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Welcome back to Food Franchise magazine. It only seems like a 
few weeks ago that the last issue came out, yet here we are again.

For those of you who already know, and those that don’t this will be my last issue as the 
Editor of Food Franchise. It is with great sadness that I move on to pastures new and I’d 
like to take the time to reflect on my time here. The last 18 months have been a fantastic 
experience and as a team we have seen the publication grow from 36 pages to 96! We 
have visited many tradeshows and partnered with some exciting companies. The magazine 
has seen a successful launch into retail and I’m sure that it will continue to do so under the 
guidance of the new editor.

It has been a pleasure to work with the team here at MVH Media, the contributors, 
franchisees and franchisors in this wonderful sector of the market and I will miss it very 
much.

Anyway, on to the issue in hand.

As well as all of the latest news and opinions from across the industry this issue will focus 
on some of the great opportunities that franchising and particularly food franchising has 
to offer. We look at the 25 most exciting franchise opportunities on the market and look 
at their plans for expansion over the next year.

Following on from the release of the BFA Franchise survey we look at the growth in the 
food and drink sector and put together a comprehensive review of the last two years.
Buoyed by the confidence surrounding the market many prospective franchisees are 
looking to get into the market and we show them the best way to choose a franchisor.

In our one to watch we profile Neds Noodles, and look at how they have gone from a 
single outlet embarking on a full franchise model.

At the back of the magazine you will find advice on all matters financial and legal as well 
as some expert insight from McPhersons in the accountancy column. As always we look at 
how the businesses in our industry are performing on the stock market.

Until next time,

Editor’s message

Front cover 
image courtesy 
of Wrapchic 
(Page 61

www.foodfranchisemagazine.co.uk

          @franchise_food

          /foodfranchisemagazine1

gET IN TOUCH
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The fast food chain will roll out table 
service at 400 revamped restaurants before 
the end of 2016 after a successful trial last 
year. The brand will also double the number 
of locations selling a new range of premium 
burgers, called the signature collection.

The initiatives are designed to modernise 
McDonald’s restaurants and attract more 
families. The company has faced much 
scrutiny over the last few months and 
is facing growing competition from gourmet 
burger brands such as Five Guys and Shake 
Shack. Those at the head of the business are 
also wary of Mexican chains such as Chipotle 
and long-standing rivals Burger King and 
KFC.

Speaking about the developments, Paul 
Pomroy, chief executive of McDonald’s UK, is 
thought to be pleased with the performance 
of its restaurants in Britain, saying: “Together 
with our franchisees we have delivered 
another strong year of growth, fuelled by a 
relentless focus on our customers’ evolving 
expectations and tastes.

“Investing in our customer experience is 
paramount. It’s important that we continue 

to listen to the 3.7 million people who visit 
us every day and respond with even more 
reasons for them to come to our restaurants. 

“In 2016 we will continue to focus on 
providing great value and variety, as well as 
invest in our restaurants, our people and our 
menu, to ensure customers enjoy a great 
experience every time they visit us.

“We opened 26 new restaurants last year 
and the rollout of our reimaging programme 

is transforming the way we serve customers, 
and has been a key growth driver.

“To date, over 300 restaurants have been 
refurbished and we expect a further 350 to 
be completed and reopened for customers 
by the end of the year – an average of one 
every day.”

McDonald’s first opened in the UK in 1974 
and now has more than 1,250 restaurants.

mcDonald’s to roll out table service after successful trial
Burger giant announces shake up to take on rivals.

round-up
NEWS 

Coffee Republic one of the fastest 
growing franchi9sees in the food and drink 
sector has opened its 28th franchise site – 
in Cross Street, Manchester.

 The site is in addition to four company-
owned bars, including Bluewater Shopping 
Centre, and is in line with the company’s 
planned 20 openings in the UK this year 
during Coffee Republic’s biggest period 
of growth since new owners took over in 
2009. 

Coffee Republic has also continued its 
international growth by opening two sites 
in Bahrain to add to its 20 bars outside the 
UK. 

In January, Coffee Republic opened 
the first of ten cafes to be launched 
this year in Co-operative stores as part 
of a franchise deal between the two 
companies.

Coffee Republic opens 28th UK franchise
Coffee franchise open site in Manchester, and plans to expand further abroad
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Subway celebrates its 5,000th store 
in Europe
Milestone store opens in Livingston

Subway is pleased to announce that 
it has recently reached the milestone 
of 5,000 stores open and operating in 
Europe, with the opening of a brand new 
store in a shopping centre in Livingston, 
Scotland.

The milestone opening highlights the 
more than £500m investment that their 
franchisees contribute to their local 
economies, alongside providing over 
50,000 jobs in stores across Europe.

The first store in the UK and Ireland 
opened in Brighton, UK in 1996, 
since then the brand has expanded its 
operations and increased its presence 
across Europe with stores now open 
in over 30 European countries, from 
Iceland to Russia. 

Justin Goes, Regional Director 
- Europe for the Subway brand, 
commented: “We’re absolutely thrilled to 
be announcing the 5,000th Subway store 
in Europe. It is a fantastic achievement 
and reflects the strong entrepreneurial 
spirit of our franchisees who work hard 
in their local communities providing a 
great product and excellent customer 
service to all our customers.

“The Subway brand has an incredible 
support system for franchisees, which 
allows them to benefit from over 50 
years of the brand’s experience.”   

The new store is in The Centre, 
a shopping centre in the heart of 
Livingston, and will serve hungry 
shoppers from the local and surrounding 
area. The brand new store covers an area 
of over 1,400 sq ft, seating more than 
50 customers and employs 15 members 

of staff.
All Subway stores are owned by local 

businesspeople who operate their shops 
on a franchise basis. The franchisee of 
the new Livingston store is Haj Atwal.  
A seasoned franchisee, the new store 
marks Haj’s 16th with the brand, and 
he chose The Centre, Livingston as a 
location following its recent expansion 
and refurbishment.    

Haj commented: “It feels fantastic 
to have opened the 5,000th store 
in Europe. I started my career with 
the brand over 15 years ago, when I 
opened my first store with my brother, 
Narinder in Edinburgh. Since then, we 
have gone on to open many more stores 
individually and together, with the 
support of the brand.  

“We’ve grown our business alongside 
the brand - it’s fantastic to see the 
franchise reaching this significant 
milestone and for my new store to 
have been the 5,000th store to open in 
Europe.  It really is a great time to be 
part of the brand family.” 

In the UK and Ireland there are more 
than 2,300 Subway stores, employing 
over 23,000 people.

As the largest Quick Service 
Restaurant (QSR) brand worldwide – 
there are more than 44,000 Subway 
stores in over 110 countries – the 
expansion of the brand across Europe 
continues at a fast pace, with 300 stores 
opening in the UK and Ireland alone 
throughout 2015. That’s an average of 
more than five Subway stores opening 
every week.

The National Living Wage will be 
the minimum starting rate for all of the 
company’s 5,000 employees across its 27 
sites, irrespective of age. Presently, 42% 
of its workforce (2,095 employees) is aged 
under 25.

The operator, founded in 1959, attracts 
85 million motorway customers annually, 
with chains including Subway, Starbucks, 
Tossed, Burger King and Harry Ramsden’s.

Discussing the pay reforms, Rod McKie, 
CEO of Welcome Break, said: “We are 
dedicated to offering dependable jobs to 
the very best people available, and pride 
ourselves on ensuring Welcome Break is a 
great place to work.

“If you want to attract the best people 
you need to reward them accordingly, and 
as such we’ve made the decision to give 
all of our employees, regardless of age, the 
National Living Wage.

“This is alongside the excellent career 
development opportunities with our world 
class brand partners and a host of other 
benefits, all our employees receive.”

Welcome Break will spend an additional 
£4 million to ensure it attracts the best 
recruits and some employees will see an 
increase of 33% on their current wage.

Food-to-go work-
ers to receive pay 
boost
Motorway service operator 
Welcome break has announced 
that it will pay the National 
Living Wage to all of its 
employees across the UK from 
1st April 2016.
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The report, finds that the restaurant and 
bar sector has improved its average score 
by 8%, but still lags behind the retail and 
manufacturing sectors.

Companies such as Burger King, Domino’s, 
Greggs, JD Wetherspoon, McDonald’s, 
Subway and Starbucks scored 29% on 
average. Contract catering companies, such 
as Compass, Elior and SSP scored just 17% 
on average.

The Business Benchmark notes Greggs as 
a significant improver, moving its rating from 
Tier 5 to Tier 3. Mitchells & Butlers (Tier 4) 
and Whitbread (Tier 3) are also highlighted 
as key movers. Noble Foods reached the top 
tier, whilst McDonald’s and Unilever retained 
their place in Tier 2.

BBFAW executive director, Nicky Amos, 
said: “The results show that it is realistic for 
companies across the world and in all sub-
sectors; retailers, wholesalers, restaurants, 
bars and producers to aspire to and achieve 
high scores in the Benchmark and to 

recognise the responsibility they hold for the 
welfare of animals in their supply chains.”

However, some groups displayed no 
evidence of farm animal welfare on its 
business agenda and fell to Tier 6, these 
included the SSP Group, Domino’s Pizza 

Group and Burger King.
The Business Benchmark on Farm Animal 

Welfare provides an annual review of how 
90 of the world’s leading food companies are 
managing and reporting their animal welfare 
policies and practices. 

mixed results for large QSR chains on animal welfare 
policies
The global Business Benchmark on Farm Animal Welfare (BBFAW) has found that 69% of companies 
now have published farm animal welfare policies compared to 46% in 2012.

round-up
NEWS 

In a surprise move the UK arm of the 
burger business have followed in the 
footsteps of the Australian part of the 
company and took to Ebay in a bid to raise 
money for charity.

According to the post on the online 
auction site, McDonald’s was giving those 
bidding the chance to get their hands on 
the world famous Big Mac Sauce!

The post read: “To celebrate the launch 
of The Bacon Clubhouse, McDonald’s 
has teamed up with Ronald McDonald 
House Charities to give you the chance to 
bid for the very same burger sauce that’s 
in The Bacon Clubhouse and Big Mac! 
100% of the winning bid will go to Ronald 
McDonald House Charities.

“The 740ml bottle of Big Mac Sauce 
even comes with its very own ‘sauce 
dispenser,’ so you can fill your buns just 
like they do in the restaurant! This is the 
only bottle of Big Mac Sauce that’s ever 
been available to the public in the UK and 
isn’t available for sale anywhere else in the 
country.”

In total there were 232 bids on the item 
and as the hammer fell on the lot a quite 
astonishing £65,900 was raised.

This isn’t the first time Ronald McDonald 
has made his special sauce available in 
a bottle. Last year, the chain in Australia 
sold a number of limited edition bottles on 
eBay, some of which went for as much as 
$18,000.

mcDonald’s Big mac Sauce raises over £65k for charity
It is one of the best kept secrets in the food service industry, but the signature Big Mac Sauce offered 
by McDonalds has hit the headlines this week after a single bottle raised £65,900 for charity.
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Alcohol sales planned for Starbucks

Starbucks has revealed plans to roll out the sales of alcohol to 
sites across the UK.

In 2015, the coffee giant launched 
‘Starbucks Evenings’ in the UK at 
Stansted Airport, with other airports 
following soon after, offering a selection 
of hot food and beers and wines.

Now the chain will roll out the concept 
in cities across the UK, including Bristol, 
Birmingham and Manchester.

Talking about the competition 
between cafes and pubs, Brigid 
Simmonds, chief executive at the British 
Beer & Pub Association, said: ‘As long as 
there’s a level playing field, and coffee 
shops have to jump through the same 
hoops as pubs when it comes to the 
burdens of the licencing system, there 
is no general reason why coffee shops 
shouldn’t serve alcohol.

“After all, most pubs now sell great 
coffee, and also compete vigorously 
with the restaurant sector on our high 
streets.’

Anthony Pender, of the British 
Institute of Innkeeping, added: ‘We have 
been watching the developments around 
brands such as Starbucks offering 
alcohol with interest.

‘We do not believe this will have a 
long-term negative effect on the pub 
industry because we provide a very 
different experience to these types of 
food outlet, particularly in the evening 
and late night space.”

The chain also opened the first UK 
Reserve bar in central London which 
serves speciality coffee, alongside a 
select range of wines and craft beers, 
and also includes table service.

Pret also launched a similar pilot at its 
Strand site in a bid to lure theatre-goers 
from nearby bars and restaurants. The 
chain currently has no plans to roll out 
the concept to any of its other sites.

Simon Smith, CEO of SSP UK and 
Ireland, said: “One of the reasons we 
chose to partner with Snog rather than its 
competitors is because we believe it really 
is the best yogurt and it stands out in the 
market.

“With its cheeky persona and an 
outstanding product range, Snog is the ideal 
complement to our Millie’s Cookies brand.”

Snog sells customisable fat-free frozen 
yogurt, which is sweetened with agave 
nectar. The brand currently operates in ten 
locations in the UK, including Soho, Covent 
Garden, South Kensington and Westfield 
(White City).

SSp to offer  
dessert options 
with millie’s 
Cookies

SSP, operator of food and 
beverage brands in travel 
locations, has joined forces 
with Snog to offer a selection 
of frozen yogurt alongside its 
Millie’s Cookies store at West 
Quay Shopping Centre in 
Southampton.
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The company also said that their managed 
shops like-for-like sales were up 4.7% and 
that pre-tax profit was up 25.4% to £73 
million.

The growth was driven by a strategy 
to focus on the growing food-on-the-go 
market and saw the bakery chain improve its 
sandwich and breakfast menu options. The 
‘Balanced Choice’ range of healthier options 
now accounts for 10% of total sales.

Roger Whiteside, chief executive of 
Gregg’s, said: “In 2015 we delivered another 
excellent performance in the second year 
of our strategy to transform Greggs from a 
traditional bakery business into a modern, 
attractive food-on-the-go retailer.

“We have made significant progress 
across the business change programme, 
consequently our estate is stronger and our 
products, value and service are all improving 

the experience for customers.
“This year has started well and the 

consumer outlook remains positive with 
disposable incomes expected to grow further 
in 2016.  Overall 2016 will be another year 
of significant change as we advance with our 
strategic plan and propose major investment 
in our supply chain.  Alongside this we are 
confident of delivering a further year of 
underlying growth.”

As well as hundreds of shop 
refurbishments, 20 café conversions, they 
opened 122 new shops and closed 74. 
Almost all (90%) of new shop locations were 
away from high streets in areas such as 
retail and industrial parks, motorway service 
stations and travel hubs. Greggs now has a 
total shop portfolio of 1,698. In 2016, Greggs 
expects to open between 100-120 shops 
and close 50-60.

greggs sales rise again as bakery 
brand open 122 sites
Bakery giant, Greggs has reported a total sales increase of 5.2% to 
£835.7 million for the last 52 weeks.

round-up
NEWS 

E-commerce sales are thought to 
be ahead by more than 30% and app 
based sales now represent the largest 
distribution channel representing 48.6% of 
online sales.

The pizza company reports that system 
sales from continuing operations is up 
15.8% to £877.2 million and UK like 
for like system sales from continuing 
operations have increased from 11.3% in 
2014 to 11.7% in 2015, representing a 
ninth successive quarter of double digit 
like for like sales.

Talking about the results, chief executive 
officer David Wild, said: “Digital continues 
to be at the heart of our business, driving 
more customers and higher frequency of 
orders.

“Our cash conversion is strong and we 

have today announced that we are ready 
to resume share buy backs alongside a 
dividend that is up 18.6%.

“We have made an encouraging start 
to 2016, although we are conscious of 

increasingly tough comparatives through 
the rest of the year.”

UK like for like sales in the first nine 
weeks of 2016 are 10.5% and year to date 
total sales growth is 16.1%.

Domino’s reveal over three quarters of sales online
Pizza delivery company Domino’s has announced that e-commerce sales now represent 77.7% of 
all delivered sales in its results for the last 52 weeks.



SPRING 2016     FOOD FRANCHISE    |    11

Five guys named most popular 
chain

pizza Hut up for sale following 
rebrand

Bake & Take target 
another 100 sites

US burger giant Five Guys has overtaken Nando’s to be 
crowned the UK’s most popular fast food chain, according 
to a poll by Market Force Information.

The Private equity owner of Pizza Hut has put the restau-
rant chain up for sale and are said to be looking for £150m 
after hiring advisers at PwC to find a buyer.

Self-service bakery franchise, Bake 
& Take, is targeting 100 new UK 
stores in the next five years.

Five Guys came out on top of the 
consumer poll despite only having a 
UK presence since 2013, and beat out 
competition from major players in the 
UK market including Nando’s, Gourmet 
Burger Kitchen and KFC.

The burger chain currently has 
41 sites in the UK and has recently 
confirmed openings in Portsmouth, 
Newcastle and Birmingham.

Market Force’s QSR poll surveyed 

10,477 consumers in the US and 4,565 
in the UK and asked consumers about 
staff friendliness, value, curb appeal, 
atmosphere, food quality and overall 
brand perception.

The survey also found that Pret 
a Manger was ranked the country’s 
favourite café, beating Caffe Nero, 
Greggs, Costa and Starbucks, and also 
the UK’s top sandwich chain, over 
Subway and Greggs.

Rutland Partners bought Pizza Hut’s 
UK franchise business from US firm 
Yum! brands in 2012 and set out on a 
£60m revamp of its 285-plus outlets to 
boost trading.

So far it looks as though the 
investment has paid off, with like-for-
like sales up 6.2 per cent and an overall 
sales uplift of between 10 and 40 per 
cent at stores that have been given a 
makeover.

 Rutland Partners paid a nominal sum 

of £1 to acquire the chain four years 
ago, after struggling under previous 
owner Yum! Brands, and has since 
invested heavily in refurbishing existing 
sites and transforming the brand into a 
more adult friendly concept.

The sale of Pizza Hut, which has 
around 350 sites in the UK, could fetch 
around £150m, but would not include 
Pizza Hut’s delivery arm which is still 
owned by Yum! Brands.

Bake & Take currently has one flagship 
company owned store in Ashton, Manchester, and 
one franchisee owned store in Sutton.

Robin Page and Steve Mahon established Bake 
& Take in 2013 when they bought the master 
rights for the UK & Northern Ireland.

Page, said: “We are actively searching for high-
calibre franchise partners, and are particularly 
interested in hearing from multi store food or 
retail operators.

“There are also single and multi-site area 
development opportunities in hot spot areas in 
England, Scotland, Wales and Northern Ireland.”

Bake & Take was born out of backWerk in 
Germany, which has over 350 stores across five 
European countries.
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The new menu includes a breakfast 
smoothie, bacon & egg roll and a breakfast 
burrito. Vegetarian breakfast burrito and 
vegetarian breakfast scroll are also available 
and everything is priced between £3.40 and 
£4.40.

Gemma Sandells, marketing manager 
at Muffin Break, said: “At Muffin Break 
we are constantly looking to expand our 
ranges, to continue to satisfy and delight 
our customers and ensure that we stay 

competitive in our market.
“The new breakfast range is designed to 

keep our customers energised throughout 
the day and adds fresh flavour combinations 
to our menu. It is very much on trend with 
current consumer demand.”

Muffin Break, founded in Australia, has 
over 250 sites worldwide and almost 60 
sites in the UK. Each site is locally owned 
and operated.

muffin Break offer new range
National artisan bakery chain, Muffin Break, is set to expand its 
breakfast offering in stores nationwide.

round-up
NEWS 

Lambeth Council approved the licence 
under the condition that only beer is to be 
sold and only from 11am until 8pm. The 
beer must not be stronger than 5% and 
must be drunk on the premises.

The council also ordered that better 
staff training, increased record keeping, 
better CCTV and increased management 
supervision must be done in order for the 
licence to be granted.

The burger chain’s previous efforts to 
serve alcohol in Victoria and Paddington 
train stations were rejected by 
Westminster Council.

Burger King awarded alcohol licence
Burger King has secured an alcohol licence for its Waterloo Station 
site, with the aim of rolling out the service across the UK.

The first store, located in the 
NEC’s atrium unveiled its new look 
on February 5th, and its flagship 
Starbucks in the Piazza will undergo 
its transformation in May for a June 
opening.

Food and beverage director Marc 
Frankl, said: “As the Atruim Starbucks 
became busier, the design and layout of 
the counter space made operating the 
unit very challenging. The limited space 
meant that there was no handoff point 
to serve multiple customers.

“Our main concern was that we were 
impacting on the customer experience 
of those visiting conferences or 
exhibitions by not being able serve 
quickly or efficiently enough.

“By adding the new till and coffee 
machine we will not only increase our 
serving capacity by 50% but also speed 
up the process for the NEC visitors.”

The refurbishment at the Atrium has 
seen the counter area expanded to 
create more space for staff to operate 
with the addition of a third coffee 
machine, third till and handoff point. 
At the same time the seating area has 
increased from 79 to 99 covers.

The Piazza site will see a third till and 
with a fourth coffee machine added 
with an expanded counter area. An 
extra seating area situated indoors 
will be added to increase covers by 50 
and enhance the customer experience 
during in the colder months.

Amadeus has worked in partnership 
with the NEC since its opening in 1976.

Starbucks to 
receive facelift 
as Amadeus 
Food redevelop 
NEC food to go 
offering
Amadeus Food has embarked 
on an extensive refurbishment 
programme for the two 
Starbucks stores at the 
National Exhibition Centre 
(NEC) in Birmingham, 
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The healthy eating chain will open two 
new cashless stores this week in Coleman 
Street and Upper Thames Street, both of 
which are fitted with self-service kiosks 
instead of manned tills, and will take 
payment by credit or debit card, contactless 
and Apple Pay instead of cash.

Vincent McKevitt, founder of Tossed, 
said: “Most operators face speed & capacity 
issues at lunchtime, but ours are intensified 
because we make our food fresh-to-order 
and most guests like to customise their food 
to suit their health and taste requirements.

“This unique point-of-sale solution allows 
our team to focus their energy on our speed 
of production. Guest feedback from the trials 
has been very positive: people like to be able 
browse in their own time and customise 
what they eat, completing a great experience 
with tasty, bespoke, healthy food, served 
quickly.”

The cashless initiative is part of wider 
plan by Tossed to ultimately remove paper 
from its shops, streamline its front of house 
operations, deliver a better guest experience 
and improve its back of house support 

functions.
The Coleman Street shop offers 

customers 15 kiosks, over twice as many 
till points as any existing Tossed store, and 
is supplemented by a dedicated collection 
point for online and App orders. Tossed plan 
to rollout the kiosk & web solutions to the 
rest of their 26-strong estate.

Tossed concluded its £1.27m 
crowdfunding round with Seedrs in 
September last year, which saw the chain 
welcome 661 new shareholders and capital 
investment for the two new sites.

Tossed go cashless in new site
Tossed has today claimed to have opened Europe’s first cashless food-to-go outlet at Coleman 
Street in the City, following a £1.27m crowdfunding effort.

round-up
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UK-based budget airline carrier EasyJet 
is getting into the coffee retail game, with 
an initial marketing campaign that stresses 
low costs and £1 coffee and espresso 
drinks through the EasyCoffee brand.

“Just when we feared we were reaching 
peak hipster coffee, with coldpress and 
cortados usurping cappuccinos and a £4 
latte the norm, along comes Sir Stelios to 
tear up the rule book,” the airline company 
said of its new coffee venture in an 
announcement late last week, referencing 
EasyJet founder Stelios Haji-Ioannou. “Just 
as EasyJet changed the face of air travel 
when it launched in 1995, bringing low-
cost, no frills air travel to the people, now 
the company is set to do the same to the 
coffee market.”

The EasyCoffee brand made a quiet 
debut several weeks ago with the opening 
of a café bursting with EasyJet’s signature 
orange color motif at the Earls Court 
station in Central London. The company 
says it plans to open as many as 30 more 
EasyCoffee shops over the next two to 
three years, while it is currently seeking 
franchisees. EasyCoffee’s wholesale 
partner for the venture is Italian coffee 
giant Lavazza.

The first EasyCoffee location at the Earls 
Court tube station.

The company is borrowing from its own 
business model in the airline passenger 
air industry — a similar no-frills model was 
first popularized by Southwest Airlines 
in the United States — for its coffee 
operation.

“So you’re lured in by the promise of 
cheap coffee, then two minutes later 
you’ve accidentally bought a croissant 
(£1.10), a banana (50p) and a bottle of 
water (£1) too,” the company said openly 
of its revenue-generation approach. 
“Sound familiar? It’s the business model 
that has worked so well for EasyJet and 
has since been taken to the extreme by 
other low-cost airlines.”

For the venture, EasyJet has partnered 
with Peoples Coffee, a business operated 
by Nathan Lowry that has licensed the 
“easy” brand usage. “With coffee shop 
prices currently averaging £3 a cup, it 
is clear consumers have been taken for 
a ride,” Lowry said in the company’s 
announcement. “Although wholesale 
coffee prices have been falling recently, 
consumers have seen no benefit. 
EasyCoffee plans to make top quality 

beverages available to everyone at 
affordable prices.”

Similarly, Stelios likened the coffee 
industry to the airline industry, suggesting 
players in both have been involved in 
gouging prices of roasted, brewed coffee 
drinks “for no good reason.”

“I think this industry is another example 
of allowing prices to carry on rising 
without good reason,” he said. “Three 
pounds is a lot of money for a paper cup of 
espresso.”

