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Providing Superior Health Care
Programs that will Positively
Affect Millions of Lives!
Offering A New Opportunity in
Revolutionary Health and Wellness
Services for Individuals and
Organizations.
Our franchisees provide services
in three vertical markets that are
in huge demand today:
1. Medical Support Services
Behavioral Health Screenings
DNA Testing
Nutritional Supplements
Weight Loss System
Chronic Care Management (CCM)
Thermal Imaging
2. Senior Wellness
3. Workplace Wellness

The RX2Live franchise offers an
outstanding return on investment
for the franchisee and fills a critical
need in the marketplace. You
are in the right place at the right time
to position yourself in a
unique franchise that is poised for
explosive growth.

Judy Cole
(757) 323-3798
jcole@rx2live.com
http://virginiadc.rx2live.com
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Upcoming Franchise Events & Conferences
December 5-7, 2019
Franchise Expo West
Long Beach Convention Center
Long Beach, CA
www.franchiseexpowest.com
January 24-25, 2020
The Franchise Expo
Phoenix Convention Center
Phoenix, AZ
www.franchiseshowinfo.com
February 8-11, 2020
IFA2020 Convention
Orlando World Center Marriott
Orlando, FL
www.franchise.org/events/convention
February 15-16, 2020
The Great American Franchise Expo
Irving Convention Center
Dallas, TX
www.franexpousa.com
February 15-16, 2020
The Franchise Expo
Meadowlands Expo Center
NY / NJ
www.franchiseshowinfo.com
February 20-22, 2020
Franchise Expo South
The Miami Beach Convention Center
Miami, FL
www.franchiseexposouth.com
February 22-23, 2020
The Great American Franchise Expo
Stafford Center
Houston, TX
www.franexpousa.com
February 29-March 1, 2020
The Franchise Expo
Austin Convention Center
Austin, TX
www.franchiseshowinfo.com
March 14-15, 2020
The Great American Franchise Expo
Tampa Convention Center
Tampa, FL
www.franexpousa.com
Mar 20-21, 2020
Franchise Expo Nashville
Music City Center
Nashville, TN
www.franchiseexponashville.com
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March 28-29, 2020
The Franchise Expo
Donald E. Stephens
Convention Center
Chicago, IL
www.franchiseshowinfo.com
April 4-5, 2020
The Franchise Expo
Pennsylvania Convention Center
Philadelphia, PA
www.franchiseshowinfo.com
April 18-19, 2020
The Great American Franchise Expo
Orange County Convention Center
Orlando, FL
www.franexpousa.com
April 25-26, 2020
The Franchise Expo
Greater Tacoma Convention Center
Seattle, WA
www.franchiseshowinfo.com
May 16-17, 2020
The Great American Franchise Expo
Cobb Galleria
Atlanta, GA
www.franexpousa.com
May 16-17, 2020
The Franchise Expo
Dulles Expo Center
Virginia/Washington D.C.
www.franchiseshowinfo.com
May 28-30, 2020
International Franchise Expo
The Javits Center
New York, NY
www.ifeinfo.com
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FROM THE PUBLISHER

A

Time to say
THANK YOU!

As 2019 comes to a close, you are holding your fourth issue of Franchise Connect magazine. Thank you
very much for your support. We got a very warm welcome from the franchise sector from both investors
and advertisers. We are already planning for 2020. We will continue to produce a high-quality magazine
with more educational content. Our motto continues to be, "Franchise Connect: America’s Best Business
Opportunity Magazine."

FOOD AND DRINK
FRANCHISES
ACCOUNT FOR
APPROXIMATELY
36% OF THE TOTAL
FRANCHISES IN THE
UNITED STATES
AND YIELD 48%
OF THE ANNUAL
REVENUE OF THE
U.S. FRANCHISE
INDUSTRY.

In this issue, we feature the food and drink franchise sector. You can find our industry report on page 15.
We have published the "Top 100 Food and Drink Franchises." Our team carefully researched the published
information on hundreds of food and drink franchises. The companies are not listed by rank. If you are
looking to invest in a restaurant or food and beverage franchise, this
list provides a great starting point.
For this issue, we interviewed Varol Ablak in our "Meet the People
Behind the Brands" pages. He is founder and CEO of Ablak Holdings.
He started out with Vocelli Pizza in 1988. Since then, the company
has grown exponentially and now comprises six main brands. Starting
from zero, he has made his American dream come true.
Kimberley Daly, a new author to our magazine, contributed "What Do
You Do When Your Spouse Is Not Supportive of Your Desire to Own
a Franchise Business?" She stresses the importance of getting them
involved from the beginning.
Nancy Friedman articles are always fun to read and very educational. Her latest highlights the differences
between selling to women versus men.

Wishing you a fun-filled holiday season and best wishes for a happy New Year!
See you in the next issue.

SITKI KAZANCI / Founder-Publisher
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Semi-Absentee Ownership
You should be able to articulate your personal and financial goals. Determine if you have 10 to
20 hours per week to spend on the business.
trained, professional manager to run your
business.
growing trend in franchising is
You may be asking, “who does this
semi-absentee ownership. This model fit?” Corporate executives lookis a great way to own a franchise ing to diversify their portfolio are semiwithout having it take over your absentee owners. So are stay-at-home
whole life. This addresses the motives of parents looking to get back into the
candidates who want to keep their career workforce but want to maintain flexibiland build an asset or invest on a larger ity in their schedule. Semi-retired professcale. As a semi-absentee owner, you sionals have considered semi-absentee
are relieved of the day-to-day respon- ownership because it allows them to
sibilities, which lets you focus on the maintain their current level of activity.
big picture of your business and its Investors are also semi-absentee owners
growth. However, you will need a highly because they have the infrastructure in
By Rick Morgin

A
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START SMART

The industries where semi-absentee
ownership work best are essential services,
fitness, simple or complex retail, professional
business services, therapeutic massage,
automotive, specialty food, B2B services, and
health and wellness centers.

place to manage their operations. If you be how to operate a business under this
are looking to transition away from your premise. You work “on” the business not
corporate role slowly, semi-absentee “in” the business, this allows you to conownership can be a great option.
trol the hours worked. Skills in leadership
and organization are more critical than
HOW IT WORKS: The industries where industry experience for a semi-absentee
semi-absentee ownership work best are owner. Your focus is on building equity
essential services, fitness, simple or com- and residual income. It helps to be able
plex retail, professional business ser- to separate the functions of the owner
vices, therapeutic massage, automotive, from the functions of the business. This
specialty food, B2B services, and health means that you have little or no interest
and wellness centers. Why do these in the background of the industry.
industries fit semi-absentee ownership?
Most often they are a storefront business What should you consider before you
that is manager run. The function of the dive right into semi-absentee franchise
owner is to be the CEO or general man- ownership? You should be able to articuager of the business. These businesses late your personal and financial goals
are staffed by people who are already from this opportunity. Determine if you
trained or certified in the industry. The do have 10 to 20 hours per week to
skill set of this type of owner lends to spend on the business. Understand if
strong multi-unit ownership.
you really will be comfortable finding
If you are thinking that you fit one of a trusted manager who can run the day
these examples, your next question may to day operation. If this is a move to

transition out of Corporate America write
into your strategic plan the timeframe
to do so.
It is critical for prospective franchisees
to understand that where people tend to
get into trouble is when they try to turn a
business intended to be owner operated
and try to turn it into a semi-absentee
model. w
Feeling Ambitious? If semi-absentee business ownership is of interest, I can help
you explore that opportunity. Contact me.
Rick Morgin is a Consultant with The
Franchise Consulting Company and
alumnus of Santa Clara University. He
assists clients with the educational
process of researching and selecting
available franchise businesses that
best suit desired lifestyles and financial
goals. The research, qualification, and
application service he provides is free;
fees are paid by the franchise company when a client opens
their business. For more information, email rick@thefranchise
consultingcompany .com, call/text (925) 324-6371, or visit www.
thefranchiseconsultingcompany.com
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of your research process and one that you
should not take lightly.

7 STEPS TO FINDING YOUR

IMAGE BY RAWPIXEL FROM PIXABAY

05 Evaluate Franchise Documents

“Perfect-Fit” Franchise
By Faizun Kamal

A

re you looking for a franchise and
don’t know which one is the “perfect
fit” for you? The process should be
intentional and focused. Here are
the 7 steps you may want to consider before
you begin your search.

Different franchises have different business models that require different skill sets
and you need to understand how your particular skills align with a specific franchise
model.

03 Identify Franchise Models

Each franchise will share with you what is
known as the Franchise Disclosure Document (FDD).
This is a legal document that comprises 23
items that gives you a comprehensive overview of the financial state of the franchise,
any outstanding litigation against it, earnings claims of existing franchisees, among
other items.
A second document that you will be presented with once you have moved through
the due diligence process is the Franchise
Agreement, which lays out the responsibilities of each party (franchisor - the franchise
company and you, the franchisee).

06 Attend Discovery Day
Most franchisors hold regular Discovery
Day events at their corporate headquarters.
These are opportunities for the company to
interview the potential candidate to deem
if there is a good fit. You should also take
this as an opportunity to learn more about
the company and the team that will become
your extended work family for years to come.

07 Become a Franchisee!

There are more than 3,000 franchises in the
If you have done due diligence and have
United States alone. How do you find the
01 Work with a Franchise Consultant one that is the right fit for you? Using your attended the Discovery Day, you should now
be in a position to make the decision to either
Would you buy a house without using a personal assessment and your customized
move forward with the franchise opportunity
realtor? Would you look for a new corporate business model built for you by your franor not. The decision to move forward must
opportunity without seeking the help of an chise consultant, you can start to narrow
sit comfortably with you on an emotional
executive recruiter? A franchise is no differ- down some of the franchise options that
level as well as a business and financial level.
ent. Find a reputable franchise consulting may be a fit with who you are and what you
Working hand in hand with your franchise
company and identify a franchise consultant are looking for.
consultant, you should now have found your
that you can work with. The services of a
04 Begin Due Diligence
"perfect fit" franchise. w
Consultant are free to you. They are paid by
The process of due diligence is one in which
the franchisor when the client is awarded
your franchise consultant will introduce you You can find Faizun Kamal's new book at
a franchise.
to a handful of franchises that may be a Amazon. Excerpted from The Right Franchise
02 Know Thyself
fit based on your personal, financial, and for You: Escape the 9 to 5, Generate Wealth, &
Working with a franchise consultant, take lifestyle goals. Each franchise will then Live Life on Your Terms.
an honest inventory of who you are. What introduce you to current franchisees in their
are your skills and strengths? What are your system so you can start to get a granular feel
Faizun Kamal is a bestselling author,
weaknesses and blind spots? What comes for what it is really like to run that particular
nationally renowned public speaker and
naturally to you?
business. You will be able to ask questions
career strategist. As a franchise coach.
Faizun helps people make the transition
What feels like pulling teeth? These are and understand what "a day in the life of ..."
from employee to entrepreneur. Contact
all good indicators of skillsets you bring to is really like.
her at (443) 604 6276 or email Faizun@
the table.
This is possibly the most valuable part
thefranchiseconsultingcompany.com.
12 FRANCHISE CONNECT | NOV-DEC 2019

5 MUSTS
IN SELLING
TO WOMEN

WOMEN BUY
EMOTIONALLY,
MEN BUY
LOGICALLY!

I’m often asked: “Nancy, is selling to women any different than selling to men?”
My answer is: Do men and women talk, walk, think and drive differently?
Well, you get the picture. And to answer your question,
yes, women buy differently than men.
FACT: Women buy emotionally, men buy logically.
Here are 5 tips a woman appreciates in a sales situation.
By Nancy Friedman

1. Immediate Eye Contact
Not staring.
Understand, most women like attention. If
your eyes wander around or your head is on
a spindle, while you’re talking to a woman,
there’s a disconnect.
Yes, you can, and should, glance away
occasionally, but your full attention is needed
with maintaining good eye contact. If you’re
looking off into space, at your watch, listening to another conversation, bye bye.

2. Firm Handshake
We won’t break.
That dead fish handshake some men give to
women is a huge turn off. Even the fingertip
handshake isn’t good. Most men know how
to shake hands, so why do it any differently
with a woman? Hand-to-hand, firm grip.
Don’t break our hands by showing off how
strong you are; however, remember to deliver
a firm handshake when you put your hand
out there. You’ll be surprised how effective
that will be for you.

3. Smile
We love smiles
As a woman, we have been taught since age
zero to smile. It’s easy for a woman to deliver
a smile. And most women can do it even
when we don’t want to.

We also know that we can get a lot with a
smile. We’ve been doing it forever. “Hi, daddy
(big grin), can I have a dollar?”
So, when we give, we like to get. Sadly,
there are men who don’t smile. Want to lose
a potential sale quick? Don’t return our smile.
Bingo you’re history.
Now comes the part I find frustrating. To
smile, we need to see your teeth. Grinning
isn’t smiling. Grins don’t count. They’re not
trustworthy. So, ask yourself, "Am I a smiler
or a grinner?" If you’re a grinner – fix it!

