any franchise, 
get out in the field and try doing what 
you are considering investing in.  Most 

aFFordabLe FranChises  
that oFFer inCredibLe VaLue

“The successful and relevant retail franchises are ones that 
have embraced the web; they’ve embraced today’s experience-
centric customer base and they enjoy finding ways to evolve and 

innovate.”
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“I frequently recommend lower investment options because they 
create the potential for an incredible financial gain and open up 

the doors to entrepreneurship and business ownership to people 
who previously didn’t have much to choose from.”

franchise systems will allow you to come 
to a discovery day without commitment 
and you should do your due diligence 
and go out in the field to meet with other 
franchisees as well before investing in any 
franchise system.   

Christopher Conner is the President 

of Franchise Marketing Systems 

and has spent the last decade in the 

franchise industry working with several 

hundred different franchise systems 

in management, franchise sales and 

franchise development work. 

His experience ranges across all fields 

of franchise expertise with a focus in 

franchise marketing and franchise sales 

but includes work in franchise strategic 

planning, franchise research and 

franchise operations consulting. 

For more information on how to choose 
the right food service franchise, contact 
Chris Conner at Chris.Conner@
FMSFranchise.com 

www.fmsfranchise.com

chris conner 
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one of the first questions 
people ask themselves 
when they consider 
purchasing a franchise 
is ‘how much does the 
franchise cost? 

Initially restaurants are attractive due 
to their brand appeal, but most people 
eventually eliminate it from consideration 
once they discover a comparatively high 
initial expense and operating costs. 

Everyone has a different personal worth 
and it is important to determine what 
franchises are in their price range before 
continuing the exploration process.

Expert Advice: rick Bisio, Franchise coach, Franchoice 

FranChises in  
Your PriCe ranGe

When it comes to first time business 
owners there is a tremendous amount 
of misunderstanding about the true cost 
of purchasing a franchise. Not being 
able to attain an accurate figure for a 
franchise can be a frustrating experience 
and cause people to look at other options 
before continuing their due diligence. I 
recommend to people that they should 
know their general investment range 
before exploring franchises. Essentially 
they should pre-qualify themselves for 
such investments.

When people start researching restaurants, 
their first reaction is often that franchising 
is expensive. The reality is franchising is 
not expensive – restaurants are simply on 
the higher-end of the scale. People may 
also find a particular franchisee fee online 
and feel optimistic that is falls within their 
price range. However, when they speak to 
a franchisor’s sales representative, it can 
be equally disappointing to learn there is 
a higher cost associated with purchasing 
the franchise along with a certain amount 
of debt to carry that comes with it.  In this 
case, it is important to understand both 
how much cash you need to purchase a 
franchise and the total actual investment.

To figure out the total actual cost of 
a franchise investment, I recommend 
examining the franchisor’s Franchise 
Disclosure Document.  Item 7 of the FDD 
is titled Estimated Initial Investment, 
which is a comprehensive list of expenses 
you can expect to incur when opening a 
business.  This figure includes the total 
amount of money that is required to 
open the business, along with a cash flow 
amount for at least the first three months of 
operation. A good resource to find FDD’s 
for free is www.fddexchange.com.
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In addition to reviewing the Total 
Initial Investment found in Item 7 of 
the FDD, there are two other important 
areas to consider in order to get a better 
understanding of the personal affordability 
of a franchise. One factor is the amount of 
money needed to operate the business until 
it starts to make money. This is the total 
operational cash flow requirement. There 
will be an initial negative cash flow as 
more money is put into the franchise than 
what comes out.  Potential franchisees 
must determine approximately how long 
it will take to reach a break-even point 
between investing initial expenses and 
finally making money. 

Another calculation to be aware of is a 
personal cash flow requirement. This is 
the amount of money it will take to run 
your family from the time the business 
is getting off the ground to the point 
in which the business can cover your 
family’s expenses.  Nobody wants to start 
a business and quickly find themselves in 
personal debt because they did not take 
into account this important factor.

Once one determines the initial 
investment, the amount of cash flow 
needed until the business breaks even, and 
the personal cash flow requirements, then 
the process of financing can be examined. 
Many franchises can assist with putting 
people in touch with banks or preferred 
lenders they have worked with in the past.

Fundamentally, there are two types of 

financing categories – debt financing 
and equity financing.  Traditional debt 
financing involves the repayment of 
principle and interest over time.  Normally 
collateral is also required.  An SBA loan 
is the most common type of financing.  
While the Small Business Administration 
helps by approving franchise systems, 
in actuality, the SBA plays a secondary 
support role, acting primarily as a loan 
guarantor for the lender.

Whereas debt is the exchange of money 
for a promise to repay, equity financing is 
the exchange of money for ownership. This 
can happen in the form of personal cash, 
investors, partners or, a ROBs program. 
Equity financing does not require 
collateral and there is no repayment.  
However, you will give up ownership in 
the business.  The investors receive stock 
(equities) in exchange for their investment 
and are entitled to a portion of the profits.  
Equity financing can be an appealing 
option for some people depending on how 
much ownership one has to give up.

The cost of a franchise is often directly 
related to the amount of infrastructure that 
needs to be put into place before opening 

and there is a wide variation. Restaurants, 
with large square footage, supplies and 
equipment, are generally more expensive. 
Fortunately, there are many less expensive 
franchise options.  These are franchises 
that can operate from home or office 
locations and have low investment and 
operating costs.

There are many details to know about 
buying a franchise, and perhaps the most 
intimidating aspect is the cost associated 
with the purchase. One of the first steps 
people should take in making a sound 
investment is understanding the true 
amount of money needed to purchase the 
franchise and that it ultimately fits within 
their price range.

Rick Bisio is a leading franchise coach 

with FranChoice, the creator of the FDD 

Exchange and the Franchise Glossary 

and the co-host of Rick Bisio’s Franchise 

Focus.   Since becoming a franchise 

coach in 2002, Bisio has assisted 

thousands of aspiring entrepreneurs 

nationwide explore the dream of 

business ownership. 

www.afranchisecoach.com/the-coach

“Everyone has a different personal worth and 
it is important to determine what franchises 
are in their price range before continuing the 
exploration process.”

rick Bisio 

“When it comes to first time business owners there is a 
tremendous amount of misunderstanding about the true cost of 

purchasing a franchise.”
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Almost daily someone 
will ask me how much it 
costs to start a franchise, 
and most of the time 
the person asking the 
question is assuming you 
have to invest a fortune 
to open any franchise.  
That’s just not true!
While the early days of franchising gave 
us household names like McDonald’s, 
Burger King, Wendy’s and many more 
brands that are relatively expensive to 
open, in recent years the idea of easily 
replicated business models from National 
brands has extended to a myriad of 
affordable options.

It all boils down to the basics of business, 
most notably what makes a business either 

expensive or inexpensive to get into.

So, what are some of the costs that can 
make a business expensive to start up?

• Having to purchase land

• Needing to build a building to operate 
out of

• Rent for a restaurant or retail space, 
some of the most expensive real estate to 
rent

• Building out an existing space so that 
you can operate your business

• Inventory, this can either be for food or 
retail

• Large staffing requirements

• Long and complicated permitting 
processes

• And we could keep going…

So, how is it that there are affordable 
franchises?

It’s simple really, they have crossed off 

some or all of the items on the list above 
when they built their business model.

Let’s look at a comparison:
A fast food restaurant opens in a strip 
mall, they keep their costs down by not 
needing a piece of land and a stand-alone 
restaurant.  The owner rents a space and 
builds it out with whatever kitchen, cold 
storage and dining room they need.  Now, 
while it is in a strip mall it needs to be a 
prime site with visibility which makes it 
an expensive location to rent.  The owner 
will also need to get the appropriate 
licensing, stock up on food and beverages 
and hire a team to prepare for grand 
opening.  The amount of food and staff 
they need to operate on day one will not 
be too far from what he will need when his 
business is mature.

In contrast let’s look at a commercial 
services franchise.  These often will vary 
between home based and small office 

Expert Advice: George Knauf, Senior Franchise Business Advisor, Franchoice

aFFordabLe 
Can be 

inVaLuabLe!
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based depending on how much staff is 
required.  The franchisee may rent a small 
office, may have an office manager and/
or salesperson, maybe even a technician.  
Their office probably does not need to be 
built out, but may need furniture.  If home 
based, there may not be much opening 
cost at all.  Depending on the kind of 
service they may be a moderate amount of 
inventory, or none at all.

Notice what isn’t eliminated in the pursuit 
of affordability?  

The ability to make money.

The cost to start up your business may or 
may not be directly related to your ability 
to make money.  It speaks only to the 
cost of the stuff and people it takes to run 
particular businesses.

