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Breakaway to Hawaii!
Prices as little as: 8 days, Tnights,$355"

That’s right. For as little as $355* per person, your I [ D N W N MR Em NN NN OER N A A R

q

groups can now break away to romantic Hawaii. Andyou 1 Attn: Dreakaway Tours 1
can do it all for far less than you ever dreamed possible. 1 605 Fifih Avermes 1
Just look what Universal’s Breakaway Tour to i New York, N.Y. 10017 1
Hawaii gives you for less than the cost of round trip I 1
economy air fare alone aboard a scheduled airline: I OurElks Lodge i
¢ Round trip air fare, cocktails and meals aboard our I isinterested in a Breakaway Tour to '
Fan Jet DC-8. : from departing :

e Pre-registration and plush accommodations at one of g Tumber of passengers 1
Sheraton’s fabulous hotels on Waikiki Beach. j  Please send information to: 1

. ngtive Aloha welcome and departure with I Name ]
leis and music, . B Address Phone ]

* Your own Universal Hawaii staff to attend to your 1 cuy State Zip 1
every need. -3

¢ Gala cocktail party.
¢ All transportation and luggage transfers to and

from hotel room and tips.
Bri eal(awaval

) TOURS

SDC-8 charter from New York, full complement of people. Back to back program. All inclusive with the exception of applicable taxes. Based on affinity tour
Basing tariff filed with Civil Aeronautics Board—Pro rata air fare $226. Land package $129. For example from Atlanta: $355, Chicagos $333,

Exclusive to affinity groups of 165 or more.
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Send for your FREE copy of
“your Future as a GBS Area
Director” today. Just mail the
coupon, and discover the
remarkable new career
possibilities through an exclusive
franchise to provide much needed
services to small businesses. If
qualified, as a GBS Area Director,
you will have unlimited income
potential . . . own a business with
no labor problems, no perishable
inventories, no high overhead.
$10,500 investment required.
Send for FREE book today . . . the
return on your 6¢ stamp
investment could ‘u*****u’
be astronomicall % S*:

* *
ol TP L

INVEST

inyour
family’s

-l\-ﬂ'r-E_E Gaw, Exec. Vice Pres.
General Business Services, Inc.
7401 Wisconsin Ave. N.W.
washington, D.C. 20014
Rush me a FREE copy of “Your
Future as a GBS Area Director.”

Name

Address

City

State

Zip

Phone
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Red Ram

(Continued from ﬁage 28)

then be financed by men in the com-

munity and Seaberg and Roderick
would lend the Ram name and concept
of doing business.

“We simply franchised a iOOd name
and a good concept,” Seaberg says.
“By July, 1967, we had five Rams
across the country plus two in Colorado,
and Holmes was in Europe looking at
the overseas market.”

“Red Ram Saloon and Brate Stube”
the sign would say. Customers were
delighted with the new word “saloon”
in glittering gold letters. Then one day
a liquor inspector walked into a Colo-
rado Red Ram. He told the manager
the word “saloon” would have to come
off that day or the operation would be
closed down. The whole concept was
built around that word, the manager
argued. An image was being destroyed.
The inspector replied that the word
“saloon” in any form of advertisement
was against the law.

Seaberg returned to his Western re-
search. He learned the law was one of
many outdated laws still in existence.
About 1930 New York Gov. Al Smith,
worried that prohibition would not be
repealed, promised Anti-Saloon leaguers
that the word saloon would be sacri-
ficed if prohibition was broken. In a
Red Ram survey of all states west of
the Mississippi, only two permitted ad-
vertising the word “saloon.”

State laws are often repealed with a
rider. Seaberg discovered he could ob-
tain a referendum for a cost of $55,000
—lobbying fees, legal documents and
lawyers—"and still the case wouldn’t
stand a chance,” he said.

Red Ram was having other problems.
While Seaberg and Roderick were busy
financing more Ram outlets, lamp-
shades were being changed in an Iowa
Ram because the franchisee’s wife liked
a different color. Another Ram offered
variations on the German menu because
the franchisee’s brother thought it
would be good for business. Soon each
Ram outsige of Colorado began to lose
its identity and its profits.

Although Red Ram growth had been
fantastic, inances were spread too thin
to support the weight of economic loss.
Many Ram franchises failed; but while
the Ram’s scattered problems of liquor
laws, remodeling costs, and food con-
trol were sapping its financial strength,
the franchise industry itself was head-
ing for disaster.

One pizza franchisor was demanding
its franchisees buy supplies and food-
stuffs from the franchisor. Another was
forcing franchisees to buy supplies and
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food and equipment from designated
suppliers, and still another was' forcing
its franchisees to purchase paper goods
at marked up prices.

To find some answers to Red Ram
problems, Seaberg was told to clamp
down on his controls, to be careful
whom he franchised to and to make
franchisees adhere to Red Ram stand-
ards.

In 1969 Red Ram of America alligned
with Elsters of California, a franchise
consulting house. Elsters assist in draw-
ings, site locations, equipment financ-
ing, and kitchen procedures.

“Now were no longer selling an
idea,” Seaberg says. “I could se%l 25
Rams between Demember and Febru-
ary if I moved an office to Georgetown.
The idea sells itself. But we've tightened
controls and have a uniformity that the
franchisee must adhere to.” We can
offer an exciting investment opportunity
that should make the strain of our
supervision easier to take. Last year
Denny Mintle did $205,000 in gross
volume.”

Today the potential Red Ram in-
vestor must have the financial means to
obtain $40,000. He is interviewed by
Ram directors and if he passes he must
make a $7,500 down payment before
Seaberg and Roderick look at his pro-
posed site. If the site is judged a lemon
he gets his money back. If the site is
approved the franchisee goes through
a four week training program at one of
the Ram facilities. Ram personnel help
him with his opening and a local CPA
is permanently hired to help with tax
benefits and operating costs. A guide-
line is furnished for food, labor and
cost of goods. Bids are submitted on
remodeling (in the past they went on
time and materials) and Red Ram pays
up to $7,500 for building improve-
ments. Territorial rights extend over a
city and the franchisee pays a 3.5 per
cent royalty assessed against his gross
sales’in exchange for the parent com-
pany’s continuing support.

Today there are six Red Rams across
the country, one more than in 1967.
In the beginning,” Seaberg says, “all
we did was sell and negotiate. Our
mistakes were painful, but we learned.
Now we’re in the management business
and we intend to live off our royalties,
because we expect to have 85 Rams
operating in five years.”

Of the franchisee, Seaberg says, “The
main thing is how many dollars we put
in that guy’s pocket at the end of the
year. Then maybe helll say: ‘What a
beautiful idea for a franchise.”” L





















