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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 business 
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 franchising, 
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 reporting, special 
features and integrated media solutions are designed to help 
marketers reach their core audience and stand above others.
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•	 44,000+ readership, targeting franchise owners  
and executives (19,400 subscribers 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 44,000+ readership of Franchise Times are powerful 
people with purchasing clout:

Our Print Audience

50%

80%

41%
of our 

readers are 
franchisors

26%
of those 

franchisors  
have 99 or 
more units

of our 
readers are 
franchisees

of those 
franchisees 

are multi-unit 
operators

Our Digital Audience
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 execu-
tives—the decision makers. 

Time on 
article pages
2.75 mins

Monthly users
75,000

Average monthly  
ad impressions

600,000

Pages  
per visit 

1.70

LinkedIn
13,579 

followers

Facebook
4,226 

followers

Instagram
1,831 

followers

X (Twitter)
9,597 

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: 
•	27.2% average open rate

•	1.5% email click rate

•	30,070 subscribers

Image size
•	728 x 90

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: 30,070

•	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

* 350 x 250 (Dealmakers e-newsletter middle spot)
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•	125,000 average page views in a month

•	75,000 average users per month

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. 

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)

Travel along with your target audience! With this digital ad 
campaign we help you pinpoint our franchise-focused vis-
itors 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 com-
pany 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

The Sticky Footer resides at the bottom of the user’s screen, 
but will be “sticky,” or stay in place, as the visitor scrolls. 
The ad will be visible there for 30 seconds, giving your 
compelling message maximum impact. Our Franchise Times 
visitors will notice!

Investment: $99/CPM

This an opportunity to submit educational video content to 
the Franchise Times website. You will create a one-minute 
“hot take” video with your educated opinion on a topic that 
will help franchise owners and executives in their business, 
and we will put it front and center for them to view. Be their 
reliable source for exceptional intel!

Investment: $2,500

High-Impact Ads Sticky Footer

This is an opportunity to tell a story, give advice or gener-
ally 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

Why read Franchise Times?  To keep up 
with trends in the industry and understand 
what is working and what is not. 

— Anil Yadav, franchisee of 400 Jack in the Box,  
TGI Friday’s and Denny’s restaurants, and franchisor  

of Nick the Greek and Taco Cabana brands

— A WORD FROM A READER —
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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 (contact 
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 14

•	 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

Best source of industry information 
on latest trends as well as insights 

gained from stories published.  Everything 
in the issue may not directly pertain to 
our focus but there is always more than 
enough in each issue that will directly and/or 
indirectly apply to us which is of tremendous 
value. 

 — Eric Pashley, SVP, Commercial Team Leader/ 
Franchise Finance, Eastern Bank

— A WORD FROM A READER —
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When prospective franchisees are looking for that next 
opportunity, make sure they know you are available!

The Franchise Times Top 400 is the only franchise ranking 
based on systemwide sales, and is the most visited page 
on FranchiseTimes.com. Since last October, the Top 400 
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 400 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 400 searchable database  
is a useful research tool, with systemwide sales and unit 
stats on the 400 largest franchises. 

Franchise Times Top 400

Franchise Times is often the best 
resource to review the trends that  

are most prevalent in the industry. 

— Jim Atkinson, VP of Franchise Development, Sports Clips

— A WORD FROM A READER —
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Expose your business to the 75,000+ 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: $975 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

FINANCE  REAL ESTATE DIRECTORY ADVERTISEMENT
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BoeFly
50 W. 72nd Street, Suite C6
New York, NY 10023
Phone: (617) 835-8197
Contact: Mike Rozman
Email: mrozman@boefly.com
Website: boefly.com/franchise-financing
Company Description: Founded in 2009, BoeFly is 
the premier marketplace for franchise growth solu-
tions, specializing in connecting businesses with the 
resources they need through an extensive suite of ser-
vices and innovative technology. Led by a team of 
franchising and finance industry experts, BoeFly lever-
ages its expansive network of partners and best-in-class 
processes, including the proprietary bVerify tool, to 
help businesses accelerate success. Through its data-
driven system and robust online marketplace, BoeFly is 
able to connect borrowers to a wide array of banks and 
specialty finance companies, which has accommodated 
over $7 billion in transactions and supported more 
than 600 unique franchise brands. BoeFly’s pioneering 
technology and products have allowed the company to 
offer flexible options and serve businesses at all stages 
of development, from established brands with thou-
sands of locations to emerging franchisors and startups. 
For more information, visit www.boefly.com.

Bremer Bank
380 St. Peter Street, Ste. 500
St. Paul, MN 55102
Phone: (218) 386-9777
Contact: Shaun Coard
Email: skcoard@bremer.com
Website: www.bremer.com
Company Description: Bremer Bank has roots in 
the places where we live and work that go back to 
1943, and a history of making a real-world differ-
ence in the lives of our customers that begins with our 
founder, Otto Bremer. Today, we’re here to help you 
solve your toughest problems, seize your biggest oppor-
tunities, and achieve success on your terms, now and 
in the future. As a franchisee, you have access to ded-
icated specialists at Bremer who will partner with you 
to implement secure, scalable solutions to optimize 
your cash flow and daily operations. Let’s see what we 
can do together.

Broadstone Net Lease
207 High Point Drive
Victor, NY 14564
Phone: (585) 382-8516
Contact: Ryan Rahaeuser
Email: acquisitions@broadstone.com
Website: broadstone.com
Company Description: Broadstone Net Lease, Inc. 
(NYSE: BNL) is an industrial-focused, diversified net 
lease real estate investment trust (REIT) that acquires, 
owns, and manages primarily single-tenant commercial 
real estate properties that are net leased on a long-term 
basis to a diversified group of tenants. Utilizing an 
investment strategy underpinned by strong fundamen-
tal credit analysis and prudent real estate underwriting, 
BNL’s portfolio includes industrial, healthcare, restau-
rant, retail, and office property types.

