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Foreword

Franchising is an internationally successful business
model. A multitude of companies are already running
franchise networks in a variety of different national
markets and by doing so, have been able to successfully position their brands. Nevertheless, there is still
a great deal of potential available when it comes to
expanding franchise networks into Germany.
The Federal Republic of Germany is home to the
strongest and most stable economy in Europe. While
many nations in the world experienced times of economic insecurity and the European Monetary Union
suffered a crisis in the last decade in particular, Germany was able to prove the sustainability of its
economic system. On top of this, Germany also demonstrated that it is a particularly ideal location for
franchise systems in all sectors.
The German Franchise Association (DFV) has set
itself the target of supporting franchise systems from
outside of Germany in entering into the German
market and accompanying them in all stages of this
process. The “International Committee” has been created within the DFV to focus on this objective. The
DFV itself boasts a tightly-knit international network.
The communities of the European Franchise Federation (EFF) and the World Franchise Council (WFC) offer
platforms for the exchange of experiences between
affiliated franchise associations.

We therefore invite you to come and discover and
conquer the German market for your franchise system
and to make the most of the outstanding conditions
available in our country.
This guide uses questions and checklists to pool
the knowledge of practitioners and experts who have
already gained experience in the area of international expansion. It provides an overview of the most
important key data concerning Germany as a business
location and answers the most important questions,
for example: Which corporate form is right for me,
how much tax do I have to pay in Germany and what
are the specific features of German franchise law?
The globalisation of markets is now in full swing.
We are convinced that by expanding into Germany,
franchise networks can clearly benefit from this development and become even stronger in the future.

Kai Enders
Member of the Executive Board
and Chairman of the International
Committee of the DFV
Torben Leif Brodersen
Managing Director of the DFV
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Germany as a Business Location

Germany is one of the strongest countries in the
world in terms of economic performance. German
products have an impressive global reputation and
“Made in Germany” is therefore still an international
seal of quality that entrepreneurs and investors
looking to enter into the German market adopt as
their own.
The Federal Republic of Germany meets the criteria for selection as a business location, particularly
in terms of:

•	a vital and growing economy
•	a high private and public consumption
•
•
•
•

 xpenditure and a large sales market for goods
e
or services
	a labour market that enables you to acquire all
required staff
	a stable political environment with no corruption
	a legal system that makes it easy to start up a
company, protects intellectual property rights
and facilitates the efficient enforcement of rights
	a fair and transparent company taxation

The Federal Republic of Germany ticks all of these
boxes.

Key Economic Indicators
A particularly clear indicator of Germany’s positive
economic situation is the observation of its gross domestic product compared to other countries around
the world, as well as the consideration of its economic
performance.
The gross domestic product per resident in Germany is approx. € 41,000, which is an impressive 25 %
above the average value of the European Union.
The fact that the gross domestic product in Germany
has increased by over 30 % over the past 10 years is
evidence hat this is not just a short-term trend. In
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fact, according to current forecasts, it is a trend that
is here to stay.
During this 10-year period, with the exception of
2009, Germany also recorded economic growth of
several percent every year.

Germany as a Land of Start-Ups
Attracting franchisees is an extremely important requirement for a franchise system. Franchisees are independent entrepreneurs and therefore also founders. In order to make it easier for potential franchisees
to take the step towards self-employment, a good
start-up climate is essential.
Germany offers precisely these required conditions, as is shown by the fact that 346,000 start-up
companies were founded in Germany in 2012. These
start-ups also chose to make the most of benefits such
as an excellent infrastructure, public support and
funding programmes and comprehensive protection
of intellectual property rights. Potential founders and
franchisees in Germany are supported by:

•	the ministries of the German Federal States
•	Chambers of Industry and Commerce
•	Chambers of Trades and Crafts
•	the KfW Banking Group and business develop•

ment banks of the German Federal States
	credit institutions and their associations (e.g. the
“Deutscher Sparkassen- und Giroverband e. V.”
(German Savings Banks Association – DSGV))

These actors not only provide individuals wanting to
found a start-up company with expertise and logistics
solutions, but also offer them financial support, for
example in the form of funding programmes in cooperation with the European Social Fund (ESF).
Germany therefore offers excellent general conditions for a large group of potential franchisees.