4. Empathy and Sympathy
Do you know the difference?
Well let me explain it for those that might not.
Sympathy: You see someone with a broken
arm. You have never broken your arm. Or
any other bone in your body. You can have
sympathy. Not Empathy.
Empathy: You see someone with a broken
arm. You too have had a broken arm. (or some
other bone) You can identify. You can have
empathy.
But you cannot/should, not tell me: “I
know how you feel” No way anyone knows
how someone else feels. No matter what
the gender.
If you didn’t break your arm, you can, and
should, offer sympathy by saying, “Well, I’ve
never broken my arm or any other body part,
and can only imagine how much that hurts”
(Or how uncomfortable that is). Drop the: “I

know how you feel” entirely. For both sympathy and empathy. Again, NO WAY you can
know how I feel.

5. Compliment Me
Don’t hit on me.
Say something nice. Maybe I have my kids
with me. Let me know how cute they are.
Maybe I’m wearing something that you think
is nice. Let me know that. There are dozens
of things to say without sounding like you’re
making a pass, flirting, or going overboard.
Like a smile, a compliment is seldom wasted
on anyone. w

Yes, there are more.
However, I’m betting if you
can incorporate a few of
these easy tips, you’ll do
very well.
Nancy Friedman, a former franchisor,
is founder and president of Telephone
Doctor Customer Service Training in
St Louis, MO. Telephone Doctor helps
companies communicate better with their
customers and coworkers. Nancy is a
popular keynote speaker at franchise
conferences and corporate meetings around the country.
The author of nine books, Nancy has appeared on Oprah;
Fox News; CNN; Today Show; CBS This Morning; Good
Morning America, Great Britain, Australia; and many other
radio and TV shows and media outlets. She can be reached
at nancy@telephonedoctor.com, at www.nancyfriedman
.com, or 314-291-1012.
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FOOD AND DRINK FRANCHISES

I

f you ask people to name a franchise, there is a high possibility that they will reply with a food and drink franchise — and
it’s no surprise.
Food and drink franchises account for approximately 36% of
the total franchises in the United States and yield 48% of the annual
revenue of the U.S. franchise industry. Food and drink franchises
also account for 65% of direct franchise employment opportunities.

FOOD AND DRINK
FRANCHISES MAKE UP
APPROXIMATELY 36%
OF THE TOTAL FRANCHISES
IN THE UNITED STATES.
DESPITE SWEEPING NEW
CONCEPTS AND TRENDS,
FOOD FRANCHISES
CONTINUE TO GROW AT AN
UNPRECEDENTED SPEED.

The majority of the United States’ food and drink sales take place
in commercial restaurants. According to Statista.com, full-service
restaurant sales amounted to revenue of $254 billion, and limitedservice sales amounted to revenue of $222 billion in 2016. In 2018,
the worth of the quick service restaurant (QSR) sector, also known
as the limited service or fast food restaurant industry, rose up to
$256 billion.
After that, the retail, recreation, vending, and mobile vendors were
the second-largest contributors to the food and drink industry, with
sales of $70.82 billion. The smallest amount of revenue comes
from bars and taverns.
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WHY YOU NEED
TO INVEST IN

FOOD AND DRINK

FRANCHISES

FACTORS THAT DRIVE THE FAST
FOOD FRANCHISE INDUSTRY IN
THE UNITED STATES
Fast food companies manage restaurants
where customers order and pay at the counter.
These fast-food franchises must comply with
federal and state requirements, including
minimum wage, that affect operating costs.
American fast-food franchises that have
outlets in other countries follow different
hygiene and quality regulations that may
impact the quality of the products offered by
the fast-food company. Different countries
may also have varying regulations when it
comes to packaging and labeling the products. For example, in the U.S., many fast-food
franchises may include calorie information
with their products, although this may be
absent in other countries.
In spite of the 2008 recession, the average
consumer now spends even more on fast food,
thanks to the low cost and convenience. Thus
many fast-food franchises have been able to
capitalize upon the recession by introducing
new deals, in addition to already low-priced
food items.
Aside from this, taste still remains the
most important factor for 94 percent of U.S.
consumers. In spite of the warnings about
the lack of nutritional quality offered in fast
food menus, health concerns still take a back
seat. As it stands, almost 83 percent of U.S.
consumers eat at quick-service restaurants
at least once a week.
Because of the high amount of traffic in
fast-food restaurants, franchises are opening
up with lightning speed across the U.S. and
the world. Based on 2018 data, the United
States has an estimated 194,723 quick-service restaurant franchises outlets.
16 FRANCHISE CONNECT | NOV-DEC 2019

Here’s a look at the top 7 food franchises that
are considered the most popular in the world:

McDonald’s Franchise
Brand Value: $130.368 billion
Number of Outlets Worldwide: 37,855
Investment to Open a Franchise Outlet:
Min. $955,000 of personal, non-borrowed
resources. You will also have to pay a franchise fee of $45,000 and a service fee of
4% of gross sales.

Starbucks License
Brand Value: $45.88 billion
Number of Outlets Worldwide: 39,324
Investment to Open a Franchise Outlet:
It costs approx. $315,000 to open one
licensed Starbucks store.

KFC Franchise
Brand Value: $17.205 billion
Number of Outlets Worldwide: 22,621
(latest data available is for 2015)

Investment to Open a Franchise Outlet:
KFC requires you to have a net worth of
$1.5 to 2.5 million and minimum liquid
assets of 750,000. The franchise fee costs
$45,000, and the royalty fee is 5.5 percent
of gross sales.

Subway Franchise
Brand Value: $17.124 billion
Number of Outlets Worldwide: 42,431
Investment to Open a Franchise Outlet:
Subway requires an investment between
$116,600 and $263,150. The franchise fee
is $15,000, and the royalty fee is 8% of
gross sales.

Domino’s Pizza Franchise
Brand Value: $9.570 billion
Number of Franchise Outlets: 16,300
Investment to Open a Franchise Outlet:
External franchisees have to pay a fixed
fee of $25,000. Initial investment may
range from $119,950 to $461,700.

Pizza Hut Franchise
Brand Value: $7.580 billion
Number of Outlets Worldwide: 16,796
Investment to Open a Franchise Outlet: It
has a franchise fee of $25,000, a royalty
fee of 6% of gross sales, and an additional
3% for marketing. You will need a budget
between $300,000 and $3 million for the
total initial investment.

Burger King Franchise
Brand Value: $7.063 billion
Number of Outlets Worldwide: 17,796
Investment to Open a Franchise Outlet:
To open up a Burger King franchise, you
will need an initial investment between
$316,000 and $2,660,600. The franchise
fee is $50,000, with an additional service
fee of 4.5% of gross sales.

TOP TRENDS TO CONSIDER FOR
INVESTING IN A FOOD AND DRINK
FRANCHISE
Owning and operating a food and drink franchise can be an exceptionally lucrative business. Not only is it an opportunity to earn a
substantial income, being a franchise owner
means you can skip the start-up costs, including product development costs and marketing
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MOST VALUABLE FOOD AND
DRINK FRANCHISES WORLDWIDE
IN 2019

and advertising costs.
And the hassle of
ensuring quality
control when you
are operating solely.
One downside of
owning a franchise
is its costs, which
can be prohibitive
to some. Investment
in the food and
drink industry can
range from tens of
thousands to millions of dollars. However,
the biggest advantage is that your parent
company provides you with a proven model
for success as long as you put in the money
and effort to get your franchise going.

OWNING AND
OPERATING A
FOOD AND DRINK
FRANCHISE
CAN BE AN
EXCEPTIONALLY
LUCRATIVE
BUSINESS.

chains in the eyes of the younger generation.
With technologies like food blockchains,
consumers get instant transparency and can
access labeling information, straight from
their smartphones. A 2018 survey found
that approximately 12% of food and drink
CFOs use blockchain technology, though this
number will no doubt increase as awareness of the benefits of blockchain technology
spreads across the entire food supply chain.

ECONOMIC UNCERTAINTY

The global trade tensions since 2017 will
continue this year, resulting in rising food
and drink costs. The biggest case in point
is the Chinese tariff war, which is not just
creating excess supply but forcing down
prices of food items like soybeans and pork.
Other uncertainties include the shortage
Here are some of the top trends that can in the labor market and rising labor costs,
influence the success of your food and drink thanks to immigration policy and restricfranchise:
tions on H-2B visas. Additionally, many
companies also face truck driver shortage
CHANGING CONSUMER
and the impact of the rise in interest rates.
PREFERENCES
Food and drink companies can only
These days, consumers prefer bold, exciting, absorb so much cost until they are forced
and exotic new flavors with consideration for to look into other innovative solutions to
health and wellness. Millennials and Gen- control costs.
eration Z are very much clean eaters, and
demand fortified, functional, and ethically SLIMMING DOWN MENUS
sourced food that promotes gut and brain These days, one major trend in the fast-food
health and benefits their physical appearance. franchise industry is slimming down menus
Hence, grocery and convenience stores are by taking out items that provide little value
fast becoming forces in the food service foot- and playing to the brand’s strength.
print and are increasing their food offerings,
For example, McDonald's menu had
particularly their range of on-the-go items. expanded to 70 percent over the years, leadProducts like kombucha that provide addi- ing to a service slowdown, which reduced
tional functions to consumers' bodies are now customer satisfaction. The company was
a mainstay on shelves. Consumers also want forced to cut down its menu to size to revito buy food that is not just good for them but talize sales.
for others also, like the Impossible Burger,
which is made of plant-based faux meat or BOTTOM LINE
is packaged in eco-friendly containers.
Food and drink franchises are booming,
and the industry does not show any signs of
TRANSPARENCY AND SAFETY
slowing down any time soon. However, you
Consumer concerns relating to food safety need to be discerning about what food and
is costing food and drink companies billions drink franchise you want to invest in. Certain
of dollars every year. Thanks to the Internet, brands are more popular and lucrative than
if consumers can’t find with what and how others. You also don't want to choose an olda food product is made, they will leave it fashioned brand whose popularity is slipping.
behind. Food franchises that promote clean If you have the capital to buy the top-ranking
labels and sustainability and promote positive franchises in our list, you can have success
branding are now becoming the leading food right off the bat. w

Although the U.S. food
and drink market has been
flooded with new concepts
since the past decade, fastfood franchises continue to
grow at an unprecedented
pace and expand their reach
in international locations.
As such, McDonald's is the
largest and most valuable
fast-food company in the
U.S., generating $38.5 billion in 2018. With a brand
value of over $130 billion,
McDonald's closest competitors, in terms of sales, were
Starbucks with $45.8 billion,
KFC with $17.2 billion, and
Subway with $17.12 billion.
Though McDonald’s may
have the top spot when it
comes to revenue, with over
37,855 outlets, it comes in
third place in terms of store
units globally, with Subway
leading the race at 42,431
stores worldwide, with over
24,500 establishments in the
United States alone.
Although fast-food restaurants are most typically associated with the quick-service
restaurant market, it was
found that the most common
QSRs are sandwich and deli
restaurants, which make
up 17.6 percent of the food
and drink market's total unit
share.
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MEET THE PEOPLE
BEHIND THE BRANDS

American Dream
By Christina Huang

V

arol Ablak is founder and CEO of
Ablak Holdings. He started out with
Vocelli Pizza in 1988. Since then the
company has grown exponentially
and now comprises six main brands, Vocelli
Pizza, Rock 'n' Joe Coffee, Sincerely Yogurt,
V3 Flatbread Pizza, Zing Basket and his most
recent acquisition, Tulumba.com, an online
Turkish grocery store.

Can you tell us about yourself? How
did you get started?

I was born in Turkey. I came to the US at
the age of nine. I went to high school in
the Pittsburgh area. My father was a mining
engineer. We were constantly on the move
with his different jobs. By the time I hit 9th
grade, we had moved six times to three different countries. I saw firsthand how people
could be at the mercy of their employment.
This made me very determined to be in

control of my own destiny. I always wanted
to have my own business. I studied industrial engineering in college. After college I
found myself down south in New Orleans.
I took a job at a place called Sicilian Pizza
as a dishwasher just to earn some money
while I was trying to figure out my life. I
fell in love with the whole subculture
of the restaurant industry. Within three
years, I had purchased a franchise from
the company. I was always intrigued by
the business world. I pored over company’s
annual reports. I read Fortune and Forbes
magazines. It doesn’t matter whether you
are making pizzas, shoes, or iPhones; the
basics of business are the same. You are
concerned with balance sheets, profit and
loss statements, and HR issues. Very quickly,
I bought a second franchise with my father.
Sometime later, we sold both of those stores
and moved back up to Pittsburgh.

How did you come up with the
Vocelli concept?

After I came back up to Pittsburgh, I wanted
to create a delivery concept.
I worked on the recipes, and found a location. I went to the distributors to find the
best ingredients. It was key early on to get
that right. I wanted to make sure that the
product was excellent. We wanted to come
up with a product line something similar to
18 FRANCHISE CONNECT | NOV-DEC 2019

Who or what has been your greatest inspiration?