Business Finance Depot
7029 Norne Lane
Mount Dora, FL 32757
Phone: (561) 702-5505
Contact: Paul Bosley
Email: paul@businessfinancedepot.com
Website: www.businessfinancedepot.com
Company Description: Business Finance Depot 
(BFD) specializes in providing financing for new and 
existing franchisees. BFD packages all types of SBA 
loans with aggressive lenders ranging up to $10MM. 
BFD also packages USDA loans up to $25MM and 
equipment leases to finance the equipment needed to 
operate any business up to $1MM. BFD has affiliates 
for the ROBS program to self fund a business, bor-
row $ against a stock portfolio and alternate business 
financing using business loans and credit cards. 

Byline Bank
180 North LaSalle Street
Chicago, IL 60601
Contacts:  
Adnan Assad 
aassad@bylinebank.com 
(847) 805-9546

Praveen Chathappuram 
pchathappuram@bylinebank.com
(630) 348-2182

Website: www.bylinebank.com/commercial
Company Description: Our Commercial Banking 
and SBA Lending experts have over 100 combined 
years of experience in Franchise Lending. Our team 
will work as your trusted partner to help build your 
franchise with financing for:

• Debt consolidation, refinance and recapitalization
• Acquisition financing
• Real estate and construction
• Expansion or remodel
• Equipment and inventory purchase and upgrades
• Development lines of credit
• Treasury Management

C Squared  
Advisors, LLC
26 Pinecrest Plaza, #269
Southern Pines, NC 28387
Phone: (910) 528-1931
Contact: Carty Davis
Email: carty@c2advisorygroup.com
Website: www.c2advisorygroup.com
Company Description: C Squared Advisors is an 
independent investment bank that provides financial 
and transaction advisory services to multi-unit owners 
in the restaurant and franchise industries. We repre-
sent clients on sell-side, buy-side, refranchising and 
recapitalization transactions. C Squared was formed 
to provide our clients with relevant industry expertise 
from experienced, practical and qualified professionals. 
With over 100 years of transaction experience, we pro-
vide comprehensive solutions to complex transactions 
with a focus on maximizing value.

FINANCE  REAL ESTATE DIRECTORY ADVERTISEMENT
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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: www.54fins.com
Company Description: 54 Financial Services was cre-
ated to provide financing options to small businesses 
needing between $50,000 and $500,000. By utilizing 
the SBA 7(a) program, we are able to provide for the 
needs of franchisees looking for financing for the fol-
lowing 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: www.ab-advisor.com
Company Description: AB Advisory & Analytics 
is a financial advisory practice and investment bank, 
serving middle-market private companies, franchises, 
and Fortune 500 companies. We are astute deal mak-
ers who represent our clients with integrity, provide 
value-added analytics and negotiation advice and focus 
relentlessly on deal execution. Our service offerings 
include debt and equity sourcing, evaluation and place-
ment, buy-side and sell-side M&A representation, sale/
leaseback transactions, restructuring and strategic advi-
sory services, temporary CFO/CRO/Receiver services, 
and project analytics.

Advanced 
Restaurant Sales
16524 Berwick Terrace
Bradenton, FL 34202
Phone: (404) 518-8247
Contact: Robert Hunziker
Email: rhunziker@arsales.biz
Website: www.advancedrestaurantsales.com
Company Description: Advanced Restaurant Sales is 
an independent multi-unit restaurant business broker-
age firm. For over 25 years Rob (a Valuations expert) 
and Team have assisted buyers and sellers in acquir-
ing and selling their businesses, advising in the sale of 
multi-unit franchised restaurant companies for both 
Franchisors and Franchisees in virtually every major 
franchised restaurant system in the United States.   
We also assist the Buyer in finding the best financing 
options to fit the acquisition.

Amur Equipment Finance
304 W 3rd St
Grand Island, NE 68801
Phone: (914) 346-4152
Toll Free: (949) 359-5309
Contact: Casey Mitchell
Email: CMitchell@GoAmur.com
Website: www.goamur.com/franchise-financing
Company Description: From FF&E to Technology 
upgrades, Remodels to Acquisitions, Hard or Soft 
costs alike, Amur helps Franchisees nationwide get and 
stay...Equipped to Win. We are a direct lender with 
25+ years of experience, solely dedicated to the equip-
ment finance needs of our customers since 1996. Our 
US-Based operation of 270+ team members includes 
Franchise specific credit support, soft pulls, and is here 
to ensure you have tailored financing at your fingertips. 
Connect with us today.

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.  
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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: $8,000

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

White Papers & Webinars

It helps me keep up with success 
stories and best practices, and 

introduces me to the up-and-comers  
in the industry! 

— Ron Bender, Chief Growth Officer, Threshold Brands  
(MaidPro, Granite Garage Floors, Patio Patrol,  

and other home services brands)

— A WORD FROM A READER —
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Restaurant Finance  
& Development 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 35th year, the conference brings 
together financiers, bankers, real estate experts and more 
with franchisors, multi-unit restaurant owners and execu-
tives. For companies wishing to reach growing restaurant 
businesses, this is a must-sponsor event. 

November 11-13, 2024 
Fontainebleau, Las Vegas 
Call or e-mail your sales rep.

Deliver your message to 3,500 restaurant  
and finance dealmakers
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Virtual Events

As the needs of our clients continue  
to evolve...
...so do our options to help keep your brand front of mind 
with our audience. The Franchise Investment Show has been 
a dynamic tool that allows visitors to see a brand through 
the lens of those making the decisions.

Now we have taken that concept a step further: Each month 
we will send out a dedicated email to our digital subscriber 
base of 30,000+. 

We will feature:
•	One brand per email

•	8-minute interview with one of the leaders  
from your brand

•	Posted on the FranchiseTimes.com video library

•	You are provided with the video to continue to use  
on your website, within social media, etc.

Franchise Investment Show Rate: $6,900

This is a dynamic new addition to your marketing plan  
with Franchise Times.

