Liudmila Solovova

Post-graduate 

Lomonosov Moscow State University

(Moscow, Russia)

Marketing today: franchising as a way of business development

Abstract

It goes without saying that starting your own business is risky. Nevertheless, there is a way to eliminate some risks – that is what is called franchising. Using the well-known brand may lead a new venture to success. Of course the entrepreneur has to pay the franchisor for it. The report which is based on factor and sector analysis would be of interest to potential entrepreneurs as well as students specializing on business.

Key words: business, franchising.

JEL codes: M 13.

1. Introduction

“Franchising is a business relationship in which the franchisor (the owner of the business providing the product or service) assigns to independent people (the franchisees) the right to market and distribute the franchisor's goods or service, and to use the business name for a fixed period of time.”[1]. So, franchising involves two parties, which agree on the terms of their partnership. Depending on the type of the franchise, franchisor gives franchisee the right to use the trademark, sell specific products or services, benefit from know-how and work according to the business-model. 
Franchise agreement is the basis for the parties’ cooperation. That is the contract that states the rights and the obligations of the franchisor and the franchisee. The document contains the information about the brand, the business model and the know-how shared with the franchisee, as well as  the fee (initial one and royalty payments paid on the regular basis). It also restricts the duration and the territory on which the franchisee has the right to operate under the franchisor’s brand. The agreement should also regulate the case when one of the parties breaks the rules or goes bankrupt. 
Nevertheless, franchising is not only about the law. Of course, law is important but the other thing that is essential is relationship. Franchisor supports franchisees, franchisee sticks to the rules and commits to the increase of the brand value. This interconnection requires mutual trust and respect. That is the reason why both the selection of franchisor by franchisee and franchisee by franchisor is very important. Sometimes a person is simply not the franchisee type – he is a real entrepreneur and wants to create his own rules instead of sticking to other one’s. The earlier it is found out the better because it can cause misunderstanding and opportunistic behaviour afterwards. “High level of transparency and complex partnership are both essential conditions and the advantages of franchising”. [6]
The other pillar of franchising is the brand. It is practically the most important decision factor for consumer behavior. The more well-known the brand the higher the chance that the consumer opts for the particular good or service. That is based on psychology: people are more likely to trust things their brain registers most of the time. While being the most valuable asset, brand is also the most vulnerable one. Reputation is gained over time by the franchisor but actions of irresponsible franchisees may simply ruin it. That happened, for example, to “Doka Pizza” brand owned by the first Russian franchisor Vladimir Dovgan. Although the franchisor paid attention to the quality of food and services, its franchisees didn’t and the brand simply lost its loyal customers. That is the reason why execution and sticking to the franchisor’s rules is crucial for the brand survival. To check how franchisee is operating franchisor uses lots of methods starting from video cameras up to mystery shopping.
2. Franchising in Russia
2.1. Time-line analysis
While the term 'franchising' dates back to ancient France and Albert Singer founded Singer Sewing Machine Company, the first franchising company, in 1851, it was not before 1990s when franchising was introduced in Russia. That has two reasons: first of all, franchising was impossible in the socialistic society and secondly, trademark institution had been practically destroyed by 1990s in Russia. The law regulating trademarks was introduced only in the end of 1992 and 1996 is believed to be the year when franchising reached Russia.
Nowadays Russian franchising market is in the phase of slow growth. At this point three main factors should be named. The information about the profitability of franchising model attracts more franchisees. Moreover, franchising serves as one of the ways to diversify the business. And last but not least large companies opt for such kind of business model to conquer new markets as new regions provide a vast range of opportunities for business development. 
When compared to other ways of expansion, such as organic growth or mergers and acquisitions, franchising seems to be the most attractive for business owners. The main comparative criteria are presented in the table (see Table 1).
Table 1. The comparison of the ways of business development.

