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In a sector as vast as franchising, one name stands out. 
Franchise Times. We bring readers the news online and 
in print, and showcase success stories, the advice and the 
lifestyles that make franchising the most interesting busi-
ness sector to watch. Franchise Times is the information 
hub for all things franchising, but we’re more than that. 
We give readers the tools to succeed.

This is who we are: Fresh, insightful coverage of fran-
chising, online and in print. What are the top franchises 
to invest in? What franchises will grow in a turbulent 
economy? How did one franchise system grow from two 
locations to 40? What capital sources are available to 
franchises in various industries? Who are the movers and 
shakers in an ever-changing business world? Franchise 
Times has been providing actionable information to its 
readers for more than 25 years.

For advertisers, this means partnering with the most 
trusted name in franchising. Our cutting-edge report-
ing, special features and integrated media solutions are 
designed to help marketers reach their core audience  
and stand above others.
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• 37,000+ readership, targeting franchise owners 
and executives (16,000 subscriber sharing 
with an average of 1.2 colleagues)

• 65% are upper-level execs—CEOs, CFOs, 
COOs, presidents and the like

• 50% of our readers are franchisees,  
and 80% of those are multi-unit operators

• 41% of our readers are franchisors,  
and 25% of those have 99 or more units

• 75% have a bachelor’s degree or higher

• 69% of our readers spend 30 minutes  
to more than an hour with each issue

The 37,000+ readership of Franchise Times  
are powerful people with purchasing clout:

Our Audience • Print

41%

26%

50%

80%

of our readers  
are franchisors

of those  
have 99 or 
more units

of our readers  
are franchisees

of those are 
multi-unit 
operators

Our Audience • Digital
Make a big impact with this digital audience, who reach 
out to FranchiseTimes.com for inspiring stories, outtakes 
from franchisee and franchisor interviews and colorful 
tales that intrigue and inform. For advertisers, we have 
multiple strategies to help you with your digital outreach.

You will see on the following pages how advertisers 
can directly reach our audience in creative new ways. 
Whether it’s on FranchiseTimes.com, in our newsletters 
or throughout the internet, you can target your message 
to our exclusive audience of franchise owners and senior 
executives—the decision makers. 

Time on 
article pages
2.75 mins

Monthly users
68,000

Average 
monthly ad 
impressions

359,000

Pages per visit
1.53

Twitter
9,000+ 

followers

LinkedIn
9,200+ 

followers

Facebook
4,000+ 

followers

Instagram
1,000+ 

followers
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Through our weekly newsletters, readers learn about 
the latest development deals, M&A transactions, 
top franchise stories and more. Contact with readers 
in a newsy format is a win for advertisers.

Banner ads available for each issue. 

• 26.3% average open rate

• 1.3% email click rate

• 28,400 subscribers

Positions

You provide your informative message via an HTML 
and we’ll deliver it to our audience. Targeted advertising 
opportunities like this will get your marketing message  
to the most influential franchise operators!

• Average total recipients: 28,400

• Average open rates: 27.2%

• Average clicks per email: 337

Investment: $6,000 

Dedicated emails: Deliver your personally crafted 
message to Franchise Times readers 

E-newsletters: Market your company to targeted 
inboxes with our content-rich e-newsletters

Email Marketing Opportunities

Top ad: $900

Middle #1 ad*: $800

Middle #2 ad: $700

Middle #3 ad: $600

Middle #4 ad: $500

Bottom ad: $500

Size: 728 x 90  

* 350 x 250 (Dealmakers 
e-newsletter middle spot)
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Investment

50,000 impressions: $65 CPM (Cost per thousand)

100,000 impressions: $55 CPM (Cost per thousand)

200,000 impressions: $50 CPM (Cost per thousand)

Size dimensions and web guidelines:

• 728 x 90, 300 x 600, 300 x 250 and 300 x 50

• Please submit .jpeg, .gif or .png file 
no larger than 150KB 

• RGB color space only. 

• 124,000 average page views in a month

• 80,000 sessions in April 2022

• 0.08% banner ad click-thru rates

• 68,000 users in a month

• 2.75 minutes average time spent on article pages

Travel along with your target audience! With this digital 
ad campaign we help you pinpoint our franchise-focused 
visitors and convey your message to them after they leave 
our site, along with having an ad on our site. Here’s how 
it works: Once a qualified visitor is on FranchiseTimes.
com, we will attach a “cookie” to the qualified visitor’s 
browser session, which will display your banner ad as the 
individual visits other sites. As the qualified user views 
other sites, the “cookie” activates your franchise-focused 
banner ads. Along with our Franchise Times site, we will 
help keep your company top-of-mind to our visitors. 

Investment: $25/CPM

Retargeting:

Our online audience is educated, affluent  
and growing quickly:

FranchiseTimes.com

FranchiseTimes.com
visited by qualified 

visitor

Qualified visitor leaves 
FranchiseTimes.com  

and visits another site

Our “cookie” is  
downloaded and attached  

to session

Our “cookie” activates  
and displays your retargeted 

banner ad
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Make your ad the first thing a reader sees when they visit 
FranchiseTimes.com. Your banner ad at the top of the 
page expands into a larger ad, which will drive an eye-
catching, engaging advertising experience for your target 
audience.

Image Sizes:

• 1170 x 50 with a 100 x 50 space reserved 
at the right for the toggle button.

• Mobile Pencil image should be 480 x 50,  
with a 50 x 50 space reserved at the right 
for a toggle button

• Expanded Image Desktop: 1170 x 300

• Expanded Image Mobile: 480 x 250

Investment: $129/CPM

High-Impact ads

This is an opportunity to tell a story, give advice or gen-
erally let our loyal audience know you are the authority 
in your field. Outline a case study, offer ground-breaking 
research and more to capture our reader’s attention.

Your headline and provided content will appear in the 
middle of the first page of FranchiseTimes.com. Visitors 
will read your thought-provoking headline and article 
lead in, with an opportunity to click through to the entire 
article. 

We post your story for one month, and then archive it  
for an entire year. Sponsored content is an excellent part 
of your overall marketing plan to be seen as the leader  
in your field. 

Investment: $2,500 per article posted 

Sponsored Content:
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Polybagging your insert for the entire 
subscription base: $9,500

For half the subscription base: $7,200 

For one-fourth of the subscription base  
or smaller geographical area: $4,100 

• Includes bagging production cost and postage  
up to 3 oz.

• Almost any flat piece and many other options (con-
tact us in advance of mailing to ensure compatibility).

• Pieces must be at mail house by materials deadline.

Tip-in: $7,900

• Includes insertion cost and postage up to 3 oz.

• Almost any flat piece of literature (contact sales rep 
for close dates to ensure compatibility).

• Pieces must be at mail house by materials deadline.

• Preferred position not available.

Stitch-in options

Subscription card (4-color): See rate card on pg 8

• A 8.5” x 8.5” full-color card, include 0.25” bleed.

• Opposite panel from the subscription card.

• Includes all print, postage and bindery costs.

• Materials are due on the first of the month  
preceding the issue. 

Advertising on stitch-in cards  
(supplied by advertiser): $6,500

• Must be light card stock.

• Minimum size is 5” x 3” (width x height)  
plus minimum 3” flap.

• Largest size is 10” x 12.75” (width x height)  
plus minimum 3” flap and 0.1875” extra on 3 sides.

• Pieces must be at mail house by materials deadline.

Show-only distribution issues

Belly band: $3,200

• A 22” x 4” (width x height) full-color band around 
the issues, distributed only at specified shows  
(add 0.125” to all sides for full bleed).

• Set-up, printing, application  
and distribution included.

• Contact sales rep for availability as opportunities  
are limited to first come, first served.

Cover card—Show distribution: $3,100

• A 4.25” x 5.50” full-color card.

• Set-up, printing, application  
and distribution included.

• Contact sales rep for availability as opportunities  
are limited to first come, first served.

Inserts for show distribution: $1,000

• Up to 8.5” x 11”

• Does not include printing or set-up.  
Pieces are supplied by customer.

• Most literature pieces can be used.  
Contact sales rep for verification.

• Material must be sent to Franchise Times  
no less than 3 weeks prior to event.

Insert Options
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When prospective franchisees are looking for that next 
opportunity, make sure they know you are available!

The Franchise Times Top 500 is the only franchise rank-
ing based on systemwide sales, and is the most visited 
page on FranchiseTimes.com. Since last October, the  
Top 500 page on FranchiseTimes.com has been accessed 
more than 100,000 times. We want to provide visitors 
with more information on your brand, so you can put 
your best foot forward.

The Franchisor Spotlight:

• All options include an Enhanced Listing: Company 
description, contact information, photos, link to 
video, franchise specifics, and more, within your 
online listing for one year

• Logo included as a featured franchise on the 
Franchisor Spotlight on the Top 500 landing page  
on FranchiseTimes.com.

All of the above with a full page ad 
in the October issue: $7,900

All of the above with a half page ad  
in the October issue: $5,900

Enhanced Listing only: $2,500

For more information on pricing and other questions, 
contact Kevin Pietsch at (612) 767-3206 or at  
kpietsch@franchisetimes.com.

NEW for franchisors! Our Top 500 searchable 
database is a useful research tool, with systemwide 
sales and unit stats on the 500 largest franchises. 

Franchise Times Top 500
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Expose your business to the 37,000+ unique visitors 
to Franchise Times’ website by having a listing in our 
Vendor Directory of the suppliers devoted to franchising.

• It offers technology solution providers, attorneys, 
and consultants an opportunity to grow their brand 
awareness.

• It’s searchable online, helping franchise operators 
quickly find your products or services. Visitors will 
be able to view your company profile, click through 
to your website, or make direct contact with you 

• Company listings include full company details,  
contact information and more. 

• Direct to the decision makers in franchise businesses!

• Listing: $500/year

For more information on pricing and other questions, 
contact Lucas Wagner at 612-767-3225 or at  
LWagner@FranchiseTimes.com.

The Franchise Times Finance & Real Estate Directory is the 
source franchise owners turn to for information on lenders, 
banks, financial advisors, REITs, sale/leaseback advisers and 
more to help them expand their business or sell locations. 
More than ever, franchise operators will want to know who 
is still working within the franchise sector. 

