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T
here’s nothing nicer
than coming home to a
clean house.  But who
has the time these days
to keep up with the

housecleaning?  Many of us are two in-
come families with the 2.5 children
with a dog and a cat and possibly a bird
in tow.  It is rare to have a stay at home
mom in these economic times and the
shift toward the need for both parents
to be working full time is growing im-
mensely.

Not only is the two income family
household growing at a large rate, baby
boomers are requiring more in-home
cleaning as well.  Many active seniors
don’t want to stay home and clean.
This gives ample opportunity for the
cleaning service to thrive.  It is esti-
mated that over 15 million people will
have had their homes cleaned by a
cleaning/maid service in 2003.  What
a massive profit potential!  And the
maid and janitorial franchises are
“cleaning” up!

Sparkle and Shine!

by Ann Evans

continued p.12

A Look at Home Cleaning
and Janitorial Franchises
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Over 15 million
people will have
had their homes
cleaned by a
cleaning/maid
service in 2003.



Merry Maids, a division of Service-
Master of Canada, is a franchise that is
rapidly growing with over 60 units in
Canada alone.  Merry Maids also has of-
fices in the US, Denmark, Hong Kong,
Japan and the UK.  It cleans more than
300,000 homes, apartments and con-
dominiums each month in North
America and employs more than 8,000
home cleaning professionals.

What attracts customers to Merry
Maids?  “It’s all the extras we do,” says
Terry Hould, Director of Franchise
Sales for ServiceMaster of Canada.
“We are more of an upper end cleaning
service.  Customers seldom call us back
to redo something in a house. We are
very thorough.”

Merry Maids’ average customer is a
two-income family that makes about
$60 – $70,000 a year in gross, com-
bined income.  “Seniors are starting to
become a huge market for us,” notes
Hould.  “Seniors have more income
now than any other generation before.
Many active seniors don’t want to stay
at home and clean their houses, so we
do that for them.  Seniors who are
housebound appreciate all the extras
we do for them, like one of our girls who
went out of her way to pick up a house-
bound customers’ dry-cleaning.  These
little things mean a lot to them.”

Training is at Head Office in Memphis,
Tennessee and lasts for eight days.  “All
new franchisees are trained thoroughly
in every aspect of the business during
this period of training,” says Hould.
“They are taken out and
shown how to clean houses,
taught marketing for the busi-
ness, taken through the sys-
tems, taught how to hire as
this is paramount for their
business and how to grow
their customer base.”  

“We provide ongoing train-
ing for all franchisees and ac-

tually have two of our successful fran-
chisees running the operations for
Merry Maids of Canada,” notes Hould.
“This helps keep our franchisees on the
pulse of the changing market.  They
know first hand what’s going on.”

Most franchisees have had past man-
agement experience and are looking to
build a profitable business.  “We want
owners to be building their business,
not cleaning,” notes Hould.  “We have
a high calibre group of people as fran-
chisees – lots of couples where one will
keep their current job, but lean on each
other for support.  We also have many
friends who will go into business to-
gether.  We won’t award a franchise if
the partner/spouse is not happy with
the decision.  We believe that you have
to have the support at home to be suc-
cessful. We won’t sell if we don’t see
that will happen.”

Another recognizable name in the
cleaning market is Molly Maid.  Found-
ed in 1978 in Mississauga, Ontario,
Molly Maid has grown to 75 franchise
owners in Canada and includes 58 in
the UK, 25 in Portugal, 28 in Japan and
195 in the US.  

“With a 98% awareness factor in the
marketplace Molly Maid is the generic
name for housecleaning,” says Kevin
Hipkins, Vice President and General
Manager of Molly Maid Canada.  “We
are known for quality housecleaning.
We have a great team at head office and
are totally focused on one thing – help-
ing franchise owners succeed.”

Molly Maid customers are dual-income
families that would rather do some-
thing as a family rather than clean their
house.  “Today’s busy consumers just
don’t want to clean their house,” notes
Hipkins.  “The dual-income household
has grown significantly in Canada.
They have more disposable income and
can afford to have someone clean their
home.  This frees a lot of their time to
spend on the family.”