International Franchising

The Labour Market
Another indicator of Germany’s attractiveness as a
business location is its labour market.
With an unemployment rate of approx. 7.4 %,
Germany is well under the European average. It also
offers a secure supply of qualified employees thanks
to the fact that over 80 % of the population either
work in an occupation that requires formal training
or have completed university studies. This guarantees
that you will always be able to access the qualified
employees and management staff required for your
company. In fact, with a labour force of nearly 44 million individuals, the German labour market is the largest in Europe.

Income and Consumption
Regardless of whether you offer products or services,
it is always important to ensure that you appeal to a
target group with high purchasing power and consumer strength. The strengths of Germany as a business location also help to secure a positive income and
consumption climate: in 2011, every German household had an average budget of 3052 euros, 74 % of
which was spent on consumption.

German Law
As is the case with most other European legal systems,
German law belongs to the highly traditional legal
family of continental Europe. One of the typical features of legal systems in this family is their codified,
namely systematically developed and regulated, law.
In Germany, the codes of law provide a comprehensive summary of the most important legal provisions.
In the case of economic law, the most important of
these codes are:

•	the German Civil Code (BGB), which contains gen-

•

eral regulations concerning the formation, performance and implementation of contracts and
agreements and the most important types of contracts and agreements, normally in the case of
legal transactions between private individuals
	the German Commercial Code (HGB) as the law
for traders and merchants with special regulations on legal transactions between traders and
merchants and commercial companies

•	the German Limited Liability Company Law

•

(“GmbH-Gesetz”) and the German Stock Companies Act (“Aktiengesetz”), which regulate the
two most important corporate entities in Germany, namely the limited liability company
(GmbH), which is the most widely distributed type
of company, and the stock company
	the German Act Against Unfair Practices (UWG),
which prohibits anti-competitive misleading
advertising and unfair business practices

German law is predictable and reliable. The legislative
authority stipulates its system and structure. Codification therefore leads to legal security and calculability
and provides quick and easy access to the law. The
concrete arrangement of individual cases falls upon
the parties concerned and/or their lawyers and solicitors. Contracts and agreements according to German
law are normally much shorter but also, and above all,
much more secure and cost-effective than English or
American contracts and agreements.
In franchise systems, the brand and the expertise
behind it are often the most important assets. The
protection of intellectual property rights, or, to use
the generic term for such rights in Germany, industrial
property rights, is therefore an essential factor for
franchisors when choosing a location. Germany forms
part of the group of countries worldwide with the
most comprehensive and advanced protection of intellectual property rights. Germany is also the top
location in the world when it comes to patent issues,
as is shown by the fact that the headquarters of both
the German Patent and Trademark Office and the European Patent Office are located in the German city
of Munich.
On top of this, German law guarantees freedom
of trade alongside freedom of contract. This last point
in particular means that every individual is able to
start up and run their own company and that the legal protection of companies is, to the largest possible
extent, independent of their original background.
Companies from other countries in Europe are even
put on a completely equal footing with companies
from Germany.

Political System
The democratic system of the Federal Republic of Germany is one of the most stable and corruption-free in
the world. According to the Corruption Perception
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Index 2013 produced by Transparency International,
Germany is ranked at number 17 in a list of 177 countries in terms of freedom from corruption. The liberal
rights of a country’s civil society and its political participation are evaluated by the American NGO “Freedom House” every year. Germany has now received a
mark of “1.0” in this evaluation for more than 10
years in a row, which clearly shows that there are no
faults in the political system of the Federal Republic
of Germany.

