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OCDEATES . ... YOU NEVER

- know:whatyou're going.to ger-Butatrendinga fran:
chise opportunity'showisl e poking your finger into:
the candy~y: ¢ etry goed idea of whar's'
involved witho y; having 1o take a bite. p

Everyone from intefna
500 companies 10 corporate
down the street fs buzzingabout franchising. Perhaps
one of the mostingeniousmarketing concepts ever cre-*
ated. franchising has proven that it’s flexible enough to -
apply to ail sizes of businesses. to almost any concept
in well over 60 different industries. Meanwhile. its de-

~ sirabill

al investors and Fortune £ 1ps on spouing the red fligs. a list of the 10 questions

executives and the retiree

3

ty in the international market has sealed its place

asamajor player forthe 2Ist century. &+ - -
-One of the first steps ta mastering the whole new
world of franchising is- mastering the-art of franchise
esearch and selection. Browse the following pages for

'you should ask franchisors. information on how to evalu-
atea franchise. a look at wharshot . .. and more. This is
your chance to sample some of the bigger stories hap-

-pening in the industry right now—and perhaps even
become part of one of the hottest concepts in the world
of business.
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Franchising:

W creates an average M

SHOPPING
LIST

OU VE SET ASIDE SOME TIME TO ATTEND A FRANCHISE TRADE
i show but have never been to one before. You are fulfill-
Ti} ing an important promise to yourselif to find a new direc-
- ton for your
B career and your
‘W life, and this
show Is a vital
first step.
Whatever

2 -

attending. there
8y is a right way

{ andawrongway
™ to shop a fran-
Y chisetradeshow.

life's situations.
it takes. a little:

i oatmlclmvcwfyand:mdytbe forethought and
i s e mast of , preparation to
; show’s program to make the most of your day. b foctive and

to separate yourself from the crowd. Your objective: pre-
senting yourselfas a serious prospect.

! Before the show: Don't dress in your. usual weekend
- attire. Dress in “casual business™ clothes. A tie or suit is
optional (it is-your weekend, after ail), but be sure you
look sharp. Bring a briefcase for important papers you
i+ collect during the show. a pad of paper and pencil. and
plenty of business cards. Ifyou don't have business cards.
+have some printed up at a local copier center with your

Like many of

of170.000
new jobs
per year..

name. address and phone number.

Give some thought to the types of
businesses that interest you You will
find hundreds of booths and thousands of peopie on the
exhibit floor. and it can be intimidating and overwhelm-
ing. If you arrive with a focus and a purpose. however. it
can make all the difference.

Areyou interested in a business you can run from your
home. or does the idea of an established retail location
appeal to you? What financial resources can you bring to
the investment? What are you looking for in owning a
business? Asin a job interview.itisa good idea to prepare
a list of your questions. (See "What To Ask™ on page 153
for some ideas)

On arrivak Plan to arrive early in the day: everyone
involved will be fresh. and anticipation will be running
high. As soon as you buy your ticket. graba cup of coffee at ‘
the snack bar. and sit down with the show directory. Geta " : . |

. feel for the layout. the “sideshow” programs that may be:. *..

offered. and the rypes of exhibitors. Take a highlighterand.

- work. through the list of exhibitors. flagging those that .
- seem.to fit your areas of interest. Go back to the floormap .-

and.highlight their booth locations. Now you're ready to
walk the floor. S oo ;

On the
floor: Under-
stand why the
exhibitors are
there. They
will measure N
their success.
atthisshow by
the number of
interested. se-

MONEY TALKS

EVEN IF YOU HAVE STELLAR QUALIFICA-
tions, decades of industry experience
and a nod of approval from the fran-
chisor of your cheice, thar's still not
enough to attain franchises status. The
one big element no franchisee can do
without is, of course, money.

Fortunately, nestled among the
many franchise booths at the annual
international Franchise Expo (IFE) is
The Money Store Invesiment Corp.,
where IFE attendees can get more
information on some of ‘he finer de-
tails of franchise financing. The Money
Store, based in Sacramento, Califor-
ria, is the nation's larges: Small Busi-
ness Administration (SBA, lender.