Remember, we will only feature one per month so inventory 
is limited. I look forward to your response and questions, 
and to helping you in making 2024 your best year yet!

For presentation  
opportunities contact: 

Kevin Pietsch
kpietsch@FranchiseTimes.com

(612) 619-9277

Past presenters include:

It keeps me up to date with industry 
news and sometimes I see brands  

I’m interested in or old colleagues 
interviewed.   

— Argus Wiley, Red Door Foods (Franchise of 70 restaurants:  
Arby’s, KFC, Pizza Hut and Krystal)

— A WORD FROM A READER —
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Kicking off the New Year
Be part of a week of webinars designed to help franchisees 
and franchisors with the upcoming opportunities and chal-
lenges they will face in 2024. We’ve designed laser-focused 
sessions to help inform their decision-making in the coming 
year. Make sure that your company is front and center in 
providing answers to these webinar attendees. 

Who can be part of these informational sessions? Attorneys, 
lenders, real estate firms, accounting firms, and any other 
business that wants to reach our multi-unit audience. 

And franchisors, you can be part of it, too, if you would 
like to be a thought leader in topics like labor retention, 
marketing and other cutting-edge topics to help franchisees 
do better. 

Marketing Sponsorship
•	Your logo in print advertisements promoting the event.

•	1/4-page ad in the Franchise Times issue promoting  
the event

•	Your logo in digital promotions

•	Access to the attendee list for the full week of webinars.

•	Logo presence during the event, including in a “Thank 
you for your sponsorship slide,” as attendees wait for 
the webinar to start

Investment: $4,000

Influencer Sponsorship
All of the above, plus

•	A panel position on one webinar to include the thought 
leader from your company.

Investment: $6,000

Contact your Franchise Times sales representative  
for more information.

Real Estate Strategies for 2024
The Restaurant Real Estate Series is the Restaurant Finance 
Monitor’s educational event focused on bringing world-class 
real estate knowledge to multi-unit restaurant executives.

Attendees will learn how to develop an effective real estate 
department of their own to accelerate growth, lower 
risk, and gain a competitive edge. The series will cover 
topics ranging from site selection, lease negotiations, lease 
accounting, sale-leasebacks and structuring your real estate 
department. We’ll bring the full range of topics to you via a 
free 4-day online webinar series.

Marketing Sponsorship
•	Your logo in print advertisements promoting the event.

•	1/4-page ad in the Franchise Times issue promoting  
the event

•	Your logo in digital promotions

•	Access to the attendee list for the full week of webinars.

•	Logo presence during the event, including in a “Thank 
you for your sponsorship slide,” as attendees wait for 
the webinar to start

Investment: $4,000

Influencer Sponsorship
All of the above, plus

•	A panel position on one webinar to include the thought 
leader from your company.

Investment: $6,000

Contact your Franchise Times sales representative  
for more information.

FEBRUARY 26-29
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Preferred Position: Special positions are guaranteed at a 10% premium to standard advertising 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

Print Marketing Opportunities

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 dedica-
tion to his advertisers, helps fran-
chisors craft the perfect campaign.

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

DISPLAY 
SPECS.

Print Marketing Opportunities

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 propri-
etary formula and derived from our 
Franchise Times Top 400 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 dealmak-
ers making it all happen. We publish 
content in our magazine and monthly 
e-newsletters, host webinars, and 
celebrate by choosing the best deals of 
the year. 

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

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

January March April

May
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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: 400 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
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Scooter’s
Coffee
Drive-thru  

coffeeshops

3 Keeping it simple is the 
mantra for Todd 
Graeve, CEO of 

Scooter’s Coffee, but that 
turns out to be a complex 
challenge for any company, 
including the Omaha-based 
chain of drive-thru coffee-
shops that turns 25 in March. 

“Companies never drift to sim-
plicity. You’re always sort of 
fighting the headwinds of 
becoming unnecessarily com-
plex,” he said. “It doesn’t 
mean you can’t innovate, but 
we have to have certain fences 
around who we want to be.” 

unique position to compete, 
and to hold the line on unit-
level economics,” he said. 
Same-store sales grew 55 to 60 
percent from 2019 to 2021 
and he knows operators are 
noticing. “Our franchisees and 
other prospective franchisees 

can pretty quickly put two 
and two together,” that once 
units are past break-even, 
those additional sales flow to 
the bottom line. Scooter’s 

For example, if the menu 
board becomes overly com-
plex and starts to slow the 
drive-thru lane, that will jeop-
ardize the customers’ all-
important need for speed. “Or, 
you can create too many lay-
ers of a strategy to add units 
around the country, instead of 
focus on the two best ideas,” 
he added for another example. 

“I think in many ways it’s not 
changing, honestly, a lot. It’s 
staying committed to staying 
really disciplined to who we 
are, and an acute focus on unit 
level economics.” Harvest 
Roasting, the company-owned 
entity that purchases all  
supplies (except dairy prod-
ucts) for franchisees, has been 
a savior through pandemic-era 
supply chain disruptions and 
now inflation. Harvest 
Roasting “puts us in a really 

expected to have 600 stores by 
the end of 2022, and will be 
north of 1,000 in 2024, “so 
we need to scale,” he added. 

The addition of Joe Thornton 
as president this year, with his 
background at Starbucks, 
Jamba, Blockbuster and 

F&S  continued on 28

 Delicious drinks served fast 
and with a smile is the mantra 
for Scooter’s Coffee staffers.

Companies never drift to simplicity.  
You’re always sort of fighting the headwinds 
of becoming unnecessarily complex.”

