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Disclaimer

This publication is for general information purposes only. It does not purport to provide comprehensive full legal or other advice.

Global Legal Group Ltd. and the contributors accept no responsibility for losses that may arise from reliance upon information contained in this publication.

This	publication	is	intended	to	give	an	indication	of	legal	issues	upon	which	you	may	need	advice.	Full	legal	advice	should	be	taken	from	a	qualified	
professional	when	dealing	with	specific	situations.
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Chapter 2

British Franchise Association Emily Price

The Future is Franchising

The bfa is keen to work with and support businesses at this very 

early stage of their development and this is why the UK Developer 

category is particularly relevant.  UK Developer is open to any 

established international business that can prove a successful model 

and network with excellent support in their country of origin, 

followed by a willingness to be open and seek guidance during 

the transitional stages to the UK.  The bfa acts as the trusted point 

of contact, providing valuable UK insights and supporting the 

introductions of key professional partners for the UK development.  

Central franchise model documentation requiring alignment to the 

UK environment will be part of the development criteria.  Items 

such as the franchise agreement, promotional materials featuring 

disclaimers and operations manuals, not only instructing the day 

to day business operations but including operational guidance for 

becoming	a	business	owner	and	managing	finances,	HR	and	taxes,	
are included.  The main reason for franchising becoming a well-

recognised and popular growth model for businesses is because 

a proven concept sits at the heart of every successful network.  

When expanding internationally, this does not automatically mean 

replicating the model will generate the same success.  Culture, 

economic conditions and social trends need to be considered.  The 

bfa	always	recommends	piloting	the	franchise	concept	first	before	
moving into the recruitment of unit franchisees, whether this is done 

directly by the international franchisor or in a country with a master 

franchisee. 

The	 bfa	 is	 the	 first	 of	 any	 franchise	 association	 to	 introduce	
accreditation standards for brands outside of their home country and 

goes some way to promote the high standards set for UK franchisors 

with expectations clearly communicated from the outset for inbound 

brands.  This offers both support and education to inbound brands 

and further protects the UK from potential habits creeping in which 

may not be conducive to sustaining the reputation of the industry.

Education is Critical to Success

The bfa’s vision is to become the leading educator in franchising.  

The Franchise Training Academy has been created and provides 

a framework structure offering support to franchisors, franchisees 

and prospective franchisors and franchisees.  The products and 

services developed and delivered within the academy add value 

to franchisor journeys and exist to strengthen knowledge and 

opportunities for them and their franchisee businesses.  Multiple 

campaigns supported by bfa members and sponsors enable the 

bfa to reach the UK public outside of franchising, educators and 

influencers	and	allow	franchising	success	stories	to	be	shared.		The	
stronger the industry, the better the story and therefore the more 

people	 that	 may	 be	 attracted	 to	 it;	 it	 is	 a	 self-fulfilling	 prophecy	

The UK Perspective

An unregulated environment may seem attractive to companies 

wishing to start and build a business.  On the surface, there are few 

boundaries, limited regulatory hurdles, and free reign to market 

however and to whoever they wish.  This unfortunately does not 

bode well for a sector looking to build credibility, strengthen growth 

opportunities and evidence a commitment to operate in a responsible 

way to partners and consumers. 

Proving the Standards-Based Concept 

The British Franchise Association (“bfa”), set up in 1977, is the self-

regulatory	body	for	UK	franchising	and	first	and	foremost	promotes	
a standards-based model to any business looking to franchise.  From 

initial franchise set-up, through to successful franchise operations 

with	 significant	 trading	histories,	we	 represent	 franchisor	members	
of all sizes to ensure the industry remains on an upward trajectory.  

Our membership categories are developed to ensure that companies 

adhere to and understand expected standards as their business grows 

and the bfa operates as a key partner throughout this journey.  The 

transparency and openness instilled amongst member companies 

enables us to access industry intelligence, identify risks early and 

offer support mechanisms to assist where required.  Most important 

to the UK industry, the membership lifecycle provides a regulatory 

framework that helps the bfa protect the industry from malpractice 

and reputational damage.  This lifecycle, until very recently, could 

only commence once a company had traded for a minimum of 12 

months and proved their franchise model.  As with all businesses 

and industries, environments evolve, and the association continually 

assesses this to ensure it does not stand still in the role of being a UK 

self-regulatory body.  In fact, quite the opposite, the bfa embraces 

change with agility and pace.  In order to deal with the ever-changing 

UK landscape, we are required to innovate, lead the way with our 

initiatives and ensure that we enforce standards to continue protecting 

the brands we represent.  This is where the bfa’s latest category comes 

in,	one	which	will	see	the	bfa	educate	and	influence	inbound	brands.

