
 

Fitness Franchise  
Buyers Guide 

Buying a franchise is a big decision. While the fitness industry has really 

grown over the years, selecting the fitness franchise that is right for you 


requires  insights and an understanding of what to look for and evaluate. This 
guide is designed to help you make the best decision on which fitness franchise 
may be the right fit. If you want to learn more about fitness franchising or about 

the Alloy Personal Training Franchise, give us a call 678-430-8610 

or email us at franchiseinfo@teamalloy.com. 
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THE FITNESS FRANCHISE BUYERS GUIDE 

When you buy a franchise, you sell fitness services that have name recognition and get training 
and support that can help you succeed. Purchasing a franchise is like every other investment: 
there’s no guarantee of success. The Federal Trade Commission, the nation’s consumer pro-
tection agency, has prepared information to explain how to shop for a franchise opportunity, 
the obligations of a franchise owner, and questions to ask before you invest. We've included 
some of this information and more in this guide.   
 
I. The Benefits and Responsibilities of Franchise Ownership  
 
A franchise enables you, the investor or franchisee, to operate a business. You pay a franchise 
fee, and you get a format or system developed by the company (franchisor), the right to use 
the franchisor’s name for a limited time, and assistance. For example, the franchisor may help 
you in finding a location for your outlet, initial training and an operating manual, and advice on 
management, marketing, or personnel. The franchisor may provide support through periodic 
newsletters, a toll-free telephone number, a website, or scheduled workshops or seminars. 
Buying a franchise may reduce your investment risk by enabling you to associate with an es-
tablished company. But the franchise fee can be substantial. You also will have other costs: for 
example, you may be required to give up significant control over your business while you take 
on contractual obligations with the franchisor. Typically, franchise systems have several com-
ponents.


Fitness Industry


The global fitness marketplace continues to grow. According to IHRSA, the global health club 
industry generated $87.2 billion (and has grown every year since 2008) and now includes over 
201,000 health club facilities and over 174 million members worldwide. This is an increase of 
20 million members since 2017, which reflects strong growth. The Health Club Industry Active 
Aging Report, researched and written by Ray Algar of Oxygen Consulting, shares opportunities 
created by an aging population, that dismisses negative stereotypes about older adults and 
brings light to how a variety of health and fitness organizations are already taking advantage of 
this changing demographic. According to Ray’s report, country populations are aging at a 
faster rate. Studies from the United States show that most older people are able to complete 
activities of daily living, such as dressing, eating, walking, and bathing. The number of people 
aged 85-89 who were classified as disabled fell from 22% to 12% from 1984 to 2004. Even 
more so, people over 95, the rate declined from 52% to 31%. This goes to say, older people 
can maintain their independence and long-term fitness, and the fitness industry has a huge role 
in making that a possibility with active aging fitness.
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Alloy has taken steps to offer a solution for the gap we have seen in the industry by providing a 
superior personal training franchise solution that is uniquely focused on the “active aging” 
population – meaning consumers over 50. Unlike so many other fitness franchises, we don’t 
target the “20-something” fitness fanatics that flood the market. Since we’ve been in the per-
sonal training business, our established, effective personal training system and personal train-
ing business management solutions have delivered real results throughout the fitness commu-
nity. Here at Alloy, our personal training system was created in 1992. Initially, it focused on a 
very straightforward philosophy: people who get personalized coaching see better results. We 
remained faithful to that initial vision, and, as a result, our fitness programs rose to the top. To-
day, Alloy personal training programs are among the most effective in the world for helping 
people, especially those over 50, look and feel their absolute best. This is a legacy we’re in-
credibly proud of, and it impacts everything we do in business. 
 
Costs  
 
In exchange for the right to use the franchisor’s name and assistance, you will pay some or all 
of the following fees. Initial Franchise Fee and Other Expenses Your initial franchise fee, which 
will range from several thousand dollars to several hundred thousand dollars, may be non-re-
fundable. You may incur significant costs to rent, build, and equip an outlet and to buy initial 
inventory. You also may have to pay for operating licenses and insurance, and a “grand open-
ing” fee to the franchisor to promote your new outlet.     
 
