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J
ournalists ask questions, and people answer them. This is 

how the business works, and how it’s always worked. 

But: Why? Why do people tell us their stories? Why do 

they let us into their lives, their businesses, their most 

sacred of spaces? Honestly, sometimes reporters are 

shocked by the access they get. When I was a community 

newspaper reporter, my least favorite part of the gig was 

covering breaking-news stories about people dying in 

accidents or crimes—and yet almost every time I called a newly 

grieving family member, they’d graciously answer my questions 

about the deceased. 

And here’s why. Because people want to be heard. It’s grati-

fying—a confirmation that your ideas and thoughts and expe-

riences matter, and are worth someone else’s time. In the right 

circumstance, it can be flattering, too. When people feel heard, 

they feel valued. They gravitate toward an open ear.

I was reminded of that when I called Dogfish Head Craft Brewery 

founder Sam Calagione to talk to him for this month’s magazine 

(see page 20). I was originally interested in sales strategies. He’d 

tamped down sales of his most popular beer—frustrating fans, bar 

owners, and retailers alike for years—because he thought it would 

be better for his company’s long-term growth. I was curious: How 

did he resist the urge to just give these people the beer they wanted?

Instead, he gave me insight on how to win people over 

despite not giving them what they want. “We apologized,” he 

says. And he did a lot of listening, hearing out people’s com-

plaints. “If we were just arrogant and said, ‘Tough shit; we don’t 

care if this is hurting you,’ that would have hurt our brand more 

than it would have helped.” 

It worked out. Today, Dogfish is beloved in the beer scene. I’ve 

walked around with Sam at his Delaware brewery; fans snap 

photos of him so often, you’d think he’s Harry Styles. He’s prac-

tically a local hero.

Making sure people feel heard: It’s obvious, but still often 

deeply overlooked. I’ve never sold beer (though I’ve drunk plenty 

of it), and yet it strikes me now how universal Sam’s strategy is. 

Readers write me all the time when they don’t like something 

in the magazine—and their notes can be long, angry, and come 

with a threat to cancel subscriptions. But I’ve developed a theory 

on what’s happening: They don’t expect to be heard, so they’re 

speaking as loudly as possible. They’re showing up at the door 

with a battering ram. In turn, I try to reply within hours. I don’t 

often say I agree with them. Usually I just explain why we made 

the decision we did. But I also make sure they know I heard 

them, and considered their words.

The reader’s response to me is almost always the same. “I didn’t 

think I’d hear back,” they’ll write. Then they’ll promise to keep 

reading the magazine. Just like they kept coming back to Dogfish.

The same goes in entrepreneurship. Customers want to be 

heard, perhaps more than they want anything else. Customer 

service is listening, but at scale. Marketing is listening well 

enough to reflect people’s needs back to them. A great product 

is a problem heard and solved, followed by user feedback heard 

and integrated. And if you do all that listening, and build a great 

company, some reporter may one day call you up to ask you how 

you did it. And here’s a bet: You’ll be delighted to explain.
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Are You Really Listening?
Take it from a journalist: To win people’s trust, you must make them feel heard. 

Jason Feifer

jfeifer@entrepreneur.com

@heyfeifer G
R

O
O

M
E

R
, 

C
A

S
E

Y
 G

E
R

E
N



lexus.com/hybrid  |  #LexusHybrid

Every breakthrough drives us forward. Like regenerative-braking technology, which increases 

efficiency and boosts performance. So even when braking, you’re creating the power to leap 

forward. With a range of advanced hybrid models to choose from and over a million hybrids 

on the road today, Lexus continues electrifying the way forward.

DISCOVER THE POWER OF INNOVATION.

Options shown. ©2017 Lexus

NXh

ESh

LCh

RXh

ALWAYS CHARGED.

ALWAYS READY.
THE LEXUS HYBRID LINE





July-August 2017 / E N T R E P R E N E U R . C O M / 13

 Keeping SoulCycle at a Sprint
As she fights to keep her brand ahead of the boutique-fitness pack,  

SoulCycle CEO Melanie Whelan talks about perfecting the customer experience,  

harnessing your team’s talent, and chasing a certain former president. 

by S T E P H A N I E S C H O M E R
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Q&A

You joined SoulCycle as COO 

back in 2012 before moving into 

the CEO role in 2015. You had 

been working at Equinox—what 

was so appealing about this 

brand to pull you away from 

your gig there? 

I actually met [SoulCycle found-

ers] Elizabeth Cutler and Julie 

Rice back in 2008 at the first 

location on Manhattan’s Upper 

West Side. I was doing business 

development for Equinox, and my 

job was to look out for new busi-

ness opportunities. I kept hearing 

about SoulCycle. I have a rule 

that if you hear about something 

three times, you have to try it. 

That’s a good rule.  

What was your takeaway? 

It was a really special experience, 

and the next day at my desk, there 

was a silver SoulCycle bag with a 

handwritten note saying, “Thank 

you, it’s wonderful to know you” 

and a baby onesie, because I was 

six months pregnant at the time. 

It was so personal. Usually in this 

industry, if you try a new service, 

people send a follow-up asking 

you to come back in, offering a 

buy-one-get-one or some kind of 

promotion. This simple hospi-

tality touch stuck with me. And 

then, of course, in 2011 Equinox 

acquired a majority stake in 

SoulCycle, and in 2012 I joined 

the team, at long last.

SoulCycle pretty much invented 

boutique fitness. As the market 

gets more competitive, how do 

you stay ahead? 

Good ideas come from all over the 

company. It’s the team closest to 

the riders that often has the best 

ideas. For example, we heard that 

M
elanie Whelan is not new to  

customer service. Before joining 

SoulCycle as COO in 2012 and mov-

ing into the role of CEO in 2015, she 

cut her teeth at Starwood Hotels and 

Resorts, Virgin America (which she 

helped launch), and Equinox Fitness. 

Now, in the increasingly crowded 

world of boutique workouts, Whelan is tasked with 

keeping SoulCycle ahead of the competition— 

in the very industry it helped spawn. Her plan: 

Grow steadily from its 77 current studio locations, 

with an eye toward international domination;  

treat customers like family; galvanize her  

ever-expanding team; and of course, never forget 

where the company finds its soul.

↑ SOUL SEARCHING

Instructors in “Find 

It,” SoulCycle’s first 

brand campaign that 

debuted in April. 

← FEARLESS LEADER

An instructor leads a 

studio class of riders.

→ EQUIPMENT UPDATE

The new SoulBike 

Next Gen, announced 

in May, was designed 

to deliver a smoother, 

better ride in studios.
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a lot of our regular riders—who 

are with us two, three, four times 

a week—want to be recognized 

for that. So we created a program 

that notifies us when riders hit a 

certain milestone. Five rides, 10 

rides, 100 rides. We empower our 

team to surprise and delight them 

with some kind of reward based 

on what they know about that rid-

er—a coffee in their locker, a new 

piece of retail, a green juice with 

a candle on top, or riding on the 

podium for the last song of class. 

You’ve credited a lot of your 

career success to the fact that 

your first job, with Starwood 

Hotels and Resorts, was a larger 

role than you were prepared for. 

How has that influenced the 

way you manage your team? 

I’m a big believer in the power 

of potential. I was very fortunate 

to be given opportunities that 

I wasn’t ready for right out of 

college. I worked hard and put 

my head down and learned early 

on that if I didn’t have an answer, 

I’d ask a lot of questions and 

figure it out. Now I love promot-

ing from within, and the best way 

to get someone ready for their 

next role is to give them a project 

that’s tacked onto their day job. 

And if someone puts their hand 

up for something, give it to 

them! They’ll hold themselves 

accountable. 

What advice do you give to your 

female staff as they carve out 

their place in the business world? 

This idea of bias, and subcon-

scious bias, is getting a lot of dis-

cussion right now, which is really 

good. Being a woman in business 

is challenging, but it’s challenging 

for a lot of different groups. I went 

to an all-girls school for 12 years 

when I was growing up. I didn’t 

know anything other than being 

around women. And so it felt very 

natural for me to just continue on 

through an engineering educa-

tion, which of course ended up 

being predominantly men, and 

then I entered the business world, 

which is also predominantly men. 

The advice I give to all my teams 

is to lead with research and fact. 

Dot your i’s and cross your t’s. It’s 

hard to refute facts. 

Any other good advice from 

your previous jobs?

One of my most formative expe-

riences was working for Richard 

Branson, developing Virgin Amer-

ica. He has a fundamental belief 

that you must galvanize your team 

internally, motivating and listen-

ing to them. Because your team 

is who will talk to your customer, 

and your customer is who will take 

care of your shareholder. That 

inverted pyramid of management 

that really starts with employees 

has shaped how I think about 

every role I had and have. 

This spring, SoulCycle debuted 

its first-ever brand campaign, 

“Find it,” about the strength rid-

ers discover in your classes. 

What does it signal about where 

the company is heading? 

We wanted to acknowledge the 

community we’ve built over 

11 years. What we do is about 

so much more than a bike. It’s 

about the breakthrough we 

enable our riders to have—some 

find peace, some find clarity, and 

of course some do find fitness. 

Working on this campaign let us 

regroup and really think about 

our core values as we reposition 

the brand a bit.

Do you have any examples of 

customers finding that sort of 

peace or clarity?

I had a rider a couple of weeks ago 

whose son, very unfortunately, 

What nuances did you  

find in Toronto? 

I don’t mean to generalize, but 

Canadians are really friendly! 

We had to up our game and 

keep our style authentic, but 

in a way that still feels special 

in a market full of friendly 

people. It meant being extra 

patient as first-time riders 

filled out paperwork, and being 

extra accommodating as we 

connected with those riders 

early on. We’re a hospitality 

company; we pride ourselves on 

personal connections.

As you continue driving this 

expansion, what’s your wildest 

dream for SoulCycle’s future? 

Oh, that’s a good one. It’s hard 

when every day is a surprise. I 

never imagined Michelle Obama 

would be riding with us three 

or four days a week. Getting her 

husband in is a dream of mine. 

He hasn’t been in? 

No. He was very sweet when I 

asked. He said, “I bring a bit of 

attention with me when I  

go places. I’m not sure it makes 

the most sense for your busi-

ness.” But in all seriousness, 

being able to scale this busi-

ness internationally and have 

SoulCycle classes happening in 

French and in German and in 

Mandarin—it would be unbe-

lievable. If we can create people 

who aren’t just physically fit but 

mentally fit, we can create real 

change. Going from 77 locations 

to 90 locations is impactful. 

But if we can scale this to 500 

or 1,000 locations across the 

globe? That’s real impact.

had passed away. She started 

coming to SoulCycle, and what 

she found was a space where 

she could cry. She’d led her son 

through a battle with cancer, 

and she’d had to be strong all the 

time. At our studio, she found 

the permission to let it all out.

As you grow, how do you  

maintain that sort of intimacy 

with your customers?

We want every rider to have a 

safe, comfortable, personal expe-

rience. But to do that, we have to 

say no more than yes, especially 

as we expand to new markets. 

We’re currently opening 15 new 

studios a year, but we still get a 

lot of “Why not?” Why not 

Denver? Why not Atlanta? Why 

not London? The easiest thing 

would be to open 25 new studios 

every year. But slower expansion 

lets us understand how we can 

do what we do better. 

What does your broader repo-

sitioning look like? 

Our tagline has always been 

“Find your soul.” We started in 

New York, and the New York 

community understood what 

that meant. But now we’re in 

15 markets, and we opened our 

first international location in 

Toronto earlier this year. We’re 

seeing a really wide demo-

graphic of people coming in 

that, frankly, we never expected, 

and we’re hearing about how 

they relate to the brand. “Soul” 

means something different to 

each and every person. As we 

scale, we have to listen to and 

respect the nuances of the com-

munities we’re entering.
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THE EASIEST THING WOULD BE TO OPEN  
25 NEW STUDIOS EVERY YEAR. BUT SLOWER 
EXPANSION LETS US UNDERSTAND 
HOW WE CAN DO WHAT WE DO BETTER.”



Science of Success

HAVE YOU EVER worked with someone who 

is full of big ideas and constantly hops from 

one project to the next? If so, you’ve likely 

encountered a case of what psychologists call 

shiny-object syndrome. This is when some-

one is so distracted by the world around them that they’re 

forever drawn toward new ideas, people, and stimuli.

You likely know these people. Maybe you’re even one  

of them. Entrepreneurs are especially prone to shiny-object 

syndrome. After all, we have a lot on our plates, we love  

new people, we’re always on the hunt for the next big idea. 

But this is where we can get into trouble. Psychology 

researcher Sabine Kastner discovered that the more stimuli 

the brain is exposed to, the harder time it has focusing on  

a single task, which makes us more impulsive. That’s because 

when we are overwhelmed, the limbic system in our brain 

drives us to do what feels right, not necessarily what is

right. And that compels us to embrace new ideas we haven’t 

fully thought through.

Organizational-change researchers John Conbere and Alla 

Heorhiadi found that leaders who struggle with shiny-object 

syndrome cost their companies hundreds of thousands of 

dollars in time, resources, and productivity. The truth is, most 

shiny ideas simply aren’t worth pursuing. Their value isn’t 

clear. And when those ideas are delegated to employees, they 

can lower morale and lead to procrastination, because 

employees don’t really know what to do with them, either, and 

are frustrated by constantly changing plans. Fortunately, for 

sufferers of shiny-object syndrome, there are ways to cope:

STRENGTHEN YOUR FOCUS/

Avoiding shiny-object 

syndrome starts with having  

a predictable work environ-

ment and schedule. 

Psychologists have discov-

ered that the more decisions 

we make throughout the day, 

the less willpower we have. 

This is known as “ego 

depletion” and is why you’re 

more likely to act impul-

sively—such as telling your 

team to move forward on a 

crazy, last-minute project—

during busy periods, when 

your attention is being pulled 

in several directions.

An easy way to lessen ego 

depletion is to make your  

work environment and 

schedule as predictable as 

possible. The fewer 

decisions you make, the 

more effective they will be. 

Consider standardizing your 

daily schedule so you have 

fewer immediate choices, 

and set aside scheduled 

blocks of time for creating, 

writing, emailing, or making 

phone calls, to avoid 

bouncing between a number 

of tasks. New ideas can 

create sparks in a growing 

business, but too many can 

cause a fire. Make sure your 

ideas provide strength, not 

destruction. All that glitters is 

not gold.

Vanessa Van Edwards  

is the founder of Science  

of People.

SCHEDULE NEW-IDEA TIME/

If you are regularly tempted 

by new ideas, set aside  

a block of time every week  

to address them all at once. 

Create a separate folder in 

your inbox for them. Keep  

a new-idea notebook in 

which you write them down 

all week. But dive into  

these ideas fully only during 

your new-idea time. This 

way, the heat of the moment 

will have cooled and you  

can objectively evaluate  

all new ideas during one 

dedicated session.

ENLIST A DREAM KILLER/

If you are a dreamer, you 

need a dream killer—some-

one who is honestly skeptical, 

refreshingly direct, and very 

good at finding the potential 

downfalls of a new idea.  

Having a dream killer present 

for new-idea time can be 

extremely effective for those 

constantly chasing shiny 

objects. Ask your dream killer 

to poke holes in your new 

idea, ask hard questions, and 

look for any weaknesses.  

If an idea survives, it might  

be worth pursuing.

 How to Resist  
 Shiny-Object Syndrome
by VANESSA VAN EDWARDS
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Farmers know the importance of being stewards of the earth. 

Modern agriculture offers digital tools that can help them use fewer 

natural resources in land, water and energy. Learn how technology 

harnesses the power of data at ModernAg.org
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The Big Idea

 I
t’s 9 a.m. on a cool spring 

day on the Upper East  

Side of Manhattan, where 

the staff of the 71st Street 

location of Just Salad is 

about to be put through the 

wringer. Nick Kenner, the 

restaurant chain’s 36-year-old 

founder, is joining the team  

for the day. They’re standing  

in a circle, summer-camp  

style, running through 

introductions and icebreakers. 

“My passion has always been 

about operation, speed, and 

throughput,” Kenner says when 

it’s his turn. 

After the intros, the group 

exercise starts. Employees 

take up their stations along 

the Chipotle-style salad line—

cashier, lettuce packer, chopper, 

etc.—and a mock rush begins, 

with Just Salad’s head of HR 

pretending to be a first-time 

customer. As she follows her 

Caesar salad down the line, 

Kenner paces. He times the 

order while furiously typing 

notes on his phone, the lip of 

his coffee cup clenched between 

his teeth. “That was good,” he 

says afterward. The final time 

was a so-so 2:38. (The record is 

now 1:38.) 

It’s what Kenner calls a 

“teamletics event,” and each U.S. 

store has one per quarter. Today’s 

was all about speed of service, 

and the team was well-prepped. 

But next quarter’s training will 

require more instruction. “It’ll be 

 You Can’t Be Just  
 One Thing
When Nick Kenner launched Just Salad, he knew exactly what his  

product would be. The rest? He ignored it. That is, until competition forced  

him to focus his brand—and get good at everything.  by A N D R E W D E L- C O L L E

about our new menu items,” Ken-

ner tells me, explaining that those 

new items are actually not just 

salads. And the move is about way 

more than expanding options—

it’s part of Kenner’s plan to ensure 

his company lasts, amid rising 

rents and heated competition.

When he first launched Just 

Salad in 2006—the brainchild 

of years spent working on a 

trading floor with no tasty and 

healthy lunch options nearby—it 

was with a laser-like focus on 

selling quality salads quickly, 

cheaply, and to as many people 

as possible. “I felt like we didn’t 

need to do anything else to have 

a successful business,” he says. 

At first, he was right. Despite his 

neglecting design, branding, and 

digital strategy, the core product 

alone was enough to create long 

lines of young, attractive cus-

tomers and earn glowing local 

press. (“Cute guys plus carb-free 

dressing?” fawned a regular in 

New York magazine. “I’m so in.”) 

Five years on, there were six 

locations in New York City.

But as Kenner obsessed over 

operations, he missed important 

shifts in the still-developing 

healthy fast-casual industry—

primarily that a burst of com-

peting brands were providing a 

more upscale experience for a 

more clearly defined customer 

base. Founded in 2001, Chopt’s 

emphasis on “creative” salads 

made it a popular choice for the 

professional lunchtime crowd; 

fellow newcomers Sweetgreen, 

founded in 2007, and Fresh&co, 

founded in 2010, tied them-

selves to the fresh-and-local 

movement. Kenner thought Just 

Salad stood out as cost-effective 

and streamlined; in reality, in its 

attempt to reach the broadest 

customer base possible, it felt 

cheap and generic. In 2015,  

Kenner realized he needed to 

make substantial changes or risk 

being left behind.

Still, he worried that stronger 

branding would overshadow 
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KENNER THOUGHT JUST SALAD STOOD  
OUT AS COST-EFFECTIVE AND STREAMLINED.  
IN REALITY, AS COMPETITION INTENSIFIED,  
IT HAD STARTED TO FEEL CHEAP AND GENERIC.

what he saw as the soul of the 

company. It wasn’t salads, per 

se. It was fast, affordable health. 

“There are a ton of places that 

do salads,” Kenner says, but 

their offerings creep toward $15 

and $20 a meal. “To be an every-

day solution to health, you have 

to do this at $10 and under,” he 

says. “We do that better than 

anyone. But the industry is at a 

place where you can’t just excel 

at one or two things. You have to 

be good at everything.”

So Kenner eased himself into 

a complete makeover by first 

focusing on his store interiors, 

which for years had been green 

and carrot-orange—salad colors. 

He teamed up with a design firm 

to create a fresh concept: an airy, 

coastal atmosphere with lots of 

white, blue, and light-colored 

wood, and a tiny succulent at 

each table. “I always respected 

Trader Joe’s and Ikea for their 

no-frills environment, where 

they put the money into speed, 

efficiency, and quality,” Kenner 

says. “But people care about the 

decor and the experience.”

Feeling good about the store 

update, Kenner felt empowered 

to tackle his biggest challenge: 

expanding Just Salad’s menu. It’s 

a tough task for any restaurant, 

made tougher when your com-

pany name boasts lack of choice 

as a selling point. Kenner and 

his team worked with a culinary 

agency for more than a year to 

develop menu items that would 

hit Just Salad’s central promise: 

fast, affordable, healthy. 

“Had we come out and 

been like, ‘We’re going to do 

a healthy version of pizza or 

burgers,’ it wouldn’t have made 

sense,” Kenner says. Instead, 

they settled on a selection of 

bowls, toasts, wraps, and plates, 

a larger variety of which will 

continue rolling out over the 

next few months, including 

a summertime avocado toast 

topped with an egg that Kenner 

is particularly jazzed about. 

And while items like avocado 

toast are having a culinary 

moment, the new menu is 

more brand-appropriate than 

trend-driven. After all, not 

everything healthy lends itself 

to being made on an assembly 

line. “I had one day where I 

was like, ‘It would be cool to 

do one really good poke bowl,’” 

Kenner says of the de rigueur 

raw fish dish being offered at 

restaurants across NYC. “And 

then we brought raw fish into a 

store, and I imagined this raw 

fish being at 30 different Just 

Salad locations, and I said, ‘No 

fucking way.’” 

As the menu evolved, 

Kenner considered changing 

the Just Salad name, but he 

ultimately decided against it, 

opting instead to add “wraps, 

in August. The focus is to make 

it all cohesive.”

In hindsight, Kenner knows 

he should have focused on 

branding from the start. “I 

would have raised more money 

early on to bring in more 

consultants on store design and 

architecture, and consultants to 

help me get ahead of the curve 

on digital,” he says. But as the 

redesign takes root, it’s created 

a clear vision for the team. Just 

Salad currently has 31 loca-

tions worldwide, with stores in 

Chicago, Kansas, Dubai, and 

Hong Kong, and is expanding 

aggressively. “We want to bring 

healthy eating to as many peo-

ple as possible,” Kenner says. 

Despite his early hesitations, 

he is confident Just Salad will 

make the needed changes with-

out diluting its mission. “The 

soul of who we are has always 

been the same,” Kenner says. “We 

just want to tell that story better. 

Now that’s what we’re doing.”

bowls + more” to the storefront 

logo. “We looked at places 

like Dunkin’ Donuts,” he says, 

pointing to the cup of coffee 

in my hand. “It’s named for 

doughnuts! If we could execute 

the items we’re doing at a high 

level, they would integrate.” The 

first few new items launched in 

March, and already sales look 

promising. “Customers have 

taken to it very, very quickly.” 