At the IFE in particula:. -zpresenta-
tives from The Money Sicre tackle a
wwotold need. “We work «in prospec-
nve ‘ranchisees direcily z-2 with dit-
*zrert francrisor groups. :2vs Michae
Zucknam. a8Sigiant Ce SEsicent o

gram, we help a large number of fran-
chise concepts set up loans for their
franchisees anywhere in the country’
The Money Store touts its national
franchise program as not only innova-
tive but quite effective, saving franchi
sees the hassles of approaching banks
that are unfamiliar with franchising's
special needs. Franchise financing “is
all we do in this division, so we've
become experts in that area!’ says
Duckham. “We know the business.
Those interested in applying for fi-
nancing can do so right there at The
Money Store booth—according to
Duckham, the application procecure
is fairly simple. However, the {ranchise
snogper who's ready to secure finarc-
‘rg on the spct is the exception atkher
ran the rule. "Feocle at the show zre
24zionng thew coucrs.” savs Ducknam.
“Zaneraily. 13 wnen wa tak 1c the~ 2
Taotmes aher he Sncw Crat ne
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He's in the maney: The Money Store’s Wiehael Quckham
reveals financing ips for franchise shoppers.
ing them with their financing needs.
A major advantage of working with
The Mcney Stcra is its expertise it the
SBA 7(a} anc 204 programs. Accord-
inG ic Duckram. the programs “make
U 2asier fcr zeccie 1o buy a francrise.
T 3zrearocce T small-cusiness Twr-
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rious prospectsthey attract to their booths. They will come
away with alistof people for follow-up at alater date. They
will also have their tires kicked 3.000 times in two days.
[fyou are excited by a franchise program you see at the
show. you should make that interest clear to the represen-
tatives. Make sure they receive one of your cards, and
request an appointment to discuss the opportunity in
more depth. You may want to suggest a quiet ime during
the show (lunch hoursor atthe end of each day) to have an
in-depth discussion. Find out if the exhibitor has a hospi-
tality suite nearby or if the company
: X is planning a “discovery”
Jidirile ettty  seminar during the week-
LA inarste end for a detailed sales
children’s services (22.1 percent); JE=Iai=lilvT I (¢} serious
recreation. entertainment ang JENM(e]o o A

travel {16.6 percent): maintenance Take ‘advantage of the -
and cleaning {15.7 percent);  BESHF R NZ LT}
noncmvenience food retailing are generally knowledge-
ERPLACAFILIALUC T  able and a great source of in-
Euh b 3n iyl IRVl formation. and they are there

‘percent). to find interested investors -
like you. Work ‘them over
with your list of questions. Show them your enthusiasm

and serious approach to business.and you're on your way.

i WHAT TO ASK

NCE YOU HAVE THE ATTENTION OF THE SALES REP AT THE
trade show booth. be prepared to ask what you con-
sider to be the key questions in your decision-making
. process. Start with three "knock< 1t” questions. If you re-
§  ceive negative answers. save your time and energy and
move on. If the company clears your knock-out hurdles.

-e

rd

explore the potential

just a little more bearable, an increas- | fit berween ‘you and

| g number of prospective franchisees | the franchise further.
. are becoming more aware of their op- "The knock-

“ons. “This program is becomingmore | out questions.
ind more publicized, and we have |These may
found the level of knowledge about it | change from .
"much greater over the last couple of | one person to NI
‘years;” says Duckham. “People have a | another. Think

;§00d feel for what they're facing. |about what
; Franchisor groups are very knowledge- | your knock-
;s able about [financing options] andare | outsare. Any
*passing that on to their potential fran- | strong feel-

thisees!
Likewise. the most important part
o qualifying for financing from The
Money Store comes down to basic
: Mowledge. “You should have a good
dea of what you're looking for”
-duckham says. “We talk to a lot of
-3e0ple who don't know what they want
; X how much money they need. Those
l_ife things we can't help them with.
Ne can provide financing for just about
19 type of small business. so it's just
;I Matter of deciding what they want
{ 2 80 into—oniy then can we deter-

ings you
have about
the dimen-
sions of your invest-
ment needs will de-
termine your knock-
out questions.

