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I'T’S
SHOWTIME

Making the most of a franchise trade show
BY ANDREW A. CAFFEY

TTENDING A FRANCHISE trade show could

be your ticket to the hottest business con-

cept in the world. There are few business

events that promise as much potential for

the business investor as an international
franchise trade show. Innovative business systems and
ideas from around the world are presented in an excit-
ing atmosphere.

Buying a franchise can be an intimidating
experience for investors. Even if you are already
in business and are looking for a new opportunity,
the world of franchising
may be unfamiliar or con-
fusing to you. Attending a
trade show is a convenient and
comfortable introduction to fran-
chising. Make sure you prepare
carefully and proceed methodi-
cally—it may change your busi-
ness life forever.

FINDING A GOOD
TRADE SHOW

Major shows that draw a
wide sampling of franchises
generally appear only in major
metropolitan areas. Keep an eye
out for advertisements in the
business section of your newspa-
per, and check out business publi-
cations available in your public li-

brary.
Most countries also have
franchise associations. (See

“Strength in Numbers” on
page 22.) They can tell you
about any franchise trade
shows expected in your area in the coming months.

With the help of these information sources, you should
have no difficulty finding a franchise trade show. The
number of shows around the world is growing by leaps
and bounds in response to franchising’s unprecedented
international expansion.

PREPARING FOR THE TRADE SHOW
What can you expect to find at a franchise trade
show? To start, you'll see representatives from hundreds
of franchise companies ready to talk to you about their
franchise programs. You can expect to be one of as many
as 10,000 attendees at the event exploring the idea of
buying a franchise.
The first step in getting the most from a franchise
trade show is to prepare yourself and set goals for
the event. Decide what types of businesses interest
you. Are you fascinated by automobiles and want
to be in a business that is part
of that industry? Do you want
a high-end consumer products
business that brings you in direct
contact with customers?
What are your financial re-
sources? Do you have the money
and credit to establish a retail loca-
tion, or are you interested in a lower-
level investment, perhaps a busi-
ness you can operate from home?
Giving some thought to these
questions before the show allows
you to focus on programs and
companies that fit your needs
when you get there.
[f you are an experienced
businessperson, you may be inter-
ested in master franchise opportu-
nities, which offer the potential of
developing a number of indi-
vidual franchises in a given
country or region. The interna-
tionalization of franchis-
ing has never been more
T promising. Sophisticated
and well- u;t'lbhslu_d franchise systems from North
America to Europe are finding their greatest growth in
foreign markets. As a master franchisee, you receive
valuable development rights to establish multiple busi-
nesses and supervise the efforts of other franchisees in
your market.
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the Box’s parent company, Food-
maker Inc., is targeting Asia, Latin
America and the Middle East.

Although hamburgers have become
popular in cultures throughout the
world, many American fast-food fran-
chisors offer regional variations of the
standard menu. To cater to local
tastes, Burger King sells kosher beef
in Israel and beer in Germany, and
adds jalapeno peppers on the side in
Latin America. Likewise, next year
McDonald’s restaurants in India will
sell vegetable and fish burgers.

With fast-food franchises catering
to local tastes, as well as introducing
typical hamburger fare, acquainting
locals with new restaurants’ offerings
isn’t generally a problem. It didn’t
take any time for Safie to get the word
out to potential Burger King custom-
ers: “The first two or three weeks
after we opened—despite the fact that
we didn't do any advertising or pub-
licity—the store was full, with lines
out of the restaurant,” he says. And
that volume has continued.

The food isn’t the only thing
you're introducing when you open
an American franchise in another
country. The service—specifically,
the speed of the service—usually goes
over well in other countries. Safie
contends that after they got accus-
tomed to the efficiency of his Ameri-
can quick-serve restaurants, his cus-
tomers eventually began to demand
rapid service. So, at least in Guate-
mala, what began as an innovation
has become a necessity.

ICAN'TGET NO
SATURATION

The cover of a recent issue of Res-
taurants USA, the Natonal Restau-
rant Association’s monthly magazine,
featured a picture of the moon with a
neon “EA’T” sign on it. This striking
image seems to capture the collective
attitude of food-service analysts—that
full saturation of the restaurant in-
dustry may never occur (and if it does,
well, there are plenty of creative ways
to stake out alternatve sites). “There
will always be new markets,” con-
tends Prince. He points to the fact
that American fast-food franchisors
have started to take root in nontradi-
donal locations—such as supermar-

kets, baseball stadiums and even gas
stations—as evidence that when ex-
isting markets get crowded, others
open up.

