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In its first part, the paper identifies the main global competitors in the 
food-service industry which launched franchises in Romania. The second 
part transposes the franchise in the fast-food industry and, after a short 
history, shows the global evolution of the franchise and the criteria for its 
choice. This section concludes with a radiography of the Romanian food-
service industry. For the third part, we based our paper on a statistical 
research that shows that the number of the Romanian franchises is 
extremely low.  
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THE GLOBAL COMPETITORS IN THE FAST-FOOD 
INDUSTRY, FRANCHISE PROMOTERS IN ROMANIA  

McDonald’s 

McDonald’s is one of the most notorious brand names in the world. 
There isn’t almost anyone in the civilized states who didn’t enter such an 
establishment, for McDonald’s is the most big and famous fast-food chain 
in the world. It has over 30,000 units in 121 countries. This extraordinary 
business began in 1948 when Mac and Dick McDonald opened a small 
restaurant in San Bernardino, California (S.U.A.). It had nothing different 
from the competitors, but the McDonald brothers saw before anyone else 
the recipe for the success: simplifying the menu, lowering the prices and 
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systematizing the procedures of food preparation in the kitchen. Thus, more 
customers could be served in shorter time. It was the century of the speed 
and that had to be the magic formula in the food serving units: fast-food, a 
kind of hocus-pocus instead of good appétit. 

The first step beyond the American border was made in 1967, when 
McDonald’s opened the first restaurant in Canada. In April 1988, it entered 
the European market of the ex-soviet countries, opening establishments in 
Hungary and former Yugoslavia. In the former Soviet Union, the first 
restaurant of the McDonald’s franchise was opened in Moscow, in 1990. 

Then, in September 1991, the American company decides to occupy 
the market from Central and Eastern Europe by means of a regional 
headquarters in Wien. From here was successfully coordinated the opening 
of new restaurants in the neighborhood countries: Czech Republic, Poland, 
Slovenia, Bulgaria, Latvia, Estonia, Romania and Slovakia. 

Burger King 

Burger King is a fast-food chain built after McDonald’s model. 
Practically, Burger King followed McDonald’s line for a long time (Ries A., 
Trout J., 2001).  

In the United States, Burger King offer higher standards of quality 
and hygiene but for a double price. In other countries the differences are not 
so big (www.foodbarmagazine.ro). 

The first restaurant was opened by James W. McLamore and David 
Edgerton from Miami, Florida in 1954, named Insta Burger King. The first 
unit in Europe was opened in Madrid, Spain, in 1975. In China, the first 
Burger King was opened in 2005. Now there are over 12,000 Burger King 
restaurants in 61 countries, with over 360,000 employees. The total number 
of its clients exceeds 15 million people (www.wikipedia.org.ro). 

KFC 

In the year of 1935, the governor Ruby Laffoon offered the honorific 
title of «Kentucky state colonel» to Harland Sanders, as a sign of 
recognition for its contribution at the regional cuisine development, due to 
the improvement of a recipe comprising 11 herbs and spices and to a unique 
technique for preparing chicken meat, which is used even today. 

Confident in the quality of the chicken cooked after his recipe, the 
Colonel dedicated himself to the concession of its business. He traveled 

http://www.foodbarmagazine.ro/
http://www.wikipedia.org.ro/


LUCRĂRI ŞTIINŢIFICE, SERIA I, VOL. XI (2) 

across the country, from restaurant to restaurant, prepared the chicken 
according to his recipe for the restaurant owners and their employees. If the 
reaction was favorable he concluded through a hand shake a verbal 
agreement that for each sold chicken sold in the restaurant, based on his 
recipe, he was to receive a nickel (5 cents). 

In 1964, the Colonel gave away his rights regarding the chicken 
preparing technique to an investors group which included John Y. Brown 
Junior, who later became governor of Kentucky State, from 1980 till 1984. 
Colonel Sanders remained in the company as a spokesman. 

Administered by the new owners, the Kentucky Fried Chicken 
public company developed so fast that in January 1969 was listed at the 
New York Stock Exchange. bought KFC Corporation for 285 million U.S. 
dollars. In 1986 KFC was acquisitioned by PepsiCo Inc. for 840 million 
dollars. Today, along with another four brands, it forms Yum!Brands 
International, the greatest restaurant company in the world after the number 
of the units. 

Pizza  Hut 

Pizza Hut history began to be written in 1958 in Kansas, U.S. Two 
brothers, Frank and Dan Carney took a friend’s idea to open a pizza 
restaurant, not a very popular meal then in America. They borrowed from 
their mother 600$, rented a small space in the most circulated crossroad, 
bought second-hand equipment and opened a joint with only 25 places. 