Continuing Royalty Payments  
 
You may have to pay the franchisor royalties based on a percentage of your weekly or monthly 
gross income. Often, you must pay royalties even if your outlet isn’t earning a significant in-
come. As a rule, you have to pay royalties for the right to use the franchisor’s name. Even if the 
franchisor doesn’t provide the services they promised, you still may have to pay royalties for 
the duration of your franchise agreement. Indeed, even if you voluntarily terminate your fran-
chisee agreement early, you may owe royalties for the remainder of your agreement. 

 
Advertising Fees  
 
You also may have to pay into an advertising fund. Some portion of the advertising fees may be 
allocated to national advertising or to attract new franchise owners, rather than to promote 
your particular outlet.  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Controls  
 
To ensure uniformity, franchisors usually control how franchisees conduct business. These con-
trols may significantly restrict your ability to exercise your own business judgment. Here are a 
few examples.  
 
Site Approval  
 
Many franchisors pre-approve sites for outlets, which, in turn, may increase the likelihood that 
your outlet will attract customers. At the same time, the franchisor may not approve the site 
you’ve selected.  
 
Design or Appearance Standards  
 
Franchisors may impose design or appearance standards to ensure a uniform look among the 
various outlets. Some franchisors require periodic renovations or seasonal design changes; 
complying with these standards may increase your costs.   
 
Restrictions on Goods and Services You Sell  
 
Franchisors may restrict the goods and services you sell. For example, if you own a restaurant 
franchise, you may not be able to make any changes to your menu. If you own an automobile 
transmission repair franchise, you may not be able to perform other types of automotive work, 
like brake or electrical system repairs.  
 
Restrictions on Method of Operation  
 
Franchisors may require that you operate in a particular way: they may dictate hours, pre-ap-
prove signs, employee uniforms, and advertisements; or demand that you use certain account-
ing or bookkeeping procedures. In some cases, the franchisor may require that you sell goods 
or services at specific prices, restricting your ability to offer discounts, or that you buy supplies 
only from an approved supplier even if you can buy similar goods elsewhere for less.  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Restrictions on Sales Area  
 
A franchisor may limit your business to a specific territory. While territorial restrictions may en-
sure that you will not compete with other franchisees for the same customers, they also could 
hurt your ability to open additional outlets or to move to a more profitable location. In addition, 
a franchisor may limit your ability to have your own website, which could restrict your ability to 
have online customers. Moreover, the franchisor itself may have the right to offer goods or ser-
vices in your sales area through its own website or through catalogs or telemarketing cam-
paigns.  
 
Terminations and renewal  
 
You can lose the right to your franchise if you breach the franchise contract. Franchise con-
tracts are for a limited time; your right to renew is not guaranteed.  
 
Franchise Terminations  
 
A franchisor can end your franchise agreement for a variety of reasons, including your failure to 
pay royalties or abide by performance standards and sales restrictions. If your franchise is ter-
minated, you may lose your investment.  
 
Renewals  
 
Franchise agreements may run for as long as 20 years. At the end of the contract, the fran-
chisor may decline to renew. Renewals are not automatic, and they may not have the original 
terms and conditions. Indeed, the franchisor may raise the royalty payments, impose new de-
sign standards and sales restrictions, or reduce your territory. Any of these changes may result 
in more competition from company-owned outlets or other franchisees.  
 