Your listing will appear:

• Within the pages of the September issue of Franchise 
Times, in a special expanded finance section.

• In a separate publication, which will be mailed  
and emailed with Franchise Times’ sister publication, 
the Restaurant Finance Monitor, in October. 

• Online for a full year at FranchiseTimes.com. 

• Listing: $950 per year

For pricing and additional Finance & Real Estate 
Directory marketing opportunities, contact Mary Jo Larson 
at 612-767-3208 or at MLarson@FranchiseTimes.com.

Vendor Directory

Finance & Real Estate Directory
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Synovus
3400 Overton Park Drive SE, 5th floor 
Atlanta, Georgia 30339

Phone: (404) 364-6754

Toll Free: (888) 796-6887

Contact: Scott Tocci

Email: ScottTocci@synovus.com

Website: synovus.com/restaurantfinance

Company Description: Led by former restau-
rant owners, investors, and operators, the dedi-
cated bankers of the Restaurant Finance Group 
at Synovus have decades of hard-won, firsthand 
insights into your business and the industry. Our 
expertly crafted menu of financing options includes 
term debt for your enterprise or real estate, as well 
as lines of credit, interest rate hedging, and com-
prehensive cash management and treasury services. 
If you’re hungry for growth, let us serve you next.

Tandem Finance
3801 Automation Way, Suite 207 
Fort Collins, CO 80525

Phone: (970) 494-4031

Toll Free: (844) 612-7499

Contact: Jennifer Paidosh

Email: jpaidosh@tandemfinance.com

Website: fundyourfranchise.com/index.html

Company Description: Tandem Finance is a direct 
lender that delivers flexible financing options to 
support startups, expansion locations, remodel/
re-imaging and equipment-replacement/ upgrade 
initiatives within established franchise concepts. 
Better financing by design starts by creating inno-
vative and easy financial solutions for our fran-
chisor and franchisee clients. We can finance 
$500,000 for expansion locations, remodeling/re-
imaging projects and above 50% of the total trans-
action being soft cost financing. Franchise fee and 
marketing fund financing are available for non-
startup locations via our EFA Plus offering. Simple, 
quick processing supported by highly experienced 
personnel makes dealing with Tandem Finance a 
reliable and quality experience.

TD Bank
2461 Main Street 
Glastonbury, CT 06033

Phone: (860) 652-6550

Contact: Mark Wasilefsky

Email: Mark.Wasilefsky@td.com

Website: tdbank.com/franchise

Company Description: TD Bank is a member 
of the TD Bank Group and a subsidiary of the 
Toronto-Dominion Bank, a top 10 financial ser-
vices company in North America. Our special-
ists have the knowledge and banking products to 
assist your restaurant’s life cycle: Acquisitions, Real 
Estate, Equipment, Remodels, Refinancing.

Tenet Financial Group
109 Larson Lane, Suite 200 
Aledo, TX 76008

Phone: (817) 381-0794

Contact: Derrick Skogsberg

Email: derrick@tenetfinancialgroup.com

Website: tenetfinancialgroup.com

Company Description: With over a century of com-
bined experience, Tenet Financial Group special-
izes in franchise funding services such as 401(k) 
Rollovers/ROBS, SBA Loans, Term Loans, Lines of 
Credit, and more. Our team takes a consultative 
approach with each client based on the person’s 
unique needs, ensuring the franchise is fully funded 
at startup and through the lifetime of the business. 
Our clients include retail, brick-and-mortar, home-
based, service-based, and other franchise concepts. 
Learn more: tenetfinancialgroup.com

Trinity Capital,  
a division of Citizens Capital Markets
11755 Wilshire Blvd, Ste 2450 
Los Angeles, CA 90025

Phone: (310) 268-8330

Contact: Kevin Burke

Email: kburke@tcib.com

Website: www.tcib.com

Company Description: Trinity Capital, a division 
of Citizens Capital Markets, is an investment bank 
focused on providing financial advice to restau-
rant owners, franchisees and franchisors. We offer 
unparalleled industry expertise with a full suite of 
services, including M&A, capital raises, restructur-
ing and strategic advisory assignments.  

United Community Bank
2 West Washington Street , Suite 700 
Greenville, SC 29601

Phone: (551) 227-1305

Contact: Mike Orlov

Email: mike.orlov@ucbi.com

Website: www.ucbi.com/business-banking/
business-lending/franchise-lending

Company Description: United Community Bank’s 
franchise lending focuses on medium-sized fran-
chisees in the restaurant, fitness, personal services, 
automotive, and other segments. Our expert fran-
chise financing team, has been helping franchi-
sees in food and non-food brands for many years. 
We offer 7 and 10 year amortizations for non-real 
estate transactions, and 20 year amortizations for 
real estate, all at competitive rates.  As a conven-
tional franchise business lender, United Community 
Bank offers solutions for:

• Acquisition loans
• Refinance loans
• Partner buyouts
• Real estate loans
• Equity recaptures
• Development lines of credit, which include: 

New store development, Re-imaging, 
Remodeling, and Acquisition.
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54 Financial Services
5 N State Street, 2nd Floor 
Greenfield, IN 46140

Phone: (317) 967-6900

Contact: Brent Willis

Email: BrentW@54fins.com

Website: 54fins.com

Company Description: 54 Financial Services was 
created to provide financing options to small busi-
nesses needing between $50,000 and $350,000. By 
utilizing the SBA 7(a) program, we are able to pro-
vide for the needs of franchisees looking for financ-
ing for the following projects:

• Leasehold improvements, remodeling
• Start-up
• Real estate purchase (owner occupied)
• Construction
• Business acquisitions including partner buyouts
• Debt refinance
• Equipment and inventory
• Working capital

Please reach out and let us know how we can help!

AB Advisory & Analytics 
760 Samuels Ave 
Fort Worth, TX 76102

Phone: (214) 476-6076

Contact: Alex Blanton

Email: alex@ab-advisor.com

Website: ab-advisor.com

Company Description: AB Advisory & Analytics is 
a financial advisory practice and investment bank, 
serving middle market private companies, fran-
chises, and fortune 500 companies. We are astute 
deal makers who represent our clients with integ-
rity, provide value added analytics and negotia-
tion advice and focus relentlessly on deal execution. 
Our service offerings include debt and equity 
sourcing, evaluation and placement, buy side and 
sell side M&A representation, sale/leaseback trans-
actions, restructuring and strategic advisory ser-
vices, temporary CFO/CRO/Receiver services, and 
project analytics.

Ascentium Capital
23970 Highway 59 North 
Kingwood, TX 77339

Phone: (281) 883-0140

Toll Free: (281) 883-0190

Contact: Ryan Driscoll

Email: RyanDriscoll@AscentiumCapital.com

Website: www.AscentiumCapital.com

Company Description: Ascentium Capital special-
izes in flexible financing solutions for the franchise 
industry.  Take advantage of customized financ-
ing up to $2.5MM, terms up to 72 months and 
payment structures that complement cash flow. 
Experience a streamlined process for fast access 
to 100% financing: easy application, quick credit 
decisions, and app-only up to $500K. Finance 
nearly anything: new builds, acquisitions, remodels, 
FF&E, commercial vehicles, technology & more. 
Request a no-obligation quote today: Ascentium.
info/FT22

Auspex Capital, LLC
6 Centerpointe Dr, Suite 610 
La Palma, CA 90623

Phone: (562) 424-2455

Contact: Christopher Kelleher

Email: ckelleher@auspexcapital.com

Website: www.auspexcapital.com

Company Description: Founded in 2004, Auspex 
Capital is the leading investment banking and 
financial advisory firm exclusively serving the QSR 
industry. Our expertise includes M&A advisory, 
debt placement, and real estate financing. Since 
inception, we’ve completed 248 M&A transactions 
involving 4,230 restaurants and raised $10.7 bil-
lion in capital for franchisees. We build long-term 
relationships with restaurant industry entrepre-
neurs and provide our clients with innovative ideas, 
comprehensive analysis, value-added solutions, and 
flawless execution.

Along with expanded finance and real estate coverage in the  
preceding pages, Franchise Times offers this annual directory  
of lenders, financial advisers and real estate service providers  

committed to serving the franchise sector. Find trusted 
resources here to help meet your capital and location needs.  

ICONOLOGY:
FINANCIAL ADVISORY

LENDER

REAL ESTATE
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The White Paper: 

Generate leads while establishing your company as a 
thought leader in your field. White papers are one of our 
most popular products and you get to achieve the trifecta 
of exposure, thought leadership and lead generation. 

What’s included:

• Your white paper is posted on the Franchise Times 
website for three months.

• We promote your white paper via email,  
social media and on Franchisetimes.com.

• You’ll receive contact information for all those  
who download your white paper.

Investment: $6,000

The Webinar: 

Generate leads and position yourself as an expert in the 
franchise community by working with Franchise Times to 
help educate our readers on a specific topic. Our editorial 
staff will work closely with you to choose the most compel-
ling topic for our audience.

What’s included:

• We will provide the technology and platform  
to host the webinar.

• We will promote the webinar and handle  
all registrations.

• We will provide an editorial contact to moderate  
the event. 

• You will receive contact information of those  
who register for the event. 

Investment: $7,000

Generate leads from our Franchise Times audience, 
while informing, too.

White Papers & Webinars
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The No. 1 Networking Conference

The Restaurant Finance & Development Conference is 
known as the premier restaurant industry deal-making 
event, each year drawing sold-out crowds who come to 
get business done. Now in its 33rd year, the conference 
brings together financiers, bankers, real estate experts 
and more with franchisors, multi-unit restaurant owners 
and executives. For companies wishing to reach growing 
restaurant businesses, this is a must-sponsor event. 

November 13-15, 2023 
Bellagio Hotel, Las Vegas 
Call or e-mail your sales rep.

Deliver your message to 3,000 restaurant  
and finance dealmakers
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Virtual Events

Each month, franchisors present their investment case  
to potential franchisees, investors and the lending com-
munity.

Executives of the franchise brands present their outlook, 
expansion plans and explain their unit economics and 
business case. It gives potential franchisees and investors 
an inside look at growing franchise companies. 

Here is what you get when you present your brand:

• 30-minute presentation (includes Q&A time).