“We stll have a tremendous
amount of growth opportunity left,”
agrees Burger King’s Miller. “Liven
with 6,454 restaurants in the United
States, we see opportunities to build
[new ones]. I think you're looking 2

long way off before there's any type
of saturation in the market.”

What Miller dubs “a true slice of
Americana” most people just call
lunch. However you refer to them,
hamburgers have single-handedly
proved that an American concept can
not only survive but thrive in cul-
tures around the world. Says Miller,
“The hamburger is here to stay.”

sandwiches.

15 countries.
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The National Restaurant Associa-
tion predicts that by the end of the
‘90s, pizza will be the #1 choice
in the fast food industry - bigger
than chicken, hamburgers and

/2.

¢ With over 30 years franchising experience,

Pizza Inn, Inc. supports 460 Full Service Res-
taurants and Delivery Units in 18 states and

¢ We are seeking master licensees for Malaysia,
China, Pakistan and New Zealand.

For more information on your franchise
opportunity, contact: Monty Whitehurst,
Vice President of International Development.

(800) 880-9955 ¢ (214) 701-9955
Fax (214) 934-2314

5050 Quorum Dr. Ste. 500 Dallas TX 75240




The Entrepreneur's

TOP 3 BUSINESS PICKS FOR 1996

New Opportunities with explosive growth and untapped market potential in the HOT
Photo * Image * Decor * And Children’s Service Industries

s Discover Success W|th PHOTO Scul ptures
[:ut out your share of a $50 Billion Worldwide Industry in a Secure and ﬂngning Market.

You can quickly and easily produce the highest quality Photo Sculpture products inthe
World...Economically from the Comfort and Safety of Your Own Home or Small Shop, Part or Full Tme

INVESTMEI\LI" $ 1 6 90 +( #ﬁ?&n

We Put You In Control, Quickly and Confidently. Q.'g'

This Is Not A Franchise There Are No Hestncllons. ‘1\ >

You mntrol the en crmducﬂon process,
Home Based or Sh
e Fulllmmd?:g ?’:::.lslve Ea ;hl;ruw”oﬁgu pment, tmrent ’

Call for Busingss Bordoni and Anp Application,
1-800-322-1405
QUTSIDE U.S.: 716-691-1750

““vd®  INTERNATIONAL FAX: 716-691-1766
Foreign Master License Exclusves Avalable, Inquiries Welcome. AT

Salu Talte lust Secnnds...Mnney Up Front
Average Sale $5 U.S.D.
~ Your Cost Under $1.

INDOORS OR OUTDOORS, STANDS, KIOSKS AND STORE
FRONTS CAN TURN HUGE PROFITS

SCULPTUREy+ - s etii Hl A Al PR AL e
i [{L“();_,I([ Our new High Quality Acrylic Poster Art display

“attacky the yenses with layers of imuge over

| B, L
: | Im———D |5 Tﬂe um ,;4‘ D W A d image, t.;nd I.\'hrfp(' J;guin.\r .\F;ﬂ;n' to create depth
e / : 2 and enhance the overall visual effect.” -
Sl This is Your Opportunity to take Full Advantage
; of a New Industry that is ready to " XPLODE
I We hold Exclusive righls lor aver 20,000 of the World's fines! prinis and poslers.

Investment from $16,900* - $29, 900" uso (s

We Put You In Control...Quickly And Confidently
This Is Not A Franchise, There Are No Restrictions.

YYou Control The Entire Production Process, Includes Exclusive Palent Pending, Easy-
To-Use Equipment, Patent Pending Process.Full Training and Supporl. Applications are
now being accepled from all areas.Call for Business Portfolio and Application.
Foreign Master License Available, Inquiries Welcome.
1-800-6-SCULPT
{Outside U.S. 716-691-1750)
international Fax: 716-691-1766

| PHOTO Sculptures, Inc. has several international patents pending covering the complets process, techniques and designs.© Copyright 1994 Stulpturs World ™ is a registered trade mark and a division of PHOTO Sculptures Inc




Apparel,
Shoe or
Crystal/Gift
Store

You choose first quality name
brand merchandise and
accessories that will allow you
to set your retail prices at
Discount, Moderate or
Exclusive.

Thousands of brand names and
styles in women's, children's,

lingerie, bridal, western wear
and men's fashions.

Tremendous buying power
from infant to large sizes and
from head-to-toe.

Industry leaders make opening
your non-franchise store easier
than you dared imagine.

Each program or combination
includes inventory, fixtures,
buying trip, in-store training,
grand opening, continued
assistance and much more.

