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/ Franchising is changing faster than \
most brands realise. The category is
THE FRANCHISE entering a more competitive and
complex phase, where success is no
LANDSCAPE IS
CHANGING win will be the ones that truly understand
who the future franchisee is and

longer driven by lead volume alone.
K how they make decisions./

Over the next decade, the brands that

WHY LOCAL MARKET
UNDERSTANDING
MATTERS

Many franchise marketing
strateqies are still built on
outdated assumptions or
overseas benchmarks.
Australian franchise recruitment
requires a local understanding of
consumer behaviour, investment
mindset, and market conditions.
Without this, even well-funded
campaigns struggle to attract the
right candidates.

THE SHIFT
TOWARD DATA-
LED STRATEGY

Data now plays a critical role in
franchise marketing, but it is only
valuable when applied with intent.
The real opportunity is using data

to understand behaviour and
readiness, not just demographics.

This allows brands to be more

precise in how, when, and where

they engage future franchisees.




WHAT IS
CHANGING?
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Franchising is becoming more

competitive, more

sophisticated, and

more investment-driven.

It is no longer jus

t a small business

decision. For many buyers, franchising
now sits alongside property, equities,
and other long-term investments.

This shift is chang

INg who enters the

category, how they evaluate
opportunities, and what they expect
from franchise brands.




THE AU$E/5
TRILLION MOMENT

As baby boomers reach retirement
age, an estimated AU$6.75 trillion in
business assets is expected to change
hands over the coming years.

This transfer is creating a larger pool of
financially capable buyers who are
actively reassessing how and where
they invest.

For franchising, this means
expectations around risk, return, and
professionalism are rising.




Younger investors are entering franchising
earlier than previous generations.

They bring different expectations around flexibility,
lifestyle, and return, and they consume information
very differently to older buyers.

This shift has direct implications for how franchise
brands show up, particularly across video, mobile,
and digital-first environments where decision-
making increasingly begins.

» Average hours of online vide

for 2025 is 17 hours

on mobile devices!

content per person per week

« /5% of all video is consumed

~

O

/

@ Millennials (18-34) ([} Generation X (35-54) [} Baby Boomers (55+)

» Video Content Consumption By
generation

» Millennials and Gen Z high on
UGC & TV Shows

» Gen Z Highest of all generations
for online News videos

TVshows User-generated Movies Music videos News
content

atista %a ©06
Stics Portal @sStatistaCharts




WHATS IMPORTANT
HEM?

Top Drivers For Wanting
ir Own Business

|
Be My Own Boss e

Income Potential

Lifestyle Rewards

- 4s9%
Side Business to i _

Supplement income

Tired of Climbing
the Corporate Ladder

TFM has the ability to target individuals
with liquid assets. For advertisers we can

ated Funding Sources target based on minimum funding options!

Personal Savings Top List of

Personal Savings 51.3%
Banks or other loan providers
Small Business Administration (SBA)
My retirement savings (e.q. 401K or IRA} 18.4%
Credit cards 171%
In-house financing provided by the 125%
Friends and family 11.53%6
Partner in business 1.8%
Horme equity line of credit 10.5%
Liguidated securities 59%
Angel investors .6%
Cash value insurance policies =994,
Crowdsourcing 3.3%
Venture Capital 2.0%
Other 5.6%
0.0% 20.0% 40.0% 50.0%

SOURCE: FRANCHISEINSIGHTS.COM SURVEYS. 9



YOUNGER GENERATION'S
MOTIVATIONS TO OWN

A BUSINESS

« They Want To Change The World
« They Really Value Learning Skills
« They Want Control Over Their Money

« They Want Flexibility

« They Follow Their Passion




HOW WE
IDENTIFY THE

HIGH-VALUE
RANCHISEE

A\




HOW WE BUILD
OUR BIG DATA
SEGMENTS

We start by building a clear picture CONSUMER &
of the franchisee profile, including CATEGORY INSIGHTS
age, income, life stage, location,
behaviours, and attitudes.