EasyJet head into franchise coffee market
Budget Airline EasyJet Applying Low-Cost Approach to Coffee with Plans for 30 Shops
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Costa has been named the Best 
Family Friendly Café for the third 
consecutive year at the Tommy’s 
Awards, which took place last 
week.

Harvester also walked away with the 
Best Family Restaurant award at the 
Tommy’s which recognise and celebrate the 
best family-friendly companies in the UK.

Laura Walker, marketing manager for 
Harvester restaurants, said: “The Tommy’s 
Awards have set the benchmark for 
companies in the UK, and we are delighted 
and honoured to have been named Best 
Family Restaurant.

“At Harvester we cater for the whole 
family, by offering delicious meals in 
a relaxed, comfortable and enjoyable 
atmosphere, so we give all our guests the 
best experience. This award is a reflection 
of the hard work of our team members 
across our 230 restaurants in the UK, 
especially as we have been named winners 
for a record breaking fourth year.”

The awards were presented by TV and 
radio presenter Katy Hill and the audience 
included celebrities, household name 
companies and Tommy’s supporters.

The shortlisted cafes included 
Debenhams, Ikea café, M&S café, Costa 
and Starbucks and the shortlisted 
restaurants included Fayre & Square, 
Harvester, Frankie & Benny’s, Pizza Hut 
and Toby Carvery.

The awards received 44,600 votes, 
more than double last year and individual 
awards included Super Sibling, Doting Dad, 
Inspirational Mum and Little Champion.

Jane Brewin, CEO of Tommy’s, said: 
“We believe it is important to express our 
gratitude to those companies who go the 
extra mile. Being a mum-to be or parents is 
tough enough and all the companies, both 
the shortlist and winners do that.”

Coffee market grows faster than 
other retail options
Coffee shops and takeaway food outlets were amongst the 
retailers growing at the fastest rate during the first half of 
2015, according to the latest data from PwC and the Local 
Data Company.

The analysis of openings and closures 
of multiple retailers across Great Britain, 
found that overall closures were at the 
lowest levels since 2010 but there’s also 
been the lowest churn rate - entries and 
exits - of openings and closures since 
2010.

The data found that 5,138 outlets 
closed in 2015 compared to 4,640 
openings, equating to a net reduction 
of 498 shops, representing a drop of 
50.4% when compared to 2014, where 
5,839 outlets closed compared to 4,852 
openings, a net reduction of 987 shops.

Mike Jervis, insolvency partner and 
head of deals retail specialist at PwC, 
said: “The lower rate of closures in 2015 
reflects optimism amongst retailers 
and indeed most consumer confidence 
indices support this. In addition, retail 
insolvencies are at an historical low.

“The openings are concentrated on 
experience type outlets, especially food 
and beverage and I’d also expect to see 
more growth in discount store openings 
this year. The closures reflect ongoing 
structured changes in retail banking and 
the higher regulatory hurdles facing so 
called ‘money shops.”

The data found that leisure chains, 
including food and beverage outlets, 

have continued to thrive with a slight 
increase in the net change in units from 
+233 (1.77%) in 2014 to +271 (+1.77%) 
in 2015.

Cheque cashing, banks, women’s 
clothes shops, fashion shops and 
convenience stores were amongst the 
hardest hit in 2015.

Matthew Hopkinson, director at LDC, 
added: “Whilst stability has returned 
overall for the chain retailers in our 
high streets the fact remains that they 
have continued to close more shops 
than they open and have done so since 
2011 with out of town locations being a 
destination of choice for many with free 
parking, easy access and more space to 
service and deliver the experiences that 
the modern consumer demands.

“I expect the overall trend to remain 
the same as banks continue to close 
large numbers of branches, traditional 
comparison goods retailers rationalise 
store numbers and the fact that the 
current exceptional growth of food and 
beverage outlets is unlikely to continue 
at the same pace in 2016.”

The analysis looked at 66,180 outlets 
operated by multiple retailers in 500 
town centres across Great Britain

Costa named best 
for families
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The trial, which launched in six London 
stores last summer, proved highly popular 
and Costa will now increase the healthy food 
offering to a total of eighteen stores across 
the capital. 

Working with London-based Chop’d, a 
company that is committed to great quality, 
enables Costa to enhance its menu offer 
of healthy, fresh food to complement its 
handcrafted coffee and provide real choice 
for its customers. 

The further roll out will see the Chop’d 
Jerk Chicken, Tuna Niçoise, Feta & Lentil, 
Parma Ham & Mozzarella and Falafel & 
Hummus salads appear across select stores 
this week. 

Caroline Harris, UK&I Marketing Director 
at Costa said, “Customers responded 
positively to the partnership and love the 
new variety of salads on offer. Costa are 
committed to serving healthy food options 

and the Chop’d partnership demonstrates 
how our customers are at the heart of every 
decision we make”. 

Eddie Holmes, Managing Director 
of Chop’d said, “We are delighted to have 
been handpicked by Costa to be their salad 
partner. It really is a great fit due to our 
joint passion for using the best ingredients, 
delighting our customers and of course both 
being born and bred in London.  

“To think that our food will be tasted by a 
far wider audience really excites us and helps 
us on our mission to offer the best salads, 
soups and stews the UK has ever tasted.” 

The new Chop’d salads prices start from 
£5.50 and will be available at the following 
Costa London stores from this week;

Cabot Place, Eldon Street, Great 
Marlborough Street, Lower Regent Street, 
Piccadilly, Argyll Street, Conley Fields 
Shopping Park, Great Portland Street, 

Brixton Road, St Pancras Station, Culver 
Square, Darent Valley Hospital, Moorfields 
Eye Hospital, Cowcross Street, Westfield 
(Stratford), Eastcastle Street, Baker Street 
and Curzon Street.

Costa starts roll out of Chop’d salads 
across London stores
The nation’s favourite coffee shop, Costa, has announced that it 
will be rolling out its offering with premium salad brand, Chop’d, to 
a further twelve London stores following a successful trial in 2015.

round-up
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Harry Ramsden’s to unveil new concept for UK pub trade
To coincide with its move into the licensed trade sector, Harry Ramsden’s, the iconic British brand 
world famous for its fish and chips, is set to unveil an entirely new concept into its estate.

The new format has been designed to 
extend the proposition into the traditional 
British institution of Pubs, which offer a 
natural fit for the iconic Harry Ramsden’s 
brand.

Simultaneously retaining the local pub 
identity and remaining true to its own 
heritage, the Harry Ramsden’s brand 
extension will feature an updated interior 
design. Overall, the brand is set to create 
an ambiance ideally suited to the licensed 
trade environment, appealing to pubs’ more 
traditional customer base whilst providing 
a welcoming and inviting atmosphere for 
families.

Joe Teixeira, CEO of Harry Ramsden’s 

comments;
“The classic Harry Ramsden’s model is 

perfectly suited to the outlets we currently 
operate. We are, however, taking advantage 
of our entrance into a new market and 
believe this presents the perfect opportunity 
to evolve the brand and further extend 
the modern day face of Harry’s to a new 
generation of customers.”

The brand’s first venture into the licensed 
trade arena will be Harry Ramsden’s at the 
Wingerworth, the much admired pub and 
kitchen located in Chesterfield, which opens 
to the public on Tuesday 15 March 2016. 
This latest opening comes as a result of 
its partnership with Punch and the Harry 

Ramsden’s team will manage all aspects of 
the pub and kitchen’s day to day operation. 
Open all day, Harry Ramsden’s at the 
Wingerworth will serve breakfast, lunch, 
afternoon tea and dinner.

Teixeira adds;
“As the brand grows at an ambitious 

but measured pace, we have an extremely 
experienced team in place to ensure 
that our goals are realised. As well as our 
partnership with Punch, I fully expect further 
opportunities within licensed trade sector 
to come to fruition in the very near future 
and so, we continue towards achieving our 
growth objectives, with confidence.”
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Bally started out working for different 
rival firms for ten years.  He went to 
work in the Berkhamsted Papa John’s 
store making pizzas for 6 weeks, 
before striking a deal with the former 
franchisee to buy the franchise.  

Bally explains: “I have a background 
in the industry, including previously 
working as an area manager for 
another pizza firm.  Having sampled 
the competition first hand, I knew 
Papa John’s pizza was second to 
none.  Papa John’s is the only pizza 
chain to use only 100% fresh dough, 
giving a better natural flavour and a 
unique tomato sauce made from the 
best Californian tomatoes; it had me 
hooked!  I was keen to purchase my 
own Papa John’s franchise one day and 
take advantage of the opportunities 
being created by the company’s rapid 
growth.  Eventually, I completed my 
management training and decided 
to gain some hands-on experience 
working at the Berkhamsted Papa 
John’s while waiting for the right 
opportunity to come up and sure 
enough it did!   

“After running Berkhamsted 
successfully I opened a further store in 
Gerrard’s Cross and more recently took 
over the Oxford, Marston store.  I have 
big expectations of Oxford as it will 
attract university students as well as a 
broad demographic mix and this will be 
good for business.

“During my Papa John’s journey so 
far, all the Head office staff have been 
really supportive.  Whatever help I have 
needed they are always there.   The 
Papa John’s incentive scheme designed 
especially for franchisees starting up 

has also given me a great head start. 
 Deals on equipment and franchisees 
fees, mean there are more funds to 
invest in marketing for the new stores.   
This is important as I have plans to 
open five more over the next two years!

“The main challenge with growing 
rapidly is that you need a great team 
around you.  You are only as good as 
your staff and this in-turn reflects on 
sales.  I have an excellent area manager 
and a terrific team.  From the pizza 
makers, to the shift managers to the 
drivers, everyone plays an important 
part when it comes to delivering the 
best pizza in town, day-in, day-out.

“For this reason, excellent training 
is essential.  I take on some of the 
training along with my area manager.  
We are assisted by Papa John’s online 
learning system which enables staff to 
work through various modules to gain 
certification at the end.  This also gives 
staff chance to progress their careers 
which is good for moral.  Pizza makers 
can go onto become shift managers and 
when we open new stores we like to 
promote from within, so store manager 
vacancies become available too.  

“As well as creating a great product 
backed up by top quality service we 
need to be proactive when it comes to 
marketing to attract new customers.  
Papa John’s has recently invested in 
several TV advertising campaigns which 
has really boosted awareness.  As 
soon as customers have tasted our top 
quality pizza then they keep coming 
back for more!  

“Papa John’s ‘Better Ingredients, Better 
Pizza’ concept continues to prove 

popular and our customers recognise 
that we provide a superior product and 
this brings in business.  Joining Papa 
John’s as a franchisee has exceeded all 
my expectations and I am very much 
looking forward to opening more Papa 
John’s in the very near future!” 
 
Papa John’s is one of the largest 
pizza companies in the world and 
has opportunities for franchisees 
throughout the UK.  Papa John’s is 
currently running an incentive scheme 
to help franchisees in the early stages of 
growing their businesses which includes 
deals on royalty fees, marketing plus 
equipment for new stores.  Help 
is provided with location selection 
and shop fit-out.  As a franchise, the 
Company supplies all the assistance 
needed to get your successful Papa 
John’s up and running.  

Bally Brar, Papa John’s 
Franchise: Case study
Papa John’s franchisee, Bally Brar successfully  
manages the Berkhamsted Papa John’s franchise.  
He also runs Gerrard’s Cross and has recently taken 
over Oxford, Marston.  Bally aims to open a further 
five Papa John’s within the next two years.  

BUSINESS proFILe

For further information please visit: 
www.papajohns.co.uk/franchise 

call: 0844 567 0937 or e-mail:  
enquiries@papajohns.co.uk



18    |    FOOD FRANCHISE     SPRING 2016

The new research from Action on Sugar 
shows that 98% of the 131 hot flavoured 
drinks analysed would receive a ‘red’ (high) 
label for excessive levels of sugars per 
serving as sold.

Over a third (35%) of the host flavoured 
drinks contain the same amount or more 
sugars than Coca Cola, which contains nine 
teaspoons of sugar per can.

The worst offender is the Starbuck’s 
hot mulled fruit (XL)– which contains 25 
teaspoons of sugar (equivalent of sugar in 5 
muffins), followed by Costa Coffee’s chai latte 
(large) with 20 teaspoons of sugar.

Professor Graham MacGregor, chair of 
Action on Sugar, said: “This is yet again 
another example of scandalous amount 
of sugar added to our food and drink. No 
wonder we have the highest rates of obesity 
in Europe.

“Cameron now has all the evidence to 
make the UK the first country in the world 
to stop the obesity and type 2 diabetes 
epidemic. To do this Cameron has to be 
radical and follow every single action that we 

have set out in our comprehensive plan (see 
below). Otherwise it will be the final nail in 
an already bankrupt NHS.”

Responding to the findings a spokesperson 
for Starbucks said: “Earlier this year we 
committed to reduce added sugar in our 
indulgent drinks by 25% by the end of 
2020. We also offer a wide variety of lighter 
options, sugar-free syrups and sugar-
free natural sweetener and we display all 
nutritional information in-store and online.”

A Costa spokesperson added: “Costa 
takes the nutritional balance of our food 

and drink very seriously and we have 
already taken significant steps to reduce 
the sugar content of our ranges. We intend 
to continue improving the balance of our 
product offerings while maintaining the high 
quality and great taste our customers expect. 
This April we will be setting salt and sugar 
reduction targets for 2020.”

For the study hot drinks were surveyed 
from UK coffee chains and fast food outlets 
- Caffe Nero, Starbucks, Costa, KFC, Greggs, 
McDonalds, Eat, Leon and Pret a Manger. 

Sugar levels excessive in high street coffee chains
Almost all hot drinks from high street coffee chains contain excessive levels of sugar, with one drink 
from Starbucks containing a whopping 25 teaspoons of sugar, according to research from Action on 
Sugar.

round-up
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Rooney Anand, CEO of Greene King, 
Alan Clark, CEO of SABMiller, Ivan 
Menezes, CEO of Diageo and Paul Walsh, 
chairman of Compass Group were amongst 
the signatories of the letter which was 
published in the Times.

Other signatories included Ian Breminer, 
managing director of Complete Coffee Ltd, 
Allen Hogan, managing director of Hogan’s 
Cider, Lady Ruth Rogers, owner of The 
River Café, Kasim Ali, director of Waterloo 
Tea Ltd, Richard Reed, co-founder of 

Innocent Drinks and Jam Jar.
The letter stated: “Sir, The businesses 

we lead represent every sector and 
region of the UK. Together we employ 
hundreds of thousands of people across 
the country. Following the prime minister’s 
renegotiation, we believe that Britain is 
better off staying in a reformed European 
Union.

“He has secured a commitment from 
the EU to reduce the burden of regulation, 
deepen the single market and to sign off 

crucial international trade deals.
“Business needs unrestricted access to 

the European market of 500 million people 
in order to continue to grow, invest and 
create jobs. We believe that leaving the 
EU would deter investment, threaten jobs 
and put the economy at risk. Britain will be 
stronger, safer and better off remaining a 
member of the EU.”

Britain will vote in a referendum 
whether to stay in or leave the European 
Union on 23rd June 2016.

‘Brexit’ could affect UK hospitality industry as business 
leaders pen open letter
Business leaders including the CEOs of Greene King and SABMiller, and the chair of Compass Group, 
have signed an open letter warning of a loss of jobs and deterred investment, should Britain choose 
to leave the EU.
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Survey finds climb 
in number of 
people eating out 
as market returns 
to growth period

Subway announce new 
campaign to drive spring trade

The latest findings suggests that 
the sector is now back into a 
period of gradual growth following 
a stall in its recovery last summer, 
according to Horizons.

Subway brand announced that the well-loved Chipotle 
Chicken Melt will be back on the menu due to popular de-
mand, as part of the SUBWAY £3 LUNCH™ offer.

In June 2015 respondents to the same YouGov/
Horizons survey showed a year-on-year decline 
of two percentage points in eating out, with 69% 
of respondents saying they had done so in the 
previous two weeks of the survey, compared with 
71% in June 2014.

According to Horizons’ latest Eating Out-Look, 
conducted online by YouGov, nearly three-
quarters of respondents (72%) to the survey said 
they had eaten out in the previous two weeks, a 
rise of one percentage point on the same period 
last year when 71% of people had done so.

The frequency that respondents were eating 
out over the two-week period was also up, from 
1.94 times in December 2014 to 2.04 times in 
December 2015.

Liz Land, Horizons’ analyst, said: “The number 
of respondents eating out has risen marginally, 
but the frequency figure shows that people who 
do dine out are doing so more often, spending less 
when they do – even over the festive period.

“This is unusual as typically people spend more 
money eating out over Christmas than at other 
times of the year. With snacking and lunching 
mentioned by more respondents, it seems that 
spend is being spread over a greater number of 
dining out occasions.”

This year for the first time special occasion was 
not mentioned by respondents as being the most 
common reason for eating out (27%), with the 
most frequently mentioned reason being meeting 
friends (30%), convenience (28%), and simply 
because they didn’t want to cook (22%).

Of the 27% of respondents who said they 
had not eaten out over the period, many (29%) 
cited their reason as being they were at home 
with family and friends, as well as expense being 
a common factor (27%), Another 9% said they 
hadn’t eaten out because they believed they could 
eat better and more healthily at home.

Available as a Sub, flatbread or salad, 
the Chipotle Chicken Melt campaign 
ties perfectly with the Subway brand’s 
core ethos of ‘Staying Picky’, which 
encourages customers to enjoy their 
lunch just the way they like it.

The Chipotle Chicken Melt campaign 
will be supported by a heavy weight, 
cross-channel campaign, launching with 
a new 30 second TV advert, on screen 
from 16th March. 

In line with the ‘Stay Picky’ platform, 
the tongue-in-cheek advert features a 
man meticulously arranging the inside 
of his car, before panning out to reveal 
his heavily pregnant partner in the 
passenger seat, on the verge of giving 
birth. The advert concludes that in 
some circumstances you can’t afford 
to be picky, but with the SUBWAY £3 
LUNCH™, customers can.

Earlier this month, the Subway brand 
launched the Breakfast Bounceback 
campaign, which encourages customers 
to return to stores and take advantage 
of the brand’s delicious, great value 
breakfast selection. With one in three 
consumers now eating breakfast on the 
go, the new campaign aims to remind 
consumers to consider Subway stores 
as a great value option. 

During the campaign period, 
participating Subway stores will 
distribute a breakfast bounce back 
voucher, allowing customers to redeem 

the indulgent Mega Melt Sub. The 
Mega Melt Sub includes Beechwood 
Smoked Back Bacon, pork sausage, and 
free range egg, all topped with melted 
cheese, redeemable for only £1.50 
before 11am. SUBCARD® customers 
will benefit from an extra 100 points on 
their first purchase, when they redeem 
the offer in-store. 

Commenting on the activity, Manaaz 
Akhtar, Regional Marketing Director 
for the Subway brand said: “The 
Chipotle Chicken Melt was a big hit 
with customers when we introduced 
it as a guest Sub last year, so we were 
keen to respond to the social media 
demand to bring it back. Reviving this 
product as a Sub, flatbread and salad 
extends the range of options available 
and makes it easier for customers to 
‘Stay Picky’ when choosing a tasty lunch 
on-the-go. Our breakfast bounceback 
deal also allows us to capitalise on 
footfall in-store at the lunchtime peak, 
to highlight our value breakfast offering 
and hero the Mega Melt Sub to existing 
customers.” 

The Breakfast Bounceback campaign 
will be supported with engaging 
content across the brand’s social 
media channels, using the hashtag 
#FindTheFuel to encourage people to 
get over their daily energy slumps by 
taking advantage of the breakfast offer.

The opening is part of the restaurant’s 
latest roll out taking Barburrito to a total 
of 19 sites across nine cities in the UK.

Morgan Davies, founder and CEO 
of Barburrito, said: “We are thrilled to 
be opening our latest restaurant here 
in the North East - the Metrocentre is 
a fantastic destination and a thriving 
shopping centre.

“We have proven to be popular in 
major shopping centres across the UK 

and provide customers a fast and fresh 
alternative to traditional restaurants.”

Barburrito has recently announced 
further site acquisitions in Scotland and 
in Derby, and remains on track to grow 
to over 25 stores in the next 18 months. 

Barburrito on track for 25 stores 
with new opening

Mexican restaurant chain Barburrito has launched in the 
Qube II catering development of The Metrocentre in 
Gateshead.
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Leading QSR chain,  Harry Ramsden’s will 
open their new site in the space previously 
occupied by the Tower Lounge bar, and 
will be complemented by a further location 
within the Tower complex. Those at the head 
of the famous brand will invest £2.0m into 
the venture with the council contributing the 
extra £0.4m towards building works.

Discussing the deal was Joe Teixeira, CEO 
of Harry Ramsden’s who said; “With the 
town continuing to attract record numbers 
of visitors, we believe the time is right to 
further invest in Blackpool.

“We are delighted that, as a result of this 
decision, not only are jobs being secured but 
new jobs are being created. We are especially 
pleased that so many of the people currently 
working on the project are locally based, 
this in itself gives an immediate boost to the 
Blackpool economy.

 “Having served the generations for over 

85 years at Harry Ramsden’s, we pride 
ourselves on being a family brand.

“Within Blackpool Tower, as well as 
memorable visit to a world class attraction, 
we aim to create an equally memorable 
dining experience for local and visiting 
families, in surroundings which the local 
community can be extremely proud.”

In a move which has also delighted the 
council and is expected to boost visitor 
numbers, Cllr Mark Smith, Cabinet Member 
for Business and Economic Development 
said “We are delighted to be able to 
finally announce details of this important 
development. The private investment being 
made in Blackpool’s most prominent public 
asset and the jobs it creates is yet another 
demonstration of the steps the town has 
taken in creating a vibrant economy.

“This is a clear message to potential 
developers – Blackpool is the town to invest 

in.”
The new Harry Ramsden’s menu will offer 

a greatly enhanced selection of options and 
the development will include state of the art 
IT and social media installations. Rebranded 
as the Northern Flagship of the world famous 
chain, the restaurant will create 100 new 
jobs, in addition to safeguarding 30 existing 
jobs in the town.

Harry Ramsden’s invest in Blackpool with new 
restaurant at Tower complex
A partnership between Blackpool Council and Harry Ramsden’s will 
see the development of a new £2.4m restaurant at the Blackpool 
Tower site this summer.

round-up
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Dr Alison Tedstone, chief nutritionist 
at PHE, said: “Many manufacturers and 
retailers have significantly reduced the 
salt levels in everyday foods. However, 
more needs to be done, especially by 
restaurants, cafes and takeaways.”

These comments were released 
alongside new data from Public Health 
England’s National Diet and Nutrition 
Survey, which has found that adults have 
cut their average salt consumption by 0.9 
grams per day in the decade from 2005 to 
2014.

In 2014 average salt consumption 
for adults was 8.0g per day, which has 
decreased from 8.5g in 2011 and 8.8g in 
2005/06.

Public Health England reports that 
too much salt in the diet can raise blood 
pressure, which increases the risk of heart 
disease and stroke.

Salt consumption on the agenda for food businesses
Restaurants, cafes and takeaways have been named by Public Health England as the operators that 
need to do more to help cut the nation’s average salt consumption.
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Franchisors who change their strategy 
from print & on-line to just on-line are de-
pending on a single media arena and this 
limits the number of potential franchisees 
who will see their offering to the small 
percentage of people who already know 
about franchising, and are actively looking 
on-line for further information. 

If budgets allow we will always encourage 
franchisors to reach a wider audience…
those who know they want to ‘be their 
own boss’ but are yet to decide how? 
Many are not aware that NONE of the 
franchise portals appear on page 1 of 
Google when using the following search 
terms?  

Start my own business 
Starting a business 
business start-up 
be my own boss 

PLUS they don’t even have sponsored 
links on these pages! 

This approach may have worked in the 
heady days of the early ‘noughties’ when 

the internet was less populated, but in 
2016, where your message can get lost in 
‘internet noise’, by restricting a campaign 
to just the dedicated franchise portals you 
are turning the vast ocean of opportuni-
ties to ‘connect’ to a wider audience into a 
very small specialised puddle.

While it is true that a lot of clients will 
have been seeing a higher level of directly 
attributable leads coming to them via the 
franchise portals, and their own websites, 
we have the feeling that they are then not 
digging any further to find out what origi-
nally ‘lit the spark’ to get them interested 
in buying a franchise in the first place. We 
always say that these people didn’t have a 
sudden epiphany one night and get up the 
next day to look for a franchise, and even 
less likely, to look for a specific franchise. 

Word of mouth plays a part…they may 
know a franchisee, they may have used a 
franchised business…we know of at least 
one person who applied for (and won) a 
franchise after reading the advert over the 
shoulder of someone on the train! 

THE CONTINUING POWER OF PRINT  
ADVERTISING & MARKETING 

Group executive chef, Mike Lewis, said: 
“I’m really excited about this new menu – it 
hosts a bigger range of species than we have 
ever had before and it really celebrates all the 
different food we have available, from sushi 
and salads to desserts and also hot food.

“Everything on this menu has been 
inspired directly from my research trips to 
Japan – when I visited in 2014 I tried an 
amazing Chazuke again and have since been 
trying to develop a recipe that works for us 
to finally have it on the menu.

“Four months ago, I tried some of the 
best chicken wings in Nagoya that made me 
realise we should have them on our menu, 
sitting proudly alongside the Tuna Katsu I ate 
in the outer Tsujuki fish market.”

New dishes added to the menu include 
Okonomiyaki (a Japanese savoury cabbage 
based pancake), Buta No Kakuni (Japanese 
braised pork belly), Octopus and Mackerel 
Sushi, and a Matcha swiss roll.

