Notes from Social Franchising Workshop 10, CEFEC Conference

Facilitated by Sally Reynolds of Social Firms UK

The term ‘social franchising’ was discussed by delegates in terms of what we understood it to be. It was concluded as franchising based on the commercial model of franchising but different in that the enterprises have a social as well as a commercial purpose. Often, though not always, there is more a sense of joint ownership between franchiser and franchisee of the franchise.

The assumptions behind franchising were talked about, including:

· Franchises are ‘safer’ than starting up a new business from scratch as they are proven, have a track record and are effectively ‘businesses on a plate’;

· They are more amenable getting bank finance and accessing mainstream business support;

· Franchises provide ready made support systems and marketing support;

· The franchisees link together and provide mutual support as well as providing a healthy competitive challenge.

The normal package for a franchise would include:

· Access to intellectual property

· Training

· A brand

· Sales leads and support

· A contractual responsibility on both parties

Two origins for social franchising were discussed:

· Social Enterprise franchiser to Social Enterprise franchisee (Social to Social)

· E.g. Fifteen Restaurants set up by Jamie Oliver in London; Aquamacs aquarium & rental maintenance Social Firm in UK; the new ‘Facility World’ concept introduced to the CEFEC Conference by the German delegates; CASA, a homecare social enterprise in the UK, Le Mat Hotels.

· Commercial franchiser to Social Enterprise franchisee (Commercial to Social)

· E.g. Ben & Jerry’s ice cream parlours/kiosks (now owned by Unilever); Charlies Smoothie Bars in Norwich (UK)

The rest of the session was a participative discussion about what the types of problems, challenges and benefits of each approach might be for each party. This table reflects some of them although we are sure there must be more!

	Problems/Challenges For Social - Social

	Social Enterprise Franchisor
	Social Enterprise Franchisee

	Funding creation of a franchise system and infrastructure of support whilst still running the core business (it’s equivalent to starting a new business with no initial financial return)
	Probably lack of brand awareness (these are early days, not many social enterprise brands are well known)

	Finding the right partners/franchisees
	Need for long term and highly business-focussed approach

	Likely need to call on professional franchise input early on to help compile required legal docs and appropriate systems
	Few examples of success to be inspired/encouraged by or to learn from

	Problems/Challenges For Social – Social (Cont’d)

	Social Enterprise Franchisor
	Social Enterprise Franchisee

	Need to pilot 2 franchisees before being able to officially offer the franchise to others (pilots require intensive input, they are experiments and will not expect to pay full fee)
	Importance of support throughout the organisation (especially from the board of management)

	Having a brand that’s known, wanted and has a value attached to it
	Novelty of entering into a commercial contractual arrangement

	Working in a sector that’s not accustomed to paying commercial fees or complying with commercial obligations
	Drive (‘fire in the belly’), commitment and business acumen of management

	Level of monitoring required
	The track record of the franchiser needs unpicking/analysing because of not always being evidently profitable financially

	Complications of working with groups or organisations, rather than individuals, as franchise partners
	

	Maintenance/safeguarding reputation if pick the wrong partner
	

	Social Entrepreneurs don’t like being told what to do!
	

	Not going to be a big money-spinner unless it’s done on a large scale (e.g. more than 10 franchisees)
	

	Can’t be done as a quick way of making money – it will cost more to set up and run in the early years than it will bring back in income…
	

	Possible Benefits

	Social Enterprise Franchisor
	Social Enterprise Franchisee

	Increased profile/brand recognition through franchisees
	Might be cheaper than a commercial franchise (though should be weighed up against possible compromise of lower support level/professionalism?)

	Potentially new income stream if successful (though will have to incur heavy costs first in terms of time and capacity before income starts)
	Sense of furthering social mission as part of a ‘family’

	

	Problems/Challenges for Commercial - Social

	Commercial Franchisor
	Social Enterprise Franchisee

	Understanding the priority given to social mission by franchisee
	Being exposed to truly commercial terms, with probably little flexibility compared to a social enterprise franchiser?

	Compromising on commercial terms (probably but not necessarily in all cases)
	

	Having to work with a group or organisation rather than an individual
	

	Possible Benefits

	Contributes to Corporate Social Responsibility (CSR) policies
	Access to professionalism

	Adds to diversity of franchisees
	Established brands

	Potential to reach new areas through different franchisees
	Usually ability to negotiate on terms because of social purposes


Sally highlighted a website that delegates might find useful to join a European network on social franchising: www.socialfranchising.coop
Delegates were thanked for participating so actively in this workshop.

