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The UPS Store—Here For You
BY JASON CRAMP

Photos courtesy The UPS Store

N

avigating through an ever-changing landscape as an
entrepreneur or small business owner can be a
daunting task, especially without help, and more so
now. The UPS Store centres are locally owned and
operated and provide a variety of printing, shipping, and other
business services, in convenient neighbourhood locations across
Canada and the U.S. Over the years that we have been in the North
American market, customers have learned to rely on The UPS Store
for all their small business needs.
This was never more evident than in the past year. Designated
an essential service early on, The UPS Store’s franchisees kept
their doors open and continued to provide service to their
communities during the pandemic. Essential services needed
at this time could make a major difference in a customer’s
life. The UPS Store provides Canada federal mail to mailbox
holders, which could include important health-related shipments,
financial or legal documents, and much more. The UPS Store
also offers packing and shipping services critical to members of
the community who need to send important items such as those
described above.

Designated an essential service early on, The UPS Store’s
franchisees kept their doors open and continued to provide
service to their communities during the pandemic.
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The UPS Store franchisees are backed by a franchise system that
draws on more than 40 years of experience (over 30 in Canada),
and spans more than 350 locations in Canada and more than
5200 in North America. From grand opening and beyond, The
UPS Store franchisees know they have the support of experienced
home office and in-field teams. Franchisees can rely on the
combination of the brand’s strong reputation and an established
support system to help grow their business.

Essential service designation

Most recently though, The UPS Store franchisees counted on
the franchise system to help keep their doors open. This started
by acquiring the ‘essential service’ designation. Then, the next
priority of the Home Office was to ensure the health and safety
of our franchisee family and the customers who rely on them. As
a result, safety protocols were implemented early on, including
the adoption of masks as part of franchisee apparel or uniform
standards, whether the local municipality or larger region
mandated them. Additional precautions put in place included
social distancing and regular disinfecting/sanitizing within the
store, especially for frequently touched surfaces, such as doors,
handles, computers, counters, etc. Plexiglass barriers, safety
signage, and personal protective equipment (PPE) were provided
to all locations in Canada.
The UPS Store Canada recognized even with its essential service
designation, business would change—at least for the short term.
That said, the franchise system looked for opportunities to pivot
its sales and marketing efforts to areas where customers were
looking to franchisees for the most help—shipping of essential
and business goods, plus package management (to and from). The
UPS Store also looked for ways to help other small businesses to
not only reopen, but also stay open by using services offered by its
franchisees (e.g. by recommending alternatives such as laminating
services or waterproof/cleanable paper to restaurant clients).

A unique partnership

The franchise system has a unique partnership with UPS and is
UPS’ largest retail channel in North America. The UPS Stores
in Canada are UPS Access Point locations. This solution allows
customers to pick up their parcels at a safe, secure, convenient retail
location rather than their mailing address, which often leaves those
parcels vulnerable to theft or inclement weather. The program also
allows customers to drop off labelled and prepaid UPS returns at
any location. Understandably, this traffic expanded exponentially as
people’s shopping patterns moved online. In Canada, this program
directed over millions of parcels to stores nationwide with
franchisees earning a commission for each prepaid shipment.

The UPS Store
implemented safety
protocols early on,
including the adoption
of masks as part of
franchisee apparel
or uniform standards.
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As a network, The UPS Store appreciates the trust and
responsibility bestowed to its franchisees regarding the essential
service designation and is very proud to be serving Canadians in
their time of need. The following are just a few other examples of
how The UPS Store has helped during these unprecedented times.
• Medical supplies: Franchisees in various parts of the country
have been instrumental in the transportation of much needed
medical supplies to destinations across the globe.
• Enabling working from home: One franchisee recently worked
with the Royal Bank of Canada (RBC), which needed to ship
laptops to advisors’ homes as they would no longer be able to
work out of their individual branches. Their laptop vendor was
only able to ship skids of laptops, and not able to send them
individually. The UPS Store 111, in Burlington, Ont., stepped
in to ship more than 250 IBM ThinkPad laptops to RBC
employees, enabling them to safely work from home.
• Wine deliveries: What is more essential than a great bottle of
wine? Franchisees located in Canada’s wine regions in Niagaraon-the-Lake, Ont., and the interior of British Columbia have
played a significant role in helping wineries distribute orders
to customers.
• P lexiglass: Seeking to provide enhanced protection for
employees and customers at branches located throughout the
United States, the Bank of America looked to Canada for help.
U.S. manufactures of acrylic shields have been overrun with
high demand, and could not fulfil their order, so a Torontobased supplier was selected. The supplier had the manufacturing
capability but needed help with distribution, including shipping
and preparation of the necessary customs documentation.
Numerous attempts were made to identify someone who could
help before the phone was answered by The UPS Store 524 in
Oakville, Ont. Meeting the required service timeline was critical
to deliver each order in accordance with the commitment made
to the bank.

A reliable network

Customers have relied upon The UPS Store franchisees to access
their critical mail and courier deliveries and have continued
to place their trust in the franchise system’s network for the
distribution of their merchandise. As businesses begin to reopen,
The UPS Store will continue to be here to help with all shipping,
printing, packing, faxing, shredding, and mail-receiving needs.
The UPS Store network in Canada wishes to remind its
customers—those now working from home, have children
learning from home, and/or are small business owners still
trying to start or run their operations—The UPS Store and its
franchisees stand strong with them and are here to help.

The UPS Store provides
Canada federal mail to
mailbox holders, which
could include important
health-related shipments,
financial or legal documents,
and much more.
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If youʼre looking to spark your career, we want to help you own and
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W

hen COVID-19 surfaced in early 2020, it did so in
a rather rapid fashion, causing tremendous
problems and sheer havoc almost overnight in
nearly every business. Pandemics do not exactly
come with a how-to manual, and this crisis tilted almost every
industry and company off its axis.