I love going to shareholder meetings. I have
been to about five of Warren Buffet’s in
Omaha, Nebraska. From him, I learned the
importance of diversification. Up until 2008,
we only had one company. Now we have 12.
They are almost all franchise based. A lot of
Warren Buffet’s growth has come through
acquisitions. I followed that model. We
are always looking to see if maybe there
is a 50-store chain out there that might be
struggling and available for purchase. He
stresses making sure that companies are a
good fit with the existing business. Some of
our franchisees own other non-competing
franchise concepts. He emphasizes keeping
things simple. For each of our businesses,
our goal is to have one corporate-owned
location in the Pittsburgh area. The rest
are franchised.

What advice do you have for
franchisees?

Anytime you are buying an organization, you
have to make sure that you meet with the
people early on in the process. No matter
how good the concept might be, the people
in the organization are the ones you are
going to be talking to. What makes us so
good at Vocelli Pizza is not only the product
but also the franchise support center team.
We have about 25 people working here. We
are the back office to every franchisee. If
they have issues, we are here to help. We
go meet with them. They come to us. I think
that is very important. Product-wise, we are
very proud of the high quality we put out.
We try not to change it. We have 68 products
that go into a Vocelli Pizza store.
We are the ones who go out and meet
the vendors and make sure that the product

line is coming to the store. Every store has
one distributor. All 68 items go through that
distributor. They ship it directly to the store.
If somebody wants to purchase a Vocelli
Pizza franchise, they come to Pittsburgh
for three to four weeks. The first week we
teach them all the back end stuff like HR,
QuickBooks training. We have contractors.
We have real estate people. That is critical.
We make sure that the demographics are
right and that the real estate is right.
We have people coming to us who have
no experience in the restaurant industry. In
a case like that we always make sure they
have an operating partner that owns 10%
of the business and runs the day-to-day
operations.
A lot of people come into this business and
think is easy, but the reality is that it takes
a while to figure it out and get good at it.
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what Domino's Pizza does but more upscale.
The other thing was that we didn’t want
any sit-downs. A lot of people who open
restaurants do delivery on the side but we
did the opposite. We made delivery our
competitive advantage. In Pittsburgh, on
any given day we have 800 drivers. Growth
didn’t come easily. Until we hit eight stores,
we really struggled. The first two stores
didn’t do that well, but the third one paid
for the next five. You don’t want to give
up too early even though sometimes you
wonder if you are on the right track. Most of
our Vocelli franchises are in the Washington
D.C., Baltimore and Pittsburgh metropolitan
areas.
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What are the other franchise
brands Ablak Holdings owns?

How much does it cost to purchase
a Vocelli franchise?

The initial cost is an average of $243,000.
Everything is included. We even include three
months working capital in that, as we know
that things can be tight in the first few months.
Some people buy a store, run it for a year and
then buy another, but we have some people
who own multiple Dunkin' Donuts and then
buy five Vocelli Pizza franchises. It works well
with people like that because they already
have the infrastructure in place. We always
focus on the grand opening. We send a franchise support center team there. You want
to start out with a bang. Our home delivery
is where we look to excel. We have a call
center that handles all customer complaints.
We address those right away. We leave the
marketing up to the individual franchisees but
we require that they spend a minimum of 7%
of their sales on marketing. Invariably we find
that the stores that do the most aggressive
marketing such as coupons etc. have the best

numbers. Franchisee owners need to realize
that they have to go out and get the business.

What do you look for in a
franchisee?

When we sell a franchisee, we try to find
people who will be a good fit. For Rock 'n' Joe
Coffee, we target Starbucks people. Starbucks
is not a franchise, but many of the employees would like to have their own place. For
pizza, we try to get people who are already
selling pizza or at least in the food business
in some way. Sincerely Yogurt is a bit different as a self-serve, fast casual concept. The
labor is low and it’s much easier to manage.
We expect a lot of our franchise growth to
come from outside the U.S. going forward.
Frozen yogurt in particular is not as developed
internationally, but we see great potential
in franchising. I see Vocelli Pizza as more
of an international brand as well. We plan
to be more in places like the Middle East
and Turkey.

Our main business is franchising. Our goal is
to have one or two acquisitions a year. Vocelli
Pizza has been there the longest and was
established 31 years ago. Rock 'n' Joe Coffee
was the first acquisition of a franchisor that
we did after that. Sincerely Yogurt was the
next.
We have two start-ups. One is called V3
Flatbread Pizza. V3 is a fast casual pizza concept. It is similar to the Blaze concept. We
were the first to bring it to Pittsburgh. You
can put as many toppings as you want on a
pizza for one price. It’s more like Chipotle
style. We have two locations so far and we
are currently working with several franchise
candidates for additional stores.
The other concept is Zing Basket, which is
a grocery store that delivers. We are working
toward franchising that business as well. We
are also always interested in talking to people
who want to franchise or sell their business.
That’s the area that I personally focus on.
There are a lot of great ideas out there that
people may not know how to franchise.

Are you selling master franchises?

We have already sold a master franchise for
the country of Turkey. We recently did a 111store deal for Sincerely Yogurt there. We are in
the new airport in Istanbul. Master franchising
is a big part of our business now.

What is the greatest lesson you
learned along the way?

If you want to stay in business you have to
take risks. I have found that when I moved
slowly, things did not always work out. You
are better off to aggressively go after something. Either you are growing or you are sinking. We are constantly trying to figure out
what model works best for us. We are not
like Starbucks or Domino's Pizza, which are
publicly, traded companies. In our current
structure, you have to wear a lot of different
hats. w

For more information:
Franchise Sales Department
(412) 919-2100 x527
www.vocellipizza.com/franchise
www.ablakholdings.com
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GOOD DESIGN

Gets Better Marketing Results
We are a full service award-winning agency specializing in
brand development, graphic design, social media marketing,
website development, and advertising.
We are devoted to helping our clients shape their brands with
intuitive designs and by building effective communication that is
market friendly and impactful.
Finding the right franchisees is one of the most challenging
and critical aspects of building a successful franchise.
Let’s talk about how we can work together to help you get the
leads you need to make your sales goals. J u s t c o n t a c t u s .

creativeedge designstudio
BE UNIQUE, BE AWESOME

1751 Pinnacle Drive, Suite 600
McLean, VA 22102
sk@studiocreativeedge.com
www.studiocreativeedge.com
703.439.0557 phone

THE JOURNEY TO FRANCHISE OWNERSHIP
THROUGH DUE DILIGENCE, PART II:

Terms, Traits, and Tools

Self- or Inner-Evaluation
which means you
The first answer you need to know is whether
should be very
n last month's article, I discussed the you want to work on the business as an
careful about who
basic terms and definitions associated owner operator or are you looking for a
you hire to run your
with franchising, the influence franchis- franchise where you can hire someone to
franchised busiing has in the U.S. economy, and how to manage it in your place. Many franchises
ness. Additionally,
perform a cost/ benefit analysis of a fran- require that you be an “owner/operator”
realize that if your
chise purchase. This month's article of our which means that not only do you own the
manager goes on
three-part series will talk about analyzing business, but you are required to work fullvacation, quits, or
yourself and how to evaluate the franchise time within the business. This can also mean
heaven-forbid, you
after narrowing your search.
being required to attend training and annual have to fire them, you will most likely have
When you are looking at a franchise, conventions, besides dedicating your work- to step in to run the business until you hire a
remember that you might spend the next 10 ing hours to the business. In the alternative, replacement manager and get them trained.
-20 years of your life in this franchise. Prior there are some franchise systems that allow If this could pose a problem with your work
to making the commitment to devote this you to hire someone to be your manager. week schedule, one option is to always have
amount of your life to this business, you need This option is commonly called “absentee at least two managers, or a manager and
to do some personal reflection, look inside ownership." If you are looking for the absen- an assistant manager who is cross trained.
yourself; talk with your family, and discuss tee owner type of franchise, remember that This will greatly reduce the possibility of
this with friends or trusted colleagues to in almost every franchise, you will have to you having to step in to run the business
determine if this franchise is for you.
guarantee the performance of the franchise, temporarily.
By Lynne D. Shelton, Esq.

I
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I WANT TO
BE MY OWN
BOSS, SO I AM
WILLING TO BUY
MYSELF A JOB.
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LEGAL ADVICE

Another important question to ask yourself and those close to you is: “How well do I
work with others?” This can feel like handing
someone a clip loaded with bullets, when
they already have a gun in their hand, but you
need to know the utmost truth. This must be
the second question you get answered. Most
of the franchises that people are exposed to,
such as restaurants and all other retail type
locations, have many employees and a lot of
face-to-face interaction. However, if that is
not your strong suit, you need to own up to it,
so you are not setting yourself up for failure,
or stress-filled days. There are many franchise
systems that allow you to work from home,
have customer interactions via phone calls,
or even to email customers. Regardless of
your social skills or preferences surrounding
customers and employees, there is a franchise
that will fit you perfectly.

When you are looking at a franchise,
remember that you might spend the next
10 -20 years of your life in this franchise.

Another part of your self-discovery is
asking yourself, "Why do I really want to own
a franchise?” During the various seminars
that I give to franchisees nationwide, usually
called “A to Z – Your 5 Steps of Due Diligence,”
I pose this same question. Most prospective
franchisee entrepreneurs give one of three
general answers: 1) I want to be my own
boss, so I am willing to buy myself a job;
2) I want to buy a business so I can control
how much money I make; or 3) I want to
create a legacy situation, where I can build
up the business and then leave it to my kids
or favorite charities, etc. These are all great
answers, but they only touch upon a few
of the reasons. Those that people will not
talk about out loud are that they recently
were fired, right-sized, down-sized, or whatever the politically correct term is this year,
and they do not ever want to experience

that trauma again. Or possibly they have
retired yet are bored, or they have reached
a certain age where they are too young to
retire and just old enough that it is harder
for them to find a different job that excites
them. Whatever your reason, you should
know and understand it before you move
forward with a franchise purchase to ensure
you are making the right decision and that
the franchise system you choose supports
and allows your choice. For example, not
all franchise systems allow you to leave the
business to your children. These are factors
you must consider when doing your due
diligence.

External Factors

One question that franchisees fail to ask
many times is whether the franchise will
work in their market. An over exaggerated
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example of this is that a snow removal busi- willing to travel for such services or products.
ness would not make a lot of money in Miami, This may cost a little more, but it could be
but a bathing suit retailer might. Many fran- well worth it in the end.
chises are for sale where the product or serAnother big question to ask is whether
vice may not work well but franchisors will your family and friends will support your
typically leave it up to you to determine that. decision to buy a franchise. This is a very
As the potential business owner, you should important question to ask because statistiresearch whether this business has competi- cally a family-owned and operated franchise
tors or similar concepts in your target market is more successful because each member of
and whether those businesses are doing the family has a vested interest in the sucwell. One way you can determine that is to cess or failure of the business. Additionally,
have your franchise attorney do a competi- without support of your loved ones, you will
tor analysis for you. Or a layman trick is to have no outlet for your frustrations, concerns
obtain the competitors Franchise Disclosure or celebrations.
Document (FDD), and peruse the Item 19
disclosure section for any financial perfor- Next Step - The Numbers
mance representations, or if that system So now you have looked at different frandoes not have an Item 19 disclosure in its chised businesses and thought about who
FDD, you can look at the list of franchisees you are and what your goals and support
associated with Item 20 (although it is usu- structure look like, but what should happen
ally in an attached exhibit in most FDD’s) and next? Next, you should read and re-read the
then call the franchisee close to your target FDD. If you do not understand the FDD and
market and ask them financial questions. the Franchise Agreement, then how can you
If you can spend a little extra money, it is expect to successfully follow the franchialso great to hire a marketing company to sor's model?
perform research into your area about the
When evaluating the franchise, most
“leakage” for your proposed industry. Leakage buyers look straight to the total investin a marketing report reflects the amount ment, which can be very deceiving. Item 7
of competitors in a given area as compared of the FDD lists the total initial investment
to the number of buyers for that product or required to purchase the franchise; however,
service, and the distance the consumer is this Item gives a range for the franchise
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investment, and only covers the opening
of the business plus the first three months
of business. In some franchises, this range
can include costs for running the business
from your home to leasing commercial space,
which can vary greatly. Also, there are many
franchises that require you to have a specific
vehicle which can greatly change the total
investment if you do not have the vehicle
already or if your financing terms are not
exceptional.
Every franchisee is concerned with the
fees. The three main questions that I get
regarding fees are: 1) Is the franchise fee too
high? 2) What am I getting for the royalties
I am paying? and 3) What is the franchisor
doing with my marketing fee? Of course,
everyone asks if they can negotiate the fees,
but that will be addressed in our third part
of the Journey to Franchise Ownership series
next month.
The franchise fee is not likely a profit
center for your franchisor; it represents your
ticket to get into the system and covers the
franchisor’s costs associated with locating
you, training you and helping you get open
for business. Depending upon the franchise,
you can expect to pay between $19,000
and $50,000, with the average franchise
fee being around $35,000 now. This franchise fee is what the franchisor uses to