Refining and defining Just 

Salad’s voice is the last step 

in Kenner’s three-pronged 

revamp. A branding agency 

was hired to help on the digital 

front, and a new website is 

already doing a better job pro-

moting the company’s mission 

and strengths, including its 

reusable bowls, which cost  

$1 and include free toppings 

with every visit. “We just 

launched the site in April,” 

Kenner says proudly. “A new 

online ordering site launches 

in June. Our new app launches 

→  CLOCKWISE FROM LEFT

A redesigned store; founder 

Nick Kenner; the brand’s 

reusable salad bowl.



 S
am Calagione is used to getting love in his home-

town of Milton, Del. He created Dogfish Head Craft 

Brewery, one of America’s hottest breweries, and is 

a major employer in town. People wave and say hi. 

Out-of-towners ask to take selfies with him. So it 

came as a surprise when a liquor store owner ran 

over with tears in her eyes.

“I have customers walking into my store trying 

to buy your 60 Minute IPA and then yelling at me for not hav-

ing it stocked,” she said. “Then they’re leaving without buying 

anything. I’m a local entrepreneur, you’re a local entrepre-

neur—can’t you help me?”

Calagione had heard this before. 60 Minute IPA was his 

most popular beer. It was the sort of hit craft brewers would 

kill for. And yet he tamped down on production. He turned 

down sales. And he did it for years. Many entrepreneurs 

would consider this unthinkable. But Calagione was thinking 

ahead: Rather than push one giant hit, he believed his com-

pany would be better off in the long term by pushing a diverse 

range of smaller products. Now, 14 years after that hit beer 

debuted, he can evaluate whether it paid off.

The story begins in 2001, when Dogfish created a beer 

called 90 Minute IPA. It’s powerful—at 9 percent alcohol by 

volume, almost twice as boozy as a Budweiser. “Our distribu-

tor was like, ‘This is great, but it’s strong for the average 

drinker,’ so we said, let’s do a more approachable, 6 percent 

version,” Calagione says. That became known as the 60 Min-

ute IPA, which he released in 2003.

This new beer took off. By 2006, it could have constituted 70 

to 80 percent of all Dogfish sales. Calagione was excited, but 

also worried. He wanted Dogfish to be thought of as an innova-

tor. But if the brewery became known for one product, that’s all 

every store and bar would carry, and nobody would know about 

its other beers. Then if people’s tastes changed, and drinkers 

lost interest in IPAs, they’d think of Dogfish as old news.

So in 2005, Calagione made the decision: This hit beer 

would never pass 50 percent of all Dogfish sales.

Retailers and distributors immediately complained. The 

Dogfish team worried about straining relationships, so they 

tried to turn the restriction into a positive. “It gave us a pretty 

unique soapbox to stand on in a crowded marketplace. We can 

say, ‘We want to stand for something different,’” Calagione says.

When Amtrak asked to carry the beer, Calagione persuaded 

the train service to offer only his 90 Minute IPA. (Amtrak is 

now that beer’s largest buyer.) Dogfish trained its sales staff to 

act as a “beer education force,” showing retailers its new beers 

and explaining that the limited supply meant everything was 

always fresh. Calagione and his staff listened sympathetically 

to unhappy retailers and found other ways to satisfy them. 

When that liquor store owner approached him in his home-

town, for example, he offered a few free hats for customers 

and more of his other beers. “I’m not saying your business isn’t 

important to us,” he told her, “but we believe in this business 

model. Please bear with us.”

Today, Calagione has a lot to show for his restraint. Dog-

fish is the 14th-largest craft brewer in the U.S. by volume, 

and people travel from across the country to visit its brewery 

and nearby Dogfish-themed hotel. And beer-drinking trends 

are moving in his direction. A recent Nielsen study found 

that the younger a (legal-age) drinker is, the more likely they 

are to want new and different beers. Only 44 percent of  

Gen Xers want that, for example, but the number jumps to  

51 percent for 29- to 36-year-olds, and to 61 percent for  

21- to 28-year-olds.

Dogfish’s most popular beers are also looking different. 60 

Minute IPA is still on top, with 43 percent of Dogfish’s sales. 

But three of its top five beers are new creations. “One or two of 

them could overtake 60 Minute in the next five to ten years,” 

Calagione says. And he’d be fine with that.

Strategies
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 Oh No, It’s a  
 Best-Seller!

When Dogfish Head created a hit  

beer, it did what seemed crazy  

at the time: It turned down sales. 

by J A S O N F E I F E R
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↓ Dogfish Head founder  

Sam Calagione.



*Based on 2016 survey of business insurance buyers on preference of national carriers sold via independent agents.

© 2017 Liberty Mutual Insurance. Insurance underwritten by Liberty Mutual Insurance Co., Boston, MA, or its affi  liates or subsidiaries.

 Business Owner’s Policy I Commercial Auto I General Liability I Property I Workers Compensation  

Tailored coverage as 

unique as your business.

As the #1 preferred business insurer,* we listen

carefully to your needs and help ensure you’re covered for them. Talk to 

your independent agent or visit libertymutualgroup.com/betterprotected.

1,261 novelty gift items.

83 credit card transactions daily.

3 sliding ladders to reach the top shelves.

1 fully stocked gift shop.

BETTER UNDERSTOOD

BETTER PROTECTED™



TREAT ’EM NICE/

“We recognize our 

regulars, even if  

it’s a simple ‘Wel-

come back.’ People 

like to feel that  

they are being seen  

and noticed and  

are important to you. 

We also empower 

our team members 

to give compli-

mentary guacamole 

or a free bag of 

chips when they

want to delight a 

guest. It’s more  

fun if it seems  

like a random act  

of kindness.” 

—LEO KREMER, 

cofounder,  

Dos Toros

MORE IS MORE/

“Everything on our 

beauty site is $1, so 

we naturally have  

a lot of repeat cus-

tomers. But we keep 

them coming back 

by adding more than 

100 new products 

every single week, 

and we constantly 

promote new arriv-

als on Instagram  

as well as popular 

items that are back 

in stock. Having  

a bigger variety 

 than any other  

outlet is what keeps 

purchases going.”

—JEAN BAIK, 

founder,  

ShopMissA.com

KNOW THEIR 

HISTORY/

“A single product is 

only the beginning 

of a sound system. 

We’re a brick-and-

mortar consumer 

electronics retailer, 

but on our website 

we have a six- 

question quiz that 

determines a cus-

tomer’s preferences, 

and a proprietary 

algorithm recom-

mends products. 

Knowing what they 

already have and 

what they’re inter-

ested in helps  

generate loyalty.” 

—LEON SHAW, 

founder,  

Audio Advice

HELP THEM  

NEVER FORGET/

“We stand for more 

than just ‘cheap  

flowers.’ We offer 

subscriptions,  

which introduce  

the concept of auto-

mated deliveries—

weekly, monthly, or 

quarterly—but we 

also allow people to 

subscribe to dis-

counted preorders  

for recurring specific 

dates, like birthdays 

or anniversaries.”

—JOHN TABIS, 

founder, The  

Bouqs Company

ANTICIPATE  

THEIR NEEDS/

“We make custom 

stationery using 

metal dies and 

plates that have 

been engraved spe-

cifically for individ-

ual clients. We 

catalog and store 

them, and our sales 

team is proactive 

about reaching out 

about reorders. For 

example, if a client 

works in fund-rais-

ing and sends a lot 

of thank-yous, we’ll 

remind them when 

it’s time to freshen 

up their supply.” 

—JACQUELINE 

KOTTS, owner,  

Mrs. John L. Strong

GIVE GIFTS!/

“We have a referral 

program that 

includes a special 

discount for both 

parties—the original 

buyer and the  

recipient—and we 

offer a free gift  

with purchase 

around our big holi-

days, like Mother’s 

Day. It brings  

customers back  

and attracts some 

new ones, too.”

–HELEN FICALORA, 

founder,  

Helen Ficalora

The Second Sale
A one-time customer is a wasted opportunity.  

So we asked six entrepreneurs: How do you create repeat purchases?

Six Ways
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PRODUCT MANAGER/

Laide Olambiwonnu

“I can go and talk to anyone 

regardless of title, level, 

or experience and still be 

valued and respected. 

That’s something I’ve never 

experienced anywhere else. 

If there’s someone I don’t 

know, I can set up coffee 

or lunch just to get to know 

them better and under-

stand what they do. They 

always say yes.”

UX DESIGNER/ Sam Park

“I love all the meeting rooms because 

they’re so different—the look of them, and 

also the size. It’s really considerate of how 

we work, because we collaborate with 

teams across the U.S. and internationally, 

so we do a lot of video conference calls. I 

like having all these different options.”

PRINCIPAL PRODUCT MANAGER 

AND DEVELOPER ADVOCATE/

Chuck Freedman 

“Everything about our product is 

done here. Our devices can be 

prototyped here, they can be fab-

ricated and tested here, and the 

software and platform that make 

everything work are also devel-

oped here. As you walk through 

the halls, you see folks who are 

responsible for each part of that.”

SENIOR USER EXPERIENCE DESIGNER/ Sein Woo

“I’ve worked here for 10 and a half years, and our 

old office really didn’t have any kitchen space. 

Now we have a huge café, and it’s lovely. I like 

that I can meet with people and we can just kind 

of grab chairs in the seating area.”

Office Space
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IT SUPPORT ENGINEER/ Alvin Badlu

“We have a living wall with all these plants, 

and everything is so big and spacious and 

full of artwork. The desks are rising desks, 

which I take advantage of a lot. All these 

things make the office lively and happy.”
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PROGRAM MANAGER  

FOR TALENT ACQUISITION/

Cristina Donatelli 

“Our mission is to fill every 

home with music. So when you 

walk through each department, 

you’ll hear the music transition 

from someone playing classical 

to someone playing hip-hop. It 

feels organic, like it was set up 

not as an office but as a home.”

BRAND ACTIVATION MANAGER/ Heidi Lowry

“There’s definitely a work-life balance that 

comes from the very top. I don’t feel like I’m 

on my email all the time on the weekends or 

at night. It’s very laid-back here, but we still 

get stuff done.”

GLOBAL REAL ESTATE PROJECT 

MANAGER/ Michael Keimig

“This office is one of the first 

projects I worked on when I 

joined Sonos three years ago, 

and it’s amazing to see what 

we envisioned come to life. 

From little design details to the 

secret listening room behind 

the bookshelf—seeing the team 

interact with the space and 

how much they like it, that’s 

what I love the most.”

THE SOUND OF SILENCE is not one you’ll hear at Sonos. Music is a constant presence at the 

speaker brand’s new Boston office, which was designed with collaboration in mind by IA 

Interior Architects. It flows through the enormous café that houses biweekly team lunches 

and streams into numerous conference rooms as well as a designated game area and an 

outdoor patio. And for employees who want to enjoy a playlist privately, the secret listen-

ing room—accessible via a rotating door disguised as a bookshelf—offers sonic solitude. 

 Inside Sonos
 Interviews by KRISTIN HUNT



Reputations

 The Wiki Fixers
Want a Wikipedia page for yourself or your business? An underground network  

of editors will make you one—for a price.  by J E N N I F E R M I L L E R

T
hree years after launch-

ing an online magazine 

for young entrepreneurs 

called Foundr, Nathan 

Chan decided it needed a 

Wikipedia page. “Any legiti-

mate brand has one,” he says. 

“All our competitors have 

pages.” There were just two 

problems. Wikipedia strongly 

discourages people from 

If you or your business is on 

there, you seem legit. This has 

fueled a booming, under-

ground world of Wikipedia 

editors for hire—people who, 

often secretly, use their 

expertise and good standing in 

the Wikipedia community to 

build pages for attention- 

starved startups and other 

paying clients. Services can 

creating their own pages. And 

the site’s five-million-plus 

articles are largely created by 

200,000-some volunteer 

editors, and it’s unlikely one of 

them would suddenly take an 

interest in a small startup and 

build a page themselves.

This spring, Chan posted on 

Facebook asking if anyone 

knew of an editor he could hire 

to create a Wikipedia page. 

Someone replied with a 

referral: an experienced editor 

who builds pages for a fee. 

Chan got in touch and agreed 

to pay $1,300 for pages about 

both himself and his company.

For all its flaws as a crowd-

sourced encyclopedia, there is 

a widespread belief that 

Wikipedia conveys credibility: 
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EVERYTHING ABOUT THESE SERVICES  
IS STEEPED IN UNCERTAINTY— 
INCLUDING WHETHER THEY’RE ACTUALLY 
WORTH THE MONEY.

range from a few hundred to a 

few thousand dollars. Multiple 

such editors interviewed for 

this story say they’re inundated 

with business.

Buyer beware, though: 

Everything about this service is 

steeped in uncertainty, starting 

with whether a Wikipedia page 

is worth the money. “I see the 

value from an SEO stand-

point,” says Elaine Young, a 

professor of digital and social 

media marketing at the Robert 

P. Stiller School of Business at 

Champlain College in Ver-

mont. “For an entrepreneur, 

one of the biggest challenges is 

getting found, and Wikipedia 

often comes up first in 

searches. It provides a starting 

point for information.”

But whether a page actually 

confers credibility depends on 

who’s reading. “If somebody is 

older, a Wikipedia page with 

references and information may 

help them feel more comfort-

able with a small business,” says 

Young. Younger audiences, who 

respond more to social 

platforms and multimedia, may 

not pay much attention to the 

site, however. And young and 

old alike are liable to dismiss 

you if you don’t have enough 

citations to create a robust 

page. “A lot of pages I’ve seen 

are just two paragraphs long,” 

says Leonard Kim, a managing 

partner at InfluenceTree, a 

branding firm that creates 

Wikipedia pages for clients. 

(Technically, Kim calls it a free 

add-on service; Wikipedia 

forbids charging for page 

creation, unless payment is 

disclosed on the site.) “They’re 

kind of premature to the point 

where they lack info that sells 

me on the company. Unless you 

have an amazing founder’s story 

and a lot of cred from notable 

people, it could actually hurt.”

In theory, of course, anyone 

can create a Wikipedia 

page—as long as they follow 

the site’s precise coding, 

formatting, and stylistic 

guidelines, include enough 

citations to meet the “notabil-

ity” requirement, and present 

all that information in a 

neutral tone. But the reality is 

more complicated. Wikipedia’s 

notability guidelines are vague. 

And even if a person were to 

satisfy all the requirements, 

they are still “strongly 

discouraged from editing 

articles directly about 

themselves or [about] a 

subject they’re closely affiliated 

with,” says Samantha Lien, a 

Wikimedia Foundation 

communications manager. 

“This is known as editing with 

a conflict of interest,” she says, 

and it’s something Wikipedia’s 

volunteer editors spend a lot of 

time policing for. “Whenever 

something brand-new is put 

up, someone notices, and they 

scour the thing,” says Kim from 

InfluenceTree. If the piece is 

judged deficient in any way, he 

says, it gets taken down.

That’s what creates opportu-

nity for mercenary editors; 

their pages are more likely to 

succeed than the average user’s 

because they know the rules 

and, at least on the surface, 

they appear to be objective, 

impartial observers. But 

they’re under scrutiny, too, 

which is why they’re picky 

about whom they work 

with—and why many have 

clients sign NDAs. Brendan 

Gibson runs a page creation 

company called What About 

Wiki, and he, like many 

providers, turns down more 

than half of potential custom-

ers. “If clients don’t have seven 

to 10 links of positive press,  

I won’t take them. If they don’t 

have awards, I won’t take 

them. If they have a really 

scummy link profile on Reddit 

and Quora, I won’t take them,” 

he says. Otherwise, there’s a 

higher risk a page will be 

flagged—causing the rest of his 

pages to come under scrutiny. 

It doesn’t stop there either. 

Even if a page does pass 

muster, an entrepreneur’s work 

isn’t done. Anyone, including 

trolls, can edit a Wikipedia 

page, so any negative news is 

likely to be featured alongside 

the positive. That can cost time 

to monitor, which is why some 

editors sell a lifetime monitor-

ing and upkeep service. The 

problem can plague anyone—

even Wikipedia editors.

Kim is dealing with this 

today, in fact. His personal 

page (which, yes, he hired 

someone to create) has been 

trolled so many times that 

Wikipedia placed a disclaimer 

atop it saying the page “may 

not meet” its guidelines.  

“It’s one person trying to 

defame me,” he says. Initially, 

he worried about his  

reputation. Then he decided 

that it was better to have a  

troll-infested Wikipedia page 

than no page at all.

OR TRY  
THIS…
Four more ways to 

boost your credibility  

and expand your  

digital footprint.

1/ Ramp up. 

Start by publishing thought 

pieces on your own site, 

says Jayson DeMers, of 

marketing firm Audience-

Bloom. From there, you 

can pitch niche blogs and 

industry podcasts and, 

finally, move up to 

mainstream publications. 

2/ Use video. 

Local colleges and cham-

bers of commerce are often 

eager to host speakers. 

Offer to give a talk and 

have it filmed, suggests 

Leonard Kim, of Influence-

Tree. Then share the video 

with your followers, turn  

the audio into a podcast 

episode, and transcribe  

the speech for a blog post. 

That will build credibility. 

3/ Engage!

Grow your social media 

following by “responding  

to all comments on all  

platforms, always,” says 

DeMers. “Don’t just use 

social as a megaphone  

to get your message out.” 

4/ Seek out reporters. 

Build relationships with 

journalists by being  

a “knowledgeable, fast, 

and reliable source,” says 

DeMers. He suggests  

signing up for a service like 

HARO, where you can 

connect with journalists 

who are writing about spe-

cific topics or industries.
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I know when I realized it. A 

few months earlier, I’d taken 

a trek to Everest Base Camp, 

in Nepal. It was my first 

real vacation, but I couldn’t 

unplug; I called my assistant 

daily from a satellite phone 

and brainstormed with 

clients as my fellow trekkers 

marveled at the mountain. 

Then the trip fell apart, with 

me contracting Everest’s 

notorious high-altitude 

“Khumbu cough” and a 

series of botched helicopter 

evacuations. When I got 

home, I miserably regressed 

into the daily grind.

For all its success, my 

company had lost its mission. 

By saying yes to everything, 

and frantically hiring and 

stockpiling equipment, 

I’d created something 

incoherent—a company 

that acted too quickly, with 

clients constantly coming 

and going, and with no 

sense of where I belonged. 

I was always reacting,

never acting.

Change was necessary. 

Smartphones, social media, 

and high-speed internet 

were disrupting video, 

so why was I investing in 

camera gear that would 

be outdated in two years? 

Cloud storage and YouTube 

crept up during my biggest 

decade, so why was I spend-

ing hundreds of thousands 

of dollars annually on 

in-house servers? Over the 

next two years, I quietly 

researched and prepared  

my company’s reset, and  

I realized I needed to focus 

more on cross-platform 

communication and brand 

strategy. Senior manage-

ment knew, but my staff and 

contractors didn’t. Then in 

2014, I summoned everyone 

one by one to announce that 

I’d be letting them go. 

It was one of the hardest 

times of my professional life, 

but those two years of strat-

egy girded me for it: I knew I 

was doing the right thing. As 

my employees wrapped up 

their final projects, I talked 

to each of them personally 

and carefully. I used my con-

nections to help them find 

more work down the road. 

In spring 2015, I traded 

in my physical office for a 

virtual one. I kept only my 

most valued clients and  

did most of the work 

myself. Then, this year, 

I found someone in Los 

Angeles to handle client 

management, which allows 

me to focus entirely on 

what I know best: the 

creative side. And unlike 

the first time I built this 

company, we’re doing it 

strategically and in an agile 

way. Rather than investing 

in the latest equipment, for 

example, I hire specialist 

contractors, who use their 

own gear better than any-

one else. I take on clients 

that’ll help us grow, and 

who want us to push into 

new and innovative types 

of communication, beyond 

just video. Today, we’re still 

a far smaller company than 

we once were—but this 

time, I’m sure, we’re a com-

pany built to last. And that 

matters more than size.

W
hen I graduated 

college in 2002, 

I knew I didn’t 

want to work  

for anyone else. 

So I founded a video pro-

duction company called 

Cimaglia Productions. Did 

I go to business school?  

No. But I loved making 

videos, so I went on a cam-

paign to impress every cli-

ent I could—and, I suspect, 

won my first contracts by 

underbidding bigger agen-

cies. Hey, I was just a kid 

with a camera. 

The next 10 years were 

about growth. I worked  

with major clients like  

Mercedes-Benz and Lavazza 

Coffee, and I created the 

first-ever high-definition 

segments for NBC’s Date-

line. I said yes to basically 

every job and hired dozens 

of full-time cinematogra-

phers, editors, and produc-

ers. I doubled my company’s 

size every year for five con-

secutive years, and I leased 

an office in Chicago’s bus-

tling downtown.

In 2012, an investment 

firm asked whether I was 

interested in a multimillion- 

dollar seed fund. I could 

merge with several 

competitors, dominate the 

local market, reduce our 

collective overhead—and 

be CEO. It seemed like the 

culmination of my labor. 

But instead, it made me 

come to terms with what I 

had built. Because frankly, I 

wasn’t happy.

I turned down the money. 

And then, methodically, I 

dismantled my company.

I don’t know exactly when 

I stopped loving work, but 

Personal

 Why I Hit Pause
My company had grown big—the wrong kind of big. So to survive, I had to strip it all down.

by M AT T C I M A G L I A

28 /  E N T R E P R E N E U R . C O M  / July-August 2017 Illustration / BENEDET TO CRISTOFANI



EVERYDAY ENTREPRENEURSHIP
GETS MORE INTERESTING
WE’LL HELP YOU KEEP UP

Access breaking stories, watch our latest videos, enjoy 

exclusive interviews, and discover new solutions from 

Entrepreneur anytime and on any of your mobile devices. 

GET THE LATEST FROM ENTREPRENEUR
Download our free app available on iOS and Android devices

GET THE APP



That was the opening iRobot was looking for. It crafted a new 

pitch, “Cleaner floors every day—all at the push of a button,” 

and repositioned the product not as something that cleans for 

you but as something that cleans with you. Something that reli-

ably frees you up from some mundane work and increases the 

baseline cleanliness in your home, without any additional effort 

on your part. In that formulation, Brown says, “the customer 

doesn’t even need to think about purchasing a robot.”

The initial feedback on this new approach was positive, 

and in the spring of 2015 iRobot launched a marketing cam-

paign around it, including redesigned packaging, online and 

TV ads, and in-store video displays. The early results were 

promising, and iRobot doubled down on the strategy for the 

holiday season—leading to a 46 percent bump in sales in the 

final quarter compared with the previous year. Three years 

in, the new message continues to resonate. Sales were up 17 

percent in 2016 (propelled in part by the Roomba 650, which 

became the top-grossing vacuum cleaner in the U.S.), and, 

Brown says, “our early 2017 results appear very promising.”