Here are three
good ones to start
with:

1. "What are the
minimum financial
qualifications for
your applicants?” If

; e what the actual costs are going ——

;30‘57 —Janean “uber T

S —

- interest in relocating. If so. move on.

ey for you. Think about these ques-
_- ions carefully: above all know which

- tem?" This wonderfully open-ended probe should draw a i‘
- variery of responses. Every franchise system has a cuitural |

youre preparedto make a low-level investment of $20,000
to $30.000 and find yourself talking 1o the seller of a
$150.000 retail franchise. this opportunity is not for you.
2 "What kind of business experience do

you require? If the franchisor is inter-
ested in applicants who have experi-
ence owning a business or have back-
ground ina particularindustry and you
have none. head for more promising
terdtory. - :
-*' 3. "Areyoulooking for franchisees
in my area7"Tt may be that your town
is fully developed and you have no

franchised systems
operating in Mexico
originated in the
United States.

- Looking for a good fit. The rest of
your questions will explore whether
the franchise offering is a good fir -

in1994.

© every eight minutes of

cach bustness day.
areas are most important o you.
4. "Whar kind of culture makes up your sys-

character. Is it clubby. chilly. all bustness, evangelical or
hostile? Listen carefully to the answers: they will give you
a great deal of information about the franchise system
that will not appear in any written materials. ;-

5. "What products and services are offered by your -
franchise owners?”Be prepared to follow up with a de-
tailed discussion of products and services. Explore prod-
uct supply arrangements. pricing issues, delivery routines.
and problems that have occurred. Is there a market for the
product. or is the market in decline? Find out these an-
swers. and take nothing for granted.

6. "Areyour owners generally happy with their inves-
ments?” This is a softball question. but it opens a delicate

area The sales rep will answer only with an enthusias-
ticyes or at least a diplomatically vague
confirmation. but you need 1o
dig deeper. "Can I have a list of
owners in my area?” "Do the
owners belong to a franchisee
association?”

7. "Mayltakeafullsetofpro-
i motional materials with me?” .
r - Many franchisors will have a lim-
ited supply of full brochures behind
the table. with less expensive fliers
for the hundreds of tire kickers
who stop by. Express serious in-
terest in the investment. and ask if there are any other
materials you can study at home. If not. ask for a set to be
sent 1o you.

8. "What is the lifestyle of your franchisees?"Is it ail
work? How do most owners balance their business and
personal lives?

. ?9_ What type of owner's training program do you of-
er:

10. "What sort of field support do you provide?””
If you get seriously interested in a franchise. ques-
tions 8.9 and 10 are ones you will want to expiore further

—— - .
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Testaurants earned sales -
. -estimated at SI08 billion

A new franchise opens
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: OuR SOCIETY 1S OBSESSED WITH
f trends—and the word of franchising
is no exception. It seems prospective
franchisors and franchisees alike con-
stantly have their ears to the ground,
awaiting the arrival of The Next Big
i Thing. Franchising insiders can't help
i but wonder which franchise will be
i the next McDonald's or Baskin-
g Robbins.
g “Over the last 10 or 15
years, a definite interest
has developed in which
franchise is hot and which
;i is not,” says Mark Siebert,
i senior vice president of
i Francorp Inc., an Olympia {3,
: i Fields, lllinois-based man- I
N ! agement consulting firm
i specializing in franchising.
: "There's a focus on the fla-
vor of the month. Some |
years ago, it was the j
yogurt franchises, then
cookie franchises, then
muffin franchises and cin-
. B namon roll franchises. Now
4 : it's bagel, rotisserie chicken and pret-
' zel franchises”

There’s one Catch-22 to this trend-
i watching: By the time you discover a
hot franchising concept. it may already
be too late to profit from it. Franchising
is by nature a second-wave technol-
ogy, capitalizing on something that's
1 : already been proven; consequently,
3 popular franchising ideas are often
based on trends that have been in
the retail market for a while.