Once this profile is defined, we look : N ielsen

at how and where these audiences

consume media. Nielsen is a global leader in audience
. . measurement, data and analytics, shaping the
di-g I?tlgl l2%?85%2%2;;?%E%ga\llvaerﬂdas future of media. Measuring behaviour across all
social platforms, allowing us to target channels and platforms to dlspover vyhat audiences
them effectively} in the environments love, we empower our clients with trusted
; intelligence that fuels action.
they already engage with.

INDUSTRY & RESEARCH

We then ground everything in real-
world context using industry and
economic data.

IBISWorld This helps us understand seasonality,

category trends, and external factors
influencing when and why people
are more likely to invest.

s000gle Trends

CommonwealthBank

Finally, we purchase data on our ACTIVATION DATAHOUSES
clients’ behalf to activate audiences : ,
with a much higher level of precision.

| -‘:::::: eyeota
This allows us to move beyond broad
targeting and use signals sug:h as @ Sﬁ ris,l,o am SOUB re

financial readiness, spending
behaviour, and intent, so we can reach
people who are genuinely capable of 44 Live Ramp

investing, not just interested.




HOW TFM USES
PROGRAMMATIC

O BUILD

FRANCHISE DEMAN

D)

Using research and verified data sources, we
identify high-value franchise investor avatars
based on:

* Savings and investment capacity

* Investment confidence and intent
 Income and life stage

 Behaviour and media consumption

We then activate this data across premium media

platforms to make your franchise opportunity
known before asking for the enquiry.

WE DON'T
TARGET
EVERYONE.
WE BUY DATA TO
TARGET THE
RIGHT FUTURE
FRANCHISE
INVESTORS.

Awareness Phase
Making the Opportunity Known

i O 4 P
Digital

out of Home Broadcast Video

on Demand
fete) @0 play>
Youtube szmnow  Kayo

Build authority. Tell founder stories. Communi

Subscription Video

prime
~—"1

Cl
)

B

Digital Audio

e (o)

sounocoun  LiSTNR

© sectiy AcCast

on Demand

iHeart
MEDIA

£

cate brand values. Create familiarity.

Consideration Phase

Driving Site Traffic & Building Retargeting Pools

2. hews
ez CcOM.AU

Dailga=MWail

........

e )

H
i
i

Display
Standard Display & High Impact

Be seen across:

yahoo/ BUSINESS

finance INSIDER
CourierhMail  FINANCIAL REVIEW

PROVEN |

MMMM
uuuuuuuuu
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WHO WE TARGET:
HIGH-VALUE FRANCHISE
INVESTOR AVATARS

Audience Example:

INDUSTRY RELEVANT
OPERATORS

Professionals in sectors
aligned to the franchise
model

People who understand the
category and see strategic fit

+
Financial Qualificaton N
Overlay

Audience Example:

Audience Matched
People who have been identified as
entrepreneurs, wanting to start a
new business, interested in
franchising or previously owned a
franchise. This has been found
through online behaviours and
employment data.

,,,,,,,

And Must
Have a high savings balance
(250k+). This has been found
through bank data.

Audience Example:

BUSINESS INVESTORS &
OPPORTUNITY SEEKERS

Affluent investors

Portfolio builders

Individuals actively seeking
alternative investment opportunities

+

Financial Qualification Overlay

Audience Matched
People who have been
identified as working in
the hospitality industry

through online
behaviours and
employment data.

And Must
Have a high savings
balance (250k+). This
has been found
through bank data.

OWNER OPERATORS &

ENTREPRENEURS

SMEs & self-employed
professionals

Growth-oriented
operators seeking
expansion
People comfortable taking
calculated business risk

+

Financial Qualification
Overlay

Audience Matched

People who have been identified as

investors, opportunity seekers or
currently own a business franchise.