Branding
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 L
et a robot replace you. For years, this was iRobot’s 

pitch for the Roomba, its robotic vacuum cleaner. 

And for years it worked well, generating strong 

annual sales growth for the Massachusetts firm. 

There was only one problem: A sizable cohort of 

potential consumers didn’t believe it. These were 

people who valued an immaculate home. They 

worked hard at it. They didn’t think a robot could

replace them. And they were right. It probably couldn’t.

Dwight Brown, senior VP of global marketing at iRobot, 

had been here before. His previous employer, Keurig, had a 

similar pitch: “‘You need a single-serve coffeemaker because 

it’s an easier way to make coffee,’” Brown recalls. This made 

technology the centerpiece of the pitch. Which made a cer-

tain sense—the tech was cool, and people who loved gadgets 

were into it. The thing was: Not everyone loves gadgets. 

“We very quickly learned that when you try to convince the 

consumer by starting the dialogue with the technology, you 

certainly attract some early adopters who are technically ori-

ented,” Brown says of the initial approach, “but you may be 

missing the vast majority of consumers who are much more 

interested in hearing about the benefit.” Some people, after 

all, just weren’t looking for a new coffeemaker. But they were 

looking for a better coffee-making experience. 

So Keurig tweaked the pitch: “Great coffee, made simply.” 

It paid off. Keurig boomed.

When Brown joined iRobot three years ago, he saw a simi-

lar opening. “My initial hypothesis was that if we start focus-

ing communication on the benefit, and not force the consumer 

to think about the robot as a replacement, we might open the 

doors to opportunity,” he says. Working with the Cambridge 

Group in Chicago, iRobot surveyed existing and prospective 

customers and discovered two things: 1. Existing custom-

ers were satisfied with the performance of the product. And 

2. Prospective customers were aware of it but didn’t think it 

would work well enough to meet their standards.

That meant that winning converts wasn’t about changing 

the product; it was about recalibrating expectations. “It’s 

not a technical issue; it’s a marketing issue,” Brown says. 

But to do that, iRobot had to better understand what the 

holdouts wanted. So it asked. The consumers it was target-

ing said that while they weren’t looking for a robot vacuum  

per se, they did want a cleaner home. And in an ideal  

world, they wanted their home to be cleaned every day;  

they were just too busy to do it themselves.

 Sell the Benefit
How lowering expectations and  

downplaying its own technology helped  

a cutting-edge company  

reach a whole new customer. 

by J O E K E O H A N E
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What’s Your Problem?

I want to hire a woman for a job opening I have, 

because my team isn’t diverse enough. Is that 

legal, and how do I do it without egregiously 

breaking the law? —MARK L.

How to Build a Diverse Team
It’s not about simply making job offers. It’s about changing the way you think about recruiting.

by ADAM BORNSTEIN

HAVE A PROBLEM WE CAN SOLVE FOR YOU?  

TELL US AT HELPME@ENTREPRENEUR.COM. 
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LET’S GET the legal part out 

of the way: In general, you 

can’t hire a woman just 

because she’s a she. The Civil 

Rights Act of 1964 protects 

employees against discrimi-

nation based on religion, 

sex, age, national origin, and 

race. And while the Bona 

Fide Occupational Qualifi-

cation carves out exceptions 

to that rule, an employer 

must prove that hiring based 

on age or sex is essential to 

the success of the business—

which is unlikely. Meaning? 

Choosing someone because 

you want to check a box is 

not a sound defense.

The real question is why 

your current team lacks 

not the only one. According 

to the Equal Employment 

Opportunity Commission,

the tech industry has,  

on average, only half as 

many minority workers  

and three-quarters as 

many women as the overall 

job market.)

I’ve helped guide 

employment decisions for 

many companies, and the 

best approach I’ve found is 

to create a balanced hiring 

committee, whether you’re a 

scrappy startup or a 

booming business with 

endless resources. Assemble 

a team that includes people 

from different disciplines 

within your business, and 

add outside perspectives, 

too. Involve female employ-

ees in the hiring process.  

No female employees? Tap 

into your network for female 

friends or acquaintances. 

Or hire an outside consul-

tant if your budget allows.

According to research 

from McKinsey, 74 percent 

of companies cite gender 

diversity as a top priority, but 

most fail to communicate 

that mission; expanding your 

hiring network will broad-

cast that goal, attracting 

better candidates and 

letting people know you’re  

an inclusive workplace.

The upside to a diverse 

workplace is real. McKinsey 

found that companies with 

gender diversity are 15 

percent more likely to have 

higher revenue than the 

industry standard, and 

racial and ethnic diversity 

lead to a 35 percent lift 

above the norm.

In your case, Mark, your 

goal should not be to simply 

hire a woman; it’s to broaden 

your talent pool and search 

efforts to position your 

company among candidates 

as a more appealing and 

competitive opportunity. 

When that happens, you’ll 

recruit the type of people 

who fulfill your company’s 

needs—not just those of a 

checklist. And that diversity 

part? It’ll take care of itself.

Adam Bornstein is the 

founder of Pen Name  

Consulting, a marketing and 

branding agency.

diversity. Usually it’s the 

result of impatience, implicit 

bias, or a lack of planning. 

Too many companies focus 

on quickly filling a position 

with a candidate who can do 

the job, or subconsciously 

hire people who reflect the 

makeup of the team. They 

don’t spend the time to 

ensure that their search-

and-recruitment network 

reaches the very best people 

for the job. That’s a real 

problem. You could have the 

greatest job opportunity in 

the world, but if you don’t 

have a pipeline in place that 

leads to the people who 

will help you best, your 

process is flawed. (You’re 
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Everyone wants a piece ofTristan Walker.
He’s in demand at conferences. Reporters call him constantly.  

His fans treat him as an inspiration.  

But after years in the limelight, he’s leaning more into this realization:  

All that means nothing if he isn’t a great CEO first.  

by J.J. McCORVEY

Photographs / C O D Y P I C K E N S
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The 40 or so students sitting before him nod. They’re assembled 

here at the Stanford Graduate School of Business for a class called 

Entrepreneurship from Diverse Perspectives, where female and 

minority entrepreneurs and investors are invited to speak. The hope 

is to cultivate an appreciation for the value of diversity among the 

country’s next business leaders.

If you’ve ever heard Tristan Walker speak, diversity was almost 

certainly the topic. A Stanford grad himself, he keynotes conferences 

on the subject. He’s been a fixture at SXSW. Almost any newspaper 

article, radio segment, or magazine story about diversity in business 

(including, full disclosure, a few written by me) will quote Walker, if 

not focus on him almost exclusively. And it makes sense that he’d find 

himself in this position. After all, he’s the black man who rocked his 

way through some of tech’s hottest companies, raised $33.3 million 

to launch a startup of his own, and then, like an action-movie hero 

who just leaped across a chasm, immediately started pulling other 

people across with him. “You gotta succeed,” he implores the students. 

“If you’re not succeeding, you’re not recruiting anybody.” He’s good at 

this: natural, earnest, and yet never lecturing. He makes people want 

to succeed. And in turn, they want him to succeed. Because his suc-

cess is their success. His success makes more success possible.

But later, during a one-on-one conversation, Walker confesses that 

this role has been weighing heavily on him. “I have this kind of inter-

nal conflict, where it’s like, Tristan, you can’t mess this up,” he says. 

Every entrepreneur feels that at some point, of course. Most feel it 

“ I recognize  
that in my place 
as a black 
man,” Tristan  
Walker says,  
“everything  
I do is judged  
two times in 
either direction. 
Two times 
positively, or  
two times 
negatively.”

damn near all the time. But he has the unique challenge of feeling 

many other people’s hopes on his shoulders. If his success is their suc-

cess, then is his failure their failure?

Because here’s the thing: He still has a lot of work to do. His com-

pany Walker & Company Brands is a grooming startup that launched 

with big expectations—all, no doubt, heightened by Walker’s celeb-

rity. He repeatedly said he wanted to build “the Procter & Gamble for 

people of color,” and that quote has been repeated everywhere from 

CNBC to USA Today. Yes, sales have been strong. While he cautions 

that 2017 isn’t over yet, revenue is up 200 percent from last year. And 

yet, he says, “we’re in this weird purgatory.” Early-stage investors want 

to see “explosive growth,” and private equity investors tell him they 

want to see a profitable company before putting in cash. It’s the kind 

of position that doesn’t exactly inspire any entrepreneur to take a vic-

tory lap yet. “Which makes it even more important that we focus on 

our business discipline and execution,” he says. 

All this has led Walker to a crossroads. His company and his pub-

lic profile have grown in tandem, to the point where focusing on one 

means, to some degree, neglecting the other. And as both grew, a stark 

choice presented itself: Be an effective CEO, or be an effective symbol. 

These days, it appears Walker is letting the former speak for the 

latter. He’s turned down more than 50 speaking engagements over 

the past year and has promised his team that that will continue for 

the next six months. He’s promoted new hires to the media, with the 

intent of directing the focus away from himself. And he’s also adopt-

ing a new, more deliberate leadership style. “At Walker,” he says, “I 

think, How can I be the best CEO I can be? Nowhere in that is How can 

I be the best spokesperson I can be? I’m already a good spokesperson. 

But I can be a better spokesperson if I’m a better CEO.”

This summer bears the first fruit of that transition. Walker & Co. is 

releasing its first new branded product line since its 2013 launch. It’s 

called Form, a haircare line for women that takes aim at a $2.56 bil-

lion market opportunity and can bring Walker one step closer to what 

the Procter & Gamble for people of color would truly look like. But 

in order to achieve and sustain the growth he’s after, Walker has to 

build an organization that is equipped to support it. And that means 

intense focus on the task at hand.

“I can’t do this for everybody else,” he says. “I do it because I care 

about it. I want this company to be around 150 years from now.”

THE TRISTAN WALKER origin story is oft-told in Silicon Valley, as a 

parable of how hustle and foresight and grit and talent can combine 

into handsome rewards. 

The short version goes like this. Walker grew up in the South 

Jamaica housing projects in Queens, New York. He got straight-A’s 

in middle school and earned a full scholarship to Hotchkiss, a pow-

erhouse prep school. After graduating from Stony Brook University 

and a brief jaunt at the trading desks of Lehman Brothers and J.P. 

Morgan, Walker was drawn to the bubbling startup scene, enrolled 

in Stanford Business School, and took an internship at Twitter. When 

Foursquare blew up in 2009, he emailed cofounder Dennis Crowley 

eight times to ask for a job and, upon not hearing back, showed up at 

Crowley’s office uninvited. Crowley challenged Walker to sign up 30 

merchant businesses in a month; Walker returned with 300. He got 

the job and later became Foursquare’s first head of business devel-

opment. Three years after, he became an entrepreneur-in-residence 

at the hottest venture capital firm in the Valley, Andreessen Horow-

itz, and cofounded Code2040, a not-for-profit that mentors young 

minorities and connects them with jobs in tech. 

All the while, Walker tinkered with his own startup ideas. Walker 

& Co. came in response to the dreaded “ethnic aisle” of grooming 

products—those shunted-off, sometimes lower-quality products that G
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every person of color has long been stuck buying. Walker proposed 

making high-quality and well-designed products that, while good for 

people of all races, were designed with the grooming challenges of peo-

ple of color in mind. (Razor bumps, for example: A mainstream razor 

leaves many black men’s faces irritated.)

Walker & Co. came together quickly. From the start, Walker had 

impressed pretty much everyone he’d come across, so he had little 

trouble finding eager investors. “I don’t think he’d even formally put 

everything together,” says Charles D. King, an investor, and founder 

and CEO of the media company Macro, recalling when he first heard 

Walker’s pitch. “I immediately let him know that I was in. It was clear 

that he was a visionary.”

In 2013, Walker & Co. launched with its first line of products—

razors, shaving cream, priming oil, and restoring balm, all carrying 

the brand name Bevel. And while it seemed surprising that a guy with 

so much tech cred would launch a grooming business, Walker insisted 

that his company was, at heart, a tech company. For instance, it would 

operate on a subscription model, like Ipsy, LootCrate, Harry’s, and 

many other venture-backed e-commerce startups. Originally, users 

would buy a $60 starter kit and then pay $30 a month for refills. 

Investors liked this; subscriptions, in their experience, equaled cus-

tomer retention. (Since then the starter kit has gone up to $90.)

Walker’s insistence on being a tech company also put him squarely 

in the middle of a tech industry crisis. Silicon Valley was becoming as 

known for its dearth of diversity as for its innovation, and pressure 

from activists forced companies like Facebook and Google to reveal 

just how white their companies were. As the issue heated up, Walker 

became the first call for reporters looking for minorities to speak 

about their experiences in tech, and to offer potential solutions. When 

conference organizers needed diverse faces, Walker was the first guy 

to book. He was brilliant, likable, and happy to share his experiences. 

It was a perfect match.

This was smart business sense, in a way. Walker’s visibility afforded 

his startup a fair amount of good publicity, as the company’s mes-

sage—that health-and-beauty products should be made to be inclu-

sive and efficacious for all races and ethnicities—ran parallel with the 

case that diversity advocates made when criticizing the tech industry. 

And by being so open and accessible, Walker also kept his company 

in the news long after its launch. He’d often give reporters his cell-

phone number so they could call directly. (In 

2014, when I first traveled to San Francisco to 

write about him, he even invited me to stay at 

his home.) 

But this kind of visibility can have a down-

side. The conference circuit is a seductive and 

voracious beast. It offers abundant rewards, 

but it can consume a lot of time and distract 

you from actually running your business. 

It’s perhaps telling that some of the most 

buzzed-about entrepreneurs on the speaking 

circuit—who, like Sophia Amoruso or Kevin 

Rose, became celebrities independent of their 

businesses—also presided over struggling 

companies. Walker won’t say whether this 

ever entered his mind. But when I visited him 

for this story this summer, it was easy to see a 

change in his thinking. There was no invita-

tion to stay at his home. (Though to be fair, he 

now has a 2-year-old son, Avery.) When I’d text 

him asking for more information or a quote 

about this or that, he’d often refer me to his PR 

person. As I rode in an Uber with him to that 

Stanford seminar, he read as more obligated than enthused. More tell-

ing, he said that Stanford had already asked him to show up for events 

like those three or four times this year. It was, he admitted, “starting 

to feel weird.” 

WHEN JOANNE HSIEH got the call from a corporate recruiter, she said 

she wasn’t interested. After 10 years at Estée Lauder in New York, she 

was on her way to becoming SVP and general manager of interna-

tional development, and was perfectly happy. But the recruiter per-

suaded her to at least fly to Palo Alto and take a meeting with Tristan 

Walker, a man she’d heard of but knew little about. He was looking for 

a chief operating officer, the recruiter said. It’s worth the conversation.

In December 2015, she did. And in Walker, she found an answer to 

a problem she’d heard in the industry for years. “These bigger compa-

nies have been trying to innovate around certain ethnicities and cus-

tomer segments,” she says, “and it’s really difficult when you don’t have 

that personal journey yourself.” Walker had that. Hsieh took the job.

“She’s the first health-and-beauty hire that we ever had,” Walker 

says. “It’s crazy when you think about it.” 

It really is: A health-and-beauty company spends its first three 

years not hiring anyone from its industry? But that’s not uncommon 

in the tech world. In Silicon Valley, many people pride themselves 

on disrupting industries they’re totally new to. The theory goes that 

insiders are too entrenched in the existing ways of doing things, and 

therefore only outsiders can see what they’re missing.

Yet Walker may have made his own version of that mistake. By 

being inside the tech industry for so long, perhaps he’d become 

trapped in its way of thinking, which led to staleness in parts of his 

organization. For example, as his company had grown, he’d kept 

staffers who were clearly no longer a fit for their jobs. So within the 

past couple of years, he’s let them go and appointed department 

heads to help manage the company’s growth. As a result, Walker 

has freed himself up to focus more on the essentials. “I need to make 

sure nobody gives up,” he says. “I need to make sure we’re well-capi-

talized. And I need to make sure folks recognize the innovations and 

disruptions we’re offering this industry.”

And by “industry,” he now means consumer goods—not tech. He 

raised eyebrows at Recode’s Code Commerce conference last March 

when he told Valley-whisperer Kara Swisher, “When I started, I 

said we’re a tech company. That’s bullshit.” 

The reason he’d done it, he admitted, was 

because investors were more likely to buy 

into a tech company than a retail business. 

Now he’s hoping that a different class of 

investors—from health-and-beauty insiders 

to family offices, for example—will see value 

in Walker & Co. that tech investors have not.

He’s also free to reconsider every decision 

that cascaded from being a “tech company.” 

Subscriptions, for example. It’s the de rigueur 

business model in e-commerce today, but not 

everyone is going to commit to $30 a month 

without trying the product first. By holding 

firm on subscriptions, he was turning curious 

customers away. So in 2015, he began selling 

his products à la carte. That also meant he 

could sell on Amazon, and in Target. “The 

minute we released à la carte, our sales went 

crazy,” he says. “Customers want to try this 

stuff.” Last year, à la carte made up 10 percent 

of all Walker & Co.’s sales. In 2017, it’ll cross 

50 percent.
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For Walker,  
this has become 
self-reinforcing: 
Rethinking 
his role leads to 
rethinking 
the company,  
which leads  
to rethinking  
sales, then  
rethinking hiring, 
then rethinking 
it all anew.
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Hsieh, as COO, knew exactly what to do next. She began hiring 

more industry insiders and then mobilizing them to learn everything 

they could about Bevel’s buyers. That has uncovered some useful 

insights. Sixty to 65 percent of the people who buy Bevel products at 

Target are white men, for one thing. For another, à la carte is driving a 

spike in subscriptions.

For Walker, this kind of effort has become self-reinforcing: Rethink 

his role, which leads to rethinking the company, 

which leads to rethinking sales, which leads to 

rethinking hiring, which leads back to rethink-

ing all those things anew. And the culmination 

of all this rethinking is Form.

EIGHT OR SO Walker & Co. employees are gath-

ered around a conference room, watching 

YouTube videos on how to achieve different 

hairstyles on different types of hair. These are 

the core of the company’s “customer success” 

team—essentially a customer service group that, 

in addition to addressing products and orders, 

serves as users’ grooming concierges. For the 

past four years, that’s meant all things shaving. 

Confused about how to achieve a certain look, or 

get the smoothest skin? These people will walk 

you through it by email, online chat, or phone. 

But as the team preps for the launch of the com-

pany’s new haircare line, Form, they’re having to 

learn an entirely new vocabulary of grooming.

“She’ll lay her edges at the end,” says Walker 

& Co.’s staff chemist, Iyore Olaye, at the front 

of the room, as she points to a video. “We talked about edges last  

time, remember?”

As an African-American man, I find this surreal to watch. The 

room is diverse—there’s an Indian man here asking about wash-and-

gos, and a white woman asking how long a Dominican blowout takes. 

I’ve literally never in my life seen anyone other than black people 

show genuine interest in learning about this stuff. And there’s another 

person asking questions from the back of 

the room: Walker himself.

“We’re recommending these styles to 

people?” he asks Olaye at one point. “Are we 

going to call it that or brand it ourselves?”

“We don’t say ‘shingling’ on the web-

site,” she replies. “We’ll call it ‘scrunching,’ 

because that term is more widespread.”

In the past, Walker would always be at 

the front of the room leading a meeting. 

Walker & Co. was his company, after all, 

and he thought “leadership” meant leading

every step of the way. But over the past few 

years, as he’s been laying the foundation 

for Form, he’s also been discovering what 

it means to lead from behind—to let peo-

ple innovate on their own—and then, as 

Linked In cofounder Reid Hoffman likes to 

say, “manage the chaos.”

Walker’s team has taken three or four 

similar products to near completion over 

the past four years, though he didn’t 

release them. And over those years, Form 

“ There’s  
a significant  
economic  
imperative,” 
Walker says.  
“If [people] don’t 
want to see  
that? Fine. I’ll see 
you in 20 or 30 
years, when 
the majority of 
this country is  
people of color.”
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was slowly being developed. The brand’s origins date back to 2014, 

when Walker approached a haircare blogger named Cassidy Black-

well. “Originally I had this idea about a haircare education brand and 

thought of going to business school,” she says. “Tristan said, ‘Would 

you ever consider coming to do that here?’” But there was a catch. He 

wasn’t ready to start, which meant she’d need to put time in on the 

“customer success” team. “I was like, This isn’t for me.” But she took 

it anyway. It paid off. “What it gave me was this very intimate knowl-

edge of Bevel customers and how to serve them,” she says. In 2016, it 

was time: Walker paired her up with Olaye and a team and handed 

them the reins to develop a haircare product for women.

The resulting 10-product line of conditioners, shampoos, and hair 

gels is unlike anything in the marketplace. Most haircare products are 

sold by hair type or ethnicity—the shampoo for curly hair, say, or the 

conditioner for Latina women. That often doesn’t address individual 

women’s needs. So instead, Form also focuses on lifestyle. Customers 

can answer a lengthy online survey about how often they swim, what 

zip code they live in, how often they work out, and so on. Then they’ll 

be recommended four or five useful Form products.

Form launches in retail, and the product will be heavily sampled in 

stores, which never happened with Bevel. Target was interested, but 

Hsieh, the COO, felt the savvier move was to launch with Sephora 

and then expand from there. “Volume will be different because Tar-

get is just a behemoth, but it really puts us on the map as a company 

that can pivot between the two,” she says, between mass-market 

retail and high-end specialty markets. That’s important for a com-

pany that doesn’t want to be pigeonholed—and, as important, wants 

to show that its customers are not monolithic either.

There’s a lot of potential money to be made here. Each Form prod-

uct runs $22 to $32, which seems steep compared with most of what’s 

on the market—but it’s not. “Price point is not a big deterrent [for 

African-American women],” says Toya Mitchell, multicultural analyst 

at Mintel, the market research firm. Hair is an extremely personal 

subject for them, and they’re willing to pay a lot for products that 

really work. In 2016, black consumer spending on haircare products 

was estimated at $2.56 billion. If Walker & Co. can grab even a slice 

of that, it’s well on its way to paying out on its promise—and Walker 

wants a lot more than one slice.

“Three billion is just the black part,” he says. “I think the market’s 

bigger than that. It’s an important nuance, because people start 

thinking we’re [just] a black brand again, and that’s not the case.”

