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Jason Cunningham, left, and Derek Brock, who knew each other’s values and work habits
before founding Jugo Juice, are acutely aware of relationship dynamics in franchising.

G0OD PARTNERSHIP
 JUICES UP PROFITS
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Stories of partnerships turn-
ing sour abound in everybusi-
ness sector. However, in the
world of franchising, that dy-
namic is compounded by the
sheer number of partnerships
— between franchisees, within
a single franchise, between
franchisors and between every
other stakeholder in the busi-
ness.

That is why when Jason
Cunningham and Derek Brock
founded Jugo Juice, a Calgary-

‘ based juice bar chain, 10 years
ago, they were deliberate
about their foray into a fran-
chising partnership.

“It keeps you sane Mon-
day to Friday,” says Mr. Brock
about the decision to partner
with Mr. Cunningham, whom
he had met when they were
both managers at a Starbucks
franchise.

The dynamics of any part-
nership can have as much
impact on the success of the
venture as does a strong mar-
keting and business plan. Just
be sure you are both acutely
aware of your own, and each
other’s, management styles
and personalities.

“Jason occasionally seems

ips to get
feedback 1nstead
of making
a solo decision

to be more the serious one and
I'm more the friendly, touchy-
feely guy, so we complement
each other weil,” Mr. Brock
says.
The self-described creative,
entrepreneurial founders, im-
mediately hired on an ana-
lytical finance person to play
a key role in the company’s
expansion plans to counter-
balance their personalities.
“It’s important to collectively
recognize yvour weaknesses
and make sure you hire that
within your organization,” Mr.
Cunningham says.

Messrs. Brock and Cun-
ningham say having a partner
to take over when you're not
having any luck — whether
you're a franchisee or fran-
chisor — can be a distinet ad-
vantage.

‘When the dynamies behind
one personality fail, the other
c¢an step in. In that sense, a
partnership can more effect-
_ively manage staff and create
“and mmnta.in business rela-
tionships.

“Sometimes the other per-
son will be able to connect
with a relationship that you're
trying to commence with an-
other party,” Mr. Canningham
says. “You can divide and con-
quer.”

Bringing a partner into a
franchise operation also gives
you the flexibility to get away
from the business knowing
there’s somecne to hold down
the fort.

One of the most common
— but potentially disastrous —

- ways a partnership can com-

plicate things is during two of
the most critical steps in the
life of any franchise: entering
and exiting the business.

Lorraine McLachlan, pres-
ident and chief executive of
the Canadidn Franchise Asso-
ciation, says that beyond the
legal framework and being
aware of the differing person-
ality types, a lot of attention
should be paid to what hap-
pens when a partner wants to
dissolve the relationship.

“[A franchise partnership]
is really no different than go-
ing inte a partnership in any
other type of business,” Ms.
McLachlan says. “You need to
be clear what the roles and re-
sponsibilities are ... in terms of
an entrance and exit strategy”

A lot of it is common sense,
but too many entrepreneurs
think the great relationship
will last forever, during good
times and bad, and end up
getting a nasty and often
costly surprise if they a.ren‘t
prepared.

Still, for many entrepre-
neurs the advantages of having
a second set of eyes outweighs
any potential disadvantages of
having a partner on board.

“It definitely helps to get
some feedback instead of
making a solo decision,” says
Mr. Cunningham, whose chain
celebrated 100 stores this year
with plans for another 15 loca-
tions to open by the end of this
year.

Franchisees, on the other
hand, whether in a partner-
ship or as a single owner, also
have to realize that by the very
nature of buying into a fran-
chise, you’re entering into a
long-term partnership with
the franchisor.

“What’s great about that
relationship, no matter what
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industry you're in, is the fran-
chisee doesn’t have to re-in-
vent the wheel and they can
narrow their focus rather than
having to worry about mar-
keting, research and develop-
ment, product innovation, real
estate design ... they can focus
their efforts on operations,”
Mr. Cunningham says.

When disagreements arise
— and they will — remember
you are both in this for the
same reasons and apply some
good, old-fashioned rules to
vour response. Take the time
to thoughtfully express your
views, listen to your partner’s
views and be prepared to com-
promise.

If you share the same val-
ues heading into the venture,
the partnership is likely to,
avoid any catastrophe. “Just
set aside your ego,” Mr. Cun-
ningham says.
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