One important thing to note, if you own a 
home or office-based business it may be 
more of an owner involved business model 
than a franchise that requires a retail box.  

So whatever you do in these categories you 
will want to be confident that you can and 
will do the work that the franchisor knows 
needs to be done for that business to hit 
home runs.

To that end, you will want to draw up a 
description/model of what you are good 
at, what you are not as good at or what you 
just don’t like doing.  Also outline how you 
want to work, what days you want to work 
and what personal commitments you want 
to be sure to be able to attend.  Last of all, 
write down your goals.

When you engage affordable franchise 
brands, share that model with them.  Make 
sure it is a discussion topic as you work 
with them so that you and they can come 
to a decision as to whether that particular 
franchise is a good fit for you and that 
you will do the work it takes to make it 
successful.

one last note (and possibly my 
favorite):
Restaurants and retail stores have a 
protected radius, not protected customers. 

“So, how is it that there are affordable franchises? It’s simple really, 
they have crossed off some or all of the items on the list above 

when they built their business model.”
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“The cost to start up your business may or may not be directly 
related to your ability to make money. It speaks only to the cost of 

the stuff and people it takes to run particular businesses.”

In those models the customer decides 
which restaurant or store they go to and it 
might not be the one nearest their home.

Affordable franchises are often territory 
based, meaning the franchisor outlines a 
protected territory based on the number 
of potential customers for the business 
that live or locate in the territory. Because 
these services are often performed at the 
home or business of the customer it is far 
easier to have protected potential clients. 
You will know who and where your 
customers are, go get ‘em!

What will your success story be? Let’s go 
find it!

George Knauf is a highly sought after, 

trusted advisor to many companies; 

Public, Independent and Franchised, of 

all sizes and in many markets. His 20 

plus years of experience in both start-

up and mature business operations 

makes him uniquely qualified to advise 

individuals that have dreamed of going 

into business for themselves in order 

to gain more control, independence, 

time flexibility and to be able to earn in 

proportion to their real contribution. 

Contact the Franchising USA Expert 

George’s Hotline 703-424-2980.

www.myperfectfranchise.com 
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The explosive growth of 
franchising as a method 
of distributing products 
and services has sparked 
a great deal of creativity. 
More and more people 
are considering franchise 
purchases as a path to 
independence. 

For many reasons, these prospects may 
think that buying a franchise is beyond 
their means. These reasons range from 
lingering student debt to the high cost 
of housing.  Tapping into this potential  
market can open up mutually beneficial 
opportunities for franchisors and 
franchisees. 

This article provides some pointers on 
how to design a franchise program that is 
accessible to prospective franchisees with 
limited capital. 

Alternative franchise programs
Some industries have different tiers of 
operations.  For example, a restaurant 
concept may have a fine dining concept, 
a casual dining option, an express facility 
and food trucks.  Planned carefully from 
both operational and legal perspectives, 
these types of locations can operate in a 
complementary manner to grow the brand, 
even in the same market.  Franchisees 
without the capital to invest in a full scale 
restaurant could start out with the brand 
by operating a food truck or an express 
kiosk. The overall cost will be much less 
than buying a restaurant franchise due 
to a more limited menu, fewer staffing 
requirements, less necessary equipment 
and smaller inventory demands. 

Mobile franchises
Another method of creating low cost 
franchises is to eliminate the need for an 
office or a physical location of any kind.  
Expensive rent and build out requirements 
can send the cost of a franchise rocketing.  
Instead, some franchise systems have 

f
e

a
T

u
r

e
: F

r
A

N
c

h
IS

E
S

 IN
 Y

o
U

r
 P

r
Ic

E
 r

A
N

G
E

how frAnchisors cAn  
design ProgrAms for   
budGet- 
ConsCious 
FranChisees

“What millennial these days 
doesn’t have at least one 

side gig? Many new entrants 
into the workforce do not 

make enough money to pay 
their bills with just one job, 

especially in large urban 
areas with higher rent.”

based their businesses on the operation of 
mobile vehicles that can travel from place 
to place.  A food truck is one example. 

Another type of mobile franchise is a 
towable party game truck that can be hired 
for birthday parties and corporate events. 
Franchisors can also take advantage 
of the demand for in-home services. 
Instead of a nail salon, the franchisee can 
travel to a client’s home to provide nail 
care or waxing. Instead of building and 
maintaining a spa, a massage therapist 
can provide massage services in a client’s 
home. These may be adjuncts to a brick-
and-mortar business or stand-alone 
franchises. 
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While these types of concepts are 
primarily service-based, they can also 
apply to product sales.  One example 
might be a franchise that involves stocking 
convenience store shelves with the 
franchisor’s products.

Side Gigs
What millennial these days doesn’t 
have at least one side gig? Many new 
entrants into the workforce do not make 
enough money to pay their bills with just 
one job, especially in large urban areas 
with higher rent. They may not even be 
directly employed by the companies for 
which they work. Rather, the company 
contracts with a staffing company for their 
services.  Interjecting another layer in the 
employment paradigm further reduces the 
take home pay of these workers. Prevalent 
part-time supplementary side gigs range 
from rideshare driver to pet walker, 
from DJ to yoga instructor. Designing an 
affordable part-time franchise program 
can be appealing to these, primarily 
younger, potential franchisees and can 
even eventually morph into a full-time gig.  

Step up brands
A variant on the idea of designing tiered 
levels of franchises, establishing “step 
up” brands can bring in franchisees with 
lower investment requirements. As the 
franchisee gains experience, he or she can 
step up to acquire a franchise in the more 
expensive categories.  Lodging companies 
have done a good job of creating this with 
multiple brands ranging from economy 
motels to luxury world-class 5-star 
properties. All take advantage of the same 
reservation system and rewards program 
and the other perks of a large franchise 
system with many resources. 

“For many reasons, these 
prospects may think that 

buying a franchise is beyond
their means. . . . Tapping 

into this potential market can 
open up mutually benefiial

opportunities for franchisors 
and franchisees.”

susan grueneberg

Susan Grueneberg has been working 
with franchisors in industries 
ranging from food and beverage to 
transportation, fitness, senior care, 
health care, pet services, real estate, 
children’s activities, automotive care 
and construction for the past 30 years. 
She assists franchisors in setting up 
franchise systems and expanding them 
nationally and internationally. To learn 
more, you can reach Susan at 213-892-
7996 or sgrueneberg@cozen.com. 

www.cozen.com/people/bios/grueneberg-
susan 
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SBA Financing
Last, but not least, many franchisees seek 
financing for their franchises through 
loans guaranteed by the Small Business 
Administration. The SBA maintains a 
directory of franchise programs and a 
program must be listed in order to be 
eligible for SBA assistance.  There is no 
fee to be listed on the SBA’s Franchise 
Directory, but a franchisor must submit 
its Franchise Agreement and Franchise 
Disclosure Document to the SBA for 
review and an eligibility determination, as 
well as other documents that the SBA may 
require. The SBA has a form Addendum 
that franchisors must use if a franchisee 
obtains a SBA-guaranteed loan.  See 
https://www.sba.gov/document/support—
sba-franchise-directory. Having this 
process available to franchisees is often a 
big plus for a franchise program.

As franchising expands even further in the 
national and international economy, more 
affordable alternatives will be increasingly 
available.  Rather than placing their entire 
savings (and often even their homes) at 
risk, more and more franchisees want to 
start a business that costs less to start but 
still presents a good rate of return.  They 
are often willing to pay higher continuing 
fees as a trade-off for a reduced initial 
investment.  That creates opportunities for 
both franchisors and franchisees.
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EvAN hAcKEL 

Dear Evan,

Nobody on my team 

seems to really care about 

training and if they take the 

lessons at all, they rarely 

seem to use them. I know I 

shouldn’t just give up. What 

can I do? 
- Jeanne, Virginia

There are many reasons why employees do 
not believe that the training their company 
provides is effective. You need to be able 
resolve all these issues to be successful:

• They feel they know it all and don’t 
need training

• The training is boring

• The training is meant “for someone 
other than me”

• The training is put together by people 
who don’t know the real world

• Training is just not important

• Your training is out of date

Getting buy-in on training for new hires is 
normally fairly easy. The bigger problem 

is getting your current - and possibly 
underperforming - employees to get 
energized about training, learn new things 
. . . and be more effective.  

Done well. training can have massive 
improvement on the company’s key 
performance indicators. Training is a great 
investment, but if employees are not using 
your training, it was a waste of money and 
a true expense, not an investment. 

Let me recommend five ways to get buy-in.

Take a close look at your 
processes and provide training 
that is truly meaningful
Don’t assume what you currently are 
doing is built on best practices; rethink 
the processes you’re training on. Bring in 
real-world top performers to ensure you 
are developing effective content. 