Franchisees have strong people orien-
tation and like people in general.  “A
franchisee’s day is never the same,” says
Hipkins.  “Every day is a little different.
Franchisees have to like this.”  Fran-
chisees also spend a lot of time on the
road and are active in their communi-
ties to build their brand name and their
business.  “This business has unlimited
potential.  The demand currently ex-
ceeds the supply,” declares Hipkins.

“Our biggest challenge is try-
ing to meet the demand!  In
the time it takes to read this
article, Molly Maid fran-
chisees will have cleaned 25
homes.”

Training includes one week at
head office and is followed up
by someone from the opera-
tions group when first opened
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to iron out the ‘bugs’ and get fran-
chisees going on their business.  Fran-
chisees are given a protected territory,
supplies and equipment to start with
one team operational upon opening.
“We refund the first $5000.00 of adver-
tising after the first year as an incentive
to franchisees,” says Hipkins.  

With only a few markets left in Canada,
Molly Maid is trying to find ways to give
more value to customers so that fran-
chisees can add to their businesses.  “It’s
leveraging our brand in Canada that is
a focus right now as well as growing.  We
have such a great support team at head
office for our franchisees,” says Hipkins.
“This is our 25th year in business and
we have big plans and initiatives com-
ing up for 2004.  We are very excited!”

The Maids Home Services is growing
steadily in Canada.  Established in
1981, they now have over 580 fran-
chisees in North America and have be-
come a pioneering leader in the boom-
ing residential cleaning industry.

Studies have shown that 80% of
women are in the workforce and con-
sumers have 37% less time and there-
fore outsource the cleaning in their
homes.  Residential cleaning is the sec-
ond largest job generator and has a
20% annual growth rate.  “We do a lot
of research,” says Colin Bishop, Execu-
tive Vice President of Franchise Devel-
opment and Marketing for The Maids
Home Services.  “We try to keep our
finger on the heartbeat of the market.”

“We provide full service – we clean car-
pets wash walls, power wash decks,
pick up dry cleaning, in addition to the
regular household cleaning,” notes
Bishop.  “We know what consumers
want and we are providing those serv-
ices for them.”

“We are a people business and so past
experience in that field is what we look
for in a potential franchisee,” says Bish-

op.  “We get a lot of former upper man-
agement executives who are retiring or
their company has downsized and are
looking for something different.”  

Franchisees work from an office setting
and training is a total of 150 days.  Fran-
chisees start with eight weeks of pre-
training that include developing mar-
keting and business plans and setting
up their office.  Two weeks are devoted
to corporate training such as Human
Resources, computer training, market-
ing accounts and operational training.
Once open, 90 days of ongoing training
is provided with business coaches and
regional managers.

Every franchisee has a protected territo-
ry that has physical boundaries in order
to keep business flowing and consistent.
“We provide more services than any
other cleaning service.  We’re not a
maid service, we are a home service
provider,” says Bishop.  “Franchise own-
ers work on their business, not cleaning
homes.  They hire teams to clean
clients’ homes with team leaders.  The
same teams often clean the same homes
for consistency and superior service and

this keeps customers happy.”

A unique residential cleaning compa-
ny growing in Canada is Cottage Care.
Cottage Care was first established in
1989 in Kansas City, Missouri.  Master
Franchise rights were established in
Canada in 1996 and Head Office is lo-
cated in Calgary.  

“What’s unique about us is that we are
big business approach to the house
cleaning industry,” says Brian Murphy,
Owner and President of Cottage Care
Canada.  “Franchisees have larger ter-
ritories than normal.  Customers are
provided to franchisees on an ongoing
basis.  This enables franchisees to have
larger territories than normal and also
to focus more on their business and the
quality of service provided to clients.”