—Todd Graeve, Scooter ’s Coffee

3
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1 Flynn Restaurant Group 
San Francisco, CA 
$4,000,000,000  
944 Pizza Hut 
439 Applebee’s 
367 Arby’s 
292 Taco Bell 
189 Wendy’s 
128 Panera Bread

2 Dhanani Group 
Sugar Land, TX 
$1,732,000,000  
554 Burger King 
388 Pizza Hut 
383 Popeyes 
42 La Madeleine

3 Carrols  
Restaurant Group 
Syracuse, NY 
$1,730,000,000  
1,022 Burger King 
65 Popeyes

4 Sun Holdings 
Dallas, TX 
$1,590,000,000  
220 Arby’s 
210 Papa John’s 
170 Popeyes 
150 Burger King 
131 Applebee’s 
70 McAlister’s Deli 
39 IHOP

5 KBP Brands 
Leawood, KS 
$1,436,000,000  
684 KFC 
118 Arby’s 
76 Taco Bell 
162 YUM! Multi

6 HAZA Group 
Sugar Land, TX 
$940,000,000  
403 Wendy’s 
143 Taco Bell

Franchise Times 
Restaurant 200

7 Summit  
Restaurant Partners 
Richardson, TX 
$873,000,000  
275 IHOP 
114 Applebee’s 
29 Sonny’s BBQ

8 Sizzling Platter 
Murray, UT 
$807,000,000  
446 Little Caesars 
93 Jamba 
87 Wingstop 
23 Dunkin’

9 Pacific Bells 
Vancouver, WA 
$762,000,000  
278 Taco Bell 
66 Buffalo Wild Wings

10 Yadav Enterprises 
Fremont, CA 
$737,000,000  
247 Jack in the Box 
108 Denny’s 
48 TGI Fridays

11 WKS Restaurant Group 
Cypress, CA 
$734,000,000  
141 Wendy’s 
113 Denny’s 
68 El Pollo Loco 
43 Krispy Kreme

12 GPS Hospitality 
Atlanta, GA 
$678,000,000  
412 Burger King 
62 Pizza Hut 
19 Popeyes

13 Covelli Enterprises 
Warren, OH 
$668,000,000  
275 Panera Bread 
6 Dairy Queen

14 Diversified  
Restaurant Group 
Las Vegas, NV 
$652,000,000  
298 Taco Bell 
29 Arby’s

15 Tacala 
Vestavia Hills, AL 
$629,000,000  
347 Taco Bell 
1 KFC

16 Meritage  
Hospitality Group 
Grand Rapids, MI 
$626,000,000  
353 Wendy’s 
1 Taco John’s

17 K-Mac Enterprises 
Fayetteville, AR 
$560,000,000  
321 Taco Bell 
9 YUM! Multi

18* Charter Foods 
Morristown, TN 
$525,000,000  
331 Taco Bell 
34 YUM! Multi 
28 Long John Silver’s

19 D.L. Rogers Corp. 
Grapevine, TX 
$518,000,000  
269 Sonic Drive-In

20 Border Foods 
New Hope, MN 
$500,000,000  
237 Taco Bell

$400-$500 MILLION

21 Desert De Oro Foods 
Kingman, AZ 
214 Taco Bell 
91 Pizza Hut 
31 KFC

22* Ampler Group 
Chicago, IL 
150 Burger King 
100 Little Caesars 
97 Taco Bell 
92 Church’s Chicken

23 Manna  
Development Group 
Encinitas, CA 
155 Panera Bread 

24 Ampex Brands 
Richardson, TX 
202 KFC 
113 Pizza Hut 
22 Long John Silver’s 
18 Taco Bell

25 Doherty Enterprises 
Allendale, NJ 
82 Applebee’s 
41 Panera Bread 

Jumping into the top 
10 is Sizzling Platter, 
rising from No. 15 to 
No. 8. The move was 
powered by $258.2 

million in sales growth, 
from $549 million in 

2021 to $807.3 million 
in 2022. Sizzling Plat-

ter operates 406 Little 
Caesars stores, 93 

Jambas, 87 Wingstops 
and 23 Dunkin’ locations.

8

Diversified Restau-
rant Group of Sonoma, 
California, enters the 

top 20 after just missing 
the cut last time. With 
298 Taco Bells and 29 

Arby’s restaurants, 
Diversified is No. 14 on 

the list, up from its 
No. 21 spot last year. 
Sales for Diversified 

grew by $199.4 million, 
from $452.8 million 
in 2021 to $652.2 

million in 2022.
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Growth continues for Franchise Times Restaurant 200 
The country’s largest franchisees now own more than 33,000 restaurants and command $53.3 billion in revenue. 

Meet the fast-growing operators

Company
Restaurant 200 
Sales Y/E 2022  2022 Sales Growth Growth %

Southern Rock Restaurants $318,000,000 $111,000,000 54.0%

Fresh Dining Concepts $130,000,000 $45,000,000 52.9%

DND Groups $61,000,000 $21,000,000 52.5%

Clark Business Solutions $64,000,000 $22,000,000 51.5%

Sizzling Platter $807,000,000 $258,000,000 47.0%

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Revenue (In Billions)

Locations

$26.3

$28.7

$31

$34.6

$37.5
$39.1

$40.4
$42 $41.8

$48.2

$53.3

20,331

21,831
23,177

25,176
26,997

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

32,119
33,437

Rank Brand Companies Units
% of Total Franchised 

Units in US

1 Taco Bell 44 4,864 69%

2 Pizza Hut 30 3,955 75%

3 Wendy's 29 3,335 60%

4 Burger King 24 3,777 54%

5 KFC 21 1,857 48%

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.