Make sure everyone is briefed and knows 
these top performers are part of the 
process. 

Bring staff into the development 
process, from the start
Involve staff from the beginning, have 
them involved in the curriculum-planning 
process. Training should be reality-based, 
built on input from staff. Current staff 

should help your company design training 
programs, using what effective training 
development companies call a Design a 
Curriculum (DACUM) process. During 
this process, you consider what type of 
training would be most effective. The 
overall strategy is to create training that 
staff supports, because it is founded in the 
realities of what they do. 

This same principle should be used when 
developing your implementation plan for 
delivering your training. Involving staff is 
always a good idea.

Use your staff as subject matter 
experts
The more real-world your training is, the 
better it is - and the more likely it is that 
people will want to use it. The best way to 
do this is to have your staff be the subject 
matter experts, real people that are doing 
the job. If you want to make major changes 
and use an outside firm to define the 
process, make sure the staff you will be 
training is heavily involved. 

have your staff regularly review, 
modify and approve your 
training and what it teaches
Training must adjust and adapt to 
changing customer needs, to competitive 

ask the expert: 
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about evan
Evan Hackel is a 35-year franchising veteran as both a franchisor and franchisee. He is CEO of Tortal Training, a leading training development company in Charlotte, North 
Carolina, and Principal and Founder of Ingage Consulting in Woburn, Massachusetts. Evan is the host of Training Unleashed, and author of Ingaging Leadership. Evan speaks 
on Seeking Excellence, Better Together, Ingaging Leadership and Attitude is Everything. To hire Evan as a speaker, visit www.evanspeaksfranchising.com. Follow @ehackel.

hoW to actually get people to use 
your training in five easy steps

Franchising USA
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about evan
Evan Hackel is a 35-year franchising veteran as both a franchisor and franchisee. He is CEO of Tortal Training, a leading training development company in Charlotte, North 
Carolina, and Principal and Founder of Ingage Consulting in Woburn, Massachusetts. Evan is the host of Training Unleashed, and author of Ingaging Leadership. Evan speaks 
on Seeking Excellence, Better Together, Ingaging Leadership and Attitude is Everything. To hire Evan as a speaker, visit www.evanspeaksfranchising.com. Follow @ehackel.

evan hackel 
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products, to industry trends, and more. 
Don’t expect your current training 
programs to go on working well for years. 
Continually ask your team to review your 
training and tell you want works, what is 
outdated, and what needs to be changed. 
You don’t want the justification, “Our 
training is out of date,” to become true. 

Acknowledge, thank and reward 
staff for using what they learned 
in training
Employees like to know that their efforts 
have been noticed. So, schedule a series 
of steps in which you acknowledge that 
people are becoming more effective by 
using what they learned in training. 

Have a question about your franchise? 
Email your franchising question to 
editor@cgbpublishing.com. We look 
forward to hearing from you! Please note 
that your questions may be edited for 
length prior to publication.   

“Getting buy-in on 
training for new 

hires is normally 
fairly easy. The 

bigger problem is 
getting your current 

- and possibly 
underperforming - 
employees to get 
energized about 

training, learn new 
things . . . and be 

more effective.” 
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“The more real-world your training is, the 
better it is - and the more likely it is that 
people will want to use it.” 
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not Your aVeraGe 
FranChise – not Your 
aVeraGe FranChisee  
the interface 
financial 
group’s 
ifg 50-50 
franchisees 
are invoice 
discounters. 
as the 
interface 
financial 
group is the 
only invoice 
discounting 
franchise 
available they 
can hardly be 
described as 
average.
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WhAT Do WE Do?
It’s all in the name – we are invoice 
discounters, in other words we buy 
invoices at a discount. 

Here’s the transaction – our client is a 
manufacturer or a provider of a service on 
a business-to-business basis. Once they 
have completed an order and delivered it 
to the customer, they supply an invoice to 
the customer usually with payment terms 
known as N30 - or net 30 days. Once upon 
a time as the fairytale goes… that meant 
that customers paid their suppliers on the 
30th day after they received the goods 
and the invoice. Unfortunately, 30 days 
has become 40, 50, 60 and in some cases 
even 90 days. This means that suppliers 
are waiting sometimes as much as three 
months to be paid for goods or services 
that they have delivered. For a company 
that is growing rapidly, not knowing 
when your customers are going to pay is a 
serious cash flow issue.

The Interface Financial Group solves 
their cash flow problem by buying those 
individual invoices at a discount, therefore 
providing their client with immediate 
cash to continue growing their business 
and meeting all of their day-to-day 
requirements in a timely manner. The 
transaction is not in any way a loan but 
rather a buy/sell transaction, and when it is 
completed the invoice then belongs to The 

Interface Financial Group. On payday, 30, 
40 or even 90 days later, payment is made 
direct to The Interface Financial Group 
and the transaction is complete. It’s clearly 
a win-win-win situation. It’s a win for the 
client who received immediate cash and 
didn’t have to wait many weeks to be paid, 
it’s a win for the IFG 50-50 franchisee as 
they earned income on the transaction, 
and it’s also a win for the customer who 
enjoyed extended terms for payment of the 
invoice.

In the majority of franchises, the 
franchisor trains the franchisee and 
provides startup assistance, after which the 
franchisee is usually running the franchise 
on their own perhaps with periodic 
reference to their franchisor for help and 
direction or products and supplies.

With the IFG 50-50 franchise, we have 
an approach that is clearly not average. 
We work with franchisees on every 
transaction from the very beginning of 
their franchise – the transaction in fact 
becomes a syndicate of franchisee and 
franchisor working together. That working 
together aspect covers areas such as the 
required due diligence to get a transaction 
started and the all-important funding of 
the transaction. Funding is the buying 
of the invoice, and when that happens 
franchisee and franchisor come together to 
combine their individual working capital 
contributions to provide payment to the 
client.  In any financial transaction there 
will always be ‘paperwork’ to complete - 
IFG 50-50 franchisees gain comfort from 
knowing that all paperwork is handled 
by the franchisor giving them a virtually 
paperless franchise.

By virtue of the fact that it is paperless, 
the skill set that we seek in a franchisee 
does not involve form filling, bookkeeping, 
report writing etc., but rather a high degree 
of people skills. This is a franchise that is 
all about people, money and technology. 
Our franchisees are engaged in working 
with their clients on a one-on-one personal 
basis at an ownership level. Similarly, 
franchisees market their service through 
a relationship marketing approach, one 
that has been tried and proven by the 
franchisor for over 40 years - and this 
means that franchisees do not normally 
market to the end user, instead they adopt 
a marketing approach that results in 
business being referred to them. 

There isn’t very much about the franchise 
that is average! Franchisees create income 
with their franchise through the discount 
fees earned on each transaction. This 
means that the more capital a franchisee 
chooses to deploy, the greater their income 
and this is compounded by the fact that 
the franchisor provides a capital leverage 
program whereby franchisees actually 
earn a higher income than their deployed 
capital would normally generate. This 
results in franchisees effectively working 
with OPM – Other People’s Money - and 
thus are able to grow their own franchise 
at a rapid rate.

The IFG 50-50 franchise is far from your 

average franchise, and for individuals 

that like to think and work outside of the 

box the franchise creates an interesting 

and unique opportunity.

www.interfacefinancial.com/franchise 

not Your aVeraGe 
FranChise – not Your 
aVeraGe FranChisee  

With the IFG 50-50 franchise, we have an approach that is clearly 
not average. We work with franchisees on every transaction 

from the very beginning of their franchise – the transaction in 
fact becomes a syndicate of franchisee and franchisor working 

together. 
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SAME DRIVE.
DIFFERENT BATTLEFIELD.

Veterans interested in franchising 
can take their skills learned in the 
military to successfully own and 
develop small businesses. Learn 
more and support veterans in 
franchising at www.vetfran.com.

TAKE THE NEXT STEP > VETFRAN.COM

• 650 franchise companies 
participating

• 151,000 veterans and their 
spouses found careers in the 
franchise industry

• 5,100 veteran franchise owners

OFFERING FINANCIAL SUPPORT, TRAINING & 
MENTORSHIP

www.vetfran.com
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our Veterans in franchising special supplement has become 

a regular feature of franchising usa.  

To share Your sTorY in the next issue, please contact 

Vikki Bradbury, Publisher  

Phone: 778 426 2446   

email: vikki@cgbpublishing.com
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Juice It Up!, one of the nation’s leading 
handcrafted smoothie, raw juice, and 
superfruit bowl chains and a leading 
“veteran friendly” franchise, has 
announced the launch of its loyalty-
focused mobile app. 

