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Welcome to Specialty Retail Report's second annual "Guide to Cart & Kiosk Franchises," where 

you'll find the details on more than two dozen cart- and kiosk-based franchises as you plan your 

specialty retail strategies for 2008.  

There are a number of cart- and kiosk-based franchises out there for specialty retailers who want 

to be in business for themselves but also want the support of a franchisor who knows its product 

inside-out and understands the most-effective way to sell the product for maximum profitability.  

Some of the franchises in this year's Guide are new, launched by small start-ups. Blue Heron 

Bags, is offering its franchise for the first time this fall (pending regulatory approval) and Cereality, 

in business since 2003, is in the midst of rolling out its nationwide franchise program. Others are 

well established and growing, such as Maui Wowi Hawaiian Coffees & Smoothies, with 498 of 

500 locations run by franchisees, or Liberty Tax Service, with more than 2,300 seasonal 

franchisee locations.  

There are more than 2,500 franchise concepts in the US, according to the International Franchise 

Association, a Washington-based organization that offers resources to the franchise community. 

And the number is growing, with 900 new concepts introduced since 2003. The fastest growing 

category? Specialty fast food and ethnic food, so it's no surprise that some of the concepts in our 

Guide are food-related. Franchising now contributes more than $1.5 trillion to the economy, and 

is also the source of jobs for more than 18 million Americans, according to the IFA.  

Buying into a system  

Buying a franchise is a great way to get started because you can buy into a proven retail system 

and gain access to specific company secrets, 

business  

processes and selling strategies. If you meet the 

franchisor's financial requirements, follow precise 

directions and dedicate yourself to success, 

franchising just may be the right opportunity for you.  

Cart and kiosk franchisees get in-depth franchisor 

support, minus the expensive overhead of a larger 

"traditional" store. However, not all franchisors offer 

the same level of franchisee support, which typically 

includes in-person training (usually at the company's 

headquarters), site-selection assistance and 

marketing support. Nor do they require the same  



financial investment. And all have varying levels of expertise in working with franchisees. So 

investigate each franchise offer thoroughly before you invest (see "Before You Buy" sidebar).  

Of course, having a passion for the product is a big plus. Your enthusiasm for what you sell will 

go a long way in growing sales and building a loyal repeat-customer base.  

Success by the spoonful  

Cereality is a concept sure to please the cereal-loving crowd. Available as full cafés and kiosks, 

Cereality provides an outlet where customers can choose from dozens of brand name hot and 

cold cereals, more than 40 different toppings and a variety of milks (including soy and lactose-

free) to make their own perfect breakfast—any time of day. Customers also can order proprietary 

parfaits, cereal bars, granolas and smoothies. For those in a rush, the company offers leak-proof 

to-go containers that resemble Chinese carryout cartons, complete with spoons that double as 

straws for milk-slurping purposes, called "sloops."  

Staff "Cereologists" wear pajamas, and famous brand-name cereal logos take center stage in a 

"home kitchen atmosphere." Last year Cereality was awarded the "Experience Stager of the 

Year" award, or EXPY, presented by Joe Pine and Jim Gilmore, authors of the best-selling book, 

"The Experience Economy."  

The Concept is already a hit in Newark Liberty 

International Airport in New Jersey, with another 

slated to open soon in Kennedy Airport in New York. 

The company also has locations in or near college 

campuses in Arizona, Pennsylvania and South 

Carolina. Going forward, Cereality hopes to create a 

nationwide network of franchisees in airports, 

universities, hotels, resorts, theme parks and 

healthcare facilities, among other locations. The 

company has received more than 7,000 inquiries from 

potential franchisees in the past year. "It's a young 

brand," says spokesman Kevin Donnellan. "Cereal is 

loved by young and old, and eaten any time of day."  

In addition to field support to help franchisees get off 

the ground, the company also offers eight to 10 days 

of training at its Arizona headquarters, assistance with 

location selection, and marketing help to increase 

sales.  