Taxation
Many companies consider Germany to be one of the
most attractive business locations in the world. Despite the extensive advantages of Germany as a business l ocation, the average overall business tax rate for
companies is just 29.8 %, a value that is significantly
lower than that of many other European or North
American nations.
The taxation of corporate entities is mainly a
combination of corporation tax and trade tax.
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•	The Federal Republic of Germany imposes corpo•

•

ration tax at a rate of 15 %.
	Subsidiary companies that distribute profit to foreign holding companies have to pay capital
gains tax at a rate of 25 %. Nevertheless, it is very
often the case that these payments can be reimbursed if a so-called double taxation agreement
has been concluded with the nation in which the
holding company is based. In the case of a holding company from the European Union with a
share of more than 10 % in the German subsidiary,
the capital gains tax is applied to distribution of
profit.
	Local authorities impose trade tax at the company location. The trade tax rate can be individually defined by each local authority and is not
uniform.
The legal minimum rate is 7 % and the actual
maximum rate is 17.2 %. The average rate of the
trade tax paid by German companies at their
company location is 13.1 %.

All data in this chapter are based on the publication “Statistisches Jahrbuch, Deutschland und Inter
nationales 2013” (‘Statistical Yearbook, Germany and
International 2013’) by the German Federal Statistical
Office.

International Franchising

Franchising in Germany

The fact that Germany offers good general conditions
for companies is precisely why the franchising industry in Germany has been constantly developing and
growing more and more since the 1980s and has
taken an extremely positive and successful approach
over the last ten years. The franchising industry in
Germany grows with the number of systems, the
number of franchisees and the sales generated. This
development has now been stable for a number of
years and there are no indications that it will come to
an end in the future. In fact, it is continuing in full
swing as the retail and service environment moves
away from individual enterprises and towards large
retail chains, networks, trade partnerships and franchise systems. Only these types of enterprises will be
able to withstand the demands of the market and
competitive environment in Germany. Where this requirement is concerned, liberal general conditions
are extremely important.

Franchise Law
Unlike other countries, Germany does not, per se,
have a franchise law. Nevertheless, franchise law is
based on qualified general conditions and leaves
scope for individual contract design. Unlike in Belgium, France, Italy, Sweden, Spain and Greece, franchising is not regulated by law as a modern distribution system for goods and services. Individual contract
design is prioritised, with the jurisdiction stipulating
the legal framework and several special laws needing
to be considered.
Countries with a qualified franchise law often
view this as a disadvantage. The reverse, however, is
actually true, as is also confirmed by systems that did
not originate in Germany:

•	Jurisdiction that has remained constant over

decades creates ‘case law’ for most franchise-relevant legal topics

•	Special flexibility that corresponds to the multi
•
•

faceted character of franchising and franchise
systems
	No franchise legislation, not even in the pre-contractual sphere
	No other sector-specific or franchise-specific
regulations

Legal security and calculability create a qualified legal
framework and a preventive franchise contract design that factors in the well-known areas that form a
central theme of jurisdiction. The type and scope of
pre-contractual duties of disclosure in particular are
defined by relevant higher-court jurisdiction and clarified to the greatest possible extent in consideration
of entrepreneurial orientation. The main focus is the
effective protection of potential franchisees against
unforeseeable economic risks. The creation of precontractual information documents, the filing of such
documents and, for example, the registration of franchise systems or franchise contracts are not necessary
in Germany.

Franchise Success “Made in Germany”
Every franchise system that seriously wants to expand
in Europe cannot avoid the market with the strongest
economy in Europe. Germany is not only a preferred
location for national franchise systems, but also
serves as a point of intersection or indicator for many
successful internationally oriented franchise systems.
This may be due to the fact that Germany is one
of the most important sales locations worldwide for
all kinds of goods. In the Global Competitiveness Report for 2011/2012 produced by the World Economic
Forum, the German infrastructure is above all praised
for the fact that its broadly defined and effective
structure enables the highly efficient transportation
of goods and passengers. The quality of German
streets, airports, ports and the German rail network
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Franchising in Germany

2003

2013

Growth

Employees

390,000

525,300

+ 35.0 %

Franchisees

43,000

76,500

+ 78 .0 %

Franchisors

830

994

+ 20.0 %

Turnover (bn EUR)

