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The growth of multi-unit operators is one of the most 
signifi cant trends in franchising today. Over the last several 
years, the segment has grown until there are more than 
40,000 multi-unit franchisees operating more than 200,000 
units, the International Franchise Association (IFA) reports. In 
fact, more units are operated by multi-unit franchisees than by 
single-unit franchisees. 

Snap Fitness is a Chanhassen, Minnesota, chain of fi tness 
clubs with features that especially appeal to multi-unit 
franchisees. “We offer in-house fi nancing to assist our 
franchisees in opening more facilities,” says founder and CEO 
Peter Taunton. “Our fi nancing assistance, paired with our 
streamlined process, ensures that a franchisee’s additional 
locations ramp up just as quickly as their fi rst club.”

To consumers, the company offers convenient locations and 
affordable fees. “People are drawn to Snap Fitness because 
we provide a welcoming, results-driven atmosphere where they 
can accomplish their health and wellness goals,” Taunton says. 
“Additionally, we continue to roll out new products in our clubs 
that add value to our memberships.”

Snap Fitness has 2,000 locations open or in development in 
18 countries. “In the United States alone, we have more than 
1,000 locations with a presence in almost every state,” Taunton 
says. “With major development plans in place, we are on pace 
to add about a location a day in our system.” Taunton says they 
are looking for growth in all markets. 

Thanks to its more than 300 corporate locations, Checkers 
& Rally’s Restaurants can provide franchisees with an 
exceptionally well-tuned concept. “Because we operate more 
than 300 company restaurants, we aggressively work every line 
of the P&L to drive sales and cost savings, and we share those 
best practices with our franchisees,” says Jennifer Durham, 
chief development offi cer for the Tampa-based restaurant 

franchiser. “We test every product and tool in our company 
restaurants before system-wide rollout.”

Diners appreciate the restaurants’ burgers, milkshakes, and 
famous seasoned fries. Multi-unit franchisers are drawn to the 
growth potential. “We offer multi-unit franchisees plenty of room 
to grow in strong QSR markets throughout the U.S.,” Durham 
says. “We also offer a variety of fl exible building formats to 
accommodate even the tightest spaces and budget.”

Checkers restaurants are primarily along the East Coast, from 
New York to Florida. Rally’s are primarily in the Midwest and 
on the West Coast. Of the more than 800 restaurants in the 
system, 500 are franchise-owned. The company anticipates 
adding 50 to 60 new restaurants in 2016.  

With a single-unit SealMaster franchise generating revenue of 
$14 million during the 2015 fi scal year, Rick Simon, director of 
franchise operations for the Sandusky, Ohio-based franchise 
system, says the income potential of a single unit is one of 
the concept’s most attractive features. SealMaster franchises 
manufacture pavement sealers and distribute a full line of 
pavement maintenance products and equipment to federal, 
state, and local government agencies, pavement maintenance 
contractors, and others charged with pavement maintenance 
and preservation. 

Average gross revenue for SealMaster franchisees in business 
for more than fi ve years was $5.3 million during the 2015 fi scal 
year. “I don’t know of any other franchise system in which a 
single unit would generate that kind of revenue,” Simon says. 
Approximately 15 new SealMaster territories remain available in 
the U.S.

Franchisees of Murphy Business & Financial Corporation act 
as brokers specializing in helping others buy and sell other 
businesses. Sandee Devine, vice president of franchise 
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development for the Clearwater, Florida, franchiser, says careful 
attention to training helps franchisees succeed. “And our back 
office support allows our brokers to focus on their clients 
instead of administrative work,” she adds. 

Franchisees that want to run brokerage offices with agents can 
expand into contiguous markets, Devine says. The company has 
180 offices with more than 300 brokers throughout the U.S. and 
Canada, and hopes to add 20 to 24 more offices in 2016.

Sam Ross, founder of Fantastic Sams, was one of the pioneers 
in walk-in, no-appointment service, where guests receive all 
types of hair care services without an appointment. Today the 
Beverly, Massachusetts-based company offers a full range of 
colors, cuts, and other services for the entire family. 

The concept has proven long-lasting and durable in all 
economic climates, says President and CEO Linda Chadwick. 
“Everyone needs regular haircuts and maintenance. We service 
the entire family, so our guests know they can count on us 
for great service and value,” she says. With more than 1,100 
Fantastic Sams salons open now, the company is targeting 

more growth in California, Florida, Texas, the Mid-Atlantic 
states, and Michigan.

In the large and fast-growing business of pet services, 
Dogtopia stands out for its relentless focus on the well-being 
of its clients’ animal friends. “The key differentiator that sets 
Dogtopia apart is safety,” says Neil Gill, president and CEO of 
the Phoenix-based franchiser of dog daycare, boarding, and 
spa businesses. “It’s a total commitment to the health and 
wellbeing of our furry family members.”

One reason Dogtopia is well-suited to multi-unit franchise 
operation is that the concept is relatively easy to manage, Gill 
says. “That means the key focuses are safety and labor costs,” 
he says. “And it’s also a fun business to work in, so it’s far 
easier to find employees for it.” 

“The business is also somewhat recession-resistant, with 
the ability to shift revenue focus across at least five different 
revenue streams, dependent on demographics and disposable 
incomes,” Gill adds. With 42 stores across the country, 
Dogtopia aims to have 100 open by the end of 2017.

A  G R E AT  O P P O R T U N I T Y,  C U T  A N D  D R I E D .  

"People come in for a haircut and wind up getting all 

kinds of other services. I’m exceeding my financial goals 

and see the ability to continue growing. For anyone 

looking for a franchise, Fantastic Sams is a home run.”

S A M  M U R R AY  

Mint Hill, NC Mint Hill, NC Franchise Owner
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Franchises
in America 
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