Yo! Sushi launch new menu
YO! Sushi will roll out a new menu featuring 100 new dishes across all of its UK sites.
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Fiona Corallini - 
ARC Media  
Associates Ltd.
Fiona has almost 
30 years solid 
media experience 
almost exclu-
sively within the 
national & re-
gional media fields, 
concentrating on 
franchise  
recruitment advertising & franchisee  
support (local) service. Fiona’s agency 
brings a unique understanding and 
insight to franchisee recruitment  
campaigns, and franchisee’s local  
advertising, that other agencies, who 
specialise in other areas, can be lacking.
 
Fiona started in  
franchising in 1987 and was Group Head 
of Franchising & Business  
Opportunities at Express Newspapers 
from 1989 to 2001



Customers bringing in reusable coffee cups 
will receive a 50p discount following claims 
that just one in every 400 coffee cups are 
recycled every year.

The coffee giant made a goal to make 
100% of its cups reusable or recyclable by 
2015, whilst Costa and Pret’s cups carry the 

recycling logo.
However, the takeaway coffee cups many 

of the big chains use contain polyethylene, 
a plastic lining on the inside of the cup that 
prevents the cardboard from going soggy, 
leading to most ending up in landfill.

Last week, Rory Stewart, the Environments 

minister suggested introducing a tax on 
coffee cups in a similar way to the plastic 
bags tax introduced in England last year. The 
Government has since denied any move to 
tax coffee cups.

Starbucks help recycling by offering ‘bring your own cup’ 
incentive
Starbucks has announced a scheme to offer customers who bring in their own coffee cups a discount.

round-up
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The contract will see ITG provide 
content creation and distribution for the 
restaurant chain’s digital screens and 
management of conferences and events.

Ian Straughan, Pizza Hut Restaurants 
UK’s head of brand development, said: 
“Pizza Hut Restaurants has a great existing 
relationship with ITG. We have worked 
with them as partners on numerous 
projects.

“They provide us with a dedicated and 

integrated onsite account team who, 
through the use of Media Centre, provide 
support to our entire marketing operation 
team at our Restaurant Support Centre in 
Borehamwood.”

Media Centre is ITG’s cloud-based 
marketing automation platform. It 
manages campaign planning, assets, 
suppliers, requests for quotations, briefing, 
approvals, stock ordering and reporting.

pizza Hut partner media firm for marketing growth
Pizza Hut Restaurants has appointed marketing services and 
technology company Inspired Thinking Group (ITG) on a three 
year contract to provide print and artwork services for all of its 
restaurants.
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Starbucks has 
committed to 
hiring 1,000 new 
apprentices by 
2020.

Coffee franchises attract return custom with loyalty 
schemes

The global coffee giant made 
the pledge at a ‘Rise to the Top’ 
event at the Shard yesterday to 
mark National Apprentice Week 
and organised by the National 
Apprenticeship Service.

New research has shown that 52% of loyal customers to restaurants and coffee shops are millennials.

Carol Muldoon, vice president for partner 
resources at Starbucks, said: “We are really proud 
of our apprentices – they have really inspired 
many partners and leaders in our business and we 
have grown our offer because of them.

“With this expansion we want to be an 
employer of choice for apprenticeships and 
youth opportunity. We aim to offer more than 20 
different Apprenticeship Frameworks, supporting 
another 1,000 young people into our business by 
2020.”

Official figures show that in 2014/15 there 
were almost half a million apprenticeship starts 
with higher apprenticeships showing the most 
rapid growth. Data shows there was an increase 
of 115% in the number of higher apprenticeship 
starts compared with the previous year.

The research from Aimia, the data 
analytics company, found that in 
comparison 39% of 45-54 year olds say 
the same.

Jan-Pieter Lips, president, International 
Coalitions at Aimia, said: “ Millennials are 
a key market segment for restaurants. 
Our research shows they are willing to 
share their information with restaurants 
in return for offers and rewards which are 
tailored to their preferences and habits.

“This will strengthen restaurants long 
term relationships with millennials, 
enabling brands to benefit from this 
captive audience.

“At the same time, our data shows the 
opportunity for restaurants to engage 
with older generations is as yet under-
utilised.”

Subway’s Subcard was the most 

popular scheme amongst millennials 
who are members of a restaurant loyalty 
programme.

The research also showed that the 
Costa Coffee Club (54%), Nando’s 
Loyalty Card (46%), Caffe Nero Loyalty 
Card (35%), and My Starbucks Rewards 
(26%) were also popular amongst the 
millennials.

Another finding was that millennials 
are willing to share their information 
with restaurants in return for offers and 
rewards.

A customer loyalty scheme is an award 
programme that gives regular customers 
access to new products or special sales/
offers. 

Achieving on-going growth in a 
decelerating market was the key theme 
of this year’s Horizons’ Annual Briefing, 
held inLondon and attended by over 120 
industry representatives.

Having heard from Bank of England 
agent for London Peter Andrews on the 
economic outlook for the UK, Horizons’ 
managing director Peter Backman 
told the audience that the forecast for 
the UK’s foodservice market was less 
confident than it was, with growth likely 
to end the year at 1.8% compared with 
last year’s 2%.

Backman said: “There is now some 
uncertainty in the economy, particularly 
with the question mark over the UK’s 
relationship with the EU. Some of the big 
restaurant and pub groups have reported 
slightly shaky figures for the first quarter 
with unimpressive like-for-like sales. 
I suspect this means we will see little 
growth throughout the rest of the year. 
At best sales are likely to grow slightly 
across the sector.

“Smaller companies can be more 
nimble, more adaptable and more able to 

maintain control – it is with the fledgling 
businesses that we are currently seeing 
the most growth in the UK in terms 
of new store openings and many are 
bringing something new and innovative 
to the market, which means the larger 
players must too.”

He added that intense competition on 
the high street means like-for-like growth 
is difficult to achieve putting pressure on 
chains to grow sales by expanding their 
outlet numbers despite the paucity of 
new sites of sufficient quality, pushing 
already expensive rents even higher.

A panel made up of Denton’s 
international franchise partner Babette 
Marzheuser-Wood, Peter Backman, 
Alasdair Murdoch, CEO of GBK and 
Martin Williams, CEO of M Restaurants, 
discussed the importance of growth and 
embracing change.

Backman urged larger foodservice 
operators to innovate in order to keep 
up with newer players. Internet ordering 
and improved delivery together with 
payment via apps were cited as examples 
of recent changes in the market.

Smaller chains lead innovation 
according to study
Smaller chains are likely to find innovation and growth in 
the market, according to market research and data company 
Horizons.
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In 2015, 19 net new U.S. shops 
opened across the country, in states 
including California, Kentucky and Louisiana. 
This represents nearly double the number of 
net new restaurant openings the brand had 
originally projected for 2015.

Baskin-Robbins also signed store 
development agreements in 2015 with 
new and existing franchisees to open 
new future locations in several areas. In 
2016, the company plans to focus on 
recruiting franchisees in areas with warmer 
climates and high levels of tourism, such 
as Atlanta, Los Angeles, Phoenix and San 
Diego.

Additionally, Baskin-Robbins continues 
to add more military veterans to its U.S. 
franchisee base by offering one of the best 
financial incentives in the industry. The 
extraordinary incentive program* offers a 
free initial franchise fee, a $25,000 value, for 
a veteran’s first shop and heavily discounted 
royalty rates for the first five years that the 
store is open. 

Since 2013 when the program was 
introduced, the brand has awarded the 
incentive to five new franchisees across the 

U.S. The incentive program will continue to 
be offered in 2016, so qualified veterans are 
encouraged to apply to be considered.

For interested candidates who are not 
military veterans, the brand also offers 
compelling financial incentives nationwide 
that includes 50 percent off the initial 
franchise fee and reduced royalty rates for 
five years.

“We are very happy with Baskin-
Robbins’ positive net new unit growth in 
the U.S. in 2015, and continue to believe 
the brand is well-positioned for growth in 
the coming years. As a brand that has been 
dedicated to making ‘fun’ the centre of 
our guests’ experience for over 70 years, 
it’s exciting to know we’re working with 
like-minded franchisees who are ice cream 
enthusiasts and align with the overall Baskin-
Robbins mission,” said Grant Benson, CFE, 
vice president of global franchising and 
business development, Dunkin’ Brands. “Our 
growth strategy in 2016 will include targeted 
outreach to military veterans as Baskin-
Robbins continues to develop relationships 
with those who are committed to the growth 
and expansion of the brand.”

In 2013, Baskin-Robbins launched a new 
store design to fuel growth and expansion 
across the U.S. Since then, nearly 300 new 
and remodelled franchise locations have 
debuted throughout the country, and in 
2015, 196 shops were remodelled with the 
new restaurant design that showcases the 
brand’s heritage and incorporates modern 
visual elements.

Baskin-Robbins announce continued U.S growth
Baskin-Robbins, the world’s largest chain of ice cream specialty shops, announced its third consecu-
tive year of positive net new unit growth in the U.S. 

round-up
NEWS 

It started with one coffee shop in 
The Paddock, Handforth, after owner 
Francesca Manuel was made redundant 
from her job in fashion retail.

Now the Caffe Latte group is headed 
into the city centre and work has began at 
its site on Spring Gardens, just off Market 
Street.

The Stockport based chain - which 
trades under Mancl Limited - has grown 
rapidly since 2012, and in August last 
year announced it had secured additional 
franchise sites in Chelsea, Basingstoke, 
Birmingham, Ilford, Leeds, Leigh on Sea, 
and Sheffield.

Now, work has started on the Spring 
Gardens shop, with the cafe set to open 
on April 20.

Caffe Latte is known for its child friendly 
design, with some shops kitted out with a 
designated, supervised and sound-proofed 
children’s areas.

It specialises in Continental iced teas 
and frappes, a best-selling signature Oreo 
milkshake, and gluten free breads and 
sweet treats.

The current licensing application is for 
opening hours from Monday to Friday 
from 7am to 8pm, Saturday from 8am to 
8pm, and Sunday from 10am to 6pm. Caffe 

Latte has also applied for a drinks licence 
from 10am to 8pm Monday to Saturday, 
and 10am to 6pm on Sunday.

Caffe Latte opens in manchester city centre
The ambitious group, which is based in Stockport, continues its plan to grow to 40 sites nationwide 
with its first Manchester shop.
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Shakeaway Luton opened at noon on 
Saturday 26 March 2016 and offered the 
first 50 customers a free milkshake.

The milkshake chain was established 
in 1999 and opened their first store in 
Bournemouth.

There are now over 180 flavours to 
choose from and 50 stores nationwide.

“As you can see from the opening in the 
Mall on the Easter weekend, our openings 
are always crazy busy as we give away 50 
free shakes,” said store owner Justin Patel.

“We’ve had so much demand from our 

fans on social media to open in Luton 
that we just had to open a store there, we 
working on our new store in the Mall now 
and can’t wait to bring our milkshakes and 
smoothies to town.”

The store are currently recruiting for 
a range of positions including both part-
time and full-time shakettes, an assistant 
manager and manager.

Shakeaway open new site in Luton

Bar Sport franchise to welcome pele to Cannock site

The world’s largest Milkshake bar company has opened a store in the Mall, Luton, over the Easter 
weekend.

Brazilian football legend, Pele, who won three World Cups in a glittering career, will meet fans at a 
lunchtime talk at the Bar Sport Franchise on September 25.

Pele will speak about his career, answer 
questions and pose for photographs. Tickets 
for the event at Bar Sport’s Premier Suite in 
High Green start at £100.

The venue’s owner Scott Murray said: 
“This is quite an incredible coup not only for 
the town’s Premier Suite but for Cannock as 
a whole.

“He is the greatest ever footballer and a 
role model. It is just so exciting for football 
fans to come and meet the great man and 

listen to stories about his phenomenal life.”
“When we were offered this opportunity 

we simply couldn’t pass it up. He is simply 
one of the greatest sportsmen of all times.”

Cannock Council leader George Adamson 
hailed the visit as ‘an honour’, saying: 
“Everyone knows who Pele is and he is an 
icon throughout the world. It is brilliant for 
Cannock and a real honour for the town to 
welcome him here.”

The 75-year-old played 91 times for Brazil 

scoring 77 goals in an international career 
spanning 14 years.

Tickets for the Bar Sport event cost £100 
each and includes a four course meal and 
photograph opportunities.

Back in February the venue hosted an 
evening with boxer Floyd Mayweather Jnr 
and has also welcomed boxing legends 
Evander Holyfield, Sugar Ray Leonard, Nigel 
Benn and Chris Eubank.
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It’s dubbing the creation its “angriest 
Whopper sandwich,” according to USA Today. 
The company says the bread has hot sauce 
baked in to give an extra bite of spiciness.

This isn’t the fast food chain’s first foray 
into coloring its burgers strange hues. In fact, 
Burger King unveiled a creation with black-
dyed buns for Halloween.

“We tailored the flavor of the black bun to 
the American palate with A.1. sauce, a flavor 

this country loves, and we’re delivering it 
in a way that’s never been done before by 
baking it into the bun,” said Burger King chief 
marketing officer Eric Hirschhorn in a press 
release at the time. “It may look Japanese but 
it tastes like America.”

Axel Schwan, Burger King’s global chief 
marketing officer, said that the success of 
the black burger prompted this new product. 
“We’re combining the power of these past 

hits into a star-studded sandwich we think 
our guests will unanimously agree is the 
next must-eat burger,” Schwan added in a 
statement.

The fast food giant has already tried red 
burger buns in Japan. In that country, which 
is known for selling outlandish fast food 
delicacies, the chain offered an “Aka Burger.” 
That included red cheese too.

Burger King go to market with ‘red’ Whopper
Burger King has a new challenge for the bravest fast foodies: It is now selling a Whopper with red 
hamburger buns. Yes, really.
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Creams Café to grow with procure4 partnership

Creams currently has 27 cafes in the UK 
and plans to have over 75 sites across the 
UK by the end of 2017, but believe there is 
capacity in the market for over 200 cafes.

Ben James, project manager at Procure4, 
said: “This is an exciting engagement for 
Procure4 given Creams’ growth trajectory 
and the opportunity to support Adam, Balal, 
Paul and their team in developing a market-

leading brand over the next few years.
“The breadth of the project’s scope makes 

it particularly interesting, in addition to the 
fact that Creams operates in a sector in 
which we’ve had great success.”

Procure4 has worked with a number 
of hospitality businesses in recent years, 
including Pizza Express, ASK, Zizzi and 
Nandos.

Dessert parlour business Creams Café has enlisted procurement consultancy Procure4 to review their 
entire supply chain ahead of expansion.
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New Regional Vice 
president for papa 
John’s
Rapidly-growing pizza franchise 
Papa John’s has confirmed the 
promotion of Gareth Davies to 
regional vice president for Western 
Europe. 

One Stop opened three franchise stores in the three  
different regions of Great Britain during a single weekend 
earlier this month.

He previously held a similar position focused 
mainly on the UK market.

Davies, a 25-year veteran of the pizza business, 
has worked at every level from pizza chef through 
to leading Papa John’s in the UK. He now adds 
responsibility for emerging markets to his remit 
and will drive new stores openings in Europe this 
year including locations such as France, Spain 
and the Netherlands. Gavin Lilley, formerly senior 
operations director, has also been promoted to 
the role of senior commercial director.

Davies, who recently presented a keynote 
speech at the National Franchise Exhibition at 
the NEC, commented: “Papa John’s is currently 
experiencing unprecedented growth. We now 
have more than 4,800 stores worldwide and well 
over 300 in the UK. Capitalising on the popularity 
of our ‘Better Ingredients, Better Pizza’ concept, 
we now aim to bring our superior quality pizza to 
even more customers by adding further stores in 
the UK and throughout Europe.”

Over many years, Davies has developed new 
operational concepts both in the UK and overseas, 
building successful, high-performing teams 
which have delivered results for multiple brands. 
His experience of dealing with both corporate 
entities, franchise operations and also with master 
licence holders has enabled him to lead the drive 
for quality ‘Guaranteed’ at Papa John’s, and a 
period of unparalleled results for franchisees and 
investors.

Papa John’s was recently named as the UK’s 
National Pizza Delivery Chain for the sixth 
consecutive year.

Derby in England, Oakley in Scotland 
and Bangor in Wales all welcomed 
new stores, with all three openings 
featuring the company’s franchisee 
store launch package, including face 
painters, bunting, merchandise and the 
all-important scissors and red ribbon 
to cut.

The One Stop Franchise team were 
out in full force, as usual, to support 
the openings with local characters 
getting involved: Jim Leishman, former 
Dunfermline football manager and now 
the Provost of Fife Council, appeared in 
Scotland; and local resident and Welsh 
actor John Ogwen, who has appeared in 
Doctor Who among many other shows, 
supported the Bangor team.

The Draycott store was the second 
to be opened by the man behind One 
Stop’s milestone 100th franchise store, 
Vip Measuria. He opened his first only 
last August but has seen big returns 
since joining the network. 

He said: “From my perspective the 
overall One Stop package is great to run 
a multiple site business. The systems 
are simpler and easy to use, meaning 
instead of me having to do all the stock 
ordering and trips to the cash and carry, 
my team can easily manage this for me.

“The support One Stop Franchise 
have given us is amazing, there is a 
lot of passion and resource to ensure 
everything runs smoothly and I can 
continue building my business.”

System sales hit £200m for the period 
in the UK, a 20.7% increase on the same 
period in 2014. In the year to date, sales 
have reached £597.0m, a 17% increase 
on last year and like-for-like sales growth 
of 11.8%.

David Wild, CEO of Domino’s 
Pizza, said: “We are delighted by this 
performance as our UK business goes 
from strength to strength, reflecting the 
success of our strategic and marketing 
initiatives. It represents the eighth 
consecutive quarter of double digit like 
for like sales growth as we continue to 
focus on delivering great food with great 
service, using our best in class digital 
platforms.

Our international businesses also 
continue to show encouraging signs of 
improvement. We enter the final quarter 
of the year with good momentum, 
are confident of beating our previous 
expectations for the full year and remain 
excited about our longer term growth 
prospects.”

Total system sales across the whole 
group reached £214.5m for the 13-week 
period and £641.2m for the year to date.

During the period 12 new stores 
opened in the UK bringing the total year 
to date to 33 and the Group remains on 
course to open a minimum of 50 stores 
in the UK during 2015.

Chopstix take over former pizza 
Hut site with new Aberdeen store
A new 150-seat noodle bar is to open at the former home of 
Pizza Hut in Aberdeen city centre.

One Stop open multiple sites
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The agreement envisages ten Esquires 
Coffee stores in the country and, in a new 
innovation for Esquires, 30 coffee carts over 
a period of ten years.

The two partners of The Coffee Gate, 
Khalil Ismail and Feras Al-Oqlah, have many 
years of business experience in the gulf 
region ranging from customer service to 
channel sales management for international 
companies. Both are passionate about the 
coffee industry with a particular interest in 
the retail side that coffee shops offer.

Commenting on the agreement, Mr Ismail 
said: “We aspire to build a vibrant network of 
coffee shops in the Hashemite Kingdom of 
Jordan. We are excited about our partnership 
with Esquires and the differentiated strategy 
and product offering of Esquires.”

Mr Ismail said that through CGF’s 
partnership with The Coffee Gate “We will 
build the leading coffee house network that 
sets customer services and satisfaction as 
its north star while serving the best organic 
coffee to our esteemed loyal customer base.”

CGF Executive Chairman Keith Jackson 
said “We are excited about the prospect of 
entering another territory in the Middle East. 
This agreement aligns with our core growth 
strategy of growing the Esquires Coffee 
brand in strategically important new markets 
and we look forward to our first store 

opening in Jordan within six months.
The establishment in Jordan will 

complement the existing operations in 
Bahrain, Egypt, Kuwait, Saudi Arabia 

and UAE building additional scale in the 
region and assist the development of the 
brand and efficiencies in the supply chain”.

Esquires Coffee agrees Jordan master Franchise
Cooks Global Foods Limited (CGF) announces it has agreed an Esquires Coffee master franchise for 
Jordan with The Coffee Gate. 

The chain’s new line of Cookie Jar 
Donuts nullifies the need to choose 
between the two sweets.

Krispy Kreme’s new Snickerdoodle 
Donut is a cake donut rolled in cinnamon 
sugar, drizzled with white icing and topped 
with snickerdoodle cookie pieces.

The Chocolate Chip Cookie Dough 
Donut consists of the chain’s original 
glazed donut topped with milk chocolate 
drizzle and a dollop of cookie dough 
flavored Kreme.

The new Oreo Cookies and Kreme donut 
is stuffed with Oreo Cookies and Kreme 

filling, dipped in dark chocolate icing, then 
topped with Oreo cookie pieces and a 
white icing drizzle.

“Sometimes you just can’t choose 
between a cookie and a donut,” said Tony 
Thompson, president and chief executive 
officer of Krispy Kreme Doughnuts. 
“This line of donuts blends favorite 
cookie flavors with our classic Krispy 
Kreme donut, creating the perfect sweet 
treat.”

Krispy Kreme’s Cookie Jar Donuts are 
available through May 15.

Krispy Kreme creates donut/cookie collaboration
A fusion of favorites is coming to Krispy Kreme Doughnuts, combining the chain’s signature donuts 
with classic cookies. 

INTERNATIONAL NeWs
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The new creation is part of McDonald’s 
Signature Collection. It features thick-cut 
smoked bacon, caramelized grilled onions, 
soft Cheddar cheese, crisp leaf lettuce, and 
fresh tomatoes. These ingredients are all 
lovingly layered on more than a third pound 
of 100 percent pure beef and served on 
a brioche-style artisan roll, dressed with 
a McDonald’s exclusive special sauce. To 
showcase the high quality ingredients used in 
the ClubHouse, in some markets, the burger 
will be served in an open container—a first 
for McDonald’s in Latin America.

The new creation marks McDonald’s entry 
into the premium hamburger market in Latin 
America and leverages the McDonald’s global 
product portfolio.

“Our customers are foodies with 
sophisticated palettes and they’ve been 
telling us they want premium twists on 
our classic burger range. We’re sure the 
Clubhouse and the launch of other new 
flavours in the McDonald’s Signature 
Collection will satisfy even the most 
discerning taste buds,” says Raúl Mandía, 
CMO at Arcos Dorados.

Arcos Dorados works with the highest 
quality suppliers in Latin America. 
Accordingly, its burgers boast natural and 
fresh ingredients, which have been especially 
cultivated and produced for the McDonald’s 
brand in the region.

The new offering is available in Arcos 
Dorados’ largest markets in Latin America, 
including Brazil, Argentina, Chile, Colombia, 
Panama, Costa Rica, Peru, Ecuador, and 
Uruguay.

mcDonald’s Largest Franchisee Unveils premium 
ClubHouse Burger
Arcos Dorados, the world’s largest McDonald’s franchisee operating in 20 countries in Latin America 
and the Caribbean, has unveiled a new premium burger experience, the ClubHouse, which is sure to 
be a customer favourite.

An iconic sweet retreat widely known 
for its colorful presence throughout 
South Florida, Sloan’s is making its highly 
anticipated arrival to the Middle East 
with its first location in Kuwait. The truly 
unique concept combines innovative ice 
cream flavors with eye-catching elements, 
including bright pink and green walls, as 
well as endless amounts of candy, pastries 
and toys, will make its debut at the 

Promenade Mall on Thursday, March 31.
Ali and Dima Al-Mutawa, co-owners 

of AFM Establishment LLC development 
group, are opening the new location in the 
mall and have plans in place to open four 
additional locations in Kuwait.

“When my wife and I visited Sloan’s 
in South Florida, we knew we found a 
special place,” says Ali Al-Mutawa, who 
also owns a children’s clothing store in the 

Promenade Mall. “We are very excited to 
introduce Sloan’s to Kuwait. Once people 
step inside and smell the sweet treats, we 
know their senses will be soaring. We can’t 
wait to welcome everyone in.”

Since the first store opened in 1999 
in West Palm Beach, Florida, Sloan’s has 
become an iconic, palatial tribute to ice 
cream.

Sloan’s Ice Cream head to Kuwait
Now, residents in Kuwait can take in the sights, smells, tastes, and sounds of Sloan’s Ice Cream, a 
Willy Wonka-esque paradise.

INTERNATIONAL NeWs
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Made famous by the eponymous 
2000 film , starring Tyra Banks and John 
Goodman, the venue is known for hotpant 
sporting barmaids dancing on table tops.

Now a British branch of the booze-heavy 
bar is due to open in Cardiff, reports Wales 
Online .

The film was based on a chain of popular 
American bars of the same name, which 
is best known for their rowdy nature and 
western-themed style.

According to the film Coyote Ugly can be 
defined as: “You ever wake up sober after a 
one night stand and the guy laying on you 
arm is so ugly you’d rather chew your arm off 
than wake him?

“That’s Coyote Ugly.”
But according to the bar’s website the 

Coyote Ugly legend began with “a girl, a 
dream, and a little bit of Wild Turkey”.

The original bar was founded by Liliana 
‘Lil’ Lovell, who grew up in a lower middle 
class family in New Rochelle, New York and 
attended a very snobby Catholic High School.

After graduating from high school at 
17-years-old she started working at a bar 
and after a few drinks would find herself on 
top of the bar “singing to whatever came on 
the jukebox, hustling drinks for customers 
(and for myself) while making a lot of money 
doing it.”