	Criterion
	Organic growth
	Franchising
	Mergers & acquisitions

	Speed
	Minimal
	Average
	Maximal

	Risks
	Minimal
	Average
	Maximal

	Investment capital profitability
	Average
	Maximal
	Minimal

	Investment volume
	Average
	Minimal
	Maximal


The history of franchising in Russia may be split into 3 main periods. The first one, so called “The appearance of franchising in Russia” lasts from 1992 up to 1998 and is characterized by the foundation of the first Russian companies operating under franchising business model. Vladimir Dovgan was the first Russian franchisor. He founded such companies as “Doka Pizza” and “Doka Khleb”. Moreover, that was the time when numerous foreign franchises, such as Buskin Robbins and Subway appeared on the Russian market. In 1997 Russian Franchise Association – RFA – was founded in order to support franchising in Russia. Nevertheless, robust franchise boom was interrupted by the economic crisis in 1998. The number of franchises significantly decreased afterwards. 
The second period (1999-2003) may be characterized as stagnation because disregarding fast supply growth the demand remained low and franchising business transparency was extremely low. There were about 1000 franchises at that time.
The third period, so called formation, started in 2003 and continues up to now. That is the time when numerous franchising consulting companies emerged. Both demand and supply increased and so did franchising market transparency. Consistent growth was interrupted by 2008-2009 crisis which reduced the franchise number. The supply became more diversified at that time. 

2014-2015 are also very tough for the Russian economy. Some foreign franchisors, such as Wendy’s, decided to quit the Russian market but others, on contrary, provided more favorable business conditions, e.g. decreased the royalty. Moreover, economic challenges create new opportunities for Russian franchisors that benefit from the changes in consumer behaviour. Discount bar chain KILLFISH, for instance, economizes on costs but provides beverages at a lower price for young customers.  

2.2. Fast-food franchising in Russia – sector analysis
After examining Russian franchising business market in total let us have a look at fast-food market in particular. This choice is determined by several factors. First of all, fast-food in Russia is growing not only in terms of volume but also in terms of POCs’ (point of contact) number. Second, the industry survives the crisis period better than food market in general due to the tendency to save up money on food in hard times. Finally, crisis attracts investors to real business rather than financial assets.  
For the sake of research the author has gathered information about 60 fast-food franchises on the Russian market. Russian fast-food market embraces numerous concepts where traditional burgers and sandwiches are prevailing (26.3%). They are followed by pizzerias and bakeries (16.67%) and ice cream shops (10%). Asian concepts, e.g. Japan, Chinese and Korean ones, have insignificant share. “Other” category includes mobile cafes, cafes serving Russian national dishes as well as new concepts such as bubble tea or frozen yogurt cafes (see Chart 1).
Chart 1. Fast food concepts on the Russian franchise market.
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Source: Author’s research, 2014.
As brand is the cornerstone of franchising the period of its existence on the market is an extremely important factor when it comes to a franchise purchase. The older the brand the more loyal customers it has. The research shows that the majority of Russian fast food franchises (approx. 95%) are more than 2 years old (see Chart 2). Moreover 40% of brands are older than 15 years old. The oldest brand is Carl’s Jr operating since 1941, while BIG ONE and La Pizza Espresso which appeared in 2013 are the youngest ones.

Chart 2. Fast food franchises by operating experience.
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Source: Author’s research, 2014.
2.3. Recommendations for potential franchisees
The next step for a potential franchisee after investigating the industry is the choice of franchise itself. The problem is that the franchise financial parameters incl. profitability and return on investment are usually exaggerated by the franchisor because it varies greatly by region and format and the main franchisor’s aim is to sell the franchise.  Furthermore, some franchise concepts are too young to be estimated in terms of financial patterns. So, it is crucial for the business success to track quantitative and qualitative criteria carefully. Quantitative criteria include:

· Franchise age: the more the age, the more known the brand and the more chance for success;

· Number of operating franchise POCs (The principle is not “The more the better” but “The more profitable the better”);

· Multifranchisee number: multifranchisee owns more than 1 franchise of specific brand. E.g. ROSINTER is proud that practically all its franchisees own at least 2 franchises.

· Contract term to payback period ratio:  if the second one exceeds the first one, franchise purchase is useless.

