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Executive Summary

The Blind Charitable Association Trust (BBACT) has a long tradition of assisting blind and partially sighted individuals into self-employment. Having identified franchising as a potential route into business for some blind and partially sighted entrepreneurs, BBACT wishes to establish in more detail the opportunities and barriers to franchising for blind and partially sighted individuals. 

Objectives

The objectives of the research were as follows: 

•
To establish whether there are currently any blind or partially sighted individuals who own a franchise and if so, where, who, in what field of business and what support did they receive?

•
To find out whether individuals known to BBACT, Action for Blind People or RNIB self-employment teams have investigated taking on a franchise and the possible challenges they encountered and the nature of support received. 

•
To find out whether Disability Employment Advisors and other disability specialist business advice agencies are offering franchising as a way into self-employment and what level of knowledge or interest do they have of this area of business?

•
To ascertain the potential problems franchisors envisage that would prevent a blind or partially sighted person taking on one of their franchisees

•
To find out whether any existing businesses owned and run by blind and partially sighted entrepreneurs may be potential candidates for franchising

•
To review franchise development structures in the UK, Europe and the U.S.

Method and characteristics of respondents

The research methods included desk  research, questionnaires, focus group discussions and personal communications. Overall 419 questionnaires were posted to organisations and 271 to individuals with a returns rate of 15%. Six focus group discussions were held across the country. The characteristics of respondents representing organizations showed an even spread across the nation while 40% of blind and partially sighted individual respondents were located in London and the South East and the rest spread across the other parts of the country. Sixty percent (60%) of individual respondents were male and the ages of respondents showed that 84% of them were above 40 years.  

Key findings

The key findings are as follows:

· There are franchise opportunities in almost every area of business and business format franchising is a growing trend which contributes substantially to the economies of countries such as the USA, Australia, France  and the United Kingdom

· National franchise associations play a significant role in supporting the promotion of franchise. Social enterprises are increasingly drawing on business format franchising techniques to market themselves. Franchises can be ‘stand-alone’ where franchises exclusively promote and sell the goods and services of the franchisor or ‘fractional franchises’ where businesses add a franchised service or product to its existing business.

· The research could not identify any blind or partially sighted individual who owns a franchise and there was a paucity of information on franchising and visual impairment

· Over 75% of individuals interviewed knew little or next to nothing about franchising. 

· The reasons why a few people had considered becoming franchisees but had never done so was due to unavailability of the relevant information/ business support (40%), perceived absence of franchises in their area of business or interest (33%) and lack of finance (27%).

· A few people had thought about becoming franchisors but did not know how to go about it (44%), did not know who would support them (31%) or even the true benefits or drawbacks of such a move (25%). 

· Fifty two percent (52%) of organisations interviewed do not provide information on franchising to their clients. The client’s choice of support determines whether information on franchising is provided or not. 

· Over 70% of respondents from organisations  think it is worth promoting franchise for blind and partially sighted individuals. To  take this forward, respondents were of the opinion that  there needs to be IT development and training packages (37%), additional finance (25%) and support for organisations working with the visually impaired (29%).

· While existing franchisors and franchisees in general  think that disability has very little to do with a franchised business, there were concerns that the nature of the business (visual description and mobility issues) would determine the specific assistance blind and partially sighted individuals would need

· A few individuals were identified who were interested in becoming franchisees. Two other individuals were also identified who  wanted to pursue their dream of franchising their existing business. 

Recommendations

Based on the results of the study the following recommendations are made:

1. BBACT and Create to collaborate with the British Franchise Association to ensure that the National BFA/ Natwest  Franchise Survey shows a ‘disability disaggregated data’, categorising the number of blind and partially sighted (or the disabled in general) franchises. 

2. BBACT, Create and BFA to create awareness and provide targeted and timely information on franchising to blind organisations- may consider initiating the development and production of audio/ CD franchise magazine with the TNAUK, Soundings. 

3. BBACT/ CREATE to take steps further to develop ‘Pilot’ Models’ with 5 individuals who want to pursue franchising and are based in Stoke-on-Trent, Scotland and London for a period of 12-18 months.  An integrated package of support to be given- information and advice, visits, accessing ICT equipment, intensive training, business support, writing business proposals/plans and accessing finance.   

4. BBACT to continue to search for and develop visible role models. Lessons from the pilot model would give clearer indications of the realities of franchising for visually impaired people. 

5. There is a wide range of organisations with different remits and capacities supporting a large number of blind and partially sighted individuals in employment. BBACT to work with local partners to have desired national reach and to develop pilot franchise models. 

6. Social enterprise franchise formats could be developed from existing support mechanisms such as loose associations, marketing co-ops and forums. Members of such franchised enterprise associations would have a franchised contract (franchise or membership fees and agreements) and would have access to promotion- marketing/ media and logo/ branding; training- technical or management training, quality assurance- technical or provider defined services, information sharing/ referral mechanisms, cost-cutting measures- such as centralised purchases. Franchised formats could be developed with BBACTs own members or those of the ‘Entrepreneurs Forum’ (Action for Blind People). 

7. Identify sources of finance that would enable more people with visual impairment to take advantage of franchising. BBACT/Create to promote business opportunities that require low levels of capital investment at entry levels as well as those that can be operated successfully from home and those that can be part-time. 

8. BBACT to engage the services of a Franchise Specialist to develop the pilot programme identified and to promote franchising among blind and partially sighted individuals.
I.0 
Introduction

The Blind Business Association Charitable Trust (BBACT) gives positive and tangible support to all blind and partially sighted people who are, or wish to become self-employed. The organisation helps individuals of all ages and abilities overcome the prospect of unemployment and achieve independence through their own skills, effort and enterprise.   Support is offered through mentoring, information resources and business grants.  In addition BBACT is also active in building partnerships with a range of other business support agencies to increase access to services and raise awareness of the needs and abilities of entrepreneurs who are blind and partially sighted.

1.1  Context

Traditionally, BBACT have assisted individuals starting independent businesses and whilst many find success, it can be an isolating experience full of unexpected obstacles that can result in the eventual demise of the business. In other situations, potential entrepreneurs who have the skills and experience to run their own businesses are unable to, because they cannot find the right enterprise or they lack the confidence to go it alone. BBACT recognises that self-employment is not right for everyone but by providing a supportive environment for those interested in establishing their own businesses, it is likely to increase the success rate. 

Taking on a Franchise rather than starting a business from scratch may provide some solutions. Franchising offers a structured framework that supports and trains the entrepreneur in the business, giving them confidence and knowledge that is not always quickly obtainable for the independent businessperson. 