II. Advance Work: Before You Select a Franchise System   
 
Before you invest in a particular franchise system, think about how much money you have to 
invest, your abilities, and your goals. Be brutally honest.  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Your Investment 


• 	 How much money do you have to invest 

• 	 How much money can you afford to lose 

• 	 Are you purchasing the franchise alone or with partners 

• 	 Do you need financing | Where’s it coming from 

• 	 What’s your credit rating | Credit score 

• 	 Do you have savings or additional income to live on while you start your business 

  

Your Abilities 


• 	 Does the franchise require technical experience or special training or education

• 	 What special skill set can you bring to a business, and, specifically, to this business 

• 	 What experience do you have as a business owner or manager 


Your Goals  

• 	 Do you need a specific annual income 

• 	 Are you interested in pursuing a particular field 

• 	 Are you interested in retail sales or performing a service 

• 	 How many hours can you work | How many are you willing to work 

• 	 Do you intend to operate the business yourself or hire a manager 

• 	 Will franchise ownership be your primary source of income 

• 	 Do you get bored easily | Are you in this for the long-term 

• 	 Would you like to own several outlets 


III. Selecting a Franchise   
 
Purchasing a franchise is like any other investment: it comes with risk. When you think about a 
particular franchise, think about the demand for the products or services it offers, competitors 
that offer similar products or services, the  franchisor’s background, and the level of support 
you will receive. 
 
Demand  
 
Is there a demand for the franchisor’s products or services in your community? Is it seasonal or 
ever- green? Could you be dealing with a fad? Does the product or service generate repeat 
business?  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Competition  
 
What’s the level of competition— nationally, regionally, and locally? How many franchised and 
company-owned outlets are in your area? Does the franchise sell products or services that are 
easily available online or through a catalog? How many competing companies sell similar 
products or services? Are they well-established or widely recognized by name in your commu-
nity? Do they offer a similar product at a similar price? 
 
Your Ability to Operate the Business  
 
Sometimes, franchise systems fail. What will happen to your business if the franchisor closes 
up shop? Will  you need the franchisor’s ongoing training, advertising, or other help to suc-
ceed? Will you have access to the same suppliers? Could you conduct the business alone if 
you have to cut costs or lay anyone off? Before you invest in a particular franchise system, 
think about how much money you have to invest, your abilities, and your goals. 
 
Name Recognition  
 
Buying a franchise gives you the right to associate with the company’s name or brand. The 
more widely recognized the name, the more likely it is to draw in customers.  
 
Consider: 


• 	 Name and brand recognition for the company and its product or service 

• 	 Whether the company has a registered trademark 

• 	 How long the franchisor has been in business 

• 	 Whether the company’s reputation is for quality products or services  
 
What training and continuing support does the franchisor provide? Does the franchisor’s 
training measure up to the training for workers in that particular industry? Can you compete 
with others who have more formal training? What backgrounds do the current franchise own-
ers have? Is your education, experience, or training similar?  
 
Franchisor’s Experience  
 
Many franchisors operate well-established companies with years of experience both in selling 
goods or services and managing a franchise system. Some franchisors started by operating 
their own businesses. There is no guarantee, however, that a successful entrepreneur can 
successfully manage a franchise system. Find out: 


• 	 How long the franchisor has managed a franchise system 
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• 	 Whether the franchisor has enough expertise to make you feel comfortable 
 
A growing franchise system increases the franchisor’s name and brand recognition and may 
enable you to  attract customers. But growth alone doesn’t ensure successful franchisees. 
Indeed, a company that grows too quickly may not be able to support its franchisees with the 
support services it promises them. Investigate the franchisor’s financial assets and resources; 
are they sufficient to support the franchisees? 


IV. Finding the Right Opportunity    
 
There are many, many ways to find franchise opportunities. Some franchisors have websites 
with information about their franchises. Franchise expositions are another good source of in-
formation, as are franchise brokers—companies or people that specialize in matching individu-
als with franchise companies. It’s always a good idea to visit franchised outlets in your area 
and talk to the owners about their experience with particular franchisors. 
 
Shopping at a Franchise Exposition  
 
Attending a franchise exposition allows you to see and compare a variety of franchise possibili-
ties under one roof. Before you attend, research the kind of franchise that may best suit your 
budget, experience, and goals. When you attend, visit several franchise exhibitors who deal 
with the type of industry that appeals to you. Ask questions.


