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Snap-on —

best kept secret in franchising’

or a long time, the brand name of
Snap-on meant lictle to those our-
side the antomotive and aviation
industries.

For those in these industries; the profes:
sional tool users wha demand the ver
best tools and equipment, those who
demand quality, innovation and technolo
gy look for ane name - Snap-on,

Snap-on was founded in 1920 in the US
when Joe Johnson invenred the inter-
changeable socker wrench.

Today, we know that invention as the
socket set that is in every technician's roal
kit, with sockets thar ‘snap on' o differ-
ent handles and ratchets.

Joe Johnson's creed was ro develop his
concept with unprecedented manufactar
ing quality.

Today Snap-on is a US52.8 billion cor-
poration, with more than 19,000 products
sold m 130 countries around the world.
Quality and innovation is such thar NASA
chooses Snap-on o supply the tools for
the space program; Snap-on has become a
brand rthar defines qualicy.

4700 mabile stores worldwide
Providing customer service that is second-
ro-none 15 at the heare of Snap-on. Ths is
achieved through the more than 4700 dis-
nnctive white mabile stores around the
waorld, 150 of which are in Australia and
Mew Lealand.

The Snap-on mobule stores are a high-
tech retail showroom custom-designed and
Buile, Virtually every centimetre of space is
used o display product from hand toals, to
dingnostic equipment, power ools and ool
storage. Every mobile store is equipped
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Being mobile, the Snap-on franchisees sell direct 1o customers; they do not wait for their customers

te come to them.

with a compurer with wireless connection
and a mobile EFTPOS terminal for cus-
EOITHET COTVETHETCE.

The essential inpredient in che success
of Snap-on is the person whao is servicing
l'hc CcUstomer, 5!1.1'."-“11 CUustomers are
called an every week, which creates the
unwue opportomty 1o build o relanonship
between the Snap-on franchisee and their

CUSTOMmMErs.

Owner-operated since the 1930s
Nobody looks after a business as well as
the owner and, since the 1930s, the peo-
ple operaring the Snap-on mobile stores
have owned them.

This business model has developed over
decades and today Snap-on offers a fran-
chise opportunity thar has won many
accolades around the world,

Some people assume that having a trade
hackground is a prerequisite for being a
Snap-on franchisee; this is not true.,
Alchough many franchisees have come from
a trade background there are alse a grear
number of very successful men and women

that have come from all walks of life.

service@slicemedia.com

Six-day training course in Texas

The Snap-on training program is exireme-
ly comprehensive, beginning with a six
dav course at the Snap-on traming centre
in Dallas, Texas. A sales development
manager will spend ae least the firse three
weeks with them to assist them in gesting
their business established.,

5o where w begin to see if a Snap-an
franchise is the right business for you!?
Afrer the initial contact with Snap-on is
[I'Iildl.‘..| CIE "!- T}It‘ tlr‘_'L .‘il.l‘.'P.‘i 15 10 EPEI'HJ
some davs riding with existing Snap-on
franchisees, This allows prospective fran-
chisees o see for themselves whar a day n
the life of a Smap-on franchisee entails.
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