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President of AdEngine, Garth Snider talks with theAviatech’s Todd Juneau

Garth: Hello. We're here today with Todd, the media dioeof Aviatech, Todd Juneau. Todd,
welcome today.

Todd: Thanks, Garth. Good to be here.

Garth: Good. AdEngine is a collection of websites, as kowow. We do franchise lead
generation. And we hope to have a discussion vathtgday regarding the industry, what we as
franchise lead generators can do better so thaawéelp your clients. As | understand it,
Aviatech has many franchise clients. Is that ca®rec

Todd: Yeah that’s correct. We definitely have a nichéha franchise development industry.

Garth: Well that’s our sweet spot and it's your sweet spat hopefully we can work together
here in the coming years to give a better produot customers and to continue the virtuous
cycle of lead generation and advertising and margeLet’s start off with just some general
guestions back and forth. | thought it'd be bestefjust had sort of a dialogue. What are the
challenges now facing the franchisors and then-légavelopment efforts that maybe weren’t
around eight months ago?

Todd: Good question. For us, currently our observatioagtzat the franchise concept
development has seen a pretty drastic change fvem &8 months ago. We were hearing from
our clients that the leads that they were gettimdjthe prospects that they were speaking to were
still performing at a descent conversation rateeylere still getting people to through their
sales pipeline, their Discover Days and gettingntfr@o starting new concepts. In probably the
last 30 days, we’ve heard a big drop into that. @@r@mon name of tire kickers coming up all
the time that they’re talking to these prospeats the prospects just can’t get the money or just
really aren’t able to get a concept started. Marye franchise clients that we work with or that
we talk to are indicating that they're well shottleeir franchise development goals for 2008
which means that they’re not closing deals and’theyot starting new concepts. So it appears
that perhaps, the economic conditions have somadp this area as well. | think also the
growth of new concepts sprouting up is diminishimg returns and saturating the market. It's
kind of what our observations are at this point.



Garth: The tire kickers — is there anything that we asdhase portals can do to better weed out
those?

Todd: That's another good question. | don’'t know the arste that yet because I'm not sure
how much of this has to do with perhaps the prdifen of all the franchise portals that are
sprouting up. In that, there’s just so many différ@pportunities for a prospect to go to they're
just not engaging at the levels that they wereigedo if it really is an economic factor that’sdie
into this. So I'm undecided on that outcome yetethier it's just over saturation or if it's
economic conditions that are creating this tirde&ic

Garth: Is Aviatech doing anything to what they call, “tuet qualify” a lead? | think | had heard
you say one time you were doing some lead qudiifioatype work.

Todd: Yeah. One of the unique elements about our agenttyat we don't just generate leads
and pass them to a franchise lead management skkeeeMax or Friend Connect. We are
doing a process of cleansing these leads in-hdygécally we run them through a couple of
different technology tools to cleanse the datd@first place to make sure we have the correct
data on the prospect. The second thing is thatanaztually calling them and having a
conversation with them and typically that’s donéwaome prequalifying questions in that
conversation that would allow us to determine whethey’re the prospect within the criteria
that our client is looking for or if they’re not. &¥e found that without taking it any further, at
least getting into the broker’s space, that’s dyemsitive thing that we can do and it improves
our lead quality and leads that we pass onto aentsl rather than just passing them data that
gets collected from a form. And we’ve investedha staff and the resources here at our agency
to be able to perform that service for our clients.

Garth: That's something that we've never done on the fEathl side. We've always thought
about it. Has that benefited your ability to...?

Todd: It’s definitely benefited our ability to service ioclients. | think there’s kind of two things
going on right now and that’s what we do with tlatper like you and then what brokers are out
there doing. What we were doing or what we’ve bé@ng has seemed to be a really great
middle-ground between just getting leads from dgbar going to a broker and perhaps paying
quite a bit of money or a sale as a commissionVé/been a great middle-ground in there. What
I’'m seeing now is that that middle-ground just isuifficient. They've got to get people in there
who are prequalified and ready to act within thetr3®, 60, 90 days max. And they’re getting
those types of relationships brought to them bybtioders. We're not qualified, nor do we want
to be, a broker. We just want to create a littleenaalue than you would get just from getting
data from a form fill. It has had a positive impadbwever, right now, | don’'t know that it's
enough anymore given the economic climate to sugitgie way it has been.