• 	 How long has the franchisor been in business

• 	 How many franchised outlets exist | Where are they

• 	 What is the initial franchise fee | What additional start-up costs can you expect 

• 	 Are there continuing royalty payments | How much | What do other franchisees pay 

• 	 What management, technical, and other support does the franchisor offer

• 	 What controls does the franchisor impose 
 
Franchise brokers—who also refer to themselves as “business coaches,”“advisors,”“referral 
sources,” or “sales consultants”—help people who want to buy a franchise. They often ad-
vertise on the Internet and in business magazines that they will help you select among vari-
ous franchise options. Typically, a broker reviews the amount of money you have to invest 
and then directs you to opportunities that match your interests and resources. A broker also 
may help you complete applications and the paperwork to consummate the sale. Remember 
that franchise brokers often work for franchisors and get paid only if a sale is completed.  
 
Limited Opportunities  
 
Some franchise brokers may claim to be able to match you with “the perfect opportunity” 
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because they represent a wide range of business sellers. That may be true—or not. In some 
instances, franchise brokers represent only a  few franchisors, and, as a result, their sug-
gestions may be limited.  
 
Selection Standards  
 
Some franchise brokers may claim that they will suggest only those franchises that meet cer-
tain standards. You may think this means that your financial risk is limited because the broker 
is weeding out the poor investments. In fact, some brokers represent any franchisor willing to 
pay them a commission for a sale. If you rely on a broker, be skeptical: you may be directed 
to a franchise that is failing, or that doesn’t have a track record.  
 
Up-selling  
 
Some brokers earn a flat fee regardless of the price of the franchise they sell; others earn a 
commission pegged to the price of the franchise the broker sells. The more costly the fran-
chise, the bigger the broker’s commission. Some brokers may steer you toward a more costly 
franchise to beef up their own commission.  
 
Unauthorized or Misleading Earnings Representations  
 
To convince you to buy a particular franchise, a broker may make certain representations 
about income. Earnings claims may not be true, and sometimes, can be misleading even if 
literally true. For example, the figures may be based on earnings in an area where demand for 
the business’ goods or services is high. Or the earnings claimed may be based on outdated 
industry data. In some instances, earnings claims may be gross sales figures: when you fac-
tor in likely expenses, actual earnings can be far less. Because earnings representations may 
be misleading, many franchisors prohibit their sales representatives from making them.  
 
Before using a franchise broker, ask yourself: 


• 	 Can you get enough information shopping online or reading trade magazines 

• 	 Whether the broker is paid by the franchisor

• 	 Whether the broker’s commission depends on the price of the franchise

• 	 How many franchisors the broker represents

• 	 How the broker selects franchisors to represent | Are the selection criteria in writing


About potential earnings claims, verify whether the franchisor has authorized the claims. Ask 
the franchisor for the written documentation that lays out the basis for the claims. Think about 
consulting an accountant to determine whether the claims are reasonable and if they are ap-
plicable to where and how you intend to operate your business. You should receive the names 
and contact information for other buyers of the franchise— current and former franchisees. Talk 
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to them, rather than relying on information from the broker alone. Speak to them about their 
experience within the franchisor. 

V. Investigating Before You Invest   
 
The All-Important Disclosure Document


Before you invest in any franchise system, get a copy of the franchisor’s disclosure document. 
Under the Franchise Rule, which is enforced by the FTC, you must receive the document at 
least 14 days before you are asked to sign any contract or pay any money to the franchisor or 
an affiliate of the franchisor. You have the right to ask for—and get—a copy of the disclosure 
document once the franchisor has received your application and agreed to consider it. Indeed, 
you may want to get a copy of the franchisor’s disclosure document before incurring any ex-
penses to investigate the franchise offering. The franchisor may give you a copy of  its disclo-
sure document on paper, via email, through a web page, or on a disc. The cover of the disclo-
sure document should have information about its availability in other formats. Make sure you 
have a copy of the document in a format that is convenient for you and keep a copy for refer-
ence. Read the entire disclosure document. Don’t be shy about asking for explanations, clarifi-
cations, and answers to your questions before you invest. Among the key sections in a com-
plete disclosure document are: 
 