Once a business has successfully become established and demonstrated a sustainable market, a potential option for expansion may be to franchise the company. Not all business entrepreneurs wish to develop and be responsible for a chain of branches or a nation-wide network of employees but where a good idea has been proven and a company soundly run, it may be replicated elsewhere as an independent yet connected enterprise.  Whilst BBACT’s primary interest is not currently in this area of development, it may be appropriate for some of the businesses run by our client group.

1.2 Research Objectives

Having identified franchising as a potential route in to business for some blind and partially sighted entrepreneurs, BBACT wishes to establish in more detail the opportunities and barriers to franchising for blind and partially sighted individuals. This research is made possible through funding from the National Lottery’s Community Fund and Create, a unique partnership of national business support organisations working to  increase access and opportunities within franchising. BBACT has already embarked upon a project with Create, which involves working with them to produce an accessible e-learning website on franchising for use by blind and partially sighted individuals. 

The key objectives of the research are as follows:

•
To establish whether there are currently any blind or partially sighted individuals who own a franchise and if so, where, who, in what field of business and what support did they receive?

•
To find out whether individuals known to BBACT, Action for Blind People or RNIB self-employment teams and are considering self-employment or have started a business within the last 2 years, have investigated taking on a franchise. If so, was the information and advice adequate and how have they proceeded?

•
If representatives of BBACT’s client group have considered franchising as an option but not chosen that route, what were the reasons and how might the experience be improved for the future?

•
Whether Disability Employment Advisors and other disability specialist business advise agencies are offering franchising as a way into self-employment and what level of knowledge or interest do they have of this area of business?

•
Whether any blind or partially sighted individuals have approached franchisors to be considered as potential franchisees and what the outcome was - identifying barriers, issues of concern and positive experiences had?

•
What potential problems franchisors envisage that would prevent a blind or partially sighted person taking on one of their franchisees?

•
Whether any existing businesses owned and run by blind and partially sighted entrepreneurs may be potential candidates for franchising?

•
What structures exist to develop franchising opportunities in the UK, Europe and the U.S?

2.0. 
Method

Given the objectives of the study, a number of research methods were used. These included desk research, survey and focus group discussions.   The research took place from September 2004 and concluded with the final report in March 2005. 

2.1 Desk Research

This stage of the research focused on identifying documentary evidence of the potential of franchising as a potential business format in the United Kingdom, Europe and the United States of America. Information was gathered from internet searches, telephone interviews and discussions with individuals who had understanding of franchising at the international level. 

2.2 Questionnaires 

An expected outcome of the research is to provide an objective data useful to both professionals and clients. Questionnaires were designed with this in mind and the survey relied on the existing client and provider (organisations) databases of the BBACT. An initial consultation letter was sent informing potential respondents about the research project. Information about the project was posted on Concept and BBACT websites and also sent to the In Touch programme (BBC), the New Beacon Magazine (RNIB) and the Soundings Magazine.  

Self-administered questionnaires were sent out by post and electronic mail. Based on prior discussions with the senior policy officer of the Jobcentre Plus, questionnaires were emailed to him for onward forwarding to all Disability Employment Advisors in the UK. Eight (8) questionnaires were emailed to organisations/ associations who were referred to us by some of the blind organsiations on our database while 98 questionnaires were emailed to individuals.  Overall 419 questionnaires were posted to organisations and 271 to individuals. Some respondents also filled in the questionnaires when they participated in the focus group discussions.

Follow-up phone calls and emails were made and questionnaires re-sent to some respondents to ensure that, as much as possible, the returned questionnaires and responses had the breadth of national coverage.  

2.3 Focus group discussions

The use of qualitative mode of enquiry through focus group discussions enabled the perceptions and feelings of individuals to be explored and captured. Although the general areas of the questionnaires formed the basis for the discussions, the use of semi-structured interviews helped to provide further insights on related issues. On the questionnaires, individuals and representatives of organisations were asked to  participate in the focus group discussions or to ask other people and clients they knew who might be interested. Those who showed interest were contacted. This was supplemented with telephone calls to organisations and other individuals on our database. Six focus group discussions were held; one in Birmingham, one in Manchester and the rest in London. Although the focus group discussions were held in these locations, participants were not limited to these geographical areas (Appendix 1). While a minimum of 8 people, excluding researchers, were expected to attend each focus group discussion, this was achieved for only one of the discussions.  Potential participants who failed to turn up  indicated they had to cancel at the last minute to attend to emergency situations at work.  

2.4. One-to-one Interviews and personal communications

The researchers attended the British Franchise Association (BFA) national exhibitions/ conferences in London and Birmingham and had opportunity to talk to individual franchisors and potential franchisees. Telephone conversations were also made with some BFA executives and registered members. In addition to general information on franchising, questions were specifically asked about the existence of blind or partially sighted franchisees or franchisors and the possible challenges they would if they pursued the franchising route. The appendix lists the names of individuals/ organisations the research team talked to. 

2.5. Limitations 
The respondent group is generally ‘hard-to-reach’. However, effort was made to achieve at least 15% questionnaire response rate. Given the dearth of information about visually impaired franchisors or franchisees, case studies could not be undertaken to illustrate how franchise models have been put into practice. 

3.0
 Research Findings

The results based on the desk and primary research are intended to provide knowledge about franchising as a potential area of business for  blind and partially sighted people.  The research provides information, in the first instance to be used by the BBACT, to assist future entrepreneurs. 

3.1 Interpretation of results

The results represent the perspectives of blind and partially sighted individuals who made their views known through the questionnaires, the organisations who serve them and the individuals/ representatives from organisations who attended the focus group discussions (see Table 1 and Appendix1). The returned questionnaires from organisations were evenly spread across the nation while about 40% of individual respondents were located in London and the South East and the rest spread across the other parts of the country. Sixty percent (60%) of individual respondents were male and the ages of respondents showed that 84% of them were above 40 years.  It is likely that their personal characteristics and experiences with franchising will shape their responses.  

However, given the consistent themes that emerged and the opportunity the focus group discussions offered to cross-check responses, it is  reasonable to extend the implications of the current research beyond the localised findings. Needless to say, however, the views belong to the respondents and the interpretation is ours.

Table 1. Characteristics of Respondents (N refers to the number of people who responded to a particular question)

	Description
	Percent (N=30)

	Blind
	60

	Partially sighted
	40

	Age
	Percent (N=20)

	Under 29
	8

	30-39
	8

	40-49
	46

	Above 50
	38

	Gender
	Percent (N=30)

	Male
	60

	Female
	40

	Location of Business
	Percent (N=30)

	Ireland / Northern Ireland
	6.6

	North (East and West)
	16.6

	Wales
	10.0

	Scotland
	6.6

	London & South East
	40

	South West
	6.6

	Midlands
	13.3

	Ethnicity
	Percent (N=21)

	White British
	57

	White European
	5

	Asian or Asian British
	1

	Black or Black British
	38

	Chinese or other ethnic group
	0


4.0
 Findings- desk research

No global analysis exists of business format franchising for visually impaired people. This report, therefore,reviews the global trends in franchising and the different formats available. The rationale for such an approach was reinforced by the focus group discussions which revealed that while the concept of franchising was attractive to some participants, they questioned whether a straight-jacket business format franchise was the only way or even the best way forward. This section takes a brief look at franchising in the US, Australia, France and the UK.