$16,900 to $35,900

Dan Kostecky
TEL: 1-501-327-8031
FAX: 1-501-327-0593

Anytime

FIRST THINGS FIRST

After you arrive at the convention
center and register, take a few min-
utes to go over the show brochure to
understand the floor layout and re-
view the list of companies that are
exhibiting. Mark those companies
whose offerings appeal to you and
may fit your needs and financial re-
sources, and check them off as you
visit them.

Many franchise shows also sched-
ule seminars for investors on sub-
jects such as “How to Buy a Fran-
chise” or “Financing Your Franchise
Purchase.” You may want to fit these
into your day. The information you
gain from attending seminars may
be the most valuable thing you take
away from the trade show cially
when you proceed beyond the trade
show phase to purchasing a fran-
chised business.

AMETHOD TO THE
MADNESS

It’s easy to underestimate the
amount of time you'll need to meet
with all the exhibitors on your list.
In a few hours, you may realize you
have met with only 10 or 15 exhibi-
tors—a mere fraction of the target
companies on your list.

The secret is to avoid exhibitors
whose programs are inappropriate for
you or out of your financial reach.
Plbpll(. a list of “knockout” ques-
tions that will allow you to eliminate
unsuitable companies quickly so you
can move on to more promising con-
versations, What are the knock-out
questions? It depends on your cir-
cumstances. If you have limited fi-
nancial resources, among your
knockouts should be questions
about the size of the investment or
the financial qualifications the fran-
chisor requires. If you want to de-
velop a large market with multiple
locations, pass up exhibitors offering
only single units.

Understand that a franchise trade
show is designed for you to make
initial contact only. It is a meeting
place that operates merely to intro-
duce sellers to investors. The con-
versation on the trade show floor is
preliminary and rarely delves deeply
into the investment. The more in-

depth discussion usually takes place
in a follow-up meeting or sometimes
in a nearby hospitality suite the seller
has reserved. Bring a supply of busi-
ness cards to leave with your new
contacts so sellers may send you ad-
ditional information.

EVALUATING THE
OPPORTUNITY

When considering a franchise op-
portunity originating from a country
other than your own, you must be
sensitive to the cultural differences
that affect the business. “It is sur-
prising the subtle things that make a
difference,” says Nick Helyer, presi-
dent of Blenheim Expositions Inc., a
franchise trade show promoter in
Winter Park, Florida. “For instance,
the pace of franchise development is
slower in England than in the United
States. Why? Largely because of dif-
ferences in cultural traditions and
shopping patterns. Most people in
England—and it is even more pro-
nounced in France—prefer to walk
to their shopping destinations. Many
FEuropean shoppers seek out indi-
vidual specialty stores and do their
shopping on a daily basis.”

However, Americans prefer to
drive to their retail destinations, ac-
cording to Helyer. “There is a greater
demand for retail businesses that ca-
ter to that tradition,” he says. “The
concept of drive-thru food businesses,
catering to families [looking for| a
quick and convenient stop has not
been seen in Furope. It is a novelty
that is just now catching on.”

This point should not be lost on
you as you explore franchises at the
trade show. Concepts thatare a huge
success in one country may fall flat
in another, so move forward cau-
tiously with these opportunities. Ask
the franchisor rep about national ac-
ceptance of the products and ser-
vices, as well as a trademarked iden-
tity, of any new franchise program
that has not been thoroughly test-
marketed in your country.

ASK THE RIGHT
QUESTIONS

Determine in advance the infor-
mation that will be important for
you to obtain in discussions with




RE:\DY TO ATTEND your first international trade
show? Try one or more of the following:

Franchise Indonesia *96

February 8-11, Jakarta Convention Center, Fakarta,
Indonesia. Contact: .L. Nawan, Exindo Prima Katullstiwa
PT, Komp. Taman Nylur Blok C/3 - Jalan Danau Sunter
Utara, Jakarta 14350, Indonesia; phone/fax: 62-21-650-
5631,

International Franchise Expo

March §-10, Washington, DC, Convention Center,
Washington, DC. Contact: Stephen Licking, Blen-
beim Expositions Inc., 1133 Louisiana Ave., #210, Win-
ter Park, FL 32789, USA; phone: 407-647-8521, fax:
407-628-2042,

Gateway ’96

Marech 28-30, Messe Zurich, Halls 7.1-7.3, Zurich,
Switzerland. Franchising trade show. Contact:
EMC Expo Management, Elsternweg 6, D-40668
Meerbusch, Germany; phone: 49-2150-41-38, fax: 49-
2150-43-48.

Mark Your CALENDAR

2nd FASA International Franchise Expo

March 28-30, The Kyalami Exbhibition Centre,
Kyalami, Jobannesburg, South Africa. Contact: Foy
Donovan, Lester Donovan Group, P.O. Box 39390,
Booysens 2016, Republic of South Africa; phone: 27-11-
433-2590, fax: 27-11-680-3339.