Franchisor’s Background  
 
This section tells how long the franchisor has been in business, likely competition, and any 
special laws that pertain to the industry, like any license or permit requirements. This will help 
you understand the costs and risks you are likely to take on if you purchase and operate the 
franchise. Read the entire disclosure document. Don’t be shy about asking for explanations, 
clarifications, and answers to your questions before you invest.  
 
Business Background  
 
This section identifies the executives of the franchise system and describes their experience. 
Pay attention to their general business backgrounds, their experience in managing a franchise 
system, and how long they’ve been with the company.  
 
Litigation History  
 
This section discusses prior litigation— whether the franchisor or any of its executive officers 
have been convicted of felonies involving fraud, violations of franchise law, or unfair or decep-
tive practices law, or are subject to any state or federal injunctions involving similar miscon-
duct. It also says whether the franchisor or any of its executives have been held liable for—or 
settled civil actions involving—the franchise relationship. A number of claims against the fran-
chisor may indicate that it has not performed according to its agreements, or, at the very least, 
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that franchisees have been dissatisfied with its performance. This section also should say 
whether the  franchisor has sued any of its franchisees during the last year, a disclosure that 
may indicate common types of problems in the franchise system. For example, a franchisor 
may sue franchisees for failing  to pay royalties, which could indicate that franchisees are un-
successful, and therefore, unable or unwilling to make their royalty payments. 
 
Bankruptcy  
 
This section discloses whether the franchisor or any of its executives have been involved in a 
recent bankruptcy, information that can help you assess the franchisor’s financial stability and 
whether the company is capable of delivering the support services it promises.  
 
Initial and Ongoing Costs  
 
This section describes the costs involved in starting and operating a franchise, including de-
posits or franchise fees  that may be non-refundable, and costs for initial inventory, signs, 
equipment, leases, or rentals. It also explains ongoing costs, like royalties and advertising fees. 
In addition, ask about: 


• 	 Continuing royalty payments 

• 	 Advertising payments, both to local and national advertising funds 

• 	 Grand opening or other initial business promotions 

• 	 Business or operating licenses 

• 	 Product or service supply costs 

• 	 Real estate and leasehold improvements 

• 	 Discretionary equipment, such as a computer system or a security system 

• 	 Training 

• 	 Legal fees 

• 	 Financial and accounting advice 

• 	 Insurance 

• 	 The costs of compliance with local ordinances, such as zoning, and waste removal

• 	 Health insurance 

• 	 Employee salaries and benefits  


Starting your business may take several months. Estimate your operating expenses for the first 
year and your personal living expenses for up to two years. Compare your estimates with what 
other franchisees have paid and with other competing franchise systems. You may be able to 
get a better deal with another franchisor. An accountant can help you evaluate this 
information.  
 
Restrictions  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This section tells whether the franchisor limits: 


• 	 Suppliers from whom you may purchase goods 

• 	 The goods or services you may offer for sale 

• 	 Your customers 

• 	 Where you can sell goods or services 


These kinds of restrictions may limit your ability to exercise your own business judgment in op-
erating your outlet. That said, if the franchisor does not limit the territory where each franchisee 
can sell, the franchisor and other franchisees may compete with you for the same customers, 
either by establishing their own outlets, or by selling to customers in your area through the In-
ternet, catalogs,  telemarketing, and the like.  
 
Terminations  
 
This section spells out the conditions under which the franchisor may end your franchise and 
your obligations to the franchisor after termination. It also defines the conditions under which 
you can renew, sell, or assign your franchise to others.  
 