LEGAL ADVICE
When evaluating the franchise, most buyers look straight to the total
investment which can be very deceiving.
rent space to train you, pay trainers, cover
printing expenses and costs of meals during
your training, pay sales people or franchise
brokers’ commissions, etc. Most franchisors
expect this fee to be used almost entirely
on the above expenses and as a payment to
cover the costs associated with finding you.
The next expense franchisees ask about
are the royalties. Royalties are always an
area of contention between franchisors and
franchisees. Every franchisee at some point
argues that they are paying high royalties
and not getting enough support for it. It is
best to think of a royalty as your association dues, the payment to continue using
the franchise name, buying power, reputation, and support system. Admittedly, there
are franchisors that charge high royalties
and give very little in return, but most good
franchisors have evaluated their royalties
and charge an amount that is reasonable
based on the services, research, and development they give
in return. When
someone buys one
of the popular fast
food franchises,
they know that
people will come
and buy food based
solely on the name;
however, what most
franchisees will
not acknowledge
is that the famous
fast food chains
have spent a lot of
money negotiating
with suppliers of the various food products
to reduce prices to the franchisees to save
them money. Good franchisors will look for
ways to make the lives of their franchisees
better and more profitable in order to earn
that royalty.
Another type of fee that franchisees look
at many times is the two typical but separate
marketing fees. These are the local marketing fees and the national marketing fees.
Almost all franchisors require a national
or regional marketing fee, aka business

ANOTHER BIG
QUESTION
TO ASK IS
WHETHER
YOUR FAMILY
AND FRIENDS
WILL SUPPORT
YOUR DECISION
TO BUY A
FRANCHISE.

branding fund fee, which funds reside in
a separate bank account that the franchisee pays typically between 1-4% of gross
sales into for marketing on a nationwide
or regional scale. Many times franchisees
will not see their bottom-line increase and
therefore argue that they are not getting any
benefit from the national or regional marketing. If the franchisee is the sole franchise
owner in a state, then this may be true, but in
most instances, franchisees will experience
some exposure in their general area from
the national or regional marketing fund. A
national or regional marketing fund should
be supplemented with your local marketing efforts. Franchisors will often require
franchisees to spend a minimum amount in
their local territory. These amounts can vary
from franchise system to franchise system,
but normally run between 3-10% or in some
franchises can be a flat monthly, quarterly,
or annual amount. Local marketing can be
used in many different ways including sponsoring local sports teams, tv commercials,
radio, newspapers, door hangers, and even
combined with other franchisees to create a
cooperative advertising budget where franchisees all operating in a particular area pool
their funds and buy a bigger ad that names

all of the franchisee’s locations. Franchisees should always talk with the franchisor,
other franchisees, or marketing companies
to determine what type of local marketing
works best.
There are many other areas of the FDD
and other fees that could be explained, and
in next month's conclusion to the Journey to
Franchise Ownership series, I will discuss who
to talk with about these fees, some tips for
negotiating, and what you can do to finance
some of the initial investment. w
Lynne D. Shelton in a previous life was
a franchisor of a large franchise system,
and is currently a senior attorney for
Shelton Law & Associates franchise law
firm. Shelton Law & Associates' (SLA)
attorneys have 50+ years’ business
consulting, franchise, and trademark
experience. Their knowledge facilitates
an understanding of a large variety of
businesses, services, and technologies. They help businesses
protect their brands through trademark, copyright, and business contractual transactions. These services allow SLA to
“Expand their Brand®” through franchising. For franchisors,
SLA provides full outsourced in-house counsel.
SLA additionally works with entrepreneurs buying franchises by
assisting with business creation, industry evaluations, franchise
disclosure document review, fairness factors, opinion letters,
and negotiations.
For more information or to schedule a customized consultation
for your business, you can write to franchising@SLA.Law or
call (866) 99-FRANCHISE.
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www.gogocurryfranchise.com

55 Curry Franchising

2007

2017

$262,380 - $777,3000

Gary Occhiogrosso

(347) 746-4644

7-Eleven

1927

1964

$47,050 - $1,165,400

Joseph M. DePinto

(800) 255-071

www.franchise.7-eleven.com

Abbott's Frozen Custard

1902

1977

$288,896 - $406,160

Rob Amico

(585) 723-8933

www.abbottscustard.com

Alamo Drafthouse Cinema

1997

2003

$9,052,500 - $21,482,500

Sumyi Khong

(310) 351-1185

www.drafthouse.com

Arby's

1964

1965

$320,550 - $2,004,200

Ray Lauletti

(973) 906-9323

www.arbys.com

Auntie Anne's Hand-Rolled Soft Pretzels

1988

1989

$199,475 - $385,100

Josh Krauss

(717) 4351568

www.auntieannes.com

Baja Fresh

1990

1995

$224,450 - $993,040

Ramsey Zawideh

(866) 452-4252

www.bajafreshfranchise.com

Baskin-Robbins

1945

1948

$93,550 - $401,800

David Hoffmann

(781) 737-5200

www.baskinrobbinsfranchising.com

Ben & Jerry's

1978

1981

$149,185 - $504,300

Laura Peterson

(802) 923-2679

www.benjerry.com

Between Rounds Bakery Sandwich Cafe

1990

1992

$36,500 - $49,500

Jerry Puiia

(860) 291-0323

www.betweenroundsbagels.com

Black Bear Diner

1995

2002

$1,124,800 - $2,094,200

Andrea Miller

(530) 243-2327

www.blackbeardiner.com

Buck's Pizza

1994

1994

$165,450 - $345,400

Josh Benton

(814) 371-3076

www.buckspizza.com

Burger 21

2010

2011

$428,247 - $1,085,164

Julie Anderson

(813) 327-7870

www.burger21.com

Chickbuck

2014

2020

$300,000

Naveed Rahman

(966) 56281-7308

www.chickbuckbroasted.com

Chicken Salad Chick

2008

2012

$515,000 - $683,000

LeeAnne Hobbs

(334) 292-3611

www.chickensaladchick.com

Chocolate Works

1973

2012

$290,500 - $456,600

Joe Whaley

(573) 803-1297

www.chocolateworksfranchise.com

Church's Chicken

1952

1969

$348,300 - $1,826,300

Joe Christina

(866) 345-6788

www.churchs.com

Cinnabon

1985

1986

$181,900 - $340,400

Kat Cole

(317) 216-9141

www.cinnabon.com

Cinnaholic Franchising

2010

2014

$178,000 - $308,500

Melissa Tran

(833) 246-3726

www.cinnaholic.com

Coconut's Fish Cafe Franchise

2009

2013

$412,750 - $808,750

Azeka Center

(808) 875-9979

www.coconutsfishcafe.com

Corner Bakery Cafe

1991

2006

$843,000 - $2,378,000

Diana Hovey

(800) 309-4642

www.cornerbakerycafe.com

Culver's

1984

1988

$1,970,000 - $4,714,000

Paul Pitas

(608) 644 2614

www.culvers.com

Deli Delicious

1996

2008

$122,300 - $467,850

Mohammad Hobab

(559) 448-9444

www.deli-delicious.com

Denny's Inc.

1953

1963

$228,000 - $2,546,075

John Miller

(503) 481-4979

www.dennys.com

Dog Haus

2010

2013

$378,000 - $949,000

Erik Hartung

(626) 796-4287

www.doghaus.com

Earl of Sandwich

2003

2005

$317,000 - $603,000

A. J. Schuler

(407) 284-1833

www.earlofsandwichusa.com/franchise

Extreme Pita

1997

1998

$175,760 - $406,250

Ankit Patel

(867) 633-4716

www.extremepita.com

Factory Donuts

2017

2017

$250,000

Carollee Marjarum

(215) 333-1400

www.factorydonuts.com

Fatburger North America Inc.

1952

1990

$525,500 - $988,000

Ron Roe

(310) 319-1863

www.fatburger.com

Flatbread Grill

2008

2016

$293,000 - $772,500

Arzu Esendemir

(201) 659-6560

www.flatbreadgrill.com

Forever Yogurt

2010

2012

$240,000 - $478,450

Ahmad Yilmaz

(312) 878-7597

www.foreveryogurt.com

French Fry Heaven

2010

2012

$118,900 - $339,700

Scott Nelowet

(855) 841-6379

www.frenchfryheavenfranchise.com

Fresh First

2015

2018

$332,200 - $740,450

Tarso Teixeira

(954) 763-3344

www.freshfirst.com

Gloria Jean’s Coffees

1979

1986

$15,000 - $25,000

Laina Sullivan

(949) 265-0575

www.gloriajeans.com/franchise

Go Burrito

2013

2016

$435,000 - $962,000

Elizabeth Rummage

(704) 634-8003

www.goburrito.com

Go! Go! Curry

2006

2018

$366,780 - $777,300

Tomoko Omori

(917) 789-6992

www.gogocurryamerica.com

Golden Chick

1967

1972

$443,350 - $1,288,640

Jake Stanfill

(972) 831-0911

www.goldenchick.com

Great Wraps

1974

1983

$159,500 - $485,500

Matt DeBusk

(678) 592-4663

www.greatwraps.com

Grumpy's Restaurant

1999

2019

$363,850 - $663,400

Daniel DeLeon

(904) 219-1741

www.GrumpysRestaurantCo.com

Happy & Healthy Products, Inc.

1991

1993

$50,506

Leslie Frazer

(561) 367-0739

www.happyandhealthy.com

Hooters

1983

1986

$956,500 - $4,275,000

MARK WHITTLE

(770) 329-6836

www.hooters.com

Huddle House

1964

1966

$511,935 - $1,328,075

Don Merritt

(770) 325-1300

www.huddlehouse.com

IceBorn

2003

2012

$113,050 - $245,650

Troy Doom

(888) 391-8065

www.ice-born.com

It’s A Grind Coffee House

1994

2000

$200,000 - $500,000 (range) Laina Sullivan

(949) 265-0575

www.itsagrind.com/franchise

Jamba

1991

1993

$273,600 - $504,300

Steve DeSutter

(404) 255-3250

www.jamba.com

Jet's Pizza

1978

1990

$457,500 - $651,000

Kevin Tosolt

(586) 268-5870

www.jetspizza.com

Juice It Up!

1995

1998

$214,375 - $377,475 (range)

Susan Taylor

(888) 705-8423

www.juiceitupfranchise.com

KFC US

1930

1952

$1,442,550 - $2,771,550

Kevin Hochman

(502) 874-8200

www.kfc.com

Kona Ice

2007

2008

$127,750 - $151,550

Tony Lamb

(800) 566-2423

www.kona-ice.com

La Madeleine French Bakery & Cafe

1983

2011

$1,249,362 - $3,088,747

Darren Bothe

(972) 996-2166

www.lamadeleine.com

Le Macaron French Pastries

2009

2012

$84,350 - $361,500

Rosalie Guillem

(720) 316-6626

www.lemacaronfranchise.com
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Ledo Pizza

1986

1989

$126,250 - $442,000

Darren Parzow

(410) 571-8385

www.ledopizza.com

Let's Yo!

2011

2011

$355,800 - $548,500

Eric Casaburi

(702) 586-8700

www.letsyoyogurt.com

Liquid Nutrition

2004

2011

$135,300 - $334,900

Evan Brown

(905) 815-1112

www.liquidnutrition.com

Marco's Pizza

1978

1979

$293,515 - $788,610

Mo Abusido

(614) 804-0475

www.marcosfranchising.com

McDonald's

1955

1955

$1,263,000 - $2,235,000

Joe Erlinger

(630) 623-3000

www.corporate.mcdonalds.com

Moe's Southwest Grill

2000

2001

$443,535 - $1,005,212

Ana-Karen Valles

(404) 257-7033

www.moes.com

Mountain Mike’s Pizza

1978

1981

$30,000

Carol DeNembo

(949) 438-1205

www.mountainmikespizza.com

Nathan's Famous Systems, Inc.

1916

1972

$200,000

Susan McCann

(516) 338-8500

www.nathansfamous.com

Nekter Juice Bar Inc.