A Leading Franchise Association

International franchising can be complex, costly and time 

consuming.  Entering a new environment with little knowledge 

and experience along with a limited professional network can 

pose	 difficulties.	 	One	 of	 the	 biggest	 challenges	we	 see	 is	 a	 lack	
of trust and often poor advice given to brands that are looking to 

complete due diligence checks and feasibility studies in the UK.  
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Piloting the model

Whether domestic or inbound, all franchisors should be clear on 

their	 financial	 evidence.	 If	 providing	 projections	 or	 claims,	 there	
must be disclaimers specifying on what they are based.  This is 

key to facilitating honest recruitment conversations and setting 

realistic expectations from the outset.  Piloting should not stop in 

year one, two or three.  Any change of strategy, the introduction of 

new products and services, or adjustment to the operational model 

requires stress tests.  It is popular in the UK for a franchisor to 

facilitate this through a company owned unit or potentially support 

a franchisee within the network that will trial and feedback.  The 

bfa asks for its members to provide updates if there are changes 

to	 operational	 models	 that	 may	 have	 significant	 financial	 impact,	
especially if the franchisor is looking to communicate these changes 

in their recruitment marketing.

Entrepreneurial Trend

In the not so distant past, ‘entrepreneur’ was a word avoided by 

franchisors	 in	 their	 search	 for	 franchisees.	 	The	 ideal	 profile	was	
considered to be someone that would simply follow the franchise 

business model and not question the status quo or norms of 

the operation.  This did work initially, though franchising, like 

any business model, has evolved.  More recently the search for 

franchisee partners has moved into an entrepreneurial space, with 

people that have a burning desire and ambition to succeed with no 

limits.  This has also unlocked two new types of franchisee that are 

proving franchising doesn’t have to be small business.

Multi-unit franchising

Multi-unit franchisees are often attracted to the continual growth 

opportunities presented in networks.  The ability to own multiple 

territories and build teams provides a wealth of long-term value 

and has brought to the fore a swathe of investors with different 

motivations, such as people looking to build substantial assets, 

go into business as a family and create a secure future for their 

children.  With many more franchise concepts on offer today than 

there	were	10	years	ago,	it	also	means	that	a	franchisor’s	fight	for	
franchisee investment is tough, the competition is on and therefore 

the continual search for network growth has encouraged franchisors 

to look to the network they currently have.  Growth accelerator 

programmes, professional network coaches and mentors and a 

new suite of leadership training are strategic support mechanisms 

being developed to upskill, empower and expand the network 

performance without adding franchise partners.  This approach 

generates	efficiencies	for	franchisor	support	resources	as	ultimately	
they have fewer partners to engage with directly, without losing 

brand and service coverage.

Multi-brand franchising

Multi-brand franchisees are well-versed in leading large teams, 

managing multiple priorities, and promoting different franchise 

concepts.  This model often sees a franchisee with an appetite to 

invest heavily in a centralised support function employed by a ltd 

company.  This company and its owner (the multi-unit franchisee(s)) 

then seek to engage different brand opportunities and depending on 

their strategy this could be franchises operating in similar sectors or, 

as is more often the case now across different sectors, to spread the 

risks	associated	with	investment.		We	often	find	economic	challenges	

that	 benefits	 everyone.	 Prospect	 education	 is	 key	 to	 facilitating	 a	
healthy growth environment.  The bfa offer services to prospective 

investors that support their due diligence and ensure they are fully 

versed in franchising, what they should be considering and how 

they	can	narrow	their	search	for	the	ideal	investment.		On	the	flip	
side, services for prospect franchisors are also offered to provide 

people with an honest view of what to expect when franchising their 

business, from costs to challenges to timescales. 

An Industry Intelligence Led Curriculum

Products and services delivered by the bfa evolve by way of 

relevance to the industry and our stakeholders at any given point in 

time.  What are their challenges?  What do they need now?  What do 

they need that they may not even know they need yet?  We become 

the eyes and ears.  There are many risk areas that we identify and 

look to raise awareness of so as a collective we learn and strengthen 

from one another’s mistakes.  This approach works well for many.

Network churn rates

The bfa keeps a close eye on churn rates within franchise networks.  

It forms part of any joining member’s application criteria and 

ongoing reaccreditation monitoring.  We want to ensure franchisees 

are being supported correctly but we also want to ensure that 

franchisees are being recruited correctly too. In some parts of the 

world,	 high	 franchisee	 recruitment	 figures	 are	 deemed	 a	 positive	
stat – the higher the better.  That is not the case in the UK; we know 

that	franchisors	should	not	be	making	profits	on	initial	fees,	we	also	
know	that	franchisees	need	the	majority	of	head	office	resource	in	
their induction and training period, early in their franchisee journey.  