Training  
 
This section explains the franchisor’s training and assistance program. Check for information 
about: 


• 	 Who is eligible for training 

• 	 Whether new employees are eligible for training and, if so, at what cost. Who pays 

• 	 How long the training sessions take

• 	 How much time is spent on technical training, business training, and marketing 

• 	 Who conducts the training and their qualifications

• 	 Whether the company offers ongoing training and at what cost

• 	 Whether on-site individual assistance is available and at what cost   


The training you need will depend on your business experience and your knowledge of the 
franchisor’s goods and services. If you have doubts about whether the training offered is suffi-
cient to give you the tools you need to handle day-to-day business operations, consider an-
other franchise opportunity. 
 
Advertising  
 
This section has information on advertising costs. Franchisees often are required to contribute 
a percentage of their income to an advertising fund. Find out:   
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• 	 What part of the advertising fund is devoted to administrative costs 

• 	 What other expenses are paid from the advertising fund  

• 	 Whether franchisees have any control over how the advertising dollars are spent  

• 	 What advertising promotions the company has already engaged in 

• 	 What percentage of the fund is spent on national advertising 

• 	 What percentage of the fund is spent on advertising in your area 

• 	 What percentage is devoted to selling more franchises  

• 	 Whether all franchisees contribute equally to the advertising fund  

• 	 Whether you need the franchisor’s consent to develop and buy your own advertising  

	 

Current and Former Franchisees  
 
This section has very important information about current and former franchisees. Many fran-
chisees in your area may mean more competition for customers. The number of terminated, 
canceled, or non-renewed franchises  may indicate problems. Some companies may repur-
chase failed outlets and list them as company-owned outlets. Look for contact information for 
current franchisees and franchisees who have left the system within the last year; talking to 
them may be the most reliable way for you to verify the franchisor’s claims. Visit or phone as 
many of the current and former franchisees as possible to chat about their experiences, and 
the volume and type of business they’re doing. Note that some of them may have signed con-
fidentiality agreements that prevent them from speaking with you. If that’s the case, try con-
tacting others on the list. If you buy an existing outlet that was reacquired by the franchisor, the 
franchisor must tell you who owned and operated the outlet for the last five years. Several 
owners in a short time may indicate that the location isn’t profitable or that the franchisor 
hasn’t supported that outlet as promised. Consider contacting several previous owners to learn 
more about their experience operating the particular outlet. You will want to learn:  


• 	 How long the franchisee operated the franchise 

• 	 Where the franchise was located

• 	 Whether they were able to open the outlet in a reasonable time

• 	 Their total investment, including any hidden or unexpected costs

• 	 How long it took them to cover operating costs and earn a reasonable income 

• 	 Whether they were satisfied with the cost, delivery, and quality of services

• 	 Their backgrounds before becoming a franchisee

• 	 Whether the franchisor’s training was adequate

• 	 Whether the franchisor provided ongoing help

• 	 Their satisfaction with the franchisor’s advertising program 

• 	 Whether the franchisor fulfilled its contractual obligations 

• 	 Whether the franchisee would invest in another outlet 

• 	 Whether the franchisee would recommend the investment 
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Some franchisors may give you a separate reference list of franchisees to contact. To ensure 
that you get the full picture, you may want to contact at least some references listed in the dis-
closure document that are not on the separate list.  
 