This has been found through online

behaviours and employment data.

And Must
Have a high savings balance
(250k+). This has been found
through bank data.



») 4

CASE S

FRANCHISE - BB

CHAKLENGE

Pogfwerx for a period of one year was not
eeting their monthly franchise lead target
and this translated to them not meeting
their franchise sales target. We were briefed
with crafting a strategy that would deliver on
lead targets and quality.

Target and All Leads

== Target All Leads

150

N /\__/

50

0
September October November December

Franchise Leads

/ m | RX J f‘or‘healfhg poc/)l\ people

THE APPROACH

Using our data driven approach we were
able to identify audiences that have
entrepreneurial intent behaviours and also
have high household equity or good credit
Scores.

Upon identifying the audiences we
proposed a channel selection based on
media consumption behaviours to these
audiences to drive franchise leads with the
goal of improving lead quality.

pooiwerx

THE RESULTS

Within 5 months of launching the
campaign we exceeded lead
targets by an average of 21% with
feedback from the client that lead
quality has improved.

The result has started a business
case for a new Franchise Sales
Consultant to keep up with the
demands.



LETS BUILD
OUR IDEAL
FRANCHISE PROFILE

\

We start with the full Australian population (18+) of approximately 22
million people.

From there, we narrow the audience to those who are financially capable
of investing in a franchise.

Next, we focus on people who understand investing well enough to take
calculated risks and who believe now is a good time to invest.

To drive leads in the as soon as possible, we then prioritise Australians who
are actively looking to invest within the next 12 months.

Finally, we isolate those seeking non-traditional investment opportunities,
excluding people focused solely on options like property, shares, super, etc.

N /

Population density

0.014 - 500 *Bariin
501 - 2,000
B 2.001-5,800
B 5.801-8,800
B s.801-14,750 NT
QLD
Western Australia
Brisbane ;
SA S~
Perth o ’ New South Wales
| y
Sydney
Adelaide
Melbourne
< i R “Hobart

13



NARROWING THE MARKET
TO PASSIVE HIGH-VALUE
FRANCHISE PROSPECTS

Total Australian Population (18+)
22,189,796

Target Australians with $100K+ in savings, 2 028.000
using verified banking data. ! !
Target Australians who know enough about
investing to take calculated risks Ié’ 065’ 000]
Target Australians who believe now is a good
Ct'me to invest rather than keep money in caskI7’476' OOO)

Audience Size

(High Value Franchisee Prospects )
/

4 )

Target Australians who have the financial capacity
AND have the confidence to invest, AND believe 53] ,OOO
now is the right time to act.

o N /

Audience Size




NARROWING PASSIVE PROSPECTS TO
ACTIVE HIGH-VALUE
FRANCHISE PROSPECTS

< PASSIVE >

Target Australians who have the financial
capacity AND have the confidence to invest, 53],000
AND believe now is the right time to act.

ACTIVE >

Target Australians with $100K+ in savings,
using verified banking data.

N

Audience Size

£

2,028,000

-
N

Target Australians who know enough about
investing to take calculated risks

6,065,000

N
-
N

Target Australians who believe now is a good
time to invest rather than keep money in cash

7,476,000

%

Australians looking to invest in the
next 12 months

ACTIVE HIGH-VALUE
FRANCHISE PROSPECTS
Target Australians who have the financial capacity
AND have the confidence to invest AND looking to

invest in the next 12-months AND are seeking non-
traditional investment opportunities.

12,745,000

Audience Size

:
-~
NN

97,000

Active Non-Traditional
Investor Audience Size

)
N




WHY PRECISION MATTERS |
FRANCHISE RECRUITME

Total Australian Population (18+)

Population density
0.014 - 500 i Darwin
501 - 2,000

I 2,001-5,800

B 5.501-8,800

i ss01-14,750 NT

Western A<~22,]89'

Perth ¢ ——

QLD

Brisbane

e

Melbourne
" %
s \J—fi
TASESY
W Hobart

A 4

Active High-Value Franchise Prospects

Population density

501 - 2,000
[ 2001-5,800
[ 5501 -8.800
[l 8.801-14,750 NT

Weste,<~97, -

Perth o

Using data, we cut through the broader market and focus
only on active high-value franchise prospects.