• Present your investment case

• Present your franchise growth story to potential 
multi-unit franchisees

• Elevate your brand in the eyes of the franchise  
lending community

Franchise Times will use our 30,000+ contact lists  
to promote your company and your presentation  
for the Franchise Investment Show.

Franchise Times and our production team will film  
your presentation.

Your presentation will be featured on our monthly 
Franchise Investment Show web page and linked  
to your company website.

Lead generation: Franchise Times will be tracking the 
audience and presenting you with the data, including 
names and contact information along with other valu-
able details such as their liquid assets, how much they are 
looking to invest and how soon they are ready to invest.

With Franchise Time’s involvement, it will be profes-
sional and we make it easy for you, the presenter. 

Investment: $2,500
For presentation  

opportunities contact: 

Kevin Pietsch
612-767-3206

kpietsch@franchisetimes.com

Past presenters include:
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Preferred Position: Special positions are guaranteed at a 10% premium to standard ad ver tis ing rates. 

Premium Positions   10x   6x   3x   1x
Inside Front (Full page)  ...............................................................  $7,120  ..........  $7,838  .......... $9,316 ......... $10,280
Inside Back (Full page)  ................................................................  $6,989  ..........  $7,709  .......... $9,139 ......... $10,089
Outside Back (Full page)  .............................................................  $7,323  ..........  $8,064  .......... $9,571 ......... $10,570
Table of Contents (Full page)  ......................................................  $6,795  ..........  $7,494  .......... $8,876 ........... $9,803
Opposite Publisher's Column (Full page)  ....................................  $6,795  ..........  $7,494  .......... $8,876 ........... $9,803
Subscription Card  .......................................................................  $7,000  ..........  $7,800  .......... $9,200 ......... $10,100

Display   10x   6x   3x   1x
2 Page Spread  ............................................................................  $10,537  ........  $11,594  ........ $13,717 ......... $15,147
Full Page  .....................................................................................  $5,855  ..........  $6,441  .......... $7,620 ........... $8,415
Junior Page  ..................................................................................  $4,660  ..........  $5,128  .......... $6,045 ........... $6,660
1/2 Page (Vertical or Horizontal)  .................................................  $3,293  ..........  $3,602  .......... $4,210 ........... $4,621
1/3 Page (Vertical or Horizontal)  .................................................  $2,647  ..........  $2,836  .......... $3,295 ........... $3,546
1/4 Page (Square, Horizontal-1 or Horizontal-2)  .........................  $1,922  ..........  $2,072  .......... $2,380 ........... $2,587
1/6 Page  ......................................................................................  $1,457  ..........  $1,559  .......... $1,760 ........... $1,902
1/8 Page  ......................................................................................  $1,234  ..........  $1,306  .......... $1,457 ........... $1,559

Marketing Opportunities • Print

Contact Your Sales Rep:

For finance & real estate:
Mary Jo Larson’s clients are the 
heavy-hitters in finance, banking, 
private equity and real estate. She 
values long-term relationships to 
help clients reach their marketing 
objectives.

(612) 767-3208 
mjlarson@franchisetimes.com

For service providers:
Lucas Wagner enjoys aiding 
his sophisticated clients in law, 
accounting, technology and other 
services. He works diligently to help 
marketers design the best plan for 
their business.

(612) 767-3225 
lwagner@franchisetimes.com

For franchisors:
Kevin Pietsch, known for his gift 
of gab, generosity and sincere 
dedication to his advertisers, 
helps franchisors craft the perfect 
campaign.

(612) 767-3206 
kpietsch@franchisetimes.com
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SEE PAGE 
21 FOR 

DISPLAY 
SPECS.

Marketing Opportunities • Print

1⁄8 PAGE
4.625” x 3”

1/6 PAGE
4.625” x 4”

1⁄4 PAGE 
HORIZONTAL 

#2
9.375” x 3”

1⁄4 PAGE 
HORIZONTAL 

#1
7” x 4”

1/3 PAGE 
HORIZONTAL

9.375” x 4”

1⁄2 PAGE 
HORIZONTAL

9.375” x 6”

1⁄4 PAGE 
SQUARE
4.625” x 6”

1⁄2 PAGE 
VERTICAL
4.625” x 12”

JUNIOR 
PAGE
7” x 9”

FULL PAGE
10” x 12.75”

Bleed:  
10.50” x 13.25”

Live Area:  
9.5” x 12.25”

2 PAGE SPREAD
20” x 12.75”

Bleed:  
20.50” x 13.25”

Live Area:  
19.5” x 12.25”

1⁄3 PAGE 
VERTICAL
4.625” x 8”
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Ranking of the smartest-growing 
franchise systems in the United 
States, as determined by our 
10-point proprietary formula and 
derived from our Franchise Times 
Top 500 database. Sponsors of this 
will align themselves with these  
fast growers who are on the  
upward track!

Your branding:

In print:

• Your logo on the front section  
of the editorial coverage

• 75-word write up  
in editorial section

Digital:

• Ad module in the middle  
of the editorial coverage online

• Rotating banner throughout 
editorial coverage online

Social media coverage:

• Thank-you tweet and tag

• LinkedIn Post

• Facebook post

Total impressions*: 53,000

Sponsorship: $5,000

Annual list of the top attorneys  
in franchising. If you are an attorney, 
tell franchise executives you are best 
in class. 

Advertising packages:  
Contact Lucas Wagner at  
lwagner@franchisetimes.com

We select the best franchises in 10 
hot industries based on profitability 
and online voting. Let the world 
know you work with world-class 
brands! 

Your branding:

In print:

• Your logo on the front section  
of the editorial coverage

• 75-word write up  
in editorial section

Digital:

• Ad module in the middle  
of the editorial coverage online

• Rotating banner throughout 
editorial coverage online

Social media coverage:

• Thank-you tweet and tag

• LinkedIn Post

• Facebook post

Total impressions*: 50,000

Sponsorship: $5,000

Franchise Times reports on the  
biggest M&A transactions and the 
dealmakers making it all happen.  
We publish content in our magazine 
and monthly e-newsletters, host 
webinars, and celebrate by choosing 
the best deals of 2021. 

Email or call your ad representative 
for digital and pring sponsorship 
information.

January March April

May

Bring your message to readers in both digital  
and print. Six signature projects draw extra 
readership, and you are part of it!

High-impact projects readers love
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Our exclusive ranking of the nation’s 
largest restaurant franchisees with the 
brands they operate. Spread the word 
about your services to sophisticated 
operators in this editorial package 
both online and in print!

Your branding:

In print:

• Your logo on the front section  
of the editorial coverage

• 75-word write up  
in editorial section

Digital:

• Ad module in the middle  
of the editorial coverage online

• Rotating banner throughout 
editorial coverage online

Social media coverage:

• Thank-you tweet and tag

• LinkedIn Post

• Facebook post

Total impressions*: 51,000

Contact information: 
Receive the contact information  
for the top restaurant franchisees  
in the nation!

Sponsorship: $11,000

For franchising’s service providers: 
This is the largest, most sought-after 
information regarding franchising’s 
heavy hitters! The biggest ranking 
of the year: 500 franchise systems 
ranked according to worldwide sales 
and units, with deep industry-sector 
analysis. 

This is the one-stop shop for 
all the facts about the biggest 
franchise brands, which is also a 
new searchable database at www.
franchisetimes.com. Your message 
in this editorial package will be 
revisited again and again by the 
biggest names in franchising, online 
and in print. 

Your branding:

In print:

• Your logo on the front section  
of the editorial coverage

• 75-word write up  
in editorial section

Digital:

• Ad module in the middle  
of the editorial coverage online

• Rotating banner throughout 
editorial coverage online

Social media coverage:

• Thank-you tweet and tag

• LinkedIn Post

• Facebook post

Total impressions*: 55,000

Sponsorship: $10,000

* Total circulation between print  
and digital 

August October
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In a shakeup at the top, Circle K, Tommy’s Express and Scooter’s Coffee muscle their way to the 
No. 1, 2 and 3 spots following three years of exceptional sales and unit growth. Scooter’s, which appears 
on our cover, makes the impressive leap to No. 3 after the drive-thru coffee concept grew sales 83.6 per-
cent from 2018 to 2020. And co-founder Don Eckles isn’t slowing down. “We believe we have big things 
to do in the next four years,” he says. Read more from Eckles and check out strategies from the other 39 

companies on this list in our exclusive research project that identifies sustainably growing brands.

Articles by Callie Evergreen, Beth Ewen, Laura Michaels and Nicholas Upton
Research by Matt Haskin and Max Wolf

Circle K
Convenience stores

1 Circle K gets bragging 
rights as the No. 1 
franchise on the 

Franchise Times Fast & 
Serious list, up from No. 5 last 
year. But true to form the 
Canadian-based convenience 
store and gas station retailer 
didn’t respond to multiple 
requests for comment. We’ll 
let its numbers do the talking. 
Sales grew 48.8 percent to 
$15.2 billion from 2018 
through 2020, the three years 
that make up this ranking. 
Units grew to 11,312, up 40.5 
percent from 2018. Enough 
said.

Tommy’s
Express 
Car wash chain

2 Tommy’s Express 
debuts on our Fast & 
Serious list this year, 

for the first time reaching $64 
million in sales (the floor is 
$40 million) from 70 units. 
But the company itself is no 
newcomer, said Ryan 
Essenburg, president and chief 
innovation officer and third-
generation owner. “My grand-
father and his brother started 
with the first car wash in 1969, 
in Holland, Michigan, and 
that’s still where we are today,” 
he said, adding a quick history 
lesson. “We evolved real 
quickly to what’s called the 
conveyorized tunnel car wash,” 
which conveys the car through 
a series of wash stations in an 

assembly line. “We got into 
the car wash equipment man-
ufacturing business. My father 
grew and developed that,” he 
said, about Tom Essenburg, 
founder and chairman. “We 
built a large equipment supply 
company, with proprietary 
patents on things like brushes 

and conveyors to wash the car.” 
The family next turned to the 
modular building business, 
creating a full-site model. 

“The next phase was, realizing 
that our 50 years of opera-
tions experience could con-
tribute more. We launched 
Tommy’s Express as a fran-
chise in 2016,” said Essenburg. 

