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g FRANCHISING CAN OFFER AV RY LUCRATIVE BUSINESS
MODEL FOR BRANDS OOK NG T® BRING THEIR OFFER TO
OVERSEAS MARKETS. IN THIS SPECIAL FEATURE WE LO®K

ATTHE DIFFERE T FRANC

he world of franchising has grown

exponentially, entering the retail

industry in the early 1940s with the

advent of major American fast food
and hotel franchisors looking abroad for
expansion opportunities.

There are over 800 franchise systems
operating in the UK alone and firms are
increasingly using franchise techniques to
broaden their interests across numerous
time zones and to spread risk.

In fact, many large European retailers
are currently maintaining close to pre-
recession profit levels only because of
revenue flows from franchises in the
booming Asian market.

Modern day deals between franchisor
and franchisee often require specific
specialist advice, especially if premises are
involved, as tax planning and compliance
with sometimes complex local laws need
careful consideration.

However the paramount consideration
remains unchanged, and that is the
choice of local partner. It is vital to choose
a reliable local partner with a record of
compliance with their contractual terms.

In addition, often only certain big players
have access to the best locations within the
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IS NG ROUTES AVAILABLE, THEIR
ADVANTAGES AND P TFA S.

key malls. You will find the same well known
conglomerates taking on the franchises for
literally hundreds of western brands in key
markets like the Gulf countries and your
brand will therefore be only one of many in
their stable.

The flip side is that the internal structures
of these conglomerates are sophisticated
and their staff are highly experienced in
running franchises.

Many businesses with an established
home market recognise that franchising
provides them with an avenue to tap into
the world’s vast global markets.

Some of the world’s leading brands such
as Starbucks and the Intercontinental Hotel
Group have established truly international
names by building on their platform of their
know-how and techniques.

Others, such as Debenhams, New Look,
Marks and Spencer, Boots, BHS and Inditex,
with major company-run chains at home,
recognise that franchising allows them to
bring their brand to new consumer markets
without the demands on capital, people
resources, and risk of owning and managing
an overseas network of stores.

There are five main avenues of expansion
overseas: company-run operations, direct




