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An established business with
comprehensive marketing strategies
and nationwide recognition appealed
to Eric Wharton, who launched his
Cleaning Doctor franchise covering
Tralee, Dingle and Kerry North in
November 2005.

“When you think of franchising in
Ireland, the first company that springs
to mind is Cleaning Doctor, and what
better way to start your own cleaning
business than with a proven business
formula,” he relates.

“With my background, I’ve seen
plenty of marketing campaigns and I
could tell immediately that the whole
marketing strategy is well thought
out.” Coming from a printing
background, Wharton is practically
minded and good with machinery and
found the practical side of the business
easy to learn.  Following the four weeks
of initial training, Wharton has
benefited from ongoing training
courses conducted both in the field and

‘A proven business formula’

Franchising is a diverse industry with
an estimated 759* business format
systems operating in the UK, and
around 240** in Ireland. In essence, a
franchise is an agreement between an
existing business (the franchisor) and
the newcomer to business ownership
(the franchisee). 

THE FRANCHISEE buys licensed rights
to clone the business from the
franchisor in a specified territory for a
specified period of time, backed by
training and support. 

THE FRANCHISOR provides a ready-
made, established and tested business
format, including name, corporate
power, know-how, training, and
support. 

THE FRANCHISEE invests capital, time,
effort, and relevant past experience to
create a business replicated from the
franchisor’s business formula/system.

THE FRANCHISOR gains a new outlet in
a new territory with minimum capital
investment in setting it up.

THE FRANCHISEE expands his network
cost-effectively with your investment.

*Source: 2006 British Franchise
Association/Natwest UK franchise survey
**Source: The Irish Franchise Association 

How Franchising Works

at head office.
He also benefits from ongoing

support from the Cleaning Doctor
team.  “I can’t fault Cleaning Doctor in
anyway,” he praises.  “William Little,
the Founder, is very approachable and
helpful.  In addition, there is great
support from other franchisees.”

Within six weeks of the launch,
Wharton’s business turned over
approximately €18,000, and he
anticipates achieving turnover in the
region of €86,000 to €100,000 in his
first year.  When it comes to sales,
Wharton says “no problem”. “The
system is tried and tested so it’s an easy
sales process if you do a good job.” 

Ten times happier than when he
was employed, Wharton reveals: “The
most enjoyable aspect of the business is
meeting new people - it’s brilliant.”
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Reading an advert for lawn-care
franchise TruGreen in a national
newspaper, Tony Lawrence found the
future business he would run with his
son Edmund.

At the time, Tony was working in
financial services and Edmund was
about to finish his ‘A’-levels.  “My son
has always wanted to work outdoors,”
Tony explains.  “It was something that
was very important to him, so I
thought that this would be a brilliant
opportunity for him.”

After speaking to TruGreen, the
pair’s enthusiasm for the concept grew
and they launched their Hertfordshire
business in 2004.  “Edmund received
plentiful and comprehensive training,”
reveals Tony.  “There was a lot to take
in but it covered everything from
marketing, to banking, product
knowledge, and lawn-care itself.”

With an effective initial marketing
campaign, Tony was delighted when
work started coming in straight away.
However, the business started to grow
quickly and was going so well that
Tony decided to join his son in

‘A brilliant opportunity’
running it.  “I was planning to wind
down my career,” he reveals, “but the
TruGreen business was going from
strength to strength.”

Taking on a “behind the scenes”
role in their home-based business,
Tony has left his son to: “do what he
loves - getting outside to do his work
while meeting new people every day.”

Tony and Edmund enjoy
independence, the ability to work on
their own terms, and benefit from
TruGreen’s continual support.  “They
give us good advice,” he says, “and are
always there at the end of the phone
should we need them.” 

Now advertising in the local press,
as well as sponsoring a youth golf
tournament, Tony is positive that the
business will continue its success: “The
business benefits from a very high level
of customer referrals and this is only
going to get better.”

With Tony’s eldest son Thomas
planning to work with them in the
near future, their TruGreen franchise
is turning into a real family business.

Eric Wharton