This eliminates wasted budget and targets people who are
ready and able to invest.






DATA-BACKED GEO

TARGETING FOR FRANCHISE
RECRUITMENT

 High-Value Franchise Prospects Are Living Within Inner-City's
And Surrounding Metropolitan Areas, Particularly In Sydney
And Melbourne.

#Qmwiﬁ%ﬁqﬂr@ﬂ%

outer West s BItR ouNtaing ; ! ?:Létsrge\%e%tuburbs
R d:arramatta 4 | ! / City and Inner South
v | | | i { / Blacktown

South West : ;
oo Baulkham Hills & Hawkesbury
Sutherland

Sguthern Highlands
Ballarat 7

Riverina

Geelony
_Richmond - Tweed
Latrobe - Gippsland, ,
\ Newcastle
Melbourne inner ™
eyy"EngIand and North West

Inner East
Murray

Inner South g
Mid North Coast

North East
llawarra

North West
o Hunter Valley
Outer East
. Far West and Orana

South East
e Coffs ];Igmour - Grafton

West___ N | )
- ___Central West

Mornington Peninsul
__Central Coast
North West (R).-

Capital Region
Brisbane-East -
—-ACT
Brisbane North"
T parwin

Brisbane South

West & NW TAS
Brisbane West
South East TAS
Brisbane Inhéf City
- Launceston
Cairris
‘Hobart
Darling Downs
Outback South WA
Central QLD

Outback North WA

Gold Coast :

Wheat Belt
Ipswich
Perth SW
Logan N
Perth SE
Mackay
Perth NW
Moreton Bay North N
! Perth NE

Moreton Bay South
Sunshine Coast’ / /
Toowoomba / /

Townsvil

Adelaide, CEtal por o g ‘Sggtbaiﬁ”stﬂ Ea

* Perth Inner
Mandurah

Bunbury
st SA
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The Data Shows
That A Large Proportion Of Investors
And Multi-Site Franchise Owners Are
Based In Inner-City Areas.

Recruitment Efforts Should Extena
Beyond The Physical Franchise
Location To Where
Investment Decisions Are
Actually Being Made.







MEN 40+ ARE THE MOST
ENGAGED & READY-

TO-INVEST AUDIENCE

* Men 40+ Make Up 76% Of The
Most Engaged, Ready-To-Invest
Audience.

» 2025 Saw A 3% Increase In
Women Showing Interest In
High-Value Franchise
Opportunities.

@ Demographic Profile (Male)
@ Demographic Profile (Female)

Stacked Vert% by Gender
70 - . . ‘ Index by Gender and Age Group

200 -

60 - 175 -

50 - 150 -

125 -
40-

rt%

X
[
2 100-

30 -
75 -

20 -
50 -

10‘ 25 -

Female

Male Female




THE HARDEST SELL ISNT THE
FRANCHISE, IT'S GETTING
SUCCESSFUL PROFESSIONALS TO
WALK AWAY FROM THE S-TO-5.

They've Got Jobs. We've Got To Make
Them Want Freedom.

EMPLOYMENT STATUS
70 : 160

All segments increased in

~—numbers; however, Employed——-140
is still the most common |

- _employmentstatus.