“Usually, one or two companies
will emerge as the market leaders in

)
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WHAT'S HOT

an industry, followed quickiy by a num-
ber of people who try to capitalize on
those trends,’ explains Siebert. “The
market leader typically does pretty
well, and some of the people who are
second or third in the market do well
as bench players. But companies that
get to the market later than that are

going to have a harder time reaching

) « TR
Creating 2 buzz: WiVl adult activity centers ke Blockbuster's be The Hext 8i Thing?

the same level as the initial compa-
nies. Also, if a market grows very
quickly and if there's a low entry cost,
there's a good chance it can get over-
saturated. So from the franchisees'
perspective, there is some danger in
basing their whole decision on the
popularnty of a trend?

Siebert points out, however, that
in some cases franchising has tran-
scended the role of trend follower to
become an actual trendsetter. “Some-
times trends are actually created by
the franchisors. They develop some-

thing on the unit level that works ang_
capitalizing on the overail market ge.
mographic, expand it through fran.
chising,’ he says. “Auntie Anne's (pret-
zels] and The Discovery Zone
[children's play centers] were loca)
phenomena at first, and once they

brought their concepts to the market
in the form of franchising, they essen-
tially created a national
trend”

With that in mind, some
of the most talked-about
concepts teday, hinting at
what might be successful
tomorrow, include:

> Personal communica-
tions systems. Capitalizing
on the telecommunications
boom, these companies in-
clude just about any busi-
ness that involves phones,
pagers, faxes and voice
mail. Consumer electron-
ics are also the rage. lead-
ing Siebert to predict that
used video cartridges and
game units will be a hot item for retail
franchises. He's also heard some buzz
about satellite dishes offered through
direct sales.

> Adult activity centers. Often de-
scribed as a grown-up playland or a
Discovery Zone for adults, this con-
cept, which includes interactive and
virtual reality games and themed res-
taurants. may catch on quickly; video
giant Blockbuster Entertainment
Group is already testing centers in
Indianapolis and Albuquerque, New
Mexico.

with existing franchise owners. s
Notice what question is not on this list
"How much money can | make? Most.
i franchisors do not discuss earnings poten-
-+ tal. especially in a trade show situation
where the prospect has not received a dis-
closure document. If you hear dollar signs.
being shouted in the sales pitch. move on.

: i HERE'S NO WAY AROUND IT—SHOPPING FOR A FRANCHISE AT A
i trade show can be difficult. There are no guarantees
and pienty of risks. So how can you spot the red flags?
Here are a few indicartors that should warn you to think
i twice:

1 {. The numbers shour louder than the business. The
dollar sign is the ultimate red flag at a franchise trade
show and is the source of legal problems at several levels.

P Sales by franchises reached:
an estimated $970.1 billion
in1994. The [nternational

Franchise Assodiation
predias §1 trillion by the
year 2000.

“offering you an idea of the money you 3.

A _seller assuring. that you will. make X
amount of money with his or her program
isinvitngrouble:. - - -

“Earnings claims.the legal term forpro-
jections. pro formas. profit claims. perfor
mance charts and historical numbers. must -
appear in [tem [9 of the company’'s Uniform

Franchise Offering Circular (UFOC). If they

are not in the document. the company has no business

ings claims are made. check ltem 19 of
the disclosure document when you re-
ceive it after the show.

2 The hard sell A solid franchise in-
vestment will sell itse!f. If you get the hard
sell at the show. your instincts should tell
vou something is not right.

3. A new venture. A brand-new fran-

can make with the investment. If earn- ’\
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chise program may

fas:-fooc ingusiry. Long dormant. this | pose a higher risk of
trenc may be rejuvenated, thanks to | failure. These fran-
an aginc population—it's already | chises lack the very

feature that attracis
most investors. a

catcning on in the southern United
Staigs. Other restaurant industry

trends include a move toward smaller | business system that
cafes with lower prices, a growth in | has been tested and
lighter fare and vegetarian dishes, a | proveninthe market-

Mediterranean-inspired menu includ-
ing grains and pasta, an emphasis on
decor and ambience, and technology
as a competitive tool.