BACK AT STANFORD, Walker wraps up points he’s now made in public 

easily hundreds of times. The major takeaway, he tells his audience, is 

that diversity isn’t something companies should do out of obligation; 

they should do it because it will make them more profitable. Products 

made for an inclusive audience, made by an inclusive workforce, are 

the best products. And when Form launches, it will be a big test of 

that vision. “There’s a significant economic imperative to this thing,” 

he says. “If [people] don’t want to see that? Fine. I’ll see you in 20 or 

30 years, when the majority of this country is people of color.”

When class is over, a small crowd forms around Walker. A short, 

middle-aged white woman runs over and exclaims, “Oh my God, I am 

obsessed with you!” Then another student: “I saw you at an event a few 

months ago, and I was so inspired,” she says. “Thanks for everything.”

Years ago, moments like these may have seemed like markers of 

success. But he has work to do back at the office. So he smiles and says 

thank you, and then slowly, steadily, makes his way out the door.  

J.J. McCorvey is a business and technology writer in New York.

For more information, visit odfl.com or call 1-800-235-5569.
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Time: There isn’t enough.  

Not for work. Not for play.  

Not for sleep, which… 

c’mon, can’t we hit snooze once?  

But the entrepreneurs  

on the following pages have  

cracked the code.  

They’ll never get more time,  

so they’ve learned to use  

it wisely—and learning from  

them is time well spent. 
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THE  
MORNING  
ROUTINE

“I have a set routine I never break:  

Get up, walk to a coffee shop, have an espresso. 

It gets my brain ready to prepare for everything  

I am doing that day. When I’m home, I take my son,  

and when I’m traveling, I get to explore a new place.” 

—PATRICK QUINLAN, CEO, compliance  

management software company Convercent

“At 6 A.M., five days a week, I ride for an hour  

on a stationary trainer. The meditative state  

I achieve while working out always sparks new 

ideas, so I’ve started capturing those thoughts  

after my rides, either with Siri notes or old-fashioned 

pen and paper.” 

—NEIL GRIMMER, founder and  

CEO, personalized nutrition brand Habit 

“The Keurig is set to go on at 5:30. I like to  

have my coffee and check emails before I wake 

up my children for school. I use this precious 

time to organize orders, plan warehouse priorities  

for the day, and check in on production. This allows me 

to go into my day feeling proactive and ready.”

—SARA STEIN, founder, gift brand  

Sisters of Los Angeles 

THE  
WIND-DOWN

“Before bed, I assess my day to see if my 

decisions were driven by fear, and why. I’ll take 

pen to paper and create two columns, one titled 

‘Fear’ and the other ‘Brave.’ Ego-driven fear is filled with 

self-judgments that force you to second-guess  

your decisions and leave you in a state of paralysis;  

‘brave’ is when I step outside my comfort zone and make 

decisions that are true to my goals. Going to bed 

connecting with moments when I was brave helps me 

stay efficient and purposeful the next day.” 

—DAVID ANGELO, founder,  

creative agency David & Goliath 

“I always read a book as the last thing before 

going to bed, almost exclusively fiction. Even  

if only for 15 minutes, it helps me remove myself 

from the cares of my existence and go toward a place 

where I can shut down and sleep through the evening.” 

—ERIC KORMAN, CEO,  

fragrance company Phlur

“I put my phone in airplane mode when I sleep.  

It’s almost a mental pause. To know I can’t  

be reached helps me sleep better and recharge 

for the next day.” 

—KATERINA SCHNEIDER, founder and CEO,  

health supplement brand Ritual

Maximize Your Day at Home

Need Work Advice?  
Ask Your Kids!

TOM GIMBEL, founder and CEO of staffing and recruit-

ing firm LaSalle Network, started talking shop with his 

three kids when they were just 3, 5, and 7 years old. “I was 

a single dad, and this was a way to connect and engage,” 

he says. It worked like a charm. “They’d ask me months 

later about problems I’d told them about, and I’d be like, ‘What are 

you talking about?’ Their retention stunned me.” Now that the kids are 

teenagers, they regularly provide Gimbel with insight—and hold him 

accountable. “If I’m complaining about a hard decision like having to 

fire someone, they’ll ask me: ‘Is this what the company needs, and is it 

deserved?’ And if I say yes, they’ll say, ‘Dad, go do it!’ They push me to fix 

problems, and they remind me that I know how.” 
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A
few years ago, I began laying out my week on a spreadsheet—all 168 hours 

of it—to see how I allocate my time. It’s an eye-opening exercise. About  

30 percent is sleep, and 30 percent is work. Then family and friends get  

25 percent, and the rest is learning and general maintenance. I also realized  

I wasn’t always making the most of those hours; I was squandering time, 

which is the one thing I can’t get more of. For example, I have three young 

children—but getting home to put them to bed at 8 P.M. wasn’t quality time. I’d rather be 

around from 3 P.M. to 8 P.M. And sometimes I was so busy working on my own projects that  

I had no time to relax.

So I came up with an experiment. I’d compartmentalize my time to make sure I spent 

quality hours on the things that mattered. The big one: Rather than work a normal work-

week, I’d divide it up—the first four days at work in New York, and then Friday through 

Sunday at home in North Carolina. I’d front-load the week with work, then dwindle down to 

spend more time with family and friends: 18 work hours on Monday, 14 on Tuesday, 10 on 

Wednesday, 6 on Thursday, and 4 on Friday. When you add it up, that means more family 

time than if I just went home for dinner every night. It also means more-focused work time.

When I did this, I also saw that there are more things I want to do than there is time in the 

day. So I combine interests. For example: If you want to learn how to play guitar, do it with a 

friend. Now you’re pursuing a personal development goal and a social goal at the same 

time. This also taught me to be realistic about where I waste my time; just checking your 

phone can be a crippling little time suck. 

At the end of each week, I spend an hour auditing the days. Did I use time right? Is this 

experiment still worth it? So far, it’s working really well.

Some people have said this sounds like I’m taking the fun out of life—that there’s no 

room for serendipity. But honestly, you can schedule for that, too; you just need to know 

how many hours you have for it. And this, as I see it, is part of the reason to be an entrepre-

neur: It gives you the freedom to spend your time the best way you can. It might not always 

feel that way, because you’re beholden to your customers, or your team, or your investors. 

But you can take control. That’s the whole point.

FRONT-LOAD  
YOUR WEEK
How working more on Monday and less on Friday let  

SONNY CABERWAL, founder of Bond and head of technology  

at Newell Brands, focus more on work and family.

Be More 
Productive on 
the Road
Having to leave your home  

base inevitably messes with your 

ability to get work done.  

ALEXIS OHANIAN, cofounder of 

Reddit and Initialized Capital, 

explains how he tricks his mind and 

body into believing he’s enjoying all  

the comforts of home—no matter 

where in the world he is. 

Think ahead. 
“If I’m traveling 

through time zones, I prep my 

body by taking on that eating 

schedule 24 hours before I 

get there. I don’t have time to 

feel jet-lagged.”

Make it  
routine. 

“Great wi-fi is key—I’ve even 

brought my Eeros with me on 

trips where I’m staying in 

Airbnbs. If I’m in a hotel, I make 

sure there’s a decent gym and 

a great café nearby. Having a 

small routine on the road helps 

it feel less foreign.”

Hydrate. 
“I stay awake on 

international flights and 

pound water so I’m adjusted 

when I land. It’s a hard reset. 

My colleagues hate it be-

cause I get a ton of emailing 

done without distractions.” 

1

2

3
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BE ALONE
“Fake [listening to] headphones. I have  

these obnoxiously large, white-and-red 

headphones that go over my entire ear  

and can be spotted from miles away. Sometimes 

I just put them on even if there is no music  

playing as a signal to leave me alone. Works like  

a charm. Until my team reads this!” 

—SCOTT TANNEN, cofounder and  

CEO, bedding company Boll & Branch

“Block ‘work time.’ My cofounder Alex  

and I both carve out 12 P.M. to 2 P.M. on  

our schedules every day and protect  

it as best we can, so we can get through  

pressing items and avoid being a bottleneck  

to the team on outstanding questions.” 

—JORDANA KIER, cofounder and  

co-CEO, natural tampon company LOLA

BE TOGETHER
“Everyone steps out of their office at  

9 A.M. and shares a piece of good news.  

It can be professional or personal, as  

long as it’s office-appropriate. It gets team members 

into a shared space and allows us to start  

the day on a high note while getting to know each  

other and talk about successes.” 

—MONICA GUZMAN, COO,  

public relations firm Konnect Agency

“For our internal executive meetings, 

if one or more people arrive late, they have  

to buy lunch for the next meeting. This  

keeps people on time and gamifies the meeting.  

We laugh about it with each other every time.”  

—JOHN RUBEY, CEO,  

content provider Fathom Events

BE ON THE MOVE
“If you commute to work on the subway, with 

limited connectivity, as I do, think of one meaty 

email you’ve been avoiding writing and give 

yourself the length of the commute to really dig in.  

It makes the trip go faster and lets you start your day 

with a great sense of accomplishment.” 

—JAMES HIRSCHFELD, cofounder  

and CEO, stationery brand Paperless Post

“We schedule regular 20-minute walking 

meetings with our colleagues. The limited 

window forces function and encourages both 

parties to be efficient in their communications. 

It’s surprising how many issues can be resolved or 

clarified in that tight timeframe.” 

—EVELYN RUSLI, cofounder,  

baby food brand Yumi

Maximize Your Day at the Office

Use Travel Time to Chill Out– 
but Don’t Zone Out!

After attending a Vedic meditation workshop in 2015, 

MEG HE, cofounder of New York–based clothing company 

ADAY, committed to working the practice into her life—

at least 20 minutes, twice a day. Mornings were easy, 

but the rest of her hours were packed with work. So she 

got creative. “I used to think my subway commute time was best spent 

answering emails or Slack messages, but that’s not quality work time,” 

she says. “However, it can be quality meditation time.” When her state of 

Zen caused her to miss her train stop, she sought out music to help her 

relax and remind her when it was time to exit. “I use Bach’s Chaconne by 

Hilary Hahn, which is 17 minutes long,” she says. “It’s easy to break down 

into five-minute bites, so I always know where I am on the train.”
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T
hroughout my career, I worked in a traditional workspace. My company had an 

office, and I had a private office inside it. But when I started seeing business 

incubators—with everyone at a company, from the top to the bottom, out in the 

open communicating and collaborating—I said, “Wow, that’s a much better 

idea.” When everyone’s behind their closed doors, things are lost in translation. 

So about two years ago, I moved my staff into an open floor plan, with me 

dead in the middle. Then this spring, I made an even larger change. I opened a coworking 

space for executives and larger corporations called Blueprint + Co., and moved my staff into 

it. Now there are no boundaries between my team and others, including staff from Leesa, 

Ashley Stewart, The Honest Company, and Shopify.

That’s why I’m not just advocating for the open office anymore. I’m now advocating for no 

single, enclosed company office at all. (The exceptions: legal, HR, and finance departments, 

which need walls to contain sensitive discussions and material.) Companies do themselves a 

disservice by walling off their employees. Traditional offices were designed to house all our 

bulky fax machines, scanners, phones, and other equipment. Now everything is digital; you 

walk around with a computer in your pocket, and you barely need anything else. And that 

should free us up to think differently about how and where we work. I now believe a company 

is only as innovative as its workspace. I see giant corporations desperately asking people like 

me to come speak to their staff about innovation, but innovation won’t actually happen at 

these places because the old guard are stuck in their corporate offices. They can’t see what’s 

going on beyond their own walls. Fifteen years can go by without them learning anything new. 

Some larger businesses are finally coming around to this. If a California company has a 

team in New York, say, housing those people in a coworking space, rather than renting 

some satellite office, makes much more sense. First off, getting private space means 

dealing with logistics and infrastructure—a waste of time and money. But more important, 

those people will learn from and be inspired by the companies they work alongside, and 

create collaborations that neither of them would have developed otherwise. I see it with my 

own staff, who mix and brainstorm with others. I see deals made in the kitchen. There’s no 

more “Have your people call my people.” Instead, it’s just a matter of walking 20 feet— 

immediate communication and immediate follow-up, which maximizes everyone’s time.

JOIN THE MIX
How replacing the open office plan with no office at all  

changed the way DAYMOND JOHN—founder and CEO of FUBU, 

The Shark Group, and Blueprint + Co.—does business.

Perfect Your 
Office Workout
Green Bay Packers tight  

end and Super Bowl champ  

MARTELLUS BENNETT moonlights  

as the founder of creative  

firm The Imagination Agency— 

so who better to ask about  

keeping fit while juggling  

the responsibilities of  

entrepreneurship? Here are  

three ways, no matter  

how much time you have. 

Get up  
earlier.

Bennett’s not here for excuses. 

Don’t have time for a workout? “Set 

the alarm an hour earlier!” he says. 

“I work in my home office from  

5 A.M. until 7:30, then squeeze in a 

two-hour workout before my family 

gets up.” That shame you feel right 

now? Use that as your motivation. 

Get out!
“You can’t sit in a chair all 

day,” Bennett says. “I know people 

who sit on bikes at their desk, 

pedaling through work—but that 

doesn’t get you anywhere!” A 

change of scenery gets your 

creative juices flowing. If you can’t 

make it to the gym, he says, take a 

run or walk outside.

Shut your 
office door. 

Sometimes you simply can’t get out. 

“In the office, there’s nothing wrong 

with doing sets in between calls and 

meetings. Do 20 squats, 20 jumping 

jacks.” Bonus points if you break a 

sweat. (Sorry, work clothes.)

1

2

3
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INBOX  
OBSESSIONS
Let your emails pile up, or fight  

to achieve inbox zero?  

Two entrepreneurs from different  

schools of thought explain  

the reasoning behind  

their email-management methods. 

INBOX INFINITY
“The day I realized my email was not my to-do 

list but just other people’s to-do list for me,  

I had this incredible realization: Constantly 

managing an inbox is like doing someone else’s 

homework! The minute I stopped running my day 

based on my email, I immediately became more 

effective. And it’s not about ignoring messages; being 

responsive is really important, and it’s indicative of 

your work ethic. Of course, there’s a line between 

knowing your priorities and being responsive. I start 

every day with a list of the three to five critical things I 

need to do and slot them into my calendar. When I feel 

like I’m on track to achieve them, I’ll check on my email. 

I delete anything I know is marketing and then look for 

priority messages that require a decision on a 

deadline. Anything else, I leave it bold. It’s not that 

those messages aren’t important, but I can deal with 

them later, so it’s fine for them to pile up. Not 

obsessing over my inbox keeps me calm and has 

helped me prioritize my time and focus on what’s 

important, rather than constantly playing catch-up.” 

—RACHEL BLUMENTHAL, founder and CEO, children’s 

clothing subscription service Rockets of Awesome 

INBOX ZERO
“If that little red dot on my phone’s email icon has 

anything higher than a number 5 in it, it causes 

me major stress. And I’m at a point in my life—and 

business—where removing stress is a priority. For a long 

time, I’d manage my inbox by moving important messages 

into a starred folder, with plans to deal with them later. But 

that just trapped them in email purgatory, and knowing 

they were in there was a constant distraction. So about 

six months ago, I started doing a nightly inbox purge at 10. 

It really takes only about 15 minutes now that I’m in a 

rhythm. (Plus, since so much of our internal communica-

tion is done via Slack these days, I don’t have as many 

company messages floating around.) I delete what I can 

and respond to what just needs a short answer. Anything 

that deserves more attention than I can muster at the end 

of the day, I save for tomorrow—but that’s never more than 

a few messages. I sleep better without that stress. And 

better sleep means a better, more productive tomorrow.” 

—ADAM TISHMAN, cofounder and CEO, 

mattress company Helix

Maximize Your Day Online

Forget Voice Memos— 
Try Video Memos

ANJALI KATARIA was feeling overwhelmed by the long 

emails and voice messages her staff kept sending her. Then 

she had an idea. As the CEO of Mytonomy, which helps 

hospitals deliver a better experience to patients by engag-

ing with them through short videos, Kataria thought short 

videos could help her as well. So she set up a system. “Every week, my di-

rect reports text me a one- to two-minute video explaining their status, top 

items for the week, and any requests for me to act on.” She watches them 

on the go, often on the treadmill or in an Uber, and feels she gets 10 times 

the information she used to. “Video is a superior form of communication, 

and it builds stronger relationships,” she says. “And business success rests 

on superior communication and relationships.” 



INLAND FLORIDA IS A 28-MILLION-ACRE BLANK CANVAS.

WHICH PAINTS A PRETTY NICE PICTURE FOR YOUR BUSINESS.

Florida’s inland areas truly are the heart of the state. Close to big cities, yet far enough away for the open space you need. 

And with a robust talent pool, plenty of training opportunities and community leaders who will welcome you with open 

arms, you’ll see why it’s a pleasure doing business here. Discover what a future in Florida means for your business at 

fl oridathefutureishere.com/inland-fl orida, or call 877-YES-FLORIDA.
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s a company, our goal is to create products to help female millennials live 

smarter. You go offline—to a dinner, a work event, a party—and our tools 

make you savvier and empowered for those times. So inside our office, with 

our own employees, we want to use technology the same way: Digital 

should make real-life connections even stronger.

This started early for us. Back when we had only five employees, one  

of them asked what we were up to during the day. So we made our calendars accessible 

to our team. Then we created a shared-calendar system for everyone. Now we have  

45 employees, and everyone can see each other’s schedule. It’s useful for scheduling and 

collaborating, but just as important, it enables people to block off hours for what we call 

sacred time. Everyone here can set times on their calendar when they’re not available for 

the company—maybe to take a twice-a-week workout class, or regular walks, or whatever 

they want to do. There are no parameters. When people take care of themselves, they’re 

more creative and more focused when they come back.

We use the usual connectivity tools: Slack, Google Hangouts, and so on. But we’re 

always seeking tools that help facilitate in-person interactions. For example, our team also 

stays connected on an iPhone photo stream. When people are traveling or on the week-

ends, they’re posting pics of what they’re doing. Someone just posted from a really cool 

spa over the weekend. It’s a fun way to be connected that doesn’t involve work or email. 

And before our weekly Monday staff meeting, anyone can drop anonymous questions into 

a Google Form; we’ll then answer two of them in front of everyone, in a kind of Skimm AMA.

We just made a digital-minded change to our meetings, too: In May, we banned devices 

from staff meetings (with exceptions for presentations or pulling up documents). We were 

all multitasking so much, and people weren’t paying attention, or they’d ask questions 

other people had already asked. So we wanted to help people focus. Device-free meet-

ings are still an adjustment, to be honest. But our meetings are going faster. And, critically, 

it forces everyone to be in the moment.

 ENFORCE  
“SACRED TIME”

How Danielle Weisberg and Carly Zakin, 

cofounders of THESKIMM, 

use digital tools to foster real-life connection.

The Key(s) to 
Saving Time
MOLLY HOWARD, cofounder of 

clothing brand La Ligne, has one 

stunningly utilitarian tip: “Master 

your computer shortcuts,” she says. 

“At my first job, my boss took away 

my mouse on day one and told me 

that in a week, I wouldn’t need it 

anymore.” The painful learning 

exercise turned her into a keyboard 

whiz. “I’ve probably saved thou-

sands of hours.” Check out her 

favorite (PC-specific) Excel tricks.

“If you have anything selected (a 

cell in Excel, a file on your desktop) 

and press F2, it takes you into the 

name, and you can edit it right 

there. Seconds added back to your life!”

Mac equivalent: CONTROL + U

“This is simple but great when you’re formatting 

various aspects of an Excel cell. Rather than 

clicking on the font button, then the border 

button, color, etc., you get it all in one shot.”

Mac equivalent: COMMAND + 1

“Conditional formatting is useful for analyzing 

data; you can format an Excel sheet to highlight 

certain cells. The last letter determines what 

you want to highlight: G for ‘greater than,’ L for 

‘less than,’ B for ‘between,’ or E for ‘equal to.’” 

Mac equivalent: None

The expert says: 
“Computer tricks are invaluable!  

Here are two more. If you send the same 

kind of response to email a lot, script it, 

save it as a signature, and send it off rapidly 

when you need to. And keep an email folder 

titled CYA for important documents of 

conversations, just in case you ever need  

to cover your butt.” 

—PEGGY DUNCAN, productivity  

expert and consultant

F2

Ctl + 1

Alt H ?+ +

Maximize your Day OnlineMaximize Your Day Online

Danielle  

Weisberg (left) 

 and Carly Zakin.



Win more business with
Ruby Receptionists.
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War
INST

GON
From “actionable”  

to “wet-ware,” 

impenetrable lingo 

has seen an  

explosion in the  

past few years, 

confusing customers 

and annoying 

investors. Now a 

growing movement  

of experts are  

stepping up to help 

businesspeople 

speak like, well,  

people. 

by JON MARCUS



Rey Sawan has a good idea. It’s for a food truck 

selling Lebanese flatbread sandwiches called 

manaeesh. The twist? While customers wait for 

their orders, he will transport them to the street 

markets of his native Beirut using virtual reality. To 

make that happen, he needs $100,000. That’s why 

he’s now standing behind a table and in front of 

a PowerPoint screen in fashionably ripped jeans 

and a T-shirt, smiling nervously as he starts his 

pitch. Following a script stored on his phone, he 

speaks about his capitalization costs, his empirical 

analysis of average post-transaction customer 

wait times for food-truck meals, and how to lever-

age VR content as part of the end-to-end value 

proposition he hopes will ultimately differentiate 

his business model.

When Sawan is finished showing his flow charts 

and listing his financials, Lu Ann Reeb puts on her 

glasses and consults her notes. “What we lost in 

what we just saw was that hugely compelling fac-

tor of why you want to do this,” she says. “Come 

here.” She takes away the phone and tells Sawan 

to turn off the PowerPoint. 

“Now,” she says, “just tell your story.”

Reeb fields a lot of pitches, but she’s not an 

investor. She’s a no-nonsense former TV news 

producer and communications consultant who 

now teaches students at Emerson College in Bos-

ton. And she’s among the increasing number of 

experts around the world stepping up to help busi-

ness students, professionals, and entrepreneurs 

renounce business jargon and start communicat-

ing clearly and convincingly in ways everybody 

can understand. At the end of 

the semester, her students will go 

before an audience of students, 

faculty, family, and reporters, 

Shark Tank–style, with the busi-

ness plans they’ve spent a year 

developing. The top three will be 

given cash awards to start them 

on their way.

Sawan digests Reeb’s advice, 

composes himself, and starts 

again, with passion. He talks of 

“putting people on the streets of 

Beirut through food, smell, and 

virtual reality.” He reflects nos-

talgically about his grandfather’s 

food stall, and an experience of 

Lebanon most Americans don’t 

know. “Our mission is to tell the 

stories of Beirut,” he says. “People 

will be able to see what I see and 

smell what I smell.”