2010

2012

$254,500 - $466,600

Steve Schulze

(949) 313-0440

www.nekterjuicebar.com

Nestle Toll House Cafe by Chip

2000

2000

$214,350 - $499,100

Kimberly Tauch

(214) 495-9533

www.nestlecafe.com

Nothing Bundt Cakes

1997

2006

$392,875 - $545,475

Sharon Hansen

(402) 933-9305

www.nothingbundtcakes.com

Oggi's Sports Brewhouse Pizza

1991

1995

$990,000 - $1,812,000

Dora Hadjis

(949) 218-3964

www.oggis.com

Oil & Vinegar

1999

1999

$239,000 - $435,000

Matt Stermer

(206) 285-0517

www.oilvinegar.com

Orion Food Systems

1982

1993

$59,500 - $140,000

Tim Schende

(605) 201-0610

www.orionfoods.com

Peace, Love and Little Donuts

2009

2016

$160,000

Jeff Bennett

(412) 496-3411

www.peaceloveandlittledonuts.com

Philly Grill

1993

2015

$200,000

Ron Fine

(561) 502-1900

www.thephillygrill.com

Philly Pretzel Factory

1998

2004

$133,999 - $351,393

Dan Dizio

(302) 834-7946

www.phillypretzelfactory.com

Pinkabella

2009

2015

$97,260 - $189,100

Margo Engberg

(425) 877-1957

www.pinkabellacupcakes.com

Pizza Hut

1958

1959

$357,000 - $2,213,500

Artie Starrs

(800) 948-8488

www.franchise.pizzahut.com

Poke Life

2017

2018

$174,750 - $438,500

Elizabeth Sanchez

(415) 655-3515

www.pokelifesf.com

Popbar

2010

2010

$217,000 - $458,400

Reuben BenJehuda

(212) 255-4874

www.pop-bar.com

Potbelly Sandwich Shop

1977

2009

$534,950 - $874,000

Alan Johnson

(309) 862-4850

www.potbelly.com

River Street Sweets

1973

2015

$458,050 - $920,500

Patrick Summerlin

(844)842-9037

www.riverstreetcandyfranchise.com

Robeks Fresh Juices & Smoothies

1996

2001

$236,450 - $345,500

David Rawnsley

(360) 734-6363

www.robeks.com

Rock & Brews Franchising

2010

2012

$1,478,000 - $4,216,000

Adam Goldberg

(310) 545-9977

www.rockandbrews.com

Rolln Lobster

2012

2019

$65,000 - 100,000

Peter Crest

(310) 600-1934

www.rollnlobster.com

Shuckin' Shack Oyster Bar

2007

2014

$234,200 - $541,350

Franchise Development Team

855-SHACKNC

www.theshuckinshack.com

Sids Pizza

2003

2016

$225,000

Stan Kurnett

(770) 403-5822

www.sidspizza.com

Sobik's Subs

1969

2019

$107,000 - $377,000

James Emerson

(407) 536-6109

www.sobiks.com

Sonic Drive-In

1953

1959

$1,236,800 - $3,536,300

Emily Conrad

(405) 225-5000

www.sonicdrivein.com

Subway

1965

1974

$150,050 - $328,700

Kelsey Bauer

(203) 877-4281

www.subway.com

TacoTime

1958

1961

$144,650 - $814,050

Hayley Ballinger

(480) 362-4800

www.tacotime.com

Taste of Mediterranean

2004

2007

$98,800 - $287,400

Sam Hussein

(416) 821-5561

www.tasteofmediterranean.ca

Tea Lounge

2000

2012

$140,750 - $243,750

Jack Hsiao

(765) 586-9398

www.latealounge.com/home

Teriyaki Madness

2003

2005

$313,500 - $653,860

Tyler Demuth

(303) 997-0727

www.franchise.teriyakimadness.com

The American Grilled Cheese Kitchen

2010

2017

$275,000 - $650,000

Nate Pollak

(415) 243-0107

www.theamericansf.com

The Coffee Beanery

1976

1985

$185,000 - $472,500

Kurt Shaw

(810) 499-5762

www.coffeebeanery.com

The Great Steak & Potato Co.

1985

1986

$133,500 - $519,050

Stanley Ma

(866) 452-4252

www.thegreatsteak.com

The Halal Guys

1990

2014

$233,600 - $844,000

Mohamed Abouelenein

(347) 527-1505

www.thehalalguys.com

Totally Nutz

1989

2014

$58,000

Jorge Rivas

(760) 680-3531

support@totallynutz.com

Tropical Smoothie Cafe

1997

1997

$246,500 - $580,500

Kristen Klein

(770) 821-1900

www.tropicalsmoothiecafe.com

UCBC Bagels Café

2010

2018

$200,000

Charly Sahlia

(203) 857-9525

www.ucbcbagels.com

Vocelli Pizza

1988

2008

$243,000

Franchise Sales

(412) 919-2100

www.vocellipizza.com/franchise

Wall Street Deli

1992

1992

$190,500 - $357,500

Jim Roo

(614) 688-3999

www.wallstreetdeli.com

WineStyles Tasting Station

2012

2012

$230,000 - $475,000

Andrea McGinness

(866) 424-9463

www.winefranchise.com

Woops!

2012

2015

$79,875 - $365,675

Smith Haven

(855) 898-5090

www.bywoops.com

Your Pie

2008

2008

$364,750 - $710,000

Drew French

(404) 855-5338

www.yourpie.com

Zoup! Systems

1998

2003

$357,900 - $650,500

Eric Ersher

(800) 940-9687

www.zoupfranchise.com

zpizza

1986

1999

$249,000 - $359,000

Lisa McEntyre

(949) 200-7902

www.zpizza.com

DISCLAIMER: Our magazine is not an offer to sell a franchise, and is not directed to any reader to buy any franchises. The companies are not listed by rank. Our team carefully
researched the listed information. The company information may chang; please make sure to check and contact the company directly.
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WHAT DO YOU DO WHEN YOUR SPOUSE
IS NOT SUPPORTIVE OF YOUR DESIRE TO

Own a Franchise Business?
By Kimberley Daly

W

hile I'm not a marriage counselor, I have helped many couples bridge this gap and find a
future in a business. Very often,
the unsupportive spouse is more risk adverse,
and fear drives their decision to say no. So,
what do we do?
We start by getting them involved early. If
you wait to involve your spouse at the end,
after you've had two months to learn and
think and meet all the key people, you cannot
expect your spouse to jump for joy when
being slammed with the information and
expected to say yes without the benefit of the
process and time you've had. If your spouse
is more risk adverse than you, he/she will
naturally need more time and information
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than you did to make
the same decision.
Often, I say that we
can do this "to" your
spouse or "with" your
spouse. You pick. As I
said, I’m no marriage
counselor, but “with”
feels like a happier
outcome for everyone.
Wouldn’t you agree?
The second, and
probably more important, thing to do is to
talk about your life goals. Sit down and talk
about where you are professionally, personally and financially. Maybe it's clear that you're
not happy doing what you're doing, or that
you aren't going to end up where you need

DON’T PUT
YOURSELF IN
THE MIDDLE OF
THEIR FEAR AND
YOUR DREAMS.
BRING YOUR
SPOUSE ALONG
THROUGH THE
PROCESS.

to be to retire if something doesn't change,
but maybe it's not. If you start the process by
getting clear on why you want a business:
control over your future; more satisfaction
in your day-to-day work, the opportunity
to build something local and create jobs;
to build equity, cash flow, and wealth for a
healthier financial future; to build a legacy
for your kids, etc., and your spouse can see
what’s motivating this desire, perhaps you will
gain the support you need. If you wait until
the end and spring this opportunity on them,
they will make it all about the business, and
most people (including you before you went
through the franchise investigation process)
only know that business ownership is hard.
Businesses fail, and it’s too risky.
Finally, let me meet your spouse! Quite
often, when people see the logical approach

What is Franchising?
By Freddy O'Pry

IF THEIR GUARD IS UP
BECAUSE ALL THEY KNOW IS
BUSINESSES FAIL, AND THEIR
MIND IS CLOSED BECAUSE
IT’S TOO RISKY, YOU ARE
NEVER GOING TO GAIN THEIR
SUPPORT. ONE OF THE MOST
HELPFUL TOOLS I BRING
IS TAKING YOU OUT OF THE
MIDDLE.
my process offers to help you learn and get
educated and then make a decision about
ownership, they lower their guard and open
their mind.
When your spouse is open to learning
and goes through the modules with you, he/
she will probably get excited to learn more.
When your spouse gets the opportunity to
talk to other spouses and franchisees who
once felt exactly like he/she does, that smile
will deepen, and when your spouse attends
the discovery day event with you and takes
in the culture, meets the people, and feels
the energy of the opportunity, he/she will be
so happy you encouraged this process. Fast
forward to the future when you are open for
business: you are home at night, waking up
excited about your days, and making more
money than you did working for someone
else, your spouse will be bragging to all your
envious friends and family about how he/
she pushed you to explore a franchise! Yup,
that’s marriage. w

F

ranchising traces its roots back to ancient China. It is a system for
expanding a business and distributing goods and services. It is a marketing method, which has been called by many business experts,"the
greatest marketing strategy ever created." It is a program that creates amazing opportunities for business ownership and personal wealth.

WHAT IS FRANCHISING
In the United States, only 8% of retail businesses are franchised. The amazing fact is that the 8% of franchised businesses do over 40% of the retail
sales in the United States. Franchising has the ability to capture more of
the market share.
The increased market share is due to three main attributes of franchise:
A brand name: Even a newer brand name usually has an advantage over
an unaffiliated business.
A successful business system: The proven system allows franchisees to
follow a successful plan with a high success rate. The franchisee can also
enjoy cost savings as a result of the buying power of the franchise.
A support system: The franchise will have the expertise of successful franchisees and franchisor to help it succeed. They are not in business alone.
Sometimes franchising is referred to as an industry; however, it is more
of a complete marketing system. More than 80 industries use franchising
to get their products, services, and brand names to the consumer. Restaurants account for only about one third of the available opportunities,
and more than half of franchises available have initial investment levels
below $100,000.

Kim Daly is one of America’s top franchise consultants, a motivational speaker,
business coach, and author. With over 22
years of experience as a small business
owner and franchisee, she brings energy,
wisdom and passion to her candidates
as she helps them explore franchises
matched to their background, interests
and goals. She thrives on helping people
achieve their dreams. She lives on the beach in southern NH
and can be reached via kim@thedalycoach.com.
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Should You Take out a Loan for

COMMERCIAL REAL ESTATE?

When you need a bigger space, taking out a real estate loan can be a good option. But there are a
few things to consider.
By Sara Jensen

I

f your business or franchise is growing,
then it is probably time for you to start
looking for a bigger space. However,
buying a commercial space can be pretty
expensive. This holds particularly true for
small business owners.
Nevertheless, it is possible to get a bigger
commercial space by taking out a loan.
So, should you take out a loan for commercial
real estate? The answer to that is not set in
stone. It depends entirely on the cost of your
real estate and what your needs are as a
franchise owner.
FACTORS TO CONSIDER WHEN
TAKING OUT A COMMERCIAL
REAL ESTATE LOAN

Here are some factors you need to consider
if you are thinking of getting a real estate
loan:
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Credit Score: Your credit score shows your
lender whether you will be able to pay back
your loan. The higher your credit score, the
more chances there are that you may be
approved for a loan.
Value of the Property: Commercial real
estate loans are "asset-based," which means
your property can serve as collateral. In
case of non-payment, your property can
be forfeited and sold off. Therefore, your
lenders will want to know how much the
real estate is worth.
Business Tenure: The older your business
the less risk you will pose to your lenders.
This means you have a higher chance of
getting approved for the loan.
Debt Service Coverage Ration: This is calculated by dividing your annual income by
your loan. This can help lenders determine
whether you have a high enough income
to repay your loan.
Repayment Term: The more affordable your

real estate loan, the longer will be your
repayment term. Some repayment terms can
last decades. This is good since you won’t
have to take out a huge sum each month to
pay off your loan. On the downside, it also
means you will be in debt for several years.
Down Payment: The bigger your down payment the lower your interest rate. Additionally, you will have a lesser amount to pay
back.
BOTTOM LINE

Taking out a commercial real estate loan
can be very handy if you need to take your
franchise to the next level. However, if you
are not very careful about your planning, a
huge loan can take you down the path of
increasing financial debt.
Therefore, whatever you decide, make
sure you plan meticulously to make sure
that a commercial real estate loan is something you can afford. w
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COMMERCIAL REAL ESTATE
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IS MY BUSINESS READY TO

FRANCHISE?
W

PHOTO BY YOGENDRA SINGH FROM PEXELS

By Christopher Conner
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hen a business leader decides
to take their business down the
franchise path, they are committing to a bigger picture of scaled
growth and development. It can be a difficult
decision to make when one has spent years,
maybe decades, working in the “kitchen” and
making things happen, then to consider passing the reins to someone else and entrusting that they can operate the business with
the same consistency and effort that you
do. There are so many fears and concerns
related to expanding the business; how could
franchising be an answer to overcoming the
obstacles to growth, and when is a business
ready to consider franchising?
First, when is a business ready to franchise?
So many of the decisions that you make as a
business owner are part textbook, part scientific, and a good part gut feeling. So too is
the decision of when to franchise a business.
I’ve helped businesses make the decision of
when to franchise for almost 20 years now
and have worked with some amazing people
throughout that time. What is incredible to
me is that there the majority of successful
franchise systems out there didn’t match up
with the textbook questions as to whether
a business would make a perfect franchise
offering. The leadership and the drive of the
owner of the brand seems to make a bigger
difference than anything else, but even then
it is good practice to make sure you can
check the boxes before franchising a business model.
Before we get started, make sure you have
a market for what you do before you look to
expand the model through franchising. Verify
that your product, menu, service offering, or
value proposition are needed by consumers

in more markets than where you already are.
This model works only if there is enough
demand for what you do to support franchised businesses. A great question to hear
from customers or vendors is, “You know, it
would be great to have one of these in my
town, why don’t you open one there?” Or
maybe there are the outright direct questions
of,“Could you help me open a location of this
in my town?” Either way, good to know and
see that there is demand that could justify
the franchise expansion.
Next, look at your business and evaluate
your model. So many times, there is a great
business at the core of what you do that has
been convoluted with emotional decisions
along the way. What you have now is a good
business that has been molded to fit your
personal needs and preferences. When you
franchise the business, you will need to go
through a process of evaluating profitability,
removing unnecessary menu items, focusing
on profitability, and finding ways to improve
efficiencies in everything you do in operating the business. This isn’t fun and just like
that show “What Not
to Wear,” sometimes
it’s hard to hear that
your sense of style
and taste just isn’t
very good. I would
always recommend
that you have a
third party involved
in this process who
can make objective
decisions and give
you the hard talks
needed to improve
your business.
Remember, none of
the great franchise brands that today have
this “perfect box” started out that way. They
began as a good business that had a nice
value proposition and something unique to
offer the market, as they grew and transitioned to scaled growth, they reinvested in
the systems, model, and technology. That
saying of “Rome wasn't built in a day” couldn’t
be more true for the context of building a
successful franchise model.