Except quantitative there are numerous qualitative criteria: 

· Trademark registration, to avoid frauds;

· Franchisor’s responsibility for the business success, which may be reflected in the high franchisee requirements in terms of initial capital and business standards;

· Information transparency from the franchisor’s side (incl. negative cases concerning franchise closure reasons);

· Current franchisees’ satisfaction level (support, communications, franchisor’s reaction speed etc.) Potential franchisee should talk to the current franchisees but not only to franchisor in order to find out all partnership details and peculiarities.
And finally buying a franchise is an important step that needs a lot of pre-work, so you should be very careful if the franchisor hurries you with the decision-making.
3. Conclusion

Franchising business model helps eliminate some business risks, on the one hand, but provides certain restrictions for entrepreneur, on the other. Its three main pillars are law, brand and relationship. Though it is a common practice in international scope, Russian franchising market is comparatively immature and was established only in 1996. It is young and lacks transparency. Nevertheless, it is growing and developing even in the crisis period. Tough economic period provides new challenges and opportunities. Taking new trends of consumer behavior into account may lead the company to success. “Problems and downtimes will happen in business. Having an established rapport with consumers can help businesses be resilient when difficulties arise”. [2]
Fast-food market is comparatively less vulnerable to crisis and is unsaturated in Russia. It embraces different concepts. While traditional hamburgers and sandwiches are the market leaders new trends such as bubble tea and frozen yogurt are becoming more and more popular. The vast majority of fast-food  franchise brands have more than two years of operational experience. This criteria is very important while making the business decision because it is very risky to choose brands that are too young to be well-recognized. 

In conclusion, choosing a franchise is a very responsible step. Potential franchisees should take both   quantitative and qualitative criteria into account. Financial parameters such as profitability and payback period are insufficient because the figures franchisor provides do not always reflect the reality.  Information from current franchisees really matters as it shows franchisor’s attitude towards the partners. 
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			Название			Год основания			Год запуска франчайзинга			Число точек, в т.ч.						Инвестиции			Паушальный взнос			Роялти и рекламные отчисления			Срок окупаемости			Региона продажи			Требования к площади			Деятельность


												собственных			франчайзинговых


			Стардог!s			1993			2009			50			652			100			15			4%			18			Россия, Украина			Любая			Фастфуд


			Ням-Ням			1999			2013			600			0			120			н/д			н/д			5			Россия			4-12			Кофейня


			Татарские пироги			2002			2010			7			50			200			100			0			5			Россия			5-10			Пироговая


			Del Centra			2010			н/д			2			96			300			0			0			3			Россия, Балтия, СНГ			3-100			Бургерный ресторан


			TORNADO			2011			2013			н/д			н/д			330			0			0			3			Россия			3+			Фастфуд


			OMBRELLINA			2011			2013			1			1			350			0			0			3			Россия			2+			Сэндвичи


			Будь как дома			2010			2011			7			5			400			75			0			11			Россия			4-8/12-18/20-60/100-200			Кафе-пекарня


			BONAPE			2012			2012			8			1			400			50			12			12			Россия			12+/25+			Фастфуд


			Булочная№1			2009			2012			20			60			500			80			2%выручки			8			Россия			18-25			Кафе-мороженое


			La Vache cafe			2010			2011			н/д			н/д			500			350			600			12			Россия			15-70			Ресторан быстрого питания


			Cremeria Vienna			1981			2001			3			47			880			0			3% объема поставки			18			Россия, Балтия, СНГ			50+			Пиццерия


			Кампай			2002			2007			14			3			990			400			5%			12			Россия			50-60			Японский фастфуд


			Баскин Роббинс			1990			1948 (1990)			275			275			1000			450			4% маркетинговый взнос			15			Россия, СНГ, Балтия			6-100			Кафе-пекарня


			La Pizza Espresso			2013			2013			1			1			1144			0			0			18			Россия, СНГ			7+			Кафе-кондитерская


			33 пингвина			2004			2006			50			120			1200			350			0			4			Россия, СНГ			6+			Мороженое


			Coffee and the City			2010			2013			5			1			1390						6% оборота			8			Россия			6+			Фастфуд


			Tea Funny			2011			2012			7			41			1400			305			0			6			Россия			10+			Пиццерия


			Багеттерия			2005			2007			2			0			1900			300			5% оборота			н/д			Россия			15-120			Фастфуд


