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any franchisors are successful.

Other franchisors are not. Only

a small number, however, are
highly successful. What separates the high-
ly successful franchisors from the rest? This
article identifies five habits that can make a
significant impact on the overall success of
a franchisor, its franchisees, and the fran-
chise system.
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Ultimately there is little value in a brand
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or a specific functional area. It needs
to permeate and be understood by the
whole organization. That necessitates
the idea moving beyond communication
into people’s everyday activities. This is
about stimulating self discovery and be-
havioural change. And it is the real test
of living the brand.’

Effective inside-out branding requires the
wholehearted commitment of management
to lead by example. In most franchise busi-
nesses, the brand, its
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' commitment
to deliver on the brand promise with every
customer touch. Successful execution of this
brand approach differentiates highly suc-
cessful franchisors from other franchisors.

Habit #2: Balance the interests
of the franchisor, franchisee, and
the system as a whole.

aware of the c()mpermg interests of
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In a Franchise Sales Process,

the Franchisor:

= Sells to anyone willing to buy.

= Looks for buying signals and
opportunities to close.

= Focuses on recruiting a quantity of
candidates.

= Maximizes growth by accepting
marginal candidates.
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whole—and balances them appropriately.
Successful franchise systems are built on a
relationship of interdependence and trust.

The successful franchisor manages its sys-
tem through its relationships with its fran-
chisees, but the successful franchisor never
loses sight of the differing and sometimes
adverse roles of the franchisor and the
franchisee.
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In a Franchise Recruiting
Process, the Franchisor:

= Selects only those who both match
the profile of a successful franchisee
and whose objectives can be met
with a high degree of probability.

= Focuses on whether or not the
candidate is a good match.

= Seeks quality over quantity.

= Protects the brand by walking away
from marginal candidates.
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entire system at risk through class actions,
maximize the ability of the franchisor to
keep successful franchisees within the fold
by strong noncompete commitments. The
franchise agreement is an instrument that
manages and minimizes risk for the fran-
chisor—not because the franchisor has a li-
cense to engage in misconduct, but because
lawsuits and arbitration are simply not the
way to manage a franchise system.

Although the highly successful franchisor
strives for consensus and accord with its
[franchisees, compromises that risk the fran-
chisor’s control will not work in the end. In
other words, at times, the best approach is
no more “Mr. Nice Guy." Sometimes the so-
lition is to remove the bad apples. But re-
moving a franchisee does not have to be pu-
nitive. Often the most effective approach is
to work out the terms of a franchisee’s exit
Jrom the system through a mutual termina-
tion agreement that allows a franchisee to
sells its franchise to a third party.

it #3: Stack the deck with
franchisees.
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chise recruiting process, and saying no to
the marginal candidates, will help identify
those franchisees who can make the fran-
chise a success in the long term and help to
build the brand along the way.

Habit #4: Obsess over the fran-
chisee’s bottom line.

The fourth habit of the highly success-
JSul franchisor is obsession with the fran-
chisee’s bottom line. The highly successful
Sfranchisor fully understands rthat its suc-
cess is largely dependent on the success of
its franchisees. The key here is after iden-
tifving the “ace” franchisees in Habir #3,
the franchisor should provide field support
to help the franchisee develop its business.
Providing regular, ongoing support to fran-
chised and owned locations ensures system
compliance, assists locations to improve
performance, maintains a sense of unity
and belonging among franchisees, and
physically demonstrates concern regard-
ing franchisee operations. Profitable fran-
chisees are happy franchisees. Too many
franchisors spend too much time dealing
with problems rather than proactively look-
ing for ways to increase franchisee profit-
ability.
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other committees, and franchisee buy-in to
significant system change.

Most franchisors look at franchisees who
are not successful and say they are not im-
plementing the system, but they fail to ask
the “why not" questions. Franchisees do
not just wake up one morning saving “I'm
not going to follow the system today.” Too
many franchisors wait for too long to act on
problems or challenges. On the other hand,
highly successful franchisors create a trusi-
based franchise system with frank and open
communication where franchisees feel they
are empowered to participate actively in
the present and future direction of the fran-
chise system.
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