BEFORE WE GET
STARTED, MAKE
SURE YOU HAVE
A MARKET FOR
WHAT YOU DO
BEFORE YOU LOOK
TO EXPAND THE
MODEL THROUGH
FRANCHISING.
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EXPERT ADVICE

The second element to get your arms
around is the difference in working with
employees vs. working with franchise owners.
If you have been in business for any length of
time, you surely have had moments of disappointment when dealing with staff members.
It is human nature to not have the same passion and fire in making the business work or
grow if you are working for a paycheck. So
many employees work for a job and to provide
for their family, not because what they do is
their pride and joy. When someone invests in
a franchise, they become the business owner
and have the passion and drive to make the
business work that an owner brings to the
table. Your job as the franchisor is to provide
them with the tools, direction, and guidance, the franchisee executes the day-to-day
responsibilities. This allows you, as the CEO
of the brand, to focus on strategic initiatives
instead of putting out operational fires.

My advice when it comes to deciding when
would be the right time to franchise a business? Let the market tell you. When you have
had enough unsolicited interest from customers, friends, vendors, and other people who
have come across your creation and would
like to get involved, it could be time to take a
serious look at the franchise model. For more
information on how to franchise your business,
visit the Franchise Marketing Systems site:
www.FMSFranchise.com w
Christopher Conner started his career
in franchising in 2002 working for a
franchise consulting firm in Chicago. He
founded Franchise Marketing Systems
in 2009 after seeing a need for full service franchise development services for
new and start-up brands. Today, Conner's
team has expanded to 27 consultants between the US and
Canada and has worked with over 200 brands to support
successful franchise development strategies.
For more information on Chris Conner or Franchise Marketing
Systems, visit www.FMSFranchise.com
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Is There a Recipe for Success?
Do you want to know the cold hard truth? A Harvard Business School study found that having
a friend on the team can increase the chances of founder turnover by 30%.

I

t can be extremely stressful starting
your own business. The daunting prospect looks much less so when you know
you have a friend by your side. However,
partnering with your favorite person can
lead to a lot of unexpected stress.
You will need to communicate with your
friend a little more formally. You will also
need to make sure that just because you
are friends, neither of you should get away
with doing sloppy work.
That said, starting a business with a
friend is totally doable. You just need to
keep a few things in mind:

Communicate, Communicate,
Communicate

Running a business is like marriage; if you
don’t communicate, it can lead to misunderstandings. Since you guys are already
friends, it should be easier to communicate
34 FRANCHISE CONNECT | NOV-DEC 2019

with each other comfortably.
Open communication helps all of you
remain on the same page and understand
the ultimate objective of the company.
You need to be open about how many
hours everyone needs to put in, what

your income will be, and how much sweat
equity you need to contribute.
This also means that even though you
may not agree with each other at times,
you will have to learn to compromise and
work for what's best for the company.
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STARTING A BUSINESS WITH A BUDDY:

BUSINESS SUCCESS

Assign Clear Roles

One of the first things that you need to
do is define your roles in the partnership,
depending on your strengths and weaknesses. This can help prevent major conflicts and power struggles in business. Initially, each of you might want to get your
nose into everything the other is doing.
However, in the long run, this can cause
resentment.
Remember that one of the major reasons
you wanted to start a business together is
so that you can divide responsibilities with
a person you trust—so do that. This way,
when something goes wrong, you know
who should take responsibility for it and
work to fix it.

Get It in Writing

Since you are such good friends, you might
think that your word to each other is enough
when it comes to business plans. However, it
is important that you get your business plan
in writing, complete with a lawyer.
Although you and your friend have much
in common, it does not mean you are aligned
with your business objectives. Both parties
need to be completely in agreement about
what the end goal of the business is and
prioritize it.
This can help you determine if your goals
differ, what could go wrong in your business,
and even help you craft an exit strategy in
a way that protects both the partners. This
way, you can hold each other accountable

PHOTO BY HELENA LOPES FROM PEXELS

Stay Open-Minded

You probably have a lot of things in
common with your friends including backgrounds, likes and dislikes, life experiences,
and even personal prejudices. Although
all of these contribute toward cementing
your bond, they can also cause problems
in business. That’s because you may share
the same blind spots as well.
That’s why it is important to fill your team
with people from diverse backgrounds,
opinions, and ideas. Make sure you take
everyone’s input into account so that your
business remains forward-thinking, fresh,
and innovative.

to follow the business plan, and it will not
ruin your friendship.

Don’t Mix Business and Pleasure

Running a successful business with your
friend requires emotional balance. You
need to learn to separate your business and
your personal relationship. If something
goes wrong in your business, it should not
cause a hitch in your friendship.
To keep your business life and personal
life apart, make sure you do not discuss
business when you are out just to have
fun with your friend. Also, keep separate
modes of correspondence for your business
and personal matters.
Starting a business venture with your
friends means new thrilling experiences as
well as crushing blows. You will manage
all the fun stuff together like generating

a customer base
and launching your
product line, but
you will need to
do the not-so-fun
stuff together too,
like juggling your
finances.
Therefore, before
you two start a venture together, make
sure you and your
partner can sustain
a courteous, functional, and effective
work relationship in
the long term. The reality is that in this fastpaced world, businesses often fail. But with
respect, communication, and some effort,
friendships can last a lifetime. w

OPEN
COMMUNICATION
HELPS ALL OF
YOU REMAIN
ON THE SAME
PAGE AND
UNDERSTAND
THE ULTIMATE
OBJECTIVE OF
THE COMPANY.
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Terminology in the Franchise Industry
It's important as a franchisor or franchisee to understand standard terminology when speaking
about franchise-related topics. Knowing these terms will help you understand related conversations
and help you express yourself clearly.
Acknowledgement of Receipt: Item
23 of the Franchise Disclosure Document
(FDD) that is signed by the prospective
franchisee and provided to the franchisor
(in hard copy or electronically signed) as
proof of the date the FDD was received by
the prospect.

Broker: An outside salesperson or firm that
undertakes, for a fee or commission, the sale
of franchises for a franchisor. Franchise brokers are disclosed within the offering circular. Some brokers like to call themselves
franchise consultants, but this is a misnomer
(see franchise consultant definition below).

Area Franchise: A franchise relationship

Franchise Consultant: A business specialist with significant knowledge of the design,
development, and operation of franchising
and the underlying franchise relationship.
Not to be confused with a Broker, who is a
sales agent for the franchisor.

that allows the franchisee to open multiple
locations, usually in a defined territory
within a pre-agreed upon timeline. Area
franchisees usually pay an area fee for the
rights granted by the franchisor.

Franchisee in Good Standing: Franchisee operating their location and business in
material compliance with franchisor’s operating standards and is current with all payments owed to franchisor and key suppliers.
Arbitration: A method of resolving disputes.
Franchising: An indirect method of distribution; in other words, a method of growth.
Franchisor: A person or company that
grants the license to a third party for conducting a business under their marks.

Trademark: The mark, name, and logo that

Distributorship: The right granted by
a manufacturer or wholesaler to sell their
products.

Franchise Agreement: The agreement
between the franchisor and franchisee which
specifies the obligations of each party to
the other during and following the franchise
relationship.

Franchise Attorney: A lawyer specializing in, or with significant knowledge of, the Start-Up Costs (Initial Investment):
laws, regulations, and customs governing The initial investment that the franchisee
franchising.
will make in becoming a franchisee. It is also
known as an Item 7 disclosure. Generally,
Franchisee: The person or company includes the franchise fee, the cost of fixed
granted the rights (license) to do business assets, leasehold improvements, inventory,
under the trademark and trade name by the deposits, other fees and costs, and working
franchisor.
capital required during the start-up period. w

identifies the franchisor and is licensed by the
franchisor for use by the franchisee.

Turnkey: A term used to describe a location which is provided to a franchisee fully
equipped and ready to operate.
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Royalty Fee: Typically a percentage of
gross sales paid by the franchisee to the
franchisor on a regular basis. May also be a
fixed or other fee basis.

Your franchise and business opportunity resource!
Are you considering owning your own business or franchise and not sure where to start? Franchise Search
Partners, LLC provides franchise consulting services to assist you in making the best decision in buying a
franchise or business opportunity. Our services are free to our clients, as they are paid by the franchises we
represent. We represent over 500 of today's leading franchise opportunities and are well known in the industry
for our professional approach by our franchise partners. With so many franchise opportunities available today
it is much easier to choose the wrong franchise than the right one. Our primary goal is to help you navigate
through the entire process and build a business for you and your family’s future.

Jason Blough, CFC | Managing Partner
(240) 446-6413 Call/Text
www.FranchiseSearchPartners.com
jason@franchisesp.com
SCHEDULE A CALL WITH ME:

jasonb.youcanbook.me

NOV-DEC 2019 | FRANCHISE CONNECT 37

Secrets of Great Leaders
Great speakers connect with people and inspire the masses to take action. Here are 10 secrets to
delivering a powerful and impactful message.

W

hen you hear the likes of Dr. EARN TRUST
Martin Luther King Jr. and People do not open up to people they
former President Barrack don’t trust. They will look for integrity
Obama giving a speech, you and honesty in a person before they are
can instantly see that they have achieved willing to take risks for him. However,
the gold standard in oration.
trust cannot be demanded; it can only be
One of the biggest characteristics of built by doing the right thing and showing
great leaders is their communication your worthiness. Always remember that
prowess. The key to becoming a power- people may forgive a lot of mistakes if you
ful communicator is not something that have their trust; however, a relationship
is taught in classrooms. It is an intrinsic built without trust will always lead to
awareness that separates the great com- misunderstanding and mistakes.
municators from others who mumble their
BUILD PERSONAL RELATIONSHIPS
way through a conversation
With their words, great leaders connect If you are running a business, chances
with people on a purely human level and are that issuing orders without listening
inspire the masses to achieve more than to feedback from workers won’t help you
they thought possible.
out in the long run. Great communicators
Fortunately, there are 10 secrets that
listen as much as they deliver and encouryou can depend upon to help deliver a
age a healthy dialogue.
powerful and impactful message:
Traditional business theories told
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leaders to keep a distance from others.
However, if you are unable to form
meaningful personal relationships you
will never understand what goes on in
people's minds. In fact, the more personal
your conversation, the more engaging it
will be for others who you expect to look
up to you. It will also show others how
much you care, and that is the point when
they will start listening to you.

KEEP IT SHORT AND SWEET
Keeping your conversations to the point
and precise can go a long way to reduce
confusion and ambiguity. The longer the
topic, the more complex it can become. If
your audience does not understand what
you are saying, they will stop listening.
Now that time is becoming increasingly short, it is important that future
leaders learn to quickly get to the point
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10 COMMUNICATION

TAKEAWAYS

and highlight the main points of the conversation, so that they won’t risk their
audience tuning them out. The goal of a
great communicator is always to cut out
the fluff and to make words count.