After working a number of dead end 
sales jobs Lil went back to bar work and on 
January 27, 1993, the Coyote Ugly Saloon 
first opened its doors to the public - and it 
was an instant success.

She said: “During the night I would dance 
on the bar, sing to the crowd and insult 
anyone who wasn’t man enough to take me 
on in a drinking contest. As a consummate 
salesman, I was very good at this.”

Coyote Ugly was founded in New York’s 

East Village in 1993 the chain gained a cult 
following after the film was released and 
now has 21 locations across four countries 
including the US, Russia, Ukraine and 
Germany.

The company now want to expand their 
franchise further and are planning on 
opening their first UK Coyote Ugly bar in 
Cardiff, as well as Australia, Canada, Japan, 
Mexico and South Africa.

Coyote Ugly to open in Wales with further international 
expansion to follow

Carl’s Jr, the US based burger franchise are said to have issued proceedings against a franchisee that 
they claim ‘broke a deal’ which involved the opening of 30 sites in the Ontario area.

In this role, Mchawe will provide 
support to the international franchise 
community, specifically operators in the 
Middle East, Europe, and Africa to ensure 
quality assurance standards are met and 
to improve overall sales and operations. 
Mchawe will report directly to vice 
president of international, Naresh Vinod 
Worklikar.

“Rumbani’s extensive background 
in supporting international restaurant 
franchises will be an asset to Johnny 
Rockets as we continue to expand our 

international presence and improve 
existing franchise operations in the Middle 
East, where we have a large footprint,” 
says Naresh Vinod Worklikar, vice 
president, international. “His leadership 
skills and vast knowledge of international 
and domestic franchise operations and 
development make him the ideal fit for 
supporting our franchise partners.”

Rumbani Mchawe brings more than 25 
years of restaurant operations, training, 
and development experience to the 
Johnny Rockets executive team. Prior to 

joining the company, Mchawe held the 
position of vice president of development 
and expansion for Quiznos. During his 
time with the 1,500-unit sandwich chain, 
Mchawe drove global strategies for 
development and operations, including 
supporting the U.S. and 43 countries. 
Prior to Quiznos, Mchawe held multiple 
roles with restaurant franchise companies, 
including Denny’s, Church’s Chicken, Little 
Caesar’s Enterprises Inc., and Domino’s 
Pizza.

New director appointed at Johnny Rockets to aid mature 
Johnny Rockets, the international restaurant chain known for its best-in-class burgers, fries, and 
shakes, appoints Rumbani Mchawe as country director of mature markets. 

INTERNATIONAL NeWs
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Schlotzskys launch new sandwich range

Dunkin Brands 
names 5 new 
board members 

Schlotzsky’s, home of the Original oven-baked sandwich and famous fresh-from-scratch buns, 
announced the addition of seven new Specialty Sandwiches to its menu.

Dunkin’ Brands Group Inc., the 
parent company of Dunkin’ 
Donuts and Baskin-Robbins, 
announced the following recent 
appointments of five new vice 
presidents to its management 
team.  

 The new sandwiches will be permanent 
menu items and are now available at all 
Schlotzsky’s locations nationwide.

Each unique, hand-crafted sandwich offers 
bold flavors and features fresh, high-quality 
ingredients such as vine-ripe tomatoes, thinly 
sliced meats, caramelized onions, roasted 
red bell peppers, and rich, melted cheeses 
piled high on the brand’s signature freshly 
baked bread. With seven unique recipes, 
including one vegetarian option, Schlotzsky’s 
is offering something new to satisfy every 
craving.

The seven new Specialty Sandwiches are: 

• Ultimate Grilled Cheese 
• Caprese 
• French Dip 
• Sicilian 
• Tuscan 
• Chicken Bacon Smokecheesy
• Beef Bacon Smokecheesy 
 

“We know our guests are adventurous eaters 
who constantly seek out fresh new flavors to 
liven up mealtime, and we can’t wait for them 

to try these new handcrafted sandwiches 
we’ve cooked up,” says Schlotzsky’s president 
Kelly Roddy. “Our Specialty Sandwiches 
offer such diverse flavor profiles and unique 
ingredient combinations that we’re certain 
Schlotzsky’s lovers will agree that these new 
additions please all tastes and preferences.”

The launch of the new sandwiches 
also marks a continuation of Schlotzsky’s 
partnership with Auntie Anne’s, the world’s 
largest hand-rolled soft pretzel franchise.

David Gill was promoted to vice 
president, supply chain U.S. and Canada 
for Dunkin’ Donuts and Baskin-Robbins. 
Gill is responsible for supply including 
the negotiation, implementation, and 
management of supplier and distributor 
agreements, quality assurance, 
commercialization, manufacturing, and 
equipment. Additionally, he leads the 
supplier approval process and through his 
work with the culinary and brand teams, 
plays a key role in the development of new 
products for the restaurants. Gill joined 
Dunkin’ Brands in 2000 and reports to CFO 
Paul Carbone.

Pete Jensen was promoted to vice 
president, supply chain international. Jensen 
leads the international manufacturing and 
sourcing, logistics and service, regulatory 
compliance, supplier quality and food safety, 
new product commercialization, and in-store 
equipment innovation for both Dunkin’ 
Donuts and Baskin-Robbins. Jensen joined 
the company in 2010 as global supply chain 
director for Baskin-Robbins and he reports 
to Bill Mitchell, president, Dunkin’ Brands 
International.

Sherrill Kaplan was promoted to vice 

president, digital marketing and innovation 
for Dunkin’ Donuts U.S. Kaplan joined 
Dunkin’ Brands nearly five years ago and 
has played a lead role in the development 
and execution of the brand’s digital strategy 
and the DD Perks Rewards Program, one 
of the fastest-growing loyalty programs in 
the restaurant industry. Additionally, she 
has overseen the significant growth of the 
Dunkin’ Mobile App and the brand’s On-
the-Go Ordering initiative, currently in test 
in multiple markets. Sherrill reports to Scott 
Hudler, Dunkin’ Donuts’ vice president of 
consumer engagement.

Dennis McCarthy was promoted to 
vice president, financial management. 
McCarthy leads the International financial 
management team for Dunkin’ Brands. He 
also oversees the Dunkin’ Brands supply 
chain finance team and serves as head of 
corporate financial planning and analysis. 
He joined the company in 2009 and reports 

to Kate Jaspon, vice president, finance and 
treasury.

Kathryn Thomas was promoted to vice 
president, legal and managing counsel. 
Thomas oversees the areas of employment, 
marketing, and intellectual property law, 
in addition to serving as legal counsel for 
Baskin-Robbins U.S. and market counsel for 
Dunkin’ Donuts in New York, Philadelphia, 
Baltimore, and Washington, D.C. She joined 
the company in 1998 and reports to Karen 
Raskopf, senior vice president and chief 
communications officer.

“We are pleased to announce the 
promotion of these five individuals, all of 
whom have made significant contributions 
to our organization. Each brings significant 
management expertise and experience to 
their new role and will play a key part in 
our efforts to further accelerate our global 
innovation and growth,” says Nigel Travis, 
Dunkin’ Brands’ chairman and CEO.
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When it comes to choosing a franchise 
many investors will be drawn to the 
promise of making huge returns with well 
established brands. The sheer volume of 
units in franchises like McDonalds, Domino’s 
Pizza and Subway means that there is good 
market coverage and these businesses 
deserve nothing but praise for their part 

in the growth of UK franchising. There are 
however those that think that these brands 
are too big and have saturated the market. 
With that in mind we thought that we’d look 
in a little more detail at the businesses that 
are expanding in the UK market and explore 
the top 25 up and coming food franchises.

The businesses that we have focused on 

are doing something that either no other 
business is doing in the market or they are 
adopting an aggressive growth strategy 
to move them into the upper echelons of 
franchising.

Looking for a food franchise can be a 
difficult job for any potential investor. 
There are currently over 250 food franchise 

Up&  

FOOD 
FRANCHISES 

Food and drink franchises are on the rise and more and more people 
are looking for a route into this market. there is a real passion involved 
in running a food business and the types of people that invest in a food 

franchise normally have some experience in the sector.

COmINg
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UP & CoMING

opportunities available in the UK, and the 
options are almost limitless. There are 
franchises that command high fees and 
that require the franchisee to take on the 
commitment of multiple units. There are 
franchises that allow the franchisee the 
chance just to operate one site and there are 
also those that offer mobile or street food 
units. 

Finalising your decision is very important 
and you must evaluate all of the possible 
opportunities on the market. As the 
investment in a franchise is more than simply 
a financial one, franchisees must consider 
every eventuality. They must decide no only 
on the opportunity that they can afford but 
the trading times of the business, the affect 
it has one their home life and the consumer 
demand for the products they sell.

Considering the expansion opportunities 
and the exit strategy is also important as no 
franchisee will want to be trapped in a store. 
They must make sure they can grow the 
business and the investment. It would also 
be foolish to not consider how they get out 
if their circumstances change.

With all of this to consider we have 
decided to look across the food franchise 
spectrum at 25 of the best opportunities 
currently available. These businesses have 
all started from a single idea and a small 
foundation either here in the UK of they 
have roots in countries such as the United 
States and Dubai.

After finding a gap in the market and 
opening their own franchisor led stores, 
these businesses have created exciting 
packages for potential investors. The 

have proven sales and great menus and 
as such the number of people lining up an 
investment is high.

In order to justify what makes a franchise 
up and coming we have scoured the 
market and found those opportunities that 
are actively offering franchising, that are 
attending trade shows and are actively 
marketing their concept.

All of the franchises on this list meet these 
criteria and have ambitious plans to open 
more units over the coming twelve months, 
some are just starting out on their journey, 
some have several franchised units and 
some have targeted the UK as a real growth 
market. 

So one to the list…..
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200 DEgREES

Within a dynamic and evolving coffee scene, 200 Degrees is an acces-
sible specialist coffee venue that appeals to the discerning masses, not 
just the micro artisans. 200 Degrees combine understated and calming 
interior design and market leading product delivery and presentation, 
alongside a slick, personal service style to highlight the heroes of our 
stripped back offering: excellent coffee and market driven fresh food. 
200 Degrees is more than just the coffee.

Since their launch, the award winning 200 Degrees offering has seen sales grow; so much so 
that a series of new store opening are currently underway in some of the major towns and cit-
ies within the UK. To complement their own opening strategy, 200 Degrees are seeking inter-
est from like-minded investors to open franchisees within strategic towns and cities that match 
the 200 Degrees criteria. 

The appreciation of good coffee has developed into a dynamic scene in the UK over the last 
decade. 200 Degrees has grown rapidly as a high quality coffee venue that combines specialist, 
hand roasted coffee with a broad appeal to the more discerning consumer. 

The team behind the franchise are confident in what they do and blend market leading product 
delivery and fast service with contemporary interior design. The simple but popular food of-
fering greets the customer with an eye-catching display of fresh produce and the entire coffee 
shop is designed as ideal space to truly relax and enjoy coffee.

Stripped back marketing, a personal style and a belief in their people reinforce a strong service 
ethic that maintains their strong following.

Ethical trading is important within the coffee industry and we buy from Fairtrade, Rainforest 
Alliance and Direct Trade, a collaborative supply chain between famers and roasters for shared 
profit. 
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Mooboo is a dessert retail business 
established in 2012, and was set up in 
response to a growing demand to bridge 
the gap between Far East culture and 
western tastes. We aim to provide more 
than just a product; at Mooboo we focus 
on providing the customer with the full 
experience – from customer service, to 
customising their drink, to watching their 
drink being made, taste, and sharing 
excitement via our social wall (Instagram 
TV).

The concept originates from Taiwan and 
is about 30 years old. It is a tea based 
drink with toppings or “bubbles” which 
are to be chewed alongside drinking the 
liquid. This chewing-drinking combina-
tion is rarely found in the UK, so the 
craze is becoming extremely popular.

Mooboo currently have 11 different lo-
cations all over the UK including London,  
Liverpool, Leeds, Manchester, Bradford, 
Birmingham, Coventry and Scotland.

Mooboo are working on brand new 
product that will be implemented across 
all our current existing wide spread loca-
tions. As always Mooboo is a brand- not 
only bubble tea, a technology house 
and a provider also selling experiences. 
We also hope to continue to spread our 
presence amongst many more UK loca-
tions.

mOOBOO

Bake & Take, Europe’s number one self-service bakery 
franchise, is targeting 100 new UK stores in the next five 
years. 

The company was established in 2013, by two of the 
UK’s most experienced retail franchise entrepreneurs – 
Robin Page and Steve Mahon – who bought the master 
rights for the UK and Northern Ireland. Bake & Take was 
born out of backWerk in Germany, which was launched in 
2001 and is now Europe’s number one self-service bakery 
with 350+ stores across five countries. 

The stores stock over 150 fresh, delicious and inexpen-
sive bakery products, and have access to over 1000. 
Stores also serve drinks, soups and market leading cof-
fee which customers select on a self-service basis.  All 
products are baked throughout the day and the freshness 
window on all products is unmatched by other operators.  
The European business has won many awards including 
Franchisor of the Year in 2011 and a Franchise Bakery 
Award in 2013. 

Bake & Take currently has one flagship company owned 
store in Ashton, Manchester, and one franchisee owned 
store in Sutton.

BAKE&TAKE
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Loaded Gourmet Burgers and Fries started 2 years ago 
when 5 brothers living in East London struggled to satisfy 
their taste buds with a decent burger. Tired of small pro-
cessed burgers, they put their minds together and opened 
their first Gourmet Burger restaurant in Ilford, Essex. 

Since that first opening the Loaded 
Burger brand has grown and so has 
interest in obtaining franchises. 
We are planning on an exciting 
and ambitious opening programme 
which will see new restaurants pop-
ping up in carefully selected sites 

LOADED BURgER

Wrapchic was created by Mahesh Raikar 
in 2012. Mahesh, who has 20 years of 
food industry experience behind him 
including a senior role in a Fortune 500 
company, wanted to make ever-popular 
Indian cuisine more easily available to 
people around the clock, particularly 
at lunchtime. After working for over 
two years on the idea Mahesh invested 
his own money into opening the first 
Wrapchic in Birmingham City Centre and 
hasn’t looked back since.

Wrapchic is a healthy fast-food outlet 
which combines delicious and authentic 
Indian food with the convenience of a 
Mexican wrap.  Wrapchic have been 
creating a massive buzz wherever they 
go and are currently making an envi-
ous mark in the fast food arena where 
consumers now look for something more 
- something unique, healthy and inter-
esting.  

Wrapchic already has hugely popular and 
established flagship stores in major sites 
across the UK including London (Soho & 
Goodge Street) , Birmingham (Bullring), 
Bradford (The Broadway), Dudley (Merry 
Hill), Milton Keynes INTU, also in quite 
a few universities and hospital and will 
also going international with first store 
opening in Dubai this May.

Wrapchic are looking for franchise 
partners who want to join them in these 
exciting growth stages, getting in at 
ground level to build a region of their 
own Wrapchic stores.   

Wrapchic helps all franchisees find and 
acquire the right premises, design and 
fit it out, guide them in finding the best 
staff, and help them market locally in 
addition to national marketing overseen 
at head office. 

WRApCHIC
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OATOpIA

Oatopia was born in 2010, originally in the form of a small mobile catering truck 
from which we, the Coleman family, served up porridge, flapjacks, and coffee, to 
good folk around Sussex. Since then Oatopia has grown and now travels around 
the UK catering at all kinds of events, as well as selling its delicious wares online, 
and offering a fantastic franchise opportunity.

Franchising with Oatopia offers an opportunity to run a successful and rewarding 
business, providing the public with high quality and nutritious food, in a variety of 
environments of your choice.

Their franchise opportunities are suited to single or joint ventures, with trade territories available nation-
wide. With three business models to opt into - roaming trade locations, permanent trade locations, or 
a cross-over between roaming and permanent - you choose where you trade (in accordance with your 
trade territory agreement and business model), your team and operating hours.

They will advise you on finding suitable events and locations at which to operate and our franchise 
package means once you have acquired the essential business assets i.e. the truck, you can begin trading 
immediately.

From the small beginnings of a kiosk on Lon-
don’s Liverpool Street to opening 15 stores 
nationwide in just 8 years, Wrap It Up! are 
revolutionising lunchtimes one deliciously 
fresh, flavoursome wrap at a time. Specialis-
ing in fast and fresh, internationally inspired 
recipes from all corners of the globe, Wrap 
It Up’s mission is to put wraps on the map 
as a tasty, healthier alternative to the stodgy 
sandwich. 

As one of the UK’s fasted growing franchises 
and with the recently opened centralised 
kitchen in East London, Wrap It Up! have got 
people talking! Featuring on Channel Four 
and Dragon’s Den, this fast-growing food 
giant raised over £800,000 through crowd-
funding last year and is predicting a whop-
ping 75 shops by 2020.

WRAp IT Up!
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BAP is a successful and rapidly growing chain of food-to-go out-
lets specialising in sandwiches, baguettes and coffee, all freshly 
made right in front of you. The company which was established 
in 2005, sees thousands of customers return for fresh, affordable 
baguettes, premier coffee and superior snacks to enjoy in one of 
their four locations or to take away. 

The size of the sandwich market has increased dramatically over 
the past ten years. It’s estimated that consumers in the United 
Kingdom buy around 2 billion sandwiches every year worth 
around £3.5 billion. 

The business first opened its doors to serve the people of Altrin-
cham with a site on George Street, the main shopping area of the 
busy South Manchester town. 

After working for some of the largest food franchises in the UK 
as a multi-site franchisee, Dominic Richards decided to go his 
own way. After meeting with a friend who was operating BAP, he 
decided to step in and give some advice. Before long Dominic had 
taken over and after grasping the size of the market and the high 
consumer demand for fresh, bespoke sandwiches he decided to 
expand. 

A second store in Stockport followed in August 2012 and the 
Warrington branch began trading in December 2012. In late 2013 
the fourth Bap store began feeding a hungry customers of Wigan, 
their first franchise location and this is growth that is expected to 
continue.

Bap now have a Master Franchise in place for Scotland and have 
3 franchisees beginning franchise training.

BAp

Tasty African Foods is the only authentic African outlet of its kind in the United Kingdom 
that sells True African food.

After 15 years of providing authentic African cuisine in south east London, Tasty African 
foods has found itself in a niche position in the African food market as pioneers of making 
African food easy and accessible to the masses

With over 10 stores already established, there has been continuous demand for more 
stores in and outside south east London, proving there is a growing interest for a truly African taste in the western 
palette. 

Tasty African Foods has achieved what other African establishments within the same category have failed to achieve:
Authenticity in the Food
Consistency in Taste
Traditional in the Approach

The company aims to achieve total domination in the African food market within the United Kingdom and beyond.

Tasty as it’s commonly known is now offering an exceptional franchise opportunity that provides franchisees with 
the support, knowledge and tools to run their own business. We welcome investors and ambitious entrepreneurs 
looking to jump in the next revolution in the fast food market.

TASTY AFRICAN FOODS
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CREAmS

Creams Cafés is a franchised chain of 1950’s Americana/ Retro themed 
dessert parlous offering quality gelato, sorbet, waffles and crepes. Since 
the first store opened in London in 2008, the brand has quickly become a 

popular destination venue for families and friends to gather and have a treat. Following the 
success of the concept, the first franchised store was opened in 2010 followed by a period 
of rapid expansion. Currently there are 27 stores across UK with a further 20 in the pipe-
line.  The vision is for a chain of 200+ stores in UK followed by international expansion.
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FRANCESCA
Francesca is a fast casual restaurant chain serving pasta seasoned with traditional Italian 
sauces from the Northern and Southern traditions to eat in, take away or have delivered.

All sauces are produced internally in the company kitchen facilities using organic tomatoes 
and other seasonal quality ingredients from reputed Italian suppliers. Thanks to its unique 
proprietary cooking system, Francesca can serve perfectly “al dente” pasta in under 60 
seconds combining restaurant quality with speed of service. The menu is complemented 
by salads, pizza, baguettes, coffee and desserts, providing an all-day meal and snacking 
solution.

Francesca was founded in 1998 by Italian chef Francesca Albanese. There are 64 restaurants in 5 countries 
worldwide, serving 2,412,000 portions of pasta every year to an ever growing customer base made of families, 
students, office workers, tourists and shoppers.

Francesca does not require air extraction and therefore it can trade under A1. Thanks to this versatile model 
Francesca operates in a wide variety of locations including high streets, shopping malls, railway stations, air-
ports and motorway services.
 
UK stores have grown from 1 to 6 last year and expansion is set to continue in 2016 in partnership with quali-
fied franchisees believing in authentic Italian food served fast.

Coffee-Bike GmbH is one of Germany’s fastest grow-
ing and most innovative franchise systems with more 
than 100 franchisees all over the world. They stand 
for high-quality products in the to-go segment and 
offer an attractive alternative to the array of coffee 
shops on the high streets.

The system is revolutionising the coffee shop market, 
almost eliminating the fixed cost structure of the 
traditional cafè business and benefits from an even 
higher profit margin. The company’s franchisees can 
reach almost any location – be it private, public or 
corporate events as well as on the high streets.

They have ambitious growth targets for the upcom-
ing years in the United Kingdom. In order to inform 
potential franchisees about their franchise concept 
they are regularly conducting Coffee-Bike Discovery 
Days in three UK cities: London, Birmingham and 
Manchester. 

The aim is to provide the same high quality services 
as in their German home market. Hence they are con-
ducting professional barista and technical trainings 
on-site in Birmingham for their UK franchisees. 

Moving forward they are also planning on imple-
menting a UK Catering Portal, where franchisees can 
get a daily overview about new event and catering 
enquiries in their surroundings. This is something we 
are already having in Germany and it offers a great 
additional source of income. 

COFFEE BIKE
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CREAmS

easyCoffee is a new chain of discount coffee shops and  
concessions offering premium ground coffee at just £1 a 
cup. It’s easy - more value for less!

easyCoffee, is an exciting new way of getting all your fa-
vourite drinks and food at great prices when you’re on the 
go. They believe in making things simple, fun and innova-
tive, and that great products, choice and service should be 
available for everyone.
Whether you’re off to work, heading for the shops or just 
out with friends, why not drop by and discover easyCoffee, 
where you’ll find genuine service and genuine value!

Owned by budget airline carrier EasyJet, easyCoffee have 
an initial marketing campaign that stresses low costs and 
£1 coffee and espresso drinks through the brand.

“Just when we feared we were reaching peak hipster cof-
fee, with coldpress and cortados usurping cappuccinos 
and a £4 latte the norm, along comes Sir Stelios to tear up 
the rule book,” the airline company said of its new coffee 
venture referencing EasyJet founder Stelios Haji-Ioannou. 

“Just as EasyJet changed the face of air travel when it 
launched in 1995, bringing low-cost, no frills air travel to 
the people, now the company is set to do the same to the 
coffee market.”

The EasyCoffee brand made a debut several weeks ago 
with the opening of their Earls Court station site in Central 
London. The company says it plans to open as many as 30 
more EasyCoffee shops over the next two to three years, 
while it is currently  
seeking franchisees. 

EASY COFFEE
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Founded in 2000 in London, England, Neds Noodle Bar is a fast casual Asian food res-
taurant that creates a unique environment through the combination of our food, service, 
and Asian street food experience.  The premium standard of Asian-inspired noodle bars, 
Neds is ‘Feeding Healthier Nations’ with freshly prepared noodles and Asian dishes from 
quality and natural ingredients.  

Neds Noodle Bar offers a branded and systematic approach to Asian street food, featur-
ing customizable boxed noodle meals, made with non-MSG/GM ingredients, all made in an open-plan kitchen where 
customers can see their meals prepared fresh in 3 minutes. 

The successful quick service restaurant concept has been refined for over 15 years by Food & Hospitality industry vet-
erans, James Breslaw and Roberto Marroni, and currently has 3 locations open throughout London.  The owners have 
partnered with Fransmart, the franchise development company behind the growth of brands like Five Guys, to help 
accelerate their franchise expansion plans.

In 2015 Quick Bite Magazine said, “Noodles are one of the fastest growing trends in the food-to-go market”, and in 
an interview they did with Founder & CEO James Breslaw about their franchise efforts, he was quoted as saying, “…
[W]e can see the potential, the customers love it and we are heading into the world of franchising with a model that 
potential franchisees can really believe in.”

NEDS NOODLE 
BAR

After testing out the  idea for the last year in the North 
Devon area with their Pod then opening their first Store 
and perfecting the range in readiness to Franchise the 
concept out to a wider market they are now going from 
strength to strength.

The brand have two UK Franchise Areas under contract 
with two more in negotiations at the moment and are 
looking to expand within all UK areas this year.

Having three options on offer with our Mobile Unique 
Waffle Pod a Waffle Kiosk or they can create a full retail 
WaffleDelight Store location.

WaffleDelight have just signed a Master Franchise in 
Qatar to open 18 Store locations in the next year starting 
in April 2016 and Master Franchise deals under contract 
in Bahrain, Dubai, Kuwait, Oman and Saudi Arabia.

WaffleDelight are offering fantastic franchise opportuni-
ties with their Waffle, Smoothies, Shakes & Ice Cream 
Business, and are now looking to expand the brand 
throughout the UK and are looking for likeminded part-
ners to help them achieve their vision of WaffleDelight 
being a major player in the catering market place.

The ethos is very much ‘be the best you can be, lead the 
market – don’t follow’.