“We’ve been at it hard.” CEO 
Alex Lemmen said franchisees 
from other industries, such as 
restaurants and big-box fitness, 
are taking notice of the car 
wash brand, which costs 
between $5- and $7 million to 
build and generates average 
unit volumes of $2.3 million, 
with profit margins between 
40 and 50 percent. Low labor, 
usually five people per shift 
and 12 people on the payroll 
total, is another draw. “We 
might have 12 members on 
payroll total per site. And one 

SPONSORED BY 

F&S  continued on 20

2
 Ryan Essenburg is president 

of Tommy’s Express.
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in our strategy to offer more 
than repair. Repair is the core 
of what we do, but we’re also 
here to offer solutions to help 
ensure our customers’ tech is 
always up and running.” 
Barbuto said his top priorities 
are “always, one, caring for 
our people and two, caring for 
our customers, so I do every-
thing I can to keep them top of 
mind when making decisions.”

Teriyaki
Madness

Fast-casual Asian restaurants

5 Teriyaki Madness 
rockets to No. 5 on 
the Franchise Times 

Fast & Serious list, marking 
its debut among the top 40 (it 
was No. 60 the year before). 
But don’t call it an overnight 
sensation. CEO Michael Haith 
bought the brand six years 
ago from its founders, who at 
the time had seven restaurants 
in and around Las Vegas; in 
2020 it had 90 restaurants, up 
more than 104 percent over 
the three years that make up 
our ranking, from 2018 

through 2020. A veteran res-
taurant chain executive, Haith 
planned to merely consult and 
sit on the board, but soon 
learned the fast-casual Asian 
chain needed work. “The 
things I learned at Maui Wowi 
and Doc Popcorn I could 
apply to this. It was making 
sure we had the right technol-
ogy, that we had a simple 
operating plan that worked, 
and we had a point of differ-
entiation,” he said. “We 
invested a tremendous amount 

of money into our tech stack; 
it’s what got us through 
COVID so well and it’s what is 
driving us forward.” He also 
believes in “making sure 
there’s a feeling of collabora-
tion and trust within the com-
munity.” And how does he 
build that? “We talk! We com-
municate, we over-communi-
cate, kind of where our heads 
are at. When we take the time 
to talk with franchisees about 
where we’re going, and what 
the pain points are, it’s always 

amazing how much the fran-
chisees agree. It’s when the 
ivory tower comes up with 
these things” on their own 
that problems arise. Asked if 
he thought he would buy the 
brand at the beginning, he had 
a simple answer: “No. 
Sometimes you’ve just got to 
roll up your sleeves and make 
things work. When you’re in 
franchising, you make a lot of 
promises. That’s what keeps 
me up at night,” knowing he 
has to fulfill them. “All that 
being said, I like building 
things and I’m having a lot of 
fun.”

Clean Juice
Juice & smoothie chain

6 Clean Juice makes its 
debut on the Fast & 
Serious ranking, at 

No. 6, after posting $41 mil-
lion in system sales in 2020 
($40 million is the floor) from 
104 units. “We’re very excited 
to have made the list. It speaks 
to the growth of the brand 
and our awesome franchisees,” 
said CEO Landon Eckles, who 
co-founded the brand with his 
wife, Kat Eckles, also chief 
brand officer. He said consis-

F&S  continued from 21

 Teriyaki Madness calls its food “crazy delicious.”

5

To rank the smartest-growing franchise brands, we analyze infor-
mation on 10 data points using a proprietary formula. Two of 
those data points, systemwide sales growth and unit growth over 
three years, are shown here. See “about this project” on page 38 
for more information on how we create the ranking.

Franchise Times  
Fast & Serious 2022

PRIOR YEAR RANK NOTATIONS:
NI-3: Not 3 years of information last year or unreliable past data

U-40M: Was under $40M last year (Our sales threshold)

* Franchise Times estimate
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1 5 Circle K 48.8% 40.5%

2 U-40M Tommy's Express 541.2% 337.5%

3 29 Scooter’s Coffee 83.6% 60.9%

4 7 Asurion Tech Repair & Solutions 100.6% 28.4%

5 60 Teriyaki Madness 84.7% 104.5%

6 U-40M Clean Juice 129.6% 89.1%

7 6 Chicken Salad Chick 59.4% 69.2%

8 17 The Joint Chiropractic 57.4% 31.0%

9 21 Mosquito Joe 72.3% 33.1%

10 28 Wingstop 54.7% 22.8%

11 20 Tropical Smoothie Café 46.1% 27.1%
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1 Flynn Restaurant Group 
 San Francisco, CA 
 $3,700,000,000 
 937 Pizza Hut 
 441 Applebee's 
 368 Arby's 
 285 Taco Bell 
 192 Wendy's 
 130 Panera Bread

2* Dhanani Group 
 Sugar Land, TX 
 $1,725,000,000 
 506 Burger King 
 385 Pizza Hut 
 370 Popeyes 
 41 La Madeleine

3 Carrols  
 Restaurant Group 
 Syracuse, NY 
 $1,652,370,000 
 1,026 Burger King 
 65 Popeyes

4 KBP Brands 
 Overland Park, KS 
 $1,390,000,000 
 705 KFC 
 120 Arby's 
 104 YUM! Multi 
 76 Taco Bell

5 Sun Holdings 
 Dallas, TX 
 $1,100,000,000 
 200 Arby's 
 170 Popeyes 
 165 Burger King 
 131 Applebee's 
 70 Papa John's 
 65 McAlister's Deli 
 39 IHOP

6 HAZA Foods 
 Sugar Land, TX 
 $850,000,000 
 385 Wendy's 
 136 Taco Bell

7 Summit Restaurant Group 
 Richardson, TX 
 $747,609,000 
 271 IHOP 
 112 Applebee's

Franchise Times 
Restaurant 200: Top 20

HAZA Foods breaks 
into the top 10 with 

sales of $850 million, 
up from $425 million 

in 2020. HAZA’s 
portfolio includes 

385 Wendy’s and 136 
Taco Bell restaurants.

8 Pacific Bells 
 Vancouver, WA 
 $680,000,000 
 265 Taco Bell 
 66 Buffalo Wild Wings

9 WKS Restaurant Group 
 Cypress, CA 
 $670,222,000 
 140 Wendy's 
 122 Denny's 
 68 El Pollo Loco 
 40 Krispy Kreme

10 Yadav Enterprises 
 Fremont, CA 
 $666,400,000 
 228 Jack in the Box 
 105 Denny's 
 49 TGI Friday's

11 Covelli Enterprises 
 Warren, OH 
 $647,800,000 
 273 Panera Bread 
 6 Dairy Queen

12 GPS Hospitality 
 Atlanta, GA 
 $630,700,000 
 396 Burger King 
 62 Pizza Hut 
 19 Popeyes

13 Meritage  
 Hospitality Group 
 Grand Rapids, MI 
 $577,100,000 
 340 Wendy's

14 Tacala 
 Vestavia Hills, AL 
 $566,482,000 
 334 Taco Bell 
 1 KFC

15 Sizzling Platter 
 Murray, UT 
 $549,032,000 
 348 Little Caesars 
 79 Wingstop 
 20 Dunkin'

16 K-Mac Enterprises 
 Fayetteville, AR 
 $530,265,000 
 306 Taco Bell 
 11 YUM! Multi

17 Ampex Brands 
 Richardson, TX 
 $525,000,000 
 198 KFC 
 113 Pizza Hut 
 20 Long John Silver's

18 D.L. Rogers Corp. 
 Grapevine, TX 
 $517,000,000 
 260 Sonic Drive-In

19* Charter Foods 
 Morristown, TN 
 $475,000,000 
 326 Taco Bell 
 33 YUM! Multi 
 29 Long John Silver's

20 Border Foods 
 New Hope, MN 
 $455,000,000 
 237 Taco Bell

21 Diversified  
 Restaurant Group 
 Sonoma, CA 
 295 Taco Bell 
 25 Arby's

22* Ampler Group 
 Chicago, IL 
 142 Burger King 
 101 Little Caesars 
 92 Church's Chicken 
 91 Taco Bell

23 Doherty Enterprises 
 Allendale, NJ 
 85 Applebee's 
 42 Panera Bread

24 VantEdge Partners 
 Overland Park, KS 
 130 Taco Bell 
 96 Jamba 
 64 Dunkin' 
 28 YUM! Multi

25 Boddie-Noell Enterprises 
 Rocky Mount, NC 
 339 Hardee's

26 FMI Group 
 Houlton, ME 
 194 KFC 
 98 Pizza Hut 
 22 Burger King 
 12 Panera Bread

27 Manna 
 Louisville, KY 
 153 Wendy's 
 80 Fazoli's

28 Desert de Oro Foods 
 Kingman, AZ 
 178 Taco Bell 
 90 Pizza Hut 
 31 KFC

29 Cotti Foods 
 Rancho Santa  
 Margarita, CA 
 111 Wendy's 
 86 Taco Bell

Minnesota-based 
Taco Bell operator 
Border Foods 

makes its top 20 
debut with sales 
of $455 million 

from 237 stores, 
illustrating the 

strong performance 
of the QSR 

Mexican brand. 
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Bulking Up: The Restaurant 200 in Numbers

The Franchise Times Restaurant 200 keeps growing.
The group now owns over 32,000 restaurants and commands $48.2 billion in revenue.

THE TOP 20 COMPANIES COMBINED  
FOR $18.6 BILLION IN REVENUE,  
AN INCREASE OF $2.7 BILLION. 

The average revenue for a Restaurant 200 
operator is now $241.1 million.

The top 5 fastest-growing operators  
added more than $2.3 billion collectively.

Company
Restaurant 200 
Sales Y/E 2021  2021 Sales Growth Growth %

Metro Corral 94,594,000 52,884,000 126.8%

AES Restaurants 205,250,000 110,465,750 116.5%

HAZA Foods 850,000,000 425,000,000 100.0%

Flynn Restaurant Group 3,700,000,000 1,717,868,260 86.7%

Chaac Foods 161,000,000 71,000,000 78.9%

Legacy brands are the favorite for the 
Franchise Times Restaurant 200.