In July, Cereality was purchased by Scottsdale, 

Arizona-based Kahala-Cold Stone, which owns more 

than a dozen restaurant brands including Blimpie, Cold Stone Creamery, and Ranch1. What does 

that mean for potential Cereality franchisees? Expertise in supporting and growing the brand, 

Donnellan says.  

Still brewing up sales  

If cereal is not your thing, there's still plenty of growth in the coffee cart and kiosk market. 

Specialty coffee retail sales topped $12 billion in 2006, up from $8.4 billion five years ago, 

according to the Specialty Coffee Association of American (www.scaa.org). There are 3,600 

coffee kiosks and 2,900 coffee carts in the US, the Association says. Cart and kiosk sales 

 



combined were almost $1.5 billion in 2006, up from $1.3 billion a year earlier. The average kiosk 

pulls in $300,000 in annual sales; the average cart, $140,000.  

Cuppy's Coffee, Smoothies & More, based in 

Pensacola, Florida is expecting significant growth  

in the cart and kiosk franchise market. Cuppy's started 

franchising in 2006, and currently has 14 kiosks and 

two carts. Kiosks are ideal for malls and college 

campuses, and carts are well suited for hotel lobbies, 

says Rachel Clark, Cuppy's vice president of 

marketing. Cuppy's is actively working with malls and 

other shopping centers to find qualified franchisees as 

part of an aggressive growth strategy.  

Part of the company's growth strategy is focused on 

adding new menu items regularly. "We are always 

looking to increase revenue streams for our franchisees," by adding new menu items, including 

breakfast, lunch and snack foods, Clark says. The company rolls out new limited-time-only 

smoothie flavors every six-to-eight weeks, featuring summer fruit blends in July and August, and 

pumpkin pie flavors in October.  

Cuppy's in-house real estate department helps franchisees find quality locations that meet 

specific demographic criteria, including high foot-traffic counts and high-caliber neighboring 

stores, Clark says.  

Fashion is in the bag  

Potential franchisees more interested in fashion than food can explore Annapolis, Maryland-

based Blue Heron Bags, which at press time was awaiting state approval to franchise.  

The kiosk-based company stocks designer handbags and totes in a range of styles and price 

points. The kiosks offer monogramming services, available in 30 minutes, enabling customers to 

purchase on impulse a gift that "appears [as if] they thought about it," says Amy E. Brown, the 

company's president.  

Though the franchise is in the final stages of formation, the company itself has been around for 

more than 15 years and enjoys a healthy repeat-customer base, says Brown. She joined the firm 

in 2004, took over the retail side of the company in February and pursued franchising because so 

many entrepreneurs had asked  

about the possibility of opening a Blue Heron Bags 

franchises. "It's a great business for the right person," 

she says. The ideal franchisee "loves the product and 

is a go-getter—sales oriented and organized."  

The company offers customized software with 

templates to make monogramming easy, Brown says, 

adding: "If I can do it, you can do it." In addition to five 

days of training, the company plans to provide on-site 

support during the franchisee's first week of business 

and ongoing 24/7 monogramming support through its monogram equipment vendor. An online 

forum also will be available to connect franchisees with company management.  

 

 



Blue Heron Bags also offers monogram services for products it doesn't sell, including sports team 

shirts and jackets, T-shirts, etc. Though there is no 30-minute guarantee for the service, "It's a 

positive feature and brings in an extra source of income," she says. The service also helps build 

brand recognition.  

Benefits and drawbacks  

Franchises offer franchisees significant benefits such as name recognition, bulk-purchasing 

power, training and management expertise, but there are drawbacks, too. Franchisees must be 

willing to operate under the confines of a franchise agreement that spells out specifically how the 

business is to be run. Those looking to take a concept and "make it their own" might not make the 

best franchisees.  

The most successful franchisees are self-motivated entrepreneurs who are willing to work within 

the confines of a pre-established business model. The first step, then, is thoroughly investigating 

that business model before buying in.  

Visit company headquarters. Understand every aspect of the company's Uniform Franchise 

Offering Circular (UFOC).Talk with past and current franchisees. Get to know the franchisor. In 

short, be sure to do your due diligence—before you sign on the dotted line.  
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