Looking at the larger picture

There are many benefits to being a franchisee—part of a bigger
system—than being an independent business owner where one is
left to figure things out on their own. Many of those advantages
are highlighted in the face of pressing adversity.
In researching for this article, the author reached out to a
host of franchisors to learn what they did to step up their
support for franchisees and interviewed them for their insight.
Unfortunately, the response is not universally positive. In some
cases, there were gripes, and franchisees admitted needing to
simply vent frustrations—not all aimed at franchisors. In other
cases, the responses were seriously concerning to the point where
franchisees felt the franchisor was not doing anything to support
them, and they had to take it upon themselves to plot their
own paths. Fortunately, those scenarios were limited, and many
examples were shared of how quality franchisors were mobilizing
resources, like a military preparing to wage war, to support
franchisees as they battle the ongoing COVID-19 challenges.
One of the reasons franchising is valued is because of the
‘power in numbers’ aspect. Instead of 100 business owners each
simultaneously scratching their heads on how to solve a problem,
there is one franchisor spearheading solutions on behalf of their
franchisees. Collectively, the amount of resources potentially
being wasted and opportunities missed as independent business
owners search for fixes is beyond staggering when compared to
the scale of problem solving of franchisors. While they are not
expected to have magic wands or crystal balls, when one has an

organization at the helm, and with a vested interest in finding
the means to overcome challenges, coupled with a network of
franchisees ready to roll up their sleeves, it is not surprising to see
positive results. It is not different from how COVID-19 vaccines
were created, tested, and approved so quickly.
And on top of that, there are franchisors who have already
experienced crisis and challenges before. One can safely say any of
the prior crises were nothing like this one. Franchisors who came
through significantly challenging times (e.g. the dot-com bubble,
2008 financial meltdown) just had to dust off their response
procedures rather than scramble to create them from scratch.

Shifting business
marketing strategies
from in-person to
digital methods
overnight was
no small feat.
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Franchise sales

Some franchisors immediately
stopped trying to add franchisees.
As a franchise broker, the author
received several notices from partners
stating they did not want to receive
introductions to new prospective
franchisees. For some, it was an
obvious response to not knowing
how their business would perform
in the near future, and felt it was
unfair and unrealistic to onboard new
franchisees and run the risk of them
facing struggles they were not equipped
to handle. In effect, they wanted to
see how things played out before
resuming expansion. In other cases,
the decision was based on resource
allocation. Despite knowing pausing
the process to bring on new franchisees
will have longer-term implications,
many franchisors simply wanted to
focus 100 per cent of their resources to
supporting their existing franchisees.
Both are shining examples of
responsible franchising.

While for some businesses it
became a challenge to keep their
business from going under, for
others, it was a matter of treading
water and continuing to operate,
albeit with more challenges and
fewer efficiencies.

Information hub

Franchisors stepped up to verify which government benefits and support
programs franchisees would be eligible for and acted as the information clearing
house. This meant franchisees did not have to divert their focus to decipher
what support was/was not available. Some U.S.-based franchises sought to
learn about Canadian programs on behalf of their small, but important,
Canadian franchisees.
Small Business Guide | Canadian Business Franchise
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Financial first aid

Almost every franchisor the author spoke with offered some
type of financial lifeline to franchisees. They came in a variety of
forms, with varying degrees of generosity. While some franchisors
stopped collecting royalties and fees altogether, others halved
them. Few stopped collecting royalties for the time being, but
expected them to be repaid later. Home Franchise Concepts,
parent company to Budget Blinds, went so far as to offer a rebate
of more than $5 million to its collective owners.
Some people assume franchisors have extensive supplies of cash
when, in reality, they operate on fairly thin margins, too. It was
reassuring to hear how far into the red they were willing to go
to keep their franchise system afloat and help their franchisees
preserve cashflow at the same time. Some franchisors have
even offered additional financial coaching and support to help
franchisees perform rapid audits to predict short-term cashflows
and understand what expenses can be managed to ensure the
business’ survivability.

Immediate support

Almost every customer-facing business had to immediately
implement new operating and cleaning procedures, install new
signage and protective partitions, etc., and now require a steady
stream of personal protective equipment (PPE) supplies.
Most franchisors stepped up on behalf of their franchisees to
design store modifications, source vendors, and take care of other
necessary changes so their franchisees did not have tackle myriad
challenges alone.
Not wanting to leave things up to the sometimes inconsistent
local interpretation of rules that may see locations continue to
operate in some markets and not in others, many companies,
such as fire and flood restoration franchisors Paul Davis and
PuroClean, spearheaded efforts to ensure their services were
deemed essential across the board.

Business as ‘new usual’

The pandemic has impacted businesses in many ways. While for
some it became a challenge to keep their business from going
under, for others, it was a matter of treading water and continuing
to operate, albeit with more challenges and fewer efficiencies.
For few fortunate categories, it was reacting to the sharp increase
in demand. In all cases, many franchisors took immediate and
proactive roles to lead their franchisees through these difficulties.
Xponential Fitness, parent to Club Pilates and more, wants
to continue delivering value to its members despite its locations
being closed. The company rapidly developed and deployed
live, virtual class programs. Speed was of the essence to limit
membership (and revenue) erosion.

Almost every customerfacing business had to
immediately implement
new operating and
cleaning procedures,
install new signage
and protective partitions,
etc., and now require
a steady stream of
personal protective
equipment (PPE) supplies.
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Many franchisors set up franchise ‘mastermind’ or franchisee-tofranchisee mentoring groups to bolster information sharing among
owners. After all, it is often those in the trenches that come up with
the best ideas, and this was a way to prevent information silos and
facilitate rapid distribution of new best practices.