> Housing programs for seniors.
With the aging of the baby boomers,
there may be a spurt of franchises
offering well-run, attractive, upscale
apartments for seniors.

However, even if you're positive
you've hit on the greatest idea since
sliced bread, Siebert offers a caveat:
“There are so many factors [involved)
when making a decision as to which
franchise to buy,” he says. “The things
that dictate success in any business
are the marketplace, who the com-
petitors and potential competitors are,
the franchisor's ability to meet their
obligations and provide services, and,
most important, the management at
the franchisor level.

“Time and time again, I've seen
bad management mess up even the
greatest concept. Boston Chicken's
success can be attributed in part to
their recruiting of a management team

place. Remember.
even if you get in on
the ground floor. the
elevator can still go
down to the base-
ment.

4. Franchise fads.
Franchise invest-
ments are for ‘sub-
stantial -periods of
time—five. 10 or 20
years. Look out for
short-lived fads.gim-
micks and clever ap-
plications of new
technology. Fads
sweep through the
franchise ‘commu-
nity every couple
of years and have
included bungee- -
jumping franchises.
“laser gun"taggames.
oileating microbes
that attack kitchen
grease. cardboard
burial caskets. com-

consisting of people from KFC, | puterizedindoorgolf
McDonaid's and Burger King. It was | drivingranges... the
the dream team of modern franchis- | list is endless. While

ing. I'd definitely bet on management

these concepts may
before I'd bet on trends.” =J.H.

well prove to have
staying power. their
shelflife is worth careful consideration. :
5. Limited market appeal due 10 geography or season.
.. Being a market pioneer can be expensive. Just because a
- business knocks ‘em out in Knoxville doesntmean itwon’t
- bomb in Boston.
6. Undercapitalized franchisor.
. The most common mistake made by
franchisorsisundercapitalizingtheir
expansion. You will receive in-depth
information on the franchisor’s fi-
- nancial status in the UFOC. but at
the trade show. you will have little
10 go on. However. pay attention
to the general impression given
by the exhibitor’s booth. A card o 4 employees per
table and no signs or displays indi- estahlishmen
cate the company has invested
littie in this marketing effortand may have only a
¢ small amount to spend overall.

Franchising accounts for
approximately 40.9
percent of all
retail sales.

than § million peaple.
with an average of eight

I
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7. “Signupquick... before we sellout "The “fastcloser”
should tell you something is not quite right. By law. a
franchise is a deliberative purchase. not an impulsive one.
State and federal franchise law requires that you have a
complete. current disclosure document in your posses-
sion for at least 10 business days (two weeks) before the
sale can close. If you are being hurried to make a commit -

Franchising exploys more

% re—— o ea— . —
e T Py =

Teges NETE PN

NOW
SHOWING

Here's a partial listing of exhibitors
scheduled to attend the International
Franchise Expo April 21-23 at the Wash-
ngton, DC. Convention Center. For more
information, call (800) 64S-4433.

A &1 Sigo Systems

A-Xabab

AAMCO Transmissions Iac.

Ad n The Hole

Advanced Sales & Management
AN Tooe 2ad Lude Sysiems lac.
Aller Clsan

Atmena (al'l. USA inc.
Apbagraphics Priotsaops
Alternative Health Superstore
America‘s Favorite Chicken
American Brake Service
American Lead Goasoitanis
Appletree Art Publisters
Appliewoods

AT&T Gapital Corg./Fraachise
Athiete’s Foot Brang inc.
Aunlie Asae’s Pretzels

8agel Builders

Bar-8-Que Country Franchisiag loc.

Ben Franklis Stores & Crafts
Bevinco 8ar Sysiems Lud.
Bike Line

Blenbeim Exhititioas Inc.
Blimpie

Blue Ribbon Oevetopmen:
Srice Sronp. The

Budges Blinds

Budge! Aeat 2 Ca¢
Butlhide Corg.
Ballwiakte's lat'i.
Galitoraiz Closet Go.
Campers

Candy Express

Carpel Scalpture tat'y,
Garioon Gots

Gaswell Massay

Gerta Prapaiaters
Bheckers Orive In Aestavrants
Ghoice Hotets lat’],
Biei's Pizza

Citizeas Against Crime
Glean Ret USA

Closet Factary, The
Colfes Beanery
Gomputertals

Comskill

Goveralt

Srestcam lag

Suthqas 1at'. Ca.
Bamon ¢ Tne Plags Far Aipg
Jecarating dee

deany’s

Bepante tavestmen: in:
iogenssas

Bisconas Party Warebouse

Discaver Caed Services loc.