GIVE MORE
The greatest communicators do not just
learn about their audience while they are
talking with them, they are also practiced
in transferring their visions, spreading
their ideas, and inspiring action. The
essential thing to do is to touch the emotions of the audience by letting them
know how dedicated you are to delivering
your promises. In this case, it is better
to contribute more than what you will EMPATHIZE
receive. When you focus on your audi- A conversation that is full of empathy
ence’s wants and needs, you will learn rather than ego can earn you the respect
far more than you ever could by simply of the masses. People who are caring
focusing on your agenda.
and empathetic give an impression of
transparency and honesty that is absent
BE OPEN
in people who hide behind their overA leader needs to have an open mind; a inflated sense of self-worth. People who
closed mind prevents you from exploring empathize have a much greater chance
new opportunities. To become a great of earning respect and trust.
leader, you need to welcome the dissenting opinions and opposite views of your UNDERSTAND THE UNSPOKEN
audience, not so that you can convince Some of the best leaders in history have
them to change their minds, but because a knack for reading in between the lines.
you are interested in understanding They have an intrinsic ability to underthem. An honest and open dialogue with stand what has not been said. In today’s
people who oppose you will challenge high-tech era, everyone is in a rush to
you, develop your mind, build your char- communicate as quickly as possible,
acter, and help you learn things that you which raises the risk of miscommunicacouldn’t in the company of like-minded tion and things getting lost in translation.
people.
Astute leaders are always vigilant and are
aware of the subtext in conversations at
BE A GOOD LISTENER
all time. Keeping your mouth closed and
To be an effective communicator, you your eyes and ears open can do wonders
need to be a good listener. Great leaders to raise your organizational awareness.
know when to stop talking and instead
listen to others. Earning trust and build- ALWAYS DO YOUR HOMEWORK
ing relationships come from being a good One of the biggest strengths of great comlistener and from involving others in your municators is that they always know what
conversation. Effective communication is they're talking about. If you don’t have a
a two-way process that involves the leader deep knowledge of the subject matter, no
learning too.
one will be willing to listen to you. You

will also be unable to answer any questions posed by your audience in an intelligent way, thereby setting yourself up for
embarrassment. Some people believe that
it is not what you say but how you say it
that is important. However, the truth is,
both of these matter very much.

WORK THE ROOM
Leaders do not have the opportunity to
speak with every single one of their listeners individually. Instead, they have
the ability to hone their message in a
way so that it seems they are addressing
every individual separately, even though
they may be speaking to over hundreds
of thousands of people on a national
stage. This builds credibility, prevents
the conversation from becoming boring,
and leads to fruitful interactions.
If you want to communicate like a
leader, the key things to keep in mind
are to involve your listeners in your conversation while keeping an open mind
and keep your message brief and to the
point. Most important, remember that
communication should not be focused
on you but on the needs and desires of
your audience.
By following these simple rules, you
can keep your communication mistakes
to a minimum. w
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7 TIPS FOR

MAXIMIZING

A SMALL OFFICE SPACE
By Sara Jensen

Y

our office environment can determine your productivity. Nobody
likes to work in a dull, dreary, and
cramped office, but sometimes the
space you have to work in just isn’t that big.
However, that doesn’t mean you are
stuck with an ugly, uninspiring office. There
are a lot of things you can do to maximize
your office space and brighten your mood.

If you don’t have access to that much
sunlight, place lots of artificial lights in
your office. Bright lights can help your
office space look much bigger than it
actually is.

2. DITCH THE BULKY FURNITURE
If you had dreams of having a huge mahogany desk, forget it. In modern offices, everything is getting smaller, compact, and portable. It also does not make much sense
to keep a large desk when everything you
need is stored in your laptop.
Additionally, oversized furniture can
make your office space look smaller than
it is. Instead, opt for lightweight, lightcolored, portable pieces of furniture.

1. LET THE LIGHT IN

3. FLEXIBLE SPACE

If you work in a tiny office, the best thing
you can do is to let in lots of light, preferably natural sunlight. Sunlight has been
proven to impact workers' mood and make
them more positively productive.

Since you only have a limited amount of
space, it is good to make your stuff more
adaptable and flexible. You can use large
foldable screens or dividers to make smaller
spaces for meetings. Once the meetings
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DESIGN

If you don’t have access to that
much sunlight, place lots of artificial
lights in your office.
are done, you can once again convert the
space into a larger one where people can
coordinate in group projects.
You can also use foldable desks, chairs,
and tables, which you can easily take from
one place to another.

4. GO VERTICAL
If you don’t have that much space horizontally, maximize on your vertical space. You
can use shelves that attach to walls and
hang pockets on the walls that can hold
office files and documents. If your company
owns the space, you can also drill into the
wall to create niches and alcoves which
can be used to hold all sorts of items, even
decorative ones like plants.

5. STAND UP MEETINGS
If your office space isn’t big enough for
every one of you to sit, then have standup meetings. Standing in close spaces for
shorter periods of time is thought to result
in more creativity, which typically does not
come out when your meetings are long,
highly structured, and boring.

6. TAKE ADVANTAGE OF OPEN
SPACES
There are many spaces in your office that
serve no productive purpose, such as hallways and corridors.

You can turn such spaces into an area
for phone calls, a meeting place, or a place
to chill out with your coworkers. You can
use whiteboard paint on hallways where
employees can write their ideas.

7. GET RID OF CLUTTER
Don't fill your workspace with useless
odds and ends. These only serve to

clutter your workspace. You can keep
small objects that have a stimulating,
inspiring function or are visual reminders related to your work.
Just because your office space is small,
it doesn’t mean you can‘t work on it to
make it a more inspiring and fun place.
Follow some of the tips above and see the
difference in your office. w

+BONUS: GO PAPERLESS
Believe it or not, paper actually takes up a whole lot of space. While it’s
good to have physical copies of certain important documents and business
contracts, you can save a lot of space – and a lot of filing headaches – if
you make an effort to go paperless!
There are a handful of software programs that make creating contracts and
getting them signed digitally by the appropriate parties a breeze. And once
you have a digital filing and storage system in place, you’ll be pleasantly
surprised at how easy it is to stay organized and to locate things when you
need them! Plus, you’ll be able to get rid of those bulky filing cabinets and
create extra space for employees.
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COMPANY PROFILE

Vocelli Pizza

V

Delivering Classic Italian Quality

ocelli Pizza has been Delivering Classic
Italian Quality for over 30 years with its
award-winning recipes. It all starts with
the “responsibility” of using the finest ingredients, the “accountability” of sustainable sourcing and the “community” of partnering with our local
neighborhoods. This recipe for success has helped
Vocelli Pizza grow to nearly 90 stores in 6 states with
over 2,000 team members throughout the chain.
RECIPE FOR SUCCESS
Our franchise system has had over 30-years proving
itself in the highly competitive $45 billion per year
U.S. Pizza segment. Varol Ablak, the Chairman &
Founder, felt that our artisan products could be delivered to your door in 30-minutes without sacrificing quality. As a result, Vocelli has been consistently
ranked in the top 30, 40 or 50 of all the top pizza
chains in the U.S.
AWESOME MENU
Vocelli offers an extensive menu that goes far beyond a list of pizza toppings. Developed from chefinspired experience and research, our menu features
multiple product categories and flavor options that
attract new customers.
USER FRIENDLY TECHNOLOGY
Our dynamic online ordering website scales to the
appropriate size to fit a customer's screen, including a mobile device. This user-friendly technology
makes it easy for customers to order their Vocelli
Pizza favorites for delivery or carryout. Touch screens
in the store reduce training time and make it easier

for team members to quickly and accurately capture
orders. And several key reports are readily accessible
via a mobile phone, reducing the time required to be
instore.
FIT FOR FRANCHISING
We are currently partnering with single and multiunit franchisees to build a large footprint of restaurants across the U.S. and internationally. We are primarily interested in centers that service both lunch/
daytime traffic and dinner/nighttime traffic (residential and entertainment). We prefer co-tenancy with
similar contemporary brands.

VOCELLI PIZZA
1005 S. Bee St.
Pittsburgh, PA 15220
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(412) 919-2100
www.vocellipizza.com

COMPANY PROFILE

E

Very Niche

This specialized home-based franchise gives homeowners peace of mind
very day, all across the USA, mega developments, residential homes, commercial towers, and custom-built mansions are built. At
some point or another, after the sheet rock
has gone up and the walls have been painted, there
will be hundreds of situations where the walls will
need to be re-opened. It could be a small upgrade to a
sink or light fixture or a large-scale remodel, or maybe
an unfortunate situation,
like a water or gas leak. In
all of these cases, knowing
what’s behind the walls can
be the difference between
a simple, inexpensive fix or
a costly mess. That’s where
Jobsite Image comes in.
An innovative service,
Jobsite Image documents
and photographs what’s behind the walls of customer’s homes and catalogs
the images with a unique
system that includes a
web-based page and login for each client. Every pipe,
electrical wire, AC duct and MEP element can be accessed with one click of a button.
Customers love the service because it gives them
peace of mind and can save money and headaches
down the road. For investors, Jobsite Image is an easyto-run, home-based business with low startup costs
and very little overhead or competition. The company’s streamlined processes and extensive support and
training lets franchisees hit the ground running with
an in-demand service in a matter of weeks.

JOBSITE IMAGE
3oo Carnegie Center
Suite 150
Princeton, NJ 08540

877.MY.JOBSITE
info@jobsiteimage.com
www.jobsiteimage.com
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Contender eSports is the first franchise in the world providing
high-end gaming centers to eSports players globally.
Cash in on the Billion Dollar eSports Industry

Y

ou’ve heard the craze around the world for competitive games like Fortnite, League of Legends,
Counter Strike, Call of Duty … and so many more.
Universities are now offering scholarships to gamers, tournaments are broadcast on primetime TV. Jerry Jones,
the owner of the Dallas Cowboys, bought an eSports team.
So did Mark Cuban. And Ashton Kutcher, Magic Johnson, ARod, The Philadelphia 76ers … you get the picture. eSports is
a global phenomenon.

•

•
•
•

•

•
•
•

Our one of a kind modular centers are revolutionizing the
esports world and you can get in on the ground floor.
Multiple revenue streams come from hourly gameplay,
monthly club memberships, tournaments, summer camps,
training sessions with professional esports gamers, food
and merchandise. Become a franchisee and secure your locations today!

Kick Start the Discovery Process!

Complete the short inquiry page at
www.tinyurl.com/y5w8kxos or call (703) 582-2555
• Flexible Startup Cost — Our range is flexible with any
budget, depending on the number of seats and whether
you use console or PC games.

Exploding Industry – The global eSports audience will
reach 380 million this year and revenues will reach $1.4
Billion by 2020.
Revolutionary Designs – Our modular designs take the
guesswork out of store design.
No Experience Needed – You don’t need to be a gamer –
we teach you everything you need to know.
One Staff Member Per Shift –Much of your store is fully
automated and our training for new staff is easy and
auditable.
Off Hands Ownership –Most owners do not need to be at
the stores. Check in on sales on your phone, keep your
existing career if you like.
Low Operating Expenses –We keep overhead limited
Exclusive Territories – We only allow one franchisee per
territory.
International Opportunities Available!

Contender eSports Locations include:
• Award-winning eSports desks, chairs, mice, keyboards
and headsets.
• Custom designed PC systems with full warranties.
• Food options for your customers that do not require a
kitchen, cooking or extra staff.
• Branded merchandise with Contender eSports fashion
lines, equipment for sale and eSports specific accessories.
• Partnership marketing with Monster Energy and other
high-end national brands
The Investment
• Investment Range: $199,400 to $325,180 (includes
$39,000 franchise fee).
• Minimum Net Worth (1 Store): $300,000
• Minimum Liquidity (1 Store): $50,000
• Royalty Fee: 6% of monthly gross sales ($600 minimum
per month)
• National Marketing Fee: Currently 2% of monthly gross
sales

CONTENDER ESPORTS LLC
405 N Jefferson Avenue
Springfield, MO 65806
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(417) 232-6492
franchise@contenderesports.com
www.contenderesports.com

COMPANY PROFILE

Franchise
T H E f o o d tthe
h atFlavor
m a k e sof uNew
s faYork!
mous

W

hen you mention hot dogs, the next
thought for millions of people across
the country is Nathan’s Famous. Nathan’s Famous is an iconic New York
Restaurant institution - anyone can walk into a Nathan’s Famous Restaurant anywhere in the world and
experience the best of the New York Casual Food
scene.
Nathan’s has worked to build its sterling reputation for a hundred years, and it starts with the
restaurant’s Fresh Angus Burgers, Black Angus RibH o t York
Dogs
& Fr i es byP rPat
e mLaFrieda,
i u m S u b Hands
eye New
Cheesesteaks
World-Famous,
All
Beef,
Authentic
New
York
Breaded Chicken and Onion Rings, the World’s Best
Toppable Hot Dogs &
Specialty Subs,
Hot Dogs,
Fresh Crinkle Cut French
Fries and a fun,
Fresh Crinkle Cut Fries
including NY Ribeye
upbeat restaurant atmosphere.Cheesesteak by
Pat La
One of the biggest advantages
of Frieda
joining the Nathan’s Famous franchise family is the flexibility of
its business models, with options for a standalone
store,
H ot custom-built
D o g s & Fr
i es a medium-sized
P r e m i u mcounter
S u b sformat,
a small front-of-house design or a cart, all serving
World-Famous, All Beef,
Authentic New York
Nathan’s mouth-watering menu items. The range of
Toppable Hot Dogs &
Specialty Subs,
options provides a way to own a Nathan’s franchise
Fresh Crinkle Cut Fries
including NY Ribeye
for relatively little initial investment.
Cheesesteak by

T H E f o o d t h at m a k e s u s fa m o u s

WHAT NATHAN’S
DID TO HOTDOGS...
Pat La Frieda

WHAT NATHAN’S
DID TO HOTDOGS...

OW

IT!