Rank Brand Companies Units
% of Total Franchised 

Units in US

1 Taco Bell 41 4,775 70%

2 Burger King 28 4,123 58%

3 Pizza Hut 31 4,103 77%

4 Wendy's 27 3,128 57%

5 KFC 20 1,861 48%

6 Applebee's 17 1,359 90%

7 Arby's 12 1,155 50%

8 Popeyes 13 1,000 37%

9 Panera Bread 10 785 71%

10 Jack in the Box 7 686 33%

This table shows a breakdown of the most popular brands in the Restaurant 200, the number 
of franchisees operating the top brands, the number of locations operated by the franchisee 

companies and the relative percentage of those locations to the total U.S. franchised locations.

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Revenue (In Billions)

Locations

18,408

$23.9

20,331

$26.3

21,831

$28.7

23,177

$31

25,176

$34.6

26,997

$37.5

28,109 28,642
30,124 30,222

32,119

$39.1
$40.4

$42 $41.8

$48.2

2017 2018 2019 20212020

Avg. Revenue (In Millions) Avg. Units

$195.5
$202.0

$210.4

$241.1

$209.1

141 143
151

161
151
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/ Top 500 Franchise Chains by Worldwide Sales

Top 500 Franchise Chains

McDonald’s kept the top 
spot for another year. Its 
$112.5 billion in sales 
surpassed pre-pandemic 
numbers, even after a 
7% sales decline in 2020. 
McDonald’s inserted itself 
into the chicken sand-
wich wars in early 2021 
when it debuted three 
new chicken sandwich 
variations.

Burger King took back 
its No. 4 spot from Ace 
Hardware. The brand sur-
passed its pre-pandemic 
performance in 2021 by 
about 2.3%. Burger King 
added 622 units in 2021, 
for a total of 19,247 units 
worldwide. 

Ace Hardware is back 
at No. 5 after moving to 
No. 4 on the prior year 
ranking. Sales last year 
far exceed the company’s 
pre-pandemic numbers, 
with $22.4 billion in sales. 
That’s a 31.6% increase 
since 2019.

#1

#4

#5

Rank
'22

Rank
'21 Franchise Concept

Global
Sales 
($M)

US 
Units

INT'L 
Units

Total 
Units

Sales 
Growth 

%

Unit 
Growth 

%

% 
Fran-

chised

1 1 McDonald’s 112,500 13,438 26,593 40,031 20.6% 2.1% 93%

2 2 7-Eleven 95,100 12,568 65,845 78,413 3.6% 8.3% 93%

3 3 KFC 31,365 3,953 22,981 26,934 19.3% 7.7% 99%

4 5 Burger King 23,450 7,105 12,142 19,247 17.0% 3.3% 100%

5 4 Ace Hardware 22,387 4,751 832 5,583 8.7% -1.5% 96%

6 6 Domino’s 17,779 6,560 12,288 18,848 10.4% 6.8% 98%

7 9 Subway 17,500* 21,147 16,000 37,147 27.7% 0.4% 100%

8 8 Chick-fil-A 17,090* 2,704 5 2,709 21.2% 3.8% 97%

9 12 RE/MAX 16,130 3,534 5,430 8,964 40.6% 3.5% 100%

10 7 Circle K 15,236 5,924 5,230 11,154 0.3% -1.4% 22%

11 14 Keller Williams Realty 13,581 801 287 1,088 31.3% 2.3% 98%

12 11 Taco Bell 13,280 7,002 789 7,791 13.1% 4.9% 94%

13 10 Pizza Hut 12,955 6,548 11,833 18,381 8.4% 4.2% 100%

14 13 Wendy’s 12,507 5,938 1,011 6,949 10.3% 1.8% 94%

15 15 Dunkin’ 11,403 9,244 3,713 12,957 20.7% 2.7% 100%

16 16 Marriott Hotels  
& Resorts 7,675* 375 325 700 34.6% 2.0% 45%

17 23 Hampton by Hilton 7,650* 2,308 457 2,765 67.2% 3.9% 98%

18 27 Hyatt 6,700* 727 327 1,054 67.5% 8.2% 53%

19 24 Holiday Inn Express 6,575* 2,436 580 3,016 53.8% 1.7% 95%

20 18 Tim Hortons 6,526 637 4,654 5,291 18.9% 6.9% 100%

21 17 Sonic Drive-In 5,835 3,503 0 3,503 2.7% -0.7% 92%

22 21 Dairy Queen 5,620 4,339 2,849 7,188 14.5% 1.2% 100%

23 19 Popeyes  
Louisiana Kitchen 5,519 2,777 928 3,705 7.3% 7.4% 99%

24 20 Panera Bread 5,500* 2,105 13 2,118 10.0% 0.0% 55%

25 38 Paris Baguette 5,400 101 4,000 4,101 97%

26 32 Hilton Hotels  
& Resorts 5,000* 306 352 658 46.0% 13.4% 50%

27 22 Little Caesars 4,950* 4,181 1,150 5,331 4.8% -0.6% 89%

28 29 Courtyard 4,900* 1,038 218 1,256 37.1% -0.2% 76%

29 26 Papa John’s 4,778 3,164 2,486 5,650 14.2% 4.6% 89%

30 25 Arby’s 4,514 3,407 0 3,407 6.1% -3.3% 67%

31 30 Berkshire Hathaway 
HomeServices 4,514 1,446 35 1,481 27.0% 1.3% 72%

32 34 Applebee’s 4,375* 1,578 102 1,680 33.8% -1.8% 96%

Worldwide sale are in millions. *Franchise Times Estimate
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/ Top Hotels & Hospitality by Callie Evergreen

In Economy, Wyndham’s Super 8 and Days Inn, 
and Choice’s Econo Lodge all increased sales last 
year, despite losing some units. With 792 loca-

tions, Econo Lodge added an estimated $150 mil-
lion in sales last year, bringing its total to $600 
million, an increase of 33.3 percent. “In the econ-
omy segment, Choice’s Econo Lodge brand has 
always been focused on delivering franchisee prof-
itability while balancing evolving guest needs, and 
that focus has only been amplified in the last sev-
eral years,” said John Bonds, senior vice president 
of enterprise operations and technology at Choice 
Hotels. Though Econo Lodge ranks No. 141, fel-
low Choice flags Comfort Inn & Suites and Quality 
Inn & Suites sit at No. 35 and No. 51, with respec-
tive sales of $3.8 billion and $2.6 billion. Across its 
system, Choice’s revenue per available room per-
formance—a key metric in the hospitality indus-
try—increased 13.9 percent in the fourth quarter of 
2021 from the same quarter in 2019, Bonds said, 
adding that its RevPAR rates have continued to 
improve quarter-over-quarter since the pandemic 
began. That success can partly be attributed to 
ChoiceMax, the hotel brand’s revenue management 
tool designed to help franchise owners effectively 
manage hotel room rates, channels and inventory, 
Bonds said. 

Budget friendly

$7.7B

Looking Lux

Dream Vacations, a 
travel agent franchise 
specializing in sell-
ing cruise ship pack-
ages, grew sales an 
impressive 124% in 
2021, increasing from 
$19 million in 2020 to 
$42 million last year. 

Marriott Hotels & 
Resorts and Hampton 
by Hilton lead the 
hotel sector, each 
with approximately 
$7.7 billion in system-
wide sales last year. 
While Marriott retained 
its rank at No. 16, 
Hampton by Hilton is 
up six spots to No. 17. 

At No. 18, Hyatt tops the luxury hotel category  
with an estimated $6.7 billion in sales last year,  
while competitor InterContinental Hotels & Resorts 
posted estimated sales of $1.7 billion in 2021  
and ranked No. 70.

DoubleTree by Hilton $3.1B* ▲ +60.5%
Wyndham Hotels & Resorts $1B* ▲ +49.6%
Residence Inn $3.8B* ▲ +47.1%

Fairfield Inn $3.2B* ▲ +96.9%
Home2 Suites by Hilton $1.6B* ▲ +75%
Hampton by Hilton $7.7B* ▲ +67.2%

Super 8 $1.7B* ▲ +41.7%
Days Inn $1.6B* ▲ +36.2%
Econo Lodge $600M* ▲ +33.3%

Crowne Plaza Hotels & Resorts $1.8B* ▲ +36.7%
Marriott Hotels & Resorts $7.7B* ▲ +34.6%
Renaissance $2.2B* ▲ +27.1%

La Quinta Inn & Suites $1.9B* ▲ +50.0%
Quality Inn & Suites $2.6B* ▲ +44.4%
Holiday Inn Hotels & Resorts $3.8B* ▲ +42.1%

Top 3

Top 3

Double-digit increases

Bottom 3

Bottom 3

Sales growth: Upscale

Sales growth: Midscale

Sales growth: Economy

*Franchise Times Estimate
“Our 2021 
results confirm 
that our long-
term strategy 
of further 
improving 
our revenue 
delivery to our 
franchisees, 
while focusing 
on growth in 
more revenue 
intense 
segments and 
locations, is 
working.” 

—John Bonds, 
SVP of enterprise 

operations  
and technology, 

Choice Hotels

“The slow return of business travel and 
fewer meetings and events continue to 
have a significant negative impact on our 
industry. The growth of leisure and bleisure 
travel represents a shift for our industry, 
and hotels will continue evolving to meet 
the needs of these ‘new’ travelers.” 

—Chip Rogers, CEO, American Hotel & 
Lodging Association in January 2022

Cheers to a comeback. The 
impact of the pandemic on 
the travel industry was nine 

times that of 9/11, according to 
the American Hotel & Lodging 
Association’s 2021 State of the 
Hotel Industry. In last October’s 
issue, Franchise Times reported 
the hotel segment plummeted 
47.9 percent in sales in 2020, 
to $50.9 billion. Despite skepti-
cism surrounding the segment—
and the executives who were saying, “just you 
wait, pent-up travel demand is coming”—hotels 
rebounded in 2021, up 49.1 percent, to $73.4 bil-
lion total. Every hotel brand on the Top 500 list 
increased sales by double-digit percentages last year. 
To give some context, Renaissance was the sector’s 
best performer in 2020—and that was with a 23 
percent decrease. Fairfield Inn topped the Midscale 
subcategory with an estimated $3.2 billion, an 
impressive 96.9 percent increase that surpassed 
even 2019 numbers. But the majority of brands in 
the segment still have some work to do to catch up 
to pre-pandemic figures. 