Marketing and business development

The sudden change in what consumers were permitted to do
caused some immediate and dire challenges. Businesses that relied
on drive-in and walk-in traffic had to pivot their marketing efforts
to continue to stay top of mind with their customers. Shifting
business marketing strategies from in-person to digital methods
overnight was no small feat. If done incorrectly, scarce funds
could be wasted by the uninitiated (or new to digital marketing);
therefore, many franchisors quickly rolled out opt-in digital
marketing options for franchisees. This meant franchisees did
not have to spend time learning about their best options from the
ground up and eliminated expensive trial-and-error.
In the case of business-to-business (B2B) franchises, business
development activities like networking, sales visits, and team
presentations all but stopped and have not resumed anywhere
close to pre-COVID levels. Franchisors assembled best practices
by leaning on franchisees who had built successful businesses
without relying on face-to-face activities and quickly shared them
amongst owners. Some franchisees felt this was extremely helpful
in avoiding time wasted trying unproven methods, as well as
having the insight to benchmark the early success of these new
approaches, thereby reducing stress and worry.

How to manage growth

Some franchisors were fortunate enough to have a completely
different problem on their hands: how to manage hypergrowth
in this new environment. Granted, it was a good problem to
have, but still a problem, nonetheless. Like several other support

Many franchisors set up
franchise ‘mastermind’ or
franchisee-to-franchisee
mentoring groups to
bolster information
sharing among owners.
mechanisms previously discussed, it came down to the franchisor
providing leadership and guidance. The difference in this situation
was it was not centred around surviving, but thriving with a
significant increase in business volume during times when offices
were closed and many things felt new enough that a lot of owners
struggled with adapting quickly.
If one is considering the franchise business model, there
should be an added emphasis to their research to understand the
franchisor’s response in this crisis. The truth is, the pandemic
is not over yet, and it will not be the last extreme test to assess
a franchise system’s resiliency. In fact, how well a franchisor
leads through the crisis may be a major deciding factor for
potential franchisees.

Grant Bullington
is a Vancouverbased franchising
consultant with
FranNet Western
Canada, helping
prospective franchisee clients
determine their ideal type of
business, providing optimal
matches, and assisting their
research at no cost. For more
information, visit www.frannet.com.
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A

t the start of 2020, Canada enjoyed a low
unemployment rate. Then COVID-19 hit, and
many had to stop working to take care of family,
were furloughed, or laid off, and felt the pain of
the stock market plummet. During and coming out of this
pandemic, businesses have adopted a ‘lean and mean’ strategy
to recoup their losses. One trend is to replace senior and midmanagement professionals with younger and cheaper talent.
These displaced managers and professionals are seeking
opportunities, and franchising may just be the answer for
many of them.
While some franchises had to pause and pivot amid the
crisis, sectors that provide goods or services that fulfil basic
needs are likely to perform well and even grow during an
economic downturn. In fact, during hard times, franchising
has historically done well as the fear of job loss and financial
insecurity drives people to look at self-employment.

When consumers need to
make cuts in their budgets,
they shift from ‘wants’ to
only buying ‘needs.’
During periods of economic
uncertainty, people tend to
hang on to their cars a little
longer. This means the need
for car repair services will
be greater than ever.

How to choose a recession-proof industry

As is known, no industry is truly recession-proof; however,
there are some sectors more resilient than others. Some factors
to consider when looking for a franchise opportunity include:
Proof of concept in multiple markets
The reason people buy franchises is because the business
has a track record. What one should ensure is the business
model has been tested in a variety of different geographic
or demographic markets. This is generally a feature of more
established brands.
A product or service that is a ‘need’ versus a ‘want’
When consumers need to make cuts in their budgets, they shift
from ‘wants’ to only buying ‘needs.’ So, one should consider
whether the franchise sells a ‘need’ or ‘want’ product or service.
Small Business Guide | Canadian Business Franchise
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A steady and/or growing market sector
When looking for a franchise, one should consider a steady and/or growing market
segment. This data can either be based on demographic or geographic markets of
the industry.
Previous experience with a recession
One should make sure they look at how the business fared during the recessionary
period of 2008-10. It is important to know how the recession affected the
franchise’s sales and bottom-level results.
Strong unit-level economics
While gross sales or revenue of a business are important key performance
indicators, the net operating income and profits are critical numbers to investigate.
Some brands have high top-line sales results but poor margins, resulting in low or
no profits.
Key indicators in franchise disclosure documents
The franchise disclosure document (FDD) provides valuable information about the
management team and their expertise, any bankruptcies or litigation against the
principals or brand, the unit turnover rate, and the number of multi-unit franchise
owners. The latter is a key indicator of success as franchisees do not buy multiples
of non-performing brands.

Recession-proof industries to consider in 2021

As franchise companies adjust their business models, certain industries will
outperform others, including:
Automotive and general repair services
During periods of economic uncertainty, people tend to hang on to their cars a
little longer. This means the need for car repair services will be greater than ever.
Additionally, roofs continue to leak, pests continue to invade, and windshields
shatter. These are services consumers really need. During a recession, people tend to
spend their money on repairs as opposed to buying new items. That said, those who
can afford to spend will take advantage of lower interest rates to add value to their
Small Businesses Guide | Canadian Business Franchise
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Vancouver
here we come!

TWO MEN AND A TRUCK®’s last frontier to complete
our coast to coast development in Canada

Why franchise with two men and a truck?
Have you developed any new technologies last year?

TWO MEN AND A TRUCK is a professional, full-service moving company. Technology is one of our
competitive strengths. Our proprietary software allows us to track every customer interaction from
start to finish utilizing features to determine the scope of the job and provide accurate estimates.
Our technology allows us to exceed our customers’ expectations and deliver significant savings and
operating efficiencies to our franchisees. We recently introduced a customer self booking option, a
new virtual “on-site” estimating platform, and a chat feature making doing business with TWO MEN
AND A TRUCK seamless.

Have you implemented any exciting new products or services?

Over the past year, TWO MEN AND A TRUCK has introduced and expanded new service offerings. We
offer short-term, intermediate, and long-term storage as well as professional junk removal service
options. We are planning to introduce a long distance moving option in 2021 making TWO MEN AND A
TRUCK a “one-stop-shop” for moving, storage, and junk removal.

What advice would you give franchisees during this unprecedented time?