Garth: Is there anything that lead portals can do to belpwith this qualifying or with even the
access to the credit market? Is there anything mvereould be doing?

Todd: | have to commend you on your willingness and opsearto engage in a really intimate
relationship with your advertisers, whether it lirectly or with the agencies because that’s



something that we don’t experience very often at #pace. My hat’s off to you for that. It helps
me tremendously. Part of the problem | have astédia director specifically in the interactive
space is that there is such saturation within tiiechise portal marketplace. It seems like every
week, there’s a new franchise portal that popsyipd to sling leads. Unfortunately, it's bad for
the market in general because it just confusesdhsumer prospect even further every time they
try to perform a search on the internet to expfaaachise opportunities. What | think is really
going to set the portals apart is their abilityrtoovate how they present themselves and how
they create that engagement in conversation wélptbhspect that's on their site. | think one of
the ways they can be doing that is coming up witigjue content and content related to potential
economic solutions, potential ways to identify wiraght be the right franchise concept for them
to be looking at based on specific criteria. Adbthe portals are really just directories with a
form fill. And in this day and age, the trends be tnternet are going much more toward
conversational and content marketing. So thinkptbréals need to do a better job in innovating
their sites with content and creating conversateom relationships with those prospects. Once
they gain that loyalty, you don’t have to worry abthe saturation of the next guy down the
street who's putting up a web site with a directofyranchise concepts on it and the form fill
and he’s getting paid a couple of bucks a leadr&@b@o value to the prospect in that sales
channel.

Garth: Given the challenging economic time, what are yogl other than maybe franchise
gualifications or the lead qualification. What etse you doing to assist your clients with
advertising or marketing efforts?

Todd: Right now what it's really coming down to for usgstting really involved in the sales
process. Inherently, the relationship between aeréiding agency and its clients often times
just seems to be about services and paying foetkewvices and the agency developing and
executing. And I think the road we’re getting dowrthat we need to get much more intimately
involved with our franchise clients and their saleselopment process and their sales
consultants because one of the things that's hiafoless to know is what are they hearing on
the street? Their ears are to the pavement wittetpeospects and for us, that information seems
to be more critical now than ever because we neée &ble to identify if this is truly economic
facts that are coming into play? Is it the crediinch? Is it some other trend or reason why
conversions to sales aren’t occurring at the paaethey were before and what are those
challenges? So it’s, | think for an agency, ourl ge#o get much more intimate with our clients.
Get involved in their sales. Pipeline their salasniel. Get involved with their sales consultants.
Understand what they're hearing on the street bstt¢hat we can create a better
communication plan and communication strategy awd Wwe reach out to our prospects and that
goes all the way down to when we’re advertising oheur clients on a site in your network,
what are we saying to that potential prospect $hgiing to land on that page that’s going to be
different than they're going to hear anywhere else?

Garth: That's a good point. A lot of the web brochuresdmpages are, for the most part, the
same across all the portals. And if we can get semggue content, that would help us stand out
among the other portals. Ultimately, you need aantéit's good, it's going to drive a better
product too.



Todd: Absolutely. And it creates loyalty too. Believeoitnot, loyalty on the internet is one of
the most sought-after elements that you can gadaradays. | think it's going to be about
content. It's going to be about intimacy and thiesarocess. It's going to be about knowing
how to speak to the consumer the prospect diffgraeoiv because we’re in a different
marketplace than we were just 6, 8, 9 months ago.

Garth: When you say consumer, you’re ultimately talking@ithe end-used right? The
prospective franchisee?

Todd: Correct.

Garth: How are your clients accepting or not acceptirgjitiea that you're going to want to be
more involved?

Todd: Some have hesitation. Some don’t. And the oneddibat, | think, see the value in what

it is that we’re trying to understand. They sed ti@re not trying to just be a service provider to
them to develop their creative or to run their pay-click campaign or whatever it's the fact that
we’'re really trying to understand their businesd aat’'s happening in their business from
literally ears to the ground. Some of them areasotvilling to do that and personally, I'm not
sure | understand that strategy, because if | wésair shoes, | would want my agency or
anybody helping me to know as much about my procetize challenges that | am facing as
possible. Because | just think that opens the ftmamore innovation and solutions to get around
it. | just think it's something that just hasn’tdsedone before. It's something that hasn’t been
presented to them before of, “Hey you want to gebived in my sales funnel? What's the need
for that?” The need is to get to know your busirestser so that we can understand how to solve
these problems better with partners like AdEngieealise we need to be able to come up with
solutions together with our media partners like Adife to speak to and have a different
conversation with the prospect franchisee. It'stgathange because this market isn’t what it
was.