4.1 USA

Franchised businesses generate jobs for more than 18 million Americans and account for 9.5 percent of the private-sector economic output, a study released by International Franchise Association Educational Foundation reported. Franchising is known to account for more than 40% of retail sales in the U.S. economy, generating over a trillion dollars in sales per year. 

4.2 Australia 

Franchising is a vibrant and significant sector of the Australian business community, with turnover exceeding $80 billion or 12 per cent of Australia's GDP. With over 700 franchise systems serving 19 million people, Australia is the most franchised country in the world per head of population. As far back as 2002 there were approximately 700 franchise systems in Australia and 50,000 franchised outlets (three times as many per head of population as in the USA). Over 90 per cent of these systems are 'home grown'. 
In terms of export earnings, $292 million per annum is generated from overseas operations of Australian franchisors. Twenty-five per cent of Australian franchisors have expanded overseas, with 62 per cent indicating an intention to do so in the next three years. New Zealand is the most popular destination, followed by the UK, USA, Singapore, South Africa and Europe. The sector employs approximately 500,000 people, with permanent employment (full-time and part time) having risen dramatically to 83.5 per cent of the workforce. The average start-up cost of franchised businesses is $62,500 for mobile franchises and $208,000 for fixed-location franchises (excluding GST). 

Ninety per cent of franchisees are reported as earning profits beyond employee wages, which compares favourably with the small business sector generally. The Franchising Code of Conduct has improved franchisor/franchisee relationships. Less than one per cent of franchisees are in serious dispute with their franchisor. The top causes of substantial disputes are lack of compliance with the system and payment of fees. Lack of suitable franchisees and insurance cover were rated the most critical business issues of franchisors.

4.3 France 

France is ranked fourth in the world in terms of the number of franchised networks. It is ranked first in the European franchise market, with a 40 percent market share. As of January 2001, there were 571 franchisors and 31,781 franchisees in France. The French franchise market is valued at USD 30.5 billion (FF 214 billion). In France, the majority of franchises are in the commercial/distribution sector (53.7 percent), followed by the service sector (31.7 percent). In contrast, in the U.S., it is precisely the reverse. However, the service sector (automotive services, dry cleaning, hairdressing, etc.) in France enjoys the fastest growth and the highest recruitment rate. Several new sectors in particular show good potential, such as real estate franchises, convenience stores, hair salons, fast food and theme restaurants.

4.4 The United Kingdom 


The UK has the second-highest number of franchised systems in Europe. Although certain foreign franchised brands, such as McDonald's, are prominent in the UK, around 80% of the franchisors in the UK are in fact of domestic origin. These companies are increasingly looking to expand overseas: already, around a third of UK franchisors have established an international presence. One of the most successful of these has been The Body Shop, which had 1,247 franchised outlets outside the UK and the Republic of Ireland by March 2002. 


According to a survey carried out by the National Westminster bank and the British Franchise Association, the overall turnover of the franchising industry last year was estimated at £6.4 billion, with the number of business format franchising systems growing to 541, up by 30 per cent since 1994. The 27,000 individual franchised units in the UK are growing to give total employment in the sector of more than 250,000. This makes franchising larger than the whole energy sector and almost as big as the whole of the armed forces.

There are franchise opportunities in almost every area of business ranging from one-person operations to large multi-national enterprises employing thousands of people.  It is estimated that of all the new businesses started in the UK completely from scratch, in five years time only one in five will be still trading. However, franchising is known to have a success rate in excess of 90%. This means there are obvious advantages to buying a franchise over starting up on your own.

The highlights of the 2004 Nat West / BFA Franchise Survey are as follows: 

· 2003 saw further stabilisation in franchising, with relatively small changes in most key measures. The overall picture is one of a more mature industry with high expectations for the future. 

· There are an estimated 695 franchise systems in operation in the UK, a net increase of 3% over the last 12 months. 

·  At the same time the number of non-dairy franchised units in the UK increased by 4% to an estimated 32,000. 

· The average length of time that franchisees have run their business rose from 3.9 years in 1992 to 9.6 years in 2003. One consequence of this is a steady ageing of the profile of franchisees.  In 1992 half of franchise units were run by people aged over 40, however by 2003 the proportion had grown to nearly three quarters. 

· The business format franchising industry turnover increased by slightly less than 2% to an estimated £9.65 billion, the highest figure yet recorded. 

· The number of British run franchise systems with an international presence has risen to an estimated 207. · 

·  An estimated 330,000 people are now employed in franchising. 

·  A lack of suitable franchisees continues to thwart franchisors’ plans, being identified by 41% as the biggest barrier to expansion. 

·  While newspapers and magazines retain their position as the most useful methods for recruiting franchisees, it is also the case that the activities of the BFA are becoming more useful as a source of potential franchisees. 

· The importance of web sites as a source of specific information for franchisees prior to acquiring their franchise has increased dramatically in the last couple of years. 

·  35% of franchisees report having purchased a unit resale. Franchisors planning new units in the next 12 months report that 40% of these will be resales. 

· Despite the tough economic climate, 95% of franchisees claim to be profitable and more than at any time since 1998 say that their unit is more than just marginally profitable. 

· Expectations for the next 12 months are very optimistic, particularly amongst franchisors, with 90% of franchisors and 69% of franchisees expecting their own businesses to improve. 

· Relationships between franchisees and franchisors continue to be healthy, with 86% reporting satisfaction in their dealings. Not too surprisingly, the proportion who are not satisfied is much higher amongst non-profitable franchisees. 

· Training is now provided by 99% of franchisors, a huge increase from the 68% reported just over a decade ago for 1992.
4.5 
Benefits of franchising 


Franchises are known to offer a greater chance of success than either purchased businesses or those started from scratch. Franchises offer a proven type of business, people patronize them because their products are recognized and trusted, and they have a larger customer base because of name recognition. Many franchisors also provide training in starting, running, and marketing the business; training for updating the skills of franchise owners and employees; supply record keeping systems; and conduct advertising and marketing campaigns on behalf of all franchisees. Some sell supplies to franchisees at reduced costs, and some can finance or arrange financing for franchisees. 