TWO MEN AND A TRUCK is an industry leader and has proven its business model to be a worldwide
success over the last 35 years. While the pandemic has brought tough times to many industries, we
continue to grow. As an essential service, our franchisees carry on meeting customer needs. Why not
hook your wagon to a business that is essential despite hardships in the world? We are constantly
looking for new franchisees to help us expand into new markets such as the Greater Vancouver area.

Contact us for more information

866.684.6448

twomenandatruck.ca
Each franchise is independently owned and operated.

homes by renovating their kitchens, building decks, or installing
outdoor pools.
Services and staffing
Given many companies have downsized over the past few months,
the need for outsourced services such as payroll, accounting, and
benefits management is increasing. Some businesses are forced to
let go of existing talent and are looking for less expensive labour
to fill those roles. Temporary and permanent staffing agencies can
help companies find cheaper talent.
Business coaching
If there was ever a need for business coaching, it is now. Many
brands do not know how to pivot in a changing market, and
coaching services are helping businesses grow and make profit.
Business coaching, now done virtually, has seen exponential
growth in sales over the pandemic period.
Child services and education
As parents re-enter the workforce in the coming months, there will
be a growing need for all types of child-care and educational services.
Parents continue to need a place to leave their children during the day.
Many are also looking for after-school programs or tutoring services
to bridge the learning gap between in-person and virtual classes.
Cleaning services
With the increasing need to sanitize every corner of homes and
offices, both commercial and residential cleaning services have
seen higher growth in sales. While previously considered a
luxury, home cleaning has now become an essential service. For
businesses, the new regulations on safety in the workplace now
require all workspaces to be regularly cleaned and disinfected.
This is a recurring essential service, and cleaning franchises can
offer reliable income no matter how the economy is faring.

Financial services
The coronavirus caused many families to re-examine their
investment portfolios. Many have lost money in the stock
market or need to adjust their financial plan to fit their current
situation. They need advice on how to rebuild their wealth and,
therefore, a trusted financial advisor becomes essential.

In a recession (as opposed
to a pandemic where
people cannot go out),
many will still pay for
personal services.
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Fitness
Fitness buffs will be ready to join a gym as they are fed up of
working out alone at home. Though virtual exercise platforms
have flourished, many consumers prefer to ‘go out’ to work
out. They miss the social element and the motivation one gets
from working out with others. What is new is many members of
big box gyms have left for smaller and more niche services.
As a result, smaller and specialized fitness services will be
in demand.
Food
No matter the state of the economy, people must eat. In a down
economy, people cut their entertainment budgets (e.g. fine dining,
movies, and vacations), but Canadians are now ordering in/
picking up more than ever.
Many high-end food franchises will see slower sales, but
quick-service restaurants (QSRs) and those that offer delivery
or curbside pickup will likely do well. Home-delivered, food
preparation services, and meal kits have taken off as people spend
more time at home, but still want to eat quality meals.
Personal services
Hairdressers, barbers, private fitness coaching, and salon
services, to name a few, were all forced to close during the
initial COVID outbreak, and some are still closed. However, the
demand for these services remains. In a recession (as opposed to
a pandemic where people cannot go out), many will still pay for
personal services.
Senior home-care services
Home-care services for seniors skyrocketed during the pandemic
as long-term facilities struggled with outbreaks. More families are
looking for alternative care for their aging parents who want to
stay at home, so this is an industry guaranteed to grow.

As parents re-enter the
workforce in the coming
months, there will be
a growing need for all
types of child-care and
educational services.
Retail consignment
In poor economic times, people typically do not buy items such
as furniture or clothes. Instead, they prefer to shop at retail
consignment or thrift shops and look for good secondhand items.
The stigma around used goods has vanished and, in fact, this kind
of shopping experience is now known as ‘thrifting.’

Research is key to the decision-making process

Buying a franchise is a long decision-making process. There is
a lot of research to be done, which will allow one to find an
industry that can offer them some form of income security no
matter what situation the economy is in.

Lori Karpman
is the founder
of Lori Karpman
& Company
(LKC), a
Montreal-based
franchising consultancy firm.
For more information,
visit www.lorikarpman.com.
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A

fter spending countless hours investigating multiple
industry sectors, franchise networks, business models,
and geographic regions that fit one’s vision of
entrepreneurship, it becomes time to make the
courageous decision to jump into the world of self-employment.
When looking at where to start, a lot of entrepreneurs get caught
up in the weeds looking at the numerous items that need to be
tackled: sourcing materials, speaking to landlords, and arranging
for financing, to name a few.
These are all things that must be done in the future but not
before the most important activity: planning. In today’s business
environment, preparedness, having a thoughtful approach, and
a plan to adapt will provide one’s business with the strong
foundation needed—not only to survive but also to thrive.

Laying the groundwork

Preparing a business plan is an essential first step for anyone looking
to start a small business. The act of committing one’s thoughts to
paper stresses the importance of thinking through the key components
of the business. This should be viewed as one’s roadmap to success.
A business plan is also a living document that can be changed,
adapted, and amended depending on the changing business
environment. In particular, having a plan during COVID would
help franchisees and small business owners pivot during changing
circumstances. It also serves an external function, which is to
convince potential investors or lenders the business deserves loans
or investment funds. A well-thought-out plan shows one’s vision
for success.
When coming up with a business plan, it is important to
capture the following elements:
• Executive summary—This is a summary of what one expects
their business to accomplish and serves as a high-level overview
of what’s contained in the business plan. It should be written
after the other sections of the business plan are completed.

• Company description—This should include details about what
the company does, as well as one’s goals, mission statement,
points of differentiation, and an outline of the businesses’ target
market. A description of the products and services the business
offers should also be included in this section.
• M arket analysis—Ideally, one should discuss in detail the
industry their business is in and the size of the market
opportunity. Researching statistics and data for one’s market is
vital; it will either confirm an opportunity exists or allow one to
pause for thought. Facts are friendly and data is key to driving
good decisions.