Garth: Yeah | agree 100 percent. We've always sort oigsfied with the franchisors to get
them to give us some information on how the satesgss is going.

Todd: So they're not telling you either?

Garth: Not telling us either. I think that it's more juse have this market for whatever reason
has grown up sort of like a vendor than vendee-bfpelationship. It's not really an agency
relationship. | think that we would all benefittitbecame more of an agency-type relationship
where they realize, “Hey. We're in it together. Yado well, | do well. If you don’t do well,
ultimately, I’'m not going to.” And that’s what we'trying to preach to our clients. We're in it

for the long run. So we could take a lot of mongfrant and we could be gone in six months.
Just go look at some of these new lead portalsythdte talking about or you've referenced
earlier. They’re popping up and they’re going doWe’ve been here for eight years. See us as a
partner. Not simply as a commodity supplier. If ydmthat, give us some more information

back. We can then provide a better product. Thhessirtuous cycle. It keeps feeding off itself



in a very productive way instead of two gun-slirggstaying across the courtyard wondering
who'’s going to pull first.

Todd: Exactly. My sentiments couldn’t have been said lagtyer. It's trying to get that
information and the communication with the franohnit give that information up. And we’ve
certainly had challenges with that even as thesnay, they're paying us to get involved with
their business, it still seems to be somewhatdfadlenge.

Garth: AdEngine, as you know, started doing some diffeti@ngs other than simply lead
generation. Lead generation on a directory-typeehatfe’ve done some webinars and | think
we’ve talked to you about that in the past. Whatiar opinion of a webinar program that we've
rolled out and obviously nothing new has been dongears, you know, but this hasn’t been
done in our industry?

Todd: It's one of those pieces that fits under the intiovacategory. It's something that you
folks have brought to us that we haven't seen aeya/klse and that's what I'm talking about
when [ talk about innovation. You guys have figuoed that there’s something that’s out there,
and it's been used all the time in all types ofatént businesses, especially online. | attend
webinars every week because there’s valuable cotttdre had in webinars and it goes back to
getting away from that directory form fill relatiship with a prospect, and it gets into true
conversational engagement which nowadays is begomore and more critical. So the webinar
provide a platform to connect with a franchisorahe&hat they have to say, hear the emotion and
passion that they have about their concept. Yout den that through a form or words on a page,
for one. There’s an emotional effect there thatlmameceived by the prospect franchisee. In
addition, it's engaging in conversation becauseaivknow if we've attended a webinar in the
past, what happens after the webinar, there’s aagqXou get a chance to talk to them. You get a
change to ask questions. You get a chance to heaad aonversation and walk away with much
more knowledge and information about that particatancept that you would have ever had if
you just read a page with words on it and filled @fiorm and waited around for someone to call
you. | think it's absolute innovation. As you sark’ve talked about it and we are, as you know,
geared up and ready to try and impellent this wittneone of our clients because we think it's
just fantastic. I'm looking forward to seeing wltlaé results are.

Garth: How do you determine what type of client is matdie small for your agency or are
there any franchise clients that would be too stall

Todd: Yeah. There are franchise clients who are definitmb small. Working with an agency
does have an expense to it. Obviously. Typically gave an agency on retainer to handle
various pieces of your business. So you have te haleast a certain amount of revenues and
marketing budget available. And we find that tayg@cally compatible with franchise concepts
that have a pretty descent naf and have maybe ianomimof $100,000.00 in marketing to spend
over a year or so. | would say some of the smabecepts that maybe only have a small
footprint - 20, 30, maybe less than 50 stores lybaren’t ready for an ad agency to be
representing them yet. But | think once you getrdkat, over 100 different franchisees and you
have a naf and you've got a little bit of a footpprout there that you need and you can reach
people form and you have certainly the need toldpvecations is another piece of that. We



have some clients who are just sold out in certaankets. So as they continue to do that,
eventually they’re going to not need some of theises that we provide because they're
completely sold out. I think it's franchisees thag very, very small or ones that are very, very
big and pretty much sold out don't typically fietikcompatibility model with an agency.