4.6 Drawbacks

Franchises tend to require more research than starting a business from scratch because both the market and the franchise itself need to be evaluated. Generally, they are more expensive to open than other new business, typically requiring an investment of £10,000 or more. Many cost quite a bit more--in the £50,000 to £150,000 range. The franchise owner answers to customers and to the franchisor and must operate his or her business according to the terms specified in the franchise agreement. This may mean that the business's location and exterior/interior design, product mix and prices, work attire, and advertising are under the franchisor's, not the franchisee's control. The franchisee may be required to regularly file financial reports and be subject to inspection and audits. Also, the franchisee makes regular payments to the franchisor. 
4.7 Development steps 

In a franchise arrangement, the franchisor and franchisee develop a binding agreement that is renewed periodically. There are many steps to take before this occurs and the business opens. Most are the same steps involved in opening a business from scratch and none should be bypassed. They include: 
· Research industries and types of franchise arrangements for those industries 
· Conduct a self-evaluation 
· Identify and evaluate possible franchisors and their franchise systems 
· Evaluate franchisor's products 
· Contact and visit other franchisees 
· Identify the market and evaluate its income potential 

· Identify opening and operational expenses and develop income projections 
Because franchise agreements are written to protect the franchisor, the prospective franchisee should hire a lawyer with franchise expertise. The lawyer will explain and negotiate the franchise agreement and may recommend changes. He or she also can provide expertise on regulations, negotiate and develop leases, and deal with any other legal arrangements required for opening a business. 

Hiring an accountant is also a good idea because the financial statements and reporting requirements for a franchise usually are more complex and rigorous than those for a ‘from-scratch’ business. The accountant will prepare financial statements, evaluate business costs, and work with the franchisor's accounting system. 

4.8 Franchise Formats

Franchising is usually talked about in terms of ‘business format franchising’, but social ‘enterprise’ franchising that applies commercial franchising techniques is gaining grounds.

4.8.1 Business format franchising

According to Iain Murray, when you buy a franchise, you buy a ‘clone’, a precise replica of a tried and tested business system. The franchise pack usually contains the following:

· An entire business concept with no bits missing, all outlined and explained in an operating manual

· Trade marks, logos, patents, and standard designs for the layout of premises, colour and uniform patterns

· Accounting and financial systems

· Training and help to set up the business

· Continuing help and back-up once the business is operating

· A detailed contract

· The legal right to operate in an exclusive territory

· Marketing, public relations and advertising support

The myriad of franchise opportunities available is usually classified into four, namely; job franchises, management franchises, retail franchises and investment franchises. Job franchises involve supplying, selling and delivering products or services, often from van. Management franchises are business-to-business activities such as staff recruitment, and based in office premises. It usually involves employing staff and the initial capital outlay is likely to be greater than a job franchise. Retail franchises involve selling goods or services from a shop. With investment franchises, the franchisee invests money in a franchise and delegates the management to someone else. As the investment required is too large syndicates are usually formed.

Though franchise operations are diverse, successful ones have common features: 

· They are standardised- goods and services are the same in every outlet, marketed in the same way using the same brand name,  logo, and image

· They have unique selling proposition (USP)- they stand out and are hard to copy

· They are easy to operate- new skills required of franchisees must not be too difficult to learn

· They offer high gross margin- the difference between the cost of providing the goods or service and the price paid by the customer should be relatively high

4.8.2  Social Franchising Techniques

Franchising is a mechanism for replicating a proven business strategy. Social franchising draws on commercial franchising techniques to increase access to and improve the quality of services. Traditionally, the social franchise model creates a network of providers that offer a standard set of services at lower costs under a shared brand name. Franchise members are usually offered training, brand and commodity advertising; inter-franchise referrals, a branding that shows high quality standards, and other benefits.

Franchises can be ‘stand-alone’ where franchises exclusively promote and sell the goods and services of the franchisor or  ‘fractional franchises’ where businesses add a franchised service or product to its existing business.

Social franchises often share data and referral systems, logos, brand positioning, quality standards, marketing and training. Examples of social franchising models that have been identified include:

· Joint venture model - in this approach a central organisation (franchisor) works to create a joint enterprise with providers (the franchisee). The franchisor may rent equipment, provide training and materials, and branding. 

· Community model - this model uses social franchising techniques to structure a strategic alliance between providers of services and community groups. 

· Private provider model – with this classical social franchising model, logo branding, training of new franchisees, monitoring of quality, and other techniques are made through a formal franchise arrangement

· Governmental model - here government departments use social franchising techniques such as quality standards, logos, training, and referrals and are rewarded through incentives and subsidies.

The models have overlapping characteristics and usually the following techniques are applied in different ways:

· Promotion- through marketing/ media and logo/branding

· Training- technical or management training

· Quality assurance- technical or provider defined services

· Information sharing/ referral mechanisms

· Cost-cutting measures- such as centralised purchases

· Franchise contract- franchise or membership fees, franchise agreements.

These techniques can be creatively used by business support organisations to improve both the quality and access to their service and that of their clients. 

4.9. Gender and franchising
The traditional business world — including the world of franchising — is experiencing an influx of women in its ranks not only at the executive level, but at the franchise operator and owner level as well.  Paula Reed, Franchise Director of CNA Executive Search had this to say, “If I had one piece of advice to give to women contemplating buying a franchise it would be to look closely at the support and training the franchisor is offering, as well as the systems they have in place to put you on the road to success. My spell as a franchisee showed me how crucial these elements are to the success or failure of a business. An executive recruitment franchise may not be for everyone, but for those who like people and want to tap into the £20 billion UK recruitment industry, it’s an opportunity worth exploring.”
3.2.8 Disability & Franchising

About one-third of today's franchises are knowned  to be owned or co-owned by women and about one-tenth are minority owned. Franchising offers a good opportunity for potential business owners with disabilities - especially with careful planning, investigation, and an adequate financial base. 
5.0 
Perceptions of Individuals

The research looked at the whole question of self-employment for the visually impaired and perceptions on franchising as an optional route to self-employment. The results are shown in Table 2.