WAFFLE DELIgHT



SPRING 2016     FOOD FRANCHISE    |    43

Crêpeaffaire is a unique and independent 
quality food brand, serving freshly baked 
savoury and sweet crêpes made with organic 
flour and natural ingredients. The range is 
complemented by organic and Fairtrade  
coffee, ice cream, smoothies and shakes. 

Since its 2004 creation, it has become the 
UK’s market leader, successfully operating in 
a variety of prime high street and mall kiosk 
locations in the UK, Holland and Kuwait.

In the fragmented crepe market,  
Crêpeaffaire’s branded and systemized 
proposition has won the company the market 
leadership and the favour of the real estate 
community, which translates in brand recog-
nition and good access to prime locations for 
its franchisees. 

In 2016 Crepeaffaire is set to continue 
its growth according to a balanced mix of 
company-owned and franchise stores by both 
existing and new franchisees and it is forecast 
to increase its portfolio of UK stores by half. 
The company is currently in discussions with 
qualified multi-site franchisees in the North, 
Midlands and Greater London, as well as with 
international players.

CREpEAFFAIRE

The Halal Guys is the world’s first mainstream Halal food restaurant chain.  Featur-
ing chicken or gyro over rice platters, topped with our world-famous white sauce and 
notoriously spicy red sauce, The Halal Guys have built a wildly popular NYC street cart 
business into a global restaurant chain with more than 300 units in development.  

Founded in 1990 by Mohamed Abouelenein, Ahmed Elsaka, and Abdelbaset Elsayed, the brand became famous for its 
“never-ending” line, a line which consumers were more than willing to wait in for a generous helping of the delicious street 
food.  That famous line has proved to translate to openings at franchise locations worldwide including Chicago, IL; South-
ern California; and the Philippines.

The Halal Guys has been featured in The New York Times, Time Magazine, Entrepreneur, Fox News, Buzzfeed, Travel Chan-
nel, and Eater, with Bloomberg Businessweek saying, “The original Halal Guys in Manhattan is a thing of local legend.”  With 
a recently closed multi-unit deal for Central London, the brand’s expansion plans for 2016 include targeting top European 
franchise markets, as well as developing more corporate locations in the NYC metro and building on the existing presence 
in Asia.

THE HALAL
gUYS
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Three years ago we found our own key to suc-
cess: Juicy Steaks, Gourmet Burgers, Ribs, Wings & 
Cocktails. We wrapped it all up in funky décor, added 
some live jazz and created a destination restaurant 
that conquered the hearts and stomachs of local resi-
dents in North London – Green’s Steakhouse & Grill.

Following our recent entry at number three on GQ 
Magazine’s “Top London Nights Out”, hosting the 
launch of the BMW 7 Series and serving hundreds of 
people weekly, we decided that franchising is a natu-
ral next step in growing our business.  Working with 
the best in the industry, we developed a franchising 
system that is proven, tested and, most importantly, 
very straightforward.

The cost of the Green’s franchising license is 
£50,000. However, we have agreed the price to 
be set at only £25,000 for the first five sold. That 
includes all the support with finding premises, full 
training for you and all your team, lots of market-
ing materials, access to our supplier network and 
other important aspects of setting up your successful 
restaurant.

We will be very happy to meet you at one of our 
Open Day events to tell you more and answer all 
questions! Green’s is very pleased to announce that 
it has just secured exclusivity with QY Trading for 
the whole of China. Green’s will hopefully be the 
next Anglo/American brand to hit it big in the major 
Chinese cities.

This Asian fusion noodle bar founded in 2008 by Des Pheby is market leader in the UK with 21 sites and one of the fastest 
growing UK food franchises with the same amount of new sites scheduled to open in 2016.

Wok&Go serves Asian fusion noodle and rice dishes, soups and salads. It differs from noodle restaurants where the food is 
pre-made and displayed in hot trays: all the food is made to order from an open kitchen, combining freshness with  
theatricality. Wok&Go also taps into other key restaurant trends: health, convenience and product personalisation,  
alongside the continuing appeal of Asian cuisine.

The flexibility of the Wok&Go model allows the brand to operate in high streets, shopping malls and retail parks across the 
UK, with a strong presence in key cities like Manchester, Liverpool, Leeds, Birmingham and Nottingham.

In 2016 Wok&Go is set to break into multiple markets, from Scotland to London, Kent and Essex and in selected inter-
national markets. The company has also signed an area development agreement for the UAE, where it will open its first 
restaurant in April, and it already operates in Kuwait.

WOK&gO

gREENS
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FRANCHISEE q&a

Taco Bell The world’s largest Mexican-inspired 
restaurant chain is focused on providing unique 
cravable tastes, affordable value and one-of-a-
kind customer experiences.  The home of the 
Crunchy Taco, Crunchwraps, Burritos and Na-
chos originally started as a Southern California 
taco shop in 1962 by Glen Bell.  Those humble 
beginnings have grown into an international 
business amassing more than 6,000 restaurants 
in the United States with operations in 26 
countries around the globe.

The Taco Bell UK business kicked off quickly 
in 2010 and saw three Food Court restaurants 
open across the span of just eighteen months. 
Sheffield’s 2014 grand opening celebrated 
the brands first High Street location in the 
UK and the world’s first Taco Bell restaurant 
with the ‘new look’ urban design featuring an 
open kitchen, communal eating hub tables and 
phone charging stations.  Fans camped out 
overnight and created a queue that wrapped 
around the corner just to be the first to enjoy 
the crunchy, cheesy and spicy flavours only 
found at Taco Bell.

Following fantastic reviews and excited cus-
tomer requests five more Taco Bell restaurants 
were opened in 2015 spanning from Essex, 
across the West Midlands and South Yorkshire, 
bringing the current total to nine locations. 
Adding to the excitement, Taco Bell joined forc-
es with Sol Beer in 2015 to be the first licensed 
QSR in the country and provide customers with 
the choice of enjoying a Beer with their Tacos. 

Continuing their strong expansion plans, the 
goal for 2016 is to further grow the brand 
across the UK with the right partners and a 
menu that stays true to the innovative, crave-
able and affordable Mexican-inspired food that 
Taco Bell has been delivering for more than 50 
years.  

TACO BELL

Oxford Circus, Liverpool Street, South Kensington, Westfield London and Westfield Stratford. These are some of the 
outstanding London locations operated by Wafflemeister, the purveyor of premium sweet and savoury Belgian waffles 
and crepes, juices, coffee and gelato. All Wafflemeister waffles are made from dough, not batter like most other waffles, 
and in accordance to the company own recipe, which dates back to the 1950s. 

Wafflemeister operates both in shopping malls and high streets with an all-day offer covering all the main meals and 
any coffee and snacks in between.

Wafflemeister is also present in key malls internationally in the UAE, Qatar, Bahrain, Saudi Arabia and Malaysia. In the 
UK the brand, which is leader in its segment, is planning an important franchise roll-out, with 10 stores forecast for 
2016 and 15 for 2017. The plan is under way, with the first franchisee opening in Brighton in Q2 and two more fran-
chisees looking for property in Central London. Wafflemeister has carefully prepared for this development, by laying 
down the foundations of any successful franchise business: a detailed operations manual and the 4-week “Bootcamp” 
Training Programme, franchise liaison staff, franchise-targeted marketing support, schemes with financing institutions 
and strong ties with the real estate community, all aimed at making every franchisee a success story.

WAFFLEmEISTER
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Here is a unique opportunity to set up a franchised 
restaurant business with a strong brand in a niche 
sector with strong potential in specific locations 
within the UK. The need for a fun themed restaurant 
serving great food has never been stronger in this 
growing sector.

My Old Dutch started in 1958, so with a tried and 
tested menu, we have developed a robust business 
model and have an ever-expanding list of satisfied 
repeat customers. We now wish to share this model 
with a select group of dynamic people with food 
and beverage operating experience, by offering the 
franchise in a number of selected locations.

We have already received interest in My Old Dutch 
franchises, but we would like to make sure that we 
have only the best people partnering in our brand. If 
that sounds like it could be you, let us know as soon 
as possible.

mY OLD DUTCH

The Gallone’s Ice Cream Parlour business has been built on almost 130 years’ of experience in the ice cream industry, and the latest 
development in their impressive history is the Ice Cream Parlour.

As manufacturers of ice cream Gallone’s have run tours of their factory for children and schools for years. With the opening of their 
Parlour in Northampton an obvious development was to offer Parlour Parties where children, and even adults, could design their 
own ice cream flavours and sundaes and even see some of them being made. This has been so successful that bookings run up to 
four months in advance.

Demand in the ice cream sector has never been greater and Gallone’s are set to open a further five parlours this year and even more 
pencilled in for early 2017. As a Gallone’s Ice Cream Parlour franchisee, not only will you be able to offer the fun that is our business 
but your parlour will have built into the design its very own factory where party attendees can create flavours and the party host 
gets to make their own ice cream creation for their friends to eat and enjoy.

gALLONE’S
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BUSINESS proFILe

Hotcha has cause to celebrate with the news that it has 
recently signed a 10-store deal in the Liverpool and Cheshire 
area with two highly experienced multi-unit franchise opera-
tors.  Chris Wright and Keith Janion, two businessmen from the 
North West who ticked every box on Hotcha’s wish list: multi-
unit experience, food sector knowledge and a solid track record 
of building and managing teams that could deliver fantastic 
results in a competitive environment.

This latest move brings the total number of outlets in England 
to 20 and Hotcha aims to open another 22 sites in the next 
three years, which will see the company fulfil its ambition to 
become the first truly national chain of Chinese takeaways.

The company was set up in 2011 by London and Hong Kong 
restaurant entrepreneur James Liang, who has enlisted the 
help of former Dominos senior executives Andy Emmerson and 
Clive Mellor to ensure the brand reaches its full potential here 
in the UK.

HOTCHA

Owned by Spanish restaurant group Cacheiro, an experienced multi-brand restaurant operator based in Barcelona, 
this premium tapas bar concept already operates in three prime Central London locations - Soho, High Holborn 
and the City - with 4 more in development in equally prime sites. MasQMenos was created to bring Spanish 
gastronomy to everyone at affordable prices in a laid-back and friendly atmosphere, combining traditional flavours 
from first class regional produce with the comfort and speed required today. Alongside the tapas range, MasQ-
Menos offers Spanish salads and cocas (A Spanish tartine), paella, desserts, wines and cocktails and thus it is able 
to be relevant in any moment of the day.

Awareness and appreciation for the Spanish cuisine, combined with a highly systemized business model, makes 
this concept a front-runner. Another strength, from a property perspective, is that the business can operate with-
out outside extraction.

Having tested its format successfully and established the brand in such high visibility locations, in 2016 the brand 
is planning to roll out its franchise proposition both in the UK and internationally. Extensive support is available to 
its franchisees, from location selection to post-opening guidance and marketing, in order for every franchisee to 
replicate the financial success achieved by the company owned stores.

mASQmENOS



HOW TO CHOOSE THE  

Deciding that you want to start your own business is a major step for anybody and when it actually 
comes down to taking that leap there are very few that do so. Many people will be scared by the 
thought of giving up their job or their lifestyle in order to invest in a business of their own, whilst oth-
ers simply do not have the disposable income to do so. If, after looking at all of the options you do 
decide to take the step and begin a business then all you have to do is choose the one that is right 
for you. Sounds easy? Well actually it can be the hardest choice that an investor has to make.

CHOOSING A FraNChIse

RIgHT FRANCHISE
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CHOOSING A FraNChIse

Over the coming pages of this feature we 
will look at the franchise market and look 
at the things that you need to consider 
when it comes to choosing a franchise 
that will fulfil your needs and suit your 
ambitions.

First things first you need to decide the 
sector that you wish to operate in and 
why you want to do so. In the UK, the 
franchise market is split into six different 
areas and choosing where you want to 
form a business can give you plenty of 
clues about the future of the business and 
how the risks compare within each area of 
the market. Roughly speaking the six ar-
eas are as follows and their market share 
is given in brackets as a percentage after.

Personal Services – (23%) Personal train-
ers, pet grooming services and private tu-
toring are all part of the personal services 
industry.

Hotel and Catering – (22% of all UK 
franchises belong to this sector) this sec-
tor includes, hotels, coffee houses, QSR’s, 
restaurants and pubs.

Property Services – (17%) estate agencies 
as well as maintenance, cleaners and gar-
deners feature in this area of the franchise 
market.

Business and Commercial Services – 
(16%) Including accountancy, recruitment, 
printing and the supply of training and 
office products.

Store Retailing – (14%) Examples of these 
types of business include furniture cen-
tres, clothes shops and travel agencies.

Transport and Vehicle Services – (8%) 
This sector covers those we rent or repair 
vehicle and couriers.

With this data in mind it is clear to see 
how the market is divided and indeed 
over the last five years only the two at the 
top of the list, personal services and hotel 
& catering have seen growth. Other areas 
are in decline.

The world of franchising can be some-
thing of a minefield and after deciding to 
take the plunge and invest in a franchise 

the first thing to do is to determine your 
sector. As you are reading this it will more 
than likely be that you know which sector 
you want to be in. Food. 
Something that we have touched on 
in the past is the idea that if you are a 
‘foodie’ then you are not going to be inter-
ested in a gardening franchise or chimney 
sweeping for example. This is because 
although they are safe, profitable options, 
if they are not your passion then how can 
you guarantee that you will put 100% 
into them? Failure to do this is proven 
to reduce results and a large number of 
those who do not invest their time as well 
as their money will increase the risk of 
failure.

When making our choice on writing fea-
tures like this we have to choose the ones 
that best fit the needs of our audience, 
just like the franchisees should be doing 
when it comes to running a business that 
suits theirs. With that in mind we will re-
fer to the hotel and catering side of things 
and look at how those looking to enter 
the food and drink market do so due to 
their passion for the products.



50    |    FOOD FRANCHISE     SPRING 2016

With a passion for food and the decision 
to go into that part of the market there 
are a few questions that you need to ask 
yourself. First of all what do you want to 
get out of the business and how much are 
you willing/can you afford to invest.

Food franchising as a whole has seen a 
rapid growth over the years with more 
and more realising the safety in the sector 
that people are always going to have to 
eat. Other niche franchises such as clean-
ing services, car valeting and chimney 
sweeping can all be easily replicated and 
are therefore not seeing either the growth 
or stability within franchising as a whole.

The first thing to think about when choos-
ing a food franchise is you as a candidate.

You must consider the skills that you have 
and what you are good at doing as well 
as what you would like to do. There must 
be a consideration for your finances, your 
commitments to family life or a second 
job and also whether or not you can 
pledge the considerable time that it takes 
to set up and run a business.

Food franchises as a whole will largely be 
consumer facing so if this is something 

that you are not comfortable with then 
this might not be your best option. When 
you opt for a food franchise or indeed any 
business you become an ambassador for 
that brand, if you are not happy with your 
choice this could have a detrimental effect 
on other franchisees who have invested. It 
is for this latter reason that the process of 
buying a franchise is a thorough one.
Going into an industry or brand that you 
have previously worked in is often seen as 
a big plus and is one of the many things 
that a franchisor will consider before 
deciding if you are the right choice for 
them. It is important to remember that 
franchising is a two way process and both 
parties are putting something on the table 
whether it be the business or money.

Franchisors will also consider your back-
ground, so it is best to be transparent with 
any other business interests, and financial 
reasons why you may not be suitable or 
any family commitments that could harm 
you running of the business.

When it comes to what you want to get 
out of the business you have to look at 
your personal situation, goals and the role 
that you want to play. If you are simply 
looking to make money then you will want 

a business that has a proven record, a 
full set of accounts and a strong trading 
history.

If you have a family and want to work at 
home or if you need to be flexible with 
your time, then it might be best to open a 
business that you can run the admin side 
of from home or maybe choose a mobile 
franchise where you can choose your 
hours and your location. 

Researching the market is another key 
factor when it comes to choosing a food 
franchise. You may have settled on the 
fact that the food and drink industry is 
the one within which you would like to 
operate but you must they decide on the 
product. Some areas of the market are 
often considered ‘saturated’ with cof-
fee shops and sandwich shops but this 
doesn’t mean that there isn’t room. In fact 
the reason for this is because some of the 
biggest names in franchising are at the 
hem of operations that include hundreds 
or thousands of store and there for have 
a better brand presence. If you are not 
looking to join a big, established brand but 
want to compete then it pays to do your 
own brand comparison.

CHOOSING A FraNChIse
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By looking at the growth forecasts of 
multiple companies, their revenue, any 
information that may be available on the 
stock exchange and their plans for the 
future, you may be able to find a business 
that is suitable for you.

Growing or new brands often use active 
marketing strategies such as advertising in 
magazines and online, they will use these 
spaces to highlight their opportunities and 
pass on further information. This is a clear 
indication that they are planning growth 
and willing to talk. Many other franchises 
will be represented at trade shows and 
by visiting these stands you can pick up 
information packs and speak to those 
directly involved in the franchise process.

When you finally settle on a franchise that 
you would like to join and be part of then 
you must look in depth at the opportunity 
that they present. This process is the due 
diligence stage of becoming a franchisee 
and requires you to look at the support 
that you will receive from the brand as 
well as the daily running of a store and 
what it takes. It is ask a chance to assess 
the control you will haver, the people you 
will be working with and any ongoing fees 
that may be charged. You can also go and 
speak to the people who have done what 
you are trying to achieve, the current 
franchisees. 

One note on the final point is that fran-
chisors will often point you in the direc-
tion of case studies or give you the details 
of those in the industry who have a similar 
story to you. This is a useful tool but it 
could also be part of a sales strategy. In 
this instance it is advisable that you try 
and make contact with another franchisee 
directly. Doing this could be time consum-
ing as they have businesses to run but in 
the end you may get a better service and 
answers.

When it comes to researching the  
business it may also to pay to look at the 
franchisor. By asking questions relating to 
their experience, background and their in-
put in the business development you will 
break beyond the obvious passion they 
have for selling the business. Many fran-
chisors will be easy to read when faced 
with difficult questions, you will be able to 
gauge their belief in the product and the 
opportunity with which they present.

As a prospective franchisee you will be 
expected to question whether or not the 
franchise in question have turned down or 
lost any prospective franchisees, they may 
not choose to answer the question but it 

may give you a few clues to the offering.

Financing a food franchise is one of the 
key areas to think about when planning an 
investment and there are many variables. 

Levels of investment range greatly from 
smaller amounts, that you may already 
have available, to larger amounts that 
you may need a bank loan for. Assess and 
understand, from the beginning of your 
process, what you can afford to invest and 
how much you are prepared to borrow – 
and remember to consider working capital 
requirements while your business is 

establishing itself and may not be turning 
a profit. A good starting point can be to 
evaluate your net worth.

Pay close attention to the returns that the 
franchise will generate for you (ensure 
those figures are based on verified, his-
torical trading figures of existing outlets), 
making sure the business can support 
your lifestyle. Do this before you fall in 
love with something that you cannot af-
ford or that cannot support you or your 
family.

There are a host of professional advisors 

CHOOSING A FraNChIse
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accredited by the bfa that specialise in 
franchising, including consultants, ac-
countants, solicitors, banks, franchisee 
recruitment consultants and even media. 
They are invaluable in making sure that 
you are taking the right steps and don’t 
miss any vital information. This is particu-
larly important when reviewing the fran-
chise agreement - you must get it checked 
by a franchise solicitor before signing it. 

It is best to consult these teams rather 
than your usual bank manager so that you 
know what you are committing to.

It is vital that you take your time in this 
process, not somebody else’s. Make sure 
you assess and re-assess everything as 
part of your research before you fall in 
love with a concept and a dream – you’re 
parting with your hard-earned money and 
making a commitment for several years 

(usually five at a time, sometimes longer), 
so it’s essential to be certain rather than 
making an expensive mistake. A good 
franchisor won’t pressure you into a deci-
sion, they understand the level of under-
taking required and want serious people 
to join their network.

If you have any doubt in your mind, then 
you haven’t done enough research. Your 
decision to invest is a long-term commit-
ment so you will have plenty of time to re-
flect on a mistake – try not to make one!

Before making your decision, it helps to 
answer the following questions in your 
mind. 

WHAT IS A FRANCHISE? 

When it comes to franchising and espe-
cially food franchising there are a few 

things that you need to do in order to 
choose the right one for you. The first 
questions are what is a franchise and why 
enter the franchise market?

A franchise is essentially a lease for you 
to operate a business that is already open. 
This offers some security for the investor 
as in order to offer the franchise as an 
opportunity, the franchisor must have a 
model that works. Their business will be 
open, trading well and showing a good 
profit. It will also suggest to the franchisee 
that there is a demand for a product or 
service.

The franchisor will set up a franchise 
package and set out the price they would 
like for the rights to open one of their 
franchises. This will come with a contract 
and an itinerary of items that the fran-
chisee will receive and may also include 

CHOOSING A FraNChIse
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details of a geographical area in which the 
franchisee can operate. 

WHY WOULD SOmEONE 
CHOOSE TO BUY A FOOD 
FRANCHISE?

The main reason that a franchisee will 
choose to operate in the food and drink 
industry is that it is the fastest growing 
sector of the market. Food and drink are 
seen by today’s consumers as a neces-
sity. Consumers are willing to spend more 
money on products in this area and as 
most franchises offer a quick service style 
of service these businesses are very ap-
pealing.

WHAT mARKET RESEARCH 
SHOULD YOU CONDUCT 
AHEAD OF OpENINg?

Before launching yourself into any busi-
ness it is important that you conduct all 
of the relevant checks. You must look at 
the business and your individual targets 
and decide what you want to get from the 
franchise. This leads you to the market 
research stage of choosing a franchise.

Experts and industry research will high-
light the size of the market, and it will give 
you a better understanding of whether or 
not the franchise that you are going into 
is big enough to meet your requirements, 
and that there is enough room for you 
desired growth.

IS THERE A STRONgER  
CONSUmER DEmAND FOR 
THE pRODUCT?

One of the things that all franchisees 
must consider is whether there is a strong 
consumer demand for product. In the 

food and drink industry as we previously 
mentioned there is this necessity to buy 
food and drink quickly on the go that can 
be consumed at any time. For that reason 
and the fact that many consumers have a 
larger disposable income food and drink 
a very popular businesses. Evaluating the 
demand for products such as coffee and 
sandwiches is easy. If you therefore take 
a look at the franchisors plans, and as-
sess any potential growth that may come 
from the markets you should be in a good 
position. When it comes to choosing your 
food franchise, you should always have 
the aspirations to increase the size of your 
business, this can only be done, if demand 
is high. There must also be some secu-
rity for the franchisee they must be able 
to negotiate an exit it from the market 
should consumer demand cease. 

Now, as all franchisors will be aware, a 
franchisee exiting the business can have a 

CHOOSING A FraNChIse
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detrimental effect on their operation. The 
franchisor will not want the franchisee to 
exit the business, but will instead try and 
encourage growth and helped to adapt 
the current model in order to ensure their 
business needs are met.
 

WHAT IS THE COmpETITION 
LIKE IN THE mARKET?

Assessing the competition in the market 
is vital, making sure that your business will 
stand up against others can be the  
difference between success and failure.

Conducting good market research means 
that you have the best chance of success. 
As the investor you need to go to your 
geographical area, and assess whether 
your franchise will be threatened by 
multiple units offering similar products, 
at a similar price, during similar trading 
hours these two points run hand-in-hand, 
as there are many out there who suggest 
that certain markets especially Food & 
Drink saturated.

 There is often a view that almost every 
high street has franchised coffee shop, an 
independent coffee shop or food to go 
option for coffee products. This means 
that the availability is high, so you have to 
ensure that you can stand out from the 
crowd.

The best way to stand from the crowd 
is to choose an offering which in itself 
stands from the crowd. Franchised units 
offer this, they have the branding to make 
sure the consumer recognises the quality 
of the product, and feels that they are 
paying a fair price for this product.
 
HOW DOES ITS QUALITY 
COmpARE TO THE  
COmpETITION?

Comparing quality is very difficult, if we 
continue to look at the theme of coffee 
shops there is much to suggest that fran-
chise coffee units offer a mass produced 
coffee with high margins for both the 
franchisee and franchisor.

 Independent coffee shops pride them-
selves on the use of technology, addi-
tional beverage making equipment, and 
service. There is often a more personal 
touch in an independent coffee shop. 
This however is something that the major 
chains have worked on, all you have to do 
is look at the Starbucks theme of writing 
the names of their customers on the cup, 

CHOOSING A FraNChIse



SPRING 2016     FOOD FRANCHISE    |    55

Costa’s is excellent use of social media 
and promotion, and the sheer volume of 
franchised units operating under their 
respective brands.

If this clears up the debate between the 
independent and the franchised unit then 
that just leaves us with one problem. The 
franchisee then has to choose between 
the major brands, they must decide which 
of those coffee retailers offers the best 
return on investment, the best potential 
for business, and which meet the demand 
of the consumer whilst not being affected 
by other franchised units in the area.
 
What financial questions must an indi-
vidual ask before buying food franchise?
There are a number of financial questions 
that an individual must ask themselves 
before they embark on buying food 
franchise. 

They must not only be able to raise the 
capital required to actually undertake the 
investment, but they must make sure they 
have the funds in place to actually operate 

the franchise. 

We will touch on working capital a little 
further on in this piece, but in essence the 
commitment of time and perhaps giving 
up a career or other job to embark on 
franchising means that all business own-
ers or new investors must be financially 
secure. 

Once you have decided on the franchise 
which you wish to operate you must look 
at the whole financial plan of the busi-
ness. You must ask yourself whether it is 
possible to secure the initial investment 
and for you to maintain your current life-
style and that of your family or other de-
pendents. If the franchisee is satisfied that 
they can raise the funds then embarking 
on franchising can be a worthwhile and 
profitable investment.
 