			Gelatissimo			2002			2002			1			5			1980			н/д			н/д			н/д			Россия, Украина			8-200			Пиццерия


			Bubble Mania			2011			2012			8			5			2000			450			0			5			Россия			10-60			Пиццерия


			BIG ONE			2013			2013			0			3			2250			279						3			Россия			40-			Пиццерия


			Mexican Burger			н/д			н/д			н/д			н/д			2250			0			5% оборота			12			Россия			50-70/150-200			Кафе


			Dunkin' Donuts			1950			1955 (2013)			26			0			2400			600			6% оборота+2% реклама			20			Россия			45-/45-120			Пирожковая


			Пицца Соле Мио			1997			2004			3			8			2640			825			33			18			Россия			50-70			Пиццерия


			Yamkee			2012			2012			25			2			2640			429			7% выручки + реклама 3% валового дохода			12			Россия			30+			Стрит-фуд


			Burger Club			2008			2008 (2010)			8			60			2640			0			2% оборота			12			Россия, Украина, Казахстан			40-60			Мороженое


			Auntie Anne's			1988			1989			н/д			1200+			2900			759			6% выручки+1,5% реклама			12			Россия, СНГ, Балтия			15-40			Кафе русской кухни


			РусБургер			2009			2012			5			3			3250			600			3% оборота			18			Россия			90-300			Пиццерия


			Робин Сдобин			2000			2012			170			7			3300			313.5			3% товарооборота			20			Россия			6+			Пекарня


			Grillmaster			1981			1987			11			16			4000			300			4% объема реализации			18			Россия			60-80/180-200			Японский фастфуд


			Subway			1965			1974 (2006)			2			510			4000			360			8% валовой выручки+3,5% реклама			24			Россия, Балтия, СНГ			40+			Кафе-мороженое


			Крошка-Картошка			1998			2001			200			87			4250			420			5% оборота			30			Россия			25-80/55-120			Выпечка и продажа пирогов


			Texas Chicken			1952			1957			1700			13			4455			875			6% оборота			36			Россия, Украина			55+/80-100/90-110/100-120/130-150			Пиццерия


			Миа Дольче Джулия			2001			2004			7			8			4455			990			16			24			Россия			50+			Пельменная


			Cinnabon			1985			2010			5			10			4500			540			6% выручки +реклама 1,5%			9			Россия, СНГ			н/д			Трактир


			Пельмешки да Вареники			2003			2008			12			5			4880			780			3% выручки			24			Россия, СНГ			200+			Мороженое


			New York Pizza			1996			2010			14			8			5000			750			4%			36			Россия			50-65/120-250			Фастфуд


			City Pizza			1996			2007			15			2			5500			800			5%			30			Россия			60-120			Фастфуд


			УДОНъяСАН			2006			2007			5			5			6000			н/д			н/д			н/д			Россия			60-200			Кафе


			My Culture			2010			2010			6			10			6000			1600			3%			36			Россия, СНГ, Ближний Восток			10-40			Японский фастфуд


			Ташир Пицца			1999			2013			65			0			6000			н/д			н/д			14			Россия			200-400			Фастфуд


			Сбарро			1956			2002			149			29			6600			660			7% от выручки + рекламный взнос 2% валового дохода			24			Россия, СНГ, Восточная Европа			6/70/180			Булочная


			Viva la Pizza			1993			2007			13			4			6600			660			3% оборота			30			Россия, Украина			200+			Ресторан быстрого питания


			Tasty Thai			2004			н/д			н/д			н/д			6600			н/д			н/д			н/д			Россия, Балтия, СНГ			120-150			Мобильная кофейня


			Жар Пицца			2003			2011			н/д			14			7000			300			4% оборота+360 реклама			18			Россия			150+			Кофейня


			Чайная ложка			2001			2006			49			17			7500			500			5% выручки			30			Россия, СНГ			40-350			Домашняя кулинария


			Sal de Riso			1988			2000			н/д			н/д			7700			1320			10% оборота			36			Россия			40-90			Фастфуд