Table 2. Self-employment and business operations 

	Employment Status
	Percent (N=23)

	Self-employed
	43

	Considering self-employment
	57

	
	

	Years in Business
	Percent (N=11)

	0-3yrs
	36

	4-5yrs
	9

	6-10yrs
	27

	11-20yrs
	9

	21+
	18

	
	

	Legal form of business
	Percent (N=17)

	Limited Company
	24

	Sole Trader
	59

	Limited liability partnership
	17

	Partnership
	0

	Franchised operation
	0

	
	

	Ownership/ management
	Percent (N=4)

	Spouse
	100

	Children
	0

	Parents
	0

	Other relatives
	0

	
	

	Business start-up
	Percent (N=16)

	Started from scratch
	81

	Inherited
	0

	Franchise
	0

	Bought going concern
	0

	Other
	19

	
	

	Business Sector
	Percent (N=10)

	Wholesale trading/ retailing
	0

	Hotels, restaurants, bars
	0

	Financial services
	0

	Real estate activities
	0

	Education and Media
	0

	Research & Development
	0

	IT/ computing services
	30

	Health, social, personal services
	40

	Other
	30

	
	

	Reasons in Current Business
	Percent (N=19)

	Interest
	39

	Expertise
	26

	Disability/circumstances
	29

	Redundancy
	6

	
	

	2-yr Business Goals
	Percent (N=13)

	To close it down
	0

	To sell it
	0

	To downsize/ consolidate
	0

	To remain the same
	24

	To expand moderately
	38

	To grow rapidly
	8

	To establish it
	30

	To hand on the business
	0

	
	

	Source of Business advice (within in last 2 yrs)
	Percent (N=16)

	Customers
	0

	Enterprise agency/ trust
	0

	Solicitor/ accountant
	0

	Learning & skills council
	0

	Bank
	0

	Trade association
	0

	BBACT/ RNIB/Action for Blind
	13

	Business Link
	13

	Govt. funded business support
	31

	Family
	6

	Suppliers
	6

	Other business owners
	6

	Did not seek advice
	25


5.1 Self-employment/ business approach

Individual respondents were either self-employed (43%) or considering self-employment (57%) and those already in self-employment have experiences ranging from 1-21 years. The focus group discussions also showed that there were quite a number of blind and partially sighted individuals who have had some form of training and are considering self-employment. Most respondents were sole traders (59%) who started from scratch (81%) and nobody was in a franchised operation.  They tended to operate from home (50%) and a few (10%) use both home and external premises.  

People are in self-employment for various reasons which defined their motivations and the level of risk they are prepared to take. For most respondents interest (39%) and expertise (26%) were of primary importance. For some people, disability or personal circumstances (29%) contributed greatly to their choice of employment. Very few people were in their current employment through redundancy (6%). The relationship between personal circumstances and choice of employment is echoed by the personal experience of one of the participant in a focus group discussion in London:


‘You are blind and the employers don’t want to know, so if you

 want to work, the only option is self-employment’. 

The blind and partially sighted who responded to the questionnaire tended to be in the IT/ computing services (30%) and health/social/ personal services (40%). The reasons for being in business and the sector of operation could well influence the choice of franchise business one may consider. It was evident from all the focus group discussions that people associated franchise with big businesses like McDonalds. 

The research also asked those in self-employment about their business goals for the next two years with a view to identifying those who are interested in expanding their business, and possibly through franchising.  Only a few respondents (8%) are aiming to grow their businesses rapidly while most respondents either want their businesses to stay the same (24%), expand moderately (38%) or establish it (30%). Very few people responded to the question about family involvement in the business, but those who did indicated that their spouses share in the ownership and management of the business. Family members (6%) continue to play an important role as business advisors. For the last two years most respondents sought business advice from Government funded business support services (31%) and Business Link (13%). Some sought advice from organisations supporting blind businesses, BBACT/RNIB/ Action for the Blind (13%) while a quarter of respondents had never sought business advice from anywhere at all. 

5.2  Perceptions on franchise 

Information about people’s knowledge about franchising are revealing. Over three quarters of people interviewed knew little or next to nothing about franchising (Table 3). 

Table 3. Perceptions on franchise

	Knowledge about franchising
	Percent (N=24)

	Nothing
	23

	Very little
	36

	Little
	18

	A great deal
	23

	
	

	Reasons for Attractions to Franchise option
	Percent (N=15)

	Proven track record
	30

	Initial help and advice
	24

	Established name
	24

	Continual support and guidance
	22

	
	

	Unattractiveness of Franchise
	Percent (N=14)

	Hard work and effort
	11

	Constant payments to franchisor
	32

	Inflexible rules and procedures
	42

	Mutual dependence
	15

	
	

	Challenges for VIP in Franchising
	Percent (N=14)

	Complex management/operational systems
	20

	Complex information requirement
	8

	Mobility and location issues
	36

	Nature of business e.g visual descriptions
	16

	Hiring personal assistance before success
	20

	Other
	

	
	

	Franchise as a means of self-employment
	Percent (N=20)

	Yes 
	75

	No
	25

	
	

	Potential areas of Interest in Franchise Formats
	Percent (N=11)

	Hotel and catering
	14

	Store retailing
	23

	Personal services
	17

	Property services
	14

	Transport and vehicle
	9

	Business and commercial
	23

	
	

	Perceived Barriers to becoming a franchisee 
	Percent (N=11)

	Lack of necessary information
	33

	Lack of business support
	7

	Inability to raise finance
	27

	No franchise in area of business
	33

	
	

	Perceived barriers to becoming a franchisor
	Percent (N=14)

	Don't know how to go about it
	44

	Don't know who can support me
	31

	Don't know the benefits and drawbacks
	25

	
	

	Attractions to becoming a franchisor
	Percent (N=12)

	Low capital expenditure 
	50

	Personal commitment of franchisee
	25

	Reduced daily involvement
	25

	
	

	Drawbacks of becoming a franchisor
	Percent (N=13)

	Loss of ownership (control)
	46

	Low profits (sharing with franchisee)
	27

	Managing relationship with franchisee
	27

	
	

	Want more information about franchising
	Percent (N=21

	Yes
	76

	No
	24


At the focus group discussions, participants were asked what they knew about franchising. It was always the case that very few people had a full grasp of what it was. Most people knew about international franchised businesses, but very few knew of franchises in the businesses they were in or were considering.  While information from the questionnaires used the definition of business format franchise, social (enterprise) franchises were also mentioned in the focus group discussions. 

The general benefits of franchising - proven track record, initial help and advice, established name and continual support, were equally attractive to respondents. Most people indicated they would find the inflexible rules and procedures (42%) and constant payments (32%) associated with franchising very daunting. Respondents were of the opinion that the visually impaired considering franchising could face additional challenges in the form of complex management and information systems (28%), mobility and location issues (36%), identifying ‘user-friendly’ franchise businesses.  For example they perceived a major barrier would be where visual/sight are important to the business (16%) and having to hire personal assistance/driver, thus increasing overheads – these would act as barriers to making profits (20%). The challenge of mobility was most often cited as the reason why most of the respondents would operate their businesses either wholly or partly from home. 