25.0

62.8

+ 151.2 %

Franchise-sectors
service 45.0 %

craft 11.7%

trade 25.0 %

hotel / catering 25.0 %

Source: Deutscher Franchise-Verband e. V. | www.franchiseverband.com

were also awarded high points totals, as was the outstanding condition of Germany’s communication infrastructure and energy supply network.
It therefore comes as no surprise that Germany
is now home to a multitude of globally operating
companies in the world of franchising, for example
McDonald’s, Burger King and KFC, to name but a few
companies from the field of traditional system catering. Other systems that operate on a global level, for
example Mail Boxes Inc., have also now been present
in Germany for many years.
In as early as 1971, McDonald’s became one of
the first international systems to dare to make the
move to Germany. There are now already over 1400
McDonald’s restaurants and 237 franchisees operate
approx. 80 % of all German McDonald’s restaurants.
The franchise network Mail Boxes Etc., which
was founded in the USA back in as early as 1980, ini-
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tially successfully expanded in Italy and other European countries before coming to Germany in 2002.
The company has been able to attract 190 franchise
partners in German-speaking countries to date and in
2014, it generated total sales of approx. 75 million
euros.
A large number of national franchise systems
only based in Germany, on the other hand, have also
used successful expansion in Germany to make their
way into countries outside of Germany, most of which
are located in Europe.
Examples of such systems include Engel & Völkers, Lufthansa City Center (LCC) and Fressnapf. In the
pet industry, Fressnapf is now represented by over
450 stores in 11 countries outside of Germany, while
the franchisor Engel & Völkers supervises offices in
38 different countries all over the world from its
headquarters in the German city of Hamburg. LCC

International Franchising

started out in Germany in 1991 by opening its first
travel agency in the German city of Dresden. This system has now expanded into over 80 countries and
has more than 650 partner agencies with a turnover
of 1.9 billion euros in 2009.
Mrs. Sporty, on the other hand, was able to
achieve a great degree of success with its fitness concept especially for women. The system has now suc-

cessfully established over 550 fitness clubs in 7 European countries within 10 years.
Another company that started out as a purely national franchise system is Vapiano, which was founded
in Hamburg, Germany, in 2002 and now represents a
success story when it comes to exporting good concepts and ideas, with 130 Vapiano restaurants in more
than 27 countries and on 5 continents.
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The Different Forms of
Internationalisation

What internationalisation strategies are
possible?

•	The simplest type of internationalisation
•	Franchisees in Germany are supervised by the sys-

Companies wanting to conquer the German market
with their franchise system can chose from a wide variety of strategic approaches. The following chapter
provides a brief introduction to the most successful of
these approaches:

•

Direct Foreign Franchising

•

Direct foreign franchising is based on a franchise contract between the franchisor and an individual franchisee that is adapted to suit the specific features of
a franchise in a different country and forms the basis
for the opening and running of a franchise unit in
Germany by the franchisee.

•

tem headquarters in the system’s home country
and incorporated into the system to the same
extent as those located in the home country.
	Communication is the main hurdle due to language and cultural barriers.
	Language and staff capacities are essential
requirements.
	This approach is generally suitable for all markets
that do not require many investments in system
adaptations or translations.

Indirect Foreign Franchising
Indirect foreign franchising is based on the formation
of an independent foreign subsidiary by the franchisor.

Franchisor
(headquarters in home country)

100 % Subsidiary

Direct Foreign
Franchising

Indirect Foreign
Franchising

Master License

Developer Contract

Cooperation

Master
Franchising

Area
Developement

Joint
Venture
Local Partner

Franchisees
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In Germany, this company independently concludes
franchise contracts with local franchisees as a subsidiary of the franchisor and supervises these franchisees
as the system headquarters. Effective and provides
more options for monitoring the system on location.

•	High initial investments in the formation of the

•
•

s ubsidiary headquarters and higher running
costs for the operation of the local system headquarters in Germany
	Provides more in-depth procurement of information on location and market proximity
	Suitable for large markets and markets located
far away

concluding franchise contracts with the franchisor in
the home market, to supervise and monitor these
franchisees on a long-term basis. The area development contract does not permit the area developer to
operate their own franchise units or conclude their
own franchise contracts.

