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AS ERIC NEWMAN, EXECUTIVE VICE PRESIDENT OF 
development for Bojangles’ Famous Chicken ‘n 
Biscuits, likes to point out, various outlets that rank 
franchise opportunities often identify Bojangles’ 
as a top choice—not just in food but in franchising 
in general. The Wall Street Journal named it one 
of the top 25 franchises across all industries, and 
it was Entrepreneur’s top choice in the chicken 
segment in 2007.

What is it about this iconic Southern brand that 
attracts such attention?

Newman ticks off a list of attributes, starting 
with daypart coverage. “We have breakfast, lunch, 
and dinner,” he says, “and we also have the capac-
ity for major takeaway business across all three 
dayparts.”

Of course, what brings customers in during 
those dayparts is the food, from biscuits to chicken 
to a wide variety of side items with made-from-
scratch flair. “We have uniqueness,” says Newman. 
“When you’re hungry for Bojangles’, you’re hun-
gry for Bojangles’, and nothing else will do.” This 
makes for tremendous customer loyalty.

Another positive attribute is that Bojangles’ 
enjoys a certain amount of insulation during 
tougher economic times. “When people are more 
careful with their money,” Newman notes, “Bojan-
gles’ tends to strengthen. People trade down, but 

they still want to eat 
out, and they don’t want to go to a burger chain 
for an evening meal. We’re categorized properly 
as quick-service, but that’s category-speak. In 
reality, we’re positioned between quick-service 
and fast-casual.”

Bojangles’ also boasts impressive financials. 
In 2007, sales at full-size franchised locations 
averaged more than $1.7 million. More than 10 
of them went over $3 million, and one hit nearly 
$3.7 million. The company just completed its 54th 
consecutive month of same-store sales increases, 
and Newman says they haven’t seen the top yet.

Bojangles’ is actively franchising in a num-
ber of markets, with space currently available in 
Florida, south Georgia, central and western Ten-
nessee, Alabama, Mississippi, and Louisiana. The 
first focus is the Southeast, but the brand is also 
pushing north, with the eastern seaboard from DC 
to New York being wide open. “We’re also open 
to other things if the right people come along,” 
notes Newman.

Like most franchisors, Bojangles’ looks for 
restaurant experience in potential franchisees. “It’s 
most helpful if people in the investment group have 
operational focus, because Bojangles’ is about the 
food and the operational delivery,” says Newman. 
“Many of our newer franchisees are already major 

franchisees in other systems.”
In terms of franchisee support, Newman points 

out that Bojangles’ was recently acquired, and 
the new owners are focused on infrastructure and 
operational support. This is borne out by increases 
in the number of field reps, new building designs, 
a new vice president of real estate who is reviewing 
markets and supporting franchisees with deals, and 
beefed-up training programs.

Newman adds that new franchisees praise 
Bojangles’ for its operational focus. “They draw 
a clear distinction between Bojangles’ and those 
brands that only own one or two restaurants and 
franchise everything else,” he says. “We oper-
ate 150 of our own restaurants, and the direc-
tion and support we provide our franchisees 
usually helps them run the restaurants more 
effectively.

“I’ve been doing this 23 years,” Newman says, 
“and timing is everything. There are great times 
to join certain concepts, and there are times when 
you probably don’t want to come in. Bojangles’ is 
really hitting a great point in its cycle.”

More than 10 of Bojangles’ 
franchised locations went 
over $3 million in sales  
in 2007.
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BOJANGLES’  
FAMOUS  
CHICKEN ‘N  
BISCUITS
An iconic Southern restaurant brand  
offers growth potential for franchisees.

For more information about franchising 
opportunities with Bojangles’ Famous 
Chicken ‘n Biscuits, visit  
www.bojangles-franchise.com.
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*2007 Entrepreneur Franchise 500 Quick-Service Chicken category. This is not an offering to purchase a franchise. Offerings are made by Uniform Franchise Offering Circular only.
**The Wall Street Journal, February 12, 2008

Invest in the #1 ranked restaurant in chicken.*
Bojangles’® was listed as one of the “Top 25 Franchise High Performers.”** Success in all three day parts 
is one of the many reasons we’ve become a leader. The competition just can’t match it. We are poised for 
growth with areas available for single-unit and multi-unit developers.

www.bojangles-franchise.com • 1-800-366-9921
Learn how we’re cooking up mouth-watering opportunities. Call us today!
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Restaurant Franchising
Restaurant Franchising is an exclusive opportunity to 
reach emerging and growing chains. Distributed to 
multi-unit and multi-concept franchisees, and with 
bonus distribution at various franchising and restaurant 
industry events, RF is the perfect opportunity to match 
your marketing message with a publication that pro-
motes growth through franchising.

Editorial Content
RF features informative articles about current and 
upcoming trends and best practices in franchising, 
finance, and real estate, plus editorial profiles highlight-
ing opportunities in each of these areas. This content is 
supplemented by a “best of” compilation of franchising 
topics from QSR.

Display Advertising
Full- and half-page display opportunities are available. 
RF is ideal for franchise sales, financing, real estate, 
and others who want to reach growth-minded res-
taurant professionals. Rates are 80 percent of earned 
QSR page rate.

Special Offer for Clients with Franchise, 
Finance, and Real Estate Opportunities
When you purchase a full-page display advertisement, 
you will receive at no additional charge an adjoining 

editorial profile about your company and the opportu-
nities it offers. RF will assign a professional writer to 
work with you to create a mutually agreeable profile of 
up to 600 words in length. The profile will also include 
logo and photos, which we request that you provide, as 
well as an informational pull-out box touting the high-
lights of your company.

In addition, your editorial profile will appear in the 
Franchise Expo area of QSRmagazine.com.

Distribution
RF is distributed by mail to 
approximately 15,000 fran-
chise owners and 6,000 
independent restaurant own-
ers selected from the regu-
lar circulation base of QSR 
magazine.

RF is also distributed to 
attendees at the following 
shows:

International Franchise Expo •
West Coast Franchise Expo •
Franchise Expo South •
 National Restaurant  •
Association Show


