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A young company emerged last year in the franchising sector but
with experienced heads well-placed to give advice. The Franchised
Food Company appointed Brumby's Michael Sherlock to a key role
and has since brought in other franchise-savvy players.

So what does this mean for investors looking to open a franchise?
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» Blory cantinved from PAGE 7
consulting rode after 30 vears experiance
in franchising.

But than an cpportunity emerged that
had Sherlock hungry for more.

"A& mezzanine finance provider had me
looking at some businesses and Cold
Rock lce Cream was at a managament
buyout proposal. What did | like abaut it?
Yourg kids love going thers, it's a
differant demographic, very gen X and ¥
because you can design your own ige
cream. My son gets the most disgusting
flavours, because he can.

“My daughter gets strawberry and
marshmaliows because that's what
princesses would have, You can't do that
at Baskin Robbins. Both of them love the
theatre of mixing the flavours, it really
appeals.”

Another attraction to the franchised ice
cream model, says Sherdock, s its
location away from high cost rental
areas.

“It works on carbohydrate comaers with
other takeaways and restaurants;
wiether it's sushi or Chingze or Thai,
there's not redlly a great argument for
dessert,” Insists Sherlock. “This z.a
prethy gaod modsl.”

The simplicity of the system appeals
too. Sherock still owns five Brumby's
franchises which he regards as very
complex with 200 products In tha line-up,
a pedghabla product that must be zold or
thrown away, and success reliant
on the skill of bakers.

“With ice cream, the USP
i5 adding flavalirs, making
it fun, And you can
upsall, add on
the extras.”

Standard cpening
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haurs of 10am to 10pm, no
manufacturing, rno skill levels reguired,
and an easy to open and close
procedure if you clean as you go,-are all
ticks on the scerecard for Cold Rock.

The system reminds him of Subway;
ts success due to a system that's sasy
to duplicate and that fends itselfl to multi-
unit ownershipg,

“I'm on the board of Krispy Keme -
Cold Rock has the same thing,
everybody you falk to loves it."

Expansion of the business iz swift toa,
with store.openings a focus for the
pravious owners, When Sherlock started
negotiating the portfolio comprised 50
stores; there were 86 when he began
consulting.

Sherlock recommends a ratio of ong
figld support to 18 franchises or 1 to 25,

“Wea want to put in really good
systens of field support to help
franchiseas grow. Small business owners
have a thouzand little dacigions to make.
Our franchisees have 1o follow systems,
Just apply them and focus on customer
sarvice.”

In his words, the company has gone
threugh rapid growth but a number of
bricks are still not in place. “At this size
you can afford marketing, rmanagament,
training, 1T, property, a ganaral manager
purchasing.

Sherdaock spoke to franchisees at the
company's-annual convention about how
the franchize can mprove and found all

“Incoming franchisees will get a well regarded brand that
consumers respond to, improving culture, and greater field
support to help them on their journey.

*Nost franchise systems struggle
around 30 to 40 units. Cnce you start
employing peaple, you run out of
capital, this is a really critical stags,”
explaing Sherlock

“Cold Rock is over this. It has been
around long enough. But it is in dire
need of a ot of attention to detail and
support for franchisess:”

"Sometimes | dan't realiss how much
| knaw, 've learned what | know by
making mistakes.”

Any franchise system should aim to
maks maney out of licence fgeg, not
through opening new stores, he

cautions, “It's fun 1o open
stores but then you
need to support
franchisees going
through every stags
of their business

3

franchisees really crying out for ideas
and support; most want 1o open
another stare

“We daon't see that as a profit centre,”
he adds. Sales shoutd bie showing 10 1o
15 per cent annual growth year on year.

The outlook s good, says Sherlock,
The business has potential for grawth,
refinement, and & focus on store culture:
The dangers lie within the franchise
community; getting franchisaes to focus
an and join in the program is imperative.

“There Is a process of accepting
change and maving on. It yeu bring tao
much change too soon, the community
won't come with vow,” he warns,

Mot daoing anything is also a danger.

“All franchisees are happy making
mangy. Franchisees have to be working
hard and they will get a reasonable
return on their investmeant.

*“That's wiy Brumby's was successiul,
its franchiseas ware happy. You hava to
go in with your eyes open.”

Craating a good franchise
community culture, getting
everybody talking and
happy is essential.
“Incorming franchisess wil
get'a well regarded brand
that consumeérs respond 1o,
» Story continues on PAGE 10
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Stan Gordon

In Septembar 2008 tha Melbourne-based
Franchised Food Company was formad
to hause the interasts of Mr Whippy,
Pretzel World and latest purchass, Cokd
Rock lea Creamery, Stan Gordon is the
founder and charman.

The South African's background is in
advertising and marketing. He has bean
in Australia 14 vears.

“| understand rmulti-site retailing, |
bought Mr Whippy, Pretzel World and
then Cold Rock. | decided to grow by
acquisition.”

“This is & naw era. It's the biggest
Australian owned (ce creamery, And
MWichael is a wonderful asset to tha
business.”

Afier turning -arcund Mr Whinpy the next
challenge was Praizel World, which neadad
franchise systams and marksting finesss,

I think we can get 1o 200 stores and
FPratzal World can grow signiicantly -
there ara 15 outlets in Victoda and MSW
We will be opaning in Surfers Paradise
early this year.”

Gordon pradicts a future too in
co-branded stores: one franchisse with
both brands under their balt; 8 winter
and summer offer,

“Each site ia its own business and wa
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Cusensland manager for eight years.
Sprenger alsa had responsibility for the
state's Ella Bache businass

"A succassiul franchise system is
based on a strong culture, training,
relationship bullding, respect and
working towards commaon goals for both
the franchisse and the franchisor,” she
belleves,

Her focus will be marketing, training,
induction.and the consistancy and
strength of the brands in the group.

Ryan Malaetsky is general manager of
administration and finance.

His exparience includes the rola of
group financial manager of Mr Delivery,

Stan Gordon

respect franchise owners, and orovide an 80 store marketing and distribution

them with marketing, systam support and franchise system involving the homa and

buying power, Small business is hard, office defivery. of restaurant and take-
“¥ou arg only as strong as your away food,

wedkest franchizea. Bad stores reflact on “.“l are ﬂ'“lf as stmng as
the brand and the group. Franchisess our “'Eﬂkest frﬂﬂnhlsu

expact 8 4 nt I on el

sl gt d stores refiect on the
Franchizees invest not just in the brand hmﬂd a"d thﬂ Erﬂup-

but the business behind it and Gordon “A suceessiul franchise system is

has his eyes an further expansion. based on the understanding that each
“We'd look at ancther acquisition, franchised business |8 unigue even

something in the fun treats market,” he though it'’s part of a wider system,”

canfidas. Maletsky says, “Franchising can be

compared 1o an orehestra - all

On the team: instrurments must be plaved in perfect

Michelle Sprenger is business manager, harmony. The rele of the general

and like Michael Sherlock, has notched manager of administration and finance

up Brumby's experience:; she was is that of the conductor.” n
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