2018 2019 2021 20222020

Avg. Revenue (In Millions)

$202.0
$210.4

$241.1

$266.6

$209.1

The average revenue for a Restaurant 200 
operator is $266.6 million

Legacy brands remain favorites for the 
Franchise Times Restaurant 200 operators

The average Restaurant 200 operator 
has 167 restaurants, a slight increase

2018 2019 2021 20222020

Avg. Units

143

151

161
167

151

Bulking Up: The Restaurant 200 in Numbers
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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 Automotive by Laura Michaels

Automotive aftermarket fran-
chises made major gains in 
 2021, resulting in an over-

all lift to the category of 17.3 per-
cent to crest $15 billion. Only one 
of the 23 brands, detail and inte-
rior repair brand company Color 
Glo International, saw sales slip, 
with a mere 0.1 percent decline. 
Christian Brothers Automotive 
again leads the repair seg-
ment pack with its 33.8 percent 
increase as it closes in on $500 million in sales. For 
Midas and Big O Tires, two of the biggest brands 
in the category and owned by TBC Corp., growth 
came not from new initiatives but from executing at 
the unit level. “A customer-centric store-level focus 
on saying ‘yes’ to every customer and reinforcing 
the getting back to the basics approach was taken,” 
said Brian Maciak, leader of TBC Corp.’s automo-
tive group. “Big O and Midas franchisees leveraged 
their relationships with suppliers, and through their 
store associates were able to provide best-in-class 
customer experiences.” Midas grew sales 11.8 per-
cent, to $1.65 billion, while Big O Tires crossed 
the billion dollar-mark with its 9.7 percent boost. 
Maciak noted the retail price impact brought on by 
inflation assisted with same-store sales growth, as 
did franchisees’ swift reaction to increases in costs 
and competitive wages.

Unit growth is a big part of the sales increase 
story for oil change franchises, with the five 
brands on the list combining to add 346 loca-

tions in 2021. The segment pulled in $4.9 billion 
in sales, up 24.4 percent, with Take 5 Oil Change 
again emerging as the sales growth leader. Part of 
Driven Brands, Take 5 followed up its strong 2020 
performance with a 47.4 percent gain, to $625 mil-
lion. “Our business is simple: friendly people and 
fast oil changes,” said President Danny Rivera as he 
credited the brand’s emphasis on customer service. 
Its data-driven approach to site selection, market-
ing and operations helps franchisees grow sales at 
the unit level, he said, while a centralized large-scale 
procurement operation “serves to mitigate rising 
costs and keeps our stores in stock when indepen-
dents are not.” At Valvoline, which has more than 
1,500 locations, President Lori Flees said same-
store sales growth “is driven by the basics of our 
proposition—a quick, easy and trusted mainte-
nance service.” All technicians complete 270 hours 
of training, and experienced franchisees know how 
to execute the brand’s playbook. “The average ten-
ure of franchisees is over 20 years,” said Flees.

Full speed ahead Quick-lube gains

$15.1B
TOTAL
SALES

SALES
UP

17.3%

*Franchise Times Estimate

Unit Growth Leaders

Major Mover

Battery Boost

Casting itself as an 
“automotive styling cen-
ter,” Tint World drove 
sales up 27.9%, to 
$63 million, while add-
ing just five locations. 

No. 134 Take 5 Oil Change pushed its unit count  
to 707 in 2021 with the addition of 120 locations, 
while No. 66 Valvoline added 111 stores. 

Car wash franchise 
Tommy’s Express 
charges up 103 spots 
in the ranking, to 
No. 236, thanks to a 
huge 289.9% sales 
increase. Tommy’s hit 
$250 million in sys-
temwide sales from its 
114 locations last year.

“We made a concerted effort to test at least 75%  
of all cars coming in and report battery health”  
to customers while explaining what the green,  
yellow and red indicators mean, said Lori Flees, 
president of Valvoline’s retail business.

Christian Brothers Automotive $497M ▲ +33.8%
Meineke  $601M ▲ +18.3%
AAMCO Transmission $462M ▲ +16.7%

Take 5 Oil Change $625M ▲ +47.4%
Valvoline $1.9B ▲ +38.1%
SpeeDee $106M ▲ +21.3%
Jiffy Lube $2B* ▲ +11.2%
Grease Monkey $243M ▲ +2.9%

Big O Tires $1.1B ▲ +9.7%
Carstar $1.3B* ▲ +9.7%
Mr. Transmission $71M ▲ +8.8%

Top 3

All 5 UP

Bottom 3

Sales Growth: Auto Repair

Sales Growth: Oil Changers

“Evolving 
our business 
to service 
emerging vehicle 
technology 
is a huge 
opportunity. To 
prepare, we are 
leveraging Big O 
Tires’ and Midas’ 
core expertise 
... along with 
adapting tires on 
hand to include 
electric vehicle 
tires, to service 
the needs of 
the increased 
number of hybrid 
and electric 
vehicles on the 
road today.” 

—Brian Maciak, 
EVP & general 

counsel, TBC Corp.

More Rubber Meets the Road
National retailer RNR Tire Express helped keep 
vehicles moving in 2021 as it grew sales 17.8%, 
to $249 million. The company’s unit count also 
expanded by 20, to 162, a gain of 14.1%. Automotive 
parts providers 1-800-Radiator and Mighty Auto 
Parts also finished the year with double-digit 
increases, up 26.9% and 20.7%, respectively. 

27.9%

Fast & Serious

Franchise Times’ 
Restaurant 200

Franchise Times Top 400

August October

* Total circulation between print and digital 
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and becoming its tenth brand. 
Verdine Baker is StretchLab’s 
new president. Xponential did 
not respond to requests for 
comment. StretchLab serves 
customers in a popular niche 
in fitness, competing in partic-
ular against Stretch Zone. 
Founded by Jorden Gold, who 
holds patents on stretching 
equipment used at the studios, 
Stretch Zone counts retired 
NFL superstar Drew Brees as 
a client and now franchisee. 

HMSHost, will help the effort 
and leads to another catch 
phrase for Graeve. “So, Joe 
and I talk every day, alignment, 
alignment, alignment. We’re 
going to do a sort of align-
ment tour with all our employ-
ees through the end of the 
year” to set them up for “huge” 
growth year in 2023. “To do 
what? Align, align, align. What 
is our model…how do we not 
stray to complexity” will be 
the not-so-simple mission.