Oispensa-matic Label Dispeasers

Qooglas Matheson 200 o

Qubsifteloceater lot'l.

Dushill Persoaael System iac.

Duraclean lo1'l. Iac.

E.X. Willizms c/o Qwyer Group

Eagige Sysiems

Eatrepreaenr Gronp

Eavirabate lac.

Event Promation Sopply

Express Personnel Services

Faotastic Sam's

Fast Trak

Fastsigns

Fire Slazed Ram lac.

First Net1 Caro.

Fisk Schosls Limiled

flamess

Fogrts B. The

fran Qata

Franchise & Licensing World Ceater

Fraochise Associslian af
Sesthers Alrica

Franchise Developers

Fraachise Pastners, The

Fraachise Update Magazine

Fraecarp.

Frasdats Cotp.

Fraatiis's Printing

FunTime 1211,

fFolorekids

General Bosiness Services Corp.

Beszral Nalsition Centers

Sesdens

Glamoor $hots Liceasiag loc.

Gloria Jeas's Coliee Bean

Glover & Potter

balax Iac.

Goldes Gorral Franchising

boldtiager lac.

Gosraet Cap

Gozraet Delight Lie.

Greai Wrags

Hairlines

Hasdyman Connection

Heartlang Aetireneal Services lac.

Heel Quik Inc.

Heary Wara jsnnson

Herteas

Historreal Researck Gentes. The

Huray Guray 1sr"!.
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Employment services and foad retailing.
were the top categories in terms of sales- :
growth. marking increases of 6.4 percent and IREIIN (U VN EVTINW O X JPY
15.5 percent in 1994, respectively. Restaurants
. and real estate services also benefited from:
sales growth of more than 10 percent.

ment. back away and take your sweet time.
If you see one of these red flags at a

franchise trade show. make careful note

ofit. and weigh it carefully. Most of these

i problems suggest looking deeper after
4 the show.

| HOME WORK

YOU HAVE ABSORBED AS MUCH AS YOU CAN AT THE FRANCHISE

collected and organize
them into files labeled
with the name of each ¢
franchise system. This §

show. and you are ready to retrear home to rest Your willbeessentialasyoube- R
feerand sortout the experience. But before youleavethe gin to follow up on these §
show floor. find a quiet corner and review your notes. opportunities. :
Did you stop by all the booths you planned to? Make 2 Contactyourprime i§
franchise candidates.
N OW , Even if you do nothing.
’ most of the franchisor
, sales reps you mer will at .
S H GW; N G least send you a lewer. sani ok 8
hoping that you will take R gt
aratona! oot o riafty Management Spstems the next step and contact T e
G roran - rRamanieett ke
Investor's Busiazss Daily ,:: f::;g_":;:“ them. But if you are serj- Fntn  aeenrs AR
Jani King lar, Quantea Leap ous about any of the fran- - "
lava Caatrate Quikava chise programs you saw Y LI
::li':elyac&. sotates ::inu:r: Inc. atthe shgw. call the com- §
tarn ecord Swap pany and request a sec-
Keily's Coftes & Fodge Factor
(o ot e, e ond. in-depth meeting.