The research asked specifically whether respondents would consider franchising as a means to self-employment. Seventy five percent of respondents were positive about franchising while 25% would not consider it. The interactions in the focus groups helped people to clarify their own understanding about franchising and usually some people were willing to consider some form of franchising, especially where continuous support would be forthcoming. The reasons why a few who had considered becoming franchisees but had never done so was because of lack of the relevant information/ business support (40%), perceived absence of franchises in their area of business or interest (33%) and lack of finance (27%). One respondent also indicated the following reason:  

‘Fear of the unknown and not knowing other VIPs who are involved in franchising.’

A few people had thought about becoming franchisors but did not know how to go about it (44%), who would support them (31%) and the true benefits or drawbacks of such a move (25%). These limitations are captured by potential franchisors who wrote:

‘We're now at a stage where franchising the business is becoming an interesting possibility. Naturally I need to know more about this before I dare proceed’.

‘Twenty years ago, I had a business idea that I could franchise… Because I was blind nobody took me seriously.  Even now, I think the IT business is worth franchising.’ 

Most respondents, therefore, wanted more information (76 %) about franchising. The focus group discussions explored further, the general lack of available information/ support on franchising, given the noble attempts of organisations such as the British Franchise Association. 

For the blind and partially sighted, the perceived reasons were the place of franchise in self-employment, organisational support systems, personal persuasions and attitude and role models. In the focus group discussions some people were of the opinion that the blind and partially sighted individual in self-employment or considering self-employment have several issues to deal with.  These issues ranged from loss of state benefits, mobility right through to access computer equipment and becoming computer literate.  It was noted that a significant number of people in viable self-employment or franchises initially established them on part-time basis initially. Some blind and partially sighted people had had to make the jump from benefit into self-employment at a great personal cost. Although the research evidence suggests the high degree of viability of franchises, the perceived risk, real or imagined persists in the mind of people. 

It also came across that the personal motivations of people are important.  While business advisors, from government, private or charitable sources may not find it within their remit to offer franchising information to the self-employed, it is all too often left to the strongly motivated individual entrepreneur wishing to succeed to take the bull by the horn, force the issue, ask the questions and get the relevant answers. In any environment where there are minority players, role models serve as sources of motivation. There is a paucity of information in the literature about the blind in franchising, and even the BFA / Nat West national research on franchising in the UK does not provide a disability disaggregated data. Information on franchising does not show the extent to which the disabled are involved in franchising. This is important as attempts to find blind or partially sighted franchisors and franchisees proved very daunting. 

5.0
Perceptions of Organisations

Several organisations were identified who played important roles in supporting the blind and partially sighted in employment. Their views were important to this research. In the survey, focus group discussions and personal communications, the research sought their views on the general nature of the services they provide, the extent to which franchising feature in their services, their perceptions on the challenges the blind and partially sighted may face in taking the franchise route to self-employment and the possible support organisations may need.  

5.1 General Service provision

The results of the survey (Table 4) showed that organisations that responded provide business advice and support (40%), employment training (13%), financial advice (19%) and other services (28%). As has already been shown individuals seek business advice from different people and organisations. In the focus group discussions, the consistent thought was that a network of continuous support was vital for sustaining the businesses of the blind and partially sighted.       

Attempts were made to find the number of people using these services and the percentage of individuals with visual impairment. A greater number of organisations had 200 or more people using their services (33%).  About 12% of those interviewed did not know the number of visually impaired who use their services, 16% of service providers have no visually impaired person. However, a greater percentage of those interviewed (47%) were of the opinion that their services were used by 70-100% of visually impaired people. 

Table 4. Service providers perspectives on franchising

	Service Provision 
	Percent (N=44)

	Business advice & support
	40

	Employment Training
	13

	Financial advice
	19

	Other
	28

	
	

	No of People Using Service
	Percent (N=45)

	Up to 99
	25

	50-99
	13

	100-199
	29

	200+
	33

	
	

	No of Visually Impaired 
	Percent (N=43)

	None
	16

	1-9%
	25

	10-19%
	0

	20-49%
	0

	50-69%
	0

	70-100%
	47

	Don't know
	12

	
	

	Information on Franchising
	Percent (N=46)

	Yes
	48

	No
	52

	
	

	Advice VIPs on Franchising
	Percent (N=44)

	Yes
	11

	No
	89

	
	

	Information on Franchise Format
	Percent (N=15)

	Hotel and catering
	20

	Store retailing
	33

	Personal services
	33

	Property services
	14

	Transport
	0

	Business & Commercial
	0

	
	

	Why Franchising is not offered
	Percent (N=27)

	Can't tell from our records
	19

	Support client's choice
	22

	Limited information
	11

	Other
	48

	
	

	View on Franchising
	Percent (N=42)

	Worth considering
	71

	Not an attractive option
	3

	Don't know
	14

	Other
	12

	
	

	
	

	Making Franchising accessible
	Percent (N=43)

	More information
	20

	Franchise promotions
	20

	Knowledge of sources of finance
	21

	Training support
	17

	Access to database
	20

	Other
	2

	VIP & access to franchising
	Percent (N=30)

	IT dev. & training package
	37

	Additional finance
	25

	Organisational support
	29

	Other
	9

	
	

	Support for organisations
	

	Having franchising unit/ experts
	

	Special franchising support fund
	

	Training
	

	National guidelines
	

	Other
	

	
	

	Access services of Create
	Percent (N=43)

	Yes
	31

	No
	69


5.2  Perceptions on Franchising 

The questionnaire asked whether organisations provide information on franchising as part of their business advice and support package. The results showed that 48% of them do while 52% do not provide information on franchising to their clients.  The client’s choice of support (22%) determines whether information on franchising is provided or not. Organisational records (19%) did not reveal much, some indicated they have limited information (11%) and there were several other reasons (48%) why information on franchising is not specifically offered. 

	Further reasons why franchising is not offered

· No call for information about franchising-nearly all sole traders

· We offer free business counselling/advice/business ideas.  We do not suggest business ideas to them, this must come from the client.

· Ours is mainly a demand-driven service

· Visually impaired clients shy away from franchise, otherwise we would have discussed it 

· Not in our remit

· Not appropriate for our members

· No one with visual impairment has requested advice

· We do not have the staff/knowledge to do this




Further discussions at the focus group with employment and business advisors showed that while they acknowledge the opportunities franchising may present, it only forms a part of the package they give to clients.  Franchising is not promoted because little is known about it. Government-funded employment advisors also work towards specific Public Sector Agreement targets. They may pull people along on the road they have chosen by themselves or else push them towards their organisational targets. The same is true for other organisations offering business support. Like everything else, franchising must be part of stakeholder choice before it will be at the centre stage. Organisations promoting franchise such as the BFA and Create have a role to play in this regard.

