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Marketing can quite often seem like one extra thing

to do on top running a business. And, if you have no experi-
ence with running your own marketing campaigns, marketing
can seem a daunting task. But, no matter what your reserva-
tions, marketing is an essential part of generating new
business and retaining loyal customers.

If your franchise system takes care of national marketing activ-
ity, it doesn’t mean you can afford to take a back seat when it
comes to marketing in your local area.

Franchising talks to some franchisees whose initiative in
setting up marketing campaigns in their neighbourhood is

delivering them more new customers as well as
helping them keep hold of regular customers.
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Tips from the Trade

Paola Tanner, principal at Printrak, a company specialising in marketing implementation
for franchises, offers some local area marketing tips to franchisors and franchisees.

TIPS FOR FRANCHISORS

Feedback Channels

If you can establish multiple channels to promote and receive
feedback regarding local area marketing, you will see an increase
in franchisee engagement. Ownership can be achieved by involv-
ing franchisees in the planning, making them feel a part of the
process. Think of how many of your current local area marketing
campaigns have been initiated by franchisees.

Promote Trials

Encourage a culture of trials and provide evidence of results
achieved in other areas to support franchisees considering
engaging in local area marketing activity. You can reward fran-
chisees that have been proactive in initiating marketing activity
and promote their success to franchisees that don’t promote
their business locally.

Measure Results

When measuring return on investment, don't just focus on the
financial return. You should also consider the positive impact on
the soft side of the business and how local area marketing has
affected people within the business. Cultural outcomes, an ener-
gised team or increased community awareness, can have a very
positive effect on the business even if it doesn't reflect on sales
figures in the short term.

Provide Support

Designate a liaison officer to communicate local marketing activi-
ties to franchisees. Have someone who is a good communicator
and is readily available to speak to franchisees demonstrates
that local area marketing is a top priority for franchisees and
franchisors.

Create Cycles

Create a repetitive local area marketing activity that franchisees
can opt into regularly. The cycle activity will become an easy
option to implement managed local marketing activity. Promote
the cycle within the network and advertise how many fran-
chisees come on board each period and what results they are
getting. If you wish to increase gradual participation you can
set the cycle to be duplicated automatically each period. If it is
simple, cost effective and it works there are no excuses not to
participate! Automating this process has been a key part of the
development of our systems as we needed to integrate the

capability to manage those cycles without creating extra work
for the franchisor.

Send Clear Messages

Here is a check list of messages your marketing department

should have clear before communicating with franchisees:

¢ Expectations — what do your franchisees expect you will
provide to help them promote their business and what do you
expect them to do? Are you providing a fully managed solution
for franchisees or is the expectation that franchisees will
organise local area marketing themselves?

e Roles - are you, as the franchisor, providing the strategy and
encouraging franchisees to implement or is your culture one
of working with franchisees to help them plan their local area
marketing but ultimately making them accountable for the
strategy?

Reward Proactive Franchisees

Recognise the merits of franchisees through awards and certifi-
cates. Take the time to personally thank franchisees for doing
something well. Something as simple as a hand written note can
recognise the franchisee’s contribution and strengthen your rela-
tionship with that person at the same time.

Minimise the Hassle

Most franchisees know they need to promote their business but
they are busy. Remove the complexity around organising market-
ing projects. By having easy access to implementation
tools, franchisees are more likely to go ahead with an idea. By
simplifying this process you will demonstrate that you value your
franchisees' time. Local area marketing activity, when automated,
is not a burden on either the franchisor or the franchisee’s
precious time. In fact the automation of the process will cut
promotional overheads and maintain high production standards.

Measure the Number of Initiatives

In the same way you track your leads and cenversion rates for
sales, you can track the success rates for local area marketing
activities. How many franchisees contacted you with an idea and
how many turned into a local campaign? Recorded data can be
used to analyse trends within the chain and adjust strategies to
improve local area marketing in the future.