We need to see that franchisors are geared up to offer the correct 

level of support to new incumbents and are committed to the 

long-term partnership required for both franchisee and franchisor 

to satisfy the franchise investment.  Large franchisee recruitment 

targets	are	often	a	red	flag	and	would	definitely	pose	the	question	of	
operational structure growth and support to fully embed and sustain 

the growing network.

Communication and transparency 

The bfa offers informal conciliation, mediation and arbitration 

services to its members and we receive a number of concerns 

from disgruntled franchisees looking to obtain solutions with their 

franchisor.  More often than not it is simply a case of communication 

breakdown.  With a little clarity on the concerns and transparency to 

resolve, the majority can and do iron out issues and move forward 

positively in their partnership.  Franchisors however sometimes 

forget that when making network-wide decisions it is important to 

involve that network.  Franchisee council groups are a popular way 

of doing this and when set up correctly can also act as a motivational 

tool to the network.  Those that are performing well as business 

owners are essentially awarded their views and opinions at the table 

with decision makers.  There are a number of franchisors that have 

yet to see the opportunities to them of leveraging their franchisee 

network as an extended market research and communication facility.  

All franchisees have a vested interest for the growth of brand 

reputation and awareness, along with the ongoing development 

of products and services to remain competitive and fresh in the 

marketplace.  Using this interest and feeding from it – keeping 

communication	channels	open	–	hold	so	much	more	benefit	to	the	
franchise network other than monitoring bottom line numbers.

British Franchise Association The Future is Franchising
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business.  It is at this point the bfa sees a level of fall out within 

the membership.  The founder sometimes struggles to make this 

transition or fails to do so and as a result the network struggles.  The 

bfa,	within	the	training	academy,	has	identified	a	need	for	leadership	
training to support this growth challenge.

Failure to launch

By the very nature of franchising presenting a growth opportunity 

that seems appetising to many small business owners, it does mean 

the industry is at risk of people looking to franchise their businesses 

with	little	information,	only	really	focusing	on	the	financial	gains.		
When the correct frameworks are not in place and qualitative 

research is not carried out, franchisors can fall into some costly traps.  

Businesses also fail to realise it is not just a case of selling territories 

to franchisees and being done with them.  Support is critical to the 

ongoing success and performance of a network which in itself is 

costly and requires continued commitment.  On average, 4% or 5% 

of the association’s membership losses each year can be attributed to 

the provisionally listed companies residing in this category. 

Strength in Numbers

The	most	recent	bfa	Natwest	Survey	headline	figures	evidenced	year-	
on-year growth within the UK franchising industry, contributing 

over 15 billion to the UK economy and employing over 600,000 

people.  Even during the economic downturn of 2008, franchising 

grew and this recession-proof concept is not just suited to the small 

businesses looking to grow.  Corporate businesses are also looking 

to franchise.  Transferring company-owned stores to franchisees not 

only provides a cash injection to the business but means the brand 

is led at ground level by owners committed to making the business 

work, delivering the best service and working in collaboration with 

the franchisor to ensure marketplace competitiveness. 

Failure rates in franchising remain at below 5% and present a 

much lower risk opportunity than going into business alone.  This 

also presents a better chance of obtaining the funding required 

for investors.  UK banks are happy to do business in franchising, 

especially where the brand has an established trading history and 

the	franchisor	has	a	reliable	financial	background.		The	bfa	strongly	
recommends	 building	 relationships	 with	 all	 financial	 institutions	
during the franchise pilot phase and beyond.  This relationship 

enables vital funds to be accessed when investment is most required, 

whether that is to support research and development, technology 

and system upgrades or structural growth to buy in and train the 

right people.

Closing Summary 

Overall, the UK franchising landscape is a positive place to do 

business and business is growing well.  The bfa has a close eye on 

the industry both in the UK and across regions.  Our role at both 

the European Franchise Federation and World Franchise Council 

level does mean we are well versed and have both knowledge and 

key	relationships	at	our	fingertips	to	add	value	and	context	 to	our	
members.  The membership continues to thrive and franchising is 

growing both in quality and reputation, which is something the bfa 

is very proud of.  The bfa welcomes conversations with anyone 

wanting to get in touch or explore franchising in the UK and we 

are	happy	to	support	and	share	insights.		To	find	our	more,	or	for	an	
impartial chat, please do contact us at mailroom@thebfa.org or visit 

our website www.thebfa.org.  

breed peaks and troughs in franchise sector demands.  Most recently, 

the ageing population and focus on public health to reduce strain on the 

NHS	has	meant	both	domiciliary	care	and	fitness	franchises	are	in	high	
demand.  It is not unusual that franchisees residing in this investment 

category are often representing multi-million pound portfolios and 

are sought after by franchisors as proven franchisee ambassadors 

delivering positive results with their chosen franchisor partners.