A territory will include 40,000 house-
holds with incomes of $50,000 or high-
er.  The majority of these households
will be two-income families.  “All
Franchisees had a desire to own their
own business when they first started
with us.  This is what makes them suc-
cessful as they are responsible for their
livelihood,” notes Murphy.  The busi-
ness entails working from Monday to
Friday and no evening or weekend
work.  “This is not a glamorous industry
but it offers uncommon opportunity,”
points out Murphy.

Franchisees are trained in Kansas City
for two weeks on software, accounting,
training methods for crews, follow-up
inspection and cleaning.  Ongoing
training is provided as well to keep
franchisees updated in the industry.
All marketing is done for franchisees
by head office and customers are deliv-
ered to franchisees on a daily basis by
head office.  There are annual 3-day
conferences for franchisees at various
locations throughout North America
allowing franchisees to update skills
and improve the profitability of their
operations.
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Clean Living Specialists is a franchise
that specializes in the personal touch
when it comes to cleaning.  It is excep-
tional in the industry as it is an oppor-
tunity that enables the franchisee to
earn a full-time income and work only
part-time.  What sets them apart?
“Definitely our concept that owners do
the cleaning.  This gives the business a
consistency and an advantage of work-
ing part-time – owners only work 2-3
days a week.  Customers remain happy
because of this consistency,” says
Deanna Twerd, President of Clean Liv-
ing Specialists.

“This is a home-based business and
provides the franchise owner with a lot
of tax advantages,” says Twerd.  The
target market is the usual dual income
family with little time on their hands to
clean house.  “Our business is based on
caring about people – the clients that
we serve,” notes Twerd.  “We bend over
backwards for clients, employees and
franchisees.  Our business is built on
positive word of mouth and continues
to grow because of this.”

Franchisees are strong, determined,
honest and devoted people.  They must
realize that the work is hard and physi-
cally demanding.  “You can’t be a per-
son that is swayed by others,” declares
Twerd.  “People who
are giving will do very
well at this business as
you have to look after
the clients.  If you can
get pleasure out of this type of
work, then you will be successful.”

Training consists of two weeks in
Ottawa along an established
franchisee and four weeks of
training in their own business.
“We do hiring of new employ-
ees and help with start-up and
training for new franchisees
and we provide ongoing sup-
port as well,” says Twerd.
The entire investment is a turnkey ven-

ture and everything is provided right
down to the clients.

“It’s a pretty nice system, as it allows
the franchisees to enjoy a quality of life
working only on a part-time basis and
earning a full-time income.  You work
only 2-3 days a week and there is very
little stress involved.  You are able to
have a lot of flexibility in your schedule
which is ideal for families,” says Twerd.

The alternate side to the residential
cleaning industry is commercial office
cleaning.  JDI Cleaning Systems Inc.
is a Canadian company that has pros-
pered under the franchise banner since
1992.  Founders Joseph Imbrogno and
John Simpson knew right from the
start that they could franchise the
company and be successful at it.  They
have grown the company to 33 units in
11 years and are expanding at a steady
rate.  “Customers are very interested in
the way we do business,” says Imbrog-

no, who is also President of JDI.  “They
have confidence in our ability to do the
work for them.”

JDI offers basic janitorial services for
buildings. “We do carpet cleaning,
stripping and waxing of floors and some
general maintenance,” notes Imbrogno.
“But we are focused on commercial

cleaning and we cater to
small to medium sized
companies.”

JDI is a proven management sys-
tem that has been designed and
perfected over the last 10 years so

that franchisees do not have to
waste time learning the hard
way.  Franchisees are up and
running quickly, are in control

of their business and always have
a highly qualified pool of expert con-
sultants ready to assist them.  Poten-
tial franchisees are sought on their
customer service-driven experience.

“You have to be a people-type person,”
says Imbrogno.  “What also makes us at-
tractive is that we are an all-Canadian
company and that enables us to offer
more one-on-one service to our fran-
chisees.”