Associations of Franchisees Operating Similar Outlets  
 
There’s no question that the disclosure document is critical reading for potential franchisees. 
Associations of franchisees who are operating similar outlets are another important source of 
information. Whether or not these associations are sponsored or endorsed by the franchisor, 
they can provide information about the state of the relationship between the franchisor and its 
franchisees. You may want to ask a franchisee association about: 


• 	 Its membership 

• 	 Its history 

• 	 Its goals 

• 	 Its relationship with the franchisor 

• 	 Any benefits in buying from one franchisor versus a competitor 

• 	 Any problems franchisees are facing in the operation of their outlets 


Earnings Information  
 
You may want to know how much money you can make if you invest in a particular franchise 
system. Be careful. Earnings information can be misleading. Insist on written substantiation for 
any information you may receive that suggests your potential income or sales. Franchisors are 
not required to disclose information about potential income or sales, but if they do, the law re-
quires that they have a reasonable basis for their claims and that they make the substantiation 
for their claims available to you. When you review any earnings claims, consider:  
 
 
Financial History 


The disclosure document gives important information about the company’s financial status, 
including audited financial statements. You can find explanatory information about the fran-
chisor’s financial status in notes to the financial statements. Investing in a financially unstable 
franchisor is a significant risk; the company may go out of business or into bankruptcy after 
you have invested your money. It’s a good idea to hire a lawyer or an accountant to review the 
franchisor’s financial statements, audit report, and notes. They can help you understand 
whether the franchisor:


• 	 Has steady growth 

• 	 Has a growth plan 

• 	 Makes most of its income from the sale of franchises or from continuing royalties 
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• 	 Devotes sufficient funds to support its franchise system 


VI. Before You Sign the Franchise Agreement   
 
The company’s disclosures may change between the time you receive the disclosure docu-
ment and the time you sign the franchise agreement. For example, the company may have up-
dated its disclosures; it is required to do that at least annually after its fiscal year ends. You 
have the right to ask for a copy of any updated information before you sign the franchise 
agreement. An updated disclosure document may indicate the filing of new suits by or against 
the franchisor, changes in the franchisor’s management team, new financial data, and more 
current financial performance data, among other information.  
 
Additional Sources of Information  
 
Accountants and Lawyers  
 
In addition to reading the company’s disclosure document—including any updates—and 
speaking with current and former franchisees, consider talking to an accountant and a lawyer. 
An accountant can help you understand the company’s financial statements, develop a busi-
ness plan, assess any earnings projections and the assumptions they’re based on, and help 
you pick a franchise system that is best suited to your investment resources and your goals. A 
lawyer can help you understand your obligations under the franchise contract. These contracts 
usually are long and complex. A contracting problem that arises after you have signed the con-
tract may be very expensive to fix—if it can be fixed at all. Choose a lawyer who is experienced 
in franchise matters, but rely on your own lawyer or accountant for a recommendation, rather 
than the franchisor’s recommendation.  
 
Banks and Other Financial Institutions  
 
These organizations can offer an unbiased view of the franchise opportunity you are consider-
ing. They should be able to get a Dun and Bradstreet report or similar financial profile of the 
franchisor.  
 
Better Business Bureau  
 
Check with the local Better Business Bureau (BBB) in the city where the franchisor has its 
headquarters. Ask whether there are complaints on file about the company’s products, ser-
vices, or personnel.  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Government  
 
Several states regulate the sale of franchises. Check with the state office that regulates fran-
chising—it may be the Office of the Attorney General—for more information about your rights 
as a franchise owner in your state. The Federal Trade Commission (FTC) enforces the Fran-
chise Rule. The FTC publishes a number of business guides—for example, Getting Business 
Credit, Dot Com Disclosures, Business Guide to the Mail and Telephone Order Merchandise 
Rule, and Complying with the Telemarketing Sales Rule that may be helpful to your business. 
The FTC works to prevent fraudulent, deceptive, and unfair business practices in the market-
place and to provide information to help consumers spot, stop, and avoid them.


About Alloy


To learn more about the Alloy Fitness Franchising opportunity, please visit our website at 
www.alloyfranchise.com and follow us on social media Instagram | Facebook | Twitter | 
Linkedin
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https://alloyfranchise.com/
https://www.instagram.com/alloyptfranchise/?hl=en
https://www.facebook.com/TeamAlloy/
https://twitter.com/1TeamAlloy
https://www.linkedin.com/company/alloypersonaltraining/?viewAsMember=true