The new mobile app offers guests a 
personalized digital experience allowing 
them to pay, earn loyalty points and 
redeem rewards all from the convenience 
of their mobile device. Available now in 
the App (iOS) and Google Play (Android) 
stores, users who download the Juice 
It Up! app will instantly receive $2 off 
a purchase of $5 or more and $5 off a 
purchase of $10 or more. Additionally, 
users who track their purchases in the 
mobile app will earn a $5 reward for every 
$50 spent.

“As a brand dedicated to helping fuel our 
guests active and healthy lifestyles, we 
want to reward those who consciously 
make healthy decisions, like choosing to 
enjoy a nutrient packed superfruit bowl 
over a greasy burger, and our new mobile 
app does just that,” said Milena Rimassa, 
Juice It Up!’s director of marketing. 
“Our new app is just one of the steps 
we’re taking to improve the Juice It 

Up! experience through technology and 
innovation. We’re also looking forward 
to introducing additional app elements, 
including mobile ordering and delivery in 
the near future.”

By downloading the app, fans of Juice It 
Up!’s better-for-you options can reap all 
the juicy benefits including birthday and 
anniversary rewards, double points days, 
exclusive deals for app users, and be the 
first to learn about exciting new products 
and offers all year long. App users will 
receive a $3 referral bonus after their 
friends create an account and make their 
first purchase using a unique referral code. 
Referred friends also receive a $3 bonus to 
use on any Juice It Up! purchase.

Juice It Up! is a leading handcrafted 
smoothie, raw juice, and superfruit bowl 
franchise. Founded in 1995, the Irvine, 
California-based lifestyle brand is focused 
on providing its guests with a variety of 
great-tasting, better-for-you food and drink 
choices designed with personal wellness 
in mind. With over 100 locations open 
or under development across California, 
Florida, New Mexico, Oregon, and 
Texas, the privately-owned company is 
showcasing a new restaurant design, a 

heavier focus on healthy smoothies and 
bowls, the growing demand for raw and 
cold pressed juice options, and a menu 
refresh that reflects the brand’s active 
personality and motto to “Live Life 
Juiced!” 

An established lifestyle brand with 
unparalleled experience in the raw 
juice bar industry, Juice It Up! has been 
included in Fast Casual’s 2017 Top 100 
Movers & Shakers List, Franchise Times’ 
2018 Top 200+ Franchise Chains, named a 
2018 “Best for Vets” Franchise by Military 
Times, ranked “Top 3” Smoothies/Juices 
franchises in Entrepreneur Magazine’s 
2018 Annual Franchise 500® List, and 
named one of Entrepreneur Magazine’s 
2017 Best Food Franchises and Top 
Franchises for Veterans. According to 
the Nation’s Restaurant News Annual 
Top 200 Report, the $32.1 billion U.S. 
beverage-snack industry is recognized as 
one of 2018’s top five bestselling restaurant 
segments. 

For more information about becoming 

a Juice It Up! franchise partner, visit 

www.juiceitupfranchise.com.

veteran news
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Juice it up! Launches neW moBiLe aPP  
ThaT reWarDs guesT LoYaLTY

Download the App for Instant Rewards and Lots of Juicy Benefits!  
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FirstLight Home Care, a leading 
national provider of non-medical 
home care, has been named by 
Franchise Business Review as a 
top franchise opportunity for 2019 
based on franchisee satisfaction and 
performance, ranking No. 30 on the list 
of 200.

More than 30,000 franchise owners were 
surveyed, representing 310 franchise 
brands, to determine the best franchises 
of 2019. Franchise Business Review’s top 
franchise list is based on franchise owner 
answers to questions that focused on 
areas such as the home office’s leadership, 
training, core values and also the owner’s 
business lifestyle and how much they 
enjoyed running their franchise.

“Making this list is very satisfying 
because it’s based on surveys of owners 
and shows how happy they are to be a 
part of the FirstLight family,” said Jeff 
Bevis, co-founder and CEO of FirstLight 
Home Care. “We feel that the key to our 
continued growth is to serve our home 

care clients exceptionally well and to 
do everything in our power to make our 
owners successful. We take the team 
concept very seriously and a ranking like 
this proves that our approach is working.”

In addition to making Franchise Business 
Review’s Franchise Opportunity list, 
FirstLight has also made Franchise 
Business Review’s top franchise for 
veterans list for the past two consecutive 
years. 

“We are always looking for more ways 
to show appreciation for those who have 
served our country,” Bevis said. “We have 
programs in place to provide veterans with 
assistance in opening their own FirstLight 
business, and we’ve had tremendous 
success at our locations owned by those 
who have served in the U.S. Armed 
Forces.”

FirstLight Home Care discounts its 
franchise fee by $12,500 for all U.S. 
military veterans. Additionally, Jeff Bevis, 
serves as the current committee chairman 

of the International Franchise Association 
(IFA) Education Foundation VetFran 
Committee, which helps provide access 
and opportunities in both employment and 
franchising for veterans and their spouses. 

FirstLight regularly attends and presents 
at regional and national events that are 
created to assist transitioning veterans to 
highlight both business ownership and 
employment opportunities that exist within 
the franchise industry for veterans and 
their spouses.

FirstLight serves seniors, adults with 
disabilities, new mothers, veterans, those 
recovering from surgery and other adults 
in need of assistance. The company’s 
caregivers help with many needs – from 
personal hygiene and household duties 
such as cooking, cleaning and running 
errands to mobility assistance and 
dementia care.

For more information about FirstLight 

Home Care’s franchise opportunities, 

visit www.firstlightfranchise.com.
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Franchise Business Review ranks FirstLight No. 30 out of Top 200 franchise  
opportunities based on survey of owner satisfaction and performance

firstlight hoMe care nameD a ToP  
franchise oPPorTuniTY for 2019
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VETERAN PROFILE: Puroclean

When Puroclean, 
a leader in property 
emergency services and 
the franchise restoration 
industry, first developed 
its Purovet program, vice 
President of Franchise 
Development and Purovet 
creator, Tim courtney, 
dreamed of one day 
giving a free franchise to 
a veteran. 

As a former volunteer firefighter, Courtney 
has a heart for service and a passion for 
giving back to those in service of our 
country. He pitched the idea of a giveaway 
to President, Chief Operations Officer, and 
veteran U.S. Army Captain, Steve White, 
who agreed that a giveaway was a natural 
evolution of PuroClean’s established 
veteran program. Working together with 
the PuroClean team, White and Courtney 
ensured veterans knew where to turn after 
their service and how to best utilize their 
skills in the civilian workforce through 
PuroVet.

Established in 2017, PuroVet was 
founded on the principle that veterans 
already hold the keys to a secure future 

as entrepreneurs. Franchise ownership 
caters directly to a skill set already 
instilled within military veterans. Veterans 
are prepared to step in and serve at a 
moment’s notice. With a servant’s heart 
and strong mind, qualities that are a must 
in the restoration industry, veterans within 
the PuroClean system have shown that 
they are ready to be a pillar of hope for 
homeowners, who may find themselves 
standing in six inches of water in their 
living room or facing fire and smoke 
damage or mold contamination. The 
formalization of the PuroVet program 
was prompted by seeing success amongst 
this group, and the shared desire of those 
within the company’s leadership to do 

What WouLd You do With  

a Free FranChise? 
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in November 2018, when Grant Springer 
became the first-ever veteran to receive a 
free PuroClean franchise.  Springer, a 26-
year United States Army veteran, benefited 
greatly from PuroClean’s innovative 
thinking, entering a newly launched 
contest in August 2018 and finding out 
about his win during a moving surprise 
ceremony at the company’s South Florida 
office.  He will open his franchise in 2019 
with the support of his family, along with 
his newfound family at PuroClean.

This spring, the PuroVet franchise 
giveaway will return, allowing active 
duty, retired, and honorably discharged 
service members to submit résumés and 
business plans to the PuroClean team 
for consideration. Details are expected 
to be shared soon, and the 2019 PuroVet 
franchise winner will be announced in 
tandem with Veterans Day in November. 

https://franchise.puroclean.com/

opportunity/purovet 

more to put entrepreneurship into the 
hands of those leaving active duty.