60 - Y S G

== e — —-—-100

L —-80

30 e

~ - 60

10 e 220

0 Self-employed Employed Unemployed, Unemployed,

(sole trader or partnership) seeking work not seeking work

The number of
unemployed
decreased year-
over-year (YoY)

% = Index

Index



HOUSEHOLD INCOME

50 200
175
40
sof ] i 125
N ] / 100
20 /, 75
\ —
p— 50
10-
25

Under $25,000 $50,000 $70,000 $100,000 $140,000 $160,000+ Don't know/ 0

$25,000 - - - - -
$49,999 $69,999 $99,999  $139,999 $159,999

mm % — Index

50 -

Refused

Index

—~150 e High-Income Focus:

Franchise Prospects With
Household Incomes Over
$160k Are The Most
Financially Capable And
Ready To Invest.

EDUCATION LEVEL

e Educated Investors:

Degree Holders Make Up  *°

Nearly Half Of High-Value

Prospects And Are Driven "

%

By A "Confident, Invest-

Now" Mindset, Ideal For 2~
Goal-Oriented Franchise

Opportunities. 1

0 T

Primary Lower Upper
Secondary Secondary
- %
RELATIONSHIP / MARITAL STATUS
- 160
50

- 140

- 120

%

v

20

Partnership/ Married Separated Divorced
Defacto

B % — Index

Widowed

Single/
Never Married

Trade/ Degree
Diploma/
Certificate

—— Index

100

Index

» Married Investors: This
Demographic Is More
Likely To Be Financially
Stable, And Make Joint
Investment Decisions,
Making Them An Ideal
Target.

Index



e

Those Who Are Recently
Divorced With High Income
Represent A Prime But
Complex Audience Segment.

The Challenge Lies In
Motivating Them To Leave
Career Security For Business
Ownership.






They're open
to taking risks
for greater
returns.

They
prioritize They enjoy
cash flow displaying
over capital their financial
growth. success.

a0 They They prefer
describe engaging,

| themselves interactive
i 5 B B luent edia content.

[When investing  [Willingto take a [Profess managed [Thyhvemch [Theyaregoodat [Iprefertolet [l would describe [l use mycredit [l like to possessor  [Interested in [Ilike ownan [l enjoy watching  [FS digital ads  [Advertising in and

income is more risk when investing funds offer good greatr socil listening to needs  professionals  myself as affluent]  card a lot for dothings that  receiving adson aggressive looking channels where | infaround around my uni

important than togeta higher valuetoinvestors respnsibilty thn  of their customers] manage most of business] show | have my mobile/smart vehicle] caninteract]  university capture reminds me to
growth] retum] like me] othr compnies] my investments] money] phone] my attention] purchase]

Index
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UNDERSTANDING
THEIR SPORTING
INTERESTS

Sporting Preferences & Attitudes (Sports Interested In...)
60 - ; ; : 3 : i - 200

-150

125

=100

-75

50

25

[Swimming] [Motor Car Racing [Walking] [Tennis] [Cricket] [Australian rules] [Soccer] [Horse Racing] [Basketball] [Rugby League]
(Supercars & Formula
1

Hm Vert%  —— Index

» High-value franchise prospects are highly engaged in a
range of sports, including swimming, motor car racing,
tennis, and walking.

These interests provide opportunities for targeting them
through various sports and related events.

Index



TARGETING PROSPECTS
BEYOND TRADITIONAL
CHANNELS

Interested In Participate Attend / Go To Watch

Participation P12M - Sports [Fishing] Go To Watch P12M - Sports [Cricket]

Total Sports - Interested In [Walking]

Total Sports - Interested In [Cricket] Participation P12M - Sports [Golf]

Go To Watch P12M - Sports [Horse Racing]

Total Sports - Interested In [Australian rules] Participation P12M - Sports [Basketball]

Go To Watch P12M - Sports [Rugby League]

Participation P12M - Sports [Cricket]

Total Sports - Interested In [Horse racing] Participation P12M - Sports [Cycling]
Total Sports - Interested In [Basketball] Participation P12M - Sports [Ice Skating] Go To Watch P12M - Sports [Basketball]
Total Sports - Interested In [Rugby leagusl Participation P12M - Sports [Snow Skiing] Team sports you ‘f;’og’ /‘I'::;‘I";;“::]’ alian Rules [Grass
Total Sports - Interested In [Snow skiing] Participation P12M - Sports [Surfing]
Total Sports - Interested In [Bicycle riding/cycling] Participation P12M - Sports [Australian Rules]
Total Sports - Interested In [Ice skating]
\\ Total Sports - Interested In [Fishing] /

