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In The Office
EXECUTIVE INTERVIEW

I n 1975, a former 
Woolworths store manager 
decided to stake his own 
claim in the Australian 
retail landscape, setting up 

the first-ever NightOwl in the 
Brisbane suburb of Auchenflower. 
This lone store traded 24 hours a 
day, seven days a week, and set  
the prototype for what would 
become the country’s largest 
stand-alone convenience brand, 
with more than 60 locations  
across Queensland, New South 
Wales, and Victoria. 

NightOwl was franchised in 1987 
and increased its profile within the 
industry, and played host to 
regular Australasian Association of 
Convenience Stores functions 
within Queensland.

Over the years, the brand has 
represented value through its 
products, convenience, marketing, 
and merchandising. It is these 
strengths, facilitated by an 
experienced team of office 
personnel and state-of-the-art 
systems, that ensure the highest 
level of quality throughout 
NightOwl’s expansive footprint.

Taking on some of the biggest names in Australian retail, NightOwl is 
dedicated to delivering convenience, quality, and choice to its customers. 
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The Future of
Convience

Adam Adams, Franchisor of 
NightOwl, bought the business in 
2007. He and his wife also own six 
NightOwl stores in Cairns and 
North Queensland. The pair has 
been instrumental in the  
brand’s expansion and growth, 
developing new regions and  
states for NightOwl. 

The CEO Magazine spoke with 
Adam about his history with the 
company, the strength of the 
organisation, and the opportunities 
that lie ahead for NightOwl. 

The CEO Magazine : Can you  
give our readers an overview of 
your journey leading up to the 
purchase of NightOwl?

Adam: My background is  
very sales orientated, very 
automotive orientated. The way  
we got into NightOwl itself is  
that I bought two stores with  
my wife, Katrina, in 2002 in  
Cairns. I then got exposure to the 
back-end of NightOwl, which is 
what created interest. 

I had extensive experience in the 
automotive sector through family 

businesses like new-car 
dealerships, so I previously had 
exposure to franchising that way. 
My strong interest in wanting to 
develop our business interest 
beyond the two stores gave me a 
foundation for being attracted to 
the franchisor side of NightOwl. 
Our two stores grew to three, then 
four, and in 2007 talks started with 
the then franchisor in February, 
and we had settled by July. 

Since taking over the  
business, what have been the 
biggest challenges you’ve had  
to contend with?

Our challenges have been the 
things that all business-owners 
have to deal with—raising capital, 
getting return on investment, and 
recruiting good people. It’s always 
a competitive environment 
attracting the retail dollar, 
maintaining strong margins, and 
getting a reasonable sales rate 
compared to rent rate per metre. 
One of the big things that is 
constantly changing is the 
competitive environment out there. 
It is getting tougher and tougher: 
the cost of running a business is 

As featured in  
The CEO Magazine
For more info visit 
theceomagazine.com.au

ISSN 2201-876X 

9
 

 772201 876005

11

M
AY

 2
01

4
$1

4.
95

 In
cl

. G
ST

Defence Bank’s Jon Linehan  •  De’Longhi’s Paolo Albertoni  •  Saracen Mineral Holdings’ Raleigh Finlayson

BUILDING 
BLOCKS
Mitre 10’s CEO Mark Laidlaw: 
Providing independent retailers  
with the tools of the trade

The psychology 
behind business 
decisions
Effective governance
Rethinking your 
wheelhouse

Brooks Brothers

Swiss Escape: The Valais

Range Rover Sport

Science of Club-fitting

theceomagazine.com.au


146.    The CEO Magazine - May 2014 	 theceomagazine.com.au

where we can be more proactive, 
working with other retail offers to 
integrate into our sites and to 
ensure, from a convenience point 
of view, that our customers are 
given the best possible offering. 
There are plenty of opportunities 
out there, but we have to change 
with the times, which means 
creating more efficiencies and 
better convenience. And when  
I say ‘better convenience’, it’s not 
just location but more substantial 
offerings within those locations. 

Who or what has been your 
biggest influence in terms of 
management and leadership?

I always get inspired by rags-to-
riches stories. I very much enjoy 
them. But as I get older, I get more 
from proven systems and people 
that stick to a formula that works. 
Having said that, they move with 
the times, embrace the changing 
environment, and very much 
implement that into their business. 
Any strong brands that have stood 
the test of time and remain strong 
have inspired me. 

There is no particular one that 
stands out, but if you go through 
famous brands, McDonald’s is a 
great example. That is a brand 
that has just gone from strength 
to strength over time, but they 
very much look at the changing 
times and embrace it where they 
can. I once read the book 
McDonald’s: Behind the Arches, and 
that very much inspired me in 
terms of Ray Kroc. 