The restoration industry is one of 
resilience, withstanding the test of 
recessions and economic downturns.  
Day-to-day calls are supported by a 
team of people on a national level, so no 
PuroClean franchise owner is ever on an 
island. Through PuroVet, veterans of the 
U.S. armed forces save 25% off of the 
franchise fees typically paid to PuroClean 
by new franchise owners. In addition to 
the substantial discount on franchise fees, 
veterans are guaranteed:

• 24/7 access to PuroClean’s Home Office 
support team

• 10-15% off orders from some of 
PuroClean’s award-winning online 
custom printing providers of signage 
and vehicle graphics

• Access to special financing, as well as 
discounts from suppliers

A pivotal moment came for the PuroVet 
program, and for PuroClean as a company, 
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steve White - President, chief operations  
officer, and Veteran u.s. army captain

Tim courtney - Vice President of franchise 
Development and PuroVet creator

a pivotal moment came for the PuroVet program, and for Puroclean as a company, in november 2018, 
when grant springer became the first-ever veteran to receive a free Puroclean franchise.  
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ExPERT ADVICE: Michael Arrowsmith, chief Development officer, Pinch A Penny Pool Patio and Spa

It’s no surprise that 
veterans often seek to 
leverage their experience 
in the military to pursue 
a career in some form of 
entrepreneurship. 

They are statistically more likely to 
be self-employed than non-veterans, 
according to a study by the Small 
Business Administration. In the world 
of franchising, the characteristics 
that allowed veterans to excel in the 
military make them ideal franchisees. 
Why? Because franchising is a 
unique combination of individual 
entrepreneurship, organizational structure 
and the personal discipline to follow a set 
of steps to execute a plan. Franchising is 
great because it provides opportunities for 
every level of military-trained individuals, 
and has proven systems, processes and 
support in place.  Franchising takes the 
guesswork out of starting a business. 

Transitioning into a franchise business 
owner can be exciting, yet overwhelming. 
There are countless franchise 
opportunities, and, of course, all of them 
claim to have the best business model, but 
here are a few things to keep in mind as 
you narrow down your choices.

hoW Vets Can Find  
their PerFeCt FranChise   
aFter the miLitarY 

DISCIPLINE. TEAMWORk.  

LEADERSHIP. STRATEgY.
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proven business-building programs for 
new locations? How about real estate site 
selection assistance, construction, etc.?  
When it comes to your future business, 
who actually finds the site, negotiates the 
lease, selects the construction contractor? 
How much support is available – is it 
advice or active on-location help? How 
much do you need or want? If more is 
offered, are they charging extra for that 
support? 

For example, at Pinch A Penny, we do all 
those activities for you (or less of them if 
you don’t need our direct help) and won’t 
charge extra for those services – this is 
an important factor to consider.  Many 
brands may charge an extra “training fee” 
or “real estate services fee” or “technology 
fee.” Another big support is the franchisee 
network itself – those who are already in 
the brand.  You should talk to them. Are 
the franchisees supportive of each other? 
Do they help each other succeed in the 
business? The best brands have recruited 
franchisees who understand that helping 
each other makes everybody stronger.  The 
best brands also cultivate that culture by 
providing regular meetings and annual 
conferences to share best practices. Having 
a strong foundation of support is crucial 
for your business success.

history of the brand and veteran 
involvement
The franchising industry is full of shiny, 
new brands capitalizing on the latest 
trend of the moment.  However, being in 
business for a significant amount of time 
demonstrates a brand’s stability and the 
strength of its business opportunity. A 
company that’s experienced fluctuating 
economies, consistent evolution of tech 
and consumer preferences, and continues 
to relentlessly grow – showcases this 
stability and strength, and relevance in the 
marketplace. These are key attributes of 
all successful businesses.

While I never served in the military 
myself, if I were honored enough to be a 
veteran, I would look at what a company 
was actively doing for the military and 
veteran communities, beyond simply 

owner-operator versus multi-unit
Something to determine early on is how 
you want to be involved in your business. 
For the most part, franchise systems 
can be divided into two models: the 
owner-operator model and the multi-
unit model. In my experience, vets who 
were on the front lines or in field work 
do extremely well in the owner-operator 
model because they like the active and 
direct work of being in the “fray” and 
“getting their hands dirty” on a regular 
basis. Owner-operators are active in the 
day-to-day operations of their business, 
and oversee either only themselves or a 
small team – likely family or individuals 
close to them. On the other hand, vets 
who accumulated more rank, sometimes 
transition more easily to the multi-unit 
model. The logistics can be much broader 
and the team larger. There can be multiple 
locations, concurrent development of new 
locations, and the constant challenge of 
recruiting, training and developing your 
team.

Start-up costs and military 
incentives
Navigating the financial requirements of 
franchise opportunities can seem daunting, 
but it should be exciting. The fact is, 
franchising is saturated with an unlimited 
number of opportunities across a wide-
variety of industries and segments, so it 
is absolutely possible to find one that fits 
your financial status. Even if the financial 
requirements of brands you are most 
interested in seem too high, look deeper 
into the details.  Most franchisors identify 
military vets as ideal franchisee prospects 
and have either compelling financial 
incentives to reduce upfront costs, or 
exclusive access to special financing. Even 
better, some brands do both!

Support 
When evaluating a specific brand, you 
should not only look at the financial 
incentives they offer, but also how much 
support they offer to their franchisees. 
Are training programs in place (for both 
franchisees and employees)? Are there 
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being a VetFran member or just offering 
an incentive. Is it sponsoring events, does 
it employ veterans, partner with veteran 
organizations, give back? Many companies 
talk the talk, but look for those who 
actually walk the walk. 

Most importantly, thank you. The 
contributions and sacrifices of our military 
are truly immeasurable. Your service has 
made it possible for companies like Pinch 
A Penny and countless others to thrive. I 
feel privileged to be part of an industry 
that has continually created a viable path 
for veterans to transition from soldier to 
successful business owner.  

Michael Arrowsmith is the Chief 
Development Officer of Pinch A 
Penny Pool Patio and Spa, the world’s 
largest swimming pool, retail, service 
and repair franchise. Throughout his 
career, Arrowsmith has held senior level 
executive positions at several leading 
franchise brands, including Denny’s, 
Gloria Jean’s Coffee, Checkers & 
Rally’s, and most recently serving as 
chief development officer of Captain D’s. 
With more than 25 years of experience, 
his extensive understanding of the 
franchising industry has allowed him 
to achieve exceptional and sustained 
growth and financial results for each 
company’s franchise system. 

michael arrowsmith

DISCIPLINE. TEAMWORk.  

LEADERSHIP. STRATEgY.
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VETERAN PROFILE: Le Macaron French Pastries

Leading at Home  
and abroad: 

In 2010, I graduated from 
roTc and joined the 
United States Army as 
a commissioned officer. 
Like most members of 
the military, I wanted to 
be a part of something 
bigger then myself. 
After completing over a year of training I 
became an Explosive Ordnance Disposal 
(EOD) technician, and was honored to 
serve with some incredible men and 
women during my time in EOD. The four 
years of active duty as an EOD officer and 
five years of serving in the reserves gave 
me the foundation necessary to develop 
leadership skills that I would use in my 
civilian life.

As an officer in EOD, I was trained to 
lead my teams in the safe disposal of 
IEDs or any other explosive hazards that 
may be a threat to personnel or property. 
Throughout my entire service, I not only 

hoW a bomb squad oFFiCer Found 
sWeet suCCess With Pastries
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and make a meaningful difference to our 
fellow soldiers and country.

Just as I faced challenges, learning 
curves, highs and lows as an officer, I 
still face a number of hurdles each day as 
an entrepreneur. Some days you are the 
bat, and some days you are the ball. But 
holding on to those celebratory moments 
and learning from your lows will help you 
not only persist, but persevere as a leader 
and entrepreneur.

Starting a business is more than just 
operating a concept that will sell. It is 
about creating a team that will work 
with you to the best of their ability. Even 
through the highs and lows, being an 
entrepreneur requires you to be cool and 
collected with your co-workers and your 
clients. Bringing your past experiences 
to the table will help you succeed in 
these fields, and not only help you build 
a thriving business, but also inspire those 
around you to develop and learn under 
your leadership.

Luke Freshwater has served for nine 
years in the United States Army as an 
officer. While still in the reserves, he 
and his father John own and operate a 
Le Macaron French Pastries Franchise 
in Pittsburgh PA, serving delicious 
macarons and other French pastries to 
customers.

lemacaronfranchise.com 

“Starting a business is more 
than just operating a concept 

that will sell. It is about creating 
a team that will work with you to 

the best of their ability.”

Find Success in Simplicity
From eliminating IEDs in Afghanistan 
to protecting the President of the United 
States, my platoon was successful in 
carrying out a variety of important 
missions despite our small size. This is 
because being a small team allowed us 
to build a tight network between each 
member, and carry out missions in an 
efficient and effective manner.

This concept of minimalism to increase 
efficiency translated to our business 
practices at Le Macaron French Pastries. 
In addition to being a fun opportunity, 
John and I were drawn to the franchise 
concept because of its simple business 
operations. From having a kiosk model 
as our franchise location to sourcing all 
of our baking items from Le Macaron 
French Pastries’ headquarters, the simple 
and minimalistic model allows our team 
to be as efficient and effective as possible 
in doing what we do best: serving our 
customers.