Salon Européen de la Franchise et du
Commerce Organisé

March 29-April 1, Parc des Expositions de Paris,
Port de Versailles, Hall 2.1., Paris, Contact: Patrick
Crochemore, Blenheim Expositions, 70 rue Rivay, 92532
Levallois\Perret, Cedex, France; phone: 331-47-56-24-
17, fax: 331-47-56-24-04,

Florida International Restaurant,
Hotel & Bakery Expo

July 27-28, Coconut Grove Convention Center, Mi-
ami, Florida. Contact: Dan Howard, Florida Interna-
tional Restaurant/Hotel Expo Inc., 501 N. Beneva Rd.,
#616, Sarasota, FL 34232, USA; phone: 941-366-25 54,
fax: 941-366-9861.

—Compiled by Charlotte Mulhern

EXCLUSIVE EXHIBITION FOR EFFECTIVE BUSINESS

><Fill this coupon and send it
by post or fax, to ;

[ EXINDO PRIMA KATULISTIWA PT.
Kompleks Taman Nyiur blok C/3,

= Jalan Danau Sunter Utara,
hl e l Sunter Agung Podomoro,
ranc S | Jakarta 14350 - Indonesia
I“nﬂ“Esm Tel. / Fax. : (62.21) 650 56 31
We wish to
% | ] Exhibit
JAKARTACONVENTIONCENTER ~ **""IZI<™™ [ ysit

OfMiclal Hotel
8 - 11 FEBRUARY 1996 | 0 Advertise in the Exhibitor Catalogue
@. 172
\ £ hls ™ Name: fowsuemanesas
OrganIZEd by THE GREAT ENTERTANER | C .
EXINDO PRIMA KATULISTIWA PT. prg gl | Company ©. A o .
| ALATESS) © o i
Supperted and Endorsed by —'."—_"jl‘“&—ﬁ
INDONESIAN FRANCHISE ASSOCIATION W |
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=)'\_"ONE OF THE WORLD'S TOP 200 FRANCHISES!"
-Entrepreneur International

"ONE OF THE NATION'S BEST FRANCHISE BUYS.
The children's educational market will continue growing
into the next century... The Fourth R... knows how o
tap into this marketplace."
~The Wall Street Journal,
National Business Employment Weekly

"What's HOT in the '90s: Children’s services (ranked #1)
..computer and other learning centers"
Franchise Buyer

The Fourth R, an international leader in computer education, is seeking new business
partners. The Fourth R offers computer classes for children and adults ages 3 and up.
Advanced multimedia computer systems, trained and experienced teachers, and small
personalized classes create a rich
leaming environment for students to
develop a wide range of computer
skills from beginner to advanced.

R e

1715 Market St., Suite 103
Kirkland, WA 98033

Master licensing opportunities exist
worldwide. The Fourth R provides
training, marketing and operational
systems, and curriculum. Total 800-821-8653 - 206-828-0336
investment requirements are $50,000 Fax 206-828-0192

and up. htip:/iwwwhalcyon.com/fourthR/

@i

If Sports is Your Passion,
Make It Your Business.

You don't have to be a first round draft pick to make the big bucks in sports.
Pro Image is the world's largest franchisor of licensed sports apparel and
accessories with almost 300 stores in 5 countries. This multi-billion dollar
market is growing internationally. To expand our store network we wish to appoint
master franchisees. They may develop multiple stores or sub-franchise
our concept. Franchise opportunities available in the U.S. as well.

For Information Contact:

Director of International Franchising Director of Franchising-U.S.A.
TEL: 818/340-3009 TEL: 801/292-8777, Ext 2019
FAX: 818/340-2526 FAX: 801/292-4603 »
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22120 Clarendon Street, Suite 100, Woodland Hills, CA 92367 USA MEMBSER

wTea,
® pgsx

franchisor reps at the trade show.
Here are a few open-ended queries
that should appear on your list in
one form or another:

» What is your level of franchise de-
velopment in this country? If the level
is low, it may mean the investment
presents a somewhat higher risk.
The same is true, to a lesser degree,
if the level of franchising is low be-
cause the company has expanded
through company-owned locations.
Find out what the company’s gen-
eral experience has been in franchis-
ing.
» Has a master franchisee been ap-
pointed for this region? It may be that
the person manning the trade show
booth is the master franchisee (or
“subfranchisor”) for your country or
region. It makes a difference as to
who will be responsible for your
training and support. If you are seek-
ing to become a master franchisee,
this question will enable you to spot
likely candidates immediately.