			Papa Johns			1984			1985			1000			3000			9900			1155			7.50%			30			Россия, СНГ			100+			Замороженный йогурт


			pizza Mia			2001			н/д			всего 14			н/д			10000			300			10% валового дохода+1% реклама			30			Россия			100+/250+			Экспресс-пиццерия


			Chicken House			2004			2009			1			2			11000			н/д			н/д			н/д			Россия			450			Экспресс-пиццерия


			Штолле			2002			н/д			н/д			н/д			12000			2000			5% оборота			н/д			Россия, мир			н/д			Чайная станция


			Carl's Jr			1941			1980			600			2600			14000			1350			5-6% оборота			30			Россия			75-300			Мобильное кафе


			Hesburger			1966			2011			5			3			17000			440			6%			36			Россия, Балтия, СНГ			60-300			Фастфуд


			Подорожник			н/д			2002			147			0			20000			1500			5% выручки			36			Россия			2-4			Чайный дом


			Quick			1971			2012			н/д			н/д			26400			1650			5%			36			Россия			100-350			Мобильная пиццерия


			Едок			1993			2005			6			н/д			40000			12000			280			60			Россия			900-1000			Булочная-пекарня


			Fatburger			1952			н/д			н/д			н/д			49500			н/д			6% чистых продаж			н/д			Россия, Балтия, СНГ			70-200			Мексиканская кухня


			Кафе XXI века			н/д			н/д			2			1			4000/7000			0			5%оборота			22			Россия			70-150/150-200			Кафе-пекарня


			Обжорный ряд			2003			н/д			19			н/д			н/д			н/д			н/д			н/д			Россия			н/д			Кафе-мороженое


			Fresco freddo			н/д			н/д			н/д			н/д			н/д			120			н/д			н/д			Россия			н/д			Придорожное кафе








Лист2


			Концепции фастфуда			Пекарни, булочные, пироговые			Гамбургеры, бутерброды			Пиццерии			Мороженое			Азиатские концепции			Другое


			Процент			16.67%			26.33%			16.67%			10.00%			6.70%			23.33%


			Объем инвестиций			100 тысяч - 1 млн			1 млн - 3 млн			3 млн - 5 млн			5 млн - 10 млн			свыше 10 млн


						13			14			11			11			8			58


			Процент			22.41%			24.14%			18.97%			18.97%			13.79%


			Окупаемость			3-12 месяцев			12 - 18 месяцев			18 - 30 месяцев			свыше 30 месяцев


						13			16			14			8			51


			Процент			25.49%			31.37%			27.45%			15.69%


			Возраст концепции			менее 2 лет			2 - 5 лет			5-15 лет			15 - 40 лет			свыше 40 лет


						3			11			19			14			8			55


			Процент			5.45%			20.00%			34.55%			25.45%			14.55%


			Опыт франчайзинговой деятельности			менее 2 лет			2 - 5 лет			5 - 10 лет			свыше 10 лет


						14			10			17			8			49


			Процент			28.57%			20.41%			34.69%			16.33%
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			Название			Год основания			Год запуска франчайзинга			Число точек, в т.ч.						Инвестиции			Паушальный взнос			Роялти и рекламные отчисления			Срок окупаемости			Региона продажи			Требования к площади			Деятельность


												собственных			франчайзинговых


			Стардог!s			1993			2009			50			652			100			15			4%			18			Россия, Украина			Любая			Фастфуд


			Ням-Ням			1999			2013			600			0			120			н/д			н/д			5			Россия			4-12			Кофейня


			Татарские пироги			2002			2010			7			50			200			100			0			5			Россия			5-10			Пироговая


			Del Centra			2010			н/д			2			96			300			0			0			3			Россия, Балтия, СНГ			3-100			Бургерный ресторан


			TORNADO			2011			2013			н/д			н/д			330			0			0			3			Россия			3+			Фастфуд


			OMBRELLINA			2011			2013			1			1			350			0			0			3			Россия			2+			Сэндвичи


			Будь как дома			2010			2011			7			5			400			75			0			11			Россия			4-8/12-18/20-60/100-200			Кафе-пекарня


			BONAPE			2012			2012			8			1			400			50			12			12			Россия			12+/25+			Фастфуд


			Булочная№1			2009			2012			20			60			500			80			2%выручки			8			Россия			18-25			Кафе-мороженое