What was inspirational about him 
was that he didn’t start with 
McDonald’s until he was in his 
fifties, and he was a travelling 
salesman before that, selling 
milkshake machines. The discipline 
and the culture that he was able to 
create in the 1950s in America 
have stood the test of time. 
McDonald’s is still based on the 
same values, the same focus.  
Also, consistency, persistence, and 
staying disciplined are still part of 
the culture, and I think they’ve 
done that very well. That has been 
an inspiration for me. There have 
been others, but that’s the one that 
stands out in my mind.  

getting higher. You have to  
keep your finger on the pulse  
or you risk burning the candle  
at both ends. You need to be 
constantly looking for more  
ways to drive efficiency in your 
business. That would be the 
biggest thing that we’re  
challenged with on a daily basis. 

How do you find and utilise 
those efficiencies within  
the organisation?

The benefit of joining a franchise 
network is that you have access  
to systems and processes that as an 
individual storeowner you would 
not have access to. That’s the  
major point that you drive as being 
part of a franchisor—create 
efficiencies, create buying power 
and strength in numbers. We’re 
very much going through a 
transition at the moment where 
we’re migrating the business into a 
single supply framework so we can 
get better efficiencies in the way 
we buy our goods. We’re also 
investing heavily in our future 
markets, which is just as important. 

The two things that drive our 
business are convenience and 
franchising. Convenience is all 
about having very convenient 
locations and having what’s  
in the highest demand within  
those local areas. We have  
invested in stores of the future, 
which means new décor, very 
much recognising what the  
market is looking for, and  
there’s more focus on food 
service. Part of franchising is 
consistency, so we’re just making 
sure that our offer across our 
whole network is consistent and 
delivers great value, which is very 
much what today’s customers are 
looking for more than ever. 

What would you say are the key 
values or principles that drive 
the organisation?

Our biggest values are return  
on investment and value for our 
customers. We’re always working  
to progress, move with the market, 
and do what we can to be ahead  
of the market, which is definitely  
a challenge out there. 

As franchisor, how often are  
you in communication with  
the various branches within 
NightOwl’s network?

I’m based in Cairns, so I visit 
Brisbane every second week.  
My time is always split between 
suppliers, staff within our support 
centre, and franchisees. I’m in 
contact with franchisees weekly 
through emails, phone calls, and 
face-to-face store visits. It’s a very 
hands-on business and I try to  
be as hands-on as I can. I want  
to be proactive in where we are 
moving forward. 

Our executive team is comprised of 
CFO, head of marketing and 
operations who oversees 
marketing, supply, and our 
operations team; and our 
commercial manager who oversees 
compliance and legal issues, 
development of new sites, sale of 
existing sites, the implementation 
of our stores of the future, which 
we’re rolling out across the 
network over the next two years, 
and renewals and incoming of new 
franchisees. They all have big 
responsibilities, so I’m in contact 
with them every day, but they very 
much have autonomy to run and 
drive their respective departments. 

How does NightOwl differentiate 
itself from the major competitors 
in your industry?

Our point of difference from our 
major competitors is our range—
having what our customers need 
when they need it. We also make 
sure that we’re in very convenient 
locations. So it’s about being  
in locations where we’re going to 
win, making sure our customers 
understand what we have on offer, 
and, by doing that, we need to be 
consistent across the board. 

What does the future hold  
for NightOwl?

The future is about growth. There 
are still plenty of opportunities out 
there for us. One of the things that 
will enable us to remain 
competitive is that we need to find 
more synergies. We are looking at 
other retail offers and seeing 
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still plenty of 
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have to change 
with the times, 

which means 
creating more 

efficiencies  
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And when I  
say ‘better 

convenience’,  
it’s not  

just location  
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offerings  

within those 
locations.” 
- Adam Adams

“We’re very much 
going through a 
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moment where 
we’re migrating 
the business into 
a single supply 
framework so we 
can get better 
efficiencies in the 
way we buy  
our goods.” 
- Adam Adams

Seriously good 
coffee. Seriously.
Its o�cial, the Aussie population love a good co�ee. 
Our refined espresso palates can now tell the 
di�erence between a beautifully delivered latte 
or flat-white and a poorly churned out 
froth-filled disaster!

The key to any successful co�ee o�er is creating 
a quality experience that will keep the punters 
coming back for more. 

With our leading edge, one-touch high volume, 
Swiss-engineered co�ee machines and our 
sustainably sourced beans, backed by our 
nationwide service coverage, we can provide 
you with all the tools to build your perfect co�ee 
o�er and a healthy profit. 

Luxurious latte, smooth cappuccino, delicious 
flat white and perfectly extracted espresso are 
just the beginning.

Talk to us today on 02 9669 4446 or send an 
email to info@tigerco�ee.com.au and find out 
how our 25+ years of co�ee experience can 
benefit you.

SYDNEY  •  BRISBANE  •  MELBOURNE  •  PERTH

High quality espresso, 
latte and cappuccino at 
the touch of a button.

Modular, small 
footprint or large.

Automatic cleaning.

Cool touch steam wand.

www.tigerco�ee.com.au

Co�ee equipment supplier to:

C O N V E N I E N C E