When Sawan is finished, 

there’s a pause. Reeb takes off 

her glasses and smiles. “Please 

take a slice of that,” she says, 

“and put it back into your 

presentation.”

ACTIONABLE. Best practices. 

Bottom-of-funnel. Buy-in. 

Circle back. Close the loop. 

Commoditize. Deliverables. 

Dividend yield. Drill down. 

Future-proof. Ideate. Incent. 

Leverage. Net-net. Operation-

alize. Paradigm. Scalable. 

Solutions provider. Top-of- 

funnel. Top-line metrics.  

These are just a few examples  

of the jargon, gibberish, and 

acronym-ese that increasingly 

clog the arteries of commerce, 

confusing customers, alienating 

potential investors, and 

annoying everyone else.

The epidemic of business 

jargon may have started 

innocently—as when complex 

concepts needed to be shared 

among expert colleagues—but 

has since taken on a life of its 

own, with jargon begetting 

jargon in an endless loop. “It’s 

easy to be co-opted by the 

vocabulary of the environment 

in which you’re working,” says 

Caron Martinez, an academic at 

American University who during 

the summers is a consultant 

helping midlevel bank examin-

ers at the FDIC forsake jargon 

for clear language. “You start to 

speak acronym-ese.”

Once that takes root, it can be 

abused in all manner of ways. 

Some people use jargon because 

they think it makes them sound 

smart, says Michael Shmarak, 

principal at Sidney Maxwell 

Public Relations, near Chicago. 

“Intellectual chest-thumping,” 

Shmarak calls it. They opt 

for needlessly complex words 

such as “utilize” when they 

mean “use” or phrases such as 

“optimize bottom-of-funnel effi-

ciencies” when they mean “close 

more deals faster.” 

“You can always tell an 
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Instead of clarifying  
speech or helping  

people communicate  
in a more efficient  

way, it’s doing  
just the opposite.





If a person can’t  
explain something to me  
so I understand it as an  

investor, how in the  
world can a consumer 

understand it? 
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investors tired of trying to trans-

late indecipherable sales pitches. 

It echoes a years-old effort to 

help scientists and engineers 

convey the value of their work to 

broader audiences that, after all, 

include the customers, policy-

makers, and taxpayers on whose 

support that work depends.

“People are just starting to 

pay attention to this, finally,” 

says Mary Groves, a lecturer 

in business communication at 

the College of Business at the 

University of Nevada, Reno. 

“It’s not the point of communi-

cation to make yourself sound 

smarter; it’s about making 

yourself clearer so you can get 

what you want.” 

IN THE nondescript, gray-

walled classroom overlooking 

Boston Common, another of  

Lu Ann Reeb’s young entrepre-

neurs stands to make his 

presentation. He wants to build 

a native iOS application to help 

people find the nearest public 

restroom. He thought of it 

during long hours in his car as  

a Lyft driver. 

When the student finishes, 

out come Reeb’s notes again 

and on go her glasses. Native 

iOS application? “Keep in mind 

that a lot of your audience will 

think, What did he say?” Reeb 

says. “What did he mean?”

Business schools have a 

very good reason to help their 

students learn to speak more 

clearly: because employers have 

complained that the schools 

have been fairly lousy at pro-

ducing graduates who can. “The 

companies we’re feeding our 

students into were telling us, 

‘Your new graduates can’t per-

suade anybody,’” says Deborah 

Good, clinical assistant profes-

sor of business administration 

at the University of Pittsburgh’s 

Joseph M. Katz Graduate 

School of Business. 

While about two-thirds of 

graduates believe they know 

how to speak and write clearly, 

only about a quarter of the peo-

ple who hire them agree, accord-

ing to a survey by the National 

Association of Colleges and 

Employers. That’s an even more 

troubling disconnect at a time 

when complex new tasks such 

as data analytics demand clear 

explanation. (“The tech guys are 

the worst,” says Reeb. “They just 

think everybody knows what 

they know.”) So Vanderbilt has 

started to require that students 

practice writing business plans  

before they take a lingo-laden 

course. To improve their public- 

speaking skills, they’ve also 

been made to get onstage and 

take a stab at stand-up comedy, 

with its do-or-die need for 

active listening, crowd-reading, 

and perfect timing and delivery. 

The University of Virginia’s 

Darden School of Business uses 

improv to do this, as well as 

acting-class techniques. All the 

students in Purdue’s Krannert 

School of Management have to 

take courses in the university’s 

school of communication. Stu-

dents at the Farmer School of 

Business at Miami University 

are required to take two busi-

ness communication classes, 

and to write about business 

research in clear, concise ways 

that both wonks and laypeople 

can understand. And Fordham 

puts its business students in a 

simulated television studio to 

explain to a mock cable-news 

reporter, in five minutes or 

less, why their fictional CEO is 

innocent of insider trading; the 

interviews are then critiqued 

by New York City journalists 

and PR pros.

The effort isn’t limited to 

academia, however. A whole 

industry has emerged outside 

the classroom to help mid career 

professionals and entrepre-

neurs learn how to connect with 

real people. There is an army 

of pitch coaches like Gabor, 

online communication courses 

from the likes of Dale Carne-

gie Training, and workshops 

offered at industry conferences 

and by membership organiza-

tions including the American 

Management Academy and 

the International Association 

of Business Communicators. 

All are pouring resources into 

showing businesspeople how to 

insecure professional by their 

use of big words,” says Frederick 

Talbott, who has taught leader-

ship communication for three 

decades.

Others nod their heads and 

passively accept such patter out 

of fear of looking dumb. Jeremy 

Greenberg, head of the executive 

advisory firm Greenberg Strategy 

and an enemy of jargon, tested 

this once. He asked an analyst at 

a crowded presentation in New 

York whether the findings he had 

shared were “siguous.” The ana-

lyst paused and then responded 

that he’d check. But there is no 

such word as siguous, as Green-

berg knew. “And not one of the 

whole 30 people said, ‘I don’t 

know what that is.’ 

“This is the herd mentality,” 

he explains. “No one wants to 

be the person who says, ‘Hey, I 

don’t know what that means.’” 

Others still actually enjoy 

being part of a team that has 

its own impenetrable language. 

That makes matters worse. 

John Murphy, an MBA who 

works in online advertising in 

California and runs a humor 

site called MBA Jargon Watch, 

says these words are often used 

“to obfuscate purposely or to 

signal some group affiliation. 

And there, instead of clarifying 

speech or helping people com-

municate in a more efficient 

way, it’s doing just the opposite.” 

While jargon overload seems 

like merely an annoyance, it  

can also have steep costs— 

especially for entrepreneurs. “If 

a person can’t explain some-

thing to me so I understand it 

as an investor, how in the world 

can a consumer or a business 

buyer understand it?” asks 

Deb Gabor, who has reviewed 

thousands of pitches from 

hopeful startups in her role as 

founder of Investorpitches.com. 

“That’s where investors totally 

glaze over. The investor may be 

thinking that the person may 

not really know what they’re 

talking about, because they 

can’t break it down into step-

by-step terms. That’s where you 

tend to lose investors.”

Now a movement is afoot to 

prod business students, entre-

preneurs, and midcareer pro-

fessionals into forsaking jargon 

and speaking like, well, human 

beings. It’s being spearheaded 

by business schools in response 

to employer complaints about 

their graduates, and pushed by 
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better connect with colleagues 

and customers.

These reformers face an 

uphill battle. That’s because 

the worst offenders are often 

unaware they even have a 

problem. “It’s not till they’re 

standing in front of an audi-

ence that they realize nobody 

understands them,” Josef 

Blumenfeld, a communica-

tion consultant with clients 

worldwide, says as he waits 

at Newark Airport to board a 

flight to Tel Aviv to work with 

clients there. “They may have 

high-profile MBAs, but they 

can’t speak to normal people. 

Unfortunately, that keeps peo-

ple like me employed.”

SO HOW DO you break through 

those high walls of multisyllabic 

jargon? The experts are blunt.

“Dumb it down. Dumb it 

down. Dumb it down,” says 

Blumenfeld. “You want your 

grandma to understand it.” 

And dumb it down they have. 

Talbott, the man who brought 

stand-up comedy to Vanderbilt 

(he has since moved to the Uni-

versity of Richmond), focuses 

on what he calls the five C’s 

that all entrepreneurs should 

have in their heads. Business 

communication, he says, must 

be clear, concise, complete, 

correct, and compelling. Heidi 

McKee, director of the Howe 

Writing Initiative at Miami 

University’s Farmer School 

of Business, has six C’s: clear, 

coherent, correct, concise,  

confident, and considerate. 

Groves assigns her budding 

executives to take an overly 

long, badly written memo 

from a fictitious colleague in 

the accounting department 

prattling on about expense 

reports and revise it into a 

four-sentence email. Try it, 

she counsels; it’s amazing how 

many extra words tend to show 

up in business communication. 

Shmarak preaches what he calls 

the five-sentence rule. That’s 

the length to which he says any 

business email or memo should 

be limited. Martinez tells clients 

to write to the specific audience. 

“I JUMPED INTO  
THE DEEP END 

OF THE  
JARGON POOL”

In 2012, journalist Dan Lyons was laid off from his job  

at Newsweek and wound up working for Massachusetts 

email marketing firm/jargon volcano HubSpot. His disastrous 

20-month tour—with a leave of absence to go write for 

HBO’s Silicon Valley—provided the grist for his scathing 

best-selling takedown of the tech industry, Disrupted: My 

Misadventure in the Start-Up Bubble. 

—JOE KEOHANE

Tell me about the  

jargon situation at 

your old job.

Oh, they had their own 

language. It amazed 

me. We had things 

like “G.S.D.” Are you a 

G.S.D. player? Get shit 

done. Gotta be G.S.D. 

all the time! We had 

“H.E.A.R.T.”—humble, 

effective, adaptable, 

remarkable, and trans-

parent. Oh, “TOFU” 

and “MOFU”: top of 

the funnel, middle 

of the funnel. The 

whole funnel. I always 

thought the funnel 

deal was kind of crazy. 

Oh, and “delightion.”  

That was one of my 

favorites, man.

That must have taken 

some getting used to.

It was really shocking. 

At Newsweek we were 

all trained to take 

technical speak and 

put it into English. 

Our bias was always 

against jargon. We 

were always trying to 

undo it. These guys, on 

the other hand, took 

English and put it  

into jargon. I didn’t 

understand at the 

time, but I had jumped 

into the deep end of 

the jargon pool.

Did you ever feel  

like you were  

being gaslighted?

Like, are they pranking 

you? Are they making 

shit up to see if you’ll 

fall for it? I had a lot 

of moments like that. 

And the thing was, 

no one ever rolled 

their eyes; there was 

no one you could pull 

aside and say, like, 

“Dude, we both agree 

this is stupid, right?”

I think they actually 

liked it. I remember 

early on I was in a 

meeting. I didn’t want 

to embarrass myself 

and ask what some 

of the words were, 

but afterward I had 

to ask someone. And 

they looked at me like, 

You’re an idiot. Every-

one knows that.

Did you resist?

No. I bought in and 

started trying to talk 

like that. I really 

wanted to fit in. I 

wanted to sound like 

I knew what I was 

doing. I think part 

of why jargon works 

is because it’s a way 

of showing, I’ve been 

around the block. I’m 

not wet behind the ears. 

I know all these terms.

Did you keep a list of 

your favorite words?

I didn’t, but the funny 

thing is, the whole 

company operated on a 

wiki, and they actually 

had a section of the 

wiki just for jargon. 

So when you joined 

HubSpot, because it 

was so strange how 

they talked, you could 

just go look at the 

wiki rather than going 

around asking every-

body. The journalist in 

me was appalled. Hor-

rified. But there were 

definitely moments 

where I had fallen into 

this pot of comedy 

gold. Like, this is just 

too good.

What was it like going 

from that to writing for 

Silicon Valley?

It was a return to 

sanity. It was like  

I’d returned to my 

tribe. I would tell them 

about all this stuff and 

they would be like, “No 

fucking way!” 





They may have  
high-profile MBAs, but  

they can’t speak  
to normal people. 
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A note to a CEO should differ 

from one to a client.

Jeremy Greenberg’s solution 

is something he learned as a 

college debater: signposting. 

That means laying out exactly 

what will be discussed in meet-

ings or covered in a written 

document. “Signposting is as 

simple as saying, ‘I’d like to  

talk to you today about the four 

categories of jargon.’ You’re 

giving someone a very basic 

road map: what’s going to be 

discussed, when it’s going  

to be discussed. A lot of times 

with business presentations, 

there’s no arc or guide.” Making 

a presentation, verbal or  

written, he says, can be com-

pared to serving an apple.  

Don’t just hand people the 

apple. Wash it and slice it into 

pieces for them.

PR guru Shmarak illustrates 

this more effective method with 

an example from an unusual 

source—The Muppets Take 

Manhattan. In the movie, 

executives of a soap company 

struggle with a slogan. Again 

and again, they try long and 

convoluted concepts too smart 

for their own good. 

Then Kermit the Frog sug-

gests one: “Ocean Breeze Soap 

will get you clean.” 

“You mean, just say what the 

product does?” asks one of the 

executives, bewildered.

“No one’s ever tried that 

before,” says another.

BACK IN REEB’S class, there are 

two weeks to go until Emerson’s 

College Entrepreneurship Expo, 

where students will give their 

presentations to a larger 

audience for a chance to win 

financial backing. (Sawan won’t 

win that day, but his Lebanese-

food-truck idea will earn him a 

$1,500 scholarship toward his 

final year at Emerson.)

For now, however, the stu-

dents are still rehearsing. They 

arrive in baseball hats and sweat-

shirts, take out their earbuds, 

and settle in. One stands up to 

make his pitch—an app called 

Aisles to help busy customers 

track down what they’re looking 

for in supermarkets. Busy mil-

lennials, his research shows, go 

to whichever store is closest (his 

app helps them find that, too), 

and often for just one item they 

have trouble finding on the acres 

upon unfamiliar acres of shelves. 

At least one small supermarket 

chain is already interested in 

teaming up with him.

He finishes, and Reeb, as 

usual, makes him do it again. She 

hammers away at digressions, 

bans wordiness, heads off com-

plexity, and vetoes equivocation.

When she’s satisfied, she takes 

off her glasses, looks up from her 

notes, and smiles.

“Now I get it,” she says. 

Jon Marcus has written for the 

Washington Post and The New 

York Times, and lives in Boston.

Nixed!
Four entrepreneurs on 

 their least-favorite jargon.

It’s written on our office wall and crossed out. 

We’re an app you can use to order alcohol, which 

means we operate in a highly regulated 

industry—one that makes and sells a controlled 

substance, and generates quite a bit of  

excise revenue for government at all levels.  

You don’t disrupt that. 

—NICHOLAS RELLAS, cofounder and CEO, Drizly

As in “It’s a top-to-top only, so I’ll debrief you 

after the meeting.” It reads as elitist and  

signals that if you’re not at the top, you can’t 

bring value to the organization—which couldn’t 

be further from the truth. I’ve found that the 

best way to discourage jargon is with humor.  

We obviously overuse offending phrases  

in meetings to point out the ridiculousness, and 

before we know it the phrase dies out. 

—NICOLE BERNARD DAWES, founder and CEO, Late July

If one thing died every time someone said it  

in business, there would not be a single  

carbon-based organism alive in Silicon Valley.

—CHIEH HUANG, CEO, Boxed

Internally and in the industry, Sabra uses 

“carrier” to refer to anything—a carrot,  

a chip—you use to deliver hummus to your 

mouth. It’s so common that at sampling events, 

Sabra staffers have asked people to “choose a 

carrier and a topping.” That befuddles everyone. 

So I’ve banned “carrier” from anything that 

might reach a consumer—especially social 

media. We just name the food item. 

—RYAN SAGHIR, director of digital marketing, Sabra
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POOL RULES
How can a franchise thrive in an industry with strict safety regulations (and nervous parents)? 

Goldfish Swim School’s answer: constant communication.  by LY D I A B E L A N G E R

Franchisor

→  Jenny and Chris 

McCuiston have 

learned how to 

franchise safety.
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Franchisor

 T
eaching kids to swim is no easy feat. Teaching kids to swim and calming 

the nerves of anxious parents? Nearly impossible. Which is why, when 

husband-and-wife duo Chris and Jenny McCuiston set out to build a 

family-friendly swim school, they spent two years traveling the country, 

researching the industry and its many safety regulations, and meet-

ing other swim instructors for inspiration as they developed their own 

model. In 2006, the newlyweds and former college athletes (Jenny is a 

two-time qualifier for the Olympic trials in swimming) opened the doors 

to the Goldfish Swim School in Birmingham, Mich. Eleven years later, that loca-

tion is still open, the McCuistons have four kids of their own, and Goldfish boasts 

more than 40 franchise locations, serving 70,000 students across the country, 

with a goal of 200 locations by 2024.

Creating a swim school  

for kids seems risky, to say  

the least. Why do it?

CHRIS MCCUISTON: This was 

the sport that Jenny and I could 

both literally dive into. We saw 

people swimming at YMCAs 

and health clubs with limited 

time, in cold pools, sharing the 

water with lap swimmers and 

other kids. We set out to build 

a controlled environment, a 

learn-to-swim school that people 

had never experienced before, 

with bright colors and a warm, 

Caribbean beach-house feel. 

Was franchising always part  

of the plan? 

We wanted to open four schools 

in Michigan, all corporate 

owned. Two years in, we were 

approached by friends who 

loved the model and wanted 

to franchise. It was exciting 

to think about reaching more 

families. The original fran-

chise plan was 50 schools in 

five years—which we didn’t 

hit. But it was a blessing: We 

had slower growth up front, 

which allowed us to build a 

great team and the right sys-

tems, and to partner with the 

right vendors. We could make 

mistakes with fewer people so 

we didn’t have those mistakes 

magnified with that many 

more locations. 

Now you have more than  

40 locations. How do you 

maintain safety standards 

across all your schools?

Every staff member is first-

aid, AED, and CPR certified, 

and anybody who’s working in 

the pool environment also has 

a lifeguarding certification, 

which they recertify every 

year. We have a monthly meet-

ing around safety exercises at 

every location. Our corporate 

staff have weekly calls with 

each franchisee, reinforcing 

safety procedures. Those 

teams also go to individual 

locations at least four times 

a year to coach, retrain, and 

make sure we’re providing the 

safest environment around. 

How would you advise  

other businesses that require 

special regulations to 

approach franchising?

Document your processes. 

Have auditing companies 

help determine whether what 

you’re doing is appropriate 

and has been tested, and that 

you’re training properly and 

continually. Hire so that as 

you grow, you have the proper 

ratios for your staff to support 

your franchises. There needs 

to be constant communication 

and accountability.

Documented procedures 

aside, how do you help kids 

(and parents) feel safe? 

We’ve created a curriculum for 

kids 4 months to 12 years old; 

at every level, kids understand 

what we’re communicating. 

They look to their instructor 

as a buddy. It’s about reinforc-

ing that we won’t do anything 

that’s uncomfortable for you. 

We communicate verbally 

and with hand gestures, and 

whatever we say we’re going 

to do, we’ll do it. It’s about 

accountability and consis-

tency, so they’re coming back 

to something that’s familiar. 





Franchisee

What are some of the  

ways you work with the local 

community? 

EDWARD BARNETT: In 2014, 

Karim reached out to the 

administration at Dorsey High 

School—a local school with a 

program dedicated to business 

and entrepreneurship—about 

partnering on a practical, 

hands-on restaurant experience. 

We developed a 16-week program 

in which students created a real 

restaurant from beginning to 

end. It focused on everything 

from operations to marketing, 

menu design to finance, and it 

culminated in a student-run 

pop-up restaurant. Afterward,  

a number of those kids  

came to work for us. We also  

find employees through local  

agencies like the Boys &  

Girls Clubs and college fairs.

Why is hiring local kids 

so important to you?

KARIM WEBB: Kids here  

might not have grown  

up understanding the 

possibilities that can come 

with life. But when you  

work with us, we’re about 

developing people’s  

abilities, exercising their  

own excellence. We know 

we’re going to come across  

a lot of young people  

who haven’t been asked to 

embrace that idea, so we 

create a culture that rewards 

execution and starts with  

the notion that our employ-

ees can be outstanding.  

At Buffalo Wild Wings  

and beyond, you can do 

what’s necessary to create  

the reality you want for 

yourself and for your family. 

THE BENEFITS OF LOCAL ROOTS  
Every business wants its community’s support. 

These two Buffalo Wild Wings owners earned it by supporting their community first.

by N I N A Z I P K I N

K
arim Webb and Edward Barnett have always 

loved Los Angeles. As kids growing up east of the 

city, they were pals. As adults, they’ve become 

prominent employers in South L.A., founding 

PCF Restaurant Management 10 years ago, which 

owns three Buffalo Wild Wings franchise locations 

and is preparing to open a fourth this summer.

South Los Angeles contains none of the glitz the  

city is known for. It’s a largely working- and lower- 

class area that struggles with gang crime, often perpe-

trated by teenagers. And yet, to date, Webb and  

Barnett have hired more than 200 local residents to 

staff their restaurants, with a special commitment  

to hiring teens. Many of those locals have been  

promoted to management positions. The duo say they 

want to help empower their neighbors with good  

jobs and good careers—because doing so will only  

help their restaurants, too.

What has this approach 

done for your business? 

WEBB: We are a destination of 

choice for employees. We get 

referred to a lot of young 

people. The food business is 

one where turnover is inherent, 

but our specific employee 

turnover is actually lower than 

most, and we develop a lot of 

our own people into manage-

ment. At the same time, 

customers are deciding that 

they want to spend their 

hard-earned dollars with us 

because of the difference we 

make in our community.

BARNETT: To look at it  

straight from a dollars-and-

cents standpoint, if you hire 

people in the communities 

that you serve and give them 

jobs, they’re going to be your 

biggest supporters. They’re 

going to spread the word 

about the business. They’re 

going to let the community 

know that you’re not just 

coming into a neighborhood 

and taking; you’re giving 

back. And when your 

community feels that you are 

a partner, they’re going to 

want you to succeed. 
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→  Pals and business 

partners Edward 

Barnett (left) and 

Karim Webb.
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FOUND  
IN  
 TRANSLATION
International franchising  
opportunities are booming.  
But as American  
franchisors rush in,  
they’re discovering that  
to succeed overseas,  
they have to be  
very open to change.
 by BO Y D FA RRO W

International

Illustration / C H R I S S K I N N E R



July-August 2017 / E N T R E P R E N E U R . C O M / 71



What’s more, the current economic landscape offers two dis-

tinct opportunities for franchising. “Developed markets have 

better infrastructure to support all the real estate, banking, and 

supply chain requirements, but competition may be tough,” says 

Mark Siebert, the CEO of consultancy iFranchise Group. Plus 

the dollar goes further now than in the recent past. Meanwhile, 

“emerging markets have sketchier business frameworks, but often 

they will have fewer direct rivals and lots of new shopping malls 

and offices to fill.”