StretchLab
Assisted stretching 

studios

4 Founded in 2015 and 
purchased by boutique 
fitness franchisor 

Xponential Fitness two years 
later, StretchLab debuts at No. 
4 on the Fast & Serious rank-
ing. System sales grew 210 
percent from 2019 through 
2021, to $50 million, and 
units increased 135.9 percent 
to 151. Lou DeFrancisco was 
president of the brand through 
March 2022 when he became 
president of Body Fit Training, 
an Australian fitness franchise 
purchased by Xponential for 
$44 million in October 2021 

Slim Chickens
Fast-casual chicken 

restaurants

5 A lot has changed 
since Tom Gordon and 
Greg Smart co-

founded their chicken chain in 
Fayetteville, Arkansas, in 2003, 
and then began franchising in 
2013. System sales grew 118.7 
percent from 2019 through 
2021, to $265 million, and 
units grew 46.7 percent, to 
132. But “there are a lot of 

things that are the same. I still 
feel so responsible for all 
8,000 people that work for the 
brand,” said Gordon, CEO. 

“It’s nice to be in a position of 
financial strength versus 
scrambling for the first decade. 
That’s allowed us to do a lot 
of great things for our com-
pany, our franchisees.” Asked 
about his philosophy toward 
driving sustainable growth, he 
said, “It’s a big question. It’s 
hard to put that into a short 
motto. I’ll tell you a couple 
things I talk about all the time, 
with my team. Because we’re 
not as big as some of our com-
petitors we have to go fast. We 
have to go as fast as we possi-
bly can without taking big 
risks. And how do you bal-

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 40 
for more information on how we create the ranking.

Franchise Times  
Fast & Serious 2023

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)
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1 2 Tommy's Express 881.5% 280.0%

2 49 United Real Estate 262.8% 72.4%

3 3 Scooter’s Coffee 150.3% 43.9%

4 U-40M StretchLab 210.1% 135.9%

5 17 Slim Chickens 118.7% 46.7%

6 5 Teriyaki Madness 117.2% 85.7%

7 12 Realty One Group 62.4% 103.4%

8 19 Take 5 Oil Change 82.2% 37.0%

9 U-40M Bubbakoo's Burritos 150.0% 103.2%

10 U-40M Ace Handyman Services 865.5% 95.9%

11 20 Walk-On's Sports Bistreaux 88.8% 93.9%

F&S  continued from 27

 StretchLab employees assist clients with full-body stretching. The 
brand is one of 10 being franchised under Xponential Fitness.

 Tom Gordon is co-founder 
and CEO of Slim Chickens.4

5
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•	 Fast & Serious:  
Exclusive Ranking of the  
Smartest-Growing Franchisors

•	 Restaurant Investment  
& Financing Update

•	 Franchise M&A Outlook

Ad Close: 12/1/23
Materials Due: 12/7/23

January

April

February

May

March

June/July

•	 The Big Issue:  
Quick-Service Restaurants 

	– Leading Brands and Emerging  
QSR Concepts 

•	 The Latest in Restaurant  
Automation Tech

Ad Close: 1/2/24
Materials Due: 1/5/24

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

•	 How New Prototypes  
Drive Off-premises Sales

•	 Hiring and Training Tactics That Work

Ad Close: 1/31/24
Materials Due: 2/6/24

2024 Editorial Calendar 

•	 FT Legal Eagles:  
Top Franchise Attorneys List

	– Expert Insight on Hot Legal Topics

	– Assessing the Regulatory Landscape

Ad Close: 3/1/24
Materials Due: 3/7/24

•	 Franchisees in the Spotlight

	– Growing a Successful  
Multi-Concept Portfolio

•	 Effective Digital & Social  
Media Marketing 

Ad Close: 4/30/24
Materials Due: 5/6/24

•	 FT Dealmakers:  
Best M&A Deals in Franchising

•	 Inside the Retail Resurgence

•	 New Opportunities in Real Estate/ 
Site Selection

Ad Close: 3/29/24
Materials Due: 4/4/24

•	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 staffers 
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 
technology into actionable 
insights

•	 Grab Bag shows a unique side  
of franchising execs

•	 The Wire reports new multi-unit 
development deals

Popular Columns In Every Issue
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We check out three experiential 
franchises so you don’t have to

BRAND INTELLIGENCE

Y ou can take a photo of your head on 
a platter at the Museum of Illusions in 
Chicago. Or look like a tiny child 

sitting on a chair while your giant-sized 
companion pats your head. Or walk on 
the ceiling, all for the price of $21. Those 
are just three of the exhibits at the new 
franchise now expanding in the United 
States. Started in 2015 by Roko Živkovi 
and Tomislav Pamukovi, two friends in 
Zagreb, Croatia, the Museum of Illusions 
has spread to more than 40 locations in 
25 countries around the world, includ-
ing Paris, Dubai, Toronto, Muscat, Kuala 
Lumpur, Berlin and Vienna. The pair 
“curated” optical illusions familiar to 
many—from “true mirrors” that reflect 
how others see you to “portrait eyes” that 
follow your path to “vortex tunnels” that 
spin around a stationary walkway while 
you try not to fall off. This location is tiny 
compared to many around the world, and 
friends who visited elsewhere (in a cas-
tle!) found Chicago’s spot disappointing. 
That’s a challenge for a franchise, created 
to provide uniform experiences. 

The upshot: Who doesn’t want a picture of 
their head on a platter? The Museum of 
Illusions offers an offbeat outing for any-
one. —B.E.

W hile not really into sports, excep-
tions can be made if drinks, snacks 
and pals are involved. X-Golf, an 

indoor golf simulator with 80-plus loca-
tions including in the Minneapolis suburb 
of Woodbury, provided the first two along 
with advanced simulators and a selec-
tion of courses from around the world. 
Unlike Topgolf, which focuses more on 
the social aspect of the experience, X-Golf 
felt geared toward golfers who want to 
practice their swings in the offseason. 
Locations offer lessons and league play. 
Given our group’s general lack of expe-
rience teeing up shots, we opted for a 
scramble format to make the best of our 
two hours, which at $35 an hour seemed 
like a good weekday deal. With some 
cocktails and snacks ordered—the chips 
and queso were fine but nothing special—
we split into two teams to play nine holes. 
Laughs, along with plenty of double and 
triple bogeys, abounded. Unsurprisingly, 
we didn’t finish nine holes.  