An executive summary
should be written after
all other sections of the
business plan are completed.
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• The competition—Who are the company’s competitors? What
are their strengths and weaknesses? How can the company take
advantage of any gaps?
• Management overview—Depending on the size of the business,
help may be needed to run the operation. This section should
help one think about organizational structure and whether
there is a need for a separation of management duties (e.g.
sales, marketing, and human resources). In this section,
discussing one’s own expertise is a good thing. Remember: most
investors and lenders view management as a key ingredient for
any business.
• Marketing and sales: Here it is important to outline how one
will sell the company’s products or services. Consider the overall
strategy and then break it down to determine how the strategy
will be executed; for example, things like hiring a sales team or
driving awareness around the business. Being specific matters in
this section and it should be well thought out.
• Money/financial projections: Here one reveals their financial
goals and expectations. Creating a best, worst, and probable
scenario for sales and profitability is important for not only
oneself, but also other interested parties. Completing monthly
cash flow projections will help one understand their business’s
cash needs and determines how much capital will be required.
If financing is needed, these projections will show lenders
and investors how much is required as well as how much the
business owner is putting into the venture.

A good plan should reflect change

No owner can prepare for every future outcome; any plan should
reflect the ever-evolving nature of business. Over the course of the
pandemic, many have learned businesses that have good strategic
plans and are adaptable have a better chance of surviving than
those that do not have one in place. Catastrophic contingency
planning is not a typical part of any business plan; however, as

Having an idea in mind
of how one would pivot
their business and what
the short- and longerterm impacts would be,
to both oneself and their
company, can be crucial
to overcoming hurdles.
an owner, it is important to think about the future and the everchanging landscape. Having an idea in mind of how one would
pivot their business and what the short- and longer-term impacts
would be, to both oneself and their company, can be crucial to
overcoming hurdles.
Completing a business plan does not have to be a daunting task!
There are many business plan templates available for free on the
internet that follow the same guidelines referenced in this article.
Most Canadian banks have user-friendly business plan templates
online that can be customized based on a particular industry.
Irrespective of whether one chooses to use an online template or
opt to craft their own plan, it should be customized as needed.
Keep in mind, the quantity of information one puts into their
business plan is less important than the quality of information and
thought behind it. Now, it is time to start planning.

Romal Bryce
is the national
director of
growth and
strategy, industry
programs, for
BMO Bank of Montreal (BMO).
Visit bmo.com/franchising for
more information.
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REAL FOOD FOR REALREAL
LIFE.FOOD FOR REAL LIFE.
A
A REAL OPPORTUNITY.REAL OPPORTUNITY.

the future is frozen
As more people turn to meals prepared at home,
M&M Food Market has become the franchise to own.
Times are changing and our stores are changing right along with them.

Never standing still, innovating, and adapting to the challenges of today while

preparing for tomorrow has been a key to success in our 40-year history.

Learn more about a franchise opportunity built
for today and tomorrow at mmfoodmarket.com.

I

n sales, it is wise to recognize one’s own and others’ nonverbal cues to determine interest levels. Some people
articulate their ideas extremely well. But when it comes to
feelings, they have no filter.
In any sale, final decisions are usually based on how somebody
feels, not how they think. Picking up the phone is tricky because all
one needs to hear is someone’s tone to process and respond to in a
relatively fast manner. Setting up Zoom calls or meetings can help
with building connections. Face-to-face contact is always best for
reading body language and genuine interest levels of prospects.
Emotional intelligence (otherwise known as emotional quotient
or EQ) is the ability to understand, use, and manage one’s
emotions in positive ways to relieve stress, communicate effectively,
empathize with others, overcome challenges, and defuse conflict.
The following three tips can be used to get a better handle on
one’s own feelings which, in turn, will result in better cold calls.

1. Develop a level of self-awareness

Is the person on the other end of the line happy to receive the
call? Do they sound rushed or dismissive? How many calls have
there been with these prospects in the past?
Feeling rejected is not an easy thing to deal with over the
phone. This is not taught in school or at the office. Managing
emotions is key when making first calls. Expecting to feel let
down most of the time can help prevent the caller from taking
other peoples’ reactions to heart.
Taking breaks between calls is a smart idea. Gather the feelings
and write down notes when prospects provide details. This
information will help on future calls. The idea is to turn cold calls
into warm calls.

2. Pay attention to interactions with others

During a cold call, is the decision-maker distracted or engaged in
the conversation? Pay attention to internal feelings, not thoughts.

Gather the feelings
and write down notes
when prospects
provide details. This
information will help
on future calls.
Human nature has taught people to do the opposite when making
decisions. Untrain the brain. Get in touch with what one has
picked up and trust it.
Is the caller having a good or bad day? Are they genuinely busy
and overwhelmed? Decipher an excuse from reality. This can
help a caller follow up at the right time (which could be in a day,
week, or months ahead). It is also important for the caller to ask
questions to see where the call stands.
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It is the caller’s job
to offer details about
what their business
does, in a calm manner
and with confidence.

When picking up the phone, take the time to read other
people’s feelings as they share important information, such
as costs, timelines, or clients they have used in the past.
People get turned off by making cold calls because they feel
everyone is dismissing them. This could not be further from the
truth. Believe in the product or service, while reading the cues of
others (without taking it personally). This happens over time and
with years of experience.

3. Be aware of personal stressors in irregular situations

When picking up the phone, take the time to read other people’s
feelings as they share important information, such as costs, timelines,
or clients they have used in the past. It is the caller’s job to offer details
about what their business does, in a calm manner and with confidence.
Every call will be different, and every prospect will have different
needs; therefore, callers should follow how they feel every step of
the way to manage their frustration during unexpected questions
that could come up. It is important to be prepared.

By the same token, if something seems strange, callers should
challenge it. Is the person on the phone the right decision-maker?
Are they giving a caller the runaround? Sometimes people will
lead a caller on because they know they can. A caller might hear,
“Call me next week” or “next month,” and when they diligently
follow up, they are told to call back again and again.
Cold calling can be tricky for those who are new at it. The
biggest cue for understanding others is the caller. Always take
notes while speaking to others and learn from each call, as the
information one will hear can help with future calls. Further,
callers will be able to manage their own emotions much better
because they will be kept in check.
Once someone understand how the process works, there will be
no more surprises. They will read situations faster and turn those
cold conversations into warm ones.