B e s t - I n- C l as s ,
C o o k e d- T o- O r d e r
B u rg e rs
Fresh Angus Beef
Burgers

H a n d- B r e a d e d
P RO G R A M
Proprietary Batter
developed for Chicken,
Onion Rings, and more

With footprints ranging from 300 to 3000 square
feet and a flexible menu whatever store model you
Nathan’s
training team will guide you from
Bchoose,
est-I n-C
lass,
H a n d-B r ea d ed
the
withYO
site
selection
and deI S Dbeginning,
O I N G AG Aassisting
I N AS N EW
R K'S
FI N EST,
Csign,
o o kmarketing,
ed-To-Opre-opening
r d er
P ROongoing
G R A Msupport.
and
FAST EST A N D M O ST FLAVO R FU L
B u rg ers
Proprietary Batter
FR A N C H I S E I N T H E WO R LD.
developed
for Chicken,
Join Angus
Nathan's
Famous franchise
family today.
Fresh
Beef
Onion Rings, and more
Burgers

I S D O I N G AGA I N AS N EW YO R K'S FI N EST,
FAST EST A N D M O ST FLAVO R FU L
FR A N C H I S E I N T H E WO R LD.

We look for well-financed Franchisee candidates who are well versed in business operations within
their given markets. The Nathan’s business model can accommodate numerous operating options
from traditional drive-thru
and street front
to airportsINC.
and mall footprints.
NATHAN’S
FAMOUS,
For more information, please contact 800.NATHANS, ext. 306, or smccann@nathansfamous.com

1 Jericho Plaza
Jericho, NY 11753

(516) 338-8500
smccann@nathansfamous.com
www.nathansfamous.com
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Verity Commercial – Your Trusted Advisors
Transforming your commercial real estate needs into a strategic
advantage
WHAT WE DO

Verity Commercial is a commercial real estate advisory and
investment company located in Reston, VA. We bring extensive experience in brokerage, project management, and
investment services. Verity was founded on the simple
premise that we want to change the way people think and
act about real estate. Verity enables business owners and
executives to transform real estate from a necessary business expense into a strategic business advantage.
Brokerage / Advisory
Traditionally commercial real estate is viewed as a transaction that is either a necessary expense to be minimized,
or as a direct investment on the part of an individual or
a group. Verity works with businesses to transform their
space needs into a strategic advantage that positively impacts their bottom line.
Project Management
We work on some of the most technically challenging projects in the Washington, DC metro area. Our core industries
include data center, life science, healthcare, office, and
manufacturing. Verity works as an integrated extension of
our client’s team by defining, controlling, and managing all
aspects of design and construction while keeping the ownership fully informed of project status in terms of scope,
budget, and schedule. Our holistic approach integrates real
estate, finance, and business strategy into the design and
construction process, thereby aligning objectives and simplifying complexity.
Investment
Our constant comprehensive surveillance of the commercial real estate market and our long-standing relationships

with key players allow us to uncover promising properties
ahead of the competition. We leverage our day-to-day service business to identify off market assets with limited
competition to create opportunities for our investors.

SERVICES

Our services enable clients to transform real estate from an
expense to be minimized into a strategic advantage, ready
to make a meaningful impact on their overall business performance.
• Tenant/Buyer Representation
• Landlord/Owner Representation
• Investment and Advisory
• Acquisition and Development
• Project Management
• Construction/Development
• Fee Development
Verity was recognized by Inc. 5000 two years in a row as one of the Fastest
Growing Companies in America and received the Virginia’s Fantastic 50
Award as one of the 50 Fastest Growing Companies in Virginia.

VERITY COMMERCIAL, LLC
1821 Michael Faraday Drive
Suite 208
Reston, VA 20190
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(703) 435-4007
info@veritycommercial.com
www.veritycommercial.com
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EMBRACING THE BIG CHILL

Cryotherapy is one of the fastest growing segments in Health & Wellness
projected to reach $5.6 Billion by 2024

O

ur Mission is to assist our clients in gaining access to one of the most revolutionary health
promoting technologies available today. In each
of our franchise and affiliate Wellness centers,
knowledgeable and friendly team members guide clients
every step of the way.
Our Vision is to set a
new standard for Health
and Wellness in North
America through our expertise in cryotherapy,
training and customer
satisfaction.
Our Process, Team
and System have been
perfected to deliver the
training, motivation and
support needed to grow
a successful business.

Best-in-Class Equipment:
We've refined our systems and technologies to near perfection. From cryo sauna and local cryo machines to robes
and protective clothing, we provide access to best in class
equipment and branding essentials, delivering a turnkey
operation to each Franchisee.
Operations:
Our dedicated support team provides the needed organizational, administrative and operational guidance to run a
successful Cryotherapy Wellness Center. We are committed
to ensuring that each location operates at the same level of
excellence and organization as ours.
Marketing and Creative Services:
Our Dedicated Marketing Partner uses cutting-edge marketing strategy and technology to promote Orange Cryo
Wellness in your marketplace and our brand as an industry
leader in the Cryotherapy industry.

WHAT YOU’LL GET
Location Design:
Crucial to success, our
management team assists with the site selection, center layouts, infrastructure, brand specifications, 3rd party financing and
everything in between.
Frozen University:
Training is vital to deliver safe, effective and efficient cryotherapy. Frozen University is our comprehensive training
program that provides initial on-site training and support,
as well as access to continuing education, resources, and
our experienced support team.

LEAVE YOUR COMFORT ZONE
GROW WITH ORANGE CRYO WELLNESS
Visit www.myorangecryo.com
or call 703-582-2555
for additional information
Initial Investment
$116,450 - $184,450 (includes $25,000 franchise fee)
Royalty
6% of Gross Sales
Brand Fund
1-2%
$500/month local marketing

ORANGE CRYO WELLNESS LLC
3012 Butler Pike
Conshohocken, PA 19428

(703) 582-2555
info@orangecryo.com
www.orangecryo.com
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Own Your Own Explosive Health
and Medical Support Business
Opportunities like this don’t come around very often but
when they do, those who recognize the trend and act
quickly are the ones who reap the benefits for a lifetime.

T

his is the first time ever in the trillion-dollar health and wellness industry that a revolutionary
franchise like this has ever been offered. We have collaborated with the best minds in the world of
franchising and combined it with the lucrative and in-demand health and wellness services industry
to form a dynamic franchise opportunity so powerful you’ll be wondering why no one has done this
before. Combining recent technological advances, with ideal market conditions make the timing ideal for
this winning franchise opportunity. The public is finding it increasingly difficult to get quality health care at
an affordable price. Medical professionals are struggling like never before to make ends meet. The RX2Live
franchise provides an exciting solution to these growing problems so everyone wins. Our proprietary programs are helping doctors double and even triple the net income of their practices without increasing the
size of their staff, adding new patients and with little or no upfront investment.

Our franchisees provide services in three vertical
markets that are in huge demand today:
1. MEDICAL SUPPORT SERVICES

Behavioral Health Screenings
RX2Live has an innovative tool that allows doctors
to easily and effectively conduct mental health
screenings right from their office. A true turnkey
system that is automated, customized and provides
critical information about a patient’s overall health.

DNA Testing
Our premier service that reveals a person’s genetic
makeup which allows health care professionals to
accurately prescribe a program for diet, exercise
and nutritional supplementation. We call it our
Customized Roadmap to Wellness.
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Nutritional Supplements
Analyzing DNA test results allow doctors to design
a supplement program to optimize the health of
the patient. RX2Live stores and automatically ships
product to the patient monthly while the health
care professional collects a residual on all orders.
Weight Loss System
The most effective, safe, rapid, natural weight loss
system ever developed. Gets the weight off and
keeps it off.
Chronic Care Management (CCM)
Using our system and proprietary software, doctors
receive cash reimbursement from Medicare of up
to $20 per patient every month. This is done with no
upfront investment and once patients are enrolled,
doctors can start billing immediately for a service
we provide.
Thermal Imaging
Allows health care professionals to quickly and easily offer affordable Thermal Imaging Services right
from their own office. Using a special camera, patients can be scanned quickly and painlessly by a
trained assistant to determine potential problem
areas. The scan graphically illustrates potential
problem areas in the body. This is an immediate
revenue source for health professionals.

2. SENIOR WELLNESS

With an increasing population of baby boomer retirees, Senior Wellness programs are already in big
demand and will continue to grow in the coming
years. The RX2Live Senior Wellness program allows

health care providers to follow a comprehensive support
system designed to
improve attitudes,
live longer, happier,
and healthier lives.
We promote an enhanced quality of life for seniors
by improving cardiovascular function, strength,
flexibility, balance, endurance, intellectual stimulation, diet, and education programs. Patients are
simply referred to RX2Live and we take care of the
rest.

3. WORKPLACE WELLNESS

This is one of the fastest growing and most popular
segments in healthcare services today. A comprehensive analysis of
42 published studies
of worksite health
programs showed
that companies including ‘self-insured
employers’ that implemented an effective wellness program realized
significant cost reductions and financial gains.

The RX2Live franchise offers an outstanding
return on investment for the franchisee and

fills a critical need in the marketplace. You
are in the right place at the right time to

position yourself in a unique franchise that

is poised for explosive growth.

Judy Cole
(757) 323-3798
jcole@rx2live.com
http://virginiadc.rx2live.com
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28.2%

BY THE NUMBERS

OF AMERICANS
VISIT QUICK
SERVICE
RESTAURANTS
WEEKLY

$860 BILLION

VISIT CASUAL
DINING
RESTAURANTS
ONCE A WEEK

A NEW
FRANCHISED
BUSINESS
IS OPENED
EVERY

SUBWAY HAS OVER

25,950

RESTAURANTS
ACROSS THE US
AND NEARLY 42,500 LOCATIONS
WORLDWIDE.

SOURCE: Statista

34%

RESTAURANT INDUSTRY'S
PROJECTED SALES IN 2019

10%

PERCENTAGE
THAT THE
RESTAURANT
WORKFORCE
MAKES UP OF
THE OVERALL
U.S.WORKFORCE

8 MINUTES
OF EVERY
BUSINESS DAY

8 IN 10

1 IN 3 AMERICANS GOT
THEIR FIRST WORK
EXPERIENCE IN A
RESTAURANT

$10.8 BILLION

RESTAURANT INDUSTRY
SALES ($B)

$43

1970

$120

1980

$239
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$379

$860*
$590
* PROJECTED

TOP FRANCHISE
BUSINESS
INDUSTRY:

2000 2010 2019

FAST FOOD

© FRANCHISE CONNECT MAGAZINE

TOTAL ANNUAL REVENUE
FOR SUBWAY IS OVER

RESTAURANT
OWNERS
STARTED THEIR
INDUSTRY
CAREERS IN
ENTRY-LEVEL
POSITIONS

T H E f o o d t h at m a k e s u s fa m o u s

H ot D o g s & Fr i e s

Premium Subs

World-Famous, All Beef,
Toppable Hot Dogs &
Fresh Crinkle Cut Fries

Authentic New York
Specialty Subs,
including NY Ribeye
Cheesesteak by
Pat La Frieda

WHAT NATHAN’S
DID TO HOTDOGS...

OW

IT!

B e st - I n - C l ass ,
Cooked-To-Order
B u rg e rs
Fresh Angus Beef
Burgers

H a n d - B r ea d ed
P RO G R A M
Proprietary Batter
developed for Chicken,
Onion Rings, and more

I S D O I N G A G A I N AS N E W YO R K ' S F I N E ST ,
FAS T E S T A N D M O S T F L AV O R F U L
FRANCHISE IN THE WORLD.

We look for well-financed Franchisee candidates who are well versed in business operations within
their given markets. The Nathan’s business model can accommodate numerous operating options
from traditional drive-thru and street front to airports and mall footprints.
For more information, please contact 800.NATHANS, ext. 306, or smccann@nathansfamous.com

Helping franchises thrive
is important.
Our expertise and knowledge of franchise specific lending, combined with our full-service banking
capabilities, enables us to create solutions that fit your unique needs.
• Customized solutions for acquisitions or buy-outs
• Lending and real estate expertise for expansions and new construction
• Equipment financing for new purchases and upgrades
• Payment solutions to manage your business and cash flow effectively
• Employee benefit solutions
• Insurance options to help protect your investment1
See what we can do for your business. Stop by your neighborhood branch or contact us at
1-800-724-6070 or mtb.com today.

Equal Housing Lender.
Insurance products are offered by M&T Insurance Agency, Inc., not by M&T Bank; are Not FDIC insured; not a deposit in, obligation of, nor insured by any federal government agency; not guaranteed or underwritten by the bank; not a condition to the provisions
or terms of any banking service or activity.
All loans and lines of credit are subject to receipt of a complete M&T application, credit approval and other conditions. Other terms, conditions, fees and restrictions may apply.
Unless otherwise specified, all advertised offers and terms and conditions of accounts and services are subject to change at any time without notice. After an account is opened or service begins, it is subject to its features, conditions, and terms, which are
subject to change at any time in accordance with applicable laws and agreements. Please contact an M&T representative for full details.
©2019 M&T Bank. Member FDIC. 20435 (3/19)
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