FRANCHISING MARKETPLACE

FRANCHISING'S

BIG BOOM

DEMOGRAPHIC TRENDS AND A NASCENT
ECONOMIC RECOVERY ARE FUELING THE
INDUSTRY'S GROWTH,

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.”

BABY BOOMERS WHO ARE RETIRING
ARE DRAWN TO FRANCHISING AS A
WAY TO BE THEIR OWN BOSS AND

FUND THEIR RETIREMENT.
~THE ENTREPRENEUR’S SOURCE
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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



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
109%, 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.
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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—Io-
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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Coupons on their mobile devices to redeem savings
from best-in-class businesses in over 300 categories.
Businesses pay franchisees a nominal, monthiy
membership fee to benefit from the recognition
they receive from their TTP endorsement and to be
“digitally” connected to thousands of loyal, local,
repeat buyers at a feasible discount price point.

While the TTP madel has a wide range of consumer
users from 13 to 74 years of age, the driving force
behind the concept once again comes down to
demographics. When Clum created the concept in
2012, he recognized that the U.S was on the leading
edge of another huge demographic shift. For the
first time in nearly 70 years, the Boomers were to be
overtaken in their top spot as the most populous
generation and replaced by the Millennials. This

Mobile Ad Spendmg Will Climb to very tech savvy generation was weaned on video
$100 Billion a“nua“y in2016. games and computers. They have been bombarded

by branding messages since birth. Traditional
What do you do after you started one of the  jnterruption based advertising just isn't effective for

fastest growing and most successful franchise  this group. They are, however, “digitally connected.”

systems in the country? Well if you're Jerry Clum  They're spending an average of 120-150 hours per
you start another one. Clum’s first franchise concept  yanth engaged with their mobile devices.

was in the senior care industry. Virtually overnight
it grew to over 700 franchised locations in 46 states
and seven countries with annual revenues of $350
million. You may think that such an accomplishment
might be hard to top, but not Clum, According to
Clum, “It's just a simple matter of demographics.
Often new companies create a product or service
and then try to find a market for it. Clum credits his
successes to finding a potential market first and then
creating a product or service to serve that market.
For example, he started the senior care franchise
just before the first wave of Baby Boomers became
senior citizens. What's Clum's secret ingredient for
success? “Set the trend, don't follow it.”

(Continued an the next page)

So what’s his next big thing?

That would be Top Ten Percent® TTP franchisees Jerry Clum, Founder/CEQ

harness the power of mobile marketing to instantly “Set the Trend, Don't Follow It.”

connect consumers to product and service discounts

from top-rated businesses. Consumers nominate Jerry Clumis the Founder & CEQ of Top Ten Percent®.

businesses and franchisees evaluate them to select He has a diverse 18-year career in franchising. In
those that qualify as addition to starting multiple franchise systems,

TTP Award Winners, he served as a consultant to other franchisors,
The consumer’s free has been a successful franchisee of 11 franchises,
membership allows authored the book "Zero to $100 Million in Five
them to Buy From Years,' served on the Franchisar Forum of the IFA,
The Best For Less™ by was named as E&Y Entrepreneur of the Year™ in
instantly producing 2004 and inducted into the Entrepreneur Hall of
Virtual On-Command Fame. He holds a BS in Marketing and his MBA.

TopTenPercentFranchise.com
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{Continued from the previous page)

So why consider a TTP franchise? TTP is the
pioneer in franchising within the Mobile Marketing
industry. Even though mobile marketing is still in its
infancy, mobile ad spending has already surpassed
568 billion annually. It's projected to reach $100
billion by 2016, an incredible 400% increase from
2013. Also in 2016, mobile ad spending is expected
to take over the top spot in global ad spending
from the current king of all advertising, television.

Smart device adoption is growing faster than any
consumer technology in history. It's growing ten
times faster than the computer boom of the 1980s,
and three times faster than the Internet boom of the

via a mobile platform, TTP is the first company of
its kind to create an effective strategy to monetize
mobile marketing for small businesses.

There are numerous
advantages to owning
a TTP Franchise. It is a
home-based business
with flexible hours, low
start-up costs, minimal
staffing requirements, a
low monthly overhead,
high margins and is
based on a recurring
revenue model.

For more information visit

a 211
TopTenPercentFranchise.com or call
toll-free at (853) 699-1010 Exe. 105

and ask for Joe Ciamacco,

Hiﬂ uu Franchse Development Consultant
B TTP Franchising, Inc.

264 5. Sunbury Rd, Ste 100
Westerville, O 43081
franchiselgitoptenpercent.oom
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WE ARE BURNING UP!

Are you ready to light the fire?

-
With 800+ STUDIOS awarded,

we are seeking even more qualified
FRAMCHISEES WORLDWIDE at:
OTFFRANCHISE.com
ORANGETHEORYFITHNESS.com

)
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o HIGHLY EXPERIENCED
MANAGEMENT TEAM
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It’s like, “I-can’t-believe-1-get-paid-to-do-this” kind of good. One of the most
fulfilling ways to make a living. . . and you’re surrounded by rock & roll all
day. We have a unique approach to learning music that helps kids blossom in
unimaginable ways. And you don’t have to be an expert. We’ll help you make
it happen. OWN A SCHOOL OF ROCK TODAY. CONTACT US TO LEARN HOW.

SCHOOLofROCK.com/FRANCHISING « 877.556.6184
SCHOOIFRECK
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INVEST IN YOUR FUTURE.

Highly Differentiated Brand | Unique Customer Interaction | Strong Unit-Level Economics
Powerful Brand Recognition with “Two Guys” Media Campaign

Join an iconic brand with 60+ years in the business. 3,500+ restaurants in
45 states, generating $4-+billion in systemwide sales annually and still growing.

Exclusive Multi-Unit Territories Available Nationally.
Visit SonicFranchises.com to see where we're developing.
AK, CA, FL, GA, HI, IN, MA, ME, NH, NJ, NY, OH, PA & VT

This decuiment i not an cfferdng. Offedng & made by proapectus onbe T & ©2015 Arerca’s Drive-in Brand Properties LLC
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36 Million

The number of Americans who moved last year
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The average amount each household spent te move*
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Franchise Directory

Bruster's Real Ice Cream Brusters.com/Franchise

‘ OurTown America www.ourtownamerica.com

TTP Franchising TopTenPercentFranchise.com

Our Franchise section has School of Rock SchoolofRock.com/FRANCHISING

Orangetheory Fitness orangetheoryfitness.com

Sonic Corp SonicFranchises.com

Call to reserve your space today!

1.800.938.4660

or email sales@directactionmedia.com
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