Nicole Attias
has extensive
business
development
experience—be
it cold calling or
networking in commercial real
estate. Her skills include article
and business writing, delivering
presentations, sales coaching,
and cold call script writing. Attias
can be reached via email at
nicole@prospect2win.com or by
visiting www.prospect2win.com.
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T

he COVID-19 pandemic has understandably spurred
renewed conversation around business crisis management.
This is a discussion on how to better plan for and
preempt unforeseen disruptions, as well as aptly
navigate when perilous challenges present to optimally emerge on
the other side stronger than the business was before.
The problem with much of the current discourse is it largely
regurgitates mindsets and methodologies that are, at best,
underwhelming in today’s complex macro-economic climate,
and at worst, have been rendered entirely antiquated given
current conditions. Novel challenges like COVID-19 demand
commensurately fresh ideas that intend to help organizations
large and small survive and succeed amid today’s brand of chaos.
With this in mind, the author turned to Kiya Dowdy Frazier
and Oscar Frazier, principals at nDemand Consulting, a global
crisis management firm that designs and implements techniques
to help federal government agencies, heads of state, corporations,
and small businesses manoeuvre through, and beyond, issues and
menacing circumstances.
The Fraziers offer three modern crisis management techniques
that, while somewhat counterintuitive, are duly compelling and
convincingly sensible.

1. Gaining trust is not enough

Gaining marketplace trust, building relationships, and even
securing leads require radically different approaches in today’s
post-pandemic world. People have grown weary of misinformation
and contradictory statements from those in positions of authority
and are perhaps more jaded and doubtful now than ever before.
When there is a lack of understanding or credibility concerns, fear
and defensiveness take over as the default operating system and
individuals put their guard up.
In other words, the ability to gain trust is not entirely futile but,
rather, it is the method of connecting with people that requires

change. The first step now begins with ‘me too.’ Far beyond trust,
today’s recalibrated marketplace mindset requires relatability and
authenticity on a critical mass scale.
Many are facing the exact same challenges, whether related to
COVID-19 or otherwise. So be empathetic, approachable, and
forthcoming about personal challenges and experiences. That
level of vulnerability—demonstrating one is just as concerned and
affected as the person they are meeting—are highly effective ways
to build trust.
Prior to COVID-19 wreaking havoc on the world, gaining
trust and connecting with people often came by demonstrating
achievements, a high level of training, or subject matter expertise.

That level of vulnerability—
demonstrating one is just
as concerned and affected
as the person they are
meeting—are highly
effective ways to build trust.
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This kind of instant validity without emotional drivers is going by the wayside.
Sentiment matters. Now, people need to know they can relate to each other. Being
able to identify with one another will be the lifeblood of successful businesses.

2. Data management falls short

Collecting and analyzing data to drive decision making internally within the organization
is no longer enough. Today, transparency about what that data means is paramount and
represents both a gift and curse. While everyone is apt to share good news, even a simple,
unintentional oversight or dulling of data can have costly implications. In today’s
highly competitive marketplace, there are fewer chances to ‘get it right’ and even
make up for what happened. Not just curating and managing data, business owners
must be spot on with interpreting those data analytics and reporting in kind.
Indeed, the ability to leverage those analytics for short-term and long-term
modernization is the key to survival. But, in this new environment, businesses
must find ways to do more with less. Less resources, fewer chances, and different
methods of communication—even within a company’s own teams—is paramount.
Data, good or bad, is a lifeline and processing of informational inputs for highly
intentional and strategic decision making is the order of the day.
Naturally, the first step is clearly communicating key findings. However,
companies often miss the second and third piece: helping the audience, whether
internal or external, make sense of everything, as well as following up with a clear
plan of action to mitigate risk, resolve current issues, and position themselves for
a stronger future. It is one thing to provide data, but it is very different to provide
data with actionable tactics.
Migrating content and processes to the cloud, creating shared environments,
and establishing tools to strengthen communication and data access across
constituencies has become a must for a growing number of organizations. This kind
of tactical and readily deployable adjustment is a step in the right direction toward
better managing and aptly leveraging one’s data trove.

3. Messaging methodologies miss the mark

Validation-driven micro-communication is now where it is at. Rather than just
asserting positioning and talking points, companies need to demonstrate the impact
of its messaging in as specific terms as possible. Everything a company conveys to
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FRANCHISES AVAILABLE
Pizza Pizza gives you the opportunity to
succeed in your own business with the
security of an established brand behind you.

www.pizzapizza.ca/franchising
franchisinginfo@pizzapizza.ca

the masses needs to be demonstrated with results and reference
points people can access. The ability to effectively and efficiently
communicate virtually and remotely via digital solutions is no
longer an option, but rather an imperative. Companies must
be aware there is increased awareness of—and desire for—
community, connection, humility, and social responsibility that
should now underpin most, if not all, communications in this
post-pandemic era.
Companies must also make a concerted effort to control
messages across all platforms, including social media where
information (and misinformation) spreads quickly. The right
words conveyed with the right tone and with the proper imagery
is what is required.
“The very thought of the word ‘crisis’ tends to spur a sense of
panic,” said Kiya Frazier. “Even so, it’s wise to take emergency
situations head-on and with a laser focus. Any crisis management
plan that tries to take on too much, or otherwise veers away from
the actual core crisis at hand, is one that’s likely to fall short at
best or, worse, fail altogether.”
“When people panic, they tend to inflate or deflate factual
data to fit their own needs, desires, agenda, or gut instincts,”
said Oscar Frazier. “This is the single biggest mistake a company
in crisis can make, since processing data objectively is the key.
Situation analysis requires taking a hard look at realities and
making even the most difficult—if not painful—of decisions to get
back on a recuperative course.”
Today’s class of business challenges requires a recalibrated
approach to crisis management and communications. Even
tried-and-true tactics of yore may deliver diminishing returns
as industry and markets evolve in tandem with public health,
political, and socio-economic events. Even undertaking the
three tactical strategies above can foster the kind of progressive
paradigm shift required to help companies best weather those
inevitable and seemingly omnipresent storms.