LT Woridwide
L.A. Smoothie dealtd Yart & Cale
Ladar World ol America

Reat 2 Wrect

3. Request more information. Ask for a copy of the 5
/) Gatars

UFOC.This document contains essential investor infor-

l B aaier Rebbins Aelirement Ca. mation. in- .
anquage Cluds lar'l. L. Rocky Mouatain Chacalaie Faciory cluding a de-
it i | SdlSUCOESS
Law Dffices f Frank 4. ficcr Sehlotzsky's Inc. ption
Lazerquick Copies $0CR Business $ystems the fran- WHAT A DIFFERENCE A YEAR MAKES. AT LAST
t!":‘ i."“’f"“ Chickes Servistar Gorg. Chisor and | years International Franchise Exgo (IFE),
u| pe 1hog loc. Shred-l its history. | former military fighter pilot Ron Fines was just
aids lat’y, tnc. slﬂﬂ Exu"s‘ the fees and .
Wail Boxes Etc. USA $igas Now: lateraationat Siga Shops lac. one of thousands of attendees roaming the
$aonattan Bagel Sir Sozedy Printing Centess €Xpenses | aisles in search of business ideas. *| always
Marales Music & Video Sanic tagustries charged for | wanted to open my own business, so | went
3:::3;3”;;;:;:' l':ll.,m"" g“" Saves the fran- | o the show to explore what was available;’
Meraeke Discoun Muffler $haps sr:,e,ﬂ;ufl'g:,: ]’:1‘_"3' Usk chise, finan- says Fme;. “Iliked the idea of controlling my
Helmar lac. Starleg qial informa- | own destiny, with the potential to make a lot
Hesa Devetopmest Corp. Steak Escape, The ton on the | of money and handle multiple tasks. | was
Mi’““ ”‘a' ¢ Starling Oatical franchisor. lcoking for something that would fit me!"
':i:::;gan"::[::slaﬁmumr g:"::? “:c:id!eualu"m o/ Reait andasample About a half a year after attending the
Holly Maid o, Su,u\mn ~copy of the | show, Fines opened the doors to his Frankiin's
Maney Wailer lnc. Suger Couss standard Printing & Copying franchise in Boca Ratan,
toto Phate lsc. Sweet City franchise | Forida. The transition, though speedy, was
Mrs. Fiald's Gooties Takeont Tasi Francnisiag Systems lac, agreement. remarkably smooth. “It seemed to happen
Hational Business Enployment Weekly gy Systems 4 Con- . . . \
Haturally Beaulilu! Nails loc. The Origina! Paster camu“ L1d. ° h Very naturauY‘ 'he s_ays' LOOk'ng'bac’_" I cant
Hectar 3eauty $hops Lid. Trade & Callore Magaziae fact. otner see myself going in any other durecuon." The
Heighbarhand Gheck Cashers Travel Sqeats fut'l. ~ owners.This timing and everything just fell into place!
New uﬂl‘ll-ﬂﬂs — Travet ?ﬂ'ﬁft Ltd. iS Lhe most Not bad foy a guy whose maln purpose at
1 ImpOTLant | the IFE show was simply o “browser 1 wert
{Qlde Tyme Mercaate u",:fm ' M Siepyoucan | with an ogen mind and pretty much looked at
T Packagiag Stera fac Jartag Sansumers Oiu Fake in YOUr | everything.” Fines says. “l was surprised by
Pk Maul Gearars o ey Yarrersar Sereangrianag Investiga- | some of :he ‘ranchises available. I'd never
:??f",w,ff”.“_“ 354 Taszy tion of a | neard or *220 abour some of them in any
b pavam e franchise in- | ctrer mecie
A vestment
‘ opportu-
nity. Talk to

v e —— = ——



s many fnnchxsees as p0551b1e. ltmay take some
driving. and you may have-to overcome your re-
luctance toimpose on hard-working business own-
ers. but there is no substitute for it. Visiting other
franchisees will ground your plans in reality.
~ Askthem whether they would buy the franchise
again, knowing what they know now. Is the fran-
chisor supportive? How effective was the train-
ing? Are there flaws in the franchise program? Is
roduct supply readily available? How strong is
f=3< the market for the product or service? Do the sea-
‘sons affect the business? How many hours a day

r week-do the owners put in? Are they making

e money they thought they would? What were
eir gross sales last year? What was the net? Do

ey haveany adviceforyou?;= -

You'll be amazed how much you: leam about

FOR MORE
INFORMATION

>The Federal Trade Commission (FTC) provides a pack-
age of information about the FTC Franchise and Business
Opportunity Rules free of charge. Write to: Public Reference
Branch, Federal Trade Commission, Washington, DC 20580,
or call (202) 326-3128.