Training is a thorough 5-day program
at Head Office followed by ongoing
training over the term of the franchise.
New franchisees are given guaranteed

Photo courtesy of Clean Living Specialists.
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customers and accounts when they
start.  Head Office does all the collect-
ing of accounts and takes care of the
time consuming paper work for fran-
chisees to help get them started and
keep them successful.  “We’re close to
our franchisees,” notes Imbrogno.  

“We are actively looking to expand our
system throughout Canada and our fo-
cus is to set up regional offices through-
out the country,” says Imbrogno.

“The difference between JDI and other
cleaning franchises can be summed up
in one word – people,” says Imbrogno.  

Jani-King Canada established itself in
Nova Scotia in 1986 and has now
grown to include over 500 franchisees
in Canada alone.  World Headquarters
are in Dallas, Texas and has become the
largest commercial cleaning franchisor
in the world with franchisees in Aus-
tralia, New Zealand, Mexico, Argenti-
na, Brazil, Singapore, South Korea,
England, Turkey and France.

What makes Jani-King an attractive

investment?  “For one, it’s a proven
program that is successful and works,”
says Bruce Tupper, Chairman of Jani-
King Canada.  “It’s a relatively low in-
vestment coupled with a great oppor-
tunity for growth over the long-term.
Customers like us because owners have
invested into the business and that
makes them committed to customer
satisfaction.”

Potential franchisees come to Jani-
King because they want to own their
own business.  “It’s a big commitment,”
says Tupper.  “You have to be prepared
to work hard.  We need people who can
commit to the quality that Jani-King
provides – what we’re known for.”  Re-
gional offices do billing and collecting
for franchisees and at start-up, new
franchisees have active accounts to get
them started.  

Training is comprehensive and starts
with a series of classroom sessions in
their regional office.  They are given a
set of operating manuals and a com-
plete bank of training videos that they
get to keep so that they can refer back
to them later when needed and to help
train their own staff.  “We offer region-
al seminars and training seminars to
keep franchisees and their employees
up to date in the industry,” says Tupper.  

“We are finding that we are getting
more and more varied types of cus-
tomers,” says Tupper.  “We’re expand-
ing into hospitals, arenas, educational
facilities and the hospitality division –
hotels/motels. And I think it’s because
of our wide range of services.”

Coverall of Canada started in the US
in 1985 and grew into Canada in 1991.
Affiliated with Coverall of North
America with Headquarters in Florida,
Karl Robson, President of Coverall of
Canada, took over the corporate oper-
ation and has grown the company into
what it is today.  “There are a lot of
companies in the business that are

floundering.  We have a good concept,
we’re a strong company and we’re hon-
est.  I think that is what makes us suc-
cessful,” says Robson.  

Coverall caters to medium sized com-
panies in the commercial cleaning in-
dustry and they deliver what they
promise.  “We make a commitment to
provide a high level of service and fol-
low through on that,” notes Robson.

Franchisees who come to Coverall in
the first place are people who have a
desire and are looking to improve their
quality of life.  “They are prepared to
roll up their sleeves.  We look for good,
honest, decent people,” says Robson.  

Training is a comprehensive classroom
program that includes instruction,
documentation and videos.  Field
training is given to experience the
business first-hand.  “We want to en-
sure that franchisees turn out well be-
cause essentially, they are selling the
Coverall concept,” declares Robson.
Billing, collecting and administration
is done for franchisees so they can focus
on their business and provide the serv-
ice that Coverall is known for.

Franchisees are also given a substantial
base of customers when they start out.
Coverall franchisees are independent
business owners and learn the business
from the ground up.  “They don’t work
on a restricted territorial basis,” notes
Robson.  “Detailed information about
our organization, including documen-
tation used, company personnel and
lists of current franchisees are included
in our Disclosure Documents.  We let
people know what they are getting into
before they invest.”

Once franchisees are in business, they
receive ongoing quality support to
keep their operations running smooth-
ly and on track.  “With our proven sys-
tem, you’re in business for yourself, but
not by yourself,” says Robson.
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