•	Franchisees have close connections with the German system headquarters.

•	The fact that there is no contractual intermediate

•

Master Franchising
Master franchising is based on a contract in which the
franchisor permits a master franchisee to establish
and operate several franchise units in Germany. The
master franchisee can either run these franchise units
themselves or by concluding so-called sub-franchise
contracts with local franchisees. The master franchisee ultimately works as a local franchisor in the target
country within the framework of and according to
the requirements of the franchisor. A modification of
master franchising is so-called “area development” or
“multi-unit franchising”, in which the area developer
only runs its own franchise units. A significant obstacle is the search for a suitable master franchisee.

•	The master franchisee is responsible for start-up,
•
•

•

adaptation and roll-out investments in the target
country.
	The master franchisee bears the costs for the
operation of the German system headquarters.
	There is a danger that the position of power of
the master franchisee is too strong. No direct contractual relationships between the franchisor and
German franchisees
	This approach is more suited to complete markets
and less suitable for individual regions.

Area Development
Area development is based on a franchise contract in
which the area developer is commissioned to acquire
franchisees in German for the franchisor and, after

•

•

interface between the franchisor and the target
country, as is the case in master franchising, does,
however, reduce the risk of a German partner
being too strong.
	Contracts are always only concluded between the
franchisor in the home market and the German
franchisees.
	Lower capital requirements for the acquisition of
franchisees because they are mostly only commissioned on the basis of the success of the area
developer
	Area development is, however, mostly suited to
small and densely populated markets.

Joint Ventures
A joint venture is based on cooperation between the
franchisor and a partner in Germany that goes beyond a franchise contract and often involves the formation of a joint subsidiary on a company-law level.
Joint ventures can be selected for every form of international franchising.

•	A mixed form of indirect foreign franchising and
•
•
•

•

a master franchise contract
	Suitable for markets that are located far away
and are difficult to control from the home market
	The financial risk is shared.
	Having a local joint-venture partner makes the
acquisition of market knowledge, corporate
engagement and direct supervision of franchisees
easier.
	The distribution of corporate shares additionally
becomes more important alongside the franchise
contract (e.g. supervision of the joint-venture
company, the option to break away from the
local joint-venture partner and deviating distribution of profits).
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What strengths and weaknesses are involved in the different types of expansion?

Direct foreign franchising

Strengths

Weaknesses

• No shared charges
•	Information and communication

•	Not suitable for countries that are

technology make management
and supervision easier

•	The most competent support

very different to the home
market

•	Increased support and supervision
efforts required

•	Conflict potential due to
cultural differences

Subsidiary

•	Suitable for larger markets
•	The presence of the subsidiary
makes management easier

•	Start-up costs
•	Large amount of time and effort
required

•	No sharing of start-up and

operating costs with the local
investor

Master franchise

•	Capital expenditure by
the master

•	Local expertise of the master
franchisees

Area developer

•	The wrong master franchisees
•	The position of power of the master franchisees

•	Training requirements
•	Control and supervision

•	Easier to manage than master

•	Capital resources of the area

•	Stronger supervision of

•	The area developer as a

franchising

franchisees

developer

potential rival

•	Termination of the contractual
relationship

Joint ventures

•	Lower capital requirements
•	Increased acceptance by local
partners

•
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Risk reduction

•	Disagreements in the management of the joint ventures

•	Damage to the company image if
the joint venture fails

International Franchising

Starting Up a Company
in Germany

Registering Your Trademark

An Overview of Different
Types of Company

If you want to conquer the German market with your
franchise system, you’re sure to have many questions
that you want answered. The first of these questions
may be:
What should I do first? The answer: register your
trademark with the patent office! This guarantees
the protection of your intellectual property and is
above all relatively uncomplicated. You can find the
application pages of the German Patent and Trade
Mark Office (DPMA) on its website at www.dpma.de/
english/patent/application/index.html. You can even
register your trademark online, which costs approximately € 300.
If you want to protect your trademark throughout Europe right away, you will need to contact the
Office for Harmonization in the Internal Market in
Alicante, Spain. You should, however, take note of the
disadvantages that this process may involve. If you
experience problems with one single national trademark registration, this may put your EU trademark
application for all EU states at risk.