Travel triumphs

$73.4B
TOTAL
SALES

SALES
UP

49.1%

124%

Fast & Serious

Franchise Times’ 
Restaurant 200

Franchise Times Top 500
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QSR Concepts 

• The Latest in Restaurant  
Tech Innovation

Ad Close: 1/3/23 
Materials Due: 1/6/23

February

• EXCLUSIVE FT Zor Awards  
Names the Best Franchises  
in 10 Hot Sectors

• Increase the Odds  
for Off-premises Success

• Influencer Marketing Done Right

Ad Close: 1/30/23 
Materials Due: 2/3/23

2023 Editorial Calendar 

May

• FT Legal Eagles:  
Top Franchise Attorneys List

 – Expert Insight on Hot Legal Topics

Ad Close: 3/2/23 
Materials Due: 3/8/23

April

• All New! How Fierce Franchisees 
Are Building Empires

 – Leading Operators Expand  
Outside the Restaurant Industry 

• Effective Digital  
& Social Media Marketing 

Ad Close: 5/1/23 
Materials Due: 5/5/23

June/July

• FT Dealmakers:  
Best M&A Deals in Franchising

• Spotlight: Inside the Year’s  
Biggest Development Agreements

• New Opportunities  
in Real Estate/Site Selection

Ad Close: 3/31/23 
Materials Due: 4/6/23

Popular columns

• The Upstart Q&A tells you what 
makes emerging brand leaders 
tick

• Behind the Sales brings insight 
and advice from top franchise 
sales professionals 

• Executive Ladder announces 
promotions and appointments

• In FT Undercover, our edit staff-
ers check out three franchise 
brands and report back

• Continental Franchise Review® 
digs deep into hard-hitting legal 
and public policy cases

• Development Savvy describes 
smart ways to market and grow 
your franchise

• Tech Stack distills complex tech-
nology into actionable insights

• Grab Bag shows a unique side  
of franchising execs

• The Wire reports new multi-unit 
development deals

In Every Issue
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Find comprehensive industry 
coverage from the Franchise 
Times editorial team online 
at Franchisetimes.com. Stay 
informed with reporting on the 
latest franchise news, recent 
M&A activity and analysis of 
industry trends. Each quarterly 
focus will bring readers a deeper 
look at a featured topic.

Digital Only

• Q1: Succeeding  
in the New Economy 

• Q2: Operator Insights 
to Drive Growth

• Q3: Big Brand Innovation

• Q4: Lessons in Leadership

Digital Editorial Calendar
• The Power Issue:  

Top CEOs in Franchising 

• The Big Business of Experience  
& Entertainment Franchises 

• Real Estate Outlook:  
Where to Find Value in 2024

Ad Close: 10/2/23 
Materials Due: 10/6/23

November/December

• The Restaurant 200:  
Exclusive Ranking of the Largest 
U.S. Restaurant Franchisees

 – How Multi-unit Franchisees  
Are Driving Growth

• Family Business  
& Succession Planning Focus

Ad Close: 6/30/23 
Materials Due: 7/6/23

August

• EXCLUSIVE Top 500:  
Ranking the 500 Largest 
Franchise Systems  
by Worldwide Sales

• Restaurant Finance & Development 
Conference Preview 

Ad Close: 8/31/23 
Materials Due: 9/7/23

October

• Celebrities in Franchising 

• Kitchen Royalty: Top Chefs  
in Franchising

• Special Finance Issue  
with Finance & Real Estate Directory

Ad Close: 8/2/23 
Materials Due: 8/8/23

September
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We check out three burger 
brands so you don’t have to

BRAND INTELLIGENCE

A road trip from Chicago to central 
Wisconsin seemed to cry out for a 
 stop at A&W. The concept dates 

back to 1919, when Roy Allen set up a 
roadside drink stand to offer a new thick 
and creamy drink, root beer, at a parade 
honoring returning World War 1 veterans 
in Lodi, California, as Wikipedia says. He 
and employee-turned-business-partner 
Frank Wright—hence, A&W—opened 
their first restaurant in Sacramento, 
California, in 1923. A&W’s heritage of 
building restaurants away from big, bad 
cities served it well during the pandemic. 
My stop, near Portage, on a scenic drive 
by sparkling lakes, hurtled me back to my 
youth (or at least to the days when gas 
cost less—yet still a stiff $4.99 a gallon 
in Wisconsin, down from $7 in Chicago.) 
The Papa Burger, $5.99, was made with 
100 percent U.S. beef, the sign boldly 
says, and tasted just like it always did, 
which is the point at the 100-plus-year-
old chain.  A server even brought over my 
meal. “You came to my house, so I’ll bring 
it to you,” she said cheerily. 

The upshot: “Proud to be All-American” is 
A&W’s slogan, and the meal tasted like 
pure nostalgia. —B.E.

Cheese is an essential part of a cheese-
burger—it’s right there in the name. 
And the cheese should also be 

melted, to the point where it’s gooey and 
sliding down the patty. Imagine my sad-
ness when, after unwrapping my order 
at Sonic Drive-In, I found the cheese still 
firmly in its original rectangular form. To 
get the full Sonic burger experience I had 
the regular cheeseburger ($5.69) and the 
deluxe version, the SuperSonic Double 
Cheeseburger ($7.19). In both cases, the 
cheese wasn’t melted at all. Not even a 
little. It also didn’t help that the burg-
ers had no signature sauces. Wanting to 
look on the bright side, it’s worth noting 
the other ingredients, such as the toma-
toes and pickles, were nice additions and 
tasted fresh. Ease of ordering at one of 
Sonic’s drive-up stalls is also appreciated, 
and a friendly food runner delivered my 
order right to my car.

The upshot: While I may go looking some-
where else the next time I’m craving a 
solid burger with melty toppings, Sonic 
does score points by providing a place 
to park, have some lunch and chill in the 
car while listening to a podcast or music. 

—M.L.

Beware the hype. Texans love to brag 
about, well, everything, and their 
beloved burger brand is no excep-

tion. “You’ve never tried Whataburger? 
You have to go,” insisted the Uber driver 
in Austin, one of many people to comment 
on my failure thus far to pay homage to 
the great orange and white burger god. 
An accusation of blasphemy is probably 
coming soon, but after all that buildup, 
my Whataburger experience was decid-
edly underwhelming. The restaurant near 
the University of Texas campus was buzz-
ing during lunchtime on a Wednesday, 
and while there was nothing necessarily 
wrong with the #5, a bacon and cheese 
Whataburger with fries and drink for 
$9.46, it didn’t live up to expectations. 
Also, what’s up with the cheese-on-the-
bottom nonsense? The fries, meanwhile, 
were truly phenomenal. Hot, crispy and 
perfectly salty, they were gone in minutes, 
while the remains of the lukewarm burger 
met a sadder fate in the trash. 

The upshot: Whataburger has a lot to live 
up to thanks to seven decades in business. 
If the brand, which is growing its fran-
chise footprint, makes it to Minnesota, I’ll 
gladly give it another go. —L.M. 

Ever wonder how consumers feel about your franchise? 
Editorial staffers Beth Ewen, Emilee Wentland, Matthew 
Liedke, Laura Michaels and Callie Evergreen check out three 
brands in a different genre each issue, and report back. 

 From left, A&W’s burgers evoke nostalgia, while Sonic has work to do on its cheese-melting game and Whataburger could use a refresh. 

FT Undercover
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IN THE KNOW

FullSpeed plays 
matchmaker

FullSpeed Automotive, parent of Grease 
Monkey and SpeeDee Oil Change & 
Auto Service, identifies franchise can-

didates and matches them with potential 
mom-and-pop acquisitions, then helps those 
franchisees quickly negotiate and close 
transactions. FullSpeed signed an agreement 
with a franchisee in September, for example, 
then helped her locate a unit she was able to 
acquire. She opened her shop—the compa-
ny’s 700th unit—within 90 days. 

FullSpeed positions these acquisitions 
as opportunities for existing franchisees 
and uses them to attract new candidates to 
the system, said Ron Stilwell, chief devel-
opment officer. In addition to speeding up 
franchise growth, this strategy 
also often lowers the invest-
ment cost for franchisees if 
the building is intact and can 
simply be retrofitted. Plus, 
FullSpeed supports franchi-
sees by providing local bro-
kers and advice from its real 
estate team.

“The other part of the 
acquisition process we really 
like is the fact that we’re able 
to quickly penetrate a mar-
ket, which then gives us the 
ability to fill in that mar-
ket quickly with franchisees,” 
Stilwell said. “It helps us correctly position 
the brand in a market where we can get to 
critical mass quickly, which helps our name 
recognition and marketing efforts and really 
helps support the franchisees in a much bet-
ter way.”

With 53 franchisees in the site selection 
and due diligence process and 15 to 20 
potential acquisitions in the letter-of-intent 
stage—many of which are multi-unit deals—
FullSpeed hopes to acquire 150 competitor 

units in 2022. The brand’s 
target markets include Texas, 
Florida and the Midwest. 

“Make sure you have all 
your systems in order, tool-
kits and especially people 
in place,” Stilwell advised 
other franchisors looking to 
grow via acquisitions. “You 
can’t grow that quickly if 
you don’t have the right peo-
ple and the amount of people 
that you need.”

That, in turn, will help 
“create the right systems and 
procedures that will make the 

sales and development process run smoothly 
to help those franchisees,” he added. “That’s 
really what I enjoy doing.” 

—Callie Evergreen

 Ron Stilwell 

EVERY MOVE MATTERS . . .
our next move: Neal Hawkins
Neal joins the Capital Insight team as Managing 
Director from a large credit focused, publicly 
traded net-lease REIT.