» What are your plans for growth over
the next three years? The answer to
this question will give you an idea of
the effort and energy the company
has committed to your market.

» What investor information do you
provide prior to completing the fran-
chise sale? A few countries, including
Australia, France and the United
States, have rules that require fran-
chise companies to provide invest-
ment information or an offering
prospectus to investors before com-
pleting the franchise transaction. Al-
though it may not be required in
your country, you should inquire.
At a minimum, you should have an
opportunity to review the franchise
agreement you will sign, the cur-
rent financial statements of the fran-
chise company in your country, and
a summary of the business back-
ground of the executives.

» Towhich industry organizations does
the company belong? This information
may prove useful to you as you in-
vestigate the company’s track
record in your country.

» What is the training program like?
Find out how long it is, where it
takes place and the general subjects
covered. A solid training program is
the mark of a franchisor interested in




the business success of its franchise
OWNErs.

One question that is controversial
in some countries is “How much
money can I expect to make with
your business?” It’s controversial be-
cause it can be the opening question
in a misleading and unfair induce-
ment by the seller to get you to pur-
chase the franchise.

No franchisor can predict how
much you’ll make in a franchised
business. The variables—including
your business acumen and the indus-
try—make such estimates impossible.
However, franchisors generally know
how their existing franchise owners
have performed, and some compa-
nies make this information available.

COMPLETING THE
TRANSACTION

Expect a follow-up call or visit
after the show from any company
you showed serious interest in. The
follow-up contact is your opportu-

The opportunities that

franchising are wide open now that a

exist

nity to dig into the investment in
depth and explore other questions
that might occur to you. Because the
franchisor will generally tell you
only part of the investment story,
it’s important to be diligentand skep-
tical in your evaluation of any infor-
mation you collect from the fran-
chisor.

The best advice: Check it out for
yourself. Visit as many franchise own-
ers as time and distance allow. Ask
them how they have performed and,
knowing what they know now,
whether they would make the invest-
ment again.

Are they happy in their work? Did
they make a satisfactory living from
the business last year? How has the
franchisor performed? Was the train-
ing useful? Current owners will offer
the best and most realistic evaluation
of the investment. You owe it to your-
self to seek out their comments. Your
evaluation of the franchise investment
will be incomplete without them.

In any country, the final piece of
advice is the same, and it is valuable
regardless of the size of your fran-
chise transaction: Get solid profes-
sional advice to assist you in review-
ing the investment and the franchise.
No matter how much franchise reps
may reassure you that theirs is a
simple business, a franchise invest-
ment is extremely complex.

A franchise trade show may be
your first step toward an exciting new
business future. Increase the odds of
your personal success by preparing
carefully for the show and evaluating
the opportunities presented with a

/i 5 0

Andrew A. Caffey is a practicing
lawyer in the Washington, DC,
area. He is the former General
Counsel of the International
Franchise Association and is an
internationally recognized specialist in
the fields of franchise and business
opportunity law.
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VINCE OF FRARCHERG"

133 LOUISIANA AVENUE ¢ SUITE 210 « WINTER PARK
FAX 4A07-628-2042

, FL 32788




GLEAN UP WITH
A WINNING COMPANY

WORLD'S LEADER IN MOBILE POWER CLEANING AND RESTORATION

Recognized as #1 in the Mobile Cleaning
and Restoration Industry by Entrepreneur
Magazine's"Franchise 500", Sparkle Wash
has franchises available. A leader in the
$56 billionServicelndustriesGroup, Sparkle 1 /
wash provides franchises with exclusive 74~

territories, patented equipment, thorough -

training, and complete marketing support

to help them succeed inthe fastest growing " SPARKLE WASH-
sagment of Amarican business. f

| <77=SPARKLE wash< 8

MOBILE POWER CLEANING ANCRESTORATION SYSTEM

OGREAT GROWTH OPPORTUNITY
COEXPERIENCE SINCE 1965 COPATENTED EQUIPMENT
COFULL TRAINING COON-GOING SUPPORT
COCOMPLETE BUSINESS START-UP ASSISTANCE
COEXCLUSIVE FRANCHISE AREAS AVAILABLE
OCALL NOW FOR COMPLETE INFORMATION

INTERNATIONAL MASTER FRANCHISES ARE AVAILABLE

57 SPARKLE WAXSHJ

26851 RICHMOND ROAD M CLEVELAND, OHIO 44146 M USA
(800) 321-0770  (216) 464-4212  FAX (216) 464-8869

#1992 SPARKLE INTERNATIONAL, INC