When starting up a German company, you can choose
from one of a large number of different corporate
forms. Which one of these is the right form for you
depends on many different factors. The most important of these factors are:

•	the size of your company
•	the tasks and responsibilities
•
•

of the shareholders
	potential liability limitations
	tax-related aspects

The company that you want to start up is then a limited company, a private company, a mixed form or a
registered branch.
In principle, you do not need to start up a company in Germany if you have already registered a
company in another state of the European Union.
A distinction must be drawn between registering
a company and registering a business. If you set up a
branch office in Germany, you will need to register

Overview of important company forms in Germany

Cooperations

GmbH /
UG

KGaA

Partnerships

AG

GbR

oHG

Mixed Form

KG

GmbH &
Co. KG

Branch Offices

Selbst
ständig

Unselbstständig

Source: GTAI
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your business in the town or city concerned. When
doing so, you are subject to the same conditions as
German natives as an EU citizen. You can obtain details concerning the documents that need to be submitted, the registration process and other information from your local trade office.

Subsidies
Unlike the variety of different types of company, the
range of state subsidies available is very confusing.
On the one hand, there are subsidies for operational activities, for example the search for, training
of and payment of specific staff, and on the other
hand, there are subsidies for direct investments, for
example reduced-interest loans.
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The majority of these subsidies come from various EU funding programmes. This currently involves
the problem that at the end of the 2007–2013 funding period, a number of completely new funding programmes came into effect and replaced older programmes.
You can obtain a list of the most relevant subsidies, information on the latest developments in the
2014–2020 funding period and advice on applying for
subsidies from Germany Trade and Invest – Gesellschaft für Außenwirtschaft und Standortmarketing
(GTAI) at the German Federal Ministry for Economic
Affairs and Energy (BMWi).
An initial overview in several different languages
can be found online at:
www.gtai.de/GTAI/Navigation/EN/Invest/
Investment-guide/incentive-programs.html

International Franchising

Establishing a Franchise System
in Germany / The Inbound Strategy

The establishment of a foreign franchise system
should involve several steps. The main focus is always
the pilot phase, during which the system is tested under realistic conditions and adapted to suit the German market where necessary.
The following series of steps is suitable for the
establishment of a foreign franchise system in Germany:

Running the pilot operation

•	Installing, monitoring and controlling the pilot
•
•
•

operation
	Obtaining the required permits and licences
	Focusing on profitability and balance
	Developing a franchise contract based on the
experience gathered in the pilot operation

Preliminary test

Establishing a system

•	Market analysis
•	Feasibility study
•	Checking the handbook, fee system and PR

•	Finalising the handbook, fee system and contracts
•	Checking whether it is possible to acquire a state

•

strategies
	The result of the preliminary test is the market
entry strategy

Preparing the pilot operation

•	We strongly recommend that you set up a pilot
•
•
•

operation.
	Translating the handbook and, where necessary,
adapting it to meet the DFV guidelines
	Selecting suppliers and checking the terms and
conditions of delivery
	Calculating franchise fees

•
•

subsidy
	Developing an advertising strategy
	Searching for and recruiting franchisees

It is important to bear in mind that the final two
steps of the inbound process into the German market
can strongly vary depending on the internationalisation strategy used. The pilot operation should predominantly be supervised by the future area developer or master franchisee if you choose this strategy,
for example.
You should also bear in mind that the capacities
to supervise your expansion need to be available at
your home system headquarters. On the one hand,
you need to have the required expertise and on the
other hand, you also need to have the relevant human resources and financial resources.
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The Pilot Phase

Whatever form of expansion you choose, the DFV recommends that you run the pilot phase yourself or organise the running of the pilot phase by, for example,
the master franchisee!

Why is it important to set up
a pilot operation?