WHAT IS THE TOTAL COST 
gOINg TO BE FOR YOUR 
FRANCHISE?

This is a question that all franchisees must 
answer. They must look at the complete 
package, and decide if there is sufficient 
room for making a profit. The total cost 
of the franchise will be laid out by the 
franchisor in the marketing plan all their 
recruitment policy. 

The franchise all be looking for a certain 
type of investor, who can meet their 
guidelines, and who can operate a busi-
ness which will in turn see them realise 
the potential of their business. These 
business owners may decide to add to the 
contract that you as the franchisee open 
multiple sites this is a way for them to ex-
pand their business, and for them to see a 
greater return on their initial investment. 

The time that they have invested into the 
business, the plans making it an attractive 
proposition, whilst maintaining their own 
company lead stores would be classed as 
their initial investment. Understanding 
any further commitments aside from the 
initial fee is something that all franchisees 
should look at. 

CHOOSING A FraNChIse
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They must determine whether or not 
they can meet the repayments make the 
business profitable, and a dear to the 
marketing or additional fees that they are 
responsible for by undertaking a franchise 
agreement.
 
HOW DO YOU pLAN A  
BUDgET BEFORE OpENINg A 
FREE FRANCHISE?

When it comes to planning a budget for 
your investment, you must consider two 
aspects of financial planning.

Firstly you must make sure that you have 
the liquid capital required to open one 
of these businesses, this means that you 
must either through personal savings, 
Private investment, or bank loan, be able 
to raise the funds. 

Secondly you must also look at your 
personal life, and the effects that mak-
ing an investment may have on you your 
family or other dependents. Realising 
the initial fee of the franchise is one 
of the first things that people do when 
they look to choose the franchise model 
that suits them. They will make sure that 
the amount of money they can raise or 
borrow will cover the initial franchise 
costs, the set-up fee, any legal advice or 
financial advice that they may need, and 
of course the funds to start trading by 

buying stock or any promotional material 
required.

 HOW DO YOU ASSESS THE 
WORKINg CApITAL THAT YOU 
WILL REQUIRE TO OpERATE A 
FRANCHISE?

Working capital is something that we 
often talk about in this publication, we 
often, as is the case with most business 
advisors try to grasp the concept of work-
ing capital.

 Just because you have decided to open a 
franchise whether that be a food franchise 
or any other form of franchise led busi-
ness, it does not mean that you can start 
trading immediately and that you won’t 
have any other outgoings to consider.

 Most franchisors in the food sector of the 
market will sell you the products ingredi-
ents and items required for you to then 
sell in order to make a profit. You need to 
consider stock levels any additional mar-
keting and how you plan to fund the busi-
ness, as well as having emergency funding 
in place should financial stress occur.
 
WHAT ARE THE HIDDEN 
CHARgES THE pROSpECTIVE 
FRANCHISEE mUST LOOK 
OUT FOR?

No franchisor will want their franchisees 
to struggle, after all they are in the busi-
ness of improving their own model. They 
would like multiple units to open in their 
format in order to give them the greatest 
return on the initial business. 
With all of this in mind they often put 
in place legal contracts, these contracts 
will highlight a number of costs to the 
franchisee over the duration of owning 
the business. 

These so-called hidden charges may be in 
the form of a marketing fee, whereby all 
of the franchisees of a certain business 
pull a certain percentage of the profits 
into one large part for national or interna-
tional marketing. 

This could be the upkeep of social media, 
the writing of blog posts on company 
website, newspaper or television adver-
tising, or campaigns in the written press. 
This marketing cost will be laid out as a 
small percentage but it is important that 
the franchisor may decide to alter the 
amount they require from the franchisee 
from time to time. 

This could be due to a number of reasons 
such as the rates of advertising rising, or 
because the main company are targeting 
more lucrative or premium spots of adver-
tising, whereby a greater presence is seen. 
Adverts in this sector are often twofold 
firstly they are to recruit new franchisees 

CHOOSING A FraNChIse



SPRING 2016     FOOD FRANCHISE    |    57

as a business to business advert. They are 
also used in the B2C sector. This is where 
the business advertises their products to 
the wider consumer market. The main dif-
ference between an independent business 
and a franchise business is that brand is 
everything.
Making sure that you have a recognis-
able presence in the market, as a market 
leader, you will ensure the growth of both 
your business the franchises business 
and that of other franchisees who have 
invested in the business.
 
HAVE YOU REVIEWED THE 
FRANCHISE AgREEmENT 
WITH AN INDEpENDENT  
LEgAL ADVISOR WHO  
SpECIALISES IN FRANCHISE 
LAW?

 If you were to buy a new car, it would be 
questioned as to whether the best way 
forward is based on your own knowledge 
or that of an expert. 

It is clear that you would go and see a car 
dealer or somebody who has experience 
in selling motor vehicles. So why should 
franchising be any different then. 

Going to speak to a franchise special-
ist or a legal adviser who has a specialist 
viewpoint on franchise law is one of the 
most important things you can do when 
choosing a food franchise. 

They will give you that in-depth knowl-
edge of franchise agreements I’d let you 
know exactly what the franchisor expects 
from you as their investor. 

They will highlight any possible areas that 
you may have missed in the contract, and 
will give advice to ensure that you are 
making the correct business decisions. As 
it is their business to advice on such mat-
ters, it is not within their interests to give 
you a false view on the matter. 

They will pass on everything they know 
about business and highlight any future 
expectations that you may be subject to. 
Undergoing a strict review of the contract 
lets you know your entitlement as a fran-
chisee, as well as how you can progress 
as a franchisee under the model in which 
you invest. 

The main thing in the contract that you 
must look at is your geographical pro-
tection, as a franchisee you will want to 
know that nobody else no matter how 
great their investment can operate in your 

region. 

This will allow you to have the protection 
you need to ensure that your business is 
not subject to the threats of somebody 
who may have a larger cash pool or who 
may have more experience in running a 
franchise operation. Another important 
thing to think about is your requirement 
to open more stores over a certain time 
period. 

If you have a single unit franchise agree-
ment in place then that is exactly what it 
is a single unit is required from you as the 
operator. Making sure that there is room 
for multi-franchised units is something 
you can add on at a later date but make 
sure that you are not tied to a multiunit 
franchise if that is not your desire.
 
HOW DO YOU FIND A  
SUITABLE pROpERTY FOR 
THE FRANCHISE?

When it comes to choosing a property 
you must first of all decide on the area 
in which you want to operate and the 
area in which you are allowed to operate. 
Franchisors will know what works for their 
model, so they may guide you to a certain 
site or a certain area of the city you are 
planning to open it. 

They will also guide you as to the  
requirements required of the building. For 

example some businesses can trade under 
A1 licenses whilst others are not subject 
to similar limitations.

WILL THE FRANCHISOR HELp 
YOU WITH THIS?

Yes, in truth the franchisor should help 
you with this although it is up to you to 
decide where you would like to operate. 
This is often the decision that you made 
as to whether you invest or not, making 
sure that there is room for your business 
in a certain area. 

In conclusion choosing a food franchise 
is a very difficult decision. Once you 
have decided that you are entering the 
market you must criticise and scrutinise 
every aspect of the business. Getting the 
investment right will have a huge bear-
ing on your personal life and exiting the 
market can be a long difficult process so 
you don’t want to be trapped. The advice 
from the experts seems to be that taking 
a logical

If your heart is not in a franchise or a 
concept then the franchisor will know this 
and they will most likely refuse your in-
vestment. After all it is their business and 
they will want to make sure that they are 
protecting your interests. The franchisee 
must impress the franchisor and encour-
age them that they can represent the 
brand in the best possible way. 
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BE INSPIRED 
The art of being a successful franchisor or franchisee is to find a model that has a high consumer 
demand but to make sure that you stand out from similar businesses in your market. One such 
company who have done this is Wrapchic. Their unique menu that brings together wraps and 
Indian cuisine has proved hugely popular since the first branch opened in 2012.

BE INspIreD
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In this issue of the magazine we hear 
where the inspiration for the brand came 
from and how the business has grown 
from a single, company owned site to 
one of the fastest growing food franchis-
es in the country.

We spoke to the managing director and 
founder of Wrapchic, Mahesh Raikar, as 
well as outlet manager, Craig Decent, 
about their differing roles in the business, 
their backgrounds, how they operate the 
business, where the concept came from 
and what the demand for the franchise 
has been like.

Speaking exclusively with Food Fran-
chise Mahesh told us that he had been 
in the food industry for the last 20 years 
and initially worked over in India. He 
said: “I had a business over in India and 
it was going really well. I decided that I 
wanted to expand and focus on the UK 
market so I sold it before coming over to 
the UK and taking a role with the Com-
pass Group. 

“That’s also kind of a strange story really, 
as I started as a cashier but as the busi-
ness grew and I got more experienced 
I became a business adviser at national 
level. 

“I was exposed to great street food but I 
still felt that Indian food was not repre-
sented well enough, so I decided to start 
with Wrapchic.”

Craig also had an interesting and inspir-
ing story. His career began over 30 
years ago when he took up a role with 
ARA (now Aramark) at the age of 25, he 
worked his way up and then went to an 
operations role with the group behind 
Wembley. He ran the bars and food 
outlets at the national stadium as well as 
Wembley Arena and the events centre.

Speaking to Craig he told us: “I really 
wanted to be my own boss, I’d gathered 
a huge amount of experience and set 
about opening up my own deli. Another 
soon followed and we had a really good 
reputation in the area.

“I then took to the contract catering side 
of the market and before long we had 
managed to build up a business oper-
ated by 200 staff over 26 different sites.

“I then had a really tough time, I had a 
bad boating accident, losing my left eye. 
It led to me taking a few years out but I 
soon returned and opened another deli. 

“This time we were fortunate enough to 
win a nationally recognised award for the 
Best Continental Deli in the UK. Things 
were going well until a Waitrose opened 
up next door and we went quiet over-
night. I closed the business and that’s 
when I saw Wrapchic. I met with Mahesh 
and within 20 minutes I had been given 
a job.

“I can honestly say that in all my time 
with the business I’ve never seen a 
business like it. The products are quality 
and great value for money and we have 
people commenting everyday on the 
authenticity of our food.

“My role now is as an outlet manager but 
I bring my experience to the table and 
help to train all of the new franchisees. 
I’ve just been working with the new fran-
chisee for Dubai, helping the team learn 
all of the Wrapchic processes.”

We again spoke to Mahesh and Craig 
about the market and what develop-
ments he has seen in terms of the rise of 
the food franchise.

What makes wraps so popular 
at the moment? 

MR: “Well you only have to look at what’s 
happening on the High Street, the tradi-
tion for fast casual food is high and we 
wanted to have a versatile and experi-
mental offering. 

“We want to look at flavour combina-
tions and obviously to specialise in 
Indian food. There are some brands out 
there like Wrap It Up! who concentrate 
on world flavours but we wanted to re-
ally focus on our roots in the traditional 
Indian foods.

“I did have a business over in India and 
have been in the industry for nearly 20 
years so it made sense to come to the 
UK marketplace. We also wanted to offer 
an item that people could grab quickly 
that would satisfy them for the full day.

What are the current trends in 
the market?

MR: “Well with us it’s all about flavours 
and convenience but I’d say flavours  
really are the top priority. As people travel 
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more and experience new and interest-
ing combinations they want to have that 
food is part of their lunchtime offering. 

“To be on trend in London you have to 
compete in the £5 lunch market, we re-
ally feel that we can achieve this and also 
feel that we offer superior quality not just 
the convenience. 

“The trends in the market in terms of fla-
vours means that we see popular items 
like a chicken madras turned into wrap. 
We’re innovators and we brought Indian 
food to the grab and go setting.”

CD: “The trends are flavours of the world 
being made in front of you and quickly. 
Indian food was seen as something that 
you would take a family out for and the 
spend per head would be very high. Now 
we see people coming in and buying 
great food to go or even in some cases 
getting free meals for their kinds under 

our family dining scheme. All they have 
to do id buy a full adult meal. It is pos-
sible to feed a family of four, (two adults 
and two children) for around £12!

“We are making great food accessible.”

Why did you choose to open a 
wrap business?

MR: “Sandwiches have always been a 
mainstay of the British lunch market and 
over the years have seen different breads 
and styles used in the UK, we knew that 
wraps would be hugely popular and to 
be fair there are not many people the use 
of Mexican style of eating and blend it 
with the various flavours of India.”

CD: “I choose to join because I could 
see that there was a gap in the market. I 
just with that it was my idea. The food is 
fantastic and we have people come back 
time and time again. It’s great.”

What makes Wrapchic such a 
great franchise opportunity?

MR: “Really it’s just being unique in the 
market, we’re the only one who does this 
and people now recognised that we’re a 
big brand in the market. 

“We know that people want to try dif-
ferent foods every day so we’ve got no 
problem with operators such as Pret and 
Eat being in our marketplace too. 
“We know that if they go to one of those 

venues on a Monday, or Tuesday, then 
we might pick them up later in the week 
and people will try something they really 
want, and ultimately they step away from 
the norm.”

CD: “Consumer demand for great tasting 
food and the fact that there is a queue 
outside every single day. The business is 
out there and for the right person we can 
really move forward together.” 

Why did you start in franchis-
ing?

MR: “We started back in July 2012 with 
the first site. Just a few short months 
later in September 2012 we paired with 
the Compass Group to open our first 
franchise site. 

“Everybody seemed impressed with the 
offering and the customers soon started 
piling in. Now we’ve got 12 sites and it’s 
a real mixture of franchise owners. 

“We currently have four franchisees in 
the market and they’re all making a suc-
cess of their individual businesses we 
also have the support of Compass and 
the company led stores. This puts us in a 
really great position.”

How has the initial round of 
franchising gone?

MR: “It’s going really well. There has 
been a really good uptake in franchising 
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at present we have two sites in develop-
ment in Leeds and Glasgow we have 
a Sheffield site opening in May as well 
as first-ever international store in Dubai 
which will also open at the tail end of the 
month. 

“Following that we’ve got a Marylebone 
opening in June and by the end of 2016 
we hope to have six more sites taking us 
to 18 in total. We take inspiration from this 
growth every single day what started out 
as a single unit has now transpired into a 
real business, where franchisees can see 
the benefits of investing and we can see 
the business grow as well as the brand. 

“We were really hard day in day out from 
franchisees to the guys here at head office 
and were proud of how the business is 
blossomed.”

Aside from the aforementioned 
sites geographically where are 
you looking to expand?

MR: “Well really it’s all about nationwide 
presence, we are looking at big cities be-
cause we believe that the footfall is there 
and that the consumers are there to help 
us grow the brand. 

“Initially we looked to sites in Oxford and 
Cambridge but we also looked at all the 
major cities such as Newcastle in the 
North-East and Manchester. 

“Of course there will also be plenty more 
company-owned sites, the two that I men-
tioned earlier Sheffield and Marylebone 
will be owned by ourselves, but we’ve got 
the balance just right and we’re taking on 
franchisees to open other units.”

What made you choose a fran-
chise model over running an 
independent business? 

MR: “Well really it’s all about spreading the 
wealth, we had a really good opportunity, 
we took it to market and we want others 
to get involved and to earn money of their 
own, through a model that is proven.

“We are so passionate about what we do 
and we really believe in it we think that 
there is a good model there and that we 
also offer security of franchising. 
“One the main selling points is that we 
now have a central kitchen based in 
Solihull, this means that we can deliver 
quantity and quality every time.”

BE INspIreD



62    |    FOOD FRANCHISE     SPRING 2016

NATWEST / BFA REPORT

Regular readers will know just how many opportunities there are in the franchise market, 
especially in the food and drink sector. Indeed the area in which this magazine operates 
is one of the most dynamic areas of the UK business market and is a sector that is seeing 
fast growth. Every so often we get our hands on research that will highlight this growth. 
One of the best pieces is the latest BFA/NatWest survey.  Since receiving it we thought 
that it was only right for us to go a little deeper behind the numbers.

NATWEST / BFA  report

RISE OF THE FRANCHISE
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Franchising on the whole in the UK 
is in good health, there are plenty of 
investors looking to buy the rights 
to a franchise and as always with the 
food and drink industry there is a real 
passion for businesses in the sector. We 
often hear from franchisors, that there 
are plenty of people showing interest 
and that they are inundated with 
applications. The conversion rates for 
those applying and those successful in 
securing a franchise can vary but in the 
end we are seeing a rise in those who 
can take on a multi-site franchise deals 
and help a brand grow.

The survey conducted by leading UK 
bank, NatWest, and commissioned 
by the British Franchise Association 
(BFA) is the 30th such survey amongst 
franchisors and franchisees in the 
UK. Conducted at the end of 2015 
the survey highlights the overall 
performance of franchising and its 
contribution to the UK economy. It 

also looked at possible expansion and 
how international influences mean that 
we are taking our ideas abroad and 
bringing others back. On the whole it 
is an exciting time for the businesses 
involved, so let’s take a deeper look.

Franchising in the UK is big business, 
and the amount of money that it 
pays into the UK economy is huge. 
Throughout this publication we often 
explore the various channels that 
new investors seek to get involved 
with, in order to boost their earnings. 
Franchising is increasingly seen as an 
attractive route to starting your own 
business. It offers those who do not 
currently have a business of their own 
the chance to operate under a tried and 
tested model. 

In the UK alone, the franchise sectors 
annual turnover is substantial. 
At current estimates thanks to 
the NatWest report, the industry 

contributes over £15 billion into the 
economy. Options in this industry are 
vast also with nearly a thousand brands 
operating as a franchise, and when you 
look at these businesses you can see 
that there are nearly 40,000 outlets 
currently operating. These outlets have 
helped employment figures over recent 
years especially post-recession. There 
are now well over 620,000 employees 
in the franchising sector and over half 
of those are in full time employment.

This employment figure equates to an 
increase of 70% over just the last 10 
years. To put these facts into some kind 
of context, 20 years ago the industry’s 
turnover stood at around £5 billion, 
with less than 400 brands in existence 
in the UK. The number of stores was 
also significantly lower, somewhere 
around the 8000 mark. Since then we 
have seen franchising come of age and 
is the ideal way for a brand to grow.
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Aside from helping the brand to grow it 
also allows individuals a route to market 
and a route to being their own boss. 

When you decide to become your own 
boss there is something of a leap of 
faith in terms of choosing the business 
you’d like to operate, funding that 
business and actually opening to meet 
consumer demand. Franchising offers all 
of this and it is no surprise that over the 
two decades since these reports were 
first filed that franchising has grown 
astronomically.

When it comes to breaking down the 
data and looking at the attractions of 
becoming a franchisee and why this 
boom has been so prevalent there are a 
few areas that we must look at.

First of all a proven brand helps 
franchisees meet potential. It allows 
them to operate in a market that has 
already seen a plan laid out before it. 
Consumer demand in certain areas 

means that the opportunities are there 
and all the franchisor has to do is 
allow the franchisee to operate in their 
market space and increase their brand 
presence. 

Another attractive reason for going into 
business with a proven brand is that 
the processes and structures required 
to run the business are already in place 
and this is proven by the franchisor 
through their company lead stores. 

These businesses also offer the 
complete training that you need 
to launch the franchise as well as 
the ongoing support, knowledge, 
sales, marketing, PR and business 
development expertise that you may 
need. There is also something of 
exclusivity around the franchise in that 
if you can secure a certain area of the 
UK market in which to operate then 
there is room to be successful.

HEADLINE FIGURES

So when it comes to looking at the 
headline figures we’ve already said that 
franchising contributes £15.1 billion to 
the UK economy an increase of 46% 
over the last 10 years and a further 
10% since the NatWest survey was last 
conducted back in 2013.

We also touched on the number of 
people employed in franchising and 
said that it had seen a 70% increase 
over the past 10 years. But some of the 
other figures that are coming out are 
even more staggering. One of these 
facts is that the number of franchising 
businesses has increased 14% in two 
years to 44,200. 

On average those businesses are also 
becoming larger as the sector blossoms. 
The average turnover of a franchised 
business in the UK continues to rise 
and now over half the businesses in 
operation claim an annual turnover of 
more than £250,000. This profitability 
is just one of the many indicators as to 
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why somebody would want to invest in 
a franchise opportunity. 

Employment figures per unit are also 
on an upper trajectory, one third of 
all business operated in this market, 
employee 10 or more staff meaning 
that there are opportunities and the 
potential investors can see the scope of 
the business and how busy one may be.
 As a publication that focuses on food 
and drink franchise opportunities we 
have to look to the hotel and catering 
sector of the report to find our details. 
If we just take the report on bare form 
it is suggesting that in the hotel and 
catering sector there are currently 
nearly 3000 units in operation and all of 
those tend to employ more people than 
others on the list.

We know however looking back at our 
data when we published the top 50 
food franchise opportunities during 
the middle of last year, that there are 

far more businesses than this with the 
likes of subway operating 2000 units 
themselves. 

We must therefore break the data 
down a little further to get a grasp on 
where our market is heading. Following 
the market show strong growth we 
currently estimate there to be well over 
190 food franchise opportunities in the 
UK. 

The majority of these are opportunities 
that are actively seeking franchisees, 
and you want to grow their business 
and brand not only here in the UK but 
further afield. 

Headline figures and areas where we 
can agree with the survey to other a 
record 97% of all franchisee owned 
units are reportedly profitable. 

This is a big positive for investors 
because the security of a high 

percentage win rate in terms of making 
money and ultimately a return on their 
investment is huge. Around 56% of all 
franchisees in the UK say they are quite 
a very profitable under the data taken 
from the NatWest survey. 

Something else to consider in this 
area is the fact that ownership 
changes in franchisee businesses 
are correspondingly low compare to 
other businesses around 4.6% of all 
franchisees decide to exit the market 
and this is much lower than other 
SMEs generally. The failure rate in the 
market is tiny in comparison with other 
businesses and franchising offers a real 
security to the franchisee.

Franchisee satisfaction with their 
franchisor has never been higher, 
around 91% of all franchisees operating 
in the UK so they are mainly or 
definitely satisfied with the operation 
and that they are also delighted with 
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the way the franchise or operates their 
business. 

This satisfaction level is a huge positive 
for those in the industry because they 
want to work for a brand they can trust, 
who has clear ideas, and who leads 
the way when it comes to operating 
in a role designed to fill consumer 
demand. Nearly 29% of all franchisees 
on the market are now multiple unit 
franchisees. 

This highlights the growth in the market 
and the fact that once you’ve invested 
your money and time into a business 
operating under a franchise there is 
a clear path to further opportunities. 
Somebody running an independent 
the options may not be there to open 
more than one site due to the time 
constraints of setting up and running a 
business. 

When you have something that is 
established you’re far more likely to 
want to roll out time and time again. 
Another positivity in the market is the 
around 80% of franchise brands in this 
country are actually UK owned and 
developed. This proves that the UK is 
not only a hub for business excellence 
but as a world leader when it comes to 
innovation and expansion. 

The idea of franchising as we’ve 
discussed before came from the US 
where geographically larger areas 
couldn’t be catered for by single 
businesses. 

These businesses decided to branch 
out and offer new territories for which 
other investors could operate from. 
Here in the UK we see more and 
more of this with people snapping up 
multisite franchise deals as well as 
geographical areas in which they can 
operate multiple sites from.
As franchising is now seen as the 
modern way of operating a business 
there are more young investors than 
ever in the sector and currently one 
in five franchisees who have launched 
their business since the last survey took 
place are currently 30 years of age or 
younger.

INVESTORS IN THE UK

When we looked at the 2013 report the 
country was very much in a recovery 
period. Following the economic 
downturn individuals seemed reluctant 
to keep their money in the banks. Many 
struggled to secure large investments 
for property and other had little or no 
faith in investing in the stock market. 
For this reason we saw a real trend 
therefore in the number of people 
investing in brands and looking to 
get a franchise of their own. This was 
great news as the largest companies in 
the UK grew at a significant rate and 
there were opportunities for smaller 
businesses to branch out and growth 
but with little investment of their own.

Fast forward to the start of 2016 and 
we are seeing a similar playing field. The 
investors are still there and there are 
a record number of people looking to 
get into franchising on some scale. As 
always there is some level of distrust 
with the banks and the stock exchange 
but on the whole investment levels are 
high. One thing in business that can’t 
be guaranteed is security, things such 

as the UK’s potential exit from the EU 
could have a big impact on the way 
businesses operate here. Early reports 
that some of the leading businesses 
and food franchises have pledged to 
vote to stay in suggests that these are 
businesses set to lose should we vote 
to exit. 

With this in mind a franchisor has to 
make informed decisions and make 
sure that they are looking at every 
angle possible before taking the 
plunge. Publications like this one and 
the survey should instil the confidence 
that the market is growing and that the 
opportunities presented are very good.

The latest survey estimates that there 
are 901 franchise systems operating in 
the UK this is down 29 units from 930 
in the 2013 survey. There is a reason 
for this however the BFA who along 
with NatWest conducted the survey 
decided that they wanted to include all 
of the active units and remove those 
that were no longer actively seeking 
franchise investment. 

Whilst this results in a net loss in 
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systems, something which may not 
reflect positively on the industry the 
actual number of units has increased 
substantially. 

As such this revision should not be 
read as indicative of a sector in decline 
rather it should be seen as an indication 
of a more mature sector of the market.