The upshot: X-Golf is probably more fun 
if you have some golf experience and 
are looking to perfect your game inside 
before heading out to hit the links. For a 
fun friend outing, I’d probably rather go 
bowling. —E.W.

A visit to Escapology in a some-
what lonely mall 20 miles south 
 of Minneapolis thrust our group 

into a world of curses, evil ministers 
and a dead congregation offering clues 
to save the next victim before it was too 
late. Such was the setting for “7 Deadly 
Sins,” the sinister theme and one of five 
game options at this escape room fran-
chise. The goal? Kill the immortal minis-
ter to end the curse, find the secret amulet 
and escape. The puzzles were challeng-
ing, with a difficulty rating of 8.5/10, 
some involving plenty of brainpower and 
others testing dexterity. The game’s pro-
gression moved our five-person group 
through three rooms, each with enough 
puzzles—or red herrings—to ensure no 
one ever felt left out. We needed all three 
hints from the gamemaster, plus a couple 
of nudges, to get out with less than 2 min-
utes to spare. Spending an hour locked in 
a room isn’t everyone’s idea of a good 
time, but for those who love puzzles and 
games it’s a fun escape—pun intended. 

The upshot: Another Escapology visit? Yes, 
please. For $32 a person, the price is aver-
age for an escape room and accommodat-
ing enough for all to enjoy. —M.G. 

 From left, Museum of Illusions serves up heads on platters, X-Golf is better for regular golfers and Escapology puzzled this editorial team.

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

FT Undercover

THE LATEST MULTI-UNIT DEVELOPMENT DEALS, FROM FRANCHISE TIMES

MULTI-UNIT NEWS

By Matthew Liedke

A franchise group based in the Big Apple 
is helping Potbelly kickstart its growth 
 initiative.

United One Group, led by CEO Paramjit 
Josan and Chief Development Officer 
Manny Singh, signed a deal to develop 13 
locations in New York City over the next 
eight years. As part of the deal, United 
One Group also acquired eight corporate 
Potbelly locations.

Josan and Singh entered the world of 
franchising in the late ‘90s, starting with 
Subway and later owning Checkers and 

Rally’s. It was through the latter that the 
business partners came across the Potbelly 
concept.

“We had our Checkers located in 
Manhattan in the early 2000s, 
and they had a Potbelly’s just 
around the block from us,” 
Josan said. “We had gone 
there to eat and loved the 
food. We knew the brand and 
was following it for a while, 
but discovered initially they 
were just doing corporate 
development. But when we 
found out they were franchis-
ing, we decided to approach 
them.”

Launching in Chicago in 
1977, Potbelly began chang-
ing its strategy in 2020, 
according to CEO Bob Wright. In addi-
tion to updating its menu and rolling out a 
new app, the brand announced its franchise 
growth acceleration initiative in March 
2022.

“It’s rooted in two things that we know 
and believe to be true,” Wright said. 

“Franchisees can be some of the best part-
ners to expand and grow a brand, and sec-

ondly, with 400 units across 
the country, there’s a great 
amount of white space in the 
U.S. where we can grow.”

Of its 400 locations, 45 are 
franchised. As part of the ini-
tiative, the brand is seeking 
to reach 2,000 units, with at 
least 85 percent of them fran-
chised, over the next 10 years. 

To assist in the expan-
sion in franchised restau-
rant, the initiative also calls 
for 25 percent of Potbelly’s 
company-owned units to be 
refranchised through agree-

ments like the one signed with United One 
Group.

“This is a company that has tradition-

Acceleration Mode
New franchisees to build Potbelly in NYC market
With a deal to acquire eight corporate 
restaurants and open 13 new locations, 
United One Group is helping kick off 
Potbelly’s franchising efforts. Plus 
multi-unit news from The Halal Guys, 
Ziebart, Bojangles and more.

NEWS & VIEWS

 Bob Wright

The Wire  continued on 54

The Wire Grab Bag

Who would play you in the biopic about your life?
Obviously, I have an Asian face so it would be an Asian actor, and I 

would say Lee Byung-hun. He’s a South Korean actor, he played Storm 
Shadow in ‘G.I. Joe’ and Billy Rocks in ‘The Magnificent 
Seven.’ He’s been in many more, but those are two big 
Hollywood movies. He has a depth and intensity in his 
acting that I really like.

What’s your biggest pet peeve?
It ’s difficult for me to work with someone who 

approaches a problem always thinking it’s always some-
one else’s fault. It zaps the energy from the rest of the team. 
It’s not productive.

If you could be a member of any TV show family, 
which would it be?

What comes to mind is ‘The 
Brady Bunch.’ My parents 
were missionaries, and as we 
were growing up, we had a lot 
of people coming in and out of 
our house. At one time 10 peo-
ple, so lots of activity.

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

One key part of my life has 
been living in different cit-
ies, many different countries. 
Between first grade and high 
school I switched schools 
11 times. I’ve lived in Korea, 
Thailand, Europe, Scotland, in 
California, in Texas. All over. 
So, if something wasn’t sold anymore, I would adapt and find an alternative. 

What’s the weirdest thing you’ve ever eaten?
I’ve had my share of strange food. I’ve had fried cockroaches in Thailand, 

boiled silkworm in Korea, haggis in Scotland. Haggis, it’s a sheep’s liver, 
heart and lungs cooked with beef, with seasonings, inside a sheep’s stom-
ach. Fried cockroaches, you know, they’re quite good. They have this crispy 
texture with a creaminess. You just have to imagine they’re not cockroaches. 

What are you freakishly  
good at (or bad at)?