Build a Strategy for the highs 
and Lows
The officer training I undertook in ROTC 
gave me a foundation to lead others, 
but I still faced a number of challenges 
after graduation. Being introduced to my 
platoon and dealing with the day-to-day 
challenges of EOD – like ensuring the 
safety of your platoon, forced me to adapt 
to the learning curves and hurdles I faced 
every day. It was with the support of my 
teammates and the confidence I had in 
them and myself that helped me face each 
of these challenges. The belief we had in 
each other helped us get through each day, 

saw my fellow teammates triumph in 
the face of danger, but also develop into 
incredible people capable of doing the 
impossible.

I knew my discipline and military training 
would be best used in a leadership role. 
My father, John and I took the path of 
entrepreneurship and became owners of a 
Le Macaron French Pastries franchise. As 
a smokejumper parachuting into remote 
areas to combat wildfires, my father too 
had a high stress job. While a different 
setting from our past careers, being Le 
Macaron French Pastries franchisees has 
allowed us both to use our skill-sets to find 
success as entrepreneurs. 

Learn how to Lead
My first taste of leadership in the Army 
was leading five two-man bomb squad 
teams. Providing oversight for each 
team, it was not only my responsibility to 
ensure the safety of each soldier, but to 
also understand the learning style of each 
soldier and adapt my leadership style to 
them. Doing this, I was not only able to 
help my team carry out their missions, but 
help develop my team into becoming the 
leaders they are today.

At Le Macaron French Pastries, the 
success of our employees ultimately 
leads to the success of our business. In 
order to ensure our business thrives, 
we need to understand how each of our 
employees learns. Everyone we work 
with has their own unique set of strengths 
and weaknesses so as leaders, it is the 
responsibility of John and I to reflect on 
their skill-sets, improve upon them, and 
for us to adjust our management strategy 
to these elements.
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Business finance depot

Business Finance Depot specializes in 
packaging equipment leases and SBA 
Express Working capital loans for start-up 
and existing businesses. 

our main clients are franchisors seeking 
financing for their new franchisees and 
manufacturers seeking financing for their 
equipment purchases. 

our company also works with SBA 7(a) 
lenders, alternate financing sources, crowd 
funding financing sources and companies 
that specialize in using retirement funds to 
capitalize a new business. Please visit our 
website for more information. 

Website: www.businessfinancedepot.com 
Email: paul@businessfinancedepot.com  
Phone: (800) 788-3884 
contact: Paul Bosley

assisted living locators 
Assisted Living Locators provides the vital function to seniors 
and their families of identifying their ideal alternative living 
solutions and other related services – all at no cost to them. 
our proprietary evaluation system results in free residential 
referrals that enable our clients to make the best possible 
decisions for their loved ones.  our elder care advisors are 
trained to find solutions that meet our clients’ needs and to 
personally accompany them on guided tours of facilities that 
match their individual preferences.

ours is a truly turn-key program that puts our owners on the 
path to success through a proven executive business model 
with high profit margins, low overhead, minimum employees, 

repeat referrals, and residual income. Even more importantly, 
many of the industry’s most desired areas of the country 
remain available for new development.

If you’re aware of the unsurpassed value of the assisted living 
market, if you’ve always dreamed about the freedom and 
independence that business ownership could bring you, 
and if you’ve been waiting for the perfect, local, affordable 
opportunity to carve out your piece of the industry, Assisted 
Living Locators may be just the match you’ve been seeking.

For more information please contact Mary Ann russo or  
Tom Ingle at:   
Phone: 800-267-7816 
Email: franchise@assistedlivinglocators.com 
Website: http://www.assistedlivinglocators.com/

franchising usa  

A-Z Listings are a great way to promote your 
business, giving you a presence within our 
publication and also the Franchising USA 
website.

Each detailed, full colour A-Z listing comes with 
a 150 word write up and your logo. 

Excellent for branding and recognition. 

choose a 12 or 6 month package or simply 
add the A-Z directory onto your Focus, Profile 
or Ad!

To learn about the A-Z directory or any other 
products please contact vikki Bradbury: 
advertising@cgbpublishing.com or  
778-426-2446

clayton Kendall

clayton Kendall provides comprehensive 
branded merchandise programs for more 
than sixty franchise communities nationwide, 
resulting in greater brand exposure, cost-savings, 
streamlined operations and brand compliance. 

With a customized online store as the organizing 
principle, our websites give franchisees the ability 
to purchase their advertising and marketing tools 
in one easy-to use program.

We provide marketing collateral, signage, PoP 

displays, printed materials, promotional products 
and apparel. our services include graphic design, 
merchandising, sourcing, warehousing and 
fulfillment, kitting and proprietary technology with 
advanced management reports. All programs are 
scalable and user-friendly. customer service is 
our forte’.

contact: Dan Broudy, chief Executive officer 
Phone: 412-798-7120 
Email: dan@claytonkendall.com 
Website: www.claytonkendall.com 

fresh coat
The average Fresh coat on average earns 41.22% gross 
profit and $507,883.18 in revenue!*  (*See Item 19 of our April 
1, 2018 Franchise Disclosure Document for details. Based on 
data reported by franchisees that were open and operating 
full-time for at least 1 year for the period ending December 
31, 2017 and that reported Gross revenues and income 
statements. A new franchise owner’s results may differ.

our owners continually testify about the amazing amount 
of help they receive from our company. From coaching and 
onboarding, to marketing and operational support, we guide 
you every step of the way. 

Marketing Support & operation Support – At Fresh coat, our 
franchisees are constantly surrounded by support from both 

our Marketing Department and our operations Team. We 
have national and local marketing initiatives and resources 
to drive customers to your place of business, and experts to 
guide and coach you for as long as you own your Fresh coat 
franchise.

Fresh coat is committed to leading the painting industry 
by driving platinum level customer service delivered by a 
team of professionals and painting experts. To do this, our 
franchisees only hire the most skilled and experienced 
painters, allowing their franchise businesses to offer 6 unique 
services. Your painters provide positive experiences from the 
initial quote to final touch-ups.

Phone: (513) 605-4877 
Email: freshcoatpaintersfranchise@gmail.com 
Website: www.freshcoatfranchise.com
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the groWth coach  
The Growth coach® is an industry-leading 
business coaching franchise, established in 
over 150 markets in the United States and 
abroad. 
Since our founding in 1992, our coaches 
have helped thousands of small 
business owners achieve their personal 

and professional goals. With 28 million 

businesses in the United States, the 

demand for business coaching has grown 

to a tremendous $11 billion industry.

P: (877) 498-3626

W: https://growthcoachfranchise.com  

E: GrowthcoachFranchiseopps@gmail.com

international franchise 
professionals group 
The International Franchise Professionals Group (also 
known as IFPG) is a membership based organization 
that has over 700 members. our members consist 
of Franchisors, Franchisor Brokers, Lenders, and 
other Franchise Professionals that help potential 
candidates in the process of buying a franchise.

hundreds of nationally recognized franchise 
companies have chosen the IFPG and its members 
to represent their brand; hundreds of experienced 
franchise consultants and brokers have chosen the 

IFPG to power their business. All of these individuals 
understand the value of being associated with IFPG.

The IFPG is a strictly membership based organization 
that does not participate in any referral fees from 
our franchisor members or our brokers, thereby 
allowing all of our members to work freely together. 
our long-term success is predicated on retaining our 
members and providing all the tools needed to help 
you sell more franchises, and close more deals.

If you’re a franchisor, franchisor broker, or another 
profession that serves the franchising industry call us 
today at (888) 977-IFPG to learn about membership 
opportunities.

leaKpro international 
incorporated    
LEAKPro is a unique Mobile business serving new and 
used car and  truck dealerships, body shops, fleets and rv 
Dealers detecting and repairing Automotive Water Leaks, Air 
Leaks, Wind-Noises, sunroof and convertible issues. 

The system itself, besides using ultrasound technology 
combined with the latest proprietary tools and products has a 
unique trademark, decor and logo. LEAKPro offers intensive 
hand on training, oEM warranty approved products, factory 
trained technicians and up to a Lifetime warranty. 

our training not only teaches leak repair, but day-to-
day business management and sales techniques. Prior 
Automotive experience is not required but helpful. 

A commitment to Service Excellence and a willingness 
to learn are required. The ability to deal with people in a 
friendly, professional and courteous manner combined with 
the determination to succeed could put you on the road to 
financial freedom.