Growing Pains

As	with	any	industry	trend	there	are	some	difficulties	that	need	to	
be	managed.		The	bfa	has	identified	some	significant	challenges	in	
the last year or two that require action to enable continual positive 

progression in the sector.

Financial awareness

More often than not, when accrediting businesses applying for 

membership	the	franchisor	financial	projections	just	do	not	add	up.		
This isn’t necessarily because they are not successful but more due 

to the fact they are over projecting potential income.  The association 

requires franchisors to market only projections they can evidence 

and	 encourages	 franchisors	 to	 be	modest	with	 these	figures	 so	 as	
not to fall into the trap of false advertising on the earning potential 

and threat of misrepresentation claims.  It is not just the franchisors 

that need to be familiar with their numbers; it is highly likely that a 

franchisee will have presented business plans to the bank to obtain 

funding but also to the franchisor to prove their business abilities 

during the recruitment process.  For many franchisees, investing 

in	 a	 franchise	 is	 their	 first	 experience	 of	 running	 a	 business	 and	
therefore	financial	support	and	training	 is	 important.	 	The	bfa	has	
developed	 some	 financial	 training	 for	 franchisees	 to	 help	 them	
complete	management	accounts	and	manage	cash	flow.	 	Financial	
management is critical to the success of business owners and 

therefore should form part and parcel of the training and support 

offered by franchisors during the onboarding process.

Commercial property

A large proportion of franchise opportunities depend on property 

locations to be successful.  However, in the UK, securing properties 

can	be	difficult.		Limited	availability	on	the	high	street	and	secondary	
locations, coupled with slow council approvals for change of use 

planning where required, is proving challenging for franchisors in 

their ambition to open new locations.  This has resulted in a number 

of UK networks being stopped in their tracks and having to rethink 

the early stages of their business model.  It is all well and good 

recruiting 30–40 or even more franchisees, but if not operational 

and unable to commence income generation, franchisors reap 

no rewards.  In some cases, franchisors are looking to adapt their 

models to overcome these challenges.

Trusting the team with the vision

Franchising	 in	 the	 early	 years	 may	 seem	 like	 the	 ideal	 fit	 for	 a	
business as is enables quick brand and service coverage, essentially 

utilising franchisee money.  The founder of the business is often 

highly engaged during the period and able to keep abreast of the 

details and performance across the business.  As the franchise grows, 

however, this same level of engagement cannot be sustained and the 

founder is often forced to make a decision to step away and recruit 

a management team that can facilitate the continued growth of the 

British Franchise Association The Future is Franchising
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British Franchise Association The Future is Franchising

The British Franchise Association (bfa) defines and enforces the ethical standards for business format franchising in the UK.  Established in 1977, 
the Association is a self-regulatory body proudly run by its members to champion the growth of the UK franchising sector.  Promoting best practice 

through education and training, the bfa is a passionate advocate of excellence in the whole franchising community. 

The vision of the BFA is to empower, promote and connect people in business by becoming the leading educator in franchising.  To support this vision 

the Association has established a Franchise Training Academy to be the fundamental source of key skills and techniques, driving the adoption of best 

practice in the UK franchising sector.  The education of potential franchisees and franchisors is at the heart of what the bfa is and does.  Equipping 

prospects with a crucial understanding of franchising is essential not only to their success, but to the success of the whole sector.

Emily Price is the Head of Operations at the British Franchise 

Association (bfa).  She worked alongside the Senior Leadership 

Team in HR at Barclaycard on global business transformation 

projects before joining the Association in 2013.  Emily is responsible 

for the implementation of business strategies, plans and processes 

at the bfa and has had detailed input into the strategic direction of 

the Association.  Emily is a passionate advocate of great leadership, 

people development and franchising.  She regularly writes on 

franchising matters both regionally and nationally and recently 

launched the bfa’s ‘Future is Franchising’ series of articles to provide 

advice and guidance to franchisors at all levels of growth.  Emily was 

instrumental in developing a UK Developer Category for businesses 

looking to bring their franchise concepts into the UK market.  She is 

highly respected in franchising for her depth of knowledge, experience 

and delivery and is a frequent speaker at the National Franchise 

Exhibitions and other major events in the UK.

Emily Price

British Franchise Association

Milton Park, 85f Park Drive

Milton

Abingdon, OX14 4RY

United Kingdom

Tel: +44 1235 820 470 

Email: EmilyPrice@thebfa.org

URL: www.thebfa.org
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