And yet, much like massages in Thailand, introducing an Amer-

ican concept to a different culture isn’t always easy. Beyond the 

usual pressures and challenges of franchising, franchisors and 

franchisees working in foreign markets have to wrestle with idio-

syncratic business environments, unstable political climates, and 

unfamiliar cultural norms. These hurdles can be surprising and 

significant, requiring hard work, good money, and careful atten-

tion on the part of both corporate and individual franchisees to 

adapt the product to the local tastes and customs, all without 

International

T
here are massages…and there are massages,” 

says Lee Knowlton, the senior vice president in 

charge of global sales and international at Massage 

Envy, the Arizona-based provider of therapeutic 

kneading and skincare services. And as he tried 

explaining his company to would-be franchisees 

in Bangkok recently, he just couldn’t escape this 

wink-wink distinction. “I guess the image of 

Thai massage parlors is still a hurdle we have to 

overcome,” Knowlton says with a sigh. 

In heading overseas, however, Knowlton is 

following one of the hottest playbooks in franchising.  

“Thirty-eight percent of the unit growth of the 200 largest 

U.S. franchisors is now overseas,” says Josh Merin, a director 

at the International Franchise Association. “And over the  

past three years, 80 percent of the collective unit growth of 

these companies has been outside U.S. borders.” That growth 

is expected to continue, Merin says, as a number of large 

players consider going global for the first time. Among them 

in the restaurant sector alone: Sonic Drive-In, the Oklahoma 

City–based drive-through chain, and Chick-fil-A, the 

Atlanta-based chicken sandwich purveyor.
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sacrificing hard-earned brand identity. As Siebert puts it, “Inter-

national franchising is not for sissies.”

Knowlton, for one, isn’t discouraged. He’s a seasoned enough 

operator to know that cross-cultural expansion does not happen 

overnight. A decade ago, as president of Cold Stone Creamery, he 

went through a similarly challenging (though less risqué) culture 

clash when trying to take the U.S. ice cream chain to Japan. The 

shop’s employees are famously theatrical; every time a customer 

puts something in the tip jar, they’re supposed to break out into 

song. Knowlton figured Japanese franchisees would love the idea.

“This was the land of karaoke, after all,” he says. “Unfortunately, 

it was also the land where nobody tips.” When singing did hap-

pen, he remembers, “people looked at us as if we were insane.” So 

he changed the tactic: Customers were encouraged to donate to a 

local hospital via the tip jar. Now, 10 years on, there are more than 

50 Cold Stone outlets in Japan, and both singing and tip jars have 

become part of the experience.

ONE THING IS CLEAR: If any concept is to succeed at all in a new 

market, franchisors and franchisees alike may have to make 

some adjustments to the original business plan. For instance, 

every concept taken to Japan—where 127 million people live on 

a landmass smaller than California—has to be shrunk to work in 

a much smaller space, from the size of premises to the packaging 

of consumer goods for people’s apartments. Other tweaks may be 

down to local whimsy. Yankee Candle releases specific scents for 

its different territories. Honey Lavender Gelato, “inspired by the 

artisanal honey trend,” is available only in U.S. outlets. Europe gets 

scents such as Pain Au Raisin.

Yet there are often wider cultural chasms to cross. “There are 

countless examples that show that just because a system performs 

well domestically, it doesn’t mean consumers abroad will respond to 

it in a similar way,” says Siebert. U.S. food franchisors have invested 

heavily in studying local customs and taste profiles, and sourcing 

new ingredients. McDonald’s uses paneer, a cheese commonly 

served in curry dishes, as a substitute for beef in India, where cat-

tle cannot be slaughtered. Pizza Hut uses squid, mayonnaise, and 

seaweed as pie toppings in Japan. Starbucks redesigned its original 

seminude-siren logo for conservative parts of the Middle East. 

How are these changes decided? Often, they don’t come from the 

franchisors themselves; they come from the local franchisees, who 

know their market better than executives in America. “IP holders 

will always want to maintain control of their brands, but they will 

understand that local tweaks are often necessary,” says Martin Han-

cock, COO of North America at World Franchise Associates, which 

hooks up U.S. companies with international partners. The level of 

customization of goods or services is often built into individual deals 

and contracts, but he says there will always be some room to nego-

tiate. “Sometimes changes are suggested and implemented by the 

franchisee before the initial launch; sometimes they are ongoing.” 

Take Wingstop. The fast-growing restaurant chain offers as 

many as a dozen wing flavors on every foreign menu, and up to 

four of them are adapted specially to local tastes. The company also 

works with its franchisees to develop locally focused sides, drinks, 

and desserts, including fried churros with multiple dipping sauces, 

flavored bubble teas, and fried seasoned street corn—which was 

developed for the Mexican market and now appears across three 

international markets.

The same goes for Dale Carnegie Training, which runs work-

place courses on strategic skills and leadership in 120 franchises 

in North Africa, Asia, Europe, and Latin America. The company 

is built on the work of Dale Carnegie, the 20th-century sales guru 

and author of How to Win Friends and Influence People. Accord-

ing to Maguid Barakat, vice president of franchise development, 

the translation of the courses is a particular challenge, as it has 

to capture Carnegie’s “language” but also be compatible with the 

local culture. Often it falls to franchisees to find the ideal middle 

ground. “Partners need to be resourceful,” says Barakat.

Sometimes cultural differences can also necessitate major 

changes to how a business operates. In Saudi Arabia, for example, 

entire restaurants must be reconfigured so they have family sec-

tions for women and children. Similarly, changing rooms are of no 

use to women’s fashion retailers in the kingdom, as women are not 

allowed to use them.

Culture can impact the labor market, too. In parts of the Mid-

dle East, where labor is in short supply, some franchisors set up 

recruitment arms to bring staff from Indonesia, Pakistan, and 

the Philippines, and sometimes they own property subsidiaries to 

accommodate them. Another quirk of operating in Saudi Arabia is 

the “phantom employee”—where the government enforces a work-

place quota for nationals even though they may not show up on 

the job.

“This is why franchisors really do need to work with their local 

counsel, local partners, and consumer research firms,” says Siebert. 

“Retaining local counsel early in the process can bring you up to 

speed on customs preventing the enforceability of certain contrac-

tual provisions, as well as basic formalities under local law.” 

Safety can also be a factor, particularly in unstable regions. Like 

many other U.S. companies that operate overseas, Ace Hardware 

uses security firms in some countries in Latin America and the 

Middle East to accompany training and support staff for on-site 

visits. “The cost of protecting staff must be factored in when you 

expand globally,” says Jay Heubner, president and general man-

ager of Ace International Holdings, who oversees more than 5,000 

International

A CUSTOMER RECENTLY SENT ME A PHOTO OF OUR STORE  
IN KABUL. ALL THE STAFF MEMBERS ARE IN THEIR FAMILIAR  
RED VESTS, SMILING, BUT THEY’RE SURROUNDED BY  
FIVE AFGHANS IN FULL CAMOUFLAGE HOLDING MACHINE GUNS.”
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franchises in 55 countries. In some territories, security is a more 

constant issue. “A customer recently sent me a photo of our store in 

Kabul,” he says. “All the staff members are in their familiar red vests, 

smiling, but they’re surrounded by five Afghans in full camouflage 

holding machine guns.”

That said, a franchisor expanding internationally should also 

know that first assumptions have a tendency to be wrong. Take, 

for example, the security concern. According to Siebert, U.S. fran-

chisees are often most successful in places where one might sup-

pose anti-American feelings run the highest. This may have to do 

with the standard of local competitors. “Usually, these countries 

are importing something that is run more efficiently, with better 

customer service and superior staff training. They are paying for 

the know-how as well as the products,” he says. And with emerg-

ing countries just now embracing the mall culture that America 

pioneered a half-century ago, the only constant across the globe, 

it seems, is that there are great opportunities to be found. “The 

Middle East, Latin America, and Asia,” says Siebert, “have a huge 

appetite for U.S. brands.“

SO HOW CAN A FRANCHISE brace itself for the many challenges of 

overseas expansion? The key, experts say, is to do your homework 

and partner with the right people. And that isn’t cheap. Frequent 

market visits are absolutely essential, Siebert insists, as they pro-

vide insight on a brand’s potential viability, consumer preferences 

and expectations, and existing competition. Finding the right local 

partner and conducting due diligence can gobble up time and money, 

too. “With trademark work, legal research, market research, travel, 

broker’s fees, marketing expense, letters of intent, initial drafts of con-

tracts, and disclosure documents, you could easily burn through more 

than $100,000,” Siebert says.

Heubner says Ace International does months of research into 

each possible new territory, considering everything from regional 

geopolitics to supply chain options—and racking up “months and 

months” of air travel. “We want partners who are well-capitalized, 

with the right experience in retail, and the enthusiasm to want to 

grow with Ace,” he says. Massage Envy’s Knowlton also stresses the 

importance of finding partners who have the right motives. “Often 

the people who are the most suitable—the ones with experience in 

retail or customer service—own other franchises, too,” says Knowl-

ton. “You need them to be really passionate about your company and 

not just interested in assembling a portfolio of brands.” 

The fastest way for a U.S. company to penetrate a mature mar-

ket with a large, free-spending middle class, Siebert says, may some-

times be via a “master franchisor”—a well-funded, experienced local 

businessperson who works directly with the American parent and 

can then appoint or sell sub-franchisees to actually run the local 

stores. This has wide-reaching implications for the whole fee struc-

ture, the franchisee profile, and all the necessary marketing and 

training support. Alternatively, if an American company enters 

International



any market, it will likely be looking for the “area developers”— 

franchisees who commit to developing, opening, and operating 

(possibly through an affiliated company) a specified number of out-

lets within a defined territory and schedule. 

Can a stateside franchisee bypass all this, and get a slice of this 

overseas action themselves? At the moment, probably not. “If you 

owned one or two locations of a franchise [in America], there is 

nothing to stop you from applying to open in Canada or Mexico,” 

says Josh Merin at the IFA. “However, franchises tend to use differ-

ent development models internationally than they do domestically.”  

To develop in a new country takes a lot more money and corporate 

structure than small franchisees tend to have, and as a result, they 

likely wouldn’t make it very far in the qualification process. Some 

large franchisees stateside may be able to make the jump, Merin 

says, but they’d probably need a local partner. 

Which leads us back to Massage Envy. While the company has not 

taken root in Thailand, it ended up planting its flag even farther 

south, in Australia. Last year two franchises opened in Sydney, and 

this summer, Massage Envy—which has more than 1,175 locations 

across the U.S.—will open four to six more outlets Down Under. 

“We envisage having 100 units throughout Australia within 10 

years,” says Lee Knowlton. Deals are also in the works for Canada, 

Mexico, and the U.K.—though, this being international franchis-

ing, nothing is guaranteed. “Sometimes negotiations break down 

at the very last moment. In around 60 percent of these cases, it is 

because you cannot agree on the financial terms. At that point, it 

is probably better to just walk away,” he says. “You’ll always meet 

somebody else.”  

Boyd Farrow, who divides his time between London and Berlin,  

is a former editor of CNBC Business and writes for newspapers and 

magazines in Europe, Asia, and the U.S.

TO SUCCEED IN INTERNATIONAL FRANCHISING, BOTH CORPORATE 
AND INDIVIDUAL FRANCHISEES HAVE TO ADAPT THEIR  
PRODUCTS TO LOCAL TASTES AND CUSTOMS, ALL WITHOUT 
SACRIFICING BRAND IDENTITY.
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Paint and Sip Pioneer

The U.S. arts, entertainment, and 

recreation sector has a combined annual 

revenue of about $235 billion, according 

to research by Dun and Bradstreet. Pinot’s 

Palette has built a system that capitalizes 

on the arts and entertainment industry 

making the traditional painting class 

interactive, social and fun. By elevating the 

customer experience and transitioning the 

traditional art class to entertainment, fi rst-

timers and experienced artists alike can 

become inspired while spending quality 

time with friends and connecting with 

new ones.

A New Kind of Night Out

The Pinot’s Palette concept is simple: 

Guests bring their friends (and their wine) 

to a Pinot’s Palette studio for a for a group 

painting event they’ve registered for online.

Pinot’s Palette provides the canvases, paint 

and wine glasses. During the two- or three-

hour event, a trained local artist guides 

guests step-by-step in creating their very 

own masterpieces. This expertly curated 

and rewarding experience is like no other 

form of entertainment.

Diverse Revenue Streams

From private parties, to corporate team-

building, to mobile events, the Pinot’s 

Palette is well-versed in tailoring the 

paint-and-sip concept to nearly any event.

Companies looking for an inventive way 

to unite their team can do so through a 

collaborative painting. Pinot’s Palette is also 

a hot-spot for birthday and bachelorette 

parties, as well as singles mixers. Also, 

under the company’s new “Little Brushes” 

brand name, kids ages seven to thirteen 

work with a trained art instructor to 

create their masterpiece in a family 

friendly atmosphere.

Technology + Customer Loyalty

The Pinot Technology Suite (PTS) makes 

it easy for franchisee partners to manage 

their studios from their computer or mobile 

device, allowing for a fl exible schedule and 

more free time. The system also offers 

the Pinot Perks Rewards Program to 

drive repeat business through automated 

marketing efforts. This proprietary 

software, allows owners to focus on 

strategically growing their studios.  Internal 

surveys have shown that PTS frees up 

more than 20 hours per week.

A Palatable Investment

No art experience is required! Franchisee 

partners can expect to spend between 

$63,400 - $204,200 total investment 

to open their studios, which includes 

the franchise fee, retail build-out, grand 

opening marketing, initial inventory, hiring 

staff, more than 200 hours of start-up 

training, three months of operating capital, 

and ongoing operational support.

Pinot’s Palette has been recognized as #1 

in franchisee satisfaction in the paint and 

sip category by the Franchise Business 

Review and is the fi rst and only international 

paint and sip franchise. If you love wine, art 

and entertaining, contact Pinot’s Palette 

today to secure your interest in an area.

FRANCHISE 

FOR MORE INFORMATION

PINOT’S PALETTE FAST FACTS

ABOUT PINOT’S PALETTE

ADVERTISEMENT

Own a business and have fun doing 

it! At Pinot’s Palette guests enjoy an 

unforgettable evening with friends, fine 

art and cocktails in an entertaining, 

upscale atmosphere. It’s the perfect 

business for the fun-loving, social 

entrepreneur who loves to entertain. 

Pinot’s Palette

P: (844)287-4668

E: Franchise@PinotsPalette.com

W: PinotsPalette.com/MakeMonet

#1 paint and sip in franchisee 
satisfaction according to the 
Franchise Business Review

Great business for wine lovers 
and community networkers

190+ locations in 35 states

No art experience required

PINOT’S PALETTE: A FUN WAY
TO MAKE MONET!



Earn up to 24% of 
your income from 
investing just fewer 
than 10 hours per 
week managing and 
marketing your rental

Start Your Own Travel Hosting Business will help you make smart 

decisions, take appropriate actions and precautions, and deal with 

realistic expectations, while protecting yourself and your property.

If you know you want to start a travel hosting business—start here.

Get Paid For Your Pad—

WE’LL SHOW YOU HOW

FIND THE BUSINESS
THAT’S RIGHT FOR YOU

AVAILABLE AT ALL FINE BOOK AND EBOOK RETAILERS

In 2016, 70% of 
vacation rental owners 

were able to cover 
more than half of their 

mortgage through 
short-term rentals

AIRBNB

More than 150 million
guests use Airbnb to discover, 
book, and pay for short-term, 

nightly accommodations almost 
anywhere in the world

HOMEAWAY

Matches 44 million
travelers with private 

accommodations, like yours,
for less than a hotel

FLIPKEY

Provides vacation homes 
in more than 11,000 cities 

worldwide for nearly
340 million visitors on
FlipKey and TripAdvisor

™



We are used to a culture that welcomes 

the best and the brightest franchise 

candidates to our system. They, in 

turn, offer the same to their customers.

From husband and wife teams, to 

housing industry professionals looking 

for a business of their own, to military 

veterans and our nation’s fi nest with 

police and fi re department backgrounds, 

we are ranked Number One in North 

America for a reason. Our franchisees 

helped us get there. Here’s a profi le of 

one of our newest franchisees.

Having served his country proudly 

for 25 years in the Canadian Armed 

Forces, Scott Robertson can think of 

nothing better than to continue serving 

his fellow Canadians as one of the 

newest franchisees of Pillar To Post 

Home Inspectors

®

.

 The 43-year-old Robertson served as 

an Air Maintenance Superintendent 

in the military and was drawn to Pillar 

To Post because of its reputation as 

a trusted advisor using leading-edge 

technology to assist clients in the home 

buying and selling process. Already 

possessing the technical background, 

ethics and values instilled from his 

military career, Robertson said his 

honesty and integrity line up with Pillar 

To Post’s reputation and values, give him 

the foundation to provide trustworthy, 

reliable and professional service to his 

clients. Robertson is the fi rst military 

veteran to become a franchise owner 

with Pillar To Post Canada.

“A second career as a Pillar To Post 

home inspector will continue to further 

my dedication to helping people and 

supporting the local community,” 

Robertson said. “I have worked at 

home and abroad on behalf of Canada, 

volunteering with Habitat for Humanity 

on several occasions and building 

orphanages in Haiti after the 2010 

earthquake. I continue to volunteer my 

time to different causes in our area.”

A professional evaluation of more than 

1,600 items inside and outside the 

home is at the core of Pillar To Post’s 

service. Inspectors input data and digital 

photos into a computerized report that 

is printed and presented on site. All 

information is provided to clients in a 

customized binder for easy reference, 

allowing homebuyers or sellers to make 

confi dent, informed decisions. Over a 

span of 23 years nearly three million 

families have counted on Pillar To Post 

®

to be their trusted advisor when buying 

or selling a home.

FRANCHISE 

FOR MORE INFORMATION

PILLAR TO POST FAST FACTS

ABOUT PILLAR TO POST

ADVERTISEMENT

North America’s leading home 

inspection company with 

550 franchisees in 49 states 

and Canada. 

PILLAR TO POST HOME
INSPECTORS® WANTS THE
BEST OF THE BEST

Franchise Fee: $18,900

Provides fl exibility and 
fi nancial security

Helps your work/life balance

Allows you to take control of 
your fi nancial future

Scott Robertson, Pillar To Post Home Inspectors

®

 

of Halifax, Canada

Pillar To Post Home Inspectors

P: (877) 963-3129 

E: franchise@pillartopost.com

W: www.pillartopostfranchise.com  



Entrepreneur’s Startup Series has everything you need to know 

about starting and running more than 55 of today’s ho�est 

businesses. If you know you want to start a business—start here.

Visit entm.ag/startyourown @EntBookstore           @EntBooks

Start A Nonprofit

WE’LL SHOW YOU HOW

FIND THE BUSINESS
THAT’S RIGHT FOR YOU

™

The nonprofit sector has 
around 11 million employees, 

making it the third largest 
industry in the U.S.

In 2013, 25.4% of U.S. 
adults volunteered with a 
nonprofit, amounting to 

roughly 62.6 million people

Women comprise 43% of
the membership of
nonprofit boards

Statistics show that the 
average age group of 
volunteers is 35-44

71% of Millennials 
have fundraised for a 

nonprofit

Between 2003 and 2013, 
public charities grew 19.5% 

faster than all registered 
nonprofits 



After a lifetime of martial arts and more than 

80 professional kickboxing bouts, Shannon 

“The Cannon” Hudson was in the best 

shape of his life, but noticed most of the 

people around him were not. He thought, 

“How do I take the grueling in-ring workouts 

and create a non-intimidating, convenient 

circuit workout format that the average 

person could enjoy without getting hit?”

After much thought, 9Round was born 

in 2008.

Everything is Full-Body

Taking its cue from boxing and kickboxing, 

the 9Round program is developed around 

a proprietary and copyrighted system of 

challenging workout stations developed 

by Hudson himself. The workouts consist 

of nine, three-minute stations of activities 

that include cardio, weight training, core 

exercises, plus kicks and punches on 

100-pound, double-end, upper-cut and 

speed bags. Members have a 30-second 

active break between rounds to recover.

There are no class times, trainers are always 

on site, and routines change daily, giving 

members a fresh workout every time they 

come in.

9Round provides a triple threat approach to 

fitness. Members are offered killer workouts, 

heart rate technology, and nutritional 

guidance to ensure that they achieve 

lasting results. “We bring the tools and 

methods used by professional athletes 

and fitness gurus to the average person.

This coupled with a high-energy, exciting 

environment allows members to meet their 

goals quickly and pushes them to stick 

with it,” says Hudson.

Undisputed Champion

Since launching its franchise opportunity 

almost nine years ago, 9Round has 

anchored itself as the undisputed champion 

of the kickboxing gym franchise world.

Today, there are more than 530 clubs open 

and operating in 40 states and 11 countries, 

more than three quarters of which have 

opened in the past 36 months.

“About 680 of the approximately 3,800 

active franchise systems in the United 

States have more than 100 units and 

fewer than 100 of those systems achieved 

that milestone in less than 10 years,” said 

Hudson. “We opened more than 150 units 

in 2016 alone. We’re not only the world’s 

fastest-growing kickboxing gym franchise, 

we’re one of the fastest-growing franchises 

in the world.”

With development agreements for more than 

600 additional locations already signed in 

all corners of the world – including the 

United States, Canada, Mexico, Australia, 

New Zealand, England, Japan, Saudi 

Arabia and Jordan, among others – 9Round 

expects to have a total of 1,000 clubs open 

and operating by the end of 2018.

Get Kicking with 9Round

With a proven business model, a network 

of dedicated support staff, and hundreds 

of other franchisees, the 9Round franchise 

opportunity is breaking the mold in the 

fitness industry with its proven business 

model and low cost of entry.

“As the saying goes, ‘You’re in business for-

yourself but not by-yourself,’” said Hudson.

FRANCHISE 

FOR MORE INFORMATION

9ROUND FAST FACTS

ABOUT 9ROUND

ADVERTISEMENT

9Round is a specialized fitness 

center that brings kickboxing fitness 

training to the average person in a 

convenient, affordable, 30-minute, 

full-body circuit format.

