
FRANCHISING IS MOVING FORWARD at the speed 
of sound.  

Just ask Bob Franke, an executive at fast-food 
drive-in franchisor Sonic. “We’re moving forward 
with exponential growth in the USA,” he says of the 
Sonic boom. “Sonic’s national marketing allows all 
Americans to know Sonic, even if they’ve never been 
to one of our drive-ins.”

But Franke isn’t the only one reveling in the 
growth of franchising.

Throughout the country, and across market seg-
ments, franchising is expected to grow faster than 
the rest of the U.S. economy for the fifth straight 
year. The “Franchise Business Economic Outlook 
for 2015,” published by the International Franchise 
Association (IFA) Educational Foundation and IHS 
Economics, projects that franchise businesses will 
add 247,000 new jobs this year, a 2.9% increase 
over last year.

“Franchising is an American success story,” 
noted IFA president and CEO Steve Caldeira earlier 
this year. “Independently owned and operated local 
franchise businesses are growing faster, creating 
more jobs at a quicker pace, and producing higher 
sales growth than other businesses.”

What’s driving the franchising train? One factor 
is the nascent economic recovery. A gradual loos-
ening of credit for potential franchisors and more 
spending power for customers is boosting the 
industry. Shifting demographics has also played 
a role. According to the Entrepreneur’s Source, 
a career and franchise business coaching net-
work, baby boomers who are retiring are drawn to 
franchising as a way to be their own boss and fund 
their retirement. Millennials, on the other hand, 
are looking to franchising as a way to leave behind 
what has been a decidedly inhospitable job market. 

One franchisor that appeals to both groups 
is Sonic, famous for its 1950s-style drive-ins 
complete with carhops and milkshakes. Last year, 
Sonic announced a goal of opening 1,000 Sonic 
franchises in the next 10 years, growing the opera-
tion by nearly 30%. 

The company also is adding high-tech digi-
tal screens to drive-in stalls. The content on the 
screens promotes specific products, suggests add-
ons to each order, and introduces new products. 

Orangetheory Fitness, a Florida-based fitness 
franchise, also appeals to a diverse demographic. 
The company’s high-energy interval training work-
out is based on individuals’ target heart rates and 
can be tailored to people of any age or of any level 
of conditioning. CEO Dave Long says the program 
has helped hundreds of thousands meet their fit-
ness goals since the brand debuted in 2010.   

In some cases, it is new technology that drives 
a franchise’s success. Top Ten Percent, a digital  
buyers’ cooperative founded by entrepreneur and 
CEO Jerry Clum, is a business built to capitalize on 
mobile marketing. Billed as “the world’s first virtual 
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on-command coupon service,” it allows custom-
ers to access coupons from their smartphones for 
redemption at top-rated local businesses. 

Unlike “deal of the day” websites, Top Ten 
Percent does not require consumers to clip or 
print coupons and remember to bring them to a 
business. Instead, they simply use their phones to 
search out the businesses—and discounts—that 
they need. Each business is nominated by its 
customers and must pass the company’s rigorous 
review process before being enrolled 
as a Top Ten Percent business.

The list only contains the top 
10% of businesses in their respec-
tive industries. Businesses pay 
about $150 per month for mem-
bership, while the service is free for 
consumers.  

Our Town America built its 
business 43 years ago on a unique 
type of marketing—allowing local 
businesses such as restaurants, 
salons, and auto repair shops to 
target recently relocated families 
with free housewarming offers.   

In the food and beverage 
category, it’s often ingredients and 
branding that set franchises apart. 
Bruster’s, an ice cream franchise 
based in Bridgewater, Pa., prides 
itself on making all of its ice cream 
fresh in each store. The method 
prevents ice crystal formation and 
yields a better-tasting product. 
Baristas, “Seattle’s world famous 
costume coffee,” serves the high-
est-quality espresso and food by 
attractive female baristas dressed 
in alluring costumes at its drive-
thru shops across the country.

Beyond their products and ser-
vices, successful franchises require 
strong leadership and a defined 
mission. Those are elements CEO 
Dzana Homan works hard to foster 
at the School of Rock, the Chicago-
based music education company. 
School of Rock takes a three-
pronged approach to its mission, 
embodying the qualities of being 
an excellent educator, entertain-
ment company, and franchisor.

Franchises employ more than 3,000 master art-
ists, and those enrolled are trained on piano and 
keyboards, guitar, bass, vocals, and drums. School 
of Rock’s reach also extends into communities—lo-
cals are invited to rock out at 2,000+ performanc-
es annually. “We’re an experiential brand,” says 
Homan. “We go the extra mile to provide everyone 
who comes through our doors with a great experi-
ence.” And that, in the end, is ultimately key to any 
franchise’s success. ●
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