The research also asked respondents about their views on franchising, whether it is something that their organisations need to promote equally as they do with other means of employment. The results reveal that 71% think it is worth considering, 14% don’t know and 3% think it is not an attractive option. For franchising to be considered seriously, however, there needs to be readily available and accessible information (40%), promotions (20%), knowledge of sources of finance (21%) and training support (17%). Some respondents were also of the opinion that to make franchising accessible to the visually impaired, there will be the need for IT development and training packages (37%), additional finance (25%) and support for organisations working with the visually impaired (29%). Respondents also made the following suggestions: 

· This  would be up to the franchisors marketing plans. If they want to target the visually impaired then they should make efforts to promote their services to them, and maybe offer more practical support( not necessary additional finance, they are a business too)

· Organisations working with visually impaired people need to identify those who may wish to consider self-employment. Franchising could be discussed as an option and people sign-posted to business support organisations for help in exploring the opportunity.

· Awareness of business support service available

· Looking for a franchise is no different to starting any other business

· More encouragement and confidence building to motivate people.

Some respondents were of the opinion that supporting organisations with special franchise units/ experts (10%), training (18%) and policy guidelines (18%) may be the way forward. However, a greater number of people (40%) think otherwise. Some wrote the following:  

· We refer people to the Action for Blind People’s employment unit

· We are suitably equipped now

· Our business advisors know the do's and don'ts of franchising very well

· We have access to franchising experts

· We have experienced business counsellors, although access to further resource is always helpful.

· People with disability require extra help at present we have no funding for this.

· The support needed is no different to normal business

The role of organisations such as Create and the BFA in promoting franchise has already been mentioned. The research asked whether organisations would be interested in accessing the services of Create, having indicated that they have an online assessment tool for supporting the blind and partially sighted into self-employment through franchising. A significant number of people (69%) said no, while 31% showed interest in what they have to offer.  Most of the focus group participants knew next to nothing about Create, and very little about the BFA. There seems to be a need for targeted promotion of the services of organisations championing franchise.  Such promotions, if the focus group discussions and personal communications are anything to go by, should showcase the different franchise formats available and most probably how franchising can be a useful option for employment for  organisations wishing to meet their targets. 

5.3 Perceptions of existing franchisors/ franchisees

Discussions were held with existing franchisors and franchisees about the potential of blind and partially sighted individuals using the franchise route to self-employment. The general advantages and disadvantages of franchising were mentioned. Franchising is seen as a neutral activity and most franchisors interviewed have never considered what additional support blind and partially sighted individuals would need. Some franchisees were of the opinion that the type of franchise would determine the nature of support needed. A florist franchisee remarked:


‘If a blind person becomes a franchisee, as I am, he or she

 would definitely need additional support to be able to sell to

 clients.’

 There was the perception that mobility will be an issue for blind and partially sighted individuals with certain franchises, especially at the initial stages where one may not have the capacity to employ additional people.  

6.0 Further Lessons from the Focus Group discussions

The focus group discussions were a source of participatory learning and action.  The lessons learnt and suggestions made are distilled in the following session. 

6.1 Potential franchisors

Five individuals who attended the focus group discussions were keen about taking their franchising ideas forward. One has a business idea and he actively wants to explore whether it is feasible to franchise it. Another person wishes to launch a franchise and thinks he needs support to be able to take his ideas forward.  Three individuals were identified in London who were keen to launch ‘franchisable businesses. 

6.2. Alternate models of supporting 

During the focus group discussions alternative models of support for the blind and partially sighted were mentioned for consideration.    

· Formation of loose national association of blind professionals e.g. alternative therapists who would provide support to individuals wherever they are located nationally.  This would provide a forum to promote their services, refer clients out of area to other members and reduce isolation.

· Marketing co-operatives. Similar to loose national association, a marketing co-op would consist of a mix of professional within a particular sector (eg, artists consisting of musicians, artists, sculptors ) could jointly promote their services. Each artist would contribute to the overall marketing costs and benefit from reaching a wider audience than they would otherwise have achieved on their own.

· Entrepreneur’s Forum. Action for Blind People (AFBP) is establishing number of regional entrepreneur’s forum around the country.  Specific franchise formats can be developed from these  fora  to meet the needs of the blind and partially sighted entrepreneurs. During discussions with members of the entrepreneur forum,  the following comments were made:

‘You work hard like a slave (franchisee) and someone (franchisor) reeks in the profits’. 

‘You are just a chink in a long chain, you have very little control’.

‘Franchise does not allow creativity, but the support behind it is brilliant’.

‘Putting more money into organisations supporting existing blind entrepreneurs will lead to profitable businesses than franchises’.

6.3 General information

· Participants indicated they have had both positive and negative experiences with Access to Work  

· The nature of the work of DEAs  is such that they do follow clients lead in employment. There were comments that some of them may  be  more interested in promoting benefits than self employment. There was the perception that staff find it easier to get people into work than self-employment. If independent business advisors (IBAs) are not successful in placing people into jobs then refer to DEA or Job brokering services like Reed, Sure Trust (New Deal deliverers)

· Finance emerged as the biggest barrier to starting up

· Participants expressed interest about what BBACT is doing and indicated that it would be really useful if BBACT could come up with shortlist of suitable franchise opportunities for VIPS – and follow-up with intensive 1-2-1 support to make it a reality.  They may pilot a few before rolling programme out.

· A participant wanted to explore an IT based franchise opportunity that can be run from home.
· For some people, it was the first time that they had heard the word,  franchise.

Some participants identified the following barriers to self-employment/ franchising

· Raising money (capital)

· Poor man can’t start business

· Getting staff/ help I can trust 

· I must have someone to help me

· Location and mobility issues

· I’ll definitely need a driver

· I’ve been on lots of training but no job at the end – problems with my age, colour, disability

· There’s too much competition for jobs so blind people like me don’t get any support to get a job – we only get advice and information  

· I want work experience

· Childcare is very important to women

· We need continuous care/support to do our business well

Participants also mentioned the positive contribution the following resources would make to the self-employed: 

· Networking opportunities

· Website

· Workshops

· Looking at developing network support eg, complimentary therapy, IT

The role of DEAs, Access to work and other organisations supporting the visually impaired were mentioned and the following suggestions to improve their work were  made: 

· Need to raise the profile of disability services particularly to employers and general public.  A lot of education is needed

· Existing agencies that work with people with disabilities need to link up – too many agencies, poor integration, poor communication.  Too many agencies making money from people with disability and providing a very poor service
· Set up meeting between DEAs in different offices, meeting with Access to Work team – more case conferences to improve communication and service to clients
· More training for people working with people with disabilities to sensitize them to the real needs of the clients.  Disabiltiy-specifc organisations are themselves not always good and do not provide good service for the people they are supposed to serve

· Some DEAs are committed individuals who want to make a real difference – they want to change the system.  Individuals make things happen in spite of the system because they are committed

· Most DEAs see it just as a job

· Those not having a disability are patronising and have very low expectation of their clients.  Need to employ people with disability because they understand the problems/issues – there is need for balance

· DEAs knowledge base is crucial, they should have good life experience and common sense

7.0 Recommendations

The BBACT are looking for ways in which blind and partially sighted individuals in self-employment may harness the opportunities in franchising and avoid the pitfalls. Although the research could have benefited from real life case studies, the findings provide  useful suggestions for the next steps forward in the field of 

franchising and disability in general, and the BBACT’s work with the visually impaired in particular.