Jeff “The Machine” Mathews

SVP, Franchise Development

P: (480) 621-5740

E: jeff.mathews@9Round.com

W: www.9Round.com

More than 530 gyms in 40 states 
and 11 countries

Opened nearly 300 new gyms in 
the last 24 months

Average total investment is 
under $100K.

$30 billion fitness industry

9ROUND: TAKING KICKBOXING
FITNESS TO THE WORLD



MAKE

SMARTER!
EVEN
YOUR KIDS

©2017 Kumon North America, Inc. All rights reserved. This is not an offer to sell a franchise which can only be made after you have received a Franchise Disclosure 
Document and in compliance with the disclosure rules of the Federal Trade Commission and the applicable laws of your state. To request our Franchise Disclosure 
Document visit KumonFranchise.com.

OPEN A KUMON CENTER 
IN YOUR AREA

If there’s not a Kumon Center in your local area, then your kids — and all the kids near you — are missing the 

opportunity to gain the academic advantage delivered by the Kumon Method. In fact, many Kumon parents 

became Kumon franchisees after seeing firsthand how Kumon advanced their kids’ learning in math and reading. 

Talk with us today about opening a Kumon Center for your community and start making your kids, 

and all kids, even smarter.

855.599.0947Franchise@Kumon.comKumonFranchise.com/entrepreneur

Ranked #1 In Category 

For 16 Years

Best of the Best

For 16 Years

A Top Global Franchise 

For 14 Years
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The List

GLOBAL FORCES
 OUR RANKING OF THE TOP 200 FRANCHISES OPERATING AROUND THE WORLD.

by T R A C Y S TA P P H E R O L D

SOME COMPANIES aren’t content with becoming a household 

name in just one nation; they want to conquer the world. And  

the brands that are doing it best are collected right here, on 

Entrepreneur’s top global franchises list. These franchises prove 

that opportunity knows no borders. 

To determine who came out on top, we took our Franchise 500 

formula with its 150-plus data points and adjusted it to give extra 

weight to international size and growth. Other areas evaluated by 

the formula included costs and fees, franchisee support, brand 

strength, and financial strength and stability. Only companies seek-

ing new franchisees outside the U.S. that had already established 

a minimum of five units abroad as of July 2016 were considered. 

Please understand, our rankings are not intended as a recom-

mendation of any particular company. It’s vital to do your own 

research before investing in a franchise. Read the company’s  

legal documents, consult with an attorney and an accountant, and 

talk to existing and former franchisees to determine whether the 

opportunity is a good fit for you—and your corner of the world.

July-August 2017 / E N T R E P R E N E U R . C O M / 85
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1
7-ELEVEN 
Convenience stores

STARTUP COST

$37.2K–$1.6M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

59,067/505

2
MCDONALD’S
Burgers, chicken, 

salads, beverages

STARTUP COST 

$1M–$2.2M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

31,230/5,669

3 
DAIRY QUEEN
Ice cream, burgers, 

chicken

STARTUP COST 

$361.5K–$1.8M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

6,839/2

4
SUBWAY
Subs, salads

STARTUP COST 

$116.6K–$263.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

44,830/0

5
DUNKIN’ 
DONUTS
Coffee, doughnuts, 

baked goods

STARTUP COST 

$228.6K–$1.7M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

11,941/0

6
KUMON MATH  
& READING 
CENTERS
Supplemental 

education

STARTUP COST 

$69.4K–$140.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

25,811/30

7
KRISPY  
KREME  
DOUGHNUTS 
Doughnuts, coffee

STARTUP COST

$275K–$1.9M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,059/113

8
KFC 
Chicken

STARTUP COST

$1.5M–$2.6M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

14,631/5,321

9
PIZZA HUT 
Pizza, pasta, wings

STARTUP COST

$297K–$2.1M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

15,439/686

10
H&R BLOCK
Tax preparation, 

electronic filing

STARTUP COST

$31.5K–$149.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

4,208/6,614

11
RE/MAX 
Real estate

STARTUP COST

$37.5K–$224K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

7,217/0

12
PAPA JOHN’S 
INTERNATIONAL 
Pizza

STARTUP COST

$130.1K–$844.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

4,353/744

13
SNAP-ON TOOLS
Professional  

tools and equipment

STARTUP COST

$169.5K–$350.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

4,689/168

14
ACE  
HARDWARE 
Hardware and home- 

improvement stores

STARTUP COST

$272.5K–$1.6M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

4,835/96

15
BASKIN- 
ROBBINS
Ice cream, frozen  

yogurt, frozen  

beverages

STARTUP COST

$94.4K–$402.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

7,722/6

16
ANYTIME  
FITNESS
Fitness centers

STARTUP COST

$80K–$490.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

3,495/38

IN INDONESIA, KFC (#8) chicken comes with a side of music—and music chosen by Grammy-winning music  

producer Steve Lillywhite, no less. Lillywhite works for Jagonya Music & Sport Indonesia, a company that sells 

half a million CDs every month at 500-plus KFC franchises throughout the country. The stores keep a display 

featuring the CDs that are currently available, and cashiers ask customers if they want one with their meal. 

KFC





17
HILTON HOTELS 
AND RESORTS
Upscale hotels 

and resorts

STARTUP COST

$55.99M–$97.1M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

462/109

18
ARBY’S  
RESTAURANT 
GROUP 
Sandwiches, fries, 

salads, shakes

STARTUP COST

$271.95K–$1.8M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

2,308/1,038

19
YOGEN FRUZ
Frozen yogurt,  

soft-serve ice cream

STARTUP COST

$123.2K–$459.7K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,226/6

20
NOVUS GLASS
Auto glass repair 

and replacement

STARTUP COST

$49.97K–$268.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,953/41

21
GOLD’S GYM
Health and fitness 

centers

STARTUP COST

$2.2M–$5M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

573/150

22
DOUBLETREE  
BY HILTON
Upscale hotels 

and resorts

STARTUP COST

$35.5M–$62.4M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

455/11

23
MATCO TOOLS
Mechanics’ tools 

and equipment

STARTUP COST

$89.2K–$267.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,670/1

26
JAZZERCISE 
Group fitness classes, 

conventions, apparel,  

and accessories

STARTUP COST

$3.5K–$12.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

8,880/0

27
HAMPTON BY 
HILTON
Midprice hotels

STARTUP COST

$4.2M–$14.9M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

2,148/1

28
TACO BELL
Mexican food

STARTUP COST

$1.2M–$2.6M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

5,559/909

29
CARL’S JR. 
RESTAURANTS
Burgers

STARTUP COST

$1.4M–$1.95M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,423/122

30
HOME INSTEAD 
SENIOR CARE
Nonmedical senior care

STARTUP COST

$109.3K–$117.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,072/5

31
WINGSTOP 
RESTAURANTS 
Chicken wings

STARTUP COST

$303.2K–$922.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

929/20

24
THE UPS STORE
Postal, business,  

printing, and 

communications  

services

STARTUP COST

$159.2K–$434.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

4,969/0

25
DENNY’S 
Family restaurants

STARTUP COST

$915.6K–$2.4M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,558/172

The List



34
HARDEE’S
Burgers, chicken,  

and biscuits

STARTUP COST

$1.4M–$1.9M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

2,030/116

35
HILTON  
GARDEN INN
Upscale midprice hotels

STARTUP COST

$11.7M–$22.3M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

691/2

36
EMBASSY SUITES 
BY HILTON
Upscale all-suite hotels

STARTUP COST

$28.5M–$41.8M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

218/10

37
POP-A-LOCK 
FRANCHISE  
SYSTEM
Mobile locksmith and 

security services

STARTUP COST

$99.7K–$134.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

531/3

38
EDIBLE  
ARRANGEMENTS 
INTERNATIONAL
Sculpted fresh-fruit 

bouquets

STARTUP COST

$196.6K–$327.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,245/8

32
PETLAND
Pets, pet supplies,  

boarding, daycare, 

grooming

STARTUP COST

$273.5K–$1M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

142/13

33
BOSTON’S 
RESTAURANT & 
SPORTS BAR
Restaurants  

and sports bars

STARTUP COST

$1.1M–$2.95M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

416/2

1/ Canada

2/ Western Europe

3/ Australia/New Zealand

4/ South America

5/ Asia

WHILE ALL COMPANIES  
ON OUR LIST SEEK  
NEW FRANCHISEES 
OUTSIDE AMERICA,  
ONLY 60 PERCENT DO  
IT GLOBALLY. THE  
REST TARGET SPECIFIC 
REGIONS. HERE ARE  
THE MOST POPULAR:

StrategicFranchising.com

All of our brands provide...

• Home-Based Opportunity

• Low Start-Up Cost

• In-Demand Services

• Outstanding Training,            
Marketing and Support

1-888-292-7992
TheGrowthCoachFranchise.com

R

Join a Winning Team!
30 Years of Proven Franchise Success

•  Two hot industries – Business 
and Sales Coaching

•  Group workshops maximize 
your earnings potential  

•  Coach groups of owners, 
managers, and salespeople

This Month’s Featured Brand

5 Franchise Brands. 
30 Years of Expertise.  

In 15 Countries...And Growing.

Largest Senior Transition Services 
Company Nationwide.

Residential and Commercial
Premium Painting.

International Leader in the Coaching 
Industry, now in 15 Countries!

R

Leader in House Care Management 
for Seniors and Busy Adults.

Fresh, top-quality pet food 
delivered right to your door.
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39
SERVICE- 
MASTER CLEAN
Commercial/ 

residential cleaning, 

disaster restoration

STARTUP COST

$56.2K–$265.7K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

5,007/10

40
LIBERTY TAX 
SERVICE
Tax preparation, 

electronic filing

STARTUP COST

$58.7K–$71.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

3,753/351

41
SERVPRO
Insurance/disaster 

restoration  

and cleaning

STARTUP COST

$156.1K–$209.95K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,715/0

42
HOOTERS 
RESTAURANT
Casual restaurants

STARTUP COST

$906.5K–$3.2M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

224/193

43
SNAP FITNESS 
24-hour fitness 

centers

STARTUP COST

$148.2K–$458.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,370/56

44
JIFFY LUBE 
INTERNATIONAL 
Oil changes, 

light repairs

STARTUP COST

$219K–$400K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

2,081/0

45
MAC TOOLS
Automotive tools 

and equipment

STARTUP COST

$103.2K–$255.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

883/37

46
ZIEBART
Auto appearance and 

protection services

STARTUP COST

$227K–$450K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

363/12

47
CPR-CELL  
PHONE REPAIR
Electronics repairs  

and sales

STARTUP COST

$24.6K–$173.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

254/4

48
JAN-PRO  
FRANCHISING 
INTERNATIONAL 
Commercial cleaning

STARTUP COST

$3.99K–$51.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

8,224/0

49.  

EYE LEVEL  
LEARNING  
CENTERS
Supplemental education

STARTUP COST

$76.1K–$140.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

613/746

50
HOMEWOOD 
SUITES  
BY HILTON
Upscale extended-stay 

hotels

STARTUP COST

$10.9M–$20.9M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

399/0

51
GNC  
FRANCHISING
Vitamins and  

nutrition products

STARTUP COST

$192.1K–$354.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

3,238/3,506

52
CINNABON
Cinnamon rolls, baked 

goods, coffee

STARTUP COST

$181.1K–$325.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,349/2

53
CHEM-DRY  
CARPET &  
UPHOLSTERY 
CLEANING
Carpet and upholstery 

cleaning, tile and 

stone care, granite 

renewal

STARTUP COST

$56.5K–$161.96K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

3,475/0

54
PITA PIT 
Pita sandwiches

STARTUP COST

$211.4K–$366.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

589/22

WITH MORE THAN 8,000 international franchises, Pizza Hut (#9) is no stranger to most of the world. But there 

are still some countries where that familiar red roof has never been seen—yet. The newest country the company 

has set its sights on expanding into is Ethiopia, the second-most-populous country in Africa. The three stores 

set to open by the end of the year in the capital, Addis Ababa, will be some of the first international restaurants 

to enter the country. 

PIZZA HUT



Be the Helpful Place.

*Incentive varies by store. Format/size are based on Discovery recommended products and quantities. Incentive given as a credit, not as cash or a loan. 

myace.com
630.990.6900

TXT

Service. Convenience. Quality.
No Franchise or Royalty Fees

Free Initial Inventory*

Application Fee Waived for Veterans
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IN ORDER FOR 9Round’s kickboxing fitness concept (#103) to thrive in other cultures, some adjustments to how it’s 

marketed and run are necessary. “Japan, for example, does not have an obesity problem like the U.S.,” founder and 

CEO Shannon Hudson says. “It has a stress problem.” So in Japan, the company’s usual “30 Min Kickbox Fitness” 

tagline has been replaced with “30 Minute Stress Buster.” In the Middle East, meanwhile, all 9Round locations 

include locker rooms and showers so members can wear their traditional dress when they enter and leave.

9ROUND

The List

65
PIRTEK
Hose service and  

supply centers/ 

mobile services

STARTUP COST

$98.1K–$620K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

461/3

66
MINUTEMAN 
PRESS  
INTERNATIONAL 
Printing, graphics, and 

mailing centers

STARTUP COST

$62.2K–$161.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

956/0

67
PLANET FITNESS
Fitness clubs

STARTUP COST

$853.4K–$3.7M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,066/58

68
IHG (INTERCONTI-
NENTAL HOTELS 
GROUP)
Hotels

STARTUP COST

$7.5M–$98.5M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

5,063/7

69
INTERIM  
HEALTHCARE
Medical home care, 

medical staffing

STARTUP COST

$123.5K–$196.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

557/0

70
ORANGETHEORY 
FITNESS
Group personal training

STARTUP COST

$424.5K–$980.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

668/16

55
MARCO’S PIZZA
Pizza, subs, wings, 

cheese bread

STARTUP COST

$224.1K–$549.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

806/0

56
AUNTIE ANNE’S  
HAND-ROLLED 
SOFT  
PRETZELS
Soft pretzels

STARTUP COST

$199.5K–$380.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,734/15

57
DRYCLEAN USA
Dry-cleaning

STARTUP COST

$261.5K–$606.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

428/0

58
SPORT CLIPS
Men’s sports-themed 

hair salons

STARTUP COST

$189.3K–$354.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,618/32

59
INSTANT 
IMPRINTS
Embroidery, signs, 

banners, promotional 

products

STARTUP COST

$139.8K–$304.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

51/1

60
CHARLEYS  
PHILLY STEAKS
Philly cheesesteaks, 

fries, lemonade

STARTUP COST

$162.9K–$475.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

517/55

61
KID TO KID
New and used  

children’s and  

maternity clothing  

and products

STARTUP COST

$259.9K–$419.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

119/1

62
BUDGET BLINDS 
Window coverings, 

window film, rugs, 

accessories

STARTUP COST

$105.1K–$225.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,090/0

63
EXPRESS 
EMPLOYMENT 
PROFESSIONALS
Staffing, HR solutions

STARTUP COST

$120K–$196K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

749/0

64
TWO MEN AND 
A TRUCK  
INTERNATIONAL 
Moving services

STARTUP COST

$95K–$666K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

310/2



WHAT TO EXPECT AT SPRINGBOARD?

SEPTEMBER 
25-27, 2017

THE WESTIN

PHILADELPHIA

Looking to get your franchise to the next level, fast? Then you  

need to join fellow franchise founders and senior executives for 

Springboard’s 3-day conference.

You’ll learn from some of the best in the franchise business  

as they share how to avoid the pitfalls that plague all emerging 

brands. And learn how to overcome foreseeable obstacles  

and make the most of fleeting opportunities.

Come join over 300 franchise executives as we take part in general 

sessions and intensive breakout programs covering more than 20 

diverse subjects relevant to emerging and re-emerging brands.   

Come see why past participants call Springboard “The best event  

in the franchise industry.”

Learn more and register at

franchisespringboard.com  //  215.825.3100

HOSTED BY
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71
SUPERCUTS
Hair salons

STARTUP COST

$144.4K–$293.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,593/1,191

72
THE MAIDS
Residential cleaning

STARTUP COST

$81.7K–$197.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,189/63

73
GYU-KAKU 
JAPANESE BBQ 
RESTAURANT
Japanese barbecue 

restaurants

STARTUP COST

$789.8K–$2.1M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

678/19

74
SIR SPEEDY 
PRINT SIGNS 
MARKETING
Printing, signs,  

marketing services

STARTUP COST

$227.98K–$277.98K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

258/0

75
TUTOR DOCTOR
Tutoring

STARTUP COST

$68.5K–$141.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

475/1

76
KELLER  
WILLIAMS 
REALTY
Real estate

STARTUP COST

$183.95K–$336.99K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

820/0

77
SAFESPLASH 
SWIM SCHOOL
Child and adult  

swimming  

lessons, parties,  

summer camps

STARTUP COST

$44K–$1.3M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

97/24

78
LIQUID CAPITAL 
Commercial financing

STARTUP COST

$214.3K–$254K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

93/2

79
CAMILLE ALBANE 
FRANCHISING 
Upscale hair  

and beauty salons

STARTUP COST

$245.9K–$424.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

271/2

80
WILD BIRDS 
UNLIMITED
Bird-feeding supplies  

and nature gift items

STARTUP COST

$146.7K–$228.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

306/0

81
WEED MAN
Lawn care

STARTUP COST

$68.5K–$85.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

594/0

82
MY GYM  
CHILDREN’S  
FITNESS CENTER
Early-learning/ 

fitness programs

STARTUP COST

$36.8K–$249.7K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

485/0

83
DIPPIN’ DOTS 
FRANCHISING 
Specialty ice cream,  

frozen yogurt,  

ices, sorbet

STARTUP COST

$112.2K–$376.95K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

134/1

84
CHESTER’S
Chicken

STARTUP COST

$8.6K–$296.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,084/0

85
PRECISION  
TUNE  
AUTO CARE
Auto repair and  

maintenance, tires, 

engine diagnostics

STARTUP COST

$127K–$253.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

284/40

86
FULLY  
PROMOTED
Embroidery, screen 

printing, promotional 

products

STARTUP COST

$89.4K–$213.99K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

270/0

87
BEN & JERRY’S
Ice cream,  

frozen yogurt,  

sorbet, smoothies

STARTUP COST

$156.4K–$486K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

564/18

88
SUPER 8
Hotels

STARTUP COST

$209.6K–$4.4M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

2,839/0

89
HOME CARE 
ASSISTANCE
Nonmedical home care

STARTUP COST

$77.8K–$245.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

110/24

90
SKY ZONE  
INDOOR  
TRAMPOLINE 
PARK
Trampoline playing 

courts

STARTUP COST

$1.2M–$2.97M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

172/1

91
MERRY MAIDS
Residential cleaning

STARTUP COST

$56.5K–$180.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,672/14

92
THE COUNTER 
BURGER
Build-your-own-burger 

restaurants

STARTUP COST

$786K–$2.4M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

38/3

93
TREND  
TRANSFOR- 
MATIONS
Residential and  

commercial remodeling

STARTUP COST

$104.8K–$357.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

157/3

94
CARVEL
Ice cream,  

ice cream cakes

STARTUP COST

$250.3K–$383.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

417/0

95
IMAGE360
Signs, graphics,  

displays,  

digital imaging

STARTUP COST

$141.5K–$272.99K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

312/4

96
GREAT  
CLIPS
Hair salons

STARTUP COST

$132.3K–$253.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

3,868/0

97
POSTNET  
NEIGHBORHOOD 
BUSINESS  
CENTERS
Packing, shipping,  

printing, signs,  

marketing solutions

STARTUP COST

$169.8K–$212.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

661/0

1/ Personal Care

2/ Maintenance

3/ Children's Businesses

4/ Business Services

IF THERE’S ONE  
LANGUAGE EVERYONE 
SPEAKS, IT’S FOOD. 
TWENTY-TWO PERCENT 
OF THE TOP GLOBAL 
FRANCHISES ARE 
FOOD-RELATED. OTHER 
INDUSTRIES PERFORMING 
WELL INTERNATIONALLY:
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98
MIDAS  
INTERNATIONAL 
Auto repair and 

maintenance

STARTUP COST

$184.1K–$433.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

2,221/13

99
MAIDPRO
Residential cleaning

STARTUP COST

$58.96K–$203.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

221/1

100
ZOUP!  
SYSTEMS 
Soups, salads,  

sandwiches

STARTUP COST

$386.7K–$576.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

92/3

101
DOGTOPIA
Dog daycare, boarding, 

training, spa services

STARTUP COST

$367.6K–$837.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

51/4

102
COMFORCARE 
HOME CARE
Nonmedical home care

STARTUP COST

 $86.95K–$162K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

200/0

103
9ROUND
Kickboxing  

circuit-training  

programs

STARTUP COST

$75.2K–$116.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

497/6

104
UFC GYM
Fitness, boxing,  

kickboxing, and 

MMA classes

STARTUP COST

$706.1K–$1.5M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

118/12

105
ANAGO  
CLEANING 
SYSTEMS
Commercial cleaning

STARTUP COST

$10.5K–$65.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,458/0

106
COLOR GLO 
INTERNATIONAL
Leather, vinyl, fabric, 

carpet, and surface 

repair and restoration

STARTUP COST

$56.3K–$61.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

137/0

107
PILLAR TO  
POST HOME 
INSPECTORS
Home inspections

STARTUP COST

$33.9K–$42.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

541/0

108
GYMBOREE PLAY 
& MUSIC
Parent/child play and 

learning programs

STARTUP COST

$120.9K–$279.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

732/6

109
ROOTER-MAN
Plumbing, drain, and 

sewer cleaning

STARTUP COST

$46.8K–$137.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

609/3

Nationally renowned doctor seeks non-doctor to operate 

small office in your city staffed by local physician to 

provide unique niche specialty medical service. Net 

$3,000+ per patient. All cash, no insurance. 26-year track 

record, proven product with life-changing testimonials, 

and proven state-of-the-art marketing with celebrity 

spokesman. Exclusive territories going fast. $60-100k 

required. Call for complete details. (800) 767-5104

NICHE 

MEDICAL 

CLINIC

We’re seeking franchise owners to join our select network. 
Become a business owner and help aging seniors live at 
home with the world’s leading provider of senior care. 
Call 888.856.5048
Daschle, Tom and Tommy Thompson. “Who will care for America’s aging population?” The Washington Post. Nov. 2013.

