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Marketing tool kit overview

▪ The purpose of this document is to provide a general 
framework for CFA members to promote World Franchise 
Day (WFD) in their local communities

▪ The information contained in this document is intended 
to provide general direction and ideas 

▪ CFA members should feel free to tailor the strategies and 
tactics to suit the needs of their system and local market
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About World Franchise Day
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▪ World Franchise Day (WFD) is an international initiative 
created by the World Franchise Council (WFC) to promote 
franchising worldwide

▪ The inaugural World Franchise Day will be June 11, 2025 

▪ The purpose of World Franchise Day is to provide an 
opportunity for franchise associations, suppliers, 
franchisors, and franchisees around the world to celebrate 
franchising together  

▪ By uniting our voices worldwide, our goal is to educate the 
general public, media, and government about the franchise 
business model and its positive impact on local 
communities



About the World Franchise Council
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▪ The World Franchise Council (WFC) is a non-political 
association of more than 40 national franchise 
associations from around the world

▪ The organization’s mission is to support the 
development and protection of franchising and 
promote a collective understanding of best practices in 
fair and ethical franchising worldwide

▪ The Canadian Franchise Association is an active 
member of the WFC

▪ Learn more by visiting the World Franchise Council 
website

https://worldfranchisecouncil.net/
https://worldfranchisecouncil.net/


Marketing plan 

▪ The CFA worked closely with Reshift Media to develop a 
marketing plan that WFC members can use as a rough 
framework to promote World Franchise Day in their home 
markets

▪ The plan provides details on:

- Objectives and audiences

- Messaging distribution

- Implementation tactics

- Strategy rollout



Process 

▪ To arrive at the recommendations in the marketing plan, 
the CFA led a process that included collaboration with 
key stakeholders, including members of the World 
Franchise Council and the Canadian World Franchise Day 
committee, made up of franchisors and Board members

▪ Based on initial member feedback, the CFA worked with 
Reshift to develop a marketing plan tailored to CFA 
members, including resources to help both franchisor 
and supplier members participate in the celebrations on 
June 11, 2025

▪ A webinar to review the materials and ask questions will 
take place on Tuesday, April 15



Key dates 

April 6: Official kick-off for World Franchise Day at CFA National Convention

April 15: Webinar for CFA members to review materials and ask questions

May 6: Follow-up webinar for CFA members to discuss activities and ask questions

May 27: Follow-up webinar for CFA members to discuss activities and ask questions

June 9/10: Last-minute World Franchise Day prep and communications

June 11: World Franchise Day
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https://marketing.cfa.ca/acton/fs/blocks/showLandingPage/a/37343/p/p-01e1/t/page/fm/0
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OBJECTIVES AND 
AUDIENCES

SECTION ONE
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Objectives & target audiences

▪ The objectives of World Franchise Day are to:

- Increase awareness about franchising 

- Educate people on the benefits of franchising 

- Participate in a worldwide celebration of 
franchising 

▪ Our target audiences are:

- General public

- Government

- Media 
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General public/consumers

Objectives:

▪ Increase awareness about franchising

▪ Educate people about franchising

Core message:

▪ Franchise locations are small businesses that are 
locally owned and contribute to the local 
community

Desired outcomes:

▪ Change the general public’s perception of 
franchises as “big businesses” 

▪ Encourage people to support franchise 
businesses in their area

Why we are targeting this audience:

▪ The general public is a critical audience, as their 
perception of franchising impacts our other 
audiences (government, media)

▪ This audience purchases products/services from 
franchise locations, so increasing their 
understanding could have a positive impact on 
member franchise brands

▪ This audience includes potential franchisees, so 
there is an indirect benefit of potentially 
increasing the number of people looking to 
purchase a franchise
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Government
Objectives:

▪ Increase awareness about franchising

▪ Educate key government officials about franchising

Core messages:

▪ Franchise locations are small businesses that are locally 
owned and contribute to the local community

▪ Franchising is a major contributor to the local economy 
and employment

Desired outcomes:

▪ Educate government about the importance of 
franchising to the economy and that fact that franchises 
are local businesses

Why we are targeting this audience:

▪ Government has a significant impact on 
franchising, largely via legislation

▪ Government support of World Franchise Day can 
influence both of our other target audiences

11



Media
Objectives:

▪ Make media aware of World Franchise Day and 
its objectives

▪ Make media aware of World Franchise Day 
tactics and events

Core message:

▪ Franchise locations are small businesses that are 
locally owned and contribute to the economy

Desired outcomes:

▪ Earn media coverage about World Franchise Day 
to raise awareness within our other target 
audiences

▪ Have media provide coverage of tactics and    
events

Why we are targeting this audience:

▪ Media provides us with an opportunity to share 
our messaging with our other target audiences

▪ Media can amplify the effect of our tactics and 
events by providing coverage
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MESSAGING 
DISTRIBUTION

SECTION TWO
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Working together to increase   
franchise awareness
▪ To help increase awareness about franchising 

we will need help from you, our CFA community, 
to make your voice heard!

