Too many franchisees open the door of their new
businesses, spend only a minimal amount in
marketing and advertising, and six months later
wonder what went wrong. Many franchisees under-
spend during this period in an effort to save money.
But they pay the ultimate price with low-customer
counts and under-achieving sales that have not even

attained break-even. With further investigation,
they might find that the grand opening promotional
phase was only held for a week, and the proper
amount of funds were not committed to the most
significant promotional period of the life of the
store.  Typically, franchisees that invest the neces-
sary funds for their grand opening phase achieve
break-even in hall the time as franchisees that
under-spend.

Existing stores are often faced with the challenge
of sales that have leveled off or declined. They
discover that new competition has invaded their

problems facing franchisees today are due to under-
spending in the areas of marketing and advertising
which can significantly address and overcome these
areas.

Don’t miss the opportunities
Many franchise organizations require that new
franchisees spend an average of $7,500 to $10,000
on the opening launch program. They understand it
is critical for a new business to accelerate sales
growth and exceed break-even as quickly as
possible. Franchise organizations also understand
the necessity of funding an ongoing marketing
program following the opening launch period, and
require that a budget be set aside to continue the
marketing and advertising initiatives. These
franchisees realize sustained sales growth of 25
percent to 30 percent following the opening launch
program.

(Continued on page 14)


