Brett L. Bishov, Managing Partner:
brett@capitalinsightllc.com | 480.773.1710

Akash Chilka, Managing Director:
akash@capitalinsightllc.com | 213.440.4814

Neal Hawkins Jr., Managing Director:

neal@capitalinsightllc.com | 720.394.3806 S A N  D I E G O  ︱  N E W  Y O R K

w w w . c a p i t a l i n s i g h t l l c . c o m   |   8 5 8 . 2 9 9 . 4 2 6 9

Investment Banking

Behind the Sales

MULTI-UNIT NEWS

By Matthew Liedke

A rock and roll-themed sushi concept 
with origins in the Southeast is headed 
 west, thanks to a 25-unit agreement 

in Colorado.
Kyle Gerstner, a Freddy’s Frozen Custard 

& Steakburgers franchisee with eight loca-
tions, will open Rock N’ Roll Sushi res-
taurants throughout the state, starting in 
Colorado Springs. He discovered the con-
cept at an industry conference in Las Vegas.

“I had a lot of good conversations after 
that and I started understanding what the 
big appeal is,” said Gerstner. “There are 
plenty of options out there to franchise, 

with chicken, burgers and pizza. But there 
really hasn’t been something leading in 
sushi and Asian-inspired fare. That’s what 
I really liked, a market leader with a great 
opportunity to Americanize 
sushi and make it extremely 
approachable.”

Rock N’ Roll Sushi orig-
inated in Alabama in 2010, 
created by husband-and-wife 
entrepreneurs Lance and 
Gerri Mach Hallmark. It has 
more than 50 locations in 
nine states.

Rock N’ Roll Sushi CEO 
Chris Kramolis said the com-
pany has been able to grow 
thanks to its newcomer 
appeal. “I know how sushi 
can be unapproachable for 
many people because you 
have a lot of high-end sushi places and mom 
and pop sushi places,” Kramolis said. “So, 
the evolution of the company came from 
finding out how you can bring these guys 

and girls in who’ve never tried it.”
The concept’s success in the South is 

what convinced Gerstner to move forward 
with a franchise agreement. “Who would 

think sushi would come from 
Alabama?” Gerstner said. 
“But they’re killing it in the 
southeast, and I’m thinking 
‘there’s something to it.’ And 
from there it was a done deal.”

The company reported an 
average unit volume of just 
over $1 million in 2020.

The concept’s rock n’ roll 
atmosphere is apparent as 
soon as a customer steps out 
of the car, with music playing 
outside the building. Inside, 
Kramolis said the restaurants 
have TVs playing old and new 
rock music videos all day, and 

the menus have the look of album covers.
What will be different about the 

Fish Fix
Large deal brings Rock N’ Roll Sushi to Rockies
A Freddy’s franchisee signed on to 
open 25 locations of a concept he says 
has a great opportunity to ‘Americanize 
sushi’ and make it approachable. Plus 
news from Heyday, Jars and more.

NEWS & VIEWS

THE LATEST MULTI-UNIT DEVELOPMENT DEALS, FROM FRANCHISE TIMES

 Kyle Gerstner

The Wire  continued on 74

The Wire
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ON THE MOVE

Church’s Chicken promoted Claudia 
Lezcano to senior vice president of U.S. 
marketing. 

Carrols Restaurant Group, Burger King’s 
largest franchisee, named Paulo Pena its 
new CEO. Pena succeeds Dan Accordino, 
who retired after 50 years at the 
company.  

FullSpeed Automotive hired Shane Jones 
as chief financial officer 
and Greg Penman as vice 
president of mergers and 
acquisitions. 

Launch Entertainment added 
Tim Lumpkin as director 
of real estate and Bobby 
Morefield as director of 
construction. 

Firehouse Subs named Mike 
Hancock its new chief oper-
ating officer, replacing Don 
Fox, who was promoted 
from COO to CEO in 2009. 
Hancock was COO at Tim 
Hortons, another Restaurant Brands 
International company. 

Thomas A. Wolfe was named CEO and 
president of Ziebart International, suc-
ceeding his father, Thomas E. Wolfe, who 
will continue at the brand as chairman 
of the board and executive vice presi-
dent. Larisa Walega, Ziebart’s vice presi-
dent of marketing, was appointed vice 
chair of the International Franchise 
Association’s Women’s Franchise 
Committee. 

Moe’s Southwest Grill named Tory Bartlett 
as chief brand officer. Bartlett most 
recently served as CBO of Schlotzsky’s. 

GPS Hospitality, a large franchisee of 
Burger King, Popeyes Louisiana Kitchen 
and Pizza Hut, promoted Roger Wood to 
region vice president. 

Nick Booras joined Fuzzy’s Taco Shop as 
senior vice president of franchise sales. 

Domino’s Pizza promoted chief oper-
ating officer Russel Weiner to CEO as 
of May 1, replacing Ritch Allison, who 
retired at the end of April. The company 
also promoted Joe Jordan to president of 
U.S. and global services and Art D’Elia to 

executive vice president of international, 
effective May 1. 

New England Authentic Eats, parent com-
pany of D’Angelo Grilled Sandwiches 
and Papa Gino’s Pizzeria, promoted 
Deena McKinley to chief experience offi-
cer and hired Kevin Bentley as vice presi-
dent of technology and automation.

Multi-brand franchisee group Team 
Schostak Family Restaurants 
and Schostak Brothers & Co. 
promoted Sandra Reinhardt 
to chief information officer. 

The Little Gym International, 
part of the Unleashed 
Brands portfolio, appointed 
Jamie Eslinger as new senior 
vice president of marketing 
and integration. 

Pirtek USA, a hydraulic 
and industrial hose main-
tenance franchise, named 
Mike McCarthy as chief oper-
ating officer. 

Propelled Brands promoted Scott Krupa to 
vice president of franchise development. 

Erbert & Gerbert’s promoted 
Jeremy Burke to chief oper-
ating officer. 

Wing Zone added Myles Gift as 
vice president of operations 
and hired three new fran-
chise business coaches: Per 
Hoddelius, Richard Colantuono 
and Jason Byrd. The com-
pany also appointed Omar 
Caton as senior director 
of training and quality 
assurance. 

Dan Sokolik joined LFR 
Chicken, owner of Lee’s 
Famous Recipe Chicken, as vice presi-
dent of marketing. 

Wingstop President and COO Michael 
Skipworth took over as CEO, replacing 
Charlie Morrison, who joined drive-thru 
salad concept Salad and Go as CEO. 

Title Boxing Club CEO Todd Wadler was 
appointed to the board of the USA 
Boxing Foundation.

HomeWell Care Services hired Erika Ehlers 
as senior director of training. 

Qdoba Mexican Eats added Lori Osley as 
vice president of franchise development, 
Kyle Brown as director of design and 
architecture and Anthony Friel as project 
manager. 

Sarah Beddoe joined Mooyah Burgers, Fries 
& Shakes as vice president of marketing. 

Whataburger named Elena Kraus new chief 
legal officer, taking over for the retiring 
Michael Gibbs. 

WOWorks, parent company of 
Saladworks, Frutta Bowls, 
Garbanzo Mediterranean 
Fresh and The Simple 
Greek, hired Kyle Mark as 
chief information officer. 

Batteries Plus promoted Jon 
Sica to chief business offi-
cer and hired Scott Buchalter 
as director of franchise 
relations. 

PGA golfer Danny Guise was 
named Youth Athletes United’s 
TGA Premier Sports brand 
ambassador, joining co-
ambassador and tennis star 

Leylah Fernandez. 

Greenspoon Marder launched its franchise 
law practice group and added five new 
attorneys: Adam Wasch, Evan Goldman, 
Brett Buterick, Joseph Wasch and Natalie 
Restivo. 

Send promotions and new hire news in franchising to 
Callie Evergreen, cevergreen@franchisetimes.com.

Executive Ladder

 Tory Bartlett

 Leylah Fernandez

Executive Ladder Grab Bag

Who would play you in the biopic about your life?
I have a lot of respect for the actress Gina Torres. She plays a 

high-powered lawyer in the show ‘Suits.’ She looks nothing like 
me but it’s more like, she’s who I want to be when I grow up.

What’s something not many people know about you?
I have a scuba certification—I have several, actually, from 

basic open water to deep diving and night diving, and rescue. 
The rescue is the one I’m 
most proud of, doing CPR 
out in the ocean. It was 
really mentally and physi-
cally intense. My husband 
and I were honeymoon-
ing in Hawaii, snorkel-
ing, and that’s how we got 
into it. It’s kind of our spe-
cial thing we do together 

… it’s almost meditative. 
Baja has probably been the 
most amazing. We saw a 
few shipwrecks probably 
80 feet underwater.

What’s your biggest pet 
peeve?

I would have to say 
it’s when people don’t 
use the resources around 
them. When it’s maybe easier to ask a colleague 

… but I always want people to use the resources 
around them and tap into their own skillsets. I want 
people to take the reins and have that personal 
responsibility. 

What are you freakishly good at (or bad at)?
I’d say I’m pretty good at doing math in my head and getting 

really close to the number. Not huge numbers, but random num-
bers. I’m freakishly bad at golf—you don’t want to see me golf. 
Lack of interest is probably the main driver.

What’s something you would seriously stockpile if you 
found out it wasn’t going to be sold anymore?

I would stockpile s’mores ice cream. When I find it, I like to 
buy a few cartons. I actually like mint chip, but you can always 
find that and you can never find s’mores.

What fictional character do you think would be most 
interesting to meet in real life?

I always thought it’d be interesting to meet the Little 
Mermaid, Ariel. She had this whole life underwater and on land, 
and I was always curious to see what it would be like to be a 
mermaid. 

What’s your guilty pleasure?
I really enjoy sitting in either a hot tub or warm bath and 

kind of zoning out. We have a hot tub right in our backyard 
with a really beautiful land-
scape. So doing that on a 
Saturday night or ordering 
Yogurtland.

What’s one trend you wish 
would disappear?

People oversharing on 
social media. It’s nice to 
get updates, but all the 
details can be a bit much or 
overwhelming. 

What’s the weirdest thing 
you’ve ever eaten?

I accidentally ate a chicken 
heart that was in chicken 
noodle soup. A neighbor 
made homemade chicken 
soup and put all the gizzards 
and everything in there and 
didn’t tell anyone. I didn’t 
know right away what it was 
but I knew it wasn’t meat. 

What chore do you absolutely hate doing?
I don’t often scoop the cat’s litter, so you could say I proba-

bly hate that the most. Buddy is our rescue cat; we’ve had him 
for almost 10 years. But my chores are cleaning the bathroom, 
scrubbing the toilet.