>The American Business Opportunity Institute Inc. is a
national information clearinghouse and seminar company spe-
cializing in business opportunity and franchise matters. For
information on the institute's publications, programs and ser-
vices, send a self-addressed, stamped, business-sized enve-
lope to American Business Opportunity Institute Inc., #700, 3
Bethesda Metro Center, Bethesda, MD 20814.

_ e business by talkmg to'someone in the wrenches. So

& take goodnotes: -, %
- VIsit, company headquarters. Dont assume all
corporate offices are the same. Visit the headquarters.

p expenses ‘can. be reimbursed or offser-against the
initial fee if you buy a franchise. Write down all your

oughts or concerns beforehand so you don't forget
ask any questions. Buying a franchise is a two-way
finvestment: evaluatethem arthesame time they are evalu-

o wa
e anaey s ount QULONSE

" lawyer to-help you understand the-franchise contract
.- and disclosure statement. These are complex documents;

nd meet.as many key players:as you can. Ask if your .

‘ice. Do not pinch pennies when it comes 1o hiring a

-at the very least. your lawyer can explain the highlights
of your legal relationship with the franchisor. and may
‘have some valuable suggestions as to how to negotiate a
more favorable deal. The benefit You go in- with your
eyes wideopen. -

7. Don't be afraid to negotiate. If this is your firSt ven-
ture into the business world. remember this: Everything's

i, 6, Seek professional ad-

STORY

franchise, it can make the differ-
ence not only in whether you
survive or not but also in how
quickly you can grow; he says.
“It would be very easy to get lost
inthe forest. Support from a fran-
chise gets you headed in the
right direction; it helps you really
focus on what's important and
what you need to do.
According to Fines, Franklin's
counseling started on day one,
ranging from writing a business
plan to finding financing. The at-
tention to detail helped Fines,
Who had never before run a busi-

Prins charming: One year,

fess, get started at a sprint. “|  Ron fines uas an IFE anendee; .
dldnt have a printing back- e nert, 3 ranchisee.

ground. so it was critical” he
says. “Their program was so structured; it was like A-B-C-D.
Iwas actually faxed checkists to complete so | knew exactly
Where | was in the process. At times, when you have a lot of
ﬂvngs going on, it can get a little overwhelming. That's when
Us nice to have the franchisor there, just a phone call away.
& Though Fines' location has only been open since Novem-
Ber 1994, he's already seen sales double from his second to
hird month in operation. How does he ‘eei about being a
Semnovermght success? "Everythmg ! was expecting—the
§ Uilment | was hoping to get irom obtaining tnis franchise~
@8 been met 100 percent.’ says Fines. “Tc see the business
ow from the first tc the third month makes me cenain | ,
Made the ignt cecision” .

- -
Prran

negotiable. and even if it's not. it
doesnt hurt to ask. Franchisors will
tell you there are strong incentives
for them not to negotiate; that's true.
At the same time, every franchisor
has tailored the deal for at least one =}
new prospecttoclose thedeal Check
/| the new ltem 5 of the UFOC: it will *
tell you whether there have been i
variations in the initial fees charged
| to purchasers in the last year. Also |
ask the-franchisees you meet in your
_investigation-
. whether they
negotiatedany
aspect of their
contract with -
the company. -
8. Check
em out.
Your lawyer -
can help make sure the fran-
chisor has taken all appropriate
steps to register the offering if
that is required in your state.
Calls to the Better Business Bu-
reau and your state’s consumer
protection agency may alsotell you whether

there have been any complaints filed. 8
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The number j

of franchised establish- (R
ments increased by an
estimated 8.5 I
percent in 1994, i

1n 1989, there were r

492 498 franchisors
operating in the i
United States. By.the !!;
end of 1992, there
were 558,125.

Andrew A. Caffey. a lawyer in Washington. DC. is the
former General Counsel of the International Franchise
Association and a nationally recognized specialist in
franchise and business opportunity law.
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