Data, good or bad, is a
lifeline and processing
of informational inputs
for highly intentional and
strategic decision making
is the order of the day.

The ability to effectively and efficiently communicate
virtually and remotely via digital solutions is no longer
an option, but rather an imperative.

Merilee Kern,
MBA is a brand
analyst, strategist,
and futurist
who reports
on noteworthy
industry change makers, movers,
shakers, and innovators across
all B2B and B2C categories.
This includes field experts and
thought leaders, brands, products,
services, destinations, and events.
Kern is the founder, executive
editor, and producer of “The
Luxe List” as well as host of the
nationally syndicated Savvy Living
TV show. For more information,
visit www.TheLuxeList.com and
www.SavvyLiving.tv.
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TOOL FRANCHISE
FRANCHISE
FOR VETERANS
TOOL BRAND IN THE WORLD

Snap-on Tools of Canada Co., Mississauga, ON

CLICK TO LEARN MORE

Franchise Opportunities to Invest In
The UPS Store – An essential business
How has franchise helped to support its franchisees over the last year?
At a time when consumer spending is more conservative and there is so much uncertainty, it was important that The UPS Store
franchisees knew that their Home Office was there to guide and to support them through these choppy waters. This began by
securing our designation as an essential business, which allowed our locations to remain open when many others could not.
Our next goal was to ensure that we were able to keep our franchisee family and their customers safe, and adapted and
developed new safety procedures, regionally based where necessary. This included the adoption of masks as part of franchisee
apparel or uniform standards, whether the local municipality or larger region mandated them, as well as social distancing
requirements and signage, standards for regular sanitization within the store, especially for frequently touched surfaces;
plexiglass barriers, safety signage, and personal protective equipment (PPE) were provided to all locations in Canada.
Have you implemented any exciting new products or services?
For The UPS Store, it was less about implementing new products or services and more about communicating how
existing products or services can be used in new ways. Early on there was a change in consumer purchasing behavior to
online purchasing. However, for some customers receiving the packages became a challenge. Some simply didn’t want
packages delivered to their home locations due to safety concerns or to due to concerns related to theft. Our parcel
receiving services were the right fit for these customers. A mailbox rental at The UPS Store allowed an office employee
now working from home to safely access business mail and packages, without having deliveries made to their home. This
offered the employer the confidence that their employees, their employees’ families and their business packages have
remained safe while ensuring the continued flow of business.
How do you and your team stay motivated?
Our franchisees stepped up and kept the lights on at a time when Canadians needed them most. The Home Office
remained in step with their dedication, ensuring that our franchisee family had the information and resources they
needed from us to help them help Canadians. Both sides knew that people were relying on us for help in a crisis, and
there is no greater motivation than that.
What advice would you give franchisees during this unprecedented time?
It’s important to remember that your franchisor is your partner and your ally, at all times, but particularly in these most difficult
times. Ask for you help when you need it. Be a support to your fellow franchisees. And remember that this too shall pass.

Chati Narayan, Director, Franchising | 905-338-9754 ext 246 | development@theupsstore.ca

Franchise Opportunities to Invest In
The Chopped Leaf cares about franchisees
How has the franchise helped to support its franchisees over the last year?
Over the last year, The Chopped Leaf has provided support to our franchisees through open lines of communication and
consistent encouragement. Whether it is a weekly town hall meeting with Brand President, Blair Stevens, one-on-one calls or
visits to our Chopped Leaf locations, our priority was to ensure our franchisees felt supported. We provided industry updates to
stay competitive, assisted our franchisees with access to provincial or national relief programs, provided guidelines and materials
to promote their locations and communicate all precautions we are taking to ensure both staff and customer’s health and safety.
How are you succeeding in a challenging market?
The Chopped Leaf was founded on the concept that food plays a key role in living a balanced and fulfilled life, and that
flavour and quality ingredients go hand in hand. We believe we have succeeded during this challenging time by providing
our customers with the quality and flavours they have come to expect. We provide high-quality, better-for-you options
that our guests deserve during a time where well-being and nutrition is critical.
Have you implemented any exciting new products or services?
Over the past year, we are thrilled to have brought new products and innovative dishes to our menu based on a combination
of consumer demand and direct customer feedback. All of our whole bowls are now available as delicious wraps, and we
also added a new salad/wrap Solstice as a core item. We are keeping our menu fresh with our Limited Time Chef Designed
Features including Spicy Caesar salad/wrap, our Bacon Pesto sandwich, and our Lemon Dill-icious salad/wrap.
How do you and your team stay motivated?
During this period, motivation is key for any industry especially the restaurants. We try to keep the teams motivated
through sharing successes that other franchisees have experienced this year, and keeping an open communication
channel between head office and each franchisee. We know that a lot of our franchisees arestruggling, however, when
they can hear about a success of another franchisee, this has allowed them to get rejuvenated and motivated knowing
that they too can overcome this challenge that we face.
How has your franchise maintained a connection with your customers?
One of the best ways that we have kept in contact with our customers is through the use of social media. We have found
our customers are looking to engage with us, when we do a posting or share a story the reaction that we get is amazing.
We’ve also done small little things like writing notes on bags or putting notes of encouragement in with their orders, letting
them know that we’re here for them during this difficult time.