▪ The following slides include suggested ideas for 
how franchisors, franchisees, and suppliers can 
participate in World Franchise Day by engaging 
the general public, government, and media.
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Franchisors
▪ Franchisors play a key role in increasing franchise awareness by:

- Coordinating with franchisees to share messaging with the 
general public

- Sharing messaging directly with the general public/consumers

▪ Ideally, franchisors will share the messaging through their business 
channels:

- Social media

- Company website

▪ Target audience:

- General public/consumers
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Franchisees

▪ Franchisees play a pivotal role in helping to increase franchise 
awareness, as they interact with the general public/consumers

▪ Encouraging franchisees to share messaging with consumers is a 
core element of the strategy

▪ Ideally, franchisees will share the messaging through:

- Social media

- Local stores/locations

- Local website (if pertinent)

▪ Target audience:

- General public & customers
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Suppliers
▪ Suppliers play a key role in increasing franchise awareness by:

- Coordinating with CFA member franchisors to share 
messaging with the general public

- Sharing messaging directly with the general 
public/consumers

▪ Ideally, suppliers will share the messaging through their business 
channels:

- Social media

- Company website

▪ Target audience:

- General public/consumers

- CFA member franchisor customers

17
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IMPLEMENTATION 
TACTICS

SECTION THREE
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Timing

▪ The focus is on “making noise” during the actual day (i.e.
June 11, 2025) to focus our efforts and avoid message 
dilution

▪ This means the bulk of our posts, events, and activities 
should be planned for this day

▪ To create as much excitement as possible, we recommend 
that CFA members mobilize their franchisees and reach out 
to local government representatives well in advance, as 
outlined in the following pages
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Major priorities
▪ While there are many ways members can participate in 

World Franchise Day, we are asking members to prioritize 
the following activities:

1) Social media engagement: Create and share social 
posts/videos focused on our core messaging

2) Government engagement: Send letters to government 
officials in your local riding to encourage them to visit 
a franchise location within your brand and engage 
with a franchise business owner

3) Community engagement: Post signage in your 
locations highlighting the WFD key messages

20
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1) Social media engagement
▪ The number one priority is for franchisors, franchisees, and 

suppliers to like, share, and repost any social media content 
posted by the CFA and other CFA members – whenever you see 
this content, engage with it!

- Platforms include Facebook, Instagram, LinkedIn, TikTok, 
YouTube, X (Twitter)

- Watch for posts from the CFA and any posts using the official 
#WorldFranchiseDay hashtag and like, comment, share!

▪ The more social accounts we can involve the better, so please 
encourage your franchisees to participate!

▪ We also are asking franchisors, franchisees, and suppliers to 
create their own social media posts talking about the fact that 
franchises are small businesses who contribute to the local 
community
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1) Social media engagement
▪ We have included some example posts on the following pages 

- Please customize these to your company, including photography

- You are welcome to use the World Franchise Day logo on your website and in social 
media posts (style guide enclosed)

▪ Potential ideas/opportunities:

- Create website article(s) that are shared as posts on social media

- Senior executive(s) of the franchise brand or supplier record a video where they talk 
about franchising and how it contributes to the community

- Head office creates a video with several franchisees talking about how their 
franchise is a small business

- Individual locations create a video featuring the franchisee talking about how their 
franchise is a local business that contributes to the local community

- Create social posts/videos featuring franchisee community involvement

- Create social posts/videos featuring franchisee staff (in the context of being part of 
the community)
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1) Social media engagement
23

▪ All social media posts should incorporate our main hashtag:

#WorldFranchiseDay

▪ In addition, CFA members should use additional relevant hashtags, such as:

- #franchising

- #smallbusiness

- #entrepreneur

▪ If you like, you can link your posts to an article on your website or on the CFA 
website: CFA article

▪ Additional resources for messaging and ideas:

- Sample article

- Website assets

- World Franchise Day FAQ

https://cfa.ca/blog/world-franchise-day-celebrating-franchising/
https://cfa.ca/blog/world-franchise-day-2025/
https://drive.google.com/file/d/1sqQq4hmROXxq_IUDWjxMz6ToXkHGtr-t/view?usp=sharing
https://docs.google.com/document/d/1oGHOqRVVcLpBf3gJKZ0XrR-gWSnML0ss/edit?usp=sharing&ouid=108046190276708998182&rtpof=true&sd=true


WFD logo use

▪ CFA members can download hi-res versions of the logos here

▪ Click here for brand guidelines (fonts, colors)

▪ Logo use:

- Please do not remove or edit the World Franchise Council 
portion of the logo

- The preference is to keep the logo and tagline in English; 
however, if it is necessary to translate the text, please retain 
the same colours and fonts as per the above brand 
guidelines
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https://drive.google.com/drive/folders/1Ggjnq9imNlbfaCW_VEzWjB30jIjDB8N9?usp=sharing
https://drive.google.com/file/d/1AI567gmqJWhdI5YIKHhmphbATrJtF8yU/view?usp=sharing


Example franchisor posts

Note: These are meant as examples only. 
Images are provided as examples only and should not be used in actual posts/ads.