Going back to the US led market that 
we had back in 2007 prerecession 
around 75% of all businesses and in the 
UK operating under a franchises were 
British. Fast forward a few years and 
we find this figure rising to 81% we also 
see an increase in the number of mass 
the licensees in the UK and the total 
number of franchises this was based on 
a three-year rolling average. 

Over the last 14 years the BFA and 
NatWest have observed the market and 
a split their systems into six distinct 
categories the ones that we are going 
to concentrate on are in the hotel and 

catering category. This sector includes 
hotels, coffeehouses, fast food chains, 
and other food and drink premises. 
In this sector there are several big 
brands and according to the survey 
that a larger systems in the hotel and 
catering sector account over 7700 units 
between them.

 There are of course a number of large 
brands operating who’ve driven their 
growth but this is in addition to a small 
number of franchises with significant 
unit numbers are very low turnover 
levels. These businesses with small 
turnover or with limited stores reflects 
a low investment cost but does not 
necessarily reflect the limited growth 
potential per-unit or per franchisee. 
Indeed another way to highlight the 
growth in the sector is that since 2010 
has been 11% growth in the total 
number of sites operating as either a 
hotel or catering franchise. 

This 11% growth is second only to the 

19% growth that the personal services 
sector of the market has witnessed. 
Whilst the other four main areas of 
franchising store retailing, property 
services, transport and vehicle services, 
and business and commercial services 
have also seen significant losses. Indeed 
these figures are some of the main 
reasons that we came to market with 
this magazine as we saw a clear gap in 
the market and wanted to capitalise on 
this.

When it comes to the composition of 
the franchise industry we experience 
constant change. There’s been 
considerable growth in the larger 
multiunit franchisees and these 
account for a high proportion of total 
turnover unemployment totals in this 
environment. 

Hotel and catering have shown much of 
that growth especially in the fast food 
sector where a QSR is operating under 
a franchise is a key method of delivering 
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a number of major household name 
brands to the consumer. Franchise 
coffee has seen considerable growth 
over the last two years with major 
brands now using franchising is an 
active model to expand.

TYPES OF OPERATION

One of the key trends from the report 
was that the number of franchised 
units was on the rise yet the number 
of investors was not. This is because 
there is a large scale number of multi-
site operators. The strength of the 
businesses in the fast food sector 
means that many of the original 

investors choose to continue with store 
openings. In percentage terms the food 
and drink sector of the market is one of 
the most diverse.

46% of all franchisees in this area of 
the market just have a single site whilst 
54% have more than one. This is a 
significant swing and there is a one 
in five chance of franchisees opening 
another site over the next 12 months 
according to the survey.

GROWTH/CLOSURE

Last year the research shows that 
there were over 279 new franchise 

operations created in the UK 
marketplace. This is encouraging growth 
as it shows the franchisors and business 
minded individuals are constantly 
looking for gaps in the market which 
they can fulfil consumer demand with.

One of the areas that is cause for 
greatest concern in the business world 
but not in the franchising world, is the 
commercial failure rates in the industry. 
These rates are relatively small in the 
UK especially for SMEs. According 
to the latest data only 4.6% of all 
franchise units actually fail. The reasons 
for this failure might be commercial 
failure, dispute, the retirement of the 
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franchisee, ill health or other reasons.

In 0.3% of all franchise closures are 
because the opportunity has realised its 
investment. Therefore the franchisee 
will not seek to keep the business going 
forward as they do not feel like they can 
raise more profits. They either cease 
trading or renege on future franchise 
commitments and halt their openings.

FINANCE

Banks in the UK have typically favoured 
lending to franchise businesses over 
other standalone small businesses 
on the basis that they are much less 
likely to fail. This is supported by the 
established brand idea and that by 
following a proven system does actually 
work also increasingly franchise are 
successful ongoing concerns which are 
taken over by new owner rather than 

a business started from scratch. The 
average cost of a food franchise unit in 
the market is £136,000, which although 
slightly higher than other sectors it is a 
more profitable industry so the risk are 
outweighed by the reward.

The economic contribution of franchise 
in the UK which we’ve touched on is 
being £15 billion is a market increase 
since around 1984 when it contributed 
just £0.9 billion to the UK purse. 

The steep rises therefore directly 
related to the somewhat larger 
franchise businesses to operate on 
the market these are big players in 
the food world such as McDonald’s, 
Subway, Starbucks and Costa. We 
have talked about the individual units 
in the food franchise industry raising 
money and earning high profits, we 
have also touched on the fact that 

high proportion of businesses claim to 
turnover £250,000 per year. 

In the hotel and catering sector the 
disparity is even greater only 3% 
turnover less than £50,000 per year, 
23% turnover £50,000-£250,000 per 
year, 29% turnover between 250,000 
and £499,000 per year and 45% turn 
over more than £500,000 per year so is 
clear to see why these propositions are 
very attractive. 

Something else that is strong in the 
franchise market is the resilience and 
the levels of profitability over the years, 
even throughout the worst of the 
global recession in memory. Starting in 
2007, franchising has remained resilient 
only once recording less than 90% of 
franchise units being in profit. 

This year’s figures are particularly 
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strong with their behalf the franchisees 
reporting that they are highly profitable 
the first time this has occurred since 
2003. Indeed only 3 out of 338 
different businesses identified in the 
survey were marked down as definitely 
loss-making.

GEOGRAPHY

Franchising remains focused around 
the main UK cities with London 
represented by 18% of all franchised 
units in the food industry. This is 
however spreading out with Scotland 
seeing around 5% Northern Ireland 
2% in areas such as the North-West 
excelling with 10% of all franchise units 
operating there. 

As you would expect major cities are 
obviously a huge draw, where the 
population is higher and therefore the 
potential marketplace is also larger.

Aside from this geographical presence 
in the UK market many UK franchises 
also operate in Europe and beyond 
around 38% of them are awarded must 

the licenses or control of franchising of 
units outside the UK. 

Exporting to international territories 
can be broken down as follows 30% 
operate in Europe, 8% operate in the 
US and 17% operate in other locations 
worldwide. Those who are currently 
not operating internationally one in 9, 
or (11%) would consider doing so in the 
future. So then we have to look into 
this expansion on why certain markets 
aren’t being penetrated. 

Language barriers are often huge 
problem as is legislation in some 
countries. The lack of finance poor 
economic conditions, or the franchisors 
wish to expand steadily and slowly 
means some businesses don’t go to 
the other markets as quickly. Another 
major issue is that there is maybe a 
lack of suitable sites for franchisees all 
the product needs to adapt to the local 
market or European regulations.

INVESTOR PROFILE

Over the past ten years, the proportion 

of new franchisees coming from inside 
the industry has steadily risen and the 
proportion of franchisees who were 
previously self-employed in another 
business has fallen.

 In 2015, amongst those new to 
franchising in the last four years:

•Prior to purchasing the franchise, 
three in ten had worked within 
the industry; 8% had worked for a 
franchisor and 23% had worked for a 
franchisee

•Of those new to franchising, 78% had 
been employed and only 13% had been 
self employed

22% of newer franchisees were 
in contact with the bfa for 
information prior to taking out 
their franchise. A similar proportion 
used a selection of other websites 
including franchisedirect.co.uk and 
selectyourfranchise.com

Just over half (53%) only looked at 
one franchise before making their final 
decision, although a third of these 
newer franchisees considered between 
three and five brands before choosing 
to go ahead with one. The majority only 
looked at franchise brands in the same 
sector, although a handful looked in 
multiple sectors.

SUMMARY

To conclude franchising and in 
particular food franchising are 
in rude health. The two markets 
perform well year after year and it’s 
no surprise to see many more people 
coming to franchising as a way of 
opening or operating the business. 
The opportunities in the market are 
plentiful and the rewards for running 
a successful business are fruitful. 
Consumer demand is at record levels, as 
are the number of franchise platforms 
available. If we can take anything from 
the survey and the findings it is that 
the market we operate is the strongest 
and there are a long line of businesses 
looking to target our readers and turn 
them into franchisees.
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£250,000

50%
of all franchises report 
an average turnover of 

£15.1bn
FRANCHISING  
CONTRIBUTES

TO THE UK MARKET

33%
OF ALL FRANCHISES 
EMPLOY MORE THAN

10 PEOPLE

WHERE A FRANCHISE 
CAN OPERATE FROM

Shop/Retail 58% 
Home 17% 

Factory/ 
Business Park 13%

Office 8%
A Van 4% FOOD

FRANCHISES
FORM FASTEST 

GROWING SECTOR OF 
THE MARKET

29%
OF FRANCHISEES 

RUN MULTIPLE SITES

1 IN 5
FRANCHISEES WHO HAVE HELD THEIR  
FRANCHISE FOR 2 YEARS OR LESS ARE  

UNDER THE AGE OF 30
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ONE TO 
WATCH
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Food franchising is becoming increas-
ingly popular in the UK and is one of the 
strongest performing sectors of the whole 
franchising market. Our work has led us 
to discovering many independents that 
have the product and the brand to move 
forward and lease their business model 
under the franchise umbrella.

We first came across Neds Noodle Bar 
before they started franchising and knew 
instantly that there would be a natural 
transition from independent business to 
franchisor. The brand is trusted and the 
food is fantastic. Under the guidance 
of founders James Breslaw and Rob-
erto Marrioni the brand has gone from 
strength to strength and we spoke to 
them about how the met, where the Neds 
concept came from and the plans moving 
forward with this franchise opportunity.

STARTING OUT

James started his restaurant career in 
New York in 1986, before returning to the 
capital where he owned and ran Jimmy 
Beez Restaurant and Bar on  
Portobello Road. After travelling exten-
sively through Asia and Australia, James 
found a Noodle concept he wanted to 
open in the UK and the dream of Neds 
was born.

James met Roberto Marrioni, a chef who 
had worked in some of Italy’s finest hotels 
as well as locations across Australia in 
1998, and the pair decided to team up 
and launch the concept. Since the County 
Hall site in London opened in 2000 their 
popularity has gained a cult status and 
they have since opened two more site 
including their first franchised unit.

We spoke to James about the opportunity 
and what next for this One to Watch:

SO JAMES, WHAT MAKES 
NOODLES AND PAN-ASIAN 
FOOD SO POPULAR AT THE 
MOMENT?

“I believe the freshness of the cooking is 
the secret to the success. Customers can 
believe what’s in their Stir fry and thus 
have faith in the restaurants produce. 
I think Wagamama and Busubai have 
helped plant a good foundation into the 
soul of the British public and this has had 
a knock on effect with other new restau-
rants and brands coming to the market.
“I would also say that the Far East is a 
well-travelled place and many consum-
ers are excited to try the flavours they 

ONE to WatCh
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experienced back home. Lastly, restau-
rants menus became over complicated 
and I personally believe that good Pan 
Asian cooking is all about simplicity is the 
flavours used and the way it’s cooked.”
 
WHAT ARE THE CURRENT 
FLAVOUR TRENDS IN THE 
MARKET?

“Customers love the Spicy sauces we 
have. They aren’t afraid to be adventurous 
with Malaysian sauce with Shrimp paste 
and Singapore sauce with Madras. Even 
our Thai Spicy with fish sauce (and its 
fairly hot) has proved ever so popular. 
“Stereotypical Sweet and Sour sauce is 
also very popular but unfortunately most 
customers choose this as they don’t what 
else to choose.”
 
WHAT MAKES NEDS SUCH A 
GREAT FRANCHISE  
OPPORUNITY? 

“Before you franchise you really have to 
know your business and more importantly 
how franchisees can make a living out 
of opening their own franchise. We are 
fortunate that we traded for 15 years and 

have adapted the business to franchising 
in a very simple way. 

“Our Brand is “Stand Out” I believe in the 
Logo and the way the menu has been 
formulated. Also our restaurants are 
designed by well know designers which 
make the interiors fun and appealing. The 
directors and managers involved in the 
growing the franchise business have been 
here since the beginning and are all hand 
on. 

“We have an understanding of what the 
franchisees are going to go through when 
they open and we will stand by their side 
and help.”

WHY DID YOU DECIDE TO 
START FRANCHISING? 

“We started franchising as we believed in 
our business model. We have restaurants 
that broke even in the first year and now 
have a bottom line of £100 000 plus. 

“We believe in our core values as in great 
locations with brand awareness supreme 
service and quality food. The brand is 
simple and if the franchisee keeps to its 
simple system they are undoubtedly going 

to make money. 

“Finally we believe that we are better than 
the competition and for that reason we 
thought franchising would work.” 
How has the initial round of franchising 
gone – the first site?

“The first year with Fransmart has been 
a learning curve for both parties. We are 
their first European brand so they are do-
ing business in unexplored territories. 
“We are close to signing at least three 
franchisees and one multi deal. We have 
been perfecting our discovery days where 
future franchisees can learn about the 
company they want to invest in and we 
can learn about the franchisees. 
“We’ve gone slowly because we want 
the right business partners and the right 
Locations. I want our franchisees to make 
money and hopefully open up another.

“Shoreditch our first franchise has grown 
its sales by 60% in its first year and has 
had a good first year after a tricky open-
ing. The whole of Pitfield St was dug up 
for 9 months with the rejuvenation of Old 
St so it’s been chaotic. 
“With online delivery we’ve been able to 
exploit the customer base who were not 
able to come to the restaurant. We have 
done three franchise shows and stead-
ily building up some excellent potential 
franchisees leads. Watch this space.”

GEOGRAPHICALLY WHERE 
ARE YOU LOOKING FOR EX-
PANSION?

“London the South East and Essex and 
Kent. Bristol and the South West and 
Manchester Leicester Liverpool. East 
Anglia looks also promising. I’m still very 
keen to take us to the USA but one step 
at a time.”

ARE THERE GOING TO BE 
MORE COMPANY OWNED 
SITES IN THE FUTURE?

“Yes absolutely. We are a small company 
and have really given franchising every-
thing these last two years. If the right site 
comes up we will go for it but we want to 
be cautious in this economic environment. 
We have built this business with our own 
money and we know all too well how easy 
it is to slip up and wreck the good work 
that has already been done. We would like 
to be in Westfield or Stratford but it’s a 
waiting game.”



WHAT MAKES YOUR FOOD 
STAND OUT FROM THE 
COMPETITION?

“I think because we started in 2000 our 
competitors have had a good look at us 
and tried to emulate us and perhaps even 
copy us. 

“We have had to adapt to the time but 
even so I really believe our Food is better 
than the competition. I’ve worked in New 
York City’s China Grill and Roberto my 
business partner has worked in some of 
the best hotels in Melbourne and Rome.

“We appreciate good food and so do 
our customers. We are NOT investment 
bankers trying to make a quick buck 
but restauranteurs trying to roll out an 
exciting and prestigious brand. I like the 
atmosphere in our restaurants as well. 
“Great music fun loving staff and not 
too stuffy or corporate is important and 
I believe we know the business and we 
are trying to attract similar characters as 
franchisees.

“I’m not sure how many of our competi-
tors will be around in 10 years’ time or if 
they are who they will be owned by. Neds 
is 15 years old and we are after longevity.”

HOW HAS THE PARTNER-
SHIP WITH FRANSMART 
HELPED?

“Their understanding of Franchising is so 
professional. They were responsible at 
the start of Five Guys. We have a similar 
vision and working with Americans in the 
franchise world does not get any better. 
We both want to attract the right fran-
chisees and with their experience we have 
a different calibre of business talent being 
attracted to us. 

“They are huge in the US with millions of 
dollars of deals being done every month. 
They understand the restaurant business 
which for me is the key to future success. 
We signed a 10 year deal with them so we 
are excited about the future.”
What has the feedback been like at trade 
show and to the concept in general?

WHAT HAS THE FEEDBACK 
BEEN LIKE AT TRADE SHOWS 
AND TO THE CONCEPT IN 
GENERAL?

“We are now cooking with induction 
woks at the trade shows so the interest 
has stepped up a gear. Our biggest selling 
point is the food and if you can’t taste 
the food then you’re missing out on what 
Neds Noodle Bar is all about. I feel only 
5% are really serious at the trade shows 
but the ones who are serious have real 
keen interest to do larger deals. 

“We are beginning to create a buzz about 
the concept and this has been reflected in 
the amount of interest we have had in the 
brand. Having Foldpak as our packaging 
“the Original “Pailor Box from the USA is 
a great pulling point as well. Our competi-
tors use cheap alternatives but I feel the 
concept’s/brand’s history will be steeped 
in the packaging as well as the food.”

HOW HAVE CUSTOMERS 
RESPONDED TO THE NEDS 
BRAND?

“I don’t really feel that’s up to me to an-
swer. You will have to ask our customer’s.
“I don’t think there are many restaurants 
that have been open for 15 years in 
Central London so that in its self speaks 
for itself. 

“All I can say is once a customer is hooked 
- they are hooked. We know why they 
come back to Neds. Good food and value 
for money. If we can keep backing that 
up with supreme service the business will 
continue to grow.”

ONE to WatCh
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THE NORTHERN 
BUSINESS
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This April will see the first Northern 
Business Exhibition at Event City, 
Manchester. Renowned event organiser 
New Start Exhibitions Ltd (NSE), who 
has orchestrated one of the most 
successful business shows in Scotland, 
The Scottish New Business Exhibition, 
for the last 8 years, is taking on The 
North!

For this launch event, NSE has put 
together an exciting free two-day 
event, dedicated to supporting new 
and existing small to medium size 
businesses in the North of England. 
This exciting show offers visitors the 
opportunity to meet with over 100 
local suppliers and advisors, take part 
in workshops and 1-2-1s for specific 
subjects they need help with and listen 
to some high profile speakers. All this 
to assist businesses to improve and 
expand, maximise profit and improve 
returns.

With over 80 seminars and workshops, 
1-2-1 advice from specialists, an 
interactive exhibition and some of 
the best speakers from around the 
world; spending a day at the Northern 
Business Exhibition can really help 
put your business on track to achieve 
this year’s business plan, and all this is 
absolutely free!

Whether you are a new start-up 
business or manage an SME with 
years of business experience, what 
all our visitors have in common is the 
entrepreneurship that brought them 
to where they are now. This show is 
THE event to meet other likeminded 
business people, and who knows, this 
could be the start of a whole new 
venture!

A day packed with useful tips, valuable 
insight from other top entrepreneurs 
and a chance to meet and speak 
with some of the leading companies 
providing the products and services to 
support your business - join us for a day 
and leave the event better informed, 
better connected, better equipped and 
ready to achieve your goals.

 

 

THE NortherN BusINess eXhIBItIoN
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KeyNote speaKers

At this special launch of the first 
Northern Business Exhibition 2016 
NSE has been successful in signing up 
an impressive line-up of inspirational 
speakers, from ex-footballers to ex-
supermodels, from co-founders to 
business advisors. 

“What do these people all have 
in common with me?” you might 
ask yourself. Well, they are all 
entrepreneurs running successful 
businesses, just like you.

Ceri Rogers, MD at New Start 
Exhibitions Ltd comments: “The 
successful line-up of high quality 
inspirational speakers and seminar 
facilitators, is what attracts many 
visitors to our shows. For the launch 
of this Northern Business Exhibition 
2016, we are upping the game yet 
again and we have signed up a whole 
number of high profile speakers for 
our main speaker stage, as well as an 
unprecedented number of companies 
that will be presenting themselves 
in seminars and workshops.” Ceri 
concludes: “Both in terms of the quality 
of our speakers as well as the number 
of companies presenting, this shows 
promises to be a market leader for 
businesses in the North of the UK. “

seMINars & WorKshops

In addition to the inspirational high 

profile speakers, there are also a 
number of interesting topics being 
presented by a variety of exhibiting 
companies this year. These subjects 
include: “PR for small business”, 
“Getting ready for pensions”, Why 
Market Research matters”, “Explaining 
IPO” and “Being good at networking”. 
Again, this is a snapshot, but full details 
can we found on the show website 
www.northernbusinessexpo.com

All the seminars are geared to provide 
the attendees with information and 
advice. A session will be 30 minutes 
long and different topics are scheduled 
at different times throughout the two 
days of the show. To help you plan your 
day while visiting the show, you can 
read details of the different speakers 
and subjects in the show guide on our 
website: www.northernbusinessexpo.
co.uk/show-guide , booking a place in 
advance is not necessary but do make 
sure you arrive in plenty of time to 
ensure you get a seat!

Once your business is up and running, 
you can’t stop still; you always have to 
be thinking about where it goes next 
and how to keep it going. That’s why we 
always include an array of workshops in 
our Exhibitions. That way, you can make 
your visit to the exhibition as a “day out 

of the office” count more than once!

The extensive choice of 1-hour 
workshops is specifically designed to 
help business owners and managers. 
These are interactive, classroom style 
sessions, specially created so that you 
can participate. They cover a wide range 
of subjects and provide practical advice 
and support on areas such as digital 
marketing, social media and running an 
efficient business.

For example, you need to keep up to 
date with the latest trends in marketing 
to ensure that you are reaching all 
your potential customers. This could 
be addressed at the show, as we are 
running workshops covering “What is 
branding”, “how to use social media” 
and “get the best out of Web analytics”. 

The workshops do offer business 
advice aplenty, so they are always very 
popular, so please arrive early to make 
sure you don’t miss out!

To keep in up to date with the latest 
information about The Northern 
Business Expo engage with us using the 
following channels:

Twitter: @NorthernBizExpo   -   
using hashtag: #NBE16

There are more than 60 free 
seminars but some of the show’s 
inspiring speakers include: 

• Jo Fairley, Co-Founder of Green &  
   Blacks Chocolate, and Co-Author   
   of The Beauty Bible
• Paul Fletcher MBE, ex-footballer  
   and successful commercial advisor
• Caprice, business woman and  
   world-renowned supermodel
• Dr Liz Jackson MBE, Author &  
   advisor, Director of Great Guns   
   Marketing

…to name but a few.
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SUCCESS

You have created a product from your idea, and now it has blossomed from a 
simple product or idea into a brand, bigger than the original concept itself. But 

don’t sit back and bask in your deserved success – now is the time to think 
about expanding, and franchising is a route that deserves exploring.

FRANCHISINg 
YOUR BRAND FOR
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Research from the British Franchise 
Association/NatWest Franchise Survey 
2015 [1] show that franchising as an 
option for business expansion is growing 
all the time. Franchising was responsible 
for a contribution of £1.5 billion to the 
UK economy during 2015, an increase of 
more than ten per cent since 2013. There 
are now 44,000 franchisee-owned  
companies trading in this country,  
employing more than 600,000 workers.

Expanding into franchising is not as 
straightforward as starting a new  
business, and there are many obstacles to 
be aware of, but the points below will give 
a broad idea of what franchising involves.

A CONSISTENT ACCOUNTANCY 
SYSTEm

You may decide to have just a handful of 
franchisees to begin with, or garner as 

many as possible, creating much more of 
an initial impact. Either way, the  
operation is dependent on many  
factors, not least of which is a consistent 
accountancy system. This will help (RC) 
ensure that you can track, electronically 
and minute by minute, the performance of 
each part of the network. Using a  
consistent system overall can (RC) aid 
in recruiting new franchisees and help 
save time and money on back-office 
administration, as well as alerting you in 
good time of any problems that may be 
approaching.

CONSISTENT mANAgEmENT 
AND TRACKINg SYSTEm FOR 
ALL FRANCHISEES

It is essential to have consistency from 
the outset, as your number of franchisees 
(hopefully) grows. Simple software will 
allow you to compare one branch against 

another, to analyse why one is more  
profitable than another, and how to 
vitalise the weaker links. Having each 
franchisee report on the same date each 
month will help keep the franchiser in 
control, not letting them to act as  
separate entities.

The strength is the brand, and your  
franchisees are merely its representatives, 
but at the same time, franchisees must 
be allowed to think that they are running 
their own business – as long as they  
conform to the main company’s guide-
lines.

Tony Tappenden, MD of kitchen  
makeover franchise firm Dream Doors, 
believes early training of new franchisees 
should include financial management, 
covering everything from day-to-day 
finances to managing annual figures and 
projections.

FINANCE
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Depending on the background of the 
franchisees in question, there are going to 
be elements of running a business that are 
familiar, he believes, but equally others 
that they have never come across. “That’s 
why it is important for the franchise to 
offer training in a wide range of different 
business disciplines,” he says.

THE QUALITY OF FRANCHISEES

One bad apple may well spoil the whole 
bunch, so a poor-quality, ill-equipped 
franchisee may well have an adverse  
effect on your carefully nurtured, valuable 
brand. When you begin to offer franchis-
es, it is important to start small, as it is an 
area where both you and the franchisee 
are in the dark. But you will both learn 
from the inevitable mistakes, and this 
will give you invaluable knowledge as the 
business grows, and with it the number of 
franchisees.

This knowledge will equip you to have 
the key questions for potential investors, 
before either of you decide to progress. 
Remember that the brand is what it is all 
about, and its protection is crucial, both to 

 
yourself as its owner and those promoting 
and earning a living from it.

Bivek Sharma, Partner at KPMG Small Business 
Accounting

Bivek has been a partner with KPMG for over ten years, 
specialising in accounting, tax and software. He started 
the Small Business Accounting division over two years 
ago with a goal to transform accounting services for 
small businesses. The team works with a huge variety of 
industry sectors and companies including coffee shops, 
technology companies, manufacturers, pubs, restaurants 
and retailers.
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When franchising their business the fran-
chisor is entrusting its brand and business 
model to an often unknown third party. 
The franchisor will want control over 
how the franchisee does certain things to 
ensure that the overall franchise network 
and brand are not harmed e.g. the way a 
restaurant is set out and the food that is 
served. Sometimes decisions have to be 
made by the franchisor for the greater 
good of their franchise network that can 
range from one to tens of franchises. 