Interested In Participate

Participation P12M - Sports [Fishine] _

Attend / Go To Watch

Total Sports - Interested In [Walking] _ Go To Watch P12M - Sports [Horse Racing]
Total Sports - Interested In [Tennis] ‘ Participation P12M - Sports [Cycling] Go To Watch P12M - Sports [Soccer]
_ Participation P12M - Sports [Tennis] Go To Watch P12M - Sports [Basketball]
Fotal Sports - Interested In [Motor Car Racing (Supercars & Formula 1)] Participation P12M - Sports [Sailing/Yachting] Go To Watch P12M - Sports [Rugby League]
Total Sports - Interested In [Horse racing] Participation P12M - Sports [Soccer] Go To Watch P12M - Sports [Motor car racing (Supercars & Formula 1})]
Total Sports - Interested In [Soccer] Participation P12M - Sports [Snow Skiing] Go To Watch P12M - Sports [Tennis]
Total Sports - Interested In [Rugby league] Participation P12M - Sports [Basketball] Go To Watch P12M - Sports [Trots]
Total Sports - Interested In [Golf] Participation P12M - Sports [Surfing] Go To Watch P12M - Sports [Formula 1]
Total Sports - Interested In [Fishing] Participation P12M - Sports [Snow Boarding] Go To Watch P12M - Sports [Rugby Union]
Total Sports - Interested In [Basketball] Participation P12M - Sports [Australian Rules]
Total Sports - Interested In [Cycling]
\ Total Sports - Interested In [Snow skiing] /




High-Value Franchise Prospects Aren't
Just Engaging On Digital Platforms.
They’re Active In Their Interests.

Just Like McDonald’s Sponsors The
AFL To Reach Their Audience, We
Must Think Beyond Online Ads.

Consider Partnering With Sports
Organizations, Sponsoring Venues, Or
Advertising During Events Where
High-Value Prospects Are Already
Deeply Engaged.

e
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GAMING
DEVICES

High-Value Franchise Prospects Engage More
With Gaming, Giving An Opportunity For
Further Reach.

Target Them On Gaming Platforms, Events,
And Through Strateqgic Sponsorships To Drive
Engagement.

60
50
40
¥ ' ‘(’f;‘yﬁ/};w e =g
™~ . - o T
- —— = N — _ -

20
10

0 — T T T I E—

Play Games - Devices [Game console] Play Games - Devices [Laptop or desktop Play Games - Devices [Mobile phone] Play Games - Devices [All of the above] Play Games - Devices [None of these]
computer (PC or Mac}]

= HVFP % = HVFP++ % ===HVFPix ——HVFP++i



ONLINE STREAMING
AUDIO INSIGHTS

l
%L!_gﬁpllti I%LI |

[[[[[

tttttt

(—HVFP 96 —H

Spotify Is The Dominant Platform For High-Value
Franchise Prospects.

YouTube Music, Apple Music, And ITunes Show Strong
Also Show Engagement.



RADIO VS ONLINE
STREAMING
AUDIO INSIGHTS

- High-Value Franchise Prospects Favour Spotify
Over Traditional Radio (ABC, Triple M, News
Corp, Nova & Nine Radio).

Although A Blended Approach Can Reach More
Unique Listeners.



PODCAST GENRE
~R RENCES

High-Value Franchise Prospects Most Engage
With Business, Comedy, News & Politics And
TV & Film Podcast Genres.