Today is #WorldFranchiseDay, where we 

celebrate the contribution franchising makes 

to our communit ies. 

Each one of our franchise locations is a 

small business that is owned by a person 

who lives in your area.

Learn more about how franchising benef its 

your community!

Did you know that each of our locations is 

owned and operated by a franchisee who 

lives in your community? 

Hear from our amazing franchisees about 

their journey to f inancial independence! 

#WorldFranchiseDay #SmallBusiness

Today is #WorldFranchiseDay, where we 

celebrate the posit ive impact franchising 

has on our communities!

There are many myths about franchising. 

What most people don’t realize is that 

f ranchise locations contribute to the local 

economy and are owned by people who live 

in the community.

Learn more about the posit ive impacts of 

f ranchising!

Each of our franchise locations is owned by 

a hardworking person who gives back to 

their communities through local 

sponsorship, job creation, and philanthropy.

Today is #WorldFranchiseDay, where we 

celebrate the contributions these amazing 

#SmallBusiness owners make to the 

communit ies where they live. Please come 

by and visit one of locations to learn more!   
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Example franchisee posts

Note: These are meant as examples only. 
Images are provided as examples only and should not be used in actual posts/ads.

A lot of  people think that because we are 

part of  [company name] that we are a “big 

business”. That couldn’t be further from the 

truth!

[Location name] is owned by [f ranchisee 

name] who lives and works right here in 

[city/neighborhood]. He grew up here and 

went to school at [ local high school]. 

Learn more about [f ranchisee name] and his 

amazing path to #SmallBusiness ownership! 

#WorldFranchiseDay

Today is #WorldFranchiseDay, where we 

celebrate the posit ive impact franchising 

has on our communities!

There are many myths about franchising. 

What most people don’t realize is that 

f ranchise locations contribute to the local 

economy and are owned by people who live 

in the community.

Learn more about the posit ive impacts of 

f ranchising!

We are very happy to celebrate the f irst -

ever #WorldFranchiseDay! 

Franchise locations like ours are not big 

businesses! We are a small business that is 

owned and operated by people who live 

right here in [city/neighborhood]!

Learn more about how franchising benef its 

our community!

Did you know that [ location name] is owned 

and operated by [f ranchisee name], who 

has lived here in [area] her whole l ife? 

She always dreamed of being a 

#SmallBusiness owner and giving back to 

her community. Thanks to the power of 

f ranchising, she was able to open her very 

own [brand name] location in [date]. 

Why don’t you drop by our store at 

[address] and say hello!  

#WorldFranchiseDay   
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Example supplier posts

Note: These are meant as examples only. 
Images are provided as examples only and should not be used in actual posts/ads.

Today is #WorldFranchiseDay, where we 

celebrate the contribution franchising makes 

to our communit ies. 

Did you know that f ranchise locations are 

small businesses that are usually owned 

and operated by people who live in the area 

they serve?

Learn more about how franchising benef its 

your community!

We are very happy to celebrate the f irst -

ever #WorldFranchiseDay! 

As a company that works with franchise 

businesses, we have seen f irst -hand the 

posit ive impact they have on their 

communit ies. We encourage you to learn 

more about the benef its of f ranchising!

#SmallBusiness #Franchising

Today is #WorldFranchiseDay, where we 

celebrate the posit ive impact franchising 

has our communities!

There are many myths about franchising. 

What most people don’t realize is that 

f ranchise locations contribute to the local 

economy and are owned by people who live 

in the community.

Learn more about the posit ive impacts of 

f ranchising!

Did you know that f ranchise businesses are 

locally owned and that they give back to the 

community through local sponsorship, job 

creation, and philanthropy?

Today is #WorldFranchiseDay, where we 

celebrate the contributions these amazing 

#SmallBusiness owners make to the 

communit ies where they live.   
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2) Government engagement
▪ The CFA is actively engaging with government officials 

throughout the country to urge them to participate in World 
Franchise Day by visiting franchise locations in their riding.

▪ If the CFA secures participation from any government 
officials, we will need to confirm franchise locations for 
these representatives to visit. 

▪ The CFA has created a form where members can submit 
information for the franchisees they recommend to 
participate in government visits, which could also garner 
media interest.