Garth: What does a growing concept that only has 20 @t8@s but is going like gang busters,
how do they then go from 30 to 100 without somenagenvolvement?

Todd: Sweat equity (laughs). Attend webinars. Seriouslgrn how to do the basic types of
things that are going to bring you the low-handiit prospects. | think the broker model
certainly has a place in this because you're onlpgto be paying that broker commission if
you're closing a store somewhere so | think th&kbranodel is a no-cost out-of-pocket type
model that you can get into and only have to payffpou sell something. And hopefully you've
figured out an equitable amount of money that yau afford to pay as a commission. So I think
there’s room in that equation for the broker mot#iink being educated on the basics of how to
market your concept online through pay-per-cligketydvertising and obviously having some
dollars to spend there and with the portals. Beytbatl if | were to start a concept today, |

would advise someone to spend as much time asctregn the web especially within the
confines of the franchise trade journals and cdritet is on the web. Especially through ISA
and some of the other media partners that arehetd tLearn as much as you can because a lot
of this you can do for nothing really more than atvequity about getting your message out
online. I don’t think most concepts that start apay, perhaps, the people there starting them are
what | would consider incredibly advanced, savwvgiinet marketers. But if they were, they
would realize that you can do a lot online thatsidecost you anything. So you can be having
conversations on business blogs, entrepreneudgkldnd creating conversations and followers
there that aren’t going to cost you a dime, but geuer know if they’re going to be interested in
starting one of your concepts.

Garth: Let's say I'm doing that and I'm up to $7500 aid betting close to your threshold and
we’ve got a lot of clients that are advertiserthiat range. What then does your company do that
really takes it to the next level? Let’s say I'vené the sweat equity. I've done everything that
you've said and I’'m growing but I'm just not grovgrenough. So | come to Aviatech and | say
“help me out.” What would | expect at that point?

Todd: Typically when we’re approached with that particudhallenge and objective, it's about
getting to a critical mass audience. I've done ashras | can and | can only reach so many
people at this stage and now it's about getting ¢oitical mass. Typically that's where we step
in to say, “Okay. We know how to do that on a widetprint through pay-per-click. Through
media strategy. Through publishing partners lik&Agine. We know which ones work good
and which ones don’t. We know how to design thesypf franchise concept presentations that
are going to engage a prospect better than a lathefs. It becomes critical mass and it becomes
our ability to create the right messaging and purt front of a prospect that’s going to actually
convert. We have another piece of our businesm@iptary program called our affinity
network online program which allows us to go owsid the franchise portal box, if you will,
and reach out to a more business general verticatewou might be reaching potential
prospects who are on a business investment sikenge@ut business opportunities or absentee



investments and were able to create media stratdga were able to reach that audience which
is far outside of the franchise box. They're na¢reperhaps thinking about a franchise as a
business opportunity. They’re thinking about inqugran existing business or they’re thinking
about starting up some other kind of company andevable to reach those people. So we're
able to expand the pool of reach and potentialgeass outside of the franchise portal space.

Garth: Do you do multimedia buying or just digital metaying? What would a advertiser
expect when it came to Aviatech?

Todd: We’'re primarily known as an interactive agency vhmgeans digital media, online
media. However, we do work with a number of ounéfaise clients with their print advertising
both form a media buying and a creative developrsgat We work with some of our clients on
traditional media like television. There’s a fani@sew component to the tv-buying marketplace
out there that is activated from a digital platfahmough Google. It's called Google TV. It's a
small footprint right now. But we’re already seegxpansion and the ability to again reach
perhaps, a more business-centric investor-type agmtynor prospect through television
advertising for our franchise concepts on like aNCit a Bloomberg or something like that. So
we are full service. We’'re primarily working for msioof our franchise clients interactively
through ppc campaigns and display campaigns ankimgpwith the franchise development sites
like ADEngine.

Garth: Do you target your campaigns?

Todd: That's a big challenge. Not as much as we’d likediad the only way | describe that is
that the franchise portals have not adapted tHiyato segment their audience databases to geo-
target. So as a media buyer, if | can buy mediatgegeted and that’s the right strategy, that's
absolutely the route | want to go more often thahaspecially with franchise development.
You're focusing on specific markets. We would ldgée able to geo-target our efforts much
better than we can. In fact, AdEngine is one ofdhly partners that allows for geo-targeting.

