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Lodging Franchise Relational Model
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Implications
• Find the “right” brand within parent companies that fits the 

potential franchisee’s investment goals

• Sell on benefits

• Lodging firms have become more “franchisee centric”

• Be honest and fully explain the bi-directional relationship 
contingent on trust, commitment and resource exchange

• The lodging industry is growing

• Driven by franchising
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