Alesya DePellegrin | 416.559.2528 | adepellegrin@ifbqsr.com

Franchise Opportunities to Invest In
A franchise with a product that’s essential to every day life.
How has franchise helped to support its franchisees over the last year?
COBS Bread assembled a COVID-19 Task Force with representatives across the organization to ensure we were staying
on top of the latest updates as it relates to COVID-19 and our bakeries. The Task Force meets twice per week and sends
out scheduled communications (or as needed) to ensure our network is informed.
In addition to that, a number of new processes and were introduced to support both our bakeries and our customers.
How are you succeeding in a challenging market?
Our bakeries provide a product that is essential to everyday life. More people are eating at home, and bread and treats
can be a part of every breakfast, lunch and dinner. Our sales have drastically increased since March 2020, in part, due
to this trend of increased home cooking. Our goal is to provide meal ideas, delicious products, and a customer
experience that cannot be matched.
Have you implemented any exciting new products or services?
Since the pandemic, we have rolled out network-wide delivery options for the bakeries, in addition to offering a Click &
Collect service. Our sales in both areas are steadily increasing as awareness and adoption grows.
As far as new products go- that’s something we are always working on! In fact, in February, we introduced a new plantbased mini pizza, and the feedback on this product has been very positive. Over the holidays, we launched an Eggnog
Scone which was also a huge it. It’s so important to continue to develop our product line which helps inspire our customers,
and our teams.
How do you and your team stay motivated?
We stay connected through constant communication- and ensure we connect just for the sake of connecting. It’s always
important, but now more than ever.
We are also in a very exciting stage of growth for our business, as interest in the franchise has never been stronger, and
sales are consistently up, which is very motivating in and of itself. It reminds us that we are working on something that
people are passionate about, something they rely on, and makes them happy.

www.cobsbread.com/franchise | 1-844-838-2627

Franchise Opportunities to Invest In
An incredible opportunity awaits you!
How are you succeeding in a challenging market?
Mr. Sandless® sales are exploding in the new economy. With more people staying and working from home, along with
a housing market that has less affordable housing than ever before, our customers are fixing up their homes, driving a
huge demand for our services. Mr. Sandless opened its first location in Canada in 2005, yet in the past six months, we
have set all—time company earnings marks for each month staring September 2020 through February of 2021, with sales
reaching double digit growth. We need new owners throughout Canada to keep up with the demand!
How has franchise helped to support its franchisees over the last year?
Last year, Mr. Sandless launched an impressive new website, a long-scroll format that is easy to understand, learn about
our service and drives customers to our franchise owners. We launched this new site in January 2020 and set all-time
earnings records for January and February of that same year.
Have you implemented any exciting new products or services?
Mr. Sandless now includes an outdoor service for decks, fences, gazebos and more, using the same machine and supplies
as our indoor service. This gives our owners the advantage of repeat business to the same customer base. If they loved
our indoor refinishing, they will love how we can transform their outside deck as well.
How have your business operations changed and what resources have you found helpful?
Mr. Sandless has the unique position to be able to service just about any kind of floor, from concrete to real wood and
everything in between. Along with that, we can refinish anything made of wood, including kitchen cabinets, bathroom
vanities, handrails, interior and exterior doors, trim and furniture. This allows our owners to service a multitude of
commercial and residential customers.
Contact Mr. Sandless. Discover if this is the opportunity for you: https://www.mrsandless.com/webinar.php

MrSandlessFranchise.com, MrSandless.com | (610) 364-2080 | Info@MrSandless.com

Franchise Opportunities to Invest In
The Best Tools, The Best Tools Franchise
What is your franchise’s recipe for success in a competitive market?

Snap-on Tools is an iconic brand with a 100-year legacy of continued innovation in the manufacturing and distribution of
productivity solutions for professional tool users. Our franchisees service our customers at the locations where they use
our tools and equipment. In addition, we offer financing for qualified customers and franchisees through our affiliate,
Snap-on Credit Canada.
What technology has revolutionized your business?

The automotive industry and professional tool user markets have continued to evolve and change over our 100-year history.
Snap-on considers each technology change a growth opportunity, from the computerization of vehicles to the adoption of
fuel cells.
Why are customers attracted to your franchise’s brand?

Snap-on is the choice of technicians, due to our legacy of providing premier and exclusive solutions for their hand tool,
power tool, diagnostic tool, shop equipment and tool storage needs. In addition, technicians appreciate receiving regular
service at their bays and having the opportunity to finance their purchases.
What was your favourite advertising campaign?

The marketing campaign we have implemented for franchisee recruitment over the past eight years is called our ‘Own
It’ campaign. Our franchisee prospects are often looking to take control and ‘own’ their future. They are excited about
the idea of business ownership. So, we came up with the slogan and circular stamp-like logomark that reads ‘Snap-on
Franchise/Own It.’ It serves as both a badge of honor and a call to action for our prospective franchisees.
Has the evolution of social media affected how you market your business?

Social media is a great way for Snap-on Tools to engage with our customers and enthusiasts, which we do on Facebook,
Instagram, Twitter and LinkedIn. We are most excited about our Snap-on Tools Franchise LinkedIn page which we
launched a year ago in order to have a dedicated page that is all about the franchise opportunity. Social media allows us
a chance to build a community of ‘brand believers’ and provides an outlet for our fans to share their experiences with
our products.
Click to learn more

Thomas Kasbohm, Director of Franchising I 262-656-5753 I Thomas.J.Kasbohm@snapon.com
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Your business. Your success.
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How has franchise helped to support its
franchisees over the last year?
Pizza Pizza has continued innovating
ways to provide customers with safe
and secure products, most recently with
contactless delivery and pick-up. Our
commitment to supporting franchisees
with new technology and process
innovations helps them connect with
and support their customers.
Have you developed any new technologies
last year?
Launching in April 2020, the new Tamper
Proof Pizza Box features a safety locking
mechanism that must be broken by the
customer to access the pizza inside.
The proprietary Tamper Proof Pizza Box

2017-01-13 3:55 PM

provides customers with an extra level of
assurance that their pizza is untouched,
from the moment it leaves the oven, to
the time it arrives at their door.
Have you implemented any exciting new
products or services?
We’ve continued to launch exciting new
products throughout the last year with
new Cauliflower Bites, Popcorn Chicken
and a Superfood Crust!
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