WHERE THEY
CONSUME
MEDIA

'

/
.
/ /




MEDIA CONSUMPTION
TRADITIONAL & DIGITAL
CHANNELS

Commercial TV
250,

Outdoor Mediaﬁ_ e Non Commercial TV
Cinema -~ " Subscription TV

Print Magazines Pay TV

Online Magzines Paid Streaming TV

Print Newspapers Free Catch Up Streaming TV

Online Newspapers\""*m.,.,g____ | s ~Free Intemet Streaming TV
Non Commercial Radio Commercial Radio
assAverage
ammHeavy
——Medium
—Ligh . . o . . o o
_Nzni High indexation highlights strong reach efficiency.

Cinema presents an opportunity when aligned to the
right film titles and audiences.
Print Newspapers are consumed heavily and can be

paired with Online and Print Magazines by selecting
the right mastheads.

Catch-Up Streaming and Free Internet Streaming
TV are popular and effective for on-demand reach.




FRANCHISE CLIENT:
PATH TO CONVERSION 2026

TFM monitored
our franchise B2B clients using
our Campaign Manager 360
(CM360) to truly understand the
required touch points before a
user converts to a lead during a

franchise development campaign.

Over a three-month period, the
data showed that it took an
average of 6 ad interactions
before a franchise lead was

submitted.

Below is a real
example of the path
to conversion.

Programmatic

Programmatic was the first
touchpoint for a significant
share of franchise leads over
the three-month period.

Programmatic also featured
as a mid-journey
touchpoint in many
franchise conversions.

Real example of path
to conversion

Programmatic

Paid Social

Paid Social

Programmatic

Paid Search






RETARGET THEM ﬁlﬁ

OVER A9 MONTH <o

AVERAG

— JOU

The Purchase Funnel

1

! Market

; Awareness potential
i -

|

|

|

—IN

2N

3 Y

~___— Google Ads

N

Meta




HOW WE CONVERT
HIGH-VALUE PROSPECTS
INTO LEADS

s facebook

Lookalike
Audience

Once high-value
franchise
prospects are
identified, Meta

PROSPECT PROSPECT ENTERS PROSPECT IS PROSPECT LATER FR DISPLAYS

YOUR SITE TRACKED ENTERS.T8 RETANGETED AQ becomes the
\ / engine that
converts interest
into action.

—OW TFM
SUYS META

Meta is not a cold prospecting channel. It is a
retargeting and conversion platform built to re-
engage people who have already shown intent across
search, programmatic display, BVOD and digital
media.

By concentrating spend to retargeting at the bottom
of the funnel, we consistently turn consideration into
qualified franchise enquiries.



WHY META DELIV
THE HIGHEST
CONVERSIONS

RS

Meta allows us to
target prospects
after they have
visited the website,
engaged with
content, or
interacted with ads.

. . PROSPECTING .
Higher prosperity to CONVERSATIONS This means we are
enquire audiences . .
MOF Metrics (Value not guessing who is
Based LAL, Facebook .
Detail Targeting interested.

RETARGETING
CONVERSIONS

Behaviours that indicate users
are about to enquire BOF
Metrics - (Site visitors, Ad
Engagers, Video Completions)

\JISEVAWANDIRS

We prioritise retargeting first, then scale using
high-intent lookalike audiences built from real
franchise lead data.

This approach is why Meta remains the highest
converting channel for franchise recruitment,
capturing demand, reinforcing confidence, and
driving action at the moment it matters most.
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BIG DATA

*> Nielsen IBISWorld Google Trends ‘

CommonwealthBank

X
tfm.digital

» Experience  Structure » Knowledge

LOGIC
& RESULTS




WHATS IT COSTING
YOU NOT USING DATA

Cost of a paid social lead $120 Average

Cost of a franchise lead $312 Average

Cost of a google paid $5.11 Average
search click

Cost of a phone call $38 Average

Cost of a meeting $95 Average

Cost per sale $12,134 Average




CONTACT TFM
NOW!

/I\me\tmg@ﬁm Digital

—


mailto:marketing@tfm.digital