)EGL�,SQI�-RWXIEH�7IRMSV�'EVI��JVERGLMWI�SJ½�GI�MW�MRHITIRHIRXP]�S[RIH�ERH�STIVEXIH���������,SQI�-RWXIEH��-RG��8LMW�EHZIVXMWIQIRX�MW�RSX�
an offering. This Newsletter does not represent an offer to sell a franchise. Minnesota Registration #F3280. 
Home Instead, Inc.•13323 California Street • Omaha, NE 68154



110
WHICH WICH 
SUPERIOR  
SANDWICHES
Sandwiches

STARTUP COST

$199.5K–$488.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

399/3

111
ROCKY  
MOUNTAIN  
CHOCOLATE  
FACTORY
Chocolates, confections

STARTUP COST

$115.6K–$499.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

280/4

112
TAILORED  
LIVING
Home organization  

products and services

STARTUP COST

$156.9K–$297.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

204/0

113
PAK MAIL
Packing, shipping,  

crating, freight,  

mailboxes,  

business services

STARTUP COST

$151.5K–$224.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

384/1

114
HOUSEMASTER
Home inspections

STARTUP COST

$61.1K–$106.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

316/0

115
DENTAL FIX RX 
Dental-equipment sales, 

service, and repairs

STARTUP COST

$60.1K–$158K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

136/0

116
GATEWAY  
NEWSTANDS
Newsstand and  

sundry stores

STARTUP COST

$55.9K–$501.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

377/0

117
RIGHT AT HOME 
Home care,  

medical staffing

STARTUP COST

$78.3K–$137.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

532/0

118
MAID BRIGADE
Residential cleaning

STARTUP COST

$85K–$124K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

474/0

119
ALLEGRA  
MARKETING- 
PRINT-MAIL
Printing, marketing, 

mail, signs, promo-

tional products

STARTUP COST

$202.3K–$558K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

267/4

120
NURSE  
NEXT DOOR  
HOME CARE  
SERVICES
Medical/nonmedical 

home care

STARTUP COST

$99.7K–$188.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

113/1

121
YOGURTLAND 
FRANCHISING 
Self-serve frozen 

yogurt

STARTUP COST

$309.8K–$702.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

313/13

122
THE MELTING POT 
RESTAURANTS
Fondue restaurants

STARTUP COST

$996K–$1.5M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

124/3

123
MERLE NORMAN 
COSMETICS
Cosmetics and  

skincare products

STARTUP COST

$60.8K–$191.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,230/2

124
THE LITTLE GYM 
INTERNATIONAL
Development/fitness 

programs

STARTUP COST

$152.8K–$377K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

340/0

125
VANGUARD 
CLEANING  
SYSTEMS
Commercial cleaning

STARTUP COST

$10.9K–$39.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

3,167/0

126
AMERICAN LEAK 
DETECTION
Concealed water, 

gas, and sewer leak 

detection

STARTUP COST

$76.8K–$259.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

369/50

127
MR. SANDLESS/
DR. DECKN-
FENCE
Interior and exterior 

sandless wood 

refinishing

STARTUP COST

$26.8K–$87.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

250/11

128
STEAMATIC 
Insurance/disaster  

restoration, cleaning, 

mold remediation

STARTUP COST

$74.4K–$173.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

176/0

129
GREASE MONKEY 
FRANCHISING 
Oil changes, preventive 

maintenance

STARTUP COST

$164.2K–$335.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

224/78

130
MOLLY MAID
Residential cleaning

STARTUP COST

$89.2K–$137.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

647/0

131
FIRST CHOICE 
HAIRCUTTERS
Family hair salons

STARTUP COST

$162K–$281K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

199/219

132
FLOOR  
COVERINGS 
INTERNATIONAL
Flooring 

STARTUP COST

$148.5K–$209.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

132/0

133
DALE CARNEGIE 
TRAINING
Workplace training  

and development

STARTUP COST

$19.7K–$174.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

228/2

The List

™

BUY THE BOOK

visit entm.ag/advertisingsolution

CREATE
LEGENDARY

ADS

Capture customers,

promote your brand,

and boost sales.
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134
MILLICARE
Flooring, carpet, and 

textile maintenance

STARTUP COST

$118.1K–$165.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

 78/0

135
MOTEL 6
Economy hotels

STARTUP COST

$2.6M–$3.8M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

823/459

136
BRICKS 4 KIDZ
Lego-engineering 

classes, camps, parties

STARTUP COST

$34.5K–$52.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

659/2

137
SCHOOL OF 
ROCK
Music education

STARTUP COST

$113.1K–$343.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

172/16

138
LITTLE KICKERS
Preschool soccer 

programs

STARTUP COST

$20K–$35K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

251/1

139
AARON’S
Furniture, electronics, 

computer, and appli-

ance leasing and sales

STARTUP COST

$283.3K–$852.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

722/1,221

140
PAUL DAVIS  
RESTORATION
Insurance restoration

STARTUP COST

$188.2K–$391.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

244/6

141
GOOD FEET 
WORLDWIDE 
Arch supports, related 

products

STARTUP COST

$114.97K–$173.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

108/4

142
SIGNARAMA
Signs

STARTUP COST

$94.3K–$272.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

741/0

143
QUESADA  
BURRITOS & 
TACOS
Mexican food

STARTUP COST

$180K–$280K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

82/3

144
NUTTY 
SCIENTISTS
Science enrichment  

and entertainment 

programs

STARTUP COST

$52.7K–$265.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

240/3

145
CRUNCH 
FRANCHISE
Fitness centers

STARTUP COST

$304.5K–$2.1M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

115/10

146
OXXO CARE 
CLEANERS
Dry-cleaning and  

laundry services

STARTUP COST

$475.5K–$667K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

42/4

147
LINE-X 
Spray-on truck-bed  

liners, truck accessories, 

protective coatings

STARTUP COST

$118K–$279.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

552/2

148
PADGETT  
BUSINESS  
SERVICES
Financial, payroll, 

consulting, and 

tax services

STARTUP COST

$20.2K–$99.98K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

362/0

149
GLASS DOCTOR
Auto/residential/ 

commercial glass repair 

and replacement

STARTUP COST

$111.8K–$281K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

175/0

150
SENIOR HELPERS
Personal companion,  

and Alzheimer’s  

home care

STARTUP COST

$81.3K–$117.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

279/0

151
THE  
ALTERNATIVE 
BOARD (TAB)
Peer advisory boards, 

business coaching

STARTUP COST

$40.6K–$87.7K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

194/15

152
ACTIONCOACH
Business coaching

STARTUP COST

$47.96K–$466.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

772/2

153
RAINBOW 
INTERNATIONAL 
RESTORATION & 
CLEANING
Indoor cleaning and 

restoration

STARTUP COST

$171.7K–$278.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

337/0

154
HOMEWATCH 
CAREGIVERS
Home care, nursing- 

care coordination, 

memory care

STARTUP COST

$83K–$131K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

204/0

155
UBREAKIFIX
Electronics repairs

STARTUP COST

$63.6K–$185.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

258/18

LITTLE KICKERS (#138) began franchising in the U.K. in 2004. The company introduces preschoolers to soccer—

but when it began exploring expansion into non-English-speaking markets, it realized that soccer-crazed nations 

like Brazil may not take an English company’s soccer lessons seriously. Solution: It paired soccer and English- 

language classes, which local parents wanted. Now it has locations in 21 countries.

LITTLE KICKERS



entm.ag/powerfulpresentations

AVAILABLE AT

The 12-Step Speaker’s
Formula PAGE 27

Blueprint for Creating
Irresistible Offers PAGE 41

The 4 Secrets of
Mass Persuasion  PAGE 61

The 7-Minute Rule of Audience 
Engagement PAGE 64

Automate Your Webinars
and Your Profi ts PAGE 115

™

CAN ONE GREAT
PRESENTATION

MAKE YOU RICH?

THE ANSWER IS YES.
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156
SUPERGLASS 
WINDSHIELD 
REPAIR
Windshield repair, 

glass scratch removal, 

headlight lens repair

STARTUP COST

$9.9K–$31K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

325/0

157
COFFEE NEWS
Weekly newspapers 

distributed at  

restaurants

STARTUP COST

$9.8K–$10.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

834/5

158
NATIONAL 
PROPERTY 
INSPECTIONS 
Home and commercial 

property inspections

STARTUP COST

$43.2K–$47K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

219/0

159
SAILTIME 
GROUP 
Membership boat 

clubs

STARTUP COST

$70.7K–$151.95K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

27/1

160
CLUB Z! IN-HOME 
TUTORING 
SERVICES
In-home tutoring

STARTUP COST

$33.6K–$57.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

388/0

161
LEADERSHIP 
MANAGEMENT 
Leadership and 

organization training 

and development

STARTUP COST

$20K–$27.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

463/0

162
THE GROUNDS 
GUYS
Landscape maintenance

STARTUP COST

$73.5K–$200.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

213/0

163
CELLAIRIS  
FRANCHISE 
Cellphone and wireless- 

device accessories 

and repairs

STARTUP COST

$52.4K–$330K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

567/3

164
QUALICARE
Medical/nonmedical 

home care, patient 

advocacy

STARTUP COST

$71.7K–$201.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

26/1

165
FIBRENEW
Leather, plastic,  

and vinyl restoration  

and repair

STARTUP COST

$89.5K–$101.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

237/0

166
COLD STONE 
CREAMERY
Ice cream, sorbet

STARTUP COST

$52.2K–$467.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,253/10

167
CERTAPRO 
PAINTERS 
Residential and  

commercial painting

STARTUP COST

$135.8K–$169.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

481/0

168
EXPENSE  
REDUCTION  
ANALYSTS
Business financial 

consulting

STARTUP COST

$66K–$85.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

682/6

169
MULTIVISTA
Visual documentation 

services for the  

construction industry

STARTUP COST

$128.5K–$541.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

52/8

170
MATHNASIUM 
LEARNING  
CENTERS
Math tutoring

STARTUP COST

$102.8K–$143.6K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

782/11

171
BIN THERE  
DUMP THAT
Residential-friendly 

dumpster rentals

STARTUP COST

$60.2K–$108.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

103/0

AFTER COMING to the U.S. from Venezuela in 2000, Salomon Mishaan opened the first Oxxo Care Cleaners (#146), 

which licensed a silicone-based dry-cleaning process that eliminated the need for toxic petrochemicals, eschewed 

industrial steam boilers in favor of electric equipment, and implemented an automated delivery system. Now that 

his innovations are taking hold in the U.S., he’s preparing to take them back to Latin America. Meanwhile, the 

company’s first international franchises, in Indonesia, have introduced innovations of their own—like a dry-clean-

ing truck that can be used in areas where retail space is unavailable or too expensive.

OXXO CARE CLEANERS
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172
PUROCLEAN
Property damage  
restoration and  

remediation

STARTUP COST

$160.8K–$182.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

228/0

173
SYLVAN  
LEARNING 
Supplemental and 
enrichment education

STARTUP COST

$70.98K–$159.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

608/12

174
FOOT SOLUTIONS 
Comfort shoes and 
inserts for ages 40+

STARTUP COST

$196.5K–$242K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

116/2

175
PAPA MURPHY’S
Take-and-bake pizza

STARTUP COST

$274.6K–$499.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,402/161

176
PLATO’S CLOSET
Teen- and young-adult-

clothing resale stores

STARTUP COST

$238.1K–$398.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

464/0

177
VILLA ITALIAN 
KITCHEN
Pizza, Italian food

STARTUP COST

$296.95K–$894K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

98/152

178
PARISI SPEED 
SCHOOL
Youth sports 

performance training

STARTUP COST

$100K–$199K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

98/0

179
REAL PROPERTY  
MANAGEMENT
Property management

STARTUP COST

$90K–$115K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

278/3

180
METAL  
SUPERMARKETS 
FRANCHISING 
AMERICA 
Metal stores

STARTUP COST

$217.5K–$379K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

80/5

181
MURPHY  
BUSINESS & 
FINANCIAL  
Business and  

franchise brokerages, 

commercial real estate

STARTUP COST

$57.5K–$116.7K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

151/1

182
GREAT  
AMERICAN  
COOKIES
Cookies

STARTUP COST

$202.9K–$362.7K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

360/0

183
DAYS INN
Hotels

STARTUP COST

$194.4K–$7.8M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

1,786/0

184
NESTLÉ  
TOLL HOUSE  
CAFÉ BY CHIP
Bakery cafés

STARTUP COST

$143.1K–$526.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

161/2

185
JEI LEARNING  
CENTERS
Individualized  
supplemental education

STARTUP COST

$63K–$105K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

312/246

186
FASTSIGNS  
INTERNATIONAL 
Signs, graphics

STARTUP COST

$182.3K–$267.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

618/0

187
AAMCO 
TRANSMISSIONS  
AND TOTAL CAR CARE
Transmission repair  
and car care

STARTUP COST

$227.4K–$333K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

651/0

CHECK OUT THE NEW
FRANCHISE.org!

Better searchability

responsive design

easier to navigate

franchise comparison tool



188
TRANSWORLD 
BUSINESS  
ADVISORS
Business brokerages, 
franchise consulting

STARTUP COST

$64.6K–$86.9K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

194/0

189
PRECISION  
CONCRETE  
CUTTING
Uneven-sidewalk 
repairs

STARTUP COST

$150K–$176.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

53/5

190
SUPERGREEN 
SOLUTIONS
Energy-efficiency  

products and services

STARTUP COST

$75.8K–$90.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

24/0

191
CARSTAR  
FRANCHISE  
SYSTEMS 
Auto collision repair

STARTUP COST

$293.7K–$801.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

490/1

192
HAND AND  
STONE MASSAGE 
AND FACIAL SPA
Massage and spa 
services

STARTUP COST

$466.2K–$528.4K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

328/1

193
MOOYAH  
FRANCHISE 
Burgers, fries, shakes

STARTUP COST

$373.4K–$623.3K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

93/4

194
MASSAGE HEIGHTS
Therapeutic massage 

services and products

STARTUP COST

$369.1K–$609.2K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

150/2

195
1-800-GOT-JUNK?
Junk removal

STARTUP COST

$209.8K–$241.8K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

156/0

196
MAD SCIENCE 
GROUP
Science education  
and entertainment 
programs

STARTUP COST

$70.3K–$104.96K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

146/1

197
SMOOTHIE KING
Smoothies, health 

products

STARTUP COST

$188.2K–$414.1K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

831/26

198
PRETZELMAKER
Pretzels

STARTUP COST

$205.2K–$332K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

277/0

199
RAMADA  
WORLDWIDE
Hotels

STARTUP COST

$191.99K–$12.9M

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

842/0

200
CERTIFIED 
RESTORATION 
DRYCLEANING 
NETWORK 
Restoration of textiles 
and electronics

STARTUP COST

$45.6K–$235.5K

TOTAL UNITS 
FRANCHISED / CO.-OWNED 

155/0

™

GENERATE AC TION.

GO BE YOND WORDS.

BUY THE BOOK

visit entm.ag/dynamiccommunication



Please check appropriate boxes:

1. Are you considering starting/buying an additional business? 1/ Yes 2/ No

2. If “yes,” when are you planning to start/buy an additional business?

3/ In the next 6 months 4/ 7 to 12 months 5/ 13 to 24 months

6/ More than 24 months 7/ Not sure

3. How much do you plan to invest in the purchase of your business?

8/ Less than $50,000 9/ $50,000-$99,999 10/ $100,000-$499,999 11/ $500,000+

Please print clearly:

Name_____________________________________________ Title______________________________________________

Company____________________________________________________________________________________________

Address_________________________________ City______________________________ State______ ZIP____________

Phone (_____)__________________________________________ Fax (_____)____________________________________

e-mail ______________________________________________________________________________________________

Fax to (888) 847-6035 or mail to Entrepreneur®, P.O. Box 413050, Naples, FL 34101-3050

Visit entrepreneur.com/freeinfo now to receive more information from the franchise and 

business opportunities advertisers in this month’s Entrepreneur®. Simply take a minute 

to quickly enter your selections online to learn more about any of these opportunities!

A D V E R T I S E M E N T

1. 9Round Franchising

2. Ace Hardware

3. Cruise Planners

4. Crunch Franchising

5. Dr. Hockings

6. Dream Vacations

7. Express Services

8. Home Instead Senior Care

9. Image360

10.   Kumon North America

11.  Lift Brands

12.  Lil’Orbits

13.  Merchant Lynx Services

14.  Pillar to Post

15.  Pinot’s Palette

16.  Snap On Tools

17.  Strategic Franchising

Expires 12/31/2017

Go to entrepreneur.com/freeinfo now to make your selection and get more 

information fast! Or, you can also fill out this form, circle your selections above, and then 

fax or mail back your request.

Free Information
From Advertisers



OPPORTUNITY

One of these opportunities could mark the turning point to owning a business of your own, realizing 

your personal dreams and securing true financial independence. So go ahead, make your first move 

by considering all that they have to offer in this Opportunity Spotlight. Then make your first call.

A D V E R T I S E M E N T

Lil Orbits
nt_0117_5982

OppFinder Food
 ent_1016_5701

TO ADVERTISE IN THIS SECTION, PLEASE  CALL 800-864-6864.

™

Buy The Book

START, RUN,
AND GROW

WITH
FR ANCHISING

visit entm.ag/franchisebible

Department 9999
8900 109th Avenue, Ste 100
Champlin, MN 55316

1-800-228-8305 
(Ext. 9999)
Fax: 763-559-7545

Lil’Orbits, Inc.

If you write to us, please  
include your phone number!

Be Your Own Boss!
Own a Lil' Orbits mini-donut operation. It's fun, 
flexible and profitable. We love it! You will too. 
Make the money you want, when you want. 

Besides the 80% profit margin, the best part is 
selling our delicious snack food to happy customers. 
Turn-key programs make it easy to get started.  
Call toll free for complete information.  
Ask about the Lil' Orbits FREE INFO KIT
and lifetime warranty.

www.lilorbits.com

You can't be
laid-off or fired! 

Guarantee your job security and stop worrying!

Made in  
the USA

Take Control Of
Your Financial 

Future!

E-mail: contact@lilorbits.com

(Ext. 1646)1646



Whether establishing your operations or spreading the word, no matter what stage

STARTING A
BUSINESS PLANNING LEADERSHIP
You’ve got the idea and
the passion; now learn what
you need to know to hit the
ground running

Franchise Your Business
Main Street Entrepreneur
Start Your Own Business

Preparation is key to your 
success—uncover valuable
tools to establish and grow
your business 

The Marketing Plan Handbook
The Tax & Legal Playbook
Write Your Business Plan

Your success is driven by your 
ability to lead—discover strategies 
and techniques to improve your 
leadership skills

Real Leaders Don’t Follow
Fueled By Failure
Think Big Act Bigger

shelve under  



of your business you’re in, we’ve got the resources to help you succeed.

Visit entm.ag/books

SALES &
MARKETING

ONLINE
MARKETING

SOCIAL
MEDIA

Communicating with potential 
clients and customers is a must—
learn how to position yourself, 
attract new customers and keep 
them coming back

Ultimate Guide to Local Business
 Marketing

No B.S. Maximum Referrals And
 Customer Retention

80/20 Sales And Marketing

Reach millions—discover how to 
gain visibility and close deals in the 
world’s largest marketplace

Ultimate Guide To Pay-Per-Click
 Advertising

Ultimate Guide To Google AdWords
Success Secrets Of The Online 

 Marketing Superstars

Interact with clients and 
customers to keep them coming 
back—learn how to take your 
customer relationships to a whole 
new, more profi table level

Ultimate Guide To Facebook Advertising
Tweet Naked
No B.S. Social Media Marketing

entrepreneur.
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WhiteWalls.com | 800-624-4154

Make Your Ideas Come to Life!

Turn your room, office, or hallway into a creative hot-spot.

WhiteWalls® provide the vital avenue your team needs to:

• Show what’s happening.

• See the big picture.

• Work through complex problems.

WhiteWalls®

Magnetic Whiteboard Steel Wall Panels

For Article Reprints,Permissions and Content Licensing

Contact our Partner: PARS International Corp.
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Franchise Your Growth

Buy The Book

Own the Next Big Thing 
in Franchising

Get others to bank on

your business, build on your 

brand, and unlock your

growth potential.



I
went to college for engineering. The problem was, I’d also 

fallen in love with hip-hop. I was the rapper and manager 

in a group in high school, the Numarx. I was deal-making 

at 15. So while my body was in college, my soul was in 

hip-hop. One day I turned on MTV and saw Milli Vanilli 

playing a song I wrote when I was 16. The record company 

I’d signed to had stolen my rights. The song was “Girl You 

Know It’s True.” It sold 18 million copies.

I sued and won, but that was the moment I decided I didn’t 

want to be in the music business—I wanted to be in the business of 

music. And I figured Def Jam was the best place to learn. So I 

called them. They offered me an unpaid internship. I took it.

Back then, Def Jam had these jackets, and getting one was 

better than getting a gold plaque. It meant you’d done right by the 

label. Whether you were an employee or an artist or a DJ or a store 

owner, when you got that jacket, it was like being crowned a lord.  

I remember this one guy in D.C. who got one. He said, “Man, you 

know what this jacket gonna mean to me? I got more power in the 

street than a police officer. That’s what that logo means to me.”

I wanted one bad.

Eventually I got promoted to a paying job. I was giving out 

jackets with Def Jam founder Russell Simmons one day, and he 

said, “Kev, you got one of these?” I said no. He said, “What? You 

ain’t got one of these?” And he gave me the jacket off his back. To 

be given that by a founder of one of the greatest rap labels of 

history—it was such a special moment.

Within a decade I was president and CEO of Def Jam. After 

that I became an executive vice president at Warner Music 

Group. I started to feel that entrepreneurial spirit again, so I 

started my own company, 300 Entertainment, with my partners. 

We’re only three years old, but we’ve had a lot of early success.

I recently brought the Def Jam jacket to the office to show 

people. I told them we’re gonna build our own company, and 

we’re gonna have people clamoring for our jacket, like they used 

to for the Def Jam jacket. That’s it: I just want to make a jacket 

that means as much as this.

How a jacket sparked an epic rise 
through the music business.
 Words by KEVIN LILES, former head of DEF JAM RECORDINGS; current head of 300 ENTERTAINMENT

WHAT INSPIRES YOU?

Tell us about a story, person, object, or something else that pushes you forward, and we may include it in a future issue. And we may make you  

photograph or illustrate it, too.  Email  INSPIRE@ENTREPRENEUR.COM with the subject line “WHAT INSPIRES ME.”
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UNLIMITED       CASH BACK ON ALL YOUR BUSINESS PURCHASING2%

With the Spark® Cash Card, every expense could be an opportunity to boost 
your bottom line and put thousands back into your business. Earn cash back on 
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START PUTTING
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BACK INTO YOUR BUSINESS.
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