The space designed for displaying the name of the company was 
pretty small, only 9 letters fitted in. And since the building looked like a 
small hut, Pizza Hut was born. Now, it is the most successful pizza chain in 
the whole world, with over 12,000 locations in over 100 countries. 

In Romania, Pizza Hut operates under a franchise contract through 
which the license is granted to a company called S.C. American Restaurant 
System S.A. (www.pizzahut.ro). 

Fornetti 

FORNETTI ROMÂNIA S.R.L. is a limited liability company with 
private capital, founded in 2001, as a partner for FORNETTI Kft., Hungary 
based. 

In its 5 years of activity, Fornetti Romania climbed performance 
steps by increasing its production capacity along with product 
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diversification, distribution area widening and improvement of the logistic, 
so that today Fornetti Romania occupies the first place in the Romanian 
franchise top. Today it has over 300 shops which operate in the whole 
country (www.wall-street.ro). 

In 2004 and 2005 Fornetti Romania was chosen as the most 
performing company from the world Fornetti system. Fornetti International 
(Fornetti kft) obtained second place, in 2005 in "European Top 500" of the 
respective category franchises (www.fornetti.ro). 

FRANCHISE IN FAST-FOOD INDUSTRY 

Short history 

Etymologically, the word “franchise” has its roots in the Middle Age 
period. The English verb to enfranchise stands for liberated from slavery, 
legal obligations, dependence. The term from the old French francis 
signifies to empower a peasant to autonomously deploy a profit making 
activity. 

Queen Isabel of Spain used a franchising system in 1492 when she 
offered Christopher Columbus a “franchise” for developing people and 
goods shipment to the new world. 

Nowadays in Europe the franchise concept almost vanished, being 
replaced with the institution of concession. The franchise comes back in the 
United States. 150 years ago, sewing machines Singer company elaborated 
the commercial franchise system, pushed by the need of eluding the antitrust 
legislation where selling goods directly to the consumers by the producers 
was forbidden. 

We cite from the Britannica Encyclopedia: franchise is characterized 
by a contractual relationship between a producer or a service provider 
(franchiser) and independent entrepreneurs (franchisees) which buy the right 
to detain and operate one or more units in a franchise system. 

 Global evolution of the franchise 

We are assisting at a true franchise revolution: 42% of the retail 
market volume in U.S. belongs to franchises and every 17 minutes a new 
franchise unit opens. 

In Romania the growth is also exponential: 18 franchise chains 
operated in 2000; end of 2003 were opened 60 and in 2005, September, 210 
franchises operated. The distribution over countries looks like this: 45 from 
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United States, 20 from France and 17 from Italy. Among the names most 
known we mention Lollipops, Escada, Bigotti, Benneton, Hugo Boss, 
Carrefour, Motivi, Terranova, etc. 

As for the Romanian franchises we exemplify, among the 50 on the 
market, Rodipet, Tina R, Ziua, Angst, Cris Tim, Coco Rico, Elvila 
Depozitul de calculatoare, Gogoaşa Înfuriată, Voxnet, Agentia imobiliara 
Perfecta, Turabo Caffe, Fitness Academy etc. 

 Criteria for choosing a franchise 

A first criterion is notoriety. One must analyze how big the 
franchiser organization is. How many franchise units have been opened and 
since when, how the prototype unit looks like, if the brand is known and 
how much the franchiser invests in advertising. As for the international 
notoriety, a useful exercise is finding the franchiser in Entrepreneur 
publication or, easier, on www.entrepreneur.com. Examples of notoriety: 
Burger King, Taco Bell, Ziua (www.entrepreneur.com). 

The know-how that the franchiser offers must be easily transferable. 
The manuals containing it and the training must provide the ability to teach 
a system to others in a relatively short period of time. They say that if a 
business rises to such level of complexity which can’t be taught to a 
franchised in 3 months, we have a problem with it. 

The franchise cost is another important element and subtle in the 
same time. 

A very cheap franchise doesn’t automatically mean that it will have 
a large success. We are talking about the capacity of a potential franchised 
to pay for a franchise. For example, a fitness club franchise, such as Fitness 
Academy in Bucharest, with a 75,000-200,000 Euro investment or a hotel 
franchise over 1.5 million dollars may find clients among big time investors 
and real estate developers. Not the same rule goes for accounting consulting 
or real estate brokerage agencies franchises, with a 30,000 Euro investment. 
These have other potential franchised targeted investors, with office 
experience, with a different financial strength. 