With No effective competition and the high demand for this 
service - it’s a Winning combination. This Mobile business 
is a low-overhead, profitable  opportunity.  To join this Multi-
Award winning TEAM call 888.532.5349 or visit www.leakpro.
com today! Individual, Master and regional opportunities 
exist all throughout the USA.

contact: John r. Allen Founder & President 
Phone: 905.829.LEAK{5325) 1.888.532.5349 
Email :john@leakpro.com 
Website: www.leakpro.com 

Military coffees 

veterans, military retirees and public safety 
professionals have been enjoying the unique 
experience of drinking the freshest, 100% USDA 
certified organic coffees available. 

In addition, the ability to personalize the label 
on just one bag is something that nobody else 
is doing. With the combined power of owning 
a printing company, a coffee company and a 
shipping center, Military coffees is able to print 
the label, roast the coffee and ship it same or 
next day. 

Their tagline is “Green to gone in 48 hours,” 
meaning that the green beans that are imported 
from organic farmers across the coffee growing 
regions of the globe are roasted and in your cup 
within 48 hours. 

If you have never had fresh roasted specialty 
coffee (an industry that is growing by 20% 
annually), you are missing out on a small slice of 
heaven in a cup. 

For additional information on the Fighting Force 
Specialty coffee franchise opportunity, please 
visit their website at www.militarycoffees.com. 

MonKee’s franchising

Monkee’s Franchising, LLc is a franchisor 
of upscale ladies’ boutiques specializing in 
shoes, clothing and accessories. 

headquartered in Winston-Salem, Nc, 
Monkee’s was founded in 1995 and has 
become one of the most successful 
organizations of independently owned 
boutiques in the Southeast. our boutiques can 
now be found in Alabama, Florida, Kentucky, 

North carolina, ohio, South carolina, 
Tennessee, Texas and virginia and we are 
excited as our growth continues nationally. 

Monkee’s is recognized throughout this region 
as a leader in providing the finest fashions from 
the world’s top designers.

contact: Troy Taylor 
Phone: 336-529-5200 
Email: troy@shopmonkees.com  
Website: www.ownamonkees.com 
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franchising usa  

A-Z Listings are a great way to promote your 
business, giving you a presence within our 
publication and also the Franchising USA 
website.

Each detailed, full colour A-Z listing comes with 
a 150 word write up and your logo. 

Excellent for branding and recognition. 

choose a 12 or 6 month package or simply 
add the A-Z directory onto your Focus, Profile 
or Ad!

To learn about the A-Z directory or any other 
products please contact vikki Bradbury: 
advertising@cgbpublishing.com or  
778-426-2446

naturalaWn of aMerica, 
inc.
called “too far ahead of its time” in 1987, NaturaLawn of 
America—an organic-based lawn care company—today has 90 
franchise locations in 25 states serving over 93,000 customers 
and generates annual revenues in excess of $64 million. Their 
natural lawn care system consists of a proprietary line of organic 
lawn care products, and provides business opportunities to 
individuals wishing to secure their own franchise. 

With an average gross revenue of over $1.5 million per 
location and the highest reoccurring revenues in the industry, 
NaturaLawn of America is the premier choice when seeking 
a franchise service business. Franchise owners have the 
additional benefit of offering mosquito and flea and tick control 

under the separate brands Mosquito ranger and Tick ranger. 
Each franchise is given an exclusive protected territory of 
between 50,000 to 70,000 single-family homes, as well as the 
company’s patented and exclusive fertilizers. 

Franchise owners also benefit from advertising, marketing, 
accounting, purchasing, business management and other 
support provided from NaturaLawn of America’s home office. 
A franchise support team visits new franchise locations an 
average of eight times a year for their first two years in business.  
NaturaLawn of America has grown its revenue by 26 percent 
since 2014. 

contact: Blaine Young 
Phone: 301-694-5440 
Email: Franchise@naturalawnfranchise.com  
Website: https://naturalawnfranchise.com 

nestlé® toll house® café  
By chip®  
Nestlé® Toll house® café by chip® is a premiere dessert 
and bakery café offering customers an unrivaled 
experience through the use of fine ingredients, indulgent 
creations, distinct flavor profiles, and the rich tradition of 
the very best Nestlé® brands. 

cafes offer freshly baked cookies, customized cookie 
cakes, a wide assortment of freshly baked confections, 
specialty coffee, ice cream, smoothies and savory items 
including paninis, wraps and flatbreads, sandwiches, 
salads and soups (in select locations). 

crest Foods Inc., franchisor of Nestlé® Toll house® café 
by chip®, based in richardson, Texas, is a premiere 
restaurant franchisor company. The company currently 
franchises more than 150 bakery cafés in the United 
States, canada and the Middle East. The concept has 
kiosk, in-line mall, lifestyle, and street café locations. The 
first café opened in 2000. Nestlé® Toll house® café by 
chip® has been recognized by Entrepreneur magazine’s 
“Franchise 500.” For more information please visit 
nestlecafe.com.

contact: Benjamin Padilla 
Phone: (214) 495-9533 
Email: franchising@nestlecafe.com 
Website: www.nestlecafe.com 

our toWn aMerica
For 45+ years, our Town America has been providing 
new movers with traditional hospitality by mailing warm 
housewarming gifts from local businesses in a premium 
welcome package.

It is our Town America’s mission to welcome new movers 
into their community, to help local businesses gain new loyal 
and long-term customers, and to provide franchisees with an 
excellent business opportunity. In the New Mover Marketing 
industry, we mix proven & perfected methods of direct mail 
with new technologies.

Thousands of satisfied business owners throughout the 
United States attest to the success and effectiveness of the 

our Town America program, while dozens of locally-owned 
franchises validate the our Town America concept as a 
viable business opportunity. Franchisees are neighborhood 
marketing consultants, showing local business owners how 
to target their best prospects with enticing offers via direct 
mail. 

Since beginning to franchise in 2005, our Town America 
has been consistently ranked a Top 50 Franchise by the 
Franchise Business review, making them the only Advertising 
brand to land a spot in the 10-year hall of Fame and the sole 
company to be crowned the Franchise Business review’s 
All-time Top company. They are the 2018 #1 Advertising & 
Sales franchise. 

Website: https://www.ourtownamerica.com/  
Email: franchising@ourtownamerica.com

pollo caMpero   
Pollo campero has served flavorful chicken 
made with our original family recipe since 1971. 
our menu includes fried, grilled, and boneless 
chicken for wholesome, customizable, easy-to-
share meals.

In 2017, we were named #6 in Business Insider’s 
“25 best fast-food chains in America right now.” 
With 350 system-wide locations, including 
company-owned and franchised stores, we have 
established a support network for franchisees 
who want to join our growing family. 

With 6 straight years of compounded Annual 
Sales Growth, we are now positioned to rapidly 
expand throughout the US.

Franchising with Pollo campero means serving 
up fresh, unique flavors with broad appeal and 
taking part in a franchise opportunity with strong 
earnings potential. Join our family!

Phone: (972) 770-2800 
Website: us.campero.com/franchising  
Email: franchising@campero.com 
contact: Gustavo Duran,  
Executive vice President
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pool scouts    
Backed by multi brand franchisor, Buzz 
Franchise Brands – winner of Inc. 500, Pool 
Scouts helps franchisees hit the ground 
running.

Pool Scouts is the franchise opportunity 
poised to make a splash in the industry.  

here are some compelling attributes: 

• Fragmented market in a $3 Billion industry

• Fast growing franchise opportunity

• Low franchise fee and fast start up

• Recurring revenue business

A Pool Scouts franchise is a business 
opportunity that can be run from virtually any 
home or office. We are talking to motivated 
people to operate Pool Scouts businesses 
across the United States. Individual territories 
or area development opportunities are 
available. Pool Scouts…Perfect Pools, Scouts 
honor!  

Phone: 1-844-407-2688 
Email: franchising@poolscouts.com 
Website: poolscoutsfranchise.com

re-Bath    
In an industry of independent home remodeling 
contractors, re-Bath stands out as a unified, trusted 
national brand. re-Bath is known for providing expert, 
affordable and effortless bathroom remodeling solutions 
that transform homeowners’ bathrooms in days, not 
weeks. We offer a spirit of innovation and an alternative 
to cover-up or overpriced remodeling. 

We handle both the design and the installation – it’s 
a branded, one-stop customer experience that the 
industry sorely needs. We are the go-to resource for 
bathroom remodeling in the markets our franchisees 
currently serve, and our national reputation strengthens 
as we continue to connect the dots across the country. 

of course, it helps to have the trust of renowned 
companies like home Depot. re-Bath is the nation’s 
largest complete bathroom remodeling franchise with 
presence in more than 150 cities and 43 states. 