We just don't see enough of it out there so welgated ways to do it in-house which has been
at a cost and at an expense to us, but we've hdd itoin order to service the needs of the clients
because it just doesn’t exist widely enough withie franchise portal space.

Garth: A lot of what we see is what | call sort-of theelifycle of a franchise. And | think you
touched on that earlier that is the very small duiadvery large really don’t need AdEngine
services. | think maybe what you're saying is thaty may not need your services as well.
Along in sort of the sweet spot, there is a gradiging up at which point the more mature a
concept gets, the more money it has to spend, tre amits it can ultimately crank out. So that’s
why I'm interested to hear that at what point Aeet would get involved because our interests
are obviously aligned if I've got somebody who &sunits and he wants to go to 150. | want
him to go to 150 because I'm going to be the sotiraedrives it. But if he doesn’t have the
capability with technology or the advertising saveyget it done, then he’s just going to be a
client who's stayed at the same level for thretoar years and ultimately that’s not going to be



good for anyone. So I'm just sort of trying to ftusut at what point do | say, “Here Todd. This
guy is in need of your services.”

Todd: Here’s another good example of that and thissguation that we’re in right now with

one of our new partners here at our agency froniranchise standpoint. We’ve got one that has
a relatively small retail footprint. Only just dtle over 200 stores which is greater than that
number, but they're trying to get to 500 storethim next year and they have the scalability to do
it. What they didn’t have was the ability to gertera naf big enough to get the message out
there. And so we actually came in and createdsthéggegy and a communication plan for them
to go and pitch their existing franchisees to depel naf at the level that they can go out and do
that. And it's succeeded at that about 50% of tiiairchisees have adopted this plan and they're
getting new ones on board every day. So this wemnahisee who said, “Hey | do need to grow.
I don’t know how to do it form here.” And we stepjpi@ and said, “We're going to help you and
we’re going to show you how to go to your existiranchisees and tell them a story about how
the efforts that you want to implement and the ratnk) is going to benefit all of them from
strictly just revenue coming in the door and grayihe brand.” So we have stepped up on a
smaller case and helped them figure out a waydw @nd get their franchisees to adopt it. And
so far it's been working well.

Garth: Good information. Also, something I've always bésterested in is what type of value,
if any, does a franchisor place on the collaterahtding that goes on through the directories? As
an example, we get a lot of traffic to our sitesttthon’t convert for us and don’t really convert
for the franchisor form a lead generation prospectBut clearly, people have interest in the
concept itself more of the retail concepts. Weagedils from people who are complaining about
the retail product. So | know people are finding sitg and the brand that is something that they
are looking at, they just don’t happen to be logka it for the purposes that | am publishing it.
Is there any type of credit given that you're awair&om the franchisor to this collateral
branding that goes on by the directories?

Todd: Not as much as I'd like to see. | think that theneaof the game for them is the sales. So
they’re not really concerned with nor do they deeualue out of the fact that placement on a
franchise portal might be generating thousandmpfeéssions of that brand every month. But at
the end of the day, what we’re measured on isAi@.they getting people to fill out a form,
engage them and get them into a discovery day enthgm though the pipeline and get a
concept closed. As a media and marketing guy froth the agency side, having worked on the
brand side and on the media and the publishing Bidenever seen anybody every really
appreciate brand awareness, brand recall, brantideaty, all those things that builds bran
equity really ever appreciated to the extent thhirk they should. And | know there’s a lot of
value in it to the people who come to a site likEEAgine or one within AdEngine and get
exposed to that brand. Because they may not conghttthen, they may convert down the road.
There’s not enough technology and tracking in plaglet now to detect that. It exists, but it
doesn't exist on the franchise portal platformsitSochallenging. But | don’t think there’s



enough emphasis placed on that. But at the ernteaddy, they're running a business and
they've got to sell concepts. So if they’re nottiget leads and converting them, I'm not sure it's
helping them much at this point.

Garth: Well great. Well thanks for taking the time to sp&ath me today.
Todd: Absolutely. It's good to have a partner.

Garth: And we’ll talk later then.

Todd: Sounds good, Garth.

Garth: Okay bye-bye.

Todd: Thanks.