1. The review of international and national research show a paucity of information on partially sighted or blind (or disabled) franchisees and franchisors. The BFA/ Natwest national franchise research in the UK should show ‘disability disaggregated data’. The BBACT/ Create should follow this up to ensure that future reports categorise the number of blind and partially sighted (or the disabled in general) franchises. 

2. There is a general lack of knowledge of franchise opportunities among the blind and partially sighted individuals and business agencies who support them. The BBACT, Create and BFA should create the awareness and provide targeted and timely information to blind organisations. Links should be established with national associations such as the RNIB and the Talking News Paper Association of the UK. The BBACT may consider initiating the development and production of audio/ CD franchise magazine with the TNAUK, Soundings. Most franchisors may pay for this unique promotional opportunity. 

3. The research identified a number of people who are interested in pursuing franchise opportunities. The BBACT/ CREATE should take steps further to develop ‘Pilot’ Models’ with these 5 individuals who are based in Stoke-on-Trent, Scotland and London for a period of 12-18 months.  An integrated package of support in terms of information and advice, visits, accessing ICT equipment, intensive training, business support, writing business proposals/plans and accessing finance could be given.  

4. The research could not identify blind and partially sighted franchisees/ franchisors. There was also the feeling among potential franchisors of the need for visible role models.  Development of the ‘pilot’ models would go a long way towards meeting this need. Lessons to be learnt from these pilots would give clearer indications of the realities of franchising for the visually impaired. 

5. There is a wide range of organisations with different remits and capacities supporting a large number of blind and partially sighted individuals in employment. The BBACT has a limitation to respond to the national implications of the research findings. It is imperative, therefore,  that BBACT works with local partners in order to have this desired ‘national reach’. For example to execute the pilots BBACT would need to work closely with partners (for example Action for Blind People, RNIB or social enterprise agencies )  in each of the areas identified to fund the additional work BBACT could not deliver. 

6. Alternative support mechanisms for the self-employed such as loose associations, marketing co-ops and fora were encountered in the research. Franchise formats using social franchise techniques could be developed from these support mechanisms. These would incorporate one or more of the following: 

· Promotion- marketing/ media and logo/ branding

· Training- technical or management training

· Quality assurance- technical or provider defined services

· Information sharing/ referral mechanisms

· Cost-cutting measures- such as centralised purchases

· Franchise contract- franchise or membership fees, franchise agreements.

BBACT/ Create should take this forward with existing associations such as the Entrepreneurs forum. 

7. Access to finance was raised as a major barrier for many, especially during the focus group discussions. Much more work would have to be done in this area to identify sources of finance that would enable more people with visual impairment to take advantage of franchising. More promotion needs to be given to business opportunities that require low levels of capital investment at entry levels as well as those that can be operated successfully from home and those that can be part-time.
8. To make the franchise opportunities practical and accessible,   BBACT may have to engage the services of a Franchise Specialist who would work with members wishing to establish franchise operations. This specialist post could work with the pilots identified to nurture and establish their business ideas.  This person would also work with key organisations such as Create, BFA and other national/ regional organisations and associations  to promote franchising among people with visual impairment and develop partnerships with other organisations.
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Appendix

 Focus Group Participants

	Burmingham
	

	Tony Washington
	Individual-actively looking to start franchise business-

	Colin Bowen
	Birmingham City Job Centre Plus

	Maurice Whapples
	QAC student- ex piano tuning business

	Penny Hefferan
	BBACT

	Salome Ahenkora
	Concept

	Esther Asamoah
	Concept

	
	

	London
	

	Ibukun Olashore
	Director

	Emou Mian
	Online Financial Services

	Nathaniel Roberts
	Social enterprise/ hairdressing salon

	Olayinka Yemi-Tijanee
	Mini cab office/ business centre

	Ifeoma Omife
	Fashion boutique

	Marcus Powell
	

	Maxwell Buatsi
	

	Shirley Dennis
	

	Theresa 
	BBACT

	John Keise
	Director, Selah

	Kofi Sarpong
	DEA, Lambeth

	Salome Ahenkora
	Concept

	Esther Asamoah
	Concept

	Kwaku Ahenkora
	Concept

	Manchester-Henshaws
	

	Gill Robinson
	Northern Pinetree Trust

	Louise Hutchinson
	Henshaws- Director

	Terry Robinson
	Exploring becoming a franchisor

	Penny Hefferan
	BBACT

	Salome Ahenkora
	Concept

	Esther Asamoah
	Concept

	Entrepreneurs forum

2 meetings with more than 20 people per meeting 
	


List of Individuals/ organisations

Personal Communication
1. Ian Stobie – Prime

2. Comicon

3. Community Action Network

4. BFA 

5. Create

6. Mr Harris- DEA policy advisor

7. Action for Blind People: Self-employment advisors

8. DEA Manager: Alperton and Brent West Division

9. Colleges for the Blind: Hereford, Queen Alexandria, Redhill College

10. RNIB: Self-employment advisors in London and Burmingham

11. Soundings

12. In Touch programme

13. Beacon Magazine (RNIB)

14. National Headquarters TNAUK

15. Tony Greeves (Surrey): contacted through Soundings

16. Leslie Harrison (Leeds): contacted through Soundings

17. N. Ireland Association for the Blind, Belfast

18. Business Link Advisors: Kent

19. BFA Annual Conference Docklands: Overseas Franchise

Members contacted included, Australia, Malaysia, France,

20. 
   BFA Exhibition/ Conference- Burmingham; about 12 Individual franchisors/ franchisee- 

Questionnaires 

Details about the questionnaires filled in by blind and partially sighted individuals and representatives of organisations who serve them can be obtained from the following sources: 

1. Concept Consulting RMT 

PO Box 2370 

Chigwell

IG7 4WA

02085016888

info@conceptrmt.co.uk
Report Authors- Salome Ahenkora, Esther Asamoah and 

Kwaku Ahenkora
2. The Blind Business Association Charitable Trust

Project Manager - Penny Hefferan
29 Quantock Rise

Shephed

Leicestershire

LE12 9JR

01509561790

Concept Consulting RMT 
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