The ideal candidate for re-Bath should have sales, 
marketing, and/or management experience and be 
extremely results oriented. construction knowledge is 
not required. You must have a minimum of $100,000 
in liquid capital, and be ready to make a full-time 
commitment.

contact: Samantha Wilson  
Phone: 866-721-7761 

Email: swilson@sfdpros.com  
Website: www.rebathfranchise.com 

suBWay®

When you own a Subway® sandwich shop, you’re 
part of the world’s largest Quick Serve restaurant 
chain and one of its most recognized brands, and 
you’ll get the support and experience that comes 
with it. 

Be part of a winning brand that keeps customers 
coming back for delicious meals made just the way 
they want. Subway® is the undisputed leader in fast, 
wholesome food. 

our sandwiches are made to order right in front of 
the customer, precisely the way they want - using 

freshly baked breads, select sauces and a variety 
of delicious toppings. When you join the Subway® 
family, you’ll get world-class support before you even 
make your first sandwich and well beyond. 

our franchise support system features: training, 
product development, advertising, purchasing 
cooperative, field support and much more.

contact: ralph Piselli, North American Franchise 
Sales Manager

Phone: 203 877 4281 
Email: Franchise@subway.com 
Website: www.subway.com

the interface financial 
group – ifg 50/50  
The Interface Financial Group – IFG 50/50 is an affordable 
home-based franchise that provides short-term working 
capital to small and medium-sized businesses by purchasing 
current, quality invoices at a discount, thus accelerating the 
client’s cash flow and growth.

All transactions are syndicated 50/50 with the franchisee and 
the franchisor, and that means less working capital required 
to fund transaction: IFG does the bulk of the due diligence 
and the ‘paperwork’ for the transactions, and IFG 50/50 
franchisees will concentrate their efforts on building the 
referral relationships – they do the ‘people work’.  

Key advantages of being an IFG 50/50 franchisee include:

• No staff to hire, fire, or manage

• No storefront to own, lease, or maintain
• No Inventory or stock to purchase
• No extensive travel because IFG franchisees do business 

locally
• Business-to-Business, professional environment with 

regular business hours of operation
• Flexibility to relocate for part of the year or permanently and 

continue doing business

our franchisees are excellent communicators, relationship 
builders with decision-making and problem-solving skills, 
and much more sales & marketing oriented. IFG has been in 
the ‘invoice discounting’ business since 1972, and employs 
its franchise network in the US, canada, New Zealand, 
Singapore, the UK, Ireland, Australia, Mexico and South 
Africa.

www.interfacefinancial.com

franchising usa  

A-Z Listings are a great way to promote your 
business, giving you a presence within our 
publication and also the Franchising USA 
website.

Each detailed, full colour A-Z listing comes with 
a 150 word write up and your logo. 

Excellent for branding and recognition. 

choose a 12 or 6 month package or simply 
add the A-Z directory onto your Focus, Profile 
or Ad!

To learn about the A-Z directory or any other 
products please contact vikki Bradbury: 
advertising@cgbpublishing.com or  
778-426-2446
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veterans Business services 
veterans Business Services provides the most advantageous 
franchise acquisition terms for veterans and provides 
innovative entrepreneurial training for qualified veterans 
seeking grants under the vA vocational rehabilitation 
Program. 

veterans Business Services (“vBS”) specializes in 
entrepreneurial opportunities for veterans and has an 
extensive reach into the veterans community and can 
generate significant interest from qualified veterans who wish 
to start a franchise or small business. 

vBS offers multiple marketing methods that have proven 
effective with helping franchise organizations with their 
expansion plans. Utilizing custom email marketing 

campaigns, news press releases, and online franchising 
e-magazine articles, vBS gets the message to qualified 
veterans who are invested in starting a franchise. 

vBS supports service disabled veterans who are enrolled in 
the self-employment track within the veterans Administration 
and provides outreach efforts to transitioning military through 
TAP and AcAP programs. As a graduate business of the 
Entrepreneurial Bootcamp for veterans (“EBv”), we also 
assist other graduates of EBv and provide coaching support 
through mentoring programs. vBS is where veterans turn to 
make their franchise dreams a reality.

contact: James Mingey 
Phone: 202-349-0860 
Email: info@veteransbusinessservices.us 
Website: www.veteransbusinessservices.us

truBlue total house care  
There are thousands of Senior care companies taking care of the 
person, but No oNE is taking care of their homes. Sadly, Seniors 
are forced to leave their beloved home and memories too soon 
because the home becomes too hard to maintain. regrettably, 
they end up in nursing homes and retirement facilities. All of that 
has changed and created a business opportunity of a lifetime.

TruBlue is the oNLY national provider that specializes in Total 
house care for Seniors, so they can stay in their homes longer… 
“age in place” with confidence, comfort, safety and independence. 
We provide complete and on-going house care, both inside and 
outside the home:

• Repairs

• Cleaning

• Yard work

• Special projects (such as wheelchair access, safety audits, and 
fall prevention, to name a few) 

• Home Watch

TruBlue Total house care services busy families, as well. They’re 
constantly running from school activity to sporting event most 
evenings and weekends. While they have disposable income, they 
have little free time or desire to handle the endless chores around 
the house. They gladly turn to TruBlue for complete and affordable 
house care, inside and out, where we act as their Total house 
care Manager and provide them with a convenient and hassle-free 
lifestyle. 

Phone: 866-498-3218 
Website: www.trubluefranchise.com 

tuffy tire and auto  
In 1970, the first Tuffy Muffler shop opened in Detroit, 
Michigan. To keep up with changing times, we’ve changed 
and evolved too, from just a Muffler shop to an auto service 
center. our service line up currently includes brakes, shocks, 
struts, springs, alignment, front-end, oil change, mufflers, 
tires, air conditioning, batteries, starting and charging, flush 
and fill, and c.v. joints. We take care of all your auto repair 
needs.  

helping our franchisees to operate successfully and meet 
the challenges of today’s marketplace is the top priority for 
the Tuffy® Tire & Auto Service centers. We provide our 
franchisees with a proven operating system, and as a result, 

our franchisees have played a key role in the success of 
Tuffy. Tuffy, is looking for customer focused, ethical business 
owners. 

With over 45 years in business, franchisees are provided 
a value proposition that includes a state-of-the-art 
management, sales and Technical Training, comprehensive 
marketing and advertising programs, national vendor 
partnerships, national and local support, a powerful brand 
proposition, a strong business model and on-going research 
and development. 

contact: Travis Mulligan 
Phone:  800-228-8339 
Email: Travis@tuffy.com  
Website: Tuffyfranchising.com   

topfire Media   

TopFire Media is an integrated digital marketing 
and public relations agency, specializing in the 
franchise industry. 

our clients benefit from our years of experience 
in franchise SEo service, public relations, media 
relations, content writing and management, social 
media marketing, and web design. We work to 
bring all of these elements together to achieve a 
common goal – our clients’ success. 

our integrated approach combines our public 
relations and franchise SEo service prowess and 
is designed to generate brand awareness, drive 
consumer engagement, and build credibility for 
your company.

Phone: (708) 249-1090 
Fax: (708) 957-2395 
Website: www.topfiremedia.com 
Email: info@topfiremedia.com 
contact: Matthew Jonas

franchising usa  

A-Z Listings are a great way to promote your 
business, giving you a presence within our 
publication and also the Franchising USA 
website.

Each detailed, full colour A-Z listing comes with 
a 150 word write up and your logo. 

Excellent for branding and recognition. 

choose a 12 or 6 month package or simply 
add the A-Z directory onto your Focus, Profile 
or Ad!

To learn about the A-Z directory or any other 
products please contact vikki Bradbury: 
advertising@cgbpublishing.com or  
778-426-2446
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Franchise Opportunities Available.
Partner With A PROVEN Brand.
OWN YOUR TUFFY TODAY!

CONTACT US FOR MORE INFORMATION:

800-228-8339
www.TuffyFranchising.com

Helping our franchisees to operate successfully and meet the challenges of today’s 
marketplace is the top priority for the Tuffy Tire & Auto Service Centers Franchise and 
Operations Team. We provide our franchisees with a proven operating system, and as 
a result, our franchisees have played a key role in the ongoing success of Tuffy.

Our value proposition includes (but is not limited to) the following:

 • Over 45 Years in Business. 
 • State of the Art Management, Sales & Technical Training.
 • Comprehensive Marketing & Advertising Programs.
 • National Vendor Partnerships.
 • National & Local Support.
 • Powerful Brand Proposition.
 • Strong Business Model.
 • On-going Research & Development.

AUTOMOTIVE EXPERIENCE NOT REQUIRED!
Tuffy is looking for customer focused, ethical business owners. Our franchisees come 
from many different walks of life. A background in auto repair is not needed to run a 
successful Tuffy Tire & Auto Service Center, but can be helpful.