▪ We encourage all members with strong franchisees to 
submit their information to create a database of franchisees 
in ridings throughout the country: Franchisee form
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2) Government engagement
▪ While the CFA is engaging with key government 

officials, we also encourage members to reach out to 
their local elected officials to educate them about World 
Franchise Day and invite them to visit your franchise in 
their riding.

▪ To facilitate this government outreach, the CFA has 
created a template letter to send to your elected official: 
Sample government letter

▪ Please alert the CFA of any government responses so 
we can look to provide any available additional support, 
including on the PR front to try to secure media 
coverage (see contact information on the next slide).
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https://docs.google.com/document/d/1oIF_HcI9a2yxaT8OOKyD1CTOIoV12xKg/edit?usp=sharing&ouid=108046190276708998182&rtpof=true&sd=true
https://docs.google.com/document/d/1oIF_HcI9a2yxaT8OOKyD1CTOIoV12xKg/edit?usp=sharing&ouid=108046190276708998182&rtpof=true&sd=true


2) Government key messages
▪ Those who are successful in securing visits from 

government representatives to franchise 
locations should use the approved key messages 
in conversations with government and any media 
that covers the visit: Key messages document

▪ Please contact Derek Robertson, Senior Manager, 
Government Relations, at drobertson@cfa.ca or 
Lauren Huneault, Senior Manager, Content & 
Marketing, at lhuneault@cfa.ca if you have any 
questions or require any additional resources.
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https://docs.google.com/document/d/1a53trHrrgkb4TawdNfUBBCxHQwYRcJZz/edit?usp=sharing&ouid=108046190276708998182&rtpof=true&sd=true
mailto:drobertson@cfa.ca
mailto:lhuneault@cfa.ca


3) Customer engagement

▪ We encourage members to use in-store signage to 
highlight the celebration of World Franchise Day and 
key messages. 

▪ The CFA has created a template sign members can 
use in their franchise locations: Downloadable sign 
template

▪ You can take advantage of the Member Savings 
Program offer from The UPS Store Canada for print 
materials.
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https://drive.google.com/file/d/11Y7Uq-sZ47Xy9x73OBqkWbFh3J18N1qB/view?usp=sharing
https://drive.google.com/file/d/11Y7Uq-sZ47Xy9x73OBqkWbFh3J18N1qB/view?usp=sharing
https://cfa.ca/members-only/msp-offerings/msp-ups/
https://cfa.ca/members-only/msp-offerings/msp-ups/
https://drive.google.com/file/d/11Y7Uq-sZ47Xy9x73OBqkWbFh3J18N1qB/view


Other WFD opportunities
▪ The CFA has received additional suggestions for how 

franchisors and franchisees can participate in WFD, 
including:

- Franchisees hand out something physical to 
customers such as a sticker, coupon, pamphlet, or 
other giveaway

- Franchisors/franchisees have a special “World 
Franchise Day” promotion/offer/giveaway

- In-store QR code that routes customers to a video, 
webpage, or other material about World Franchise 
Day
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ROLLOUT APPROACH
SECTION FOUR
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Rollout approach
▪ The following pages outline a potential rollout approach 

for CFA members to consider

▪ This is a rough framework only – each CFA member 
should modify the approach as necessary to fit their 
needs

IMPLEMENTATION PLAN
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April/May
▪ Share information with your franchisees and CFA member network through emails, newsletters, 

conferences, mailers, etc.

- The objective is to mobilize your franchisees and member clients as outlined in this 
document

- Be specific about how you would like them to participate (i.e. share social posts, create 
unique posts, etc.)

▪ Create media assets (i.e. social media posts, videos, etc.)

- Shoot/edit videos, post FAQ on website, etc.

- Share tool kit resources with franchisees (i.e. sample posts, posts that can be shared)

▪ Engage in conversations with Government officials

- Attempt to arrange franchise location visits as outlined in this document

▪ Participate in the CFA-hosted webinar on April 15 to learn more about how to implement the 
resources in this Member Tool Kit.
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May/June
▪ Share and post WFD-related content

▪ Coordinate with Government officials for site visits, etc. (including the CFA and media as 
possible/needed)

▪ Mobilize franchisees and CFA member clients to act as distribution partners

▪ Deploy webpages as necessary

▪ Attend webinar sessions hosted by the CFA on May 6 and May 27 to discuss the rollout plan 
and any questions that come up as you move forward
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World Franchise Day (June 11, 2025)
▪ Publish information about World Franchise Day

- Social media, website, etc.

▪ Remind franchisees and member clients to amplify messaging, including sharing all content 
and posting their own content

▪ Host government visits (including the CFA and media as possible/needed)

▪ Post in-store signage to engage customers

▪ Attend the CFA Brand Awareness Open House to join in the in-person celebration (and eat 
some cake!)
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