The franchisee will want reassurances 
that they will be supported by the fran-
chisor and be offered assistance and al-
lowed to run their franchise with fair even 
handed treatment. 

The balancing act of the franchise rela-
tionship and each party’s needs, are gov-
erned by the franchise agreement which 
is an agreed ‘rule book’ for the franchisor 
and franchisee. 

Due Diligence 

It is important that both parties go into 
the franchise agreement with their eyes 
open as the franchise relationships often 
spans many years. Both parties need to 
know who they will be working with and 
exactly what the franchise is. It is  
important to do as much research as  
possible before signing on the dotted line. 

Franchisees: Do your homework! Under-
stand the market and your competition, 
look into the company and talk to other 
franchisees. Get a feel for exactly what it 
will be like working with the franchisor in 
the real world and not the rose tinted ver-
sion that has been ‘sold’ by the franchisor. 
If a franchisor won’t put you in contact 
with other franchisees ask yourself why 
and find out if they are trying to hide 
something.

Be particularly careful about any revenue 
projections provided by the franchisor - 

often, there’ll be full exclusions of liability 
for the accuracy of those projections.

The British Franchise Association pro-
duces a Code of Ethical Conduct; check if 
the franchisor upholds and works to it.
Franchisors: get references and credit 
checks on the individuals who want to 
take on the new franchise. Make sure that 
this is a company or individual that you 
can work with and you trust to represent 
your company and brand, and pay you 
what is owed on time. 

Do you need a written  
Franchise Agreement that is 
signed? 

Legally there is nothing that stipulates 
that a franchise relationship must be 
documented in a signed franchise agree-
ment. If there is no written franchise 
agreement, disputes are more likely as 
there is no common understanding of 

LEGAL
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the ‘ground rules’ and what is and isn’t 
expected from both parties. There might 
still be an oral contract, however, it will be 
harder to evidence what has and has not 
been agreed by the parties. 

Who writes the Franchise 
Agreement? 
The franchise agreement will be produced 
by the franchisor, often with legal advice. 
Franchise Agreements are normally long 
documents as they need to cover all the 
areas of commercial and legal importance 
governing the franchise relationship. 

Unless it is a new franchise it is unlikely 
a franchisor will be willing to negotiate 
the various terms in the franchise agree-
ment. Often a franchisor will have many 
franchise agreements with their different 
franchisees and will not want unequal 
terms between the various franchisees 
that may affect their franchise network.

It is important that franchisees also take 
legal advice before signing the franchisee 
agreement so they are fully aware of what 
they are agreeing to. 

Who will be bound by the 
franchise agreement?

The franchise agreement will normally 
involve the franchisor company, the fran-
chisee company and an individual related 

to the franchisee. 

Often the franchisee is a newly incorpo-
rated limited company and is seen as a 
separate person in the eyes of the law. 
The franchisor will want the individual(s) 
behind the franchisee to be accountable 
and to give certain reassurances about 
how they will run the franchisee and 
what they will and will not do when the 
franchise relationship comes to an end 
(ie be bound by restrictive covenants). 
Franchisors can also ask for personal 
guarantees from the individuals behind 
the franchisee company for extra protec-
tion in the event that there is a default in 
any payment from the franchisee.  

How long will the relationship 
between the franchisee and 
franchisor last?  

There is no standard length of time for a 
franchise relationship; this is something 
that will be negotiated between the par-
ties. Often franchise agreements contain 
the right to renew if certain conditions 
are met e.g. the franchisee is running the 
franchise satisfactorily and there have 
been no breaches of the franchise agree-
ment. Make sure you are both clear on if 
there will be a cost to renew the agree-
ment or if the franchisee can potentially 
transfer the franchise to someone else 
before the end of the franchise term. 

Exclusivity? 

The franchise agreement should confirm if 
the franchisor could offer other franchises 
within a set distance or radius as this may 
effect the franchise’s profitability.

Compliance and obligations
 
The franchisee should understand what 
is and isn’t expected of them by the 
franchisor. Often franchisors will set 
out in the franchise agreement that the 
franchisee needs to work within certain 
guidelines which can include anything 
from how the franchisee’s employees 
dress, the training that has to be done 
(and how often) to what equipment needs 
to be used and when it is to be serviced 
and checked.

The franchisor will have made many 
scarifies on the road to creating a brand 
and business that is successful enough to 
franchise and will want to protect this as 
much as possible in the franchise agree-
ment. This will normally include terms 
covering when the franchisor’s trade mark 
can and cannot be used, and setting out 
that the franchisee shouldn’t do anything 
that will prejudice or harm the goodwill 
and reputation built up by the franchisor’s 
brand.

LEGAL
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On the flip side of the coin the franchisee 
wants to ensure that the franchisor is 
even-handed and sets out what assis-
tance will be offered to the franchisee to 
establish the franchise and operate the 
business as effectively (and profitably) 
as possibly. This could also include what 
training will be given to whom and how 
often. 

It is important that both parties know 
what is and is not expected of them. A 
lot of the franchise disputes we see are 
when the parties did not fully understand 
what was expected of them which lead to 
breaches of the franchise agreement and 
a breakdown of the franchisee / fran-
chisor relationship.

When can the Franchisee start 
business? 

The franchise agreement will set out a 
date from which the franchisee can com-
mence business and will set out what 
days and hours the business can operate; 
there may be minimums which, if not met, 
would be a breach of the franchise agree-
ment. 

Costs

The franchise agreement will set out 
what the franchisee will have to pay the 
franchisor and when. This can include 
a percentage of the sales, a minimum 
management fee each month (regardless 
of how much the franchisee does or does 
not sell) etc.

Don’t forget that the franchisee will be 
liable for all of the ‘normal’ business costs 
such as rent, wages and taxes.

Potentially unfair terms for 
franchisees

Check clauses carefully to ensure that 
there are no potentially detrimental 
clauses, or, if there are, the franchisee is 
aware of the risk. Examples of clauses to 
look out for are:

Restrictions on where franchisees 
purchase items from, do they have to pur-
chase these from the franchisor, if yes this 
will mean that they can’t ‘shop around’ 
and get the best deal on the market. 

Do franchisees contribute to advertising 
which benefits other franchises in the 
network but not necessarily theirs?

Restrictive Covenants

Often, there are restrictions on what a 
franchisee can and cannot do once they 
no longer run the franchise. These need 
to be carefully drafted to ensure that the 
franchise is adequately protected but the 
franchisee isn’t penalised unfairly. A solici-
tor should check any restrictive covenants 
for duration, area, business type and any 
other restrictions (eg contact with suppli-
ers) e.g. if you had a coffee shop franchise 

in one location in London it is unlikely to 
be fair to say the franchisee isn’t allowed 
to open a coffee shop in London for 5 
years, however it may be fair to say that 
they cannot open a coffee shop within 0.5 
miles of the location for 6 months. 
Ultimately franchise agreements are as 
unique and diverse as the companies that 
have opened their business and brand 
up to be a franchise. They key thing is to 
know and be happy with what you are 
both signing up to.

Rebecca Stojak is a solicitor at Shakespeare Martineau 
specialising in all aspects of franchise law. Rebecca advises 
globally established franchisors to new start up franchisees. 
She helps to protect their rights when things go wrong and 
ensures that her clients get a quick and cost effective solution 
so everyone can get back to business.

If you have any franchise queries, either about franchise 
agreements or potential franchise disputes, email Rebecca on 
rebecca.stojak@shma.co.uk
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On 16th March 2016, the Chancellor George Osborne 
stepped up to the despatch box to deliver his eighth Budget.

2016 BUDgET 
SUmmARY 
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On 16th March 2016, the Chancellor 
George Osborne stepped up to the 
despatch box to deliver his eighth Budget.
This was arguably one of the most 
challenging speeches he has had to deliver 
since he took charge of the Treasury 
almost six years ago, made in the shadow 
of economic uncertainty and an imminent 
referendum on Britain’s EU membership.
Last autumn, Mr Osborne was given 
unexpected room for manoeuvre by some 
rather generous forecasts from the Office 
for Budget Responsibility (OBR). In the 
last few months however, the economic 
situation has deteriorated and the 
Chancellor has breached some of his own 
fiscal rules.

Addressing the Commons, he emphasised 
the importance of a long-term plan and said 
the Government had chosen “sound public 
finances to deliver security”. Although 
critics were quick to point out that Mr 
Osborne had missed his target for cutting 
the national debt.

ECONOmIC OVERVIEW

The Chancellor said that the UK was on 
course for a Budget surplus (£10.4billion 
by 2019/20), the economy was growing 
faster than any other major Nation’s and 
that employment was at an all-time high. 
He said that this situation had been shaped 
by the fact that the Government had not 
sought “short-term fixes.”

But he reiterated warnings earlier this year 
that the outlook for the global economy 
was perilous and that Britain must be aware 
of the gathering storm clouds.
In his opening statement, he confirmed the 
OBR had revised down forecasts for global 
growth and UK productivity.

The OBR calculated growth was 2.2 per 
cent last year and predicts it will be two 
per cent this year and 2.2 per cent in 2017, 
although Mr Osborne clarified that their 
predictions were based on the UK voting 
to remain within the European Union. 
Voting to leave would cause “disruptive 
uncertainty” he warned.

Inflation in 2016 will be just 0.7 per cent, 
down from the one per cent expected in 
November 2015

ACCOUNTANCY
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BUSINESS AND ENTERpRISE

Mr Osborne said that Britain already had 
one of the most competitive tax regimes 
in the world and now he was publishing a 
“road map” to make business taxation fit for 
the future.

A number of changes were announced to 
business rates, following a review of the 
current system.

As of April 2017, around 600,000 small 
businesses will be taken out of business 
rates altogether, thus saving them in 
the region of £6,000 annually. A further 
250,000 firms will benefit from a reduction 
in their current rates.

Plans were also announced to reform stamp 
duty for businesses. He said the changes 
to rates would mean “big tax cuts for small 
firms.”

As of midnight tonight, commercial 
stamp duty will have a zero rate band on 
purchases up to £150,000; a two per cent 
rate on the next £100,000; and a five per 
cent top rate above £250,000. 

A further cut to corporation tax was also 
confirmed, with the rate set to be reduced 

to 17 per cent by 2020. “Britain is blazing a 
trail, let the rest of the world catch up,” said 
the Chancellor.

As had been speculated beforehand, 
the Chancellor confirmed an increase in 
Insurance Premium Tax – which will rise 0.5 
per cent to 10 per cent. The move, which 
comes hard on the heels of an increase last 
autumn, is likely to be unpopular in sectors 
that will bear the brunt of the changes.

There was also bad news for the drinks 
industry, with a sugar tax to take effect in 
two years’ time. The levy is expected to 
raise £520million, although Mr Osborne 
said it would be down to manufacturers 
whether to pass on the price to consumers. 
Pure fruit juices and milk-based drinks, as 
well as small producers, will not be affected 
by the levy.

Outlining plans for further devolution, Mr 
Osborne said that a new city deal had been 
agreed with the Cardiff region. Elsewhere 
the Greater London Authority would move 
towards the full retention of business rates 
from next April.

Following recommendations from the Low 
Pay Commission, the Government will 
increase the National Minimum Wage rates 

from October 2016.

TRANSpORT AND 
INFRASTRUCTURE

Mr Osborne paid tribute to the work of the 
National Infrastructure Commission and 
confirmed plans would advance for the HS3 
rail link between Manchester and Leeds.
Further proposals were also outlined 
to widen the M62 between Leeds and 
Manchester, and improve the road network 
in the North Pennines.

Elsewhere, the tolls on the Severn 
Crossings between England and Wales 
will be halved by 2018 and an extra 
£700million will be pumped into resilience 
and flood defences.

pERSONAL TAX

The Chancellor made a surprising number 
of tax announcements.

The personal allowance will increase 
to £11,500 from April 2017, which the 
Government claims will deliver a tax cut for 
31million people nationwide.

At the same time the 40 per cent higher 
rate threshold will also rise to £45,000, a 

ACCOUNTANCY
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move likely to be welcomed by many of Mr 
Osborne’s own MPs.

In addition there was the announcement 
that Capital Gains Tax (CGT) will be cut 
from 28 per cent to 20 per cent and from 
18 per cent to 10 per cent for basic-rate 
taxpayers

Mr Osborne also announced that he would 
abolish Class 2 National Insurance (NI) 
contributions for the self-employed from 
2018.

Although a fuel duty increase was being 
considered for this year, Mr Osborne said 
that any such rise would place an extra 
burden on families and confirmed the tax 
would be frozen for the sixth year running. 
He claimed that the move would save the 
average driver £75.

Duty on beer, cider and spirits will be 
frozen, while tax on other alcohol is to rise 
in line with inflation.

pENSIONS AND SAVINgS

Ahead of the Budget, Mr Osborne had been 
forced to abandon some of his more radical 
changes to pension rules in the teeth of 
fierce opposition from his own MPs.

There was nonetheless an announcement 
which will enable under-40s to open 
lifetime ISAs. Under this arrangement, for 
every £4 a person saves, the Government 
will give them £1 up until the age of 50.
This money can be used to save for a 
pension – the Chancellor acknowledged 
that many younger people are struggling 
to save for retirement – or to buy a home 
(people will have the option to roll help-to-
buy ISAs into the scheme).

In addition, the annual ISA limit will rise to 
£20,000 from next year.

EDUCATION

As was widely trailed ahead of the Budget, 
Mr Osborne confirmed that all schools 
across England would be “freed from local 
authority control” and become academies 
by 2022.

Work would continue on making 
improvements to the current schools 

funding formula – much maligned by head 
teachers – and there would be a drive to 
turn around failing schools in the north.
The Chancellor confirmed that a white 
paper would be published on 17th March 
2016 containing further details about the 
new education strategy.

Tax avoidance and aggressive tax planning
The Chancellor announced a series of 
measures to crack down on tax avoidance 
and evasion which will total £12billion. 

These include bringing an end to the use of 
“personal service companies” by employees 
in the public sector who are looking to 
minimise their liabilities.

The Chancellor also said that many firms 
feel they face unfair competition from 
online retailers, some of which do not 
pay VAT. In an effort to address their 

grievances, Mr Osborne announced he 
would be closing a loophole used by some 

overseas internet companies.

SUmmARY

This may have been a difficult Budget for 
Mr Osborne but it wasn’t an uneventful 
one.

He will hope that changes to the business 
rates regime and stamp duty will win 
support among small businesses, with 
changes to income tax thresholds likely to 
prove popular with many families.

That said, critics are likely to seize on the 
fact that the Chancellor has failed to meet 
debt targets and there will be lingering 
concerns that the UK is not immune to the 
uncertainty gripping the global economy.

This feature aims to give some informal hints and tips.  McPhersons 
Chartered Accountants are offering businesses free advice so get in 
touch now to arrange your meeting. 

Simply email Peter Watters  
p.watters@mcphersons.co.uk  or call our Head Office on 01424 
730000 for a free consultation at McPhersons’ London, Bexhill or 
Hastings offices.

Need more help?

ACCOUNTANCY
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mARKET WATCH 
SpRINg 2016 
Of all the questions that we receive here at the Food Franchise office, a large 
proportion of them are to do with finance and the safety of investing in a 
business with the franchise sector. With that in mind we continue our Market 
Watch feature and bring you all of the latest news in terms of the global financial 
markets, and how the food franchises that are listed are performing.

MARKET WatCh
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When it comes to food franchises, 
each franchisee has a responsibility 
not only for their part of the business, 
but they have an unwritten duty to the 
other franchisees too. If one part of 
the franchising mechanism goes wrong 
then it can have detrimental effects 
on the rest of the group or brand. One 
way to monitor the way that a franchise 
is performing is to look that the stock 
market. This gives the investor an insight 
into the inner workings of a company. It 
can highlight any changes to the board 
and any investments by directors. The 
businesses also have a public duty to 
announce any deals that will affect the 
share price such as expansion, closures 
or takeovers. It is on the stock market 
that we can gauge the success of a 
business and see how aggressive they are 
being in terms of growth.

The share price of a business can act as 
a guide as to their position in a certain 
market and as well as highlighting the 
aforementioned growth. It can also show 
banking predictions and offer a foresight 
for the future.

Share in Focus – Yum! 
Brands (YUm) 

As always with the market watch section 
of the magazine we look at one particular 
share in greater detail. In the Spring issue 
we focus on YUM Brands, the company 
behind KFC, Pizza Hut and Taco Bell. 

Yum! Brands, Inc., through its 
subsidiaries, operates quick service 

restaurants. It operates in four segments: 
Yum China, the KFC Division, the Pizza 
Hut Division, and the Taco Bell Division. 
The stock currently has a dividend 
yield of 2.3%. Yum has a PE ratio of 27. 
Currently there are 7 analysts that rate 
Yum Brands a buy, no analysts rate it a 
sell, and 9 rate it a hold.

Since we last looked at Yum! Brands 
(YUM) back in December where shares 
traded at around $74.12 there have 
been a fluctuations. As with any share 
price there are many reasons for this and 
with Yum it is no different. The brand 
have really moved forward in the last 12 
months, selling franchise rights to China 
– a deal which has seen Yum! China 
formed. 

Yum! Brands (YUM) last posted its 
quarterly earnings results on Wednesday, 
February 3rd where they reported $0.68 
earnings per share (EPS) for the quarter, 
beating the Zacks’ consensus estimate of 
$0.66 by $0.02. 

The company had revenue of $3.95 
billion for the quarter, compared to 
analyst estimates of $4.02 billion. During 
the same quarter in the previous year, 
the business posted $0.61 earnings per 
share. 

Yum! Brands’ revenue was down 1.2% 
on a year-over-year basis. On average, 
analysts forecast that Yum! Brands will 
post $3.54 EPS for the current year.
The business also recently announced 
a quarterly dividend, which will be paid 

on Friday, May 6th. Stockholders of 
record on Friday, April 15th will be paid a 
$0.46 dividend. The ex-dividend date is 
Wednesday, April 13th. This represents 
a $1.84 dividend on an annualized basis 
and a dividend yield of 2.33%. 

Just a few days after the announcement 
the shares had dropped to a three month 
low of $65.24 but since then there has 
been some really positive momentum 
with parity restored and then the price 
surging forward. At present shares in 
Yum! Brands are trading at $78.91. 
Traders that invested when we last spoke 
about them will have seen a 7.5% growth 
on their investment.

The average volume for Yum Brands has 
been 4.4 million shares per day over the 
past 30 days. Yum has a market cap of 
$32.5 billion and is part of the services 
sector and leisure industry. The stock has 
a beta of 0.78 and a short float of 2.1% 
with 3.32 days to cover. Shares are up 
8.1% year-to-date.

According to market experts The 
Street, shares in Yum Brands are rated 
as a buy. The company’s strengths can 
be seen in multiple areas, such as its 
impressive record of earnings per share 
growth, compelling growth in net income, 
notable return on equity and solid stock 
price performance. We feel its strengths 
outweigh the fact that the company has 
had generally high debt management risk 
by most measures that we evaluated.
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Not
yum! Brands (yuM)
As you will have seen from the share in 
focus section of the market watch report 
Yum! Brands have been the best performing 
stock in the food franchise world. They 
started at $73.40 per share and continued 
on a steady climb to a current mark of 
$78.91. Market experts have moved from 
a sell/hold position to a firm hold position 
and it looks like share prices will continue 
to be in the investors favour. 

Dunkin Donuts (DNKN)
Another really strong performance in the 
dessert industry has seen Dunkin Brands 
rise over 6% during the last three months. 
They are still $10 down on the year high 
but importantly are $10 higher than the 
year low. This is a brand on the rise and one 
which we will be watching with interest 
over the next few months.

McDonalds (MCD)
Twelve months ago it was all doom and 
gloom for McDonalds. The press were 
on their back talking about an impending 
decline and the independents were really 
upping their game. This is no longer the 
case. McDonalds have seen strong results 
and as a result of all-day breakfast and 
premium ranges have seen a share price 
rise of 5.22%. They have risen of the watch 
period from $117.71 to their current 
standing of $123.86.

Krispy Kreme (KKD)
Krispy Kreme don’t have much of a 
presence here in the UK but their global 
appeal is pretty impressive. Coming off the 
back of a year low of $12.90 they are again 

on the rise and are heading for a price of 
$15.39. This increase represents a 2.66% 
growth and is sure to please investors. This 
is a sweet deal.

Domino’s (DOM)
This time last year pizza stocks were 
climbing faster than ever and Domino’s 
were one of the best performing of the 
lot. The pizza giant has seen strong growth 
again over the last few months and sees 
their current share price sitting 0.68% up at 
1032p from 1025p. They may not seem like 
huge gains but the upward curve continues.

Sonic (SONC)
A rollercoaster few month for the Sonic 
share price as seen them land pretty much 
exactly where they are, in fact at the time 
of writing they were hovering between the 
red and the green on our graph. A current 
price of $31.82 is just 0.12% down on their 
opening position of $36.86.

Papa Johns (PZZA)
Papa Johns saw their share price slide in 
the early part of the quarter and dip as low 
as $45 but some strong results, popular 
promotions and increased marketing reach 
have seen the brands popularity rise. The 
regular opening of new stores means that 
they are now climbing and find themselves 
hovering at $56.16. This is one to watch. 
 
Starbucks (SBUX)
Coffee is one of the most in demand 
products at the moment and especially 
premium coffee. It is for this reason that 
Starbucks are so busy and why they are 
growing their portfolio on a daily basis. The 

trouble that have is that there are a large 
number of artisanal brands popping up. As 
Starbucks continue to grow and invest their 
profits might not be as high as expected 
and we currently find them down on our 
observations from $60.34 to $59.39, a 
1.57% drop. 
 
Wendy’s (WEN)
It seems to be that over the last few 
months there has been a dip in all food 
franchises on the stock market. I’m not 
sure why but many have seen results drop 
after Christmas, (obviously a quieter trading 
period) but they have seen strong ends 
to the quarter, Wendy’s are no exception. 
The started with a relatively good price of 
$10.88 per share, dropped down and are 
now on the way up again facing a just a 3% 
loss at $10.54. 
 
Chipotle (CMG)
Chipotle is one of the fastest growing and 
well known QSR brands at the moment and 
as such there are plenty of people looking 
to invest. A sticking point for some might 
be the $497.48 asking price which is sure 
to price many out.  This price give room for 
optimism however as it is $26 lower than 3 
months ago and represents a 5.2% drop. 
 
Marston’s (MARS)
The worst performing stock on the list this 
issue but don’t let that fool you. Marston’s 
have invested in several new sites and 
concepts and an 8% decline from 164.7p 
to 151.4p still has the pub franchise in a 
healthy position. This is a share that we 
expect to rise.

In order to give our readers the most accurate overview of the ever-changing 
markets, we look at how certain stocks have performed over a three month 
period and rate them accordingly on our Hot or Not chart.



SPRING 2016     FOOD FRANCHISE    |    93

All shares correct at the time of writing. 23/03/2016  

Marston’s
MARS

-8%

Chipotle
CMG

-5.2%

Sonic
SONC

-0.12%

Wendy’s
WEN

-3%

yum! Brands
YUM

+7.5%

McDonalds
MCD

+5.22%

Dunkin Donuts
DNKN

+6%

papa Johns
PZZA

-0.77%
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Find out what events are taking place in the world of franchising over the next few months 

DATES FOR YOUR DIARY

DIARY Dates

the Northern Business 
exhibition
Event City, Manchester
14 April 2016 – 15 April 
2016 

Caffe Culture show
Olympia London
10 May 2016 – 11 May 
2016

British and International 
Franchise Exhibition
Olympia London 
17 June 2016 – 18 June 
2016

Work in the Start-up, SME and/or corporate sectors?  

Whether you are looking to get your new business idea up 
and running or you want to protect and grow your existing 
business, NBE has everything you need under one roof. 

The show is the north’s premier business exhibition, and 
is a magnet for ambitious business owners and decision 
makers, like yourself.

From coffee to cleaning, roasters to refrigeration and 
technology to training, the Caffè Culture Show presents 
a cross-section of the best companies from across the 
industry supply chain.

At no other show can your company and products be 
placed in front of the targeted audience of potential 

buyers that the Caffè Culture Show delivers. Around 
5,000 visitors attend primarily to invest in products and 
services so don’t miss out on the opportunity to see so 
many prospective new customers under one roof.

Visit the leading Franchise Exhibitions in the UK and meet 
face-to-face with the owners of proven franchise models. 
Explore the largest range of national and international 
brands and discover what it is like to run your own 
business. 

The Franchise Exhibitions are exclusively supported by 
the British Franchise Association (bfa) meaning all of the 

brands exhibiting have met the accreditation standards 
of the industry’s only governing body. This exclusive 
partnership, the huge variety of top franchise brands and 
the abundance of advice and information from industry 
professionals are just a few reasons why these events are 
the only exhibitions to attend if you’re looking to change 
your future.   

IN THE 
NEXT 
ISSUE

Franchisor Q&A
We speak to those behind the franchise models and hear about what they think of 
the market as well as how their brands are performing. We also get some advice on 
starting up in the franchise world.

Franchise Security 
Making sure that your investment is secure is high on the list of priorities so we look at 
the protection that is available to you. Industry expert from across the sector will help 
to guide us.

Making Franchising your Future
Investing in the your future and that of your family is important so we highlight the 
benefit of starting on your franchise journey and where the opportunities can take you.
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