Encourage Collaboration
Proactive franchisees can become a seed to motivate other fran-
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movie promotions which were supported by television
advertising. If customers bought a Lenard’s Multi-Meal Deal, they
would receive a free double movie pass. Williams has also been
instrumental in organising sponsorship of events at the local
league club in Cairns. These events have provided numerous
opportunities for Lenard’s to gain publicity.

SUBWAY

Kate Strong bought an
existing Subway store in
the Sydney suburb of
Rozelle in November
2006. Since then, store
improvements, direct
marketing and the intro-
duction of EFTPOS have
seen sales, customer numbers and productivity increase.

Kate Strong said that simple renovations to her Subway store,
including the installation of an outdoor seating area and some
simple signage advertising daily specials, have increased sales
by approximately 30 units per day.

“Some customers just didn’t know what Subway did, or that
we were even there! | still have some signage and visibility
improvements to make, so this will only be positive,” Strong said.

Since November, Strong has organised four mail drops to 13,000
households in the suburb. She estimates the redemption rate for
each mail drop is 1.5 per cent, which equates to 195 customers.

“l have met these mail drop visitors and at least 70 per cent
are new customers. By ensuring my staff is courteous, quite a
few of these people have now become regulars,” Strong said.

The Rozelle Subway store also offers free lunch time delivery to
businesses located within a 300 metre radius of the shop.

“I have introduced myself personally to each shop within a 300
metre radius offering the store’s free delivery from 12-2pm. They
may be unable to leave their store to get lunch, but we could take
two minutes to take their lunch to them,” Strong said.

And the new EFTPOS facility means customers who want to
use this method of payment can do so without being directed to
the nearest ATM machine.

“The bank was only 1560 metres away but customers are lazy. If
they have a choice between a shop that accepts cards and one
that doesn't, they’ll visit the easiest one. | know. | do it myselfl
There are also competitors closer to the cash machine, so
customers had to walk past them twice to revisit us,” Strong said.

The Result

- Unit sales are up 48 per cent

- Customer count is up 48.2 per cent
- Gross sales are up 43.3 per cent

- Productivity is up 45.4 per cent
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FASTWAY COURIERS

Husband and wife team, Marilyn and John Bruton
purchased their Fastway Couriers franchise on the Gold
Coast in 2006 for a change in lifestyle. Since then, they
have harnessed the power of LAM to expand their
customer base.

In the year since Marilyn and John Bruton purchased their
Fastway Couriers franchise, they have increased sales in their
territory by 15 per cent and, since October, have been running a
second vehicle in their territory. But they have put in the hard
work to get their business to this point.

When they first started out, the Brutons used the delivery of
each parcel to a non-customer as an opportunity to market to
them. With their parcel, the person would also receive a brochure
informing them the package had been delivered by a local courier
franchise. The brochure introduced John and Marilyn and
provided mobile phone contacts for each of them so people
could be in touch regarding any future package deliveries.

In order to celebrate their first year in the business, the Brutons
gave their customers the chance to win gold-class movie tickets
if they provided referrals for other businesses in the territory.

EAGLE BOYS PIZZA

Chadresh and Mohini Raniga had worked as Eagle Boys
delivery drivers before becoming franchisees and opening
their own store in Mackay, Queensland in 1989.

According to Chandresh Raniga, knowing the market and being
a part of the community has helped him to select and try out
local area marketing that are most effective.

“We are given a variety of tools and ideas have been built up
over the years and some have worked very well for some stores
while not working for others. Being part of the local community
has helped us try out ideas and some have worked wonders,”
Raniga said.

One of the initiatives of which Raniga is most proud is the
kindergarten excursicns where children are given guided tours of
the store.

“Kindy groups come in and we give them a guided tour of the
shop explaining how their favourite pizzas are made and cooked.
The kids even get to play with some real ‘play dough’ and make
their own pizzas. This has proved very popular with
kindergartens booking their trip to Eagle Boys every year,”
Raniga said.

The Result

Local area marketing has had a positive impact on the Mackay
store which has experienced solid growth since Raniga opened
the store in November 1989. The store consistently appears
within the top five of best performing Eagle Boys stores nationally.
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