			La Vache cafe			2010			2011			н/д			н/д			500			350			600			12			Россия			15-70			Ресторан быстрого питания


			Cremeria Vienna			1981			2001			3			47			880			0			3% объема поставки			18			Россия, Балтия, СНГ			50+			Пиццерия


			Кампай			2002			2007			14			3			990			400			5%			12			Россия			50-60			Японский фастфуд


			Баскин Роббинс			1990			1948 (1990)			275			275			1000			450			4% маркетинговый взнос			15			Россия, СНГ, Балтия			6-100			Кафе-пекарня


			La Pizza Espresso			2013			2013			1			1			1144			0			0			18			Россия, СНГ			7+			Кафе-кондитерская


			33 пингвина			2004			2006			50			120			1200			350			0			4			Россия, СНГ			6+			Мороженое


			Coffee and the City			2010			2013			5			1			1390						6% оборота			8			Россия			6+			Фастфуд


			Tea Funny			2011			2012			7			41			1400			305			0			6			Россия			10+			Пиццерия


			Багеттерия			2005			2007			2			0			1900			300			5% оборота			н/д			Россия			15-120			Фастфуд


			Gelatissimo			2002			2002			1			5			1980			н/д			н/д			н/д			Россия, Украина			8-200			Пиццерия


			Bubble Mania			2011			2012			8			5			2000			450			0			5			Россия			10-60			Пиццерия


			BIG ONE			2013			2013			0			3			2250			279						3			Россия			40-			Пиццерия


			Mexican Burger			н/д			н/д			н/д			н/д			2250			0			5% оборота			12			Россия			50-70/150-200			Кафе


			Dunkin' Donuts			1950			1955 (2013)			26			0			2400			600			6% оборота+2% реклама			20			Россия			45-/45-120			Пирожковая


			Пицца Соле Мио			1997			2004			3			8			2640			825			33			18			Россия			50-70			Пиццерия


			Yamkee			2012			2012			25			2			2640			429			7% выручки + реклама 3% валового дохода			12			Россия			30+			Стрит-фуд


			Burger Club			2008			2008 (2010)			8			60			2640			0			2% оборота			12			Россия, Украина, Казахстан			40-60			Мороженое


			Auntie Anne's			1988			1989			н/д			1200+			2900			759			6% выручки+1,5% реклама			12			Россия, СНГ, Балтия			15-40			Кафе русской кухни


			РусБургер			2009			2012			5			3			3250			600			3% оборота			18			Россия			90-300			Пиццерия


			Робин Сдобин			2000			2012			170			7			3300			313.5			3% товарооборота			20			Россия			6+			Пекарня


			Grillmaster			1981			1987			11			16			4000			300			4% объема реализации			18			Россия			60-80/180-200			Японский фастфуд


			Subway			1965			1974 (2006)			2			510			4000			360			8% валовой выручки+3,5% реклама			24			Россия, Балтия, СНГ			40+			Кафе-мороженое


			Крошка-Картошка			1998			2001			200			87			4250			420			5% оборота			30			Россия			25-80/55-120			Выпечка и продажа пирогов


			Texas Chicken			1952			1957			1700			13			4455			875			6% оборота			36			Россия, Украина			55+/80-100/90-110/100-120/130-150			Пиццерия


			Миа Дольче Джулия			2001			2004			7			8			4455			990			16			24			Россия			50+			Пельменная


			Cinnabon			1985			2010			5			10			4500			540			6% выручки +реклама 1,5%			9			Россия, СНГ			н/д			Трактир


			Пельмешки да Вареники			2003			2008			12			5			4880			780			3% выручки			24			Россия, СНГ			200+			Мороженое


			New York Pizza			1996			2010			14			8			5000			750			4%			36			Россия			50-65/120-250			Фастфуд


			City Pizza			1996			2007			15			2			5500			800			5%			30			Россия			60-120			Фастфуд


			УДОНъяСАН			2006			2007			5			5			6000			н/д			н/д			н/д			Россия			60-200			Кафе