Income resulted from the investment for a franchised business 
must be, of course, profitable. Moreover, a franchise must bring enough 
money after paying the franchise tax. 

The profitability is always relative. It must be measured to ensure 
the comparison with other investments with comparable risk in the same 

http://www.entrepreneur.com/
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area. Thus, after signing a confidentiality agreement, the franchiser must 
provide all the figures needed to reflect the return on investment period, the 
budget and cash-flow projections, all based on previous performances of the 
already franchised units. 

Trends and market conditions 
Even if they are not as much as a franchise indicator, but a general 

indicator of any business success, they are the key factor of long time 
planning:  

• Is the market growing or it consolidates?  
• How this will affect the business?  
• Will the goods or services of the franchise remain relevant the 

years to come?  
• How other competitors perform, franchise or not? 
• How the competition will affect the success probability of the 

business? 
The financial strength of the franchiser 
Although the franchise is an option for extending a business with 

low costs, it does not represent a costless expansion choice. A franchiser 
needs capital and resources to implement a franchise program, according to 
the goal of the expansion plan. If a company looks to sell only a few 
franchises, smaller costs are involved. For the franchisers who aim a 
national expansion, the initial costs may rise significantly. And after the 
marketing and personnel costs are added, the amount is even greater. 

Frequently, the Romanian franchiser underestimates its costs. This 
fact brings a lot of trouble not only for him, but also for the franchised 
which will be deprived from the protection umbrella of the franchiser 
(www.fbb.ro).  

 THE ROMANIAN FOOD-SERVICE 

Romania has the most rapid growing of the food-service sector from 
the Eastern Europe, upward trend which will be confirmed in the next years. 
This conclusion was drawn by the “Consumer food-service in Romania” 
study, published by Euromonitor International. 

According to the above mentioned study, Romania is the Eastern 
European market which recorded the most consistent average annual growth 
of the food-service industry, regarding both sales value and number of 
locations opened between 1999 and 2006. 

http://www.fbb.ro/
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With an annual average growth of 26%, the sales in this area reached 
2 billion dollars at the end of 2006. Also, in this period, our country 
registered the most rapid growth of the new locations number, at a rate of 
17%, at the end of 2006, in the whole country, 15,700 locations were 
recorded. By comparison with the number of the inhabitants, this number is 
however pretty low, show the authors of the study, and the Romanian 
market continues to be one of the smallest in Eastern Europe, but with fast 
expansion.  

The rapid growth of the food-service sector in Romania is motivated 
by a cumulus of factors, such as economic evolution of the country, growth 
of the purchase power and tourism development 

The numbers indicated in Euromonitor International report are 
encouraging, but emphasize the extremely low level of the investments in 
Romania. The food-service industry in countries like Hungary, Poland or 
Czech Republic now exceed the average growth rate of this sector in 
Eastern Europe. That’s because in those countries the sector development 
occurred much earlier than in our country. 

In Romania, according to Euromonitor study, the year 2006 was a 
reference year for our country with substantial growth of this area, regarding 
the number of locations and the recorded transactions (www.foodandbar.ro). 

As for the food&beverage market, although it still records a 
relatively small percentage at national level, the food-service chains 
operators continued to sustain its development. This makes an important 
source of growth, both regarding the number of locations and the number 
and value of the transactions. 

Franchise was the instrument that sustained the dynamic evolution 
of the food-service chains, especially regarding the very active sector of the 
street placed kiosks and other locations. This expansion solution was a 
convenient one for the local operators and for the multinational companies. 

The president of the Romanian Franchise Association, Constantin 
Aron, declared that “although in an incipient development phase, the 
dynamics of the Romanian franchise market can’t be neglected”. 

For the multinational companies, franchise is, nowadays, the 
expansion solution that involves the smallest cost and the lowest risk, which 
also explains why it is preferred for penetrated new markets. 

http://www.foodandbar.ro/
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If in 2006 franchises generated a total income of approximately 
1 billion euros, regarding the period between 2007 and 2010, we appreciate 
the number of 10 billion euro could be reached (www.foodandbar.ro). 

Although the multinational companies detain the majority of food-
service chains in our country, they limited their presence only in Bucharest 
and a few other major cities, with an important economic activity. Their 
reticence for investments in small and medium towns is explained by the 
low level of the population income in those localities, which indicates a 
weak potential for conducting profitable businesses. 

Another factor which sustained the positive evolution of the food-
service sector was the development of the modern trade. Hypermarkets and 
malls are appreciated opportunities which are taken into account in the 
expansion plans of the national and multinational chains 
(www.foodandbar.ro). 
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