•	Adapting your own system standards in the
•
•
•

target country
	Checking acceptance of your own business
model, products and services
	Foreign markets are always different to the
home market.
	Checking the characteristics/suitability of the
local partner

18

The fact that the benefits of a pilot phase are
only accompanied by an extremely superficial disadvantage (namely that quick international expansion
is, at first glance, delayed) makes this recommendation clearly valid.
The important factor in an internationalisation process is not speed, but quality. A pilot phase creates
trust and more security with regard to the implementation of the further expansion process. This benefit
far outweighs the supposed disadvantage of temporary delay.
The pilot phase should be brought to a close in
order to start the roll-out once the pilot operation has
broken even.

International Franchising

Searching for and
Selecting Partners

The selection of a partner in Germany is the most important decision that a franchisor can make.
If you are already frequently receiving enquiries
from Germany, you may be able to eliminate some
aspects of the time-consuming search process. You
should, however, bear in mind that your consideration of such enquiries should involve the same
benchmarks as your active search for partners. We do
not recommend that you lower your own requirements for a partner for cost-related reasons or even
for the sake of convenience just because this partner
is actively offering their services.

Who can help me with my search for a
suitable partner for my expansion plans
in Germany?

•	Management consultants and recruitment consul•
•
•
•

tants (as well as international companies/
networks)
	Franchise brokers
	Franchise media
	Franchise portals online
	Franchise and industry trade fairs and exhibitions

Your first priority should be to check whether you already have a contact with experience in Germany and
the relevant sector.

What precise characteristics must a
partner offer in order to make it onto the
shortlist?

•	The “personal chemistry” needs to be right.
•	A strong entrepreneurial personality
•	Experience with business developments on a
•
•
•
•

large scale
	Ideally franchise experience (not imperative)
	Willing to integrate, to meet requirements and to
follow instructions
	Language consistency (alternative: a communication employee deals with language-related
matters)
	Financial resources and access to borrowed
capital

Your potential partner should be intensively checked
and evaluated just like every other applicant. If necessary, a German consultant can also carry out these
checks on location.
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Contacts for Expansion
into Germany

Where can I find more detailed
information and support?

•	Deutscher Franchise Verband e. V. (German Fran•
•
•
•
•
•
•

chise Association - DFV)
	Management consultants focusing on franchising
(experts associated with the DFV)
	Lawyers and law offices with franchise experience
(associated experts of the DFV)
	State institutes with foreign trade support programmes, particularly GTAI (see below)
	Industry associations
	Chambers of Industry and Commerce
	Diplomatic missions and consular representations
	DFV Round-Table Events featuring franchisors
with international experience

The organisation Germany Trade and Invest – Gesellschaft für Außenwirtschaft und Standortmarketing
(GTAI) of the German Federal Ministry for Economic
Affairs and Energy (BMWi) in particular can be a
strong partner for your internationalisation efforts.
Its correspondents based in over 40 locations worldwide and its headquarters in the German city of Bonn
offer the following assistance and information:

•	Presentation of the economic situation and legal
•
•

and customers regulations
	An overview of economic developments on the
whole and special industry trends
	Information on investment and development
plans
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•	Information on calls for tenders and the business
and cooperation requirements of potential German partners

Selecting the right contact can be a difficult task due
to the large number of different actors and their
range of services, which initially seems unclear and
difficult.

When it comes to this task, the DFV is your ideal
contact and first port of call for all questions concerning the establishment of your franchise system
in Germany.
We help you to establish contact with a network of
franchise systems that are already successful on an international level and boast long-standing relationships with lawyers and consultants who specifically
work as associated DFV supporters. On top of all this,
the DFV is also excellently networked with all relevant
state institutions that support franchise systems with
their efforts to expand into the German market.
As a member of the European Franchise Federation (EFF) and the World Franchise Council (WFC), we
have a direct connection to national franchise associations all over the world.
Have you already visited our website? Alongside
all important information on franchising in Germany,
you can also find a list of contacts who can help you
with your internationalisation efforts at www.franchiseverband.com/dfv-services/international

International Franchising
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