What superhero power would 
you most like to have?

I think I’d want to be able to 
speed up time. That way I could 
fast forward through boring 
meetings or uneventful events to 
get to the fun parts of life. 

Xponential president is scuba master 
who’s ready for oversharing to stop

“I think I’d want
to be able to speed
up time. That way

I could fast forward
through boring 

meetings or
uneventful events

to get to the fun
parts of life.”

— Sarah Luna, president,
Xponential Fitness

Editor in chief Laura Michaels asks 
the tough questions—What superhero 

power would you most like to have? 
What’s the weirdest thing you’ve ever 

eaten?—to show a side of franchising 
execs you don’t normally see. To sug-
gest an industry professional, email 

lmichaels@franchisetimes.com.

S’mores ice cream, please
GRAB BAG

©2022 WNW Franchising, LLC. All Rights Reserved.
*The discounted initial franchise fee applies only to franchise agreements executed on or before December 31, 2022; no other discounts apply. This communication does not constitute an offer 
to sell a franchise. This communication is not specifically directed by us to the residents of any of state in which WNW is not registered to offer and sell franchises. WNW will not offer or sell a 
franchise until we deliver a Franchise Disclosure Document to the prospective franchisee in compliance with applicable law.
**This information can be found in Item 19 of the 2022 Franchise Disclosure Document issued by WNW Franchising, LLC. The data reflects the calendar year beginning January 1, 2021, and ending December 31, 2021, and shows information for 
reporting stores which were open and operating for at least 12 months as of December 31, 2021. There is no assurance will do as well. If you rely upon our figures, you must accept the risk of not doing as well. This is not an offer to sell you a franchise. 
The offer of a franchise can only be made through the delivery of a Franchise Disclosure Document. Certain states require that we register the Franchise Disclosure Document in those states. This communication is not specifically directed by us to 
the residents of any of those states. Moreover, we will not offer or sell franchises in those states until we have registered the franchise (or obtained an applicable exemption from registration) and delivered the Franchise Disclosure Document to the 
prospective franchisee in compliance with applicable law.

visit wagnwashfranchising.com
Act now to take advantage of our reduced fees.

Best-In-Class Purchasing 
Power, Marketing 

Campaigns and Supply 
Chain Efficiencies

Rapidly Growing 
Services Category in 
$100+ Billion Industry

Strong Unit Economics   
Royalty Fees Starting 

At Just 3%

$1.4M**

AUV

An investment 
primed for national 
growth and ideal 
for pet lovers.

Own an up-and-coming franchise backed by Pet Supplies Plus,  
the #1 pet industry franchise for eight years running.

Reduced 
Franchise Fee*

through 12/31/22
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Our journalistic pros are telling the stories  
of franchising, with insight and analysis readers trust.

Mary Jo Larson, publisher, edited the first 
issue of Franchise Times 20-plus years 
ago and sits at the helm as publisher. 
With one of the best networks in 
franchising, she forms deep relationships 
with clients who have become friends, 
and gains the trust of fascinating people 
ready to share their stories.

Random fact: Mary Jo loves travel and 
history and, left to her own devices, 
would spend days on end exploring the 
hallways of ancient European castles or 
dusty museums.

Laura Michaels, editor in chief, whips 
copy into shape with style and has a 
knack for developing sources that are 
deep and engaged. Her special emphasis 
on international franchise development 
provides an inside look at franchisees 
operating U.S. brands on a global scale, 
and her coverage of multi-unit deals 
yields unique operator insights. 

Random fact: An Iowa Hawkeye fanatic, 
Laura got a Tigerhawk tattoo while in 
college and later convinced her parents 
and sister to each get one. 

Beth Ewen, senior editor, is an 
experienced business journalist who 
also spent 15 years as a business owner, 
giving her a unique perspective as she 
covers entrepreneurs in franchising. 
Well-versed in legal and public policy 
issues, Beth is quick to dissect a lawsuit 
Her M&A expertise yields fascinating 
content for FT’s Dealmakers program.

Random fact: Beth’s typing speed is 
186 words a minute, which means she 
can capture every single word of every 
interview.

About Our Writers

Emilee Wentland, reporter, is new to 
business reporting, but thoroughly 
enjoys learning the ins and outs of 
franchising. She loves chatting with 
quirky, passionate business owners 
to write captivating and fun profile 
pieces—and she’ll never say no to 
reporting on restaurant franchises. 

Random fact: At a previous reporting 
job, Emilee’s colleagues won $1 million 
in the state lottery, but Emilee didn’t 
participate in the office pool.

Matthew Liedke, senior writer, has more 
than a decade of experience in business 
reporting. He can highlight the financial 
data and franchise statistics while also 
capturing the human element in each 
story.

Random fact: One city Matthew had 
always wanted to visit was Buffalo,  
New York. He did so in 2021, exploring 
the city’s wing restaurants, breweries 
and nearby Niagara Falls.
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PDF/X-1a Guidelines

We require PDF/X-1a:2001 files for all ad materials. 

Acrobat 8/9 (PDF 1.7) compatibility is recommended, 
especially if you’re exporting from Adobe Illustrator.  

Do not include printer’s marks (registration marks, crop 
marks, trim marks, etc...) or include ad agency details  
in your file. 

Graphics

All graphic elements (images, backgrounds, logos, etc...) 
should have an effective resolution of 300 DPI or higher.  

Vector graphics are recommended for all logos.

Fonts

6-point type is the minimum size for text; anything 
smaller is unreadable and will likely fill in on press.

Do not use PostScript Type 1 fonts in your file.

All fonts should be embedded or converted to outlines.

CMYK Color

Franchise Times uses four color process printing, so your 
ad and all graphic elements (photos, backgrounds, logos, 
etc..) must be CMYK or grayscale color space.  

We recommend setting large areas of black to a “rich” 
black (C:50 M:50 Y:50 K:100). This helps eliminate any 
fading or ghosting on press. 

Where to submit

Ad materials smaller than 10MB can be submitted  
to this e-mail address: ads@franchisetimes.com 

Anything larger should be shared via Google Drive, 
Dropbox, OneDrive, etc...

If you have any questions, please contact Jenny Raines  
at (612) 767-3218 or jraines@franchisetimes.com.  

Everything checks out? Great! Export a PDF-X1a 
file with Acrobat 8/9 compatibility and send via 
e-mail to ads@franchisetimes.com, if it’s less 
than 10MB.

YES

YES

YES

YES

NO

NO

NO

NO

ARE THE 
GRAPHICS  
HIGH RES?

IS YOUR AD  
THE CORRECT 

SIZE?

ARE THE  
COLORS CMYK 
(PROCESS)?

DID YOU 
INCLUDE A 

BLEED?

Check the Franchise Times 
Media Kit (page 15) for the 
correct sizing and orientation, 
then rebuild the file. 

Check your links and replace 
low resolution images/logos 
with high resolution versions. 
Effective resolutions must be 
300+ DPI.

Delete unused color swatches 
and convert all swatches to 
CMYK (process) or grayscale. 
This includes any colors used 
in images/logos.

If you’re submitting a full 
page ad, include a 0.25” 
bleed. Adjust your page setup 
and make the necessary 
changes.

Stress-free Submission

To ensure your ad looks the way you expect,  
please follow the guidelines below. 

Display Specs
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General information

Franchise Times is published 10 times per year: January, 
February, March, April, May, June/July, August, 
September, October and November/December. Franchise 
Times is a trade magazine (10” x 12.75”) printed on 
heat-set, four-unit, web-offset presses and saddle stitched. 
Franchise Times also offers supplements that accept 
advertising: The Franchise Handbook and the Franchise 
Finance & Real Estate Directory.

Discounts

The discounts on the rate card are for frequency in ser-
tions. Insertions must be completed in consecutive issues 
to qualify for a discount.

Terms & conditions

Invoices are due and payable in full upon receipt. 
Publisher looks to the advertising agency placing the 
insertion order for payment, but Publisher reserves the 
right to hold the advertising agency and the advertiser 
jointly and separately liable for payment, and the agency 
agrees on its own behalf and on behalf of the advertiser 
to this responsibility. Interest shall accrue at the rate of 
1.5 percent per month, or the highest rate permitted by 
law if lower, on all unpaid charges. In the event of non-
payment, Publisher may recover all costs of collection, 
including reasonable attorneys’ fees. Advertiser/agency 
agrees that Publisher may bring collection action in 
federal or state court in Minnesota, and consents to the 
jurisdiction of any such court. Publisher warrants that 
the work shall be in accordance with accepted industry 
standards. Publisher makes no other warranty, express or 
implied. Publisher’s liability shall be limited to the total 
amount payable to Publisher under this agreement. In no 
event shall Publisher be liable for special, incidental, indi-
rect or consequential damages, including lost profits. This 
agreement is the entire agreement between the parties on 
this subject matter and can only be amended in writing, 
signed by both parties.

Cancellations

No cancellations can be accepted after an issue closing 
date. When canceling their advertisement, clients who do 
not fulfill their discounted multiple insertion as agreed 
must pay the difference between the full price and the 
discounted price.

Mary Jo Larson, Publisher/Vice President 
mlarson@franchisetimes.com

Laura Michaels, Editor in Chief 
lmichaels@franchisetimes.com

Beth Ewen, Senior Editor 
bewen@franchisetimes.com

Matthew Liedke, Senior Writer 
mliedke@franchisetimes.com

Emilee Wentland, Reporter 
ewentland@franchisetimes.com

Joe Veen, Senior Graphic Designer 
jveen@franchisetimes.com 

Kevin Pietsch, National Sales Director  
kpietsch@franchisetimes.com

Lucas Wagner, National Sales Director 
lwagner@franchisetimes.com

Jenny Raines, Sales Support 
jraines@franchisetimes.com 

Adam Griepentrog, Digital Development Manager 
adamg@franchisetimes.com

Raha Khan, Digital Marketing Specialist 
rkhan@franchisetimes.com

Steve Hamburger, Production Manager 
steve@franchisetimes.com

To Contact Franchise Times:

Franchise Times Corp. 
2808 Anthony Lane South 
Minneapolis, Minnesota 55418 
Phone: (612) 767-3200 
Fax: (612) 767-3230
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