One of my strengths is the 
ability to do a convincing presen-
tation as long as it’s logical, that 
it’s something I believe in. On the 
flip side, if I don’t believe it, I’m 
freakishly bad at talking through 
it. I would make a terrible defense 
lawyer. 

What’s your guilty pleasure?
Late-night ramen. For some 

reason, instant noodles after 11 
o’clock just taste better. There’s 
Nongshim, produced in Korea. Or 
Sapporo, that’s a Japanese ramen 
noodle. And Mama, a Thai instant 
noodle. 

Which time period in history 
would you want to visit?

I would like to go back to a 
time where there was a pivot in history. Maybe the Renaissance … this 
period coming out of the Middle Ages, where it’s the beginning of some-
thing great. Then you come to the Enlightenment, the Industrial Revolution. 

What’s one trend you wish would disappear?
One trend I would like to see die is the rise of misinformation. It’s con-

fusing people, and underpinning this trend is this movement of saying less 
than the truth. All of this is polarizing ideologies … and it’s affecting and 
preventing people from accepting each other’s differences. And that’s part 
of what’s made our country, America, so great. 

“Fried cockroaches,
you know, they’re

quite good. They
have this crispy

texture with 
creaminess. 

You just have to
imagine they’re not

cockroaches.” 
— Sam Yoon, CEO, Yogurtland

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 suggest an industry professional, 
email lmichaels@franchisetimes.com.

Imagine they’re not cockroaches...

11 o’clock Ramen!

GRAB BAG
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Yogurtland CEO likes late-night ramen, 
wants to visit the Renaissance period

August

November/December

September October

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: Franchise Development 

Success 

•	 Q2: Franchisee Insights  
to Drive Growth

•	 Q3: Innovation Spotlight:  
Learning from Leading Brands

•	 Q4: From Emerging to 
Established: Franchisor 
Success Stories

Digital Editorial 
Calendar•	 The Power Issue:  

Top CEOs in Franchising  

•	 The Big Business of Health  
& Wellness Franchises 

•	 Real Estate Outlook:  
Where to Find Value in 2025

Ad Close: 9/30/24
Materials Due: 10/7/24

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

	– How Multi-unit Franchisees  
Are Driving Growth

•	 Cashing Out: How to Prepare  
Your Business for a Sale

Ad Close: 6/28/24
Materials Due: 7/5/24

•	 EXCLUSIVE Top 400:  
Ranking the Largest Franchise 
Systems by Worldwide Sales

•	 Restaurant Finance & Development 
Conference Preview  

Ad Close: 8/30/24
Materials Due: 9/5/24

•	 Top Chefs in Franchising  

	– Using Menu Innovation  
to Drive Sales

•	 The Money Issue

	– Special Finance Spotlight with 
Finance & Real Estate Directory

Ad Close: 7/31/24
Materials Due: 8/6/24

Franchise Times has enlisted 
Baxter Research to conduct ad 
surveys in the June/July and 
October issues. This research 
provides you, the advertiser, 
with reader feedback on your 
ad and actionable metrics to 
help you build market share. 
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Our journalistic pros are telling the stories of franchising, 
with insight and analysis readers trust.

Mary Jo Larson 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 emphasis on 
international development provides an 
inside look at U.S. brands growing on 
a global scale, and her franchisee inter-
views yield unique insights. 

Random fact: An unabashed cat lover, 
Laura adopted two cats and got her hus-
band on board by letting him pick their 
names, Mark and Grace, chosen for his 
favorite Chicago Cubs player.

About Our Writers

Megan Glenn, reporter, loves a good 
emerging brand story. Drawing on her 
community news background, she cap-
tures the highs, lows and lessons learned 
in her coverage of founders and those 
leading the charge at growing franchises. 

Random fact: Megan is the opposite of 
a closet nerd. With memorabilia from 
her favorite shows, games and books all 
around, she spends far too much time 
geeking out with her friends and theoriz-
ing story arcs.

Emilee Wentland, managing editor, is a 
business reporting pro who loves inter-
viewing quirky, passionate franchi-
sees and founders. Her M&A coverage 
keeps readers informed and engaged, 
and yields fascinating content for FT’s 
Dealmakers program.

Random fact: Unable to sit still, Emilee is 
always up for an adventure. Her favor-
ite destinations are England, Colorado, 
New York and Ireland.

Joe Halpern, senior writer, draws on 
his decades of journalism experience 
to craft compelling stories with an eye 
toward the personal connections in busi-
ness. Also a data-focused researcher, he 
loves digging into the numbers to help 
readers understand the deeper story.

Random fact: An avid biker (think Trek, 
not Harley Davidson), Joe can often be 
found cycling the back roads of New 
England during the summer and fall.

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. His reporting for The Wire high-
lights smart multi-unit franchisees and 
their expansion strategies.  

Random fact: Matthew lives in the Twin 
Cities, making it the fourth area he’s 
lived where two cities border each other 
and make up one community. 
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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 Type 1 fonts (also known as PostScript, PS1,  
T1, Adobe Type 1, Multiple Master, or MM) 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 insertions. 
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 nonpayment, 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, indirect 
or consequential damages, including lost profits. This agree-
ment 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.

Entire contents copyright ©2024
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We do business with 
smart franchisees. Smart 

franchisees read Franchise Times. 
Advertising in the publication is 
an easy way to keep our name 
and message in front of them 
on a regular basis. 

— Sharon Soltero, 
Pacific Premier Franchise Capital

Access to the Franchise 
Times franchisor and 

franchisee audience is the perfect 
opportunity to get great exposure 
for our brand. Franchise Times’ 
lead generation programs offer  
a great opportunity to both 
showcase our brand and develop 
relationships from the Franchise 
Times audience. 

— Intuit

When we decided to take 
it to the next level a few 

years ago, we partnered with FT in 
both advertising and sponsorships 
in their Conferences. This has 
proved to be successful as we 
have grown our franchise lending 
group significantly. 

— Charles Yorke, 
Paragon Small Business Capital Group