			My Culture			2010			2010			6			10			6000			1600			3%			36			Россия, СНГ, Ближний Восток			10-40			Японский фастфуд


			Ташир Пицца			1999			2013			65			0			6000			н/д			н/д			14			Россия			200-400			Фастфуд


			Сбарро			1956			2002			149			29			6600			660			7% от выручки + рекламный взнос 2% валового дохода			24			Россия, СНГ, Восточная Европа			6/70/180			Булочная


			Viva la Pizza			1993			2007			13			4			6600			660			3% оборота			30			Россия, Украина			200+			Ресторан быстрого питания


			Tasty Thai			2004			н/д			н/д			н/д			6600			н/д			н/д			н/д			Россия, Балтия, СНГ			120-150			Мобильная кофейня


			Жар Пицца			2003			2011			н/д			14			7000			300			4% оборота+360 реклама			18			Россия			150+			Кофейня


			Чайная ложка			2001			2006			49			17			7500			500			5% выручки			30			Россия, СНГ			40-350			Домашняя кулинария


			Sal de Riso			1988			2000			н/д			н/д			7700			1320			10% оборота			36			Россия			40-90			Фастфуд


			Papa Johns			1984			1985			1000			3000			9900			1155			7.50%			30			Россия, СНГ			100+			Замороженный йогурт


			pizza Mia			2001			н/д			всего 14			н/д			10000			300			10% валового дохода+1% реклама			30			Россия			100+/250+			Экспресс-пиццерия


			Chicken House			2004			2009			1			2			11000			н/д			н/д			н/д			Россия			450			Экспресс-пиццерия


			Штолле			2002			н/д			н/д			н/д			12000			2000			5% оборота			н/д			Россия, мир			н/д			Чайная станция


			Carl's Jr			1941			1980			600			2600			14000			1350			5-6% оборота			30			Россия			75-300			Мобильное кафе


			Hesburger			1966			2011			5			3			17000			440			6%			36			Россия, Балтия, СНГ			60-300			Фастфуд


			Подорожник			н/д			2002			147			0			20000			1500			5% выручки			36			Россия			2-4			Чайный дом


			Quick			1971			2012			н/д			н/д			26400			1650			5%			36			Россия			100-350			Мобильная пиццерия


			Едок			1993			2005			6			н/д			40000			12000			280			60			Россия			900-1000			Булочная-пекарня


			Fatburger			1952			н/д			н/д			н/д			49500			н/д			6% чистых продаж			н/д			Россия, Балтия, СНГ			70-200			Мексиканская кухня


			Кафе XXI века			н/д			н/д			2			1			4000/7000			0			5%оборота			22			Россия			70-150/150-200			Кафе-пекарня


			Обжорный ряд			2003			н/д			19			н/д			н/д			н/д			н/д			н/д			Россия			н/д			Кафе-мороженое


			Fresco freddo			н/д			н/д			н/д			н/д			н/д			120			н/д			н/д			Россия			н/д			Придорожное кафе
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			Концепции фастфуда			Пекарни, булочные, пироговые			Гамбургеры, бутерброды			Пиццерии			Мороженое			Азиатские концепции			Другое


			Процент			16.67%			26.33%			16.67%			10.00%			6.70%			23.33%


			Объем инвестиций			100 тысяч - 1 млн			1 млн - 3 млн			3 млн - 5 млн			5 млн - 10 млн			свыше 10 млн


						13			14			11			11			8			58


			Процент			22.41%			24.14%			18.97%			18.97%			13.79%


			Окупаемость			3-12 месяцев			12 - 18 месяцев			18 - 30 месяцев			свыше 30 месяцев


						13			16			14			8			51


			Процент			25.49%			31.37%			27.45%			15.69%


			Возраст концепции			менее 2 лет			2 - 5 лет			5-15 лет			15 - 40 лет			свыше 40 лет


						3			11			19			14			8			55


			Процент			5.45%			20.00%			34.55%			25.45%			14.55%


			Опыт франчайзинговой деятельности			менее 2 лет			2 - 5 лет			5 - 10 лет			свыше 10 лет


						14			10			17			8			49


			Процент			28.57%			20.41%			34.69%			16.33%
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